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Executive Summary
Throughout 2016, service, cost, and pricing continually surfaced as important 
postal challenges. On November 16, stakeholders gathered at the head-
quarters of the U.S. Postal Service Office of Inspector General (OIG) to 
discuss these issues. Representatives of the mailing community, the postal 
regulator, government oversight, consultants, and the U.S. Postal Service 
itself attended the OIG’s day-long conference, dubbed Postal 360. The 
event consisted of four modules: service, cost, pricing, and a “Fireside 
Chat” panel that concluded the day. 

The service module covered recent trends in delivery time and the propor-
tion of mail whose delivery time is being measured. The percentage of mail 
getting measured has gone up, which commercial mailers like, but metrics 
reveal that service has largely failed to meet its standards, although more 
recently service has improved. Cost reduction efforts in response to declining 
mail volumes, economic recession, and network consolidation contributed 
to significant dips in service in 2015. The Postal Service responded in 2016 
by shoring up service, though even then it fell below its established perfor-
mance targets in most categories of mail. Stakeholders now want USPS to 
expand the amount and types of mail under measurement, out of concern 
that the existing metrics are not representative of the experience of all mail 
(e.g. some destination delivery unit mail, mail with improper barcodes, etc.). 
They also want rural service reported separately from city service. It was 
noted that more measurement and further performance improvements will 
incur more costs. However, the cost may ultimately be worth it: service is 
the Postal Service. All panelists concurred that having reasonably fast and, 
more importantly, predictable service is vital to the brand. 

The cost module explored the reasons why unit costs have gone up since 
2006 for all products other than Package Services. The factors responsible 
for product cost changes include: inflation, economies of scale, changes 
in the product mix, and production cost levels (e.g. technology, price of 
inputs, etc.). It was noted that cost changes are not smooth; therefore the 
Postal Service should be careful not to project existing cost lines into the 
future. Transparency and accuracy of cost attribution among different prod-
ucts also emerged as a hot-button issue during this module. One panelist 
argued that USPS does not attribute enough of its overall costs to parcels, 
which in turn allows it to keep parcel prices lower than it should. Another 
wondered whether the cost savings produced by customer work-sharing 
(such as presorting) and USPS cost-cutting initiatives (such as load-level-
ing) are being appropriately passed down to customers in the form of lower 
prices. Others countered that the current cost attribution system has been 
reviewed and accepted, with input from all interested parties, by the Postal 
Regulatory Commission (PRC) over the past 40 years.

The pricing module discussed the price regulation methodology that has 
been in place since the 2006 postal reform — notably the Consumer Price 
Index (CPI)-based price cap. This cap prevents the Postal Service from 
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raising prices faster than inflation; many stakeholders wonder if it is still 
appropriate given the financial difficulty the Postal Service has faced since 
the Great Recession. Some stakeholders further believe that the regulation 
did not include enough mechanisms to alter the cap in case of debilitating 
external factors like the recession. Participants weighed alternative price 
caps, as well as the option of doing away with the cap and allowing the 
Postal Service to set prices subject to monitoring by the regulator. Another 
suggestion was to allow USPS to improve its financial position through 
other means, with no change to the price cap — for example, by investing 
its employee retirement fund in something other than Treasury bills. These 
are all options that Congress or the PRC must weigh. Ultimately, regardless 
of what the PRC decides regarding the current price cap, it is possible that 
the legality of any change could end up before the D.C. Circuit Court. 

In the Fireside Chat, panelists noted the importance of each of these topics 
but also agreed that they cannot be solved in isolation. There are too many 
leaks to plug and not enough money to plug them with. Comprehensive 
reform is necessary. The legislation that has been before Congress would 
be a good start, but more will need to be done. If this bill does not pass, 
warned the panelists, then more drastic measures may be considered. 
While awaiting direction from Congress and the PRC, the Postal Service 
can still take some action. One suggestion was for USPS to address more 
problems at a local level or with customized solutions, rather than creating 
national, standardized solutions. 

The views summarized in this paper reflect the discussion that transpired 
during the event and do not necessarily reflect the views of the Office of 
Inspector General.

Highlights

Service, cost, and pricing 
have emerged as key issues 
for the postal community. 

On November 16, 2016, 
the OIG hosted a day-long 
conference, Postal 360, to 
discuss these key issues. 

The event explored how 
service performance 
standards have changed 
over time, factors that have 
brought about changes 
in product unit costs, 
and possible options for 
future price regulation.

Ultimately, as the 
community considers  
what is appropriate for 
the Postal Service in 
the future, these issues 
cannot be looked at in 
isolation since each one 
impacts the others.

Stakeholders believe that 
unless a comprehensive 
reform can be agreed 
upon, a more significant 
restructuring of the  
Postal Service might 
be necessary in 
the near future.
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Introduction
Service, cost, and pricing are all issues of major con-
sequence to the U.S. Postal Service and its customers. 
Customers are pleased by fast, reliable service and 
turned off by slow or erratic service. They are pleased by 
low prices and turned off by high prices. When costs go 
up or down, service and price inevitably feel the effects, 
so customers weigh in on cost issues too.

Not only are service, cost, and pricing fundamental, 
they should always be considered together because 
of the way they interact with one another. They have 
been described as three legs of the same stool. Desta-
bilize any of them and the whole stool topples over. The 
Postal Service must be ever mindful that it is simulta-
neously providing quality service, controlling its costs, 
and keeping its prices reasonable.

How to achieve these ends is a matter of much debate 
— as is the matter of whether they can be achieved at all 
under the current constraints faced by the Postal Service. 
The U.S. Postal Service Office of Inspector General 
(OIG), in drafting the agenda for its all-day event, sought 
to ensure that many viewpoints were heard. The confer-
ence was named Postal 360 for the way it encompassed 
every angle. Mailers, regulators, consultants, unions, 
observers, and of course the Postal Service itself were 
all represented at this event, held November 16 at OIG 
headquarters in Arlington, VA. An agenda listing the 
speakers can be found in Appendix A.

Each of the three topics — service, cost, and pricing — 
received its own module. The service module examined 
how the Postal Service’s performance standards have 
changed over time and what changes mailers might 
like to see in the future. The cost module explored the 
reasons how and why product unit costs have changed 
since 2006 and whether costs are being properly allo-
cated among products. The pricing module explored 
alternatives to the current regulatory pricing regime. The 
day wrapped up with a Fireside Chat where panelists 
offered overarching thoughts about the issues they had 
heard throughout the event. 

