PreConference Seminar
Brochure Design

November 2007 i Orlando FL

Marketing Model

Increasing Segmentation

Seniors Generation X
Boomers Single
Boomer Grandparents Married
Boomer Parents Families
Retired Boomers Underemployed
Divorced Boomers Generation Y
Remarried Boomers Entering Workforce

with blended families
Boomers 43-49

Under-employed

Single
Boomer 50-55 Ethnically diverse
Boomers 56-65 Kids, too

From Products to People

Your Image

Impressions

Beliefs

Attitudes

Perceptions



The Five Wb6s OF

Develop Your Image Development

Fun Product Leader (Nike)

Friendly Product Specialist WHO: All of your staff.

Efficient (Providing certain types WHEN: Every customer interaction

nevatve of classes better than

Comprehensive anyone) WHERE: At every customer contact point
Market Specialist

Low Cost (Providing classes for a w HAT: Every communication opportunity

specific segment
P g ) - WHY: Because image is longerm

Over and over, and over again

Four No Cost Image Makers Your USP: What Makes You

Unique
Logo
Slogan - USP
Your Program Name
Testimonials
Sample USPs The Power of Your Image

LERN T Information that Works!

Fed Exi When you absolutely,
positivelyé

Unknown Moving Company i We are

movers not shakers

Nike i Just Do It!

Timbs Tree & StWegopoutRem |
on alimb for you!

Raino Liningsi Tough doesnbét e

scratch the surface!




Keeping Your Image Current

McDonalds Is Your Kind Good Time, Great

of Place (1965) Taste (1988)
You Deserve a Break

Today (1971) Food, Folks and

We Do It All For You Fun(1990)

(1975) McDonal dés To
Nobody Can Do It Like 1991)

McDonal dsos .

(1979) What You Want is What

You Get (1992)

Have You Had Your
tigag s & You Break Today? (1995)
ltés a Good TPiﬂm%om?b d Sa%’he
Great Taste of McDonalds? (1997)
McDonalds (1984)

You Deserve a Break
Today (1981)

Ratios For Brochure Success

How many brochures are required to
generate one enrollment?

Number of Brochures Distributed
_. Total Number of Enrollments
50000/1000 = 50:1

1000/50000 = 2%

The 330-3 Rule

Three seconds to grab their ATTENTION
30 seconds to answer WIFM

3 minutes to deepen DESIRE and get them to
ACT.

IMAGE

Create it!

Nurture it!

Live it!

Splatter it everywhere!

Average Registration Fee

Total Income -— Total Enrollments

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

The AIDA Principle

A = Attention
= Cover & Back Cover

N

| = Interest
= First 2 Pages

B A = Action =
D = Desire = Registration
Session/Course Information and
Description & MORE! Form



Preludeé. The AIDA Principle

A good brochure does a lot more than A
i nformé Attention

It drives registrations and puts seats in
seats!

In short, it sells!

Classes for the Masses Principles of Cover Design (for our

= g traditional audience)
Keep it simple
Select a graphic that tells a story or that
creates a specific response from the reader
Use one main graphic focal point
Womer ol Use teaser copy
v 4 Use a logo and slogan i a USP
—_ Avoid trite images and generic graphics
Fill the visual field

Choose appropriate stock

Learning at the Speed of Lifd

Community Programs Guidelines for Using Color
Dondt put the address Color is an important communicator of image.
on the front cover Colored printing on the cover is worth the
Dondét wuse pictures of cost.
unless there are people Avoid colored stock for the cover.

Be sure to include: Name of program, session Use screens and overlays absent colored
or term, slogan, logo, teaser copy printing

= Use dark text.
Use high contrast.
Print photos in black.



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

Some Exampl esé

Your Conference, Seminar, Class or Session
Title MUST Grab Attention

Your headline, title, theme is 5 times more
likely to sway prospects than any other copy.

Make it bold, make it a big benefit!

More exampl esé

Make your event important

AExecutive Strategy Se

Simplify difficult topics

New Tax Laws and Youé
Create a sense of value

Exclusive Internet Briefing for Top Executives

More Exampl esé

Be on the cutting edge
The New Realities of Jury Selection
Quantify outcomes

Ten Proven Ways to Use Computer Networks
in Corporate Training

Identify the target audience
Customer Care Strategies for Support Staff

Use dynamic and dramatic, emotion-laden
positive words

Make More Money. . .Now!

A Rose by Any Other Name

Offer solutions to difficult problems

The Seven Super-strategies for Managing
Your Own Assets

State the benefits of participation

Avoiding Costly Legal Pitfalls in Residential
Real Estate Sales

Offer ways to achieve specific goals
Breaking the Barriers to Federal Procurement

12 Most Powerful Words in the
English Language

The Learning Marketplace
Learning Central

Marketing Summit

Executive Briefing

Power Seminar

High Results Training Seminar
Advanced Course on. . .

Cutting Edge Symposium

DISCOVER NEW
EASY PROVEN
GUARANTEE RESULTS
HEALTH SAFETY
LOVE SAVE
MONEY YOU



Color, Screens, Contrast,
Clarity, Simplicity
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Mapping the Marketing
Frontier

Sample Covers that
Work!
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LEAD ™ WAY
,"... n.

COVERS FOR TARGET
AUDIENCES

Boomers are no longer our sole audience
Boomers aren6ét old and
BUTboomers donodt | ike w
Y like
And Gen X and Gen Y definitely are not
attracted by the same images as Boomers

| The Result? Targeted covers for different
audiences.
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CONFERENCE ON TWE
YoUng YEARs

S $44 3320
el L -

CEFERATE cWiOxte
JUST AS THEY AgP!

TheAIDA Principle

A Attention
A Interest

Activity Guide

A Sessonul-« o0

“Tom mimity - ‘
l:alv.:\;g{lp‘ . %‘

Focus on Benefits

A What they get
A What they will learn

A What they will be able to do new, different,
better

AWhat 6s actionabl e
— A What will change their life



Benefits

Be Bold
Use active words & phrases
Focus on whatdés in it

Create as many benefits as possible and then
create some more!

Restate the most benefits important over
again

First Pages: Community

Remember é

Welcome i Uniqueness, new, benefits
Table of Contents i the way they think
Highlights i new, big, bold, benefits
Graphics i to the target audience(s)

Welcome ‘\W }ﬁ'
oo
<
— N/
Table of Contents
Recreation 4
Computers 8
Fine Arts 12
Highlights
., (&
N
F 54 YM \
ARSI
S =

They canét know your
them and tell them again.

\

Dondét make them guess

them!

Do Not Include

Registration

Lists of boards or committees
General information

Paid advertising

Blank page

Remember: Your are stressing the benefits
of your program.

First Copy: Seminars

Complete list of most powerful benefits
Who should attend
Testimonials/previous participants
First call to action

Follow with schedule



