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“Quick, before Mom hangs up . . . ask her how many
autographed copies she wants of my first classified ad!”

Copyright © 2001 by Patsula Media



v'Classified Ad
v'Space Ad

“Your mom says if you BUG her once more,
about how many copies she wants of your new
space ad, she's taking you out of her will!”

Copyright © 2001 by Patsula Media
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“How about this for my new brochure . . . UNLOCK
the Astonishing Nurturing Power of Harry’s New
Fortified Puppy Chow with his Revolutionary
Electronic Puppy Chow Dispenser!!”

Copyright © 2001 by Patsula Media



CREATING CLASSIFIED ADS, SPACE ADS,
BROCHURES, & CATALOGS

CLASSIFIED ADS, space ads, brochures and catalogs offer useful solu-
tions for the advertising and promotion needs of many small busi-
nesses. They are particular useful for mail order operations and home
based businesses.

This guidebook identifies key elements that should be present in
each of these media. It also offers numerous writing & design tips to
help you grab attention, inject desire and promote action, based upon
the ODaC formula (discussed in Guidebook #62).

Copyright © 2001 by Patsula Media



WRITING A Grabbing Attention with
CLASSIFIED AD Classified Ads

Headlines — Keep your headline short

DOLLAR for dollar, classified advertising and to the point. State the content of your
generates more profit than any other kind ad, a major benefit, or something else the
of space advertising. In fact, will generate reader curiosity.

considering that classifieds are 4 . 15ssified ad that
relatively inexpensive to run and .., consistently

can be spread out to other make $50 a month in
newspapers - there are more
than 10,000 newspapers in the
U.S. alone - they should be the

First Lines — If a classified ad
doesn’t have a headline, its first
line becomes its headline. To
draw attention to this first line, use
ALL CAPS or SMALL CAPS. Also,

profit, if spread out
across the country,
can easily pull in over

first choice for any mail order $50,000 a year. consider usin.g just enough V\{Ode
operator, consultant or the like SUPERTIP to cover the first one or two lines
looking to drum up business exactly.

sales and leads. . ) - -
Injecting Desire with

Classified Ads

Benefit Statements — Describe what the
product or service will do for the person

Copyright © 2001 by Patsula Media



who buys it. Highlight its strongest selling
point. Make a promise or offer no one can
refuse.

Promoting Action with
Classified Ads

Call to Action Statements — Usually,
the principal function of a classified
ad is to solicit inquiries and then
convert these inquiries into sales by
other promotional means. A “call to
action” or “preferred response”
statement simply tells the customer
what you would like them to do e.g., “Write
for your FREE info today.”

ads.

NOTE Direct sales are seldom made from
classified ads.

Company Address and Telephone
Numbers - In a classified ad, your com-

Direct sales are
seldom made
from classified

pany address should be easy to remember
and easy to write down. It should also be
as short as possible, because in classified
advertising you pay extra for every addi-
tional word. Even the addition or subtrac-
tion of one word, can cost or save you BIG
money, especially if you print the same
classified ad in hundreds of news-
papers and magazines.

If you forgo your address in favor
of a toll-free telephone number, get
a number that is easy to remember
like 1-800-BUY1000.

Guarantees - If you're selling a product
through a classified ad, always include a
guarantee. You must do everything you
can to remove your potential customer’s
fear of buying from someone they can’t
see. If you don’t, many will have a ten-
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dancy to envision you as a fly-by-night likely to send cash.

huckster, heading to the bank with a wheel

barrow full of their money, a Cheshire cat Classified Ad Writing Tps

grin running across your face, and a first- Use the following strategies to improve and
class plane ticket to Mexico in your refine your classified ad writing

breast pocket. techniques:

If you ask for ten

Price & Payment Options - Itis dollars, expect  Copy the basic structure and
difficult to get people to send a di- 0 get a lot of style of other successful clas-
rect payment through the mail in the ¢hecks. For sified ads. To design a winning
form of a cash or check when using @mounts of one  ¢lassified ad, look through back is-
a classified ad (people are justifiably 0 @ maximum of syes of magazines and take note of

wary about giving strange busi- five dollars, which classified ads occur repeat-
nesses their VISA numbers). How-  People are more edly. Make a list of these ads and
ever, if you ask for ten dollars or likely to send compare their headlines, benefit
less, you can expect a better re- cash. statements and asking prices or
sponse. “calls to action.” Then try and write
NOTE If you ask for ten dollars, expect to one similar.

get a lot of checks. For amounts of one to Keep track of headlines and first

a maximum of five dollars, people are more lines that attract your attention. Write

Copyright © 2001 by Patsula Media
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down on an idea sheet, headlines and first- every ad they run, their net profit for the
lines that seem to jump out and grab you. month is between $2,000 to $4,500 dollars
Modify them to express your ideas, yet at — and that’s just for one product. Of

the same time keep their original appeal. course, before you go out and launch such

a campaign, test your ad first. If it doesn’t

Classified Ad

Promotion Tips Some mail order
Use the following strategies to im- operators run
prove and refine your classified ad ~ Simultaneously
promotions: and continu-

o _ ously the same
Advertise in many magazines . ssjfied ad in

and newspapers simultane- about 100 to
ously once you have a HOT
product. Some mail order opera-
tors run simultaneously and con-
tinuously the same classified ad in about
100 to 150 newspapers and magazines.
The income potential from such methods is
tremendous. Even if they receive only an
average of $20 to $30 as net profit on

150 newspapers
and magazines

pull, discontinue it.

