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Executive Summary

This report documents the findings of the United
States Postal Service’s Household Diary Study

(HDS) for Fiscal Year (FY) 2010. The three main
study purposes are to:

e Measure the mail sent and received by U.S.
households,

e Provide a means to track household mail trends
over time, and

e Make comparisons of mail use between different
types of households.

The report examines these trends in the context of
changes and developments in the wider markets for
communications and package delivery.

Background

The Household Diary Study survey, fielded
continuously since 1987, aims to collect information
on household use of the mail and how that use
changes over time. The survey collects household
information on demographics, lifestyle, attitudes
toward mail and advertising, bill payment behavior,
and use of the Internet and other information
technologies.

The FY 2010 report covers Government Fiscal Year
2010, with comparisons to 2008, 2009, and other
years, as appropriate.

The Household Diary Study collects information
on household mail use and provides
a look at how that use changes over time.

Overview

In 2010, U.S. households received 128.3 billion
pieces of mail, and sent 18.0 billion, as seen in Table
E.1. Mail sent or received by households constituted
83 percent of total mail in FY 2010. Fifty-five
percent of the mail households received was sent
Standard Mail. Only four percent of household mail
(and about three percent of total mail) was sent

between households; the rest was sent between
households and non-households.

Table E.1:
Mail Received and Sent by Households
(Billions of Pieces)

Muil Classification Received Sent
First-Class Mail 50.4 17.6
Standard Regular Mail 58.5 —
Standard Nonprofit Mail 12.1 —
Periodicals 5.5 —
Total 128.3 18.0
Household to Household 5.2

Total Mail Received and

Sent by Households 141.1

FY 2010 RPW Total 170.6

Non-household to

Non-household (Residual) 295

Unaddressed 1.7 —

Source: HDS Diary Sample, FY 2010.
Note: Totals may not sum due tfo rounding.
* Includes First-Class and Standard Mail packages.

Mail Markets

The Household Diary Study examines mail by the
markets it serves. This design cuts across classes,
but provides a foundation for understanding mail
flows and the marketplace changes that affect them.
Table E.2 shows the volume of household mail by
market for 2008 through 2010.

Thirty-six percent of household mail contains
correspondence and transactions, down from 38
percent in 2009. In terms of volume, total
correspondence fell 4.6 percent compared to 2009.
However, longer-term trends show that, over the
past several years, correspondence fell more
significantly. For example, since 2002,
correspondence fell 24 percent. In part, the decline
in correspondence is a continuation of long-term
trends, but it is also strongly related to changing
demographics and new technologies. Younger
households both send and receive fewer pieces of
correspondence mail because they tend to be early
adaptors of new and faster communication media

2010 HOUSEHOLD DIARY STUDY
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such as e-mails, social networking, and
smartphones.

Table E.2:
Household Mail Volume Received and Sent by Market Served
(Billions of Pieces)

Market 2008 2009 2010
Correspondence 16.5 15.3 14.6
Transactions 41.7 39.2 35.9
Advertising 99.4 85.2 83.5
Periodicals 6.4 6.0 5.5
Packages 3.4 3.6 3.6
Unclassified 4.7 3.6 4.7

Total 164.0 145.1 1411

Source: HDS Diary Sample, FY 2008, 2009, and 2010.

Notes:

Correspondence and Transactions include 6.7 billion pieces of First-Class
advertising-enclosed mail (excluded from totals).

Package volumes include ground packages and expedited, as well as

1.6 billion pieces of CD/DVD rentals.

For the first time, in 2010, fewer than 50
percent of all bills were paid by mail.

Electronic alternatives also affect transactions mail
volume. Over time, automatic deduction and online
bill pay account for a growing share of household
bill payments. In fact, over the previous eight years,
the percentage of bills paid by electronic methods
increased from 17 percent in 2002 to 48 percent in
2010. In contrast, bills paid by mail decreased from
75 percent to 47 percent of total payments over the
same period of time. This was the first time that
bills paid by mail were less than 50 percent of total
payments and less than total electronic payments.
In-person payments decreased from 8 percent in
2002 to 5 percent in 2010. Similarly, the Internet
has contributed to some decline in the share of bills
and statements households received through the
mail. Bills and statements received online continue
to grow rapidly, albeit from a small base.

Advertising mail represented more than half of all
mail received by households in 2010. As shown in
Table E.3, 84 percent of all advertising mail
received by households is Standard Mail (71 billion
pieces). The remainder consists of First-Class Mail;

either stand-alone advertising (6.2 billion pieces), or

secondary advertising that is sent along with other
matter (6.7 billion pieces).

Over time, the data show a decline in the share of
First-Class advertising mail, from 21 percent in
2002 to only 15 percent in 2010.

Table E.3:
Advertising by Mail Class
Volume Percent of
Mail Classification (Billions) ToI?I.
Advertising
First-Class Advertising 12.9 15%
Standard Regular Mail 58.5 70%
Standard Nonprofit Mail 12.1 14%
Total Advertising Mail 83.5 100%

Source: HDS Diary Sample, FY 2010.

As shown in Table E.4, households received 5.5
billion Periodicals via mail in 2010, less than in
both 2009 and 2008. More than three-quarters of
these were magazines. Newspapers are only 22
percent of total Periodicals, down from 35 percent in
1987. Contributors to the decline in newspaper
volumes were lower circulation and readership
levels, as well as a strong growth of the Internet as
an alternative delivery method over the past decade.

Table E.4:
Periodical Type Received
Volume Percent of
Muail Classification (Billions) 'I_'oic.|l
Periodicals
Newspapers 1.0 18%
Magazines 4.1 75%
Unclassified 0.4 8%
Total Periodicals 5.5 100%

Source: Household Diary Study, FY 2010.

In 2010, households received 2.6 billion and sent 1.2
billion packages. Compared to 2009, total packages
sent and received remains unchanged. A slight
decline in First-Class packages was offset by a
similar increase in Standard Mail packages. In
general, delivery from mail order and Internet
retailers is an important driver of package volume.
While the HDS data is not designed to quantify this,
there are indications that online auction sites (like
eBay) are responsible for some of the recent increase
in packages sent by households.

2 Executive Summary
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Table E.5:
Packages Received and Sent via the U.S. Postal Service
(Millions of Pieces)

2010
Mail Classification Received Sent
Number | Percent | Number | Percent
First-Class Mail 1,218 47% 850 72%
Expedited 383 15% 196 16%
Standard Mail 595 23% — —
ngjjg: & Shipping 4N 16% 137 12%
Unclassified 12 0% 5 0%
Total Packages 2,619 | 100% 1,188 | 100%

Source: HDS Diary Sample, FY 2010.

Notes:

Totals may not sum due to rounding.
Expedited includes Priority Mail and Express Mail.
First-Class packages include 1.6 billion pieces of CD/DVD rentals sent to
and received from Netflix, Blockbuster, efc., reported in First-Class Mail

letters in Tables E. 1, 1.5, and 1.6.
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Chapter 1: Introduction — Volumes & Trends

The United States Postal Service Household Diary
Study (HDS) Report documents the findings of the
Fiscal Year (FY) 2010 study. The HDS measures the
mail sent and received by U.S. households, tracks
household mail trends, and compares mail use
between different types of households.

T'he Household Diary Study
provides a means to track
household mail trends over time.

The Survey

The Household Diary Study survey, fielded
continuously since 1987, aims to collect information
on household use of the mail and how that use
changes over time. The survey collects household
information on:

e Demographics,

o Lifestyle,

o Attitudes toward mail and advertising,
e Bill payment behavior, and

e Use of the Internet and other information
technologies.

These data are used for market research,
forecasting, and strategic planning within the
Postal Service.

The Survey Consists of Two Parts:

1) An entry, or recruitment,
interview, conducted by phone or
Web, collects demographic, lifestyle,
and attitudinal information from about

8,500 households.

2) These households then receive a mail
diary, which collects information on
the mail the household sends and
receives in a one-week period.
Annually, about 5,200 households
successfully complete the diary.

The data generated by these two instruments are
the basis of the analysis in this report.

The HDS FY 2010 report covers the period from
October 6, 2009, through September 27, 2010,
equivalent to the Government Fiscal Year (GFY)
used by the Postal Service. Data from FY 2008 and
FY 2009 are also reported on a GFY basis.

U.S. Postal Service Volumes

Serving a nation containing five percent of the
world’s population, according to the Universal
Postal Union, the Postal Service delivers
approximately 40 percent of the world’s mail. The
Postal Service delivered 170.6 billion pieces of mail
in FY 2010—a decrease of 6.2 billion pieces, or 3.5
percent, from 2009.

The 2007—2009 economic recession, which ended in
June 2009, was followed by a weak recovery that
adversely affected mail volumes well into FY 2010.
In addition, the migration of transaction and
correspondence mail to the Internet and other
electronic alternatives continued to reduce mail
volumes as well. Though sluggish, the recovery did
trigger a mid-year reversal of a prolonged downturn
in Standard Mail, leaving 2010 volumes essentially
unchanged from 2009. Even so, a flat trend
represented a significant improvement over the 17
percent fall-off that occurred in 2009, during the
recession. With the vast majority of Standard Mail
consisting of advertising material, volume is
particularly sensitive to the health of the economy.
Thus, as the recovery gained steam, the pace of
spending on direct mail advertising increased.

First-Class Mail fell 6.6 percent in 2010—a trend
that began in 2005 that has continued since. One of
the main contributors to the decline was a 3.1
billion piece reduction in First-Class Single-Piece
letters and cards that was driven, in part, by
continuing electronic diversion of the mail. The
weak economy was also a contributor to declining
volumes, as 10 percent of First-Class Mail consisted
of advertising-only mail. During the recession’s near
meltdown of financial markets, the decline in First-
Class advertising was led by major cutbacks by the
financial industry. As discussed in more detail later
in the report, the slow economic recovery in 2010
forced financial institutions to rely more heavily on
less expensive Standard Mail advertising, thus
triggering an eight percent decline in First-Class
financial mailings. This was, nonetheless, a
substantial improvement over the 36 percent
decline in 2009. Financial institutions’ heavy use of

2010 HOUSEHOLD DIARY STUDY
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Standard Mail, on the other hand, led to a 14
percent increase in volume, a significant
improvement from the 28 percent decline in 2009,
turning the growth in Standard financial
advertising positive for the first time since 2006.

The Postal Service estimates the revenues, volumes,
and weight of mail pieces going through the postal
network by using a combination of statistical
sampling systems, mailing statements, and
accounting data. These data are published in the
Revenue, Pieces, and Weight (RPW) Reports.

Table 1.1 presents the RPW volumes for FY 2010,
along with data for FY 2009 and FY 2008.

Table 1.2 reports revenue, pieces, and weight data
by class and shape for FY 2010.

e The letters column heading includes postcards
and refers to pieces that are less than 11.5
inches wide by 6.125 inches tall and less than
.25 inches thick.

e Flats consist of pieces that are greater than
11.5 inches wide, 6.125 inches tall, or .25 inches
thick, but less than 12 by 15 by .75 inches.

e Parcels are pieces that are larger than 12 by 15
inches, or thicker than .75 inches.

Because of the difficulty involved in recording mail-
piece characteristics in the Household Diary, these

categories do not correspond precisely to the shape

categories used by HDS respondents.

Table 1.3 is derived from Table 1.2 and shows the
revenue per piece and weight per piece for each
subclass of mail by shape.

Table 1.1:
Total Mail Volume: FY 2008, 2009, and 2010
(Billions of Pieces)

Mail Classification 2008 2009 2010

Mailing Services:

First-Class Mail:

Single-Piece Letters & Cards 354 31.7 28.6
Presort Letters & Cards 51.9 47.9 46.2
Flats 3.4 2.9 2.5
Parcels 0.6 0.6 0.6
Other * 0.4 0.8 0.3
Total First-Class Mail 91.7 83.8 78.2

Standard Mail:
High Density & Saturation Letters 5.6 5.0 54
High Density & Saturation Flats & Parcels 13.6 11.8 11.4
Carrier Route 12.1 10.0 9.4
Letters 57.1 46.8 48.3
Flats 10.0 7.8 7.0
Not Flat-Machinables & Parcels 0.7 0.7 0.7
Other * 0.0 0.4 0.3
Total Standard Mail 99.1 82.4 82.5
Periodicals 8.6 7.9 7.3
Package Services 0.8 0.7 0.7
USPS and Free Mail 0.9 0.5 0.5
Total Mailing Services 201.1 175.4 169.2
Shipping Services 1.6 1.4 1.4
Total All Mail 202.7 176.7 170.6

Source: RPW Reports.
2009 volume was restated.
Note: Totals may not sum due to rounding.

* Other includes: Negotiated Service Agreements (NSAs), International Mail, Express Mail, and Fees (not reported by shape).
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Table 1.2:

Total Mail: Revenue, Pieces, and Weight by Shape, FY 2010

Revenue Pieces Weight
Mail Classification (Millions of Dollars) (Millions of Pieces) (Millions of Pounds)
Letters Flats Parcels Total Letters Flats Parcels Total Letters Flats Parcels Total
Mailing Services:
First-Class Mail:
Single-Piece Letters & Cards 12,753 0 12,753 28,585 0 28,585 857 0 0 857
Presort Letters & Cards 15,975 0 15,975 46,225 0 46,225 2,072 0 0 2,072
Flats 33 3,085 3,118 25 2,459 2,484 8 508 0 516
Parcels 0 158 973 1,131 0 95 479 574 0 25 166 191
Total First-Class By Shape 28,761 3,243 973 32,977 74,835 2,554 479 77,869 2,937 533 166 3,636
Other* 1,049 334 57
Total First-Class Mail 34,026 78,203 3,693
Standard Mail:
High Density & Saturation Letters 737 0 0 737 5,428 0 0 5,428 238 0 0 238
rligh Density & Saturation Flats & 66 1,782 0 1,848 459 | 10,904 o | 11,363 20 2,101 0 2,122
Carrier Route 52 2,172 0 2,224 240 9,188 0 9,428 11 1,980 0 1,991
Letters 9,204 0 0 9,204 48,299 0 0 48,299 2,890 0 0 2,890
Flats 0 2,577 2 2,580 0 7,045 4 7,049 0 1,774 0 1,774
Not Flat-Machinables & Parcels 0 0 602 602 0 0 682 682 0 0 302 302
Total Standard By Shape 10,059 6,532 604 17,195 54,426 27,137 687 82,250 3,160 5,855 303 9,318
Other* 136 275 28
Total Standard Mail 17,331 82,525 9,346
Periodicals:
Total Periodicals By Shape 16 1,847 4 1,866 88 7175 6 7,269 7 2,764 8 2,778
Other * 12 0 0
Total Periodicals 1,879 7,269 2,778
Package Services
;;';'L::;k"ge Services 0 228 | 1,267 | 1,49 0 244 a15 658 0 334 | 1,35 | 1,69
Other* 20 0 0
Total Package Services 1,516 658 1,691
USPS and Free Mail 0 498 162

2010 HOUSEHOLD DIARY STUDY
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Mail Classification

Revenue

Pieces

Weight

(Millions of Dollars)

(Millions of Pieces)

(Millions of Pounds)

Letters Flats Parcels Total Letters Flats Parcels Total Letters Flats Parcels Total
Total Mailing Services 38,835 | 11,851 2,848 | 53,534 | 129,350 | 37,109 1,587 | 168,047 6,104 9,486 1,833 | 17,423
By Shape
Total Other* 1,217 1,108 247
Total Mailing Services 54,751 169,154 17,670
Shipping Services:
Total Shipping Services 72 881 5249 | 6,203 15 175 905 1,095 1 141 2,591 2,733
By Shape
Total Other* 2,331 325 257
Total Shipping Services 8,534 1,420 2,989
Total All Mail 63,285 170,574 20,659
Total All Services** 3,792 1433 504
Total All Mail & Services 67,077

Source: RPW Reports.

Note: Totals may not sum due to rounding.

* Other includes: NSAs, International Mail, Express Mail and Fees (not reported by shape).
** All Services include Ancillary and Special Services.
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Table 1.3:

Total Mail: Revenue and Weight per Piece by Shape, FY 2010

Revenue per Piece Weight per Piece
(Dollars) (Ounces)
Mail Classification Letters Flats Parcels Total Letters Flats Parcels Total
Mailing Services:
First-Class Mail:
Single-Piece Letters & Cards 0.446 0.446 0.480 0.480
Presort Letters & Cards 0.346 0.346 0.717 0.717
Flats 1.304 1.255 1.969 4.853 3.306 3.322
Parcels 1.664 2.030 1.969 4.245 5.529 5.317
Total First-Class By Shape 0.384 1.270 2.030 0.423 0.628 3.341 5.529 0.747
Other* 3.135 2.723
Total First-Class Mail 0.435 0.756
Standard Mail:
High Density & Saturation Letters 0.136 0.136 0.702 0.702
#ligh Density & Sefurafion Flofs 0.143 0.163 0.418 0.163 0.710 3.084 2.988
Carrier Route 0.217 0.236 0.631 0.236 0.745 3.448 6.122 3.379
Letters 0.191 0.191 0.957 0.957
Flats 0.460 0.366 0.451 0.366 3.375 4.028 0.882 4.026
Not Flat-Machinables & Parcels 0.883 0.883 7.088 7.088
Total Standard By Shape 0.185 0.241 0.880 0.209 0.929 3.452 7.049 1.813
Other* 0.494 1.611
Total Standard Mail 0.210 1.812
Periodicals
Total Periodicals By Shape 0.176 0.257 0.620 0.257 1.216 6.163 19.924 6.114
Other* 0 0
Total Periodicals 0.258 6.114
Package Services
TB‘;'SL:;;'“’Q‘* Services 0 0.938 3.056 2,272 0 21.957 52,344 41.099
Other* 0 0
Total Package Services 2.302 41.099
USPS and Free Mail 0 4.841
ng 0.300 0.319 1.794 0.319 0.755 4.090 18,473 1.659
Total Other* 1.098 3.569
Total Mdiling Services 0.324 1.671
Shipping Services:
TB;'ng';L”i“g Services 4.913 5.045 5.797 5.666 1.193 12.887 45.782 39.934
Total Other* 7.178 12.656
Total Shipping Services 6.011 33.694
Total All Mail 0.371 1.938
Source: RPW Reports.
Note: Totals may not sum due to rounding.
* Other includes: NSAs, International Mail, Express Mail, and Fees (not reported by shape).
2010 HOUSEHOLD DIARY STUDY Chapter 1: Introduction-Volumes & Trends 9




Mail Flows

Mail volume can be broken into four basic flows,
based on origin and destination. These flows are:

1) Household to household,

2) Household to non-household,

3) Non-household to household, and
4) Non-household to non-household.

Table 1.4a shows the total mail in each flow, and
Table 1.4b shows pieces per household per week.

Table 1.4a:

Total Domestic Mail Flows
(Billions of Pieces)

Destinating In:

Originating

In: Non- Total
el household Originating
Household 5.2 12.9 18.0
Non-household 123.2 29.5 152.7
Total 128.3 42.4 170.6
Destinating

Source: HDS Diary Sample, FY 2010.
Note: Totals may not sum due to rounding.

Table 1.4b:
Domestic Mail Flows per Household per Week

Table 1.5:
Mail Received and Sent by Households
(Billions of Pieces)

Muil Classification Received Sent
First-Class Mail 50.4 17.6
Standard Regular Mail 58.5 —
Standard Nonprofit Mail 12.1 —
Periodicals 5.5 —
Total 128.3 18.0
Household to Household 5.2

Total Mail Received and
Sent by Households

FY 2010 RPW Total 170.6

Non-household to
Non-household (Residual)

Unaddressed 1.7 —

Source: HDS Diary Sample, FY 2010.
Note: Totals may not sum due tfo rounding.
* Includes First-Class and Standard Mail packages.

141.1

29.5

Table 1.6 presents these data in two other forms,
annual volumes per household and pieces per
household per week. Many of the subsequent results
in this report are presented in terms of pieces per
household per week.
Table 1.6:
Pieces Received and Sent per Household

Destinating In:
Originating In:

Household Non-household
Household 0.8 2.1
Non-household 20.2 N/A

Source: Household Diary Study, FY 2010.

Household Mail

As shown in Table 1.4a, domestic mail to and from
households constituted more than 80 percent of
total mail volume in 2010. This equates to 23.1
pieces per week sent and received by U.S.
households. Table 1.5 presents the volumes of mail
sent and received by households as estimated from
the Household Diary Study. The table shows the
categories in which the households record their
mail. Households received 128.3 billion pieces of
mail and sent 18.0 billion. Both of these totals
include the 5.2 billion pieces of mail that households
sent to each other. The total mail received or sent by
households in FY 2010 was 141.1 billion pieces.

