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By Jonathan Goldhill, The Growth Coach

I stopped using brochures in my busi-
ness about one year ago. So, when I hear
a client say,")on, can you help me with my
brochure?i'l tell them to forget about it!

Many business owners have been sold
on the notion that they need a tri-fold
brochure or they are not really in business.
l'm telling you right now, forget it...every-
body's got one and no one uses it. Your
potential clients need an education.They
need to know how you are different. (The
typical tri-fold brochure simply confirms
that you are the same.)

No single brochure can grab your pros-
pect's attention, hold it, and demonstrate
how you are uniquely qualified to solve
their greatest challenges. lf your market-
ing materials are to do as stated above
then they must go much deeper than you
may be used to seeing. Your prospects
believe that your firm is pretty much like
any other firm that does what you do. On
the surface they are right. lf you are an
electrical contractor, you probably do wire
a ceiling fan the same way every other
electrician does. The difference though
is in the way you provide the service, the
experience, the way you communicate,
your professionalism, your training, your
27-point safety checklist, your story.

That's the stuffthey need to hear
about. That's the stuff that will make them
say, "This is someone I can trust coming
into my homel'

Your business should create the follow-
ing pieces of information and format them
in a way that will allow you to print them
inexpensively and update them often.

1. A pocket folder - A multi-use work-
horse, this piece alone, if designed well,
can send the message that you are in busi-
ness to stay. (This one will cost a little but
it has many uses).

2. A template - This should be a profes-
sionally printed piece that carries your
cAo and contact information but is differ-

e rt than your letterhead. This is the base
c ece rhen fo'the following pages that
inseri into your pocket folder.

+ An executive summary - Hit them
with how you are different and shower
them with benefits of doing business
with you. Don't tell them what you do.
This is where you will communicate your
core marketing messages. lf you have an

unheard of guarantee, if you are faster,
smarter, cheaper...let's hear about it on
this page.

+ A list of services - Okay, now tell
them what you do or what you offer. You
may even need to create a sheet for each
of your services or different service areas.

+ Case Studies - Pick representative
clients or industries and outline how your
product or service solved someone else's
challenge. People learn in different ways
and case studies allow them to see them-
selves getting relief.

+ Testimonials - Get quotes from real
live clients and create a page titled - "See
what others have to say about us."

+ Process Description - Show them
how you do what you do. Create detailed
checklist and flow charts that show them
how you keep your promise. In many
cases you have these anyway but by mak-
ing them part of your marketing you can
demonstrate how much more orofessional
your organization is. These also help you
justify why you
charge a premium
for your services.
Many people un-
derestimate how
much really goes
into delivering a

quality product or
service. So show
them.

+ Your Story -
Many companies
have interesting or
even gut wrench-
ing histories. Tell
them your story in
an open, honest,
and entertaining
way and you will
win their hearts
as well as their
heads.

Allof the
above pieces can,
in many cases, be
word-processed
files that are laser
printed onto the
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scribed above.

This format

allows for very inexpensive printing and a
great deal of flexibility when you need to
update, change or even personalize your
magnificent marketing materials. (Wait...
this looks like a pretty good layout for a

website too!)

Will they read all of this stuff? Like all
marketing efforts, some will, some won't
but the one's that do will pay a premium
to acquire the services of someone so
obviously magnificent

Jonathan Goldhill, Owner of The
Growth Coach in Los Angeles, runs a fast-
growth company providing business and life
coaching along with marketing consulting
to leaders and managers of companies. For
a copy of his free report on "How to Grow
Your Business Like Crazy" email him for his
"7 Steps" Report. For info about local peer
groups for owners and distance coaching
programs for individuals and groups visit
www.Th eG rowthCoa ch LA.com. J on ath a n
can be reached at (81 8) 7 I 6-8826 or Jon@
T h eG rowth Co q ch LA. co m.
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