Choose the classified section
you want. There’s no reason, for
instance, why you can’t advertise a
clearance sale at your retail outlet,
under the “Household Items for
Sale” section of your local newspa-
per. Or, for example, a training pro-
gram under the “Help Wanted” sec-
tion.

Do not try and sell general products
through newspaper classified ads.
The life expectancy of a newspaper is at
the most, one day. Furthermore, as a rule,

Copyright © 2001 by Patsula Media
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the general public is not in the habit of
looking for general products such as food
and other reusable items in the classifieds.

Once you get inquiries, answer them
right away. When your customers are hot
don’t let them cool off. Imagine how they
feel after they take the time to
mail you an inquiry. Within a
week, they are anxiously
checking their mail for a reply
in the mail. If your reply takes
longer than three weeks, by
that time they are likely to have give-up on
you and start searching for another solu-
tion. As a rule, inquiries for promotional
materials stemming from classified or dis-
play ads should be the first mail to go out.
Orders and correspondence can wait a day
or two, but new business is what keeps
things rolling.

When your
customers are
hot don’t let
them cool off.

Start making a list of all the maga-
zines & newspapers with good classi-
fied sections. The magazines and news-
paper listed below should be added to your
list. All have good classified sections,
which are excellent for testing and promot-
ing new products.

® Forbes

® Grit

® House Beautiful

® Mechanix lllustrated
® National Examiner
® New York Post

® Popular Gardening
® Popular Mechanics
® Popular Photography
® Popular Science

® Spare Time

® Specialty Salesman
® The Globe
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® The National Enquirer

® The National Observer

® The New York Times Magazine
® The Star

® The Wall Street Journal

® Writer’s Digest

NOTE A Directory of Magazines
with classified ads is available from
Specialist, 134 Manchester Road,
Ballwin, MO 63011.

Use an advertising key. An ad-
vertising key is a series of number
included in a company address
used to keep track of responses
(see Guidebook #68). All classified
ads should have one.

started, but you can’t generate large vol-
ume and create a truly big business using
the classified columns alone. The fact is

Promoting your
product through
the classifieds
can get you
Started, but you
can’t generate
large volume
and create a
truly big busi-
ness using the
classified col-
umns alone.

You can’t create a big business with
classifieds alone. Promoting your prod-
uct through the classifieds can get you

the number of places in which you
can run a profitable classified ad is
small in comparison to other promo-
tional methods available to you.

*
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First Line

Description
& Benefit
Statements

Address

13
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Classified Ad #1

THE FISHERMAN'S ESCAPE ¢ |
A MUST HAVE for anyone craving angling
adventure. Includes, 30 proven fish catch-
ing strategies, 122 color photos of all time
great fishing lures complete with explana-
tions, and over 300 North American list-

ings of secluded, near virgin fishing holes

that will make you want to stop everythi?y

throw the old tackle box in the trunk, an

Headline

| —

Call to Action

Price

drive till you drop. Send $19 plus $1 for Advertising
shipping & handling to FRED’S FISHING Key
SHACK P.O. Box 124—-PM, Calgary AB, L

T5N 1L9 or call 1-800-222-FRED. 30-Day Guarantee
Money Back-Guarantee! ——
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Headline — ———— |

Description
& Benefit
Statements

Address

\\, 2230 Wilshire Blvd., Suite 605-EM, Holly-

Classified Ad #2

» JAZZ PIANISTS — GET THE MENTAL «—
EDGE! REVOLUTIONARY new meditation
and practicing technique teaches you how

to UNLEASH THE PIANO VIRTUOSO
INSIDE YOU! Increase speed, focus, ac-
curacy and ability to REPRODUCE ANY ,
RIFF after only one hearing. Send $10 for
audiocassette to EVANS PUBLISHING,

wood, CA 90210 (213) 455-5555

First Line

Price &
Call to Action
/

Advertising
" Key

14

Copyright © 2001 by Patsula Media



15

DESIGNING A
SPACE AD

SPACE ads, also frequently called display
ads, can be used to sell products, services,
create customer lists or promote good pub-
lic relations and image building.

