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Emotions Act First  – Continued from Page 1	  
Credibility basically translates to trust, and transparency and like-ability are two key 
factors in building trust. If your brand and promotion are transparent and honest in 
nature and presented in a like-able manner, they are likely to be allowed through to the 
logical brain. Less like-able brands and shady promotion tactics will always be questioned 
at the gate-keeping First Brain station, and will require more information before these 
messages are allowed to proceed.

Over all, this research shows that we base our initial response to messaging on our 
emotional reactions, and support these reactions with logical information evaluated by 
our logical minds. When creating your next mail campaign, be sure to keep this in mind. 
Create your promotions to be honest, transparent and like-able, and you will be able to 
connect with and persuade your audience much easier.

Based on information presented in the book, Design for Response: Creative Direct Marketing that Works, by 
Leslie H. Sherr and David J. Katz.
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Emotions Act First
Everyone knows the central goal of all advertising efforts is to persuade the prospect to act 
on your appeal to them and buy into your product, service or cause. Persuasion seems 
as if it should be simple, right? Simply explain the benefits of your product and your 
prospect should want to purchase. If only it were this simple. Research shows 
our brains don’t take decision-making quite so lightly—they make decisions in a 
much more complex manner.

The human brain is comprised of two main decision-processing stations. The first station is 
referred to by researchers as the “First Brain” or what is commonly knows as our Limbic System. 
The Limbic System is the root of our primary emotions, such as survival instincts, desires and self-
protection. This system is the first stop on the road to decision-making.

The second station in our brain is referred to as the “New Brain” or the Cerebrum and Cerebral Cortex. The 
Cerebral Cortex is responsible for organizing, retaining, communicating, learning and creating. In short, this is 
the root of our logic. This system is the second stop in our decision-making process.

As a message travels through the brain, it is stopped at the emotional First Brain before it is allowed to proceed 
through to the logical New Brain. Many advertisers make the mistake of thinking that a logical presentation of 
information will sell their product, however this brain model refutes this thinking. In order for your message to 
be processed logically, it must first be processed emotionally. Credibility is the secret to getting through the gate-
keeping, emotional First Brain. 



Last month the Mail Messenger featured commentary on the 
strengths of postcard mailers. However, there may come a time 
that you may find that you have entirely too much material 
for a simple postcard mailer. At this point, you must either 
decrease your content or increase the size of your mail piece to 
accommodate your content. If decreasing your content is not an 
option, a self-mailer may fit your needs perfectly. 

A self-mailer is typically a single sheet of paper, folded and sealed 
with a tab or fugitive glue. They come in many shapes and sizes 
however, the most common style is a letter-size sheet of paper 
folded in half to a 8.5x5.5 mailer. Other popular self-mailer styles 
are outlined at the right. So why could a self-mailer work for you?

Self-Mailers provide plenty of room for content
Self-mailers are a perfect solution for products or services that 
require more room than a typical postcard mailer. They often 
include the colorful, vibrant formatting of a postcard, paired with 
about twice the room. There are always a minimum of four panels 
to a self-mailer, which means there are plenty of places to position 
your content so that it can be laid out to be read clearly.

Self-Mailers provide suspense
Likewise, with a minimum of four panels to unfold, a self-mailer 
just begs to be opened! You can use the outer panels to build 
suspense and work your way up to revealing your full offer and 

information on the inside panels. What you see is not always what 
you get once you open a self-mailer!

Self-Mailers provide greater privacy
Since self-mailers fold up and are sealed, there is a greater amount 
of security than when a postcard is used. This makes self-mailers a 
good fit for information that might be variably printed and targeted 
to individual prospects.

Self-Mailers are unexpected 
and get noticed
For some reason, marketers 
tend to forget about the self-
mailer format, and it’s use 
is less common. This factor 
can work to your advantage 
and draw extra attention to 
your mail piece from within 
a stack of mail. With the 
limitless format options, the 
uniqueness of a self-mailer 
provides your readers with 
a different piece of mail 
that has a greater chance of 
getting noticed and read by 
your prospect.

