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Report Number RARC-WP-15-007

—u/ INSPECTOR GENERAL

UNITED STATES POSTAL SERVICE

The U.S. Postal Service Office of Inspector General (OIG) has
conducted a nationally representative quantitative survey on the
relative value of the different services provided as part of the
universal service obligation (USO). This study is the first of its
kind in the United States and was done in conjunction with the
market research firm Gallup and with Professor Michael Bradley
of George Washington University’s Department of Economics.
The study focused on four attributes of the USO: mode of
delivery, access to postal services, frequency of delivery, and price.

The USO consists of requirements that ensure all users receive
a certain level of service at a reasonable price. In our paper,
Guiding Principles for a New Universal Service Obligation, we
suggested that the current postal USO needs to be more clearly
defined.' We also identified the need for a quantitative study on
the value of the different services provided as part of the USO.
Such surveys have been used in other countries to assess and
evaluate postal USOs, but until now, no one has conducted
such a study in the United States.

Although there have been numerous qualitative studies in

the United States that offer insight into what services postal
customers want, the studies are sometimes criticized for being
biased toward the status quo or a higher level of service. To
address this issue, we developed a quantitative survey that

1 U.S. Postal Service Office of Inspector General, Guiding Principles for a New
Universal Service Obligation, Report No. RARC-WP-15-001, November 17, 2014,
https://www.uspsoig.gov/sites/default/files/document-library-files/2014/rarc-
wp-15-001.pdf.
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Highlights

The OIG performed the first quantitative
study in the United States of the value of
the various attributes of the postal universal
service obligation.

The survey found that both consumers

and businesses still value postal services,
especially door and curb delivery and access
to post offices.

While consumers and businesses are
indifferent when it comes to the Saturday
delivery of letters, consumers still place value
on the Saturday delivery of parcels.

Consumers and businesses also value lower
prices and may be willing to accept lower levels
of service to keep prices from rising sharply.

provided respondents with a tradeoff between levels of
service and price. This type of survey allows the respondent
to consider if a higher level of service is valued enough to
warrant the additional cost. The results of the survey can be
used to produce quantitative measures of the relative value
that consumers and businesses put on various aspects of the
Postal Service’s USO. This, in turn, can provide policymakers
with insight into which services postal customers value when
attempting to craft a new universal service obligation.
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Together, these findings
can help policymakers
form a comprehensive view
of the trade-offs involved
when discussing what
level of services the USO
should include in order to
meet the needs of American

businesses and citizens.

What Postal Services Do People Value the Most?
A Quantitative Survey of the Postal Universal Service Obligation
Report Number RARC-WP-15-007

The Gallup survey also included qualitative questions that
were designed to elicit information that is relevant to the USO
but were not easily captured by the quantitative portion of the
survey. The survey produced eight main findings:

Consumers and businesses place a high value on
maintaining delivery to the door and/or curb rather than
delivery to cluster boxes or parcel lockers. This is especially
true for parcels and even more so for consumers that
currently receive mail via cluster box.

Both consumers and businesses place value on human
interaction with a Postal Service employee at a post office
rather than alternative access options such as postal
counters in non-postal retail stores and self-service kiosks.
However, respondents seemed to find more limited hours of
operation acceptable.

Overall, respondents are indifferent to receiving Saturday
delivery of letters, but consumers still place some value
on the Saturday delivery of parcels. Furthermore, both
consumers and businesses value not moving to 3-day a
week delivery.

Both consumers and businesses value lower prices. In other
words, they may be willing to accept lower levels of service
to keep prices from rising sharply.

The vast majority of respondents believe it is important or
very important that the Postal Service be obligated to deliver
to every address in the country.

The majority of respondents believe a uniform First-Class Malil
rate is important or very important.

There remains a strong need for postal services for both
consumers and businesses.

At this time, there is not much acceptance of the Postal Service
using digital alternatives to deliver the mail, such as the
Postal Service scanning mail and sending it via e-mail.

Together, these findings can help policymakers form a
comprehensive view of the trade-offs involved when discussing
what level of services the USO should include in order to meet
the needs of American businesses and citizens.
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Observations

While there have been
several studies in the

United States designed to

elicit postal customers’ needs,

to date these surveys have

been qualitative in nature.

A quantitative survey,
such as the one presented
in this paper, has the benefit
of being able to introduce
a trade-off to respondents
between different levels

of service and price.

What Postal Services Do People Value the Most?

A Quantitative Survey of the Postal Universal Service Obligation

Report Number RARC-WP-15-007

Introduction

The U.S. Postal Service’s universal service obligation (USO) is a collection of requirements that ensures all users receive a
certain level of service at a reasonable price. A USO can be fulfilled by one or more providers, and it is often a regulator’s
responsibility to ensure that it is being met. Today, the Postal Service has the sole responsibility for providing required postal
services in the United States; however, the current law does not contain a comprehensive and clear definition of the USO.
Instead, the Postal Service’'s USO is assumed to be made up of various legal requirements and regulations that, in most
instances, provide only broad guidance.’

In our report, Guiding Principles for a New Universal Service Obligation, we proposed taking a comprehensive look at clarifying
and redefining the Postal Service’s USO.? It also identified an area of study that was needed — a quantitative study on the
relative value of the different services provided as part of the USO. In order to meet that need, the OIG worked closely with
Gallup, an expert in survey design and implementation, and Dr. Michael Bradley, a professor of economics, to develop, design,
and implement such a study. While this type of survey has been performed for other posts in other countries, it is the first of its
kind for postal services in the United States.?

While there have been several studies in the United States designed to elicit postal customers’ needs, to date these surveys have
been qualitative in nature. They ask the respondents for their opinions on what postal services they value. While these studies can
offer insight into what services postal customers want, they have sometimes been criticized for giving respondents little reason

to choose a level of service lower than what they currently receive. For example, if the survey does not indicate that respondents
would have to pay a higher price in order to receive the higher level of service, respondents will have little incentive to choose a
lower level of service.

A quantitative survey, such as the one presented in this paper, has the benefit of being able to introduce a trade-off to respondents
between different levels of service and price. This forces respondents to consider if a higher level of service is worth the extra cost.
This has the benefit of being able to produce quantitative measures of the value that consumers and businesses put on various
aspects of the Postal Service’s USO. These quantitative measures can provide policymakers with insight into which services
postal customers value (as well as the relative value of different options) when attempting to design a USO.