Usually, the visual is the domi-
nant part of the ad. However many

Space ads are
miniaturized post-

line. Examples of words often used to func-
tion in this manner are: new, now, how to,
start, avoid, improve, special, award-
winning, fantastic, savings, and sale.

Headlines — With a good lead-in and a

good illustration, the name of the product
itself often makes a good head-

line.

Visuals — Your visual, either a

space ads are designed around ers for photo or illustration or both, must
their headline and made almost the masses. arrest the eyes of your readers
entirely out of words. POWERPOINT

Grabbing Attention with
Space Ads

Callouts & Lead-ins — “Callouts” and
“lead-ins” are big, bold and energetic
words that try to encourage the reader to
read the headline. They are usually placed
at the top of the space ad before the head-

and make them want to read your
entire proposition.

Injecting Desire with

Space Ads

Juicy Body Copy - Your body copy
should tell:

® tell what’s new, different, and attractive

Copyright © 2001 by Patsula Media



16

about your product Promoting Action with

® tell how your product or service will Space Ads
make the prospective customer’s life a Call to Action Statements — Write your
little more p|easant or easier “call to action” statement so that your

readers ask themselves which one, rather
than should | or shouldn’t I. One
way to do this is to offer your read-
ers a chance to trade up to a “de-
luxe” model and/or the opportunity
to purchase accessory merchan-
dise. Also, let them know that sup-
plies are limited and prices are
about to rise.

® describe and prove why the

reader can’t live without it With a coupon in
your ad you get
70% of your or-
ders by coupon
and 30% by
phone. It’s the
reverse with a
NOTE Many of today’s slick space telephone ad.

In general, this means describing
the benefits of your product or ser-
vice and backing them with details,
testimonials and proof. Use colorful
descriptive language.

ads tend to consist of short sen- FUNFACT Coupons — A coupon or mini-order
tences and sentence fragments that form, placed at the bottom of a
are almost conversational in tone, yet at space ad, makes it easier for the customer
the same time fast paced and reserved. to send away for a product being pro-

moted. A coupon can also be used to
augment your space ad campaign by:

Copyright © 2001 by Patsula Media



® (Qiving you an address of a new
prospect to be approached by an
experienced salesperson

® giving you the opportunity to ask
guestions and find out specific
information about the reader who wrote
in including age, business, income,
family size and so on

telephone number should be easy to re-
member and write down. If you would pre-
fer people to call in their orders, make sure
your telephone number is BIG.

Guarantees — Don’t forget to play up your
guarantee in a space ad.

Slogans — Consider making the

Don't forget to ~ company slogan the dominant part

® helping you distribute booklets
about your products or product
line or distribute free samples of

space ad.
a new product

NOTE Instead of a coupon, you can
write brief instructions e.g., “Send for a
free catalog today.”

Company Address & Telephone
Numbers — In a space ad, just like in a
classified ad, your company address and

play up your of the ad e.g., “Nobody does
guarantee in a Christmas better.”

Space Ad Design Tips

Use the following strategies to improve and
refine your basic space ad designing tech-
niques:

Copy the basic structure and style of
other successful space ads, flyers
and posters. When you want to design
an ad in a hurry, follow the basic structure

Copyright © 2001 by Patsula Media



of a competitor’s ad or ad for another
product similar to yours. Save your crea-
tive efforts for innovating and redesigning
the ad to more specifically suit your needs,
instead of starting from scratch.

NOTE It is a good habit to regularly collect
space ads from your favorite magazines,
clip them out and put them in a

scrap book to study at your conven- Don’t crowd
ience. your display ad

with too many
details.

Give your space ad breathing
room. Don’t crowd your display ad
with too many details. You may think
you’re getting more bang for your advertis-
ing dollar, but if no one bothers to read
your ad because it hurts their eyes, then
who’s saving what?

Space Ad Promotion Tips

Use the following strategies to improve and
refine your space ad promotions:

Don’t get carried away and lose fo-

cus on the basics. In general, the suc-

cess of a space ad promotion will depend
more upon:

® how well your copy promotes the
merchandise you sell (how
persuasive it is)

® the attractiveness of your
proposition or offer

® how good your price is

® the convenience and fairness of your
return policies

® whether you are perceived to be an
expert

Copyright © 2001 by Patsula Media
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® whether you are perceived to be some
one who cares or promotes quality

® how good your guarantee and bonus or

discount is

rather than, how glitzy it is.

Include your company logo. In all your
display ads, your company logo should be
clearly visible. Over the long run, this will

help build company recognition.

Turn your space ad into a flyer or

Three Popular Types of Space Ad Formats

HEADLINE AREA

MAIN
VISUAL

CALL to ACTION

(this area contains logo, address etc.)

MAIN
VISUAL

HEADLINE AREA

Headline
AREA Primary
Product
Photo
$000

; {$000] | {s000 | {s000
; 18000 | {$000] | {s000
I 18000 | 1$000 | | 1$000

CALL to ACTION

(this area contains logo, address etc.)