Annual Pieces Hiscesipe
Classification ber Household Household
per Week
Mail Received
First-Class Mail 429 8.2
Standard Regular Mail 498 9.6
[S\:\Zﬂdord Nonprofit 103 20
Periodicals 47 0.9
Packages* 12 0.2
Expedited 3 0.1
Total Mail Received 1,092 21.0
Mail Sent
First-Class Mail: 149 2.9
Packages* 2 0.0
Expedited 2 0.0
Total Mail Sent 154 3.0
Unaddressed 15 0.3

Source: HDS Diary Sample, FY 2010.
Note: Totals may not sum due to rounding.
* Includes First-Class and Standard Mail packages.
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Classes and Markets

o First-Class Mail is used to send transactional
mail, correspondence, and advertising. Because
it is limited to pieces weighing thirteen ounces
or less, it primarily includes letters and cards.

e Standard Mail is advertising mail. For the
most part, Standard Mail is composed of letters
and flats, although it contains a few postcards
and packages as well.

e Periodicals are magazines and newspapers,
and are predominantly flat-shaped.

e Priority Mail and Express Mail are expedited
services for delivering correspondence,
transactional mail, and merchandise. Priority
and Express pieces can be of any shape except
postcards.

e Package Services is used to deliver
merchandise, books, catalogs, and media such
as CDs and DVDs. Most of this mail is parcel-
shaped.

Table 1.7 crosswalks between classes of mail and
the markets they serve.

Table 1.7:
Mail Received and Sent by Households
Market (Billions of Pieces)
Class
Correspondence | Transactions | Advertising Periodicals Packages Total
First-Class Mail 14.6 35.9 12.9 — 2.0 58.7
Standard Mail — — 70.6 — 0.6 71.2
Periodicals — — — 55 — 5.5
Pock'oges & Shipping B . B . 10 10
Services
Total 14.6 35.9 83.5 5.5 3.6 136.4
Unclassified 4.7
Total Mail Received and 1411
Sent by Households )

Source: HDS Diary Sample FY 2010.
Notes:

Correspondence and Transactions include 6.7 billion pieces of secondary advertising mail also reported in Advertising Mail.
The “Total” column for each class does not include pieces that could not be identified according to markets (Unclassified).
First-Class Packages include 1.6 billion pieces of CD/DVD rentals sent to and received from Netflix, Blockbuster, etc., reported in First-Class Mail letters in

Tables E.1, 1.5, and 1.6.

Report Organization

The rest of the Household Diary Study report is
organized around the markets the mail serves. Each
chapter contains an analysis of the trends in the
Household Diary Study data, as well as a discussion
of how those trends affect and are affected by
changes in the broader market. The following
provides an overview of each chapter.

Chapter 2: Profile of Mail Usage gives an
analysis of household demographics. This chapter
examines demographic trends over time and their
impact on the mail, and discusses attributing
factors, such as access to technology and changing
attitudes.

Chapter 3: Correspondence examines mail that
is used solely or primarily to deliver (non-sales-
related) communications, such as letters and
greeting cards. This chapter includes analysis of
both personal and business correspondence.

Chapter 4: Transactions reviews financial
transactions in the mail and the impact of new
technologies on that market. It analyzes household
bill payment trends with a focus on technological
and demographic change.

Chapter 5: Advertising Mail presents the trends
in mail used to deliver sales-related messages. It
contains information on household attitudes
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towards advertising by various media, treatment of
advertising mail, and demographic determinants of
advertising mail receipt.

Chapter 6: Periodicals examines magazines and
newspapers delivered in the mail. It looks at how
changing demographics are affecting the market for
periodicals, and what the implications are for future
volume.

Chapter 7: Packages analyzes household use of
various types of packages, and it discusses the
household market for merchandise delivery.

In addition, there are three appendices to the
report:

Appendix A contains a set of comparative tables
for FY 1987, FY 2009, and FY 2010, organized by
class of mail. A concordance is presented for
comparison with pre-2000 reports.

Appendix B documents the study methodology and
discusses how the data were collected, weighted,
and adjusted, and compares demographic data in
the sample to that of the population as a whole.

Appendix C contains the instruments used to
administer the survey.
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Chapter 2: Profile of Mail Usage

Introduction

This chapter provides information on demographic
trends and other factors affecting mail volume,
providing a basis for assessing mail volume growth.
The breakouts introduced provide the basis for
much of the analyses in subsequent chapters.

The first section looks at growth in mail volume,
population, households, and delivery points over
recent decades. The next section examines the
demographic characteristics of mail users,
contrasting higher-mail-volume households with
lower-volume households. The third section details
the emerging demographic and technological trends
that will affect the future of mail. The last section
examines some of factors affecting the use of post
offices and mailboxes.

Mail Volume and Demographics

Total U.S. mail volume grew from 110 billion pieces
in 1981 to 171 billion in 2010, an increase of 55
percent. This growth outpaced the rate of
population growth and household formation. Over
the same period, according to the U.S. Census
Bureau, both the adult population and households
grew about 31 percent. The number of places to
which the Postal Service delivers increased still
faster, growing by 54 percent (see the USPS annual
reports). As Table 2.1 shows, however, volume
decreased by two percent per year over the last ten
years, while U.S. population growth and household
formation increased by about one percent.

Total U.S. mail volume decreased by
two percent between 2001 and 2010,
while population growth and
household formation increased two percent.

The 1980s was a time of extraordinary mail volume
growth that began in 1978 and continued through
1988. In 1984, mail volume grew more than ten
percent. During this period, technology facilitated
this growth. Construction of computerized
databases and techniques for sorting large amounts
of data created a fertile climate for direct mail
marketing. Computerization of financial systems
encouraged billing by mail and payments through
the mail. These innovations in business processes
were further encouraged by postal rates.

The Postal Service introduced work-sharing
discounts, encouraging mailers to prepare the mail
in ways that reduce the total system cost of creating
and delivering the mail. Mailers could take
advantage of these discounts by sorting the mail in
advance. The Postal Service would receive the mail
presorted to the individual ZIP codes and/or to the
carrier routes associated with those ZIP codes.

In the late 1980s and early 1990s, mail volume
growth barely kept pace with household growth.
The demand for mail was hurt by a recession and
two very large rate increases. This was also a period
in which the Postal Service absorbed substantial
costs that were reapportioned from the Federal
government’s retirement programs.

Table 2.1:
Mail Volume and Demographics
Average Annual Growth, 1981-2010

1981- 1991- 2001-
1990 2000 2009

Total Mail Volume 4.6% 2.3% -2.2%
Delivery Points 1.7% 1.5% 1.0%
Adult Population 1.5% 1.3% 1.1%
Households 1.4% 9% 1.0%

Source: U.S. Postal Service, U.S. Census Bureau.

The latter half of the 1990s saw rapid growth in
mail volume, spurred by a strong economy and rates
that increased by less than inflation. The Postal
Service also realigned the incentives built into its
price structure. It reduced the incentives mailers
had for presorting mail and encouraged them to
prebarcode their mail. By 2002, the majority of
letters the Postal Service received had qualifying
barcodes on them. This restructuring of the rates
took advantage of the extensive automation of mail
preparation and sorting that occurred in the
previous decade.

The 1990s ended in a speculative bubble as the U.S.
economy rapidly embraced information technology
and integrated the Internet into its business
processes. An economic recession followed that,
according to the National Bureau of Economic
Research, began in March 2001. The GFY 2001
ended with the terrorist attacks on the World Trade
Center and the Pentagon, which led to large-scale
disruptions of those mail services dependent on air
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transport, such as First-Class, Priority, and Express
Mail. When air service was restored, Priority Mail
was no longer allowed on commercial passenger
flights. FY 2002 began with bio-terrorism; lethal
anthrax sent through the mail resulted in five
deaths and a number of serious injuries. The 2.2
percent mail volume decline in 2002 was, at the
time, the worst since World War II. In 2003,
Standard Mail volume recovered to a new high, but
total First-Class volume continued to decline. Work-
shared First-Class Mail fell for the first time ever.
Since 2003, Standard Mail volume grew along with
the economy, reaching new highs and exceeding
First-Class Mail for the first time in 2005. Total
First-Class volume, on the other hand, continued to
decline, in part due to the diversion of bills and
statements to electronic alternatives and to lower-
cost Standard Mail options. The economic recession
that began in December 2007 and ended in June
2009 had a severe impact on the mail. Total mail
volume plunged 12.7 percent in 2009—the largest
decline since the Great Depression. In July 2009,
the recession was officially over but was followed by
a very slow recovery that lasted through the end of
2010 and led to a 3.5 percent decrease in total mail
volume. The slow recovery, however, did stimulate
significant growth in Standard Mail in the second
half of 2010, which offset a steep decline in the first
half and kept volume unchanged for the year—a
marked improvement from a 17 percent decline in
2009. First-Class Mail, on the other hand, continued
falling through 2010, albeit at a slower rate than in
2009. The sluggish recovery and continuing
electronic diversion pushed total First-Class Mail
down 6.6 percent in 2010, following a decline of
almost nine percent in 2009.

Between 2001and 2010, total mail volume fell 17
percent, and First-Class volume fell 24 percent.
Nevertheless, the U.S. population and households
grew by about 9 percent each during the same
period. Additionally, the Postal Service added ten
percent more delivery points to its network.

Continued growth in delivery points
has become an ongoing source
of pressure on postal costs.

The Postal Service depends on mail volume growth
to fund universal service. The number of addresses
the delivery network serves increases as the
number of American businesses and households
increases. When mail volume grows faster than the

number of delivery points, the system benefits from
significant economies of scale. When mail volume
falls, as was the case between 2001 and 2010, the
Postal Service’s ability to fund delivery service is
hampered because the Postal Service charges its
customers for piece volume but does not assess
connect charges, access fees, or system fees, like
many other network enterprises.

As the U.S. population and the number of
households continue to grow, the number of
addresses the Postal Service serves, as well as costs,
will grow. Given the recent decline in mail volume,
this presents a significant challenge. Continued
growth in delivery points that exceeds volume
growth has become an ongoing source of pressure on
Postal costs.

Characteristics of Higher- and
Lower-Volume Households

Tables 2.2 and 2.3 show the demographic
characteristics of households by the amount of mail
received. It is apparent that household mail use is
strongly correlated with both income and education.
Note, however, the similar correlation between mail
receipt and Internet access, which is also related to
income and education. Therefore, households that
make the most use of the mail are the households
with the greatest opportunity to use alternatives to
the mail.

These high-volume households are taking
advantage of the opportunity to move away from the
mail. Households that receive 30 or more pieces of
mail each week pay 32.5 percent of their bills
online, up from 27.3 percent in 2008 and 29.7
percent in 2009. In comparison, households that
receive less than 30 pieces of mail each week paid
27.9 percent of their bills online, up from 22.7
percent in 2008 and 26.9 percent in 2009.
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Table 2.2:
Characteristics of Higher- and Lower-Mail-Volume Households

Mail Received Median Households Annual Bills Annual Mail Sent
(Pieces per Households Annual w/ Internet Paid Bills Paid (Pieces per
Household (Millions) Household Access (Millions) by Internet Household
per week) Income (Percent) . (Millions) per week)
45 or more 4.6 $103,498 96% 918 255 6.4
36-44 7.9 $96,054 93% 1,358 473 5.3
30-35 11.0 $82,596 93% 1,860 616 4.2
24-29 16.6 $70,827 89% 2,483 752 3.5
18-23 22.0 $61,152 87% 3,202 997 3.0
12-17 26.6 $47,877 76% 3,286 922 2.3
Less than 12 28.8 $25,568 61% 2,843 625 1.5
Total 117.5 $55,146 80% 15,951 4,640 3.0
Source: HDS Diary Sample, FY 2010.
Note: Mail received includes USPS and Non-USPS mail.
Table 2.3:
Education of Higher- and Lower-Mail-Volume Households
Mail . .
Received Educational Attainment of Head of Household
Households
(Pieces per e
Household per (Millions) Less than High School s::'"l'eefl:::l'igr College
High School Graduate : Graduate
week) School
45 or more 4.6 3% 16% 14% 66%
36-44 7.9 6% 20% 22% 51%
30-35 11.0 4% 26% 21% 47%
24-29 16.6 9% 27% 24% 40%
18-23 22.0 7% 29% 24% 40%
12-17 26.6 11% 37% 23% 29%
Less than 12 28.8 25% 31% 22% 21%
Total 117.5 12% 29% 23% 35%

Source: HDS Diary Sample, FY 2010.

Note: Percentages may not total 100 percent due to heads of households who did not answer the educational attainment question.
Mail received includes USPS and Non-USPS mail. Percentages in this table are row percentages.
Excludes households not receiving any mail delivery at their home address (using mailbox only).

Demographic Characteristics of
U.S. Households

This section develops breakouts of households by
demographic categories that influence the volume of
mail sent and received. It looks at both traditional
and newly emerging factors. The following chapters
will show how mail volume varies with these
household characteristics.

Income, Education, and Age

Traditionally, mail use was largely determined by
household income, education, and age. As Table 2.4

shows, income and education are strongly correlated
with each other, as expected.

The relationship between income and age, shown in
Table 2.5, is somewhat more complicated. Up to
retirement, household income and age are fairly
closely related. After retirement, households earn
substantially less; although by that point, mail
behavior is pretty well set, and older households
continue to receive similar amounts of advertising
and periodicals, and pay similar amounts of bills,
even though their income declines.
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Table 2.4:

Households by Income and Education

(Millions of Households)

Household Educational Attainment of Head of Household
I;.';: ome d Less than High School s::?rifl:’r:liigle College il
(Thousands) High School Graduate Graduate
School
Under $35 8.0 12.2 6.7 4.5 31.4
$35to $65 3.8 9.6 7.1 8.9 29.4
$65 10 $100 0.9 5.8 6.3 9.7 22.8
Over $100 0.2 2.9 3.1 12.1 18.4
Don’t know/ 1.2 42 3.2 6.2 15.4
Refused
Total 14.2 34.7 26.5 41.3 117.5
Source: HDS Diary Sample, FY 2010.
Note: Totals may not sum due fo rounding.
Table 2.5:
Households by Income and Age
(Millions of Households)
Household Age of Head of Household
Income Don’t Know/ petel
(Thousands) Under 35 3510 54 Over 55 Refused
Under $35 6.7 9.2 15.5 0.0 31.4
$35to $65 7.7 10.4 11.3 0.0 29.4
$651t0 $100 4.5 10.9 7.4 0.0 22.8
Over $100 3.1 10.4 4.9 0.0 18.4
Don’t know/ 33 5.2 6.1 0.8 15.4
Refused
Total 25.3 46.2 45.1 0.9 117.5
Source: HDS Diary Sample, FY 2010.
Note: Totals may not sum due to rounding.
Household Size
Table 2.6:
The majority of U.S. households include either one Households by Size

(Millions of Households)

or two adults, but households with three or more

adults make up 15 percent of the total. Once

considered the norm, nuclear families—two adults Household Size

and at least one child—now account for only 21

percent of households (per the U.S. Census Bureau). One person 25.0

The changing composition of households impacted Two 440

the amount and kinds of mail sent and received by

households over the past 20 years, generating more Three 17.8

and different kinds of advertising mail, as well as Four 18.6

affecting transaction mail trends (bills tend to be

tied to households as much as to individuals). Five or more 1.2
Total 117.5

Source: HDS Diary Sample, FY 2010.
Note: Total may not sum due to rounding.
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Table 2.7:
Households by Number of Adults
(Millions of Households)

Number of Adulis

One 29.0
Two 70.8
Three or more 17.7

Total 1175

Source: HDS Diary Sample, FY 2010.
Note: Totals may not sum due to rounding.

Internet Access

Access to the Internet and use of new technologies,
such as Broadband, have a large and growing
impact on mail use. Although a significant number
of pieces both sent and received by households are
still related to bills and statements, electronic
activity in this area is diverting mail once used for
these purposes. On the other hand, online shopping
potentially adds packages and catalog delivery to
the Postal Service mail stream.

Table 2.8 shows that 80 percent of households have
Internet access and 70 percent have Broadband
access. The highest levels of Internet and
Broadband access are within households with
incomes over $100,000 (97 and 90 percent,
respectively), as seen in Figure 2.1a. In comparison,
households with incomes below $35,000 are less
likely to have access to the Internet and Broadband
(48 and 38 percent, respectively). As shown in

Figure 2.1b, age is also an important determinant of
households having Internet access. Younger heads
of household (less than 35 years old) are more likely
to have access to both the Internet and Broadband
(88 and 81 percent, respectively). Older households
(heads of households older than 55 years of age), on
the other hand, are less likely to have access to the
Internet and Broadband (64 and 52 percent,
respectively).

Table 2.8:

Households by Type of Internet Access
(Millions of Households)

Type of

Internet Access

Broadband 81.9

Dial-up 11.6

None 24.0
Total 117.5

Source: HDS Diary Sample, FY 2010.
Note: Totals may not sum due to rounding.

Figure 2.2 shows the trend in Broadband
connections. The rapid growth of Broadband
expands the potential scope of electronic diversion of
the mail. The Internet’s fast, always-on connection
makes it a stronger alternative medium for the
delivery of entertainment, information, and
communication. As more households begin using
Broadband, the more that not only bill payments,
but also bill and statement presentment,
periodicals, and even advertising mail, will continue
to be affected.

Figure 2.1a:
PC Ownership and Internet Access

W Internet Access @ Broadband &I Dial-up B None
0,
»  100% 920 97/0%“(}
3 82% 81%
[¢) 76% 739
5 80% 0
é 69%
I 60% 8%
% 38%
D 4% A
o
€ 0
3 20% T 300 8% 5o, % 50 205 4%
&L 0% - G —
under $35K §35K-S65K S65K-S100K S100K-+ DK/RF
Household Income

Source: HDS Recruitment Data, FY 2010.

Note: Sum of Broadband and Dial-up does not equal the total Internet percent due to missing responses.
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Figure 2.1b:
Internet Access by Income

W [ntemnet Access [ Broadband 3 Dial-up @ None

100%
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$35K-S65K

Household Income

o 5% 2% 4%
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Source: HDS Recruitment Data, FY 2010.

Note: Sum of Broadband and Dial-up does not equal the total Internet percent due to missing responses.

Figure 2.2:
Broadband Subscribers
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Source: Leichtman Research Group.

Use of the Post Office

A rented mailbox is one alternative that households
use to manage their mail. In 2010, 3.2 percent of all
households in the U.S. rented mailboxes from the
Postal Service, and 0.9 percent rented a box from a
private company. As seen in Figure 2.3, in most
cases, higher-income households are slightly more
likely to use a post office box than lower-income
households are, while all income groups are about
equally likely to rent a mailbox from a private
company. Post office box use, however, declined in
the past nine years, with 3.2 percent of U.S.
households renting a post office box from the Postal
Service in 2010, compared to ten percent in 2001.

The Postal Service currently owns and operates
36,222 post office locations throughout the United
States. As shown in Figure 2.4, the use of post
offices for mailing services continues to dominate
the mail service industry. Over 64 percent of all
U.S. households patronize a post office at least once
a month, while just 11 percent visit a private
mailing company. Over 52 percent of all households
in the U.S. visit the post office three or more times a
month. Even with the continued availability of mail-
related products and services through alternative
modes (such as Internet orders), in-person visits to
postal facilities remain stable. Only about 12
percent of households visited private mailing
companies in both 2009 and 2010.
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Figure 2.3:
Household Use of Rented Mailboxes
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Source: HDS Recruitment Data, FY 2010.

Figure 2.4:
Household Visits to Post Office in Past Month
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Chapter 3: Correspondence

Introduction

This chapter examines correspondence mail among
households and between households and businesses,
including letters, greeting cards, invitations, and
announcements. In several cases, this chapter, and
several following it, examines comparisons in data
between 2008 and 2010, providing an illustration of
mail trends over time.

Correspondence Mail Volume

Total correspondence sent and received represents
about ten percent of all household mail volumes, as
shown in Table E.2. Table 3.1 provides a recent
history of total correspondence volumes, showing
almost a 12 percent decline from 2008 to 2010.
Personal correspondence, which is essentially
household to household mail, fell more than 12
percent from 2008 to 2010, continuing a declining
long-term trend that has lasted for more than 20
years. In 1987, households reported receiving 1.6
pieces of personal correspondence each week. By
2010, personal correspondence received declined to
0.8 pieces per household per week.