Definitions

Given the complexity of this topic, it is helpful to define a few important terms before delving into a full discussion of the survey. For
the purposes of this paper, the term “attribute” refers to particular aspects of the USO, such as delivery frequency. The attributes of
the USO are generally considered to be geographic scope, range of products, access, delivery mode, delivery frequency, pricing,
service, enforcement, and security.* However, the terminology is not an exact science; this list of attributes covers a large range of
topics. For example, pricing includes both a uniform price requirement and the general concept of affordability.

1 For a list of legislation that references various aspects of the USO, see U.S. Postal Service, Report on Universal Postal Service and The Postal Monopoly, October 2008,
http://about.usps.com/universal-postal-service/usps-uso-report.pdf, pp. 9-11, and Postal Regulatory Commission, Report on Universal Postal Service and the Postal
Monopoly, December 2008, http://www.prc.gov/Docs/61/61628/USO%20Report.pdf.

2 U.S. Postal Service Office of Inspector General, Guiding Principles for a New Universal Service Obligation, Report No. RARC-WP-15-001, November 17, 2014,
https://www.uspsoig.gov/sites/default/files/document-library-files/2014/rarc-wp-15-001.pdf.

3 Ibid, Appendix B. There have been at least six of these studies done for foreign posts, although three were done in the United Kingdom over several years. A complete
summary of all the studies can be found in Appendix B of the Guiding Principles for a New Universal Service Obligation paper.

4 These attributes were identified in the Postal Regulatory Commission’s and the Postal Service’s report on universal postal services and the monopoly. U.S. Postal Service,
Report on Universal Postal Service and The Postal Monopoly, and Postal Regulatory Commission, Report on Universal Postal Service and the Postal Monopoly.
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1] The other phrase used in this paper that may need explanation is “levels of the attribute.” For the purposes of this paper, levels of
E the attribute refer to how much of the service is provided for that attribute. For example, the attribute delivery frequency can have
different levels, including 6 days a week, 5 days a week, and 3 days a week.
=
»n
3 Gallup Survey
'5 The OIG and Dr. Bradley worked closely with Gallup in the development of the survey to ensure that the survey design would
3 provide nationally representative results. The survey included both a quantitative and qualitative section. Since the main focus was
u’j the quantitative portion, we will focus our discussion on how the decisions related to this section were made.5
Quantitative Survey Methodology
The type of study performed by Gallup is often referred to as a discrete choice study.® The survey uses “choice experiments,”
,,‘L' which involved showing respondents four options, each including a hypothetical level of service for each attribute including price,
5 and asking them to choose which option they preferred. An illustrative example of a choice experiment is shown in Table 1. Each
- respondent was presented with numerous choice experiments: 10 for letters and 10 for parcels. Please note that in some cases,
8 We wanted to ensure that the levels of service within the options overlapped.
h i i i H H - -
© individuals who lacked The majority of the surveys were Table 1: Example of Choice Experiment: Respondents Were Asked
% access or were not C.ondUCted over the Internet. However, to Choose Which Optlon (A—D) They Preferred
© given that the nature of the survey was
- comfortable using the to ascertain how much value people Option A Option B Option C Option D
. place on mail services, we wanted to
Internet were included ensure that individuals who lacked Access to Post Office Postal Counter Post Office Self-service
. Postal Services | open 8 hours at commercial open 4 hours kiosk
in the survey. access or were not comfortable using Mon-Fri retail store Mon-Sat
’ the Internet were included in the 4 hours Sat
g survey. Therefore, it was important to u
o ensure that a portion of the survey be I\Dnolqe of Delive;ir yto DetiVeiiydtO De”\'lliry tOt DeIivedr yto
T : . ; elivery your door a locke a mailbox a your door
il
g done V|da thte .malll.dGaI.Iu(;). s.dpar:el or: cluster box the curb
respondents includes individuals who
S
o have requested to be surveyed via : )
g the mail” Frequency of 3 days a week Mon-Sat Mon-Fri Mon-Fri
. Delivery
o
In addition, we felt it was important
to include both households and First-Class Mail 60 cents 50 cents 75 cents 60 cents
businesses. For the household Letter Rate
sample, Gallup used their established
panel. For the business sample,
(] 5 More detail about the survey can be found in Gallup’s Analytical Report in Appendix B of this paper.
o 6 Acriticism of choice experiments is that they are designed to elicit “stated preference.” That is, they ask people what they would do instead of observing what they
.2 actually do (which is often referred to as “revealed preference”). In the case of the USO, it is impossible to simply observe the relevant behavior. It is not possible to
© change the universal service obligation and then observe how consumers and businesses respond. Therefore, a stated preference survey is the only available method
< for estimating relative values. The OIG acknowledges that stated preference studies can be subject to potential biases; however, these biases can be minimized by using
g_ optimal survey methods. This is why the OIG worked with Gallup, an expert in survey design and implementation, to design and implement the survey. Further, because
a the approach used in our survey forces respondents to choose between specific alternatives, it is considered more reliable than contingent valuation in which people are
asked open-ended questions about the value of a non-market good.
< 7 Of the 937 households that completed the survey, 759 were done via the Internet and 178 were done via the mail.

What Postal Services Do People Value the Most?

A Quantitative Survey of the Postal Universal Service Obligation = —
Report Number RARC-WP-15-007 4 e e— > m S
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Our team worked with
Gallup to find the right
combination of attributes
and the levels of each
attribute that would
be both manageable
and provide enough

information to be useful.

What Postal Services Do People Value the Most?
A Quantitative Survey of the Postal Universal Service Obligation
Report Number RARC-WP-15-007

Gallup used a random sample of small, medium, and large businesses. The sample did not focus on businesses that send
more mail than they receive, such as advertising mailers, as we wanted to ensure that the survey included a broad range of
business mailers.®

We also requested separate quantitative measurements for letters and parcels, as there is evidence that postal customers
may value services for letters and parcels differently in the United States. For example, while the Postal Service has proposed
eliminating the Saturday delivery of letters, it is testing Sunday delivery of parcels.

Choice of Attributes and Levels of Attributes

In order to make the survey manageable for respondents, we had to limit the number of choice experiments. Our team worked
with Gallup to find the right combination of attributes and the levels of each attribute that would be both manageable and provide
enough information to be useful. A list of the attributes and levels of attributes are shown in Table 2. A discussion of how the
attributes and levels of attributes were chosen can be found in Appendix A.

