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I. INTRODUCTION 

On December 29, 2021, the Postal Service filed its Fiscal Year (FY) 2021 Annual 

Compliance Report (ACR).1  The purpose of the Postal Service’s ACR is “to 

demonstrate that all products during the year complied with all applicable requirements 

of [title 39 of the United States Code].”  39 U.S.C. § 3652(a)(1). 

On January 3, 2022, the Commission issued a notice establishing this docket 

and requesting public comments.2  Pursuant to Order No. 6079, the Public 

Representative hereby submits Comments on the Postal Service’s FY 2021 ACR. 

The Public Representative has reviewed the Postal Service’s FY 2021 ACR 

together with prior Commission Determinations (ACDs) regarding ACRs.  Also reviewed 

were Postal Service responses to outstanding information requests filed in response to 

the Commission’s FY 2020 ACD and more recent responses to information requests 

filed after the FY 2021 ACR.  In the following order, these Comments address 

compliance matters relating to the Postal Service’s (1) market dominant products, (2) 

                                            

1 United States Postal Service FY 2021 Annual Compliance Report, December 29, 2021 (FY 
2021 ACR).  The filing of an Annual Compliance Report is prescribed by 39 U.S.C. § 3652. 

2 Notice of Postal Service’s Filing of Annual Compliance Report and Request for Public 
Comments, January 3, 2022 (Order No. 6079). 
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worksharing, (3) competitive products, (4) service performance, (5) customer access, 

(6) customer satisfaction, and (7) flats and flat-shaped products. 

Rather than a year of returning to normalcy as had been hoped, FY 2021 was a 

year of transition away from the depths of the COVID-19 pandemic toward gradual 

recovery.  Of continuing overriding significance in FY 2021 was the broad impact of the 

COVID-19 pandemic on all aspects of the Postal Service’s operations during much of 

FY 2021, but most particularly the first half.  Volumes for most products and rate 

categories slowly returned except for parcels where volumes increased more quickly, 

but cost coverages for most products, generally, did not improve.  Service performance 

continued to be affected significantly in the first half of the year and only began to 

improve for some products in the fourth quarter of FY 2021.  Again this year, the 

pandemic continued to further delay application of Postal Service initiatives intended to 

reduce costs or improve service, or to evaluate suspended post offices, all of which are 

addressed in these Comments.   

However, there were two significant developments during FY 2021 that could, 

and likely will, improve the Postal Service’s compliance in coming years.  First, the 

Postal Service announced its 10-Year Strategic Plan in March, 2021 to achieve financial 

sustainability and service excellence stability.3  Second, the Commission concluded its 

10-year review of the system of regulating rates and classes for market dominant 

products.4  The Postal Service’s rates implementing that decision became effective on 

August 29, 2021, at the end of the 4th Quarter of FY 2021.  Each of these events did not 

impact significantly FY 2021 financials or service performance, but should provide a 

basis for improved compliance in coming years.  For these reasons, FY 2021 is the 

                                            

3 United States Postal Service, Delivering for America: Our Vision and Ten-Year Plan to Achieve 
Financial Sustainability and Service Excellence, March 23, 2021 (10-Year Strategic Plan). 

4 Docket No. RM2017-3, Order Adopting Final Rules for the System of Regulating Rates and 
Classes for Market Dominant Products, November 30, 2020 (Order No. 5763), affirmed, National Postal 
Policy Council v. PRC, D.C. Cir., No. 17-1276, November 12, 2021. 
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transition year between the year of the COVID-19 pandemic and the full year of 

operations under the 10-Year Strategic Plan with rates authorized upon the basis of the 

10- year review.   

Part II of these comments addresses the Postal Service’s FY 2021 market 

dominant statutory requirements, including whether or not products covered their 

attributable costs.  The Public Representative concludes that on the whole cost 

coverages declined somewhat and that some non-compensatory products such as 

USPS Marketing Mail Flats and Periodicals continued to increase their year-over-year 

losses. 

Part III of these comments addresses the Postal Service’s worksharing statutory 

requirements.  The Public Representative focuses on workshare passthroughs that 

exceeded 100 percent in FY 2021.  Based on his analysis, the Public Representative 

finds that no Commission action is required at this time for those passthroughs 

exceeding 100 percent.   

Part IV of these comments addresses the Postal Service’s FY 2021 compliance 

with competitive products’ statutory requirements.  Section 3633(a) prohibits the 

subsidization of competitive products by market dominant products (39 U.S.C. § 

3633(a)(1)), requires each competitive product to cover its attributable costs (39 U.S.C. 

§ 3633(a)(2)), and that competitive products collectively cover an appropriate share of 

the Postal Service’s institutional costs (39 U.S.C. § 3633(a)(3)).  See generally 39 

U.S.C. § 3633(a).  Certain international products did not cover attributable costs in FY 

2021.  

Part V of these comments addresses the Postal Service’s FY 2021 service 

performance results.  The Public Representative concludes that, in FY 2021, overall 

service performance declined and many of the Postal Service’s market dominant 

products failed to meet FY 2021 percent on-time targets. 
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Part VI of these comments addresses the Postal Service’s FY 2021 customer 

access.  The Public Representative concludes that the Postal Service has provided the 

data required on customer access to postal services although further analysis and 

information will be needed on the remaining post office suspensions, particularly those 

suspended since FY 2017.  

Part VII of these comments addresses the Postal Service’s FY 2021 customer 

satisfaction.  The Postal Service assesses customer satisfaction using the Customer 

Experience (CX) Composite Index that measures customer satisfaction in different 

interactions or “touchpoints.”  Delivery and Large Business Panel (LBP) surveys 

(collectively, the Customer Satisfaction Surveys) assess customer satisfaction with mailing 

services for business customers, including residential, small/medium business, and large 

businesses. The Public Representative concludes that the Customer Experience (CX) 

Composite Index of customer satisfaction with different customer interactions, and the 

Customer Satisfaction Surveys of Delivery and Large Business Panel (LBP) surveys, 

indicate the Postal Service did not achieve its targets to improve or maintain customer 

satisfaction.  Overall, customers are less satisfied in FY 2021 compared to FY 2020. 

Part VIII of these comments addresses Flats and Flats-Shaped products and the 

Postal Service’s ACR responses to the Commission’s recent rules in § 3050.50 

requiring reporting of data to determine the reasons for service failures and high costs 

of flats operations, particularly operations regarding non-compensatory flats products. 

The rules also require reports on analyses and measurements of costs as well as 

reports on management initiatives and their impact on reducing flats costs.  The Postal 

Service appears to have complied with the data and other reporting requirements for 

Flats and Flats-shaped products to the limited extent that the Postal Service agrees that 

it is able to comply with the requirements. 
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II. MARKET DOMINANT PRODUCTS 

 Introduction 

The Postal Service’s market dominant products are required to cover their 

attributable costs pursuant to 39 U.S.C. § 3622(c)(2).  In FY 2021, most of the Postal 

Service’s market dominant products and services covered their attributable costs.  

However, nine market dominant products and one special service failed to cover their 

attributable costs, representing a total shortfall of approximately $1.9 billion in FY 2021.5  

The non-compensatory products and service are presented in Table IV-1, followed by a 

discussion organized by class. 

Table II-1  
FY 2021 Financial Results for Market Dominant Products and  

Services with Cost Coverage Below 100 percent6 
 

Products and Services Cost Coverage (%)  
Loss  Unit Loss  

($ Million) (cents) 

First-Class         

  Flats 98.7% 19.87 1.7 

USPS Marketing Mail       

  Parcels 73.1% 20.37 56.3 

  Flats 60.2% 818.31 28.5 

  Carrier Route 94.5% 79.24 1.6 

Periodicals       

  In-County 44.5% 59.94 13.4 

  Outside County 53.6% 770.36 23.8 

Package Services       

  Bound Printed Matter 
Parcels 

94.4% 15.48 6.8 

  Media and Library Mail 84.3% 74.46 69.4 

Special Services     

 Money Orders  88.5% 19.18 0.3 

Total loss ($ Million)   1,877   

                                            

5 This excludes Negotiated Service Agreements (NSAs).  See Library Reference USPS-FY21-1, 
December 29, 2021, Workbook: Public_FY21CRAReport, Tabs: “Cost1” and “Cost2.”  

6 See id.  
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 First-Class Mail 

 Introduction 

With the exception of Flats, all First-Class Mail products covered their attributable 

costs in FY 2021. FY 2021 ACR at 7.  Although the cost coverage of the First-Class 

Mail class overall continues to be relatively high compared to other classes, it 

decreased from 198.1 percent in FY 2020 to 193.7 percent in FY 2021.7  The FY 2021 

average unit contribution of First-Class mail was 22.4 cents, which is slightly lower than 

the FY 2020 unit contribution of 22.6 cents.8  In FY 2021, First-Class Mail products 

contributed $11.4 billion to the Postal Service’s institutional costs, approximately $0.6 

billion less than in FY 2020, when the First-Class Mail contribution was $12.0 billion.9  

 Flats 

In comments filed in Docket No. ACR2020,10 the Public Representative noted the 

downward trend in the Flats product’s cost coverage, and cautioned that the cost 

coverage for First-Class Mail Flats “might fall below 100 percent, as soon as FY 2021.”  

In FY 2021, the First-Class Mail Flats product fell short of recovering its attributable cost 

by $20 million.  FY 2021 ACR at 7.  Its cost coverage decreased from 100.2 percent in 

FY 2020 to 98.7 percent.  Id.  In FY 2021, revenue per piece for Flats increased from 

$1.282 in FY 2020 to $1.310 (a 2.1 percent increase), but cost per piece increased 

more considerably, from $1.282 to $1.326 (a 3.4 percent increase).  Id. at 10. 

                                            

7 Id. at 6; Docket No. ACR2020, Library Reference PRC-LR-ACR2020/1, March 29, 2021, 
Workbook: FY20 Summary_LR1.xlsx, Tab: “First-Class."  

8 Library Reference USPS-FY21-1, Workbook: Public_FY21CRAReport, Tab “Cost 1;” Library 
Reference PRC-LR-ACR2020/1, Workbook: FY20 Summary_LR1.xlsx, Tab: “First-Class.” 

9 FY 2021 ACR at 6; Library Reference PRC-LR-ACR2020/1, Workbook: FY20 
Summary_LR1.xlsx, Tab: “First-Class.” 

10 Docket No. ACR2020, Public Representative Comments, February 2, 2021, at 61. 
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The Postal Service listed several factors that contributed to the decrease in cost 

coverage for First-Class Mail Flats in FY 2021.  Id. at 9.  These include: a significant 

drop in volume, a shift in the mailmix away from presort, lower mail processing 

productivities, and, higher unit transportation costs.  The Postal Service increased First-

Class Mail Flats prices by 10.3 percent in Docket No. R2021-2.  Id.  

The Public Representative acknowledges the expected improvement in the cost 

coverage of First-Class Mail Flats following the 10.3 percent increase in First-Class Mail 

Flats’ prices that went into effect August 29, 2021.  And, given that First-Class Mail Flats 

covered cost in previous years, the Public Representative recommends that the 

Commission take no further action at this time.  In its next Market Dominant price 

adjustment, the Postal Service must set prices for First-Class Mail Flats that are 

consistent with 39 C.F.R. § 3030.221, which requires that the Postal Service “increase 

the rates for each non-compensatory product by a minimum of 2 percentage points 

above the percentage increase for that class.”  39 C.F.R. § 3030.221.  Increasing First-

Class Mail Flats prices by at least 2 percentage points above the class average should 

be sufficient to achieve compensatory prices for First-Class Mail Flats.  Nonetheless, 

the Postal Service should consider the shortfall in First-Class Mail Flats’ cost coverage 

and recent volume and cost trends, when it sets prices for Flats in its next Market 

Dominant price adjustment. 

 USPS Marketing Mail  

 Introduction 

In FY 2021, the cost coverage of the USPS Marketing Mail class (including fees) 

was 130.5 percent, a slight increase from FY 2020 when it was 129.5 percent.11  The 

Public Representative notes that this is the first time that the cost coverage of USPS 

                                            

11 Library Reference USPS-FY21-1, Workbook: Public_FY21CRAReport.xlsx, Tab “Cost 1;” 
Library Reference PRC-LR-ACR2020/1, Workbook: FY20 Summary_LR1.xlsx, Tab: “Total All Mail 
(Appendix A).” 
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Marketing Mail increased since FY 2014, when the cost coverage was 166.1 percent.12  

Nonetheless, three USPS Marketing Mail products continue to fall short of covering their 

attributable costs: USPS Marketing Mail Flats, USPS Marketing Mail Parcels, and 

Carrier Route. Sections II.C. 2 through II.C.4 of these comments address the cost 

coverage of each of these products.  

 Parcels 

In FY 2021, the cost coverage of USPS Marketing Mail Parcels was 73.1 

percent, down from 76.5 percent in FY 2020.  FY 2021 ACR at 18.  The loss from USPS 

Marketing Mail Parcels increased from $15.3 million in FY 2020 to $20.4 in FY 2021, 

after a significant improvement the previous fiscal year.13  On a unit basis, the loss from 

USPS Parcels increased from 41.7 cents in FY 2020 to 56.3 cents in FY 2021.14  

The Postal Service increased prices for USPS Marketing Mail Parcels by an 

average of 9.367 percent on August 29, 2021, in accordance with 39 C.F.R. § 

3030.221, and the Commission’s FY 2020 ACD directive15 to “propose a price increase 

for USPS Marketing Mail Parcels at least 2 percentage points above the class average 

for the USPS Marketing Mail class in the next Market Dominant price adjustment.”  FY 

2021 ACR at 19. 

                                            

12 Library Reference PRC-LR-ACR2019/1, Workbook: FY19 Summary_LR1.xlsx, Tab: “Marketing 
Mail;" Library Reference PRC-LR-ACR2018/1, Workbook: 18 Summary_LR1.xlsx, Tab: “Marketing Mail;" 
Library Reference PRC-LR-ACR2017/1, Workbook: 17 Summary_LR1.xlsx, Tab: “Marketing Mail"; Library 
Reference PRC-LR-ACR2016/1, Workbook: 16 Summary_LR1_.xlsx, Tab: “Standard;" Library Reference 
PRC-LR-ACR2015/1, Workbook: 15 Summary_LR1 2.xlsx, Tab: “Standard;" Library Reference PRC-LR-
ACR2014/1, Workbook: 14 Summary_LR1.xlsx, Tab: “Standard." 

13 Library Reference USPS-FY21-1, Workbook: Public_FY21CRAReport.xlsx, Tab “Cost 1;” 
Library Reference PRC-LR-ACR2020/1, Workbook: FY20 Summary_LR1.xlsx, Tab: “Marketing Mail;” 
Library Reference PRC-LR-ACR2019/1, Workbook: FY19 Summary_LR1.xlsx, Tab: “Marketing Mail.” 

14 Library Reference USPS-FY21-1, Workbook: Public_FY21CRAReport.xlsx, Tab “Cost 1;” 
Library Reference PRC-LR-ACR2020/1, Workbook: FY20 Summary_LR1.xlsx, Tab: “Marketing Mail.” 

15 FY 2020 ACD at 3. 
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Given that the cost coverage of USPS Marketing Mail Parcels did not improve in 

FY 2021, the Public Representative concludes that USPS Marketing Mail Parcels rates 

appear to continue to be unfair and inequitable. However, the Public Representative 

recognizes that (1) the Postal Service followed the Commission’s FY 2020 directive in 

its pricing of USPS Marketing Mail Parcels, (2) the Postal Service imposed significant 

price increases on USPS Marketing Mail Parcels in the previous two Market Dominant 

price adjustments, and (3) the most recent price increase for USPS Marketing Mail 

Parcels only went into effect at the end of FY 2021.  Therefore, the Public 

Representative recommends that despite the decline in cost coverage in FY 2021, the 

Commission make no change to its FY 2020 directive, and continue to require the 

Postal Service to increase USPS Marketing Mail Parcels prices at least 2 percentage 

points above the class average for the USPS Marketing Mail class.  

 Flats 

In FY 2021, the cost coverage of USPS Marketing Mail Flats was 60. 2 percent, 

which is 3.1 percentage points less than in FY 2020. FY 2021 ACR at 20. The loss from 

Flats increased by 4.9 percent, from $781.5 million in FY 2020 to $818.3 million in FY 

2021.16  In FY 2021, compared to FY 2020, cost-per-piece increased from 66.4 cents to 

71.7, or by 8.0 percent, far outpacing the increase in revenue-per-piece. Id. Revenue 

per piece increased from 42.0 cents to 43.2 cents, or by 2.9 percent. Id. The cost 

coverage shortfall for USPS Marketing Mail Flats has been steadily increasing since FY 

2013. 

The Postal Service explains that the decrease in cost coverage is due to the 

change in Commercial versus Nonprofit mail mix, which tempered the effect of the price 

increase, and a decrease in Flats volume, which had a negative effect on mail processing 

                                            

16 Library Reference USPS-FY21-1, Workbook: Public_FY21CRAReport.xlsx, Tab “Cost 1;” 
Library Reference PRC-LR-ACR2020/1, Workbook: FY20 Summary_LR1.xlsx, Tab: “Total All Mail 
(Appendix A).” 
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productivities.  FY 2021 ACR at 20. Considering the complexity of issues related to the 

costs coverage of USPS Marketing Mail Flats, the Public Representative presents a 

discussion below in Part VIII.B. Additionally, the Public Representative concludes that 

requiring a price adjustment for USPS Marketing Mail Flats of at least 2 percentage 

points above the class average remains appropriate although it will not eliminate this 

product’s cost coverage shortfall. 

 Carrier Route 

The Postal Service reports that the cost coverage of USPS Marketing Mail 

Carrier Route was only 94.5 percent in FY 2021, down from 96.0 percent in FY 2020. 

FY 2021 ACR at 17. This is the third consecutive year when the USPS Marketing Mail 

Carrier Route product did not cover its attributable costs, although the product’s cost 

coverage has been declining since FY 2016 when it was approximately 137.5 percent. 

Id. While revenue-per-piece increased by 1.9 percent in FY 2021, cost-per-piece 

increased 3.6 percent over the same period.  Id. The Postal Service claims that the 

decrease in cost coverage was in large part driven by the change in the proportions of 

Commercial and Nonprofit Carrier Route mail.  Id. at 17-18.  

The Public Representative is concerned with the inability of the USPS Marketing 

Mail Carrier Route product to cover its costs for the third consecutive year. However, in 

Docket Nos. R2021-1 and R2021-2, the Postal Service set USPS Marketing Mail Carrier 

Route prices that were consistent with 39 C.F.R. § 3030.221, and with the Commission’s 

FY 2020 ACD directive to “propose a price increase for USPS Marketing Mail Parcels at 

least 2 percentage points above the class average for the USPS Marketing Mail class,” 

increasing USPS Marketing Mail Carrier Route prices 3.529 percent and 8.866 percent, 

respectively.  FY 2021 ACR at 18.   

The Public Representative observes that the most recent price increase went into 

effect at the end of FY 2021, and will have a greater impact on cost coverage in FY 

2022. The Public Representative anticipates that the Docket No. R2021-2 price 
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increase for Carrier Route will be sufficient for the product to covers its costs in FY 

2022.  Additionally, setting future prices consistent with 39 C.F.R. § 3030.221 further 

improves the likelihood that Carrier Route prices will be compensatory. 

 Periodicals 

Overall, the Periodicals class had a cost coverage of 53.2 percent in FY 2021, a 

decrease from 56.9 percent in FY 2020. FY 2021 ACR at 38. Negative contribution from 

the Periodicals class increased by 6.8 percent, from $774.6 million in FY 2020 to $827.7 

million in FY 2021.17 The total loss from Periodicals increased due to a 7.2 percent 

increase in cost-per-piece, while revenue-per-piece remained unchanged despite price 

increases that exceeded CPI.18  

As was the case in last year’s ACR, the Postal Service reports that the cost 

coverage of both In-County and Outside County products declined and neither product 

covered its attributable costs in FY 2021.19  

The Postal Service reports that cost coverage for In-County Periodicals fell from 

50.5 percent in FY 2020 to 44.5 percent in FY 2021, and cost coverage of Outside 

County Periodicals fell from 56.9 percent in FY 2020 to 53.6 percent in FY 2021.20 FY 

2021 ACR at 38.  

                                            

17 Library Reference USPS-FY21-1, Workbook: Public_FY21CRAReport.xlsx, Tab “Cost 1;” 
Library Reference PRC-LR-ACR2020/1, Workbook: FY20 Summary_LR1.xlsx, Tab: “Periodicals." 

18 Library Reference USPS-FY21-1, Workbook: Public_FY21CRAReport.xlsx, Tab “Cost 1;” 
Library Reference PRC-LR-ACR2020/1, Workbook: FY20 Summary_LR1.xlsx, Tab: “Periodicals." 

19 FY 2021 ACR at 38.  See also FY 2020 ACR at 28.   

20 These cost coverages the Postal Service reported for both Periodicals products in FY 2019 are 
slightly lower than those reported in the FY 2019 ACD, which were 58.4 percent for In-County Periodicals 
and 64.3 percent for Outside County Periodicals.  See Library Reference PRC-LR-ACR2019/1, 
Workbook: FY19 Summary_LR1.xlsx, Tab: “Periodicals."  As the Public Representative noted above, this 
is because the revenues used by the Commission to calculate cost coverage for individual products 
include fees. 
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The Public Representative notes that the cost coverage shortfall of Periodicals is 

a long-standing issue. In fact, over the last decade, cost coverage peaked at 76.2 

percent in FY 2014, and has been decreasing ever since despite repeated urging by the 

Commission to improve cost coverage. Nonetheless, the Postal Service increased 

prices for the Periodicals class by an average of 8.8 percent on August 29, 2021, 

utilizing the additional 2 percentage points of rate authority available to non-

compensatory classes. Because these prices were only in effect at the end of FY 2021, 

their impact on cost coverage will be more significant in FY 2022.  The Public 

Representative urges the Postal Service to continue utilizing the rate authority available 

to non-compensatory classes to improve the cost coverage of the Periodicals class. In 

addition, the Public Representative finds that the Postal Service’s FY 2021 Periodicals 

Pricing Report complies with the Commission’s FY 2020 directive to analyze the impact 

of pricing decisions on cost, contribution, and revenue. A discussion of the 

Commission’s directives and the Postal Service’s plans to address the cost coverage 

shortfall is provided below in Section VIII.  

 Package Services 

 Introduction 

The Package Services class had a cost coverage of 93.2 percent in FY 2021, a 

slight improvement compared to 92.5 percent in FY 2020, but still lower than in FY 

2019, when it was and 96.9 percent.21 This is the third consecutive year that the 

Package Services class failed to cover its attributable costs.  The cost coverage 

shortfall of Package Services was due to two products that did not cover cost in FY 

2021: Bound Printed Matter (BPM) Parcels, and Media Mail/Library Mail (MM/LM).  FY 

2021 ACR at 40-41.  

                                            

21 FY 2021 ACR at 40-41; Docket No. ACR2019, Library Reference PRC-LR-ACR2019/6, March 
25, 2020, Workbook: Package Services Cost Coverages.xlsx, Tab “PS Cost Coverages.” 
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 Bound Printed Matter Parcels 

In FY 2021, the cost coverage of BPM Parcels was 94.4 percent, a slight 

increase from FY 2019, when the cost coverage was 94.0 percent.22  FY 2021 ACR at 

41.  In the most recent market dominant price adjustment, the Postal Service utilized the 

additional 2 percentage points of rate authority available to non-compensatory classes. 

Order No. 5987 at 118. However, as previously noted, the prices set in Docket No. 

R2021-2 were only in effect for about one month of FY 2021, and should have a greater 

impact on cost coverage in FY 2022.  Nonetheless, the Public Representative 

recommends that the Postal Service continue to utilize the rate authority available to 

non-compensatory classes, until the Package Services class covers cost. 

The Postal Service reports that the revenue-per-piece for BPM Parcels increased 

by $0.033, outpacing the $0.028 increase in unit costs.  FY 2021 ACR at 41.  The prices 

in effect for most of FY 2021 were the prices set in Docket No. R2020-1, as the Postal 

Service did not propose any price increase for BPM Parcels in Docket No. R2021-1.  

Order No. 5757 at 36.  In the most recent price adjustment, the Postal Service 

increased BPM Parcels prices by 6.666 percent, an increase below the class average, 

in part because the Postal Service has a request to transfer BPM Parcels to the 

Competitive product23 list pending before the Commission.  

The Public Representative recommends that in the event that the Commission 

denies the Postal Service’s request to transfer BPM Parcels to the Competitive product 

list, the Postal Service increase prices for BPM Parcels above the class average in its 

next market dominant price adjustment. 

                                            

22 The FY 2020 cost coverage of BPM Parcels reported by the Postal Service was 93.8 percent, 
slightly less than the product’s coverage of 94.0 percent calculated by the Commission (with fees 
included in the product’s revenue).  Compare FY 2021 ACR at 30 with Library Reference PRC-LR-
ACR2020/1, Workbook: FY20 Summary LR-1.xlsx, Tab “Package Services.”   

23 See Docket No. MC2021-78, United States Postal Service Request to Transfer Bound Printed 
Matter Parcels to the Competitive Product List, March 26, 2021. 
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 Media Mail/Library Mail (MM/LM) 

 In FY 2021, the cost coverage of MM/LM was 84.3 percent, up from 79.3 percent 

in FY 2020.  FY 2021 ACR at 40.  The product’s cost coverage improved for the second 

year in a row, resulting in a cumulative increase of 11.8 percentage points.  The overall 

loss from MM/LM was $74.5 million in FY 2021, an improvement compared to FY 2020 

when the loss was $91.3 million.24  In the FY 2020 ACD, the Commission identified 

MM/LM as a non-compensatory product and recommended that “that the Postal Service 

apply an above-average price increase to Media Mail/Library Mail in the next rate case 

while balancing the need for BPM Parcels to also receive an above-average price 

increase.”  In Docket Nos. R2021-1 and R2021-2, the Postal Service increased the 

prices for MM/LM by greater than the average increase for the Package Services class, 

by 3.579 percent and 10.865 percent, respectively.  FY 2021 ACR at 40.  Revenue-per-

piece in FY 2021 increased by $0.15 compared with FY 2020.  Id.  In addition, MM/LM 

unit cost decreased by $0.08 in FY 2021, leading to significant improvement in cost 

coverage.  Id. 

The Public Representative recognizes that the price increases applied in Docket 

No. R2021-2 were only in effect at the end of FY 2021; and should have a more 

substantial impact on cost coverage in FY 2022.  Nonetheless, until MM/LM covers its 

attributable costs, the Public Representative encourages the Postal Service to continue 

the above-average price adjustments for MM/LM.  

 Special Services 

Within Special Services, only Money Orders did not cover cost.  The cost 

coverage of Money Orders decreased from 97.7 percent in FY 2020 to 88.5 percent in 

FY 2021.  FY 2021 ACR at 44.  The Postal Service attributes the losses from Money 

                                            

24 Library Reference USPS-FY21-1, Workbook: Public_FY21CRAReport.xlsx, Tab “Cost 1;” 
Library Reference PRC-LR-ACR2020/1, Workbook: FY20 Summary LR-1.xlsx, Tab: “Package Services." 
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Orders to “the decline in the imputed interest earned on money order float, increases in 

Clerk and Mailhandler costs, and increases in debit card costs.  Id.  

The Postal Service attributes the Money Orders’ inconsistent financial results in 

recent years “to a number of factors, including the increased availability of convenient 

and secure online payment and transaction options, money order fees, and the effects 

of the on-going pandemic.”  Id.  It contends that it manages debit card expenses “to the 

degree possible, within [its] legal framework.”  Id.  Additionally, the Postal Service 

increased Money Orders prices by 3.215 percent in Docket No. R2021-1 and by 11.514 

percent in Docket No. R2021-2.  Id.  Both increases exceeded the average increase for 

Special Services as a whole.  

The Public Representative recommends that the Postal Service continue to 

increase prices for Money Orders at a higher rate than Special Services as a whole, 

until Money Orders prices are compensatory.  In addition, the Public Representative 

finds that Postal Service provided a sufficient response to the Commission’s FY 2020 

directive to “explore the reasons behind any shift in consumer behavior contributing to 

the decrease in revenue for Money Orders.”  
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III. WORKSHARING 

 Introduction 

Section 3622(e)(2) directs the Commission to ensure workshare discounts do not 

exceed the costs avoided by the Postal Service.25  See 39 U.S.C. § 3622(e)(2).  In FY 

2021, six workshare discounts exceeded the costs avoided, representing the least 

number of excessive workshare discounts since the Postal Service has been given 

pricing authority with the enactment of the PAEA.  The Public Representative finds that 

one discount is justified by the exception in § 3622(e)(2)(C), while the remaining five 

discounts are inconsistent with § 3622(e)(2).  Inconsistent discounts are appropriately 

addressed when the Postal Service next changes rates, as the Commission’s 

workshare rules require incremental movement toward discounts that equal the costs 

avoided by the Postal Service.26  

The Public Representative’s comments focus on the six passthroughs that 

exceeded 100 percent in FY 2021, organized by class.27  Five of these passthroughs 

are in the Marketing Mail class, and, one is in the Periodicals class.  Table III-1, below, 

shows each excessive passthrough for FY 2021.  It also shows each products’ 

corresponding passthrough from the FY 2020 ACD. 

 
 
 
 
 

                                            

25 A workshare discount is a discount that a mailer receives for additional preparation of a 
mailpiece, such as presorting, pre-barcoding, handling, or transportation, and relieves the Postal Service 
of the cost of performing those activities (i.e., avoided costs).  See 39 U.S.C. § 3622(e)(1). 

26 The Postal Service may also obtain a waiver, if certain criteria are met. 

27 A workshare discount divided by its avoided costs, and expressed as a percentage, is referred 
to as a passthrough.  FY 2018 ACD at 12, n.26.  Passthroughs above 100 percent indicate discounts are 
greater than avoided costs, while passthroughs below 100 percent indicate discounts are below avoided 
costs.  Id. 
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Table III-1 
Excessive Passthroughs28 

 
FY 2020 ACR 
Passthrough 

FY 2021 ACR 
Passthrough 

PASSTHROUGH % % 

  

MARKETING MAIL 
 

Commercial & Nonprofit Marketing Mail 
Flats  

 Presorting 
 Automation 5-digit Flats 
 
 

Nonprofit Machinable and Irregular 
Parcels 

 Dropshipping 
 DSCF  

DDU 
 

Commercial and Nonprofit Marketing 
Parcels 

 Dropshipping 
 DSCF  

DDU 
 

PERIODICALS 
Presorting 
Nonautomation 3-digit/SCF Flats 

 
 
 
 
 
 

79.1 
 
 
 
 
 

44.6 
59.0 

 
 
 
 

51.0 
59.2 

 
 
 

96.4 

 
 
 
 
 
 

102.6 
 
 
 
 
 

119.8 
125.7 

 
 
 
 

100.6 
129.5 

 
 
 

101.9 

 USPS Marketing Mail 

 Automation 5-Digit Flats  

The passthrough for Automation 5-Digit Flats was 102.6 percent in FY 2021. In 

Docket No. R2021-2, the Postal Service set the discount based on the FY 2020 avoided 

costs.  The excessive passthrough resulted from a 0.4 cent decrease in avoided costs 

                                            

28 See Docket No. ACR2020, Library References, PRC-LR-ACR2020-3, Worksheet FCM 
Results.xlsx, Tab: “FCM Worksharing;” PRC-LR-ACR2020/4 - FY 2020 USPS Marketing Mail, Worksheet 
FY20 USPS MM Workshare PRC.xlsx, Tabs: “MM Parcels Presort,” and “MM CR Flats and Letters,” 
March 29, 2020; and Library Reference-USPS-FY21-3 ,Workbook: FY21.3 WorksharingTables.xlsx, 
Tabs: “FCM Bulk Letters, Cards,” “Marketing Mail Prcls&Mkt Prcls,” and “Marketing Mail Carrier Route,” 
December 29, 2021. 
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from FY 2020 to FY 2021.  The Postal Service does not identify any statutory exception 

to justify the excessive passthrough.  Therefore, the discount for Automation 5-Digit 

Flats is inconsistent with § 3622(e).  In the next Market Dominant price adjustment, 39 

C.F.R. §§ 3030.280 through 3030.284 requires that the Postal Service reduce the 

discount, or seek a waiver under 39 C.F.R. § 3030.286.  As such, the Public 

Representative concludes that no further action is necessary at this time. 

