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With the onset of the computer and email, it seems these days, we are less likely to
send a card in the mail. However, email falls short of the personal touch that comes
with wrifing out a card combined with the recipient’s physical inferaction when they
receive it. There is something very special albbout receiving personal mail, whether it's
agreeting card, an invitation, athank-you card, an anniversary card, a bithday card
or a birth announcement. We, as designers, are setting the stage for a very intimate
moment. When an invitation goes out in the mdail, 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 pubic space in a very general, nonspecific way. However, the
card, no matter what it's about, is very infimate. Even promaotional mail, if designed
right, can catfch the attention of a prospective client.

So what makes a card successful? For me, it has fo have some level of personalisation
toit (besides 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 mailing company). a different coloured envelope ora
custom size could be the enabling device that cafches that person’s attention. As
designers, we need to think about the envelope that's camying the card as much as
the card itself. 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 interesting 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 personadlised styling to it so that it’s not only visually interesting but
diso persondiised? Furthermore, is there more of an interaction with the card other
than reading?

The two holiday cards that were selected from our work af The New Design Studio
were highly conceptual and very personable. We also employed a theme of
inferaction with the recipient to increase the response. The idea behind one of our
cards was as follows: depending on the holiday the recipient celebrated, they would
fillin their religious symbol and get a specific message (either for Christras or
Hanukkah), therefore eliminating the generic, nonspecific holiday greeting. Similary,
our holiday card the following year had a moze 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 be achieved with some effort,
we attempted to motivate the recipient by finishing a ssnaller maze
on the inside with the recipient's name, which we ended up doing
on every card. In doing so, we created a maze font that connects
continuous letters with each other to help make the process of each
card easier to produce. By both playing a game, as well 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 1o think about is a reason why someone would
want to 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

would want to hang up. Similarly, if you're trying to promote yourself
or another business, the value of someone wanting to keep your
promotional card on their desk is your ultimate goal because they
are more likely fo contact either you or your client (depending upon
who the card was made for) if they re staring at your card everyday.
Now think about the opposite and alll the cards you normally throw
away. What was if 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 intimate, personal experience.
And the more we remember that, the more likely we are to design a
fruly inspiring and motivational piece, instead of something that will
quickly be discarded.

Jon Newman
The New Design Studio
USA
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With the onset of the computer and email, it seems these days, we are less likely to
send a card in the mail. However, email falls short of the personal touch that comes
with writing 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, a thank-you card, an anniversary card, a bithday card
or a birth announcement. We, as designers, are setting the stage for a very intimate
moment. When an invitation goes out in the mail, it's specific for one person
and in some cases, it's personalised. The other extreme would be the billboard
advertisements or the subway ads we see, which are used to inforrn 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
fo it (oesides the address on the outside) and it has to spedk to the person in a way
that they can understand. Even before opening personal mail, too many times we'll
quickly sort through the junk mail. So, some of the magic has to happen on the
outside of the envelope. For example, a hand-wiritten address (instead of one that’s
been stamped on by a mass maiing company), a different coloured envelope or a
custom size could be the enabling device that catches that person'’s attention. As

the card itself. Then, when | do take the card out, | like alittle bit of a surprise. Is there
a colour change, a distinct die cut or perhaps an interesting 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 prinfing
method or a personalised styling o it so that it’s not only visually inferesting but

than reading?

The two holiday cards that were selected from our work af The New Design Studio
were highly conceptual and very personable. We also employed a theme of
interaction with the recipient fo increase the response. The idea behind one of our
cards was as follows: depending on the holiday the recipient celeborated, they would
fill in their religious symbol and get a specific message (either for Christmas or
Hanukkah), therefore eliminating the generic, nonspecific holiday greeting. Smiarty,




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 atfempted to motivate the recipient by finishing a smaller moze
on the inside with the recipient's name, which we ended up doing
on every card. In doing so, we created a maze font that connects
continuous letters with each other to help make the process of each
card easier fo produce. By both playing a game, as well as being very
personal, our cards were successful. However, throughout this book,
you'll notice there are many other sirategies fo employ fo get the
same results.

Another aspect to think about is a reason why someone would
want o keep your card. Think albout 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
or another business, the value of someone wanting to keep your
promotional card on their desk is your ultimate goal because they
are more likely to contact either you or your client (depending upon
who the card was made for) if they ‘re staring at your card everyday.
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 intimate, personal experience.
And the more we remember that, the more likely we are 1o design a
fruly inspiring and motivational piece, instead of something that will
quickly be discarded.

Jon Newman
The New Design Studio
USA
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Design Agency:
Production Date:
Creative Director:
Designer:

Client:
Nationality:
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It is the invitation design for the St. Regis couture fashion
show featuring St. Johr Pre-Fall Collection in Bal Harbour
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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