Table 2: List of Attributes and Levels of the Attributes Included in the Survey

Attribute Levels of Each Attribute

Monday through Saturday
Delivery Frequency Monday through Friday

3 days a week

Post office open 8 hours Monday through Friday and 4 hours on Saturday
Post office open 4 hours Monday through Saturday

Access to Postal counter at a commercial retail store, staffed by a non-postal employee, where customers can
Post Office purchase shipping and mailing services for both letters and parcels, open 10 hours a day

Self-service kiosk, which is a secure automated device that allows customers to purchase shipping and
mailing services for both letters and parcels, open 24 hours a day, 7 days a week

Delivery to the door (of home or business)
Delivery to the mailbox at the curb
Mode of Delivery Delivery to a locked cluster box located no more than ¥4 mile from your home

For parcels-parcel locker, which is a secure postal facility for retrieving parcels, accessible 24 hours a
day, 7 days a week

For consumer-letters, 50, 60, 75, and 85 cents
Price* For business-letters, 38, 46, 54, and 62 cents

For consumer and business-parcels, $11, $13, $16, and $18

Source: Gallup Report (Appendix B).

*The lowest prices reflect close proximities of current prices. See Appendix A for a full description of how the prices were chosen.

8 203 businesses completed the survey: 28 small, 99 medium, and 74 large.
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A Quantitative Survey of the Postal Universal Service Obligation
Report Number RARC-WP-15-007

Key Findings from the Quantitative
Part of the Survey

The main result of this type of survey is an estimated
value called willingness to pay (WTP). The WTP for a
given level of service provides an estimate of how much
value the respondents place on the base level relative

to alternative levels of service.® For example, the WTP
estimate for the consumer survey for 3-day vs. 6-day
delivery represents how much in additional postage
respondents are willing to pay to receive Monday through
Saturday delivery over 3-day a week delivery. The
higher the WTP estimate, the more the respondents
valued the base level of service over the alternative.™

Please note that the WTP estimates are calculated
separately for each attribute and reflect the value
relative to the service to which they are being
compared. For example, the WTP values for the
access alternatives reflect the value of accessing
postal services via a Post Office open normal business
hours compared to the three alternatives. In most
cases, the base level refers to the highest level of
service. However, in a few instances, the value of

the second highest level of service was so close to

the first that respondents were essentially indifferent.
As a result, for consistent comparison, Gallup
substituted the second highest level of service for

the first to ensure positive WTP measures. This
happened in the case of mode of delivery for letters for
consumers and frequency of delivery for both letters
and parcels for businesses.

The overall results for letters for consumers and
businesses are found in Figures 1 and 2, respectively.
The overall results for parcels for consumer and
businesses are found in Figures 4 and 5, respectively.
Detailed tables showing Gallup’s WTP estimates can
be found in their report in Appendix B of this paper
(Tables G through J).

Figure 1: WTP Estimates for Letters for Consumers

WTP Estimates for Letters for Consumers (cents)

The graph shows the WTP estimates for consumers to maintain the base
level (Mon-Sat delivery, Post Offices open 8 hours on Mon-Fri, 4 hours Sat,
and delivery to the curb) compared to alternatives shown. The higher the
bar, the more respondents value maintaining the base level of service

(the less the respondents were willing to accept the alternative).

3.4

2.1 2.1
1.5
0.8 0.7
0.2
Mon-Fri 3 Daysa Post Office  Postal Kiosk Delivery to Delivery to
Week Open4Hrs Counter Door  Cluster Box
Mon-Sat

L J )\ )
T Y 1

WTP to Maintain WTP to Maintain Post Office Open WTP to Maintain
Mon-Sat Delivery 8 Hours Mon-Fri, 4 Hours Sat Delivery to the
Curb

Source: Gallup.

Figure 2: WTP Estimates for Letters for Businesses

WTP Estimates for Letters for Businesses (cents)

The graph shows the WTP estimates for businesses to maintain the base
level (Mon-Fri delivery, Post Offices open 8 hours on Mon-Fri, 4 hours Sat,
and delivery to the door) compared to alternatives shown. The higher the
bar, the more respondents value maintaining the base level of service (the
less the respondents were willing to accept the alternative).

3.4
2.6
2.0 2.1
1.2
0.9

Mon-Sat 3 Daysa Post Office Postal Kiosk Delivery to Delivery to
Week Open 4 Hrs Counter Curb Cluster Box
Mon-Sat

\ J\ ] \ )
1 T T

WTP to Maintain
Delivery to the Door

WTP to Maintain
Mon-Fri Delivery

WTP to Maintain Post Office Open
8 hours Mon-Fri, 4 Hours Sat

Source: Gallup.

9 For a detailed description of the methodology used to calculate these values, see Gallup’s Technical Report in Appendix C.
10 The OIG does not mean to imply that the WTP measure should be used as an attempt to identify the maximum price the Postal Service should charge for its services.
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Figure 3: Example WTP Calculation

Annual Number of

WTP
(Consumers, Letters)

vs 3-Day Delivery

Source: OIG Analysis

Letters Sent by
Households

First-Class Mail

= |$258.3 million

Figure 4: WTP Estimates for Parcels for Consumers

WTP Estimates for Parcels for Consumers ($)

The graph shows the WTP estimates for consumers to maintain the base
level (Mon-Sat delivery, Post Offices open 8 hours on Mon-Fri and 4 hours
Sat, and delivery to the door) compared to alternatives shown. The higher
the bar, the higher the value to maintain the base level of service (the less
the respondents were willing to accept the alternative).

17 1.9

11

0.6
0.3

Mon-Fri 3 Daysa Post Office Postal Kiosk
Week Open 4 Hrs Counter

Mon-Sat
\ )\

3.2
2.8

0.7

Delivery to Delivery to Delivery to
Curb  Cluster Box Parcel
Locker

Y 1
WTP to Maintain WTP to Maintain Post
Mon-Sat Delivery Office Open 8 hours

Mon-Fri, 4 hours Sat
Source: Gallup.

1
WTP to Maintain
Delivery to the Door

The WTP values for letters are given in cents
and represent the respondent’s willingness to
pay for each letter they send. When multiplied
by the number of letters sent each year, the
number becomes quite substantial. An example
of this calculation is shown in Figure 3. When
the estimated WTP value for consumers for
6-day delivery vs. 3-day delivery of letters

is multiplied by number of First-Class letters
sent by households in FY 2013, the result is
hundreds of millions of dollars per year.

The same calculation could be done for all the
WTP estimates, and it is useful to show a back
of the envelope calculation to demonstrate how
the WTP estimates can result in significant
values. However, we caution against using

the WTP estimates to calculate a total value

of each attribute for the purposes of directly
comparing to the Postal Service’s cost of
providing the levels of service. This is because
the amounts can be influenced by factors such
as which prices were included in the survey.
Further, while WTP values cast light upon the
direct private benefits of customers, they do
not necessarily include the benefits to society
as a whole. For example, as indicated by a
study commissioned by the Postal Regulatory
Commission, there is a value of having a
government presence in the community.?

