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When Your Marketing Materials
Talk, Does Anybody Listen?
Businesses today have an immense arsenal of marketing materials—ranging from printed
material (business cards, brochures, product and service flyers, newsletters and direct
mail marketing pieces) to digital formats (websites, web-based marketing and social
media). While there is significant potential power in having so many ways to reach
customers and prospects, this comes with a responsibility to align all the materials
with their interests and behaviors. Marketing materials now bear the burden of being
consistent, relevant, and beneficial to the intended audience. As marketing guru Seth
Godin puts it, “In a world of too many options and too little time, our obvious choice is to
just ignore the ordinary stuff.”

Avoiding the ordinary
It may surprise you that avoiding the ordinary is rather simple: know yourself, know your
audience, and tell an accurate story clearly.

Know yourself
Why does your business or organization exist? How would things be different if
your business or organization wasn’t operating? What are its core values? Is it an
industry leader? The answers to these and similar questions are embodied in your
mission and vision statements, and tell your employees and target audience exactly
what to expect when doing business with you. Having a mission statement provides
focus for marketing activities, while the vision statement describes the business or
organization’s future aspirations.

Know your audience
Who is your ideal customer? To help answer this question, create a customer profile to
include age, gender, job title, ethnicity, marital status, skills, interests, personality traits,
values, frustrations, likes and dislikes. Think about who specifically is looking for the
products and services you offer rather than everyone you might possibly sell to.
Your target audience can be defined by demographic information—the physical
attributes of a population. The most commonly used demographic information for
marketing is age, gender, income level, race and ethnicity. Psychographic information
adds to demographic information by incorporating the interests, attitudes, opinions,
values, lifestyle and personality of a population. Psychographic information is used to
predict why a prospect might buy.

Tell your story

Basic marketing package

A business or organization’s story uses clear language and
visual images to explain how customers will benefit. The focus
of the story is on the customer, not on the business or its
products and services. Here are some questions that help craft
the story:

A basic marketing package consists of five elements: business
cards, company brochure, product and service flyers,
newsletter and website.

• How will your products or services benefit your audience (i.e.
what’s in it for me)?
• What needs do your products or services fulfill? What
problems do they solve?
• What value does your business or organization bring to the
audience that can’t be found from your competitors?

Creating a brand identity
The brand identity of your business or organization is embodied
in its visual images: logo, printed materials and website. Taken
together, they define the character of your business. Because
most successful sales are based on establishing a trusting
relationship between buyer and seller, it is important that the
brand identity accurately represent the values of the business
and be consistent across all marketing channels.
Here are some elements of brand identity:
• The promises you make to customers and how well you keep them.
Besides the promises related to specific products and services,
this includes overall business practices like meeting deadlines
and delivery dates, delivering added value, and the process for
solving problems or making good on mistakes.
• The benefits that accrue to customers from using your products and
services. These include tangibles like more time or money, and
intangibles like enhanced status or greater feeling of security.
• How you nurture the business relationship. Regular
communication via printed and web-based newsletters,
social media, in-person visits and personalized messages
demonstrate that the relationship with the customer matters
to the business.
Brand identity extends the communication style used by your
business or organization to provide information. The elements
of communication style are words, grammar, syntax and
meaning. The most effective communication style is clear
(uses commonly understood words), economical (uses simple
sentence structure), free from jargon and obscure references,
and has variety.
Pamela Wilson, a graphic designer and marketing consultant
in Nashville, Tennessee, suggests that all brands have a
personality, such as friendly, reserved; classic or contemporary.
The brand identity embodies this personality in the choice of
visual elements—color palette, typography, symbols, graphics,
photographs, logo, communication style. For a traditional,
established business, Pamela suggests using a classic typeface,
conservative, rich colors, and a more formal, corporate
communication style. In contrast, a contemporary, high-energy
company can use more edgy visual elements, a non-traditional
typeface, and a friendly, casual communication style.

