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77Tutorial Showcasing your work on paper

It’s one thing creating outstanding 
work, but it’s another getting it noticed by 

potential clients. Find out how best to show off 
your skills in print…  Showcasin

g y
our w

ork on paper 

S
ooner or later the time will come 
for every graduate, freelance 
designer or consultancy to 
create their own promotional 

brochure. This can be an invaluable means of 
communication, but because of the time and 
often expense that goes into these items, it’s 
imperative that your brochure gets noticed, 
impresses your potential clients and, most 
importantly, brings results. 

A good starting point when designing a 
promotional product is to clearly defi ne who 
your target audience is, and what it is you’re 
trying to say to them. Are you focused on 
attracting some new blue-chip clients through 
a sophisticated approach? Or do you intend to 
show off your creativity by doing something 
clever? And there’s more to this than design – 
you also need to consider format, packaging 
and how you follow up the initial contact. 

Expertise provided by Red Design, a Brighton-based company specialising 
in print media. Find out more at [w] www.red-design.co.uk.

Tutorial
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] www.red-design.co.uk
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1
Choosing the right font is important. Every 
font has its own character, and the one you use 

will say a lot about your company. If you already 
have a company font then it may be wise to use 
that for consistency. In most cases it’s best to keep 
your typography clean and clear and make sure it 
doesn’t detract from the work you’re showing. 

2
The Swiss typographic movement of the 1950s 
brought about rules that are as relevant today 

as they were back then. The Swiss had a preference 
for sans serif fonts because they were considered to 
be more neutral and contemporary. 

3
Other features of Swiss typography are: 
restraint in the use of type sizes and weights; 

type and images aligned vertically and horizontally 
to create tension and structured relationships 
across the format; unjustifi ed type and the correct 
proportion of printed to unprinted space.

Part 2: Typography tips
Choose a font that will give people the right impression of who you are and what you do…

4
Decide on the work you’re going to show. It 
should, of course, be your strongest work, but 

should also show the breadth and scope of what 
you do. Be ruthless when selecting the work: don’t 
put anything that you’re not 100 per cent happy 
with. Also, don’t include too much – it’s quality not 
quantity that’s important here.

5
Aside from showcasing your work, it’s 
important to know what you’re going to say: 

what you do, who you do it for, and what you’d 
like to do for them. You may wish to include a case 
study. The communication needs to be succinct, 
direct, simple and jargon-free.

6
You also need to decide how you’re going to 
send out your brochure. If you’re sending it in 

the post then what kind of packaging will you use? 
If you’re working to a budget, remember to account 
for the postage and packaging before you begin. 
Ideally you should send a personal cover letter with 
the brochure, so consider how this is to be written.

1
It’s a good idea to set yourself a brief so you 
can assess the suitability of your ideas as you 

go along. It can be tricky playing both the role of 
the client and that of the designer, though, and 
sometimes when you’re given the freedom to do 
anything, you can be guilty of coming up with 
solutions just for the sake of it.

2
Decide whether it’s a particular market that 
you’re going after with your brochure or if it 

will be a general showcase of your work. Compile 
a list of the people and company addresses that 
you’re going to send the brochure to. 

3
If you’re targeting a specifi c market, it may be 
worth doing something specifi cally for that 

sector – for example, a T-shirt for the fashion 
industry. It’s also worth researching the style of 
communication used within that sector. Check out 
company profi les on websites and printed marketing 
material, and then align your approach with theirs.

Part 1: Doing research
The fi rst step is to decide on your ideal target audience. This sets the tone for your design…
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4
Now you need to create a page plan, so work 
out which text and images are going on which 

pages. A logical way for the brochure to fl ow is to 
open with your company profi le and the services 
you offer, then to have a work section, and to end 
with a client list and contact details.

5
The cover of your brochure is crucial because it’s 
the fi rst thing that potential clients will see. We 

go for an understated design with high production 
values: a high-quality matt white board with the logo 
embossed and clear foil-blocked. We also use a silver 
foil block on the company name text.