It is not possible to know precisely what
respondents considered when answering

the questions. Were they considering their

own personal benefits or if they were willing

to pay to benefit others as well? Were they
considering mail volume they sent or also mail
they received? Further, the total estimates vary
depending on which postal volumes are used

11 Only one of the six quantitative surveys in other countries (the one in Norway) measured the total benefits of a certain level of attribute against the cost to the post of
providing that level of service. The other surveys relied on the WTP estimates to provide information on which levels of attributes respondents place the most value. The
Norway study can be found in Henrik Lindhjem and Simen Pedersen, “Should Publicly Funded Postal Services be Reduced? A Cost-Benefit Analysis of the Universal
Service Obligation in Norway,” Review of Network Economics, 11, No. 2 (2012).

12 The Urban Institute, A Framework for Considering the Social Value of Postal Services, Final Report. Prepared for the Postal Regulatory Commission, February 2010,
http://www.prc.gov/sites/default/files/archived/Final_Report_Sent_to PRC_Feb_3 943.pdf.
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The higher the WTP value,
the more value respondents
place on maintaining
the higher level of service

compared to the alternative.

Both consumers and
businesses appear to place
little value on Saturday

delivery of letters.
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Figure 5: WTP Estimates for Parcels for Businesses

WTP Estimates for Parcels for Businesses ($)

The graph shows the WTP estimates for businesses to maintain the base
level (Mon—Fri delivery, Post Offices open 8 hours on Mon-Fri and 4 hours
Sat, and delivery to the door) compared to alternatives shown. The higher
the bar, the higher the value to maintain the base level of service (the less
the respondents were willing to accept the alternative).

2.5
2.2 2.2

1.5 1.4
1.0

0.5 0.4

Mon-Sat 3 Daysa Post Office  Postal Kiosk  Delivery to Delivery to Delivery to
Week Open4Hrs Counter Curb  Cluster Box a Parcel
Mon-Sat Locker
\ J\ J\ )
Y Y Y
WTP to Maintain WTP to Maintain Post Office WTP to Maintain
Mon-Fri Delivery Open 8 Hours Mon-Fri, Delivery to the Door

4 Hours Sat

Source: Gallup.

Figure 6: Value of Saturday Delivery for Consumers

Consumers Did Not Place Significant Value on
Saturday Delivery of Letters
Even at 50 cents, just over half of the consumers would prefer to maintain
Saturday delivery. And as the hypothetical price of a stamp rises, the

percentage of people who would prefer to pay a higher postage to maintain
Saturday delivery drops rapidly.

Percentage of Consumers Who Would Choose 6-Day with
Higher Stamp Price vs 5-Day with Lower Stamp Price

46%

5-day 63%
0,
87% 96%
54%
6-day 37%
13% 4%
50 Cents 60 Cents 75 Cents 85 Cents

Source: OIG Analysis.
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for the calculation. Thus, the OIG recommends
that the WTP estimates not be used to estimate a
measure of the total benefit of the USO attributes.
Instead, the survey’s results provide an important
and useful measure of the relative value across
attributes and levels of attributes.

The WTP estimates for parcels for consumers

and businesses are shown in Figures 4 and 5,
respectively. It is important to note that the WTP
estimates for parcels are in dollars. As with letters,
the higher the bar (the higher the WTP value), the
more value respondents place on maintaining the
higher level of service compared to the alternative.

The WTP values shown in the figures above
demonstrate that both consumers and businesses
still value postal services, especially for parcels.
Using these WTP estimates and some additional
analysis of the data, we can highlight a few

key findings.

Overall, Respondents Are Indifferent to the
Saturday Delivery of Letters

Both consumers and businesses appear to
place little value on Saturday delivery of letters.
The WTP values for consumers for Monday
through Saturday delivery over Monday through
Friday delivery were less than half a cent.

Even at the price that was close to the current
stamp price, only slightly half of the consumers
prefer to maintain Saturday delivery. Further,

as the hypothetical stamp price increases, the
percentage of consumers who would prefer to
maintain Saturday delivery at the higher price
quickly declines. This analysis is shown in Figure 6.
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At the current presort price,
less than half of businesses
would choose to maintain

delivery on Saturday.
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The results from the business survey are similar
to the consumer results. At the current presort
price, less than half of the businesses would
choose to maintain delivery on Saturday. As
shown in Figure 7, as the hypothetical postage
needed to maintain Saturday delivery rises,

the percentage of businesses who would prefer
to pay more in postage to maintain Saturday
delivery quickly declines.

While Consumers Place Some Value on
Maintaining Saturday Delivery of Parcels,
They Care More About Other Attributes in
the Survey

Consumers find value in maintaining Saturday
delivery of parcels. Compared to Saturday
delivery of letters, this value is relatively high.
However, compared to other attributes, such
as maintaining Post Offices with longer hours
and delivery to the door, the values are
relatively low. This can be seen in Figure 8.

Figure 7: Businesses and Saturday Delivery

Even at Current Presort Rates, Over Half of Businesses
Would Choose to Eliminate Saturday Delivery

Businesses showed a slight preference for eliminating Saturday delivery of
letters. At the current presort rates, 60 percent of businesses would prefer
5-day a week delivery.

Percentage of Businesses Who Would Choose 6- Day
with Higher Postage vs 5-Day with Lower Postage

60%
5-Day 75%

92% 98%

2%

38 Cents

46 Cents 54 Cents 62 Cents

Source: OIG Analysis.

Figure 8: Relative Value of Saturday Parcel Delivery for Consumers

Consumers Place Some Value on the Saturday Delivery
of Parcels, but Not as Much Value as on Other Attributes
Compared to letters, consumers place a much higher value on the Saturday

delivery of parcels. However, they value other attributes such as keeping
Post Offices open and delivery to the door more.

Consumer WTP in Parcel Survey >

2.8

Mon-Fri  3-Day PO Open Postal Kiosk Curb  Cluster  Parcel
4 Hrs Counter Box Locker

Mon-Sat
)\ J \ ]
Y Y Y
WTP to Maintain ~ WTP to Maintain Post Office Open WTP to Maintain
Mon-Sat Delivery 8 Hours Mon-Fri, 4 Hours Sat Delivery to the Door

Source: Gallup.
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Respondents Value Not Moving to 3-Day
a Week Delivery

While respondents did not place much

value on Saturday delivery of letters, both
consumers and businesses really disliked
moving to 3-day a week delivery for letters
and parcels. As can be seen in Figure 9,

this was especially true for businesses and
their preferences for letters. In fact, the WTP
values for 3-day vs. 5-day delivery had the
highest relative value of all the attributes in
the businesses-letter survey.

