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The five factors that stop company brochures being thrown away, and
turns them into powerful selling machines

Before you start

Before you start work on a new company brochure, start collecting company brochure from other firms. You might
be sent them through the post, pick them up from a showroom or office, or find them at a trade show.

Whatever the source gather the brochures together and then ask yourself some questions about each one.

1-Who is it aimed at?

2 - What is it trying to achieve?

3 - What does it say about the company that issues the brochure?
4 - What's right and what's wrong with this brochure?

That may seem a rather annoying and tiresome exercise to undertake, but consider this. If you are in the process
of thinking about your brochure and how the next brochure your company puts out might be different, you are
going to have to start making some judgements about brochures.

On what basis will you be able to do that?

You might well know what you like in a brochure - but are you sure that such an intuitive approach to advertising
and promotion is all that is needed?

Does your approach reflect that of your customers and potential customers?

Just because you wouldn’t buy a sofa from company X doesn’t mean no one buys sofas from company X.

In other words what we are suggesting at the very outset is that your own personal views on what’s good and
what's bad about the company brochure might not be the whole answer when you consider how you wish your
brochure to look.

Collecting brochures from other firms is the best way of teasing out ideas and thoughts on brochures, because
the ensuing conversations will help you make your thoughts on the subject clearer.

So having gathered your collection of brochures, and having posed the four questions above to yourself, the next
thing to do will be to hand the brochures to a colleague, get him/her to answer those questions above, and then
compare your answers.

The chances are you will find that you are seeing some of these brochures in a very different way. Hopefully the
discussion will start to be interesting. From that point on you will be able to consider the five key points raised
below from the point of view of what other firms do in their brochures. What's more, when you do come to brief
the designer, you will be able to give examples of what you do and what you don't like.

One final point: as you consider your brochure in more detail, it will be incredibly helpful for you to have copies

of your competitors brochures. If you don’t have them already, try and get hold of them as soon as possible and
ask those same four questions again (who is it aimed at, what is it trying to achieve, what does it say about the

company that issued the brochure, what is right and what's wrong with this brochure?).
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1. The vision

Brochures like all selling tools need to be based around a vision, and you need to know from the very start what
your brochure is aiming to do, both in terms of the results you wish to achieve from distributing the brochures,
and the look and feel of your company that you want to convey.

To take the first part of the vision - you may feel that the brochure gives good background on your company and
its products, but it is not the primary selling tool. The salesperson will be there to make the sale - but during the
build up to closing the sale the brochure is a handy additional element that can help move people through the
buying process.

On the second part of the vision (the look and feel of the company) you might have the view that you like to be
seen as an old established family business, and that there are many people out there who like to deal with old
established family businesses - so that will determine in part what your brochure will look like.

If on the other hand you see yourselves as being at the forefront of IT, helping your customers solve their
production, finance or marketing issues through the use of the latest ideas in IT then you will want a brochure
that is designed to reflect this approach.

All this is very straightforward - you define what the brochure is to achieve, and you define your vision of your
company and then create a brochure which is in accord with that outcome and that look and feel.

The problem that arises however is that the notion of which design best generates a particular outcomes and best
reflects a look and feel is, to some degree, subjective. This is why you need to have looked at a number of other
brochures before you get deeply into this topic.

You will know, just from looking at them, what different brochures are trying to achieve.

You'll also realise fairly quickly where the brochure’s concept is horribly muddled. It is from such thinking, and
from your analysis of the outcome and the look and feel that you will start to develop an overall vision that the
brochure will need to reflect. It will then be up to your designer to shape this vision into your brochure.

In doing this the designer will not only seek to reflect the vision of where you have come from (highly respected
firm, established 1970, reputation for being in touch with the latest developments etc) but will also incorporate
into the programme the notion of where you are going (introducing next year’s ideas today - before anyone else
gets there, solid and reliable, not here today gone tomorrow).

All of these complex and competing ideas have to be reflected as a continuous design concept - something that
is complete in itself, representing a total underpinning of your selling message. Something that says 'Buy this
product from us, and you will always know what you will get in terms of the product itself, and the company that
lies behind it'.

