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Postal Service Reports Fiscal Year 2017 Results

The Postal Service reported revenue of $69.6
billion for fiscal year (FY) 2017 (Oct. 1, 2016 to Sept.
30, 2017), adecrease of $1.8 billion compared to the
prior year. (See Table 1.)

Thismarks the eleventh

11.8%. However, that growth also was offset in the
Postal Service' sfinancialsby a$1.1 billion 2016 noncash
change in accounting estimate and the 2016 roll-back of

straight year of Postal Revenue (in $ millions) FY2017 FY2016
Service losses. The lower Service Category
revenues were driven largely  |First-Class Mail 25,637 27,508
by accelerated declinesin Marketing Mail 16,626 17,622
First-Classand Marketing Shipping and Packages 19,481 17,427
Mail volumes. Thedeclines  [international 2,723 2,674
inFirst-ClassMail are Periodicals 1,375 1,507
unlikely to reverse as more Other 3751 3630
gnegpl emn?(\e/rtletto onlinebilling Total before change in
pay ) . accounting estimate 69,593 70,368
VolumesDecline Change in accountin
InFY 2017, mail e 8
. . estimate - 1,061
volumesdeclined by approxi- -
Total Operating Revenue 69,593 71,429

mately 5.0 billion pieces, or

3.6%, while package vol-
umesgrew by 589 million pieces, or 11.4%, continu-
ing amulti-year trend of declining mail volumesand
increasing package volume
that still does not grow fast

the exigent surcharge man-
dated by the Postal Regulatory
Commission (PRC).
“Qurfinancial situationis
serious, though solvable,” said
Postmaster General and CEO
Megan J. Brennan. “Thereis a
pathto profitability andlong-
termfinancial stability. Weare
taking actionsto control costs
and compete effectively for
revenuesin additiontolegisla-
tive and regulatory reform. We
continueto optimizeour
network, enhance our products
and services, and invest to
better serve the American

public.” As set forth below, this statement was spin. The
Postal Service's leadership needs postal reform. Cost-

enough to balance the Postal Volume (in millions) FY2017 FY2016
Service's budget. The Service Category

disparity between mail and First-Class Mail 58,747 61,240
package volumesis over- Marketing Mail 78,329 80,885
whelming. Whilemail Shipping and Packages 5,748 5,159
volume declinesfor theyear |International 1,003 1,005
were somewhat offset by Periodicals 5,301 5,586
growth in package volume, Other 363 467
overall volumehasdeclined  |Total Volume 149,491 154,342

by 4.9 billion pieces. (See
Table 2.)

Theagency isinnovating. It will expand Sunday
deliveries during the holidays so that shoppers can
have deliveries to their homes when they are home.
Affordable prices may improve volume and revenues,
but not enough to reverse recent loss trends.

Solvency Threatened

The growth in Shipping and Packages business
provided some help to the financial picture of the
Postal Service asrevenueincreased $2.1 billion, or

cutting and revenue growth
cannot outpace the effects of
declining use of themails.

If costs cannot be cut
and revenues are in decling,
the Postal Servicewill not
have the capital to invest in
critical equipment,includinga
new fleet of mail delivery
trucks. The agency needs
thosetrucks. Its high-margin
First-ClassMail isdeclining,
whileitslow-margin package

volumeisbuilding, putting more pressure on itsoutdated

fleet of delivery vehicles.

OperatingRevenueand Volume
Revenue and volume by service category for FY
2017, and FY 2016 show the trends already described. Ms.
Brennan stressed that the path forward for afinancially
stable future must also include actions urgently needed and

(Continued on Page 3)
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Short Takes

CNBC reports: “Almost half of all online shop-
ping will be on Amazon.com this holiday season.” It
pointed to analysis from SunTrust.

“’Given arecord breaking Prime Day in 2Q,
continued momentum in 3Q, and the fact that thisis
just the second holiday season offering monthly Prime
memberships, we expect a record-breaking holiday
season for the company’” wrote analyst Y oussef Squali
.. ..." https./mmww.cnbe.conV2017/11/15/amazon-set-
for-record-breaking-holiday-season.html.

