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Digital innovations have 
transformed direct mail.

Print as a medium has evolved into a hyper-targeted 
marketing tool powered by digital intelligence. The Next 
Generation Campaign Awards™ contest celebrates those 

who have successfully embraced digital technologies 
such as the Informed Delivery  feature, voice assistant, 

and video with engaging, innovative mailpieces.
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Mailpieces included are the finalists and honorable mentions 
for the USPS-sponsored Next Generation Campaign Awards, 
but selection does not constitute an endorsement by the Postal 
Service of the products or services advertised in the mailpieces.
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Informed Delivery allows organizations to connect their direct mail 
campaigns and digital marketing strategies by providing users with 

the ability to preview their mailpiece before it arrives—straight from an 
email notification, USPS® mobile app, or an online dashboard.

Informed Delivery®

Did you know?

27%

63.2%

of consumers make 
purchases because 

of mail received1

Immersive experiences 
evoke 27% higher 

engagement3

4B

pieces were mailed 
with augmented 
reality in 20172

average email open rate 
for 2019 with the Informed 

Delivery feature1

50%

of surveyed customers check 
their mailbox because they 
“wanted to get a mail piece 

that [they] saw with the 
Informed Delivery feature.”

56%

 25M+ 

Registered users4

1



DISCOVERY CHILDREN’S MUSEUM 

360 PROMENADE PLACE 

LAS VEGAS, NV 89106-1470

PLACE  
POSTAGE  

HERE

From:  USPS

10:30 AM

To: John

Informed Delivery Daily Digest 7:52 a.m.

MAIL

COMING TO YOUR MAILBOX SOON

View all mail on dashboard

Learn More >

FROM Discovery Children’s Museum

This multichannel campaign leveraged the 
Informed Delivery® feature and several 
emerging technologies to raise funds for the 
Discovery Children’s Museum. To facilitate 
engagement, prospective donors were given 
various options to interact with the mailpiece—
through Alexa or Google voice assistants, SMS 
text, website, phone, and BRM channels.

GOAL: Build broad community support 
and awareness.

Representative 
Image

Return envelope

Ride-Along 
Image

usps.com/nextgen

Designed by Engage Marketing Inc. • Printed by Hey Frank

Hear from a Discovery Children’s Museum kid in action. 
You can ask your Alexa/Google voice assistant:

“Launch Respond Fast,” then when prompted say “Discovery”

Hear from a Discovery Children’s Museum kid in action. 
You can ask your Alexa/Google voice assistant:

“Launch Respond Fast

Discovery Children’s Museum 
Annual Fund Campaign

Recipients were 
encouraged to use 
Alexa or Google voice 
assistant to make 
donations in response 
to the mailing... To 
date, this campaign 
has helped re-engage 
past donors and 
continues to bring 
in additional support." 

Tom Mackel, Director of 
Marketing and Communications, 
Engage Marketing

“

The U.S. Postal Service® does not have direct knowledge of the goals 
and results of this campaign. The results are provided by the company.

Grand Champion Finalist

http://usps.com/nextgen




Having unsuccessful results from a standard 
bi-fold self-mailer, Comcast developed an 
innovative format that included a die-cut and  
a soft touch aqueous coating.

Using the same content and offer, this gate-
fold self-mailer teased the offer on the cover 
with a $200 gift card image. With the unique 
format, clean design, and clear messaging on 
both the mailpiece and coordinated graphics for 
the Informed Delivery® feature, this direct mail 
campaign performed well-beyond expectations.

GOAL: Develop a unique and affordable 
direct mail format with a digital marketing 
solution that will engage existing customers 
and drive more customer referrals.

usps.com/nextgen

From:  USPS

10:30 AM

To: John

Informed Delivery Daily Digest 7:52 a.m.

MAIL

COMING TO YOUR MAILBOX SOON

View all mail on dashboard

Learn More >

FROM Comcast

By integrating a 
digital platform 
such as Informed 
Delivery, which 
represented up to 
18% of our mailing 
list, this campaign 
resulted in a 95% 
lift in daily activity.”

Roberta Rivinius, 
Managing Partner, 
Snap Creative Marketing

Teasing the offer with a 
die-cut gift card helped 
inspire a high open rate.

 4:1 
Return on 
Ad Spend

  95%
Lift in Average 
Daily Signups

“

Designed and Printed by Snap Creative Marketing

Comcast Xfinity Refer A Friend

Grand Champion Winner

WINNER

The U.S. Postal Service® does not have direct knowledge of the goals 
and results of this campaign. The results are provided by the company.