This paper is intended to summarize the key points made 
during the conference for those who were unable to be 
there in person. The authors relied on audio recordings 
of the event and allowed all participants to review the 
final text for factual accuracy. Where necessary in the 
paper, opinions are attributed directly to a panelist. The 
views presented herein are not necessarily those of the 
Office of Inspector General. 

Service Module
Service is fundamental to the Postal Service. It is part 
of the Postal Service’s name and reason for existence. 
In a 2015 examination of the postal brand, the OIG 
found that a key component of the brand was “reliable, 
dependable, and prompt services and products.”1 In 
other words, the postal brand is built on an expectation 
of fast and predictable delivery. With so many alternative 
platforms for communication and logistics, customers’ 
tolerance for slow or unpredictable delivery is lower than 
ever. This section explores how service standards have 
developed over time as well as whether those standards, 
and service performance, meet customer expectations.

PAEA Gave Us Service Standards
Prior to the Postal Accountability and Enhancement Act 
of 2006 (PAEA), no service standards were mandated, 
and the Postal Service generally did not release service 
performance information for mail other than First-Class 
Mail. The Postal Service published a compact disc that 
contained voluntary service targets between pairs of 
3-digit ZIP codes and would be delivered to mailers 
upon request. This was viewed by mailers as complex 
(especially given the thousands of pairs of 3-digit ZIP 
codes) and essentially not useful because actual deliv-
ery information was not available. Mailers could do their 
own tracking and bring the results to the Postal Service, 

“One of the objectives specified in 
Section 3622 (of PAEA) is that the 
rate-making systems should ensure 
that we can provide high-quality 
service. …Clearly being in a state of 
constant financial turmoil imperils 
the achievement of that objective.”

Keith Weidner, Chief Counsel, Legal 
Policy and Legislative Advice, USPS

1 U.S. Postal Service Office of Inspector General (OIG), The Value of the U.S. Postal Service Brand, Report No. RARC-WP-15-005, January 28, 2015,  
https://www.uspsoig.gov/sites/default/files/document-library-files/2015/rarc-wp-15-005_0.pdf.

https://www.uspsoig.gov/sites/default/files/document-library-files/2015/rarc-wp-15-005_0.pdf
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but without a common set of data for the two sides to 
reference, nor a set of standards to adhere to, disputes 
were seldom resolved. 

PAEA mandated service measurement across all mar-
ket-dominant postal products for the first time. It also 
required the Postal Service to establish a set of service 
standards reflecting what mailers said they needed and 
what the Postal Service said it could provide. Since then, 
USPS has regularly reported to the Postal Regulatory 
Commission (PRC) on whether it is meeting those stan-
dards in each class of mail. When PAEA was passed in 
2006, only 15 percent of market-dominant mail was 
being measured for service performance.2 However, the 
Government Accountability Office (GAO), which has also 
been monitoring service, found in 2015 that USPS had 
increased the percentage of market-dominant mail being 
measured to 55 percent. Some of this can be attributed 
to the Intelligent Mail barcode that makes mail easier to 
scan and track.

Furthermore, service standards have not remained 
constant — they have changed over time and as part 
of the Postal Service’s own cost-cutting measures in 
response to declining mail volumes. In fiscal year (FY) 
2011, 41 percent of all First-Class Mail had an overnight 

service standard, but by the first quarter of FY 2015, only  
15 percent of First-Class Mail fell into the overnight ser-
vice standard category, partly because during that time 
period USPS eliminated overnight service standards for 
Single-Piece First-Class Mail (see Figure 1). Additionally, 
in 2014 the Postal Service began “load leveling” some 
of its Standard Mail. Under this change, Standard Mail 
entered on Fridays or Saturdays was allowed one addi-
tional day to meet its service standard, in order to limit 
the volume of mail that had to be delivered on Mondays, 
which is the highest-volume day of the week.3 Mailers 
report difficulty in achieving desired Monday in-home 
dates as a result of this change.4 
Performance Has Not Always Met Standards
Service standards were lowered across several mail 
types in 2015, yet even then, the standards were not 
met. Among 10 types of mail measured each year 
between fiscal years (FY) 2009-2015, the standard for 
any individual type has been met only 11 times — a 
16 percent success rate.5 Compounding the problem 
was the Great Recession of 2008, whose devastating 
effect on mail volume will be discussed in the Pricing 
Module section of this paper. As volume plummeted, 
the Postal Service reacted with a consolidation of its 
national facility network. 

2 Market-dominant products consist mostly of letters and flats. The Postal Service has a legal monopoly on these products.
3 U.S. Postal Service, “Balancing the Load: Load leveling to more evenly spread Standard Mail delivery,” https://about.usps.com/news/electronic-press-kits/usps-

sets-the-record-straight/load-leveling.htm. 
4 “USPS Service Performance and Measurement Draw Attention,” Mailers Hub News, Feb. 17, 2017.
5  Postal Regulatory Commission, Annual Compliance Determination Report: Fiscal Year 2015, March 28, 2016, http://www.prc.gov/docs/95/95462/Final_2015_

ACD.pdf.
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Figure 1: First-Class Mail Volume by Service Standard

Source: USPS Service Performance & Measurement, Kathy Siviter, presentation at Postal 360. Fiscal year (FY) 2005 & FY 2014 figures reported by USPS in “USPS 
Delivery Standards and Statistics Fact Sheet” published in March 2015. FY 2011 figures reported by USPS in September 2011 Federal Register notice with proposed 
service changes. 2015 figures reported by USPS at MTAC First-Class Mail Focus Group Meeting. 

https://about.usps.com/news/electronic-press-kits/usps-sets-the-record-straight/load-leveling.htm
https://about.usps.com/news/electronic-press-kits/usps-sets-the-record-straight/load-leveling.htm
http://www.prc.gov/docs/95/95462/Final_2015_ACD.pdf
http://www.prc.gov/docs/95/95462/Final_2015_ACD.pdf
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The Postal Service’s Keith Weidner told the Postal 360 
audience that the pace of the second phase of network 
consolidation, which began in January 2015, had ser-
vice impacts that were greater than anticipated and that 
perhaps could have been mitigated if the Postal Service 
had the luxury to move slowly. The Postal Service’s 
deteriorating financial condition dictated that rational-
ization was necessary in light of the Postal Service’s 
excess capacity. Postmaster General Megan Brennan 
vowed to diagnose and correct the ensuing service prob-
lems during a Senate hearing in January 2016. The FY 
2016 results show that the Postal Service has followed 
through. FY 2016 performance has improved over FY 
2015 in nearly all of the main categories of mail (though 
it still failed to meet the targets in most categories).

