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Marketing Model

US THEM

From Products to People

US Senior Adults

Kids

Singles

Increasing Segmentation

Â Seniors

Â Boomers

Â Boomer Grandparents

Â Boomer Parents

Â Retired Boomers

Â Divorced Boomers

Â Remarried Boomers 

with blended families

Â Boomers 43-49

Â Boomer 50-55

Â Boomers 56-65

ÂGeneration X

Â Single 

Â Married

Â Families

Â Underemployed

ÂGeneration Y

Â Entering Workforce

Â Under-employed

Â Single

Â Ethnically diverse

Â Kids, too

Your Image

Beliefs

Attitudes

PerceptionsImpressions



Develop Your Image

Â Fun

Â Friendly

Â Efficient

Â Innovative

Â Comprehensive

Â Low Cost

Â Product Leader (Nike)

Â Product Specialist 

(Providing certain types 

of classes better than 

anyone)

ÂMarket Specialist 

(Providing classes for a 

specific segment)

Over and over, and over again

The Five Wôs OF Image 

Development

HEN: Every customer interaction

HERE: At every customer contact point

HAT: Every communication opportunity

HY: Because image is long-term

HO: All of your staff.

Four No Cost Image Makers

ÂLogo

ÂSlogan - USP

ÂYour Program Name

ÂTestimonials

Your USP: What Makes You 

Unique

Sample USPs

ÂLERN ïInformation that Works!

ÂFed Ex ïWhen you absolutely, 

positivelyé

ÂUnknown Moving Company ïWe are 

movers not shakers

ÂNike ïJust Do It!

ÂTimôs Tree & Stump Removal ïWe go out 

on a limb for you!

ÂRaino Linings ïTough doesnôt even 

scratch the surface!

The Power of Your Image



Keeping Your Image Current

ÂMcDonalds Is Your Kind 
of Place (1965)

Â You Deserve a Break 
Today (1971)

ÂWe Do It All For You 
(1975)

Â Nobody Can Do It Like 
McDonaldsôs Can 
(1979)

Â You Deserve a Break 
Today ( 1981)

ÂMcDonalds & You 
(1983)

ÂItôs a Good Time for the 
Great Taste of 
McDonalds (1984)

ÂGood Time, Great 

Taste (1988)

Â Food, Folks and 

Fun(1990)

ÂMcDonaldôs Today 

(1991)

ÂWhat You Want is What 

You Get (1992)

Â Have You Had Your 

Break Today? (1995)

Â Did Somebody Say 

McDonalds? (1997)

IMAGE

ÂCreate it!

ÂNurture it!

ÂLive it!

ÂSplatter it everywhere!

Ratios For Brochure Success

How many brochures are required to 
generate one enrollment?

ÂNumber of Brochures Distributed 

ÂTotal Number of Enrollments
Â 50000/1000 = 50:1

Â 1000/50000 = 2%

Average Registration Fee

ÂTotal Income Total Enrollments

$50,000 Revenue Divided by 1000 Enrollments 
= Average Registration fee of $25

The 3-30-3 Rule

ÂThree seconds to grab their ATTENTION

Â30 seconds to answer WIFM

Â3 minutes to deepen DESIRE and get them to 

ACT.

I = Interest 
= First 2 Pages

D = Desire = 
Session/Course 
Description & MORE!

A = Action = 
Registration 
Information and 
Form

The  AIDA Principle

A = Attention 
= Cover & Back Cover



Preludeé.

ÂA good brochure does a lot more than 

informé

ÂIt drives registrations and puts seats in 

seats!

ÂIn short, it sells!

The AIDA Principle

ÂA

ÂAttention

Classes for the Masses

Fall 2004

Classes for the Masses

Everybodyôs Lifelong Learning 

Program
LOGO

Learning at the Speed of Life

ÅTeaser Copy

ÅTeaser Copy

ÅTeaser Copy

ÅAnd more. . .

Principles of Cover Design (for our 

traditional audience)

ÂKeep it simple

ÂSelect a graphic that tells a story or that 

creates a specific response from the reader

ÂUse one main graphic focal point

ÂUse teaser copy

ÂUse a logo and slogan ïa USP

ÂAvoid trite images and generic graphics

ÂFill the visual field

ÂChoose appropriate stock

Community Programs

ÂDonôt put the address and telephone number 

on the front cover

ÂDonôt use pictures of your facilities or building 

unless there are people 

ÂBe sure to include: Name of program, session 

or term, slogan, logo, teaser copy

Guidelines for Using Color

ÂColor is an important communicator of image.

