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before you begin
Ask yourself the following:
 ∙ What are you trying to sell?
 ∙ Will a brochure achieve your desired outcomes?
 ∙ Who are your potential customers and what are 
their expectations?

 ∙ What is your competitive edge?
 ∙ What is your budget limit?
 ∙ How will you distribute your brochure?
 ∙ How does your brochure fit with your website?

do your research
Make informed decisions and you will improve the 
quality of your brochure. Research will help you 
decide on the best layout, the most relevant 
information and the right feel to entice customers. 

To begin: 
 ∙ objectively review the good and bad features of 
other brochures, both those of your competitors 
and other related brochures; 

 ∙ define your target markets and choose a 
brochure style that will appeal;

 ∙ decide on your distribution methods and costs;
 ∙ determine the most user-friendly and economical 
brochure size; 

 ∙ and seek advice from those who have done  
it before.

Work to a budget
Your budget will influence design choices, so when 
planning your brochure, consider the purpose, life 
expectancy and required durability, as well as the 
final appearance. Bear in mind that the more 
involved the brochure, the more expensive 
production becomes. Realistically assess your 
needs. A glossy full colour design may be the most 
attractive style, but it is more costly and may not be 
necessary for your purposes.

Be practical, and remember that good design 
principles are essential in even the most simple 
brochure. Decide on which aspects of production 
you can do yourself and which would be better 
handled by a professional. Consider sensible 
cost-saving measures, for example, a larger 
print-run initially is often cheaper than re-ordering 
soon after the first printing.

brochure essentials
a well-spaced layout
For maximum clarity, readability and appeal, use 
succinct headings and sub-headings. Maintain a 
consistent font type and size for headings and text. 
Position the title so it remains visible when the 
brochure is in a brochure rack. 

clear and concise copy
Copy should be easy to read. It should emphasise 
the benefits of your product or service and display 
your contact details. Present key information 
clearly such as in bullet or point form. 

photos or illustrations
Use colourful photos to stimulate interest and 
highlight the unique selling points of your product. 
Make sure photos are large enough to attract 
attention and choose images that reflect your 
product and the known interests of your target 
market. Excellent photos speak for themselves and 
reflect product quality. If using digital images, 
ensure they are a minimum of 300dpi (dots per inch) 
at 80mm x 60mm. Clear line drawings or cartoons 
can also be used effectively; logos will strengthen 
your business identity.

separate insert
For information that is subject to change, for 
example, prices or operating hours, a separate 
insert works best. This extends brochure life and is 
cheaper to replace.

creating your 
own brochure

HanDy Hint 
before contracting 
professional services, 
remember to obtain written 
quotations from more than 
one supplier and request to 
view work samples.
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user-friendly size
Select the size of your brochure according to 
distribution costs (stationery, postage, distribution 
fees) and suitability to display stand dimensions. 
Does it fit in a standard envelope and/or a tourism 
brochure rack? A DL flyer is going to be much 
cheaper to rack in a brochure stand than an A4 
flyer, but can you effectively demonstrate your 
product offer within this space?

easy-to-read maps
If you choose to use a map in your brochure,  
be clear about its purpose and make sure it is 
presented in a way that a non-local can quickly 
comprehend. Show your location in relation to 
capital cities, gateways or large regional centres. 
Distances and travel times must be clear, so the 
reader can orientate the location and distance of 
the attraction from/to key entry/exit gateways, 
highways, railway stations, airports, coach stops, 
other tourist highlights, large cities and states.  
List travelling times in kilometres (or miles for 
some markets, such as the USA) and/or hours  
or minutes.

motivate sales 
Generally brochures serve to inform, promote and, 
ultimately, sell a product, attraction or business. To 
convert a customers’ motivation to buy into an 
actual sale, contact methods should be easy and 
preferably cheap. Consider including a toll-free 
booking or enquiries phone number and/or a 
website address, so customers can make direct 
bookings or purchases prior to travel. For 
international markets, phone numbers should 
include the international country and state codes (for 
example, +61 2) and should operate 24 hours a day. 

As an added incentive, consider offering special 
discounts to customers making advance purchases.  

ask the experts
If your budget allows, you may elect to use 
professionals to undertake aspects of the job. 
Obtain quotes for such services to learn if any of 
these options are viable.
 ∙ copywriters can create an evocative and clearly 
understood sales pitch.

 ∙ graphic designers can create an attractive, 
easy-to-understand style to suit your  
desired image.

 ∙ photographers/illustrators can produce  
enticing visuals.

 ∙ printers can help you to make cost-saving  
design decisions such as choice of paper stock 
and page layout. Remember to retain your 
artwork on completion of the job and store it  
for future print jobs.

before you print
Your hard work is wasted if the final product has 
spelling errors, poor reproductions, design 
mistakes and/or incorrect information.

Do:
 ∙ Check the brochure for errors. In addition to  
your own proofreading, ask an independent 
person, preferably a professional or someone  
in your target market, to scan the brochure for 
any spelling or grammatical errors and/or  
design flaws. 

 ∙ Obtain honest feedback on whether the images 
and text really stimulate interest.

 ∙ Check all the facts are correct. Information must 
be honest and accurate. Avoid legal problems 
arising from misrepresentation, false claims and 
copyright infringements. Seek professional 
advice if you have any doubts.
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distribution
How and where your brochure is delivered and 
displayed will influence its success. Be sure to 
confirm your methods from the outset as some 
outlets may charge a fee to promote your business 
or you may require special approval to display. Think 
in advance about how you can cost effectively reach 
your target audience. Such factors will influence the 
number of brochures you need to print.

Common methods of distribution include:
 ∙ personal delivery to other attractions  
and facilities;

 ∙ display at your own facility, information centres 
and accommodation facilities;

 ∙ availability at transport terminals, including 
airport, rail and coach operations;

 ∙ inclusion in local/regional information kits;
 ∙ direct mail to former and potential  
customers, related government departments  
and travel media;

 ∙ and handouts at seminars, conferences and 
official functions, appropriate travel shows, 
caravan and camping shows or specialist 
markets, such as farmers markets. 

Restock outlets during busy holiday periods and 
always have copies on-hand to fulfil information 
requests promptly. 

Today’s technology offers great scope for 
distribution. You can now promote your business on 
the internet, or on touch-screen visual information 
units located in major public venues.

12 steps to a successful brochure 
 ∙ Determine the purpose of your brochure.
 ∙ Research your competitors’ material.
 ∙ Work to your budget.
 ∙ Seek professional help, if your budget allows.
 ∙ Keep your design simple, but ensure it is 
attractive and user-friendly.

 ∙ Ensure all essential details, from a first-time 
reader’s perspective are included and conveyed 
concisely and accurately.

 ∙ Proofread carefully to avoid mistakes  
and omissions.

 ∙ Create a map that can be understood.
 ∙ Decide how long the brochure will be valid.
 ∙ Utilise special inserts to indicate prices, 
operating hours or special offers.

 ∙ Use cost-effective methods of distribution that 
provide maximum exposure.

 ∙ Remember your brochures should attract 
attention immediately.

HanDy Hint 
simple is often better! With 
thought and creativity, you 
can produce a persuasive 
brochure.