Amazon could become one of the first-ever $1
trillion companies by the end of 2018, and its stock price
could climb to $2,000 per share, according to a note
from Morgan Stanley described by Business Insider.

Morgan Stanley analyst Brian Newark has offered
projections that Amazon' sretail business will see 13%
annual sales growth, a 5.5% operating margin, and, for
its marketplace alone, a 25% profit margin by 2022,
according to the report. Its advertisng business alone
could produce an estimated 22% compound annual
growth rate by 2022, according to Newark. http://
www.businessinsider .comymor gan-stanl ey-amazon-
facebook-google-trillion-dollar-company-2018-2017-11.

Trending in 2017 is a four-day weekend of
savings that shifts consumers' focus from Black
Friday to Black Friday to Cyber Monday. A new
survey conducted by RetailMeNot, in partnership with
Kelton Global, reports that 68 % of consumers will
spend money holiday shopping during that time. Some
other Black Friday trends and statistics include:

* Black Friday is holding strong as a huge day for
shopping: 52% of consumers plan to shop this year,
while 53% shopped the day after Thanksgiving in 2016.
 Cyber Monday is gaining popularity: 56% plan to do
their holiday shopping that day this year, while only
39% of shoppers did so on Cyber Monday in 2016.

* One-third (33%) plan to do holiday shopping on the
Saturday after Black Friday, while 23% will do the
same on the Sunday before Cyber Monday.

» Keeping up with the holiday spending: Holiday
shoppers plan to spend an average of $743 across the
Black Friday/Cyber Monday weekend, whichis
greater than the $505 people spent holiday shopping

during the same weekend in 2016.

» The mgjority (51%) of consumers will be doing at
least most of their shopping online during Black Friday/
Cyber Monday weekend.

* Millennias are more than twice aslikely as non-
millennials (27% vs. 12%) to be willing to miss at |east
some of their Thanksgiving celebration to get a great
Black Friday deal.

* Giftstopping wish lists this year include:
Clothing/Shoes: 53%

Holiday Tech (like the iPhone 8, Google Home, drones
and smartwatches): 51%

Toys for kids (like the Hatchimals Surprise, Nerf Rival
Nemesis and FurReal Friends): 32%

Jewelry: 16%

Restaurants/entertainment: 15%

Travel: 15%

https: /mawwv.prnewswire.conVnews-rel eases/is-black-
friday-dead-no-but-it-is-evol ving-into-a-ful | -weekend-
of-shopping-and-saving-300557066.

Nearly 70% or about 164 million people will
shop or are considering shopping during the four-day
holiday shopping weekend that begins on Thanksgiv-
ing, according to an annual survey from the National
Retail Federation and Prosper Insights & Analytics. Of
those, 20% plan to shop on Thanksgiving Day (32
million), though Black Friday will remain the busiest
day, with 70% (115 million), planning to shop then,
the survey found.

The entire weekend should be busy: 43% (71
million) are expected to shop on Saturday, with 76% of
those saying they want to support Small Business
Saturday. On Sunday, 21% (35 million) expect to shop.

Shopping will continue on Cyber Monday with
48% (78 million) expected to shop on that day.

The chief draw is the prospect of savings. About
66% want to take advantage of deals and promotions,
26% say it's atradition, and 23% said that “it's
something to do” over the holiday weekend. About
23% said the weekend is the start of their holiday
shopping. A majority (56%) have already started their
holiday shopping. http: //www.busi nesswire.com/news/
home/20171114006198/en/164-Million-Consumer s-
Plan-Shop- Thanksgiving-Weekend.
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Postal Service Reports Fiscal Year 2017 Results... (cont. from page 1)

outside of the Postal Service'scontrol. They include
advancement and passage of the postal reform provisions
contained in H.R. 756 in the 115th Congress and the
adoption by the PRC of anew pricing system as part of
itsten-year pricing review, enabling the Postal Serviceto
generate sufficient revenues to cover its costs.

