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With the onset of the computer and email, it seems these days, we are less likely 1o
send a card in the mail. However, email falls short of the personal fouch that comes
with wiiting out a card combined with the recipient’s physical inferaction when they
receive it. There is something very special about receiving personal mail, whether it’s
agreeting card, an invitation, athank-you card, an anniversary card, a birthday card
or a birth announcement. We, as designers, are setting the stage for a very infimate
moment. When an invitation goes out in the mail, it's specific for one person
and in some cases, it's persondlised. The other extreme would be the billboard
advertisements or the subway ads we see, which are used to inform a massive
amount of people in a public space in a very general, nonspecific way. However the
card, no matter what it’'s about, is very intimate. Even promotional mail, if designed
right, can catch the attention of a prospective client.

So what makes a card successful? For me, it has to have some level of personalisation
to it (loesides the address on the outside) and it has to spedk fo the person in a way
that they can understand. Even before opening personal mail, too many times we'l
quickly sort through the junk mail. So, some of the magic has to happen on the
outside of the envelope. For example, a hand-written address (instead of one that’s
been stamped on by a mass maiing company), a different coloured envelope ora

designers, we need 1o think about the envelope that’s canying the card as much as
the card itseff. Then, when | do take the card out, | like a little bit of a surprise. Is there
a colour change, a distinct die cut or perhaps an inferesting paper stock choice?
Anything to differentiate what I'm already getting in the mail on a daily basis.
When it finally comes to opening the card itself, is there an experimental printing
method or a personalised styling o it so that it’s not only visually interesting but
also personalised? Furthermore, is there more of an inferaction with the card other
than reading?.

The two holiday cards that were selected from our work at The New Design Studio
were highly conceptual and very personable, We also employed a theme of

cards was as follows: depenaing on the holiday the recipient celebrated, they would
fill in their religious symbol and get a specific message (either for Christrnas or

Hanukkah), therefore eliminating the generic, nonspecific holiday greeting. Simiiarty,
our holidaly card the following year had a mcze on the front cover and the surprise




came when you finished it—the card spelled out "Happy Holidays”.
Since the payoff on the outside had to e achieved with some effort,
we affempted fo motivate the recipient by finishing a smdaller maze

card easier fo produce. By both playing agame, as wel as being very
personal, our cards were successful. However, throughout this book,
you'll notice there are many other strategies to employ to get the
same results.

Another aspect fo think about is a reason why someone would
want fo keep your card. Think about what makes you buy a card or
even keep it. Many times, it's because there’s an important piece of
information on it, like a date to save or an interesting design you

would want to hang up. Similarly, if you're trying to promote yourself

Now think about the opposite and all the cards you normally throw
away. What was it about those cards you did not value as much as
the cards you were inclined to keep? Did they lack a response from
the recipient? Was it mundane or bland design”? For designers, it is of
primary importance to always be looking around their environment
to see not only what is working but also what is not working. Let
us not forget that card design is an infimate, personal experience.
And the more we remember that, the more likely we are fo design a
truly inspiing and motivational piece, insfead of something that wil
quickly be discarded.

Jon Newman
The New Design Studio
USA




BRAEFRENEDER, SERREFET—
THOhE, MSHANMEROSHEERE . AT,
EREABR, WEEGRFHBHEE. RHBE
SRMFRFFRESRE, SEEERRATERTH
FRREBRNES . BERETREMIBEX, BN
MEEEZ, BEEGRE. HEE. Bk BEEA
. £BFUREEBERSSE. mBIHIARETE,
BATBI R & B H— ) LB R T .
LIRS AR AR, N EERA
MALENR, ERLERAT CEM—FE M. 5F4
BATREGERTEE DB SRS % X
EP—FARAL. EHEHARAANES, AT, B
£, EREHRRRHA, BBREGLE—HEE. B
P2, — NI MIEHBEE, REEBRIIH
ERSHEN, MTAKTHEEBN T,

A AT BEAG T HH— A RS V2R R SR
EEARERREE A —RNES (BT EARE
BEMBAMEEZ S ), FAEH—EHTEMASE
Bt EAAE MR BARET, RAMEBHIHES]
EABRE R, TARREE R (R R AR AL,
B, BHIFE B HE F FET R, fifn, —
NESEREMHE (DR IRLE dk AR S E 1 B B
B) . —AREEANHEL—AERHR TS,
RS A BRI ANGEL. AR
WBEXE, ANEEAHENEANEENFSE
B RBRAATES, BRESEBEREESH—BEE
B RE, FATHESBNEL. £4 —
NS AR TR R — N BRI, B
BANEE—F 2B, T, EBEDEHASISH
HOBET ., S EARRFZE, RESTERATE
DI BB BB M HERIT R — MR — R R
%, KB, BEBANE, —MIBEMRITRIZEEN
AT ARSI A M, BN, SRR R T RBZINE
REFEESHWERET,