There is still a significant portion of the mail that is not 
being measured, such as drop-shipped mail bundles 
(which are entered into the postal system close to deliv-
ery destination) or mail that cannot be processed on 
automated equipment. GAO reported in 2015 that ser-
vice performance data for 45 percent of market-domi-
nant mail were not included in final service performance 
results, so there is no way to know whether the mail that 
is measured is representative of all mail. Mailers fear 
that it is not. The Postal Service has since raised the 
amount of mail under measurement to about two-thirds, 
according to GAO’s Lori Rectanus.

Mailers would also like more insight into mail that fails to 
meet its standard; right now, it is not known if mail that 
misses its delivery target misses it by one day, several 
days, or more — the so-called “tail of the mail.”6 
Some Improvement, but Inconsistency Remains
Even for mail that is measured, mailers are concerned 
that the data are not always representative of service 
experiences. Some mailers say that their internal service 
metrics do not match the quarterly performance scores 
published by the Postal Service. This is not necessarily 
a result of bad data on either side, but rather a lack of 
consistency in actual service experiences that may have 
mailers in one area of the country receiving a different 
level of service than those in another. Inconsistency 
creates one of any business’ biggest fears — unpredict-
ability. Business mailers can accommodate consistently 
slow delivery better than they can accommodate delivery 
that sometimes beats the standard and sometimes falls 
days behind.

Service performance can vary between days of the 
week and times of the year. But the inconsistency get-
ting the most attention is between urban and rural ZIP 
codes. Rural customers and those who mail to them 
are increasingly vocal about what they perceive to be 
inferior service. While a GAO study on the best and 
worst performing districts did not find that urban districts 
consistently outperformed rural ones, Congress has 
urged the Postal Service to monitor rural performance 
separately in the future. 
Service Is the Postal Service
All this negative attention on the Postal Service’s inability 
to meet service standards harms the postal brand.7 It 
makes the channel less valuable, which hurts mailers. 
So the mailing industry must walk a fine line that pushes 
USPS to improve service without triggering a chain reac-
tion of criticism that cripples the mail channel. Advertis-
ers like the affordability of mail (and the fact that it may 
be “stickier” than digital ads) but, with online options 
allowing them to target specific customers, they are 
less tolerant than ever of shaky service.8 There is also 
a critique that the Postal Service is neglecting its service 
responsibilities for mail because it is more focused on 
parcels. The Postal Service strongly denies these claims, 
pointing to its efforts to address mail service performance 
over the past year. 

Customers are asking for more mail, and more types 
of mail, to be put into measurement and for more data 
to be collected. They want to ensure the measurement 
metrics are representative of all types of mail. They want 
that data funneled into publicly-available apps that reveal 
performance trends by mail type, day of the week, ZIP 
code, and more. (It was noted that USPS and the PRC 
have already offered additional data on their respective 
websites.) They want studies on how service changes 

6 The Postal Service does publish a report that includes some of this information. See for example, USPS “Quarterly Performance for Standard Mail Service Vari-
ance,” Q4 FY 2016, https://about.usps.com/what-we-are-doing/service-performance/fy2016-q4-standard-mail-service-variance.pdf. However, the report was not 
mentioned during the module so it is outside the scope of this recap to comment on the degree to which it addresses concerns about tail of the mail information.

7 OIG, The Value of the U.S. Postal Service Brand.
8 OIG research found that people were more likely to remember advertising content from mail pieces than from digital sources. OIG, Enhancing the Value of Mail: 

The Human Response, Report No. RARC-WP-15-012, June 15, 2015, https://www.uspsoig.gov/sites/default/files/document-library-files/2015/rarc-wp-15-012.pdf.

“Inconsistent, unpredictable service 
undermines the value of mail.”

Kathy Siviter, President,  
Postal Consulting Services 

https://about.usps.com/what-we-are-doing/service-performance/fy2016-q4-standard-mail-service-variance.pdf
https://www.uspsoig.gov/sites/default/files/document-library-files/2015/rarc-wp-15-012.pdf
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affect volume over the long term. They want data 
on rural performance to be separated out (which  
the Postal Service is currently working on, with the 
PRC). All of this costs money, as the mailing community  
readily admits. 

More measurement data is always better in theory, but 
what if the cost of gathering new data requires sacrifices 
elsewhere? It may be impossible for the Postal Service 
to provide a high level of measurement or service if it 
is constantly in a state of financial turmoil. For as long 
as that remains the case, mailers, regulators, and the 
Postal Service must debate these trade-offs together.

One proposal was to offer a sort of “service-plus” option 
to customers in which they would be alerted when 
a piece of mail was going to fail to meet its service 
standard. They would then have the option of paying 
an extra fee to rush that piece so that it would arrive 

on time. Rather than having cost/service tradeoffs  
codified in regulation, mailers could make decisions 
on a case-by-case basis. (Whether such an option is 
feasible is uncertain.)

Cost Module
The cost module began with economics professor 
Michael Bradley, of The George Washington Univer-
sity, presenting research he has been undertaking for 
a separate OIG white paper. He explained that even as 
service has declined and the Postal Service has imple-
mented network rationalization to cut costs, the cost to 
produce a unit of most products — packages being a 
notable exception — has risen over the last 10 years.9 
This section explores the reasons why product costs have 
changed over time and the issues that stakeholders have 
with the transparency of the cost attribution methodology. 
Several Factors Have Changed Product Costs over Time
Between 2006 and 2015, unit costs for First-Class Mail, 
Standard Mail, and Periodicals went up at least 13 per-
cent in nominal dollars, as shown in Figure 2. Periodicals 
rose by double that amount — 26 percent. On the bright 
side, the unit cost for Package Services dropped.10 

In his analysis, Professor Bradley looks at how several 
factors contributed to cost changes between 2006 and 
2015; these factors can be grouped as follows:

1. Inflation (or deflation) — The change in all costs 
across an economy. A common measure for this 
inflation is the Consumer Price Index (CPI), which 
increased 18 percent between 2006 and 2015. 
This tracks closely with the growth in product unit 
costs, except for Package Services. 

2. Changes in the sub-product mix — Each product 
category contains subproducts, some of which are 
more costly than others. A shift in their proportions 
therefore affects the average unit cost for the product 
category. For example, the growth of drop-shipped 
packages, which are cheaper to process and deliver, 
has driven down Package Services unit costs.

