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do you have a product or service that you sell to multiple, diverse 
audiences? do you need to change the marketing message (features and 
benefits) so it is tailored to each audience segment? One solution is to 
create separate versions of a single brochure.

To begin, develop and assemble the elements that will be common
to each version of the brochure. These could include product photos 
or drawings, description, operation, basic featuares, and technical 
specifications; company branding, background information, history and 
contact; and QR code(s).

Next, develop a profile of each target audience segment and
translate product features into specific benefits and applications

for each segment. Assemble additional photographs that demonstrate
the benefits and show the product in use by a member of the audience 
segment. If needed, write additional copy tailored to
the interests of each segment.

Now you are ready to create a preliminary layout using the information 
common to all versions while leaving room for the information specific 
to each segment. Complete the layout of each version and save as a PDF, 
to be printed digitally as needed and in the quantity needed.

If you are integrating a lot of segment-specific information into the 
basic layout, you may find it beneficial to have us create all the versions 
of the brochure. We are experts at design and layout, and have a few 
tricks we can employ to create uniformity among all versions. For more 
information, call (802) 865-2872.

new marketing ideas, but may be less effective managing the
process of creating or modifying marketing material. Overcome 
this drawback by having the committee agree on the parameters 
for creating or modifying marketing materials, then assign one 
person responsibility for managing the task within those
parameters. Give the individual some, though perhaps not final,
authority so that the project can keep moving forward.

Tip #6: Spend part of the marketing budget on professional
services.
One of the most important considerations for marketing material
is to be sure it has brand consistency. Until recently, there was
only one dimension to brand consistency – print. Now, however,
consistency is required in both print and digital media.

consistency has many dimensions. It means:
 •  using standards for writing: spelling, punctuation, grammar, abbreviations,  
  citations and dates always appear the same way, in every document and   
  web-based text.

 •  uniform graphic design: selection of fonts, color palette, use of white   
  space, design grids, document templates, use of logo and other branding   
  marks are predictable and contribute to brand identity.

 •  exact reproduction of brand colors: use of standards (Pantone matching   
  system for print, International color consortium for digital, hexadecimal   
  for web).

Given the need for brand consistency in both print and digital 
and ongoing changes in both technology and current trends 
in graphic and web design, it makes sense to use part of the 
marketing budget to hire trained professionals. We have 
experienced marketers, designers, and writers on our staff, or can 
offer you a referral to an individual whose work we recommend.

Tip #7: Publish a newsletter.
Printed newsletters have always been an effective marketing 
tool and are now enjoying a resurgence in popularity. 
Newsletters have a number of valuable benefits:
 •  They provide a way to share knowledge and information with customers   
  and prospects in a tangible, portable format.

 •  They can be distributed to a defined target audience, and by using digital
  printing, the content can be tailored to specific segments within the target
  audience.

 •  They keep a company top-of-mind for customers and develop familiarity   
  for prospects.

 •  They are a good vehicle for distributing coupons or sales inserts.

 •  They can be distributed at a very competitive price using the United States
  Postal Service Every Door Direct Mail program.

 •  Newsletter content can be re-used in social media, to update a web site or  
  for internal training of customer service staff.

Plan, be consistent, and follow through
An effective marketing program can be scaled to the amount of 
resources available to carry it out. With a good plan, marketing 
material can be used repeatedly in different ways to multiply 
effectiveness and preserve consistency. For more information
on how we can help you achieve your marketing goals, contact 
Tom brassard, (802) 865-2872. We can schedule a consultation 
in our office or yours.

As you’ll recall, last month my message was about our upcoming bike trip to Tuscany, 
Italy. Well we went, we’re back and we wish we were still there.  For us, it was the 
trip of a lifetime!

Given that this was a delayed 50th birthday present for Sue, the chances of living up 
to our expectations were risky at best.  I’m happy to report that this epic adventure 
did not disappoint. This was a Vermont bicycle Tour and I’ll take this opportunity 

to go on record to say that they did an exceptional job, 
delivering a world-class product every step of the way. 
We booked the Tuscany by the Sea package which 
included all travel, accommodations and arrangements 
for our entire stay. That alone set the tone, both 
planning and trip-wise, for a stress-free and fun-focused 
endeavor. Upon landing in rome we transferred to the 
hilltop and walled city of Orvieto to meet our group of 

20 VbT’ers and our tour guides for the coming week, Sylvia and marcello. There 
was an instant connection amongst us all. 

