Brochure do's and don'ts

An effective brochure can be a powerful marketing tool. On the other hand, an ineffective brochure can shoot a business in the foot. We all know brochures can be expensive to produce, so here's some tips to make sure your brochure meets its objectives.

Do…

Decide the purpose of the brochure. Don't be too ambitious. Brand or product awareness with a call to action is probably as far as you'd want to go unless it is for a specific promotion.

Keep your customer in mind. You should know who you are aiming your brochure at. Make sure it relates directly to them.

Give the cover a lot of attention so it gets a lot of attention. This is the only part that contacts your audience. It must catch the eye and shout, "Pick me up! Read me!"

Use photos on the cover. They cost, but they also grab attention. Make the photo applicable to your product. It does not have to be the product, but it should be closely related.

Forget black and white - use full colour on the cover. The aim is to get the reader to pick up your brochure from the hordes of others that usually surround it. Make it colourful and classy.

Be cunning with your copy. Once somebody has picked up your brochure, give them the information they want. Tell them the benefits and prompt them to act on it. At the very least, they should take it with them.

Make it easy to carry (if that's an objective). Don't use heavy stock to impress. Heavy stock is bulky, bulges the pocket and is more likely to be left behind.

Try leaving out key information. To prompt a reader to contact you, consider leaving out something like the size, or amount, or price, etc. If you have targeted you brochure accurately, they will follow through.

Do Not…

Don't skimp and produce your own brochures, if you truly are serious about your business. Sure, you may that one in a million multi-talented dude who can actually write, design and print quality brochures. Then again, you could be one of the 999,999 in a million who can not. Get people who know how to write, design and print (that's three different people).

Don't think you can proof read your own writing. Picking up your own grammatical errors and typos is difficult. Most computers offer spell check but that doesn't differentiate between know and no, there and their, sale and sail, etc.

Don't ask your brochure to close a sale. A customer can go through many steps from product awareness to product purchase. A brochure is at the product awareness end of the process. A brochure should impress a reader enough to prompt them toward the next step to purchase.

Don't try to say everything in a brochure. While you can be more expansive than a print ad, you still can't bleat on about everything in detail. This cramps a brochure's style and inhibits response.
