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Design Ideas for Brochures

This manth’s cover wrticle combines n make-over with
tips For producing aitractive and inexpensive brochures,
Marie Sparks, of the Business Information Cenfer
serving the New Jersey American Cyanamid manage-
ment community, provided the brochure Tor our ex-
ampte, She developed her promotion piece as un interium
measure until she could spend the time and resources 1o
put together a polished brochure, She needed something
Lo advertise information services ASAP,

Like Marie, you may need (o develop o promotion picce
overnight, or perhaps the library budget limits the
amount of money thit can be spent on a promotion plece.
Whatever the circumstances, there are umes when
knowing how to produce a brochure quickly that is
inexpensive and attractive i o valunble assel. Using
Murie's brochure as a staring
paint, this article will
explore o number of casy
graphic elements that can

LT AT bo incorporated into any
BIC BEORMATN | library's brochure design.
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Firsi, let's take o look m
Marie's brochure, The
cover uses three difTerent
iypelaces, in varying
weights and slants - all
bunched together in the
center of ithe panel. Al the
Boltom is a lonely looking
corpornte logo, The upper
cage BIC is fine. It uses an
eye-catching, seril iypelace
in u heavy weight, The
definition "Business
Information Cenler” uses a
thin, sam senif type, justilied 1o ihe lefl Notice how the
top of the word "Business™ is higher than the top of
BIC, This small detail throws off the visual balance of
the two clements. The underling bar &5 almost the right
length, If starts perfectly with the lely tip senf of the
"B", but docsn't guite line up with the "n" on the right.

Fm

The slogan underneath echoes the iypelace of BIC, but
15 im two dilferent weights and italized. The enfire
siogan s centered under the bar. This placement

The newsletter that helps
librarians market the services
of their libraries and
information centers,

1S5H 0495178

makes it awkward 1o read, and contributes o the

"bunched-up” lopk. Suddenly the slogan doesn't stand out.
To compensate, the slogan has been italized. And then, o
emphasize the word "business”, (just incase no one caught

on 10 BIC means Business | |

J the ype size has been

increased and tie ype bolded. The resull is & very busy
grouping of words on an otherwise plain brochure panel,
Because the slogan is centered, the corporaie logo is
centered undementh = all by bsell

Now let's take o look inside, The lnyout is straightfor-
ward: an 8 172" x 11" picce of paper, folded into three
pangls. (Only 1wo panels are shown here,) There appears
Lo b nlot of text here — and thers is - bat making beters
use of (he white spaces would have lessened the dense
look. Motice how the headling on the right iz higher than
the left top bar, This throws off the visual balance. There
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Pearis of Wisdom

The American Associntion of College & Research
Libraries (ACRL) has been busy this yvear, They have two
items of interest for Markering Treasires readers. The
Mirst b5 a recent addition 10 heir Clip Nove serics, #13
"College Libeary Newsletters” compiled by Patricia
Butcher and Susan Campbell, This paperback book
containg exomples of newsbetters from academic libraries
scnoss the country, also sample nameplates (mastheads),
graphics and siyle manuals, Price is 516,95 (313.9510
ACRL members). ALA members receive a 10% discount.
Coples can be ordered [rom ALA Order Services Depart-
ment. The second item is o call for ideas and suggestions
by ACRL for a fonheaming clip an book, 1T you have any
suggestions about the kinds of clip ant you would like 10
sae offered for ncademic lbraries, send your idens (o
Academic Library Clip Art, ALA Graphics, 50 E. Huron
31, Chicago, 1L 606112795 or call Marcis Kusemoul at
BO0Y545-2433, ext. 5080, Ideas, suggestions, and ex-
amples must be recaived by November 131,

How many limes have you wistfully thought about
Rolodex cards as promation devices and wished you
could print some of your own on your shoesiring budget.
Well, now you can with die-cuot, wbbed Rolodex cards
you can print on your laser printer! You set up the formal
sccording o the instructions that come wiilh the perfo-
rated B 1727 x 11" sheets of eight cards each. Curds cosit
28,80 or 50 sheets (400 cards), For more informatian
contact Intergraphix Corp., 260 Corporate Park, Pem-
broke; MA 02339 ROM5]1-2515, 617/B26-TT33,

