Preliminary NPA/PFP Targets

Still Being Worked Out

e have the preliminary FY2010 NPA /PFP

targets and weights and would like to

share them with you. It has been a long
road to recovery and although there are some changes
for FY2010, we still have some problem areas to work
out. Let’s start with the changes and then we will talk
about what we didn’t get, why they are important to us
and why we want to keep them on the table to discuss
in the future. Postal Headquarters worked with us as
late as early November on NPA /PEP for FY2010 and
for that we are thankful.
NPA is not a well-thought-out program for most EAS at
this time for two reasons. First, how the program is
administered is not fair and equal to all in the Postal
Service. Each Area and District has its own unique way
of handling budget-spread methodology, dollar rate
flexes and retail revenue plans. And, if this were not
enough, the methods to correct these discrepancies,
mitigating circumstances and recourse, are also admin-
istrated differently across the country.

The second issue is the level at which the goals are
being set—they often are so far out of sight that they
are unachievable from the start. Add that to the numer-
ous flexes during the year and, if you ever had a
chance for success ... it's gone now. Revenue plans this
past year were an excellent example. The Postal Service
knew from day one that we would run double-digit
negative retail revenue to SPLY for FY2009, yet most, if
not all, Areas/Districts were given a plan to spread to
the field that was positive to SPLY—some as high as 5
percent over SPLY.

To the defense of the USPS, how do you develop
plans when you are facing a $7 billion loss? One of the
criteria for NPA /PFP was that we wanted it to pay for
itself with service improvements, revenue gains and
budget reductions. Here is where management may
have failed. Knowing what was in store for us, how
much better could we have done if the plans were
within reach?

I often speak of making sure we see the carrot.
Postmasters will chase it until exhaustion sets in, but
take it out of sight and defeat sets in before we even
begin the race. How much effort can one be expected to
exert in an endeavor that is certain to be doomed from
the beginning? Isn’t that the definition of insanity? I
will speak about TOE and retail revenue later, but what
I have written so far leads us to why we thought the
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following change to
corporate / unit weights were
needed. This may help even
out the playing field for
Postmasters while the
Postal Service contin-
ues its battle to sur-
vive, thereby giving
us time to work out
the differences on
the two most
important unit
indicators.

Part of the complete NPA package we proposed
included changing the weight for corporate and unit
scores. This is especially true for A-E, Level 11-16
Postmasters and to a lesser degree, Level 18-20
Postmasters. With TOE and retail revenue so erratic
in many ways and so heavily weighted for these
offices, if failure happened, these Postmasters (quite
often by no fault of their own) stood a very good
chance of getting a zero pay increase. This was
because unit weight was so high; 55 percent for A-E,
Level 11-16 and 50 percent for Level 18-21
Postmasters. For the Level 21-26 Postmasters (with a
40 percent corporate weight if the District did very
well in service scores, and they got a decent CORE
score), they would see a pay raise even though they
had zeros in TOE and retail revenue.

I am not advocating zero as being good; I am still
saying that quite often both indicators have too many
issues outside of the Postmaster’s control in today’s
environment and too many formulas (budget
methodologies and interpretations of policy) that
vary from District to District.

To help level this out, the corporate weight and
unit weight have been changed to 50 percent corpo-
rate and 30 percent unit, leaving the residual 20 per-
cent for CORE for all Postmasters. Another late hour
discussion with Postal Headquarters included the fact
that it wanted to change CORE to 10 percent, but
agreed to keep the 20 percent after discussing the
pros and cons of both. Many will say that this change
of corporate /unit weight takes away from the indi-
vidual performance recognition. This is true, but we
could not find common ground on the two big unit

Continued on page 10

Postmasters ADVOCATE, December 2009 « 9



NPA/PFP Targets Still Being Worked Out

Continued from page 9

goals, TOE and retail revenue. Reducing the impact of
these two unit goals so as to make them more fair
and equal to all was high on the priority list. It will
remove the peaks and valleys of NPA and, during
these trying times, may be best overall. We should see
far fewer zero pay raises and, yes, we will see far
fewer exceptional contributor pay raises.

