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ABSTRACT 
 

 
With a global advertising budget of over $694 million American Express is 

considered the 45th largest marketer in the world.  While the company has numerous 

marketing channels available to deliver their advertising message, the most common 

channel used by American Express is direct mail.  Direct mail campaigns have a 

substantial environmental impact, however with careful management this environmental 

footprint can be reduced while also improving the company’s overall economic picture.  

The objective of this project is to provide American Express with key recommendations 

for how they can minimize the environmental impact associated with each phase of their 

direct mail process while concurrently minimizing costs, strengthening brand reputation 

and increasing overall profitability.   These various recommendations were evaluated on 

three criteria: (1) ease of implementation, (2) environmental impact and (3) economic 

impact. Ultimately all three criterions were taken into consideration to produce a final 

priority ranking of each recommendation.  
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I.  Introduction  

Direct mail campaigns have a huge environmental impact on our planet.  In fact, it 

has been estimated that over 100 million trees and 28 billion gallons of water are used 

each year in producing the paper used for direct mail (Ecofuture, 2002).  The average 

American receives 560 pieces of junk mail a year and 44% of this mail is thrown in the 

trash, unopened and unread (Native Forest Network’s Guide to Stopping Junk Mail, 

2006).  This creates 4 million tons of waste and unsolicited mail accounts for nearly 2% 

of American landfills (Stopjunk.com, 2006).  Also, it is difficult to recycle these mailings 

since the inks have high concentrations of heavy metals.  Ultimately, the burden of 

disposing these materials is then put on local tax payers who spend nearly $320 million 

annually to transport this mail to landfills (Ecofuture, 2002). 

Considering the vast impacts direct mail has on our planet’s health direct 

marketers, such as American Express, need to expand their environmental programs 

beyond simply recycling.  Environmental awareness by direct marketers must 

encompasses broader issues such as being knowledgeable about the source of their paper 

suppliers, designing mailings and targeting lists to minimize waste, paying attention to 

packaging materials, and communicating their environmental commitment to customers, 

legislators, and other stakeholders. The Direct Marketing Association (DMA), the leading 

global trade association for organizations that use direct marketing, believes that this type 

of environmental awareness and stewardship can result in increased profitability and 

financial health for the company (The DMA Environmental Resource for Direct 

Marketers, 2006). 
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The objective of this master’s project is to discuss how American Express can 

improve the lifecycle of the direct mail process to not only minimize their environmental 

impact, but to also increase the company’s overall profitability.  (See Appendix A for 

lifecycle of direct mail process.)  However, before diving into the details on how 

American Express should do this, it is essential to provide some background information 

about the company including an overview of their business operations, as well as a 

discussion around their environmental impacts, including direct mail.   

Business Overview of American Express 

American Express is a diversified global financial services company 

headquartered in New York City.  The company is best known for its credit card, charge 

card and traveler’s check businesses.  American Express is a publicly traded company on 

the New York Stock Exchange and is ranked the 193rd largest company in the world by 

Fortune (Fortune, 2006).  In 2006, Business Week ranked American Express the 14th 

most valuable brand in the world, estimating the brand to be worth $19.64 billion 

(Business Week Online, 2006).   

The company generated over $24 billion of revenue in 2005 and employs nearly 

66,000 people worldwide (Hoovers, 2006).  American Express is also ranked as 

America’s 17th Most Admired Company.  This ranking is based upon 8 criteria, one of 

which is “social responsibility.” This category measures the company on both its 

environmental and social performance (Fortune, 2006).  (See Appendix B for full list of 

criteria.)  
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American Express also has a Corporate Philanthropy Program.  Through 

philanthropy activities worldwide, the company seeks to be a good citizen in the 

communities in which it conducts business and where American Express employees live 

and work (American Express Philanthropic Program, 2005).  In 2005 they made 

contributions of $31.6 million to various organizations around the globe (American 

Express Web Site, 2006).  Since American Express is a services firm they have focused 

majority of their philanthropy efforts on socially driven issues.  The three major program 

areas they make grants in are: Economic Development, Cultural Heritage and 

Community Service.  (See Appendix C for breakdown of how much American Express 

donated in each category.)   

Environmental Impacts of American Express 

 The services sector, which now accounts for three-quarters of the nation’s 

employment and Gross Domestic Product, has a major influence on the environmental 

health of the United States (Halperin, 2000). So although not typically regarded as a 

major contributor to environmental degradation, financial-services companies such as 

American Express – like all companies – have an environmental impact.  And while 

American Express has no formal environmental policy in place, many of their leading 

competitors have developed one in response to pressures from various stakeholders.  (See 

Appendix D for list of competitors and corresponding environmental policy.  See 

Appendix E for list of American Express’s various stakeholders.) 

A significant amount of American Express’s environmental impacts result from 

their internal operational activities.  These include heating and lighting in their buildings, 
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transport of employees and materials, waste in all its forms, purchasing of goods and 

services and the use of resources such as energy, paper and water.  These activities 

contribute to pressing environmental issues such as global climate change, solid waste 

issues and depletion of the earth’s natural resources.  However, good management of 

these activities can not only reduce the overall environmental footprint of the company, 

but also assist American Express in achieving higher operational efficiency and cost 

reductions. 

In addition to internal activities, American Express also has an environmental 

footprint associated with some of their business activities such as marketing.  Similar to 

Coca-Cola, Microsoft and McDonald’s - American Express is considered one of the 

world’s most reputable brands.  According to Business Week American Express is the 

14th most valuable brand in the world and is valued at over $18 billion (Business Week 

Online, 2006).  Consistent with building a strong brand is having exceptional marketing 

and advertising efforts.  In fact, it was estimated that global advertising expenditure for 

the company was $694 million in 2005 making American Express the world’s #45 

advertiser (Mind-Advertising.com, 2006).   

While American Express has numerous marketing channels available to deliver 

their advertising message, one of the most common channels used by the company is 

direct mail.  Direct mail is defined as any marketing effort that uses a mail service to 

deliver a promotional piece to a targeted audience and encompasses a wide variety of 

marketing materials, including letters, brochures, pamphlets, postcards, newsletters and 

catalogs (Entrepreneur.com, 2006).   
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Direct mail offers the company an effective way of reaching a targeted audience 

with a specific message in the most cost efficient manner.  (See Appendix F for direct 

mail pro/con list.)  Last year alone marketers’ sent over 100 billion pieces of direct mail 

and generated more than $600 billion in sales (Williams, 2006).  As one of the world’s 

largest advertisers American Express sends out millions of pieces of direct mail on an 

annual basis.   This marketing channel is used amongst both existing card members, as 

well as prospective customers.  The goal of these campaigns is to increase spending and 

drive loyalty amongst current customers, as well as to highlight the benefits of American 

Express in a way that captures new card members.     