The Americon Hn.':pitu.l Associntion Resource Center has
cxpanded its line of promodion materials 10 include
bookmarks and Post-it noles with the "Put Information o
Work" theme, For a descriptive brochure confact the
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Fesource Center at 320 N, Lake Shore Dr., Chicapgo, IL
60611 or call 312/280-6263,

Which is the correct wrademark — Microsclt or MicroSoli?
Is the word Beetle a trademarked name? Before you jump
10 & computer datsbase 10 answer these and similar
irodemirk questions, you might call the Trademurk
Hotline of the U, 5. Trademurk Association, They provide
Iree trademurk spelling and proper use information. 11 you
write for informution they'l send & handy brochure about
using trademarks correctly along with a copy of their
Trademerk Checklise, Contact Ted Murphy, Infoomation
services Manager, UL, 5. Tredemark Association, 6 East
450 Streel, Mew York, NY 10017 or call 212586-5880,
By the way it's Microsofll and yes, Beetle (a.k.n Bug)is a
trociemark name registered o Yolkswagen.

Two new paper sample packages (0 add 1o your collection
ol papers are: Fiesta by Sieathmore Paper Company, and
Eraphidka by e James River Corporation, The Fiesa
package provides examples of how (o use their color
deckle-cdge papers creatively, including layout ap-
proaches for ponting (o minimize paper waste, (Deckle-
cdge paper has o rough, unfinished edge.) 1s a greal
package of idens for o paper that s frequendy overlooked.
For samples of Fiesu poper, send Tor the "Chic Thrills"
sumple kit from Strathmore Paper Co., 5. Broad Sireet,
Westlicld, MA 01085, The James River Corp. hos recently
introduced & new line of recycled paper called Graphika,
Write 1o Jumes River at 145 Jumes Way, Southamplon,
PA 153966 and ask for the "Paperika" specifying kit Mote;
You may be referred 10 8 local paper distribulor for a kit

By the way, il you are fooking Tor g description of paper,
how it's made, used in promotion pieces, and the vanous
types of paper, the Tuly/August issue of How magaine
should help you. The whale issue is devoted to paper. [T
vl can'l locate the mogazne on the newssiand, write 1o
How, P, 0, Box 12575, Cincinnati, OH 45212-0575 or call
cugtomer service at ROGA33-1115,

Sometimes it's easier and less exponsive 10 purchase
notcpaper and announcements already printed. The fdea
Art Letter Paper catalog comes ot o good time, Loaded
with pee-prinied letterheads, continuous form paper, and
envelopes thal can go through laser printers and photo-
copiers, the Fall & Winier catalog features holiday designs
in addition o its regular ling of papers. This is the most
comprehensive offering vour editor has seen yet. To
recoive o copy of the catalog, contact Idea Ar, PO, Box
101508, Nashville, TN 372291505 or phone 800/433-
2278, Ask for catnlog #OT9A,
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Dwsign idoas . , , continuod from pege |

arc only two typefaces: the same ilalized seril face from
the cover sbogan type 15 used for the headlines, and the san
serif face is used Tor the body copy.

Mow, lel's explore some easy-to-creale graphic clements
that could perk-up this brochure.

Lsually the graphics used on a brochure cover spill over
onto the inside pancls, By using a combination of simple
design elements, a visual “look" for the brochure can be
achieved, For instance, here's a combination of elemenis

. . thai could be wsed at the

Loapr o Bodium minrgins.
v e P D

Or you could overlay
one ¢lement with the

A favaorite iechnigque of designers 1s 10 use initial caps.
An initinl cap, sometimes called a “drop cap”, is
creaied by (aking the first lemer of the first word in o
senlence of paragraph and giving it its own design,
thereby drawing sitention (o the beginning of the sen-
lence. There are as many variations of initial caps as
there are graphic designers, but here are a few ideas thal
can be ensily incorporated into brochures,

I:I.iu i.||.i|.i_~|.|. CAp I8 CERY
Lo ereals, 1"'-'1.:|.L'|.- Bl
that the tap of the |:||.L|J_|.r

COpy matches the lop of

olher 1o achieve the
E elfect on the ke,

Notice how only geomel- ™55 § & & @

rig shapes are being used.

Mo elaborate illusirations,
You can creale delicate
designs, or heavy ones
like this one on the rght,

T You can also use the design o diciaie
:: the shape of the paragraph or page
i you are writing. Or use a letier

e and echoe its curves as the

by bosiz of o design.

