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August 27, 2013 



® ® Agenda 

 

 Why have we improved Priority Mail? 

 

 What is involved with the improvement?  

 

 What is our new Creative Campaign? 

 

 How have we supported the campaign? 



® ® Close the Reliability Gap 

USPS needs to close the “Reliability Gap” on its 

shipping service 

“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.”  

Choose their carriers 

based on: 

1) 56%  Speed 

2) 56% Tracking  

3) 45%  Reliable delivery 

date and time 

 

“Arrived over a 

week late”  

Perception of USPS 

Source: BCG Customer Experience Study (June 2013) 



® ® Improvements to Priority Mail 

 

Addresses key opportunity areas related to speed, tracking and 
reliable delivery:  

  

 

 

• Express Mail name changes • New expedited packaging supplies 

• Priority Mail insurance enhancements • Day-specific delivery information  

Product Insurance Features New Terminology 

Priority Mail Express $100 included insurance Unchanged Scheduled Delivery Day 

Priority Mail 

$50 or $100 included insurance 

included, depending on payment 

method 

Day-specific delivery 

information (1, 2, 3 Day) 
Scheduled Delivery Day 

Product Enhancements 



® ® New Look 

“Guaranteed, 
Tracked & 
Insured” 

New packaging designs for Priority Mail Express and Priority Mail  
highlight these key services: 

 

Priority Mail Express Priority Mail 

“Tracked & 
Insured” 

“Same great Express 
Mail service, with a 

new name” 



® ® 

NATIONAL TV 

Start 8/19 

 

 

6 

NATIONAL PRINT 

Starting Aug 

 

 

Digital  

Start 8/19 

 

NATIONAL 
MAILER 

B2B 7/30 

 

 

Retail & USPS.com 

July 29th 

 

 

Sales Materials 

By 8/1 

 

 

 Customizable 
Presentation 

 Visual Map 

 Job Aids 

 Videos 

 

External Communication Plan 

PR 

Early August 

 

 

 Media Webinar 

 Press Tour 

NATIONAL 
MAILER 

B2C 9/9 

 

 



® ® Retail Refresh - 7/29 

• Honor Heritage 

• Clean, Unified Look & Feel  

• Clear Signage 



® ® USPS.com 



® ® Delivery Map  



® ® Business National Mailer 

Exterior First Reveal Full Reveal 

Business Direct Mail in market:    

     - end of July/early August 

Quantity: 13,000,000  

Direct Mail Campaign: Business (7/29)  

• Dropped to 13 Million Businesses 



® ® Media Tour – 8/14 



® ® New Creative Idea 



® ® Launch TV Commercial 

13 



® ® Behind  the Scenes 



® ® NY Times Article 8/19 



® ® Media Plan Highlights 

Video (TV/ Broadband/ Cinema) 

• New campaign launched 8/19  

• High engagement programming and environments – e.g. US Open, NFL, and Fall 
Premiers 

• Cinema in time for Labor Day Weekend 

• Strong Multicultural Coverage 

Print  

• Custom creative developed with key media partners – e.g. Meredith, Time, Hearst 

• Newspapers  - e.g. NY Times, USA Today, Washington Post, Wall Street Journal 

 

Digital Display and Search  

• High impact takeovers (AOL 

• Increased investment with Large Enterprise e-Commerce partners  

• Simplification and Hispanic Search Terms added  



® ® TV Coverage Launch Week 

• Included Broadcast line-up on Mike & Molly, America’s Got 
Talent, and Modern Family  



® ® National Print Partners 

Example: Carl Hall Print Ads Magazines Newspapers 



® ® Digital Examples 

Search, High Impact Home Page Takeovers, Banners 



® ® Consumer  National Mailer – 9/9 

Consumer Mailer: 

• Target In Home Early Sept 

• 140 Million Households 

• Includes Bilingual (Hispanic) 



® ® Questions? 


