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UNITED STATES POSTAL SERVICE 
BY THE NUMBERS 

$68 Billion  

150+ Million HH 

551,570 Employees 

213,881 Trucks 

35K Retail Locations 

1.2 Billion Visits on USPS.com 



 
 
 
 
 
 

USPS Brand Has A Perception Issue 

“Postal workers 
are always 

disgruntled.” 

“The 
government 

can’t seem to 
run it.”  

“I think the USPS is great 
for dropping off that letter 
to Mom… but as far as 

business, you can’t really 
track and you can’t be 
accountable in the way 
technology is today… I 
don’t have time to worry 

about this package.” 

“I don’t have 
confidence in 

them… they are 
not precise enough 

for me.”  



Good News:  People Want USPS To Succeed 

“They get a bad 
rap… undeserved.”   
(Personal Shipper 

USPS Loyalist) 

“I feel protective… I 
would like to see the 
Post Office thrive.”   
(Personal Shipper 

Competitive Loyalist) 

“I grew up really 
loving my 

mailman… I 
thought he was the 
coolest guy ever.  

They stopped 
whistling after 

awhile… I don’t 
know if they got a 

pay cut… got angry 
or what.”   

“I was raised with the 
idea… come rain, shine, 

snow… they will deliver… 
we’ve been really lucky… I 
think of the Post Office and 
I think of the guy who has 
been delivering to us for 
five years… he always 

gives us a Christmas card 
and talks to us about our 

dog.”  



Need For A New Brand Communication 
Strategy To Modernize The Postal Service 

An enduring idea: 
 

What differentiates them? 
 

How are they primarily experienced? 
 

Who they serve: 
 

Substantiated by: 
 
 
 
 
 

Service for All 

We deliver to every door in America, almost everyday 
 
Our employees 
 

Every household & business in America 
 
Relentless commitment to improving for you 
 





Source: Direct Marketing Association, The Power of 
Direct Marketing, 2011–2012 
 



Sources:  
• Pitney Bowes, Getting Ahead of the Emerging QR Code Marketing Trend, 2013 
• 2010 USPS® Household Diary Study. 
 
 



Sources:  
Money Mailer Study 
ExactTarget, The 2012 Channel Preference Survey, 2012 
 



Source: Target Marketing, 2013 
Media Usage Forecast, 2013 
 



Unlock the Power of Mail  



Custom Mail Pilots 



(LIFT) 





Sources:  
• Accenture Mobile Web Watch Survey, 2012 
• eMarketer, 2013 
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Target: Strategic Accounts 
Response: 27.13% 
Avg Blipps/Person: 3.4 
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Global Reach 
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USPS  
Sponge Bob  

 
Need 
• Recruitment through letter writing campaign 

• Demonstrate use of alternative postage & 
Picture Permit 

 
Delivered 
• 1MM Post Cards Distributed 

• Over 356K total engagements performed, 
including 100K tutorial/video views and 13K 
practice sheets/custom stationaries printed out  

• 34% of parents who were of campaign 
indicated an “increase in intent to use USPS”  

• Social Media Net Sentiment 76% vs. Baseline 
6%  
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SpongeBob Letter Writing Campaign 

http://ads.nick.com/sponsors/2013/usps/
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