The DMA advocates industry standards responsible for marketing, promotes 

relevance as the key to reaching consumers with desirable offers, and provides cutting-

edge research, education and networking opportunities to improve results throughout the 

entire direct marketing process (Direct Marketing Association, 2006).  However, on 

many occasions this mail is unwanted and unread and ultimately ends up in the garbage.  

The environmental impacts associated with American Express’s direct mail campaigns 

presents a variety of reputational and other risks to the company.  At the same time, the 

responsible management of their direct mail efforts could offer a unique opportunity for 

American Express to gain a competitive advantage and to save money. 

 

II. Methodology 

In order to complete an analysis of American Express’s direct mail process a 

comprehensive list of documents related to the direct mail industry were reviewed from 

academia, government, research institutes, nongovernmental organizations, consulting 
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firms, and private companies.  The most important document uncovered in this process 

was the Direct Marketing Association’s Environmental Resource for Direct Marketers 

(hereon referred to as the DMA guide).  The analysis contained within this report uses the 

information provided in this guide, as well as observations and data collected during the 

summer of 2006 while interning with American Express.  Together an analysis of best 

practices for greening American Express’s direct mail process was conducted.   

 
This study consisted of the following steps: 

 
1. Examination of existing literature to determine: 

a. Key environmental issues related to direct mail, and 

b. Best practices for greening direct mail campaigns 

2. Study of the Direct Marketing Association’s Environmental Resource for Direct 

Marketers 

3. Analysis and comparison (with the DMA guide) for best practices for greening 

American Express’s direct mail campaigns 

4. Discussion of recommendations for American Express’s implementation of these 

best practices 

 

III. Strategic Environmental Planning 

Progressive companies recognize that the environment is a strategic business 

issue.  These companies realize that environmental stewardship is a top priority with the 

public and also offers numerous opportunities to both build brand reputation and reduce 

costs for the company.  The process of “greening” American Express’s direct mail 

campaigns will require significant financial support and human resources.  In order to 
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secure the necessary resources to ensure the program’s success American Express will 

need to work with senior level management to implement a strategic environmental plan.   

 
Commitment from the Top Management 
 

Traditionally, the role of top management in a corporation is to provide strategic 

planning, organize resources, lead the company and coordinate the organization’s 

systems.  Others view the role of top management as focused more around leadership 

skills and being able to establish a clear vision and goals, communicating these to the 

employees and guiding them to successfully accomplish these goals (McNamara, 2006).  

Under both definitions it is clear that a commitment from top management would 

accelerate American Express’s environmental program and ensure its long term success. 

One way to communicate top management’s commitment to environmental 

stewardship is through a vision statement.  A vision statement describes in graphic terms 

where the goal-setters want to see themselves in the future.  American Express’s top 

management should adopt a clear vision statement indicating to employees, as well as the 

outside world, how business decisions will be made to protect the environment.  The 

vision statement could be modeled after the principles outlined by Coalition of 

Environmentally Responsible Economies (CERES).  The CERES principles are a ten-

point code of corporate environmental conduct that was created in 1989 to be used by 

companies in creating their environmental mission statement (CERES, 2007).  (See 

Appendix G for list of the CERES principles.)  

In addition to creating a vision statement, another powerful opportunity for top 

management to demonstrate their commitment to strategic environmental planning would 

be to become a formal member of organizations such as CERES or Business for Social 
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Responsibility (BSR).  Membership in organizations such as these would provide 

American Express with a forum to not only discuss key issues related to sustainability, 

but to also learn best practices from industry leaders. 

Set Measurable Goals 
 

A common saying in the business world is “what doesn’t get measured, doesn’t get 

managed.”  In order to ensure that environmental issues are being managed effectively it 

is essential to define clear, measurable goals for these initiatives.  Some specific 

examples of measurable goals for a company could include: 

• Management must adopt an environmental policy statement by June 2007 

• 70% of all office paper must be recycled by December 2008 

• 90% of all lighting in the office must come from energy-efficient compact 

fluorescent light bulbs by January 2009 

Please note that measurable goals vary with individual companies.  For example 

American Express is a services company so their environmental impact and associated 

measurements will be different than a company such as General Electric that is a 

manufacturing company.  It is essential that each company set their goals according the 

specifications of their line of business and measure them accordingly. 

In addition to setting measurable goals, it is also essential to align employee 

incentives to execute on these goals.  As such I would also recommend that American 

Express incorporate environmental stewardship into their employee rating system.  In this 

case employees would be evaluated not only on their business performance, but on their 

ability to execute on strategic environmental planning issues as well.    
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Reporting 
 

Once the visions and goals are set, as well as the measurements to define their 

success, American Express can move towards communicating this progress to the outside 

world.  One of the most effective ways to do this is by publishing an annual sustainability 

report.  As outlined by the DMA guide, regular reporting provides numerous benefits 

including: 

• Further motivating staff by providing positive feedback 

• Encouraging continuous improvement 

• Underscoring the companies commitment 

• Developing credibility and trust with stakeholders 

• Preparing for the future possibility of it becoming a requirement 

 

IV. Design 

Once American Express has an overall strategic environmental plan in place, the 

company will be well positioned to rollout an official “greening” program for their direct 

mail processes.  The first step in the direct mail process is the design phase.  In order to 

execute a campaign that incorporates maximum environmental responsibility it is 

essential to consider these environmental impacts at the campaign’s inception.  

Environmental decisions made during the design phase of the campaign can then be 

applied throughout the production and printing processes.   

Typically once a Marketing Manager at American Express decides they want to 

create a direct mail campaign for one of their products or services the first step in the 

process is to contact an advertising agency and initiate the design phase of the process.  
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The advertising agency asks the manager to complete a “brief” which outlines the key 

objectives and guidelines of the campaign.  From there the agency will design and create 

several different direct mail campaigns aimed at the targeted audience.  Ultimately the 

Marketing Manager will choose whichever campaign he/she feels will be most effective 

in communicating the desired message to the designated recipients.     

In many respects working closely with the advertising agency during the design 

process offers some of the greatest opportunities for American Express to integrate 

environmental stewardship into their direct mail process.  According to the DMA guide 

environmentally responsible mail design should be guided by the principles of avoiding 

toxic materials, minimizing waste, increasing recyclability of the mail and using 

environmentally preferable paper when feasible (The DMA Environmental Resource for 

Direct Marketers, 2006). 

Choosing an Advertising Agency 

Since the advertising agency is the party primarily responsible for designing the 

direct mail campaign the first step American Express can take to ensure their 

environmental objectives will be met during this phase is to grant preference in doing 

business with ad agencies that have pre-existing environmental policies.   By working 

with an ad agency that already factors environmental considerations into their design 

process American Express will be one step closer toward achieving these goals. 

In order to identify ad agencies that have such policies in place American Express 

should create something similar to the Best Practices Survey (BPS) that CERES created 

for the Green Hotel Initiative.  (See Appendix H for copy of CERES Green Hotel 
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Initiative BPS).  American Express could then use this BPS as part of their request for 

proposal (RFP) process in choosing their preferred ad agencies.   