Representative 
Image

Ride-Along 
Image

http://usps.com/nextgen




Out of over thirty 
marketing initiatives 
we launched in 
2019, Imagination 
On Display was by 
far the most talked 
about and gave 
us the greatest 
results of anything 
we executed... we 
are still reaping the 
results.” 

Brad Bartlett, President,
Opti Print and Fulfillment

With an industry that thrives on being different 
and creative, the direct mail campaign had to 
be visually compelling to reach this targeted 
audience of beauty and cosmetics companies.

To capture the essence of the cosmetic 
industry, lenticular printing was selected to 
mirror the stunning effects makeup application 
can achieve. This creative solution garnered 
positive feedback and interest in future 
packaging and POS needs.

GOAL: Target top 100 beauty product 
manufacturers as the single source for 
innovative packaging and POS solutions.

usps.com/nextgen

Designed and Printed by Opti Print and Fulfillment

Fleetwood-Fibre Imagination on Display

“

Innovative B2B Campaign Winner

WINNER

The U.S. Postal Service® does not have direct knowledge of the goals 
and results of this campaign. The results are provided by the company.

Interactive Mailpiece

Lenticular printing was selected 
to mirror the changing effects that 

cosmetics can achieve.

  47% 
Response 

Rate

  
$4.21

Return on 
Ad Spend

http://usps.com/nextgen




 28%
Response Rate

Integrating 
multi-channel 
engagement 
into direct mail 
demonstrates 
our commitment 
to embracing 
technology.”

Jenna Paternostro, 
Customer Experience 
Manager, Structural 
Graphics

The holiday card was designed to give multiple 
impressions over time through its easy-to-use 
interactive experience that could be viewed multiple 
times. Using a smartphone, the QR code linked 
to a video of the Northern Lights that could be set 
below the physical framework of die-cut trees. 
The response rate nearly doubled, even garnering 
requests for more samples. 

The theme was specific to the origin of Iggesund’s 
flagship product, Invercote, as well as the important 
role that sustainable forestry and fibre-based 
products can play in mitigating climate change.

GOAL: Showcase the countless print and 
finishing possibilities of Iggesund Paperboard.

usps.com/nextgen

 96%
Lift in Response 

from Previous Year

STEP 1
Scan the QR code or go 
to iggesund.com/light

STEP 2
Place mobile device 
face up underneath 
the opening

STEP 3
Share using #myforest

“

The U.S. Postal Service® does not have direct knowledge of the goals 
and results of this campaign. The results are provided by the company.

Innovative B2B Campaign Finalist

Iggesund Paperboard 2019 Holiday Card
Designed by Structural Graphics • Printed by Iggesund Paperboard

http://usps.com/nextgen


When the QR code is scanned, 
a light show appears, creating 

an “aurora borealis” effect 
when the phone is placed 

within the piece.

Accompanying Video

See the piece 
in action.

http://a248.e.akamai.net/f/248/60653/1d/usps.download.akamai.com/60653/streaming/vod/NGA2020c.mp4


SUTTLE-STRAUS

Scent Mailer
Designed and Printed by Suttle-Straus

PPAI

Experience Extraordinary Sights
Designed and Printed by Opti Print and Fulfillment

usps.com/nextgen

This mailer was sent to encourage people 
to learn about the way print can engage 
the senses. It directed people to download 
an ebook with 11 ideas for printing 
techniques that involve the senses.

“The creative covered the driving theme of the 
PPAI Expo in Las Vegas which involved the 
element of sight—a key sensory experience 
of the show. This breakthrough direct mail 
campaign...more than doubled our goal.” 
Brad Bartlett, President, Opti Print and Fulfillment

Return on
Ad Spend

391%

When the handle is 
turned, a scratch and 
sniff gumball appears.

Honorable Mention 
Innovative B2B Campaign Award

Response
Rate

24.7%

http://a248.e.akamai.net/f/248/60653/1d/usps.download.akamai.com/60653/streaming/vod/NGA2020f.mp4
http://usps.com/nextgen
http://a248.e.akamai.net/f/248/60653/1d/usps.download.akamai.com/60653/streaming/vod/NGA2020g.mp4


DRAGANFLY INNOVATIONS

3D Invitation
Designed and Printed by 
Creative Direct Marketing Group (CDMG)

This espionage-themed mailer 
included a drone with a locked safe 
containing the drone’s controller. In 
order to unlock the safe, recipients 
had to call Draganfly and ask for 
a combination. Despite a difficult 
audience of investment newsletter 
writers, Draganfly achieved a 30% 
response rate, and thirteen writers 
flew to Las Vegas to learn more.

