
How people are consuming and interacting with information has changed 

dramatically. We’ve become a device-oriented, perpetually connected, on-

demand culture—and it’s impacting how mailing and shipping function. 

Consumers want immediate, personal interactions and more control of their 

experiences. 

To meet these expectations, we have made investments in our infrastructure, 

technology, and services to adapt to this new norm. These include:

Shipping:

• Faster, more frequent, and new forms of delivery (including Sunday, 

same-day delivery, grocery delivery, ship-from-store)

• Improved tracking systems that add visibility and enable innovation 

in delivery 

• My USPS: Customers can control their own shipping experience

• Shipping app calculators

Mail:

• Direct mail promotions that combine the power of digital and print 
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technology (Irresistible Mail™) 

• Informed Delivery™

• Predictive Delivery

• Marketing Impact Calculator app
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For over 240 years, we’ve delivered for people and businesses. We connect 

every address, every day through 155M delivery points and nearly 32,000 retail 

outlets nationwide, more than McDonald’s, Walmart, and Starbucks combined. 

We deliver 4 billion packages a year, seven days a week. 
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With people and technology moving at such a rapid pace, the demand for real-

time content based on customer actions is skyrocketing. 

To be nimble to market needs and to add value to the customer experience, we 

have:

• Tapped into processing and scan data for dynamic routing.

• Fitted carriers with advanced capability Mobile Delivery Device (MDD) 

scanners that deliver:

o Communication with carriers in real-time.

o Geolocation and navigational capabilities.

o Real-time scanning (that updates tracking systems every 15 

minutes).

• Started renewing our vehicle fleet to be better equipped for today’s delivery 

and sustainability needs.

• Equipped our sorting facilities with state-of-the-art sorting equipment to 

efficiently sort and route mail and packages to their destinations.

Through thousands of vehicles and scanners every day, we collect lots of 
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intelligent data—in real time. This “big data” flows securely through USPS, is 

analyzed, and is then brought to life through innovative tools and services such 

as Informed Delivery™, My USPS delivery dashboards, real-time notifications, 

and more. 
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We utilize our processing and distribution centers nationwide, which are 

available 24 hours a day, 7 days a week, to sort and route packages.  

Our Automated Package Processing System (APPS) is a key component of 

our package processing fleet of equipment, and processes 9,500 pieces per 

hour on average and features high-accuracy sortation for both handwritten and 

machine-printed addresses and automated scanning.  
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We know your customers ultimately have brand loyalty to you and we take 

your reputation seriously. We also know that delivery expectations are 

continuously changing. That’s why we are optimizing and innovating our 

shipping operations to help you provide the best experience possible to your 

customers.  

Key needs center around:

Reliability. We have a powerful delivery infrastructure to help ensure that your 

packages get there on time, especially during peak holiday seasons.

Visibility. We provide you and your customers with insight into when to expect 

delivery with simple, reliable USPS Tracking® technology.

Security. U.S. Postal InspectorsSM provide reassurance to customers that their 

mail will be delivered securely.

Value. We offer highly competitive pricing (including dimensional [DIM] weight), 

no hidden surcharges, and many free products and services, so you can pass 
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savings along to your customers.

Seamless experience. We have digitized most of our shipping processes 

(e.g., Click-N-Ship®) to provide customers with a seamless experience. 

Sustainability. We are making processing highly efficient, which helps 

eliminate waste, in addition to focusing on sustainability throughout our supply 

chain (fuel, energy, recycling, to name a few).
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USPS is the only shipping/mail carrier backed by a federal law enforcement 

agency dedicated to security: the United States Postal Inspection Service®. 

With high-tech expertise in many fields, including computer engineering, 

biochemistry, and anti-counterfeiting, Postal Inspectors are fully committed to 

ensuring the safety and security of the U.S. mail.

The United States Postal Inspection Service also employs highly trained 

forensic scientists and technical specialists under its Forensic Laboratory 

Services Division and has 18 digital evidence laboratories around the country 

that play a key role in identifying, apprehending, prosecuting, and convicting 

suspects of postal-related crimes.