 Nonprofit Machinable and Irregular Parcels 

Two dropship discounts for Nonprofit Machinable and Irregular Parcels exceed 

the costs avoided, the discount for DDU entry, and the discount for DSCF entry.  The 

passthrough for DDU entry was 119.8 percent in FY 2021.  The DSCF passthrough was 

125.7 percent.  In Docket No. R2021-2, the Postal Service set these discounts based on 

the FY 2020 avoided costs.  The excessive passthroughs resulted from a 24.0 percent 

decrease in avoided costs for DDU entry and a 28.6 percent decrease in avoided costs 

for DSCF entry.  The Postal Service does not identify any statutory exception to justify 

these excessive passthroughs.  Therefore, the discounts are inconsistent with 

§ 3622(e). In the next Market Dominant price adjustment, 39 C.F.R. §§ 3030.280 

through 3030.284 requires that the Postal Service reduce these discounts, or seek a 

waiver under 39 C.F.R. § 3030.286.  As such, the Public Representative concludes that 

no further action is necessary at this time. 

 Commercial and Nonprofit Marketing Parcels 

Two dropship discounts for Commercial and Nonprofit Marketing Parcels exceed 

avoided costs, the discount for DDU entry (129.5 percent passthrough), and the 

discount for DSCF entry (100.6 percent passthrough).  In Docket No. R2021-2, the 

Postal Service set these discounts based on the FY 2020 avoided costs.  The excessive 

passthroughs resulted from a 24.0 percent decrease in avoided costs for DDU entry and 

a 28.6 percent decrease in avoided costs for DSCF entry.  The Postal Service does not 

identify any statutory exception to justify these excessive passthroughs. Therefore, the 
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discounts are inconsistent with § 3622(e).  In the next Market Dominant price 

adjustment, 39 C.F.R. §§ 3030.280 through 3030.284 requires that the Postal Service 

reduce these discounts, or seek a waiver under 39 C.F.R. § 3030.286.  As such, the 

Public Representative concludes that no further action is necessary at this time. 

 Periodicals 

In FY 2021, one workshare discount for presorting Outside Country Periodicals 

exceeded 100 passthrough.  The passthrough for the 3-Digit Machinable 

Nonautomation was 101.9 percent in FY 2021.  In Docket No. R2021-2, the Postal 

Service set the discount based on the FY 2020 avoided costs.  The excessive 

passthrough resulted from a 1.9 percent decrease29 in avoided costs from FY 2020 to 

FY 2021.  Because, § 3622(e)(2)(C) and 39 C.F.R. § 3030.283(e) permit discounts 

provided in connection with mail matter of educational, cultural, scientific, or 

informational value to exceed avoided costs, the discount is consistent with § 3622(e).  

  

                                            

29  In its FY 2021 ACR, the numbers presented by the Postal Service show a decrease in avoided 
costs when the passthrough exceeded 100 percent, but the Postal Service states that avoided costs 
increased.  FY 2021 ACR at 39.   

 



Docket No. ACR2021 - 20 - Public Representative Comments 
 
 
 

 

IV. COMPETITIVE PRODUCTS 

 Introduction 

As mandated by 39 U.S.C. § 3633(a), the Commission’s regulations in 39 C.F.R. 

§ 3015.7 require that: (1) market dominant products may not subsidize competitive 

products (39 U.S.C. § 3633(a)(1)); (2) each competitive product must cover its 

attributable costs (39 U.S.C. § 3633(a)(2)); and (3) competitive products must 

collectively cover an appropriate share of the Postal Service’s institutional costs (39 

U.S.C. § 3633(a)(3)).  See 39 U.S.C. § 3633(a); 39 C.F.R. § 3015.7.  For the reasons 

discussed below, the Public Representative concludes that market dominant products 

did not subsidize competitive products and that competitive products collectively 

covered at least an appropriate share of institutional costs as set forth in 39 C.F.R. 

§ 3015.7(c).  39 U.S.C. § 3633(a)(1); 39 U.S.C. § 3633(a)(3); 39 C.F.R. § 3015.7.  The 

Public Representative also discusses those competitive products that failed to cover 

attributable costs.  39 U.S.C. § 3633(a)(2).  

 Section 3633(a)(1), Prohibition on Cross-Subsidization 

The Commission tests for compliance with 39 U.S.C. § 3633(a)(1) by applying 

the incremental cost test and determining whether the collective cost incurred by all 

competitive products is less than the collective revenue they generate.  FY 2020 ACD at 

69.  The Postal Service applies “a single direct estimate of group incremental costs of 

all competitive products, domestic and international” in order to measure the 

“incremental costs” portion of the cross-subsidy test.30  

Using this measure, the Postal Service reports that in FY 2021, the total 

competitive group incremental costs were approximately $21.040 billion, while the 

                                            

30 FY 2021 ACR at 82-83. The Commission approved this methodology as part of Proposal Three 
in Order No. 4719.  See Docket No. RM2018-6, Order on Analytical Principles Used in Periodic Reporting 
(Proposal Three), July 19, 2018 (Order No. 4719).  The Postal Service first applied this methodology in its 
FY 2018 ACR.  
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revenue from competitive products was approximately $34.233 billion.  Id.  Because 

competitive product group revenues exceeded incremental costs, the Public 

Representative concludes that the Postal Service’s market dominant products did not 

subsidize its competitive products in FY 2021. 

 Section 3633(a)(2), Coverage of Attributable Costs 

1. Introduction  

Title 39 of the U.S. Code, § 3633(a)(2), requires the revenue for each 

Competitive product to cover its attributable cost.  In FY 2021, nearly every domestic 

and international Competitive product maintained a cost coverage of at least 100 

percent. The exceptions include Inbound and Outbound International Money Transfer 

Service (IMTS), and Competitive International Ancillary.  

2. International Money Transfer Service (IMTS)–Inbound and 
Outbound 

In FY 2021, both IMTS products, IMTS–Inbound and IMTS–Outbound, failed to 

cover their attributable costs, and thus the Public Representative finds that these two 

products did not satisfy 39 U.S.C. § 3633(a)(2).  FY 2021 ACR at 86.  The Postal 

Service states that it tried to address the cost coverage shortfall for IMTS–Inbound by 

“terminating or modifying” IMTS—Inbound agreements.  Id.  To that end, the Postal 

Service announced the discontinuation of the exchange of international postal money 

orders between the Postal Service and thirteen foreign postal operators as set forth in 

notices in the Postal Bulletin published on July 29, 2021, and October 21, 2021.  Id. at 

87.  However, as described in the notices, those postal operators did not stop selling 

international postal money orders destined for the United States until FY 2022, and 

therefore the termination of those agreements had no impact on the FY 2021 cost 

coverage.  Id.  However, the Public Representative anticipates that the termination of 

these agreements will have a positive effect on FY 2022 cost coverage, and concludes 
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that the Postal Service’s has made reasonable progress in addressing the cost 

coverage shortfall of the IMTS—Inbound.  

In FY 2021, as in previous ACRs, the Postal Service notes that “IMTS costing 

remains subject to variation.”  FY 2021 ACR at 86.  The Postal Service distributed IMTS 

costs to IMTS-Outbound and IMTS-Inbound based on transaction volume (as approved 

by the Commission).  Id.  However, as the Commission noted in Docket No. RM2015-

13, “[t]he use of IOCS tallies is the preferred methodology to develop reliable estimates 

of attributable costs for the IMTS—Outbound and Inbound products, assuming a robust 

number of tallies can be obtained.31  In FY 2021, there was an insufficient number of 

IOCS tallies for IMTS, three for the IMTS–Outbound and two for IMTS-Inbound, to 

develop reliable estimates in FY 2021.  FY 2021 ACR at 86.  Nonetheless, the Postal 

Service acknowledged that costs in window services increased.  Id.  

In its most recent price adjustment for Competitive Products, the Postal Service 

increased prices for International Postal Money Orders and Money Transfer Service by 

15.8 percent.32  These prices became effective on January 9, 2022, and should improve 

the financial performance of IMTS–Outbound.  FY 2021 ACR at 86.  Nonetheless, the 

Public Representative is troubled by the persistent cost coverage shortfall of IMTS–

Outbound, as the Postal Service did not explain how it intends to bring IMTS–Outbound 

into compliance with § 3633(a)(2). 

3. International Ancillary Services 

In FY 2021, the International Ancillary Services product did not cover its 

attributable cost.33  More specifically, two components of the product, Inbound 

                                            

31 Docket No. RM2015-13, Order Approving Analytical Principles Used in Periodic Reporting 
(Proposal Five), Novemebr19, 2015, (Order No. 2625) at 10. 

32 Notice of Erratum concerning Order No. 6071, Order Approving Changes in Rates of General 
Applicability for Competitive Products, Docket No. CP2022-22 (Dec. 22, 2021), at PDF page 5 of 183. 

33 FY 2021 ACD at 85; see Library Reference USPS-FY21/NP2, Worksheet: Reports 
(unified).xlsx,” Tab “A Pages (c).” 
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Competitive International Registered Mail and Outbound International Insurance, failed 

to cover their attributable costs.  FY 2021 ACR at 85-86. 

The Postal Service does not explain how it expects to improve the cost coverage 

of Inbound Competitive International Registered Mail.  Instead, it lists the scheduled 

increases for the additional payment per item for Inbound Registered Mail through FY 

2025.  FY 2021 ACR at 85.  Thus, the Public Representative is concerned that the 

failure of the Inbound Competitive International Registered Mail price category to cover 

its costs will continue to persist.  The Postal Service did not provide a plan for 

eliminating the cost coverage shortfall in its FY 2021 ACR.  Therefore, Public 

Representative recommends that the Commission seek additional information from the 

Postal Service, explaining how it will address the low cost coverage of Inbound 

Competitive International Registered Mail.  

For Outbound International Insurance, the Postal Service explains that shortfall in 

cost coverage in FY 2021 was due to an increase in costs, primarily in Window Service 

and International Indemnities, as revenue for Outbound International Insurance 

remained virtually unchanged from the revenue in FY 2020.  FY 2021 ACR at 86.  On 

January 9, 2022, the Postal Service implemented a 4.8 percent price increase for 

Outbound International Insurance.  Id.  The Postal Service asserts that it expects the 

financial performance of Outbound International Insurance to improve.  Id.  In its next 

price adjustment, Postal Service should set prices for Outbound International Insurance 

that are compensatory, and would not hinder the ability of the International Ancillary 

Services product to cover its cost. 

 Section 3633(a)(3), Coverage of Institutional Costs 

Competitive products must cover what the Commission determines to be “an 

appropriate share of the institutional costs of the Postal Service.”  39 U.S.C. 

§ 3633(a)(3).  Pursuant to 39 U.S.C. § 3633(b), the Commission implemented a 
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formula-based approach to calculating the appropriate share.34  As part of each ACD, 

the Commission calculates and reports “competitive products’ appropriate share for 

each upcoming fiscal year using the [established] formula.”  Order No. 4963, 

Attachment A at 2.  In the FY 2020 ACD, after applying the formula, the Commission 

reported the appropriate share for FY 2020 as 9.1 percent.  FY 2020 ACD at 91. 

In FY 2021, the Postal Service’s total institutional costs were $35.986 billion.35  

Applying the 8.8 percent appropriate share “yields a target contribution of $3.3634 

billion.  FY 2021 ACR at 88.  Competitive products contributed approximately $13.193 

billion to institutional costs, substantially more than the required $3.061 billion.”  Id.  

Thus, the Public Representative finds that the requirements of 39 U.S.C. § 3633(a)(3) 

and 39 C.F.R. § 3015.7(c) were satisfied in FY 2021. 

 

 

 

 

 

 

 

 

                                            

34 See Docket No. RM2017-1, Order Adopting Final Rules Relating to the Institutional Cost 
Contribution Requirement for Competitive Products, January 3, 2019, at 3-4 (Order No. 4963). 

35 Library Reference USPS-FY21-1, Workbook: Public_FY21CRAReport, Tab “Cost3.” 
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V. SERVICE PERFORMANCE 

 Introduction 

The Postal Service is required to report annually on the level of service it has 

provided for each market dominant product in terms of speed of delivery and reliability.  

39 U.S.C. § 3652(a)(2)(B)(i).  The Commission determines whether the level of service 

provided by the Postal Service complies with applicable service standards by comparing 

the level of service reported for the fiscal year to service performance targets previously 

established by the Postal Service in its prior Annual Performance Plan.36   

 Background 

1. FY 2020 ACD Service Performance Directives 

The FY 2020 ACD set forth an extensive list of directives relating to service 

performance.  See FY 2020 ACD, Appendix A at 4-15.  Directives were aimed at all five 

                                            

36 See, e.g., Docket No. ACR2020, Annual Compliance Determination, Fiscal Year 2020, March 
29, 2021, at 97 (FY 2020 ACD).  
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mail classes.37  The Postal Service began responding to those directives during the third 

quarter of FY 2021.38  Further responses to two directives are expected.39  

Several of the FY 2020 ACD directives also required the Postal Service to 

provide updated information for First-Class Mail and Periodicals by December 29, 2021 

at the time of the Postal Service’s FY 2021 ACR filing.40   

2. Follow-Up CHIRs to the FY 2020 ACD 

In addition to its responses to the FY 2020 ACD directives, the Postal Service 

has filed responses to two Chairman Information Requests (CHIRs) issued during FY 

2021 seeking information regarding service performance.41 

                                            

37 See FY 2020 ACD, Appendix A at 6-11 (First-Class Mail), at 11-12 (USPS Marketing Mail), at 
12-13 (Periodicals), at 13-14 (Package Services), and at 14-15 (Special Services). 

38 First Response of the United States Postal Service to Commission Requests for additional 
Information in the FY 2020 Annual Compliance Determination, May 10, 2021; Response of the United 
States Postal Service to Commission Requests for additional Information in the FY 2020 Annual 
Compliance Determination, June 4, 2021; Third Response of the United States Postal Service to 
Commission Requests for additional Information in the FY 2020 Annual Compliance Determination, June 
28, 2021; Third [sic] Response of the United States Postal Service to Commission Requests for additional 
Information in the FY 2020 Annual Compliance Determination, July 2, 2021; Fifth Response of the United 
States Postal Service to Commission Requests for additional Information in the FY 2020 Annual 
Compliance Determination, August 9, 2021; Sixth Response of the United States Postal Service to 
Commission Requests for additional Information in the FY 2020 Annual Compliance Determination, 
August 30, 2021; Seventh Response of the United States Postal Service to Commission Requests for 
additional Information in the FY 2020 Annual Compliance Determination, September 27, 2021; and Eighth 
Response of the United States Postal Service to Commission Requests for additional Information in the 
FY 2020 Annual Compliance Determination, November 9, 2021. 

39 Further responses are to be filed on February 9, 2022, and May 9, 2022, for First-Class Mail 
and Periodicals.  See FY 2020 ACD, Appendix A at 11, 13. 

40 See FY 2020 ACD, Appendix A at 8-11 (First-Class Mail), 13 (Periodicals),  

41 Responses of the United States Postal Service to Questions 2-3 of Chairman’s Information 
Request No. 27, April 9, 2021, Responses of the United States Postal Service to Questions 1-6 of 
Chairman’s Information Request No. 33, November 29, 2021. 
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 FY 2021 Annual Compliance Report and Chairman’s Information 
Requests 

1. The FY 2021 ACR  

The Postal Service’s FY 2021 Annual Compliance Report includes a discussion 

of service performance,42 together with the library reference with supporting data and 

other information required by 39 CFR part 3055.43  Also included in the library reference 

are files responsive to FY 2020 ACD directives.  See FY 2021 ACR at 48 n.35. 

Fiscal Year 2021 is the Postal Service’s second fiscal year impacted by the 

COVID-19 pandemic.  The Postal Service states that during the second year of the 

pandemic service performance “proved especially challenging” by adding to its “long-

standing service performance challenges.”  FY2021 ACR at 49.  The Postal Service 

identifies three pandemic-related adverse impacts—“historically high peak season 

package volumes, significantly high employee absences, and reduced supplier 

transportation capacity.”  Id.  These adverse impacts were accompanied by the usual 

challenges of extreme weather and natural disasters.  Id.  The Postal Service 

summarizes each of each of these challenges and notes steps it took to mitigate 

adverse impacts on service performance.44  

 CHIRs Directed at Service Performance 

 To date, the Chairman has issued five information requests in this docket that 

include questions regarding service performance.45  The Postal Service has responded 

                                            

42 See FY 2021 ACR at 51-56. 

43 Library Reference USPS-FY21-29, December 29, 2021, file “USPS-FY21-29.zip”. 

44 Id. at 49-50 (the unprecedented level of package volumes), 50 (employee absenteeism), 50 (air 
and surface transportation problems), and 50 (natural disasters and weather events). 

45 Chairman’s Information Request No. 1, January 10, 2022 (CHIR No. 1); Chairman’s 
Information Request No. 2 and Notice of Filing Under Seal, January 18, 2022 (CHIR No. 2); Chairman’s 
Information Request No. 4, January 21, 2022 (CHIR No. 4); and Chairman’s Information Request No. 6, 
January 25, 2022 (CHIR No. 6). 
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to three of those information requests.46  One other CHIR with questions regarding 

service performance, CHIR No. 6, remains outstanding. 

1. The Continuing Impact of COVID-19 

The Postal Service’s responses to CHIR No. 1 in January, 2022, provide 

additional insight into the challenges presented by the COVID-19 pandemic.   

Peak season package volumes.  The Postal Service characterizes the impact of 

a surge in package volume during the FY 2021 peak season “as [having] severely 

impacted the fluidity of the postal network.”  Response to CHIR No. 1, question 17.a.  It 

cites a lack of adequate staffing and processing capacity as having created a backlog 

that resulted in gridlock that forced facilities to store volumes longer and reduced 

processing cycle times.  Id., questions 17.a., 17.b.  Adding to the problem was a lack of 

transportation capacity due to driver shortages and reduced air lift.  Id.  The Postal 

Service asserts that the gridlock triggered by package volume adversely affected all 

mail products.  Id., question 17.b.  Finally, the Postal Service attributes the improvement 

in service performance in Quarters 3 and 4 to the improvement in staffing levels.  Id. 

Employee absenteeism.  In its response to question 13, the Postal Service 

addresses the impact of employee absenteeism due to COVID-19 on service 

performance. Id., questions 13, 14.  It provides support for the conclusion that lower 

staffing results in late processing and delivery of the same amount of mail and explains 

how “hot spots” of employee absenteeism can have spillover effects in other areas and 

at other facilities.  Id., questions 13.a., 13.b. The response also identifies steps taken by 

the Postal Service to mitigate absenteeism by increasing its bargaining unit workforce 

and asserts a correlation between an enhanced workforce and improved service 

                                            

46 Responses of the United States Postal Service to Questions 1-29 of Chairman’s Information 
Request No. 1, January 18, 2022 (Responses to CHIR No. 1); Responses of the United States Postal 
Service to Questions 1-36 of Chairman’s Information Request No. 2, January 25, 2022 (Responses to 
CHIR No. 2); and Responses of the United States Postal Service to Questions 1-3 of Chairman’s 
Information Request No. 4., January 28, 2022 (Responses to CHIR No. 4).   
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performance in Quarters 3 and 4 of FY 2021.  Id., questions 13.c., 13.d.  The Postal 

Service states that it will monitor and adjust staffing levels in FY 2022 in an attempt to 

achieve service performance targets.  Id., question 13.e.   

Air and land transportation.  CHIR No. 1, question 15 requested a detailed 

explanation of how reductions in commercial air lift impacted on-time service 

performance in FY 2021.  The Postal Service responded by asserting that reduced 

flights caused by COVID-19 from for the first two quarters of FY 2021 significantly 

impaired its ability to leverage all of its transportation networks.  Id., question 15.a.  It 

supported this assertion by comparing the lower number of pounds flown in FY 2021 to 

the number of pounds flown in FY 2019.  Id.  It also noted the ripple effect on service 

performance when airline service is based on a hub and spoke network and cited a 15 

percent reduction in flights at one airline hub during the spring of FY 2021.  Id.   

In response to the question of how it attempted to mitigate COVID-19 

transportation issues “by using alternative and additional transportation suppliers,” the 

Postal Service stated that it evaluated existing surface and air routings and solicited and 

used additional surface transportation.  Id., question 16.a.  To do this, the Postal 

Service “track[s] late and omitted service and use[s] the data to address contracted 

supplier performance.”  Id., question 16.b.  

The Postal Service acknowledged that it “is not technically capable of tracking 

piece level data by trip and product at this time” and suggested that quantifying the 

impact of the measures it took would require counterfactual “no action taken” scenarios 

that are infeasible.  Id.  Instead, it appears that it took an intuitive approach getting mail 

moving, or moving more quickly, “should improve service performance to some 

unknown degree.”  Id.   

With respect to its plans to mitigate transportation constraints in FY 2022, the 

Postal Service suggested that it would continue to follow the approach it followed in FY 

2021 and that it would measure success by the same intuitive benchmark.  Id., 

questions 16.c., 16.d.  To monitor the efficacy of its FY 2022 plans, the Postal Service 
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states that it has created a Supplier Performance Dashboard that will track “supplier 

route and trip level data to identify opportunities for improvement or action.”  Id., 

question 15.e.  It also stated that it has a “5 Step” process to assist contract 

administrators in addressing performance by contracted suppliers.  Id.   

Weather and natural disasters.  In its response to CHIR No. 1, question 19, the 

Postal Service state that service performance “was very likely impacted by several 

weather events in FY 2021,” but identified only Winter Storm Gail in December, 2020, 

and Winter Storms Uri and Viola in February, 2021, specifically.  Id., question 19.a.  

These are the same storms identified in the FY 2021 ACR at page 50.  The Postal 

Service was “unable to determine exact impacts to service scores caused by the events 

identified.”  Id., question 19.b.iii.  Instead, it presented a chart depicting weekly service 

trends for Market Dominant products and identified the weeks during which the three 

named storms occurred.  Id.  It identified its mail processing Continuity of Operations 

Plan (COOP) as the means by which it attempted to mitigate the impact of natural 

disasters and weather events on service performance.  Id., question 19.c.  It is, 

however, “unable to determine exact impacts to service scores caused by the events 

identified.”  Id., question 19.d   

With respect to potential FY 2022 mitigation efforts, the Postal Service referred to 

its Corporate Energy Interface Resiliency Tool (CEIRT) as a mechanism that 

“[o]perations can use…to determine if equipment needs to be removed or precautions 

put in place to minimize loss…[and that]…[t]his effort should also minimize service 

performance impacts from unforeseen events.”  Id., question 19.e.  The Postal Service 

stated that it expected its plans would minimize the length of time in disruption to 

operations.  Id., question 19.f.  Finally, the Postal Service asserted that it would monitor 

the efficacy of plans implemented using its CEIRT by an after-action meeting that 

“examine the action(s) taken and determines potential changes to improve any 

process(es) moving forward.”  Id., question 19.g. 
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10-Year Strategic Plan.  As part of a 10-Year Strategic Plan,47  the Postal Service 

intends to take a number of steps to improve service performance. In response to CHIR 

No. 1, question 20, the Postal Service explains the impact its 10-Year Plan strategies 

will have on FY 2022 on-time service performance.  It states that by adding more 

employees its mail processing equipment will be fully staffed and operate more 

efficiently.  Id., question 20.a.i.  It asserts, further, that the expansion of space capacity 

will alleviate gridlock, will allow the efficient flow of mail through processing operations, 

and diminish opportunities for mail to fall out of First-In-First-Out order.  Id., question 

20.a.ii.  Also, state-of-the-art equipment will provide opportunities to improve efficiency.  

Id., question 20.a.iii.  Finally, additional logistics capabilities will permit mail and 

package products to be transported more efficiently within the newly established service 

standards.  Id., question 20.a.iv.  Monitoring the efficiency of these strategies will be 

accomplished through management oversight and key performance indicators including 

Operating Plan Precision, Delayed Inventories, Trips on Time, Surface Trip Utilization, 

Air Network Utilization, and Employee availability.  Id., question 20.b. 

 Service Performance Measurement Systems, Standards, and Targets  

Assessment of the Postal Service’s service performance is based upon 

measurement systems, service standards, and service targets.  The internal 

measurement systems used by the Postal Service are subject to Commission review 

and approval.48  Service standards are proposed by the Postal Service in consultation 

with the Commission, but do not require Commission approval to be adopted by the 

                                            

47 United States Postal Service, Delivering for America: Our Vision and Ten-Year Plan to Achieve 
Financial Sustainability and Service Excellence, March 23, 2021 (10-Year Strategic Plan). 

48 39 U.S.C. § 3691(b)(2).  The Postal Service uses two internal measurement systems: the 
Internal Service Performance Measurement System and the Product Tracking and Reporting System.  
See USPS-FY21-29 – Annual Report on Service Performance for Market Dominant Products, PDF file 
“FY21-29 Methodologies Report.pdf” at 1. 
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Postal Service.49  Similarly, service performance targets are proposed by the Postal 

Service, reviewed by the Commission, but do not require Commission approval.50   

 With one exception, the measurement systems used by the Postal Service in FY 

2021 were the same systems it used during the two preceding fiscal years—FY 2020 

and FY 2019.  The exception was the measurement system used for Outbound Single-

Piece First-Class Mail International and Inbound Single-Piece First-Class Mail 

International.51  In FY 2021, the Postal Service began using an internal measurement 

system, the Internal Service Performance Measurement (SPM) system.52  The Postal 

Service has, however, confirmed that the SPM system is comparable to the system 

used in FY 2019 and 2020, “at least insofar as comparing results is concerned.”  

Responses to CHIR No. 2, question 3.b. 

Over the same three fiscal year period from FY 2019 through FY 2021, service 

standards remained unchanged.53  Because the measurement systems were 

comparable and the service standards unchanged over this three fiscal year period, the 

actual service performance results reported by the Postal Service are also comparable 

from FY 2019 through FY 2021.  This is true regardless of what service performance 

                                            

49 See 39 U.S.C § 3691(a).   

50 See 39 U.S.C § 2803(a)(1), (4)-(6); see also Docket No. N2021-1, Advisory Opinion on Service 
Changes Associated with First-Class Mail and Periodicals, July 20, 2021 (N2021 Advisory Opinion). 

51 During FY 2019 and FY 2020, the measurement system used by the Postal Service for 
international products was the International Mail Measurement System (IMMS).  See Library Reference 
USPS-FY20-29, December 29, 2020, PDF file “FY20-29 Service Performance Report.pdf” at 3. 

52 See Docket No. PI2019-1, Order Granting Request and Approving Use of Internal Service 
Performance Measurement System, July 1, 2020 (Order No. 5576). 

53 See FY 2021 ACR at 51 n.36; FY 2020 ACR at 36 n.33.  During 2021, the Postal Service 
announced service standard changes for First-Class Mail, Periodicals, and First-Class Package Service.  
See Docket No. N2021-1, United States Postal Service Request for an Advisory Opinion on Changes in 
the Nature of Postal Services, April 21, 2021 (N2021-1 Service Standard Advisory Opinion); see also 

Docket No. N2021-2, United States Postal Service Request for an Advisory Opinion on Changes in the 
Nature of Postal Services, June 17, 2021 (N2021-2 Service Standard Advisory Opinion).  However, these 
proposed service standard changes did not become effective until October 1, 2021, at the beginning of 
FY 2022.  USPS-FY21-29 – Annual Report on Service Performance for Market Dominant Products, PDF 
file “FY21-29 Serv Stnd Changes.pdf” at 1.  Accordingly, those service standard changes do not affect the 
assessment of service performance in FY 2021. 
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targets were in effect over this period.  For example, the on-time performance 

percentage for First-Class Single-Piece Letters and Postcards in FY 2019 can be 

directly compared to the on-time performance for that same product in FY 2020 and FY 

2021.54  The changes in performance over that period are caused by factors and 

circumstances external to performance measurements and standards. 

Unlike its FY 2019 through FY 2021 measurement systems and service 

standards, the Postal Service’s service performance targets did not remain constant in 

FY 2021.  During May of 2021, the Postal Service revised a number of its service 

performance targets.55  Those revisions were triggered by the continuing effects of the 

COVID-19 pandemic.  FY 2021 ACR at 51.   

The significance to be attached to an on-time service performance target 

depends upon its purpose and upon the adequacy of the basis for its selection.  If the 

purpose of the target is to provide a strong incentive for improving on-time performance, 

a more ambitious incentive can be appropriate, even if the target is unlikely to be 

attainable.  If the purpose of the target is to give customers a reliable expectation of the 

service they can expect, a more moderate, realistic target can be adopted.56  If the 

purpose of the standard is both to provide an incentive to the Postal Service to improve 

performance and a reliable guide to customers, a balance must be struck between the 

two purposes.  In either case, the purpose of the target should be expressly identified 

and the supporting basis for the target should be provided.  

                                            

54 See, e.g., Table V-1.1, columns 1, 2 and 4 for Single-Piece Letters and Postcards, Two Day, 
infra. 

55 See FY 2021 ACR at 51.  The service performance targets that were used in FY 2019 and FY 
2020 were the same in both years.  See, e.g., Table V-1.1, column 3 for Single-Piece Letters and 
Postcards, Two Day, infra. 

56 The same is true for service standards.  As the Postal Service recently pointed out, customer 
expectations can be reflected by changes to service standards as opposed to changes to performance 
targets.  See Docket No. N2021-1, Initial Brief of the United States Postal Service, June 21, 2021, at 10-
11.  



Docket No. ACR2021 - 34 - Public Representative Comments 
 
 
 

 

Because the Postal Service did not file its revised service performance targets 

until May 14, 2021, during the third quarter of FY 2021, there was “insufficient time for a 

more robust Commission review and receipt of public comments.  See Revised FY 

Annual Report at 36.”57  Accordingly, this is the first opportunity a Public Representative 

has had to comment on the revised FY 2021 performance targets. 

The FY 2021 service performance targets are presented in Library Reference 29 

to the Postal Service’s FY 2021 ACR.58  The revised targets for First-Class Mail, USPS 

Marketing Mail, and Periodicals are shown below in column (5) of Table V-1.1 

(Domestic First-Class Mail), column (5) of Table V-2.1 (International First Class Mail), 

and column (5) of Table V-3.1 (USPS Marketing Mail), and Table V-4.1 (Periodicals).59   

 To date, the Postal Service has failed to provide an explanation of the purpose of 

the new FY 2021 on-time service performance targets.  Nor has it provided a clear 

explanation or basis or reasons for the specific targets it has chosen.  Because of the 

absence of such support, it is difficult to assess the significance of achieving or failing to 

achieve a performance target.  Does the achievement of a target mean that the Postal 

Service’s efforts to provide high-quality service have been successful?  Or does it mean 

that the target was too low?  Does failure to achieve a target reflect a failure to take 

adequate steps to provide good service?  Or does it mean that the target was overly 

ambitious?  Similar questions can be asked regarding whether that targets are reliable 

                                            

57 Docket No. ACR2020, Analysis of the Postal Service’s FY 2020 Annual Performance Report 
and FY 2021 Performance Plan, June 2, 2021, at 20-21.  Among the commenters who were unable to 
comment on the new targets was the Public Representative.  See, e.g., Docket No. ACR2020, Public 
Representative Comments on the FY 2020 Performance Report and FY 2021 Performance Plan, March 
1, 2020, at 7-9. 

58 See USPS-FY21-29 – Annual Report on Service Performance for Market Dominant Products, 
PDF file “FY21-29 Service Performance Report.pdf” at 4 (First-Class Mail), at 5 (USPS Marketing Mail), at 
14 (Periodicals), at 21 (Package Services), and at 25 (Special Services).  

59 The Postal Service did not revise the FY 2021 service performance targets for Package 
Services and Special Services.  Those targets are shown below in column (5) of: Table V-5.1 (Package 
Services), and column (5) of Table V-6.1 (Special Services). 
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guides for customer expectations.60  As will be noted below in the discussion of service 

performance by mail class, the absence of explanations of the purpose and basis for the 

FY 2021 performance targets leaves the significance of their achievement or non-

achievement unclear. 

 Service Performance by Mail Class 

1. FY 2019 – FY 2021 Annual Service Performance Results 

 Fiscal Year 2019, which began on October 1, 2018, and ended on September 

30, 2019, was the last fiscal year that preceded the onset of the COVID-19 pandemic in 

the United States.61  Over the following two fiscal years, FY 2020 and FY 2021, the 

pandemic spread throughout the United States and its adverse impact on the Postal 

Service’s on-time service performance grew.  To put the FY 2021 on-time service 

performance into context, the following analysis compares the annual service 

performance results and related targets for the three fiscal years from FY 2019 through 

FY 2021.  Because FY 2019 predated the COVID-19 pandemic, it serves as a baseline 

for assess the Postal Service’s on-time service performance during FY 2020 and FY 

2021.   

