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GETTING 
MESSAGING 
RIGHT ASKING THE  

RIGHT QUESTIONS
A private school was looking 

to boost enrollment. It had 

assumed that, for parents, 

the most important factor in 

choosing a school for their 

children was college prep and 

career readiness. After doing 

more research, however, it 

found that its target audience 

was more interested in 

developing personal qualities 

in their children, such as being 

resilient, bold, and creative. It 

changed its campaign slogan 

from "It's a girl's world" to "See 

yourself like never before," 

along with accompanying 

changes in body copy. 

The school maxed out its 

enrollment for 

the first time 

in a decade. 

Selling something? 

Messaging is everything. 

It's not just what you 

say. It's how you say it. 

THREE 
LESSONS 

ON

Whether it's the headline of a direct mail piece or the subject line of 
an email blast, subtle adjustments can make a huge difference. 

 Just ask MECLABS, a research institute dedicated to understanding factors that influence 

human choice. MECLABS helps companies test and refine their marketing campaigns based on 

experience and testing. Here are three examples from the company's research showing how 

small adjustments brought huge results. 

As these examples show, subtle details in your messaging can make a big difference. To find out what works, 
split test different wording, images, and headlines in your direct mail and email blasts to find out what subtle 
changes might bring big results for you.

ADDING 
URGENCY
When we think of urgency, 

we often think of calls to 

action such as "buy now 

before it's too late." But 

as MECLABS points out, 

urgency can take on other 

forms, as well. Take the 

example of one men's style 

retailer. To gather 

email addresses for 

its newsletter, it 

created urgency 

by changing its 

subject line from 

"Out-Dress the Other Guys" 

to "Don't Let the Other 

Guys Out-Dress You." For 

this audience, the fear of 

showing up looking second 

best created a powerful 

sense of tension. The results? 

A 17% increase in sign-ups. 

ADDING  
MYSTIQUE
A blog teaching people to 

speak French tested a new 

headline. Instead 

of "Do you want 

to speak French 

fluently?" it 

changed it 

to "Voulez-

vous parler 

fran�ais?" 

Most 

people 

understand 

this phrase, even if they 

don't speak French, so this 

added the elements of 

surprise and mystique. It 

also deepened interest in 

speaking the language and 

increased the conversion 

rate from 2.6% to 3.1%. 

Source: Case studies and metrics drawn from the original article “6 Mini Marketing Case Studies of Effective Copywriting” published in Marketing Sherpa, a subsidy of MECLABS. 



81% 
Percent of paper-based 

packaging that is recycled. 

65.7% 
Percent of paper and paper-based 

packaging (combined) that is recycled. 

89% 

Percent of corrugated boxes that is recycled. 
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Sustainability Should  
Include Paper.  
Here's Why...

1,200  
NFL FOOTBALL FIELDS 

The daily increase in U.S. forest area 

between 1990 and 2020. Despite the idea 

that "paper kills trees," the U.S. forest 

industry plants more trees than it harvests. 

5-7 
Number of times paper fibers can be 

recycled before they become too small 

to be useful in manufacture. Virgin 

fiber from sustainably managed forests 

is an important element of the paper 

lifecycle, even for recycled sheets. 

2% 

Did you know that natural events 

like insects, fire, and disease kill more 

trees every year than the harvesting of 

trees? Only 2% of the U.S. forestland 

is harvested every year, while 3% 

is destroyed by natural events. 

58%  

Percent of U.S. forestland that is privately 

owned. If we don't use paper and other 

forestry products, that land would get 

sold off for agriculture 

or development. 

89% 
Percent of paper-based products that 

use fiber from privately owned forests.

 7.3 million  

Number of people employed in the 

direct mail industry. In fact, 4.6% of total 

U.S. civilian 

jobs depend on 

this industry, 

including paper 

and printing 

production 

and related suppliers, graphic 

design, and those involved in the 

handling and distribution of mail. 