That makes the notion of the design of your brochure quite complex.
But let’s turn back for a moment to your competitors. You'll know where they stand in the market, and how

purchasers of their products and services see them. You'll know (or if you don’t know, you'll need to consider)
why someone should buy from or work with you, rather than those other companies.
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Whatever the reason is (‘'we're cheaper, we're more reliable, we're long established, we're more friendly, we've
got more technical know-how’) that reason has to be reflected in the look and feel of the brochure - which means
the layout, the design, the photographs, the images and the text all have to convey these points.

Of course this is a complex and difficult area of work - which is why you’ll need to show you designers exactly
what the other firms have done, and how you see yourselves as being different.

You need to have some in-depth conversations before you can develop a brochure that goes beyond the competition
and is entirely reflective of who you are and what you do.

And this is something most firms never do - which is prime reason why quite a few brochures never achieve what
their originators want them to achieve.

2. The objectives

We mentioned at the start that you need to know what the brochure is aiming to do - and now we have to be more
specific about this point.

You might be needing to position the product you have as the cheapest, the best, the fastest. You might want
to present the benefits of the product, or the features - particularly in relation to rival products. There may well
be a need to answer a number of questions both in terms of the text and the layout, remembering that answering
questions is not just a case of the written word - it can be done through layout and image.

You will also need to think where in the selling process the brochure appears.

Is it the first thing that is to be seen?

Is it to be picked up in the warehouse or office?

Will it be referred to by the salesman as he talks the purchase through with the buyer?

Or does it come at the end of the process, as the purchaser is just checking exactly which model, which extras,
which colour he/she wants to have.

These are interesting and important points, because they raise the issue not only of what comes before, but what
comes after.

For example, let’s imagine a situation in which you feel that the brochure should be giving the technical details
of your product and reflecting the sense of reliability and attention to detail that you company likes to present.
The sales team have the job of attracting the attention of the buyer in the first place - the brochure is only introduced
once the sales person has made it clear that your products are the solution to the buyers problems.

The salesperson excites the buyer, the buyer get interested, and then you get down to the details which are shown
in the brochure.

But what happens next? What if the buyer doesn’t buy?

There will probably need to be another action to try and push the buyer into the purchase and it is always a good
idea to know what that action is going to be when designing the brochure.

You need to imagine the situation and ensure that if the salesperson is going to refer to the brochure again, it
meets the need of that particular moment.
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3. The audience

In considering all these issues, more than anything you will be thinking about the people to whom you will be
sending or giving the brochure. You'll want to consider how they see themselves and why they might be interested
in this purchase.

Everyone makes purchases (both as a consumer and at work) in order to meet a need - and that need might be
highly functional (I want a machine that separates these two residues after we've extracted the main product) or
it can be a personal need - a need that is not expressed overtly but is most certainly in the prospective customer’s
mind. It might be a need to feel different, a need to show that one can deliver solutions, a need to be liked and
admired by colleagues, a need to get a job done quickly in order to bring in a salary bonus etc.

In the former case life is fairly easy - you can show that your machine does what is needed. And then stress the
ease of use, low running costs etc. But how do you get inside the customer’s head to find out exactly what needs
he/she has?

If we consider the sale of new cars we can see exactly how this is done - cars are sold as objects which meet a
personal need - the illustrations in the car sales brochures suggest how this purchaser is set apart from the
ordinary individual through the purchase of the particular car.

A similar situation arises at work - the purchaser needs to feel that he/she will be recognised in particular ways
as a result of the purchase - and your brochure needs to reflect this.

At this point you will also need to consider if your catalogue is aimed at existing customers who are trying to tempt
back to purchase something new, or an upgrade, or whether the catalogue is aimed at new purchasers. The point
about this is that there is far less need to introduce the company for existing purchasers than is the case for new
purchasers.

The most common answer given to this question is, we want it to be of use to everyone - but attempting to do
one brochure that fits all needs often results in the production of a brochure that meets no ones needs!

4. The planning, the launch and the follow-up

Not only do you need to know what you expect the brochure to do for your business, you also need to know how
you are going to get the brochure to your customers and prospective customers.

Is it left in the showroom or sent out by direct mail?

Is it given out at a trade show, or supplied as a back-drop to written questions?

The answer to this question will affect the way the brochure is put together.

For example, you brochure might be an A3 leaflet folded to A4, and you might feel that you will often be sending
it out in the post.