CALL to ACTION

(this area contains logo, address etc.)
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poster. A well-designed space ad can be wants customers to order by phone or
a good starting point for designing a flyer hopes to qualify prospects by making it
or poster. For flyers, more copy can be more difficult for them to order.

added to further explain benefits. For post-
ers, the visual should be enlarged to be-
come the most dominant part of the
ad. In fact, many posters will have

To decide whether you want to use a
coupon, look in the newspaper or

One disadvan-  Magazine you want to advertise in.

See what other advertisers are do-

very little wording, perhaps only a ~ fage ofusinga o .
headline, slogan, or identifying coupon is once  INg- If the majority are using cou-
symbol itis cut out. no  Pons, than follow suit. However, if

one else can most of them have toll free numbers
Use a coupon, unless you have ;.. o r aqver- than maybe you should consider
a toll free number. A coupon is a tising, including this option instead.
mini-order form us.uallly foun.d in mail your company
order ads. One of its immediate ad-  54q/ess.
vantages is that it signals to the
reader’s brain right away that you want
them to order. Some experts advocate that
it is crucial for every mail order ad that is
big enough to contain one and should only
omitted be omitted only if the advertiser

NOTE One disadvantage of using a
coupon is once it is cut out, no one
else can see your advertising, in-
cluding your company address. If you don’t
use a coupon, more than one person can
order from the same ad.

Copyright © 2001 by Patsula Media
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Use a toll-free number if you want to
avoid using a coupon. An ad without a
coupon has a tendency to look a little more
elegant, and a little less mail ordery. In
fact, companies that sell expensive items
tend to avoid using coupons altogether.
This gives them more room for per-
suasive ad copy. It also isn’t quite
as vital that your ad appear on a
right hand page (so the coupon can
be easily cut out).

Having a toll-
free number is
no picnic if you
don’t have the
NOTE Having a toll-free number is  staff to handle
no picnic if you don’t have the staff ~ the calls.

to handle the calls. In this case, if it

is more economical to get your orders by

mail rather than by phone, stick to using a

coupon and don’t list your phone number.

¥
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Space Ad Example

— Call Out
& Headline

v
I WANT

LYOU ...

TO HAVE THIS
MAGNIFICENT
BICENTENNIAL
COMMEMORATIV
LINCOLN HAT! FOR only

$20!

(plus $3 for shipping)

-
@ * Body Copy
I
v

Visual

YES FOLKS! This beautifully
decorated leather hat will be the
envy of everyone. When you dis-
play it on your distinguished head,
your friends and neighbors will be
drooling as they examine its finely
crafted monogramed brim. A per-
fect gift for Father’s Day, birth-
days, and even Valentines Day.
An amazing piece of hand crafted
leather, never before offered to
anyone at any price. ACT NOW
while quantities last. Iron clad
30-day Money Back Guaran-
tee.

CALL 1-800-444-HATS

Copyright © 2001 by Patsula Media
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DESIGN’NG A around. They can be placed as enclosures
BROCHURE in direct mail packages, passed out as

handy information guides in offices, or

EVERY company should invest in a bro- even distributed door to door. They are
chure. As a sales tool it, performs double one of the most important parts of any
duty: marketing package. And best of all,
FIRST, it helps identify and intro- Brochures are ey are relatively cheap and easy
duce your product or service by meant to sum- 0 Make.

visually showing what it looks like, ~ marize and in-  NOTE A three-fold brochure is

and by providing a list of benefits, ~ form. They are. made up of six 1/3rd of a page size

features and technical specifications 1€ fundamental
to inform and inspire potential cus- sales and mar-
tomers. It also displays basic com- keting tool.
pany identifying information and POWERPOINT
may include some advertising copy

panels. The three inside panels,
panels 2, 3, and 4 often combine
together to form a single graphic or
large space like ad, or poster image.
Panel 1 is the cover, panel 6 the

to tease readers. backside, and panel 5 the panel seen
when you first open the brochure (see dia-

SECOND, it helps imbue your organization
with an aura of authority and professional-
ism. Brochures are also handy to have

gram on page 25).
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Grabbing Attention with one small one for the first panel, and a lar-
Brochures ger one for panels 2, 3 and 4. Remember,
Callouts — Your callout, if you use one, show your product being used, or in its

most beneficial state. Also, consider in-
cluding illustrations of photos that show
parts included.

can be placed on panel 1 or panel 5. The
callout could be a company slogan or a
word that jumps out like new, amaz-

ing or revolutionary. The purpose of  NOTE The back panel is sometimes

a brochure is to  plank but also can have a small
inform and edu-  photo as well.