Consumers Are Indifferent between
Door and Curb Delivery of Letters

For the questions pertaining to mode of
delivery, consumers are indifferent between
delivery to the door and delivery to the
curb for letters and only place a moderate
value on maintaining door delivery over
curb delivery for parcels. As shown in
Figure 10, even at current letter rates, over
half of respondents prefer curb delivery of
letters and few would choose to pay more
to maintain door delivery over the curb.

For parcels, consumers place some value
on delivery to the door, but at the second
highest postage rate in the survey,

83 percent would prefer to accept curb
delivery rather than pay the higher postage.

Figure 9: Businesses Value Frequent Letter Delivery

Businesses Placed the Most Relative Value on Avoiding
Moving to 3-Day Delivery for Letters

While neither business nor consumers place much value on maintaining
Saturday delivery, they both place value on avoiding moving to 3-day
delivery. It was especially relevant for businesses in the letter survey.

Business’s WTP Values From Letter Survey

34

Mon-Sat 3 Daysa Post Office Postal Kiosk Delivery to Delivery to
Week Open 4 Hrs Counter Curb Cluster Box

. | ‘Mon-Sat

Y
WTP to Maintain
Mon—Fri Delivery

) \ )

Y Y
WTP to Maintain Post Office Open WTP to Maintain
8 Hours Mon-Fri, 4 Hours Sat Delivery to the Door

Source: Gallup.

Figure 10: Consumers Are Indifferent to Door or Curb Delivery

for Letters

Consumers Place Little Value on Door Delivery Compared to
Curb Delivery for Letters, but Place Moderate Value for Parcels

While consumers are indifferent to door or curb delivery for letters, they
do value delivery to the door over delivery to the curb for parcels. As the
theoretical postage rises, consumers would prefer to accept curb delivery
over paying higher postage.

Percent of Consumers Who
Would Prefer to Pay Higher Price
to Maintain Door Delivery over
Curb Delivery (Parcels)

Percent of Consumers Who
Would Prefer to Pay Higher Price
to Maintain Door Delivery over
Curb Delivery (Letters)

26%
47%

52%
68%

90% 83%

97%

94%

Curb Curb
v/ - 6%
50 cents 60 cents 75 cents 85 cents S11 S13 S16 $18

Source: OIG Analysis.
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For Parcels, Consumers Place the Most Value
on Delivery to the Door Rather Than Delivery to
Cluster Box or Parcel Locker

When it came to comparing delivery to the door
to delivery to a cluster box or parcel locker, the
results were much more significant than door
delivery vs. curb delivery. The survey results
demonstrate that consumers have a relatively high
WTP to avoid either cluster box or parcel locker
delivery compared to delivery to the door. In fact,
the consumers’ highest WTP for all attributes

in the letter survey was for maintaining delivery

to the door over delivery to a cluster box. In the
parcel survey, the preference was even stronger.
Not only do consumers value maintaining door
delivery over cluster boxes, they place more value
on door delivery when compared to a parcel locker.
As shown in Figure 11, even at the highest parcel
price in the survey, 57 percent of consumers
would choose to pay the higher price rather than
have delivery to the cluster box and 67 percent of
consumers in the survey would choose to pay

the higher parcel price over having delivery to a
parcel locker.

The survey specifically stated that cluster boxes
and parcel lockers were secure and locked. The
results appear to demonstrate that individuals
either prefer convenience over security or believe
that door delivery is secure enough. Further,
consumers who currently have delivery to a cluster
box were the most opposed to receiving parcel
delivery to a cluster box or parcel locker. These
results are shown in Figure 12.

Figure 11: Consumers Prefer Door Delivery of Parcels

Consumers Place Relatively High Value on Delivery of
Parcels to the Door vs Cluster Box or Parcel Locker

The survey demonstrated that consumers place a relatively high value on
parcel delivery to the door vs. a cluster box or parcel locker. Even at the
highest parcel price in the survey, the majority of consumers would still prefer

door delivery over paying lower prices.

Percent of Consumers Who
Prefer to Pay Higher Price to
Maintain Door Delivery of
Parcels over Cluster Boxes

2% 4%
18% 43%
Cluster
box
Door Door
98% 96% Door
82% Door
57%
S11 S13 S16 S18

Percent of Consumers Who
Prefer to Pay Higher Price to
Maintain Door Delivery of
Parcels over Parcel Locker

10

& 3% 13% 33%
Parcel
Locker

Door Door Door

99% 97% 87% Door
67%

$11 $13 $16 $18

Source: OIG Analysis.

Figure 12: Consumers with Cluster Boxes Value Door
Delivery Most

Consumers that Currently Receive Delivery at a Cluster Box

Place the Most Value on Delivery to the Door For Parcels

While all consumers valued door delivery for parcels, those who currently

receive mail delivery to a cluster box placed the most value on door
delivery of parcels compared to delivery to a cluster box or parcel locker.

WTP for Door Delivery over
Cluster Box ($)

5.1
4.1
3.1 | I3.3 I
Door Curb

Cluster Post  Other

Box Office
Current Mode of Delivery

WTP for Door Delivery over
Parcel Locker ($)

6.9
6.4
3'1 3.3 I i I

Door Curb

Cluster Post  Other

Box Office
Current Mode of Delivery

Source: OIG Analysis.
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Businesses Value Delivery to the Door, Rather
than to Cluster Boxes and Parcel Lockers,
Especially for Parcels

Businesses place some value on delivery to the
door, instead of the curb. In addition, businesses
place a high value on delivery to the door over
delivery to the cluster box or parcel locker,
especially for parcels. For parcels, the WTP
estimates for door delivery over cluster box and
parcel locker are the two highest WTP estimates
of all the attributes in the business survey.
However, for letters, the relative values change.
For letters, businesses place relatively less value
on maintaining delivery to the door than keeping
Post Offices open, instead of a kiosk, and not
moving to 3-day delivery. These results are shown
in Figure 13.

