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INDUSTRY MISPERCEPTIONS

2018 U.S. Political Ad Spending Forecast 
compared to Our Previous Forecast
In $ Millions

Media Choice 2014 Estimate 2014 Share
2018 Initial 

Forecast

‘18 (1) Forecast 

Share

2018 New 

Forecast

‘18 (2) Forecast 

Share

% of Change 

from Initial 

Forecast

‘14-’18 % 

Change

Newspapers $659.8 8.0% $553.8 6.5% $619.0 7.0% 11.8 (6.2)

Other Print $127.2 1.5% $102.9 1.2% $97.4 1.1% (5.4) (23.4)

Broadcast TV $4,796.2 57.8% $3,420.9 38.8% $3,420.9 38.8% 1.8 (28.7)

Cable $585.3 7.1% $1,107.9 12.6% $1,107.9 12.6% 11.4 89.3

Radio $619.3 7.5% $683.4 7.7% $683.4 7.7% 21.1 10.4

Out of Home $635.3 7.7% $400.9 4.5% $400.9 4.5% 26.4 (36.9)

Direct Mail $284.1 3.4% $223.5 2.5% $223.5 2.5% (10.2) (21.3)

Online/Digital $71.2 0.9% $1,773.1 20.1% $1,773.1 20.1% (5.6) 2391.6

Telemarketing $520.3 6.3% $498.1 5.6% $498.1 5.6% 3.5 (4.3)

U.S. Totals $8,298.7 100% $8,502.7 100% $8,824.2 100% 3.8 6.3
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2014 MIDTERM 2016 PRESIDENTIAL 2018 MIDTERM

Full Cycle Volume Political/Election Mail

$375 M

$464 M

$573 M

2014 MIDTERM 2016 PRESIDENTIAL 2018 MIDTERM

Full Cycle Revenue Performance

58%

increase

42% 

increase



PEM Revenue Growth
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Largest Turnout 

Increase In History

MIDTERM ELECTION VOTER TURNOUT



Gender 2018
Percent Increase 

from 2014

Men 51.8 10.9+

Women 55 12+

Broad Ethnic 

Groupings
2018

Percent Increase 

from 2014

African American 51.4 10.8+

White 57.5 11.7+

Hispanic 40.4 13.4+

Asian 40.2 13.3+

Age 2018
Percent Increase 

from 2014

18-29 35.6 15.7+

30-44 48.8 13.2+

45-64 59.5 9.9+

65+ 66.1 6.7+

Gender Broad Ethnic Groupings

Age-Range Based 

on Birth Year

OVERALL VOTER TURNOUT



Other 2018
Percent Increase 

from 2014

Alternative Voting 39.8 8.7+

Metropolitan 53.7 12.2+

Non-Metropolitan 52.1 7.7+

Other

Education 

Level
2018

Percent Increase 

from 2014

College Degree 65.7 12.5+

Advanced 

Degree
74.0 12+

No High School 27.2 5+

High School or 

GED
42.1 8.2+

Some College 65.7 12.5+

Education Level

OVERALL VOTER TURNOUT



VOTER 
INSIGHTS



THOUGHT LEADERSHIP
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What's New In 2020 - Whitepapers



TRUST, FACTS, AND BELIEVABILITY ALL RANK HIGH WITH MAIL



STANCES ON ISSUES MATTER MOSTSTANCES ON ISSUES MATTER MOST



HOW MAIL DELIVERS THE WIN TO CAMPAIGNSHOW MAIL DELIVERS THE WIN TO CAMPAIGNS



YOUNGER 
VOTER 
SURVEY





CAMPAIGN 
ORCHESTRATION



INFORMED DELIVERY® SERVICE

Here’s what an Informed Delivery® interactive 

campaign looks like to the recipient:

FOR FLATS: 

Without a Representative 

Image, a user will see this. 

Note: Informed Delivery® Service users will see images of your mail 

pieces if they are scanned through USPS automated equipment, 

regardless of whether an interactive campaign is applied.

A mail piece for which we don’t 

currently have an image is included 

in today’s mail.

SUPPLEMENTAL CONTENT: 

Mailers can include color images and 

interactive content that accompany the 

scanned image of Representative Image. 

MAIL PIECE IMAGE: 

Users receive emails with grayscale 

images of the exterior, address side 

of incoming letter-sized mail pieces. 

REPRESENTATIVE IMAGE: 

Mailers can replace the grayscale image 

with a full-color Representative Image.



INFORMED VISIBILITY® SERVICE

Enables you to determine when your 

mailing has reached its destination and 

seamlessly coordinate your campaign 

efforts across all channels to reinforce 

your message.

Offers near-real-time 

delivery reporting 

data that can be 

customized to fit 

your specific needs 

using filters.

Here’s how Informed Visibility® works:

Provides end-to-end mail tracking 

information for letter and flat pieces, 

bundles, handling units, and containers.



https://tools.usps.com/political-mail.htm

MAIL NOTICES AND INQUIRIES



Mailing & Shipping Solutions Center

MSSC@usps.gov
1-877-672-0007

*Company Name
*Address
*Name
*Phone Number
*Email Address
*Account, CRID,
Permit &/or Incident 
Number

mailto:MSSC@usps.gov


deliverthewin.com

DELIVER THE WIN® WEBSITE



• https://tools.usps.com/political-mail.htm

• https://informeddelivery.usps.com/box/pages/intro/start.action

• https://www.uspsdelivers.com/track-your-direct-mail-with-informed-visibility/

• https://faq.usps.com/s/article/USPS-Share-Mail-The-Basics

• https://www.deliverthewin.com/

LINKS:

CONTACT ME

Donald Nichols – National Lead, 

Political & Mailing Services

Donald.R.Nichols@usps.gov

www.LinkedIn.com/in/Donald-Nichols

@DonNicholsUSPS

https://tools.usps.com/political-mail.htm
https://informeddelivery.usps.com/box/pages/intro/start.action
https://www.uspsdelivers.com/track-your-direct-mail-with-informed-visibility/
https://faq.usps.com/s/article/USPS-Share-Mail-The-Basics
https://www.deliverthewin.com/