We understand that the constantly changing landscape of security requires 

vigilance. As a result, we are always adapting with state-of-the art security 

innovations such as the Intelligent Mail® barcode (Imb®) services, advanced 

tracking technology, and one of the largest computer networks, linking 32,000 

facilities—all working together to keep your mail and your business safe. 
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The holidays are a special time of year for the U.S. Postal Service. We 

consider it a privilege to help spread holiday cheer by delivering billions of 

holiday greetings and packages to millions of homes and businesses.

Priority Mail® products combined with the tracking visibility, convenience, and 

affordability our customers expect make the Postal Service an important 

resource to our customers during the busy holiday season.

Consumers can avoid holiday hassle by visiting usps.com®—the USPS®

website that will help make mailing and shipping easier. Nearly 75 million 

customers typically skip the trip to the Post Office™ altogether to take 

advantage of convenient online shipping. Click-N-Ship® and other online 

services allow customers to print shipping labels, order free Priority Mail boxes, 

purchase postage, and even request free Package Pickup.
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In addition to becoming more efficient overall, we are implementing major 

sustainability measures into the supply chain, including: 

• Cutting greenhouse gases.

• Reducing energy use in our facilities.

• Using environmentally friendly products.

• Recycling waste.

• Offering free packaging that is made from materials that meet the Forest 

Stewardship Council certification standards. 
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Our innovation efforts are ensuring we remain a key player in the e-commerce 

industry. We are also working hard to strengthen our relationships with our 

shipping partners. As more businesses take advantage of and benefit from our 

innovations, we’re experiencing strong growth.

• We’re outpacing the market in terms of year-over-year package delivery 

growth (market growth ≈ 6.1%, USPS growth ≈ +14.3%). – 2016 figures 

• Half of all e-commerce deliveries are made by USPS. 

• USPS “last mile” competitor delivery service: For FedEx alone, USPS 

delivers an average of 2.2 million packages a day, or about 30% of the 

express-mail company’s total U.S. ground segment.(1)

1. “Does the USPS really make money delivering for FedEx and UPS?” 

Postalnews.com, August 4, 2014.
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Real-time delivery notifications are already becoming the norm at USPS.  

Refreshed tracking data is now available every 15 minutes, and we’ve added 

text alerts to our notification options.

Dynamic routing and real-time delivery scans enable predictive status updates 

for smarter, more flexible delivery. And through My USPS, customers are now 

able to manage both their incoming and outgoing packages on a single 

dashboard. 

On the horizon: A new type of technology-based service called Informed 

Delivery™ will give consumers and marketers an even deeper level of insight 

where their mail is and when it will be delivered. The same way consumers 

now check their email inbox, social media, and news apps, they will be able to 

see what’s coming in their physical mailbox—before it arrives.  

What does this mean for marketers? Each direct mailpiece can be seen in 

advance digitally—via email or an app—and then physically after it’s received. 

As a result, Informed Delivery will elevate the role of mail in the everyday 

consumer mobile experience and help build extra anticipation and 
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engagement.

Informed Delivery is poised to completely transform the way that people 

interact with their mail on a daily basis. It has the potential to modernize mail 

for a new generation. 
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What is better than tracking a package? True visibility!

With the newest additions to our tracking interface for you and your customers, 

we created a system that provides multiple options to understand where the 

shipment is and when it will arrive. With text, email, and online messaging on 

usps.com®, both you and your customers will be in the know.
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Trusted. We work hard to earn the trust of our customers every day. 

• USPS has been named the most-trusted government agency for the past 

five years.

• USPS was also named one of the 10 most-trusted companies for privacy in 

North America in 2014.(1)

Reliable. We also pride ourselves on low claim rates related to damage and 

loss, so you and your customers can be confident that you’re working with a 

reliable carrier that will deliver your packages in good condition. 

• In 2015 (the first three-quarters), the claim rate against all insured USPS®

packages was extremely low for First-Class Mail® parcels and Priority Mail®

pieces, resulting in 99.99% undamaged/not-lost delivery.

1. 2014 Most Trusted Companies for Privacy Study, The Ponemon Institute, 

January 28, 2015.
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With a full range of shipping options, USPS is in a great position to meet your 

delivery needs.

• We are the only shipping company offering ounce-based pricing so you don’t 

have to pay for weight you aren’t shipping.

