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Writing Persuasive Brochure Copy

Writing copy for brochures, flyers, direct-mail
packages, and other promotion pieces is a difficull
assignment for most people, Whid reads 0 naturally on
professionally written pieces doesn't seem (o come
very casily when it is time to move the pencil or tap the
keyboard, The truth is, writing copy for promotional
pieces 5 2 wough assignment — especially if you don't
wrile every day. Even If vou frequently wrile memos,
reports, and analyses, and know how to ovencome
“writer blocks™, writing the copy [or a promotional
plece requires a different style and technique than those
used for writing memos or press releases.

First of all, let's define a promotional writing style. A
professional copywriler uses words as tools (o persuade
and motivate readers (o action. Beaders are persusded
that something valuahle is being offered, and then they
are motivated to nequire it for themselves. This s the
essence of effective promotional copywriting.

*Sell the sizzle and not the steak™ 15 a common
advenising phrase that expresses the principle of
clfective promotional copywriting. Library brochures
that dwell on how to use the card catalog, how many
titles are in the library collecton, and bormowing
limitations are not persuading the reader o use the
library; they are telling the reader how 1o use the
library. There is nothing wrong with informing people
about hovw best o use the librmry s resources, but a
brochure that concentrates on usage poiniers s not a
promational piece — it is a guide. Guides are provided
after an individual has made the commitment to the
product or service.

A promotional plece, on the other hand, is used (o extol
the benefits of the library’s resources. The copy uses
terms and expressions that sell the information
resources to the reader, and motivates them o action,
i.c., contact the library and ask for a scrvice or product.

By scanning direci-mail picces, brochures, catalogs.,

| You won't be disappointed.

and newspaper and magazing ads vou can begin (o get
an appreciation of just how persuasive good copy reads.
In fiict, after a while vou might start noticing that many
of the promaotional messages can be put into categories:
headlines that grab your attention; descriptions that
appeal to emotions; benelit statements that promise
improved status, pleasure, or money; closing lines tha
clinch the sale and move you o send in the coupon.
Professional copywriters rely upon an assortment of
proven methods w move the reader, and all of them
rely on words that sell — infallible adjectives like
“superb” and “irresistible™, and phrases like “right atl
vour lingertips™ and “po with 8 winner”,

Thinking of persuasive words and phrases 15 somelimes
easier said than done. The cagicst way to build a file of
idens s 1o clip them from adverisements, Your editor
hos found the Wall Street Jowrnal 1o be a wealth of
headline ideas, Here are some persuasive headlines and
phrases from my files.

Suoccesy starls with
means business,
Some straight talk about
We don't cul comers,
Check us oul.
Mow, more than ever, you need
Can you afford not (0.7
where you wand i, when you wanl 1L
You're in for a pleasant surprise.
In today s competitive mu:k:r.p-]:m.
Today, morg than ever,
We've got the solution (o your
What an opportunity!
Omce vou iry us, you'll want 1o stay with us.
When every dollar counts, it's good 1 know that
You'll receive these benefils,
Why seitle for when you can have 1

You've scarched long enough,
Confinued on page 3
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Pearls of Wisdom

Clemson University is offering a scrics of seminars
around the country on using desktop publishing and
compuier softwane 1o create cffective visual
communication pieces, For more information contact
Kay Bamett at BO3/656-2200 (fax 803/656-3997) or
write i Kay al Clemson's Office of Professional
Development, P.O. Drawer 912, Clemson, SC 29633,

Looking for promotion items o give away? The
Melson Marketing company has a nice catalog of
goodies — more than 240 itlems including self-stick
note pads, sofl foam balls, litier bags, calendars, key
Lags, magnets, flashlights, cups, mugs, and a whole lot
more. They Il readily send samples and order infor-
mation. For a Mmee catalog call BOOW722-5203 (fax 414/
236-T282) or write Nelson Marketing, 210 Commerce
5L, P.O. Box 320, Oshkosh, W1 54902-0320,

The next time you plan a brochure or peckage that will
be mailed, make a mock-up of the picce(s) with the
actunl paper you are planning 0 use. By weighing the
package on a postal scale you'll be able 1o estimate
postal costs. I o expensive, you still have time (o
change the paper specifications to a lighter weight
paper.

