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Program objectives 

• Market homes for sale. 

• Increase awareness of agent.

• Reduce time for creation 

and production of 

personalized postcards. 

 

Significant results reported by user 

• Postcards are printed and 

mailed within 24 hours. 

 



Project: Real Estate Personalized Postcards 
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Segment Direct Marketing: Lead Generation 

Participants 
 
 Client 
 

 

 
 
Real Estate Company 
 

Program 
 
 Target Audience 
 
 Distribution 
 
 Description 
 
 
 
 
 

 
 
Home buyers. 
 
1,500 cards are printed six times a month. 
 
To create an easier method for real estate agents to produce a 
personalized postcard and mail it to a client list Imagers has 
developed a digital workflow.  
 
First a real estate agent takes a digital picture of a house. She then 
modifies a database of clients for each new house listing. The real 
estate agent then goes to custom designed Web site where she picks 
a layout from several pre-designed formats, uploads the digital photo 
and the client database, enters the address and price for the new 
listing, and approves the postcard. Imagers prints and mails the 
personalized postcards within 24 hours. 

http://www.imagers.com/

