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TOTAL NUMBER OF MAIL PIECES (ALLCLASSES)
ATTRIBUTED TO DIRECT MAIL:1990-2017

Total# USPS Total# Direct Mail Percentage of Total Volume
Pieces Pieces Attributed to Direct Mail
166,300,000 66,340,332 39.9%
165,850,000 66,404,601 40.0%
166,443,391 66,577,261 40.0%
171,219,994 69,715,897 40.7%
177,062,220 73,382,560 41.4%
180,733,705 75,194,773 41.6%
182,680,802 75,831,380 41.5%
190,888,060 81,329,049 42.6%
197,943,197 87,163,478 44.0%
201,576,282 89,637,850 44 4%
207,882,151 93,816,885 451%
207,462,563 93,709,170 45.2%
202,821,854 91,479,395 451%
202,184,664 94,248,011 46.6%
206,105,744 99,105,938 48.1%
211,742,711 104,258,020 49.2%
213,137,703 105,672,117 49.6%
210,603,097 113,057,605 53.8%
201,128,003 108,151,636 53.8%
175,363,436 91,093,787 51.9%
169,154,120 91,699,510 54.2%
166,460,877 92,429,764 55.5%
159,858,854 86,659,650 54.2%
155,280,499 87,298,707 56.2%
152,135,884 86,450,581 57.0%
150,197,938 85,996,674 57.0%
149,462,320 86,613,346 57.9%
144,387,065 83,872,144 58.1%

*The total number of direct mail volume is determined from the following percentage approximations agreed upon by the USPSand  the
Data & Marketing Association. Due to changes in USPS classifications and marketer practices, the Data & Marketing Association’s
methodology for calculating direct mail has changed. In the old calculation, before 2006, numbers are for 95% of Standard Mail (A), 7.5%
of First-Class, 85% of Standard Mail (B) Bounded Print Matter, and 2% Intemational. In the new calculation after 2007, numbers are 15%0f
First-Class, 95% of Standard Mail, 85% of BPM.

Source: The Data & Marketing Association/lUSPS Revenue, Pieces and Weight by Classes of Mail and Special Services for Fiscal Years
1990-2017.
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CATALOGS MAILED PER YEAR (2001-2017)
(IN MILLIONS)
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Note: These figures are extranolated from the LISPS Revenue, Pieces and Weight renart. Refare 2007 18040f all Standard Mail (A)is

o

catalogs. 85% of all Board Printed Matter Mail is catalogs. In 2008, there was a change in service categories of mail. Now catalogs
represent 90% of Standard Mail carrier route, 60% of Standard Mail flats, and 10% of Bounded Materialflats.
Source: The Data & Marketing Association/lUSPS Revenue, Pieces, and Weight Report for Fiscal Year 2017.
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Source: Winterberry Group, 2017
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*The Data & Marketing Association has produced Response Rate Reports since 2003. From 2003 to 2006, the data was collected annually. Thereafter,
Data & Marketing collected data every other year. The chart above shows data from each report. For 2014, the median response rates are displayed,
which, based on the distribution of 2014 data, the median is a better measure of central tendency than the average is.

Source: The Data & Marketing Association & Demand Metric, Response Rate Report, 2017.
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