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Product Description and Overview

First-Class is the class of mail for personal correspondence and business mail where preferential delivery and attributes such as privacy and forwarding are desired.  In this regard, bills, statements of account and personal correspondence must be sent via First-Class Mail®.
  As such, it is used broadly by individuals, businesses, governments and nonprofit organizations, and serves a critical role in promoting the economic and cultural vitality of the United States.  For over 200 years, First-Class Mail® has been a trusted service and is important in maintaining a viable United States Postal Service.

Individuals typically use single-piece mail for personal correspondence in the form of personal letters, notes, greeting cards, and post cards.  In addition, individuals, as well as small office/home office, and small and large businesses, use single-piece letters for remittances in payment of credit cards, utility bills, and payments to suppliers and service vendors and other statements of account.  Combined, single-piece First-Class Mail® letters and cards represent 45 percent of First-Class Mail volume, and nearly 21 percent of total domestic mail volume.
Businesses rely on First-Class Mail® for multiple purposes:  bills and statements of account, acquisition and retention of customers, marketing of goods and services, and the delivery of lightweight merchandise.  Of special importance to many businesses is the timely receipt of single-piece remittance mail from individuals and small businesses, which represents a significant revenue stream for many banks, larger retailers, and utilities. 
In terms of its mailstream characteristics, First-Class Mail® is comprised of 94.9% letters and cards, according to the USPS’ Revenue Pieces and Weights (RPW) data for FY 2006.  Flats make up 4.5% of the FCM mailstream, and about 0.5% are parcels.  There are no drop ship entry discounts for FCM, so all FCM volume is considered origin-entered at postal facilities in terms of its service standards.
Existing Service Standards 
Service for First-Class Mail® ranges from one to three days depending on the 3-digit ZIP code where the mail is accepted and the 3-digit ZIP code of the destination address.  The same standard applies to all First Class Mail regardless of shape, size, or weight.  The formal standards are defined by a table of all 3-digit origins and destinations, which the USPS distributes on request through a subscription to its Service Standards software.  In defining this service standard table, the following criteria are applied:

One-day service includes all origin-destination pairs within the same SCF (Sectional Center Facility).  In addition, depending on customer needs and operational feasibility, any 3-digit ZIP within a 3 hour dock-to-dock transit time from the origin facility may be included in the one day service area if it receives at least 1.5% of the origin facility volume. 

Two-day service includes all SCF areas outside the one-day area and within a 12-hour drive from the originating SCF via surface transportation.

All other origin-destination pairs receive 3-day service. 

It should be noted that service standards for a 3-digiti ZIP Code pair are not always evenly reciprocal.  For instance, there are approximately 1,200 3-digit ZIP Code pairs where the service standard in one direction is one day, but in the other direction it is two days.  The service standards are largely based on business rules (USPS facility network, transportation, distance, etc.) that include time and volume for standards outside an SCF.   There are situations where the capabilities of one 3-digit processing center of an O/D pair may accommodate a one-day service standard but the capabilities of other 3-digit processing center in that pair do not accommodate the same one-day standard.
Service Needs of Business FCM Users

First-Class Mail® service standards promote consistent, timely, accurate and cost effective mailpiece delivery expected by mailers and recipients alike.  
The First-Class Mail Subgroup supports maintaining the existing service standards for First-Class Mail (as described in the previous section).  There is general agreement on the present service standards for First-Class mail -- one day, two day, or three day service by 3-digit ZIP Code origin/destination pair.  The subgroup recommends that USPS service performance against these service standards should be measured and applied to all First Class Mail prepared in compliance with Domestic Mail Manual (DMM) requirements, not just collection mail. 

The subgroup discussed whether there should be any differentiation for mailpiece shape in FCM service standards (e.g., different standards for letters than flats, etc.) but determined that all shapes should receive the same service.  The USPS agreed that while different shapes may be processed differently, all work toward meeting the same transportation goals and are merged together at that point.  The subgroup recommends that service performance measurement data be broken out by mailpiece shape, however, so that the data becomes more actionable for the USPS and business customers in terms of pinpointing processes that contribute to service issues.

The subgroup also discussed whether there should be any adjustment to FCM service standards during USPS peak volume periods (such as that recommended for Standard Mail), but concluded that FCM does not mirror other product volumes in terms of seasonal peaks.  After reviewing USPS volume data, the subgroup decided that it would be impossible to define a heavy volume season for FCM, and agreed that there should not be any adjustment to the service standards to account for heavier volume periods.
The subgroup spent considerable time discussing and reviewing a critical concern of FCM business mailers relative to existing FCM service performance.  The subgroup agreed that for all FCM (even for collection mail), the current system of USPS performance goals (e.g. 95% for overnight mail) is inadequate because it ignores the total time to delivery for mail that is not delivered within the service standard.  Mailers are always concerned if mail is not delivered within the expected time.  Consistency of delivery is at least as important to FCM business mailers as speed of delivery.

The subgroup recommends that the current USPS performance goals for speed of delivery be supplemented with parallel USPS performance goals designed to improve consistency of delivery.  For example, if current performance goals were set consistent with actual performance in recent years, they might be portrayed as shown in the table below.  

	ILLUSTRATIVE SERVICE GOALS FOR FIRST CLASS MAIL

	MTAC WORK GROUP 114

	 
	 
	 
	Service Goals – Percent Delivered Within Standard

	ONE DAY DELIVERY AREA
	95%

	TWO DAY DELIVERY AREA
	93% 

	THREE DAY DELIVERY AREA
	90%


To drive improvement in consistency of delivery, it is necessary to know when delivery will be accomplished for almost all of the mail, say 99%.  This information will tell mailers when to communicate with recipients and perhaps initiate efforts to track or replace mail that has not been delivered.  If parallel performance goals for consistency of delivery were set according to current actual performance, they would specify the days required to deliver 99% of the mail --  day 3 for overnight mail, day 5 for two-day mail, and day 6 for three-day mail.   
These new consistency goals would be in addition to the current service goals as depicted below.  Goals to improve performance could be set by reducing the days required to achieve 99% delivery (e.g. from 3 days to an average of 2.5 days for overnight mail).

	ILLUSTRATIVE SERVICE AND CONSISTENCY GOALS FOR FIRST CLASS MAIL

	MTAC WORK GROUP 114

	 
	 
	 
	Service Goals – Percent Delivered Within Standard
	Consistency Goals – 99% Delivered Within

	ONE DAY DELIVERY AREA
	95%
	3 days

	TWO DAY DELIVERY AREA
	93%
	5 days

	THREE DAY DELIVERY AREA
	90%
	6 days


Service Performance Measurement Reporting for First-Class Mail Users

Toward this end, service performance measurement and reporting will aid the Postal Service, their customers and the Postal Regulatory Commission in their efforts to promote quality delivery service.  Moreover, service measurement data can provide an objective basis for dialogue between the Postal Service, mailers, and the public concerning service quality.  For business mailers, several examples of the values and uses of performance data are:  
•
add value to the mail - by providing information on, and timely businesses awareness of, service problems that impact timely delivery and consistency; 
•
increase mail usage – by promoting cooperative problem solving and enhancing trust, thereby increasing the value of mail; 
•
improve management – by providing business management with data to facilitate more timely and precise decisions and actions concerning marketing, strategic planning, and call center, customer service, and mail and production operations.
�	Domestic Mail Manual (DMM) 300, §133.3.2-133.3.3.  However, this requirement does not preclude use of other media, such as email for personal messages or electronic transmissions for presentment of bills or statements of account.