cate your poten-
tial clients about Injecting Desire with

your services Brochures

Headlines — A headline that
pushes the benefits of your product
or service, should be placed on the
first panel, above, below or super-
imposed over the main front panel

visual. and products. Informative Body Copy - Bro-
POWERPOINT  chure body copy should tell what is
Primary and Secondary Visuals new, different, and attractive about
— Since one of the chief functions of a bro- your product service. It should also com-
chure is to visually show your product or bine your features and benefit statements
service in action, brochures often have seamlessly. Furthermore, it should unfold
photos on almost every panel. At a mini- strategically in persuasive, full-bodied
mum, a brochure should have two photos: prose and be broken up into easily man-
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aged units with catchy subheadings. How- not with its body copy.
ever, keep in mind that extensive body

copy on a brochure is usually not of prime
importance. The brochure sells mainly with
its visuals, feature and benefit statements,

Product & Service Benefit Statements
— A list of benefit statements is usually
provided on panels 2, 3, 4, or 5 but almost
never on 1 or 6.

Brochure Panels

BENEFIT COMPANY
STATEMENTS LOGO HEADLINE

2 3 4 | FEATURES 5 6 1
A/ First Back Front
Inside
-y
/1 TECHNICAL y
x - SPECS — /v '\
\\/ N
\ PRIMARY
SECONDARY VISUALS ORDER INFO & CALL TO VISUAL
ACTION
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Product and Service Features - Promoting Action with Brochures
Whether you list your features first or your Call to Action Statements — “Call to ac-
benefit statements first, on panels 2 or 3, tion” statements can be placed anywhere
depends upon your overall design strategy. in your brochure. However, most often they
However, usually it is more effective to list are placed on panels 4, 5 and 6.

benefit statements first, as benefits are ul-

timately more important than features. Coupons, Order Forms and Ordering

Section — The ideal brochure order
Technical speci- form is a separate return-response
fications belong card — a one third page insert that
on the back of  fits perfectly in a standard size en-
your brochure, velope — but a clip-out coupon or

NOTE Outstanding product features
can be highlighted with bullets
(prominent dots before each point)
or other visual attention-getters.

Product Technical Specifica- panel. order form will do the job if you want
tions — Technical specifications are to cut costs. This clip-out coupon or
precise facts about your features e.g., order form can be placed on panels 4 or 5
weight, size, power consumption, individual along with any ordering information. That
component ratings etc. They belong on the way if cut out, panels 1, 2, 3 and 6, still
back of your brochure, panel. remain intact.

NOTE Consider perforating the edges to
simplify removal.

Copyright © 2001 by Patsula Media
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Easily Visible Contacting Information
— Company address and telephone num-
bers are usually listed along with basic or-
dering information on panels 4 or 5 or on
the back of the brochure on panel 6. How-
ever, if your ordering section on panels 4

or 5 is designed to be removed
along with your company address,
make sure you also write your ad-
dress on panel 6.

NOTE Make sure you clearly state
your company address, phone and
Fax number at least twice.

Guarantees — Guarantee state-

ments are usually placed on panels 4, 5 or
6 near your ordering information. Panel 5
(the first page your customer sees when
they open your brochure) is one of the best

places to affirm your commitment to your
customer’s satisfaction.

Guarantee
statements are
usually placed
on panels 4, 5
or 6 near your
ordering infor-
mation.

Price & Payment Options — Depending
on the purpose of your brochure, whether
it’s to inform, persuade, or sell, you may or

may not include prices.

Slogans & Logos — Slogans are
usually placed on panels 4, 5 or 6.
Your company logo belongs on
panel 1, 6 and near ordering infor-
mation.

Brochure Design Tips
Use the following strategies to im-

prove and refine your basic brochure de-
signing techniques:

Copy the basic structure and style of
competitors’ successful brochures.

Brochures are easy to design if you collect
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as many three-fold designs as you can pletely unfolded. Do you want to create
from other companies and competitors. unity? Contrast? Balance?

Almost invariably, they will exhibit similar
parts and design characteristics that will

greatly simplify your design process.

Use 8.5” by 11” glossy paper folded
three times, unless you have a spe-
cific design purpose. Most brochures

Design panels 2 and 5 to blend well. are designed on 8.5” by 11” glossy paper

When you open the first fold of a
brochure, panels 2 and 5 should
blend well. If possible, have the re-
sulting image and copy combine in

a way that makes the reader think,
“Wow that’s cool.” This can be ac-
complished by having copy or bene-
fit statements on the 5th panel and a

and folded three times. This design
When you open fits easily in envelopes, allows many
the first fold of a creative approaches, and can easily
brochure, panels be stuffed into a handbag in a hurry.
2 and 5 should  The three-fold design is fairly uni-
blend well. versal (like the 2” by 3.5” business
card format) and should be followed
unless you have a very specific reason not

graphic with a headline on the 2nd panel. to.
Design panels 2, 3,4 and 5, 6, 1 to NOTE Being different in this case, is not
blend well. In other words, coordinate necessarily being better.

how the brochure will look when com-
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Brochure
Promotion Tips

Use the following strategies to improve and

refine your brochure promotions:

Don’t get carried away and lose
focus on the basics. In general,
the success of your brochure will
depend more upon:

® how well your six panels are
integrated

® how well the visuals flow from
panel to panel

® how well the copy, subheadings
and headlines complement each
other

rather than, how much information and

specifications you can cram in.

