
 

 

 
July 13, 2022 
 
Postal Regulatory Commission 
901 New York Avenue NW, Suite 200 
Washington, DC 20268-0001 
Submitted to: stakeholderinput@prc.gov 
 
From: Gretchen Littlefield, CEO, Moore 
 
Re: Requested Feedback on Above-Inflation Rate Hikes 
 
Dear Commissioners: 
 
Moore is a leading constituent experience management (CXM) company focused on 
integrating the donor experience across all platforms, channels, and devices. Mail is where 
Moore started, and it's still a vital part of our mission to fuel our nonprofit clients' growth. 
 
Mail is an essential communication channel for the nonprofit community. When COVID 
started, many of our nonprofit mail clients wanted to stop their direct mail programs 
because of supply chain challenges (paper, envelopes, labels), staffing issues, and steep 
postage increases. But we urged them to continue because we believe in the power of 
direct mail to deliver vital messages to donors who are passionate about serving important 
causes that improve and save lives. Our professional advice resonated with our nonprofit 
clients—we sent 2 billion fundraising mail pieces and spent about $400 million on postage 
in 2021 alone. 
 
Along with our constituents and partners, we believe that a reliable, affordable U.S. Postal 
Service is essential to our business and the lives of the people we serve. But hefty postage 
increases will continue directly impacting nonprofit fundraising campaigns if something 
does not change. Eventually, our clients will have to reconsider their mail strategies 
because fewer donors meet the cost-to-acquire threshold when costs go up. Those cost 
increases will force nonprofits to mail less. We are grounded in the reality that we must act 
now to protect the future of our clients’ programs. 
 
In the last 18 months, substantial postal increases have accumulated between 15.8 and 
19.7%—an extreme shock to any mailer. These sharp increases resulted from the Postal 
Regulatory Commission (PRC) granting the USPS a new rate authority in late 2020. 
 
USPS announced new postal rates that took effect on July 10, 2022. What this means for 
nonprofit mailers: 

• The First Class stamp slated to increase 3.4% from $.58 to $.60. 
• Pre-sorted First Class rates will increase around 6.9% for letters and 9.2% for flats. 
• Marketing mail nonprofit letters are increasing upwards of five percent, which is the 

most widely utilized mail class for nonprofit mailers.  
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Under the new rate authority, things will only get worse. In 3-4 years, nonprofit mailers 
will have absorbed increases of 50-60% from start to finish. USPS was granted authority 
over and above CPI and it is hurting nonprofits. 
 
Direct mail programs are still a significant part of individual giving for most nonprofits. 
When nonprofits are forced to curtail or end their direct mail programs, the USPS will have 
less revenue, so price increases could be counterproductive. But, more than that, it means 
fewer donors. And fewer donors represent fewer meals for children on summer break from 
school, more homeless, less research toward curing debilitating diseases, and more. Giving 
is a good thing, possibly the best thing. We should be encouraging it and the positive 
change that nonprofits create, not making it even harder to help those in difficult times.  
 
Moore and its constituency urge you to respond positively to the petition filed by the 
Alliance of Nonprofit Mailers on April 11, 2022 (Docket RM2022-5) before the country's 
nonprofit organizations are forced to stop direct mail programs and thus decrease the 
number of lives they are saving changing. Due to inflation, we anticipate that future 
increases after July 2022 will be even higher, and therefore I ask that you also revisit the 
regulations authorizing above-CPI rate increases. 
 
I invite you to contact me directly if you have questions or require more insight. 
 
Sincerely, 

 
Gretchen Littlefield 
CEO, Moore 