You can rely on border treatmenis o carry the design both
on the outside cover panel and the inside panels.
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the r.'.:lpitn! letter

fracitrnanit ke
thils ore 1okas

Thia lstiar
ravsarsas oul
of fhe solld
B, Iy Blia Thls typss-
Ioce, phaasl ke It goar-
Imgiy. Try cormisining it with
o sana garll typafoce

=
g = :rl;tia.t is the
Hierence
"‘-1; == between a
sans serif and seril
typeface? The letters §
and O are examples ol
a sans serll typelace
called Helvetica Nar-
row, shown here
italized with lines
running through them.
Seril [aces have linish-
ing strokes on the
letters, like the Initial
caps Hand T in the

rche planning,

ere is
another initial cap
that is easy o
create, even If you
work on a type-
writer. You can
leave space for the
large capital H.
After you finish
typing the bod
copy, rub an
from a press type
sheet Iinto place .

znltial caps don't have

to be captial letters
It depends on the
letter form and the
visual effect that you
want to achleve. The
letter doesn't have ta
be embedded in the
body copy either.

4
1
h'\-
ares

iend :ncméﬁ coralive
e, The Inklal cap shown
here b5 the fypeface Fitz. its thin
and thick line sirokes Comple-
ment the circle. The resul o a
relaming, quiet visual effect

above examples,

Contintad on page 4
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hat 1s hat can
BIC? BIC do
for you?

Chy the Il is a cover design with the corresponding inside headling trestment
shown abowve, MNotice how the niume of the Center now stands cul and grabs
attention. Even though the corporate logo is by itsell, the downward sweep of

thi =alid bar leads your eye 1o il bringing it inio the overall design

These wre just twa exumples of how e BIC brochure could wse

malterials [or our make-over commenis!

simple graphic clemenis o make i imcresting and piractive without
expending many resources. Both of these designs could be repro-
duced on a photocopier or printed in one color by a quick prnter.

Muany thanks to Marie and her stall for submitting their promotion

In the design below, the eye is brought from the bodtom 10 the top ol the

cover panel, leading 1o the words ~Buosiness Information Center”, The slogan
is right justificd and leads w opening the brochure, Inside the words "Busi-
ness Information Conter” are used as o continuous frigee across the wp and

beticm, The body copy would be set in boxes

Buslngss = Infprmation = Center » Businens » nformation * Center » Busl

Business » Information = Center # Busingaa & information ¢ Center « Sual|

As many Marketing Treamires’ realers know, your editor usst s desktop publishing system for graphic
design. If you would like to nke advaniage of ouwr compater resources, ask for our Lean Design Service
sheed that describes coommmical design services for library beockures and newslefter mastheads,
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Worth Its Weight in Gold

Recently o Marketing Treasures' reader called and
insquired about copyright rules regarding reprinting
material in their library's newsletter, While your editor
does nod cloim o be o copyright expert, and advises
readers 1o ask their atiormeys [or guidance on specihic
igsues, newsieter editors don’| necessarily hinve (o be
paranoid about copyright infringements,

A section of the 1976 Copyright Law covers "fair use",
This allows excerpis from copyrighted malerials o be
used in other publications withoul gerting permission
[rom the publisher, "Fair use” is subject 1o inlerpretation,
but the gencral guidelines include the amoont of marerial
being copied relative o the work us a whole, and whether
the publisher is given proper aliribution. Many publica-
Licng, especially newsletiers, set g limil i the pmount of

material § person can reprint or photocopy without
permission. Limits are ssually expressed ss (e o0l
number af words that can be tnken from the publiconon

In addition, pullishers are also concerned aboul e |

intended wse of the material. Copying an entire journal
article and including it in o newsletler without Tirsg
obtaining the publisher's permission could prove 1o be
dangerous (and expensive).

There are several good books on copyright including The

Copyright Boeok by Willinm 8, Suong. The Chicago
Manual of Style, F3th edition, has 3 section on copyright,
including s form lelier requesting copyrighl permuissicn.

Your editor has received an excellent book on wriling

and editing entitled, Copy editing: A Praciical Gulde, 2nd
edition, by Karen Judd, While it is aimed st copywrilers
andd editors, the book provides an excellent overview of
the basics — grammar, punciuation, spelling, capiializa-
tion, and hyphenatbon. It also provides guidance on
dealing with 8 manuscripl and proofreading, There arg
plenty of handy lists of proofreading symbols, commonly
misspelled words, and siyle sheets, This i3 a book that
will be handy for library newsletter editors and anyone

who has to work with other people's exl. Individuals who
are venturing into the field of publishing will find this
book (o be invaluable.

