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National Museum of the American Latino



Format:  
• OE: #10, RE: #9, Letter/reply: 8.5 x 14, Insert: 3.5 x 5.5
Received: August 2026
Program: Appeal
What works: 
• Connects the appeal to Hispanic Heritage Month, giving the 

mailing a timely cultural context.
• Positions a donation as an investment in preserving and 

sharing Latino history and culture.
• A QR code links to a curated Spotify playlist, giving recipients 

an opportunity to engage with the mission beyond the printed 
appeal.

The most interesting part of this package may be what happens 
after the envelope is opened. The playlist gives recipients 
something to enjoy, share, and return to—extending the 
organization's message beyond a single fundraising request.
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National Trust for Historic Preservation



Format:  OE: #10, RE: #9, Letter: 8.5 x 11, Reply: 8.5 x 3.5, 
Brochure: 8.5 x 3.5, Bookmarks: 4.75 x 3.875
Received: May 2026
Program: Acquisition
What works: 
• Laminated, paper-clip-style bookmarks offer a 

practical, reusable premium with a format that's a little 
different from the traditional bookmark.

• A membership benefits grid clearly outlines what 
supporters receive at different giving levels.

• The letter introduces the recipient as a "Friend and 
Future Preservationist," inviting them to see 
themselves as part of the mission before they make a 
gift.

This package combines a physical reminder of the organization 
with a clearly defined membership offer. The bookmarks provide 
something to keep, while the benefits grid helps make the value 
of joining easier to understand.
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City of Hope



City of Hope

Format:  
• OE: 6 x 9.5, RE: 8.5 x 5.5, Letter: 8.5 x 11, Reply: 8 x 5, 

Liftnote: 4.5 x 6 (paperclipped to the letter)
Received: August 2026
Program: Mid-Level
What works: 
• A Real Pen liftnote adds a handwritten, personal touch to the 

package.
• The liftnote is printed on textured cream stock, giving it a more 

premium feel. Paper-clipped to the letter, it's positioned to be the 
first component the donor encounters.

• The donor is recognized as a "dedicated supporter" and invited to 
speak directly with a staff member about their connection to City 
of Hope.

• The campaign includes a lower-dollar version in a #10 envelope 
and a midlevel version without a direct ask, demonstrating 
different approaches for different donor audiences.

The production details reinforce the personal nature of the message. 
The handwritten treatment, textured stock, and paper-clipped 
presentation make the liftnote feel more like individual 
correspondence than a standard fundraising insert.



Postcard of the Month

Not every annual report needs to be a booklet.

This postcard uses bold imagery, a strong headline, 
and a handful of key statistics to communicate the 
organization's impact in a compact, accessible 
format.

Rather than asking recipients to work through pages 
of information, it highlights a few meaningful 
accomplishments and connects them to the 
supporters who helped make them possible.

A postcard can be an effective vehicle for impact 
reporting when the goal is to communicate a focused 
message rather than document every 
accomplishment.



Self-Mailer of the Month

This Navy Federal Credit Union self-mailer 
incorporates both the bangtail reply device and 
return envelope directly into the format.

Rather than relying on separate components 
enclosed in an outer envelope, the piece uses its 
construction to create a complete mail-back 
response mechanism.

The format isn't simply carrying the message—
it's performing some of the work traditionally 
handled by separate components.

Integrated response formats can be worth 
exploring when looking to reduce loose 
components or simplify package construction. 
The tradeoffs involve design, finishing, postal 
requirements, and overall production 
economics.



Premium of the Month

A Premium That Speaks to the Audience

Trout Unlimited takes a different approach to the 
traditional direct mail premium by featuring 
fishing-related items that connect directly to the 
interests of its supporters.

Rather than offering a generic item with broad 
appeal, the package uses something that feels 
specifically relevant to the organization's 
mission and the people most likely to support it.

A premium doesn't always need universal 
appeal. Sometimes its strength comes from 
being highly relevant to a particular audience.

The closer the premium connects to the 
recipient's interests and the organization's 
mission, the more naturally it can reinforce the 
fundraising message.



Technique
Technique: Putting the QR Code Behind the Window

QR codes don't always need to be printed directly on the 
outside of an envelope.

This example prints the QR code on the inside of the 
envelope, positioned so that it becomes visible through 
the window once the letter and other contents are 
removed.

It's an unexpected use of a familiar envelope feature, 
creating an additional opportunity for digital engagement 
after the recipient has opened the mailing.