Response 
Rate

30%

SNAP CREATIVE MARKETING

Snap Summer Campaign
Designed and Printed by Snap Creative Marketing

“In one small Snap branded box, we 
were able to effectively communicate our 
core competencies by showcasing smart 
marketing, exquisite printing with high-end 
finishing techniques, social media and other 
digital mediums and promotional products. 
We experienced an increase of new project 
requests from our existing clients as well 
as inquiries from potential clients.”  
Roberta Rivinius, Managing Partner, 
Snap Creative Marketing

Return on 
Ad Spend

3:1

Response
Rate

42.5%

The box included a 
popsicle power bank 

and 3-in-1 USB charger.

Honorable Mention 
Innovative B2B Campaign Award

http://a248.e.akamai.net/f/248/60653/1d/usps.download.akamai.com/60653/streaming/vod/NGA2020h.mp4
http://a248.e.akamai.net/f/248/60653/1d/usps.download.akamai.com/60653/streaming/vod/NGA2020b.mp4


Increase in 
Lead Rate

60%

ARXAN TECHNOLOGIES

Secret Message
Designed and Printed by Printing for Less (PFL)

This application security company leveraged 
an interactive invisible ink experience to add 
$4.5 Million to its pipeline. One Chief Security 
Officer called immediately after receiving the 
kit and said it was “the coolest thing he had 
ever received from a marketing team.”

LEICA MICROSYSTEMS

ARveo Product Launch 
Designed by The Verdi Group 
Printed by Hawver

A multi-channel campaign was designed to 
reach two audiences—vascular neurosurgeons 
and Operating Room Directors. High-impact 
dimensional mailings dramatized the 
augmented reality technology of the ARveo 
microscope. Supporting the campaign were 
versioned emails, interactive landing pages, 
and outbound telemarketing.

in Pipeline Leads 
in the First 
3 Months

$2M

usps.com/nextgen
Honorable Mention 

Innovative B2B Campaign Award

http://usps.com/nextgen
http://a248.e.akamai.net/f/248/60653/1d/usps.download.akamai.com/60653/streaming/vod/NGA2020a.mp4
http://a248.e.akamai.net/f/248/60653/1d/usps.download.akamai.com/60653/streaming/vod/NGA2020d.mp4


Informed Delivery 
Response Rate

5.1%

AAA NORTHEAST

Your AAA Jan/Feb 2020 
Designed by PACE Communications 
Printed by Quad/Graphics, Inc.

UNIVERSITY OF MARYLAND SCHOOL OF MEDICINE 

Spring 2019 General Grateful 
Patient Appeal
Designed and Printed by Navistar Direct Marketing

“AAA Northeast's successful Informed 
Delivery campaign solves a problem many 
publishers face: how to drive people ‘deeper’ 
into their books.” 

Matt Robertson, Advertising Team Lead, 
Brand & Content Marketing, AAA Northeast

“We saw a 43.5% increase in donations 
from the preceding year with the addition 
of Informed Delivery. We have now 
incorporated Informed Delivery into all 
of our printer/mail house appeals and 
continue to see impressive results.” 
Irene Amoros, Director of Annual Giving & 
Special Projects, University of Maryland

The Representative image provided a 
preview of key articles inside the magazine.

Honorable Mention 
Grand Champion Award

Click-through
Rate

20.1%



Incremental
Sales

$1.4M+

CONYERS NISSAN 

Handwritten Note Mailer 
with Business Card 
Designed and Printed by Innovative Direct

LORD + TAYLOR

December Friends and 
Family Event 
Designed by Harte Hanks 
Printed by Quad/Graphics, Inc.

This highly personalized campaign 
leveraged Informed Delivery as well 
as a “handwritten” note, which led to 
67 cars sold and 238 phone calls.

A storytelling strategy was developed 
to help engage the customer and elicit 
excitement. The mailpiece included a 
branded QR code and detachable card, 
along with strong promotional offers to 
make this Friends and Family Event more 
relevant and valuable to the customer. 

Incremental
Sales

$1.4M+

Cars Sold
67

usps.com/nextgen
Honorable Mention 

Grand Champion Award

http://usps.com/nextgen


usps.com/nextgen

Expand. Engage. Energize.

http://usps.com/nextgen





