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in the content as a supporting message. This small but meaningful extra advertisement suggests that 

American Apparel’s investment here is a permanent one and not just a passing fad.

4. Offer a paperless option

For financial corporations or companies with loyalty programs, there is always a need to provide 

customers with account overviews. Consider distributing these records via e-mail instead of postal 

mail. Chase Credit Cards took this approach when they launched paperless statements. Not only did 

the original e-mail include a strong call to action and clear “how-tos”, but for every person that signed 

up, Chase donated five dollars to the World Wild Life fund. In addition, every enrollee was entered into 

a sweepstakes for a trip to the Galapagos Islands. This campaign exemplified a solid eco-initiative that 

takes advantage of electronic communication in the most beneficial ways.

Launching a successful green initiative, like any marketing effort, requires extensive planning and a 

determination of benchmarks for success. Like the ones mentioned above, many companies have 

begun to dip their toes into the green pool. However, the opportunities for brands that are willing to 

make a long-term commitment to this new standard are endless. 

E-mail represents a clear pathway to consumer engagement, and can support a re-positioning as it 

is one of the most green-friendly direct marketing tactics around. So whether you decide to promote 

a charity day with e-invitations or launch a new service via e-mail, one thing is clear: the ripple effect 

on how we all work and play together will have a direct impact on business goals and bottom lines for 

years to come.


