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January 2013 



Agenda 
 Mailers Technical Advisory Committee (MTAC) 
 History 
 Structure 

 November 2012 Meeting 
 Leadership Forum for Stakeholders 
 Operations Update 
 Financial Update 
 The Need for Paper-based Communications 
 “More than Green” 
 Digital Solutions Update 
 State of  the Postal Service 

 MTAC Focus Group Meetings 



 Established in January of  1965 
 Charter 
 The Postmaster General’s Mailers’ Technical Advisory 

Committee (MTAC) 

 A venue for the Postal Service to share technical 
information with mailers and to receive advice and 
recommendations from mailers on matters concerning 
mail-related products and services 

 Enhance customer value and expand the use of  these 
products and services for mutual benefit 

 MTAC Internet Tools 
 RIBBS, MITS, and RITS 

MTAC History 



 MTAC Executive Committee is comprised of  seven 
members 
 Four from the USPS and three from industry 
 Industry Co-Chair and Vice-Chair are elected from the 

MTAC industry representatives 
 Each serve a two-year term beginning in January 

 Membership (52 Associations) 

 Comprised of  mailer associations and other organizations 
related to the mailing industry 
 Approved for membership by the Executive Committee 
 Each MTAC member association/organization will 

nominate three representatives 

 Meetings 
 Generally held on a quarterly basis 

MTAC Leadership & Membership 





 Industry Stakeholder Meeting / Reception 

 MTAC:  User Groups, Workgroups, and Task Teams 

 

 

 

 

 

 

 MTAC Focus Area Meetings 
 Opportunity to candidly discuss class-specific topics in 

smaller groups 

MTAC Structure 

Group Type Primary Sponsor / 
Oversight 

Participants Participation Approval Timeframe for 
Conclusion 

User Group MTAC Focus Area Leader Anyone User Group Leaders Open - No defined End 

Workgroup MTAC Focus Area Leader Primarily MTAC Members 
and industry experts 

MTAC Focus Area Leader Based on achieving 
desired results per the 
Issue Statement 

Task Team MTAC Executive 
Committee (may also be 
delegated to Focus Area 
Leader if subject is 
specific to an Area) 

Selected by MTAC 
Leadership and EC 

MTAC Exec Team Achievement of very 
specifically desired results 





Stakeholder 
Meeting 



 Operations Update 
 Megan Brennan  (Chief  Operating Officer) 

 Financial Update 
 Joseph Corbett  (EVP & Chief  Financial Officer) - UPDATED 

 The Need for Paper-Based Communications 
 John Runyan (Executive Director, Consumers for Paper Options) 

 “More than Green” 
 Thomas Day (Chief  Sustainability Officer) 

 Digital Solutions Update 
 Paul Vogel (President, Digital Solutions) - UPDATED 

 State of  the Postal Service 
 Patrick R. Donahue (Postmaster General  & CEO) 

 

Agenda 



Operations Update 
Megan Brennan  (Chief  Operating Officer) 



 Largest hurricane on record 
 34,000 deliveries affected 
 USPS employees were  
 congratulated 
 People, Product and Property priorities (3 P’s) 
 Some redirection of  mail 
 Communication to mailers in timely manner 
 DVD without power for 8 days 
  1.3 million square foot yard was flooded 

Hurricane Sandy Recovery 



 First-Class 
 Measured more mail in FY12; 13 billion pieces of  1C 
 Strong improvement from FY11; resolve service issues more 

effectively 
 FY13 increased target to 96.70 

 Standard Mail 
 SCF & NDC  Letters; good news; consistent improvement 
 Standard SCF & NDC Flats was not consistent; needs 

improvement 

 Key Actions Going Forward (roll out in January 2013) 
 WIP tool to drive reduced cycle time 
 Manage inventories and performance – predictable alerts to 

prevent service failure 
 FSS tiger teams reviews – improvement across the board, still 

opportunity; 47 locations; 26 follow up reviews 

 

Service Performance Trends 



 Fall 2012 preparation – Senior Level planning 
committee 
 Invested $115M (140% increase over 2011) in 

equipment purchases 
 Launched MTEOR – September 2012 

 Equipment inventories 
 1 week and 2 week safety level method 

 Industry participation 

 Lack of  plastic pallets 

MTE 



 Right size the USPS 

 Financial challenge $2B+ to be taken out of  system 

 Phased in approach 
 46 consolidations in summer 

 February 2013 resume; “the list” published on RIBBS; 
minimum of  30-days notice (equipment and employee 
moves) 