Your campaign’s overall effectiveness
will also be determined by the attractive-

The design and
production val-
ues of your bro-
chure say as
much, if not
more, about
your business’s
self-image and
standing amount
competitors than
what’s written
inside.

ness of your proposition or offer, how good

your prices or discounts are,
whether you are perceived to be an
expert, whether you are perceived
to be some one who cares or pro-
motes quality, and how good your
guarantee is.

Focus on your order section.
The brochures’ mission is usually to
provide enough information to take
the reader to the next step in the
buying process. Consequently, a
great deal of your time should be
spent designing a coupon or order
form that is easy to use and en-

courages the reader to send in an order.
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Strive for “quality” rather than “quan-
tity.” The design and production values of
your brochure say as much, if not more,

about your business’s self-image
and standing amount competitors,
than what’s written inside. If you
produce 10,000 brochures cheaply
in and effort to reach as many peo-
ple as possible, and you only get
two calls, you might as well have
produced 1,000 beautiful pieces,
made a excellent impression and
gotten 20 calls. Use your good looks
to be one up on the competition.

Use a service bureau or copy
center. Computer typesetting and
laser printing have reduced the cost

The design and
production val-
ues of your bro-
chure say as
much, if not
more, about
your business’s
self-image and
standing amount
competitors,
than what’s writ-
ten inside.

of producing a brochure. Free layout help
is often available at many copy centers.
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CREATING A CATALOG

FOR any mail order, retail or wholesale
operation, a catalog can quickly become
the heart of your business. However, be-

fore you go out and spend thou-
sands of dollars hiring someone
to design one for you, why not try
and design one yourself. All you
need is a desktop publishing pro-
gram like Pagemaker or
QuarkXpress, a photo manipula-
tion program like PhotoShop, a
computer, a camera (better yet a
digital camera) and perhaps a
scanner.

whom you may need help from in the fu-
ture for more ambitious undertakings.

Grabbing Attention with Catalogs

Catalog Titles — Your catalog title will
usually include the name of your

While the main func-  company and possibly the season
tion of a brochure is  or theme of the catalog e.g.,

to attract and edu-  Wally’s Winter Wipeout Catalog.
cates, a catalog is

more practical and
functions primarily to
extract and expedite

orders.
SUPERTIP

NOTE If you encounter a little frustration
trying to reach your objective, remember, it
is knowledge and experience that will allow
you to recognize the talents of others

Headlines and Callouts — Cata-
log headlines or callouts act as
subheadings to your catalog title.
Their purpose is to build excite-
ment and curiosity and quite often
are emphasized more than the title
e.g., “Great Gift Ideas and Prices to Keep
You Jolly!”; “Nobody Does Christmas Better
than We Do.”
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Table of Contents or Index — Most

catalogs put their table of contents or index

on the first or last page. Keep in mind

there’s no point in having a table of con-

tents, if it can’t be found easily.

Injecting Desire with
Catalogs

Catalog Copy — Other than prod-
uct descriptions, catalogs normally
contain very little copy. In fact, gen-
erally speaking, a catalog is NOT
the place to espouse company phi-
losophy or history unless you have
a worthwhile objective e.g., you are
a new company and need to build
your image.

Descriptive Visuals — lllustrations or
photos should arrest your reader’s eye and
draw them in to read each of your product

descriptions. Select those that graphically

that

Catalog copy is
often written in a
clipped tele-
gram-like style,
with sentence
fragments that
convey a great
deal of informa-
tion in the few-
est possible
words.

tell your story and demonstrate unique
characteristics of your product. Keep prod-
uct descriptions as close as possible to the

visuals.