 In evaluating the service performance results in FY 2020 and FY 2021, it is 

important to recognize that some of the major factors affecting those results were 

common to both fiscal years, while others were not.  Factors common to both years that 

adversely affected service performance included growing employee absenteeism, 

                                            

60 Service performance targets can also be used as standards for rate incentives to maintain or 
improve service performance.  See Docket No. RM2021-2, Advance Notice of Proposed Rulemaking 
Regarding Performance Incentive Mechanism, January 15, 2021.  The possible use of service 
performance in various contexts reinforces the need for a clear explanation of the purpose and basis for 
such targets. 

61 The first documented COVID-19 case in the United States appeared on January 18,, 2020, at 
the beginning of Quarter 2 of FY 2020, available at 
https://www.cdc.gov/museum/timeline/covid19.html#Early-2020 (“CDC confirms the first case of COVID-
19 in the U.S. from samples taken on January 18 in Washington state.”) 
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surging package volumes, constrained capacity to transport mail and packages by land 

and air, and weather events and natural disasters.62  Factors common to both years that 

sought to improve service performance were the redesign of the Postal Service’s 

surface transportation network,63 and the realignment of its core business operations in 

three operating units.64  

Major factors that adversely affected service performance and were unique to FY 

2020 included the absence of available COVID-19 vaccines,65 and the impact on postal 

operations of the 2020 national elections and census data collection.66 

In FY 2021, several new factors affecting service performance emerged.  

Although the pandemic continued, COVID-19 vaccines became widely available during 

February and March, 2021, with booster shots becoming available to significant 

numbers of adults during August and September, 2021.67  Also, on March 23, 2021, the 

Postal Service established its 10-Year Strategic Plan containing a set of initiatives to 

address, among other things, long-standing service performance issues. 

Notwithstanding the differences between FY 2019, FY 2020 and FY 2021, a 

comparison of on-time service performance results is possible because the service 

standards (as opposed to service targets) and the measurement systems used to 

quantify service performance remained constant over all three fiscal years.  Those 

                                            

62 Cf. FY 2020 ACR at 38 (increased package volumes, absenteeism, and transportation 
constraints) with FY 2021 ACR at 49-50 (increased package volumes, absenteeism, and transportation 
constraints). 

63 See FY 2020 ACD at 113. 

64 Id. at 140. 

65 The first COVId-19 vaccine was not authorized for emergency use by the Food and Drug 
Administration until December 11, 2020, which was during the first quarter of FY 2021.  See 
https://www.fda.gov/news-events/press-announcements/fda-takes-key-action-fight-against-covid-19-
issuing-emergency-use-authorization-first-covid-19.  

66 See FY 2020 ACD at iv (Executive Summary). 

67 See https://www.fda.gov/news-events/press-announcements/fda-authorizes-booster-dose-
pfizer-biontech-covid-19-vaccine-certain-populations. 
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results reflect real world performance.  By contrast, the change in on-time service 

performance targets in FY 2021 make determinations regarding the achievement/non-

achievement of targets in that fiscal year incomparable with such determinations in FY 

2020 and FY 2021. 

2. FY 2020 – FY 2021 Quarterly Service Performance Results 

Because on-time service performance in both FY 2020 and FY 2021 were 

affected by the COVID-19 pandemic, a comparison of quarterly service performance 

results provides insights into the state of service performance in FY 2021, the outlook 

for future performance, and the effectiveness of Postal Service’s efforts to improve 

performance.   

As discussed above, some of the major factors affecting on-time performance 

were common to both FY 2020 and to FY 2021.  Other factors were unique to one year 

or the other.  All of the factors changed over time.  Isolating the impact of different 

factors will be challenging.  Nevertheless, the on-time service performance results 

shown during these two fiscal years (separately or together) may assist in evaluating 

and improving on-time performance. 

3. First-Class Mail 

 Domestic First-Class Mail 

Table V-1.1, shown below, presents the annual FY 2021 on-time performance 

results and targets for domestic First-Class Mail together with the on-time performance 

results and targets for FY 2019 and FY 2020.  For FY 2021, on-time results are directly 

comparable to the results reported in FY 2019 and FY 2020.   

In FY 2021, the Postal Service lowered all of the targets for domestic First-Class 

Mail.  The FY 2021 targets varied by product (see col. (5)).  The amount by which 

targets were reduced varied considerably by product (cf., e.g., First-Class Mail, Three-
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to-Five Day (-27.9 percent) to Flats, Overnight (-2.9 percent)). In revising these targets, 

the Postal Service offered only general and vague explanations for the changes.68   

Even with these reductions, all domestic First-Class Mail products failed to meet 

their annual on-time targets.  The actual FY 2021 on-time performance levels (Table V-

1.1, col. (4)) also fell short of the actual on-time performance levels achieved in FY 2019 

and FY 2020 (Table V-1.1, cols. (1) and (2)). 

 

Table V-1.1 
Domestic First-Class Mail Service Performance 
Percent On-Time for FY 2019 through FY 202169 

First-Class Mail 

FY 2019  
On-Time 

(%) 

(1) 

FY 2020 
On-Time 

(%) 

(2) 

FY 2019- 
FY 2020 

Targets (%) 

(3) 

FY 2021 
On-Time 

(%) 

(4) 

FY 2021 
Targets 

(%) 

(5) 

Single-Piece Letters/Postcards      

Two-Day 92.5  92.0   96.50 87.4  ↓ 87.81 ↓ 

Three-To-Five-Day 81.4  79.7  95.25 64.6 ↓ 68.64 ↓ 

 Presort Letters/Postcards      

Overnight 95.7  94.9   96.80 93.7  ↓ 93.99 ↓ 

Two-Day 94.3  93.0  96.50 88.5 ↓ 89.20 ↓ 

Three-To-Five-Day 92.1 90.2   95.25 81.0  ↓ 84.11 ↓ 

Flats      

Overnight 81.5  80.3   96.80 75.2  ↓ 93.99 ↓ 

Two-Day 81.5  77.5   96.50 71.7  ↓ 89.20 ↓ 

Three-To-Five-Day 76.6  73.4   95.25 61.1  ↓ 84.11 ↓ 

 
 
 

                                            

68 See, e.g., Responses to CHIR No. 1, question 24.b.  Further information has been sought for 
the basis for the revised targets.  See CHIR No. 6, question 15. 

69 Docket No. ACR2019, Library Reference USPS-FY19-29, December 27, 2019, PDF file “FY19-
29 Service Performance Report.pdf,” at 3; Docket No. ACR2020, Library Reference USPS-FY20-29, 
December 29, 2020, file “FY20-29 Service Performance Report.pdf” at 4; Docket No. ACR2021, Library 
Reference USPS-FY21-29, December 29, 2021, file “FY21-29 Service Performance Report.pdf” at 4. 

Key: 
 Targets 

Did Not Meet Target 
in FY 2021 

Met Target  
in FY 2021 

 Increase  
from FY 2020 

 Decrease from 
FY 2020 
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Together, Table V-1.2 and Table V-1.3, shown below, present FY 2020 quarterly 

on-time performance results for all FY 2020 First-Class Mail products.70  The adverse 

impact of the COVID-19 pandemic are reflected in these quarterly on-time performance 

results.  The pandemic began during the second fiscal quarter (column (2) on both 

Table V-1.2 and Table V-1.3).  As it worsened during the third and fourth quarters, on-

time performance declined steadily.  See columns (3) and (4) on both Table V-1.2 and 

Table V-1.3.  These declines continued into the first quarter of FY 2021.  See column 

(1) on Table V-1.4 and Table V-1.5, below.   

Table V-1.2 
Domestic First-Class Mail FY 2020 Quarterly Service Performance 

All Products Except Single-Piece Flats and Presort Flats 
Q-1 through Q-4 Percent On-Time71 

First-Class Mail 

FY 2020 Q-1 
On-Time (%) 

(1) 

FY 2020 Q-2 
On-Time (%) 

(2) 

FY 2020 Q-3  
On-Time (%) 

(3) 

FY 2020 Q-4  
On-Time (%) 

(4) 

FY 2020 
On-Time 

(%) 

(5) 

FY 2020 
Targets 

(%) 

(6) 

Single-Piece Letters/Postcards 

Two-Day 92.3  93.6 93.0 88.9 92.0 ↓  96.50 

Three-To-Five-Day 78.7  84.2 82.5 73.0 79.7 ↓ 95.25 

Presort Letters/Postcards 

Overnight 94.6  96.1 95.9 93.0 94.9 ↓  96.80 

Two-Day 93.7  94.6 93.5  90.0 93.0 ↓ 96.50 

Three-To-Five-Day 91.5  92.7 90.9 84.9 90.2 ↓  95.25 

 

 
 

                                            

70 Table V-1.2 presents quarterly on-time performance results for Single-Piece Letters/Postcards 
and Presort Letters/Postcards.  A separate table for quarterly on-time performance for Flats is made 
necessary by the fact that the Postal Service does not report combined quarterly results for Single-Piece 
Flats and Presort Flats.  See Library Reference USPS-FY20-29, December 29, 2020, Excel file “FY20 
ACR First-Class Mail.xslx,” Tabs: “Aggregation,” “FCF Aggregation-1,” and “FCF Aggregation-2.”  Table 
II-1.3 shows quarterly results for Single-Piece Flats and Presort Flats separately and combined annual 
results. 

71 Library Reference USPS-FY20-29, December 29, 2020, Excel file “FY20 ACR First Class 
Mail.xslx,” Tabs: “Aggregation”, “FCF Aggregation-1,” and “FCF Aggregation-2.”  Compare to Docket No. 
ACR2019, Library Reference USPS-FY19-29, December 27, 2019, Excel file “FY19 ACR First Class 
Mail.xslx,” Tabs: “Aggregation”, “FCF Aggregation-1”, and “FCF Aggregation-2.” 

FY 2020 
Targets 

Did Not Meet Target 
in FY 2020 

Met Target  
in FY 2020 

 Increase  
from FY 2019 

 Decrease from 
FY 2019 



Docket No. ACR2021 - 40 - Public Representative Comments 
 
 
 

 

 

Table V-1.3 
Domestic First-Class Mail FY 2020 Quarterly Service Performance 

Single-Piece Flats and Presort Flats 
Q-1 through Q-4 Percent On-Time72 

First-Class Mail 

FY 2020 Q-1 
On-Time (%) 

(1) 

FY 2020 Q-2 
On-Time (%) 

(2) 

FY 2020 Q-3  
On-Time (%) 

(3) 

FY 2020 Q-4  
On-Time (%) 

(4) 

FY 2020 
On-Time 

(%) 

(5) 

FY 2020 
Targets 

(%) 

(6) 

Single-Piece Flats 

Overnight N/A N/A N/A N/A -  

Two-Day 80.0 81.6 77.4 73.8 78.5  ↓ - 

Three-To-Five-Day 70.9 72.5 66.9 60.3 68.1 ↓ - 

Presort Flats 

Overnight 81.2 82.8 80.7 76.5 80.3 ↓  - 

Two-Day 80.1 80.7  73.9 70.2 76.4 ↓ - 

Three-To-Five-Day 78.2 79.7 73.2 67.0 74.7 ↓  - 

Combined Single-Piece and Presort Flats 

Overnight N/A N/A N/A N/A  80.3 ↓  96.80 

Two-Day N/A N/A N/A N/A  77.5 ↓  96.50 

Three-To-Five-Day N/A N/A N/A N/A  73.4 ↓  95.25 

Key: 

 
Table V-1.4 and Table V-1.5, shown below, present quarterly on-time 

performance results for FY 2021.  During FY 2021, the COVID-19 pandemic continued 

to have a significant adverse impact on the Postal Service’s on-time service 

performance for domestic First-Class Mail.  During the first quarter of FY 2021, the on-

time performance of all First-Class Mail products continued to decline from the levels 

reported for the fourth quarter of FY 2020.  Cf. Table V-1.4, column (1) with Table V-1.2, 

column (4); Table V-1.5, column (1) with Table V-1.3, column (4).  With only two 

                                            

72 Library Reference USPS-FY20-29, December 29, 2020, Excel file “FY20 ACR First Class 
Mail.xslx,” Tab: “Aggregation”, “FCF Aggregation-1,” and “FCF Aggregation-2.”  Compare to Docket No. 
ACR2019, Library Reference USPS-FY19-29, December 27, 2019, Excel file “FY19 ACR First Class 
Mail.xslx,” Tab: “Aggregation”, “FCF Aggregation-1,” and “FCF Aggregation-2.” 

FY 2020 
Targets 

Did Not Meet 
Target in FY 2020 

Met Target  
in FY 2020 

 Increase  
from FY 2019 

 Decrease 
from FY 2019 

N/A - Not 
Available 
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exceptions, on-time performance for all First-Class Mail products improved steadily from 

the second quarter through the fourth quarter of FY 2021.73   

The Postal Service points to the improvements in service performance over the 

course of the year for several First-Class Mail Letter/Postcard products.  FY 2021 ACR 

at 52.  It attributes the improvement to the waning effects of the pandemic on 

transportation and absenteeism during the latter part of FY 2021 and to the steps it took 

to stabilize and improve operations.  Id. at 51-52.   

 The Postal Service notes an improvement in on-time service performance of over 

twenty percent between the first and fourth quarters of FY 2021 for First-Class, Single-

Piece Letters/Postcards (Three-to-Five Day).  Id. at 52.  See Table V-1.4, columns (1)-

(4).  It also points out that by the third and fourth quarters, two products had exceeded 

their FY 2021 targets.74  Although these improvements in on-time performance are 

encouraging, the Commission should not lose sight of the fact that the fourth quarter 

results of FY 2021 have still not recovered to the level of the second quarter results of 

FY 2020, when the pandemic began.  Cf. Table V-1.4, column (4) with Table V-1.2, 

column (2).  Moreover, the significance of having exceeded the new FY 2021 on-time 

targets depends upon the reasonableness of those updated and adjusted targets.  See 

supra.   

  

                                            

73 The two exceptions were Single-Piece Flats, Three-to-Five Day and Presort Flats, Overnight, 
for which on-time performance declined further during the second quarter of FY 2021 before improving 
during quarters 3 and 4.  See Table V-1.5, columns (1)-(4).   

74 FY 2021 ACR at 52.  The two products that exceeded their targets were First-Class Mail, 
Single-Piece Letters/Postcards (Two Day and Three-to-Five Day), and First-Class Mail, Presort 
Letters/Postcards (Overnight, Two-Day. And Three-to-Five Day).  See Table V-1.4, columns (3) and (4). 
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Table V-1.4 
Domestic First-Class Mail FY 2021 Quarterly Service Performance 

All Products Except Single-Piece and Presort Flats 
Q-1 through Q-4 Percent On-Time75 

First-Class Mail 

FY 2021 Q-1 
On-Time (%) 

(1) 

FY 2021 Q-2 
On-Time (%) 

(2) 

FY 2021 Q-3  
On-Time (%) 

(3) 

FY 2021 Q-4  
On-Time (%) 

(4) 

FY 2021 
On-Time 

(%) 

(5) 

FY 2021 
Targets 

(%) 

(6) 

Single-Piece Letters/Postcards 

Two-Day  82.0 ↓ 86.7 ↓  91.6 ↓  91.4 ↑ 87.4↓  87.81 ↓ 

Three-To-Five-Day  54.8 ↓  58.6 ↓  74.8 ↓   76.1 ↑  64.6↓ 68.64 ↓ 

Presort Letters/Postcards 

Overnight 91.6 ↓  93.1 ↓  95.5 ↓  94.8 ↑  93.7↓  93.99 ↓ 

Two-Day 85.0 ↓  85.1 ↓  92.4  ↓  92.5 ↑  88.5↓ 89.20 ↓ 

Three-To-Five-Day 78.3 ↓  74.0 ↓  86.2 ↓  87.2 ↑  81.0↓ 84.11 ↓ 

 

 
 
 
  

The Postal Service has also noted improvements in on-time performance for 

First-Class Mail, Presort Flats (Overnight), First-Class Mail, Single-Piece Flats (Three-

to-Five Day) and First-Class Mail, Presort Flats (Two Day and Three-to Five Day during 

FY 2021.  FY 2021 ACR at 52.  These improvements by the fourth quarter of FY 2021 

are encouraging and approach, but do not achieve, the on-time performance levels for 

the second quarter of quarter of FY 2020, when the pandemic began.  Cf. Table V-1.5, 

column (4) with Table V-1.3, column (2).  

  

                                            

75 Library Reference USPS-FY21-29, December 29, 2021, Excel file “FY20 ACR First Class 
Mail.xslx,” Tabs: “Aggregation,” “FCF Aggregation-1,” and “FCF Aggregation-2.”  Compare to Docket No. 
ACR2020, Library Reference USPS-FY20-29, December 29, 2019, Excel file “FY20 ACR First Class 
Mail.xslx,” Tabs: “Aggregation,” “FCF Aggregation-1,” and “FCF Aggregation-2.” 

 FY2021 
Targets 

Did Not Meet Target 
in FY 2021 

Met Target  
in FY 2021 

 Increase  
from FY 2020 

 Decrease from 
FY 2020 
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Table V-1.5 
Domestic First-Class Mail FY 2021 Quarterly Service Performance 

Single-Piece and Presort Flats 
Q-1 through Q-4 Percent On-Time76 

First-Class Mail 

FY 2021 Q-1 
On-Time (%) 

(1) 

FY 2021 Q-2 
On-Time (%) 

(2) 

FY 2021 Q-3  
On-Time (%) 

(3) 

FY 2021 Q-4  
On-Time (%) 

(4) 

FY 2021 
On-Time 

(%) 

(5) 

FY 2021 
Targets 

(%) 

(6) 

Single-Piece Flats 

Overnight N/A N/A  N/A N/A N/A N/A 

Two-Day 68.2 ↓   68.6 ↓ 75.4 ↓  77.7 ↑ 72.2 ↓ - 

Three-To-Five-Day  52.1 ↓  48.7 ↓  61.6 ↓  64.4 ↑ 56.4 ↓ - 

Presort Flats 

Overnight  74.0 ↓  71.0 ↓  79.1 ↓  82.1 ↑ 75.2 ↓  - 

Two-Day  63.8 ↓  64.9 ↓   76.3 ↑  79.3 ↑ 70.3 ↓ - 

Three-To-Five-Day  52.9 ↓ 57.3 ↓  72.2 ↓  74.2 ↑ 64.8 ↓  - 

Combined Single-Piece and Presort Flats 

Overnight N/A N/A N/A N/A  75.2 ↓  93.9 ↓ 

Two-Day N/A N/A N/A N/A  71.7 ↓  89.2 ↓ 

Three-To-Five-Day N/A N/A N/A N/A  61.1 ↓  84.11 ↓ 

 
 
 
 
 

In order for domestic First-Class Mail service performance to recover during FY 

2022, it will be necessary for the Postal Service to build upon its FY 2021 efforts to deal 

with the impacts of the pandemic.  Until the pandemic is brought under control, the 

Postal Service will have to continue to contend with the unavailability of numbers of 

employees, constrained transportation, and the challenges of increased package 

volume. 

                                            

76 Library Reference USPS-FY21-29, December 29, 2021, Excel file “FY21 ACR First Class 
Mail.xslx,” Tab: “Aggregation”, “FCF Aggregation-1,” and “FCF Aggregation-2.”  Compare to Docket No. 
ACR2020, Library Reference USPS-FY20-29, December 27, 2020, Excel file “FY20 ACR First Class 
Mail.xslx,” Tab: “Aggregation,” “FCF Aggregation-1,” and “FCF Aggregation-2.” 

FY 2021 
Targets 

Did Not Meet 
Target in FY 2021 

Met Target  
in FY 2021 

 Increase  
from FY 2020 

 Decrease 
from FY 2020 

N/A - Not 
Available 
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 International First-Class Mail 

Table V-2.1 presents the annual FY 2021 on-time performance results and 

targets together with the FY 2019 and FY 2020 percent on-time performance results 

and targets for International First-Class Mail.  The on-time results for all International 

First-Class Mail products in FY 2021 are directly comparable to the results reported in 

FY 2019 and FY 2020.  

In FY 2021, the on-time performance targets were lowered for both Outbound 

Single-Piece First-Class Mail International and Inbound Letter Post.  Nevertheless, both 

International First-Class Mail products failed to meet their on-time targets.  However, as 

the Postal Service notes, actual results for Two-Day, Three-to-Five Day, and Combined 

Inbound Single Piece First-Class Mail International improved over actual results in FY 

2020.77   

 

  

                                            

77 Inbound Single-Piece First-Class Mail International is also referred to by the Postal Service as 
Inbound Letter Post.  See note 79, infra. 
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Table V-2.1 
International First-Class Mail Service Performance 

Percent On-Time for FY 2019 through FY 202178 
 

International 
First-Class Mail 

FY 2019  
On-Time 

(%) 

(1) 

FY 2020 
On-Time 

(%) 

(2) 

FY 2019-
FY2020 

Targets (%) 

(3) 

FY 2021 
On-Time 

(%) 

(4) 

FY 2021 
Targets  

(%) 

(5) 

Outbound Single-Piece First-Class Mail International      

Two-Day 81.4  76.4  - 61.9 ↓ - 

Three-To-Five-Day 79.0  70.0  - 56.6 ↓ - 

Combined 79.7  72.0  94.0 58.0 ↓ 82.43 ↓ 

Inbound Single-Piece First-Class Mail International79      

Two-Day 66.8  72.1  - 83.3 ↑ - 

Three-To-Five-Day 63.6  62.6  - 67.8 ↑ - 

Combined 64.8  66.2  94.0 73.8 ↑ 82.43 ↓ 

 
 
 
 

 

 

 

 

 

 

                                            

78 Docket No. ACR2019, Library Reference USPS-FY19-29, December 27, 2019, PDF file “FY19-
29 Service Performance Report.pdf” at 4; Library Reference USPS-FY20-29, December 29, 2020, PDF 
file “FY20-29 Service Performance Report.pdf” at 4; Library Reference USPS-FY21-29, December 29, 
2021, PDF file “FY21-29 Service Performance Report.pdf” at 4.  

79 As part of Library Reference USPS-FY21-29, the Postal Service uses the term Inbound Single-
Piece First Class Mail International instead of the term Inbound Letter Post.  See, e.g., Library Reference 
USPS-FY21-29, December 29, 2021, PDF file “FY 21-29 Service Performance Report.pdf” at 4.  
However, the term Inbound Letter Post is used elsewhere in the FY 2021 ACR.  See, e.g., FY 2021 ACR 
at 7.  This inconsistency is not significant and was previously discussed as part of the Public 
Representative’s comments in Docket No. ACR2018.  See Docket No. ACR2018, Public Representative 
Comments, February 14, 2019, at 6 n.6 (FY 2018 ACR PR Comments). 

Targets 
Did Not Meet Target in 

FY 2021 
Met Target  
in FY 2021 

 Increase  
from FY 2020 

 Decrease from 
FY 2020 
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Table V-2.2, shown below, presents quarterly on-time performance results for FY 

2020.  

 

Table V-2.2 
International First-Class Mail FY 2020 Quarterly Service Performance 

Q-1 through Q-4 Percent On-Time80 

International 
First-Class Mail 

FY 2020 Q-1 
On-Time (%) 

(1) 

FY 2020 Q-2 
On-Time (%) 

(2) 

FY 2020 Q-3 
On-Time (%) 

(3) 

FY 2020 Q-4  
On-Time (%) 

(4) 

FY 2020 
On-Time 

(%) 

(5) 

FY 2020 
Targets  

(%) 

(6) 

Outbound Single-Piece First-Class Mail International 

Two-Day 75.8 ↑ 70.9 ↓ 74.2 ↓ 84.5 ↑ 76.4  - 

Three-To-Five-Day 74.6 ↑ 67.1 ↓ 58.6 ↓ 79.6 ↓ 70.0  - 

Combined 75.0 ↑ 68.3 ↓ 63.6 ↓ 81.1 ↓ 72.0  94.0 

Inbound Single-Piece First-Class Mail International 

Two-Day 77.0 ↓ 78.5 ↓ 76.6 ↓ 68.6 ↓ 72.1 ↑ - 

Three-To-Five-Day 69.6 ↑ 71.6 ↓  62.8 ↓ 53.8 ↓ 62.6  - 

Combined 72.5 ↓ 74.3 ↓ 67.9 ↓ 59.1 ↓ 66.2 ↑ 94.0 

 
 
 
 

Table V-2.3 presents quarterly on-time performance results for FY 2021.  

Notwithstanding the ongoing challenges presented by the pandemic, the Postal Service 

points to significant improvements in service performance over the course of the year 

for several First-Class Mail letter/postcard products.  FY 2021 ACR at 52.  It attributes 

the improvement to the waning effects of the pandemic on transportation and 

absenteeism during the latter part of FY 2021 and to the steps it took to stabilize and 

improve operations.  Id. at 51-52.   

During the first quarter of FY 2021, the on-time performance of Outbound Single-

Piece First-Class Mail International declined precipitously for all three mail categories.  

                                            

80 Library Reference USPS-FY20-29, December 29, 2020, Excel file “FY20 ACR First Class 
Mail.xslx,” Tab: “SPFC-1 Aggregation-2.”  Compare to Docket No. ACR2019, Library Reference USPS-
FY19-29, December 27, 2019, Excel file “FY19 ACR First Class Mail.xslx,” Tab: “SPFC-1 Aggregation-2.”   

FY 2020 
Targets 

Did Not Meet Target in 
FY 2020 

Met Target  
in FY 2020 

 Increase  
from FY 2019 

 Decrease from 
FY 2019 
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Cf. Table V-2.3, column (1) with Table V-2.2, column (4).  During the following three 

quarters, the Postal Service was able to improve on-time performance for all three of 

these mail categories.  FY 2021 ACR at 52; see Table V-2.3, columns (2)-(4).  By the 

fourth quarter of FY 2021, on-time performance for Outbound Single-Piece First-Class 

Mail International had improved to near or above to the levels of the second quarter of 

FY 2020, when the pandemic began.  Cf. Table V-2.3, column (4) with Table V-2.2, 

column (2).  However, service performance had not been brought back to the levels 

reached in the fourth quarter of FY 2020.  See Table V-2.2, column (4). 

The Postal Service was also able to achieve significant improvements in the on-

time performance of Inbound Single-Piece First-Class Mail International (Three-to-Five 

Day and Combined.  FY 2021 ACR at 52; cf. Table V-2.3, column (4) with Table V-2.2 

(column (4).  By the fourth quarter of FY 2021, on-time performance for Inbound Single-

Piece First-Class Mail International (all three categories) exceeded on-time performance 

for the second quarter of FY 2020, when the pandemic began.  Cf. Table V-2.3, column 

(4) with Table V-2.2, column (2). 
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Table V-2.3 
International First-Class Mail FY 2021 Quarterly Service Performance 

Q-1 through Q-4 Percent On-Time81 

International 
First-Class Mail 

FY 2021 Q-1 
On-Time (%) 

(1) 

FY 2021 Q-2 
On-Time (%) 

(2) 

FY 2021 Q-3 
On-Time (%) 

(3) 

FY 2021 Q-4  
On-Time (%) 

(4) 

FY 2021 
On-Time 

(%) 

(5) 

FY 2021 
Targets  

(%) 

(6) 

Outbound Single-Piece First-Class Mail International 

Two-Day  57.0 ↓ 53.1 ↓ 73.5 ↓ 73.5 ↓ 61.9  - 

Three-To-Five-Day 50.7 ↓ 49.5 ↓ 68.9 ↑ 66.1 ↓ 56.6  - 

Combined 52.4 ↓ 50.4 ↓ 70.1 ↑ 68.1 ↓ 58.0  82.43 ↓ 

Inbound Single-Piece First-Class Mail International 

Two-Day 76.4 ↓ 82.2 ↑ 83.9 ↑ 85.1 ↑ 83.3 ↑ - 

Three-To-Five-Day 63.0 ↓ 60.6 ↓  73.3 ↑ 73.8 ↑ 67.8 ↑ - 

Combined 66.4 ↓ 68.5 ↓ 78.0 ↑ 78.9 ↑ 73.8 ↑ 82.43 ↓ 

 
 
 
 

4. USPS Marketing Mail 

Table V-3.1 presents the annual FY 2021 on-time performance results and 

targets together with the FY 2019 and FY 2020 percent on-time performance results 

and targets for USPS Marketing Mail.  The FY 2021 percent on-time results for all 

USPS Marketing Mail products are directly comparable to the results reported in FY 

2019 and FY 2020.   

                                            

81 Library Reference USPS-FY21-29, December 29, 2021, Excel file “FY21 ACR First Class 
Mail.xslx,” Tab: “SPFC-1 Aggregation-2.”  Compare to Docket No. ACR2020, Library Reference USPS-
FY20-29, December 29, 2019, Excel file “FY20 ACR First Class Mail.xslx,” Tab: “SPFC-1 Aggregation-2.”   

FY 2021 
Targets 

Did Not Meet Target in 
FY 2021 

Met Target  
in FY 2021 

 Increase  
from FY 2020 

 Decrease from 
FY 2020 
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In FY 2021, the Postal Service lowered all on-time targets.  In doing so, the 

Postal Service offered only general and vague explanations for the new targets.82  Even 

with these reductions, only three Marketing Mail products,  

High Density and Saturation Letters, Letters, and Mixed Product Marketing Flats 

met their reduced FY 2021 on-time targets.  All other USPS Marketing Mail products 

failed to meet the reduced annual FY 2021 on-time targets.  Most significantly, USPS 

Marketing Mail parcels fell to 52.7 percent on-time in FY 2021, down from 96.7 percent 

in FY 2020 and 97.9 percent in FY 2019. 

  

                                            

82 See, e.g., Responses to CHIR No. 1, question 24.b.  Further information has been sought for 
the basis for the revised targets.  See CHIR No. 6, question 15. 
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Table V-3.1 
USPS Marketing Mail Service Performance 

Percent On-Time for FY 2019 through FY 202183 
 

USPS Marketing Mail 

FY 2019  
On-Time 

(%) 

(1) 

FY 2020 
On-Time (%) 

(2) 

FY 2019-
FY2020 

Targets (%) 

(3) 

FY 2021  
On-Time 

(%) 

(4) 

FY2021 
Targets 

(%) 

(5) 

High Density and 
Saturation Letters 

93.1  93.2   91.8 92.7 ↓ 86.62 ↓ 

High Density and 
Saturation 
Flats/Parcels 

89.4  87.5   91.8 
 

85.3 ↓ 
 

86.62 ↓ 

Carrier Route 90.0  87.8   91.8 85.1 ↓ 86.62 ↓ 

Letters 89.2  89.8   91.8 89.5 ↓ 86.62 ↓ 

Flats 77.6  75.7   91.8 72.5 ↓ 86.62 ↓ 

Every Door Direct 
Mail-Retail 

75.7  77.0   91.8 75.7 ↓ 86.62 ↓ 

Parcels 97.9  96.7   91.8 52.7 ↓ 86.62 ↓ 

Mixed Product Letters 75.4 80.2 91.8 79.3 ↓ 86.62 ↓ 

Mixed Product Flats 50.7 50.6 91.8 90.0 ↑ 86.62 ↓ 

Key:  

 

Table V-3.2 presents quarterly on-time performance results for USPS Marketing 

Mail for FY 2020.  As was the case with domestic First-Class Mail, supra, the COVID-19 

pandemic, which began during the second quarter of FY 2020, reduced on-time 

performance for USPS Marketing Mail during the third and fourth quarters as the 

pandemic worsened.  See Table V-3.2, columns (2)-(4).  With one exception, Mixed 

Product Flats, these declines continued into the first quarter of FY 2021.  See Table V-

3.3, column (1), below.  And for four products, on-time performance declined again in 

                                            

83 Docket No. ACR2019, Library Reference USPS-FY19-29, December 27, 2019, PDF file “FY19-
29 Service Performance Report.pdf” at 11; Docket No. ACR2020, Library Reference USPS-FY20-29, 
December 29, 2020, PDF file “FY20-29 Service Performance Report.pdf” at 14; Docket No. ACR2021, 
Library Reference USPS-FY21-29, December 29, 2021, PDF file “FY21-29 Service Performance 
Report.pdf” at 10. 

Targets 
Did Not Meet Target in 

FY 2021  
Met Target  
in FY 2021 

 Increase 
from FY 2020 

 Decrease from 
FY 2020 
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the second quarter of FY 2021.  See Table V-3.3, column (2), below (High Density and 

Saturation Flats/Parcels, Parcels, Mixed Products Letters, and Mixed Products Flats). 

