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Setting the Stage



Omnichannel
Seamless Integration

Mobile
Anytime, anywhere

Real-time
Fast and frictionless

Personalized
Unique and relevant

Private
Secure data

Customers expect more than ever before… 



¹Harvard Business Review, https://hbr.org/2010/10/understanding-customer-experie, October 28, 2010

Customer Experience (CX) is about creating lifelong 
loyalty over the course of a customer’s journey.  

CX is the sum-totality of how 
customers engage with your 
company and brand, not just 
in a snapshot in time, but 
throughout the entire arc of 
being a customer.
— Harvard Business Review¹

https://hbr.org/2010/10/understanding-customer-experie
https://hbr.org/2010/10/understanding-customer-experie


Great CX can increase profit and enhance brand image. 

1“The Value of Customer Experience, Quantified,” Harvard Business Review, 2014
2 “Customer Experience is the Future of Marketing,” Forbes, 2015
3 Dimensiondatacx.com, 2018

33% reduction in 
the cost to serve 

customers by 
delivering great 

experiences1

Customers mention 
a good to average 

experience to 9 
people, but will tell 
16 people about a 

bad one2

Customers with 
positive experiences 

remain customers for 
5 years longer than 
those with negative 

experiences1

84% of organizations 
working to improve 

CX report an increase 
in revenue3



USPS is privileged to deliver to every household in America.

6.3M
Daily 

usps.com 
Visitors

634K
Employees

232K
Delivery 
Routes 

31K
Post 

Offices

485M
Mailpieces
Delivered 

Daily159M
Delivery 
Points

15M
Informed 
Delivery 

Users



USPS is uniquely positioned to address the digital to physical 
spectrum of customer preferences. 

Physical mail remains a key driver of high customer engagement.

1 “The 2019 Hidden Metrics of Email Deliverability”, 2019, ReturnPath
2ANA/DMA Response Rate Report 2018

Email response rate 

dropped from

.11% to 0.06%1

In the past year, digital fatigue 
has set in… 

…but direct mail engagement 
continues to rise.

Direct Mail response 

rate increased from

5% to 9%1



Our Customer Experience Plan



USPS has always been focused on delivering value 
to the customer…

…and we are continuously evolving as our CX strategy.

X



How is USPS demonstrating its commitment to CX?

Established 
Corporate Strategic 

Goal on CX
Deliver a World Class 

CX is one of four 
strategic goals

Established a VP 
Position and Office for 

CX
focused directly on
driving the strategic 

goal on CX

Transforming the 
Consumer Receiving 

Journey 
and empowering our 
employees to drive 

change for our customers



Employee Experience & 
Culture

Empower employees to 
own the customer experience

Listening to Drive Action
Use data to understand 

and address customer needs

Enhancing the Call Center 
Help our customers when 

things don’t go as planned

Transforming the Consumer 
Receiving Journey

Provide a seamless experience
across the receiving journey

What are our Top CX Improvement Priorities?



Execute Monitor Resolve

Places an order 

with retailer

Decides to ship or 

mail at a PO

Travels to 

USPS 

location to 

pick up or 

ship package

Views tracking 

information

Receives 

damaged parcel

Calls Customer Care 

Center

Is referred to local PO 

to resolve issue 

Interacts with 

clerk or lobby 

assistant

Successfully 

receives 

package

Sends 

Package or 

mail

Discovers package 

is successfully 

delivered

Journey Start

Issue 

successfully 

resolved

Local PO cannot 

resolve Issue; may 

file claim 

Looks for help on 

USPS.com but is 

unsuccessful

Developing a 

Superior 

Retail Lobby 

Experience

Enhancing 

International 

Retail 

Experience

Improving the 

Delivery 

Experience 

for Missing 

Mail and 

Packages

Enabling Digital Self 

Service and 

Enhancing USPS.com

Improving the 

Customer 

Care Center

Focusing on our customers’ moments of truth 

Transforming the Customer 
Receiving Journey

Enhancing 

the Tracking 

Experience

Reducing 

Wait Time for 

Issue 

Resolution

Opens case 

but is not 

contacted

Does not find 

package

Discovers 

issue with 

delivery

?



Listening to Drive Action

Co-Create with 
Users

Using customer and operational data to collaboratively 
identify opportunities and implement solutions.

Build Consensus

Implement & 
Refine

Develop
Data-Driven 

Insights



Enhancing the Call Center

Identify root causes 
of customer contacts

LEARN

PREVENT
The best call is the one 

that doesn’t occur

Automate self-service 
to  reduce calls offered

Develop innovate self-
service for customers

EXPEDITE

Resolve at first 
contact

TREAT



Employee Experience & Culture

Our employees are a critical enabler to success.

“The Good Guy Mailman”

#PostalProud encourages employees to treat 
mail, packages and customers with care.



https://vimeo.com/311794663
https://vimeo.com/311794663


The CX “Ecosystem”



Providing great CX requires cooperation and collaboration 
across multiple entities. 

CUSTOMERS

USPS.co

m

Mail Processing 

Clerks

Call Center 

Agents

Carriers

District Leaders

Area Leaders

Retail Associates

USPS
Retailers

Shippers
eCommerce

Mailers

Marketers
Vendors

Congress Unions

MAILING & SHIPPING 

ECOSYSTEM



How Mailers, Shippers, and Marketers can improve CX:

Augmented Reality:

30% of Starbucks’ transactions 

were conducted on a mobile 

device; yet, they still send 

personalized rewards cards in 

the mail2

Tangible Rewards to 
Drive Brand Loyalty:

1 http://www.targetmaine.com/augmented-reality-not-just-a-game/

2 Source: CNN Money http://money.cnn.com/2017/04/27/news/companies/starbucks-digital-sales/index.html via Mintel Direct Mail in a Digital Age report, April 2018

Informed Delivery as a 
Marketing Platform:

Digital channel with 

an engaged user 
base

Multi-channel 

campaigns generating 

multiple impressions 

Enhanced customer 

call to action with 

interactive content

http://www.targetmaine.com/augmented-reality-not-just-a-game/

1

http://money.cnn.com/2017/04/27/news/companies/starbucks-digital-sales/index.html


USPS is strengthening our commitment to our business partners.

Informed Delivery Enhancements

• Business Mailer Support

• Informed Delivery Package 

Campaigns

• 2019 Mail Promotions



Employee Spotlight: Helping Business Customers create 
mailpieces that meet their unique needs.  

“I help business and residential 
customers create mailpieces that are 
the right size and shape to meet their 

needs. ”

— Mailpiece Design Analyst, 

Pacific Area



Key Takeaways

• In a changing and dynamic market landscape, USPS is uniquely 
positioned to provide value to its customers—all US households

• USPS is more focused on the customer than ever, and is 
dedicated to improving the consumer receiving journey

• USPS is only part of the CX equation – together with marketers 
and mailers we can transform the customer experience for 
consumers



How can USPS better help you deliver great CX 
to your customers?