Largely, this decline stemmed from competition
from an ever-changing landscape of communication

technologies, such as affordable long-distance
telephone service and, more recently, e-mail, social
networking, and cellular communications—all of
which provide an alternative to personal letters and
business inquiries. Such advances in technological
communications completely transformed the
marketplace, and continue to have an impact on
personal correspondence.

Correspondence Mail and
Household Characteristics

The following tables break down correspondence
mail sent and received by households using the
demographic categories developed in Chapter 2.

Income, Education, and Age

Tables 3.2 and 3.3 on the following page show that
both household income and educational attainment
have a strong effect on correspondence sent and
received by households. In most cases, the volume of
correspondence sent and received by households
with the highest income or the highest education is
more than double the volume that is sent and
received by households with the lowest income or
the lowest education.

Table 3.1:
First-Class Correspondence Mail Sent and Received by Sector
Volume (Millions of Pieces) Change
SESies 2008-2010
2008 2009 2010
Household to household 5,646 5,225 4,959 -12.2%
Non-household to household 8,780 8,120 7,742 -11.8%
Household to non-household 2,083 1,911 1,882 9.7%
Total 16,509 15,255 14,583 -11.7%
Pieces per Household per Week Share of 2010
Sector Total
2008 2009 2010 ota
Household to household 0.9 0.9 0.8 34.0%
Non-household to household 1.5 1.3 1.3 53.1%
Household to non-household 0.3 0.3 0.3 12.9%
Total 2.7 2.5 24 100%

Source: HDS Diary Sample, FY 2008, 2009, and 2010.

Note: Totals may not sum due to rounding.
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Tables 3.4 and 3.5 show that age also has a

Table 3.2:
Correspondence Mail Received by Income and Education
(Pieces per Household per Week)

Household Educational Attainment of Head of Household
I:’f ome d Less than High School s:.:nrif:.::igr College Average
(Thousands) High School Graduate Graduate
School
Under $35 1.1 1.4 1.3 1.8 1.3
$35to $65 1.8 1.9 1.9 2.2 2.0
$65 to $100 1.5 1.8 2.7 2.6 24
Over $100 1.8 2.8 2.6 3.2 3.0
Average 1.3 1.8 2.0 2.6 2.1
Source: HDS Diary Sample, FY 2010.
Note: Excludes Don’t Know/Refused.
Table 3.3:
Correspondence Mail Sent by Income and Education
(Pieces per Household per Week)
Household Educational Attainment of Head of Household
In’: ome d Less than High School s::'.}iﬁ::':gr College PG
(Thousands) High School Graduate ! Graduate
School
Under $35 7 7 .6 .9 7
$35to $65 7 1.0 .9 1.3 1.0
$65 to $100 1.0 1.0 1.5 1.5 14
Over $100 2 1.4 1.3 1.7 1.6
Average 7 .9 1.1 1.5 1.1

Source: HDS Diary Sample, FY 2010.
Note: Excludes Don’t Know/Refused.

significant effect on correspondence mail sent and
received by households. Regardless of their income,
in most cases, younger households both send and

receive fewer pieces of correspondence mail. Young
adults traditionally send and receive less mail than
older adults, but the advent of the Internet age
widened the gap between these two age groups.

Table 3.4:
Correspondence Mail Received by Income and Age
(Pieces per Household per Week)

Household Age of Head of Household

Income Average

(Thousands) Under 34 35 to 54 Over 55
Under $35 1.3 1.3 1.4 1.3
$35 to $65 1.5 1.9 2.4 2.0
$6510 $100 2.4 2.2 2.5 2.4
Over $100 2.6 2.9 3.5 3.0
Average 1.7 2.2 2.2 2.1

Source: HDS Diary Sample, FY 2010.
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Table 3.5:
Correspondence Mail Sent by Income and Age
(Pieces per Household per Week)

Household Age of Head of Household

Income Average

(Thousands) Under 34 35 to 54 Over 55
Under $35 .6 .5 .8 7
$35 10 $65 .8 .8 1.4 1.0
$65 to $100 1.5 1.3 1.4 1.4
Over $100 1.6 1.5 1.8 1.6
Average 1.0 1.1 1.2 1.1

Source: HDS Diary Sample, FY 2010.

Household Size

As expected, household size has a positive effect on
correspondence mail. Tables 3.6 and 3.7 show that
the jump from one person to two is associated with
considerable increases in correspondence mail,
although further increases in size do not have
nearly the same effect. As shown in Table 3.7, these
increases are generally because of the presence of
an additional adult in the household.

Table 3.6:
Correspondence Mail Received and Sent
by Household Size
(Pieces per Household per Week)

Household Size Received Sent
One person 1.3 7
Two 2.2 1.2
Three 2.2 1.1
Four 2.4 1.3
Five or more 2.7 1.3
Total 2.1 1.1

Source: HDS Diary Sample, FY 2010.

Table 3.7:
Correspondence Mail Received and Sent
by Number of Adults in Household
(Pieces per Household per Week)

Number of Adults Received Sent
One 1.4 7
Two 2.3 1.3
Three or more 2.5 1.2
Average 2.1 1.1

Source: HDS Diary Sample, FY 2010.

Internet Access

Table 3.8 shows that households with Internet
access (Broadband and Dial-up) tend to send and
receive more correspondence mail than households
without such service. The explanation for this
somewhat counterintuitive result is the high
correlation among income, educational attainment,
and the presence of an Internet connection in the
home. As Table 3.9 shows, households with Internet
access have a greater average income than
households without a connection. Similarly,
households with Internet access have a higher level
of education than those without. In fact, these
correlations could be a warning sign for mail, since
more volume goes to households that are vulnerable
to diversion.

Table 3.8:
Correspondence Mail Received and Sent by Type of Internet Access
(Pieces per Household per Week)

Type of Internet Access Received Sent
Broadband 2.3 1.2
Dial-up 2.1 1.1
None 1.3 7

Average 2.1 1.1

Source: HDS Diary Sample, FY 2010.

Table 3.9:
Income and Education by Type of Internet Access
A o
Type of Internet Access Ltz % w/ College
Income Degree
Broadband 66,400 44%
Dial-up 49,434 26%
None 20,284 1%

Source: HDS Diary Sample, FY 2010.
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Personal Correspondence

In FY 2010, personal correspondence accounted for
an average of 0.8 pieces of mail per week, which is
lower than both 2008 and 2009. Table 3.10 shows
the total volumes and average number of pieces by
personal correspondence type.

The volume of personal letters continued to decline
in 2010—a trend primarily driven by the adoption of
the Internet as a preferred method of
communication. Similarly, all other types of

correspondence (except for Holiday greeting cards)
also fell because of the increasing availability of new
electronic alternatives (such as e-cards, e-vites,
smartphones, and social networks).

Each year, the rise of these new virtual technologies
continues to change the way friends and family stay
in touch. Figure 3.2 illustrates young people’s
preference for instant forms of communication. The
weak economic recovery also contributed to the
decline, as spending on cards and other
correspondence-related products also decreased.

Table 3.10:
Personal Correspondence Sent and Received

Volume (Millions of Pieces)

Change,

Correspondence Type 2008 2000 2010 2008-2010
Personal Letters 1,046 956 850 -18.7%
Holiday Greeting Cards 2,278 1,959 2,073 -9.0%
Non-Holiday Greeting Cards 1,374 1,409 1,295 5.7%
Invitations 555 538 420 -24.3%
Announcements 122 147 101 -16.8%
Other Personal 271 215 219 -19.2%

Total 5,646 5,225 4,959 -12.2%

Pieces per Household per Week

Share of 2010

Correspondence Type

2008 2009 2010 Total

Personal Letters 2 2 A 17.2%
Holiday Greeting Cards 4 3 3 41.8%
Non-Holiday Greeting Cards 2 2 2 26.1%
Invitations N N N 8.5%
Announcements .0 0 .0 2.0%
Other Personal .0 0 .0 4.4%
Total .9 9 .8 100.0%

Source: HDS Diary Sample, FY 2008, 2009, and 2010.
Note: Totals may not sum due to rounding.
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Figure 3.1:
Personal Correspondence Sent by Income Group
(Pieces per Household per Year)
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Figure 3.2:
Personal Correspondence Sent by Age Cohort
(Pieces per Household per Year)
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Figure 3.1 above shows the major personal
correspondence types by income. Personal
correspondence sent by households seems to follow a
pattern of higher-income households being more
likely to send letters, holiday cards, and non-holiday
greeting cards than lower-income households.

The largest disparity between high- and low-income
households is in the volume of holiday greeting
cards sent. Households with incomes above
$100,000 sent an average of 25 holiday greeting
cards in FY 2010, compared to the ten sent by
households with incomes below $35,000.

The number of letters and greeting cards sent also
seems to follow a pattern where households in

which the head of household is aged 55 or older, on
average, send more greeting cards than younger
heads of household (35 or younger) sent —an
average of eight letters and 19 holiday greeting
cards in 2010. Figure 3.2 illustrates this point. They
also sent an average of 13 non-holiday greeting
cards.

In comparison, younger households (in which the
head of household is aged 35 or younger) sent an
average of five letters, 19 holiday greeting cards,
and nine non-holiday cards in FY 2010.

The relationship between holiday greeting cards
received and income is shown in Figure 3.3. In FY
2010, as in prior years, higher-income households
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received the most holiday greeting cards.
Households with incomes above $100,000 received
25 holiday greeting cards, while households with
incomes below $35,000 received only ten holiday
greeting cards in FY 2010.

When examined by age, the number of holiday
greeting cards received is typically much greater for

households where the head of household is older. In
2010, however, households where the head of
household is aged 55 or older, on average, received
the same number of holiday greeting cards as
younger heads of household (35 or younger)
received.

Figure 3.3:
Holiday Greetings Received by Age and Income, FY 2008, 2009 and 2010
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Source: HDS Diary data, Diary Sample only, FY 2008, 2009 and 2010.

As shown in Table 3.11, households with Internet
access (including both Broadband and Dial-up)
receive more letters, holiday cards, and non-holiday
greeting cards, compared to households without
Internet access. As discussed earlier, households
with Internet access, on average, have higher
income and education levels (see Table 3.9),

attributes that typically lead to a greater use of
written correspondence.

In examining household Internet usage, Figure 3.4
shows that 65 percent of all persons who have
Internet access send at least one personal e-mail
during a typical day, and 72 percent receive at least
one e-mail.

Table 3.11:
Personal Correspondence by Type of Internet Access

(Pieces per Household per Week)
Correspondence Type L OB L Dial-up Broadband
Access
Personal Letters 13 12 14
Holiday Greeting Cards .20 .36 .38
Non-Holiday Greeting Cards 14 21 23
Total 47 .69 .75

Source: HDS Diary Sample FY 2010.
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Figure 3.4: Daily Personal E-mails Sent and Received
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Source: HDS Recruitment Sample, FY 2010.

H correspondence sent and received by households
BUSI"GSS Correspondence (see Table 3.1). Business/Government
Households and businesses exchange many types of invitations/announcements and Social
mail, including bill payment, statements, and announcements accounted for most of the
advertising (discussed in Chapters 4 and 5). This correspondence received by households, and both
section of the report provides data on were down significantly compared to 2008 and 2009.
correspondence types between households and Other business/government correspondence consists
businesses. Table 3.12 outlines volumes by mostly of insurance-related correspondence and
correspondence type for 2008 through 2010. remained relatively constant over the three-year
Correspondence received from the non-household period.

sector accounts for about 50 percent of all

Table 3.12: Business Correspondence Type (Sent and Received) by Sector (Millions of Pieces)

Business Correspondence Type 2008 2009 2010 zggg?;:.l'o
Business/Government/Social Received by Households
Invitation/Announcement 2,886 1,934 1,781 -38.3%
Holiday Greeting from Business 399 396 323 -18.9%
Other Business/Government 3,161 3,174 2,974 -5.9%
Total Business/Government Received 6,446 5,503 5,078 -21.2%
Announcement 1,657 1,382 1,375 -17.0%
Other Social 677 657 538 -20.5%
Total Social Received 2,334 2,040 1,913 -18.0%
Total Received 8,780 7,542 6,991 -20.4%
Business/Government/Social Sent by Households
Inquiry 566 404 408 -28.0%
Other Business/Government 1,034 1,146 1,101 6.5%
Total Business/Government Sent 1,600 1,550 1,509 -5.7%
Letter 133 61 86 -34.9%
Inquiry 63 58 52 -17.8%
Other Social 287 242 234 -18.5%
Total Social Sent (Social includes social, political & nonprofit.) 483 361 373 -22.9%
Total Sent 2,083 1,911 1,882 -9.7%

Source: HDS Diary Sample, FY 2008, 2009, and 2010.
Note: Totals may not sum due to rounding.
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Chapter 4: Transactions

Introduction

This chapter examines the volumes and trends in
transactions mail: the bills, statements, payments,
donations, rebates, and orders sent and received by
households. Information is presented on household
bill payment trends, which is of particular interest,
as the availability of electronic alternatives affects
traditional mail payments.

Transactions Mail Volume

Transactions sent and received comprise almost 26
percent of all household mail volumes (as seen in
Table E.2) and 61 percent of household First-Class
Mail; as such, they are an important part of the
mail stream. Although many businesses use
electronic funds transfer (EFT) or other electronic
technologies to settle transactions, households still
pay a majority of their recurring bills through the
Postal Service. As the Internet and Broadband
become more ubiquitous, however, the movement

towards consumer Electronic Bill Presentment and
Payment (EBPP) is expected to continue gaining
momentum.

T'ransactions constitute 61 percent of
household First-Class Mail.

As Table 4.1 shows, the total transactions volume
sent and received by households decreased 13.8
percent between 2008 and 2010. All major
transaction categories contributed to the decline.
Electronic diversion continues to erode the volume
of mail payments in favor of online payments,
automatic deductions from bank accounts, and other
electronic methods of bill payment. As a result, bills
paid by mail fell almost 17 percent between 2008
and 2010. The growth in non-mail methods of
payments is also evident in Table 4.1, which shows
that bills paid by mail are far fewer than total bills
received.

Table 4.1: Transactions Mail Sent and Received

e T Volume (Millions of Pieces) zg:;gn;:‘l’o
2008 2009 2010 -
Business
Bills 18,655 17,773 16,132 -13.5%
Bill Payments 9,704 8,580 8,088 -16.7%
Statements 6,560 6,666 5,828 -11.2%
Confirmations 2,824 2,559 2,543 -9.9%
Payments (to HH) 1,324 1,378 1,201 -9.3%
Orders 537 454 394 -26.7%
Rebates 162 175 161 -0.8%
Total Business 39,766 37,586 34,346 -13.6%
Social/Charitable
Requests for Donation 754 617 657 -12.8%
Donations 657 521 484 -26.4%
Bills 180 184 169 -6.1%
Confirmations 331 274 265 -19.9%
Total Social/Charitable 1,921 1,596 1,575 -18.0%
Total Transactions 41,687 39,182 35,921 -13.8%
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Table 4.1: Transactions Mail Sent and Received (cont.)

. Pieces per Household per Week 23'.::":0‘:;'
Transaction Type
2008 2009 2010
Business
Bills 3.1 2.9 2.6 44.9%
Bill Payments 1.6 1.4 1.3 22.5%
Statements 1.1 1.1 1.0 16.2%
Confirmations 5 4 4 7.1%
Payments (to HH) 2 2 2 3.3%
Orders B B B 1.1%
Rebates 0.4%
Total Business 6.5 6.2 5.6 95.6%
Social/Charitable
Requests for Donation A A A 1.8%
Donations N N N 1.3%
Bills .0 .0 .0 0.5%
Confirmations B .0 .0 0.7%
Total Social/Charitable 3 3 3 4.4%
Total Transactions 6.9 6.4 5.9 100.0%

Source: HDS Diary Sample, FY 2008, 2009, and 2010.

Transactions Mail and
Household Characteristics

The following tables break down transactions mail
sent and received by households based on the
demographic categories introduced in Chapter 2.

Income, Education, and Age

As seen in Tables 4.2 and 4.3, household income and
educational attainment influence the amount of

transaction mail sent and received—in many cases,
income has a much greater impact on transaction
mail sent and received than education. The basis for
this relationship is fairly clear; higher-income and
better-educated households, on average, have more
financial accounts, insurance policies, and credit
cards—all generators of transactions mail volume.

Table 4.2:
Transactions Mail Received by Income and Education

(Pieces per Household per Week)

Household Educational Attainment of Head of Household

Income Less than High School Sons Col!ege College Average

(Thousands) High School Graduate or ;ﬁ;t::wl Graduate
Under $35 2.4 3.1 3.0 3.3 2.9
$35 to $65 5.2 4.3 4.5 4.1 4.4
$6510 $100 5.5 5.7 5.2 5.1 5.3
Over $100 2.9 5.6 5.9 5.9 5.8

Average 3.3 4.2 4.4 4.9 4.4

Source: HDS Diary Sample, FY 2010.
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Table 4.3:
Transactions Mail Sent by Income and Education
(Pieces per Household per Week)

Household Educational Attainment of Head of Household
I;.';: ome d Less than High School So:?re C:r:liegle College TR
(Thousands) High School Graduate or “echnica Graduate
School
Under $35 .8 1.2 1.0 1.0 1.0
$35 to $65 .8 1.9 1.6 1.4 1.5
$65 to $100 4.4 1.9 1.7 1.5 1.8
Over $100 .0 1.9 2.2 1.6 1.7
Average 1.0 1.6 1.5 1.5 1.5
Source: HDS Diary Sample, FY 2010.
Tables 4.4 and 4.5 also show that age has a strong Table 4.5:
effect on transactions mail, independent of income. Transactions Mail Sent by Income and Age
Across all income categories, younger households (Pieces per Household per Week)
send and receive less transactions mail. In part, this
is because such households are less likely to own Household mesieicaciolEopsEhold
18 Y Income Average

their home and have fewer insurance policies, (Thousands) Under 35 | 351054 | Over55

investments, and the like. However, it is also the

case that these households are more active users of Under $35 4 9 1.4 1.0
electronic alternatives to traditionally mail-based $35 to $65 8 13 292 15
transactions. This is particularly evident for

$65to $100 .8 1.8 2.5 1.8

transactions mail sent (primarily bill payments)

where households in which the head of household is Over $100 7 1.6 2.7 1.7

aged 35 years or younger sent only one-third as

. Average 7 1.4 2.0 1.5
much mail as older households. 9

Source: HDS Diary Sample, FY 2010.

Household Size
Across all income categories,

younger households send and receive
less transactions mail.

In terms of household size, Table 4.6 shows that the
increase from a one-person household to a two-
person household adds 1.6 pieces of transaction mail
per week received and 0.6 pieces per week sent, but
a larger household size has little effect on volume.

Table 4.4:
Transactions Mail Received by Income and Age

(Pieces per Household per Week) ) __ Table 4.6: _
Transactions Mail Received and Sent by Household Size

Household Age of Head of Household (Pieces per Household per Week)

Income Average . .

(Thousands) Under 35 | 351054 | Over 55 Household Size Received Sent
Under $35 2.0 3.2 3.1 2.9 One person 2.8 1.1
$35 to $65 3.6 4.8 4.6 4.4 Two 4.4 1.7
$65 to $100 4.4 5.4 5.8 5.3 Three 4.9 1.6
Over $100 4.2 5.9 6.6 5.8 Four 5.2 1.5
Average 3.3 4.9 4.5 4.4 Five or more 5.9 1.2

Source: HDS Diary Sample, FY 2010. Average 4.4 1.5

Source: HDS Diary Sample, FY 2010.

2010 HOUSEHOLD DIARY STUDY Chapter 4: Transactions 31



For transactions mail received, Table 4.7 shows that
each additional adult adds about 1.6 pieces (on
average) of mail received per week. However, one
additional adult generates only 0.5 pieces of
additional mail sent.

Table 4.7:
Transactions Mail Received and Sent

by Number of Adults in Household
(Pieces per Household per Week)

Table 4.9:
Income and Education by Type of Infernet Access

Type of Median % w/ College

Internet Access Income Degree
Broadband 66,400 44%
Dial-up 49,434 26%
None 20,284 1%

:\l::;tl:ei;ol-flousehold Received Sent
One 28 10
Two 4.6 15
Three or more 6.1 21
Average 4.4 1.5

Source: HDS Diary Sample, FY 2010.