 
Table V-3.2 

USPS Marketing Mail FY 2020 Quarterly Service Performance 
Q-1 through Q-4 Percent On-Time84 

 

USPS Marketing Mail 

FY 2020 Q-1 
On-Time 

(%) 

(1) 

FY 2020 Q-2 
On-Time (%) 

(2) 

FY 2020 Q-3 
On-Time (%) 

(3) 

FY 2020 Q-4 
On-Time (%) 

(4) 

FY 2020 
On-Time (%) 

(5) 

FY 2020 
Targets 

(%) 

(6) 

High Density and 
Saturation Letters 

93.7 ↑ 95.0 ↑ 94.8 ↓ 89.5 ↓ 93.2 ↑  91.8 

High Density and 
Saturation 
Flats/Parcels 

88.0 ↑ 89.3 ↓ 87.0 ↓ 86.2 ↓ 87.5 ↓  91.8 

Carrier Route 89.9 ↑ 93.5 ↑ 84.3 ↓ 85.7 ↓ 87.8 ↓  91.8 

Letters 89.5 ↑ 92.0 ↑ 91.3 ↓ 86.7 ↓ 89.8 ↑  91.8 

Flats 78.4 ↑ 81.9 ↑ 71.7 ↓ 72.1 ↓ 75.7 ↓  91.8 

Every Door Direct 
Mail-Retail 

75.3 ↑ 78.0 ↑ 79.7 ↑ 74.9 ↓ 77.0 ↑  91.8 

Parcels 98.4 ↑ 98.5 ↑ 95.7 ↓ 92.0 ↓ 96.7 ↓  91.8 

Mixed Product Letters 81.8 ↑ 79.5 ↑ 82.9 ↑ 77.7 ↑ 80.2 ↑ 91.8 

Mixed Product Flats 52.9 ↑ 52.9 ↑ 52.0 ↑ 47.6 ↓ 50.6 ↓ 91.8 

 
 
 
 
 

Table V-3.3 presents detailed (quarterly) percent on-time performance results for 

FY 2021.  During the first quarter of FY 2021, the on-time performance for all UPSP 

Marketing Mail products continued to decline, except for Mixed Products Flats.  See 

Table V-3.3, column (1).  On-time performance for four other products continued to 

decline during the second quarter.  See Table V-3.3, column (2), below (High Density 

                                            

84 Library Reference USPS-FY20-29, December 29, 2020, Excel file “FY20 ACR Marketing 
Mail.xlsx,” Tabs: “Aggregation” and “HDSF Aggregation.”  Compare to Docket No. ACR2019, Library 
Reference USPS-FY19-29, December 27, 2019, Excel file “FY19 ACR Marketing Mail.xlsx,” Tabs: 
“Aggregation” and “HDSF Aggregation.” 

FY 2020 
Targets 

Did Not Meet Target in 
FY 2020 

Met Target  
in FY 2020 

 Increase  
from FY 2019 

 Decrease from 
FY 2019 
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and Saturation Flats/Parcels, Parcels, Mixed Products Letters, and Mixed Products 

Flats).  

Notwithstanding the ongoing challenges presented by the pandemic, the Postal 

Service succeeded in improving on-time performance for all products by the third 

quarter of FY 2021.  See FY 2021 ACR at 52-53, see also Table V-3.3, columns (3)-(4).  

It attributes the improvement to the waning effects of the pandemic on transportation 

and absenteeism during the latter part of FY 2021 and to the steps it took to stabilize 

and improve operations.  Id. at 51-52. 

 The Postal Service points out that it was able to exceed its revised on-time 

performance targets for five USPS Marketing Mail products: High Density and 

Saturation Letters (for every quarter), Letter (for all quarters except the first quarter), 

Carrier Route (for quarter 3 and quarter 4), and Mixed Product Marketing Flats and High 

Density and Saturation Flats/Parcels (quarter 4).  FY 2021 ACR at 53.   

While these improvements are encouraging, the significance of having exceeded 

the new FY 2021 on-time targets depends upon the reasonableness of those targets.  

What is perhaps more encouraging is the fact that by the fourth quarter of FY 2021, four 

USPS Marketing Mail products (High Density and Saturation Letters, Carrier Route, 

Letters, and Mixed Products Flats) had achieved on-time performance levels that would 

have met the 91.0 percent on-time targets for FY 2019—FY 2020.  See Table V-3.3, 

column (4).  In addition, two products (Mixed Product Letters, and Flats) had achieved 

on-time performance levels above those of quarter 2 of FY 2020, when the pandemic 

began.  Id.  And two products (High Density and Saturation Flats/Parcels, and Every 

Door Direct Mail-Retail) achieved performance levels to within less than one percent of 

their performance level when the pandemic began in quarter 2 of FY 2020.  Id.  
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Table V-3.3 
USPS Marketing Mail FY 2021 Quarterly Service Performance 

Q-1 through Q-4 Percent On-Time85 
 

USPS Marketing Mail 

FY 2021 Q-1 
On-Time 

(%) 

(1) 

FY 2021 Q-2 
On-Time (%) 

(2) 

FY 2021 Q-3 
On-Time (%) 

(3) 

FY 2021 Q-4 
On-Time (%) 

(4) 

FY 2021 
On-Time (%) 

(5) 

FY 2021 
Targets 

(%) 

(6) 

High Density and 
Saturation Letters 

88.2 ↓ 91.6 ↓ 95.6 ↑ 96.2 ↑ 92.7 ↓  86.62 ↓ 

High Density and 
Saturation 
Flats/Parcels 

84.1 ↓ 83.4 ↓ 86.0 ↓ 88.4 ↑ 85.3 ↓  86.62 ↓ 

Carrier Route 81.9 ↓ 82.0 ↓ 89.6 ↑ 92.4 ↑ 85.1 ↓  86.62 ↓ 

Letters 85.9 ↓ 86.9 ↓ 92.2 ↑ 94.2 ↑ 89.5 ↓  86.62 ↓ 

Flats 69.1 ↓ 66.9 ↓ 76.9 ↑ 82.7 ↑ 72.5 ↓  86.62 ↓ 

Every Door Direct 
Mail-Retail 

73.6 ↓ 75.3 ↓ 76.4 ↓ 77.3 ↑ 75.7 ↓  86.62 ↓ 

Parcels 51.7 ↓ 48.3 ↓  54.1 ↓ 58.5 ↓ 52.7 ↓  86.62 ↓ 

Mixed Product Letters 77.3 ↓ 75.8 ↓ 80.6 ↓ 83.6 ↑ 79.3 ↓ 86.62 ↓ 

Mixed Product Flats 50.1 ↓ 47.2 ↓ 60.7 ↑ 93.6 ↑ 90.0 ↑ 86.62 ↓ 

 
 
 

5. Periodicals 

Table V-4.1 presents the annual FY 2021 on-time performance results and 

targets together with the FY 2019 and 2020 percent on-time performance results and 

targets for Periodicals.  For FY 2021, the on-time results for Periodicals are directly 

comparable to the FY 2019 and FY 2020 results.   

                                            

85 Docket No. ACR2021, Library Reference USPS-FY21-29, December 29, 2021, Excel file “FY21 
ACR Marketing Mail.xlsx,” Tabs: “Aggregation” and “HDSF Aggregation.”  Compare to Docket No. 
ACR2020, Library Reference USPS-FY20-29, December 29, 2020, Excel file “FY20 ACR Marketing 
Mail.xlsx,” Tabs: “Aggregation” and “HDSF Aggregation.”   

FY 2021 
Targets 

Did Not Meet Target in 
FY 2021 

Met Target  
in FY 2021 

 Increase  
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 Decrease from 
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In FY 2021, the Postal Service lowered all on-time targets.  In doing so, the 

Postal Service offered only general and vague explanations for the new targets.86  Even 

with these reductions, both Periodicals products failed to meet their on-time targets.   

Both In-County and Outside County on-time service performance fell significantly (over 

5 percent) from their respective FY 2020 levels. 

Table V-4.1 
Periodicals Service Performance 

Percent On-Time for FY 2019 through FY 202187 

Periodicals 

FY 2019  
On-Time (%) 

(1) 

FY 2020  
On-Time (%) 

(2) 

FY 2019- 
FY 2020 

Targets (%) 

(3) 

FY 2021 
On-Time 

(%) 

(4) 

FY 2021 
Targets 

(%) 

(5) 

In-County 85.7 80.9 ↓  91.8 75.6 ↓ 86.62 ↓ 

Outside County 85.4  80.7 ↓  91.8 75.0 ↓ 86.62 ↓ 

 
 

Table V-4.2 presents the quarterly on-time performance results for Periodicals in 

FY 2020.  As was the case with domestic First-Class Mail and USPS Marketing Mail, 

the COVID-19 pandemic, which began during the second quarter of FY 2020, reduced 

on-time performance for Periodicals Mail during the third and fourth quarters as the 

pandemic worsened.  See Table V-4.2, columns (2)-(4).  The decline in on-time 

performance continued into quarter 1 of FY 2021.  See Table V-4.3, column (1), below.  

  

                                            

86 See, e.g., Responses to CHIR No. 1, question 24.b.  Further information has been sought for 
the basis for the revised targets.  See CHIR No. 6, question 15. 

87 Docket No. ACR2019, Library Reference USPS-FY19-29, December 27, 2019, PDF file “FY19-
29 Service Performance Report.pdf” at 16; Library Reference USPS-FY20-29, December 29, 2020, PDF 
file “FY20-29 Service Performance Report.pdf” at 17; Library Reference USPS-FY21-29, December 29, 
2021, PDF file “FY20-29 Service Performance Report.pdf” at 14. 

Targets 
Did Not Meet Target in FY 

2021 
Met Target 
in FY 2021 

 Increase from FY 
2020 

 Decrease from FY 
2020 
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Table V-4.2 
Periodicals FY 2020 Quarterly Service Performance 

Q-1 through Q-4 Percent On-Time88 

Periodicals 

FY 2020 Q-1 
On-Time (%) 

(1) 

FY 2020 Q-2 
On-Time (%) 

(2) 

FY 2020 Q-3 
On-Time (%) 

(3) 

FY 2020 Q-4 
On-Time (%) 

(4) 

FY 2020 
On-Time (%) 

(5) 

FY 2020 
Targets (%) 

(6) 

In-County 84.8 ↑ 87.0 ↑ 76.9 74.3 80.9 ↓  91.8 

Outside County 84.5 ↑ 86.7 ↑ 76.6 74.1  80.7 ↓  91.8 

 

Key:  
 
 
 

Table V-4.3 presents quarterly on-time performance results for FY 2021.  During 

FY 2021, as during FY 2020, the COVID-19 pandemic continued to have a significant 

adverse impact on the Postal Service’s on-time service performance for Periodicals. 

Notwithstanding the ongoing challenges presented by the pandemic, the Postal 

Service points to significant improvements in service performance that it was able to 

achieve over the course of the year.  FY 2021 ACR at 52.  It attributes the improvement 

to the waning effects of the pandemic on transportation and absenteeism during the 

latter part of FY 2021 and to the steps it took to stabilize and improve operations.  Id. at 

51-52.   

Between the first and fourth quarters of FY 2021, on-time performance improved 

approximately twenty percent.  Cf. columns (1) and (4) of Table V-4.3.  By the fourth 

quarter of FY 2021, the on-time performance for both In-County and Outside County 

had risen to over 82 percent.  Although well below the performance target for FY 2019 

and FY 2020, as well as the lowered target for FY 2021, the improvement is 

encouraging.   

                                            

88 Library Reference USPS-FY20-29, December 29, 2020, Excel file “FY20 ACR Periodicals.xlsx,” 
Tab: “Aggregation.”  Compare to Docket No. ACR2019, Library Reference USPS-FY19-29, December 27, 
2019, Excel file “FY19 ACR Periodicals.xlsx,” Tab: “Aggregation.” 

FY 2020 
Targets 

Did Not Meet Target in 
FY 2020 

Met Target 
in FY 2020 

 Increase from 
FY 2019 

 Decrease from 
FY 019 
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Table V-4.3 
Periodicals FY 2021 Quarterly Service Performance 

Q-1 through Q-4 Percent On-Time89 

Periodicals 

FY 2021 Q-1 
On-Time (%) 

(1) 

FY 2021 Q-2 
On-Time (%) 

(2) 

FY 2021 Q-3 
On-Time (%) 

(3) 

FY 2021 Q-4 
On-Time (%) 

(4) 

FY 2021 
On-Time (%) 

(5) 

FY 2021 
Targets (%) 

(6) 

In-County 68.9 ↓  71.5 ↓ 79.0 ↓ 82.7 ↑  75.6 ↓  86.62 ↓ 

Outside County  69.5 ↓  70.9 ↓ 78.2 ↓ 82.2 ↑  75.0 ↓  86.62 ↓ 

 
 
 
 

6. Package Services 

Table V-5.1 presents the annual FY 2021 on-time performance results and 

targets together with the FY 2019 and FY 2020 percent on-time performance results 

and targets for Package Services.  The FY 2021 on-time results for Package Services 

can be compared to the results reported in FY 2019 and FY 2020.   

The on-time performance targets for all Package Services products remained 

unchanged from the FY 2019 and FY 2020 targets.  As in FY 2020, only Bound Printed 

Matter Parcels met its service performance target in FY 2021.  As noted by the Postal 

Service, Bound Printed Matter Parcels exceeded its target by 7.5 percent.  FY 2021 

ACR at 51.  Bound Printed Matter Flats showed an increase in its on-time performance 

to 61.7 percent, but again failed to meet its service performance target by a wide 

margin.  By contrast, Media Mail/Library Mail failed to meet its FY 2021 service 

performance target, but declined only slightly from its FY 2020 level. 

 

                                            

89 Docket No. ACR2021, Library Reference USPS-FY21-29, December 29, 2021, Excel file “FY21 
ACR Periodicals.xlsx,” Tab: “Aggregation.” Compare to Docket No. ACR2020, Library Reference USPS-
FY20-29, December 29, 2020, Excel file “FY20 ACR Periodicals.xlsx,” Tab: “Aggregation.”   

FY 2021 
Targets 

Did Not Meet Target in 
FY 2021 

Met Target 
in FY 2021 

 Increase from 
FY 2020 

 Decrease from 
FY 2020 
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Table V-5.1 
Package Services Service Performance 

Percent On-Time for FY 2019 through FY 202190 

USPS Marketing Mail 

FY 2019 
On-Time (%) 

(1) 

FY 2020 
On-Time (%) 

(2) 

FY 2019- 
FY 2020 

Targets (%) 
(3) 

FY2021 
On-Time (%) 

(4) 

FY 2021 
Targets (%) 

(5) 

Bound Printed 
Matter Flats 

55.2  55.7  90.0 61.7 ↑ 90.0 

Bound Printed 
Matter Parcels 

98.5  98.5 90.0 97.5 ↓ 90.0 

Media Mail/Library 
Mail 

87.0  80.9  90.0 79.2 ↓ 90.0 

Key:  

 
Table V-5.2 presents quarterly on-time performance results for Package Services 

in FY 2020.  After the beginning of the COVID-19 pandemic during the second quarter 

of FY 2020, on-time service performance for Bound Printed Matter Flats and Media 

Mail/Library Mail declined during the third and fourth quarters.  See Table V-5.2, 

columns (3) and (4).  On-time performance remained relatively stable for Bound Printed 

Matter Parcels.  Id.  On-time performance for all three products declined during the first 

quarter of FY 2021.  See Table V-5.3, column (1) below. 

  

                                            

90 Docket No. ACR2019. Library Reference USPS-FY19-29, December 27, 2019, PDF file “FY19-
29 Service Performance Report.pdf” at 22; Docket No. ACR2020, Library Reference USPS-FY20-29, 
December 29, 2020, PDF file “FY20-29 Service Performance Report.pdf” at 20; Docket No. ACR2021, 
Library Reference USPS-FY21-29, December 29, 2021, PDF file “FY21-29 Service Performance 
Report.pdf” at 21. 

Targets 
Did Not Meet 

Target in FY 2021 
Met Target 
in FY 2021 

 Increase 
from FY 2020 

 Decrease 
from FY 2020 

— No change 
from FY 2020 
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Table V-5.2 
Package Services FY 2020 Quarterly Service Performance 

Q-1 through Q-4 Percent On-Time91 

USPS Marketing Mail 
FY 2020 Q-1 
On-Time (%) 

(1) 

FY 2020 Q-2 
On-Time (%) 

(2) 

FY 2020 Q-3 
On-Time (%) 

(3) 

FY 2020 Q-4 
On-Time (%) 

(4) 

FY 2020 
On-Time (%) 

(5) 

FY 2020 
Targets (%) 

(6) 

Bound Printed 
Matter Flats 

52.5 ↑ 61.7 ↑ 57.3 ↓ 57.5 ↑ 55.7 ↑  90.0 

Bound Printed 
Matter Parcels 

98.9 ↑ 98.9 ↑ 98.0 ↓ 97.9 ↓ 98.5 — 90.0 

Media Mail/Library 
Mail 

87.8 ↑ 89.3 ↑ 75.0 ↓ 75.3 ↓ 80.9 ↓  90.0 

 
 
 
 

Table V-5.3 presents quarterly on-time performance results for FY 2021.  During 

FY 2020, the COVID-19 pandemic continued to have an adverse impact on the Postal 

Service’s on-time service performance for Package Services.  It was not until the third 

quarter of FY 2022, that the Postal Service was able to achieve improvements in on-

time performance.  See Table V-5.3, columns (3) and (4).  The Postal Service attributes 

improvement to the waning effects of the pandemic on transportation and absenteeism 

during the latter part of FY 2021 and to the steps it took to stabilize and improve 

operations.  Id. at 51-52.   

 One product, Bound Printed Matter Parcels exceeded its on-time performance 

standard during every quarter of FY 2021 and for the entire fiscal year.  The 90.0 

percent on-time target was the same target that applied during FY 2019 and FY 2020. 

  

                                            

91 Library Reference USPS-FY20-29, December 29, 2020, Excel file “FY20 ACR Package 
Services.xlsx,” Tab: “Aggregation.”  Compare to Docket No. ACR2019, Library Reference USPS-FY19-
29, December 27, 2019, Excel file “FY19 ACR Package Services.xlsx,” Tab: “Aggregation.” 

FY 2020 
Targets 

Did Not Meet 
Target in FY 2020 

Met Target 
in FY 2020 

 Increase 
from FY 2019 

 Decrease 
from FY 2019 

— No change 
from FY 2019 
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Table V-5.3 
Package Services FY 2021 Quarterly Service Performance 

Q-1 through Q-4 Percent On-Time92 

USPS Marketing Mail 
FY 2021 Q-1 
On-Time (%) 

(1) 

FY 2021 Q-2 
On-Time (%) 

(2) 

FY 2021 Q-3 
On-Time (%) 

(3) 

FY 2021 Q-4 
On-Time (%) 

(4) 

FY 2021 
On-Time (%) 

(5) 

FY 2021 
Targets (%) 

(6) 

Bound Printed 
Matter Flats 

57.2 ↑ 59.8 ↓ 63.9 ↑ 69.7 ↑  61.7 ↑  90.0 

Bound Printed 
Matter Parcels 

97.3 ↓ 96.6 ↓ 97.7 ↓ 98.5 ↑ 97.5 ↓ 90.0 

Media Mail/Library 
Mail 

74.7 ↓ 73.8 ↓ 84.2 ↑ 86.7 ↑ 79.2 ↓  90.0 

 
 
 

7. Special Services 

Table V-6.1 presents the annual FY 2021 on-time performance results and 

targets together with the FY 2019 and FY 2020 percent on-time performance results 

and targets for Special Services.93  The FY 2021 on-time results are directly comparable 

to the results reported for FY 2019 and FY 2020. 

The on-time performance targets for all Special Services products remained 

unchanged from the FY 2019 and FY 2020 targets.  In FY 2021, three Special Services 

products (International Ancillary Services, Money Orders, and Stamp Fulfillment 

Services) met their respective targets.  International Ancillary Services beat its target by 

almost 10 percent and Money Order Services beat its target by almost 9 percent.  FY 

2021 ACR at 51.   

                                            

92 Docket No. ACR2021, Library Reference USPS-FY21-29, December 29, 2021, Excel file “FY21 
ACR Package Services.xlsx,” Tab: “Aggregation.”  Compare to Library Reference USPS-FY20-29, 
December 29, 2020, Excel file “FY20 ACR Package Services.xlsx,” Tab: “Aggregation.”   

93 Quarterly service performance data is not provided for the Special Services products shown in 
Table II-6.1.  Accordingly, the Public Representative’s analysis is based solely on annual data. 

FY 2021 
Targets 

Did Not Meet 
Target in FY 2021 

Met Target 
in FY 2021 

 Increase 
from FY 2020 

 Decrease 
from FY 2020 

— No change 
from FY 2020 
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Table V-6.1 
Special Services Service Performance 

Percent On-Time for FY 2019 through FY 202194 

Special Services95 

FY 2019  
On-Time (%) 

(1) 

FY 2020 
On-Time (%) 

(2) 

FY 2019- 
FY 2020 

Targets (%) 

(3) 

FY 2021 
On-Time (%) 

(4) 

FY 2021 
Targets (%) 

(5) 

Ancillary Services 90.9  89.6 90.0 82.9 ↓ 90.0 

International 
Ancillary Services 

99.8  99.8 90.0 99.9 ↑ 90.0 

Money Orders 99.4  93.1 90.0 98.9 ↑ 90.0 

Post Office Box 
Service 

88.3  88.2  90.0 87.0 ↓ 90.0 

Stamp Fulfillment 
Services 

99.7  79.1 90.0 91.7 ↑ 90.0 

Key: 

 The Service Performance Outlook for FY 2022 

In FY 2022, the COVID-19 pandemic will continue to present the Postal Service 

with serious challenges.  The unavailability of employees, contract transportation 

constraints, elevated parcel volume, and restricted access to postal facilities were all 

consequences of the pandemic that began in FY 2020 and continued in FY 2021.  In FY 

2022, the Postal Service will continue to face such obstacles in the wake of the COVID-

19 Omicron variant that emerged during December, 2021.  For service to improve, in 

addition to its ongoing service performance improvement efforts, it will be necessary to 

build on its FY 2020 and FY 2021 efforts to meet the challenges of the pandemic. 

                                            

94 Library Reference USPS-FY19-29, December 27, 2019, PDF file “FY19-29 Service 
Performance Report.pdf” at 27; Library Reference USPS-FY20-29, December 29, 2020, PDF file “FY20-
29 Service Performance Report.pdf” at 25; Library Reference USPS-FY21-29, December 29, 2021, PDF 
file “FY20-29 Service Performance Report.pdf,” at 25. 

95 The Postal Service is not required to report service performance as part of Library Reference 
USPS-FY20-29 for certain services.  See Library Reference USPS-FY20-29, December 29, 2020, PDF 
file “FY20-29 Service Performance Report.pdf” at 26-27. 

 Targets 
Did Not Meet 

Target in FY 2021 
Met Target 
 in FY 2021 

 Increase 
 from FY 2020 

 Decrease 
from FY 2020 

— No change 
from FY 2020 
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In FY 2022, the Commission will also confront new challenges in overseeing 

service performance.  New service performance standards and targets are being 

implemented in FY 2022.96  Service standards for some products have been lowered 

and on-time performance targets have been raised.  FY 2021 Report and FY 2022 Plan 

at 35-36.  The change in standards and targets, coupled with the emergence of a new 

and more contagious COVID-19 variant will complicate the Commission’s assessment 

of the Postal Service’s service performance results, as well as the Postal Service’s 

efforts to improve service performance through implementation of its 10-Year Strategic 

Plan.  For these reasons, the Commission, like the Postal Service, should be prepared 

to devote even more resources to service performance issues in FY 2022. 

  

                                            

96 See N2021-1 Service Standard Advisory Opinion, N2021-2 Service Standard Advisory 
Opinion), and FY 2021 Report and FY 2022 Plan included in the Postal Service’s FY 2021 Annual Report 
to Congress at 35-36 (FY 2021 Report and FY 2022 Plan). 
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VI. CUSTOMER ACCESS 

 Introduction 

The Postal Service must report on customer satisfaction in terms of customer 

access to postal services and the results of customer experience surveys when fulfilling 

its requirements under 39 U.S.C. § 3652(a)(2)(B)(ii).  See 39 C.F.R. §§ 3055.91 and 

3055.92; 39 U.S.C. § 3652(a)(2)(B)(ii).  Section 3055.91 of the Commission’s 

regulations requires the Postal Service to report annual changes in the number of retail 

facilities, collection boxes, and wait time in line.  See 39 C.F.R. § 3055.91.  As part of 

this reporting, the Postal Service also reports on its progress towards resolving the 

backlog of suspended post office cases.  Although the Commission has recommended 

the Postal Service continue to expand alternative access channels (in addition to non-

postal managed facilities) for ready access to postal services,97 the FY 2021 ACR does 

not discuss alternative channels of access other than Contract Postal Units (CPUs), 

Village Post Offices (VPOs) and Community Post Offices (CPOs) whereas other retail 

revenue channels are viable alternatives.  They include internet sites such as Click-N-

Ship, Stamp Sales by Partners, Self Service Kiosks (SSKs) and Stamps by 

Mail/Phone/Fax.  See FY 2020 ACD at 227.   

 Retail Facilities 

For each fiscal year, the Postal Service must provide information on the number 

of retail facilities at the beginning and end of the fiscal year, as well the number of retail 

facility closings during the fiscal year.  39 C.F.R. § 3055.91(a)(1)-(3).  Postal-managed 

retail facilities consist of post offices, stations and branches, and carrier annexes.  Non-

postal-managed retail facilities consist of Contract Postal Units (CPUs), Village Post 

Offices (VPOs), and Community Post Offices (CPOs).  Table VI-1 presents the total 

number of retail facilities in FYs 2019, 2020 and 2021. 

                                            

97 See FY 2020 ACD at 227. 
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Table VI-1 
Retail Facilities 

FY 2019 through FY 202198 

  

In FY 2021, compared to FY 2020, the total number of retail facilities decreased 

by 238, slightly more than the decrease the year before of 218 retail facilities.  See 

Table VI-1.  The number of postal-managed facilities decreased in FY 2021 by 84.100  

The postal-managed facilities closings were spread throughout the five Postal Services 

                                            

98 FY 2020 ACD at 211, Table V-13; FY 2021 ACR at 78; Library Reference USPS-FY21-33, 
PostOfficesFY21.xlsx. 

99 The Postal Service states that, in future Annual Compliance Reports it intends to use data from 
the Contract Post Unit Technology system (CPUT) to calculate the number of non-postal-managed 
facilities.  Id.  The Postal Service maintains that this data is more reliable than the data provided in the 
Annual Reports to Congress since FY 2018, since it is drawn from the Address Management System 
(AMS) and provided in the Annual Reports to Congress since FY 2018.  Compare Responses to CHIR 
No. 1, Question 8 with Library Reference USPS-FY20-17, Annual Report and Comprehensive Statement 
of Postal Operations, December 29, 2020, at 26.  Since the FY 2018 numbers are slightly different in 
these two sources, the Public Representative only compares the number of different types of retail 
facilities in FY 2020 and FY 2019, and does not include data from FY 2018.   

100 Id.  This change of 84 retail facilities is derived using the FY 2021 ACR at 78.  It differs from 
the change of 69 postal-managed facilities reported in the FY 2021 ACR, Library Reference USPS-FY21-
33, Workbook: PostOfficesFY21.xlsx. 

Facility Type FY 2019 FY 2020 FY 2021  

 A B C 

Post Offices 26,362 26,362 26,361 

Classified Stations, Branches & 
Carrier Annexes 

4,960 4,968 4,885 

Total Postal-Managed Facilities 31,322 31,330 31,246 

Contract Postal Units (CPUs) 2,034 1,914 1,820 

Village Post Offices (VPOs) 542 442 414 

Community Post Offices 457 441 419 

Total Non-Postal-Managed Facilities99 3,033 2,797 2,653 

Total Retail Facilities 34,355 34,137 33,899 
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Areas of the nation with the Atlantic Area having the most reductions and the WestPac 

(West Pacific) Area the least reductions.101  The number of non-postal-managed 

facilities declined by 144.  The number of CPU locations dropped by 94, or 5 percent.  

VPOs fell by 28, or 6 percent, and Community Post Office locations fell by 22, or 5 

percent.  The ACR 2021 Report also adds without further detail that there were 3,654 

Approved Shipper active locations.  ACR Report at 78. 

The Postal Service’s Report states that it “did not close any retail facilities in FY 

2021; however, 111 retail facilities were suspended (45 of these were subsequently 

reopened).” Id.  The Postal Service appears to state that it did not close any retail 

facilities permanently. Table VI-1 indicates the significant reduction of 144 non-postal 

managed facilities the end of FY 2021 compared to FY 2020.  During the same period, 

the number of postal-managed facilities declined by 84 facilities. Further explanation is 

necessary that will connect those reductions to temporary suspensions. 

The Postal Service’s Report states that it “did not close any retail facilities in FY 

2021; however, 111 retail facilities were suspended (45 of these were subsequently 

reopened).” Id.  The Postal Service appears to state that it did not close any retail 

facilities permanently, Table VI-1 indicates the significant reduction in non-postal 

managed facilities at the end of FY 2021 compared to FY 2020.  Further explanation is 

necessary that will connect those reductions to temporary suspensions. 

Previously (as part of Docket No. N2012-1), the Commission recommended that 

the Postal Service “continue to expand its alternative retail access channels to ensure 

customers have ready access to essential postal services.”102  In the past, the Postal 

Service maintained that non-postal-managed facilities produced “incremental revenue” 

                                            

101 Library Reference USPS-FY21-33, Workbook: PostOfficesFY21.xlsx. 

102 See Docket No. N2012-2, Advisory Opinion on Post Office Structure Plan, August 23, 2012, at 
37.  
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while providing more convenient access to those communities they served.103  In FY 

2014, the Postal Service reported that there were 2,600 Contract Postal Units, 759 

Village Post Offices, and 560 Community Post Offices, adding up to 3,919 non-postal-

managed facilities.104  In FY 2021, the number of non-postal-managed facilities declined 

by 144 facilities, a decline of 5 percent between FY 2020 and FY 2021.  The prior year 

those same types of facilities had declined by 236, down from 3,033 facilities, or almost 

8 percent.  Table VI-1.  

The continuing decline in non-postal-managed facilities likely has a 

disproportionate effect on rural and remote areas, which are more difficult to serve.  The 

Public Representative presumes that communities most readily served by non-postal-

managed facilities had to spend a greater amount of travel time in order to access 

postal facilities since non-managed postal facilities are typically placed in areas where 

postal facilities are not convenient. Such customers typically travel a greater distance to 

reach a postal-managed retail facility than to reach a non-postal-managed facility.  

Access to non-postal-managed facilities remains an important service to customers, 

particularly in rural areas.  The Postal Service has not indicated a plan to increase such 

facilities.  Rather, in response to CHIR requests in the ACR 2020, the Postal Service 

pointed to the availability of other alterative access channels.  FY ACD 2020 at 212.   

The Commission should request the Postal Service to explain its current policies 

and plans regarding the maintenance of non-postal managed facilities for underserved 

postal communities. 

 

 

                                            

103 See FY 2016 ACR, Library Reference USPS-FY16-17, 2016 Annual Report and 
Comprehensive Statement of Postal Operations, December 29, 2016, at 35. 

104 See FY 2014 ACR, Library Reference USPS-FY14-17, 2014 Annual Report and 
Comprehensive Statement of Postal Operations, December 29, 2014, at 45. 



Docket No. ACR2021 - 66 - Public Representative Comments 
 
 
 

 

 Post Office Suspensions 

For each fiscal year, the Postal Service must provide information on the number 

of post office emergency suspensions at the beginning and end of the fiscal year, as 

well as the number of emergency post office suspensions during the fiscal year and the 

number of emergency suspension in effect at the end of the reported fiscal year.  

39 C.F.R. § 3055.91(a)(4)-(6).  Data provided by the Postal Service for FY 2020 showed 

there were 436 Post Offices in suspension at the end of FY 2020, and 200 Post Offices 

were suspended during FY 2020.105  

Library Reference USPS-FY21-33 submitted by the Postal Service with its FY 

2021 ACR differs slightly from the FY 2020 information provided by the Postal Service.  

The current Library Reference shows that at the start of FY 2021 there were 433 Post 

Offices in suspension (rather than 436).  An additional 111 Post Offices were 

suspended during FY 2021, much less than the 200 suspended during FY 2020.  Yet, 

91 Post Offices were reopened during FY 2021 (46 had been suspended prior to the 

fiscal year and another 45 were suspended during the fiscal year) for a net increase of 

20 suspended Post Offices by the end of FY 2021 to 453.106  

Chart VI-1, below, like that filed with the Public Representative’s Comments as 

Chart III-1 in Docket No. ACR2020, illustrated the number of post offices in suspension 

at the end of each year from FY 2015 through FY 2020.107  By the end of FY 2021, 

according to the Library Reference filed in this case, the number of Post Offices in 

suspension was 453. 