It's never too carly to think about how you will thank
your customers during the holidays. If time is shorn,
money is ight, or vou like to write your own greetings,
consider using continuous feed letterhead that is
preprinted with a holiday border motif. The lettethead

has a bright red and green holly border printed on ivory
paper stock. The micro-perfed edges tear ofT o 8 1/2 x
11 sheets, It comes in packs of 50 sheets and 50 red
envelopes, and appears a8 product number N-6238-4 on
page 34 of the Business Book of the Miles Kimball
Company, One East Eighth Avenue, Oshkosh, W1
349006, For a free catalog call B00-558-0220

(fax 414/426-1132).

If you work with science and technology information
materials, it might interest you to know that National
Science and Technology Week 1990 will be observed
April 22-28, the same week as Natlonal Library Week
1990, This is a perfect opportunity to combine the two
observances, For more information on the science and
technology theme "Global Change, Our Common
Future™ write 1o the National Science and Technology
Week, Natlonal Science Foundation, 1800 G. Street,
N.W. Washington, D.C. 20550, For information on
Mational Library Week wrile 1o the Public Information
OfMce, American Library Association (ALA), 50 E,
Huron §t,, Chicago, IL 60611 or call $(4)/545-2433. In
Minois BO0VS45-2444 In Canada B00/545-2455,

While you're talking 10 ALA, ask them to send you
infprmation on their publication PR Activizy Report.,
This quarterly publication offers some public relation
tips, but mostly i o grest source for public relations
malerials offered by ALA and other groups.

You can also nsk ALA to send you a PR Info Bank
packer. This will give you the winning entrics from the
Swap & Shop “Best of Show"™ competition held at the
ALA Annual Conference, Available by inter-library
loan through the ALA Headquaners Library,

Have you seen the new Post-it notes for fax messages?
These handy lintle items can reduce paper waste by
eliminating front cover sheets on informal fax
messages, Look for them in your office supply store.

The Chicago Manual af Style isn’t just for tcrm papers.
The 13th edition includes chapters on bookmaking,
production and printing. Check it out. The University
of Chicago Press, 1982, ISBN 0-226-10390-0.

-




Vol. 3 No. 1
Page 3

Writing Persuasive Copy Cowtinued from page |

You've pol an imponant decision 1o make,

gets the job down when you need i
comes through in the cluich,

We'll meer all your requirements.

A professional recommendation.

Let _ plan and manage your

You can tum o us with confidence,

Before siting down o wrile promotional copy, you
need 1o essemble some information and your thoughits,

0 Analyze your product or service. Define who will
be reading the picce. You might have to do a little re-
search to get your facts straight, Examing the service or
product [om the customer's point-of-view, Define the
nature of your offering and enumerale all the features
that would be of interest 1o the perspective customer,

3 “Posgition' the product or service, How do you
want the customer 1o view your library service?
Positioning is critical if you want (o develop o
successlul marketing sirategy in a compelitive
situation, Librarians concemed with how upper
management views their information services should
pay panticular attention to the tone and style of the
promoton piece so that i implanits the desired image,
By the way, this doesn't necessarily mean that you
have to produce a somber, or stern promotion piece.
Many organizational cultures invite light-heaned
npproaches to case stressful business environments,

(1 Assess your audience. Always gear your copy (o
the needs and tastes of your readers. This may mean
that you have 1o produce more than one promaotional
picce 10 target vastly different customer markets, The
copy for o promotion piece aimed at support stafl and
the plece targeting middle management will read
differently. Knowing vour audience’s characienistics
will help you position your services in their minds,

Mow that you are ready (o wnte the copy that will
persuade and motivite readers, here are some thoughts
10 keep in mind.

7 Don'’t lose sight of your primary goal: io sell the
library®s service and/or product. Don't just wrile o
fat presentation of the facts (remember you are not
writing a user's guide.) On the other hand, don't get o
wriapped up in being creative that the message gets
buried. Write (o sell.

