


 

North Texas Marine Personalized Boat Postcard  
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VERTICAL Retail 

BUSINESS 
APPLICATION 

Direct Marketing/Traffic Generation 

CLIENT North Texas Marine 

http://www.ntm1.com 

North Texas Marine is the exclusive dealer of Glastron and Triton boats in north Texas. 

PRINT PROVIDER Reprographics Color Solutions, http://www.reprofw.com 

Reprographics Color Solutions has several locations in Texas and provides color output and 
black and white output in small and large formats. 

HARDWARE Xerox DocuColor 2060 with Fiery RIP 

SOFTWARE Microsoft Excel, Alpha 5 database and Melissa Data mailers +4 software, Print Shop Mail by 
Atlas Software 

FINISHING Trimmed 11 x 17 sheets to finished eight and a half by five and a half oversized postcards 

TARGET AUDIENCE Registered boat owners in seven north Texas counties 

DISTRIBUTION 6,000 pieces printed and mailed in the first mailing, since then two mailings went out in 
September and January, same concept but with different lists and different targeting. 
Additional mailings for special sales events. 

DATE June 2004, ongoing 

DESCRIPTION North Texas Marine wanted to increase its sales and decided to try a targeted direct mail 
campaign to help boost traffic at its sales location. Knowing that almost all of their new boat 
buyers already own a boat, North Texas Marine purchased a list of registered boat owners of 
specific year models and manufacturers. The company was looking for registered boat owners 
with boats like the ones it sells.  

Reprographics Color Solutions (RCS) produced a personalized postcard for each recipient. 
There were sixteen variable fields in all, including one variable image. The recipients received 
pictures of the Glastron or Triton models most similar to the type of boat they already had, with 
a focus on common trade-in year models.  

North Texas Marine previous direct mail efforts were not good. In this case, the company 
didn’t even need to calculate a response percentage to realize that the return on investment 
was huge. North Texas Marine attributed $409,000 in sales directly to the campaign, and the 
campaign cost was only $7,500. The General Manager reports that some respondents 
traveled 60 miles to buy a boat and customers were bringing their postcard in up to six 
months after receiving it.  

RCS and North Texas Marine work together on a regular basis. They planned another 
postcard mailing targeting boat owners of competition-type boats whom they didn’t target in 
the first effort.  

Joseph Smith, Account Executive at RCS, explains that the project has helped his company get 
more work, "I've put this in my portfolio and people are quite impressed, it's helped me get 
several new clients." 