At the current time the cost of a Forever Stamp is
forty-nine cents. That priceistoo low for the Postal
Service to meet growing consumer demands for speedier
delivery, the postmaster general explains. The FY 2017
lossfollowed adouble-digit increasein package delivery.
First Class Mail—the real money-maker of the Postal
Service' sproduct line—isdecliningin popularity at too
swift arate for revenues from package and shipping to
keep pace. Based on the current inflation rate, the price
of aForever stamp will increase only one cent in January.

Operating Expenses

Operating expenses for the year were $72.2 billion,
adecrease of $4.7 billion, or 6.1%, compared to the
prior year, although this net reduction was largely
attributable to changesin actuarially determined ex-
penses outside of management’s control. Expenses for
retiree health benefits and workers compensation
declined by $4.8billionand $3.5billion, respectively, but
were partially offset by $2.4 billionin higher expenses
for the amortization of unfunded retirement benefits, the
result of statutory mandates effective for 2017 and
changes in Office of Personnel Management actuarial
assumptions. Expenses for compensation and benefits
and transportation also added $667 million and $246
million, respectively, to FY 2017 operating expenses.

Net Loss

The Postal Service reported a net loss for the year
of $2.7 billion, adecreasein net loss of $2.8 billion
compared to FY 2016. Of thisdeclinein net loss, $2.4
billion wasthe result of changesin interest rates, outside
of management’s control, that reduced workers' com-
pensation expense compared to last year. Regardless of
how the drop occurred, thisis asignificant improvement
in the Postal Service's balance sheet.

ControllableL oss

The controllablelossfor theyear was $814 million,
achangeof $1.4 billion, driven by the $775million
decline in operating revenue before the FY 2016 change
in accounting estimate, along with theincreasesin
compensation and benefits and transportation expenses
of $667 millionand $246 million, respectively.

Retirement Benefits
Similar to the last several years, the Postal Service

was unable to make any of the payments that were due
to the federal government at the end of the fiscal year,
whichamounted to approximately $6.9 billionin 2017, to
pre-fund pension and health benefitsfor postal retirees.

“Making the paymentsto the federal government
infull or in part would have | eft the Postal Service with
insufficient liquidity to ensurethat wewill be ableto
cover our current and anticipated operating costs,
make necessary capital investments, and absorb any
contingencies or changes in the marketplace,” said
Chief Financia Officer and Executive Vice President
Joseph Corbett. “Wewill continueto prioritizethe
maintenance of adequate liquidity to ensure the Postal
Serviceisableto perform our primary mission of
providing universal serviceto all Americans.”

2016 Changesin Accounting

During thethird quarter of FY 2016, the Postal
Servicerevised the estimation technique utilized to
determineits” Deferred revenue-prepaid postageliability”
for a series of postage stamps. The change resulted from
new information regarding customers' retention and usage
habits of Forever Stamps, and enabled the Postal Service
to update its estimate of usage and “breakage” (repre-
senting stampsthat will never be used for mailing dueto
loss, damage or stamp collection).

Asaresult of this change in estimate, the Postal
Service recorded a decrease in its “ Deferred revenue-
prepaid postage liability” asof June 30, 2016, which
caused an increase in revenue and decrease in net 10ss
of $1.1 billion for FY 2016. Thischangein accounting
estimate resulted in a non-cash adjustment that does
not impact the Postal Service's available cash or
access to cash and does not affect its controllable loss.

Resultsof Operations

The Postal Service's news release references
operating revenue before the change in accounting
estimate and operating revenue before the temporary
exigent surcharge, which are not calculated and
presented in accordance with accounting principles
generally accepted in the United States (GAAP).