  

                                            

105 Library Reference USPS-FY20-33, December 29, 2020, Workbook: Post.Offices.FY2020.xlsx. 

106 Library Reference USPS-FY21-33, December 29, 2021, Workbook: Post.Offices.FY2021.xlsx, 
Tab “Suspension Summary.” 

107 Docket No. ACR2020, PR Comments at 220. 
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Chart VI-1 
Post Offices in Suspension 
FY 2015 through FY 2020108 

 

 
 

On the other hand, the Postal Service’s FY 2021 ACR discusses an entirely 

lower numbers of suspensions.  FY 2021 ACR at 79-81.  After presenting some recent 

details on reopening suspended Post Offices, the FY 2021 ACR concludes that “During 

FY 2021 Quarter 2, two previously suspended Post Offices were reopened, bringing the 

total suspended Post Offices to 206.”  FY 2021 ACR at 80.  The difference between 453 

suspensions from the Suspension Summary in Library Reference USPS-FY21-33 and 

the 206 suspension noted in the text of the ACR is neither explained nor mentioned by 

the Postal Service.  In fact, the Postal Service is continuing to focus on a Commission 

directive in the FY 2016 ACD that it resolve the suspensions existing at that time.  The 

Postal Service’s focus has been limited to those outstanding suspensions in FY 2016 

                                            

108 FY 2015 ACD, March 28, 2016, at 150; FY 2016 ACD, March 29, 2018, at 151; FY 2017 ACD, 
March 29, 2018, at 162; FY 2018 ACD April 12, 2019, at 198; FY 2019 ACD, March 25, 2020, at 144; 
Library Reference USPS-FY20-33, December 29, 2020, Workbook: Post.Offices.FY2020.xlsx, Tab: 
“Suspension Summary.”   
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and ignores more recent additional suspensions which were also covered by the 

Commission’s directive in the FY 2019 ACD.  The Commission had required the Postal 

Service ”to provide a detailed plan and timeline for resolving all remaining suspended 

post offices, including post offices suspended between FY 2017 and FY 2020’”  FY 

2020 ACD at 220. That included another 225 post offices in addition to the 211 

remaining suspended post offices for a total of 436 at the end of FY 2020.  Id. 

The Postal Service reported in the FY 2020 ACR proceeding that after holding 

community meetings during the pandemic, it decided to pause “customer-facing 

activities for the remaining 211 [suspended post offices] until January 2021.”  FY 2020 

ACR at 62.  The Postal Service also reported that it would “reevaluate the status of 

each of the remaining suspended post offices in 2021 to determine the proper course of 

action for each of them.”  Id.  In this year’s ACR, the Postal Service continues to note 

the COVID-19 pandemic disrupted its processes to resolve the remaining suspended 

Post Offices.  FY 2021 ACR at 80.  It also points to the restructuring last fiscal year in 

August, 2020, and the announcement in the same month that “all customer-facing 

activities for the remaining Post Offices would be paused.”  Id.  

The Public Representative is pleased to learn the Postal Service paused the 

suspension process until 2021, inasmuch as permanent closings were held in abeyance 

in areas where the continued presence of the pandemic warrants the opening of 

suspended Post Offices.  However, pausing the suspension process was not 

accompanied by re-openings during the pandemic.  The Public Representative 

maintains, as last year, there is a high probability that the pandemic has increased the 

need for more extensive and rapid access to customer-facing Post Offices.  The Postal 

Service should develop new criteria to determine the impact of the novel coronavirus on 

customer access based on the probability its impact will continue for several years.109  

                                            

109 The novel COVID-19 virus has proven more difficult to contain than expected, and more 
rapidly-spreading strains have developed which may extend the time before the COVID-19 virus no 
longer poses a public health threat.  
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Once these criteria are developed and examined, the Postal Service should then restart 

the suspension process using these new criteria as soon as possible.110 

Despite the many attempts to provide plans for reducing and resolving post office 

suspensions at the end of FY 2016 ACR as well as the continued Commission 

recommendations for plans to be provided by the Postal Service for resolving the Post 

Office suspensions, there remain 453 suspension on the books as the end of FY 2021, 

That is, about 111 suspensions from the group discussed in FY 2016 plus another 

group of suspended post offices that arose from FY 2017 through FY 2020.   

The early progress resolving suspensions has ground to a halt for various 

reasons, some beyond Postal Service control such as the COVID-19 pandemic and the 

attendant employee work outages and shortages.  Other factors delaying resolution fall 

within the Postal Service’s control: the reorganization in August 2020, and the pause in 

customer facing activities for resolving suspended post offices are matters solely within 

the Postal Service’s control.111  It freely noted in Response to a CHIR in Docket No. 

ACR2020 that customer facing activities have yet to be approved by the Postal Service.  

FY 2020 ACD at 218.  Of course, if Postal Service approval is all that is required to 

move ahead, then the recommencement of reviewing post office suspensions is within 

the Postal Service’s control.  The Postal Service has not provided the detailed plan and 

timeline for resolving all remaining suspended post offices, including post offices 

suspended between FY 2017 and FY 2020.112 Nor has it provided an estimated date or 

timeline to do so.113   

                                            

110 Residents living in rural and hard-to-reach areas are more likely to be negatively impacted by 
suspensions, since they will have to travel further and longer to reach the next most convenient open 
Post Office. However, there may be urban and suburban areas where a suspended Post Office serves a 
higher than average percentage of residents who are medically fragile, disabled, and lacking access to 
rapid public transportation to the next closest open Post Office. 

111 FY 2020 ACD at 221. 

112 FY 2020 ACD at 220. 

113 Id. at 221.  The Commission noted in the FY 2020 ACD that given the Postal Service’s lack of 
commitment on this issue in recent years it “will initiate a public inquiry docket to identify and address 
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The Public Representative recommends the Commission require the Postal 

Service report how the pandemic has impacted the need for retail access to Post 

Offices in areas served by suspended Post Offices, and to re-start the suspension 

process using these new criteria as soon as possible.  Some of the issues the Report 

should discuss include: the criteria the Postal Service has used in the past to determine 

whether to open, permanently close, or retain suspension status for currently 

suspended Post Offices; the new criteria it will use to determine whether or not to open, 

permanently close, or retain suspension status for currently suspended Post Offices 

based on the estimated time the pandemic will continue to affect suspended Post 

Offices; and how the Postal Service determined these new criteria. Finally, the 

Commission should also request the Postal Service discuss additional issues it believes 

are associated with the Postal Service’s universal service mandate.114 

 Delivery Points 

The number of residential and business delivery points at the beginning and end 

of the fiscal year is required to be reported. 39 CFR § 3055.91(b).115  The Postal 

Service’s FY 2021 ACR does not include any discussion about the delivery points on its 

system, but only refers to its Library Reference USPS-FY21-33.  ACR FY21 at 78.  

The total number of Postal Service delivery points at the end of FY 2020 was 

161,374,152.  Delivery points increased to 163,139,167 by the end of FY 2021, or by 

                                            

issues impeding the Postal Service’s progress in resolving suspended post offices.”  The inquiry would 
consider the criteria for resolving suspended post offices and why the Postal Service has been unable to 
resolve more recent suspensions.  Id. 

114 See Postal Regulatory Commission, Annual Report to the President and Congress FY 2019, 
January 21, 2020 (FY 2019 Annual Report).  The Commission noted that 39 U.S.C. § 101(a) states that 
the Postal Service must “provide postal services to bind the Nation together through the personal, 
educational, literary, and business correspondence of the people. It shall provide prompt, reliable, and 
efficient services to patrons in all areas and shall render postal services to all communities.”  FY 2019 
Annual Report at 41. 

115 This information is provided in Library Reference USPS-FY21-33, “Delivery Points 
FY2021.xlsx.” 
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1,765,015 delivery points.116  This was an increase of 1.09 percent.  In FY 2020, the 

total number of delivery points had increased from FY 2019 by 1,472,840, or only 0.09 

percent.  The small percentage increase in delivery points in FY 2020 of one-tenth the 

delivery point increase in FY 2021 most likely reflected the impact of COVID-19.  The 

volume per delivery point has fallen consistently from FY 2006 through FY 2020 as 

calculated by the Commission.  See FY 2020 ACD at 223, Figure V-33.  The FY 2021 

ACR does not explain the impact of declining annual volumes on the system.   

 Number of Collection Boxes 

The Postal Service must report, at the national and postal area levels, 

information on the number of collection boxes available at the beginning and at the end 

of the fiscal year, as well as the number of collection boxes added and removed during 

the fiscal year.  39 C.F.R. § 3055.91(c).  Table VI-2 presents the total number of 

collection boxes at the end of each year since FY 2014,117 and the calculated 

percentage reduction in the number of collection boxes between FY 2019 and FY 2020 

and between FY 2020 and FY 2021.  

  

                                            

116 Library Reference USPS-FY21-33, December 29, 2021, Workbook:  
DeliveryPointsFY2021.xlsx, Tab “End FY”. 

 

117 FY 2020 ACD at 224; Library Reference USPS-FY-33, December 29, 2021, Workbook: 
CollectionBoxesFY2021.xsls, December 29, 2021. 
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Table VI-2 
Collection Boxes 

FY 2014 through FY 2021118 

End of Fiscal Year No. of Collection 
Boxes 

FY 2014 156,349 

FY 2015 153,999 

FY 2016 152,539 

FY 2017 146,252 

FY 2018 143,997 

FY 2019 142,300 

FY 2020 140,845 

FY 2021 140,062 

Change in Collection Boxes between FY 2019 and FY 2020 (%)  -1.02 % 

Change in Collection Boxes between FY 2020 and FY 2021 (%) -0.56 % 

Total Change in Collection Boxes from FY 2014 through FY 
2021 (%) 

-10.41% 

 

In FY 2020, the number of collection boxes fell by 1.02 percent.  See Table VI.2.  

In FY 2021, the number of collection boxes declined from FY 2020 to FY 2021 by only 

0.56 percent or a decline of only one-half that of the year before.  Id.   The Postal 

Service does not discuss collection boxes in the text of its FY 2021 ACR.  However, in 

the FY 2020 ACR proceeding, the Postal Service explained in its CHIR responses last 

year that pursuant to the Postal Operations Manual (POM) it conducts an annual 

density test and review of daily volumes and removes collection boxes with density less 

than 25 pieces per day.  FY 2020 ACD at 224.  It also asserted that it will continue to do 

so in the future.  Id.; see also FY 2019 ACD at 146. The Commission recommended in 

                                            

118 Docket No. ACR2014, Library Reference USPS-FY14-33, December 29, 2014, Workbook: 
CollectionBoxesFY2014.xlsx; Docket No. ACR2015, Library Reference USPS-FY15-33, December 29, 
2015, Workbook: CollectionBoxesFY2015.xlsx; Docket No. ACR2016, Library Reference USPS-FY16-33, 
December 29, 2016, Workbook: CollectionBoxesFY2016.xlsx; Docket No. ACR2017, Library Reference 
USPS-FY17-33, December 29, 2017, Workbook: CollectionBoxesFY2017.xlsx; Docket No. ACR2018, 
Library Reference USPS-FY18-33, December 28, 2018, Workbook: CollectionBoxesFY2018.xlsx; Library 
Reference USPS-FY19-33, December 27, 2019, Workbook: CollectionBoxesFY2019.xlsx; Docket No. 
ACR2020, FY 2020 ACR at 60; Docket No. ACR2021, Library Reference USPS-FY33, December 29, 
2021, Workbook: CollectionBoxesFY2021.xlsx. 
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the FY 2020 ACD that the Postal Service describe in its FY 2021 ACR “any plans or 

initiatives” to remove collection boxes beyond its POM procedures.  FY 2020 ACD at 

225.  The Postal Service’s FY 2021 ACR has not indicated any such plans or initiatives.  

Although the decline in the number of collection boxes by only 0.56 percent in FY 

2021 was a minor reduction, customer access to collection boxes remains an important 

aspect of customer satisfaction. The Public Representative supports the Commission’s 

intention to continue to lessen any potential concerns over the declining number of 

boxes by continuing to monitor the number of collection boxes as part of its annual ACR 

review to ensure the collection box network is cost effective.  Id.  

 Wait Time in Line 

The Postal Service must report the average customer wait time in line for retail 

service from the beginning of the fiscal year and for the end of each successive fiscal 

quarter at the national and postal area levels.  39 C.F.R. § 3055.91(d).  Table III-3 from 

the Public Representative Comments on last year’s ACR, FY 2020, illustrates the 

changes in wait time in line reported in last year’s ACR compared to previous years.119  

It indicated the Postal Service had reduced wait time in line between FY 2018 and 2019, 

but that wait time in line increased for all regions and nationally between FY 2019 and 

FY 2020.  In FY 2020, wait time in line increased by 18 seconds nationwide.  It 

increased substantially more in what were then the Capital Metro, Pacific, and Southern 

Areas than in other postal areas.120   

  

                                            

119 Docket No. ACR2020, PR Comments at 51.  Table III-3 included the seven Postal Areas at the 
time which have since been reorganized into four Postal Areas, Atlantic, Central, Southern and WestPac. 

120 See Docket No. ACR2020, PR Comments, Table III-3.  See also Docket No. ACR2019, PR 
Comments, January 30, 2020, at 21.  
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Table VI-3 
Average WaitTime In Line 

FY 2017 through FY 2020121 

Postal Area 

Average Wait Time in Line (Minutes : Seconds) 

FY 2017 FY 2018 FY 2019 FY 2020 

Change in Seconds 

FY 2018 to 
FY 2019 

FY 2019 to FY 
2020 

Capital Metro 2:13 2:17 2:19 2:45 0:02 0:26 

Eastern 2:02 1:53 1:43 1:57 -0:10 0:14 

Great Lakes 2:04 2:00 2:05 2:16 0:05 0:11 

Northeast 2:20 2:09 2:08 2:12 -0:01 0:04 

Pacific 3:03 2:10 2:16 2:45 0:06 0:29 

Southern 2:29 2:13 2:05 2:38 -0:08 0:33 

Western 3:00 2:30 2:23 2:34 -0:10 0:11 

National 2:28 2:11 2:08 2:26 -0:03 0:18 

 

Table III-3 of last year’s Public Representative Comments included the seven 

Postal Areas at the time which have since been reorganized into four Postal Areas, 

Atlantic, Central, Southern and WestPac.  The Average Retail Customer Experience 

wait time in line on a National basis is provided in the FY 2021 ACR for a comparable 

year-to-year comparison.   

In FY 2020, the national wait time in line was estimated at 2 minutes 26 seconds.  

For FY 2021, the national average wait time in line is estimated at 2 minutes 48 

seconds, a significant 22 second year-over-year increase.  That was a 15 percent year-

over-year increase in the national average time.  While the increase is small in absolute 

terms,it is clearly moving in the wrong direction.  Id.   

                                            

121 Library Reference USPS-FY17-33, Workbook: WaitTimeInLineFY2017.xlsx; Library Reference 
USPS-FY18-33, Workbook: National WaitTimeInLineFY2018.xlsx; Library Reference USPS-FY19-33, 
Workbook: National WaitTimeInLineFY2019.xlsx; and Library Reference USPS-FY20-33, Workbook: 
National WaitTimeInLineFY2020.xlsx, December 29, 2020. 
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In appears much of the wait time in line increase in FY 2021 is attributable to wait 

times above 3 minutes in two of the new Areas.  Wait time above 3 minutes had not 

been experienced on a national basis since the first two quarters of FY 2016.  Of the 

four Postal Service Areas this year, WestPac and Southern had the highest average 

wait times of 3 minutes 21 seconds and 3 minutes 11 seconds, respectively, while the 

lowest wait times were in the Central Area with 2 minutes 18 seconds and the Atlantic 

Area with 2 minutes 28 seconds.122  Wait times longer than three minutes represent a 

significant increase above wait times estimated in previous years.   

The Postal Service’s responses to CHIR inquiries during review of the FY2020 

ACR indicated there were circumstances resulting from the pandemic such as 

significantly reduced employee availability and increased mail volumes.  FY 2020 ACD 

at 226.  The Postal Service stated that it intended to mitigate the increased wait time in 

line  by moving employees from other locations and to fill hiring vacancies and to use 

alternative access channels.  Id.  

In the FY 2020 ACD, the Commission encouraged the Postal Service to mitigate 

wait time in lines.  Id.  It also recommended the Postal Service “describe actions taken 

during FY 2021 to mitigate wait time in line during the pandemic.”  Id.  And that “if wait 

time in line worsens during FY 2021, the FY 2021 ACR should explain why and 

describe plans for improving wait time in line during FY 2022 and future years.”  Id.  

FY 2021 ACR lists a number of measures the Postal Service has has taken to 

mitigate the increase average wait time in line brought on by the pandemic.  FY 2021 

ACR at78-9.  These include daily reporting for employee scheduling, Point of Sale 

devices to support Peak operations, lobby assistants, visits by postal executives to 

“vital” retail units, District and Area level meetings to determine root causes of wait 

                                            

122 Library Reference USPS-FY21-33, December 29, 2021, Workbook: 
WaitTimeInLineFY2021.xlsx, Tab “Nat'l Avg Wait Time FY21.” 
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times and to develop action items to abate wait times within 7-14 days, and directly 

engaging offices that have exceeded wait time targets.  Id. 

Wait time in line remains an important component of customer access and 

satisfaction.  For example, a key driver of retail customer satisfaction is wait time in line. 

See FY 2021 ACR at 61; supra at Section VII.D.1.  If wait time in line is onerous, retail 

customers can seek alternatives to avoid the wait time in line, including approaching 

Postal Service competitors or avoiding hard copy altogether and utilizing the internet. 

The Public Representative recommends the Commission continue to require the Postal 

Service to develop and file with the Commission a plan that would describe how the 

Postal Service is going to mitigate the increased wait time in line during the expected 

time of the pandemic and beyond.  That filing should specifically describe the steps and 

resources the Postal Service considers necessary to deploy in order to steadily reduce 

the wait time in line.  Details regarding the actual objective results of the enumerated 

steps, noted above, would lend greater credence to the plans being undertaken.  If the 

Postal Service continues to avoid the Commission’s recommendations, specific rules 

and regulations requiring this information may be necessary. 

VII. CUSTOMER SATISFACTION 

The PAEA requires the Postal Service to report measures of the degree of 

customer satisfaction with the service provided for each Market Dominant product.  

39 U.S.C. § 3652(a)(2)(B)(ii); 39 C.F.R. § 3055.90.  

 Overview 

The Postal Service reports two primary measurements of customer satisfaction in 

FY 2021, similar to FY 2020.  First, the Postal Service assesses customer satisfaction 

using the Customer Experience (CX) Composite Index, which is managed by the 

Customer Experience Department.  This measure combines the results of seven 

different surveys (collectively, the CX Composite Surveys) that measure customer 
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satisfaction in different interactions or “touchpoints” with the Postal Service (e.g. retail, 

delivery, contact care center) to provide a comprehensive view of customer satisfaction.  

FY 2021 ACR at 56.   

The Postal Service uses the Delivery and Large Business Panel (LBP) surveys 

(collectively, the Customer Satisfaction Surveys) to assess customer satisfaction of its 

Market Dominant mailing services for business customers, including residential, 

small/medium business, and large businesses.  FY 2021 ACR at 72.   

The Public Representative concludes that the CX Composite Index and the 

Customer Satisfaction Surveys indicate that the Postal Service did not achieve its 

targets to improve or maintain customer satisfaction.  Overall, customers are less 

satisfied in FY 2021 compared to FY 2020: the Postal Service’s CX Composite score 

declined from 72.40 in FY 2020 to 68.15 in FY 2021, despite targeting an increase to 

76.90 percent.  See Table VII-2 below. 

The Postal Service’s Customer Satisfaction Surveys show that across products 

there were large declines in customer satisfaction in residential and small/medium-sized 

business customers and modest increases in large business customer satisfaction.  The 

Postal Service’s attributes the deterioration of customer satisfaction to the effects of 

COVID-19.  See, e.g., FY 2021 ACR at 61, 64, 68, 69, 77.   

While the Public Representative agrees that the effects of the COVID-19 

pandemic presented a challenge for the Postal Service in meeting its customer’s needs, 

it is not an ex]cuse for the large deterioration in customer sentiment, considering that 

the Postal Service did not experience a significant deterioration in customer satisfaction 

during the period of the FY 2020 ACR, which covered the beginning of the pandemic. 

The Public Representative also identifies two issues for which the Postal Service 

has not adequately considered the Commission’s directives from the FY 2020 ACD in 

terms of changing its Customer Satisfaction Surveys’ methodologies to ask more 
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specifically about service performance and providing adequate reasoning for the decline 

in customer satisfaction for Residential and small/medium business customers. 

 Background 

In FY 2021, the Postal Service continued to measure overall satisfaction (OSAT) 

for the seven CX Composite Surveys.123  The surveys provide the percentage of 

respondents that declare they are “Very Satisfied” or “Mostly Satisfied” with the 

associated Postal Service touchpoint.  2021 ACR at 57.124  The Postal Service states 

that this practice is consistent with the industry standard in measuring customer 

satisfaction.  FY 2021 ACR at 57.  

 The Public Representative agrees that this measure of customer satisfaction is 

sound.  These scores are weighted and aggregated into a CX Composite score.125  The 

Postal Public Representative also agrees that the “CX Composite provides a 

comprehensive view of the customer experience across multiple channels and 

touchpoints (e.g., retail, delivery, contact center, etc.) that customers use to interact with 

the Postal Service.”  FY 2021 ACR at 57.  Additionally, the Postal Service analyzes the 

                                            

123 Seven surveys produce individual OSAT scores which are weighted and combined to form the 
CX Composite Index Score.  The seven surveys are: (1) Point of Service (POS) — a survey which 
measures customer satisfaction with the Postal Service’s retail services; (2) USPS.com — a survey which 
measures consumer satisfaction with the Postal Services’ “USPS.com” website. (3) Delivery — a survey 
which measures satisfaction with various Residential and Small Business Delivery and Post Office 
characteristics;  (4) Business Service Network (BSN) — a survey which measures the satisfaction the 
20,000+ largest business customers experienced with regard to the Postal Service’s fulfillment of service 
issues, answering Questions, and other requests;  (5) Business Mail Entry Unit (BMEU) — a survey which 
measures business satisfaction with customer service received at BMEUs; (6) Customer 360 (C360) — a 
survey which measures the satisfaction of customers who open a service ticket through a CCC live agent, 
via USPS.com or at a local Post Office.; and (7) Customer Care Center (CCC) — a survey which 
measures overall satisfaction with the support all categories of customers receive from the Postal Service.  
See Library Reference USPS-FY21-38, Preface, December 29, 2021, at 2-5. See Table VII-1. 

124 Respondents can choose between six choices for their overall satisfaction in all the CX 
Composite Surveys and Customer Satisfaction Surveys: (1) Very Satisfied; (2) Mostly Satisfied; (3) 
Somewhat Satisfied; (4) Somewhat Dissatisfied; (5) Mostly Dissatisfied; and (6) Very Dissatisfied.  See 
Library Reference USPS-FY21-38, Excel file 
“CX_Composite_ALL_SURVEYS_ProgramOverview_FY21.xlsx,” December 29, 2021. 

125 See Library Reference USPS-FY21-38, Preface, December 29, 2021, at 2. 
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factors that drive overall satisfaction for each survey, or key drivers.  Id.  Between FY 

2019 and 2020, the Postal Service improved its CX Composite score from 69.04 to 

72.40, an increase of 3.36 percentage points.126   

The Postal Service uses the Delivery survey and a separate LBP survey to assess 

customer satisfaction of its Market Dominant mailing services business customers, including 

residential, small/medium business, and large businesses.127  FY 2021 ACR at 72.  In FY 

2020, the Postal Service made several changes to the methodologies of its Customer 

Satisfaction Surveys.  FY 2020 ACD at 230-232.  Because of these changes, the Postal 

Service, PR, and Commission noted that the Customer Satisfaction Surveys were not 

comparable between FY 2019 and FY 2021.  FY 2020 ACR at 56, FY 2020 ACR PR 

Comments at 58; FY 2020 ACD at 233.  Consequently, the Commission noted that, “In 

the FY 2021 ACD, the Commission will compare FY 2020 and FY 2021 results to 

evaluate the Postal Service’s progress in improving customer satisfaction with Market 

Dominant mailing services, if the Postal Service conducts surveys that allow for 

comparison.”  FY 2020 ACD at 233.  The comparability of this survey between FY 2020 

and FY 2021 is discussed in Section VII.F.a. 

 The Postal Service also states that the COVID-19 pandemic affected the Postal 

Service’s operations and its ability to meet its customers’ needs in FY 2021, as in FY 

2020.  For example, the Postal Service continued to maintain safety measures in its 

retail operations, suffered from lack of employee availability, and faced changing 

                                            

126 The Postal Service also made changes to two of the CX Composite Surveys in FY 2020, but 
these changes did not affect the comparability of CX Composite scores for FY 2019 and FY 2020.  FY 
2020 ACR at 20; Analysis of FY 2020 Performance Report Evaluation of Performance Goals and FY 
2021 Performance Plan, June 2, 2021 (FY 2020 Analysis),  at 68. 

127 In the Delivery survey, residential and small/medium-sized business customers are also 
randomly selected and mailed a letter survey invitation on weekly basis.  Small/medium-sized business 
are defined as those with less than 250 employees at one site.  See Library Reference USPS-FY21-38, 
Preface, December 29, 2021, at 3.  In the LBP Survey, large business customers sign up to participate in 
a monthly survey by a third party. Large businesses are defined as businesses with 500 or more 
employees.  See Library Reference USPS-FY21-38, Preface, December 29, 2021, at 5. 
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customer demands for mail, including increased demand for packages.  FY 2021 ACR 

at 61, 69, 77.  

The Postal Service does not appear to address the analysis conducted by the 

Commission evaluating similar claims for FY 2020 in its Analysis of FY 2020 

Performance Report Evaluation of Performance Goals and the FY 2021 Performance 

Plan.  In that report the Commission found that the “COVID-19 pandemic did not have a 

significant impact on overall customer satisfaction in FY 2020.”  FY 2020 Analysis at 81.  

The Commission also found that “while the COVID-19 pandemic created some 

downward pressure, it does not appear to be the primary reason the Postal Service 

missed some FY 2020 targets.”  Id. 

 CX Composite Survey Modifications 

 The Postal Service made two changes to its CX Composite Survey methodology 

in FY 2021.  The Public Representative notes that changes to methodology are 

important because they could affect the comparability of customer satisfaction scores 

between years.  In essence, when there is a methodological change that causes a 

change in a year’s CX Composite Survey score, the difference between CX Composite 

Survey scores cannot solely be attributed to the Postal Service’s performance on 

customer satisfaction.  Given that the Postal Service’s performance year-over-year 

(YoY) is of main interest in this proceeding, it becomes necessary to then try to isolate 

the effect of the Postal Service’s performance on customer satisfaction in driving the CX 

Composite score.  In this case, both of the Postal Service’s changes could affect the 

comparability of the CX Composite scores between FY 2020 and FY 2021 to varying 

degrees.  

The first change is an update to the BSN, BMEU, and USPS.com surveys to 

provide a Spanish-language option in order to capture a higher volume of feedback from 

Spanish-speaking customers.  FY 2021 ACR at 58.  As a result, all seven of the Postal 

Service’s CX Composite Surveys are available in Spanish.  Id.  The Public 
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Representative agrees with this initiative to improve the inclusivity of its surveys and 

commends the Postal Service for meeting the needs of its primarily Spanish-speaking 

customers.  However, this change could affect the comparability of the FY 2020 and FY 

2021 CX Composite scores because the inclusion of the Spanish-speaking customers 

changes the overall representation of customers in the BSN, BMEU, and USPS.com 

surveys.  This inclusion could cause the changes in the CX Composite Survey in FY 

2021 to be no longer solely attributable to the Postal Service’s customer satisfaction 

performance during FY 2021.   

The Public Representative notes that this concern is mitigated for the BSN and 

BMEU surveys because the count of Spanish respondents comprised only a small 

fraction of the total respondents. 128  Therefore, it is unlikely that the inclusion of 

Spanish-speaking respondents meaningfully impacted the BSN and BMEU customer 

satisfaction scores.  However, the Postal Service has not provided respondent count 

information by language for the USPS.com survey, so it is not clear whether the 

inclusion of Spanish speaker made an impact on the FY 2021 USPS.com survey and 

CX Composite OSAT scores and could affect comparability.  

The Public Representative recommends that the Postal Service be directed to 

clarify the impact of the Spanish language on the USPS.com survey.  The Public 

Representative also recommends that the Commission direct the Postal Service to 

provide the respondent counts for the USPS.com survey broken out by language, and 

that it confirm that its inclusion effort does not materially affect comparability of CX 

Composite scores between FY 2021 and FY 2020. 

The second change is an adjustment to the calculation of OSAT scores for the 

CCC survey.  The CCC survey’s OSAT score is calculated by combining the Live Agent 

                                            

128 In FY 2021, 12 / 4634 = 0.26 percent of BSN survey responses were in Spanish and 138 / 
25,036 = 0.55 percent of BMEU survey responses were in Spanish.  The share of Spanish responses is 
not provided for the USPS.com survey in FY 2021.  See Library Reference USPS-FY21-38, Excel file 
“CX_Question_Response_Counts_FY21.xlsx,” tabs “BSN,” “BMEU,” and “USPS.com,” December 29, 
2021. 
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and Voice Interactive Response (IVR) OSAT scores.129  The weighting of the combining 

calculation was changed from 25 and 75 percent, respectively, to an equal weighting of 

50 and 50 percent, respectively, to reflect the near parity of response counts for the two 

surveys.  FY 2021 ACR at 58.  The Postal Service reports that FY 2020 data showed an 

approximately 45/55 percent split in response counts for Live Agent and IVR surveys. 

The Public Representative recommends that the Commission seek further 

clarification on this argument.  Based on analysis of the FY 2020 and FY 2021 survey 

respondent counts, the percent split in response counts appears to be 41/59 and 35/65, 

respectively.130  Given the reduction in the Live Agent share of respondent counts in FY 

2021, the rationale of the Postal Service’s weighting change for the CCC survey 

appears to be flawed. 

 Regardless of the weighting, the Postal Service and Public Representative agree 

that this change impacts the comparability of the CCC survey and CX Composite OSAT 

scores between FY 2020 and FY 2021.  FY 2021 ACR at 58.  The Postal Service 

estimates the impact of the change on the FY 2021 CCC survey’ OSAT score to be an 

increase of 1.71 percentage points, increasing from 60.14 percent to 61.85 percent.  Id.  

The Postal Service estimates the impact of the change on the FY 2021 CX Composite 

Survey to be an increase of 0.34 points, increasing from 68.15 percent to 68.49 percent.  

Id. at 56.  The Public Representative notes that the Postal Service characterizes these 

increases as “minor”, but it has an incentive to report the updated score because an 

                                            

129 “The CCC Survey has two parts. The Interactive Voice Response (IVR) survey only surveys 
customers who interact with the IVR system, and the Live Agent (LA) survey only surveys customers who 
interact with a live agent.”  Each survey has its own OSAT score.  See Library Reference, USPS-FY21-
38, December 29, 2021, Preface at 1. 

130 FY 2020 Live Agent Share: 474,943 / (474,943 + 693,734) = 40.6 percent.  The implied FY 
2020 IVR Share is 59.4 percent. See Library Reference USPS-FY20-38, Excel file 
“CX_Question_Response_Counts_FY20.xlsx,” tabs “CCC IVR” and “CCC LA”, December 29, 2020.  FY 
2021 Live Agent Share: 415,243 / (415,243 + 762,619) = 35.3 percent.  The implied FY 2021 IVR Share 
is 64.7 percent.  See Library Reference USPS-FY21-38, Excel file 
“CX_Question_Response_Counts_FY21.xlsx,” tabs “CCC IVR” and “CCC LA”, December 29, 2021.  The 
corresponding IVR shares can be calculated as IVR Share = 1 – Live Agent Share. 



Docket No. ACR2021 - 83 - Public Representative Comments 
 
 
 

 

updated score overstates the increase in the CCC survey and CX Composite OSAT 

scores.  Id. at 58.  As the Public Representative is interested in conducting comparable 

analysis between FY 2020 and FY 2021 scores, all reported CCC and CX Composite 

OSAT scores in the following analysis will reflect the scores calculated using the FY 

2020 methodology, i.e., 60.14 percent and 68.15 percent, respectively.  The Public 

Representative asks the Commission to direct the Postal Service to make this 

distinction clear in their ACD and to adjust the ACR to use the comparable customer 

satisfaction numbers when making claims regarding how customer satisfaction has 

changed.131 

 In FY 2021, a follow-up survey question where customers can explain the reason 

for their satisfaction rating was placed directly after the overall satisfaction question in 

the BSN, BMEU, and POS.  Id. at 59.  With this modification, the Postal Service notes 

that five of the seven CX Composite surveys, all but USPS.com and CCC, have a 

follow-up question placed immediately after the OSAT question.  Id.  It further notes that 

it will explore the option of incorporating this change in the USPS.com and CCC 

surveys.  The Public Representative does not believe this change affects comparability 

of the OSAT scores for the BSN, BMEU, and POS OSAT scores and the CX Composite 

scores between FY 2020 and FY 2021.  The Postal Service claims that the addition of 

these follow-up questions is responsive to the Commission’s directive that the “FY 2021 

Customer Satisfaction surveys continue to ask general questions related to service 

performance.”  Id.; FY 2020 ACD at 234.  The Public Representative disputes this claim 

as the Customer Satisfaction Surveys refer to the Delivery and LBP surveys, and this 

change does not affect either of those surveys.  See Section for VII.E. for further 

discussion.   