Using the BPS helps achieve two goals.  First it helps the company identify 

environmentally responsible suppliers.  Second, it helps promote the idea of 

environmental stewardship to the entire ad agency community.  Circulation of the BPS 

amongst various agencies will alert them that there is a demand for “green” services and 

that they may lose business from large clients such as American Express if they are not 

able to accommodate their client’s environmental preferences.  With the implementation 

of such a tool American Express has the potential to be a catalyst for change in the entire 

industry.   

In the case that American Express is not able to identify a qualified ad agency that 

also has environmental expertise then the BPS will still be helpful.  The BPS can then 

serve as a spring board to help the chosen ad agency understand what environmental 

components they will need to consider as they assist in designing the campaign.  There 

are many factors to consider when “greening” direct mail design and production.  The 

ultimate goal of whichever ad agency is chosen will be effectiveness in generating 

response with the lowest environmental impact.  According to the DMA guide this will 

include: (The DMA Environmental Resource for Direct Marketers, 2006): 

• Design for optimum economy 

• Design materials that customers can easily recycle 

• Use environmentally sustainable materials (paper and ink) where practical 

Applying these principles to the design of each component will result in a well-

crafted campaign.  Creating a general action plan with identifiable, measurable 
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objectives, and sharing these goals with the ad agencies, as well as the printers and 

suppliers, will keep a direct marketing campaign on the right track, both economically 

and environmentally. 

Designing for Optimum Economy 

Typically, package design has been the sole responsibility of the designer, or in 

the case of American Express, the ad agency.  However, in order to maximize 

environmental efficiency it is essential for this discussion to start taking place amongst 

the designer, printers and paper suppliers alike.  All three parties need to work together to 

produce a mailing that not only lifts credit card spending (the aim of most American 

Express direct mail campaigns), but that also does so in an environmentally responsible 

manner. 

First, according to the DMA Guide, the designer should be mindful of different 

sizing options.  For example, by designing smaller marketing pieces American Express 

can reduce the amount of paper used in the mailing.  Additionally, each component in the 

package should be sized to make the most efficient use of space.  This could be achieved 

by using both sides of a piece of paper instead of using two separate sheets.  Lastly, size 

individual components to better fit in the printing press.  Often, by encouraging the 

design team and the printers to communicate with each other, just one small change in the 

design size can result in a better fit on the press that will reduce waste by using more of 

the paper on the press.       

By reducing the size of the mailing, using space more efficiently and sizing 

according to the printing press American Express will not only reduce the amount of 

paper used, but also reduce the cost of the mailings.  By using less inputs, in this case 
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paper, the production, printing and postage costs all decline.  However please note that 

these sizing reductions should only take place to a point that does not adversely affect the 

campaign’s response rate since the goal of the campaign is to generate the highest 

response rate with the least environmental impact.   

Secondly, the DMA Guide highlights that by thinking ahead, design teams can 

help facilitate the “ganging” of print runs.  Ganging, where different direct mail and 

marketing components are printed in a single print run, reduces waste, particularly on 

short print runs.   

Next, the design team can simply make an effort to minimize the number of 

components in the mail piece.  If for example there are three different pieces, or 

components, to the original concept – would it be possible to reduce this down to just two 

or keep this same content and combine the content of 2 components into one?  This not 

only reduces waste, but print runs and overall cost of the campaign.   

The design team should also consider two-way packaging.  For example, when 

soliciting some type of response from the recipient, American Express could encourage 

their designers to use two-way envelopes.  These envelopes work such that the outer 

envelope can be used reused after opening and serve also as the return reply envelope.  

Such packaging allows not only for a decrease in waste, but also the cost savings of not 

having to pay for 2 envelopes in the campaign.  

Recyclability 

The advertising agency should review each component of the mailing for overall 

recyclability.  If a particular component, or material, leads to recycling problems, then the 

agency should explore other alternatives with suppliers.   
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One major input into most direct mail packages that can cause recycling problems 

are adhesives.  The reason for this is that the adhesive material cannot be removed by 

recycling equipment and little specks of the adhesive stay in the paper pulp and gum up 

both the paper machines and printing presses.  In response, the direct marketing 

community, magazine publishers and U.S. Postal Service have worked closely with mills 

and adhesive manufacturers to identify which adhesives are the biggest offenders.  

American Express should try to avoid adhesives whenever possible.  For example, 

instead of using address labels, the company should try to print addresses directly on 

envelopes.  However, in cases where adhesives are necessary, the company should use as 

little as possible and show preference towards adhesives with the least amount of toxicity. 

Another common input into direct mail campaigns, specifically at American 

Express, are fake credit cards.  These are used as a marketing tool to entice the recipient 

to apply for a new credit card or upgrade their existing card.    Since this has been proven 

to be a successful way to lure in new customers, American Express should work closely 

with their design company and plastic supplier to make sure the plastic used in these 

cards are recyclable. 

Communicate Environmental Message 

In order to maximize the economic and environmental benefits associated with 

the thoughtful design of the marketing piece it is essential to communicate with the 

customer on these issues.  This includes a discussion on what environmental measures 

American Express has taken, as well as information on what the customer can do now. 

The advertising agency should include information in each direct mail piece that 

highlights what environmental initiatives were taken into consideration during the design, 
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production, printing and overall creation of the campaign.  This could be done by 

outlining them in the campaign itself or by directing the customer to a Web site that has 

this information included in it.  This serves to not only educate consumers on 

environmental concerns associated with the direct mail industry, but also generates 

goodwill towards the American Express brand name.  This increased goodwill could lead 

to increased loyalty amongst existing card members, as well as lead to new customer 

acquisition. 

In addition to advertising what environmental considerations were used in the 

mailing’s creation, it is also important to include information encouraging consumers to 

recycle the mailing and how best to do so.  One option for this is to include the 

“RecyclePlease.org” logo on all direct mail materials.  This Web site provides 

information about local recycling programs throughout the country, and demonstrates the 

marketers’ commitment to preserving the environment.   

 

V. Targeted Mailing and List Management 

 Once American Express has chosen the design for the campaign, the next step is 

to decide who should receive the mailing.  Over the years conventional direct mail costs 

have been rising, response rates have been dropping, mailing lists have been suffering 

from fatigue and the universe of available names that marketers can mail to profitably has 

been slipping (Stevan, 2000).  In fact, companies such as American Express now consider 

response rates as low as 2% to be a success when just a few years ago these numbers 

were as high as 4-6%.  As such, targeted mailing and list management offer some of the 

most economically and environmentally efficient opportunities for direct mail marketers.  
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Targeted mailings help ensure that the right customers receive your mailings. Effective 

list management focuses on minimizing incorrect addresses, duplicate addresses, 

unwanted mail and undeliverable mail. 

