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Capture 
 

 
 
Jack Daniels launched the “Postcards from Lynchburg” campaign in the 1950’s, but now only 
exists in the London Underground Tube Stations. Dave Murphy, a producer for Capital FM, took 
a photo of the tube advertisement above, that is referenced throughout this analysis.  
 
Type 
The Postcards from Lynchburg campaign is developed for print and digital platforms. It can be 
found in London tube stations, on Social media platforms, blogs, and news websites. 
 
Identification 
The focal product of this communication is Jack Daniel’s Tennessee Whiskey and the distillery’s 
custom-made barrel. 



Brand Image Summaries 
Jack Daniel’s positions itself as America’s whiskey, “matured in new American oak barrels at 
America’s oldest registered distillery to achieve its smooth character.” Jack Daniel’s is typically 
more expensive than other products, but strategically done so for the uniqueness of their craft. 
The brand offers “authentic values of the hard-working people in the small American town of the 
backwoods Tennessee culture” (www.arnoldwordwide.com) and focuses its communication 
efforts with “American authenticity” in mind.  
 
Jack Daniel’s leads as the top whiskey brand in the United States, generating 13.25% of total 
whiskey dollar sales. Following Jack Daniel’s, Crown Royal (11.69%), Fireball (8.48%), Jim 
Beam (8.35%), and Jameson (5.71%) are all main competitors in the Whiskey market. ("Market 
share U.S. whiskey brands, 2017/18 | Statista", 2019) 
 
Target Market 
Jack Daniel’s target audience is males, 34-55, with personality traits based on effort, tradition, 
and strong values. United States consumers of Jack Daniel’s tend to like rock or country music. 
This communication along with the other Postcards from Lynchburg ran for four decades in 
American print publications. Although the brand put a stop to American printing, they kept up 
their tradition of train tube advertising. 
 
Jack Daniel’s began to offer variants to their premium Whiskey product with the goal to capture 
a younger demographic. These variants include ciders, canned premixed drinks, and various 
flavored whiskey. As 55% of whiskey drinkers use whiskey with a mix, assumptions can be 
made suggesting that these consumers are likely to go to bars or clubs. (Mintel 2008) 
 
Message 
The Jack Daniel’s story is portrayed through the train station tube prints. This communication 
specifically outlines why Jack Daniel’s Tennessee Whiskey is unique compared to alternatives. 
The small print glorifies the distillery’s unique oak barrels and how the accidental discovery of 
using these barrels benefit the end consumer. 
 
Communications Strategy 
The message is conveyed via large print, stating the bottom line of their manufacturing process, 
and how Jack Daniel’s differentiates itself from competition. The Postcards from Lynchburg 
campaign has been active since the 1950’s, with very little change to their creative process. Jack 
Daniel’s values focus on tradition and heritage. The communication method in London has 
continued for decades, aligning with their target audience.  
 
The Barrel Postcard along with the other stories, tend to be in black and white, signifying the 
extensive life of the brand. The viewer is able to see the internal parts of the charred barrel, 
which is told to increase the flavor of the whiskey by pulling the liquid in and out of the oak 
wood during the storage and temperature curating process. The text is strategically placed, 
wrapping around the barrel, down to the only colored feature on the print, the Jack Daniel’s 
Whiskey Bottle. The viewer begins reading the text above the barrel and finishes with the end 
product, a red whiskey.  
 



“There’s not just whiskey in the barrel. There’s also barrel in the whiskey.” The communication 
explains how barrels are often set on fire in order to increase the flexibility of the wood. As the 
company would ship these barrels longer distances, the end consumers would notice that the 
charred barrels emphasized the look and flavor of the Whiskey. Consumers began asking for 
more “red” whiskey as a result of this newfound discovery. The print also describes how Jack 
Daniel’s does not trust anyone else to handle this unique process as the custom barrels and 
storing conditions are extremely hard to replicate. As a result, Jack Daniel’s makes all of their 
barrels in Lynchburg and does not let anyone outside of the distillery handle the product.  
 
This Postcard specifically states that they are one of the only distillery’s in America that still uses 
their own barrels, and always have. This statement signifies the company’s values of tradition 
and heritage. “So, the next time you pour a glass of Jack Daniel’s and enjoy its deep amber color 
and complex flavor, remember, a bottle holds whiskey. A barrel elevates it.” The bottom line of 
the communication reminds its end users to value the process of the product’s development and 
the uniqueness of the distillery’s manufacturing process. 
 