Both Consumers and Businesses Value
Post Offices over Postal Counters in Retail
Stores and Kiosks

Both consumers and businesses value
maintaining post offices compared to alternative
retail access such as postal counters and postal
kiosks. They placed minimal value on keeping
post offices open normal business hours as
compared to more limited hours.™

In particular, consumers and businesses do not
seem to be willing to accept having kiosks as
retail access points. As can be seen in Figure 14,
at the second highest price in the survey, over
half of consumers and nearly three fourths of
businesses would prefer paying the higher price
than to be forced to access postal services via
kiosks. However, both did have their limit. At the
highest postage rate option for both groups, the
percentage of respondents who would prefer to
pay the higher postage and maintain post offices
drops to around 30 percent.

Figure 13: Businesses Value Door Delivery for Parcels

Businesses Place the Most Value on Delivery to the Door
Instead of Cluster Box or Parcel Locker for Parcels

Businesses also value delivery to the door, compared to delivery to a
cluster box or parcel locker, especially for parcels. For parcels, it was

the highest WTP value. For letters, they place relatively less value on door
delivery than either moving to 3-day delivery (vs. Mon—Sat delivery)

or maintaining Post Offices (vs. a kiosk).

Business’s WTP for Letter
Survey (cents)

Business WTP for Parcel
Survey ($)

WTP to Maintain
Door Delivery

L WTP to Maintain <
Door Delivery

Source: Gallup.

Figure 14: Consumers and Businesses Still Value Post Offices

Both Consumers and Businesses Still Value Post Offices

The survey demonstrated that both consumers and businesses still value
being able to access postal services at a Post Office. Even at the second
highest letter prices in the survey, 61 percent of consumers and 73 percent
of businesses would prefer higher postage to using kiosks (vs. Post Offices
open normal hours) to access postal services.

Percent of Consumers Who Percent of Businesses Who
Prefer to Pay Higher Price to Prefer to Pay Higher Price to
Maintain Post Office over Maintain Post Office over
Kiosk Kiosk
$0.50 $0.60 $0.75 $0.85 $0.38 $0.46 $S0.54 $0.62

Source: OIG Analysis.

13 For the purpose of this study, normal business hours refer to a Post Office being open 8 hours a day Monday through Friday and 4 hours on Saturday.
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Both Consumers and Businesses Value Lower Prices

While respondents demonstrated a preference for higher levels of postal services, there was a limit to the amount of postage they
were willing to pay as a trade-off for these higher levels of service. In their analysis, Gallup found that of the four attributes, price
was the second to highest in relative importance for consumers for both letters and parcels. Further, it was second to highest

in relative importance for businesses for parcels. This may mean that postal customers may be willing to accept lower levels of
service to keep prices from rising sharply.

Key Findings from Qualitative Part of Survey

In addition to the quantitative choice experiments, the Gallup survey included some more qualitative questions. These questions
were designed to elicit information about USO attributes or information that may be relevant to the USO that were not easily
captured by the quantitative survey. The key findings are:

B The vast majority of respondents believe it is important or very important that the Postal Service be obligated to deliver to every
address in the country.

B The maijority of respondents believe a uniform First-Class Mail rate is important or very important.
B There remains a strong need for Postal Services for both consumers and businesses.

B There is not much acceptance of the Postal Service using digital alternatives to deliver the mail, such as the Postal Service
scanning mail and sending it via e-mail, at this time.

Conclusion

Both consumers and businesses still value postal services, although they do not appear to value Saturday delivery for letters.
There is a limit, however, to how much people are willing to pay for higher levels of service. These values, as well as the
benefits to society as a whole, need to be weighed against the costs to the Postal Service of providing these services. Further,
policymakers may need to consider if there are levels of service that are essential enough to warrant an alternate source of
funding beyond postal revenues.
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In order to make the survey manageable for respondents, the OIG had to limit the number of choice experiments. The OIG worked
with Gallup to find the right combination of attributes and the level of each attribute that would be both manageable and provide
enough information to be useful. Below is a brief description of how these choices were made.

Attributes

The OIG started with a fairly lengthy list of attributes that included things like frequency of delivery, mode of delivery, uniform price,
affordability, access, service standards, and which products to include in the USO. The list was narrowed down in view of the
following considerations.

First, the OIG focused on attributes currently being widely debated or discussed. For example, frequency of delivery has been
debated in the public arena for several years. Another attribute that is often the subject of controversy is whether or not the
Postal Service should be allowed to close Post Offices. Therefore, the attributes delivery frequency and access to postal services
were included in our survey.

Additionally, the OIG examined results from two recent OIG papers, (1) What America Wants and (2) What America Wants and Needs,
which were based on qualitative survey data to determine attributes.™ For example, in the What America Wants and Needs study,
the participants in the focus groups seemed to be willing to accept, and in some cases favor, getting mail delivered to a centralized
cluster box. Since the focus groups were limited to a few geographic areas, we thought it would be interesting to see if a national
survey would produce similar results. Another finding from the focus groups was that the discussion of digital alternatives was fairly
complex. We decided that if digital alternatives were too complicated for discussion within focus groups where a moderator can
explain the concept and is available to answer questions, then the idea was too complex to be included in the quantitative portion
of the Gallup survey.'s

The OIG also looked at quantitative studies done for foreign posts, including the attributes those posts chose to include and
lessons learned from their surveys. A summary of these studies, their various findings, and lessons learned from the surveys can
be found in the OIG paper, Guiding Principles for a New USO.'® One of the lessons learned from the studies was to only include
attributes that were easy for the respondents to understand how the alternative would affect them."” For example, respondents
easily understand what it means to have mail delivered 5 days a week vs. 6 days a week. However, respondents may not
understand the implications of including or excluding a product from the USO. We followed these lessons learned and focused
on attributes whose outcomes could easily be understood. This had the impact of excluding attributes such as which products to
include in the USO.

Thus, the OIG included the following attributes in the quantitative survey: frequency of delivery, mode of delivery, access to postal
services, and price. Price was necessary in order to monetize the value consumers place on specific attribute levels.

14 OIG, What America Wants from the Postal Service, Report No. RARC-WP-13-009, May 21, 2013,
https://www.uspsoig.gov/sites/default/files/document-library-files/2013/rarc-wp-13-009.pdf, and OIG, What America Wants and Needs from the Postal Service,
Report No. RARC-WP-14-009, February 18, 2014, https://www.uspsoig.gov/sites/default/files/document-library-files/2014/rarc-wp-14-009_1.pdf.

15 Afew questions were added to the qualitative survey about the acceptance of receiving mail via e-mail.

16 See OIG, Guiding Principles for a New Universal Service Obligation, Appendix B for a full discussion of these studies.
https://www.uspsoig.gov/sites/default/files/document-library-files/2014/rarc-wp-15-001.pdf.