Controllable(L oss) Income

The Postal Service news release references
controllable (loss) income, whichisnot cal culated and
presented in accordance with GAAP. Controllable
income (loss) isanon-GAAP financial measure
defined as net income (loss) adjusted for items outside
of management’ s control and non-recurring items.
These adjustmentsinclude workers' compensation
expenses caused by actuarial revaluation and discount
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rate changes, Postal Service Retiree Health Benefits
Fund (PSRHBF) prefunding expenses, the amortization
of PSRHBF, Civil Service Retirement System, and
Federal Employees Retirement System unfunded
liabilities, and the changein accounting estimate.

The new release reconciles the Postal Service's
GAAP net lossto controllable (loss) incomeand illus-
tratestheloss from ongoing business activities without
theimpact of non-controllable and non-recurring items
for FY 2017 and FY 2016.

Government Executive focused on this swing to a
greater degree than the Postal Serviceitself did inits
coverage of the year-end results: “More troubling for
USPS, however, was its net controllable income went
froma$610 million profit to a$814 millionlossinthe
fiscal year that ended Sept. 30. That marked the first
such controllable loss in five years. The Postal Service
cited the end to an emergency price hike that expired
midway through fiscal 2016 as part of the disparity.
Officialsalso noted anearly $700 millionincreasein
compensation costs as contributing to itsdip into the
red.” http://www.govexec.com/management/2017/11/
2017-usps-suffers-first-controllable-loss-five-years/
142532/?0ref=govexec_today_nl.

The same article explained the swing asfollows:
“Controllable income does not account for expenses
beyond the influence of USPS managers, primarily a
congressional mandate to prefund retiree health benefits
and adjustments to workers' compensation costs. Part of
the dropoff in that calculation iswhat Postal Service Chief
Financia Officer Joe Corbett called an ‘unexpected,

accelerated' rate of declinein first-class mail volume.
Regular, flat mail dropped off by 2.5 billion piecesin
fiscal 2017, more than double the rate of decline be-
tween fiscal years 2015 and 2016. Marketing mail also
dropped off by asimilar number, following four con-
secutive years of stable volume.”

Of course, the Postal Service focused on revenues
having dropped off dueto areversal of the temporary
exigent price increaseinstead of on adeclining demand
for the agency’s most profitable service. Mr. Corbett
said the Postal Service would have reported a control-
lable profit of about $300 million but for thereversal of
that temporary postage rate hike.

Callfor Reform

Asin the past, the postmaster general and her
CFO called for postal reform that would expand the
agency’s authority to increase postal rates. Govern-
ment Executive added: “ Fredric Rolando, president of
the National Association of Letter Carriers, said the
Postal Service'slosses can be attributed largely to
factors outside of the normal operations of the agency.
Hislabor group hasjoined with all major postal unions
in endorsing the Housereform legislation, marking the
first timethe organizations have universally backed a
committee-approved overhaul effort.

“’ Addressing these external financial burdens
would allow USPS—which isbased in the Constitution
and which enjoysbroad public and political support—to
continue providing Americans and their businesses
with theindustrial world’ smost affordable delivery
network,” Rolando said.”

Competitive Products Postal Rate Hikes Approved

The Postal Service recently proposed changesin
prices for certain Competitive Products. The Postal
Regulatory Commission (PRC) approved postal rate
hikes for these Competitive Products on Nov. 7. These
changes are scheduled to become effective Jan. 21,
2018. The PRC will update the Mail Classification
Schedule (MCY) to reflect the new prices. A draft of
the applicable MCS changes was attached to the Order.

The major Competitive Products are:
* Priority Mail Express
* Priority Mail
* First-Class Package Service
* Parcel Select
» Standard Post
 Extra, Return and Mailer Services.

Approval Process
On Oct. 6, 2017, the Postal Servicefiled notice

with the PRC concerning changes in prices of general
applicability for Competitive Products. (See BMR 10/
23/2017, at 1.) The PRC took comments from the
Public Representative and others. In general, the PRC
review the Competitive Product rates to confirm they
cover the costs of those products.

Competitive Products such as Priority Mail, parcel
shipping services, and international mail optionssuch as
International Priority Airmail (IPA) and International
Surface Air Lift (ISAL) will generally see a3.9% price
increase, with the Postal Service' sbulk ground shipping
products Parcel Select (4.9%) and Parcel Select
Lightweight (7%) seeing the highest increases.