Figure 2: Overall Change in Product Unit Costs 2006-2015

 FY 2006 Unit Cost FY 2015 Unit Cost Change  % Change

First Class $0.193 $0.218 $0.025 13.0%

Standard $0.120 $0.138 $0.018 14.8%

Periodicals $0.285 $0.360 $0.075 26.3%
Source: Measuring the Sources of Change in the Postal Service’s Product Costs, Michael Bradley, presentation at Postal 360. 

“Even if the Postal Service can get more 
money, is that going to lead to better 
service or is that just going to allow 
them to keep their head above water?”

Lori Rectanus, Director of 
Physical Infrastructure, GAO

9 The unit cost of each product is the cost to process and deliver a single unit — one piece of Standard Mail, one periodical, etc. If volume drops, it is possible for 
total costs to decrease while unit costs increase.

10 OIG, Examining Changes in Postal Product Costs, Report No. RARC-WP-17-005, March13, 2017, https://www.uspsoig.gov/document/examining-changes-post-
al-product-costs.

 https://www.uspsoig.gov/document/examining-changes-postal-product-costs
 https://www.uspsoig.gov/document/examining-changes-postal-product-costs
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3. Economies of scale — An increase in volume 
pushes the marginal cost of each unit down. Con-
versely, a decrease in volume pushes marginal 
costs up. With less volume in the system, each 
piece has a tendency to incur more individual cost. 
The results reflect this; market-dominant products 
saw costs rise as a result of declines in both indi-
vidual product volume and overall volume.

4. Production cost levels — This catch-all category 
takes into account changes in: technology and 
productivity, product quality (e.g. more expen-
sive packaging), product characteristics (e.g. 
heavier packages), and the price of inputs (e.g. 
wages). These factors are difficult to tease out  
individually, so their effects were calculated as all 
cost effects left over after the other factors were 
accounted for. Production costs fell for all products 
except Periodicals.

The Past Does Not Define the Future
Professor Bradley cautioned that one should not expect 
future costs to be influenced by these factors in the same 
way they have been previously. For example, Package 
Services benefit from economies of scale that push 
costs down as package volume rises.11 In the future, 
however, package volume might rise so much that exist-
ing processing facilities and delivery vehicles will no 
longer be able to handle the load. This would force the 
Postal Service to buy bigger delivery vehicles or open 
more sorting facilities, which would drive costs up again.

Additionally, the benefits of future 
production cost reductions may 
not be as great as those that 
have already happened. One can 
assume that the Postal Service 
chose to make the low-hanging 
improvements first, meaning any 
future improvements will pro-
duce less benefit. Jim Holland of 
the National Association of Letter 
Carriers provided an example: 
in 2009, USPS began a series 
of carrier route adjustments that 
sliced 10,000 routes out of the 
national delivery network. They 
had the effect of adding almost 
100 delivery points to each route 
over time. Labor costs shrunk 
accordingly. However, such dras-
tic consolidation may be difficult  
to reproduce.

11 Economies of scale are the effects whereby the marginal cost of producing each unit of a product is cheaper than that of the previous unit. In other words, 
average costs shrink as volume grows.

Cost Attribution 

It emerged during the panel discussion that some stake-
holders take issue with the way postal costs are calcu-
lated and attributed to each product. Jessica Lowrance 
of the Association for Postal Commerce said that the 
workshare discounts that mailers get from performing 
presort and drop-shipping are not equal to the cost sav-
ings that those processes provide to the Postal Service. 
There are questions about the cost of rural vs. urban 
delivery as well. 

Another dispute was about whether the cost of com-
petitive products is being properly separated out from 
total costs. Keith Kellison of UPS argued that the 
Postal Service is attributing far too small a share of its 
total costs to competitive products, which results in prices 
for Package Services that are unfairly low and hurts UPS’ 
ability to compete. The cost of processing and delivering 
a package, he said, is at least an order of magnitude 
higher than processing and delivering a letter or flat. 
However, defenders of the Postal Service’s numbers 
argue that the cost system accounts for this. The public 
filings show that competitive products not only cover 
their costs, said Larry Buc of SLS Consulting, but have 
been profitable every year since PAEA was enacted, 
culminating in a projected $7 billion in contribution in 
FY 2017 (Figure 3). The Postal Service’s competitors, 
he said, have been bringing this issue before regulators 
for 40 years with no success.

Figure 3: Competitive Product Contribution FY 2007-FY 2017 (Projected)

Source: Competitive Product Contribution FY 2007 to FY 2017, Larry Buc, presentation at Postal 360.
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Transparency Is Vital to the Mailing Industry

Just like with service data, postal stakeholders would 
like to see more granular cost data to ensure products 
are priced fairly. This data would allow them to more 
carefully pick apart institutional vs. product costs, mar-
ket-dominant vs. competitive costs, or fixed vs. variable 
costs. Defenders of the Postal Service contend that 
much of the data being asked for are available already, 
and that the opponents of the cost system either do not 
know where to find the data or simply do not agree with 
the conclusions that have been drawn from it. 

Stakeholders have also asked the Postal Service to be 
more transparent about the actual cost savings produced 

by its big initiatives — new vehicle purchases, load lev-
eling, Intelligent Mail barcode, etc. — rather than just 
showing projected cost savings. Mailers are concerned 
that cost savings produced by these initiatives are  
not being passed down to customers in the form of 
lower rates. 

Expect this debate to continue. As long as interested 
parties deem prices to be too high or low for their own 
needs, they will keep arguing with the Postal Service 
about the cost numbers that undergird those prices. In 
the end it will be the PRC making final determinations 
on the allocation of costs. 

Pricing Module
A private company that needed to boost its level of 
service or compensate for rising costs would probably 
raise prices. The Postal Service is not a private company, 
of course, even though it is often expected to act like 
one. It cannot just raise the price of postage to balance 
its books, due to the price cap instituted by the 2006 
PAEA law.
Postal Reform in 2006 Introduced New Price Regulation
Prior to PAEA, from 1971 to 2006, prices were set accord-
ing to a cost-of-service regime. Under this methodology, 
prices were set to cover product costs and included a 
markup to cover, among other things, institutional costs. 
There was not a set time period to make price changes, 
as it depended on when the Postal Service needed 
money, but rates changed every 3 years on average. 
This price-setting process was lengthy. Customers com-
plained of large, unpredictable price increases, pro-
testing that the Postal Service had no incentive to cut 
costs or increase efficiency since prices could always 
be nudged up to cover costs. 