• Both air and ground services, which include tracking based on up to 11 

scans per package.

• We also have affordable lightweight solutions for larger shippers.

Disclaimers:

1. In most cases, the expected delivery date printed on your receipt or 

provided at checkout will reflect a delivery time of 1, 2, or 3 business days and 

is based on origin, destination, and drop-off time. The expected delivery date 

does not come with a money-back guarantee.

2. Excludes Prepaid Forever® Priority Mail Flat Rate® product.

3. Available only for certain products and to certain destinations. Restrictions 

and exclusions apply. Insurance does not cover certain items. For details, visit 
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609.4.3 (Nonpayable Claims), 609 (Filing Indemnity Claims for Loss or 

Damage), and 503.4 (Insured Mail) of the Domestic Mail Manual at 

http://pe.usps.com. 

4. To qualify for included insurance, Priority Mail® domestic shipments must 

have the applicable USPS Tracking® barcode. Insurance is not included for 

Priority Mail shipments sent using Merchandise Return Service (MRS), Priority 

Mail Open and Distribute®, Premium Forwarding Service ResidentialSM, or 

Premium Forwarding Service CommercialSM. For shipments valued at more 

than $50, additional insurance may be available for purchase. When additional 

insurance is purchased, it replaces the included insurance.

5. If Saturday is a national holiday, Priority Mail Express® service may be 

available for an added fee.
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By collaborating with our customers, we are redefining the customer 

experience and challenging traditional thought to meet the needs of today’s 

consumers.

We now deliver groceries, flowers, water, and even fish straight from the fish 

market to local restaurants (NYC). The sky is the limit. 

We’re continuing to redefine our parameters with these offerings:

• Sunday delivery

• Same-day delivery

• Ship-from-store

• Customized delivery (groceries and prepackaged goods delivered within 

various delivery windows, including 3 a.m.)

We’re poised for the next big thing by pushing the limits of what we do now to 

develop new solutions—and innovate in ways that seemed like a pipe dream 

just five years ago. There’s nothing we aren’t willing to consider.
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Expanding to Sunday delivery is another way that we are meeting today’s 

consumer expectations for accelerated delivery to enhance the value of a $320 

billion+ U.S. e-commerce market.

Our Sunday delivery network:

• Delivers to approximately 11,000 ZIP Code™ areas.

• Currently reaches 60% of total possible residential deliveries. 

• Continues to expand based on volume density and demand.

• Uses dynamic routing to optimize package delivery. 
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Scan data generated in postal offices and on the delivery route in real time 

enables us to offer same-day services, respond to last-minute pickup requests, 

and reroute parcels to convenient pickup locations.

Same-day pickup and delivery features:

• Convenient online shopping at stores offering a range of consumer products 

(from frozen fish to flowers and more)

• Fast, efficient, and convenient same-day delivery of products in select metro 

areas for one low rate

• Real-time visibility and order tracking throughout fulfillment and delivery

• Route optimization and planning system to maximize pickup and delivery 

routing and reduce costs

• Handheld devices to communicate with delivery personnel, merchants, and 

customers

Same day is a $2 billion market and growing.  

Cooper Smith, "Same-Day Delivery Services Are Going After Brick-And-Mortar 

16



Retailers’ Last Big Advantage," Business Insider, December 23, 2014. 

http://www.businessinsider.com/e-commerce-and-same-day-delivery-last-big-

advantage-2014-10
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Ship-from-store continues to grow as a valuable supply-chain strategy for e-tail 

and retail. It supports omni-channel retailing that drives inventory advantages 

while increasing sales and traffic for brick-and-mortar stores. 

• Forrester projects 11% of total U.S. retail sales will be shipped via in-store 

fulfillment by 2018.(1) 

• Ship-from-store supports a $2 billion same-day market.(2)

• USPS ship-from-store has grown more than 30% on an annual basis.

• USPS currently serves over 13,700 retail locations nationwide. 

In addition, USPS has optimized routes to maximize pickup and delivery and 

reduce cost; deployed MDD scanners to communicate with carriers, 

merchants, and customers; and adjusted to new operational needs with 

afternoon pickups vs. the traditional carrier line-of-travel pickups.