 Customer feedback (9 customer inquiries in summer 
consolidations); USPS will give it visibility 

 Delivery optimization – curb side delivery has 
preference 

Optimization Update 



Network Rationalization Path 



Network Rationalization 



Network Rationalization 



 Communication 
 Very dynamic environment 
 Informational briefings; example of  Hurricane 

Sandy 
 Continued usage 

 Focus Group meetings to continue 
 Leverage website for posting relevant, timely 

information 

Customer Outreach Efforts 



Financial Update 
Joseph Corbett  (EVP & Chief  Financial Officer) 



Postal Service Financial Condition 
 Record annual lost of  $15.9 Billion for FY12 
 Losing roughly $25 million a day 
 More than triple its $5.1 billion loss last year  
 The loss included expenses of  $11.1 billion related to 

two payments to prefund retiree health benefits 
 70 percent of  the net loss 

 Hit its $15 billion borrowing limit for the first time in 
2012 
 Liquidity continues to be a major concern  

 Total mail volume of  159.9 billion pieces compared to 
168.3 billion pieces a year ago 
 



Postal Service Financial Condition 
 Problems 
 Healthcare benefits prepayment of  $5.5B (2X) 
 Congress continues to pass resolutions (Kick the Can) 

 80% of  budget related to labor costs 
 Mail Volume Shifting To a Less Profitable Mix 
 FY2010 (Total Contribution) 
 First-Class / $17 Billion / 78 Billion Pieces  
 Standard Mail / $6 Billion / 83 Billion Pieces  

 

 



Collapsing USPS Revenue 



 David Williams, Inspector General USPS 
 Statement "The choices are that it would cease to 

exist or it would need a bailout" 

 USPS reached debt ceiling 
 $15 billion credit limit with the US Treasury 
 Will run out of  cash in October (Postal Cliff) 

 PRC Chairwoman Ruth Goldway 
 The pension payments are largely responsible for 

dire financial condition 

 Congressional Action Needed  
 Just-In-Time Congress 
 Looks like last minute deal 

 

USPS Bailout or Shutdown 



 Revenue to be flat 
 Slower growth; consumer confidence in at all time high; 

some decline in deposable income 
 Decline of  1C mail; $300M in revenue decline 
 Standard Mail also to decline projection; 79.5 to 77.0 billion 

pieces 
 Packages to grow 
 Reduction of  41M work hours; fewer career employee 
 FY13 loss of  $2.4B; goal to reduce to $2B; RHB $6.7B 
 Liquidity – out of  money by October 2013 (cash to run 

business); if  on plan OK till end of  year; liquidity includes 
unrestricted cash plus available borrowing, up to $15B limit; 
push legislative agenda; best guess right now 

 October results; made money; strong season; $100M profit 
(FY12 loss of  $100M) 

2013 Integrated Plan 



Postal Reform 



Industry:  Things USPS Must Do 
1. Congress must pass legislation that resolves the 

problems associated with Retiree Healthcare 
Benefit Prefunding 

2. The Postal Service must be allowed to complete 
Network Rationalization within their stated timeline 

3. The Postal Service must be allowed to move to 5-
day delivery (eliminating or modifying Saturday) 

4. The Postal Service must manage labor, moving 
retiree-eligible employees into retirement and 
right-sizing their labor force in alignment with the 
processing and distribution network 

5. The Postal Service must find something to replace 
declining First Class Mail volume/revenue without 
impeding on the businesses of  their customers and 
Mail Service Providers 

 



 PAEA - Postal Accountability and Enhancement 
Act of  2006 
 Over 150 changes to postal law 
 Defined the term “postal service”  
 Obligates USPS to prefund 75 years’ worth of  future 

health care benefits within a ten-year span 
 Pay for the health benefits of  employees it hasn’t even 

hired yet 

 No other government agency 
 Retirement cost of  500 billion between 2007 and 

2015 

 Is USPS budget artificial? 
 

