New Post Card Marketing Growing 
There is a new style of post card marketing that is catching on. It may well grow in importance in your promotion mix. Some programs have used post cards as “reminders,” or as “advance reminders” telling people about an upcoming brochure. But this new post card marketing is different. It is a whole direct mail piece in and of itself. No follow up to a brochure. No advance notice to a brochure. No tie to a brochure at all. 

A recent post card mailing for seminars by the National Association of Purchasing Management, for example, promoted seminars priced at $1,295. Before you dump your brochure in favor of a post card campaign, you should test a post card mailing. For now, they are not entirely replacing the brochure. But they are becoming a competing or supplemental promotion. Here are some keys. Size This is a large post card, not the 3 x 5 inch ones you used to send while on vacation. Instead, we are seeing post cards that are 6 x 9 inches, and one that is 5½ x 11 inches. The 6 x 9 size still qualifies for bulk mail rates, lower than a magazine-size brochure mailing. 

Stock Glossy white card stock, or matte white card stock. 

Color Four color, or at least more than one color, on one side. On the mailing panel side, either just black ink or reduced color. 

Front side The new post cards need to be designed differently than follow-up info post cards and brochure covers. A focused graphic catches the eye. And there is enough information to interest the reader. The more color the better. Four color is best. 

The graphic should relate to the program or a theme and should have a single focus. The viewer has about 3 seconds during which to absorb the meaning of the post card, so the graphic has to be eye catching but also convey the message. With the graphic, the text needs to tell exactly what the program is. Catchy headlines are good, but they need to be followed by specific information. 

For example, “Two seminars on business-to-business electronic commerce” tells the reader exactly 1) there is an educational program; and 2) what the program is. 

Mailing side The right-hand side of the mailing side is reserved for the mailing panel, including postage paid permit, return address, and room for the address. 

A line goes down the middle of this side of the card. On the left-hand side, provide a short description of the program, and tell the reader what to do. The information can be a regular 40- to 120-word description. It is okay to follow the description with the logistics, including date, time, place and even cost. Every post card mailing we have seen includes the cost. 

The action information is, of course, critical. Tell the reader what to do. There are generally two options with a post card mailing: 1) To call and get more information or a brochure; or 2) To get more information on your web site. Make sure this “call to action” is clear and the reader understands that she or he is to contact you for complete information. 

Post cards are likely to increase as an option for direct mail marketing for several reasons. 
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They include: 


 Readers have less time to open up envelopes or page through brochures. 


 Post cards can be targeted to very specific groups of people. 


 Post cards cost less to print and mail. • Post cards can be turned out quickly. 


 They steer people to a web site, which has complete information, even more information than can be put in a brochure. 


 They point people to web sites with online registration, which is fast, easy and low cost. 