For those who often were on the high
end, think for a moment of putting in a
full year’s worth of work and getting no
raise simply because of a bad plan or
dollar rate flex that made no sense
whatsoever. This will enable more
Postmasters and EAS to end up in the
middle of the bell curve. This is not a
bonus program. It is a pay-for-perform-
ance program and, I can’t repeat this
enough, the process, goal setting and
attainable goals have to be equal and
fair to all. Until we reach a method to
accomplish this, the new weights will
help with the fairness issue.

During these challenging times, what better place
is there to focus our time and energy on than service?
We cannot lose sight of the efficiencies; however, we
need to win back the American public and the mailers
back through dependable service. If we are all work-
ing together on this and our corporate scores stay
high, we will see a reward for those efforts. With
every office now being tested on EXFC, we all have
the same impact on the scores and should be held
accountable and rewarded the same.

These were some of the thoughts and reasoning
behind the change. Again, we are not jumping up and
down with excitement, but feel we are headed in the
right direction. First and foremost, stopping the
events that lead to Postmasters not receiving a pay
raise because of a bad plan, questionable flexes or cir-
cumstances beyond their control, has to be accom-
plished. To all unit indicators regardless of level,
another goal has been added—a SOX index. At this
time, I am not sure how it is being measured or
where that information will be available, but we
knew with all the attention SOX was getting, it would
show up on our NPA report card. As soon as we have
more information, we will get it out to you.

So before I talk about retail revenue and TOE, what
are the results of these changes? We have not seen a
final draft, so it could change, but for FY2010, here
are the preliminaries:
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—Level A-E, 11-20 Postmasters: 50 percent corporate,
30 percent unit.

The unit weights are: 45 percent retail revenue, 45
percent TOE, 10 percent SOX compliance.

—Level 21-26 Postmasters: 50 percent corporate, 30
percent unit.

The unit weights are: 10 percent MVA, 10 percent
retail revenue, 10 percent SL (down from 20 percent
in FY2009), 10 percent DPS, 10 percent SOX, 50 per-
cent TOE.

We tried so hard to convince Postal Headquarters to
change TOE to work hours with a compromise of leav-
ing the Level 21-26 on TOE—and got nowhere. With
80 percent of TOE comprising salaries and benefits, it
has to see we have a problem from the word “go.”
How work hours are spread is enough of a challenge
with 75 Districts. When you add into that mix the dol-
lar rate flex (how it is done, when it is done and the
numerous variations of the formula to adjust), you
have a recipe for disaster—not success.

We understand the importance of TOE, but how
much are we losing by not following some basic lead-
ership principles? A goal must be achievable to have
value. Work hours in the current environment are
quite often out of touch with reality, but throw in the
dollar rate flex and, regardless if it is correct, when it
moves someone from success to failure, the only
behaviors it will drive are discontent and looking to
find fault with the process and not the operation.

People will work harder when there is a chance at
accomplishment and recognition for this accomplish-
ment. Strip that from them because of a broken process
and you may lose them forever.

Goals must be easy to understand and track. Try being
successful on the flash report only to have it taken
from you because of a dollar rate flex so complex that
most AV’s or District managers can’t explain it (and
the majority of MPOOs and POOMs don’t understand
and dislike it as much as Postmasters). Throw into the
mix the timing of the flexes (erratic and often at the
last minute), and you have a goal that once again has
absolutely no value, is not motivating and probably a
deterrent to future success.

The rest of TOE is another issue since most line
items with the exception of lines 31-34 are completely
out of the control of the Postmaster. Some Districts try
to fix this and make the unit whole, while others turn
their backs and walk away. We still have work to do
on TOE.