17 Ibid., Table 2.
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Levels of Attributes

As discussed earlier, the design of the survey includes giving respondents a choice between different levels of service for
each attribute. For example, for the attribute frequency of delivery, the levels included (1) Monday through Saturday delivery,
(2) Monday through Friday delivery, and (3) 3-day a week delivery. The OIG developed its wish list of levels of attributes and
worked with Gallup to ensure that number of levels and wording describing the levels was appropriate for the survey.

Price

For price, we looked at studies done by other posts to get an idea of the range of prices offered. We found the one lesson learned
was to make sure the price variations were wide enough to reflect the true value differences.’® We also strived to make the choices
realistic and believable.

For the starting price for letters, we felt that we needed different price points for consumers and businesses as businesses often
pay lower prices through the Postal Service workshare prices. For consumers, we wanted to start with the current price of the
First-Class Mail stamp, but rounded up to 50 cents to avoid respondents rejecting the current price to favor prices that were
rounded to 5 cents.

For businesses, it was more complicated, as there are numerous rates that reflect various levels of workshare. The average
revenue for First-Class Mail presort was close to the price for a 5-digit presorted First-Class Mail letter, which happens to be the
highest volume mail category within First-Class Mail presort group.'® Therefore, we decided the starting point would be the 5-digit
presort rate, rounded to the nearest whole integer. For businesses, we were not concerned about respondents favoring rates that
were rounded to 5 cents, as historically businesses favor lower prices over round numbers.

For parcels, the biggest concern was dealing with the fact that some parcel rates vary with distance and weight. We wanted a
price that would easily be understood by the respondents. Therefore, we chose the price for a medium size flat-rate Priority Mail
box. The rate at the time of the survey was $11.30, so we rounded to $11 for simplicity and used the same rate for consumers
and businesses.

Delivery Frequency

For delivery frequency, we decided to include the current status, Monday through Saturday, the Postal Service’s proposal to drop
Saturday delivery, and delivery 3 days a week.? While the 3-day option could be considered extreme, at least one other country
has recently changed its minimum requirement for some areas of the country to 3-day delivery.?’ The same options were used for
letters and parcels and for both consumers and businesses.

Access to Postal Services

The purpose of including access to postal services as an attribute was to try to determine how much value people placed on the
ability to go to their local post offices vs. the availability of access to postal services via other means. Therefore, we decided to
include post offices open normal hours, post offices open limited hours, postal counters in other businesses, and self-service

18 Ibid.

19 The average revenue on presort First-Class Mail letters was 37 cents, and the 5-digit automation rate for a 1 ounce letter was 38.1 cents. We picked a starting point of
38 cents.

20 In order to make the survey easier to understand, we specifically stated that the 5-day delivery alternative was Monday through Friday delivery, which is consistent with
the Postal Service’s most recent proposal. It is possible we would have received different responses, had we chosen another day to exclude from delivery.

21 The New Zealand Post, Questions and Answers on Our Proposal, 2013,
http://www.nzpost.co.nz/about-us/postal-legislation/deed-of-understanding/questions-and-answers-on-our-proposal.
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kiosks. For normal Post Office operating hours, we looked at operating hours nationwide and found that 8 hours Monday through
Friday and 4 hours on Saturday was a fair representation.??

Mode of Delivery

Mode of delivery is another attribute that currently varies across the country. Our goal was to determine how much value people
place on the physical delivery location — how close the delivery point is to their home or business. We decided on three options
for letters and four options for parcels. The options were similar for residents and businesses with slight wording changes to
acknowledge the differences (home vs. business). The options for letters were delivery to the door, delivery to the mailbox at a
curb, and delivery to a locked cluster box no more than a 7 mile from the respondent’s home. For parcels we also included an
option for a parcel locker and made it clear that the parcel would be secure and accessible 24 hours a day, 7 days a week. For the
cluster box and parcel locker options, we added either the words “locked” or “secure” to inform respondents that this option would
be secure. We felt this feature was important since the focus groups in What America Wants and Needs demonstrated that some
people value security over proximity.

22 We acknowledge that “normal” hours for post offices vary across the country.
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Analytic Report — Universal Service Obligation

EXECUTIVE SUMMARY

The Postal Service Office of Inspector General (OIG) partnered with Gallup to conduct surveys of American
consumers and businesses to measure their views regarding key elements of the Postal Service’s Universal
Service Obligation (USO). The survey instrument was carefully designed to elicit the data required to model
estimates of respondents’ willingness to pay (WTP) for various levels of service the U.S. Postal Service might
provide in the future. WTP is a concept that captures the implicit value in an attribute that customers are
willing to pay for to consume/experience it and achieve a certain level of satisfaction or utility or be willing to
get compensated for not being able to consume it. These estimates were calculated independently for letters
and parcels among both consumers and businesses across a range of demographic variables and business sizes.
In addition, the survey included several questions that were more qualitative in nature, such as respondents’
general views on the postal service as well as their current mail mix. This information should help policy
makers chart a course for the future of the U.S. Postal Service that ensures changes to the USO are made
strategically and in a way that maximizes the value provided to both consumers and businesses.

KEY FINDINGS
WILLINGNESS TO PAY

e Of the different attributes considered in this study, mode of delivery has the highest relative importance
for consumers when it comes to selecting service options for letters and parcels while frequency of
delivery has the least relative importance. Price remains equally important for both letters and parcels.

e Businesses assign roughly equal importance to frequency of delivery, access to postal services, and price
in the case of letters. However, businesses display a clear preference for mode of delivery when it comes
to parcels.

e Both consumers and businesses seem to place relatively little value on Saturday delivery for both letters
and parcels, but see value in maintaining at least five-day delivery as opposed to delivery just three days
a week.

¢ Both consumers and businesses assign relatively high value for delivery location, especially among
those who currently receive delivery to their door.

e Both consumers and businesses place value on human interaction with U.S. Postal Service employees at
a post office, when they access postal services, as opposed to using a postal counter at a retail store or a
self-service kiosk.