• Business cards. Business cards are often the first point of
contact for a prospect, and start the process of establishing
a relationship. To avoid visual clutter, edit the information
down to the essentials: company name, address, logo and
tagline; the individual’s name, title, and preferred ways to
contact; and company website URL. The business card will
look best if it has sufficient white space. Consider using the
back of the card if needed.
• Company brochure. The company brochure introduces the
company, defines the most important benefits that will
accrue to the customer, tells how results have been produced
for others, and issues a call to action. It also includes
company contact information—company name and logo,
address, telephone number, email and website address.
• Product or service flyer. A product or service flyer defines
what the company is selling. It discusses the features and
benefits of a single product or service or group of related
products and services, and includes photographs and
illustrations to attract the reader’s attention and draw him to
the message. The flyer needs a call to action and the specific
way to make contact about the product or service. Company
information—name, logo, address and website address—is
also part of the flyer.
• Newsletter. A newsletter is an effective way to stay in touch
with customers or introduce the company to prospects. A
rule of thumb is that at least 80% of the information should
be of interest and relevant to the customer or prospect, and
no more than 20% sales message. The newsletter can be
delivered by the USPS or sent digitally.
• Website. Because the company website effectively has no
space limitations, it can incorporate all the information
from the company brochure and product or service flyers
plus tell an expanded version of the company story—its
history, specialty area, geographic reach, size and client base.
Customers and prospects are free to browse at will for the
information they desire.

Use us as an extension of your marketing
department
If you don’t have the time to write, design and/or print your
marketing materials, call on us to help. We will work with
you to plan the creation of marketing materials, ensure
consistent brand identity, and help with any or all of the
production steps. To get started, call Stuart Weeldreyer at
763-496-2826 for an appointment.

By carefully establishing your brand identify, all your
marketing materials will appear to be coming from the same
source over time, creating a sense of dependability in the
mind of the customer.
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In marketing, a sense of urgency is a technique that gives readers
a reason to respond quickly. When reading an advertisement,
people have a tendency to procrastinate—to put the advertisement
aside and consider it later. A sense of urgency helps overcome this
tendency by providing a reason to act immediately.
There are two common ways to create a sense of urgency: offer a
reward for prompt action, or assess a penalty for not acting. Some
examples of a reward include a free gift for responding or a bonus
with purchase; an example of a penalty is a limited supply of the
product or service being offered, or a sale that lasts for a defined
period of time.
A sense of urgency works by creating scarcity—the reader must
act by a given deadline or be among the established number of
people to respond. The sense of urgency can be undermined if the
deadline or other conditions are not strictly enforced.

Q
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How should I go about choosing colors to use for my business?

Begin by keeping it simple: narrow the choice to just two colors, and use them
consistently in all your marketing materials. Next, select colors that illustrate
your brand identity. For a calming, serene, harmonious look, pick two analogous
colors (colors that are side-by-side on a color wheel). For a vibrant, high-energy
look, choose two complementary colors (colors directly opposite each other on a
color wheel). Graphic designer Pamela Wilson offers these guidelines:
• Light, bright, pale colors = energetic, friendly, open
• Dark, saturated colors = intense, corporate, serious
• Bright, intense colors = high energy, powerful
• Pure colors = child-like, unaffected, trustworthy
• Grayed-down colors = low key, neutral, non-threatening

763-425-4251
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To improve the quality and effectiveness of the messages in your marketing materials,
train yourself to avoid three things:
• Listing product or service features without translating them into benefits. This forces the
prospect to figure out why a feature is important or how it might be useful. Don’t let
this happen—the prospect may miss an important benefit or ascribe a benefit that
doesn’t exist. To determine the benefits associated with a specific feature, name the
feature and say the phrase, “what this means is . . .”
• Providing vague and un-measurable benefits. A vague benefit is one that can’t be
quantified, such as “reduces costs” or “improves productivity.” Make benefits
tangible by attaching a numeric value that the prospect can calculate: “reduces
costs by $3 per item” or “improve productivity by 37%.” Any business can make a
vague claim. Set your business apart by using a concrete example.
• Describing benefits in generic or jargon-laden words. A benefit description written in
industry jargon risks confusing the prospect or causing him to lose interest quickly.
It also fails to articulate why the benefit is unique.

Brand identity: the visible elements
(color, design, logotype, name, symbol)
that together identify the business
or organization.

Generational cohort: a group of
individuals based on common experiences
(i.e. the same events within the same
time interval).

Brand image: what customers
actually think about a brand. A gap
between brand identity and brand image
means the company is out of touch with
market sentiment.

Mission statement: a definition of an
organization’s purpose and primary
objectives written in the present tense.
Usually short, clear and powerful, it
explains why the organization exists both
to members of the organization and to
people outside of it.

Call to action: words that urge the target
audience member to take immediate
action. Examples include call now or
click here. A sales piece without a call to
action is considered incomplete, and may
be ineffective.
Communication style: the aggregate
of words, grammar, syntax and meaning
used to convey information. The most
effective communication style is clear,
economical, free from jargon or obscure
language, and has variety.
Demographic information: the physical

attributes of a population. The most
commonly used demographic information
for marketing is age, gender, income
level, race and ethnicity. Demographic
information is used to identify the prospects.