PAEA changed all that by implementing a price cap that 
would only rise at the pace of CPI. At the time, it looked 
like the move to incentive regulation would be a win-win: 
mailers would get their smaller and predictable price 
increases, and the Postal Service could still earn enough 
revenue while being incentivized to control costs. But 
the ink had barely dried when the Great Recession hit. 
The tenuous balance achieved by the price cap shifted 
suddenly.
The Great Recession Changed Everything, 
Impacting the Success of That Regulation
The type of pricing regulation set forth in PAEA is most 
effective in a volume-increasing environment. But begin-
ning in 2008, the Postal Service started seeing a steep 
decline in mail volume, particularly in First-Class Mail, 

which is its greatest contributor to the coverage of insti-
tutional costs.

Across other regulated industries, most price caps are 
re-evaluated every 4 to 5 years to make sure they are 
functioning as intended. The PAEA-imposed cap had 
a 10-year life span. Caps in other industries are often 
designed with off-ramps in case a serious change of 
circumstances should occur between evaluation periods; 
the PAEA cap did not have such a safety valve. Revenue 
suffered when First-Class Mail volume — which is down 
36 percent since 2006 — started to fall rapidly at the onset 
of the Great Recession. CPI did not rise fast enough to 
compensate for that loss. The only clause for dealing with 
such a drastic loss of revenue was the exigency provi-
sion (whereby the PRC could adjust rates “due to either 
extraordinary or exceptional circumstances”). The PRC 
implemented the exigency in 2014 but removed it in April 
2016, against the Postal Service’s wishes.

“It was a hat-trick of bad: declining 
volume, increasing delivery points, and 
a change in the mix where the higher 
contribution products were declining 
faster than the lower contribution 
products. That spelled doom for this cap.”

Mark Meitzen, Vice President, 
Christensen Associates 
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All Is Not Lost: There Are Alternatives 

PAEA did not foresee a future that was drastically dif-
ferent from the status quo in 2006. Mail volume had 
reached its highest level ever that year. It has dropped 
every year since, thanks to digital diversion and the Great 
Recession. Knowing what we know now, the existing 
CPI cap may not function properly in a declining-volume 
environment. That does not mean that the affordability, 
predictability, and stability in pricing that the cap tried to 
achieve are not still achievable.
Reform the Price Cap 
If price regulation is to be reformed into something that 
allows greater flexibility for the Postal Service to improve 
its financial position, one option would be to choose an 
alternative type of price cap. A 2013 OIG study on the 
topic suggests two alternatives (Figure 4):

 ▪ A revenue-per-delivery-point (RDP) cap starts 
with a CPI-based cap, then adjusts it to ensure a 
certain level of revenue per delivery point. USPS 
would fare better financially during periods of 
falling volume and worse during periods of rising 
volume. The problem with this cap lies in the per-
verse incentive it creates for the Postal Service 
to try to keep volume low.12 

 ▪ A hybrid cap would allow price increases above 
CPI as volume decreases and delivery points rise, 
but adjusts the increase to take into consideration 
that not all costs vary with volume.

Other possible options for price reform, either in addition 
to changing the type of cap or as a standalone measure, 
include:

 ▪ changing the definition of what products are sub-
ject to the price cap;

 ▪ giving the PRC the freedom to remove the price 
cap and have the Postal Service set the prices 
where it sees fit, subject to PRC supervision and 
monitoring.

There are plenty of options, although any changes to 
the price regulation might add unpredictability and com-
plexity. The Postal Service’s financial future might be 
preserved at the expense of the pricing predictability 
that mailers so desire. 
Recognize That Price Increases Are Not the Only Way
Some participants did express the sentiment that price 
increases are not the only way to generate assets or 
lower liabilities. If the Postal Service were allowed to 
engage in other fundraising activities it would not nec-
essarily need to resort to price increases. This would 
make price increases and price regulation less critical of 
a discussion. An option suggested by one panelist, Larry 
Buc, would be to place the $338 billion that currently 
sits in the employee retirement fund into an investment 
instrument that gets a higher rate of return.13 By law the 
Postal Service can only invest in Treasury bills, which 
earned less than a 3-percent return in 2016. If it invested 
in something that earned closer to a market rate of 
return — say 6 percent — that would translate to almost  
$11 billion in additional funds every year. With an extra 
$11 billion around, the Postal Service would be under 
much less pressure to raise prices. 

Figure 4: Two Alternative Price Caps and Their Components

12 OIG, Revisiting the CPI-Only Price Cap Formula, Report No. RARC-WP-13-007, April 12, 2013, https://www.uspsoig.gov/sites/default/files/document-li-
brary-files/2015/rarc-wp-13-007_0.pdf.

13 According to the Postal Service’s most recent financial filing, they currently have $51.862 billion in their retiree health benefit fund, $174.4 billion in their CSRS 
fund (projected), and 112.1 billion in their FERS fund (projected) for a total of $338.362 billion in 2016. See U.S. Postal Service, 2016 Report on Form 10-K, 
http://about.usps.com/who-we-are/financials/10k-reports/fy2016.pdf. 

Source: Postal Price Regulation, Jennifer Bradley, presentation at Postal 360.

https://www.uspsoig.gov/sites/default/files/document-library-files/2015/rarc-wp-13-007_0.pdf
https://www.uspsoig.gov/sites/default/files/document-library-files/2015/rarc-wp-13-007_0.pdf
http://about.usps.com/who-we-are/financials/10k-reports/fy2016.pdf
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Who Decides the Course for the Future?

The current price cap is coming up for review by the 
PRC under the 10-year review mandated by PAEA. The 
cap’s detractors want the PRC to take the opportunity 
to declare the cap untenable. If the PRC attempts to 
eliminate or even change the cap, there is a possibility 
of a petition for review to the U.S. Court of Appeals for 
the D.C. Circuit for a final decision. The Court could rule 

that the PRC’s decision to replace the cap was arbitrary 
— regardless of what that means for the Postal Service’s 
future. It was noted during the discussion, however, that 
the D.C. Circuit Court routinely defers to regulators’ 
judgment. Until a decision is made, the current climate of 
uncertainty and worry over the Postal Service’s financial 
problems will continue. 

