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OPENING REMARKS
MARGARET PEPE 

STEVE SMITH

NEA PERFORMANCE REVIEW HENRY DYNKA

MANAGING CUSTOMER EXPECTATIONS IN A PANDEMIC KELLY SIGMON

NORTHEAST AREA INNOVATION AWARDS ERIC CHAVEZ

CLOSING REMARKS MARGARET PEPE
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Cynthia Muldoon Lucie Jameson Steve Smith Margaret Pepe

Industry Co-Chair Industry Co-Chair Industry Co-Chair Postal Co-Chair
First-Class Mail Marketing Mail Periodicals
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Ted Freeman
Former Industry Co-Chair

Northeast
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First-Class Letters / Flats Composite
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Marketing Mail
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Periodicals
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Bottom Line Up Front

Managing the Customer Experience during the COVID pandemic 
leveraged three key initiatives:

• Focusing on timely information

• Leveraging technology 

• Recognizing employees as essential providers and mission 

critical to the nation
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Timely Information

• Updated content based on 
customer feedback

• Links to same FAQ content 

was on various customer 

facing platforms including 

PostalPro.

• 850K external views to Business and Residential FAQs, 

as of June 1.

USPS Frequently Asked Questions



A R E A S  I N S P I R I N G  M A I L

Leveraging Technology

Customer Care Center calls – 78% increase in call volume 

• Updated the Interactive Voice 
Response (IVR) with COVID-
specific messages 

• Created an automated response 
email and phone calls for specific 
COVID related cases.

• Leveraged Customer 360 CRM1

¹Customer Relationship Management system
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Remote Care Center Agents 

• Trained and transitioned 1,260 agents and management to work 
from home in just one week. 

Care Center Agents

• Coordinated efforts across four sites (KS, 
MI, CA, NJ) while keeping care centers 
open 

• Customer feedback surveys are also at an 
all-time high.
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Aid for Small/Medium Businesses (SMB)

• Created a web page to address Small Business questions.

• Highlight helpful information in a blog post, Supporting Home 
and Small Business Shipping Needs

• Sent COVID-19 response email outlining USPS actions taken in 
response to pandemic 

• Provided a link to a brief, voluntary, survey to help us identify 
how we can better support SMB

Small/Medium Businesses

https://uspsblog.com/small-businesses-shipping/
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Employee Safety and Motivation

• Leveraged our #PostalProud communications by creating 
branded “Essential Edition” templates

• Recognized individual employees for their valiant efforts in all 
levels of organization 

Essential Employees

• Created and posted 

PostalProud Thank You videos 

on our social media channels 

and resource page.
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Summary

Continuing in next phase of pandemic we are able to leverage these 
foundational initiatives:

• Dynamic updates of changing information

• Leveraging technology for hot topics

• Recognizing employees as essential providers
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NPF Summer Series
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Next AIM MEETINGS

mailto:NortheastAIM@usps.gov
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Eric D. Chavez 
Vice President Area Operations 