Market Realities

Back in the spring Morgan Stanley analyzed the
potentia for the Postal Serviceto raiseratesonits
Competitive Products. Absent reform of the agency’s
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obligationto prefund itsretirement benefits, it could have
increased its rates on these products without congressional
action and gill remai ned competitivewith shippers FedEx

Corporation (FedEx) and United Parcel Service, Inc. (UPS).

Trucks.com explained why the Morgan Stanley
analysis could, but would not, produce alarge price
adjustment in the foreseeable future: “ Currently, USPS
competitive products are priced at $4 a unit, compared
with $8 at UPS and FedEx Ground, Morgan Stanley
found. So a 50 percent increase at USPS would still put
the price 25 percent below the private competitors' .”

However, USPS would not make such a move
because competitors UPS and FedEx could command
higher package pricesin exchange for “superior technol-
ogy and service.” If the Postal Service charged the
premium prices, its customers would object.

Additionally, “e-commerce behemoths such as

Amazon and Walmart, who could rely moreon in-
house logistics and cheaper last-mile services’” would
have afinancial incentive to beat out the Postal
Service. Moreover, “ smaller bricks-and-mortar
retailers could adopt an omnichannel strategy, shipping
from storesusing local delivery and abandoning
FedEx and UPS.” https://www.trucks.com/2017/03/
06/usps-reforms-thr eat-fedex-ups/.

The Competitive Products pricing that will go
into effect in January will maintain the status quo, not
rectify the current financial troubles of the Postal
Service. In its own way, the Postal Service has found
anicheit wantsto protect in light of its precarious
financial situation and dysfunctional mandate.

To read the PRC order approving Competitive
Product prices, see Order No. 4208 at https://www.
prc.gov/dockets/orders.

Market Dominant Products Postal Rates Approved

The Postal Regulatory Commission (PRC) also
reviewed the Market Dominant Product (or Non-Com-
petitive Product) rates requested by the Postal Service to
ensurethey arewithin thelegally mandated inflation-
based rate cap. The rate hikes, with some adjustments
made Oct. 19 and 25, were approved and will become
effective Jan. 18, 2018. Order No. 4215 is available at
https://www.prc.gov/dockets/orders.

Market Dominant Productsinclude First-Class Mall,
USPS Marketing Mail (formerly known as Standard
Mail), as well as Periodicals, and are the rates most often
used by marketers.

Inflation RateCap

Changesin these rates are controlled by an infla-
tion-based price cap applied at the service category level.
This means that although the average increase for both
Marketing Mail and First-Class Mail isabout 1.9%,
individual rate cells within each class can see changes
that vary from the average as long as the result iswithin
the rate cap when they are combined with all other mail
in that class. That does give the Postal Service some
latitudeto adjust direct mailers' pricesto improvevol-
umes from the most price sensitive mailers.

PricingApproval

The 2018 postage rate proposals were relatively
simple compared to the 2017 changes. Absent approval
of personsto fill vacant seats on the Postal Service's
Board of Governors, there was little support for change
that would deviate from the norms. The last remaining
presidentially appointed governor approved a January
2018 rate increase before he |eft office in December
2016. Given the time lag between that approval and the

effective date of the increase, the approva was
simply for awithin-the-cap increase without any
changes to the rate structure.

The new prices mean a one cent increase in the
price of aFirst-Class Mail Forever stamp from 49
cents to 50 cents. Postcard stamps and metered
letters would also have a one cent increase.