Generation: a group of people born and
living during the same time, generally
defined by birth dates.
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Psychographic information: the interests,
attitudes, opinions, values, lifestyle and
personality of a population. Psychographic
information is used to predict why a
prospect may buy.
Style guide: a set of standards for writing,
graphic design and color palette.
Target audience: the intended group for
which something is marketed; the specific
group to which advertising is directed.
URL: an acronym for uniform resource
locator, the address of websites.

Vision statement: the mental picture

of what an organization wants to achieve
over time. Defines the organization’s
purpose by focusing on their goals and
aspirations. Provides long-term guidance
and inspiration.

www.visionsfirst.com

Improve All of Your Marketing Activities
[CustomerFirstName], you may be hard at work producing,
ordering and fulfilling your company’s need for marketing
collateral, but are you working the smartest way you could?
Are you using the very latest technology to optimize and supply
your internal stakeholders with important print and digital
marketing assets?
Visions has technology you need to see. Find out how Visions’
marketing asset technology can provide your organization the
following key benefits:
• Centralized Purchasing – Streamline your ordering process via
your custom-branded online portal.
• Brand Consistency – Retain control and consistency of your
brand standards while allowing freedom to add creativity
and content.
• Customized Content – Allow remote locations and deployed
employees to personalize marketing collateral to match their
specific audience or location information.
• Budget Control – Set-up specific budgets for each office or
department to ensure budget constraints are kept.

Visions

• Permission-Based Buying – Create peace of mind knowing your
marketing message will be consistent by having a pre-approval
process in place.
• Digital Asset Management – Keep all of your marketing
collateral and digital assets in one place, making it easy to
manage your brand messaging.
• Inventory Control – Keep track of stored materials and reorder
as needed.
• Save Time and Money – Reduce the amount of people and
resources typically involved in obtaining marketing materials.
Maybe it’s time you took a more efficient approach to managing
your marketing materials?
Visions would be happy to help you explore how an online portal is
an excellent solution to your unique opportunities and challenges.
Contact Stuart Weeldreyer at 763-496-2826 or stuart.weeldreyer@
visionsfirst.com to request your personal demonstration.

763-425-4251
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Picture Perfect: Photographs for Print and Web
Our world is visual. From the images you see on screens to
the things you read every day, photographs play an important
role in conveying emotion, illustrating a point, or explaining a
concept. Photographs improve our comprehension and add to our
enjoyment. Because of this, they are an integral part of printed
material and websites.
As camera technology has advanced, the quality of the
photography we see every day has reached new levels. Couple
that with the ease of using a digital camera, and we now see
businesses and organizations becoming comfortable with
handling their photographic image needs without the services of a
professional photographer.
Our job is to reproduce those photographs in printed brochures,
sell sheets, marketing material, newsletters and direct mail pieces;
on signs and banners; and even business cards. Since we want
the photographs to reproduce in the best possible quality, we’re
offering some technical tips on the characteristics of digital photo
files to use for printing and web applications. These aren’t tips on
how to take photographs, but rather what to do once the image is
captured and you’re ready to submit the photo file to us.

What is a pixel?
A pixel is a contraction of the words picture element. A pixel is a
square that contains a series of numbers that describe its color (for
color photographs) or intensity (for black and white photographs).
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The greater the number of pixels in an area, the smaller each one
is, the more tightly they are packed, the better our eyes can blend
the edges together to create a complete image. As the number of
pixels decrease, the larger each pixel must be to fill the area, the
more space there is between them, the more evident the square
shape becomes. If there are too few pixels in too large an area, we
will see the individual squares—just as we see the individual tiles
in a mosaic. One telltale sign of a low-resolution photo print is
pixilation, known informally as the jaggies—a curved or diagonal
line made up of stair-stepped pixels.

