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Flyers and catalogues
Printed materials are perhaps the most commonly-used  
weapons in the retail marketing arsenal. Are yours  
working for you?

Most of us are pretty 
familiar with the 
processes involved in 

producing flyers or catalogues to 
promote products currently on of-
fer. Nevertheless, we’re devoting 
this month’s column to the topic, 
for several reasons: 

1. When we think we’ve 
mastered a particular skill, we just 
tend to do the same thing over 
and over. However, we might be 
overlooking some more effective 
methods of achieving our goals.

2. Even in a mature field, such 
as flyers and catalogues, there 
may well be new techniques and 
technologies that have come 
along since we last reviewed our 
operation.

3. If flyers and catalogues are 
one of our most-used tactics, we 
owe it to ourselves to ensure that 
they are as hard-working and 
profitable as they can be. If that 
involves reviewing and tweaking 
our current efforts, that’s exactly 
what we should do.

With those considerations in 
mind, let’s take a look at four 
aspects of marketing through 
flyers and catalogues that offer 
the best opportunity to improve 
their yield.

The pitch
Are you actually ‘selling’ products 
effectively in your flyers and 
catalogues? 

Some businesses think it’s 
enough simply to use their 
advertising to announce product 
and pricing details and then stand 
by to accept people’s money. That 
might be true for the launch 
phase of really hot products – 
such as the iPad, where pent-up 
demand is such that the only 
thing that customers want to 
know is when and where to 
purchase it – but that’s definitely 
the exception rather than the rule. 

Most products need a whole 
lot more selling – especially those 
products featured in printed matter 
where the words and pictures alone 
have to do the heavy lifting. 

Yes, product pictures and 
descriptions are important – but 
people make buying decisions 
based on their emotional feelings. 
Solid, logical reasons are 
important – but only afterwards, 
to justify the purchase.

So, how can we harness 
emotions to work for us? Drew 
Eric Whitman, in his book 
“Ca$hvertising”, suggests that  
the following eight desires are 
biologically programmed into us 
(and if we can tie our marketing 
messages to tap into at least one 
of these basic drives –ideally more 
than one – we should hit paydirt):

Survival, enjoyment of life, 
life extension;

Enjoyment of food and 
beverages;

Freedom from fear, pain 
and danger;

Sexual companionship;
Comfortable living 

conditions;
To be superior, winning, 

keeping up with the Joneses;
Care and protection of 

loved ones; and
Social approval.

Some retail marketing 
examples that tap into these 
primal urges are shown below:

And, yes, we know retail ads 
have to sell products – but if you 
don’t start from an emotion-laced 
premise, you’re unlikely to catch a 
prospect’s attention long enough  
to spell out the product and  
price details anyway.

The offer
Once you’ve caught a 
prospective customer’s attention, 
then what? You need to make 
them an offer they can’t refuse. 
Some options, drawn from the 
book “2,239 Tested Secrets for 
Direct Marketing Success” by 
Denny Hatch and Don Jackson.
Free Gift Offers

Buy One Get One Free
Free gift just for trying the 

product
Free gift with purchase
Multiple free gifts with  

a single order
Your choice of free gifts
Mystery gift offer
Free demonstration
Free fact kit
Free booklet or video

Enjoyment of Food and 
Beverages: Ad for Legal 
Sea Foods, created by 
DeVito/Verdi.

Sexual Companionship:  
Ad for, and created by,  
Half Price Books.

Survival, enjoyment of life, 
life extension: Flyer for 
Mount Sinai Medical Center, 
created by DeVito/Verdi.

NB: these ads were all US National Retail Federation RACIE (Retail Award for Creativity, 
Innovation and Excellence) winners in 2010 or 2011. See more at: http://www.nrf.com/
racies11/
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Welcome
to the
classroom
Work-based training is a key part 

(Level 3). This free part-time 
programme can help you take 
your retail career to the next level. 
Courses cover retail-related skills 
including customer service, stock 
control, telephone sales, workplace 
safety, and legislation relating to the 
sale of goods and services. Starts 
monthly at convenient locations 
throughout Auckland. Enrol now.

distribution companies, can help you put 
together a location map of your most likely 
prospects, taking into account factors such 
as road networks, competitor locations, 
drive time, customer concentrations and 
geographic areas. Targeted distribution – 
using a location map – can be drilled down 
into as few as 200 households.

Companies such as Reachmedia can 
also offer transactional targeting: slicing 
and dicing your existing customer 
database, matching it to financial data  
and using the results to determine where 
to reach prospects who are most similar  
to your best existing customers. 

Then there’s New Zealand Post’s Genius 
segmentation model which can identify 
prospects in your neighbourhood by more 
than 1,000 data variables, including Census 
demographics, Property information, 
Spend data and lifestyle information.
All these new tools mean that your flyers 

and catalogues need no longer be thrust 
blindly into any letter-box without a ‘No Junk 
Mail’ sign. If you don’t take advantage of 
today’s smart segmentation services, you’re 
definitely not operating at optimum efficiency.

Tracking
Whatever strategies you use, it’s vital that you 
capture the results of any marketing activity as 
effectively as you can. There are a great many 
ways to do this and here are some of the 
simplest to execute and administer:

Make the offer(s) on your flyer or 
brochure in the form of a coupon that 
needs to be presented in-store to redeem 
(and have your sales staff scribble the 
receipt number on the back of the coupon).

Require every salesperson to ask every 
purchaser of a promoted product ‘how did 
you hear about this product?’ and note the 
answer in a ledger by the till (or preferably on 
your POS system if the technology allows).

Put a small, customer-facing sign by  
the cash register announcing ‘please tell  
us how you heard about us/the product 
you’re purchasing and we’ll give you  
[a small reward]’.

Review these four aspects of marketing 
regularly; keep up to date with the latest 
developments and your flyers and catalogues 
should be working as effectively as possible  
on your behalf. 

Marketing matters is written by  0 Michael Carney, owner 
and operator of Netmarketing Services Limited. Go to: 
www.netmarketingservices.co.nz to find out more.

Discount Offers
Cash discount
Refunds and rebates
Introductory order discount
Mystery discounts

Sale Offers
Seasonal sales
Sales for a specific reason  

(e.g. stocktaking)
Price increase notice
Invented-event sales (e.g. Customer 

Birthday Sale, Blood Donor Day)
Limited Offers

Limited-time offers
Limited-edition offers

Guarantee Offers
Extended guarantee or warranty
Double-your-money-back guarantee
Guaranteed acceptance offer

Build-Up-the-Sale Offers
Multi-product offers
Piggyback Offers

After-the-Sale Offers
The Deluxe Version Offer
Good-better-best offer
Add-on Offer
Write-your-own-ticket offer

Promotional offers
Test-of-Skill Contest
Drawing-type sweepstakes
Lucky number sweepstakes
Involvement sweepstakes

Consider adding at least three or four 
different ‘offer’ variants to your current 
repertoire. Review them; tailor them for local 
conditions and then test them against offers that 
are currently working well for you – you might 
be very pleasantly surprised at the results.

Distribution
The next step is to see if you can improve the 
way you get your flyers and catalogues into 
the hands of potential customers. Depending 
on your location (and where your prospects 
live), your options may typically include:

Inserting your flyer/catalogue into your 
local daily newspaper;

Adding it into a free local suburban paper;
Using a local circular distribution service 

to selected homes; and
Using Unaddressed Mail.

Distribution methods have improved 
dramatically in recent years, most notably  
as a result of more and more data becoming 
available to fine-tune the targeting of 
recipients. For example: 

Reachmedia, one of the country’s largest 
letterbox advertising and catalogue 
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