Marketing Strategy 
The strategy behind this form of communication is to increase consumer education on attributes 
of the product and brand. The message is being conveyed to inform consumers about the Jack 
Daniel’s story and why their Whiskey manufacturing process is unique. The Postcard holds true 
to brand values and is strategically placed. As displayed in Exhibit B, the postcard is similar to 
many others that are placed in the London train tubes. The company capitalizes on the time it 
takes to wait for trains and gives riders, the postcard audience, a chance to learn more about the 
Whiskey. 
 
The design correlates to the brands heritage by keeping a simple, black and white layout. The 
black and white features stand out from other advertisements in these train tubes while keeping a 
similar look and feel as the original Postcards from Lynchburg. Jack Daniel’s and the creative 
partners strategically align the different stories of the brand to ensure that people recognize the 
communication. 
 
Campaign Integrations 
The current campaign consists of “Postcards from Lynchburg” that tell different stories about the 
Jack Daniel’s brand, product, and Mr. Jack Daniel himself. This company is recognized by news 
sites such as Vice and Adweek for their effective storytelling advertising methods. Postcards 
from Lynchburg is the longest running campaign in advertising history. (AllisonApperson.com) 
When it comes to manufacturing processes, advertising, communicating messages, or holding 
true to values, Jack Daniel’s sticks to tradition. 
 
As displayed in Exhibit C, the communications are placed in the London tube stations and 
regularly interchanged. The Barrel Postcard integrates into the larger firm’s marketing 
communications as it holds true to the heritage of the brand, uniqueness of the product, and tells 
a specific story behind the company. Other Postcards from Lynchburg emphasize on other stories 
surrounding the brand. For example, a specific postcard that has a focal point of “Mr. Jack was a 
man of commitment, for whiskey that is.” Discusses the type of man Mr. Jack was. He never 



settled down with one woman in particular, but consumers today are the beneficiaries of this 
outcome. Mr. Jack Daniel held his commitment toward perfecting his whiskey.  
 
Placement 
The only physical location that the communication can be accessed is in the London 
underground train tubes. (Exhibit B). “We’re a storytelling brand built on authenticity and 
heritage.” - Phil Epps, Jack Daniel’s global brand director. On the Tube, Jack Daniel’s has an 
audience ready to receive the tradition behind their marketing efforts. The time it takes to wait 
for the train gives viewers the ability to read a full story about the brand and Jack Daniel’s does 
not fail to capitalize on it.  
 
Other than this strategically placed printed long copy, various Postcards can be viewed on 
websites such as vice.com, allisonappearson.com, adweek.com, as well as various art director 
blogs such as heymcnulty.com, workingnotworking.com, and wadevers.com. Being notorious 
among people who appreciate art, the Postcards can also be found across multiple social media 
platforms such as Facebook, Instagram, Twitter, and Pinterest. 
 
Placement Audience 
The Postcards from Lynchburg communication targets train riders in London. The campaign 
began in the 1950’s to tell the story of Mr. Jack Daniel and the residents of Lynchburg, 
Tennessee, to consumers. With the evolution of technology, blogs, websites, and other digital 
sources have reported on the stories that are told in the London stations. Jack Daniel’s began this 
communication when more people moved to the suburbs and the cities.  According to the 
Department for Transport, there were 1.731 million rail rides in Great Britain during 2017, an 
increase of 152% since 1986.  
 
The 2011 Census in the United Kingdom concluded that they were 8,173,941 people living in 
London. According to World Population Review, London’s population in 2019 is estimated to be 
9,176,530 people. London has a higher population in the age range of 25-34 than the rest of 
England. Also found in the 2011 Census, 37% of commuters from outside the London local 
authority were aged 35 to 49 and 33% were aged 25 to 34. This data and Exhibit C display that 
commuters from outside London are more likely to be 35 and over while people commuting 
within London were more likely younger. 
 
Evaluation 
As one of the longest running advertising campaigns in the world, the Postcards from Lynchburg 
campaign aligns with the company’s effort to follow tradition while respecting heritage. The 
message is appropriate for Jack Daniel’s target market as a majority of London train riders are 
between the ages of 25-49. I am confident in the placement of this form of advertising as the 
company is able to capitalize on the time that riders have to wait for their train rides. Social 
media and various digital platforms grant Jack Daniel’s the ability to expand their 
communicational reach beyond the tube stations.  
 
Jack Daniel’s strategically collaborates with creative agencies based on the story that they are 
attempting to convey. The London locations have been a part of the Postcards from Lynchburg 
campaign for decades and Jack Daniel’s gets “exclusive rates” for these placements. This 



campaign continues to reach a much larger audience than daily train riders. Because of this 
extended reach, Jack Daniel’s can stick to tradition, drive brand awareness, and convince 
consumers to choose their unique product over competition. 
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