Recently, there was testimony in Congress about the
plan the Postal Service has to come out of the hole in
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NPA and PFP.

which we have found our-
selves. This was not due to
our performance as we have
been stellar during these
incredible times. Thank you
for your performance in
FY2009 with what we were
up against. Your continued
success in service improve-
ments, reduction in work
hours and savings in non-
personnel dollars was among
the best of the best. The
economy and further loss of
volume put us in a very
tough position. Regardless,
we are where we are, and
Congress wanted to hear
about our current plan to
deal with this. Within this
plan was an emphasis on
revenue generation.

Despite our cries for
change—as well as a plan
presented to Postal HQ on
how to change retail revenue
weights and depths—it did
not change for FY2010, and
we believe this is a big mis-
take. Retail revenue is still a
unit indicator on our “to do”
list. Until these two issues
are corrected, we believe the
changes for FY2010 are in the
best interest of the Postal
Service and the best interest
of Postmasters.

So, what can we do?
Service, Service, Service! Be a
part of making sure the cor-
porate service scores
improve to new levels. Scan,
Scan, Scan! This is so much a
part of our sales scheme
(both corporate and retail),
that it can’t be emphasized
enough. This is what makes
us competitive in today’s
market. This also will have
an impact on the Priority
service scores, as well as the
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will be good for the Postal Service and
Postmasters.

At every meeting we emphasize that
we are not here to line Postmasters’
pockets with money. We are here to
improve the process, improve behav-
iors that will brighten the future of the
Postal Service and fairly and equitably
compensate Postmasters for their
efforts. We will continue in that vein.

Best of luck in the New Year! ¢

new corporate measurement for Parcel
Select.

SOX Index is now 10 percent of
everyone’s goal. It is important for the
Postal Service’s future and ours. Do it
well and get rewarded for it. Do what
you can with TOE and retail revenue;
they are important and have not gone
away, but be aware of the problems.
We are not letting go of the need to
change these two unit indicators. It

Develop Winning Fimancial Strategies

The National League of Postmasters is working with Family Life Financial Services/GTG
Wealth Management, a fourth-generation financial planning firm located in Elm Grove,
Wisconsin, as a preferred provider of benefit, investment and TSP strategies for its
members and Postmasters. The family firm has been coaching Postmasters on retirement
benefits and TSP strategies for more than 35 years, providing expertise in dealing with the
many complexities of the federal employee benefit system.

The primary point of contact for the LEAGUE will be Timothy (Tag) Gambatese, who played
professional soccer for teams in the U.S. and overseas before joining Family Life Financial
13 years ago. Tag conducted retirement and TSP strategy workshops at the National
Convention this past August ... showing how to develop winning strategies off the field in
the area of financial planning to match the winning strategies he learned as a professional
soccer player. The workshops were well received and covered financial planning for those
currently working, preparing to retire and even those enjoying retirement.

Family Life/GTG Wealth will advise Postmasters on the best way to maximize their
pension options and explain how TSP and other investments can complement their retire-
ment plans. Tag explains Family Life’s concept of customer service as “giving people the
opportunity to experience a one-on-one personalized financial coaching session with some-
one on their side who understands the options of the federal employee retirement system.”

Once a participant’s time horizon and risk tolerance are determined, creating a diversified
portfolio and maintaining discipline are important for long-term success. It is imperative
that the coaching process guide them through the emotions that typically cause people to
make changes in their TSP accounts at the wrong times or for the wrong reasons. One of
the key benefits to long-term financial success in TSP is periodic risk analysis and rebal-
ancing of one’s portfolio. Family Life/GTG Wealth provides services to help with peri-
odic rebalancing and risk analysis.

As an introductory LEAGUE offer, Family Life/GTG
Wealth will provide a complimentary complete portfo-
lio analysis consisting of risk management, diversifica-

tion assessment and hidden expense/fees affecting
portfolio returns. Respond to this article to receive
this comprehensive tool valued at $500 by simply men-
tioning the LEAGUE. Call 1-800-331-2957.

Call 1-800-331-2957, email tag@gtgwealth.com or write to
Family Life/GTG Wealth, P.O. Box 409, Elm Grove WI 53122.
Don't forget to ask about website education videos.
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