Business Cards -- Small Yet Mighty Warriors!
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Sample of Content:

Business cards only cost a nickle or dime, and they are your most effective, less expensive form of advertising. Never leavee home without them. You can't
afford to!

Content:

They measure about 2&€» x 3 1/2.5€

They weigh less than 1/4 of an ounce.
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They cost about anickel or adime.
And, they pack a powerful punch!

They are business cards, and they are your most effective, least expensive form of advertising. Y ou can (and should!) carry them with you day and night, on the ground and in
theair. They are alwaysin a presentable format.

Because business cards frequently create your first impression and because they also have permanence, design them with as much detail as you give to your personal image.
After al, they represent your corporate image.

Theinitial image people consciously and unconsciously conjure up about your business card is based on design, colors and stock type and weight.
Use the following guidelines in designing your business card:

1. Makeit attractive and pleasing to the eye.  While computers and software packages can make desktop publishers out of almost anybody, there&€™s real merit in hiring an
experienced graphic designer to give your card a professional, coordinated look. It can become your winning edge!

2. Include the necessary information. Today, that trandatesinto alot of verbiage. It means your name, company name, title, phone, fax and cell numbers, e-mail and web
addresses (at least!). This alone often calls for professional talent since so much information has to be arranged in an easily read and understandable manner. Most people call
the first number you have listed therefore, make sureiit is your phone number.

3. Useaheavy card stock. Unless you are using parchment paper, stay away from lightweight stock, especially the kind that will easily run through your printer. My research
has shown that people say lightweight cards leave an impression of abusiness that istemporary and cheap ... certainly not building blocks for a new undertaking!

4. Use additional information if you company name is not descriptive of your business. Since Duoforce Enterprises, Inc., for example, does not describe my training and
speaking business, | added &€aeA uthor. Consultant. Speaker. Trainer.4€+ on the bottom AY4 on my fold-over card. Inside | added my promise to further explain what | do.

5. Usethe back of the card, if appropriate. A doctor, dentist or therapist may want to use it for appointment listings. A motivational speaker can print an inspirational
message. A health club can useit as an invitation for afreevisit. Anyone can useit as acalendar or as a discount on products or services. | useit to list my products.
Don&€E™t, however, put information there that is vital to your business like your web site address or e-mail, which | have seen done ... ineffectively.

6. Usethe front as an enhanced marketing tool. A photographer friend of mine turns his originals creations into four-color business cards. A gift-basket owner does the same
with baskets she has created. Professional speakers and Realtors often include their photos to increase recognition.
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7. Stick to the standard size. Cylinder desktop business card holders are passA©. Avoid fancy cutouts. Spend the extramoney on design.
In my workshops, | ask people to exchange cards and then answer the following questions. Try the exercise with someone in your network.
a. Does your card make a positive first impression?

b. Doesit tell the nature of your business?

c. Doesit clearly tell them how to reach you?

d. Doesit pack awallop?

One last thing, if you want someone to have your card, the proper etiquetteis to ask for his’her card first. And, if the other person doesn&€™t ask for yoursin return, | suggest
you don&€™t offer it. 1t&€™s not only what people say that communicates their feelings!

A®© 2005. Lillian D. Bjorseth.

Reprints rights must include A© 2005. Lillian D. Bjorseth. Networking and communication skills speaker, trainer and author. lillian@duoforce.com., www.duoforce.com

A client said Lillian D. Bjorseth could read the IRS tax code and make it interesting. Imagine what she does with business networking, business devel opment and
communication skills! She combines her natural enthusiasm, poise, confidence and Fortune 100 and entrepreneurial experience to educate, entertain and fire up your
participants.

Called a networking expert by the Chicago Tribune and the business networking authority by the Association Forum of Chicagoland, Lillian is known for helping you work an
event, not just aroom.

Lillian is among the first in the world to earn a Certified DiSCA® Trainer designation from Inscape Publishing and is also an authority at preparing customized applications for
your boards of directors, employees, management and sales staffs to improve communication, productivity and profitability.

She's author of &€oBreakthrough Networking: Building Relationships That Lasté€s &€ob2 Ways to Break the Ice & Target Y our Market&€e and the &€asNothing Happens Until
We Communicated€s CD/workbook series. Shed€™ s a contributing author to &oaVasters of Networking.&€e

01-12-2008 Page 3/4


http://www.duoforce.com

Article Source: http://www.ArticleDiner.com/

About the Author:

Lillian D. Bjorseth

01-12-2008 Page 4/4


http://www.ArticleDiner.com/