57% 

Percent of consumers 

who believe that when 

companies encourage people to switch 

from paper-based communications 

to digital communications, this 

is really to save costs. 

Think paper is bad for the environment? Think again!  
Here are some of our favorite stats on the sustainability of this crowd favorite. 

These numbers should make 

you feel great about your 

next direct mail, marketing 

collateral, or signage project. 

You're not just producing 

beautiful pieces. You're 

supporting the nation's 

forests and economy, as well. 
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Employee Marketing: 
What Is It? Why Do You Need It?

What are the benefits of 

employee marketing? 

According to studies, 

employee marketing campaigns 

bring the following results: 

•    Higher engagement 

•    Higher productivity

•    Higher job satisfaction

•    Reduced absenteeism & turnover

•    Better customer experiences

The reasons for this are simple. 

Thoughtful, strategic employee 

communications translate into happier, 

more fulfilled employees. Happier, 

more fulfilled employees are able 

(and want) to do their jobs better. 

Employee marketing might seem 

like a luxury reserved only for big 

companies, but that is far from the 

truth. Whether you are a large company 

or a mom and pop shop, happy, engaged 

employees are the lifeblood of your 

business. Invest in those relationships. 

Productivity
A study from Gallup found 
that more engaged 
employees are 17% more 
productive than disengaged 
ones, and, according to 
Deloitte, companies with 
highly engaged employees 
also have 31%  
lower turnover. 

Health and 
Wellness 
This might be posters 
or newsletter articles 
encouraging physical 
activity, promoting 
the use of the 
company gym,  
or educating 
employees about 
paid time  
off for doing  
volunteer work. 

Regulations
Email is a quick and easy 
way to keep your 
employees up to date on 
ever-changing industry 
requirements, but printed 
communications such as 
posters and signs provide 
reminders long after the 
email has been forgotten. 
Place reminders in 
high-traffic and easy-to-
read locations. This works 
for updates on company 
policies, too. 

Thank-Yous
Everyone loves a beautiful, 
hand-signed letter or card. 
Send beautifully printed, 
embellished cards as thank-
yous for jobs well done. 
Surprise and delight 
employees with 
personalized direct mail 
pieces for their birthdays, 
work anniversaries, or even 
key personal milestones. 
It’s a simple, inexpensive 
way to make employees 
feel noticed and valued.

Company Events
Having an event for your 
employees? Add fun printed 
elements such as 
entertaining table-toppers 
and life-sized cut-outs of 
famous sports figures, 
musicians, or other notable 
personalities. Consider 
company-branded 
promotional items such as 
logoed t-shirts or tote bags 
that breed goodwill long 
after the event is over. 

Morale
Whether it’s promoting a 
company party or 
congratulating employees 
on a job well done, 
newsletters, emails, and 
signs can be used to 
engage employees with 
the company and with 
each other. 

Types of Employee Marketing 
"Employee marketing" communications fall into a wide range of categories. 

Here are just a few: 

Did you know that marketing to your 
employees is every bit a part of smart 
marketing strategy as engaging your 
customers and prospects? That's 
right! Savvy businesses have 
dedicated employee marketing plans 
to communicate and engage with 
their internal teams. 



SFI

FSC

PEFC
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D id you know that 77% of Americans are concerned  
about the environmental impact of products they buy,  
but 74% don't know how to identify them?1 This is where 

environmental certifications for paper and paperboard can be  
incredibly helpful. These certifications communicate to your customers  
that your direct mail, marketing collateral, and packaging are 
environmentally and ethically sourced. 

But what are these certifications and how do you choose which ones are 
right for you? 

For paper-based products, the most common certifications are the Forest 
Sustainability Initiative (FSI), Forest Stewardship Council (FSC), and 
Programme for the Endorsement of Forest Certification (PEFC). All three 
standards are internationally recognized and tell your customers that the 
fiber used in your projects comes from sustainably managed forests and is 
harvested in ethical and ecologically sound ways.