 
TARGETED MAILING 
 
Communicate with Customer 
 

In order to ensure that American Express’s direct mail campaigns are targeted toward 

the right population of card members it is essential that the company develop a means of 

understanding their customer’s preferences.  American Express should create a 

communication tool that allows customers to disclose their preferences on items such as: 

• Willingness to receive direct mail with an option for customers to put themselves 

on a do-not mail list; 

• Electronic communication on campaigns and promotions rather than through 

traditional direct mail; 

• Promotions they are most interested in learning about by category, discount 

amount, etc. 

Additionally, American Express should provide their customers with an opportunity to 

change these preferences easily and frequently.   

Segmentation, Testing & Reading Results 
 

When developing a direct mail campaign at American Express it is essential to 

know what portion of the card member population they are trying to target and what their 

intended results are.  In order to achieve this goal it is essential for the Marketing 

Manager to work along side the Statistical Analysis Team (SAT) to define which 

segments of card members are most likely to respond to the promotion and should 
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therefore receive the mailing.  By only choosing to send the campaign to customers with 

a high likelihood of responding American Express can dramatically improve response 

rates while minimizing costs and waste.   

Once the segment of card members to be targeted has been decided a test 

campaign should be sent out to a portion of this population to ensure that the desired 

results are being achieved.  And lastly, the segmentation and testing specifications should 

be developed such that the SAT team can read results on the back-end to see if the 

campaign achieved its desired results.  This can not only help to determine whether the 

campaign was successful or not, but also inform future marketing managers on how best 

to segment their campaigns.  

Cap Direct Mail Pieces Sent to Each Customer 
 

While sending direct mail has the possibility of increasing spend amongst 

American Express card members, excessive mailings can actually have the opposite 

effect.  Customers who receive too many letters and promotions may become turned off 

and actually decrease their card use.  In order to ensure that this does not happen 

American Express should do research to determine how many direct mail pieces can be 

sent to each customer per year to achieve optimum results.  Once this number is 

determined the company should monitor the number of mailings sent to each card 

member and ensure that it does not exceed the capped number.  This not only prevents 

one customer from receiving too many mailings, but also helps ensure a greater depth of 

customers is reached over the course of the year. 
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Use Email Whenever Possible 
 

While traditional direct mail has been the most common and effective way to 

distribute promotions, times are changing.  As technology continues to advance and 

assimilate into our culture it may become more advantageous to disseminate this 

information via email.  As such, American Express should consider using email more 

frequently as a way to distribute direct mail offers and promotions.  This option has a 

variety of economic and environmental benefits including (Stevan, 2000): 

• Email is faster.  While sending a direct mail piece through the mail can take 

anywhere from 3 days to 3 weeks – email is instantaneous.   

• Response is immediate.  If customers are interested in the promotion then they 

can immediately click on a link in the email and respond directly to the 

promotion.  

• Less complicated to produce.  The logistics of sending an email campaign are 

much simpler than that of a traditional direct mail campaign. 

• Costs less to send.  Emailing a promotion costs nothing while sending one via 

mail has both printing and mailing costs. 

• Less waste.  Email produces no environmental waste. 

American Express should always evaluate the effectiveness of sending a campaign 

via traditional direct mail and electronically and only choose email if they can achieve 

similar results.  Another option is to use a mixture of both in a campaign and send direct 

mail to those customers that prefer mailings and emails to those customers that prefer 

electronic communications.    
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LIST MANAGEMENT 
 
Keep Lists Clean 
 

American Express should emphasize keeping a clean, up-to-date database of names & 

addresses to mail their campaigns to.  Having accurate information available at their 

finger tips is the quickest and easiest way to reduce the number of mailings sent to 

incorrect and duplicate addresses.  Keeping a clean list can be done in several different 

ways including: 

• National Change of Address (NCOA) – The U.S. Postal Service provides up-to-

date information on address changes.  Keeping current with these frequent 

updates make it possible for American Express to correct addresses before 

sending out mailings which not only ensures that their mailing reaches the 

intended recipient quickly, but also helps saves on the cost of mailing a piece that 

would not reach its proper destination. 

• Provide regular opportunities for customers to update their address at each billing 

cycle either by mail or over the internet. 

• Offer customer incentives to notify company of duplicate mailings and incorrect 

addresses.  For example, American Express could provide customers with a $5 

discount off their next statement if they notify the company of duplicate mailings 

or incorrect addresses. 

• Ask customer service representatives to verify customer mailing addresses when 

card members call-in. 
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Policies & Procedures for Adding Names to Database 
 

American Express should develop strict policies and procedures for adding new 

names to their database.  The company should also work with customer service 

representatives to make sure they get the correct mailing addresses from customers.   

Merge & Purge 
 

Merging and purging is the best solution to the problem of mailing campaigns to 

duplicate names.  By setting up a formal merge & purge process with their customer 

database American Express can easily screen out duplicates on a list or between lists. 

Also worth noting is that this process may require some judgment calls and may 

result in deleting a unique name by accident.  As such, American Express should do a 

cost-benefit analysis to decide how conservative they want to be with eliminating names 

that cannot be confirmed as an exact duplicate. 

Subscribe to DMA Mail Preference Service (MPS) 
 

The DMA maintains a file of consumers who have notified the DMA of their 

desire to receive less advertising mail.  American Express should subscribe to the Mail 

Preference Service (MPS) and put those customers listed here on their do-not mail list.   

 
 
VI. Paper Procurement  
 

Now that American Express has designed the direct mail piece and decided who 

they will send it to, the next step in the process is to choose what paper will be used in the 

production and printing of the campaign.   In order to ensure the environmental 

soundness of this step in the process it is essential that the company develop a strong 

commitment to purchasing paper with the reduce, reuse, recycle motto.  According to the 
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DMA Guide, companies must address three main issues: where does paper come from, 

how is it made and where does it go after its used (The DMA Environmental Resource 

for Direct Marketers, 2006).  By purchasing paper with increasingly enhanced 

environmental characteristics American Express can be confident that they are making 

positive paper choices and communicate this with their stakeholders. 

Knowledge & Education 

The paper making process is very complex.  Therefore, in order for American 

Express to truly understand how best to limit the environmental impact of their paper 

usage, it is imperative that they develop a thorough understanding of the paper making 

process.  American Express could achieve this knowledge by hiring an expert from the 

paper making industry to join the company or by identifying someone within the 

organization to develop an expertise in this field.  In addition to improving the 

environmental attributes of their paper procurement and usage, this depth of industry 

knowledge could also result in increased efficiencies and cost savings. 

American Express should also put in place mechanisms for continual knowledge 

building and education.  One way to do this is by scheduling annual visits to suppliers 

and paper mills.  This is important because it allows the company to stay current on 

changing trends in the industry, as well as to verify the environmental policies of their 

suppliers.   

Another great source for knowledge, expertise and increased credibility for 

American Express could be through joining reputable non-profit organizations dedicated 

to addressing environmental issues related to the paper industry such as the Forest 

Stewardship Council (FSC) or Rainforest Action Network (RAN).  Organizations such as 
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these help monitor the environmental policies of companies that cut down tress, promote 

sustainable forestry practices and share best practices in the industry.    

