
Direct Mail 
Question Box 

QUESTION: What are the most im­
portant factors in selling by mail? 

ANSWER: The 3 most imoortant fac­
tors are: (1) The list, (2) the prod­
uct or service, and (3) the copy. 

QUESTION: What will increase the 
readership of your letters? 

ANSWER: There are 2 things that 
will increase the readership of your 
letters, whatever the subject may be. 
One is the full-color letterhead, which 
can be compared to the advantages 
of color television over black and 
white. The other is your opening 
paragraph, which can hold or lose a 
reader with equal effectiveness. 

QUESTION: How can you assure a 
positive 1·eaction from your direct­
mail pieces ? 
ANSWER: It depends chiefly upon 
how it's prepared. Make the mailing 
as unique as possible - proof that 
you consider the recipient an individ­
ual deserving of special consideration. 

QUESTION: What is a cooperative 
mailing? 
ANSWER: When two or more mail­
order companies combine their adver­
tising message in the same envelope, 
this is a joint or cooperative mailing. 
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its content. 3. Be sure, too, that the mailing fulfills what it 
promises. 

Goldsholl advised the group of direct-mail copywriters, artists, 
and list compilers that they consider themselves the consumer 
and be sure the mailings satisfy their own needs. 

My job as a designer is to provide the objectivity the manufac­
turer needs, but finds it difficult to have. Many a manufacturer 
thinks of the consumer as a statistic. But as a designer, I must 
think of him as a human being, Goldsholl said. He emphasized 
that the old concept that the average intellect is just seven years 
old is not correct, and that pieces cannot be effectively designed 
on this false reasoning. 

In the competition for a consumer's attention, Goldsholl ex­
plained, there may be as many as 80,000 items in a supermarket 
from which he has to choose. Then he has messages from the 
television, telephone, advertising in the newspaper, plus direct 
mail. It seems we are all very egotistical about our messages, 
he continued. We each feel our idea will get across. Yet he be­
lieves that with simplicity is the best way to be sure the mail 
is opened and acted upon. If we speak and do things simply, 
they will stand out, he said, continuing with a bit of philosophy. 
Never fear long words, he said. All big things have little names: 
Life, death, peace, war, dawn, and day. Use big words when you 
don't understand. Big words fool little people, he concluded. 

Design can help to interest people in the mailing pieces, he 
pointed out, urging his audience to present its wares as interest­
ingly, as inventively as possible, and to give designer� freedom, 
with discipline, to invent new things. 

It is possible for one to innovate in preparing direct mail. By in­
creasing delight with basic ideas, one does not have to use gim­
micks, he said. The nature of what you say can trigger the 
imagination, he added. 

Goldsholl believes he speaks for the consumer in his objective 
position as a designer. To stop me, send me mail I'll want to 
open to get new ideas and which will motivate me, he pleaded. 
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Accurate Mailing Lists ... 
all kinds by ... 

ome 
rea (local, state, national) 

lists compiled 

mimeographing 

• brochures/ forms

• letterneaas/envelopes
• paper mats/specifications
• art (design and layout)

Advance Sales Leads . 
daily reports on . . . 
• new businesses
• business changes
• newcomers
• new homeowners
• construction
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DM Shorts 
STATE ABBREVIATIONS. The Post 
Office Department has authorized 
new and shorter city and state abbre­
viations. Idaho is ID; Oklahoma, OK; 
Hawaii, HI; Alabama, AL; and so on. 
The reason behind this is the Zip 
code and other advances of postal 
science, which does not allow enough 
room on mail-addrnssing machines 
for long abbreviations. 

AMERICAN ECONOMY. The sharp 
rise in population, its changing age 
composition, and shifts in geographic 
distribution will bring sweeping 
changes to the American economy. 
Alert businessmen and government 
officials are studying these popula­
tion trends and assessing their im­
plications. They are planning how to 
best serve the needs of our growing 
and changing population. 

DID YOU KNOW: The first postal 
system in the U.S. was legalized in 
1639 by the general court of Massa­
chusetts? The money order system 
was established in 1864 in 139 post 
offices? The first airmail line was 
from Washington to New York City? 
In 1920, it was possible to send an 
airmail letter from New York City 
to San F1·ancisco? The first trans­
continental night flight started from 
San Francisco on ;February 22, 1921, 
and ended at Ha�lhurst Field, Long 
Island, N. Y., 33 hours and 22 minutes 
later? In July 1924, regular 24 hour 
transcontinental airmail was intro­
duced? 

LIGHTER SIDE. If postal rates go 
much higher, it will be just as cheap 
to marry a girl as to write her a 
letter every day. 
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· To: Oiur Customers
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And Friends 

Be Objective In Designing Direct Mail 
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Reprint courtesy: Graphic Arts Buyer 

A direct-mail piece must substitute for a personal visit by a 
salesman or company representative. And to be sure that the 
mailing piece does an adequate job of substitution, it must be 
designed to make a real contribution to the person who reads, 
sees it, and buys the product. 

This is the view of Morton Goldsholl, of Morton Goldsholl De­
sign Associates, Inc., Northfield, Ill. 

Design must relate to people, he said, pointing out that the de­
signer of direct-mail pieces, just as the designer of packages, 
advertisements for publications, or any of the graphic arts, 
must be aware of not just air, light, sun, or people, but of every­
thing of the nature of the moment. The history of people, their 
feelings, all of the factors which make the advertising man 
realize that the receiver of the mail is a human being, help him 
to produce good mailing pieces. 

Goldsholl explained that he had "grown up" in the awareness of 
"Total Design," pointing out that his teacher Moholy-Nagy 
would assign an architect to graphic arts, a sculptor to the 
photo lab, in an effort to make his students of design aware of 
all areas of design. With this approach one can bring fresh 
answers to the problems he faces, Goldsholl said. 

He ref erred to the volumes of mail which com� to every home
and the importance of mail in the scheme of today's selling. 
He told of his own experience as a receiver of mail, which led 
to his collection of pieces with different spellings of his name. 
Many of those pieces I never opened, but when I open one, I 
ask myself why I did. I have concluded that it is because the 
piece had a suggestion of importance to me, and something that 
made me feel personally involved in it. 

With the anonymity of' a mailing piece, the only thing you have 
going for you is the thing you are offering, and you must ask 
if the off er has the same impact that a salesman would have in 
presenting it to the prospect. 

Because the mailing is meant to substitute for the salesman and 
the personal visit, it cannot be too casually planned, but must be 
planned to have lasting qualities, real values. Goldsholl recom­
mended the following criteria for planning mailing pieces: 
1. Make sure that what you are offering isn't harmful. 2. Be
sure that the presentation interests them graphically and in

contd. on back page 



We hope you enjoy reading this scan of a BEB newsletter printed in 1965!

The paper has significantly aged, so we apologize for the quality of the image. Enjoy this peek from the past!
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