1. Forrester Research eCommerce Forecast, 2014 To 2019 (US), Forrester, 

April 22, 2015.

2. Accelerating Fulfillment Requires Balance: The Benefits and Impacts of 

Same-Day Fulfillment, Fortna.
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USPS maintains package possession from pickup through sorting, transport, 

and delivery of First-Class Mail® and Priority Mail® packages to the receiver’s 

address. The average time in transit is 1 to 2 days for ship-from-store. 
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Customized delivery is here and is expanding quickly to support a $6 billion 

(and growing) grocery delivery market.  

Delivery by regular USPS carriers on existing routes is already available in 

many metro areas.  

We are always open to discussing new markets to meet your and your 

customers’ needs.
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We consider ourselves solutions experts as well as a delivery experts.

There is a team of operations and technical specialists to help integrate our 

competitive services with your current warehouse and distribution operating 

systems. They can help you integrate your address management, labeling, 

payment, scheduling, and sorting systems to optimize your network. This is 

extremely important considering customer demand for timely delivery.

Some of the other ways we make our solutions stand out is by offering our 

services without hidden surcharges. We even throw in some cost savings with 

free Package Pickup. 
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How fast is fast enough?

That depends on customer expectations for your product or industry. Many of 

our innovative solutions such as same-day delivery and ship-from-store focus 

on getting products to your customers as fast as possible. USPS delivers six to 

seven days a week, which decreases the number of days your customers need 

to wait for their packages.  

When a package arrives quickly, there is less time for buyer’s remorse where 

customers cancel orders after thinking about the purchase too long.

Timely delivery can also increase customer satisfaction by exceeding 

expectations—which also increases brand perception and loyalty.

Putting the product in the customers’ hands quickly also decreases the 

WISMO—Where is my order?—calls to your customer service call center. 

This alone can decrease your operational costs significantly.

Disclaimer:
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1. In most cases, the expected delivery date printed on your receipt or provided 

at checkout will reflect a delivery time of 1, 2, or 3 business days and is based 

on origin, destination, and drop-off time. The expected delivery date does not 

come with a money-back guarantee.
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Jason Goldberg, Group VP of Commerce Strategy at Razorfish, said that “The 

fear of not being able to return something is a major impediment for 

consumers, so a lot of retailers have started making returns easier, even 

making it a core element in their marketing campaigns.”

According to the 2015 Shorr Packaging Corporation study, “E-Commerce 

Returns Best Practices,” 2 out of 3 shoppers would buy more from an online 

store if returns were free, and 95% of customers will do repeat business with a 

company if the return process is simple. http://www.shorr.com/packaging-

news/2015-10/e-commerce-returns-best-practices 

The Postal Service has a number of returns solutions that can reduce costs 

while increasing your customers’ satisfaction. Some examples of simple 

returns solutions include:

• Providing a label in the box just in case it needs to be returned (postage only 

paid on labels used).

• Having USPS available to pick up the package from the customer for free or 

accept it at any of over 31,000 Post Office™ locations.

22



And of course, with an efficient returns process, product can be placed back 

into inventory and made sellable faster—saving time and money.  
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“Priority: You®” is more than a tagline for our organization, it’s our highest 

priority. We know our success depends on your success. This is an ethos we 

cultivate within our organization and it’s a commitment we make to all of our 

customers. 

As you can see, we have the workforce, the technology, and the infrastructure 

to meet the demands of your customers and your business. We put our 

strengths to work for you with:

• Enduring partnerships and expertise.

• Convenience of nationwide access.

• Established infrastructure.

• Secure technology infrastructure.

• Emphasis on sustainability.

• Innovative and customized solutions.
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We’ve talked about the many innovations we have made, but we’re not 

stopping there.

We’re already looking ahead to the future by:

• Enhancing the world’s third-largest IT infrastructure.

• Upgrading our vehicle fleet.

• Upgrading retail point-of-sale (POS) systems and kiosks.

• Deploying 263,000 new Mobile Delivery Device (MDD) scanners nationwide.

We will continue to harness and leverage data to continually transform the 

delivery experience by further investing in technology, infrastructure, people, 

products, and services—all to meet ever-changing customer demands and 

digital trends. 
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