                                            

131 For example, Table 16 of the FY 2021 ACR has a footnote on the CCC survey and CX 
Composite OSAT scores for FY 2021, but the explanation of the footnote is not included in the ACR.  It 
presents 3.91 as the YoY decline when the more appropriate figure of the decline would be 4.25. 
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However, the Public Representative agrees that by adding follow-up questions to 

the OSAT question in the BSN Survey, which is geared towards large business 

customers, the Postal Service is responsive to the first part of the Commission’s other 

directive “that the Postal Service continue to ask follow-up questions for Large Business 

customers and consider asking follow-up questions for residential and small/medium 

business customers.”  FY 2020 ACD at 234; FY 2021 ACR at 60.  Furthermore, by 

asking for follow-up questions in the BMEU and POS, which are geared towards 

business mailers and retail customers, respectively, the Public Representative finds that 

the Postal Service is responsive to the second portion of the Commission’s directive.  

See Library Reference USPS-FY21-38, Preface, December 29, 2021, at 2-3. 

 Survey Results – FY 2021 Scores 

Table VII-1 provides the OSAT scores for each survey for FY 2020 and FY 2021, 

the percentage point change in customer satisfaction from FY 2020, and the weight of 

each survey in the CX Composite score.  The weight of each of the CX Composite 

Surveys does not change between FY 2020 and FY 2021.132  

Table VII-1 
CX Composite Surveys 

Composite Scores and Survey Weights 
FY 2020 and FY 2021133 

National FY 2020 FY 2021 
Difference  

FY 2021  
– FY 2020 

Weight 

 (%) (%) (%) (%) 

 A B C=B-A  

CCC 60.03 60.141 0.11 20% 

BSN 97.33 97.89 0.56 10% 

BMEU 96.72 95.66 -1.06 10% 

                                            

132 Compare Library Reference, USPS-FY21-38, December 29, 2021, Preface at 1 and Library 
Reference, USPS-FY20-38, December 29, 2020, Preface at 1. 

133 See FY 2021 ACR at 61.  [1] Indicates that the Public Representative has substituted the 
Postal Service’s OSAT score with the OSAT score calculated using the FY 2020 methodology 
comparable to FY 2020 as described in Section VII.C. 
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POS 87.46 84.39 -3.07 15% 

USPS.com 73.41 67.13 -6.28 5% 

C360 40.05 33.34 -6.71 20% 

Delivery 80.94 70.41 -10.53 20% 

CX Composite 72.4 68.151 -4.25 100% 

 

As illustrated in Table VII-1, the BMEU, POS, USPS.com, C360 and Delivery 

OSAT scores declined notably in FY 2021, while the CCC and BSN surveys show small 

gains in OSAT scores.  Overall, the CX Composite score measure of overall customer 

satisfaction shows a 4.25 percentage point decrease.  See Table VII-1.  The worst 

performing areas of customer experience are C360, CCC, USPS.com, USPS.com, and 

Delivery.  The largest decrease in customer satisfaction YoY stems from decreased 

customer satisfaction relating to delivery.  The Public Representative also expresses 

particular concern over the C360 OSAT, with only 33 percent of customers responding 

with high levels of satisfaction in their experience opening customer care tickets.  These 

changes in customer satisfaction are discussed for each survey in detail in sections 

VII.D.a. through VII.D.g. 

Table VII-2 provides the overall satisfaction scores for each survey for FY 2020 

and FY 2021, the percentage point change in customer satisfaction from FY 2020, the 

target scores for FY 2020 and FY 2021, and the deviation from its FY 2020 targets. 
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Table VII-2 
CX Composite Surveys 

Comparison between the Actual and Target CX Composite Scores 
FY 2020 and FY 2021134 

National Actual Scores 

Difference 
between 

Actual 
Scores 

Target Scores  
Difference between Actual 

and Target Scores  
 

 FY 
2020 

FY 
2021 

FY 2021 – FY 
2020 

FY 2020 FY 2021 FY  
2020 

FY 
 2021 

 A B C=B-A D E F=A-D G=B-E 

 
(%) (%) 

Percentage 
Points 

(%) (%) 
Percentage 

Points 
Percentage 

Points 

CCC 60.03 60.141 0.11 55.00 60.03 5.03 0.11 

BSN 97.33 97.89 0.56 96.73 97.20 0.60 0.69 

BMEU 96.72 95.66 -1.06 96.01 96.73 0.71 -1.07 

POS 87.46 84.39 -3.07 90.42 90.42 -2.96 -6.03 

USPS.com 73.41 67.13 -6.28 72.58 73.41 0.83 -6.28 

C360 40.05 33.34 -6.71 55.00 55.00 -14.95 -21.66 

Delivery 80.94 70.41 -10.53 86.33 86.33 -5.39 -15.92 

CX Composite 72.40 68.151 -4.25 75.73 76.90 -3.33 -8.75 

 

As illustrated in Table VII-2, the Postal Service exceeded its target OSAT scores 

for the CCC and BSN surveys, but it fell short of its targets for the remaining surveys 

and the CX Composite score.  For the second year, the Postal Service has not achieved 

its intended target for the CX Composite score.  In fact, the Postal Service did not 

achieve its intended target for the CX Composite score in FY 2019 and FY 2018, as 

well.135  Of particular concern are the areas of POS, C360, and Delivery, in which the 

                                            

134 A positive score in columns G and F indicate that the Postal Service met the stated target.  
See FY 2021 ACR at 61; Docket No. ACR2021, USPS Library Reference LR19-17, Annual Report to 
Congress, December 29, 2021, at 38; Docket No. ACR2020, USPS Library Reference LR19-17, Annual 
Report to Congress, December 29, 2020, at 37.  The Annual Reports to Congress provides the Postal 
Service’s Target Scores, while FY 2021 ACR provides actual scores for FY 2021 and FY 2020.  [1] 
Indicates that the Public Representative has substituted the Postal Service’s OSAT score with the OSAT 
score calculated using the methodology comparable to FY 2020 as described in Section VII.C. 

135 FY 2019 Annual Report to Congress at 24; FY 2018 Annual Report to Congress at 20, 
available at https://about.usps.com/what/financials/.  The Postal Service notes that the weights of surveys 
in the CX Composite has not changed since FY 2018.  FY 2021 ACR at 61.  The Public Representative 
notes that the C360 survey was previously called Enterprise Customer Care (eCC).  FY 2020 ACR at 42. 
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Postal Service performed particularly poorly, relatively to its targets for the fourth 

straight year.  Id.   

Going forward, the Postal Service has set its FY 2022 service targets at the 

levels achieved in FY 2020, except it is setting a CCC target score at 63.02.  FY 2021 

Annual Report to Congress at 40.  Strangely, the Postal Service keeps the FY 2020 

level as the target for the BSN survey, despite it implying a lowering of BSN customer 

satisfaction in FY 2022.136  Id.  Considering the adjustment to the CCC survey in FY 

2021, the comparable FY 2022 CCC survey’s OSAT target would be 61.31137.  Then, 

the comparable target for the FY 2022 CX Composite score would be 72.65138, slightly 

higher than the CX Composite score achieved in FY 2020.   

With the exception of the BSN target, the Public Representative agrees with 

these targets and believes that these targets are in line with the Commission’s 

recommendation to “consider the prior year’s result when setting the subsequent year’s 

[customer satisfaction] target.”  FY 2020 Analysis at 73.  The Postal Service needs to 

focus on stabilizing customer experience in the areas where it is dropping precipitously, 

namely C360, Delivery, and to some extent, POS.  The Public Representative agrees 

that the Postal Service needs to set realistic targets for customer satisfaction; a target of 

40.05 for C360 is realistic and has proven to be achievable, as opposed to targets of 75 

set in FY 2018 and FY 2019 and 55 in FY 2020.  FY 2018 Annual Report to Congress at 

20; FY 2019 Annual Report to Congress at 24; FY 2020 Annual Report to Congress at 

37.  At the same time, the Public Representative also commends the Postal Service’s 

                                            

136 The Public Representative notes that the Postal Service’s FY 2022 target of 97.33 assumes 
that the BSN OSAT score will revert (decrease) to FY 2020 levels. The Commission should seek 
clarification on this issue. 

137 63.02 – 1.71 (impact of adjustment to weighting methodology in FY 2021) = 61.31.  See 
Section VII.C. 

138 This calculation of the comparable FY 2022 CX Composite score target assumes the same 
touchpoints and weighting for FY 2022 as FY 2021 as indicated by the Postal Service.  FY 2021 Annual 
Report to Congress at 40.  72.65 = 61.31 * 20% + 97.33 * 10% + 96.72 * 10% + 87.46 * 15% + 73.41 * 
5% + 40.05 * 20% + 80.94 * 20%  
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decision to target higher customer satisfaction in the areas where it has been seeing 

improvement, namely the CCC touchpoint.  

 POS Survey Results 

Overall satisfaction as measured by the Point of Sales survey declined YoY in FY 

2021 by 3.07 percentage points.139  See Table VII-2.  The fiscal year target was also not 

met by 6.03 percentage points.  Id.  The Postal Service attributes the failure to meet its 

target on the impact of COVID-19 on its customers and the reduced level of its 

employee availability.  FY 2021 ACR at 61.  The key drivers of POS survey’s OSAT 

score are “Employee Positive Attitude” and “Acceptability of Wait Time in Line.”  Id.  In 

FY 2021, the Postal Service reports that its Self-Service Kiosk (SSK) Prepaid 

Acceptance Pilot led to lower wait times and improved customer experience at the retail 

counter after its expansion to all SSKs in December 2020.  Id. at 62.  In FY 2022, the 

Postal Service plans to continue this program and conduct Postal Support Employees 

training and development programs to engage customers.  Id.   

The Public Representative requests the Commission to seek further clarification 

on how the SSK has improved customer wait times, at how many locations it was 

implemented, and its potential scope for implementation.  Considering the large 

decrease in OSAT and the even larger target miss as the program was introduced, the 

Public Representative is skeptical that the SSK Prepaid Acceptance program is 

sufficient to address the key driver of customer concerns regarding wait times.  

However, the Public Representative supports the Postal Service’s plans to invest in its 

employee training considering a key driver of POS OSAT is positive employee attitude.  

The Public Representative notes that the Postal Service directed Gallup to conduct a 

                                            

139 The POS survey’s OSAT score is based on responses to the following question: “Thinking 
about this visit to the Post Office, overall, how satisfied were you?”  See Library Reference USPS-FY21-
38, Excel file “CX_Composite_ALL_SURVEYS_ProgramOverview_FY21.xlsx”, December 29, 2021. 
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Business Impact Analysis which showed that improvements in employee engagement 

could have sizeable impacts on POS OSAT.140 

 USPS.com Survey Results 

Overall satisfaction as measured by USPS.com survey declined YoY in FY 2021 

by 6.28 percentage points.141  See Table VII-2.  The fiscal year target was also not met 

by 6.28 percentage points.  Id.  The Postal Service attributes the failure to meet to an 

“unprecedented volume of traffic to the USPS.com website created capacity issues for 

the host servers, resulting in a bottleneck for end-users.”  FY 2021 ACR at 62.  

According to the Postal Service, that reduced the ability of customers to successfully 

complete activities on USPS.com, which is a key driver of USPS.com survey’s OSAT 

score.  Id.  In FY 2021, the Postal Service addressed customer needs by revising the 

international section of the Post Office locator, adding Guest Checkout, expanding 

webpages for the USPS® Loyalty Program for small businesses, and reviewing its 

tracking application. Id. at 63.  In FY 2022, the Postal Service plans to begin 

implementing updates to its tracking application, publish content related to a local, 

same-day or next-day delivery pilot program called USPS Connect, and improve user 

experience on USPS.com.  Id. at 62-63. 

The Public Representative encourages the Postal Service to continue to optimize 

USPS.com for customer engagement.  With an OSAT score of 67 percent, there is a lot 

of potential to improve its customer’s online experience.  In addition, the Public 

Representative recommends the Commission direct the Postal Service to consider 

                                            

140 Docket No. ACR2020, Responses of the United States Postal Service to Questions 1-5 of 
Chairman’s Information Request No. 26, April 1, 2021, question 5.c.   

141 The USPS.com survey’s OSAT score is based on responses to the following question: “How 
satisfied are you with the overall experience provided by the USPS.com website?”  See Library 
Reference USPS-FY21-38, Excel file “CX_Composite_ALL_SURVEYS_ProgramOverview_FY21.xlsx”, 
December 29, 2021. 
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increasing its capacity to handle traffic on its website so that similar issues do not 

reoccur in December of 2022. 

 Delivery Survey Results 

Overall satisfaction as measured by the Delivery survey declined YoY in FY 2021 

by 10.53 percentage points, the largest decline in OSAT scores YoY in the CX 

Composite Surveys.142  See Table VII-2.  The fiscal year target was also not met by an 

even larger15.92 percentage points.  Id.  The Postal Service attributes the failure to 

meet its target to the effects of COVID-19 as leading to increased “employee 

absenteeism” and package volume increase.  FY 2021 ACR at 64.  The three key 

drivers of Delivery OSAT are “Packages Delivered to the Correct Address”, “Mail Delivered 

to the Correct Address”, and “Packages Received by Expected Date.”  Id.  Of these, 

customer satisfaction in on-time delivery decreased the most YoY.  Id.  In FY 2021, the 

Postal Service addressed customer needs by conducting two pilot programs to improve 

on-time delivery by reducing “Failed First Attempts.”  Id. at 64-65.  The Geo-Dashboard 

pilot concluded in FY 2020 and deployed in October of FY 2021, which allows carriers 

to confirm delivery of packages on their mobile devices in relation to the location of a 

mailbox or front door. Id. at 65.  In FY 2022, the Postal Service plans to continue to 

expand the pilots initiated in FY 2021. Id. 

The Public Representative encourages the Postal Service to continue to innovate 

to find solutions to its delivery problems.  As noted, customer satisfaction with delivery 

declined more in FY 2021 than in previous years.  In addition to expanding the pilots 

that will increase the probability that packages are received by the expected date, the 

Postal Service should also focus on the other key drivers of the Delivery survey’s OSAT 

                                            

142 The Delivery survey’s OSAT score is based on an unweighted combination of responses to 
the following question to Residential and small/medium business customers: “Thinking about your overall 
experience with receiving mail and/or packages delivered by USPS recently, how satisfied are you?”  See 
Library Reference USPS-FY21-38, Excel file 
“CX_Composite_ALL_SURVEYS_ProgramOverview_FY21.xlsx”, December 29, 2021. 
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score – mail and packages being delivered to the correct address.  However, the Postal 

Service cannot assume that new pilots alone will fix the issues associated with delivery, 

considering the Postal Service missed the marks on its target by a large margin in FY 

2021.  COVID-19 also cannot be an excuse, considering that Delivery OSAT actually 

improved from FY 2019 to FY 2020 when the pandemic began.  FY 2020 ACR, Table 

13.  The Commission also already dismissed similar arguments in its FY 2020 Analysis.  

See FY 2020 Analysis at 81.  The Public Representative urges that the Commission 

recommend that the Postal Service focus on better managing customer expectations 

when it can foresee delivery delays.  Furthermore, the Public Representative notes that 

the Postal Service directed Gallup to conduct a Business Impact Analysis which showed 

that improvements in employee engagement could have sizeable impacts on Delivery 

OSAT.143  The Public Representative suggests that the Commission should recommend 

the Postal Service also consider updating its instructions for customers after they 

receive a missed delivery notice as potential low-hanging fruit toward increasing 

satisfaction.  See FY 2021 ACR, Table 17. 

 BSN Survey Results 

Overall satisfaction as measured by the Business Service Network survey 

increased YoY in FY 2021 by 0.56 percentage points.144  See Table VII-2.  The fiscal 

year target was exceeded by 0.69 percentage points.  Id.  The Postal Service attributes 

the increase in customer satisfaction to focusing on the top driver of satisfaction, issue 

resolution, particularly in districts which had lower scores.  FY 2021 ACR at 66.  In FY 

2021, the Postal Service addressed customer needs by requiring feedback from the 

customer about the satisfaction of a service resolution prior to closing requests for that 

                                            

143 Docket No. ACR2020, Responses of the United States Postal Service to Questions 1-5 of 
Chairman’s Information Request No. 26, April 1, 2021, question 5.c.   

144 The BSN survey’s OSAT score is based on responses to the following question: “How 
satisfied are you with the overall experience provided by the Business Service Network?”  See Library 
Reference USPS-FY21-38, Excel file “CX_Composite_ALL_SURVEYS_ProgramOverview_FY21.xlsx”, 
December 29, 2021. 
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service.  Id. at 67.  In FY 2022, the Postal Service plans to focus on another key driver 

of BSN customer satisfaction “answered my questions clearly” by introducing new 

training and job aids for employees. Id.  The Public Representative commends the 

Postal Service’s efforts and plans to bring value to BSN customers and for two 

consequent years of meetings its BSN OSAT targets.  However, the Commission 

should request clarification of why FY 2022 targets are lower than the currently attained 

OSAT.  See Table VII-2. 

 BMEU Survey Results 

Overall satisfaction as measured by the Business Mail Entry Unit survey declined 

YoY in FY 2021 by 1.06 percentage points.145  See Table VII-2.  The fiscal year target 

was also not met by 1.07 percentage points.  Id.  The Postal Service attributes the 

failure to meet its target to COIVD-19’s impact in creating an “unprecedented package 

volume” during December 2020 and staffing challenges, which culminated in delays in 

the network.  FY 2021 ACR at 68.  The key drivers for BMEU OSAT are “Employee 

Positive Attitude” and “Issue Resolution.”  Id.  In FY 2021, the Postal Service 

implemented additional training for employee, updated job aids to make them easier for 

employee use, provided coaching and mentoring to employees, and streamlined BMEU 

reporting.  Id. at 68-69.  In FY 2022, the Postal Service will continue these initiatives and 

launch a Customer Centric Certification Program (C3P) for BMEU supervisor training.  

Id.   

The Public Representative encourages the Postal Service to continue to 

implement strategies to increase BMEU customer satisfaction.  The Public 

Representative cautions that continuing the same strategies is unlikely to produce an 

increase in customer satisfaction given the decline in FY 2021, and encourages the 

                                            

145 The BMEU survey’s OSAT score is based on responses to the following question: “Overall, 
how satisfied were you with your experience at the Business Mail Entry Unit (BMEU)?”  See Library 
Reference USPS-FY21-38, Excel file “CX_Composite_ALL_SURVEYS_ProgramOverview_FY21.xlsx”, 
December 29, 2021. 
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Postal Service to leverage understanding from different customer touchpoints to 

enhance BMEU customer experiences.  For example, the Public Representative 

suggests the Commission recommend the Postal Service consider if the issue 

resolution success for BSN and CCC customers can be applied to BMEU customers. 

Furthermore, the Public Representative notes that the Postal Service directed Gallup to 

conduct a Business Impact Analysis which showed that improvements in employee 

engagement could have sizeable impacts on BMEU OSAT.146  Finally, the Public 

Representative is not convinced by the argument that the declines in OSAT are the 

result of the COVID-19 pandemic as suggested by the Postal Service in its FY 2020 

Analysis.  FY 2020 Analysis at 81. 

 C360 Survey Results 

Overall satisfaction as measured by the C360 survey declined YoY in FY 2021 

by 6.71 percentage points.147  See Table VII-2.  The fiscal year target was also not met 

by -21.66 percentage points, the largest target miss in FY 2021.  Id.  The Postal Service 

attributes the failure to meet its target to COIVD-19’s impact on employee availability 

which caused supervisors, managers, and Postmasters to prioritize mail and package 

delivery before customer inquiries.  This issue was magnified in December 2020 which 

saw an unprecedented amount of package volume, delays, and associated customer 

inquiries, culminating in a 10 percent drop in OSAT which only partially recovered 

throughout the year.  FY 2021 ACR at 69.  The key drivers for C360 OSAT are 

“Successful Resolution,” “Three Day Final Response,” and “One Day Contact.”  Id.  In 

FY 2021, the Postal Service provided coaching, training, and motivation for employees 

to successfully use the C360 platform, while receiving and working on suggestions to 

                                            

146 Docket No. ACR2020, Responses of the United States Postal Service to Questions 1-5 of 
Chairman’s Information Request No. 26, April 1, 2021, question 5.c.   

147 The C360 survey’s OSAT score is based on responses to the following question: “Overall, how 
satisfied are you with the quality of service you received in response to the issue?”  See Library 
Reference USPS-FY21-38, Excel file “CX_Composite_ALL_SURVEYS_ProgramOverview_FY21.xlsx”, 
December 29, 2021. 
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optimize the platform itself.  Id.  Also, the Postal Service developed and deployed a 

Congressional Inquiry Panel in May 2021 in order to streamline constituent issues with 

the Postal Service.  Id.  In FY 2022, the Postal Service states that it will continue these 

initiatives, continue to develop best-practice and scenario-based training, and make the 

Congressional Portal training available for new and old staffers.  Id.  

The Public Representative would encourage the Postal Service to continue to 

implement strategies to increase C360 customer satisfaction.  The Public 

Representative is concerned that continuing the same strategies is unlikely to produce 

an increase in customer satisfaction given the sharp decline in FY 2021, and 

encourages the Postal Service to leverage understanding from different customer 

touchpoints to enhance C360 customer experiences.  For example, the Public 

Representative asks the Postal Service to consider if the issue resolution success for 

BSN customers and CCC customers can be applied to C360 customers.  Next, the 

Public Representative is skeptical of the benefits of the Congressional Portal as only 

3,000 inquiries have been filed since May 2020, corresponding roughly with 4Q FY 

2020.  In contrast, the C360 has approximately 2.7 million survey responses, or about 

600,000 responses per quarter.  Assuming there are many more inquiries than survey 

responses, the Public Representative notes that the 3,000 inquiries filed are only a tiny 

sliver of total C360 inquiries.  Therefore, the Public Representative is skeptical the 

Congressional Portal will help to meaningfully save time for the vast majority of C360 

customers.  The Public Representative suggests that the Postal Service focus on 

marketing the Congressional Portal or re-assess its priority. 

The Postal Service failed in FY 2019 and FY 2020 to meet its C360 targets by a 

large margin.  Customer sentiment relating to this platform for issue resolution is 

unlikely to improve quickly.  Therefore, the Public Representative supports the Postal 

Service’s decision to target a C30 OSAT at FY 2020 levels for FY 2022.  As the worst 

touchpoint for the Postal Service in terms of customer experience with an OSAT score 
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of 33.34, the Public Representative offers that there is abundant opportunity to add 

value to the C360 customer experience. 

 CCC Survey Results 

Overall satisfaction as measured by the Customer Care Center survey increased 

slightly YoY in FY 2021, thereby exceeding its target by 0.11 percentage points.148  See 

Table VII-2.  The Postal Service explains that “the key drivers for CCC OSAT are Live 

Agent Issue Resolution” and “IVR Issue Resolution.”  FY 2021 ACR at 71.  In FY 2021, 

the Postal Service attributes the increase in OSAT to a better functioning IVR system 

which allowed customers to self-serve more effectively and allowed Live Agents to 

focus on complex inquiries.  Id. at 72.  In FY 2022, the Postal Service will continue 

testing self-service features in the IVR, including a pilot of a Visual IVR that will display 

on customer’s smartphones and allow for customer data inputs.  Id. 

The Public Representative encourages the Postal Service to continue to test 

tools that enhance the IVR and improve the CCC OSAT.  The Public Representative 

commends the Postal Service on two consequent years of meeting its CCC OSAT 

targets.  Still, the Public Representative notes that the CCC OSAT is still quite low at 60 

percent, and there is opportunity to add value to the customer care center experience. 

For example, the Postal Service directed Gallup to conduct a Business Impact Analysis 

which showed that improvements in employee engagement could have the largest 

impacts on CCC OSAT.149  

                                            

148 The CCC survey’s OSAT score is based on responses to the following questions for Live 
Agents and IVR, respectively: (1) “How satisfied are you with the overall experience provided by the 
contact center?”; (2) Please tell us how satisfied you were with the overall experience provided by the 
USPS automated system.”  See Library Reference USPS-FY21-38, Excel file 
“CX_Composite_ALL_SURVEYS_ProgramOverview_FY21.xlsx”, December 29, 2021. 

149 Docket No. ACR2020, Responses of the United States Postal Service to Questions 1-5 of 
Chairman’s Information Request No. 26, April 1, 2021, question 5.c.   
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 Market Dominant Product Satisfaction: Methodology 

The Delivery Survey and LBP are leveraged together to measure customer 

satisfaction with market dominant products. Residential and small/medium business 

customers are contacted by mail in the Delivery Survey to complete an online or phone 

survey.  FY 2021 ACR at 72.  These customers are sufficiently sampled to ensure a 90 

percent level of confidence for customer satisfaction estimates per quarter, with a 

minimum precision of +/- 5 percentage points.  Id.  The LBP survey is conducted 

monthly to account for seasonal variances and its participants are managed by a third 

party.  Id.   

The Commission directed the Postal Service to consider methodological changes 

to the Customer Satisfaction surveys which have not been addressed in the FY 2021 

ACR.  The Commission directed the Postal Service to continue asking general 

questions relating to service performance for Market Dominant products and to consider 

asking specific questions for each Market Dominant product relating to service 

performance.  FY 2020 ACD at 234.  The Commission suggested that customer 

satisfaction questions could ask customers for their satisfaction on service performance 

for each mailing service.  Id.   

The Postal Service explains that by asking follow-up questions to customers to 

explain their overall satisfaction in the BSN, BMEU, and POS surveys is fully responsive 

to the Commission’s directive.  FY 2021 ACR at 59.  This argument is unconvincing as 

these surveys do not correspond with the Commission’s directive, which pertains 

specifically to the Customer Satisfaction Surveys. Granted, as the methodology did not 

change in FY 2021, the Public Representative agrees that the Postal Service is 

responsive to the first part of this directive in continuing to ask about service 

performance in general.  However, the Public Representative finds that the Postal 

Service did not adequately consider the second part of the directive to consider adding 

questions related to service performance for specific mail products in the Customer 

Satisfaction Surveys.  If the Postal Service did not consider this suggestion or if it 
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considered this option and chose not to proceed, it should explain the reason it chose 

not to adopt the Commission’s suggestion.  

In addition, the Commission directed the Postal Service to “continue to ask 

follow-up questions for Large Business customers and consider asking follow-up 

questions for residential and small/medium business customers.”  FY 2020 ACD at 234.  

By not changing the methodology of the Customer Satisfaction surveys and asking for 

follow-ups in the BSN survey, which is geared towards large business customers, the 

Postal Service abided by the first part of this directive.  However, the Postal Service did 

not explain whether it considered the second part of this directive pertaining to 

residential and small/medium business customers. If it did consider it and chose not to 

act on the Commission’s directive, the Postal Service should explain the reason.  

Especially considering the substantial decline in customer satisfaction for residential 

and small/medium business customers in FY 2021, as discussed in Section VII.F.a., the 

Public Representative urges the Commission to direct the Postal Service to consider 

acquiring more detailed information from these customers. 

 FY 2021 Ratings for Market Dominant Products 

 Overall Satisfaction with Market Dominant Products 

Methodological changes in the Customer Satisfaction Surveys caused the Postal 

Service, Public Representative, and Commission to conclude that the Customer 

Satisfaction Surveys were not comparable between FY 2019 and FY 2020.  FY 2020 

ACR at 56; FY 2020 ACR, FY 2020 ACR PR Comments at 58; FY 2020 ACD at 233.  

Consequently, the Commission noted that, “In the FY 2021 ACD, the Commission will 

compare FY 2020 and FY 2021 results to evaluate the Postal Service’s progress in 

improving customer satisfaction with Market Dominant mailing services, if the Postal 

Service conducts surveys that allow for comparison.”  FY 2020 ACD at 233.  The Postal 

Service does not mention any methodological changes which would hinder 

comparability of the FY 2021 and FY 2020 Customer Satisfaction surveys, but it 
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mentions that “lingering impacts of the pandemic make a comparison of satisfaction 

scores between years difficult.”  FY 2021 ACR at 77.  

Given the Commission’s previous rejection of similar arguments made by the 

Postal Service in blaming COVID-19 for customer satisfaction declines, the Public 

Representative is unconvinced by this argument.  See FY 2020 Analysis at 81.  

Consequently, the Public Representative analyzes the changes in the customer 

satisfaction metrics by product.  Table VII-3 provides the overall satisfaction scores by 

products for residential, small/medium business, and large business customers for FY 

2020 and FY 2021.  Table VII-3 also lists the changes in those scores.150 

  

                                            

150 The Delivery survey’s OSAT scores is the weighted combination of responses from 
Residential and small/medium business customers to the following question: “Now thinking about your 
experience with these domestic products, what is your satisfaction with...[each Market Dominant 
product]?”  See Library Reference USPS-FY21-38, Word file “CX_Surveys_FY21.docx,” December 29, 
2021, at 26. The LBP OSAT scores by product are calculated based on responses to the following 
question: “Overall, how satisfied are you with your experience with each product you use?” Library 
Reference USPS-FY21-38, Preface, December 29, 2021, at 5. 
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Table VII-3 
Customer Satisfaction Surveys 

Comparison between the Actual and Target Scores 
FY 2020 and FY 2021151 

Market 
Dominant 
Products 
(Mailing 
Services) 

 

Residential1 Difference 
Small/Medium 

Business2 
Difference Large Business Difference 

 FY 
2020 

FY 
2021 

FY 2021 – FY 
2020 

FY 
2020 

FY 
2021 

FY 2021 – FY 
2020 

FY  
2020 

FY 
 2021 

FY 2021 – FY 
2020 

 A B C=B-A D E F=E-D G H I=H-G 

 
(%) (%) 

Percentage 
Points 

(%) (%) 
Percentage 

Points 
(%) (%) 

Percentage 
Points 

First-Class 
Mail 

91.44 79.14 -12.30 90.07 78.26 -11.81 83.09 85.57 2.48 

Periodicals N/A3 N/A3 N/A3 87.24 80.46 -6.78 79.43 84.58 5.15 

USPS 
Marketing 

Mail 
N/A3 N/A3 N/A3 80.22 71.85 -8.37 80.71 83.50 2.79 

USPS Retail 
Ground 

89.43 81.10 -8.33 88.28 79.09 -9.19 N/A3 N/A3 N/A3 

Media Mail 86.60 79.47 -7.13 85.59 77.51 -8.08 78.97 83.43 4.46 

Library Mail 81.62 76.25 -5.37 82.53 75.52 -7.01 80.29 83.88 3.59 

First-Class 
Mail 

International 
85.30 76.27 -9.03 82.05 71.39 -10.66 88.75 89.75 1.00 

 
Table VII-3 shows a clear pattern in the results of the Customer Satisfaction 

Surveys in FY 2021.  Across Market Dominant products for residential and 

small/medium business customers, customer satisfaction has declined significantly, 

especially for domestic and international First-Class Mail.  In contrast, large business 

customer satisfaction increased across all market dominant products, notably 

Periodicals and Media Mail.  The Delivery survey is aligned with the general pattern of 

                                            

151 Data are from FY2021 ACR, Tables 19 and 20.  Note [1] Results are for 12/30/2019 to 
9/30/2020. The Delivery Survey was updated on 12/30/2019; note [2] Results are for 10/25/2019 to 
9/30/2020. The LBP Survey was updated on 10/25/2019; note [3] Customer segment was not asked 
about product type in FY 2020/2021. 
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decreased customer satisfaction shown in the CX Composite Surveys.  Meanwhile, the 

LBP survey shows that the Postal Service should be commended for making its large 

business customers feel valued in the midst of the COVID-19 pandemic.  Given limited 

time and resources, the Public Representative suggests that the Commission consider 

the balance that the Postal Service should strike in meeting the needs of its Residential 

and small/medium business customers versus its large business customers. 