In order to be certified for any of these standards, paper and paperboard 
manufacturers must be verified by third-party certifiers. All three standards 
include reforestation of the harvested areas, as well. 

Which certifications are right for you? Most consumers don't know the 
difference between each, so for many businesses, the choice is determined 
by other factors, such as alignment with internal priorities and targets or, in 
the case of B2B relationships, expectations set by business customers. The 
good news is, regardless of the certification you choose, you are doing good 
for our forests and the planet.

Forest Stewardship Council (FSC)

There are ten principles to which any FSC-

certified forest operation must adhere. In 

addition to sustainable, ecologically sound 

forestry, these range from maintaining high 

conservation values to ensuring healthy 

community relations and workers' rights, 

as well as monitoring the social impacts 

of forest management. FSC also has 

certifications for products that contain 

both FSC-certified fiber and recycled 

content. These include FSC Recycled 

100%, FSC Mixed, and FSC Mixed 100%.  

Sustainable Forestry Initiative (SFI)

This standard is similar to FSC, except it 

goes a few steps further. SFI is focused 

heavily on environmental conservation, 

and the organization is involved in research 

and education initiatives far beyond its 

certification process (and requires its 

certified suppliers to be, as well). SFI also 

includes much more detailed requirements 

to protect water quality, biodiversity, 

wildlife habitat, and at-risk species, as well 

as banning the use of many pesticides. It 

requires loggers to have extensive 

sustainability training, as well. 

Programme for the Endorsement  
of Forest Certification (PEFC) 

This is an international standard 

developed by an international, non-

profit, non-governmental organization. 

This certification is often chosen by 

small forest owners and ensures that the 

wood products originating from each 

country meet equivalent standards and 

can therefore be traded internationally. 

1“First Annual Business of Sustainability Index” (GreenPrint 2021)

Show Your Packaging's 
Commitment to  

Sustainability Through  
Environmental Certifications



USPS’s Informed Delivery  
Service Offers Marketers Free 

Multichannel Exposure
Did you know that the United States Postal Service is giving you 
free multichannel exposure every day? You don't need to do 
anything extra to receive this benefit, although there are some 
tricks you can use to make the most of it.
USPS Informed Delivery is a free service to residential postal customers. Individuals sign up, 
and every morning they receive an email with grayscale scans of the mail that is arriving that 
day (or they can view those scans in the Informed Delivery app or on the USPS's Informed 
Delivery website). Businesses can add "ridealong" images and clickable links to appear below 
these scans to create an even more relevant and impactful experience with a few extra steps.

How is this free? The USPS is repurposing the scans of the mail it is already creating as part 
of its postal processing. Informed Delivery simply repurposes those scans into a user-
friendly format. The USPS recently added the option to replace the grayscale scans with 
"representative" color images of the mail pieces instead.

This is great for marketing. With Informed Delivery, postal customers are given a heads-up on 
what's arriving in their mailboxes each morning. For example, they might not plan to be home 
for a bill to come, but they might plan to be home for a check, a letter from Grandma-or 
a great marketing offer. If businesses add the interactive campaign elements, subscribers can 
click through and access those offers right away.

Is there anything you can do differently to maximize the value of Informed 
Delivery? There are a few tricks!
•      Informed Delivery uses scans of the front of each mail piece, so design your pieces so that 

the critical elements of your offer are visible on the front of the envelope or postcard.

•       If you're not taking the extra steps to add ridealong images, hyperlinks, or representative 
images, consider tweaking your design to look great, whether it is in color (in the physical 
piece) or in grayscale (the default postal scans).

•      If you are using envelopes, add messaging and images to the outside to increase the 
stopping power of the digital image and the printed piece.

USPS Informed Delivery is a gift that can help any business up its multichannel game.  
Talk to us about how you can design your marketing pieces to take full advantage of it.

hbp.com  |  usps.com/business/informed-delivery


