
Please Recycle 
The familiar “chasing arrows” recycle bug has various 
appearances which indicate specific recycling information.

	 The symbol shown in outline means that the product 
 	 may be recycled where appropriate recycling 
	 programs exist. The solid version is an option and 
	 both may be used with the phrase “Please Recycle”.

	 Solid arrows in a circle indicate that the paper 
	 contains recycled materials. It should be used only 
	 if the paper contains a minimum of 30% post-consumer 
	 waste and should be noted near the bug.

	 White arrows in a black circle indicate that the 
	 paper is made of a minimum 50% recycled materials 
	 and 10% post-consumer waste. It should have a  
	 qualifying statement of content next to it.

Recycle bugs should be printed in green or black ink, 
or the darkest solid color used.

An easy, no-cost way to build additional awareness is to print  
“Please Recycle” or “Support Recycling in Your Community” on 
your piece. 

Direct Marketing is
Greener Than You Think

The wood products industry in North America plants more 
trees than it harvests each year. As a result, the amount 
of U.S. forestland today is about the same as it was in the 
early 1900’s despite a dramatic rise in population. When 

you think about it, this makes sense. Why would a paper 
or catalog producer want to eliminate, or even reduce a  
critical resource? That would be like an orange juice  
maker working to eliminate citrus farms.

Paper is a renewable resource. According to a recent survey 
by the American Forest and Paper Association, 66 percent 
of the U.S. population has access to recycling for 

magazines, catalog and direct mail paper, while 55 
percent of all paper consumed in the U.S. was recovered 

for recycling in 2007. That means the amount of paper 
recycled last year would weigh as much as 360 pounds for 
 every man, woman, and child in the United States.*  
							       *Source: Direct Marketing Association
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Lead “sled dog” Robert Barrett, City 
of Rancho Mirage Marketing Director, 
is at the forefront of Coachella 
Valley tourism marketing these days. 
He’s kicked off an edgy 2008-2009 
campaign designed to bring the 
Southern CA tourist drive market 
to Rancho Mirage. 

Using the theme “Rancho Mirage: 
Heart of the Palm Springs Valley,’’ 
Barrett has re-imagined the city as a 
trendy luxury resort with amenities 
to entice couples and families alike. 
Using real-life city residents, the 
campaign personalizes the image 
of experiencing Rancho Mirage. 

Barrett tapped AceDirect for the 
campaign design and production. 
Creative Director Danny Amato created 
a fresh, youthful logo and coupled it  
with colorful graphics to convey a hip, 
fashionable, on-the-go atmosphere. Ads  
began appearing in magazines in  
Orange County this April and 45,000 
“Sunny Get-Away” promotional mailers 
went out to affluent coastal residents. 

“Rancho Mirage is climbing out of the  
dark ages into competition with other 
major cities in the area,’’ Rancho Mirage City 
Councilman Dana Hobart said, “We want to 
give them a run for their money.”

We think that the other valley cities will be  
running to catch up to Rancho Mirage.     

If the 
year 2008 
was a color, 

it’d be green.
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If you’re not the lead sled dog, the view never changes.

Helping Rancho Mirage Beat the Summer Doldrums
–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––

And the Color of the year is...
–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––

YOU’VE
GOT

Tips to
BoostYour 

Marketing I.Q.
 from AceDirect

Being green has gone mainstream and businesses are  
vying for environmental credibility. It’s making things  
tough for purveyors and purchasers of print, but before 
you jettison your print marketing, consider this: 

Numerous studies show that customers enjoy 
receiving mail that holds value for them. So, 
rather than eliminating direct mail from 
your marketing mix in the interests of the 
environment, clean it up and make it work 
better. These simple suggestions can 
save you money and help focus on your 
core customers, putting your efforts 
where they’ll have the most impact.

  Use Recycled Paper
  Use Soy- or Water-Based Inks

  Incorporate Proper CRM ( Customer Relationship Management ) 
       Techniques to Segment Your Message and Audience

  Reduce the Trim Size
  Clean Your Mailing Lists

  Ask Customers to Specify How 
       Often They’d Like to Hear from You

  Send Customers Online 
       for Follow Up Information

  Decrease Your Paper Thickness
 

Direct marketers can be at the forefront 
of the green marketing movement and 

improve their own environmental 
practices. That’s good for business 

and the ecology.   

Get SMARTS! If you want to continue receiving S M A R T S, don’t do anything! We’ll keep you on the list. 
If you don’t want S M A R T S, email smarts@AceDirect.com with “OPT OUT” in the subject line.

We’ll remove you. But if you change your mind, check out AceDirect.com. We’ll post S M A R T S online.