In the FY 2020 ACD, the Commission directed that “if customer satisfaction with 

Market Dominant mailing services declines between FY 2020 and FY 2021, the FY 

2021 ACR must explain why.”  FY 2020 ACD, Appendix A at 16.  The Postal Service 

attributes the decline in Residential and small/medium business customer satisfaction 

for Market Dominant products to the effects of COVID-19, including increased demand 

for packages and decreasing demand for flats and letters.  FY 2021 ACR at 77.   

The Public Representative believes the Postal Service’s argument is insufficient 

to answer the Commission’s directive.  The Commission should request clarification 

from the Postal Service.  The Postal Service does not explain why increased demand 

for packages and decreasing demand for flats and letters would, all else equal, lead to 

the sharp declines in customer satisfaction shown in Table VII-3 specifically for 

Residential and small/medium business customers.  Neither does it explain why the 

impacts of COVID-19 might impede comparability between results in FY 2020 and FY 

2021.   

The Public Representative agrees that the pandemic brought challenges to the 

Postal Service in terms of unprecedented volumes during the peak season and 

employee absenteeism, but the Postal Service does not explain why these issues were 

exacerbated in FY 2021 as compared to FY 2020 when the pandemic began and 

lockdowns were instituted, and it does not explain why the effect on customer service 

was dramatically worse for small businesses and residential customers.   
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 Actions Taken to Improve Product Satisfaction with Market 
Dominant Products 

Similarly, the Commission directed in the FY 2020 ACR that the Postal Service 

“must describe actions taken in FY 2021 to improve customer satisfaction with Market 

Dominant mailing services for each customer type and how these actions impacted the 

FY 2021 results.”  FY 2020 ACD, Appendix A, at 16; FY 2020 ACD at 235.  During FY 

2021, the Postal Service sought to increase customer satisfaction for all of its mailers by 

educating its customers in collaboration with industry associations, alliance partners, 

and Postal Customer Councils.  FY 2021 ACR at 75.  The Postal Service also focused 

on its Delivering for America plan, which it believes will lead to greater customer 

satisfaction through greater reliability of service.  Id.  The Postal Service increased the 

size of First-Class Mail commercial postcards.  Id. at 76.  Also, the Postal Service made 

enhancements to Informed Delivery that provides personalized information and 

notifications that are useful to customers. Id.  Lastly, the Postal Service continued to 

innovate new products for businesses to interact with their customers, such as the Plus 

One card.  Id. 

The Postal Service’s response does not satisfy the directive issued by the 

Commission.  The Commission asked for the Postal Service to provide information on 

actions taken to improve customer satisfaction for each customer type, Residential, 

small/medium business, and large business.  The Postal Service lists actions it took to 

improve customer satisfaction, and it seems to suggest that these actions improved 

customer satisfaction for all mailers.  However, given the non-uniform changes to 

customer satisfaction for Residential and small/business mailers and large business 

mailers, it would not make sense that the Postal Service’s general actions would 

produce vastly different results in terms of customer satisfaction for the two populations.  

In the FY 2020 ACR, the Postal Service summarized specific actions it took for different 

types of customers, such as the Every Door Direct Mail Retail Discount Promotion 

(EDDM-Retail), which was launched to help small businesses market their products.  

The Postal Service asserted that the program “successfully encouraged small business 
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mailers to start or re-start mailing with the Postal Service and thereby served to mitigate 

the decline in the Postal Service’s advertising mail due to the pandemic.”  FY 2020 ACR 

at 58.  The Postal Service should provide detailed information to clearly answer the 

Commission’s directive for the different strategies the Postal Service employed to 

improve customer satisfaction by each customer type and the results of those actions. 

 Conclusion 

The Public Representative concludes that FY 2021 was a poor year for the 

Postal Service’s performance on customer engagement.  The Postal Service’s CX 

Composite Score decreased substantially, driven by decreases in OSAT in the Delivery, 

C360, and USPS.com touchpoints.  The Public Representative believes that if the 

Postal Service is able to leverage lessons from different segments of its business for 

issues resolution and focuses on employee engagement, it can increase customer 

satisfaction across many areas of its business.  The Public Representative also 

questions the merit of the Postal Service’s adjustment to its CCC survey and objects to 

the Postal Service comparing the adjusted FY 2020 OSAT scores to FY 2019 OSAT 

scores because this calculation overstates the amount of customer satisfaction 

improvement.  The Public Representative asks the Commission to request clarification 

of the methodologies of the CCC survey and to question the negative target for BSN 

customer satisfaction for FY 2022.   

In terms of Market Dominant products, the Postal Service saw significant 

decreases in customer satisfaction across products for residential and small/medium 

customers and modest increases in customer satisfaction for large business customers.  

The Public Representative also requests the Commission to direct the Postal Service to 

explicitly consider Commission directives from the FY2020 ACD to amend its survey 

methodologies and inquire specifically about service performance by product.  Finally, 

the Public Representative requests the Commission to direct the Postal Service to more 

fully explain the reason for the large declines in residential and small/medium business 

customer satisfaction by customer type. 
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VIII. FY 2021 ACR REPORT ON FLATS AND FLAT-SHAPED PRODUCTS 

 Introduction 

Fiscal Year 2021 is the second full fiscal year since the adoption of the reporting 

rules in 39 C.F.R. § 3050.50.  The Public Representative has reviewed the applicable 

library references, particularly Library References USPS-FY21-45 and USPS-FY21-44, 

filed December 29, 2021, and responses to other Commission directives and 

information requests.  As in FY 2020, the Postal Service appears to have complied with 

most of the requirements that require responses including data, information and reports 

of management initiatives regarding current flats services and costs.  However, the 

COVID-19 pandemic disrupted ordinary operations in uncounted areas that clearly 

affected volumes and manpower availability.  The pandemic forestalled the ability of the 

Postal Service to provide meaningful year-to-year data comparisons or to fully 

implement planned management initiatives.152  As a result, potential cost savings or any 

further estimates of many of the impacts of ongoing or planned initiatives are not 

available.   

The Public representative acknowledges that data gathering and management 

initiatives have suffered a setback due to the pandemic. Nonetheless, the Public 

Representative requests the Commission to urge the Postal Service to find 

opportunities to make progress on improving flats’ service and costs. With flats volumes 

declining across the board, inaction can only exacerbate the negative effect of rising 

flats costs on the cost coverage of flat-shaped mail.  

 

                                            

152 Several questions were posed to the Postal Service requesting more detailed support for its 
assertions regarding the impact of the COVID-19 on the Postal Service’s ability to provide data or to 
implement planned initiatives.  See Responses to CHIR No. 2, Questions 4, 10, 11, 12, 15, 16, 31.   
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1. Commission flats directives before FY 2019 

The Postal Service’s FY 2020 ACR reports on issues regarding flats and flat-

shaped market dominant mail products.153  Flats cost and service issues have been an 

area of concern for the Commission for many years.  For several years before FY 2019 

the Commission issued ad hoc directives to remedy non-compensatory rates and 

service issues for flats and flat-shaped products.  

Flats Directives in FY 2010 ACD.  In the FY 2010 ACD, the Postal Service was 

directed to increase the cost coverage for flat-shaped Standard Mail through a 

combination of above-average price adjustments and cost reductions until revenues for 

the product exceed attributable costs.154  The Postal Service was also directed to report 

on operational changes implemented to reduce flats costs and methodology 

improvements in order to phase out the flats subsidy.  See FY 2020 ACR at 21  Since 

FY 2010, the Postal Service has reported and complied with the required price 

increases, including for FY 2018, FY 2019, and FY 2020.  Id., Table 7 at 22. 

Flats Directives in FY 2015 ACD.  Since FY 2015, the Commission has sought to 

identify data to develop metrics to measure, track and report flat-shaped market 

dominant mail products’ cost and service performance information.  FY 2019 ACD at 

175.  The Commission identified several pinch points for analysis defined as “functions 

where the Postal Service is not operating at maximum efficiency from a cost or service 

                                            

153 Flats and flats-shaped products (flats) consist of First-Class Flats, USPS Marketing Mail Flats, 
USPS Marketing Mail High Density and Saturation Flats and Parcels, USPS Marketing Mail Carrier 
Route, Periodicals, Every Door Direct Mail Retail, and Bound Printed Matter Flats.  Library Reference 
USPS-FY20-45 (b) Narratives at 1.  Periodicals, both In-County and Outside County products, are flat-
shaped mail.  The Commission defines “flat-shaped products” as products that consist of more than 80 
percent flat-shaped mail.  Docket No. RM2018-1, Notice of Proposed Rulemaking for Reporting 
Requirements Related to Flats, March 1, 2019 (Order No. 5004), at 8 n.17. 

154 FY 2020 ACR at 21, see also Docket No. ACR2020, Annual Compliance Determination Report 
Fiscal Year 2010, March 29, 2011, at 106 (FY 2010 ACD). 
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perspective.”  FY 2015 ACD at 107, n.194.155  The Commission further explained the 

usefulness of pinch points: 

Although relevant for developing reasonably accurate product costs, the 
CRA data are not “sufficient to accurately assess the savings 
achievable through improved operational efficiency.” Periodicals Mail 
Study at 57. Further, CRA data are not designed to identify the “pinch 
points,” i.e., functions where the Postal Service is not operating at a 
maximum efficiency and where operational reality does not match ideal 
operational design. (Footnote omitted).  FY 2015 ACD at 164. 

Several flat-shaped mail products have continually failed to cover their costs by 

significant amounts.  Numerous attempts to encourage the Postal Service to increase 

revenue and/or reduce costs to cover attributable costs for flats or flat-shaped mail 

pieces have not succeeded in reaching that goal.  More recently, the Commission’s 

decision in the ten-year review case required the Postal Service to increase flats rates 

“a minimum of 2 percentage points above the percentage increase for that class.”156 

2. New rules in 39 C.F.R. § 3050.50 

New Commission rules were finalized March 1, 2019, requiring extensive 

additional specific and detailed Postal Service reports related to flat-shaped market 

dominant mail to be filed with the ACR in order to increase the transparency of cost and 

service issues and accountability for flats operational initiatives.157  These requirements 

appear at 39 C.F.R. § 3050.50 of the Commission’s rules.   

                                            

155 The FY 2015 ACD stated “Due to the ongoing decline in service performance results, it 
appears that the Postal Service’s use of its diagnostic tools, or the associated corrective action, has been 
ineffective in increasing service performance results in areas with pinch points in processing or 
transportation flows.”  FY 2015 ACR at 107.  See also Docket No. ACR2012, Library Reference USPS–
FY12–29 at 8.   

156 FY 2020 ACR at 22, see also Docket No. RM2017-3, Order Adopting Final Rules for the 
System of Regulating Rates and Classes for Market Dominant Products (Ten-Year Review Decision), 
November 30, 2020, Attachment at 38 (Order No. 5763).  See 39 U.S.C. § 3030.221.    

157 Docket No. RM2018-1, Notice of Proposed Rulemaking for Reporting Requirements Related 
to Flats, March 1, 2019, at 7 (Order No. 5004); Order Adopting Final Rules on Reporting Requirements 
Related to Flats, May 8 2019, at 2-3 (Order No. 5086).  
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The rules in § 3050.50 are comprehensive in their coverage and are in addition 

to some previous directives.  The rules were “initiated to facilitate the developments of 

consistent reporting requirements to measure, track, and report cost and service 

performance information related to flats and to explore potential enhancements to the 

Postal Service’s data systems.”  (Emphasis added.)158  The Postal Service already 

collected the data that the rules now require it to report.159  The rules do not infringe 

upon the authority and independence of the Postal Service’s management to undertake 

specific initiatives or operational changes that are intended to reduce costs or improve 

service performance.  The rules further require reporting of the steps and plans of 

Postal Service’s management to correct the non-compensatory nature of flats products 

and to improve their service performance toward target levels. 

Generally, § 3050.50 requires detailed flats and flat-shaped product information 

“readily available” that “falls into four categories: (1) analysis of consolidated service 

and cost data; (2) analysis of costs by operationally relevant groupings; (3) analysis of 

flats data related to individual pinch points; and (4) analysis to estimate the impact of 

operational changes on flats service and costs.”160  The first category requires “volume 

and costs data for each flat-shaped product.  Id.  Total costs are to be disaggregated 

which sum to the total costs by processing, delivery, vehicle service drivers, purchased 

transportation, window service, and other unit costs.  Id.   

The second category of information involves analyses of data of Labor 

Distribution Codes (LDC) and the Management Operating Data System (MODS) from 

                                            

158 Docket No. RM2018-1, Advance Notice of Proposed Rulemaking to Develop Data 
Enhancements and Reporting Requirements for Flats Issues, October 4, 2017, at 1 (Order No. 4142); see 
also Order No. 5086.  

159 The information to be collected is “readily available and previously provided or proposed by 
the Postal Service.”  RM2018-1, Notice of Proposed Rulemaking for Reporting Requirements Related to 
Flats, March 1, 2019 (Order No. 5004), at 8. 

160 Order No. 5004 at 8. 
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the Payroll Hourly Summary Report and Reallocated Trial Balance to provide cost data 

by individual activities.  Id. at 8-9.   

The third category of information requires a report of “one or two data systems 

for each pinch point” and an update of the Commission’s ACD analysis in Chapter Six of 

the ACD.  Id. at 9.  Six pinch points in the handling process have been identified by the 

Commission.  The pinch points are: Bundle processing, Low productivity on automated 

equipment, Manuel sorting, Productivity and service issues in allied operations, 

Increased transportation time and cost, and Last mile/delivery.  FY 2019 ACD at 161.  

For each of six pinch points, an analyses is required of manual processing, FSS 

processing, volume trends, and a cost and service performance analysis plus a 

narrative identifying the drivers of changes in these analyses between fiscal years. 

The fourth category of information in rule 3050.50 expanded the 2010 ACD 

directives that originally applied to only Marketing Mail Flats to all flat-shaped mail.  It 

requires reporting of all operational initiatives that affect all flat-shaped mail and requires 

links of operational initiatives and changes to either specific pinch point metrics or unit 

costs.161  Also, a narrative discussing any planned data enhancements is required.  Id. 

at 10. 

 Specific requirements of § 3050.50 

Flats service and cost data is provided primarily in response to the requirements 

spelled out in 39 C.F.R. § 3050.50(b)-(g).  The information required by 39 C.F.R. 

§ 3050.50 is listed in six subsections, § 3050.50(b) through (g), and applies to all flat-

shaped mail in addition to Marketing Mail Flats that was the focus of the FY 2010 ACD 

                                            

161 The final rule expanded the requirement to those “operational changes and/or initiatives that 
will have any impact on flat-shaped mail operations, flat-shaped mail costs, and/or flat-shaped mail 
service.”  Order No. 5086 at 10; see 39 C.F.R. § 5050.50(f).  Similarly, reporting is required of “data 
enhancements that will have any impact on measuring, tracking, and/or reporting on flat-shaped mail 
costs, operations, and/or service.”  Id.; see 39 C.F.R. § 5050.50(g). 
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directive.  FY 2021 ACR at 6.  Most of the required flats information is reported in the 

following sequence by the Postal Service in Library Reference USPS-FY21-45:162 

 Financial report includes data on attributable costs and volumes and 
narratives pursuant to § 3050.50(b).  

 Service performance is reported pursuant to §3050.50(c).  

 Operational costs are reported pursuant to §3050.50(d).   

 Pinch point reports including narratives pursuant to §3050.50(e). 

 Operational changes pursuant to § 3050.50(f). 

 Data enhancements report pursuant to § 3050.50(g). 

1. FY 2021 Financial report pursuant to § 3050.50(b) 

The financial report applies to all mail products consisting of more than 80 

percent flat-shaped mail.  §3050.50(b).163  The report shall include as a minimum the 

information required by subsections (b)(1) through (b)(13).  Subsections (b)(1) and 

(b)(2) require volume and unit attributable costs for six cost categories: mail processing, 

delivery, vehicle service driver, purchased transportation, window service and other.164  

In addition, subsections (b)(3) through (b)(7) requirements are:  

 A narrative explaining the methodology to calculate unit attributable costs 
(b)(3). 

 A list, with workpapers, of flats with the change in average unit attributable 
costs greater than the average change in total market dominant average 
unit attributable cost and a plan to reduce the unit costs for the identified 
product (b)(4).  

 Analysis of volume trends and mail mix changes including unit costs for 
combined flat-shaped products and methodology used (b)(5)-(6). 

 Analysis of the Flat Sequencing System (FSS) (b)(6). 

 Analysis of manual processing (b)(7).   
 

                                            

162 Data for Periodicals are provided primarily in Library Reference USPS-FY21-44, December 
29, 2021. 

163 See Library Reference USPS-FY21-45, December 29, 2021, folder “Rule 3050.50 Flats,” 
folder “Paragraph (b) -- Financial Report,” PDF file “Part B Narratives-FY 21 Rule 3050.50.pdf” (3050 Part 
B Narrative) at 1. 

164 Note that this section focuses on obtaining unit attributable costs rather than total flats 
attributable costs. 
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Finally, subsections (b)(8)-(b)(13) require estimates with workpapers of the cost impacts 

of six pinch points: 

 bundle processing (b)(8) 

 low productivity on automated equipment (b)(9) 

 manual processing (b)(10) 

 allied operations (b)(11) 

 transportation (b)(12) 

 last mile/delivery (b)(13)  
 

2. Section 3050.50(b)(1)-(2): (b)(1) volume and attributable costs; 
(b)(2) unit attributable costs disaggregated into cost categories   

The Postal Service indicates that total flats volumes declined by 4.6 percent 

between FY 2020 and FY 2021.165  Table VIII-1, below, provides volumes for all flats 

products and categories in FY 2020 and FY 2021 and the percentage changes.  

Volumes for flat-shaped products in all categories declined, except for USPS Marketing 

Mail - Every Door Direct Mail Retail.  Id.  Furthermore, the decline in volume was driven 

by a reduction in flat-shaped pieces in USPS Marketing Mail, Periodicals, and First-

Class Mail, which experienced declines of 3.9 percent, 8.2 percent, and 2.4 percent, 

respectively.  Id.  These declines were particularly pronounced in USPS Marketing Mail 

High Density and Saturation (HD/SAT) Flats and Parcels, USPS Marketing Mail flats, 

and Outside County Periodicals, which experienced declines of 4.2 percent, 10.3 

percent, and 8.6 percent, respectively.  Id.   

                                            

165 See Library Reference USPS-FY21-45, December 29, 2021, folder “Rule 3050.50 Flats,” 
folder “Paragraph (b) -- Financial Report,” Excel file “FY21.Rule.3050.50.Para.B.xslx,” (3050 Part B 
Workpapers) tab “Item b5.”  (23,484 – 24,625)/23,484 =~ -4.6 percent. 
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Table VIII-1 
FY 2020 – FY 2021 Volumes of  

Market Dominant Flats and Flat-Shaped Products and Categories166 
 

Market Dominant Flats and Flats-Shaped 
Products 

Volume 

FY 2020 
($ millions) 

FY 2021 
($ millions) 

Change 
(%) 

First-Class Mail: Flats 1,205 1,176 -2.4% 

       

     HD/SAT Flats and Parcels 10,427 9,994 -4.2% 

     Carrier Route 5,048 5,042 -0.1% 

     Flats 3,199 2,869 -10.3% 

     Every Door Direct Mail Retail 530 542 2.3% 

Total USPS Marketing Mail 19,204 18,447 -3.9% 

       

     Periodicals In County 469 447 -4.7% 

     Periodicals Outside County 3,537 3,232 -8.6% 

Total Periodicals 4,006 3,679 -8.2% 

       

Package Services: Bound Printed Matter 
Flats 

211 181 -14.2% 

       

Flats Grand Total: 24,625 23,484 -4.6% 

 
 

The Postal Service believes the downwards pressure on volume stems from 

substitution due to digitalization and the effects of COVID-19.  For example, the Postal 

Service attributes the decline in Marketing Mail flat-shaped product volumes to 

“pressure from other marketing and digital communication channels.” § 3050 Part B 

Narrative at 6.  This, in turn, has led to weakness and consolidation within the catalog 

industry, depressing volumes.  Id.  According to the Catalog Mailers Association, 

COVID-19 exacerbated these pressures, as 58 percent of catalogers, a key mailer of 

Market Mailing flats, decreased their circulations due to COVID-19.  Id. at 7.  The effect 

of the pandemic may also be lasting, as only 28 percent of these catalogers plan to mail 

                                            

166 3050 Part B Workpapers, tab “Item b5.” 
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more after COVID-19.  Id.  Similarly for Periodicals, the Postal Service attributes recent 

volumes losses to “substitution from the Internet, mobile devices, and e-readers.”  Id. at 

9.  The Postal Service acknowledges the decrease in First-Class Mail flats, but it does 

not provide a specifically detailed explanation for the decrease.  FY 2021 ACR at 8.  

Volume declines are discussed in further detail in Section II.D.2. 

The Postal Service points to the continued shortfall in First-Class Mail flats and 

USPS Marketing Mail flats volume (and the volumes losses in the other flats categories) 

as the “primary reason” for losses due to higher mail processing costs.  Id. at 9, 20.  The 

Postal Service cites this as the main reason the processing costs of flat-shaped mail 

continued to rise faster than wages and that no progress was made in reducing those 

costs.  Id.  Setup activities and breakdown activities are largely invariant to processed 

volume, so that as volume declines, it leads to higher unit mail processing costs.  Id.  

Thus, in the last year, AFSM 100 productivity (TPF/workhour) declined by 3 percent and 

FSS productivity declined by 4 percent.  Id.   

Due to the volume loss for all flats products, the Postal Service witnessed 

increases in unit costs. Table VI-2, below, provides unit costs for all flats products and 

categories in FY 2020 and FY 2021 and the percentage changes.  The Postal Service 

indicates that total flats unit costs increased by 4.3 percent between FY 2020 and FY 

2021.  See Table VI-2.  Unit costs for flat-shaped products in all categories increased.  

Id.  In fact, flats unit costs for all products increased by more than double the average 

increase in Market Dominant Mail unit costs in FY 2021, 1.6 percent.  Id.  The increase 

in overall flats unit costs was driven by increased unit costs in USPS Marketing Mail 

High Density and Saturation Flats and Parcels, flats, and Carrier Route products, as 

well as increased unit costs in Outside County Periodicals.  These costs are discussed 

in further detail in Section II.C. 
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Table VIII-2 
FY 2020 – FY 2021 Attributable and Unit Costs of  

Market Dominant Flats and Flat-Shaped Products and Categories167 
 

Market Dominant Flats and 
Flats-Shaped Products 

Attributable 

Cost 
Unit Costs 

FY 2021 
($ millions) 

FY 2020 
($) 

FY 2021 
($) 

Change 
(%) 

First-Class Mail: Flats 1,560 1.282 1.326 3.5% 

       

USPS Marketing Mail:      

     HD/SAT Flats and Parcels 1,427 0.138 0.143 3.6% 

     Carrier Route 1,442 0.276 0.286 3.5% 

     Flats 2,058 0.666[1] 0.717 7.7% 

     Every Door Direct Mail 
Retail 

42 0.072 0.078 7.1% 

       

Total Periodicals:      

     Periodicals In County 108 0.213 0.242 13.7% 

     Periodicals Outside County 1,661 0.480 0.514 7.1% 

       

Package Services: Bound 
Printed Matter Flats 

119 0.607 0.658 8.4% 

          

Flats Grand Total: 8,418 0.344 0.358 4.3% 

     

Total Market Dominant Mail 
(incl. flat and non-flat 
products) 

N/A 0.211 0.214 1.6% 

 

 

                                            

167 Flats unit and attributable costs are from 3050 Part B Workpapers, tab “Item b4.”  “Flats Grand 
Total” unit costs are calculated using a volume-weighted average of flats product unit costs. The FY 2021 
ACR states that, “From FY 2020 to FY 2021, the percentage change in total market dominant average 
unit attributable costs was 1.6 percent, or 0.3 cents.”  FY 2021 ACR at 2.  [1] The FY 2020 unit cost for 
USPS Marketing Mail flats is updated from 66.4 cents to 66.6 cents to account for the methodological 
changes made in FY 2021, so that it is comparable to the stated FY 2021 unit cost.  See FY 2021 ACR at 
34. 
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Table VI-3, below, provides cost coverage, loss, and attributable costs for all 

non-compensatory flat products in FY 2021. It demonstrates the total FY 2021 losses on 

non-compensatory flats and flat-shaped products were $1,707 million.  See Table VIII-3.  

For the first time in recent years, First-Class Mail flats failed to cover costs, with 98.7 

percent cost coverage, down 1.3 percentage points from FY 2020.  FY 2021 ACR at 10, 

Table 3.  Marketing Mail Carrier Route only covered 94.5 percent of attributable costs, 

down 1.5 percentage points from FY 2020, with a loss of $79 million.  FY 2021 ACR at 

16-17.  This product has failed to cover costs since FY 2019.  Id. at 17.  Marketing Mail 

Flats revenue also failed to cover costs, covering only 60.2 percent of attributable costs, 

down 3.0 percentage points from FY 2020.  Id. at 20.  Those two Marketing Mail flats, 

combined, lost a total of $897 million.168  See Table VI-3.  Periodicals continued its 

losses, lowering its cost coverage to 44.5 percent for In-County and 53.6 percent for the 

Outside-County product.  FY 2021 ACR at 38, Table 12.  Periodicals lost a total of $830 

million.169  See Table VI-3.   

  

                                            

168 $79 + $818 = $897 in Marketing Mail flat-shaped product losses. 

169 $60 + $770 = $830 in Periodicals flat-shaped product losses. 



Docket No. ACR2021 - 114 - Public Representative Comments 
 
 
 

 

Table VIII-3 
FY 2021 Financial Results for  

Flats and Flat-Shaped Products with Losses  
First-Class Mail, Marketing Mail, and Periodicals170 

 

Market Dominant Flats 
Products  

Cost Coverage 
(%) 

Loss 
($ millions) 

Attributable 
Cost 

($ millions) 

First-Class Mail:     

    Flats 98.7 20 1,560 

USPS Marketing Mail:    

    Carrier Route 94.5 79 1,442 

    Flats  60.2 818 2,058 

Periodicals:    

    In-County 44.5 60 108 

    Outside County 53.6 770[1] 1,661 

Total Loss:   1,707  

 

The Postal Service filed its Periodicals Pricing Report with the FY 2021 ACR 

detailing the impacts of price changes resulting from the Docket Nos. R2021-1 and 

R2021-2 rate changes for Periodicals.171  The volume of Outside County Periodicals 

continued to decline and has been declining for decades.  Id; see also Table VI-1. 

Although there were two price changes implemented, the Postal Service analyzes the 

impact of both together because it felt that “given the short period between the two 

[price changes], that separate analysis of each was not possible.”  Id.  

                                            

170 FY 2021 ACR, Table 1 at 7, Table 5 at 16, Table 12 at 38. [1] The Public Representative asks 
the Commission to consider seeking clarification on the loss for Outside Country Periodicals. Table 12 of 
the FY 2021 ACR  lists the loss as $730 million, but this does not correspond with implied loss based on 
the listed revenue and attributable cost ($891 million – $1,661 million = $770 million.  The $730 million 
figure also does not correspond with the CRA Report. See Library Reference USPS-FY21-1, December 
29, 2021, Workbook: Public_FY21CRAReport, Tabs: “Cost1” and “Cost2.” 

171 See Library Reference USPS-FY21-44, December 29, 20221, PDF file “USPS-FY21-44 
Preface.Report.pdf” (FY 2021 Periodicals Pricing Report Preface) at 1. 
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The two prices changes were the relative reduction in carrier route and pound 

prices, which were meant to encourage higher density and editorial content in Periodical 

mailings, respectively.  Id. at 3.  In FY 2021, the usage of high-cost sacks was reduced 

in line with the Postal Service’s initiative to incentivize density by reducing relative 

carrier route prices.  Id.  In general, the Postal Service states that publication 

characteristics change for reasons unrelated to Postal Service pricing, and, therefore, it 

is “difficult to discern or isolate the effects of the Periodicals pricing change in R2021-1.”  

Id. at 2.  On balance in Q3 and Q4, “the magnitude of the change in revenue relative to 

the change in costs yields a slight improvement in the cost coverage due to the 

influences of preparation characteristics.”  Id. at 7. 

The Public Representative remains very concerned about the decline in 

Periodicals volumes and the resulting downward impact on cost coverages.  Particular 

emphasis should be placed on reducing costs of Outside County Periodicals since that 

product lost $730 million in FY 2021 compared to the $60 million lost in the same period 

by In County Periodicals.  Id. at 7. 

3. Section 3050.50(b)(3) methodology to calculate unit costs 

In its FY 2021 ACR, the Postal Service provides the materials constituting the 

functional unit cost analysis required by § 3050.50(b)(2) to calculate unit costs.172  The 

volumes and attributable cost figures are taken from the public version of the CRA.  

3050 Part B Narrative at 2.  The mail processing, delivery, vehicle service driver, and 

window service unit costs are taken from the non-operation specific piggyback factor 

analysis.  Id.  The purchased transportation unit costs are taken from the public version 

of the Cost Segments and Components Report.  Id.  The inframarginal unit costs are 

taken from the public version of the CRA Expanded workbook filed in USPS-FY21-1.  

                                            

172 See 3050 Part B Narrative at 1 and 3050 Part B Workpapers, tab “Item b2.”  
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Id.  Oher unit costs are the difference between the total attributable unit cost the sum of 

various unit costs shown in the b2 worksheet.  Id. 

4. Section 3050.50(b)(4) flats products with average unit costs 
changes greater than average change in total average unit costs 

 In FY 2021, the change in total market dominant average unit attributable cost 

was 1.6 percent.  Id.; see also FY 2021 ACR at 2; see also Table VIII-2.  All eight flat-

shaped products each had increases in its average unit attributable cost greater than 

the percentage change in total market dominant average unit attributable cost.  3050 

Part B Narrative at 2.  The non-compensatory flats unit attributable costs increased by 

the following percentages:173 

 First-Class Mail Flats, 3.5 percent (primarily driven by mail processing and 
purchased transportation unit costs increases). 
 

 HD/SAT Flats and Parcels, 3.6 percent (primarily driven by delivery unit 
costs increase and partially offset by decline in mail processing unit costs). 

 

 Carrier Route, 3.5 percent (primarily driven by delivery and mail 
processing unit costs increases).  

 

 USPS Marketing Mail Flats, 7.7 percent (primarily driven by delivery, mail 
processing, and purchased transportation unit costs increases).174 

 

 Every Door Direct Mail Retail, 7.1 percent (primarily driven by mail 
processing and delivery unit costs increases). 

 

 In-County Periodicals, 13.7 percent (primarily driven by delivery unit costs 
increase)175 

                                            

173 Id. at 2-3.  

174 See Table ViiI-2.  The Postal Service states that the increase in Marketing Mail Flats 
attributable unit costs is 8.0 percent.  3050 Part B Narrative at 3.  This figure does not account for the 
difference in costs attributable to methodological changes in cost attribution made in FY 2021.  See FY 
2021 ACR at 34. 

175 The Public Representative asks the Commission to consider seeking clarification on the 
drivers of In-County Periodicals costs as the Postal Service has appeared to made an error in its 
explanation, citing increases to delivery unit costs twice: “In County Periodicals unit attributable cost 
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 Outside-County Periodicals, 7.1 percent (primarily driven by mail 
processing and delivery unit costs increases). 

 

 Bound Printed Matter Flats, 8.4 percent (primarily driven by mail 
processing and delivery unit costs increases and partially offset by decline 
in purchased transportation unit costs. 

 
It is significant that all flats products had average unit attributable cost increases 

above the average percentage unit attributable cost for market dominant products.  

Increased delivery costs are cited as one of the causes of the cost increases for seven 

of eight flats products.  Only First-Class Mail Flats was not primarily affected by delivery 

cost increases.  At least six products were affected by an increase in processing costs 

(First-Class Mail Flats, Carrier Route, USPS Marketing Mail Flats, Every Door Direct 

Mail Retail, Outside County Periodicals, Bound Printed Matter Flats, and potentially In 

County Periodicals)176  while only HDSAT Flats and Parcels experienced a decline in 

processing costs.  From this, it is fair to conclude that initiatives should focus particularly 

on reducing the cost of delivering flats and the associated mail processing costs. 

5. Section 3050.50(b)(5) volume trends and mix changes  

This section requires a report on volume trends and mix changes in aggregate 

unit costs from FY 2013 to present for combined flats using present and FY 2013 

volumes.  It also requires a narrative of drivers of change in volume trends and mix 

trends and an explanation of the estimation methodology.  

Overall volume of flat-shaped mailpieces declined from FY 2013 to FY 2021 by 

23.5 billion pieces, a compound annual growth rate (CAGR) of -5.2 percent  Id. at 12.  