Suppliers 

When choosing which suppliers to source paper from American Express should 

develop a policy that gives preferential treatment to those suppliers with a pre-existing 

environmental commitment.  One of the best ways to do this is by making sure that all 

paper suppliers have achieved forest certification by an independent third party.  These 

certification standards aim to preserve the long-term health and productivity of forests for 

timber production, wildlife habitat and water quality.  According to the DMA guide four 

credible certification systems currently operate in the North America: The American Tree 

Farm System (ATFS), the Canada Standards Association (CSA) International, the Forest 

Stewardship Council (FSC) and the Sustainable Forestry Initiative (SFI).  While the 

number of forests certified by these bodies still remains small, American Express should 

demonstrate a preference to do business with suppliers working with these forests and 

encourage others suppliers in the industry to pursue certification.   

Another important environmental and cost-savings characteristic to consider when 

choosing a supplier is to select ones that are regional.  First, regional suppliers should 

cost less since it is cheaper to ship goods a shorter distance.  Additionally, this is good for 

the environment since less greenhouse gasses, which contribute to climate change, will be 

emitted during the transportation process. 

Paper Characteristics 

There are several different characteristics that American Express can choose from 

to improve the environmental friendliness of the paper used in their direct mail 
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campaigns.  While American Express should show preferential treatment to sourcing 

paper with all of these qualities, it is also important for the company to take into account 

business factors such as print quality, availability and pricing when making their ultimate 

purchasing decision. 

First, American Express should work with suppliers to make sure that all fibers 

are coming from certified, sustainably harvested forests.  This can be done by ensuring 

that the company sources paper from suppliers that are ATFS, CSA, FSC or SFI certified.  

(See supplier section above.) 

Next, American Express should try to purchase the highest recycled content paper 

as possible for their direct mail campaigns.  While recycled paper cannot eliminate tree 

harvesting, it can reduce it, which has important environmental benefits.  There are two 

forms of recycled content paper, pre-consumer and post-consumer.  Pre-consumer 

recycled paper is paper made from material that has been discarded before reaching its 

final intended user such as leftover paper trimmings in a mill.  Post-consumer recycled 

paper is made from materials that are finished products and have served their intended 

end use and would otherwise end up in a landfill such as discarded paper from homes and 

offices.  Ideally, American Express should try to use 100% post-consumer content 

recycled paper since this is paper that would have ended up in the waste system unless it 

had been recovered and is therefore considered the most environmentally friendly option. 

Thirdly, American Express should use paper with the least amount of toxicity 

possible.  The main source of toxicity in paper manufacturing comes from the use of 

chlorine and chlorine compounds for bleaching.  As such the company should 

demonstrate a preference towards chlorine-free paper.      
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Finally, the company should utilize the lightest-weight paper possible since the 

lighter the weight of the paper the fewer trees needed to execute the campaign.  This can 

be beneficial from both a cost perspective, as well as environmental perspective.   

 
 
VII. Printing and Production 
 

Once the direct mail piece has been designed and the paper has been chosen, it is 

time for American Express to print and mail the campaign.  There are several steps the 

company can take during this stage of the process to minimize the campaign’s 

environmental footprint, while also saving the company time and money. 

Choosing a Printer 

Similarly to the process outlined for choosing an advertising agency, American 

Express should establish a policy that gives preferential treatment to work with printing 

and production companies that have pre-existing environmental policies.  Again, 

American Express could create something similar to the CERES BPS and use this survey 

as part of their RFP process to identify those company’s with the greatest environmental 

commitment.  (See Appendix H for copy of CERES Green Hotel Initiative BPS.)  The 

printers and production companies should be evaluated on what they are doing to 

minimize air pollution, water pollution, energy use and chemical waste. 

Another factor that American Express should consider when choosing a printer is 

where they are located.  The closer this company is to American Express the easier it will 

be to ship.  Reducing shipping distance saves time, energy and costs. 
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Planning for Optimum Efficiency 

By working with the design team, printers can help facilitate the “ganging” of 

print runs.  Ganging, where different direct mail and marketing components are printed in 

a single print run, reduces waste, particularly on short print runs. 

Additionally, as mentioned in the DMA guide, it is important to be open to testing 

new printing and production methods that could result in increased efficiencies.  When it 

comes to printing this includes experimenting with new printing techniques like digital 

and computer-to-plate printing that contribute to reduced chemical waste, paper waste 

and overall emissions.  From a production standpoint American Express should 

experiment with reducing print order overruns, waste allowances and in-process waste.    

Lastly, American Express should encourage their printers to utilize electronic 

publishing whenever possible.  This has a dramatic effect on the pre-press and printing 

processes since PDF proofing can eliminate the need for hard copy proofs and allows the 

proofs to be circulated more quickly.  This saves the company time, money and 

resources.  On a related note, the company should also develop a comprehensive review 

process for final proofs so that no mistake is overlooked thereby requiring a re-print of 

the entire batch. 

Recyclability 

As with every phase of the process, American Express should work with the 

printing and production company to ensure maximum overall recyclability of the project.  

Specifically, it is important to have the printers utilize ink that has minimal volatile 

organic compounds (VOC’s).  Ideally, American Express should state a preference for 

vegetable and/or soy based inks.  These are an ideal alternative to petroleum-based inks 
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not only because they are less toxic, but also because they are made from a renewable 

resource.   However, it is important that the printer work closely with the design team and 

the paper supplier to make sure the job can be printed with these inks since only certain 

papers can accommodate low VOC ink. 

In order to continue uncovering opportunities to make the printing process less 

toxic, more environmentally friendly and more efficient American Express should 

consider joining EPA programs such as the Great Printers Project which works to 

improve efficiencies in materials use and printing processes.  

 
 
VIII. Communicating your Commitment 

As American Express makes continuing efforts to “green” certain aspects of their 

business operations it is important to communicate these initiatives to the various 

stakeholders of the organization.  (See Appendix E for American Express’s stakeholders.)  

This serves not only to benefit the company by improving their brand reputation, but also 

helps educate the outside community on the importance of environmental issues and the 

natural synergy between environmental stewardship and economic success. 

The first step in this process is for the company to define very clearly what steps 

they have taken to “green” their product or service.  In this case, American Express needs 

to step back and develop a solid understanding of what initiatives they have taken to 

reduce the environmental impact associated with their direct mail campaigns.  It is only 

after defining what they have done that they can work to communicate it. 
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Webpage 

American Express should dedicate a portion of their web-site to communicate 

what steps they have taken to “green” their direct mail campaigns.  In addition, the web 

address should be included on each mailer so that customers know where they can get 

more information on the environmental initiatives taken into account when creating their 

direct mail campaign. 

Labeling 

As mentioned in the Design section, American Express should include 

information on the direct mail piece that highlights the environmental initiatives that were 

taken into consideration as the campaign was designed.  An example of this could include 

putting a “recycled” label on the mailer to indicate that the paper used in the campaign 

came from previously used paper.  