Product Descriptions — Product
descriptions that accompany visuals
must fill readers with the desire to
own the product being described.
However, because each item in a
catalog is given limited space, cata-
log descriptions must also be kept
brief, crisp, and to the point — the
reader must be given instant access
to key facts. Catalog copy is thus of-
ten written in a clipped telegram-like

style, with sentence fragments that convey

a great deal of information in the fewest
possible words (i.e., stick to the facts and
avoid puffery).
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Nevertheless, try and make your product Promoting Action with Catalogs
descriptions interesting to read. Highlight Call to Action Statements — For cata-
your product’s strongest selling point or logs, “call to action” statements should tell
benefit. Remember to your customers how they

answer the question 14 kaep catalog copy fresh, and give  can order, what you want

‘what's in it for me,” for - oa0p product a distinct personality, as  them to do to place an or-
each product. The soon as you receive a new product, der, or where you want
more you can do this,  ite down a description of it on an them to go to buy direct.
the more likely you will - jyo4 sheet and put it away in a folder

Company Names, Lo-
geta cash response. . fijing cabinet. Then, when you need pany "

gos, Production Sym-

It is also a good to create a new catalog, you glrgady bols and Other Insig-
idea to lead off your have .hundreds of fresh descriptions. nias or Identifying
entries with powerful Imagine how boring your catalog copy Symbols — Your Company

adjectives and verbs. would get if you had to write 250

Avoid beginning with a ;;rgzzﬁ_’c_lliscrlpt/ons over a weekend. clearly marked on the back
flat “this product B is and front of your catalog as

beautifully. . .” well as on your ordering
form. It is important that your company be
easily recognized by your customers.

name and logo should be
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Other insignias you may consider including your catalog a more personal touch as well
are visa and master charge card logos as as boost your credibility. Imagine the im-
well as recyclable logos. A production pact of including a photo of yourself or
symbol might state: Printed in Can- your company president looking the

ada or Made with Recycled Paper. customer straight in the eye (put
this photo close to your guarantee).
This functions to reinforce your

commitment to your customer’s sat-

According to the

Guarantees — State your guaran-  Direct Marketing
tee and company purchasing poli-  Association

cies clearly on the 3rd page of your ~catalog sales for _
catalog. Repeat guarantee on your 1995 will come isfaction.

order form. in around $62.6  Qrder Form —Bind an order form

Location Information — Includ bjllfon s (Maybe two) in the back of your
nclude a - Jikely top $85 catalog. If you bind one in the mid-

diagram of how to get to your retail  pjjjion by the dle, remember that this is the page
location. If you have retail locations  gnq of the dec- most people will open the catalog,

across the city or country, list these 440 s0 put your best promotion on the

as well. FUNFACT adjacent page.

Message from the Company
President — An upbeat introductory mes-
sage from the company president can give

Price & Payment Options —
Specify how long your prices will be in ef-
fect, whether cash, check, credit cards, or
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purchase orders are acceptable, and layouts that interest you. When you want to
whether any special discounts are being develop your own ideas, use their basic
offered. structure as a guideline.

Toll-Free Telephone Numbers - If you Give your catalog a theme. Have a
wish to only receive telephone or- catalog based on energy conversa-
ders you may decide to forgo your Higher paper- tion or making the world a better
address in favor of a toll-free num-  ,5ts have place to live in. Don’t be afraid to
ber printed in large type. forced many distinguish yourself from your com-

- . catalog-based petitors. Just don’t go overboard
Catalog Design Tips and start lecturing customers.
Use the following strategies to im-

prove and refine your basic catalog

busineses to re-

think their mar- 1nclude an order form. Your or-
keting strate- der form should be bound in, easy

design: ies ,

gies. to understand, and easily detached.
Copy the basic structure and =~ POWERPOINT ;g ;sually placed at the end of
style of competitor’s catalogs. your catalog.

Research catalogs of your competition and
other catalogs in general, to get a feel for
the fantastic range of design possibilities.
Collect catalogs that have designs and

Organize products effectively. Prod-
ucts can be grouped by category, price
range, or any of a number of other sys-
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tems. The only rule about grouping is to be

consistent throughout.

NOTE It's generally a good idea to display

products related to each
other, on a single page or
spread; that way you’ll en-
courage multiple purchases.

Organize visuals effec-

tively. When organizing your

catalog visuals you can run
every item like a mini space
ad or group items and take
one picture. Numbers or let-
ters of the alphabet are then
added to the pictures to cre-
ate a key (see diagram on
page 41).

Catalog Promotion Tips

Use the following strategies to improve and

I recall and advertising ty-
coon, Bruce Barton, saying
in the late 1940s, when we
were in a dither about the
Russians: “What we ought
to do is to send up a flight
of a thousand B-29s and
drop a million Sears, Roe-
buck catalogs all over Rus-
sia.

ALISTAIR COOKE

British Journalist

refine your catalog promotions.

Build a mailing list of satis-
fied customers. As you build
your business, try and keep
track of the people you have
served. Mail your first catalog to
these customers, as they will
likely give you the best re-
sponse. If this first catalog
proves successful, consider
renting or buying rights to a na-
tional mailing list directed to-
wards your target market. Gain-
ing the use of such a mailing
list will require a fee, but it
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means you will be sending your catalog out rather than, how beautiful and glossy your
to people who, presumably, will have an in- catalog looks.

terest in your merchandise.