Printing inside the envelope requires careful 
consideration of placement, window alignment, and 
scannability. 

It's a small production detail that gives the envelope an 
additional communication function without adding 
another component.



Impact Reports
Impact reports are an important part of donor cultivation and 
stewardship, helping organizations demonstrate what donor generosity 
makes possible.

Rather than asking for another gift, these communications focus on 
showing donors the results of their support through stories, 
photographs, accomplishments, and measurable outcomes.

They help close the loop between giving and impact, reinforcing that 
donors are partners in the organization's mission—not simply a source 
of financial support.

Why It Matters:
• Builds trust: Demonstrates how contributions are being put to work.
• Reinforces the relationship: Keeps donors connected to the mission 

between appeals.
• Encourages continued engagement: Gives donors a reason to feel 

confident about their support and stay involved.

An impact report doesn't have to be elaborate to be meaningful. What 
matters is helping donors see the difference their generosity makes.



Personalized Progress Report
Personalized content is incorporated throughout this digitally 
printed progress report (in magenta and green ink for this 
image), creating a more individualized stewardship experience 
for the recipient.

The organization also produces generic versions for lower-
dollar and sustainer audiences, including a smaller format 
designed to fit into a standard #10 envelope.

What Works:
• Digital printing allows personalized content to be 

integrated directly into the report.
• Different versions accommodate donor segments without 

requiring an entirely different communication concept.
• Resizing the report for a #10 package creates additional 

flexibility in how the piece can be mailed.

This is a good example of how one stewardship concept can 
be adapted across donor audiences, using personalization, 
versioning, and format changes to balance the desired donor 
experience with production considerations.



Making Impact Tangible

It's one thing to tell donors that their support 
makes a difference. It's another to show them 
what that difference looks like.

This piece uses photographs, specific places, 
and mission-focused storytelling to connect 
support with visible preservation efforts.

By showing the places and projects that benefit 
from the organization's work, the piece helps 
make an otherwise broad mission more 
concrete.

Impact communication is most compelling 
when it moves beyond general statements of 
gratitude and gives donors something specific 
to connect their support to.



Short on Space Options
Impact reporting doesn't always require a 
dedicated mailing or a multipage report.

When space or budget is limited, organizations 
can incorporate stewardship messaging into 
existing communications—using the back of a 
letter, a postcard, or a smaller insert.

These examples demonstrate how 
photographs, brief stories, and a handful of 
meaningful accomplishments can 
communicate impact without requiring an 
elaborate format.

Using available space within an existing 
package can create additional opportunities for 
stewardship without necessarily adding 
another component or mailing. The key is 
keeping the message focused and the 
information easy to absorb.



Statistics and Story

Numbers help demonstrate the scale of an 
organization's work, while personal stories 
help donors understand the people and 
communities behind those results.

This impact report combines measurable 
accomplishments with photographs, 
individual stories, and messages of 
gratitude.

The statistics communicate what the 
organization has achieved, while the stories 
help make those accomplishments more 
relatable and meaningful.

Effective impact reporting doesn't have to 
choose between data and storytelling. 
Together, they can help donors understand 
both the scope of the work and the 
difference their support makes.



October 2026 
Wrap-Up:
What We’re 
Seeing in the 
Mail

Give Donors More Than a Donation Request
The National Museum of the American Latino uses a curated playlist to extend 
engagement beyond the appeal, while the National Trust for Historic Preservation 
combines a practical premium with a clearly defined membership offer. Both 
demonstrate opportunities to give recipients something beyond another request for 
support.

Make Stewardship Visible
From personalized progress reports to compact annual report postcards, this month's 
examples show how organizations can communicate impact in different ways. 
Whether through stories, photographs, or measurable outcomes, the goal is to help 
donors understand what their generosity makes possible.

Adapt the Execution to the Audience
City of Hope uses elevated materials and personal outreach for midlevel donors, while 
other examples demonstrate how versioning, personalization, and format changes 
can accommodate different donor segments. The same communication concept 
doesn't always require the same execution for every audience.

Look for Opportunities Within Familiar Formats
An integrated reply device, a QR code revealed through an envelope window, or a 
report resized to fit a #10 package demonstrates how existing formats can be used 
differently. Sometimes the most interesting ideas come from reconsidering what a 
familiar component can do.

The Production Perspective
This month's mail reinforces the connection between donor strategy and production 
execution. Paper choices, personalization, formats, and assembly techniques aren't 
just production specifications—they help shape how recipients experience the 
message.



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
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