Fireside Chat
For all of the haggling over rural service quality, or what 
costs should be allocated to parcels, or whether a hybrid 
price cap is a good model, those debates may not get 
to the root of the Postal Service’s problems. That much 
was revealed by the reactions of the panelists at the 
Fireside Chat session. They were offered an opportunity 
to comment on any aspect of service, cost, or pricing that 
they had heard throughout the day. It was telling that they 
chose not to tackle any of them, but instead focused on 
the fundamental public policy questions of what do you 
want your government sponsored Postal Service to do, 
and how are you going to pay for it. 
Service, Cost, and Pricing Are All Interconnected
There was resounding agreement that the postal com-
munity needs to examine service, cost, and pricing col-
lectively. Service, especially the universal service obli-
gation, comes at a cost. The money to pay for that cost 
has to come from somewhere, which is where pricing 
enters the picture. The Postal Service would be better 
able to address these issues one by one, as needed, 
if it were on firmer financial footing as an organization. 
But given its present state, it may be the case that a “fix” 
of either service, cost, or pricing will not be enough to 
stabilize the Postal Service in the long run. 

A more holistic solution involving major structural 
changes would then have to be put on the table. On 
one extreme end is privatization. On the other extreme 

is allowing the taxpayers to keep it afloat by giving it 
congressional appropriations. The Postal 360 audience 
was reminded that the Postal Service was not, at its 
creation, intended to be a money-making endeavor, but 
rather a universal service provider charged with binding 
the nation together and keeping the public well-informed. 
Whether that function is still applicable is in the eye of 
the beholder. Many would argue that the postal network 
has transformed from a communications channel to a 
transactional channel, and is therefore less entitled to a 
status as a public good. Other holistic solutions between 
the two extremes of privatization and appropriations are 
possible as well, though they were not brought up during 
this discussion.

“This discussion is all about how much we need to raise prices to generate 
sufficient revenues to allow the Postal Service to continue to operate in a way that, 
in some respects, really ignores the gravity of the problems it’s facing...The real 
question is how much weight can commercial mailers bear to sustain the system 
on the market-dominant side. That’s really where the pressure will be felt.”

Michael Scanlon, Partner, K&L Gates

“When we look at these issues 
in isolation, it becomes very 
easy to miss the big picture.

Kevin Calamoneri, Deputy 
General Counsel, USPS
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Legislation Is Needed Now… but That Is Not Enough
Some say that the responsibility for answering these 
foundational questions belongs to Congress, and that 
therefore the postal community will take its direction from 
future legislation. However, these are extremely com-
plex issues that are made more so by the current time 
of crisis. It will take a long time (and a certain amount 
of political will) for lawmakers to fully understand the 
complexities. Balancing all of the stakeholders’ concerns 
makes this task very difficult to get right. 

There was discussion as to whether the postal reform 
legislation that was before the House in 2016 “gets it 
right.” The bill is not a visionary one, according to Kevin 
Kosar of the R Street Institute; it does not provide the 
structural reform needed to ensure solvency for decades 
to come. Rather, it offers breathing room. It makes a 
number of trade-offs and involves the minimum accept-
able sacrifices required to patch up the Postal Service’s 
immediate problems. No one stakeholder seems to be 
fully satisfied by the bill, but everyone seems to regard 
it as more palatable than the drastic proposals that 

might come out of Congress should no compromise 
be reached.
Think Big, but Start Small
While the postal community awaits reform, the 
Postal Service still has a responsibility to try to improve 
service, decrease costs, and raise revenue under the 
current framework. Paradoxically, this may mean con-
sidering small-scale solutions. USPS tends to think 
on a huge scale — a scale that matches its network. 
According to Tonda Rush of the National Newspaper 
Association, it too often takes a centralized approach 
to fixing problems that would be better addressed at a 
local level. It also looks to standardize solutions nation-
ally when some situations would be better resolved by 
a postmaster or district supervisor. If the Postal Service 
started thinking like a small business with solutions that 
are tailored to specific problems, those solutions could 
make a collective financial impact on the organization. 

“Postal politics is a lot easier in a time 
of plenty. Those days are gone now.”

Kevin Kosar, Governance Project 
Director, R Street Institute

“We need a bill, or we won’t like 
what we get next year.”

Jeanette Dwyer, President, National 
Rural Letter Carriers’ Association

Conclusion
The Postal Service, OIG, and various stakeholders spend a significant amount of time researching service, cost, 
and pricing. The insights that came out of Postal 360 provided new food for thought and new windows into how 
postal stakeholders are thinking about these topics. It is important that stakeholders continue to engage with each 
other in order to overcome the big challenges that the Postal Service is facing today. To the extent that Postal 
360 could provide a forum for that, it has served its purpose.

The tradeoffs between service, cost, and pricing are contentious issues, not least because they are simultaneously 
so complex and so important. Passage of a postal reform bill by Congress would quell some of the urgency, but 
the debates will rage on long after. For now, most stakeholders seem committed to finding compromise posi-
tions on what level of service is possible, how costs can be controlled, and how prices can be set to keep the 
Postal Service viable. It is in no one’s interest to see the three-legged stool lose its balance.  
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Management’s Comments
Management believes the OIG should not have produced a written summary of the Postal 360 Conference because 
any summary paper will be tainted by the perspective of the authors, and therefore risks mischaracterizing the 
speakers’ words or emphasizing certain points over others. They also objected to the use of subheadings and 
quotes as potentially inflammatory if taken out of context.

Evaluation of Management’s Comments
The OIG thanks the Postal Service for its comments. The purpose of this recap is to share important conversations 
that occurred at the Postal 360 Conference with people who were not able to attend, as well as provide a written 
record for attendees. This report is based on meticulous notes taken during the event as well as audio recordings 
of each module. Additional background information was added in some places to help readers understand the 
context of the topics that were discussed. A draft paper was circulated among all 17 speakers and panelists for 
review; all feedback, including from the Postal Service, was carefully considered by the OIG and incorporated 
into the final draft where appropriate. Therefore, we believe the recap is accurate and fair. However, we respect 
the Postal Service’s perspective. We thank them for lending a crucial voice to the Postal 360 event.
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Appendix A: Postal 360 Agenda 

CHECK-IN & CONTINENTAL BREAKFAST | 8:00-9:00 AM

INTRODUCTION & WELCOME ADDRESS
9:00 - 9:15 AM

Bruce Marsh, Director of Government Relations, U.S. Postal Service Office of Inspector General
Tammy Whitcomb, Acting Inspector General, U.S. Postal Service Office of Inspector General

MODULE 1 — WHAT TO DO  
ABOUT SERVICE?