ÂColored printing on the cover is worth the 

cost.

ÂAvoid colored stock for the cover.

ÂUse screens and overlays absent colored 

printing

ÂUse dark text.

ÂUse high contrast.

ÂPrint photos in black.



Your Program or Course Title and 
Your Theme Must Grab 
ATTENTION!

ÂYour Conference, Seminar, Class or Session 

Title MUST Grab Attention

ÂYour headline, title, theme is 5 times more 

likely to sway prospects than any other copy.

ÂMake it bold, make it a big benefit!

ÂExpend some real effort here!!!!!!

Some Examplesé

ÂMake your event important

ÂñExecutive Strategy Session for Teambuilding

ÂSimplify difficult topics

ÂNew Tax Laws and Youé In Plain English

ÂCreate a sense of value

ÂExclusive Internet Briefing for Top Executives

More examplesé

ÂBe on the cutting edge

ÂThe New Realities of Jury Selection

ÂQuantify outcomes

ÂTen Proven Ways to Use Computer Networks 

in Corporate Training

ÂIdentify the target audience

ÂCustomer Care Strategies for Support Staff

ÂUse dynamic and dramatic, emotion-laden 

positive words

ÂMake More Money. . .Now!

More Examplesé

ÂOffer solutions to difficult problems

ÂThe  Seven Super-strategies for Managing 

Your Own Assets

ÂState the benefits of participation

ÂAvoiding Costly Legal Pitfalls in Residential 

Real Estate Sales

ÂOffer ways to achieve specific goals

ÂBreaking the Barriers to Federal Procurement

A Rose by Any Other Name

ÂThe Learning Marketplace

ÂLearning Central

ÂMarketing Summit

ÂExecutive Briefing

ÂPower Seminar

ÂHigh Results Training Seminar

ÂAdvanced Course on. . . 

ÂCutting Edge Symposium oné

12 Most Powerful Words in the 

English Language

Â DISCOVER 

Â EASY 

ÂGUARANTEE 

Â HEALTH 

Â LOVE 

ÂMONEY 

Â NEW 

Â PROVEN 

Â RESULTS 

Â SAFETY 

Â SAVE 

Â YOU 



Color, Screens, Contrast,  

Clarity, Simplicity
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A lexandr ia, VA  22309 

O ur Facu lty  

G reate r W ashington Suzuk i Piano 

Inst itute  
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Sample Covers that 

Work!





COVERS FOR TARGET 

AUDIENCES

ÂBoomers are no longer our sole audience

ÂBoomers arenôt old and never will be old

ÂBUTboomers donôt like what Gen X and Gen 

Y like

ÂAnd Gen X and Gen Y definitely are not 

attracted by the same images as Boomers

ÂThe Result? Targeted covers for different 

audiences.











The AIDA Principle

ÂAttention

ÂInterest

Focus on Benefits

ÂWhat they get

ÂWhat they will learn

ÂWhat they will be able to do new, different, 

better

ÂWhatôs actionable

ÂWhat will change their life



Benefits

ÂBe Bold

ÂUse active words & phrases

ÂFocus on whatôs in it for them!

ÂCreate as many benefits as possible and then 

create some more!

ÂRestate the most benefits important over 

again

Rememberé

ÂThey canôt know your value unless you tell 

them and tell them again.

ÂDonôt make them guess whatôs in it for 

them!

First Pages: Community

ÂWelcome ïUniqueness, new, benefits

ÂTable of Contents ïthe way they think

ÂHighlights ïnew, big, bold, benefits

ÂGraphics ïto the target audience(s)

Do Not Include

ÂRegistration

ÂLists of boards or committees

ÂGeneral information

ÂPaid advertising

ÂBlank page

ÂRemember:  Your are stressing the benefits 

of your program.

Welcome_________

_________________

________

Table of Contents

Recreation 4

Computers             8

Fine Arts              12

Highlights_________

__________________

__________________

__________________

__________________

First Copy: Seminars

ÂComplete list of most powerful benefits

ÂWho should attend

ÂTestimonials/previous participants

ÂFirst call to action

ÂFollow with schedule