Internet Access

Table 4.8 shows that households with Internet
access (Broadband or Dial-up) receive more
transactions mail than households without Internet
service, even though having an Internet connection
at home should make transactions more susceptible
to electronic diversion. As shown in Table 4.9, this
apparent contradiction is explained in large
measure by the fact that household Internet access
is strongly correlated with income and education.

Table 4.8 shows that while the number of
transactions sent by households with Broadband is
higher than for households without any Internet
access, 1t 1s also fewer than the number for Dial-up
users. Broadband’s higher processing speeds provide
a strong motivation for households to move financial
transactions online, particularly when it relates to
bill payments.

Table 4.8:
Transactions Mail Received and Sent by Internet Access
(Pieces per Household per Week)

m?r:; Access Received Sent
Broadband 4.9 15
Dial-up 4.3 17
None 28 13
Average 4.4 1.5

Source: HDS Diary Sample, FY 2010.

Source: HDS Diary Sample, FY 2010.

Bill Payment

The total number of bills paid per month per
household fell from 12.4 in 2008 to 11.5 in 2010,
reflecting, at least in part, an increased amount of
account consolidations and account closures
resulting from weak economic conditions.
Households use a variety of methods to pay bills.
Historically, they have been paid in person, via
phone, or by mail. In the past decade, emerging
technologies provided additional bill payment
options. The most important of these is electronic
bill payment, which, for purposes of this chapter,
includes payments made via Internet, automatic
deductions from bank accounts, automatic charges
to credit cards, and payments by ATM.

The Household Diary Study measures bill payment
by all of these methods.

Table 4.10 shows the percentage of households who
pay bills by each method and the average number of
bills paid per month by each method. About 83
percent of households paid at least one bill by mail.
Alternatively, this implies that 17 percent of
households no longer paid any of their bills by
mail—the highest level reported so far. The average
number of bills paid by mail per household was 5.4
per month, down 19 percent from 2008 when the
number was 6.7 (less than 50 percent of all
payments for the first time). Other popular bill
payment methods were online (used by over 50
percent of households for the first time, at 51
percent), automatic deductions from bank accounts
(53 percent of households), and in-person (27
percent of households).

Notably, for the first time in 2010, households
reported paying more monthly bills electronically
(5.5) than by mail (5.4). Additionally, regarding
total electronic payments, more payments were
made online (3.3) than by all other electronic
methods combined (2.7).

32 Chapter 4: Transactions

2010 HOUSEHOLD DIARY STUDY



For the first time, in 2010, households
reported paying more bills electronically than

by mail.

Table 4.10:
Bill Payment by Method, FY 2008, 2009 and 2010

2008 2009 2010

Bill Payment Method Average Average Average Share of Bills Percent of

Number of Bills | Number of Bills | Number of Bills Paid Households

Paid per Month | Paid per Month | Paid per Month Using Method
Mail 6.7 5.9 5.4 47.3% 83.3%
Automatic Deduction 1.4 1.4 1.5 13.4% 52.5%
Internet 3.1 3.3 3.3 29.0% 50.8%
In-person 7 .6 .5 4.6% 26.6%
Credit Card A4 3 4 3.5% 19.3%
Telephone 3 3 3 2.2% 12.3%

Total 12.4 11.8 11.5 100.0% —

Source: HDS Diary Sample, FY 2008, 2009, and 2010.

As Figure 4.1 shows, electronic methods account for
a growing share of household bill payments over
time. In fact, since 2000, the average number of bills

Figure 4.1:
Monthly Average Household Bill Payment by Method

Number of Monthly Bill Payments

Postal Fiscal Year
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Source: HDS Diary Sample, FY 1998-2010.
Note: Other Electronic includes telephone.

paid by electronic methods more than quadrupled,
largely at the expense of the mail, which fell about
40 percent during that time.
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Figure 4.2 shows that automatic deductions more
than tripled since 1998. Over time, however, the
increasing affordability and popularity of
Broadband has provided sufficient motivation for
some households to transition from automated

deductions to online bill payments, in a way similar
to the electronic diversion of the mail. As a result, in
recent years, the growth in automatic deductions
has slowed significantly.

|0 K ——

1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

Figure 4.2:
Average Monthly Automatic Deductions per Household
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Source: HDS Diary Sample, FY 1998-2010.

The types of bills paid by mail are shown in Table
4.11. As reported, all types of bills that are paid by
mail have been affected by electronic diversion. For
each bill type, the share that is paid by mail
decreased substantially from 2008. The share of
electric bills paid by mail was the largest. In 2010,
54 percent of households paid their electric bills by
mail, down from 60 percent in 2008. Similarly, the
share of telephone bills paid by mail decreased from
60 percent in 2008 to 52 percent in 2010. All
remaining bill types experienced similar declines in
the shares paid by mail, leaving the vast majority
with less than a 50 percent share paid by mail.

The Household Diary Study finds that the number
of total bills paid per month varies by age and
income, as does the choice of method used for bill
payment. Figure 4.3 shows the total average
number of bills paid per month for each income and
age group.

Table 4.11:
Types of Bills Paid by Mail

Bill Type Percent of Household
2008 2009 2010
Electric 60% 57% 54%
Telephone 60% 54% 52%
Credit Cards 57% 50% 48%
Insurance 55% 48% 48%
_lg\;]ble/SG’reIIiTe 48% 45% 46%
Erg*:;iLG;i/ 47% 43% 45%
Water/Sewer 47% 42% 42%
Medical 48% 45% 42%
Cell Phone 37% 34% 40%
Rent/Mortgage 32% 30% 30%
Internet Service 29% 35% 29%
Taxes 41% 27% 26%
Car Payment 21% 18% 17%
Other Loans 20% 16% 16%
éIL:T(;) ?LlJ/ppOﬁ 1% 1% 1%

Source: HDS Recruitment Sample, FY 2008, 2009, and 2010.
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Figure 4.3:
Average Bills Paid per Month by Income and Age
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Source: HDS Diary Sample, FY 2010.

Unsurprisingly, the number of bills paid per month
1s positively related to household income.
Households with incomes above $100,000 paid an
average of 15.9 bills per month in FY 2010,
compared to 9.7 bills paid by households with
incomes below $35,000.

Age has a slightly different relationship with bill
payment levels in that, younger households (in
which the head of household is aged 35 or younger)
and older households (in which the head of
household is aged 55 or older) pay fewer bills than

100%

households in which the head of household is
between the ages of 35 and 54.

The majority of the bills that younger households
pay are paid electronically. Figure 4.4 shows that
the younger the head of a household is the more
likely the household will pay bills electronically. In
fact, younger households paid more bills online than
by mail. Younger households paid only 32 percent of
their bills by mail and 41 percent online, as
compared to older households, who paid 59 percent
of their bills by mail and only about 17 percent
online.

Figure 4.4:
Bill Payment Method by Age
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Bills and Statements Received

Table 4.12 shows the overall volume of bills and
statements received. In FY 2010, about 44 percent
of First-Class Mail received by households was bills
and statements. Households received 16.1 billion
bills in FY 2010, a 14 percent decline from 2008
(18.7 billion), resulting from account closures
associated with the recession and increasing
account consolidations. The largest volumes of bills
originated from credit card companies (4.2 billion),
utilities (2.5 billion), medical and professional
companies (2.1 billion), and insurance companies
(2.0 billion).

Statements received were predominantly sent by
the financial sector, including banks, insurance
companies, and other financial institutions.

As with bills, the volume of statements households
received from the financial sector fell to 5.3 billion
from 6.0 billion pieces in 2008, a decrease of almost
12 percent. In addition to account closures,
statements also declined because of financial
institutions’ continued efforts to reduce costs by
mailing statements only quarterly rather than
monthly.

Table 4.12:
Bill and Statement Volumes by Industry

Volumes
Industry Bills Statements
(Millions) (Millions)
Financial
Bank, S&L, Credit Union 1,056 3,275
Credit Card 4,177 0
Insurance Company 2,023 463
Real Estate/Mortgage 320 87
Other Financial 129 1,483
Total Financial 7,705 5,308
Merchants
Department Store 128 7
Publisher 289 5
Mail Order Company 118 18
Other Merchants 167 63
Total Merchants 702 92
Service
Telephone Company 1,479 5
Utility Company 2,454 12
Medical and Other Professional 2,137 136
Cable TV 768 5
Other Service 385 20
Total Service 7,223 178
Manufacturers 39 17
Government 433 223
Social/Nonprofit 0 0
Other/Don’t Know/Refused 29 9
Total - All Industries 16,132 5,828

Source: HDS Diary Sample, FY 2010.
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As shown in Figure 4.5, between 2008 and 2010, the
number of statements received by mail decreased
for all household income categories, except for a
slight increase in 2009 for households with incomes
below $35,000.

Table 4.13 shows the average volume of bills and
statements received by mail and online. For reasons
described earlier, the number of bills and

statements households receive through the mail
decreased almost 14 percent, on a per household
basis, compared to 2008. The number of bills and
statements received via Internet, on the other hand,
increased by 44 percent, albeit from a small base
and not sufficient to offset the large decline in bills
and statements sent by mail.

Figure 4.5:
Statements Received by Mail by Income
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Source: HDS Diary Sample, FY 2008, 2009, and 2010. Amounts are rounded.
Table 4.13:
Average Monthly Bills and Statements Received by Method
Method 2008 2009 2010
Mail 17.99 17.38 15.57
Internet 1.77 2,37 2,55
Total 19.76 19.75 18.12
Source: HDS Diary Sample, FY 2008, 2009, and 2010.
Notes:
Internet averages use HDS Diary Sample.
Mail includes Bills and Statements.
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Chapter 5: Advertising Mail

Introduction

This chapter examines advertising mail, which is
any advertising, promotional, or sales material sent
through the Postal Service. Advertising mail can be
sent as First-Class or Standard Mail.

The Advertising Market

According to Magna Advertising Group, American
businesses spent about $171 billion in 2010
advertising their products and services, which is an
increase of 4.3 percent from 2009, and which follows
two consecutive years of significant spending
declines. Of this total advertising spending, 12
percent was spent on direct mail (note that Magna’s
spending estimates for direct mail include only
postage costs).

As in prior years, direct mail was one of the leading
media choices of advertisers in 2010. However, the
weak economic recovery that followed the 2008—
2009 recession stimulated only a 2.1 percent
increase in direct mail advertising spending over
2009. As shown in Table 5.1, Internet and TV
advertising had, by far, the strongest spending
growth compared to all other media categories.

Table 5.1:
U.S. Advertising Spending Growth by Medium, 2008-2010
(Percent Growth from Prior Year)

Medium 2008 2009 2010
Direct Mail -5.5% -15.6% 2.1%
Newspapers -17.7% -28.6% -7.5%
Television 0.1% -10.6% 12.3%
Radio -9.9% -19.4% 4.9%
Magazines -6.9% -20.1% 0.6%
Internet 10.8% -3.0% 14.0%
All Other -7.7% -18.3% -12.2%

Total -5.5% -16.0% 4.3%

Source: Magna Advertising Group—estimates.
Note: Totals may not sum due to rounding.

Despite many changes to the U.S. economy over the
past few years, direct mail continues to be one of the
most popular advertising choices. It is a highly
efficient and versatile method for communicating
with consumers. Direct mail can be targeted to the
interests of individual customers, and used both to
locate new customers and maintain relationships
with existing customers. Direct mail allows for a
variety of different types of advertising: letters,
postcards, catalogs, and free samples. It can be sent
as First-Class or Standard Mail, allowing
advertisers to trade off expeditious, personalized
First-Class mailings against cost-savings from
Standard Mail.

Importantly, the effectiveness of direct mail is
readily measurable, more so than for most other
media shown in Table 5.1. Businesses can track the
response rate to a mailing far more precisely than
for a television commercial or magazine
advertisement. This feature alone gives advertising
mail a key advantage over other media.

Figure 5.1 shows that, according to Magna’s
estimate of postage costs only, direct mail’s share of
total advertising spending has remained relatively
constant at 12 percent for most of the past 20 years.
Direct mail has maintained its strong ad share,
even with the introduction of new and fast-growing
ad markets such as the Internet.

Figure 5.1:
Direct Mail as a Share of Total Advertising, 1990-2010
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Advertising Mail Volumes

Households received 83.5 billion pieces of
advertising mail in 2010, which was two percent
less than 2009 and 16 percent less than 2008. In
2010, advertising mail represented 59 percent of all
household mail.

As shown in Table 5.2, First-Class advertising mail
accounts for 12.9 billion pieces (15.5 percent) of all
advertising mail received by households. Of this
volume, 6.2 billion pieces are advertising only, while
the other 6.7 billion pieces are secondary
advertising pieces, such as an advertisement
enclosed with a bill. In 2010, First-Class advertising
fell 11 percent from 2009, mostly due to a lingering
weak economic recovery. While all industries were
affected by the sluggishness of the recovery,
financial institutions, having suffered the most from
a recession driven by collapsing financial markets,
kept advertising budgets to a minimum. As a result,
in 2010, they relied less on First-Class Mail and
more on less expensive Standard Mail, thus
reducing First-Class financial advertising ten
percent compared to 2009 (see Table 5.1a). Though
unfavorable, this decrease was an improvement
over a 33 percent decline from 2008 to 2009.

Table 5.1a: Financial Industry Advertising, 2008-2010
(Percent Growth from Prior Year)

Class 2008 2009 2010
First-Class -16% -33% -10%
Standard 2% -27% 13%

Total -5% -28% 10%

Adverﬁsing mail represented 59 percent of
all mail received by households in 2010.

About 85 percent (70.6 billion pieces) of all
advertising mail received by households in 2010 was
sent via Standard Mail, which, after declining
sharply in the first half of 2010, made an equally
sharp comeback in the second half, leaving the total
annual volume virtually unchanged from 2009.
Unlike the limited use of First-Class Mail caused by
the weak economy, the recovery was sufficient for
the financial industry to stimulate heavy use of
lower-costing Standard Mail advertising, driving
the growth of Standard financial mailings up 13
percent. Credit card companies increased mailings
significantly, as Standard credit card volume surged
39 percent over 2009.

Most of the increase in Standard Mail advertising
occurred in Regular and ECR mail. In 2010,
households received an average of 9.6 Presorted
Standard Mail pieces per week, compared to 11.4
pieces in 2008. Prior to the last recession, direct
mail advertising experienced continuous growth, as
there had been only one postal rate increase in over
five years and spending was growing along with a
strong overall economy.

Standard Mail accounts for
85 percent of total advertising mail.

Table 5.2: Advertising Mail by Mail Classification
(Volume in Billions of Pieces)

Mail Classification Volume (Billions of Pieces) , (?Jg“;gio
2008 2009 2010 -
First-Class Advertising 16.4 14.5 12.9 -21.4%
Advertising Only 8.3 6.6 6.2 -24.8%
Secondary Advertising 8.2 7.8 6.7 -17.9%
Standard Mail 83.0 70.6 70.6 -15.0%
Regular and ECR 69.4 58.2 58.5 -15.7%
Nonprofit 13.6 12.5 12.1 -11.4%
Unsolicited Packages 0.1 0.1 0.1 -59.4%
Total Advertising 99.6 85.2 83.5 -16.1%
Unaddressed Mail 3.9 1.6 1.7 -55.8%

Source: HDS Diary Sample, FY 2008, 2009, and 2010.
Notes: Totals may not sum due to rounding. Unaddressed Mail is not included in totals.
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Table 5.3: Advertising Mail by Mail Classification
(Pieces per Household per Week)

Pieces per HH per Week
Mail Classification Share of Total
2008 2009 2010
First-Class Advertising 2.7 2.4 2.1 15.5%
Advertising Only 1.4 1.1 1.0 7.4%
Secondary Advertising 1.3 1.3 1.1 8.0%
Standard Mail 13.7 11.6 11.5 84.5%
Regular and ECR 11.4 9.5 9.6 70.0%
Nonprofit 2.2 2.0 2.0 14.5%
Unsolicited Periodicals/Packages 0.0 0.0 0.0 0.1%
Total Advertising 16.4 14.0 13.7 100.0%
Unaddressed Mail 0.6 0.3 0.3 2.1%

Source: HDS Diary Sample, FY 2008, 2009, and 2010.
Notes:

Totals may not sum due to rounding. Unaddressed Mail is not included in totals.

Advertising Mail and Household
Characteristics

Income, Education, and Age

As advertising mail is used to sell goods and
services, it is not surprising that the amount of ad
mail received by a household is closely tied to
income and education.

The relationship between advertising mail and
household income is quite strong, as seen in Table
5.4. Households with less than $35,000 income
receive less than half as much advertising mail as
households with $100,000 or more income (8.5
pieces per week compared to 20.3). Table 5.4 also
shows that education plays a key role in the amount
of advertising mail households receive, even after
accounting for the effect education has on income.

For example, among households earning more than
$100,000, ad mail received per week increases as
the educational status of the head of the household
increases, rising from 12.4 pieces per week for
households headed by someone without a high
school degree to 21.6 pieces per week for households
headed by a college graduate. The pattern is
repeated across all income groups, with more ad
mail received as education increases.

The role that education plays in advertising mail is
two-fold. First, direct mail is a written type of
communication, and education may play some role
in its relative effectiveness compared to television or
radio advertising. Second, education is not only tied
to current household income, but also to future
household income. A college graduate who currently
has a relatively low income may, in a few years,
earn a much higher income.

Table 5.4: Advertising Mail Received by Income and Education
(Pieces per Household per Week)

Household Education of Head of Household
(Thovsands) | igisinen | Mishsdool | g | Cellese | Y090
Under $35 6.1 9.0 2.3 10.3 8.5
$35 to $65 12.9 12.1 13.0 13.2 12.7
$65 to $100 16.7 15.7 15.7 16.8 16.2
Over $100 12.4 18.6 17.2 21.6 20.3
Average 8.8 12.3 13.2 16.8 13.7

Source: HDS Diary Sample, FY 2010.

2010 HOUSEHOLD DIARY STUDY

Chapter 5:

Advertising Mail

41



Table 5.5 shows that households headed by older
people receive more advertising mail than those
headed by younger people. For every income group,
advertising mail received increases as the age of the
head of the household increases. In part, this is
because age is correlated with other characteristics
such as marriage, home ownership, and the
presence of children in the household.

Moreover, the older a person is, the longer his or her
buying history and the more businesses with which

the person has a relationship that advertising mail
can help maintain. Those households with incomes
over $100,000 and with a head of household age 55
and older received the greatest number of
advertising mail pieces at 23.5 pieces per week.

The amount of advertising mail received
increases as income, education, and
household size increases.

Table 5.5:
Advertising Mail Received by Income and Age
(Pieces per Household per Week)

Household Age of Head of Household

Income Average

(Thousands) Under 34 35 to 54 Over 55
Under $35 4.3 7.8 10.8 8.5
$35 10 $65 9.5 11.8 15.8 12.7
$65 to $100 12.7 15.6 19.2 16.2
Over $100 16.0 20.0 23.5 20.3
Average 9.5 14.2 15.4 13.7

Source: HDS Diary Sample, FY 2010.

Household Size

Tables 5.6 and 5.7 show advertising mail received
increases as the household size (Table 5.6) and
number of adults in the household (Table 5.7)
increase. While this is evident in looking at changes
in household size, the greatest change in the
number of pieces of advertising mail received is seen
in the number of adults in the households.

Table 5.6:
Advertising Mail Received by Size of Household
(Pieces per Household per Week)

Household Size

One person 10.0

Two 14.6

Three 13.9

Four 15.0

Five or more 15.6
Average 13.7

Source: HDS Diary Sample, FY 2010.

As shown in Table 5.7, households with three or
more adults receive 67 percent more advertising
mail than a household with only one adult. This
represents an increase from an average of 9.8 pieces
per week to 16.4 pieces per week. Note, however,
that most of this increase occurs when the number
of adults increases from one to two, indicating a
strong impact stemming from the likelihood of it
being a two-income household.

Table 5.7:
Advertising Mail Received by Number of Adults
(Pieces per Household per Week)

Number of Adulis

One 9.8

Two 14.6

Three or more 16.4
Average 13.7

Source: HDS Diary Sample, FY 2010.
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Internet Access

Finally, Table 5.8 shows the relationship between
advertising mail received and Internet access.
Despite all the attention paid to online and e-mail
advertising, households with Internet access receive
more advertising mail than those without access.