9:15 - 9:30 AM

Moderator - John Pickett  
Senior Economist, U.S. Postal Service Office of Inspector General 

Key Service Performance Issues - Laraine Balk Hope 
Senior Economist, U.S. Postal Service Office of Inspector General

Panel Discussion / Q&A
9:30 - 10:45 AM

Kathy Siviter  
President, Postal Consulting Services

Curtis Kidd  
Senior Analyst, Service Performance Team Leader,  
Postal Regulatory Commission

Lori Rectanus  
Director, Physical Infrastructure, U.S. GAO

Keith Weidner  
Chief Counsel, Legal Policy and Legislative Advice,  
U.S. Postal Service

BREAK | 10:45-11:00 AM

MODULE 2 — HOW HAVE COSTS  
CHANGED OVER TIME?

11:00 - 11:15 AM

Moderator - Jennifer Bradley  
Senior Economist, U.S. Postal Service Office of Inspector General 

Considerations on Costing - Professor Michael Bradley 
George Washington University Department of Economics

Panel Discussion / Q&A
11:15 AM - 12:30 PM

Jessica Lowrance  
President Elect, Association for Postal Commerce

Keith Kellison  
Sr. Vice President, Global Public Affairs, UPS

Jim Holland  
Research Director, Natn’l Assoc. of Letter Carriers

Sharon Owens  
Vice President, Pricing & Costing, U.S. Postal Service

LUNCH | 12:30 - 1:30 PM

MODULE 3 — WHAT OPTIONS FOR  
POSTAL PRICING? 

1:30 - 1:45 PM

Moderator - Jeff Colvin  
Director of Finance and Economics, U.S. Postal Service Office of Inspector General 

Research on Postal Pricing - Jennifer Bradley  
Senior Economist, U.S. Postal Service Office of Inspector General 

Panel Discussion / Q&A
1:45 - 3:00 PM

Larry Buc  
Owner, SLS Consulting Inc.

Mark Meitzen  
Vice President, Christensen Associates

Michael Scanlon  
Partner, K&L Gates LLP

Andrew German  
Managing Counsel for Legal Strategy, U.S. Postal Service

BREAK | 3:00 - 3:20 PM

FIRESIDE CHAT & PANEL DISCUSSION
3:20 - 4:30 PM

Moderator - Tammy Whitcomb 
Acting Inspector General, U.S. Postal Service Office of Inspector General

Kevin Calamoneri  
Deputy General Counsel, U.S. Postal Service 

John Kane  
Sr. Advisor, Committee on Homeland Security  
and Gov. Affairs, U.S. Senate

Kevin Kosar  
Sr. Fellow & Governance Proj. Dir., R Street Institute

Jeanette Dwyer  
President, National Rural Letter Carriers’ Association 

Tonda Rush  
Director, Public Policy, National Newspaper 
Association

Jeffrey Post  
Sr. Advisor, Deputy Staff Director, House Oversight 
and Government Reform Committee

CONCLUDING REMARKS
4:30 - 4:45 PM

Bruce Marsh 
Director of Government Relations, U.S. Postal Service Office of Inspector General

SCHEDULE OF EVENTS
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Appendix B: Speaker Biographies
Michael Bradley

Michael D. Bradley is Professor and Deputy Chair in the Department of Economics at The 
George Washington University where he has received awards for both his scholarship and 
his teaching. An internationally recognized expert on postal economics, Professor Bradley 
has published sixty academic articles and supervised research on over seventy doctoral 
dissertations. In addition to his academic work, Professor Bradley has provided economic 
advice to postal administrations in Europe, Asia, and North America.

Larry Buc

Lawrence G. Buc is a co-founder and President of SLS Consulting, Inc., a Washington DC 
firm specializing in postal pricing, costing, finances, and environmental issues.  Prior to 
working for SLS, Mr. Buc has experience working for the United States Postal Service, the 
Postal Rate Commission and the Environmental Protection Agency.  He has his Bachelors 
in Mathematics and Economics from Brown University and a Masters in Economics from 
The George Washington University.

Kevin Calamoneri

Kevin Calamoneri has served in the General Counsel’s Office of USPS for 18 years. He is 
currently the Deputy General Counsel for Headquarters and oversees the Postal Service’s 
regulatory practice, particularly as it pertains to pricing and products. Previously he was 
Managing Counsel of Corporate and Postal Business Law. Mr. Calamoneri has also worked 
in the private sector at a number of large corporate law firms and served as a prosecutor 
in the State of New Jersey.

Jeanette Dwyer

Jeanette Dwyer is, since 2011, President of the National Rural Letter Carriers’ Association. 
She has also served the association as both Vice President and Executive Committeeman. 
Jeanette began her postal career as a carrier substitute before becoming a regular rural 
carrier, a position she held for 33 years, during which time she began her work both as a 
Local Steward and State Steward.

Andrew German

R. Andrew German is the Managing Counsel for Legal Strategy in the Postal Service’s Law Department. In that 
position he supervises the Postal Service’s commercial and appellate litigation, and advises on legislative and 
policy matters. Previously, he was Managing Counsel for Pricing and Product Development.



Service, Cost, and Pricing: A Recap of the 2016 Postal 360 Conference

17U.S. Postal Service Office of Inspector General March 27, 2017

Jim Holland

Jim Holland is the Research Director at the National Association of Letter Carriers, AFL-
CIO, a labor union that represents over 210,000 City Letter Carriers who work for the U.S. 
Postal Service. He joined the NALC in 2013 and heads the NALC’s Research Department. 
The Research Department provides research and analytical support for the NALC President’s 
office, including collective bargaining support, financial analysis, and industry research and 
analysis. Prior to joining the NALC, Jim worked as a research analyst for industrial labor 
unions and as a financial analyst. 

Keith Kellison 

Keith Kellison is the Senior Vice President of Global Public Affairs at UPS, where he rep-
resents the company on Capitol Hill, with an emphasis on Postal, Alternative Fuel Vehicles, 
and Energy/Sustainability.  In early 1998, Kellison entered into the mail industry as the 
Chief Financial Officer and General Counsel for Regional Mail Xpress (RMX), which was 
later acquired by UPS. He has held various positions within the company, eventually being 
transferred to UPS’ Global Strategy Group, in charge of various projects with an emphasis 
on UPS’ Mail Strategy and UPS Mail Innovations.  In 2009, Kellison assisted in establishing 
various programs with the U.S. Postal Service, including SurePost and Retail, and became 
the primary UPS Small Package liaison with the Postal Service.  