Please note that there are important legal implications associated with 

environmental labeling both inside and outside the United States.  As such, American 

Express should make sure that they abide these rules and regulations. 

Solicit Suggestions 

In addition to communicating to the outside world on what environmental 

initiatives were taken into account, it is equally important to invite further suggestions.  

American Express should create a telephone hotline and online submission process for 

customers to provide thoughts, feedback and suggestions on these efforts. 

Reporting 
 

As mentioned in the Strategic Environmental Planning section another 

opportunity for American Express to communicate their environmental commitment 
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would be through publishing an annual sustainability report that outlines what 

environmental initiatives are being undertaken by the company.  Producing reports such 

as the GRI serve the purpose of not only being able to communicate with various 

stakeholders about the company’s environmental commitment, but provides a solid 

platform for continuous improvement in this area. 

 

IX. Recycling and Waste Disposal 

After taking so much care and consideration during the design phase of the 

campaign to use environmentally friendly inputs it is imperative that American Express 

encourage their customers to recycle their direct mail pieces once they are done with it.   

Educate & Raise Awareness 

American Express should communicate with their card members on the problems 

associated with waste disposal and educate them on what they can do to address this 

issue.  This could be done by including information on their web-site and in their 

mailings on how to recycle and connect these card members with local resources on 

recycling.  Additionally, American Express could participate in recycling programs and 

volunteer initiatives in cities where the company has a large card member base.  Lastly, 

American Express could also consider donating a certain portion of money from their 

Corporate Philanthropy Department toward recycling programs and initiatives around the 

country.  (See Appendix C for Corporate Philanthropy Department donation breakdown.) 

Customer Incentives 

American Express should consider innovative ways to provide incentives for 

customers to recycle their direct mail.  One example could be to have a contest where 
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customers hold onto all their direct mail pieces over a six month period and the customer 

who has the most (by weight) and recycles it gets a $100 American Express gift card.    

Practice What you Preach 

As American Express works toward “greening” their direct mail pieces it is also 

essential that they apply the same principals to their internal operations.  For example, 

just as they aim to use 100% post-consumer content recycled paper for their mailings, 

they should also try to use this paper in the photocopy machines and printers in their 

office.  Additionally, they should develop a comprehensive recycling program for all the 

waste generated from their business operations.  This should include not only paper, but 

glass, plastic, cardboard and computer equipment. 

 

X. Priority and Recommendations 

This document has provided numerous suggestions throughout each stage of the 

direct mail lifecycle for what American Express should do to “green” this process.  (See 

Appendix A for lifecycle of the direct mail process.)  Appendix I captures each of these 

recommendations and rates them on a scale of 1 to 3 in the following four categories:   

1. Ease of Implementation – This refers to the ease by which American Express 

could implement the initiative.  This considers time and money to both implement 

and maintain progress on the initiative. 

RATINGS:  

o 1 – This initiative will cost less than $10,000 and can be implemented in 

0-6 months. 
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o 2 –Task will require between $10,000 - $50,000 and take 6-12 months to 

implement. 

o 3 -Task will require over $50,000 to execute and will take greater than 12 

months to implement. 

2. Environmental Impact – This refers to the environmental impact associated with 

implementing this initiative.   

RATINGS:  

o 1 – Implementation of initiative will result in significant environmental 

benefits such as carbon reductions or large cutbacks in the use of natural 

resources. 

o 2 – Initiative has moderate environmental benefits. 

o 3 - Initiative does not have much, if any, direct environmental benefits. 

3. Economic Impact – This refers to both the cost of implementing the initiative, as 

well as the potential cost savings realized after the initiative is in place.   

RATINGS:  

o 1 – Initiative will result in an overall cost savings for American Express. 

o 2 – Initiative will result in a break-even scenario. 

o 3 – Initiative will cost end up costing the company money to implement. 

4. Priority – This category refers to the overall importance of implementing this 

initiative and also takes into account the three categories mentioned above.   

RATINGS:  

o 1 – All things considered, this initiative should be one of the first tasks 

implemented.   
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o 2 – These initiatives should be implemented after the items ranked as 

priority 1. 

o 3 – These initiatives should be implemented after the items ranked as 

priority 2. 

 

XI. Conclusion 

Overall the commitment by American Express to “green” their direct mail 

campaigns offers a variety of opportunities to not only increase the company’s brand 

reputation, save money and generate increased profit, but to also minimize their 

environmental footprint.  As a luxury brand reducing environmental impacts often works 

hand-in-hand with the interests of the company’s main consumers since affluent people 

are often sympathetic to these types of issues. 

American Express should begin the process of “greening” their direct mail 

campaigns by implementing the initiatives ranked as priority one in the recommendation 

matrix, and from there move onto those ranked two and then three.  However, it is 

important to note that these rankings are not inflexible.  It is very possible that after 

implementing certain initiatives American Express may realize that certain other tasks 

have become more or less important.  In this case the company should continue to revise 

the priority of each recommendation. 

Lastly, American Express should not limit their environmental commitment to 

just their direct mail campaigns.  They should utilize this effort as an opportunity to 

springboard into greater environmental stewardship.  After securing buy-in from top level 

management, joining leading environmental organizations such as CERES and producing 
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a sustainability report American Express will be well poised to explore other areas where 

they can work to reduce their environmental footprint. 



38 

XII. References 

Altstiel, Tom.   Advertising Strategy: Creative Tactics from the Outside In.  Thousand 
Oaks, Calif.: Sage Publications, 2006. 
 
American Express Grant Recipients.  Available at:  
http://home3.americanexpress.com/corp/gb/grant.asp.  Accessed April 23, 2007. 
 
American Express Philanthropic Program - 2005 Grants.  Available at: 
http://home3.americanexpress.com/corp/gb/pdfs/2005grantslist.pdf.  Accessed December 
12, 2006. 
 
American Express Web Site.  Available at: 
http://home3.americanexpress.com/corp/gb/grant.asp.  Accessed December 12, 2006. 
 
Business Week Online: Top 100 Global Brands Scoreboard.  Available at: 
http://bwnt.businessweek.com/brand/2005/.  Accessed December 12, 2006. 
 
CERES Web Site.  Available at: 
http://www.ceres.org/coalitionandcompanies/principles.php.  Accessed February 16, 
2007. 
 
Direct Marketing Association Web Site.  Available at:  http://www.the-
dma.org/aboutdma/.  Accessed December 11, 2006. 
 
Ecofuture.org Web Site.  Available at: http://www.ecofuture.org/jmtips.html.  Accessed 
December 11, 2006. 
 
Entrepreneur.com Web Site.  Available at:  
http://www.entrepreneur.com/encyclopedia/term/82234.html.  Accessed December 10, 
2006. 
 
Fortune: America’s Most Admired Companies 2006.  Available at:  
http://money.cnn.com/magazines/fortune/mostadmired/.  Accessed December 11, 2006. 
 