Pixels and resolution
Resolution is the term for the amount of detail in an image file.
You can think of resolution as pixel density. One specification of
a digital camera is the resolution it is capable of, expressed in
megapixels—one million pixels. A smart phone’s 1.5 megapixel
camera can capture roughly one-and-a-half million pixels of
information per inch, while an 8 megapixel digital camera can
capture 8 million pixels per inch. The amount of detail is directly
related to photo quality.
Likewise, the resolution of a photo file or print, whether offset,
digital or inkjet, is the amount of detail it contains. Photo file
resolution is expressed as pixels per inch (ppi), while print
resolution is expressed as dots per inch (dpi).

www.visionsfirst.com

In general, the higher the ppi value, the more detail in the file and
the higher the image quality. But when the number of pixels in the
image equals the number of pixels that can be used by the output
device—photo printer, offset printing press, digital printer or inkjet
printer—then adding more pixels does not improve image quality
and may make file handling and storage cumbersome.
For offset and digital printing, the recommended resolution is
300 dpi when the photograph is in the size desired on the printed
page. By multiplying the size in inches that you want the printed
photograph to measure by 300, you’ll be able to determine the
resolution in pixels you’ll need for the photo file. For example, if
you want to print an 8x10 photograph, multiply 8 x 300 and 10 x
300, yielding 2400 x 3000 pixels in the photo file.
To determine whether your camera has sufficient resolution for
this size of file, multiply the two pixel dimensions (2400 x 3000
= 7,200,000). To translate into megapixels, divide by 1 million,
which in this case yields 7.2 megapixels.

Resolution for web-based photographs
Like digital cameras, image files and photo prints, computer
screens have a resolution—expressed as the number of pixels
wide and high in the viewing area. As a standard, most computer
screens are set to display at between 72 and 96 ppi. This means
that image files displayed on a computer screen do not need as
high a resolution as files for print. The resolution standard for
photographs on the web is 72 ppi since any additional information
contained in extra pixels is ignored. One benefit of the lower
resolution requirement is that photo files are smaller, meaning
they load faster on the website.

File formats for photographs
File formats for photographs are a means of organizing and
storing an image. The data may be stored in compressed or
uncompressed format, then rasterized into a grid of pixels whose
bits define color and color depth. The grid is sometimes called
a bitmap. Raster image processing (or RIPping) is a requirement
for offset and digital printing. Because raster images are hard
to resize and manipulate, they are best used at the size and
orientation of the original. Raster images can be cropped,
colorized, converted to grayscale or monochrome by using an
image editing program such as Adobe Photoshop.
File compression is a way to reduce file size without
compromising image quality. There are two types of image
file compression. One, called lossless, keeps all the pixels of
the original image, but finds more efficient ways to represent
recurring patterns of pixels in the file. Another, called lossy,
eliminates pixels that aren’t needed to maintain quality. Lossy
compression results in smaller file sizes than lossless, but may
trade that for lower image quality.
For photographs, the preferred file format is Tagged Image File
Format (TIFF). TIFFs can be either lossy or lossless, and some
digital cameras can save in TIFF format using Lempel-Ziv-Welch
(LZW) compression.
Another format for photographs is Joint Photographic Experts
Group (JPEG). JPEG compression is usually lossy and produces a
significant reduction in file size. Repeated opening and saving of
JPEG files results in continual loss of pixels, which degrades file
resolution over time.

Using web-based photos for print

Using photographs in print

If your business uses product shots in its advertising and
marketing materials, you may be tempted to download product
photos from the manufacture’s or distributor’s website.
Considering the resolution requirements for web (72 ppi) and
print (300 ppi), it becomes clear that using a web-based photo
will not result in a high-quality photo in the printed piece when
the two photos are of identical size. In fact, you’re likely to see the
individual pixels and the jaggies on curves and diagonal lines.
What may be possible, however, is to reduce the size of the webbased photo until the resolution nears 300 ppi. A rule of thumb is
that web-based images print with acceptable quality at about half
the size they appear on screen. So, a photograph that measures
2x2 inches on screen, can be printed as 1x1 inches.

Our aim is to give you the highest quality possible photographs
in all your printed materials. If you are uncertain as to what
resolution or file format to use when taking photographs for us to
print, give us a call. We’ll give you advice based on what you are
trying to accomplish—balancing photo quality and file size. For
more information, call Stuart Weeldreyer at 763-496-2826 or
stuart.weeldreyer@visionsfirst.com at your convenience.

Visions
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Multi-channel can be very effective, especially when the messages in one channel
are referenced in the other and are integrated. Use one constant and simple theme
that offers a variety of response options.
Here are some examples of multi-channel marketing:
• Sending an email timed to arrive at the same time as a mailed catalog.
• Inviting customers and prospects to visit a website to print a coupon to use in a
retail store.
• Adding a Personalized URL (PURL) or QR code to sales collateral with an invitation
to visit the website, register, and receive something in exchange.
To learn more about multi-channel marketing strategies, please contact me at 763496-2826 or stuart.weeldreyer@visionsfirst.com.
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