Curtis Kidd Telemaque

Curtis joined the PRC in 2008.  He worked on several service-related Commission projects 
before becoming Senior Analyst and Service Performance Team Leader.  As Team Leader 
he is responsible for guiding research and analysis on all service-related issues. Outside of 
the postal industry, Curtis spent more than 10 years in the financial services industry hold-
ing such positions as Senior Institutional Equity Trader, General Securities Principal, and 
Registered Options Principal.  He holds a B.A. in Economics from University of Michigan, 
an MBA in finance from Howard University, and PhD in public policy and development from 
Howard University’s School of African Studies and Research.

Kevin Kosar 

Kevin R. Kosar is Senior Fellow and Governance Project Director with the R Street Institute. 
He writes on postal issues for a variety of publications including the Brookings Institution’s 
FixGov Blog, and is the co-author of the white paper, “The U.S. Postal Service’s Ghost Ship 
Board.” Prior to joining R Street, Kosar spent a decade as a postal analyst at the Congres-
sional Research Service, an agency within the Library of Congress. While there he testified 
before Congress on postal issues, authored nonpartisan reports on postal legislation and 
operations, and answered hundreds of questions per year on postal topics. Kosar earned 
a bachelor of arts from The Ohio State University, and master’s and doctoral degrees in 
politics from New York University. 
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Jessica Lowrance

Jessica Lowrance is the President-Elect of the Association for Postal Commerce (PostCom). 
She came to PostCom after working in different positions within the pricing department 
at the U.S. Postal Service. Her area of responsibility dealt mainly with the many aspects 
of Negotiated Service Agreements. Jessica has worked with many customers within the 
industry to develop, file, and implement these customized contracts. She has served as 
a witness for the Postal Service before the Postal Regulatory Commission. Jessica has 
been recognized on numerous occasions for her outstanding work within the Postal Service 
through various departmental awards.

Mark Meitzen 

Mark E. Meitzen, Ph.D. is a Vice President at Christensen Associates, an economic con-
sulting and research firm located in Madison, WI.  In his work for the Postal Service, Dr. 
Meitzen has analyzed the implications of various Postal reform proposals dating back to 
the McHugh bill. More recently, he has contributed to a number of OIG research projects, 
including an analysis of the CPI-based price cap formula for the Postal Service.  Dr. Meitzen’s 
work draws on his expertise in the areas of incentive regulation, incremental cost analysis, 
pricing, and the measurement and analysis of productivity and service quality. Dr. Meitzen 
has a Ph.D. in economics from the University of Wisconsin-Madison.  

Sharon Owens

Sharon D. Owens is Vice President of Pricing and Costing at the U.S. Postal Service. Owens 
reports to the Chief Financial Officer and Executive Vice President and oversees programs 
to strengthen the mailing experience for commercial customers and tailor services for indi-
vidual markets. She also has oversight of the postal regulatory reporting function, which 
includes compiling and delivering detailed information on postal programs and services to 
multiple stakeholders. Owens earned a bachelor’s degree in mathematics and a master’s 
degree in operations research from the College of William and Mary.

Lori Rectanus

Lori Rectanus is a Director in GAO’s Physical Infrastructure (PI) team, overseeing GAO’s 
audit portfolio for postal issues, federal fleet management, currency and coin production, 
and federal building security. Internally, Ms. Rectanus has enhanced GAO’s human capital 
management by developing and overseeing processes to facilitate unprecedented levels of 
hiring, redesigning campus recruitment efforts to better support organizational needs, and 
implementing tools to enhance employee engagement and productivity.  She has received 
numerous GAO awards. She received a B.A. in Political Science from West Virginia Uni-
versity and a masters in Russian Studies from Georgetown University.
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Tonda Rush

Tonda is Director of Public Policy and General Gounsel of the National Newspaper Asso-
ciation (NNA), and Co-director of the Public Notice Resource Center. She was formerly 
Associate General Counsel/Vice President of Industry Relations for the American Newspaper 
Publishers Association. She began her career managing and editing a small newspaper in 
Kansas that she later purchased as part of the Kansas Colloquies publishing group. Tonda 
has represented newspapers on Capitol Hill since 1983, focusing primarily upon postal 
issues. She also appears on NNA’s behalf before the Postal Regulatory Commission. She 
has written extensively on First Amendment issues and the concerns of small publishing 
businesses. Tonda is a graduate of the William Allen White School of Journalism and the 
University of Kansas School of Law.

Michael Scanlon

Michael Scanlon is a Partner and the Co-practice Leader of the Public Policy and Law 
Group at the global law firm K&L Gates LLP.  Mr. Scanlon’s practice concentrates on the 
postal and maritime industries, administrative procedure and litigation.  Mr. Scanlon has 
extensive experience representing and providing strategic advice to mailers, mail technology 
companies, and mailing industry associations.

Kathy Siviter

Kathleen Siviter is President of Postal Consulting Services (PCSi), which provides consulting, 
editorial, and subject-matter expertise on a wide variety of postal issues. Prior to forming 
PCSi in 2000, Ms. Siviter served for seven years as Vice President for the Association for 
Postal Commerce (PostCom), where she was responsible for all postal operations, includ-
ing developing all PostCom’s postal operations publications. She previously worked for the 
U.S. Postal Service for eleven years.  Ms. Siviter in 2007 served as the industry co-chair 
for the Mailers Technical Advisory Committee (MTAC) workgroup tasked with forming rec-
ommendations for modern service standards and performance measurement under PAEA. 

Keith Weidner

Keith Weidner serves as Chief Counsel, Legal Policy and Legislative Advice, within the 
Legal Strategy group in the Postal Service Law Department.  In this role, Keith focuses on 
legislative, regulatory, and other postal policy matters, including issues regarding Board 
governance and the Postal Service’s pension and health benefits obligations.  He has been 
with the Postal Service since August 2004.  Prior to his current position, Keith served as 
a Staff Attorney in the Rates and Corporate law groups in the Law Department, with one 
particular focus being the implementation of the Postal Accountability and Enhancement 
Act.  He is a graduate of the Georgetown University Law Center. 
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Appendix C: Response From USPS Management
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U.S. Postal Service Office of Inspector General 
1735 N. Lynn Street 
Arlington, VA  22209

Telephone: 703-248-2100 
www.uspsoig.gov

For media inquiries, contact Agapi Doulaveris 
Telephone: 703-248-2286 
adoulaveris@uspsoig.gov

Contact Information

https://www.facebook.com/oig.usps
http://www.youtube.com/oigusps
https://twitter.com/OIGUSPS
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