Fortune: Global 500 2006.  Available at: 
http://money.cnn.com/magazines/fortune/global500/2006/full_list/101_200.html.  
Accessed April 23, 2007. 
 
Halperin, Jonathan.  Environmental Impacts of Service Sector Could be Reduced through 
New Incentives for Business.  Washington D.C., March 13, 2000.  Available at: 
http://www.rff.org/rff/News/Releases/2000/Environmental-Impacts-of-Service-Sector-
Could-Be-Reduced-Through-New-Incentives-for-Businesses.cfm 
 
Hoover’s Company Records - American Express.  Austin: December 1, 2006., Iss. Aj-
Aq; pg. 10085. 



39 

 
McNamera, Carter.  Basics – Definitions (and Misconceptions) About Management.  
Free Management Library, 2006.  Available at: 
http://www.managementhelp.org/mgmnt/defntion.htm 
 
Mind-Advertiser.com Web Site.  Available at: http://www.mind-
advertising.com/us/amex_us.htm.  Accessed December 12, 2006. 
 
Native Forest Network’s Guide to Stopping Junk Mail.  Available at: 
http://nativeforest.org/stop_junk_mail/nfn_junk_mail_guide.htm.  Accessed December 
11, 2006. 
 
Roberts, Stevan.  Internet direct mail: The complete guide to successful e-mail marketing 
campaigns.  Chicago, Illinois, NTC Business Books, 2000. 
 
Stopjunk.com Web Site.  Available at: http://www.stopjunk.com/.  Accessed December 
11, 2006.   
 
The DMA Environmental Resource for Direct Marketers.  Direct Marketing Association, 
Inc.  Third Edition, June 2004. 
 
Williams, Rebecca. The hidden costs of “junk” mail.  The Environment Report.  June 26, 
2006.  



40 

XI. Appendix 

 
Appendix A: Lifecycle of Direct Mail Process 
 
 
 
 
 
 
 
 
 
 
 

1. Strategic Environmental Planning 
2. Design 
3. Targeting & List Management 
4. Paper Procurement 
5. Printing & Production 
6. Communicating your Commitment 
7. Recycling & Waste Disposal 

 
 
 
 
Appendix B: Fortune’s Criteria in Ranking America’s Most Admired Companies 
 
 
 

Eight Key Attributes        
of Reputation

American Express 
Industry Rank

Innovation 1
People Management 1
Use of Corporate Assets 1
Social Responsibility 3
Quality of Management 1
Financial Soundness 3
Long-term Investment 1
Quality of Product/Service 1  
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Appendix C: Corporate Philanthropy Department 2005 Donation Breakdown 
(American Express Grant Recipients, 2005) 
 
 
 

 
 
 
Appendix D: List of Competitors and Corresponding Environmental Policy 
(Hoovers, 2006) 

 

Competitor Industry
Environmental 

Policy
Advance Publications Publishing
Allstate Insurance & Banking X
Barclays Travel Services
BCD Travel Travel Services X
Carlson Wagonlit Travel Services
Chase Financial Services X
Citigroup Financial Services X
Discover Credit Card
FMR Financial Services X
John Hancock Financial Services Financial Services X
JPMorgan Financial Services X
JTB Travel Services
Mastercard Credit Card
Merrill Lynch Financial Services X
MetLife Insurance  
Morgan Stanley Financial Services X
Ovation Travel Group Travel Services
Prudential Financial Services X
Tzell Travel Group Travel Services
Visa Credit Card  
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Appendix E: American Express’s Stakeholders 

 

There are a variety of stakeholders involved in American Express’s direct mail process.  
Amongst those stakeholders are: 

American Express Stakeholders
Customers (current & prospective)
Employees
Investors / Shareholders
Advertising agency, paper supplier, printer, mailing house
Advocacy/NGO community
Government (including the U.S. Postal Service)
Local authorities
Policy makers and legal community  
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Appendix F: Direct Mail Pro/Con List 
 
Unlike other forms of advertising, in which you're never sure just who's getting 

your message, direct mail lets you communicate one-on-one with your target audience. 
That allows you to control who receives your message, when it's delivered, what's in the 
envelope and how many people you reach (Entreprenuer.com, 2006). Direct mail offers 
many benefits including (Altsiel, 2006): 

 
PRO's OF DIRECT MAIL

Pro Description

It’s specific & targeted 
With good data, a marketer can zero in on specific demographics and 
lifestyles to create a more powerful and relevant message.

It’s personal 
Direct mail is as close as you can get to one-on-one marketing since you can 
personalize the mailer with the recipient’s name & address.

It can be high impact
If you correctly tap the wants and needs of the people you are mailing to you 

can provide real value to the recipient.

It’s flexible 
The U.S. Postal Service makes it easy to mail virtually anything you want 
regardless of size, shape and weight.

It can be localized
A mailer for a nationally advertised brand can included the names and 
addresses of local retailers.

It can generate sales where there are 
no stores

You can solicit direct response sales from customers that you otherwise might 
not have been able to reach.

It can help gather information 
Given the right incentives, many people send back mail surveys and other 
relevant information.

It can be used to encourage trials of 
new products Samples and discount coupons help launch many new products.

It delivers immediate & measurable  
results 

You know almost immediately if your mailing is successful based on direct 
sales, phone orders, return of reply cards or other measurement methods.

It can be used as part of an integrated 
marketing program 

For example requests for information in a magazine ad are fulfilled by 
sending direct mail, you can direct people to a Web site for more detailed and 
interactive messages. 

 
While direct mail offers many unique benefits, there are also some notable downfalls to 
this method of advertising (Altsiel, 2006). 
 

CON's OF DIRECT MAIL
Con Description
It’s success heavily dependent on 
mailing list Your direct mail is only as good as your mailing list.
It’s disliked by customers People hate it.  Often direct mail is unwanted and mistrusted.

It can be mistaken for “junk mail” 
It’s difficult to create economical and effective direct mail that doesn’t look 
like “junk mail.”

It’s costly 

The cost per thousand is very high in most cases.  Elaborate pieces and three-
dimensional mailers can be very expensive to produce, and postage rates keep 
climbing.

It causes environmental damage 
The production, mailing and disposal of direct mail has various negative 
environmental and social ramifications.
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Appendix G: CERES Principles (CERES, 2007) 

Protection of the Biosphere - We will reduce and make continual progress toward 
eliminating the release of any substance that may cause environmental damage to the air, 
water, or the earth or its inhabitants. We will safeguard all habitats affected by our 
operations and will protect open spaces and wilderness, while preserving biodiversity.  

Sustainable Use of Natural Resources - We will make sustainable use of renewable 
natural resources, such as water, soils and forests. We will conserve non-renewable 
natural resources through efficient use and careful planning.  

Reduction and Disposal of Wastes - We will reduce and where possible eliminate waste 
through source reduction and recycling. All waste will be handled and disposed of 
through safe and responsible methods.  