That is fine, except that on its own a single sheet of A3 folded to A4 will get very crumpled in the post if it is sent
flat. If it is going to be sent with several other sheets of A4 it might survive unscathed, but otherwise it is going
to have to be folded in half. You will need to consider what it is going to look like when folded this way.
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You'll also need to consider exactly how long you expect this leaflet to last.

If you date it with this year’s date, then you will have to throw out all remaining copies by November, because it
will look too dated. So you may be tempted to save money by not dating the brochure and by having the prices

slipped in via a separate black and white page - a common ploy. This is okay, providing that you have taken into
account exactly when the next range of products are coming on line.

Issues such as timing are closely related to the issue of the ultimate function of the brochure - is it a sales tool,
or does it aim to position you in a particular part of the market?

How does it relate to your other marketing - indeed how are you going to ensure that you other promotional
activities fit neatly into the image produced by the brochure?

All of these questions need to be answered as you plan your brochure. At the same time you will also be thinking

about questions that potential customers ask you. Are they answered in the brochure - is that what it is for?
Or do you want to get them interested and then phone you to talk through the issues?

5. Getting it all done

And so having answered all these questions we can now consider the process of getting the brochure designed
and written.

Overall you will need to have three inputs:
1. The Copywriter to generate the text.

2. The Photographer to create pictures of the product, yourselves should you wish to be included, and your
buildings.

3. The Graphic Designer to maximise the promotional potential.

The inputs are taken by the person who has overall control of the project and are merged together so that the
result delivers the message you wish to put across.

The text should be easy to read, the reader should not be distracted by graphics and text fighting with each other,

overall the contents should feel balanced and easy on the eye as well as being highly informative, leading the
reader to exactly the position that you want the reader to reach.
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Conclusion

The most obvious conclusion most people reach is that there’s more to doing a brochure than one might first
think.

Of course it is quite possible to write a bit of text, pick a few standard pictures and hand the result over to a graphic
designer who will indeed give you a brochure. But it is unlikely that a brochure produced in this form will actually
achieve what you want it to achieve.

Of course going through the process outlined here is more time-consuming and more expensive than simply doing
it for yourself and hiring a local graphic designer - and indeed it is not uncommon to hear people say, "we couldn’t
afford to use a professional brochure designer.”

But such a view misses a certain point. A brochure which is put together without detailed thought and planning
rarely (if ever) pays for itself. Yes, there is a brochure, but of itself it doesn’t actually do much good. Thus rather
than have saved a considerable sum by not using a professional design team the company has wasted money
by creating a brochure that was no better than having no brochure at all!

A professionally designed and implemented brochure should always pay for itself. The cost should be fully
recoverable through the extra sales that one gets from having that brochure.

And that, when all is said and done, is the final measurement of a brochure’s success.

Summary

Before you start DO YOUR RESEARCH

The vision - What is the ambition fore the future of your company/product/brand?
The objectives - Know what you want your brochure to achieve.

The planning, the launch the follow-up - Manage the distribution of your brochure.

Getting it all done - Choose the right team, allocate responsibilities, actions and timings.
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Introduction to Flock of Pigs - The sister company to ROMA Publications Ltd

Here in the flock we feel that getting professional help in promoting your business should be near the very top of
your company’s agenda.

As one of Rochdale’s premier graphic design studios we are looking to help businesses create a bigger noise within
their marketplace. Whether you're an ambitious start-up or a proud market leader, we can help you reenergise your
public profile with a bespoke creative solution.

We offer a full service from corporate identities, logo design and branding to brochures and leaflets/flyers through
to advertising design, exhibition stand designs and websites. The studio offers high quality creative design that both
start-ups and SMEs can find affordable and worth while.

Flock of Pigs Ltd was set up to primarily offer design services to small to medium enterprises who would perhaps
not be able to afford large agency fees. We are committed to providing a quality, yet affordable, creative design
service to our clients and always aim to produce work that our clients instinctively know is right for the promotion
of their business.

Please tick below any design requirements that you may be interested in and fax
this sheet back to us to 01706 759254.

Logo Design / Redesign Exhibition Stand / Popup
Branding Design Work Website Design

Brochure Design Advertisement Design
Leaflet Design Other Design Requirements

We look forward to hearing back from you.
Thanks and regards,

Phil Ainley - Partner & Art Director
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