O Don’t fill your copy with emply overstatements,
Make sure you avadd tite elichés. Too many words like
“extruordinary” and “fabulous" within a brief space

will destroy your credibility, You don’t want the reader
0 dismiss your claims, Instead, try to convince the
reader that your product is “the best thing since sliced
bread™,

3 Be accurate, Be sune you gel the facts straight.
Dan'l leave yoursell open 1o claims of false advertising
by making statements that can’t be substantiated,
Above all, be truthlul. IT you aciually deliver research
results in 24 hours, ('8 fine o shout it from the rooflop,
but if you take 36 hours 1o deliver resulis, then say so,
Don't set up false expectations, you'll live 1o regrel
them.

[ Be specific. Don’t use vague abstractions or library
lingo when you have o ¢hance 10 create vivid images
with simple details, Would you rather ask for a
“service that tracks competitors” or a “current
pwareness service'™! Since libraries offer inlangible
services, your copy should strive to make the servico
real by stressing various benefits.

3 Be organized. Your message should progress
logically from the headling (o the clincher. Don't bury
essential information or lead off with trivia, Like an
old-fshioned shof story, your copy should have a
beginning, a middle, and an end,

3 Wrile for easy reading. While your style should
st the customers you are targeting, there are cermain
rules that apply to oll copy, Develop a style that flows
smoothly and rapidly, one that's ¢lear, uncluttened,
involving, and persuasive. Avold long, complex, and
compound sentence structurcs. Affect a cnisp but

Continted on page 4
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Profile

Jim Shelar, Direcior of the Amold and Porier Law
Library in Washington, D.C., submitted a great idea (o
share with Markening Treasures readers.

For some Ume Jim wanted cach of his stafl members 1o
have “From the Desk OF slips so that they could
personalize their response 10 requests. The problem
wis that o have pads of paper custom printed proved (o
b oo expensive, especidly if someone left the staff,

Jim and his
seCretary put
their heads
1ogether and
came up with o
relatively
inexpensive
solution to the
problem. Thay
decided 1o use
the same lour-lo-
a-page perlorated
paper they use
for routing
perindicals on
the library"s
Datatrek check-
in gystem., Using
Word Perfect,
some downloadable fonts, and an HP Laser printer,
they printed multiple copies of the slips on the laser,
and then photocopied their library logo onlo the bottom
of the slips, Now they mike cusiom slips for everyone,
they change the paper at will, and alter the information
whenever they want — all at a fraction of the cost of
pre-prinled pads and without the worry of wasting

paper.

JARIES W, SHELAR
L1 L

Jim's source for the perdforated paper is Moore Business
Forms & Systems Division, Miagra Falls, NY 14302,

| (MX} sheets cost approximately $77.50. which means
they can produce a sheet of four ships for 7,75 cents,
making each slip approximalely two cents o picce, Not
d bad deal.

Thanks for the great idea, Jim!

Writing Persuasive Copy Continued from page 3

friendly 1one, Communicate, Read your copy out loud
and listen 10 bow it sounds,

O Don't offend. Humor is a controversial issue among
copywriters and advenising people. Humaor can be
effective if i1 suits the subject or sitwation, Sercasm,
cynicism, and other extreme forms of individualily ane
mod likely to meel with mass approval, When in doulbt,
el feedback from objective and honest individuals,

O Revise and edit. Cut out all the dead wood; every
word should pull its weight. Be your own eritic, I you
have pecess woan editor, let them look it over for
syntax, spelling, and punctuation,

Remember, the purpose of your library brochure is o
sell the benefits of the information resources you work
hard 10 develop and mannge, Why not grab the

reqcder und “knock their socks of ™ about your librory
being the “hotiest resource in lown", siaffed by
professionals that have “the fdght stuff™, and
information that is “just a shon stroll from their affice”,
Let's face it, there's “no compromising on quality™
when you deliver information services, so your reader
should know “no other information service glves them”
the resources of your library.

