INSIDE THE

ENVELOPE & LABEL
What’s Inside

CEO’s Perspective
Please allow me to introduce
myself. My name is Steve
Bayerlein. 110 years ago my
great grandfather George F.
Moss founded Western States
Envelope Co. Western States
is my family’s legacy and since
its beginning we have been
dedicated to our customers
and employees.
While my uncle George “ French” Moss, our
Chairman has been very involved in Western
States for over 60 years, the rest of our family
has been occupied with several other successful
family businesses. The recent retirement of Tom
Rewolinski as President/CEO of Western States
has created an opportunity for me to become
more actively involved while I learn more about
the envelope and label business and gain a better
understanding of our customers and their needs.
Western States has always put the customer first.
This focus has helped us grow over the past few
decades to become one of the largest envelope
manufacturers in the nation as well as becoming a
label manufacturer of significant size also.
While we have done a lot of things right, we
know that we need to make improvements
quickly to retain your loyalty and trust. Nearly 40
years of experience in some of our family’s other
businesses has taught me first and foremost to
listen to your customers. Discover their needs.
Present ideas. Outperform your competition to win
their business.
My son Kevin is a sales representative for Western
States. He represents the 5th generation of
my family in this business. My family and I are
dedicated to improving to continue to earn your
business. We want to serve you and grow Western
States for generations to come.
Thank you for your loyalty,

Steve Bayerlein
Chief Executive Officer
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Showcase Your Marketing Efforts
If you received a hard copy of this
newsletter, it was mailed in an
envelope that opens a wider window
of opportunity for you and your
customers—our new 6 x 9 Floodcoat
Showcase Envelope. And just in time
for this season of growth, it features
a vibrant hue from the Spring 2018
PANTONE® Color Trend Report:
Meadowlark.
The 6 x 9 Floodcoat Showcase makes
a bigger, smarter impression for all the
right reasons:
•

Its generous, full-view window
highlights the envelope’s contents
to pique interest and improve
response rates.

•

It allows for variable data printing
and personalized messaging for
each recipient.

•

It saves on additional envelope
printing—the indicia, name,
address, etc. are all printed on the
insert instead.

savings. This also reduces the need
and risk of keeping a costly colored
paper inventory.
These 6 x 9 Floodcoat Showcase
Envelopes are manufactured with a
two-side-seams-under construction,
an oversized poly window, and a
traditional remoistening seal.
Available in Open Side Booklet style.

Ideal for...
• Mailings
• Housing collateral
• Promotional materials

Perhaps best of all are the floodcoat
benefits that these envelopes deliver.
Floodcoating allows the envelope’s
color to coincide with the inside
contents. Also, colored envelopes
are a unique style that sticks out in
the mail stream and attracts more
attention. Finally, floodcoating is
more cost effective than purchasing
colored paper; a floodcoat is printed
on western sulphite stock for added
Showcase more for less—get your complimentary sample of 6 x 9 Floodcoat
Showcase Envelopes at wsel.com/floodcoat-showcase-envelopes or
call 800-558-0514.

If You Care About Your Clients
You can’t do what your clients want you to
do when doing so hurts them.
From the very first time you interact with
your dream client, they will try to avoid
taking the actions necessary to produce
better results. They’ll tell you
they are happy when
they aren’t, to check
back in the next
quarter, or to email
them information.
Their concern
is that you will
waste their time
and when you
give up and go
away it is proof
that they are correct.
If you can help them
produce better results,
you must persist, ask again,
and help them agree to a meeting.
When you are engaged with your
prospective client, they will want you
to provide them with a proposal and
pricing before you have done the work of

collaborating with them to build a solution
that works. They’ll want you to make it
easy on them and transact, emailing them
a proposal and pricing, even when doing
so doesn’t serve them.
You will have clients that don’t want to
engage anyone else on their team
in the change initiative you are
working on together. They’ll
want you to work with them
and them alone, leaving
out the people who will be
affected by the decision
who will be served by
your solution. They won’t
want to go through the
messy exercise of building
consensus, without which they
will struggle to produce results.
Many if not most of your dream clients
won’t want to invest the money necessary
to produce the results they need. They’ll
want the better results, but they’ll believe
the big lie that they are entitled to better,
faster, and cheaper (even though there is
no such offering, nor has there ever been