From here we bussed to our home for the next three nights at the rustic Antica Fattoria 
La Parrina, an Agriturismo Inn situated within its own vineyards, olive groves, 
livestock, and crop fields which they harvest and serve to their guests. After that we 
went to another more spectacular place called Fattoria di magliano. The view was 
amazing and the bruton beer served was the best! We found the foods of this region 
to be very simple, healthy, and all about the freshness and integrity of the ingredients; 
including the wine which is so revered and never in short supply. 

As for the biking, to me there’s no better way to visit a new area, than on a bicycle; 
but for Sue, it’s not so second nature.  This is where strength in numbers (other 
casual cyclists in the group) and our friendly and good-natured tour guides calmed 
the storm within. After a hearty breakfast, each day started with a riders meeting 
where we learned a few select Italian phrases, a few of the hand gestures the Italians 
are famous for,  and an overview of the day’s route to help us from getting lost. We 
then hopped on our bikes and headed out to rendezvous 3-4 hours later for a typical 
Italian lunch of salami, cheese, prosciutto, salad, and sometimes pasta, sometimes a 
stew, or most anything more than we’d ever eat here at home. And oh, our guides rule 
of the week - no diets!

every day was more spectacular than the previous. The weather was perfect, 70’s and 
sunny each day, as we pedaled to medieval towns surrounded by stone walls, coastal 
villages on the mediterranean, and through pristine and sculptured farmlands. One of 
the week’s highlights was visiting a regional olive oil press facility where the local 
farmers brought their olives to be pressed into oil. We were there during the height of 
the harvest and pressing season…so we watched oil being made from beginning to 
end, then enjoyed it for lunch at the end of our tour. bellissima! 

If I had to pick one peak moment, it would be Sue’s decision and accomplishment 
tackling the week’s serious mountain climb leg. After our olive oil tour and lunch, the 
return back to our inn was a 12 mile uphill climb on a classic european switchback 
road. You could bike it or take the van back. She opted to bike it and though no speed 
records were set, she pumped her way up, up, up with the constant encouragement 
and companionship of our guide Sylvia. And what words of inspiration did Sylvia 
repeat over and over and promise to Sue it was waiting for her at the top to help 
her overcome the torture of the ride… gelato!!  Priceless. I’m so proud of her 
accomplishment! When in Tuscany…

Arrivederci!

the idea corner

Buongiorno!
Chicago Manual of style: a style guide for American English first 
published in 1906 by the University of Chicago Press. Deals with 
aspects of editorial practice, from American english grammar and 
usage to document presentation. The latest edition, number 16, 
was published in 2010.

every door direct Mail: a marketing program of the United States 
Postal Service designed specifically for smaller, local businesses 
whose target sales and service area is a neighborhood. eddm 
mail pieces do not require a mailing list and can be mailed at the 
lowest available postage rate.

graphic design: a form of visual communication that combines images, 
text and layout to effectively convey information to an audience.

heX: an acronym for hexadecimal, a numerical system that uses 
16 rather than 10 as its base.

house style: a company’s preferred manner of presentation and 
layout of written material.

international Color Consortium (iCC): a group established in 1993 by 
eight industry vendors for the purpose of creating, promoting and 
encouraging standards for vendor-neutral, cross-platform color 
management systems.

iCC profile: a specification for color management. The ICC specification 
V4 has been approved as an International Standard ISO 15076.

pantone Matching system: a system for specifying colors and the 
corresponding formulas for the inks to produce them. Used as a 
standard by the graphic arts and printing industries.

social media users: individuals and communities who create and 
share content on the web.

style manual; style guide: a set of rules defining use of punctuation, 
grammar, preferred spelling and capitalization, formatting of 
citations and references, abbreviations and other matters related 
to the readability and visual appearance of material.

Tips & Tricks
To ensure consistency in all marketing materials and across
marketing channels, many companies use a style guide or
style manual. This is a set of standards for writing (spelling,
grammar and punctuation), graphic design (typography, white
space, design grids, use of company logo and other branding
marks), and color palette. A style guide can be used internally
when creating documents, marketing materials, web sites and
presentations as well as externally, to provide instructions to
printers, signmakers and other outside vendors.

A style guide is particularly beneficial in a decentralized
organizational structure where more than one department or
unit may be creating marketing materials. The style guide promotes 
consistency in use of language and graphic design. However, this 
does require an editor to enforce the rules in the style guide.

A style guide developed for a specific organization is called
a house style. There are also style guides for specific publications,
educational institutions, industries and professions, as
well as style guides for the general public. The Associated
Press Stylebook is the most commonly used style guide for
journalism, while The Chicago Manual of Style is used by
professional writers and The Elements of Style (also known as
Strunk and White) is popular for the general public.
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