Congressional Role 



 USPS and unions looking for ways by getting 
back surplus contributions 

 GAO report 
 Differences in surplus amounts; less feasible 
 Difficult to continue the current prefunding schedule 

in the short term 

 PMG:  “Unsustainable financial path” 
 Board of  Governors 
 Instructed USPS to mover faster to cut costs 

Urgent Priority 



 When will Saturday delivery end? 
 Not this year 
 Annual resolution through appropriations 

 66% of  consumers support shifting to 5-Day 
 $3 Billion USPS savings annually 
 Change requires legislative action 

 

Cutting Delivery 



The Need for Paper 
Based 

Communications 
John Runyan (Executive Director, Consumers for Paper Options) 



 www.paperoptions.org 
 Question:  who works in a paperless office? 
 Only people believe in this work for the federal 

government 

 Since 2010 
 Social Security Administration announced end to paper 

checks and annual statement of  earnings 
 IRS stopped mailing annual tax form; almost 30 million 

taxpayers still file by mail 
 Treasury eliminated paper savings bond sales 
 Department of  Labor pushed for “electronic only pension 

information” 
 Many state agencies going “paperless” as well (debit 

cards) 

 

Consumers for Paper Options 

http://www.paperoptions.org/


 30% of  household are not online; 45% of  seniors 
don’t own a computer; 8% of  population is 
“unbanked” 

 Public is not ready for “E-Only” Government 
 Actions to date involve minimal public preparation of  

input; and almost no congressional oversight 
 2011 EMA poll highlights public concerns; 72% of  

people want paper options 
 AARP poll; 75% of  1000 pension plan participants 

prefer paper over online delivery 
 Objective 
 Develop congressional and administration support for 

federal policies protecting citizens’ right to paper based 
information 

 

Consumers for Paper Options 



“More Than Green” 
Thomas Day (Chief  Sustainability Officer) 



 Outside of  the postal industry; into corporate 
America 

 Broad range of  topics; last six months 
 Wal-Mart:  CEO announcement; 5 years to meet 

social and environmental compliance standards 
 How does it come back to the postal sector? 
 Packaging trends; #1 driver is sustainability 
 Individual consumer buying decisions; environmentality 

friendly 
 Customers are willing to pay more for a sustainable product 

 Video; cooperative with UPS; sharing information; 
great story working together; video is public 
 Slogan:  “Blue and Brown Make Green” 

Sustainability 



“Do Not Mail” Initiative  



Digital Solutions 
Update 

Paul Vogel (President, Digital Solutions) 



 Digital paradigm shift to empower the mail 
receiver 

 Digital solutions are: 
 Products or services that enhance physical USPS 

offerings with digital capabilities or present fully 
digital alternatives to physical products and services 

 Consumer platform; easy app for all of  the 
packages from ecommerce companies 

 Secure messaging overview; federal 
government involvement; authentication is key 
 

Digital Solutions 



 USPS expansion into digital services represents 
a virtualization of  its core principles:  trust, 
security, connectivity, identity 

 Postal Inspection involvement 
 Federal offense; provide the service if  identity is 

stolen; good footprint for the USPS; sophistication 
very complicated; USPS secure IDM platform 

 USPS is well suited for platform for digital 
community; senders and receivers; platform 
model 

 Announcement soon 
 Launching the program/lab; go to market strategy 

 

Digital Solutions 



 January 7th Report 
 Details e-government possibilities for USPS 

 Evolutionary stages of  e-government 
 Interaction and integration of  digital services for 

citizens and other agencies 

 Obstacles 
 Lack of  universal standards 
 Privacy concerns involving passwords and home 

addresses 

 USPS must find solutions 
 

USPS Office of Inspector General 



 MyPost – USPS biggest Tech Effort 
 Digital platform that is working alongside UPS 
 Personalized website 
 One Digital place 
 Allow people to log in and see all the packages that are 

coming to them 

 Past package delivery 

 Blue + Brown = Green 
 Unique partnership designed to offer better service 

to customers, reduce greenhouse gas emissions and 
optimize operational efficiencies 

 

Technology & Sustainability 



2013 Price 
Adjustment 



2013 Price Adjustment – FAQ’s 
 When will the new prices go into effect? 
 Jan. 27, 2013 (12:01 a.m. ET) 

 What is the Consumer Price Index (CPI) price cap for 
the January price change? 
 2.6 percent (exact cap is 2.570 percent) 
 By law, the average price increases for each class of  mail 

must be equal to or less the rate of  inflation (as measured 
by the Consumer Price Index) 