To a large degree, this reflects other household
characteristics; as shown in Table 5.9, Internet
access 1is closely tied to income and education.
However, advertising mail is sent even when new
advertising media are available. In addition, Table
5.8 may demonstrate the use of Internet
information to target potential customers through
direct mail advertising. Conversely, direct mail is
often used as a complement to the Internet by
directing potential customers to specific company

websites.
Table 5.8:

Advertising Mail Received by Internet Access
(Pieces per Household per Week)

Type of Internet Access

Broadband 15.1

Dial-up 12.6

None 9.4
Average 13.7

Source: HDS Diary Sample, FY 2010.

Table 5.9:

Income and Education by Type of Infernet Access

Type of Median % w/ College

Internet Access Income Degree
Broadband 66,400 44%
Dial-up 49,434 26%
None 20,284 11%

Source: HDS Diary Sample, FY 2010.

Senders of Advertising Mail

Figure 5.2 provides data on the senders of
advertising mail to households. Merchants continue
to be the largest senders; in 2010, they sent 38
percent of Standard advertising mail and 19 percent
of First-Class advertising mail. Financial firms are
the second largest sender of Standard Mail
advertising (23 percent) and the largest sender of

First-Class advertising (37 percent).

Attitudes toward Advertising

With $171 billion spent in the United States on
advertising, it is not surprising that few households
wish they received more.

Figure 5.2:
Advertising Volumes for First-Class and Standard Mail Advertising by Sender Type
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Whether they wish to receive more or not, most
households either read or at least scan their
advertising mail. Figure 5.3 shows 54 percent of

households usually read their advertising mail,

while an additional 27 percent scan their mail. Only
19 percent of households report they do not usually

read their advertising mail. This represents an
increase from the nine percent who did not usually

read advertising mail in 1987; however, given the

large increase in advertising mail volumes since
then, it is clear that U.S. households read more
advertising mail now than in the past.

Figure 5.3:
Advertising Mail Behavioral Trends, FY 1987, 2008, 2009, and 2010
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Interestingly, the survey shows that not all
advertising is treated equally. Figure 5.4 shows that
catalogs attract more attention than credit card
advertising, as they are usually more interesting to
read. Fifty-one percent of households read catalogs,

and only 17 percent discard them without reading
them. In contrast, 50 percent of households read
credit card advertising, but 25 percent discard them
without reading them.

Figure 5.4:
Treatment of Standard Mail by Type
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Another interesting result is found in Figure 5.5. Thus, households that receive more advertising mail

Household behavior toward advertising mail is than others do not appear to be particularly “turned
largely independent of how much advertising mail off” by the high volume. However, Figure 5.5 also
the household receives. For example, among shows that, when looked at separately, the
households that receive zero to seven pieces of percentage of households that usually read all
advertising mail per week, 54 percent usually read advertising does decrease as the number of pieces
all or some of the mail, and 18 percent usually do increases. When only seven or fewer pieces are

not read any. Among households that receive received, 21 percent of households usually read all
eighteen or more pieces per week, 52 percent the advertising mail they receive. When 18 or more
usually read all or some, and 20 percent usually do pieces are received, only ten percent of households
not read any. usually read all the advertising mail.

Figure 5.5:
Treatment of Standard Advertising Mail by Number of Standard Mail Pieces Received per Week
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Effectiveness of Advertising Mail

Ultimately, advertisers send direct mail because it
works—household members read and respond to it.
Table 5.10 presents the intended response of
households to advertising mail. Households report
they intend to respond to about one in ten pieces of
advertising mail, with the intended response to
Standard Mail being greater than for First-Class
advertising (14 percent and ten percent of pieces,
respectively). The table also shows that households
say they may respond to another 21 percent of
Standard advertising and 12 percent of First-Class
advertising. This is not to say that a similar mail
piece would receive a higher response rate if mailed
via Standard Mail; it is more likely the result of a
different mix of advertising in Standard Mail. For
example, catalogs, which typically enjoy a high
response rate, are routinely mailed Standard Mail
but are infrequently mailed First-Class. Credit card
advertising pieces, on the other hand, have the
lowest response rate and are often mailed First-
Class.

Figure 5.6 presents the total number of responses to
advertising mail by income. As illustrated in Tables
5.4 and 5.5, higher-income households received
more advertising mail. Figure 5.6 combines the data
on the amount of advertising mail received by
household income with the household’s intended
response to the mail. The result is the average
number of responses per week for each income level.
For example, households with incomes above

$150,000 report they intend to respond to 2.3 pieces
of advertising mail per week, and they may respond
to another 4.3 pieces per week. Other high-income
households also indicated they will respond to more
than one piece of advertising mail per week, as do
some of the lower-income households.

While intended responses do not always lead to
actual responses, the data presented in Table 5.10
and Figure 5.6 help explain why direct mail is such
a popular choice of advertisers in America. Although
there is no completely equivalent measure for
intended response to Internet ads, the click-through
rate (the percentage of online visitors who viewed
an ad and also clicked on it) is widely used as an
indicator of consumers’ interest in online ads. As
such, it is somewhat comparable to mail ads’ read
rates. Based on recently published reports, the
average click-through rate for Internet advertising
is about 0.1 percent. Overall read rates for mail ads,
on the other hand, have averaged about 50 percent.

Table 5.10: Intended Response fo Advertising Mail by Class
(Percentage of Pieces)

Response First-Class Standard
Yes 10% 14%
Maybe 12% 21%
No 56% 58%
No Answer 21% 7%

Source: HDS Diary Sample, FY 2010.

Figure 5.6:
Weekly Number of Responses by Income
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Chapter 6: Periodicals

Introduction

This chapter examines periodicals sent to
households. Periodical Mail consists of newspapers
or magazines regularly sent to households, usually
as part of a subscription. This chapter analyzes only
periodicals delivered by the Postal Service to
households. Newspapers or magazines delivered by
a local carrier or purchased at a newsstand or store
are not included in Household Diary Study data.
The volumes examined here are only a portion of
the total periodicals volume, since more than one-
quarter of periodicals are received by non-
households, such as doctors’ offices or other
businesses.

The Internet has become an
increasingly accepted substitute
for hard-copy publications.

The Periodicals Market

Historically, Periodical Mail volume has not kept
pace with population growth, as seen in Figure 6.1.
Since the 1990s, as demographics changed, people
began to read less than they did a few decades ago.
Periodical volumes reached a peak in 1990 at 10.7
billion pieces, but have declined each year since
then, with the exception of FY 2000. In that year,
periodical volumes were temporarily buoyed by an
influx of advertising revenue during the dot-com
boom.

After the recession that began in 2001, periodicals
volumes slipped not only because of reduced
subscriptions, but also because of the number of
publications that ceased operation as their sources
of advertising revenue dried up. Since then, in
addition to a general demographic shift away from
reading, periodicals’ volume continued to decline as
the Internet became an increasingly accepted
substitute for hard-copy publications. In 2009 and
2010, the decline was further aggravated by the
impact of the severe recession that began in
December 2007.

Figure 6.1:
Periodicals Mail Volume per Person, 1971-2010
(Annual Pieces per Person)
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Advertising’s Impact on Periodicals

Advertising spending translates into advertising
revenue, and the key determinant of periodicals
profitability is advertising revenue.

Advertising is a form of business investment. As
with other investments, when the economy takes a
turn for the worse, advertising tends to slow. By
2000, total advertising as a percent of Gross
Domestic Product (GDP) rose to a historically high
level; when the high-tech bubble burst, advertising
crashed. In 2002, albeit at a slower pace, total
advertising spending resumed its growth, and, after
six years of economic expansion, reached a new
record high. After 2006, however, advertising
spending suffered its largest decline in history and,
by 2009, fell more than 20 percent. In 2010, for the
first time in four years, advertising spending
increased 4.3 percent, aided by a slow but persistent
economic recovery.

In January 2011, Magna Advertising Group
projected that advertising spending will continue to
grow in the future, starting with a 4.0 percent
increase in 2011. As the economy continues to

recover, it typically would encourage advertising
spending, which, in turn, should bode well for
magazines. More magazines in circulation would
translate into higher volume for the Postal Service,
since, for most titles, the mail remains the primary
distribution channel. In recent years, however, the
Internet has become a strong competitor of hard-
copy publications. The Internet provides an
alternative channel for news, information, and
entertainment. As a consequence, periodical
volumes may be headed toward long-term decline,
regardless of the economic recovery.

Figure 6.2 shows the sharp decline in real per capita
advertising spending for magazines that started in
2001 due to the recession. Annual spending growth
resumed in 2004 but only lasted two years. The
recession, which started in 2007, sent magazine
advertising plummeting to the lowest level in a
decade, drastically shrinking the revenues and
profitability of the magazine industry. In 2010, the
rate of decline slowed significantly as the economy
began a slow recovery.

Figure 6.2:
Real Per-Capita Magazine Advertising Spending, 1980-2010
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Household Periodicals Volume

As shown in Table E.2 of the Executive Summary,
periodicals represent about four percent of all
household mail volumes. Table E.2 also shows that
the volume of periodicals has declined over the past
three years. In FY 2010, households received 5.5
billion periodicals, compared to 6.0 billion in FY
2009 and 6.4 in FY 2008.

Table 6.1 shows the breakdown of periodicals
received by households. Seventy-eight percent of all
periodicals received by households were magazines.
In contrast, in 1987, the share of magazines was 59
percent.
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In 2010, households received an average of 0.7
magazines per week. The most common type of
magazine is monthly, accounting for 57 percent of
total magazines.

Newspapers make up 22 percent of total periodicals
volume, down from a 35 percent share in 1987. The
number of newspapers received per household each
week declined from 0.6 in 1987 to only 0.2 in 2010,
while magazines only declined from 1.0 to 0.7 pieces
per week.

The decline in newspapers captured in the
Household Diary Study mirrors the behavior seen in
overall newspaper circulation.

As shown in Figure 6.3, newspaper circulation in
general has declined significantly since 1990. Of
course, on a per capita basis, the decline is even
more pronounced.

Table 6.1:
Periodical Type by Year
(Pieces per Household per Week)

Periodical Type 1987 2009 2010
Newspapers .6 .2 .2
Daily 2 1 .0
Weekly 3 N 1
Other N .0 .0
Magazines 1.0 7 7
Weekly 3 1 1
Monthly .6 .5 4
Other N 1 1
Unclassified A A A
Total Periodicals 1.7 1.0 9
Source: HDS Diary Sample, FY 1987, 2009, and 2010.
Note: Totals may not sum due to rounding.
Figure 6.3:
Newspaper Circulation, 1970-2009*
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Source: Newspaper Association of America.
* Information is available with one-year lag.
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Figure 6.4:
Daily Newspaper Readership, 1987-2010
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Source: Newspaper Association of America.
Note: There was a change in methodology in 1998.

Directly contributing to newspaper volume declines
are changes in daily readership levels. As shown
above in Figure 6.4, the percentage of the U.S.
population reading newspapers on any given day
decreased from 65 percent in 1987 to only 45
percent in 2009, followed by a slight increase to 47
percent in 2010.

Daily newspaper readership overall
has declined significantly since 1987.

Declining newspaper readership and circulation are
not the only contributors to the falling volume of
newspapers received via mail by households. With
current technology and alternate delivery systems,
national newspapers, such as the Wall Street
Journal and The New York Times, deliver their
papers to prime urban and suburban household

customers before breakfast. Local printing/
distribution and morning delivery mean these
copies of these publications no longer move through
the mail.

Periodicals Mail and
Household Characteristics

Income, Education, and Age

Table 6.2 shows that as income and education
increase, periodicals volume tends to increase.
Households in which the head of the household has
a college education receive the most periodicals,
averaging 1.2 per week. Similarly, households with
an income above $100,000 receive an average of 1.3
periodicals per week, more than double what
households earning less than $35,000 receive.

Households with incomes above $100,000
receive more than twice as many periodicals
as households earning less than $35,000.

Table 6.3 shows periodicals volume by age and
income. The higher the income and age of the
household, the higher the volume of periodicals
received. For households whose heads are under 34
years old and with incomes less than $35,000, the
average 1s only 0.3 pieces per week. Households
with income above $100,000 and whose heads are
over 55 receive the most periodicals, with almost
two pieces per week.

Table 6.2:
Periodicals by Income and Education
(Pieces per Household per Week)

Household Educational Attainment of Head of Household
I:’:ome d Less than High School s::'.}iﬁ::':gr College PG
(Thousands) High School Graduate ! Graduate
School
Under $35 .3 .6 7 7 .6
$35 to $65 .8 7 .8 .9 .8
$6510 $100 2.1 .9 1.1 1.1 11
Over $100 2.0 1.0 1.1 1.5 1.3
Average .6 7 .9 1.2 .9

Source: HDS Diary Sample, FY 2010.
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Table 6.3:
Periodicals by Income and Age
(Pieces per Household per Week)

Household Age of Head of Household

Income Average

(Thousands) Under 34 35 to 54 Over 55
Under $35 3 4 7 .6
$35 to $65 5 .6 1.2 .8
$65 to $100 .8 .9 1.5 1.1
Over $100 1.0 1.3 1.7 1.3
Average .6 .8 1.1 9

Source: HDS Diary Sample, FY 2010.

Household Size

Table 6.4 and Table 6.5 show that as households
increase in size from one to two persons, periodicals
volume increases. Households with more than two
persons receive slightly fewer periodicals than two-
person households. In households with two adults,
periodicals volume is higher than in one-person
households, but the presence of additional adults
beyond two has no significant effect on receiving
periodicals.

Table 6.4:
Periodicals by Size of Household
(Pieces per Household per Week)

Household Size

One person .6
Two 1.1
Three .8
Four .9
Five or more 1.0

Average .9

Source: HDS Diary Sample, FY 2010.

Table 6.5:
Periodicals by Number of Adults in Household
(Pieces per Household per Week)

Number of Adults

One .6

Two 1.0

Three or more 1.0
Average .9

Source: HDS Diary Sample, FY 2010.

Internet Access

As with many other types of mail, wired households
receive more periodicals through the mail, as shown
in Table 6.6. And, as with those other types of mail,
this is largely the result of the correlation between
income, education, and Internet access (see Table
6.7). As households’ access to the Internet and
Broadband becomes more widespread, even more
periodical content will be delivered electronically,
rather than by mail. More recently, the emergence
of portable electronic devices (such as e-readers)
designed primarily for reading digital books and
periodicals may have contributed to the reduction in
the number of periodicals moving through the mail.

Table 6.6:
Periodicals by Type of Internet Access
(Pieces per Household per Week)

Type of

Internet Access

Broadband 1.0

Dial-up 1.0

None .6
Average .9

Source: HDS Diary Sample, FY 2010.

Table 6.7:
Income and Education by Type of Infernet Access
Type of Median % w/ College
Internet Access Income Degree
Broadband 66,400 44%
Dial-up 49,434 26%
None 20,284 1%

Source: HDS Diary Sample, FY 2010.
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Subscription Type

Figure 6.5 provides an overview of subscription type
for FY 1987, FY 2009, and FY 2010. As shown, the
distribution of subscription type has remained
relatively stable over the last two years and similar
to the 1987 distribution. In 2010, a household

Examining these volumes by sender type shows that
commercial organizations sent much more than any
individual member organization. Member

member ordered and paid for 45 percent of total
periodicals sent to households. An additional 33

Figure 6.5:
Subscription Type by Year

percent were free—either ordered by a household
member or delivered to the household without a
freestanding order, for example, as a prerogative of
membership in a professional, fraternal, or religious
organization.
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Source: HDS Diary Sample, FY 1987, 2009, and 2010.
Base: Total Periodicals Mail volume — RPW.

Note: Percentages do not add fo 100 due to the exclusion of periodicals sent to non-households and those to
which no response was given as to subscription type.

organizations are professional affiliations;
charitable, religious, and veterans’ organizations;
educational groups; and unions.

As shown in Table 6.8, member organizations, when
combined, account for 22 percent of total periodicals
received by households.

Table 6.8:
Periodicals by Sender Type
et G Pieces per Household Percent.of Periodicals
per Week Received by HH

Commercial Organization .70 78%
Professional Organization .09 10%
Religious Organization .03 4%
Educational Organization .04 4%
Union .01 2%
Charitable Organization .01 1%
Veterans’ Organization .01 1%
Unclassified .01 1%

Total .90 100%

Source: HDS Diary Sample, FY 2010.
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Volume Drivers

A number of factors influence a household’s receipt Typically, higher-income households subscribe to
of periodicals. Several of these variables are more magazines and newspapers. In 2010, the
demographic, while others are more behavioral in number of periodicals per household continued a

nature. In the past, income seemed to influence
volume strongly, since periodicals are usually
received through a paid subscription.

Figure 6.6:

Number of Periodicals Received per Week by Households by Income Group
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Source: HDS Diary Sample, FY 1978, 1987, 1995, and 2010.

long-term decline for the lower- and middle-income
groups, but, more recently, it increased for the
higher-income group, as shown in Figure 6.6
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Chapter 7: Packages

Introduction

This chapter discusses packages sent and received
by households. Packages can be mailed via the U.S.
Postal Service at a variety of rates; for example,
documents are usually sent as First-Class Mail,
Priority Mail, or Express Mail, while product
samples are generally sent as Standard Mail.
Merchandise and goods can be sent using any of
these classes, or any of the Package Services
subclasses, including Parcel Post, Bound Printed
Matter, and Media Mail.

The Package Market

The package delivery market is an important
segment of the economy. Between 2000 and 2007,
the total volume increased 6.3 percent. However,
starting with 2008, packages declined with the
economy and the severe recession. Total package
volume fell by 12 percent from 2007. Over that time,
however, the segments of the market performed
differently.

There are three major segments of the package
market:

e Overnight air,
e Two- and three-day air, and
e Ground.

The U.S. Postal Service is a major player in the two-
and three-day air segment but provides services in
all: Express Mail in the overnight segment, Priority
and First-Class Mail in the two- and three-day
segment, and Standard Mail and Package Services
in the ground segment.

Table 7.1 on the next page shows the volume and
growth rates of the three segments of the package
delivery market. Between the early 1980s and 2000,
the overall market grew, driven by growth in the
overnight and in the two-day and three-day air
segments. This growth was largely because of the
expansion of services offered by United Parcel
Service (UPS) and Federal Express (FedEx). UPS
began to push strongly into the overnight market,
and both UPS and FedEx developed new two- and
three-day offerings to compete with Priority Mail.

The 2001 recession led to declines in all segments of
the package market, with the largest effect in the
two- and three-day air segment as customers shifted
to time-guaranteed ground service in the face of
hard economic times. The slow recovery in 2002
continued to adversely affect all segments of the
package market, except for ground. Ground began to
pick up in 2002 at the expense of the other
segments. This pattern continued through 2004. As
a result, the ground segment accounts for more of
the package market by volume than it has at any
point over the last 10 years (see Figure 7.1 on the
next page). In 2005 and 2006, the recovering
economy and the emergence of e-commerce boosted
all segments of the package market. Starting in
2007, however, the instability of fuel prices and the
recession that followed contributed to decreases in
all markets. The overnight market was hit
particularly hard in this recession. Since 2007,
overnight volume has declined 23 percent. In 2010,
the rates of decline slowed significantly in both the
overnight and ground segments. The two- and
three-day segment improved sufficiently to actually
end the year with a 1.0 percent growth.

In 2010, package volume fell
two percent to 7.5 billion pieces,
the lowest level of the decade.

While many carriers serve the package delivery
market, FedEx, UPS, and the U.S. Postal Service
are the largest players.

2010 HOUSEHOLD DIARY STUDY

Chapter 7: Packages 55



Table 7.1:
Total Package Market Volume Growth
(Units in Millions)

Overnight Air LA Th.ree- Ground Total
Day Air
Fiscal Year
Volume Percent Volume Percent Volume Percent Volume Percent
Growth Growth Growth Growth
2000 1,160 4.0% 2,225 3.0% 4,571 5.4% 7,956 4.5%
2001 1,126 -2.9% 2,135 -4.1% 4,555 - 4% 7,815 -1.8%
2002 1,063 -5.6% 1,980 -7.3% 4,578 5% 7,621 -2.5%
2003 1,062 -1% 1,842 -7.0% 4,737 3.5% 7,642 3%
2004 1,044 -1.7% 1,873 1.7% 4,931 4.1% 7,848 2.7%
2005 1,057 1.2% 1,931 3.1% 5,105 3.5% 8,093 3.1%
2006 1,075 1.7% 2,009 4.0% 5,254 2.9% 8,338 3.0%
2007 1,051 -1.8% 1,966 2.2% 5,438 3.5% 8,455 1.5%
2008 997 -5.2% 1,869 -4.9% 5,527 1.6% 8,393 -0.7%
2009 828 -17.0% 1,734 -7.2% 5,052 -8.6% 7,613 -9.3%
2010 810 -2.2% 1,752 1.0% 4,918 -2.6% 7,480 -1.8%

Source: UPS, FedEx, and U.S. Postal Service data, Colography Group.