one that checked all three of these boxes).
They’ll want you to provide a discount and
help them take money out of their solution.
Some of your prospects won’t want to have
difficult conversations. They won’t want
to talk about the issues that are inherent
in their business, preferring instead to
ignore them and hope that nothing bad
happens to them. They will want you to
avoid talking about the people on their
team that refuse to execute, as well as the
systemic changes they need to make. They
will want you to avoid the hard stuff, the
difficult changes they know they need to
make (and that they have been aware of
for years).
If you care about your clients, you won’t
give them what they want, you will help
them with what they need. You need the
courage to go first. You need the skillful
means necessary to address what needs
to be addressed. You need to care enough
to do what is right, not what is easy.
Reprinted from 2/6/18 post by Anthony
Lannarino at www.thesalesblog.com.

Why Direct Mail Still Works
Would you rather have 5.1% or 0.6% of
$100,000? Your choice is a no-brainer, and
the whole premise for why direct mail works.
With a household response rate of 5.1%
compared to a 0.6% email response rate,
direct mail expands a campaign’s reach
and yields higher response rates, especially
for specific age demographics. Direct mail
is a smart, cost-effective way to maximize
advertising endeavors because it’s:
•

Targeted. With a clear understanding of
your target audience and a high-quality
mailing list, direct mail’s potential can
be jaw dropping. For example, seniors
over age 65 are more likely to reply
to direct mail versus digital. Also,
professionals ages 18-34 are
among the best responders
to direct mail.

•

Personal. Not only is your targeted
message relevant, but direct mail
allows for customization. In fact, adding
a person’s name and full color can
increase response rate by 135%!

•

Tangible. Recipients see digital
messages and delete them with one
touch or swipe. But direct mail is
handled, making recipients significantly
more likely to see your message and
consider its contents more reliable.

•

Integrated. Direct mail mingles
seamlessly with digital mediums
like personalized URLs (PURLS) to
make special offers more attractive,
immediate and effective.

•

Immediate. Direct mail works wonders
for short-term sales results or increasing
brand recognition. Have a special,
limited-time offer? Give them a reason
to act now with a direct mail + digital
campaign. If they aren’t in the buying
mood, at least they see your brand (and
will more likely remember it next time).

• Measurable. It’s easy to measure direct
mail results without complicated online
analytics: Simply count inquires made
or coupons redeemed from a mailpiece.
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•

Proven. Direct mail impacts multiple
senses simultaneously from recipients:
they see it; they hear it (if an audio
component is embedded); they touch
it; they smell it (if scent marketing is
incorporated); and they even taste it
(product samples, anyone?). All at a rate
that’s 5.1% versus 0.6%...

Contact us to discover how to make
a big direct mail impact and receive
complimentary samples.

A Flowering Opportunity
The lingering, sweet fragrance of fresh lilacs
is a sure sign of spring. It’s also a natural
wonder you can enjoy year-round with our
new line of Lilac Prism® products.
Our new Lilac Prism line features 15
envelope and stationery offerings ready to
ship immediately. Or we’ll create the custom
design you need, limited only by your
imagination. Whatever you choose, Lilac
Prism products are:
•

Ideal for all office equipment and
high-speed copiers

•

Guaranteed to perform on offset
presses, and inkjet/laser printers &
copiers

•

Acid-free and chlorine-free

•

FSC® certified

•

Reliably made in the U.S.A.

This floral-inspired line is ideal for anything
from announcements and catalogs, to direct
mail and invitations.
Claim your bouquet today! Visit wsel.com/
lilac for your complimentary Lilac Prism
samples and customizable flyer to help you
promote these fresh-picked beauties to
your customers.

New Offerings
See what’s new for you and your
customers. Visit the links below to learn
more, grab complimentary samples and/or
download free promotional flyers:
•

Intelligent Mail Barcode Compatible
Products: Our line of USPS IMb
envelopes work smarter, not harder
to deliver results. Learn more at
wsel.com/intelligent-mail-barcodeenvelopes.