EARBE, NBRINFHE T =8t fEa bk
HHBATEREEAEEFOES AR, B

MNERGEEERT - EaEE, MAEERSF
FEREZEMNEE. EFARhgES, BRNFK
ISR, MIRRBEEMERVA T B MERA HA
A, Y AEBRTRECRBNFTSHESE TR T HE
B, BILBE—MHNER (TREZETERILK
HEHRT ), Bk, X—i&iF, DPBERAERT
LB, ERz. B, BOET—FHEEFMRT
HEH, BT —MNEEHE, SR OEREERD
‘EHEE" ZE, HARRN “TERE" Bt
FRBOTARFERLTER, BTSN
THEE, AL, BRNZKSEMTANBEREZE TR
REH— A K BN, RARFECHEF. &F,
HNESK R A AHERBRABT XN TR, AXMHHE
AT, BOETTRTT —IEREFE, BEENTE
BAfE, UEHESKFANHESEEMEK. ¥R
AR RIREY, Bk, RNOFRRITTRZED
M. SR, EXARS, RESEKAE LS
RIHEIE A IR LI A9 R .

A REEENAERANREXKF R HIER.
RE—T, R AREILEBI KRR EZ2RE?
REBEAT, XREERITAHPESTERRER, ttn—
MEELSHBEHSFE - MITEREERNE LT
£%. B, nRREENESARNLUHTERS,
REBERAFNERETFACHDAE ERBRXKF,
oA ARLRITERABMEI. Bh, MR
BR|MEBFRK KT, BRIELARIENEFS
( XBURTFF A ABIER R ) AR, A, ]
MERMAEHE, AREESIRUNEABLELR
Y. Ba, BEHARBILIRMXERFREENR?
EEZEAMMNRSSFAERENED? E2EHX
ERASTFEBERLER? FTRIHRE, EENER
BLRRE, SRRAERTENSENEEERE
B, flt, BRINTESLERAMRTEIE—FEE
B MERERZ R B, RNEXEANE, BS
ARITHESHHEAL. REBEBXHFA, #
R, SFFENEREEENRAT HEREFNGIE.

R4S
R TE=
e



St. Regis Fashion Show
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Design Agency: BridgerConway
Production Date: 2008

Creative Director: |«
Designer: Arlyn Hernandez
Client: Starwood Hotels & Resorts
Nationality: USA
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It is the invitation design for the St. Regis couture fashion
show featuring St. Johrs Pre-Fall Collection in Bal Harbout
FL. Invite featured couture drawings printed on vellum,
Each drawing detailed a historic couture show with the
last drawing detailing the 2008 St. John Couture Fashion
Show by St. Regis.
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Design Agency: B

Production Date: -

Creative Director; Elle
Designer: Ellen Tongzhou Zha
Client: ENSAL

Nationality:

3. BURO-GDS&it L=
. 2010
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With Margo Rouard-Snowman as the curator and Roberto Ostineli
as the museum installation designet Ellen Zhao created the
identity invitation and signage for this exhibition of “grand projets’
at the ENSAD in Paris
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Production Date
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Designer:
faa ilwl:fx ;’:4;‘:”!:1 :;‘;h“!; Niwrm vilkomna (fn , PhOngTOth
Nationality:

: 20114

loup Sieff
10/62/11 - 28/06/11

RAFIER PA MODERNA MUSEET i modernamusel.ne

This was a fictional project and the
assignment was fo create an exhibition
poster and invitation cards for the
photography exhibition, by the dead
fashion photographer Jeanloup Sieff at The
Museum of Modem Art in Stockholm
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Victoria & Wade (Wedding Invitations)
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Design Agency: ®it#HlM: Have and Holdi&it TfE%
Production Date: SerkiiEl; 20084
Designer: ‘ Qi ESE . bl
Photography BT, HER - 4 R
Nationality. BX. mEx
» 3 m— ” This set of fall wedding stationery requited acombinationofthe
a ) bridesloveforvintage withthe grooms$ work as an arborist. The set
. - . included invitations RSVP cards thank-you cards comesponding
envelopes and bonbonniere tags The invitations and fags were
P N\ hand-tom around the edges fo give the set a soft, omantic feel.
-~
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on October 4th 2008 at Mayfld Unsted ( horeh,. 42008 [
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) »
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on Oxctaber 4th 2008 at Mayfiekd Uniterd Charch, 42008 Blesry Raad. at 330 pm
with an ackilt seception 10 fflow i the Caledon Coumtry Club, 2081 Olde Baselne Rosd
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Design Agenc
Production Date: :
Creative Directol
Designer: ¢
Client: Alt:
Photograph
Nationality: Colombic
SR AN e WP S8 WS AP PR EREE
BRI 5t PP 4d eraw £ 27€> &2 FF1 DX Y @it Masit S 4
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- " BB, AE - BN - RREY - NES
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This wedding card mixs cultural icons of different regions of
Colombia.
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Design Agency:
Production Date:
Cregtive Director
Designer

Client
Photography.
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Nationality:

This is the invitatior

about the history O

Antiogquia

INVITAA LA
APERTURA DE
LA EXPOSICION
DESARROLLO URBANQ 4" %

Y ARQUITECTONICO DEL '~
MUSEO DE ANTIOQUIA '
YSUROLENLA,
TRANSFORMACION .
CULTURAL * I« o sy ~

Y SOCIAL DE MEDELLIN

MuseodeAntioguia