Marketing Mail letterswill see more variancein
rate changes. The Postal Service announced last year
it had been overestimating the cost savings that
destination entry providesfor letter mail. For this
reason, it continuesto work on aligning therelation-
ship between Sectional Center Facility (SCF)-,
Network Distribution Center (NDC)-, and origin-
entered mail. Destination entry discounts for SCF-
entered letters are currently $31-—$34/M, depending
on tier. The 2018 proposed rates cut discounts to $28—
$3U/M. Marketing Mail |etters commingled to the 5-
digit level and entered at the SCF will see an increase
of 1.4%, dlightly below the class average, with NDC-
and origin-entered mail seeing smaller increases.
SCF-entered walk-sequence carrier route Marketing
Mail letters will see higher than average increases of
2.0%—2.4%, with NDC- and origin-entered mail again
seeing smaller increases.

Carefully-sorted, drop-shipped mail still provides
the most advantageous postage prices, even if some
of the relationships between tiersis changing. In
addition, 2018 postage rates for many tiers of drop-
shipped Marketing Mail lettersand commercial First-
Class Mail letters remain below the level of corre-
sponding ratesin early 2016 when the exigent sur-
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charge was in place. (See BMR 11/20/2017, p. 1.)
Refor msSought

The Postal Service would prefer adifferent pricing
structure for these products—one that allowed the cap
to go up by more than the Consumer Product Index. As
it states on the agency’ s website: “The Postal Service
filed comments. . . withthe ... PRC. .. in connection
with the PRC’s 10-year review of the pricing system for
market-dominant products. Because the current system
isnot achieving the objectives of the postal law, includ-
ing the objective to ensure that the Postal Serviceis

financially stable, the Postal Service has proposed an
alternative pricing system that does not include a price
cap. Instead, the PRC would be responsible for after-
the-fact regulatory monitoring to ensure that the prices
being charged by the Postal Service are just and
reasonable.” http://about.usps.conVnews/statements/
032017.htm. As with the Competitive Products, the
Postal Service doeswhat it can within its constraints,
but it will take postal reform to see the agency’s
financia situationimprovesignificantly.

Singles Day Sees Double Digits

Alibabasaw double digit growth in revenuesfor its
2017 Singles Day (11/11) event in China. Revenues for
thisyear’s event were $25.3 billion in revenue, Business
Insider reports. The revenues represent a 39% increase
in sales. Singles Day began as areaction toValentine's
Day by college students in the 1990s, according to the
Communist Party-owned People' s Daily. Today, itisa
day when singles either celebrate or despair over their
singlestatus by giving themselvesgifts.

Alibaba collected those revenues at breakneck
speed: $1 billion within two minutes and one second
after the start of the event, and $11 billion more by the
end of the next two hours.

TallyingUp

Forbes reported the following achievements:

“140,000: brandsparti cipatingintheshopping
festival. Thisis more than a 40% increase from last year.
Alibabaisusing what they call 'uni-marketing,' adata
driven marketing technique, to help brandstarget theright
consumers. Major international brandsthat enjoyed
success include P& G, Estee Lauder, Starbucks, Bose,
Nike, and GAP. Many small brands are also rushing in.

“15million: productslisted. Topselling products
were in wellness and baby products categories such as
multivitamins, milk powder and diapers. Thisisno
surprise as health and safety are top concerns of
Chinese consumers. Products from Japan, U.S., Austra-
lia, Germany and South Koreawere most loved by
Chinese consumers.

“812 million: orders made and arein the process of

delivery in the next few days. Alibabais experimenting a

smart logistics practice using big data, which allowsfast
delivery from proximity warehouses/stores. Thefirst
order was delivered in 12.18 minutes of the purchase.”
https: //www.for bes.convsites/helenwang/2017/11/12/
alibabas-singles-day-by-the-number s-a-recor d-25-
billion-haul/#cef2d8c1db15.

Taking Market’sMeasure

For those ecommerce merchants seeking to
measure the Chinese market’ s potential, the Singles
Day event compares favorably to the U.S.’s holiday
season kick-off. U.S. companies saw revenues of only
the $12.8 billion between Thanksgiving and Cyber
Monday in 2016.