Anciher good source of writing tips i the monthlly
newsleller, The Editorial Eve. Iis § pages are Nifled with |
grammatical reminders, production tips, and writing
pointers, Subscription information is available from
Editorial Experts, 66 Canal Center Plaza, Suite 200,
Alexandria, VA 22314,

Promotion Gems

“This is the second part of a review of marketing programs
taped ot the recent Special Libraries Association confer-
ence in Piusburgh. The sudio cassette tapes of the confer-
enoe sessions described below and in the July 1990 issue
Murketing Treasures may boe borrowed for two weeks, If
vou wiould like 1o borrow ithe tapes, send a self-addressed
label, along with 51.00 per tape for shipping, wo the
Murketing Treasures” office, and the tape(s) will be mailed
10 you [irst class. Also, the tapes can be purchased [rom;
Mational Audio Video Transcripts, 4465 Washington St.,
Denver, CO 80216 or call B0/AT3-2052,

The Battle of MarketShare: Communicating Your
Position in the 1990s, Susan Kopher, moderator, with
Droris Dingley, Julia Peterson, Patricin Schumacher,
Sheiln Meyer, Barbars Peterson, and Denise Cumming,
spoeakers, Market share involves understanding the
cancepl of “positioning ™ and how @ 1argel Cusiomer
rememibers, or hinks of your services,

Contributed Paper Session. "How Much Real Money
Are You Spending on Marketing”, Sherman Hayes.
“Using a Newsletier io Promote Information Services”,
Suznnne Ward, "Customer Satislaction Surveys Meisur-
ing Satislactions and Commiunicating Service in Special
Libruries", Loig Schier. "Expect Mose From Your Infar-
mation Center”, Noreen Kelly, Moderator, Marcia Sione,
As the session Utle suggests, this is nol a single theme
seasion, excepl for the underlaying markeling natune of ol
e papers.

Murketing Your Library: How Opline Services Can
Help Promote Use of Your Library and Boost [ts
Image Within the Organization. Susan Higgins,
micsderator, with Sharon LaRosa, Elizabeth Cibulskis, and
Eleni Kolomyolbos, speakers, Online database services ane
a real assel in today's information age, This session begins
wilh an overview of some marketing concepts, and then
progresses on 1o bow librarians can use their database
search servioes as the "leader” 10 pain recopgnition for e
benefits information services provide its organization,

This lasi session brings (o light some ideas on how 1o
utilize the marketng and promolion Supporl Services
being offered by several database vendors to their library
customers, Dialog Information Scrvices and Mead Data
Central are at the forefront of such marketing suppor
services, and your editer intends 10 take a closer look w
them in a future issuc of Markeling Treasures,
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Sparkling Reviews

Infopromation; Publicity and Markering Ideas for the
Information Profession. Feona Hamilion. Gower Pub.,
Brookfield, Vi 05036, 1990, ISBN: 0 566 05577 5

The aulthor emphasizes practical approaches i markel-
ing library services, presenting her ideas and observa-
tions in a refreshing, down-to-canh writing style.

Mz, Hamilion starts out on the right lool by succinctly
diferenciating between publicity and marketing as
“publicity consisis of promoting something in oeder 1o
draw attention to i markeling consists of promaoling
something in order 1o sell i, The book is divided ino

three parts: the first forms the founduion for the book by

briefly outline the primary chamcteristics of different
types of libraries and parallel marketing programs, The

siecond part takes o practical look at a wide range of
muarketing and publicity ideas and activities including the
physical libeary itself, newslelters, user surveys, posiers,
brochures, and exhibdis, The ihird pan presenis & compre-
hensive list of resources — all from Englond - o defindiz
drawhback Tor renders in the Unided States and Canada,

There are some excellent gems of advice - lists lor staring
a newslener, getting started on the public speaking route, a
chapier of pictures depicting some very good examples of
library publicity materials — but overall, the aaihor tried o
cover oo much material in too few pages. The result is o
bock that wets (he appetite, bul doesn't go into any “how
(" detail, fnfopromation doesn't answer all the questions,
but it does provide a place 10 begin, Recommended for
marketing and publicity novices.
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