•

Interactive Envelopes: These
products invite recipients to take a
hands-on journey that improves open
rates and fosters more tangible sales
opportunities. From Peel ’n View®
and Tear-ific®, to EcoEnvelopes™ and
specialty coatings/finishes, discover
how our Interactive Envelopes do
more at
wsel.com/interactive-envelopes.

•

Integrated Label Sheets: They
eliminate printer cleanup, cause
fewer paper jams, cost less than
other integrated labels and make
you more productive…how’s that for
reasons to get this product?! Learn
more and snag samples at
wsel.com/integrated-labels.

3

Dahl Exemplifies Leadership

An Ultra Pick for 2018

privilege to serve their business needs
and continue to do so, as well as develop
personal relationships with the people I
have met through this role of KC PCC
Co-Chair.”

Western States Sales Rep Brian Dahl
(right) recently received the Exemplary
Leadership Award from the Kansas City
Postal Consumer Council (PCC). Dahl’s
pictured here with Jay Elliot of Adhesive
Compounds, the current KC PCC
Co-Chair.
As a board member and Co-Chair of the
KC PCC, Dahl is responsible for improving
mailing through education and networking
opportunities; facilitating sub-committees
to stay on task; and generating ideas to
increase membership. He also coordinated
a golf outing to raise money for KC PCC’s
ongoing education efforts.

It invokes pure wonder and
mystique. It ignites imagination and
inspires innovation. It’s PANTONE®
2018 Color of the Year: PANTONE
18-3838 Ultra Violet.

What does Dahl like best about serving the
KC PCC? “People I’ve forged relationships
with—committee members on the board,
as well as Greater KC PCC membership.
I’ve been able to understand their
businesses and through Western States
products and services, I have had the

Ultra Violet has historically carried
mystical and spiritual qualities. It
signifies artistry and pushing the
boundaries of convention. That’s
why this thoughtful purple shade
promotes forward-thinking.

What Can 2 Do for You?
2 features 30+ new products in dazzling
colors, designs and styles. 2 is easier than
ever to navigate. 2 creates opportunities
for your business…

Peruse these Guides at wsel.com/viewcatalog or complete the reply card to
have your hard copies with pricing
mailed immediately!

We’re talking about 2 newly enhanced
Resource Guides waiting for you from
Western States Envelope & Label. We
listened to your feedback and enhanced
our 2 Resource Guides to yield a
boatload of project ideas and profit
potential for you and your customers.
•

•

Learn more about this PANTONE
pick, then contact us to add it to
your next envelope and/or label
project.

Customers’ Corner
A fist pump and THANK YOU to these
customer comments we recently
received:

Our Envelope Resource Guide
features new offerings like 6
x 9 Black Vellum Open-Side
envelopes; luscious new colors
like Blueberry and Lilac in our
Starburst® and Prism® lines.

“You had the capability to make the
custom labels that I needed, were helpful
in working out the details of my custom
order, and were fairly priced.”
– Karl Yoder

Our Label Resource Guide
has color-coded sections and
easy-to-find tabs. It features a
whole host of specialty offerings
like wipeable/reusable clings
and decals, tamper-evident
labels, and plateless digital label
production with no minimum quantity
requirements.

“Online ordering is a breeze and
products always come in a timely
manner.” – Dixie Sauer
This is your newsletter—please help us
to keep it going strong. Please contact us
with any comments or questions:

Inside the Envelope & Label
Please Call, Email at wsel.com/contact, or Complete the Reply Card to Send Us Your
Comments, Questions or Request Samples.

WESTERN STATES ENVELOPE & LABEL
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Wisconsin

Ohio

Kentucky

Minnesota

P.O. Box 2048
Milwaukee, WI 53201-2048

P.O. Box 966
Toledo, OH 43697-0966

P.O. Box 18730
Erlanger, KY 41018-0730

980 Berwood Ave. East, Ste. #400
Vadnais Heights, MN 55110-5110

wsel.com • 800.558.0514

Western States Envelope & Label
Attn: Marketing Department
P.O. Box 2048 Milwaukee, WI 53201
e-mail: marketing@wsel.com

Visit us on:

