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Thank you for 
your Partnership
& Your Business
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INDUSTRY SUPPLY CHAIN

®

3



BINDING THE NATION

Physical Infrastructure

®
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BINDING THE NATION

Digital Infrastructure

®

®
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COMPETING FOR BUSINESS EVERYDAY

COMPETITION  IN

EVERY  PRODUCT &

EVERY MILE

(FIRST, MIDDLE, 

& LAST)

First-Class

Mail®
Shipping/

Packages
Marketing Mail/

Periodicals

Delivery

Service
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MAIL

First-Class Mail® and USPS® Marketing Mail together account for 61% of total 
USPS revenue and 89% of total volume

Marketing Mail
51%First Class Mail

38%

Other
8%

Packaging 
Services

3%

Percent of Volume

Marketing Mail
24%

First Class Mail
37%

Other
10%

Packaging Services
29%

Percent of Revenue
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VALUE OF MAIL

78% of households still 

prefer receiving at least 

one of their bills by mail

Å Trust

Å Reminder

Å Record -Keeping
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VALUE OF MAIL

77% of consumers 

check their mail at 

least 5 day s a week*

*Source: Market Research & Insights ïMail Moments Spring 2019
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VALUE OF MAIL
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VALUE OF MAIL

56% tried a 

new business 

after receiving 

Marketing Mail*

56%

*Source: Market Research & Insights ïMail Moments Spring 2019
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VALUE OF MAIL

Todayôs political campaigns look 

more like marketing campaigns. 

Nearly 80% of surveyed voters received 

political mail at least once a week.

Source: ñSurvey Offers Key Insights on Political Mail in Florida, 

Ohio Midterm Elections,ò The United States Postal Service, February 2019.

Voters are interacting with 

mail more than ever.
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VALUE OF MAIL

Nearly half of the voters surveyed (47%) agreed that

the most memorable form of political 

advertising I received during the 

midterm elections was mail.ñ
Source: ñSurvey Offers Key Insights on Political Mail in Florida, Ohio Midterm Elections,ò The United States Postal Service, February 2019.

People interact with mail from the moment they see it.
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MAIL REPOSITIONING

Marketing dollars are going elsewhere
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MAIL REPOSITIONING

Integrating with Digital

Philosophical

Shift
Tested with 
Marketers

Gathered 
Expert 

Industry 
Insights

Innovations 
Introduced

From ñDirect Mail (DM) is 

better than digitalò to ñDM + 

digital are smarter togetherò

7 Concept Areas

Focus Group 

Research

Improved Solutions 

were Needed

Strength in the  

Omni-channel Model
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MAILõS ROLE ACROSS THE CUSTOMER JOURNEY

Leads Sales Repeat SalesConsideration

Turn interest into

active evaluation. 

Turn leads into

paying customers.

Turn a single sale into 

a repeat customer.
Turn prospects into 

valuable leads. 
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