Figure 7.1:
Package Delivery Market Segment Share
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Postal Service Package Volume

Compared to other mail, like letters and flats, the
number of packages captured in the Household
Diary Study is small, as most people do not receive
packages on a regular basis. The interpretation of
the results should be conducted with this in mind.

Postal Service package volume sent and received by
households decreased two percent in FY 2010 after
growing five percent in FY 2009. When sent
volumes are isolated, households sent four percent
fewer packages in 2010 than in 2009, decreasing
their use of First-Class packages.

Households received 2.6 billion packages in FY 2010
and sent 1.2 billion, as seen in Table 7.2. When the
combined volumes, excluding Standard, are
compared to FY 2008, packages (shipped via First-
Class or Package and Shipping Services) sent by
households increased by 17 percent in FY 2010.
First-Class and Shipping and Package Services
received by households, when combined, fell by four
percent compared to FY 2008. First-Class packages
sent and received increased by 13 percent compared
to 2008, driven by growing CD/DVD rentals.
Standard Mail packages, on the other hand,
remains unchanged compared to 2008.

Table 7.2:
Postal Service Sent and Received Packages, FY 2008, 2009, and 2010
(Units in Millions)

Volume (Millions of Pieces)
Mail Classification 2008 2009 2010
Sent Received Sent Received Sent Received
First-Class 672 1,154 894 1,281 850 1,218
Standard Mail — 594 — 557 — 595
Package & Shipping Services 330 897 322 792 333 794
Unclassified 13 58 20 24 5 12
Total Packages 1,015 2,704 1,236 2,655 1,188 2,619
Percent of Pieces
Mail Classification 2008 2009 2010
Sent Received Sent Received Sent Received
First-Class 66% 43% 72% 48% 72% 47%
Standard Mail — 22% — 21% — 23%
Package & Shipping Services 33% 33% 26% 30% 28% 31%
Unclassified 1% 2% 2% 1% 0% 0%
Total Packages 100% 100% 100% 100% 100% 100%

Source: HDS Diary Sample, FY 2008, 2009, and 2010.
Notes:

First-Class Packages include 1.6 billion pieces of CD/DVD rentals sent and received reported in First-Class Mail letters in Tables E.1, 1.5,

and 1.6.
Percentages may not sum to 100 due fo rounding.

Totals include approximately 300 million pieces of household-to-household packages that are counted in both sent and received.
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Packages and Figure 7.2:

o 1o Postal Service Sent and Received Packages by Household Income
Household Characteristics (Pioces por Household per Weok)

Income, Education, and Age
W Received I Sent
According to the HDS, high-income households sent
. . ~ 07
and received more packages than their less affluent S 04 0.56 0.56
counterparts in FY 2010, as shown in Figure 7.2. = 05 0.4
. . . w8 032
In fact, households in the highest income bracket S ; 0.4 023 027
received more than double the number of packages % E 03 020
received by households with incomes below $35,000. < § 8‘2 ] 0.08
The highest income households also sent four times 2 0'(]) :
as many packages as the lowest income households. g
For two of the income categories, households headed Under 535K S35k-2e3K %65-5100K 3100k +
by younger people on average received more Household Income
packages than those wi.th heads of hougehold over Source: HDS Diary Sample, FY 2010.
55 years old, as shown in Table 7.3. This may be the Base: Packages Sent and Received by Households and Delivered by
case because young heads of households make more U.S. Postal Service.

online purchases than those who are older. When it
comes to sending packages, Table 7.4 shows younger
households, in most cases, again sent significantly
more packages than older households.

Table 7.3:
Postal Service Received Packages by Income and Age
(Pieces per Household per Week)

Household Age of Head of Household

Income Average

(Thousands) Under 35 35 to 54 Over 55
Under $35 .24 21 .24 .23
$3510 $65 .39 43 A7 44
$6510 $100 .55 .55 .51 .54
Over $100 .65 .54 .56 .56
Average .43 .46 .40 .43

Source: HDS Diary Sample, FY 2010.

Table 7.4:
Postal Service Sent Packages by Income and Age
(Pieces per Household per Week)

Household Age of head of Household

Income Average

(Thousands) Under 35 35 to 54 Over 55
Under $35 .08 1 .06 .08
$35 10 $65 .22 .22 16 .20
$6510 $100 .34 .25 .24 27
Over $100 .51 .30 .25 .32
Average .24 .23 14 19

Source: HDS Diary Sample, FY 2010.
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households with lower educational attainment.
These results are shown in Tables 7.5 and 7.6.

The Household Diary Study indicates that
households whose heads have college degrees tend
to receive and send more packages on average than

Table 7.5:
Postal Service Received Packages by Income and Education
(Pieces per Household per Week)

Household Education of Head of Household
I;.';: ome d Less than High School s::'"l'eefl:::l'igr College Average
(Thousands) High School Graduate ! Graduate
School
Under $35 12 .20 .33 .36 .23
$35 to $65 .50 .37 46 45 44
$6510 $100 26 .50 51 .60 .54
Over $100 .00 .40 .53 .62 .56
Average .25 .33 .45 .55 .43
Source: HDS Diary Sample, FY 2010.
Table 7.6:
Postal Service Sent Packages by Income and Education
(Pieces per Household per Week)
Household Education of Head of Household
I;,‘; ome d Less than High School s::?rifl:’r:liigle College LUEIEEE
(Thousands) High School Graduate Graduate
School
Under $35 .01 .06 1 .20 .08
$35 to $65 13 13 21 .25 .20
$65 to $100 .32 .18 .18 .37 .27
Over $100 .00 13 29 .38 .32
Average .06 12 A7 .32 19

Source: HDS Diary Sample, FY 2010.
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Household Size

The Household Diary Study shows that larger In Fy 201 0, households with Internet access
households tend to receive and send more packages sent and received more packages than
than smaller households, as shown in Table 7.7. households without Internet access.

Table 7.7:

Postal Service Received and Sent Packages Table 7.9:
by Size of Household Received and Sent Packages
(Pieces per Household per Week) by Household Internet Access
Household Size Received Sent (Pieces per Household per Week)
Type of a
One person .28 15 Internet Access AL Sent
Two 45 19 Broadband .50 .25
Three 46 18 Dial-up Al 14
Four 47 21 None 19 04
Five or more .53 .30 Average -43 19
Average 43 19 Source: HDS Diary Sample, FY 2010.

Source: HDS Diary Sample, FY 2010.
Table 7.10:

Table 7.8: Income and Education by Type of Infernet Access

Postal Service Received and Sent Packages Type of Median % w/ College
by Number of Adults in Household Internet Access Income Degree

(Pieces per Household per Week) 6 oodbond 66,400 4%

Number of Adults Received Sent Dial-up 49,434 26%

One .28 15 None 20,284 11%
Two 46 21
Three or more 54 21
Average .43 19

Source: HDS Diary Sample, FY 2010.

Internet Access

Access to the Internet seems to play an important
part in determining the number of packages sent
and received by households. Table 7.9 shows the
packages sent and received by households with and
without Internet access. In FY 2010, households
with Broadband sent more than five times and
received almost three times as many packages as
households without Internet access. These
relationships probably reflect the correlation
between income, education, and Internet access, as
shown in Table 7.10.
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Household Package Contents

As shown in Table 7.11, packages received by
households most often contain music/videos, books,
clothes, and pharmaceuticals—a sign that online
purchases and mail-order retail are the primary
drivers of household package volume.

In fact, online purchases contributed to a significant
growth in music/video contents received. This type
of content increased more than any other type,
growing from 31 percent of all content types in 2008
to 37 percent in 2010, primarily because of volumes
generated by video rental outfits like Netflix.

Households most often send music and videos,
clothes, books, and toys. Primarily, this is due to the
higher volume of household packages sent during
the holiday season, but it may also be evidence of
the growing use of online sales and auction portals,
such as eBay.

Table 7.11:
Contents of Postal Service Sent and Received Packages

Volume (Millions of Pieces)
Contents 2008 2009 2010
Sent Received Sent Received Sent Received

Music/Video 543 835 782 1,053 755 982
Books 121 302 87 303 66 221
Clothing 124 171 95 174 117 231
Pharmaceuticals/Contacts 10 267 22 256 9 236
Toys 85 78 49 57 49 44
Food Products 31 64 28 67 34 51
Checkbooks 1 74 1 49 0 58
Computer Hard- and Software 26 36 12 35 16 35
Electronic Equipment 24 37 34 61 29 69
Travel Products and Information 8 30 10 21 4 33
Sporting Goods 8 30 19 96 24 88
Footwear/Shoes 3 24 27 40 14 37
Telecommunications 4 10 55 94 42 11
Other Contents 132 602 110 308 93 311

Total Packages 1,015 2,704 1,236 2,655 1,188 2,619
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Table 7.11:
Contents of Postal Service Sent and Received Packages (cont.)

Percent of Pieces
Contents 2008 2009 2010
Sent Received Sent Received Sent Received

Music/Video 53% 31% 63% 40% 64% 37%
Books 12% 1% 7% 1% 6% 8%
Clothing 12% 6% 8% 7% 10% 9%
Pharmaceuticals/Contacts 1% 10% 2% 10% 1% 9%
Toys 8% 3% 4% 2% 4% 2%
Food Products 3% 2% 2% 3% 3% 2%
Checkbooks 0% 3% 0% 2% 0% 2%
Computer Hard- and Software 3% 1% 1% 1% 1% 1%
Electronic Equipment 2% 1% 3% 2% 2% 3%
Travel Products and Information 1% 1% 1% 1% 0% 1%
Sporting Goods 1% 1% 2% 4% 2% 3%
Footwear/Shoes 0% 1% 2% 2% 1% 1%
Telecommunications 0% 0% 4% 4% 4% 4%
Other Contents 13% 22% 9% 12% 8% 12%

Total Packages 100% 100% 100% 100% 100% 100%

Source: HDS Diary Sample, FY 2008, 2009, and 2010.

Notes:

Contents questions are multiple response; total packages does not include multiple contents and, as such,
does not equal the sum for each column.

Does not include contents for which no answer was given (DK/RF).

Music/Video packages include 1.6 billion pieces of CD/DVD rentals sent and received, reported in
First-Class Mail letters in Tables E.1, 1.5, and 1.6.
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Appendix A: Comparative Tables 1987, 2009 & 2010







Concordance of Tables

This Concordance of Tables that follows provides detailed estimates concerning mail piece attributes, household
mailing behavior and mean pieces per household per week for a variety of demographic characteristics.

The reporting of data in these tables was done using prior year definitions of key measures to maintain consistency.
For this reason, these data may differ from that reported in tables in the report text. Where possible, we have provided
information about the calculations (such as the “base”) or other supplemental notes so that readers can interpret the
findings appropriately.

Comparisons between 1987 and 2009/2010 data should be done with caution. The 2009/2010 data represent
refinements in survey methodology from previous years, as well as modifications in the procedures for weighting and
adjustment for mail flow underreports. These data may also reflect changes in the definitions of mail classifications.







Concordance of Appendix Tables

PFY 1999 Description GFY 2010
Tables Tables
3-1 Total Domestic Mail Originating in Households and Nonhouseholds AT-1
3-2 Mail Received by Households by Class Al-2
3-3 Total Mail Overview: Content of Mail Received by Households Al1-3
4-10 First-Class Mail Contents of Mail Received by Households A2-1
4.2 First-Class Mail Received -- Content by Quarter (Pieces Per Household Per Week) A2-2
4-20 Use of First-Class Advertising-Only Mail -- by Industry A2-3

Percentage of First-Class Mail Containing Advertising by Household Income
4-5 (Percentage of Pieces) A2-4
4 .24 First-Class Mail Usage of Reply Envelopes -- by Industry (Percentage of Pieces) A2-5
4-23 First-Class Mail -- Enclosure of Reply Envelopes -- by Content (Percentage of Pieces) A2-6
495 First-Class Mail -- Industry Usage of Reply Envelopes AD.7
(Percentage of Pieces From Each Industry That Contain Reply Mail)
4-18 First-Class Mail -- Industry Mail to Households A2-8
4-19 First-Class Mail -- Bills and Statements A2-9
4-22 Use of First-Class Business Invitations/Announcements Mail -- by Industry A2-10
4-21 Use of First-Class Advertising-Enclosed Mail -- by Industry A2-11
4.9 First-Class Mail Received -- by Number of Financial Accounts and Insurance Policies A2-12
4.8 First-Class Mail Received -- by Number of Credit Cards A2-13
4.7 First-Class Mail Receipt -- Content by Age of Head of Household AD.14
(Pieces Per Household Per Week)
4.6 First-Class Mail Receipt -- Content by Education of Head of Household A2.15
(Pieces Per Household Per Week)
4.4 First-Class Receipt -- Content by Income (Pieces Per household Per Week) A2-16
4.97 First-Class Mail -- Percent of Nonpersonal Mail Received by Households A2-17
Which is Sent Presort -- by Content
Total Percentage of Industry's First-Class Mail Received
4-26 by Householdnghich is Sewa Presort A2-18
4 .32 First-Class Mail -- Total Envelopes by Sector (Percentage of Pieces) A2-19
4 -33 First-Class Mail -- Total Envelopes by Content (Percentage of Total Envelopes) A2-20
4 -34 First-Class Mail -- Total Envelopes by Industry (Percentage of Total Envelopes) A2-21
4-35 First-Class Mail -- Nonpresort Envelopes by Sector (Percentage of Pieces) A2-22
4-38 First-Class Mail -- Total Cards by Sector (Percentage of Pieces) A2-23
4 -39 First-Class Mail -- Total Cards by Industry (Percentage of Total Cards) A2-24
4 - 40 First-Class Mail -- Total Cards by Content (Percentage of Total Cards) A2-25
4 4] First-Class Mail -- Cards Received by Households -- A2-26
Household's Percentage of Total Mail Sent at Each Card Rate Category
449 First-Class Mail -- Cards Received by Households -- AD.07
Household's Percentage of Total Mail Sent at Each Card Rate Category -- by Industry
4 - 48 First-Class Mail Sent by Households to Nonhouseholds A2-28
4-01 First-Class Mail Originating in Households and Nonhouseholds A2-29
460 First-Class Mail Media by Which Mail Order Purchases Made in Past Month A2-30
Were Ordered (Percentage of Orders)
4 - 49 First-Class Mail -- Method of Payment (From Entry Interview) A2-31




PFY 1999 D ioti GFY 2010
Tables escription Tables
4 -5] First-Class Mail -- Use of Automatic Deductions (Percent of Households) A2-38
4.5 First-Class Mail -- Use of Automatic Deductions -- by Income A2-39
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*Tables for Packages and Expedited Received have been redacted.
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Table A1-1

Total Domestic Mail Originating in Households and Nonhouseholds Postal Fiscal Years 1987, 2009 and 2010 (Diary Data)

Percentage of Total Domestic Mail

Pieces Per Household Per Week

Sector
1987 2009 2010 1987 2009 2010
Household-to-household 4.8 3.1 3.0 1.6 0.9 0.8
Household-to-nonhousehold 6.4 7.1 7.0 2.1 2.1 2.0
Nonhousehold-to-household 55.5 70.6 70.4 18.5 20.4 19.7
Unknown incoming 0.3 0.5 0.5 0.1 0.1 0.1
Unknown outgoing 1.0 1.6 2.3 0.3 0.5 0.7
Total Household Mail 69.1 82.8 83.3 23.0 24.0 23.3
Nonhousehold-to-nonhousehold 30.9 17.2 16.7
Total 100.0 100.0 100.0




Mail Received by Households by Class Postal Fiscal Years 1987, 2009, and 2010 (Diary Data)

Table A1-2

Class Percent of Total Pieces Per Week | Pieces Per Household Per Week

1987 2009 2010 1987 2009 2010

First-Class ' 42.1 38.0 36.8 8.64 8.29 7.78
Periodicals 8.2 4.5 4.3 1.69 0.99 0.90
Standard Mail 2 47.6 53.8 55.1 9.77 11.73 11.66
Package Services 0.3 0.3 0.3 0.06 0.07 0.07
Government * 1.8 3.4 3.5 0.36 0.73 0.75
Total 100.0 100.0 100.0 20.52 21.81 21.16

"Includes Non-Governmental Priority mail and First-Class/Priority Packages
2 Includes Non-Governmental Presorted Standard, Nonprofit, Unsolicited Periodicals and Standard Packages
% Includes Non-Governmental Parcel Post, Parcel Select, Bound Printed Matter, Special Standard Mail and Library Rate

*Includes Government Mail from First-Class Letters, Standard Mail, USPS-Delivered Packages and Unaddressed Material



Table A1-3

Total Mail' Overview: Content of Mail Received by Households (Percentage of Pieces)
Postal Fiscal Years 1987, 2009 and 2010(Diary Data)

Content 1987 2009 2010

NON-ADVERTISING
Personal 7.5 3.9 3.9
Bills ® 12.5 13.5 12.6
Financial Statements 4.2 5.0 4.5
ADVERTISING
First-Class advertising only 4.7 5.0 4.8
First-Class advertising enclosed 5.5 10.9 10.0
First-Class business invitations announcements 1.2 1.4 1.3
First-Class requests for donations 0.4 0.5 0.5
Standard Mail (A) advertising 30.7 38.8 39.5
Standard Mail (A) requests 0.5 0.4 0.5
Standard Mail (A) nonprofit advertising 2.4 2.3 2.2
Standard Mail (A) nonprofit requests 3.2 4.6 4.8

Total Advertising With Request For Donations 48.6 63.9 63.6

(not including Periodicals)

Total Advertising Without Request For Donations 445 584 578

(not including Periodicals)
Newspapers 2.9 1.4 1.0
Magazines 4.7 3.7 3.7

Total Advertising (including Periodicals) 56.2 69.0 68.4
OTHER:
Other Standard Mail (A) ¢ 6.7 5.0 5.6
Other Standard Mail (A) nonprofit © 3.7 2.5 2.4
Federal Government 1.7 1.3 1.4
International 0.5 0.2 0.1
Other” 12.5 9.1 9.8

Total ® 105.5 109.3 108.6
Pieces per household per week * 20.5 21.5 20.9

" Does not include packages or expedited mail.

? Mostly other First-Class.

® Equals more than 100% because First-Class advertising enclosed may be counted twice.
* First-Class advertising enclosed is only counted once.

> Includes credit card statement/bill.

é Request for donations is now a separate category under advertising.






Appendix A2: First-Class Mail







First-Class Mail Contents of Mail Received by Households

Table A2-1

Postal Fiscal Years 1987, 2009 and 2010

(Diary Data)

Percent of Total Mail Pieces Per Household
Content Received by Households Per Week
1987 | 2009 | 2010 | 1987 | 2009 | 2010

Personal:
Holiday card 3.2 1.5 1.6 0.55 0.32 0.34
Other greeting cards 1.7 1.1 1.0 0.29 0.23 0.21
Invitations 0.7 0.4 0.3 0.12 0.09 0.07
Letter 2.7 0.7 0.7 0.46 0.16 0.14
Announcements 0.2 0.1 0.1 0.03 0.02 0.02
Package 0.1 0.1 0.0 0.01 0.01 0.01
Other personal 0.5 0.2 0.2 0.09 0.04 0.04

Total Personal 9.1 4.0 3.9 1.55 0.87 0.82
Business or Nonfederal Government:
Advertising Only 5.2 5.0 4.8 0.89 1.09 1.02
Notice of order 1.4 1.9 2.0 0.23 0.42 0.42
Bill/invoice/premium | 14.7 13.4 12.5 2.52 2.92 2.64
Financial statement 5.0 5.0 4.5 0.87 1.09 0.95
Payment 1.9 1.0 0.9 0.32 0.23 0.20
Rebate 0.1 0.1 0.1 0.01 0.03 0.03
Greeting card 0.3 0.3 0.3 0.05 0.06 0.05
Invitation or announcement 1.5 1.5 1.4 0.26 0.32 0.29
CD/DVD/Video game N/A 0.7 0.7 N/A 0.15 0.15
Receipts for direct deposit 0.0 0.1 0.1 0.01 0.01 0.01
Sweepstakes 0.1 0.0 0.0 0.01 0.00 0.01
Insurance policy 2 0.2 0.7 0.4 0.03 0.16 0.09
Tax forms 0.0 0.5 0.4 0.01 0.10 0.09
Other business or government 6.7 1.1 1.3 1.14 0.25 0.28
Packages 0.1 0.1 0.1 0.02 0.03 0.02

Total Business or Government 37.2 31.5 29.6 6.37 6.86 6.26
Social/Charitable/Political /Nonprofit:
Announcement/meeting 1.3 1.0 1.1 0.22 0.23 0.23
Request for donation 0.4 0.5 0.5 0.07 0.10 0.11
Confirmation of donation 0.2 0.2 0.2 0.03 0.05 0.04
Bill/invoice/premium 0.3 0.1 0.1 0.04 0.03 0.03
Educational acceptances 0.1 0.0 0.0 0.02 0.00 0.00
Other social/charitable/political/nonprofit 1.2 0.5 0.4 0.20 0.11 0.09

Total Social/Charitable/Political /Nonprofit 3.5 2.4 2.3 0.58 0.51 0.49
Don't know/No answer 0.6 1.9 2.8 0.11 0.42 0.59

Total Mail Received by Households 50.4 39.8 38.6 8.61 8.67 8.16

"Includes credit card statement/bill.