CONSUMER CHARACTERISTICS

e Younger Americans tend to check their mail less often than their older counterparts. While nine in 10 of
those aged 50 or older say they check their mail daily, the proportion slips to three in four among those
aged 30 to 49 and just 55% among those aged 19 to 29.

e  While bills are currently the most common form of First-Class Mail® received among consumers in this
survey, 71% of those aged 19 to 29 and 57% of those aged 30 to 39 say they don’t make any payments
through the mail.

e Two-thirds of consumers say they receive at least one parcel through the mail each month and 42% say
they send at least one parcel per month. The proportion who say they receive at least one parcel per
month increases steadily across income brackets from 58% among those living in households earning
less than $35, 000 to 83% among those living in households earning $150,000 or more.

e While 90% of businesses say they send more letters than parcels, small businesses are somewhat more
likely to send about the same number of letters as parcels or sending more parcels than letters.

e The vast majority of both consumers (85%) and businesses (82%) say it is either very important or
important that the U.S. Postal Service deliver to every address in the country.

e Roughly two-thirds of both consumers (62%) and businesses (70%) say it is either very important or
important that the First-Class Mail stamp price is the same for every letter — regardless of where the
letter is sent in the country.

Copyright © 2014 Gallup, Inc. All rights reserved.
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e FEight in 10 business respondents surveyed either strongly agree or agree that there are some things
businesses such as theirs will always need to send by mail. Meanwhile, among consumers, two-thirds
either strongly agree or agree that they would feel cutoff from society if they were not able to send or
receive mail.

e Fewer than one in five consumers and one in three businesses say they would be very likely or likely to
accept electronic delivery of some of their mail via secure email.

Copyright © 2014 Gallup, Inc. All rights reserved.
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INTRODUCTION

One of the biggest challenges facing policy makers regarding the U.S. Postal Service is determining how to best
make necessary tradeoffs between varying levels of service currently provided under its USO. To better inform
Postal Service Governors, Postal Service management, and Congress about potential impacts from changes to
current levels of service, the U.S. Postal Service Office of OIG Risk Analysis Research Center (RARC)
commissioned Gallup to conduct a quantitative survey designed to elicit WTP estimates for both consumers
and businesses across four key attributes of the USO — frequency of delivery, mode of delivery, access to postal
services, and price. The findings from this study should be carefully considered along with well-founded
cost/savings projections to ensure that any changes to current levels of service are designed so that the
U.S. Postal Service continues to maximize the value it provides to American consumers and businesses.

RESEARCH BACKGROUND

This study builds upon prior RARC studies that have explored Americans’ general attitudes and preferences
regarding the U.S. Postal Service by deriving rigorous WTP estimates for different attributes of the USO among
a nationally representative sample of consumers and a stratified sample of businesses.

OBJECTIVE

The goal of this study is to develop measures of WTP for a number of important attributes of the
U.S. Postal Service’s USO with estimates calculated separately for each level of each attribute among
consumers and businesses and for letters and parcels. To accomplish this objective, Gallup conducted
quantitative surveys designed to support a Stated Preference Discrete Choice Model (SPDCM) by presenting
respondents with a series of choice tasks consisting of four unique concepts (random combinations of attribute
levels). The questionnaires used in this study were designed following a review of past RARC studies to identify
specific items that would provide a better understanding of preferences and tradeoffs made by different
segments of the consumer population. WTP estimates were derived from this data based on respondents’
preferences for the service attributes included in this study and the value that each level of the attribute
provides to the consumer expressed in monetary terms. The questionnaire also included questions designed to
capture customers’ mailing characteristics and qualitative views of the USO.

METHODOLOGY
SAMPLING AND DATA COLLECTION

The data for this study were collected through parallel surveys of consumers and businesses. The sample for
the consumer survey was drawn from the Gallup Panel — one of the few research panels that is representative
of the entire U.S. population. The Gallup Panel selects potential members using random-digit-dial (RDD)
methodology and address-based sampling (ABS) to contact U.S. households at random by telephone. This
ensures scientific accuracy and creates a probability sample that is essential to generalizing survey results.

The sample drawn for this study was stratified by age, education, race, and ethnicity. Since Americans who lack
Internet access are a high-priority group of U.S. Postal Service consumers, separate subsamples were drawn to
receive Web or mail versions of the questionnaire. Panelists with access to the Internet and a preference for
completing surveys via the Web were eligible for the Web-based version of the survey while those who have
expressed a preference for completing surveys via mail or lack of access to the Internet were eligible for the
mail version of the survey. To ensure at least 800 consumers completed the survey, a sample of 2,486 Web
panelists and 625 mail panelists were selected to participate for a total sample size of 3,111. Web-based
participants were initially contacted with an email explaining the purpose of the survey and containing a
unique link to the survey website on June 20, 2014. Reminder emails were sent to sampled participants who
had not yet completed the survey on June 30 and July 2. Participants who were selected to complete the paper
version of the survey were sent an invitation letter explaining the purpose of the survey along with a copy of the
questionnaire and a pre-paid return envelope on June 24. The actual completion rate for both modes exceeded
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expectations resulting in 759 Web completes (30%) and 178 mail completes (28%) for a total sample size of
937 consumers. The median length for of the consumer Web survey was 15 minutes.

The sample for the business portion of the study was drawn from a database of commercial businesses licensed
by Marketing Systems Group from Dun & Bradstreet. This sample was stratified by size: small
(0-99 employees), medium (100-499), or large (500 or more) and included representative businesses from
across all industries. Employees from each sampled business with job titles suggesting they were most likely to
be responsible for making decisions regarding the businesses’ choice of mail carrier were contacted by a Gallup
interviewer via telephone and asked a series of screening questions to determine if they were the best person to
evaluate their business with the U.S. Postal Service or if another individual would be better suited to complete
the survey. Once the correct respondent was identified, that individual was sent an email with a link to
complete the survey online. These screener interviews were conducted from June 18 to July 24 with email
invitations explaining the purpose of the survey and containing a unique link to the survey website sent to
potential respondents the morning following their phone interview. Up to three weekly reminder emails were
sent to potential respondents who had not yet completed the survey. These reminders were sent on June 25,
July 2, July 10, July 13, and July 23. Gallup interviewers called 1,865 businesses over this timeframe, gathering
email contact information for 810 individuals best able to evaluate the U.S. Postal Service. Of these potential
respondents, a total of 203 completed the Web survey with 28 small, 99 medium, and 74 large businesses
represented. The median length for of the business Web survey was 12 minutes.

WEIGHTING

To ensure that the consumer sample was projectable to the U.S. population, weights were prepared at the
respondent level. Base weights were prepared to account for the probability of selection of the individual into
the Gallup consumer panel. Although the sample was stratified by age, education, race, and ethnicity and
drawn in proportion to the population distribution, completed surveys do not always reflect the population
distribution due to non-response or non-cooperation. To account for that, the sample was post-stratified by age
(15-34, 35-44, 45-54, 55+), edu