It isbecoming clear that it isnot just asingle
etailer’ sshopping event. Now initsninth year, Singles
Day isnot just about Alibaba, but hasinvolved busi-
nesses other than Alibaba. Exchange Wire reports that:
“According to the figures from China Ecommerce
Research Center . . . , the 24-hour nation-wide online
shopping blitz grossed asalestotd of . .. USD$38.2bn .
.. thisyear, hitting a year-on-year growth of 45.2%.
Alibaba s Tmall accounted for 66.2% of the pie, posting
yet another year of record sales of . . . USD$25.4bn . . .
" https://lwww.exchangewire.convblog/2017/11/16/
reviewing-chinas-singles-day-2017-no-longer -j ust-
alibaba/.

The event overshadows Amazon’s Prime Day
that takesplacein July: “Putting thingsin perspective,
the total sales generated at Tmall this year nearly
doubled those from Black Friday and Cyber Monday in
the USin 2016 combined, and was more than 10 times
the salestotal of Amazon's Prime Day 2017, which
was USD$2.4bn . . . according to Statista,” Exchange
Wire reports.

Deliverylnfrastructure
Alibabacreditsitsinvestmentsinimproving
delivery infrastructure for some of the realized growth

potential. The company helped about 600,000 smaller
businessesinstall storage lockers so that deliveries
could be made at central locations for easy retrieval by
customers. The company also helped with improving
computer systems that made same-day and one-hour
delivery possible. Business Insider reports as well that
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anew app helped identify inventory levels and ease
order fulfillment. http://www.businessinsider.conv
alibabas-singles-day-bigger-than-black-friday-
cyber-monday-combined-2017-11.

The significance of the Singles Day extravaganza

means a delivery success as well. “ Sales are estimated
to mean distribution of morethan 700 million packages
after 11-11,” according to SeekingAlpha.com. https://
seekingal pha.com/article/4124920-recor d-25-
billion-alibabas-singles-day-mobile.

USPS Sued by Schlafly Trust Fund

The holiday movie Miracle on 34th Street
included a dramatic scene in which the Postal
Service' s dead letter office saves Kris Kringle from
an adverse ruling that he is senile rather than Santa
by delivering to the courtroom children’ slettersto
Santa. Kris' attorney then asserts the Post Office
has confirmed that he is the Santa Claus. The judge
dismisses the case. Now atrust fund created by
Phyllis Schlafly (now deceased) has sued the Postal
Servicein D.C. federal court on grounds that mail,
including donationsintended for itsconservative
mission, were allegedly delivered to another Schlafly
entity. The alleged mistaken delivery of mail argu-
ably injured the intended recipient because delivery

was made to an entity whose board tried to remove
Schlafly from her position while shelived.

Plaintiff, The Eagle Trust Fund claims the Postal
Service delivered mail to Eagle Forum, even though
the mail (containing donations) wasintended for either
the Eagle Trust Fund or Eagle Forum Education &
Legal Defense Fund. Late delivery meant reduced
availability of andinterest on fundsfor the plaintiff.

The case is Eagle Trust Fund v. U.S. Postal
Service, case number 1:17-cv-02450, in the U.S. District
Court for the District of Columbia. https://www.law360.
com/gover nmentcontracts/articles/984914/phyllis-
schlafly-s-trust-fund-sues-usps-over -donation-mail .
The court may decide who isthe "real" addressee.

Last-Minute Mailers

ThePostal Servicewill deliver morethan
15billion piecesof mail thisholiday season. Inthe
period between ThanksgivingandNew Year’'s
Day, the Postal Serviceal so expectstodeliver
850 million packages, whichismorethanal0%
increase comparedtothesameperiodlast year.

“ThePostal Serviceiswell preparedto meet
our customers’ needsduringtheholiday season,
especially asdemandfor packagedeliveries
continuestogrow,” saidMeganJ. Brennan,
Postmaster General and CEO.

Asreported previously, the Postal Service
will beexpandingitsSunday delivery operationsto
locationswith high packagevolumesbeginning
Nov. 26. ThePostal Servicealready delivers
packageson Sundaysinmost mgjor cities, and
anticipatesdeliveringmorethansixmillion
packageson SundaysthisDecember. Mail carriers
will alsodeliver packageson ChristmasDay in
selectlocations.