Energy Conservation - We will conserve energy and improve the energy efficiency of 
our internal operations and of the goods and services we sell. We will make every effort 
to use environmentally safe and sustainable energy sources.  

Risk Reduction - We will strive to minimize the environmental, health and safety risks 
to our employees and the communities in which we operate through safe technologies, 
facilities and operating procedures, and by being prepared for emergencies.  

Safe Products and Services - We will reduce and where possible eliminate the use, 
manufacture or sale of products and services that cause environmental damage or health 
or safety hazards. We will inform our customers of the environmental impacts of our 
products or services and try to correct unsafe use.  

Environmental Restoration - We will promptly and responsibly correct conditions we 
have caused that endanger health, safety or the environment. To the extent feasible, we 
will redress injuries we have caused to persons or damage we have caused to the 
environment and will restore the environment.  

Informing the Public - We will inform in a timely manner everyone who may be 
affected by conditions caused by our company that might endanger health, safety or the 
environment. We will regularly seek advice and counsel through dialogue with persons in 
communities near our facilities. We will not take any action against employees for 
reporting dangerous incidents or conditions to management or to appropriate authorities.  

Management Commitment - We will implement these Principles and sustain a process 
that ensures that the Board of Directors and Chief Executive Officer are fully informed 
about pertinent environmental issues and are fully responsible for environmental policy. 
In selecting our Board of Directors, we will consider demonstrated environmental 
commitment as a factor.  

Audits and Reports - We will conduct an annual self-evaluation of our progress in 
implementing these Principles. We will support the timely creation of generally accepted 
environmental audit procedures. We will annually complete the Ceres Report, which will 
be made available to the public.  
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Appendix H: CERES Green Hotel Initiative Best Practices Survey (BPS) (CERES, 
2007) 
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Appendix I: Recommendation Matrix 
Ease to 

Implement      
(1, 2 or 3)

Environmental 
Impact         

(1, 2 or 3)

Economic 
Impact         

(1, 2 or 3)
Priority        

(1, 2 or 3)
STRATEGIC ENVIRONMENTAL PLANNING

Commitment from the Top
Top management buy-in 2 2 2 1

Vision statement 1 2 3 2
Joining organizations such as CERES or BSR 3 1 2 2

Measurable Goals
Set measurable Goals 3 1 2 1
Aligning incentives for employees 2 2 2 2

Reporting
Produce an annual sustainability report 3 1 2 2

DESIGN
Choosing an Ad Agency

Show preference to agencies with environmental policies 1 1 2 1
Best Practices Survey (BPS) 2 2 2 2

Designing for Optimum Economy
Designer should work with printers & paper suppliers 2 1 1 1
Sizing

Reduce size of mailing 2 1 1 2
Use space efficiently 2 1 1 2
Size components according to printing press 2 2 2 3

Facilitate combining print runs 3 2 2 3
Reduce number of components 2 1 1 2
Consider two-way packaging 2 2 2 2

Recyclability
Only use materials in the mailer that are recyclable 2 1 2 1

Avoid adhesives & other toxic materials 2 1 2 2
Work with suppliers to find recyclable plastic for fake credit cards 2 2 2 3

Communicate environmental message
List environmental initiatives somewhere on the campaign 1 3 3 2
Encourage customer to recycle mailing 1 1 2 1

Chapter Titles
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Ease to 
Implement      
(1, 2 or 3)

Environmental 
Impact         

(1, 2 or 3)

Economic 
Impact         

(1, 2 or 3)
Priority        

(1, 2 or 3)Chapter Titles
 
PAPER PROCUREMENT

Knowledge & Education
Externally hire or internally develop an industry expert 2 1 2 1
Visit suppliers and paper mills 3 2 2 2
Join industry organizations 2 1 1 1

Suppliers
Purchase from certified suppliers 2 1 3 2
Show preference to regional suppliers 2 1 2 2

Paper Characteristics
Certifed fibers 2 1 3 2
Highest recycled content possible 1 1 3 1
Minimized toxicity 2 1 3 2
Reduced paper weight 1 2 1 1

PRINTING & PRODUCTION
Choosing a Printer

Show preference toward printers with environmental policies 1 1 2 1
Best Practices Survey (BPS) 2 2 2 2

Choose printers & production companies in close proximity 2 1 2 2
Planning for Optimum Efficiency

Facilitate combined print runs 2 2 2 2
Try new printing & production methods 3 2 2 3
Utililze electronic publishing whenever possible 1 1 1 1
Implment formal review proces for review of final proofs 2 2 2 2

Recyclability
Use low VOC soy & vegetable based inks 1 2 3 2
Join programs such as EPA's Great Printer Project 1 2 2 2
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Ease to 
Implement      
(1, 2 or 3)

Environmental 
Impact         

(1, 2 or 3)

Economic 
Impact         

(1, 2 or 3)
Priority        

(1, 2 or 3)Chapter Titles
 
TARGETING & LIST MANAGEMENT
Targeting

Communicate with Customer
Option to join do-not mail list 1 1 1 1
Preference for electronic communication 1 1 1 1
Interest in which types of promotions & categories 2 2 2 2

Segmentaiton, Testing and Reading Results
Work with SAT team to develop segmentation 2 2 1 1
Test segmentation 2 2 1 2
Read results on the back-end 2 2 1 2

Cap Direct Mail Pieces Sent to each Customer 2 2 2 2
Use Email Whenever Possible 2 1 1 1

List Management
Keep Lists Clean

Keep database clean 2 1 1 1
Use National Change of Address (NCOA) 1 1 1 1
Provide easy access for customers to update information 1 2 2 2
Utilize customer incentives 2 2 3 3
Ask customer service reps to verify addresses 1 2 2 2

Policies & procedures for adding names
Create strict policies & procedures for adding names 2 2 2 2

Zip code correction software 2 2 2 2
Address standardization procedures 2 2 2 2
Customer service representative procedures 2 2 2 2

Merge & Purge
Purge out duplicate names from database 2 1 1 1

Subscribe to DMA Mail Preference Service (MPS)
Put people from MPS on do-not mail list 1 2 2 1
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Ease to 
Implement      
(1, 2 or 3)

Environmental 
Impact         

(1, 2 or 3)

Economic 
Impact         

(1, 2 or 3)
Priority        

(1, 2 or 3)Chapter Titles
COMMUNICATING YOUR COMMITMENT

Webpage
Create a webpage for environmental initiatives 2 2 2 1

Labeling
Use eco-labels 2 2 2 2

Solicit Suggestions
Gather customer feedback & suggestions 2 2 2 2

Reporting
Produce an annual sustainability report 3 2 2 2

RECYCLING AND WASTE DISPOSAL
Educate & Raise Awareness

Include educational information on mailings & web-site 1 1 2 1
Participate & volunteer in local recycling initiatives 2 2 3 2
Donate money to recycling programs 3 2 3 3

Customer Incentives
Provide customer incentives to recycle 2 2 3 3

Practice what you Preach
Implement internal recycling program at American Express 3 1 1 1

 