The Movember issue of Marketing Treasures will
{eatre Hbrary annual repons. 1°d like 1o chat with
librarians who issue an annual report for their librey,
1% well ag 1o librafdans who are interested but don't
know where 1o start, Contact me al 301/647-6708 or

fax 301/647-I415, Sample repons ang :.}-.!n:lcumc

We're always looking for ideas (o share with Markering
Treasures readers. Don’l be shy. Send us your samples
and ideas today!




Worth Its Weight in Gold

Each day, millions of people commute to work in cars.
Add 1o that number individuals flving 1o business
meetings, and salespeople traveling 1o customer sites,
and you conclude that almost everyone is on the move
in one way or another,

Susan Kremer at the Mead Corporate Library in
Dayton, Ohio, has discovered a way to belp her com-
pany take advantage of the traveling schedules of the
salesforce with books recorded on audio cassette tpes.

Susan purchases books on cassetes for Mead's staff,
primarily such business lopics as motivation, sales
techniques, and other sell-improvement wpics. Thiz is a
great idea for maintaining visibility with people in the
field who typically don't think the library is for them.

There are a number of Book tape rental companies in
the United States. The largest is Books On Tape in
Mewpor Beach, Califomia. Their catalog Lists more
than 2,500 titles, with updaes adding about 20 titles per

mmerith,

Titles that may interest the staff members of your
orgunization include Geting Grpanized by Stephanie
Winston, fn Search of Excellence by Peters and
Waterman, Effeceive Listening by Kevin Murphy, and
How to Win Friends and Influence Peaple by Dale
Camegie. The company also offers a large collection of
fction and nonfiction ttles, including best-selling
puthors such as Tom Clancy.

Books on audio cassette come in two formats: abrdged
or full length. Most of the titles in the Books on Tape
citalog are full text, but if they are abridged the
description will tell you. Most tapes may be rented for
an average of $17.50 per 30-day rental, plus shipping,
Some titles are available only for purchase,

To receive a brochune from Books On Tape, call 800/
626-3333. The catalog costs $5.00, but if you onder a
tape from the brochure, the catalog is shipped free, The
pddress is Books On Tape, P.O. Box 7900, Newpon
Beach, CA 92658,
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Promotion Gems

One way 10 save money on printing cosis is w “gang"
jobs, that is, to print more than one piece or multiple
copics of the same piece af the same time, The fower
imprints the press has 0 make, the less time your job
will be on the press, and the lower the cosL

To make effective use of gang printing, you must know
the standard sizes paper comes in 50 that you make
securaic measurements, and you must know the sheet
gize your printer’s press can handle. Quick print presses
run only pre-cul size sheets (8 1/2 x 11 and 11 x 17),
but commercial printers run paper from 17 x 22 1o
sheets as big as 38 x 50,

To demonstrate, let’s say your printer's press can
handle 23 x 25 sheets of paper. The following layouts
could be used 1o gang print a job. The solid lines
represent where the print would trim extra paper from
the piece, and the dotted lines are folds. The dark area
represents the paper that would be inmmed waste,
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Sparkling Reviews
FPubiic Relations for Librarians: Geming It Alf, Saving

Throughout the book are examples of news releases,

It All, Sharing It All, Anne Eobens and Susan Blandy,
Libraries Unlimited, Englewood, Colorado, 1989

$23.50 ISBN O-87287-684-5

This is a great book for librardans working in public,
school, or scademic seitings, The introductory ext
containg solid information on public relations, the
library image, and communications, It effectively seis
the stage for the following chapters on planning pro-
grams and celebrations, and later chapters on academic,
museum, public, and school library PR programs.

public service announcements, books reviews,
solicitation leters, and flyers. This is an excellent guide
for preparing a well-concelived, cffective PR program.,

It's well-written and presents public relations activities
in a well-organized manmer, Special libearians in legal,

medical, corporate or other organizational settings may
find it difficult to adapt some of the ideas and examples
(o their paricular situation. However, there is an
excellent annotated bibliography at the end of the book,
that may be attractive (o all librarians just beginning o

learn about public relations.
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