Self-Mailers: The Pop of a Postcard
Paired with the Space of a Letter

When planning your direct mail 
campaign, the right format 
makes all the difference.FeaturedFormat

Spin a sweet tale for your 
prospects

As outlined in our headline article, emotions are the primary 
driver for action. As non-profit marketers, using this to your 
advantage is key. You can accomplish this through storytelling. 
Not only is storytelling entertaining and easy to read, but it hits 
right to the heart of the matter. When you tell your prospective 
donors about the impact of your organization and the lives you 
are affecting, you give them a memory to associate with your 
cause. Storytelling makes your impact and issues relatable to the 
ordinary person. When you tell your readers the story of “Susan, 
the single mother of four” who your soup kitchen fed until she 
could get back on her feet, rather than “thousands of homeless” 
your readers begin to form a picture of your impact and a 
emotional relationship with your organization. Be descriptive 
with your prospects and give them a vision of the tangibility of 
your organization through the art of telling a story. Spin a heart-
opening tale and watch as purse-strings loosen.

Nonprofit Nook

No permit? No worries! 

In order to mail your bulk direct mail campaign through the USPS, one must have a valid 
bulk mail permit and postage account. This process can be a little time-consuming and 
expensive for some businesses to maintain. Plus, you must renew your account annually 
and maintain sufficient funds. However, when you choose United Printing & Mailing, you 
gain usage of our bulk mailing permit. We want your direct mail campaign to be as simple 
and affordable as possible for you, and using our permit relieves you of the headache of 
getting and maintaining your own permit, and saves you at lot of money in setup and 
annual fees. No permit? No problem, use ours.

Did You Know?

Direct Mail Design Tips

Popular Sizes
for Self-Mailers

Standard Sizes	

• 8.5x5.5 self-mailer	
• 8.5x5.5 double postcard	
• 8.5x11 trifold
• 8.5x14 trifold

Jumbo Sizes
• 11x17 trifold
• 19x24 quadfold

55%
of people “look forward”

to discovering the mail they
receive in their mailboxes.

According to a survey performed by the USPS:

Things To Do Checklist
o	 Assemble necessary logos and photos and graphics in 
	 high-resolution formats.

o	 Assemble final, edited copy and verbiage to be included.

o	 Specify any extras that will be needed, such as 
	 coupons, maps or support graphics.

o	 Determine your final mail piece size: You will want 
	 to get quotes for printing and mailing from your desired 
	 vendor to be sure you have the budget in place to produce 
	 and mail the piece you have designed.

Putting the
Puzzle Together
Believe it or not, direct mail design is much less about creativity 

and much more about the architecture of information. For this 

reason, we compare it to putting together a puzzle. Whether you 

design your mail piece yourself, or contract it out to a third-party 

designer, it is in your best interest to make sure you have all 

of the pieces of the puzzle before you start setting 

up your mailer.

When designing a mail piece, the goal is to get 

your information across to your prospect in a 

clear and convincing manner within an extremely 

short amount of time. In order to do this well, the mail 

piece needs to be planned out and well-organized to highlight 

the right things and pull the reader’s eye through the piece. A 

seasoned direct mail designer can work with you to identify the 

most important elements of your message and set up your mail 

piece to highlight those items and arrange secondary information 

so it can be read easily.

Failing to assemble all of the pieces of the puzzle before beginning 

the design can end up being detrimental to the overall flow of the 

piece. For instance, if your designer is given a 5-word headline to 

begin with, but at the last minute that headline is changed to a 

10-word headline, the layout will obviously not work in the same 

manner. The layout will get squished, emphasis will get lost and 

the entire piece may lose impact. Its like completing a puzzle only 

to be asked to insert additional pieces. The result would be far from 

appealing and make little sense.

How can you avoid this problem and produce a winning direct 

mail piece? As the old adage goes, an ounce of prevention is worth 

a pound of cure, and pre-planning all of the elements of your mail 

piece is the key.


