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Cru



Format:  
• OE: #11, RE (not pictured): #9, Letter/Order Form: 11 x 

17 (2-8.5 x 11 sheets), Catalog: 22 x 11 (flat size), 8.5 x 
3.5 (folded size)

Received: October 2023
What works: 
• Creates the feel of a larger gift catalog without the cost 

and complexity of a traditional multi-page version.
• A smaller number of featured gift options keeps the 

piece focused while simplifying execution.
• Can work as a lower-cost entry point into a larger 

seasonal catalog strategy.

Cru

A smaller catalog format can still feel substantial when the 
storytelling and gift selection are focused.



Meals on Wheels



Format:  
• OE: #10, RE (not shown): #9, Letter: 8.5 x 11, Survey: 

8.5 x 14, Insert: 8.5 x 11
Received: 2025
Program: Planned Giving
What works: 
• Simplifies planned giving options into an easy-to-follow 

format.
• Keeps the focus on donor impact and legacy rather 

than technical planned giving language.
• The survey helps donors reflect on why they give while 

also providing useful donor insight.

Meals on 
Wheels

Planned giving doesn’t always need to feel formal or complex—
simple formats can make these conversations more 
approachable.



Habitat for Humanity



Habitat for 
Humanity

Received: March 2026
Program: Acknowledgements
What works: 
• Adds a sustainer ask into an existing acknowledgement 

touchpoint.
• Creates an opportunity to move donors into monthly 

giving earlier in the relationship.
• Low lift implementation—primarily a copy and 

response-device update.
• Flexible enough to use across multiple 

acknowledgement streams.

Sometimes small adjustments to existing donor touchpoints can 
create entirely new fundraising opportunities.



Handwritten Postcard



Handwritten 
Postcard

Format:  
• Postcard: 5.5 x 4.5
Received: April 2026
Program: Commercial Mailer (B2C)
What works: 
• Mimics the look and feel of a quickly written personal 

note.
• Imperfect typography and minimal branding make the 

piece feel more authentic.
• Small postcard format keeps production and postage 

costs low.
• Feels more like personal outreach than traditional 

advertising.
           

In some cases, looking less polished can actually make a piece 
feel more believable and personal.



Postcard of the Month

This digitally printed cultivation postcard focuses heavily on impact reporting and stewardship.
• Personalized impact messaging reinforces stewardship and donor connection.
• Simple postcard format creates an inexpensive cultivation touchpoint.
• QR code provides an easy bridge to digital engagement.
• Strong hierarchy keeps the message quick to scan and easy to digest.



Self-Mailer of the Month

• Lower-cost alternative to a traditional envelope package.
• Large imagery and bold typography create immediate visual impact.
• Compact format keeps production and postage efficient.
• Self-mailer format allows the message to be seen immediately without requiring the donor to open an 

envelope.



Premium of the Month

• Can be included with a calendar package or used later as a follow-up touchpoint.
• Allows organizations to participate in “calendar season” without producing a full calendar.
• Functional premiums may stay in use longer than decorative items.
• Keeps the organization visible during everyday routines.



Commercial Mail of the Month

• Greeting-card style format 
creates a more personal feel.

• Handwriting fonts, blue ink, and 
sticker seals soften the 
corporate look.

• Envelope presentation creates 
curiosity before opening.

• Emotional presentation style 
mirrors trends we continue to 
see in fundraising mail.



Trailing Edge Envelopes

Trailing-edge envelope designs use 
modified shapes and cut patterns to 
create visual disruption in the mailbox 
while maintaining machinability in many 
applications.

These formats are often used to increase 
open rates by creating curiosity and 
differentiating from standard business 
envelopes. We have also seen increased 
use of these formats in recent years thanks 
to the USPS Tactile, Sensory & Interactive 
promotion.

Strategic use of shape can create higher 
perceived value without dramatically 
increasing package complexity.



Square Examples (Commercial)



Square Examples (Non-Profit)



Round Examples (Commercial)



Round Examples (Commercial)



Round Examples (Non-Profit)



THANK YOU VERY MUCH!

Please feel free to reach out 
with any of your questions!

Michelle Johnston
Senior Manager of Strategic Development
Email:  mjohnston@psmail.com
Phone:  703.734.4476

Sign up and stay informed! To receive Michelle’s Mailbox each month, send an email with 
the subject line “Subscribe” to mjohnston@psmail.com. 

mailto:mjohnston@psmail.com
mailto:mjohnston@psmail.com
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