“AmericareliesonthePostal Serviceand
our 640,000 dedicated employeesto deliver the
holidays,” said Brennan. “Wetakegreat pridein

our holiday readinessand preparation, andinour
ability tooffer reliable, predictableand affordable
serviceinevery community inAmerica.”

Withanincreaseinearly and onlineshopping
for gifts, thereisnolonger a“busiest day” for
holiday shipping. Instead, the Postal Service's
busiest timeisnow twoweeksbefore Christmas.
Startingtheweek of Dec. 11, customer trafficis
expected toincrease, with theweek of Dec. 18-24
predictedto bethebusiest mailing, shipping, and
delivery week. Duringthisweek, nearly threebillion
piecesof First ClassMail, including greeting cards,
will beprocessed and delivered. ThePostal Service
alsoexpectstodeliver nearly 200 million packages
per week during thesetwo weeks.

In caseyour plan wasto ship to APO/FPO/
DPO destinationsby USPSRetail Ground, the
deadlinefor having packagesarriveby Christmas
passed earlier thismonth: Nov. 6—APO/FPO/DPO
USPSRetail Ground. Thedeadlineto sendtosuch
destinationsby Priority Mail & First ClassMail is
Dec. 11.
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Briefs

Walmart recently reportedavery
successful 3Q/FY 2017. Total revenuefor the
guarterincreased4.2%or $5billionto $123.2
billion; after adjustingfor currency fluctuations, total
revenuerose3.8%or $4.5billionto$122.7 billion.

Net salesonlineincreased 50%and gross
merchandisevolumeincreased 54% (these arenot
typos), thecompany said. U.S. same-storesales
rose2.7%, and same-storetrafficincreased 1.5%.
Thirdquarter net salesat Wa mart International rose
4.1%t0$29.5hillion, or, excluding currency, rose
2.5%t0%$29.1hillion. The2.7%increaseproved
higherthananalysts' expectationsof al.7%gain.
Wamart’ s3Q/FY 2017 performancemeansthat
same-storesal eshaveimprovedfor threestraight
years.

Grossprofitmargininthequarter declined
29basispoints, duemostly topricecutsincertain
marketsand*“themix effectsof our growinge-
commercebusiness.” http://s2.g4cdn.comy
056532643/files/doc_financial5/2018/q3/
Earnings-Release-Final-11.16.17.pdf.

Businessinsider offersitsinsightintohow
Walmart hasmanaged suchresults. InitsNov. 15
emall,itreports: “Walmart hasstarted charging
higher pricesonlinethanin-storeinanefforttosave
on shipping costsand push shoppersto brick-and-
mortar locations.

“ Some productson Wal mart.comnow
listan'online' and'in-store' pricetolet consumers
knowthedifference.

“Productsrangingfrommacaroni &
cheesetotoothbrusheshavediverging prices,
thoughmany productsremai nunaffected.

“Thecompany isexperimentingwithanew
systemthat’ sraisingthepricesof itemsthat would
otherwisebeunprofitabletoship.” Read moreat
http: //mww.busi nessinsider.com/wal mart-is-
charging-different-prices-online-and-in-store-
2017-11.

PARCEL MediareportsinaNov. 16
email:“AccordingtoeMarketer’ s2016 holiday
salessummary, USretail e-commercesaes
jumped 17.8%, aphenomenal ratethat hel ped
pushtotal retail salesup4.8%. Thee-commerce
spaceonly expectsthat number to continueto
grow for theupcoming 2017 holiday season.”

TheTrumpadminigtrationwill allow
Deferred Actionfor Childhood Arrivals(DACA)
applicantsmoretimefor legal residency after the
USPSconcededit delayedthedelivery of
applicationsuntil after thedeadlinefor renewal.

Theorigina deadlineof Oct. 5for
extensionof residency foranadditional twoyears
passed duetoanerrorinhandlingmail in Chicago.
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