                                            

increased 2.9 cents (13.7 percent) that was primarily driven by a 2.2 cent (14.1 percent) increase in 
delivery unit costs and a 0.9 cent (17.3 percent) increase in delivery unit costs.”  3050 Part B Narrative at 
3.  

176 This list may also potentially include In County Periodicals based on clarification from the 
Postal Service. 
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Marketing Mail Flats lost more pieces then other flats products, but First-Class Mail and 

Periodicals flats volumes fell at a faster rate.  Id.   

From FY 2013 to FY 2021, First-Class Mail Flats declined by 722.3 million pieces 

with a CAGR of -5.8 percent.  Id. at 4. Most of this decline stems from declines in 

Single-Piece Flat.  Id. at 5.  Volumes were likely hurt by electronic diversion and the 

COVID-19 pandemic.  The volume of automated presorted flats shifted toward 3-Digit 

and 5-Digit mail categories, in part due to mail service providers presorting to finer 

levels and taking advantage of discounts.  Id. at 5-6. 

Marketing Mail flats volume declined by about 8.9 billion pieces with a negative 

CAGR of 4.8 percent from FY 2013 to FY 2021.  Id. at 6.  The decline was led by 

weakness in the catalog industry and industry mergers removed some duplications.  

COVID-19 had a significant negative impact on most components of Marketing Mail 

flats.  Id.  Commercial flats volume has decreased much faster than non-profit flats 

volume.  Id. at 7.  

Between FY 2013 and FY 2021, Periodicals volume has declined with a 

compound annual growth rate of -6.7 percent.  Id. at 9.  COVID-19 likely had the same 

impact on Periodicals flats as it did on First-Class Mail and Marketing Mail Flats.  

The volume of Bound Printed Matter, which primarily consists of heavy catalogs, 

had been steadily increasing from FY 2013 to FY 2018, but has dropped since then with 

the COVID-19 pandemic being the most recent root cause of the decline.  Id. at 10.  

Volume fell by 14 percent in FY 2021.  Id.   

The Postal Service illustrates the trend of the unit prices for all flats with both 

actual volumes and constant FY 2013 volumes.177 

COVID-19 clearly affected the volumes and mix data for the latter half of FY 2020 

and for all of FY 2021, and likely beyond that time period.  Nevertheless, the data that is 

                                            

177 See 3050 Part B Workpapers, tab “item b5.”  
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captured can be used as a basis for analyses and initiatives to adjust to volume and mix 

changes going forward. 

6. Section 3050.50(b)(6) drivers of change for FSS operations  

 The trend of declining flats’ volume continued to affect the FSS operations in FY 

2021.  Id. at 13.  Several FSS initiatives were suspended due to the effects of the 

COVID-19 pandemic.  In FY 2020, due to employee availability issues, some sites 

temporarily suspended mail processing on FSS equipment and processed the volumes 

on AFSM100 machines instead.  In FY 2021, FSS machines resumed normal 

processing, but the Postal Service claims that “residual effects” of the mail shift to 

AFSM100 machines caused declines in DPS percentage of FSS mail from FY 2020 to 

FY 2021.  Id. at 13.   

The Public Representative asks the Commission to urge the Postal Service to 

reinstitute some or all of the meaningful FSS initiatives that were suspended in FY 2020 

through FY 2021, so that they may be reviewed in the FY 2022 Annual Compliance 

Review.  

7. Section 3050.50(b)(7) drivers of change in Manual operations  

 The Postal Service states that manual processing costs have increased due to 

the FSS compression initiative, which removes delivery points with average daily 

volumes of zero from sort programs in order to optimize the sort program.  Id. at 14.  

The result of this practice is that mail associated with removed delivery points must be 

sorted manually at the delivery unit.  Id.  The effects of this initiative explain the reason 

that the percentage of mail manually sorted increased from 4.6 percent in FY 2020 to 

5.2 percent in FY 2021.  3050 Part B Workpapers, tab “Item b7.” 
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8. Section 3050.50(b)(7)–(b)(13) 

Certain cost calculations for FY 2020 of pinch point operations for flat-shaped 

products are provided.  The percent of total mail processing costs are presented for 

three pinch points: Bundles at 5.7 percent, Manual processing at 20.1 percent and 

Allied operations at 27.7 percent.178  The three largest impacts of productivity changes 

on mail processing costs were for APBS Outgoing (5.3 cents decrease, from 25.5 cents 

to 20.2 cents), for APPS Outgoing (4.9 cents decrease, from 28.6 cents to 23.7 cents), 

and for LIPS Incoming (2.4 cents decrease, from 26.4 cents to 24.0 cents).  3050 Part B 

Workpapers, tab “Item b9”.  The Public Representative notes that the overall cost 

impact due to productivity changes is a $10,396,096 decline in costs.  Id.  The 

transportation cost share of total attributable costs for flats products was 8 percent and 

delivery costs constituted 47 percent of total flats attributable costs.  Id. Tabs “Item b12” 

and “item b13,” respectively. 

 

 

 

 

 

 

 

 

 

                                            

178 3050 Part B Workpapers, tabs “Item b8”, “Item b10” and “Item b11,” respectively.   
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 FY2021 Pinch Points pursuant to § 3050.50(e) 

Since FY 2015, several six pinch points in operations have been identified as 

contributing to cost and service issues for flats.179  Pinch point reports are required for 

operational areas with quarterly and fiscal year data for a minimum of 5 years at the 

national and facility level.  Subsection 3050.50(e) requires the following reports: 

 Bundle Breakage Visibility Reports (e)(1) 

 Mail Processing Variance Reports (e)(2) 

 eFlash Report (e)(3) 

 Work in Process Metrics Report (e)(4) 

 First-Class Mail Root Cause Point Impact Report (e)(5) 

 SVWeb Report (e)(6) 

 Last Mile Impact Report (e)(7) 

 

In addition, subsections § 3050.50(e)(8)-(10) require a narrative of the changes 

made to the underlying data systems during the fiscal year and a discussion of the 

trends, changes and reasons for any changes in data as well as the closest successors 

of any discontinued data report. 

The FY 2020 ACD analyzed the pinch points contributing to cost and service 

issues for flats and identified the areas where the Postal Service should focus its 

resources and/or provide additional reporting in future years.180  The FY 2020 ACD 

analyzed the problem areas as required by § 3050.50(e) and made several 

recommendations discussed below with each pinch point.   

                                            

179 Docket No. ACR2015, Annual Compliance Determination Report, March 28, 2016 (FY 2015 
ACD), at 165, 181.  See also Order No. 5086 at 2 n.3. 

180 FY 2020 ACD at 244.  The Commission discussed these pinch points but with slightly different 
labels.  Id. at 244-261.  The labels are: Bundle processing, Low productivity on Automation Equipment, 
Manual Sorting, Productivity and Service Issues in Allied Operations, Transportation Cost and Time, and 
Last Mile/Delivery.  Id. at 244-260. 
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However, the Postal Service’s FY 2021 ACR does not indicate many instances of 

new initiatives undertaken to reduce the impact of the pinch points on costs and service.  

Information required or recommended by the Commission in the FY 2020 ACD as 

discussed below.  Commission Flats directives are briefly discussed with a short 

summary of above-average price increases for Flats.  FY 2021 ACR at 31-3.  There is 

some discussion in Library Reference USPS-FY21-45(e)(9) Narratives, Pinch Point 

Report analyzing the pinch points information required by 3050.50(e).181  The Postal 

Service notes that it is providing all operational changes designed to reduce flats costs 

in the previous fiscal year and the effects of such changes pursuant to § 3050.50(f) in 

Library Reference USPS-FY21-45.   

1. Bundle Breakage Visibility Reports § 3050.50(e)(1)  

Bundle processing is a recognized pinch point.  While bundles declined in FY 

2019, broken bundles increased.  In FY 2019, there was no measurable goal for broken 

bundle reduction.  FY 2019 ACD at 162.  Data showed that bundle breakage rates vary 

greatly by facility, but the Postal Service did not know the specific reasons for the 

different breakage rates among facilities.  Id. at 160.  A report of the service impact of 

bundle breakage was not to begin until FY 2022.  Id. at 162.  The Postal Service 

planned to study the cause of bundle breakage and cited two initiatives to reduce 

bundle breakage including changing applicable Standard Work Instructions and the 

mailer irregularity application.  Id. at 162-163.  

Upon review of the FY 2020 ACR, the Commission recommended the Postal 

Service estimate the cost that broken bundles add to flats processing costs.  It was also 

recommended that the Postal Service continue to study the causes of bundle breakage, 

improve tracking of bundle irregularities and ensure corrective actions are implemented.  

FY 2020 ACD at 248. 

                                            

181 Information provided in Library Reference USPS-FY20-45, December 29. 2021.   
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The FY 2021 ACR indicates bundle breakage continued to increase-for 

periodicals from 4.2 percent to 4.5 percent and for USPS Marketing Mail from 6.4 

percent to 7.1 percent.182  Overall bundle breakage in FY 2021 hit a new high of 6.29 

percent of total bundles.183  The highest percentage of broken bundles continues to be 

consistently those bundles processed on the APPS machine where the largest 

percentage of Periodicals and USPS Market Mail has been processed except for the 

processing on the SPBTS machine type.184  The Postal Service reports increased 

efforts to increase internal awareness of bundle breakage and recordation to 

abate/reduce breakage.  Id.  It reports COVID-19 and recent Postal Service 

organizational changes have slowed efforts to improve communications with mailers 

concerning bundle irregularities.  Id.  No new initiatives to improve corrective actions 

were reported. Id. at 1-2. 

Since FY 2021 proved to be a transition year, the Public Representative requests 

the Commission to recommend the Postal Service increase its efforts to comply with the 

Commission’s recommendations in the FY 2020 ACD.  See FY 2020 ACD at 248. 

2. Mail Processing Variance Reports § 3050.50(e)(2)185 

The second pinch point discussed in the FY 2021 ACR is low productivity on 

automation equipment, which the Postal Service reports pursuant to § 3050.50(e)(2) as 

“Mail Processing Variance Reports.”  During FY 2021, flats workhours increased due to 

the after effects of COVID-19 when additional employees were hired so that more total 

                                            

182 Library Reference USPS-FY21-45, Paragraph (e) – Pinch Point Reports, PDF file FY21 
Rule3050.50 e.9, Trend Narratives .pdf at 1. 

183 Library Reference USPS-FY21-45, Paragraph (e) – Pinch Point Reports, PDF file FY21 
Rule3050.50, e.1 Bundle Breakage Visibility.pdf.  

184 Id., Table VI-3 Bundle Breakage. 

185 Also referred to as Low Productivity on Automation Equipment.  FY 2020 ACR at 248. 
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hours were used than in FY 2020.186  The Postal Service recognizes that over the last 

five years volume has declined faster than work hours—29 percent versus 22 percent.  

Id.  The mathematical result is a continuing decline in productivity.  The Postal Service 

offers no new initiatives to reverse the trend, but it “is committed to holding sites 

accountable to improve year over year productivities.”  Id. at 3.  

3. eFlash Report § 3050.50(e)(3)  

The third pinch point data requirement is set forth in § 3050.50(e)(3) and is 

referred to as the eFlash Report (Manual Sorting in the FY 2020 ACD).  The FY 2020 

ACD recommended that the Postal Service develop accurate methods to track flat-

shaped mail that is manually processed in FY 2021 and that it develop a plan to 

decrease the number of flats processed manually to achieve a proportional reduction in 

unit manual processing costs.  FY 2020 ACD at 255. 

The data produced without discussion or Postal Service analysis indicates an 

increase (rather than the hoped for decrease) in manually handled Flats volume in FY 

2021 of 3,552,963,084 pieces, an increase over the FY 2020 volume of 

3,345,463,138.187  Nevertheless, the volume did not increase so much as to disrupt the 

general downward trend in manual flats volumes of recent years going back at least to 

FY 2017 when the manual flats volume was 4,044,920.561.  The net result of the data 

shows the average cost to handle a flat piece of mail fell only very slightly to $0.0368 in 

FY 2021, down from $0.0379 in FY 2020.  Yet, the FY 2021 unit cost remains at exactly 

the same cost level as in FY 2018 when volumes were much greater.188   

                                            

186 Library Reference USPS-FY21-45, Paragraph (e) – Pinch Point Reports, PDF file FY21 
Rule3050.50 e.9, Trend Narratives.pdf at 1. 

187 Library Reference USPS-FY21-45, Paragraph (e)(3), Excel file “eflashFY17_FY21.xlsx, 
Manual Volumes.  

188 Library Reference USPS-FY21-45, Paragraph (e)(3), Excel file “eflashFY17_FY21.xlsx, Cost 
Analysis. 
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Thus, while manual volumes are declining, unit Flats costs are not declining over 

the longer term.  The unit cost decline from FY 2020 to FY2021 is only a reflection of 

the transition period back from the depths of the COVID-19 pandemic. Unit manual 

processing costs generally have not declined, but have remained essentially constant 

over the longer term since FY 2017.  The only bright spot is that average handling time 

for manual flats showed a decline in FY 2021.  Id. 

In the FY 2020 ACD, The Commission requested the Postal Service to develop 

accurate methods to track flat-shaped mail that is manually processed in FY 2021.  The 

data provided in the library reference does not indicate the method for tracking manually 

processed flat-shaped mail is inaccurate or that there are any plans to improve that 

count.  The Postal Service’s discussion in the FY 2021 ACR, or the relevant library 

reference, do not indicate that it has responded to the Commission’s request in the FY 

2020 ACD.  Moreover, the Postal Service has apparently ignored the Commission’s 

determination in the FY 2020 ACD that it develop a plan to achieve a proportional 

reduction in unit manual processing costs.  At least, that plan has not been reported in 

the FY 2021 ACR.  The Commission should reemphasize its recommendations related 

to manual sorting of flat-shaped mail in the FY 2020 ACD. 

4. Work in Process (WIP) § 3050.50(e)(4) 

The fourth pinch point data filed pursuant to § 3050.50(e)(4) is the Work in 

Process (WIP) Report concerning cycle time - the time spent in mail processing.189  

Insight into allied operations that represented 27 percent of flats cost in FY 2019 is 

through WIP cycles.190  A visualization tool called the Grid indicates where plants are 

experiencing delays.191  In the FY 2020 ACD, the Commission recommended the Postal 

                                            

189 Denoted as “Productivity and Service Issues in Allied Operations” in the FY 2020 ACD at 256. 

190 FY 2019 ACD at 171.  Allied operations are mail processing activities that involve preparing 
the mail for pallet, bundle, or piece processing and include platform operations, e.g., unloading trucks and 
moving pallets to mail processing equipment.  Id. at 171 n. 336; see also FY 2015 ACD at 173. 

191 For information request regarding the extent of Grid analysis, see CHIR No. 5, question 23.  
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Service should develop a plan to reduce the costs related to allied operations, update its 

Cycle Time report and indicate the WIP cycle time for each processing point when 

delays occur in processing point that affect service performance.  FY 2020 ACD at 257. 

The Postal Service reports that annual cycle time data for FY 2021 generally 

declined in FY 2021 compared to FY 2020, quarters 1 and 2, with an improvement in 

quarters 3 and 4.  There is no mention of a new plan (other than the Grid visualization 

tool available in FY 2020) that was recommended by the Commission to reduce allied 

operations costs, nor is there mention of an update to the Cycle Time report.192 

5. First-Class Mail Root Cause Point Impact § 3050.50(e)(5)  

The fifth pinch point report was filed pursuant to § 3050.50(e)(5).  It is the First-

Class Mail Root Cause Point Impact report on causes of service failures.  The FY 2020 

ACD styled this as Transportation Cost and Time. Delivery and retail units had been 

instructed in FY 2020 to dispatch collection mail to the processing plants as early as 

possible.193  In FY 2020, the Postal Service implemented “process” improvements at 

delivery and retail units for both first and last mile impacts.  Id.  It also stated “The 

pandemic drastically impacted and continues to impact transit failures.”  Id.  It further 

stated that retail and delivery units were working to improve the mail preparation 

process, but did not name any specific initiatives.  Id.   

After noting that flats unit transportation costs had increased 12.4 percent in FY 

2020, the FY 2020 ACD recommended the Postal Service develop a plan to reduce 

transportation costs of flat-shaped mail with achievable goals. FY 2020 ACD at 259.  

The FY 2021 ACR reemphasizes the negative impact of COVID-19 on transit 

failures due to employee and contractor availability.  Id. at 6.  It lists the five top impact 

                                            

192 Library Reference USPS-FY-45, Paragraph (e) – Pinch Point Report, PDF file FY21 Rule 
3050.50e.9, Trend Narratives.pdf at 4. 

193 Library Reference USPS-FY20-45, Paragraph (e) -- Pinch Point Reports, PDF file FY20 Rule 
3050.50 (e.9) Narratives.pdf at 4. 
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failures: Last Mile, Transit Missing Outgoing Scan, Unable to Assign, First Mile, and 

Transit Late Secondary Scan.  The Postal Service states that it continues to work on 

these top root cause failures.  Id. at 5.  In addition, increased e-commerce put stress on 

processing, space and transportation capacity, but new package processing space was 

added and larger facilities for Surface Transfer Center operations were acquired.  Id. at 

6.  Process improvements have been added at both delivery and retail units for First 

and Last Mile impacts.  Id. at 5.  This includes dispatch collection as early as possible 

and increased efforts to improve the mail preparation process, and a new system since 

March 2021 allows plants to give feedback about mail arrivals.  Id.  

It is not stated whether a plan with achievable goals has been created to reduce 

transportation costs as recommended in the FY 2020 ACD.  FY 2020 ACD at 259.   

6. SVWeb Report (Surface Visibility) §3050.50(e)(6) 

The sixth pinch point report filed pursuant to § 3050.50(e)(6) is the SVWeb 

Report and relates to transportation issues such as on-time departures, late arrivals and 

container departure times and scanning compliance.  Id. at 5.  The FY 2019 ACD and 

the FY 2020 ACD each discussed this pinch point under “Increased Transportation 

Time and Cost.”  FY 2019 ACD at 172, FY 2020 ACE at 258-259.  Both the FY 2019 

ACD and the FY 2020 ACD concluded that the Postal Service should develop a plan 

with achievable goals to reduce the costs associated with transporting flat-shaped mail.  

Id. at 173; Id. at 259. 

Both national on-time departure times and arrivals percentage improved in FY 

2020.  FY 2020 ACD at 259, Table VI-7. This was owing, in part, to better management 

attention to adhering to schedules, but misrouted containers increased due to 

disruptions by the COVID-10.  Id. at 5.  Nationally, the percentage of on-time departures 

and on-time arrivals of containers improved significantly between FY 2019 and FY 

2020.  FY 2020 ACD at 259. 
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The story is different for FY 2021.  National on-time departures and arrival 

percentages both diminished in FY 2021 to below FY 2020 levels.  Also, the number of 

misrouted containers and late containers in FY 2021 increased significantly over FY 

2020.  Id. at 6-7.  Misrouted containers based on unload scans at unexpected sites 

increased to 665.3 thousand in FY 2021 compared to 582.4 thousand in FY 2020 or 14 

percent increase year over year.  National level late containers increased to 22.2 million 

in FY 2021, up from 17.2 million in FY 202, or 29 percent increase year over year.  Id.   

7. Last Mile Impact Report § 3050.50(e)(7) 

The pinch point report filed pursuant to § 3050.50(e)(7) is the last mile impact 

report.  Last Mile refers to the movement of a mailpiece after the final processing 

operation until delivery.  A Last Mile failure is a mail piece that receives its last 

processing operation on time to meet the Expected Delivery Date, but is delivered later 

than the delivery standard.  The Postal Service assigns the Last Mile Indicator (LMI) if 

the mailpiece passes all processing and First Mile operations, but was not delivered 

according to its service standard.  FY 2019 ACD at 112.  A last mile indicator (LMI) 

score of 1 percent is the Postal Services goal.  Id. 

One of the highest root causes of failures In FY 2019 and FY 2020 for both 

Single-Piece and Presort First-Class flats mail was Last Mile failure.  Id. at 6.  The FY 

2019 ACD concluded that, in general, these reports indicate that there are two primary 

reasons for Last Mile failures: failure to follow scanning procedures and/or failure to 

meet operational clearance targets.  Id. at 112.  A diagnostic tool is now available to 

provide visibility of Last Mile impacts at the route level and training on this and other 

initiatives were ongoing for FY 2021.  Id.  Proper scanning procedures for clerks and 

carriers have been emphasized and service performance review was continuing.  Id. at 

7. 

The FY 2019 ACD noted that reduced unit costs in FY 2019 for City Delivery 

Carriers-Office Activity altered the upward trend of costs since FY 2013.  FY 2019 ACD 
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at 174.  However, the upward trend of Office Activity for City Delivery Carriers 

reappeared again in FY 2020 and the Commission then concluded the “unit in-office 

delivery costs increased significantly and the Postal Service does not have a specific 

plan to address this issue.”  FY 2020 ACD at 260.  It recommended the development of 

such a plan to reduce delivery costs with achievable goals for reducing the delivery cost 

of flat-shaped mail.  Id. 

The FY 2021 ACR indicates an improvement in LMI scores for each flats 

category except BPM flats for Quarter 4 of FY 2021 compared to Quarter 4 of FY 2020.  

Id. at 8.  The FY 2021 ACR points to activities to improve service performance by 

reducing last mile failures by identifying actionable opportunities for improvements.  Id.  

Visualizations and best practices are shared by employees that has led to substantial 

improvement in LMI across “almost all flats products from Quarter 4 FY 2020 to Quarter 

4 FY 2021.” Id. at 8-9. 

8. Methodological change reports and trends, changes and reasons 
for changes in data within the report pursuant to § 3050.50(e)(8)-(9) 

In response to § 3050.50(e)(8), the Postal Service reports that in FY 2021 it 

changed the National Performance Assessment (NPA) to eliminate certain NPA 

indicators so that they are no longer applicable to the SV Web Report included in the 

3050.50(e)(6) report.  Also, in the data file for (e)(6) Surface Visibility, there is a minor 

change.  Figures for Early and On-Time trips have been consolidated and both are 

recorded in the On-Time Trips column.  Similarly, the Unscanned or No Reported Leave 

Time columns are omitted for FY 2021 and not used for the percentage column for Trips 

on time.194  

                                            

194  Library Reference USPS-FY21-45, Paragraph (e) -- Pinch Point Reports, PDF file FY21 Rule 
3050.50e.8 Trend Narratives.pdf at 1-2. 
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9. Changes in reports in (e)(1) through (e)(7) that no longer exist are 
required by § 3050.50(e)(10) 

The Postal Service reports that it has not identified any pinch point data sets that 

are no longer provided under the listed name because of changes in reporting names or 

format. 

 Operational changes and planned initiatives impacting Flat-Shaped mail 
reported pursuant to § 3050.50(f)(1)-(f)(2) 

The Postal Service provided information regarding operational changes pursuant 

to 3050.50(f) in Library Reference USPS-FY21-45.195  In some cases, the initiatives 

described in this section of Library Reference USPS-FY21-45 are not mentioned as 

being responsive to particular Commission recommendations in the FY 2020 ACD for 

flats pinch points. 

In this section of the library reference, the Postal Service identified areas for 

which data submitted in response to 3050.50(b)-(e) would be affected by each initiative.  

Id. at 1.  During FY 2021, the Postal Service continued with a Letter/Flat Mail group 

established in FY 2020 and the Headquarters cross-functional team established in FY 

2019 to look at cost saving measures around flats processing and service performance.  

Id. at 2.  In addition to steps to improve flats processing in general, the Postal Service 

points to six areas of initiatives taken during FY 2021, most of which will continue into 

FY 2022.  Up front, the Postal Service repeats its previous explanation in response to 

3050.50(f)(2) that it is not to possible to identify those initiatives that contributed to a 

particular result or to isolate the effects of each initiative.  Id. at 1-2.  

In general, particularly during the first half of FY 2021, the surge in package 

volumes driven by the COVID-19 pandemic led to a capacity gridlock of space, 

processing and transportation of all mail, including flats. Id. at 2-3. The Postal Service 

                                            

195 Library Reference USPS-FY21-45, Paragraph (f), Operational Changes Report, PDF file FY20 
Paragraph (f) Report.pdf. 
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points to several initiatives undertaken in the second half of FY 2021 for packages such 

as leasing annexes in over 40 locations and adding sorting machines and hiring 

employees.  Id.  But, these actions were unable to prevent the disappointing on-time 

service performance for FY 2021 when only Bound Printed Matter Flats On-Time 

performance improved by 6 percent in FY 2021 over FY 2020.  Id. at 3.  The On-Time 

percentages of eleven other flats products fell during that period. Id. 

The Postal Service lists six top flats initiatives during FY 2021: right-sizing 

equipment, site-specific flats operating plans, labeling improvements, FSS delivery point 

compression, development of Standard Work Instructions (SWI), and combined efforts 

with engineering and experimental/pilot opportunities.  Id. at 4.   

There were several initiatives to improve flats processing in FY 2021. On FSS 

processing machines, the Postal Service removed lightly used delivery points to allow 

sites to process more FSS volume in the same operating window, removed excess FSS 

machines, and reviewed labeling lists which will continue into FY 2022.  Id. at 3-4.  The 

Postal Service is developing and disseminating SWI that are important to optimize flats 

operations and plans to place them in a single location in FY 2022.  Id. at 4.  It did not 

continue the AFSM certification process in FY 2021, but plans to restart it in FY 2022. 

Id. at 5-6.  But there was software enhancement of the AFSM machines during FY 2021 

and the Postal Service worked with each flats processing site to establish a flats 

operating plan with achievable goals for clearance times which it will continue in FY 

2022.  Id.  The number of sortation bins on bundle sorters (APBS) increased by 896 

bins on 18 APBS machines, thereby increasing sorting capacity and 20 new machines 

to process packages and bundles were added at processing facilities  plus over 30 

Single Induction Package Sorter (SIPS) machines were added that could also handle 

bundles.  Id. at 7.   

Other initiatives during FY 2021 were the Grid initiative to reduce Work in 

Process by identifying failure points from origin to destination and the continued review 
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and correction of errors from non-matching containers to reduce the percentage of 

container that receive a scan different than the container label.  Id.  

The Postal Service’s response to CHIR No. 3 issued after the ACR was filed 

regarding new actions it is taking to reduce First-Class Mail Flats’ attributable costs did 

not add to the initiatives already detailed in the ACR.196  The Postal Service also did not 

mention any new cost saving plans for USPS Marketing Mail Flats.  Id. at question 4.a 

and b.  And the same response also applies to Periodicals.  Id. at question 6.a and b. 

However, it did point out that it hopes to reduce costs with price signals that encourage 

customers to prepare mail in containers like pallets that are less expensive to process.  

Id.  

 § 3050.50(g).  Data Enhancement during the fiscal year affecting flat-
shaped mail   

Data enhancements during the fiscal year that impact measuring, tracking, 

and/or reporting flat-shaped mail costs are reported pursuant to § 3050.50(g).  In the 

text of the FY 2021 ACR, there is a brief discussion of costing methodology 

improvements in FY 2021 and the estimated financial effects of the changes as required 

by § 3030.50(f).  FY 2021 ACR at 34-5.197  Two methodology changes are discussed.   

A methodology change in Docket No. RM2021-1(Proposal 7) for USPS 

Marketing Mail Flats unit costs was authorized regarding volume variability for certain 

purchased highway transportation contracts.  This resulted in a recalculation of the 

initial unit cost to a quarter cent higher, from 66.4 cents to 66.6 cents.  Id.  A Table 

produced in response to § 3050.50(g) indicates the new variabilities resulted in a small 

                                            

196 Responses of the United States Postal Service to questions 1-5 of Chairman’s Information 
Request No. 3, January 26, 2022, question 2.b.  

197 These are discussed in greater detail a Library Reference USPS-FY21-45, Paragraph g. 
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change in the unit costs for six of the flats products, mostly between 0.1 and 0.3 cents 

except that First-Class Mail flats increased by 0.7 cents.198    

Another change in USPS Marketing Mail Flats costs occurred in Docket No. 

RM2021-7(Proposal Four) regarding Special Purpose Route cost pools.  The total effect 

of Proposal Four on FY 2020 city carrier and indirect costs for all flat-shaped mail 

products was minimal.  Of all flat-shaped products, the only change in unit costs was a 

reduction in Bound Printed Matter Flats of $0.002.199  It should be noted that the 

methodological redistribution of costs does not have the same overall beneficial 

financial impact as cost reduction initiatives that eliminate costs without redistribution.  

  

                                            

198 Library Reference USPS-FY21-45, Paragraph (g), File FY21 Rule 3050.50 (g) Data 
enhancements at 2, Table 1. 

199 Library Reference USPS-FY21-45, Paragraph (g), File FY21 Rule 3050.50 (g) Data 
enhancements at 3, Table 2. 
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IX. CONCLUSION 

After the challenging year of FY 2020, it was hoped FY 2021 would be a year of 

return to normalcy.  Rather, as COVID-19 unfolded, FY 2021 can best be described as 

a year of transition.  It certainly was not the anticipated year of return to normalcy.  

COVID-19 and its variations continued to plague attempts to return to normalcy.  Mail 

volumes recovered somewhat, but labor shortages, business closings, and cost inflation 

all prevented the return to the levels expected.  During Quarter 4 of FY 2021, new rates 

authorized pursuant to the Commission’s 10-year review were implemented in August, 

2021, although, at the time, the 10 year review order remained subject to appeal in the 

court.  The Commission’s 10-year review order was subsequently upheld on appeal in 

November, 2021 after the close of FY 2021.  The impact of the transition to the 

authorized 10-year review rate levels somewhat above the prior more restricted rates 

has yet to be determined.  And if COVID-19 variations continue to arise, causing 

challenges, this past transition period may become the new normal and each year may 

look like the last.   

With this backdrop, the Postal Service initiated its 10-year plan in March, 2021, in 

the middle of the fiscal year as an attempt to position the Postal Service to comply with 

the PAEA and other laws that oversee its performance.  Although rates have 

necessarily continued to rise with inflationary costs while most volumes are declining, 

structurally the Postal Service’s attempts to initiate steps to assure longer term 

compliance with the law are heartening and appear likely to have some success.  New 

emphasis is being placed on right-sizing equipment and leased space as well as service 

performance.  There has been some improvement in the overall level of compliance, but 

much more is planned and necessary to be done during the remaining years of the 

Postal Service’s ten-year plan. 
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The recent adjustments to delivery performance standards extending the 

expected days for delivery affecting a limited portion of First-Class Mail is regrettable 

and perhaps necessary for some segments.  Arguably it may not comply with the spirit 

of the law, but it was not rejected by the Commission.  Yet, upward adjustments in 

delivery days for performance purposes are not unique.  It is necessary to better align 

service expectations with the realities of the changing operational environment, 

particularly the nation’s transportation network, traffic patterns, highways, airlines, 

railroads, realistic and modernized equipment and, as well as, perhaps most notably, 

identified consumer preferences.  

So, as a transition year with a recently appointed Postmaster General and the 

10-year plan, the Postal Service has moved forward.  Some areas of compliance that 

are of concern to the Commission have improved, but, In general, cost coverages have 

not improved.  Compared to the year of COVID-19, FY 2020, service performance has 

improved somewhat, but not to levels that comply satisfactorily with service 

performance standards.   

Of utmost importance are the Postal Service’s efforts to contain costs.  

Throughout FY 2021, the Postal Service has provided responses to Commission and 

Chairman’s information requests about its efforts to improve efficiency and reduce 

costs.  The Postal Service reports several programs to improve efficiency across 

several operations.  The Commission has targeted for review pinch points where costs 

efficiencies might be improved.   

The Postal Service has reported on its operations for FY 2021 indicating its 

degree of compliance with the PAEA and outstanding Commission directives. The 

question of compliance is in many cases objective.  Either the Postal Service’s products 

covered their attributable costs or an appropriate share or they did not.  Service 

performance met the percentage standards or not.  Workshare passthroughs met the 

Commission’s 100 percent passthrough policy or fell within the allowable range for 

compliance or they did not.   
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Other measures of compliance are subjective.  Postal Service leadership is 

attempting to improve productivity and service in the short run and longer run.  In these, 

the Postal Service may not be strictly out of compliance, but upon review it may be 

reasonably concluded either that management is or that it is not complying with its 

responsibility to improve its financial and service performance in particular areas.  It is 

particularly difficult for a regulator or others responsible for oversight, or the public 

representative or the public generally to second guess management’s efforts.  

Expressions of concern and directives recommending that greater effort should be 

directed toward reducing costs overall or at pinch points in operations and improving 

service performance are a part of the Commission’s oversight, but regulators cannot do 

the job for the Postal Service’s management.  In the end, the Public Representative 

looks forward to and hopes that much needed improvements can be demonstrated in 

next year’s Annual Compliance Report. 
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