 What is the role of  the Postal Regulatory 
Commission (PRC) in this price adjustment?  
 The Postal Service filed notice with the PRC for the 

Mailing Services price adjustment on Oct. 11 
 The Commission had 45 days to review the new prices to 

make sure they comply with the CPI price cap and other 
regulations 



2013 Price Adjustment 
 The average increases are as follows: 



Standard Mail 
 PRC approved the USPS proposals for all 

classes of  mail EXCEPT Standard Mail Flats 
 The PRC remanded those rates back to the USPS 
 Citied the proposed rates did not provide adequate 

cost coverage for this mail 
 Current cost coverage at 76% 

 The new increase for this mail is an average of  2.617 
percent 
 Higher than the average increase for the rest of  Standard 

Mail (2.569 percent) 

 Higher than the CPI-U price cap of  2.570 percent. 



2013 Price Adjustment 
 Standard Mail (Catalog) Breakdown: 

 
 
 
 
 
 
 
 

 
 USPS remains concerned about the financial health and 

long-term viability of  the catalogue industry 
 No other Standard Mail prices were changed 



2013 Price Adjustment 
 What’s new in Standard Mail? 
 The introduction of  a new High Density Plus price tier that 

creates carrier route pricing between High Density and 
Saturation 
 The goal of  this initiative is to create an incentive for High 

Density customers to increase their mail volumes 

 Proposing the introduction of  simplified preparation 
and pricing for a new product samples initiative 
called Simple Samples. 

 There is no charge for Repositionable notes. 
 



 The prices for these products change as follows:   
 
 

 
 
 

 The Periodicals class has been challenged in terms 
of  cost coverage 

 The Postal Service was cognizant of  Periodicals’ 
value to the public when making its pricing decisions 

 Care has been taken to adjust the individual price 
elements in a manner that limits the resulting 
postage increases. 
 

Periodicals 



Promotions and 
Incentives 





Mobile Coupon/Click-to-Call incentive  
 March 1 and April 30, 2013 
 A cataloger could provide a coupon in the 

catalog that can be scanned or pulled out 
 The coupon can be redeemed at a store location 

or send the recipient to a mobile optimized 
website  

 A promotion code from the "coupon" that is pre-
populated or can be keyed in on the website by 
the customer during the shopping experience 

 The coupon would need to be prominently 
displayed as a coupon only available to the 
catalog recipient 
 



Every Door Direct Mail (EDDM) 
 Hot product for USPS 
 Reach every address in a surrounding area 
 One to one marketing connection 
 Possible uses: 
 New store opening 
 “Neighborhood only” deals 
 Announce local events 
 Community events 

 No names or addresses required 
 Saturate an entire neighborhood 

 Dedicated webpage 
 https://www.usps.com/business/every-door-direct-mail.htm 

https://www.usps.com/business/every-door-direct-mail.htm


Intelligent Mail 
Barcode 



Intelligent Mail Barcode 

From POSTNET™… 

…To IMb™ 



Full-Service IMb 
 Required for Automation Prices 
 The USPS has a plan to fully implement the 

Intelligent Mail barcode (IMb) by January 2014. 
This transition will occur in two steps: 
 January 28, 2013:  POSTNET™ barcode will be 

discontinued and will no longer qualify for 
automation rate discounts.  Only Basic and Full-
Service IMb will apply for discounted rates.  

 January 2014:  Only mail with the Full-Service IMb 
will be eligible for automation rate discounts.  Basic 
IMb can still be utilized, but it will no longer qualify 
for discounts.  
 



IMb Explained 
 The Intelligent Mail barcode (IMb) 
 A 65-bar Postal Service barcode used to sort and 

track letters and flats 
 Allows mailers to use a single barcode to participate 

in multiple Postal Service programs 
 Expands mailers' ability to track individual 

mailpieces, and provides greater mailstream 
visibility 

 



Contact Information 

 Erv Drewek 
 Manager, Postal Affairs 
 Brown Printing Company 
 P:  507-837-4772 
 E:  erv.drewek@bpc.com 
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