Forget about color if you have a

Don’t get carried away and lose fo- small budget. If your budget is limited

cus on the basics. In general, the
success of your catalog will depend
more upon:

® how well you match your mailing
list or customer needs to your
merchandise or the other way
around

® how broad of a selection you are
able to offer including odd sizes

® how easy your products are to
explain with visuals and copy

® how well your catalog items

and especially if you have a good
Formail order  ggjes angle (e.g., your business is
companies, itis  gnyironmentally friendly), you may
important that  pe aple to get away printing a black
the majority of  and white catalog on recycled pa-
your catalog per. Also, consider using three col-
items are novel  og Jike black on yellow, and red for

and difficult to - highlighting discount prices.
find in retail
stores. Have a contest. A contest can

SUPERTIP help increase your order response
rate. One way to help pay for the
contest is to get a sponsor, such as a
travel agency, to give you a reduced rate in

complement and relate to each other exchange for giving them a chance to ad-

vertise.
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If you are operating a mail order

business, start a catalog once you
have 25,000 customers. Otherwise stick
to classified and space ads until you build

up your customer list.

Keep close track of your cata-
logs performance. Remove items
from your catalog if they fail to per-
form. To help you in this task, use
Forms #34 “Gross Catalog Analysis
Sheet” and #35 “Catalog Item Sales
Analysis Sheet” as explained in
Guidebook #68.

Keep your catalogs small. Cata-
logs sizes can range from one page
mailers that showcase only a few

items, to one pound 200 page monsters
the display several thousand items. How-
ever, a good size to start with is one of

about one hundred to two hundred items

Catalogs with
fewer pages,
and perhaps
half and inch or
so smaller are
being produced
in an effort to
reduce costs.
Quality over
quanity.
POWERPOINT

contained within 24 or 32 pages — a mini
catalog. Overall, these smaller catalogs
are more up-to-date, better able to respond

to seasonal changes and more price
conscious, rather than full-blown
catalogs. In fact, large 400 page
catalogs are not appropriate any
more, as they require risky large
runs to lower costs and help make
them profitable.

NOTE Assuming items are of similar
appeal, you will always get a higher
response rate from a 32-page cata-
log than you will from a 24-page
catalog.

Mail or distribute your catalogs on
time. Christmas catalogs should be mailed
in late September or early October, while
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Spring and Summer Catalogs should be ® doesn’t vary much in price or quality
mailed in early May or late April. from the other products in the catalog
Once you are established, print two ® has universality of appeal

to four catalogs per year. Every busi-
ness must have a catalog for Christmas.
People are looking for gift ideas then. The
three other important times of the

year are Spring, Summer and Fall, ® s exactly as pictured or

Spring and .
with Fall being a distant fourth. Summer cata- described

logs can often ® is imported from an exotic

® includes everything (people don’t like
future obligations when they purchase
something, like buying batteries)

For a mail order catalog, take

extra care when picking your ~ combined into location
products. The success of an indi-  ©97¢- ® is in the early stages of a fad not
vidual product in a mail order cata- the latter stages

log will depend on whether it: ® s not oversold (don’t promise what the

® closely matches the theme of your product doesn’t live up to)

catalog ® is not widely available at retail

® doesn’t cause apprehensions about

_ ® s perceived to be hard to find
size or color
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® promises heavy utilization

® won't fall part and become worthless
shortly after being purchased

Place your big selling items at the
front. You will get far more new
catalog customers if you put your
proven winners in the front pages of
your catalog.

You will get far
more new cata-
log customers if

Try to avoid using models. To  You put your

keep the pre-production costs of proven winners
your catalog within budget, avoid in the front
using models. pages of your
catalog.
. 3
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A: Group Listings

Types of Catalog Displa

B: Single Listings

1 This product is one of a kind.

Never before offered to any-
one at any price. Comes in
passion red, sky blue and
dusty gray.

2 This product is one of a kind.

Never before offered to any-
one at any price. Comes in
passion red, sky blue and
dusty gray.

3 This product is one of a kind.

Never before offered to any-
one at any price. Comes in
passion red, sky blue and
dusty gray.

4 This product is one of a kind.

Never before offered to any-
one at any price. Comes in
passion red, sky blue and
dusty gray.

5 This product is one of a kind.

Never before offered to any-
one at any price. Comes in
passion red, sky blue and
dusty gray.

© This product is one of a kind.

Never before offered to any-
one at any price. Comes in
passion red, sky blue and
dusty gray.

1 This product is one of a kind.

Never before offered to any-
one at any price. Comes in
passion red, sky blue and
dusty gray.

3 This product is one of a kind.

Never before offered to any-
one at any price. Comes in
passion red, sky blue and
dusty gray.

2 This product is one of a kind.

Never before offered to any-
one at any price. Comes in
passion red, sky blue and
dusty gray.

4 This product is one of a kind.

Never before offered to any-
one at any price. Comes in
passion red, sky blue and
dusty gray.
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