2 Estimates for 2009 and 2010 include Insurance Related Mail.

Note: Totals may not sum due to rounding.




Table A2-2
First-Class Mail Received -- Content by Quarter
(Pieces Per Household Per Week)
Postal Fiscal Years 1987, 2009 and 2010

(Diary Data)
Total Personal Total Business or No?federal
Quarter Government
1987 2009 2010 1987 2009 2010
Quarter One 2.42 1.62 0.51 6.49 6.92 5.67
Quarter Two 1.56 0.62 0.56 6.38 7.11 5.69
Quarter Three 1.16 0.69 0.61 6.56 6.35 6.16
Quarter Four 1.04 0.54 1.56 6.00 6.12 6.46

" Includes credit card statement/bill.




Table A2-3

Use of First-Class Advertising-Only Mail -- by Industry
Postal Fiscal Years 1987, 2009 and 2010

(Diary Data)

Percent of First-Class

Percent of Total First

Pieces Per

Industry "Advertising Only" Class Mail Household Per Week
1987 [ 2009 [ 2010 [ 1987 | 2009 | 2010 | 1987 | 2009 | 2010
Financial:
Credit Card 7.0 7.1 7.5 0.4 0.9 0.9 0.1 0.1 0.1
Bank 7.0 5.7 5.9 0.4 0.7 0.7 0.1 0.1 0.1
Securities 5.4 1.4 1.3 0.3 0.2 0.2 0.0 0.0 0.0
Money Market 0.2 0.2 0.1 0.0 0.0 0.0 0.0 0.0 0.0
Insurance 7.8 7.7 6.9 0.4 1.0 0.8 0.1 0.1 0.1
Mortgage 3.7 4.6 4.7 0.2 0.6 0.6 0.0 0.1 0.0
Other Financial 1.1 0.5 0.6 0.1 0.1 0.1 0.0 0.0 0.0
Total Financial 322 | 274 | 27.0 1.7 3.4 3.3 0.3 0.3 0.3
Merchants:
Supermarkets 0.0 1.3 1.6 0.0 0.2 0.2 0.0 0.0 0.0
Department Store 7.0 3.8 4.1 0.4 0.5 0.5 0.1 0.0 0.0
Mail Order 8.5 3.3 4.5 0.4 0.4 0.6 0.1 0.0 0.0
Other Store 9.3 11.6 12.2 0.5 1.4 1.5 0.1 0.1 0.1
Publisher 10.8 3.3 2.9 0.6 0.4 0.4 0.1 0.0 0.0
Land Promotion 3.8 0.3 0.4 0.2 0.0 0.0 0.0 0.0 0.0
Online Auction N/A 0.2 0.5 N/A 0.0 0.1 N/A 0.0 0.0
Restaurant 0.2 0.6 0.7 0.0 0.1 0.1 0.0 0.0 0.0
Consumer packaged goods/manufacturers 1.0 4.4 4.1 0.1 0.5 0.5 0.0 0.0 0.0
Auto dealers 2.2 3.4 3.8 0.1 0.4 0.5 0.0 0.0 0.0
Service stations 0.1 2.7 2.6 0.0 0.3 0.3 0.0 0.0 0.0
Other Merchants 3.2 3.1 2.3 0.2 0.4 0.3 0.0 0.0 0.0
Total Merchants 46.1 38.0 | 39.7 2.4 4.8 4.9 0.4 0.4 0.4
Services:
Telephone 1.9 3.1 2.3 0.1 0.4 0.3 0.0 0.0 0.0
Other utility 0.7 1.1 1.6 0.0 0.1 0.2 0.0 0.0 0.0
Medical 1.7 6.1 5.9 0.1 0.8 0.7 0.0 0.1 0.1
Other professional 1.7 1.9 2.1 0.1 0.2 0.3 0.0 0.0 0.0
Leisure service 7.7 9.0 7.7 0.4 1.1 1.0 0.1 0.1 0.1
Cable TV 0.8 1.7 2.9 0.0 0.2 0.4 0.0 0.0 0.0
Computer 0.6 0.5 0.5 0.0 0.1 0.1 0.0 0.0 0.0
Craftsman 0.1 1.9 1.8 0.0 0.2 0.2 0.0 0.0 0.0
Netflix and Blockbuster N/A 0.1 0.0 N/A 0.0 0.0 N/A 0.0 0.0
Other Services 2.9 5.4 4.6 0.1 0.7 0.6 0.0 0.1 0.0
Total Services 175 | 30.7 | 29.4 0.9 3.8 3.6 0.2 0.3 0.3
Federal government N/A 1.7 2.2 N/A 0.2 0.3 N/A 0.0 0.0
Nonfederal government 1.0 0.0 0.0 0.0 0.1 0.1 0.0 0.0 0.0
Social/Charitable/Political/Nonprofit 0.0 0.7 0.4 0.0 0.0 0.0 0.0 0.0 0.0
Don't Know/No Answer 3.2 0.4 0.8 0.2 0.1 0.1 0.0 0.0 0.0
Total Advertising-Only Mail Received by | 105 5| 988 | 995 | 52 | 124 | 123 | 09 | 11 | 10
Households

Note: Totals may not sum due to rounding.




Table A2-4

Percentage of First-Class Mail Containing Advertising' by Household Income
(Percentage of Pieces)
Postal Fiscal Years 1987, 2009 and 2010
(Recruitment and Diary Data)

Income First-Class Mail

1987 2009 2010
< $7K 18.6 20.1 17.6
$7K - $9.9K 21.1 20.9 19.2
$10K - $14.9K 25.5 24.2 23.3
$15K - $19.9K 23.4 23.9 27.3
$20K - $24.9K 24.3 23.3 22.8
$25K - $29.9K 25.5 045 25 5
$30K - $34.9K 27.0
$35K - $49.9K 29.5 29.0 25.0
$50K - $64.9K 29.4 26.1 25.8
$65K - $79.9K 29.9 28.5 26.2
$80K - $99.9K 33.3 27.0 27 .4
$100K+ 31.6 28.9 26.4

Includes advertising only, advertising enclosed, and business invitations/announcements.




Table A2-5
First-Class Mail Usage of Reply Envelopes -- by Industry
(Percentage of Pieces)
Postal Fiscal Years 1987, 2009 and 2010
(Diary Data)
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Table A2-6

(Percentage of Pieces)
Postal Fiscal Years 1987, 2009 and 2010

(Diary Data)

First-Class Madil -- Enclosure of Reply Envelopes -- by Content

BRM CRM Total Reply Mail
Industry
1987 | 2009 | 2010 1987 2009 2010 1987 2009 2010
Business or Nonfederal Government:
Advertising Only 33.7 15.0 14.6 5.2 2.5 2.7 11.0 4.9 5.2
Notice of Order 3.0 2.4 2.8 1.6 0.9 1.2 2.0 1.1 1.5
Bill/invoice/premium ! 19.0 25.5 24.1 75.3 86.0 83.9 63.2 74.5 71.5
Financial Statement 6.4 5.8 5.9 3.2 3.0 3.5 4.0 3.5 4.0
Payment 1.54 0.3 0.2 0.4 0.3 0.2 0.8 0.3 0.2
Rebate 0.1 0.0 0.1 0.0 0.1 0.0 0.0 0.1 0.1
Greeting Card 0.6 0.8 0.3 0.1 0.1 0.1 0.2 0.2 0.1
Invitation 4.7 3.0 3.1 0.6 0.7 0.7 1.5 1.1 1.2
CD/DVD/Video Game N/A 27.3 26.1 N/A 0.0 0.1 N/A 52 54
Other business or nonfederal government 20.9 6.6 9.5 10.0 1.9 2.4 12.2 2.8 3.8
Total Business or Nonfederal Government 89.9 86.6 86.6 96.4 95.5 94.7 95.1 93.8 93.0
Social/Charitable/Political/Nonprofit
Announcement/meeting 1.8 2.7 2.6 0.5 0.7 0.7 0.9 1.1 1.1
Request for donation 4.4 4.9 6.0 1.2 2.1 2.5 1.8 2.6 3.2
Confirmation of donation 0.5 1.0 0.5 0.2 0.4 0.4 0.3 0.5 0.4
Bill/invoice/premium 0.4 0.1 0.2 0.9 0.5 0.5 0.8 0.5 0.4
Other social/charitable/political/nonprofit 3.2 1.4 0.6 0.8 0.4 0.4 1.3 0.5 0.4
Total Social/Charitable/Political/Nonprofit 10.2 10.0 9.9 3.6 4.1 4.5 4.9 5.2 5.6
Total Received by Households 100.0 96.6 96.5 100.0 99.6 99.2 100.0 99.0 98.7
Pieces Per Household Per Week 0.5 0.5 0.5 2.1 2.3 2.1 2.7 2.8 2.7

" Includes credit card statement/bill.

Note: Totals may not sum due to rounding.




Table A2-7
First-Class Mail -- Industry Usage of Reply Envelopes
(Percentage of Pieces From Each Industry That Contain Reply Mail)

Postal Fiscal Years 1987, 2009 and 2010

(Diarv Data)
Industry Business Reply Courtesy Reply No Reply Mail Don't Know/
1987 | 2009 [ 2010 [ 1987 | 2009 [ 2010 [ 1987 [ 2009 [ 2010 [ 1987 [ 2009 | 2010

Financial:
Credit Card 13.0 55 6.0 59.2 630 | 602 | 209 | 269 | 28.6 7.0 4.7 52
Bank 5.3 3.3 4.0 11.1 14.0 14.8 75.3 /7.7 74.4 8.3 5.0 6.8
Securities 18.2 6.0 7.5 10.4 6.0 2.4 64.8 | 83.2 78.6 6.7 4.8 4.5
Money Market 24.2 6.2 5.7 15.2 10.6 11.3 | 544 78.8 78.5 6.2 4.3 4.5
[nsurance 10.2 5.3 5.9 296 | 224 | 21.6 | 506 | 656 | 63.7 2.5 6.8 8.8
Mortaage 8.9 4.8 3.7 2.0 305 1 290 | 726 | 625 | 64.2 9.6 2.2 3.1

Total Financial 97 4.8 5.4 24.4 | 29.1 289 | 576 | 60.9 | 59.3 8.2 52 6.4
Merchants:
Supermarkets N/A 1.0 4.7 N/A 6.4 3.5 N/A 89.9 88.7 N/A 2.7 3.1
Department Store 54 4.7 2.9 54.4 30.3 23.6 33.4 595 66.3 6.9 55 7.2
Mail Order 15.1 8.1 110 | 304 | 315 | 31.8 | 468 | 532 | 53.5 7.7 7.2 3.7
Other Store 3.0 1.1 1.3 18.4 9.2 7.5 73.1 87.2 87.2 5.5 2.5 4.0
Publisher 15.1 19.7 133 | 444 | 450 | 470 | 322 | 294 32.7 8.2 59 7.0
Land Promotion 6.2 0.0 0.0 5.7 8.5 18.7 780 | 215 | 81.3 10.2 0.0 0.0
Online guction N/A 0.7 3.7 N/A 16.3 11.4 N/A /5.3 | 838 N/A 7.6 1.1
Restaurant 12.3 0.0 0.0 0.0 0.0 0.0 748 | 968 | 979 12.9 3.2 2.1
Consumer packaged goods/manufacturers 8.8 6.9 4.8 5.0 4.9 52 670 | 835 [ 855 | 193 | 47 4.5
Auto dedlers 3.5 1.2 1.3 2.6 2.4 2.1 86.9 | 932 93.3 7.0 3.3 3.2
Service stations 0.7 1.6 1.6 11.6 2.8 4.6 84.2 93.8 20.0 3.6 1.7 3.8

Total Merchants 8.8 5.7 4.9 35.2 19.6 18.4 47.8 70.1 71.8 8.1 4.6 5.0
Services:
Telephone 5.1 4.3 3.9 677 | 646 | 63.6 17.1 249 | 244 10.0 6.2 8.1
Other utility 3.3 4.2 4.9 60.0 | 63.8 | 64.1 28.7 | 27.4 259 8.0 4.6 5.0
Medical 4.3 5.0 5.5 382 | 356 | 395 | 496 | 543 | 50.4 8.0 5.1 4.7
Other professional 6.0 2.5 7.2 10.9 10.4 10.6 72.3 80.6 78.6 10.8 6.5 3.7
Leisure service 58 4.3 3.0 9.7 59 6.6 /5.0 84.8 87.2 9.5 50 3.2
Cable TV 2.2 29 4.6 63.3 640 | 592 |1 248 | 289 | 279 9.7 4.2 8.2
Computer 4.0 3.0 3.1 6.6 32.1 16.8 | 80.1 58.7 | 64.5 9.3 6.2 15.5
Craftsman 2.7 5.0 4.8 14.2 5.4 4.1 664 | 855 | 88.3 16.7 4.1 2.9
Netflix and Blockbuster N/A 948 | 945 N/A 0.5 0.6 N/A 3.0 3.7 N/A 1.7 1.2

Total Services 4.4 10.2 11.3 45.9 40.3 40.6 40.5 445 42.8 9.2 50 5.4
Federal government N/A 7.6 12.9 N/A 10.6 7.6 N/A 752 71.1 N/A 6.6 8.4
Nonfederal government 4.2 6.3 6.0 13.3 15.7 22.3 74.9 71.4 66.6 7.6 6.6 5.1
Social/Charitable/Political/Nonprofit 2.1 10.1 10.7 13.0 17.0 18.1 643 | 645 | 62.7 13.7 8.4 8.6

Total Nonhousehold Mail Received 7.7 7.0 7.6 30.5 28.8 28.7 52.3 57.5 555 9.6 6.7 8.2
Pieces per household per week 0. 0.5 0.6 2.1 2.3 2.1 3.6 4.5 4.1 0.7 0.5 0.6

Note: Percents are row percentages within each Industry classificatio

=)




Postal Fiscal Years 1987, 2009 and 2010

Table A2-8
First-Class Madil -- Industry Mail to Households

(Diary Data)

Percent of Non-Household

Pieces Per Household Per

Industry Mail Received by Households Week
1987 2009 2010 1987 2009 2010

Financial:
Credit Card 2.9 4.6 4.4 0.50 0.94 0.86
Bank 6.2 5.2 4.9 1.06 1.06 0.97
Securities 1.6 1.7 1.6 0.28 0.35 0.31
Money Market 0.1 0.2 0.1 0.02 0.04 0.03
Insurance 3.9 4.3 4.2 0.68 0.88 0.83
Mortgage 0.6 0.8 0.8 0.10 0.16 0.15
Other financial 0.5 0.3 0.4 0.08 0.05 0.07

Total Financial 15.8 17.0 16.3 2.72 3.48 3.21
Merchants:
Supermarkets 0.0 0.1 0.1 0.00 0.02 0.02
Department Store 2.1 0.4 0.4 0.37 0.08 0.08
Mail Order 0.9 0.4 0.4 0.16 0.08 0.09
Other Store 1.2 0.9 0.9 0.21 0.18 0.17
Publisher 1.9 0.6 0.5 0.33 0.12 0.10
Land Promotion 0.3 0.0 0.0 0.05 0.01 0.01
Online auction N/A 0.1 0.1 N/A 0.01 0.01
Restaurant 0.0 0.0 0.1 0.00 0.01 0.01
Consumer packaged goods/manufacturers 0.3 0.5 0.4 0.04 0.11 0.08
Auto dealers 0.2 0.2 0.2 0.04 0.05 0.05
Service stations 0.0 0.2 0.2 0.00 0.03 0.03
Other Merchants 0.5 0.7 0.6 0.08 0.15 0.12

Total Merchants 7.4 4.2 3.9 1.28 0.86 0.77
Services:
Telephone 2.2 1.8 1.5 0.37 0.37 0.30
Other utility 3.0 2.3 2.3 0.51 0.47 0.45
Medical 2.8 3.1 3.1 0.47 0.63 0.61
Other professional 0.5 0.6 0.6 0.09 0.12 0.12
Leisure service 0.9 0.7 0.6 0.15 0.15 0.12
Cable TV 0.7 0.8 0.9 0.12 0.17 0.17
Computer 0.1 0.1 0.1 0.01 0.02 0.02
Craftsman 0.1 0.1 0.1 0.01 0.03 0.03
Netflix and Blockbuster N/A 0.7 0.7 N/A 0.14 0.14
Other Services 0.8 0.9 0.8 0.14 0.18 0.17

Total Services 11.1 11.2 10.9 1.87 2.28 2.14
Federal government N/A 1.1 1.3 N/A 0.22 0.25
Nonfederal government 2.0 1.6 1.7 0.34 0.34 0.33
Social/Charitable/Political /Nonprofit 3.4 2.7 2.7 0.59 0.55 0.53
Don't Know/No Answer 0.9 0.6 1.0 0.14 0.13 0.20

Total Industry Mail to Households 40.6 38.4 37.8 6.94 7.85 7.43

Note: Pieces per Household per Week totals do not match those in Table A2-1 due to the exclusion of
Personal Mail, Packages, and Mail Pieces for which no response was given to Mail Type.

Totals may not sum due to rounding.




Table A2-9
First-Class Mail -- Bills and Statements

Postal Fiscal Years 1987, 2009 and 2010

(Diary Data)
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Table A2-10

Use of First-Class Business Invitations/Announcements Mail -- by Industry
Postal Fiscal Years 1987, 2009 and 2010

(Diary Data)

Industry

Percent of
First-Class
Business Invitations

Percent of Total
First Class Mail

Pieces Per

Household Per

and Week
Announcements
1987 | 2009 [ 2010 [ 1987 | 2009 | 2010 | 1987 | 2009 | 2010

Financial:
Credit Card 3.6 4.6 5.1 0.1 0.2 0.2 0.0 0.0 0.0
Bank 8.9 10.7 | 9.4 0.1 0.4 0.3 0.0 0.0 0.0
Securities 5.3 6.5 5.0 0.1 0.2 0.2 0.0 0.0 0.0
Money Market 0.1 0.1 0.6 0.0 0.0 0.0 0.0 0.0 0.0
Insurance 7.4 8.0 10.3 | 0.1 0.3 0.4 0.0 0.0 0.0
Mortgage 2.5 2.6 2.8 0.0 0.1 0.1 0.0 0.0 0.0
Other financial 1.7 1.3 1.2 0.0 0.0 0.0 0.0 0.0 0.0

Total Financial 295 | 33.9 ] 344 ] 0.5 1.2 1.2 0.1 0.1 0.1
Merchants:
Supermarkets 0.0 0.1 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Department Store 2.8 1.1 0.7 0.0 0.0 0.0 0.0 0.0 0.0
Mail Order 1.0 0.6 0.7 0.0 0.0 0.0 0.0 0.0 0.0
Other Store 4.6 1.7 1.0 0.1 0.1 0.0 0.0 0.0 0.0
Publisher 3.6 0.9 1.0 0.1 0.0 0.0 0.0 0.0 0.0
Land Promotion 0.9 0.2 0.1 0.0 0.0 0.0 0.0 0.0 0.0
Online auction N/A 0.3 0.1 N/A 0.0 0.0 N/A 0.0 0.0
Restaurant 0.2 0.2 0.5 0.0 0.0 0.0 0.0 0.0 0.0
Consumer packaged goods/manufacturers 2.3 2.6 2.3 0.0 0.1 0.1 0.0 0.0 0.0
Auto dealers 0.6 0.6 0.5 0.0 0.0 0.0 0.0 0.0 0.0
Service stations 0.3 0.3 0.2 0.0 0.0 0.0 0.0 0.0 0.0
Other Merchants 4.1 5.5 4.5 0.1 0.2 0.2 0.0 0.0 0.0

Total Merchants 204 | 141 ] 11.6 | 0.3 0.5 0.4 0.1 0.0 0.0
Services:
Telephone 2.6 1.5 1.2 0.0 0.1 0.0 0.0 0.0 0.0
Other utility 1.6 2.1 1.7 0.0 0.1 0.1 0.0 0.0 0.0
Medical 11.0 | 16.3] 159 | 0.2 0.6 0.6 0.0 0.1 0.0
Other professional 5.2 5.2 9.0 0.1 0.2 0.3 0.0 0.0 0.0
Leisure service 9.9 3.7 3.8 0.2 0.1 0.1 0.0 0.0 0.0
Cable TV 0.3 1.7 0.5 0.0 0.1 0.0 0.0 0.0 0.0
Computer 0.9 0.1 0.1 0.0 0.0 0.0 0.0 0.0 0.0
Craftsman 0.5 0.3 0.2 0.0 0.0 0.0 0.0 0.0 0.0
Netflix and Blockbuster N/A 0.0 0.0 N/A 0.0 0.0 N/A 0.0 0.0
Other Services 4.9 6.1 8.0 0.1 0.2 0.3 0.0 0.0 0.0

Total Services 369 | 370 | 404 | 0.6 1.3 1.4 0.1 0.1 0.1
Federal government N/A 6.6 4.1 N/A | 0.2 0.1 N/A | 0.0 0.0
Nonfederal government 9.7 8.1 9.1 0.2 0.3 0.3 0.0 0.0 0.0
Social/Charitable/Political/Nonprofit 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Don't Know/No Answer 3.5 0.3 0.4 0.1 0.0 0.0 0.0 0.0 0.0

Total Business Invitations/Announcements

Mail Received by Households 100.0{ 100.0]100.0] 1.5 3.4 3.4 0.3 0.3 0.3

Note: Totals may not sum due to rounding.




Table A2-11

Use of First-Class Advertising-Enclosed Mail'-- by Industry
Postal Fiscal Years 1987, 2009 and 2010

(Diary Data)

Industry Breakdown
of First-Class
Household Mail That

Percent of Total First

Pieces Per

Household Per

Industry is "Advertising Class Mail Week
Enclosed"
1987 | 2009 | 2010 [ 1987 | 2009 | 2010 | 1987 | 2009 | 2010

Financial:
Credit Card 18.3 | 25.1 | 26.6 1.3 2.3 2.3 0.22 | 0.32 | 0.29
Bank 11.7 ] 11.0 ] 10.5 0.8 1.0 0.9 0.14 ] 0.14 | 0.12
Securities 4.2 2.2 1.9 0.3 0.2 0.2 0.05 | 0.03 | 0.02
Money Market 0.8 0.2 0.2 0.0 0.0 0.0 0.01 | 0.00 | 0.00
Insurance 4.2 4.8 4.4 0.3 0.5 0.4 0.05 | 0.06 | 0.05
Mortgage 0.8 1.3 1.3 0.0 0.1 0.1 0.01 | 0.02 | 0.01
Other Financial 5.8 0.2 0.2 0.0 0.0 0.0 0.07 | 0.00 | 0.00

Total Financial 40.0 | 44.8 | 45.2 2.8 4.2 3.9 0.48 | 0.58 | 0.50
Merchants:
Supermarkets 0.0 0.1 0.1 0.0 0.0 0.0 0.00 | 0.00 | 0.00
Department Store 14.2 1.3 1.6 1.0 0.1 0.1 0.17 | 0.02 | 0.02
Mail Order 2.5 0.6 1.3 0.2 0.1 0.1 0.03 | 0.01 | 0.01
Other Store 2.5 1.0 0.6 0.2 0.1 0.1 0.03 | 0.01 [ 0.01
Publisher 5.0 1.3 1.4 0.4 0.1 0.1 0.06 | 0.02 | 0.02
Land Promotion 0.0 0.1 0.0 0.0 0.0 0.0 0.00 | 0.00 | 0.00
Online auction N/A 0.0 0.0 N/A 0.0 0.0 N/A | 0.00 | 0.00
Restaurant 0.0 0.0 0.0 0.0 0.0 0.0 0.00 | 0.00 | 0.00
Consumer packaged goods/manufacturers 0.0 0.5 0.2 0.0 0.0 0.0 0.00 | 0.01 | 0.00
Auto dealers 0.0 0.2 0.1 0.0 0.0 0.0 0.00 | 0.00 | 0.00
Service stations 0.0 0.1 0.0 0.0 0.0 0.0 0.00 | 0.00 | 0.00
Other Merchants 0.8 0.3 0.4 0.1 0.0 0.0 0.01 | 0.00 [ 0.00

Total Merchants 25.8 5.5 5.9 1.8 0.5 0.5 0.31 | 0.07 | 0.06
Services:
Telephone 8.3 125 ] 11.6 0.6 1.2 1.0 0.10 | 0.16 | 0.13
Other utility 8.3 8.6 9.7 0.6 0.8 0.8 0.10 | 0.11 | 0.11
Medical 1.7 1.2 1.3 0.1 0.1 0.1 0.02 | 0.02 | 0.01
Other professional 1.7 0.3 0.2 0.0 0.0 0.0 0.02 | 0.00 [ 0.00
Leisure service 0.0 0.7 0.7 0.1 0.1 0.1 0.00 | 0.01 0.01
Cable TV 4.2 6.1 6.1 0.3 0.6 0.5 0.05 | 0.08 | 0.07
Computer 0.0 0.2 0.4 0.0 0.0 0.0 0.00 | 0.00 | 0.00
Craftsman 0.0 0.0 0.1 0.0 0.0 0.0 0.00 | 0.00 | 0.00
Netflix and Blockbuster N/A 8.2 6.1 N/A 0.8 0.5 N/A | 0.11 | 0.07
Other Services 0.8 1.2 1.3 0.1 0.1 0.1 0.01 0.02 | 0.01

Total Services 250 | 39.0 | 37.4 1.7 3.6 3.2 0.30 | 0.50 | 0.41
Federal government N/A 0.9 0.8 N/A 0.1 0.1 N/A | 0.01 [ 0.01
Nonfederal government 0.8 1.1 1.0 0.1 0.1 0.1 0.01 | 0.01 [ 0.01
Social/Charitable/Political/Nonprofit 7.5 8.4 9.1 0.5 0.8 0.8 0.09 | 0.11 | 0.10
Don't Know/No Answer 0.8 0.2 0.5 0.1 0.0 0.0 0.01 0.00 | 0.01

Total Advertising Enclosed

Mail Received by Households 100.0] 100.0] 100.0| 7.0 9.3 8.5 1.20 | 1.27 | 1.09

" Does not include "Advertisina Onlv" mail.
Note: Totals may not sum due to rounding.




(Recruitment and Diary Data)

Table A2-12
First-Class Mail Received -- by Number of Financial Accounts and Insurance Policies
Postal Fiscal Years 1987, 2009 and 2010

. None Low (1-5) Medium (6-9) High (10+)
Number of Accounts and Policies
1987|2009(2010| 1987 |2009|2010| 1987 |2009|2010|1987|2009|2010
Pieces per household per week 3.2 3.8 3.6 5.6 6.0 53 8.5 8.1 7.7 12.4 | 10.7 | 10.1




Table A2-13
First-Class Mail Received -- by Number of Credit Cards
Postal Fiscal Years 1987, 2009 and 2010
(Recruitment and Diary Data)

None Low (1-3) Medium (4-7) High (8+)
Number of Credit Cards
1987 | 2009 | 2010 | 1987 | 2009 | 2010 | 1987 | 2009 | 2010 | 1987 | 2009 | 2010
Pieces per Household per Week 4.8 5.3 5.4 7.3 7.5 6.9 9.9 9.4 8.8 13.2 11.1 11.0




Table A2-14

First-Class Mail Receipt -- Content by Age of Head of Household
(Pieces Per Household Per Week)

Postal Fiscal Years 1987, 2009 and 2010

(Recruitment and Diary Data)

Contents 18 - 21 22 - 24 25 - 34 35-44
1987 | 2009 | 2010 | 1987 | 2009 | 2010 | 1987 | 2009 | 2010 | 1987 | 2009 | 2010

Personal 1.6 0.3 0.2 0.8 0.4 0.3 1.2 0.7 0.9 1.5 0.8 0.7
Business or Nonfederal Government:
Advertising 0.4 0.4 0.7 0.3 0.9 0.3 0.7 0.8 0.8 1.0 1.1 1.0
Invitation/Announcement 0.1 0.1 0.1 0.1 0.1 0.2 0.2 0.3 0.3 0.3 0.3 0.3
Bill 2 1.5 1.5 2.3 1.8 1.6 1.3 2.6 2.7 2.4 3.0 3.3 2.9
Financial Statement 0.6 0.4 0.6 0.4 0.5 0.4 0.6 0.7 0.6 1.0 1.0 0.9
Other ' 0.7 1.6 2.4 1.0 1.1 0.9 1.5 1.5 1.5 1.9 1.6 1.7

Total Business or Nonfederal Government 3.3 4.0 6.2 3.6 4.1 3.2 5.6 6.1 5.5 7.2 7.4 6.9
Social/Charitable/Political/Nonprofit 0.3 0.2 0.6 0.3 0.2 0.2 0.5 0.3 0.3 0.8 0.6 0.5

Total 5.3 4.6 7.0 4.7 4.7 3.7 7.3 7.1 6.8 9.6 8.8 8.1

Contents 45 - 54 55 - 64 65 - 69 70+ 70 - 74 75+
1987 | 2009 | 2010 | 1987 | 2009 | 2010 | 1987 | 2009 | 2010 | 1987 | 2009 | 2010 | 2009 | 2010

Personal 1.8 0.9 0.8 1.8 0.8 0.8 1.7 1.0 1.0 1.9 1.2 1.0 1.1 0.8
Business or Nonfederal Government:
Advertising 1.1 1.2 1.2 1.1 1.3 1.2 1.0 1.3 1.2 0.7 1.1 1.1 0.9 0.9
Invitation/Announcement 0.4 0.3 0.3 0.3 0.4 0.4 0.4 0.3 0.3 0.2 0.3 0.3 0.4 0.2
Bill 2 3.1 3.2 3.1 2.7 3.3 2.8 2.0 2.9 2.8 1.6 2.3 2.2 2.2 2.0
Financial Statement 1.1 1.3 1.1 1.1 1.4 1.2 0.9 1.2 1.1 0.8 1.3 1.0 1.1 0.9
Other ' 2.1 1.9 2.1 2.0 2.0 1.9 1.8 2.2 2.1 1.9 2.2 2.5 2.3 2.5

Total Business or Nonfederal Government 7.8 8.0 7.8 7.2 8.4 7.5 6.1 7.8 7.5 5.2 7.2 7.0 6.8 6.4
Social/Charitable/Political/Nonprofit 0.7 0.6 0.6 0.7 0.5 0.5 0.5 0.5 0.5 0.5 0.6 0.5 0.6 0.5

Total 10.4 9.5 9.2 9.9 9.8 8.9 8.5 9.4 9.0 7.6 9.0 8.5 8.4 7.7

"Includes pieces for which no response was given for Mail Type.

2 Includes credit card statement/bill.
Note: Totals may not sum due to rounding.




Table A2-15

First-Class Mail Receipt -- Content by Education of Head of Household
(Pieces Per Household Per Week)
Postal Fiscal Years 1987, 2009 and 2010
(Recruitment and Diary Data)

Contents < 8th Grade Some High School High School Some College
1987 (2009|2010| 1987 2009| 2010| 1987 | 2009 | 2010( 1987 | 2009 | 2010

Personal 1.1 0.5 0.5 1.1 0.5 0.4 1.3 0.8 0.6 1.5 0.7 0.8
Business or Nonfederal Government:
Advertising 0.5 0.6 0.6 0.6 0.9 0.7 0.7 1.0 1.0 | 0.9 1.0 1.0
Invitation/Announcement 0.1 0.4 0.1 0.1 0.2 0.2 0.2 0.3 0.2 0.3 0.3 0.3
Bill 2 1.7 2.0 1.6 2.0 2.4 2.5 2.4 3.1 2.6 2.6 3.0 2.8
Financial Statement 0.4 0.5 0.4 0.6 0.7 0.6 0.7 1.0 0.9 0.9 1.0 0.9
Other 1.2 1.6 3.0 1.6 1.6 1.8 1.6 1.8 1.8 1.7 1.8 1.7

Total Business or Nonfederal Government 3.9 5.1 5.7 4.9 5.7 5.9 5.6 7.2 6.5 6.4 7.1 6.8
Social/Charitable/Political/Nonprofit 0.2 0.2 0.3 0.3 0.2 0.2 0.4 0.4 0.4 0.6 0.4 0.4

Total 5.4 5.8 6.5 6.5 6.4 6.5 7.4 8.4 7.6 8.5 8.3 8.0

Contents Technical School | College Graduate| Post Graduate
1987|2009|2010| 1987 (2009|2010 | 1987 | 2009|2010

Personal 1.3 0.8 0.8 1.9 1.0 1.1 2.7 1.3 1.2
Business or Nonfederal Government
Advertising 0.9 1.1 1.0 1.2 1.3 1.2 1.5 1.4 1.3
Invitation/Announcement 0.3 0.4 0.4 0.4 0.3 0.3 0.6 0.5 0.4
Bill 2 2.5 3.0 2.5 3.1 3.0 | 2.7 3.4 2.9 2.7
Financial Statement 0.9 1.1 0.9 1.2 1.3 1.1 1.7 1.5 1.3
Other ' 1.8 1.7 1.7 2.2 2.0 1.9 2.9 1.9 2.1

Total Business or Nonfederal Government 6.4 7.4 6.5 8.1 7.9 7.3 | 10.1] 8.2 7.9
Social/Charitable/Political/Nonprofit 04| 06 ] 04| 09 ] 0.7 ] 0.6 1.7 1.0 | 0.9

Total 8.2 8.8 7.7 | 11.0] 9.6 8.9 | 1461 105 10.0

"Includes pieces for which no response was given for Mail Type.

? Includes credit card statement/bill.
Note: Totals may not sum due to rounding.




Table A2-16
First-Class Receipt -- Content by Income
(Pieces Per Household Per Week)
Postal Fiscal Years 1987, 2009 and 2010
(Recruitment and Diary Data)

Contents <Under S7K S7K - $9.9K S10K - $14.9 $15K - $19.9K
1987 | 2009 | 2010 | 1987 | 2009 | 2010 | 1987 | 2009 | 2010 | 1987 | 2009 | 2010
Personal 0.9 0.2 0.2 1.3 0.4 0.2 1.1 0.6 0.4 1.5 0.4 0.3
Business or Nonfederal Government:
Advertising 0.3 0.3 0.2 0.5 0.4 0.3 0.6 0.7 0.5 0.7 0.5 0.6
Invitation/Announcement 0.1 0.1 0.1 0.1 0.2 0.1 0.1 0.2 0.2 0.2 0.2 0.2
Rill ? 1.2 0.9 1.0 1.5 1.6 1.2 1.9 2.1 1.9 2.3 2.2 1.6
Financial Statement 0.2 0.4 0.2 0.4 0.4 0.3 0.6 0.4 0.4 0.7 0.6 0.5
Other 14 | 14 | 14 | 13 | 12 | 2.1 15 | 18 | 1.7 | 13 | 1.6 | 1.7
Total Business or Nonfederal Government 3.2 3.0 3.0 3.8 3.8 3.9 4.7 5.2 4.6 5.2 5.1 4.6
Social/Charitable/Political /Nonprofit 0.2 0.2 0.4 0.3 0.2 0.1 0.3 0.2 0.2 0.5 0.2 0.3
Total 4.3 3.5 3.6 5.5 4.4 4.3 6.2 5.9 5.2 7.3 5.7 5.1
Contents $20K - $24.9K $25K - $29.9K S$30K - $34.9K $35K - $49.9K
1987 | 2009 | 2010 | 1987 | 2009 | 2010 | 1987 | 2009 | 2010 | 1987 | 2009 | 2010
Personal 1.3 0.5 0.7 1.5 0.8 0.7 1.8 0.8 0.7 1.7 0.7 0.7
Business or Nonfederal Government:
Advertising 0.6 0.7 0.6 0.8 0.8 0.7 1.0 0.8 0.7 1.1 1.0 0.8
Invitation/Announcement 0.2 0.2 0.2 0.2 0.3 0.2 0.4 0.3 0.2 0.4 0.2 0.3
Bill 2 2.6 2.1 1.8 2.5 2.7 2.4 2.9 2.7 2.4 3.2 2.8 2.5
Financial Statement 0.8 0.8 0.8 0.9 0.8 0.7 0.9 0.8 0.7 1.1 0.9 0.8
Other ! 1.5 1.7 1.8 1.9 1.5 1.6 1.9 1.5 1.6 2.1 1.7 1.7
Total Business or Nonfederal Government 5.7 5.4 5.2 6.3 6.1 5.7 7.1 6.1 5.7 7.9 6.6 6.1
Social/Charitable/Political/Nonprofit 0.4 0.3 0.3 0.6 0.3 0.3 0.7 0.3 0.3 0.8 0.4 0.4
Total 7.5 6.2 6.2 8.5 7.2 6.7 9.8 7.2 6.7 10.4 7.7 7.3
Contents S50K - $64.9K S65K - $79.9K S80K - $99.9K S100K+
1987 | 2009 | 2010 | 1987 | 2009 | 2010 | 1987 | 2009 | 2010 | 1987 | 2009 | 2010
Personal 2.1 0.8 0.7 2.2 0.9 1.0 2.1 1.0 1.0 2.7 1.3 1.2
Business or Nonfederal Government:
Advertising 1.5 1.0 1.2 2.1 1.2 1.1 2.4 1.3 1.4 2.4 1.7 1.5
Invitation/Announcement 0.4 0.3 0.3 0.4 0.3 0.3 0.6 0.4 0.4 0.7 0.5 0.5
Rill 2 3.5 3.0 3.0 3.9 3.2 2.9 4.2 3.5 3.5 4.6 3.7 3.2
Financial Statement 1.5 1.1 1.0 1.8 1.3 1.0 1.8 1.4 1.3 2.0 1.5 1.4
Other ! 2.5 2.0 2.0 3.3 1.8 2.0 3.1 1.8 1.8 3.2 2.2 2.3
Total Business or Nonfederal Government 9.4 7.5 7.5 11.5 7.8 7.4 12.1 8.5 8.4 12.9 9.5 8.9
Social/Charitable/Political /Nonprofit 1.0 0.5 0.5 1.1 0.6 0.4 1.2 0.6 0.6 1.6 0.9 0.8
Total 12.6 8.8 8.6 14.9 9.3 8.9 15.5 10.1 10.0 17.5 11.6 10.9

"Includes pieces for which no response was given for Mail Type.

“ Includes credit card statement/bill.

Note: 2009/2010 Estimates for Income Levels $25K-$29.9K are identical to those in $30K-$34.9K since categories used to collect data only included $25K-$34.9K.

Note: Totals may not sum due to rounding.




Table A2-17

First-Class Mail -- Percent of Nonpersonal Mail Received by

Households Which is Sent Presort -- by Content

Postal Fiscal Years 1987, 2009 and 2010

(Diarv Data)

Content Percent

1987 2009 2010

Advertising Only 48.8 75.3 76.7
Notice of order 36.1 71.7 68.0
Bill/invoice/premium ' 68.9 81.4 78.1
Financial Statement 60.8 85.9 83.4
Payment 42.3 67.5 57.3
Rebate 27.3 77.8 76.5
Greeting card 25.3 54.3 36.7
Invitation or announcement 28.5 64.6 59.0
Sweepstakes 77.5 32.9 100.0
Insurance policy 2 59.5 91.3 82.0
Tax forms 25.3 75.4 76.3
CD/DVD/Video game N/A 96.6 95.2
Other business or government 49.7 72.4 69.2
Total Business or Nonfederal Government 56.7 79.3 76.1
Announcement/meeting 10.3 39.0 35.3
Request for donation 19