6
You should aim to keep text on pages to a 
minimum, so get your points across clearly and 

concisely. Allow space around the text, and consider 
the composition of it; it should be simple but 
beautiful. The tone and layout of this text will  
say a lot about your level of professionalism.

1
First, decide on your page size. The European 
Standard ‘A’ sizes, such as A4 or A5, are the 

most economical to use, but because they’re 
standard they’re used regularly. Make your brochure 
stand out by using slightly different dimensions. 
Here, we’re using 210x250, a dimension based on 
A4 (210 x 297mm).  

2
Having decided to use a seven-column grid, 
we then need to choose the best positions for 

details such as page numbers, descriptions of work 
and main image areas. Your work will look best if 
you leave white borders, and descriptions should be 
simple and understated so that they don’t detract 
from the work itself.

3
Decide on a simple colour palette for the 
brochure. If you have corporate colours then 

you should use something based on them. Red 
Design uses red, white, black and grey. Here we 
have also decided to add a 100 per cent yellow to 
highlight certain bits of text.

Part 3: Laying out your brochure
Consider the layout carefully, because potential clients will use it as a guide to what you can do for them…

4
You need to pay particular attention to the 
leading to ensure not only that the information 

reads correctly, but that it also looks aesthetically 
pleasing. As a rule of thumb, leading is usually set 
up at 120 per cent of the type size, so 10pt type will 
have 12pt leading. 

5
Kerning, the amount of space between 
individual characters, is also something you 

need to pay particular attention to, especially for 
larger headline text. Again, as a guide, characters 
should be close but rarely touch each other – 
although if it looks good, go for it!

6
Also consider the colour of your text. For smaller 
text the key is for it to be legible, so using 100 

per cent black will ensure a clean reproduction. For 
larger text, or as a highlight, you can use a bold 
colour, but remember that using 100 per cent of any 
of the CMYK plates will ensure clean crisp lines.

Typography tips continued…
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7
The supporting descriptions of your pieces 
should be kept short and factual, giving details 

of when the project was done, the name of the 
client and any collaborators you may have worked 
with. You can go into more detail if you’ve decided 
to include a case study. 

8
Using your grid, align all text and images. Here 
we’ve decided to make the image the focus of  

the page, and the description a small detail running 
diagonally to the inside. We’ve also chosen to use 
the 100 per cent yellow box as a graphic detail.

9
If you have a good client list then it’s an idea to 
let people know. We’ve decided to put this at 

the back. It’s also important to have your contact 
details clearly displayed, with a sentence informing 
people who to contact in order to view a full portfolio 
of your work or to request a meeting.

10
Remember that all images and artwork 
documents should be saved as CMYK for 

digital or litho printing. These should be at a 
minimum of 300dpi, but ideally a little higher 
(some litho printers may print in more detail such 
as 400dpi). 

11
If you’re creating a PDF version of your 
brochure then it’s best to save all images and 

artwork as RGB, because these are the colours that 
your screen uses to show the image. Failing to save 
your work in the correct way will result in the 
images looking pasty and washed out.

12
Always set up your artwork with at least a 3mm 
bleed. Even if you’re cutting the pages down 

yourself, you’ll need this bleed or the page edges 
will look messy. It’s worth checking with your chosen 
printer exactly how to supply the artwork because 
there may be other specifi cs to consider.

1
By far the cheapest way to produce your 
brochure is by creating a PDF, either straight 

from the program in which you created the artwork, 
or by distilling a PostScript fi le (PS) using Acrobat 
Distiller. The appeal of the PDF is that you can send 
it out using email to as many people as you like 
without worrying about a reprint.

2
The paper stock you choose will depend on the 
way in which you’re planning to print your 

brochure. For example, if you’re printing using an 
inkjet printer, it’s best to go for a heavy matte paper 
stock. If you’re printing using the litho process, 
choose a stock based on your budget – you can 
discuss this with your chosen printer or a paper 
merchant. And always get samples before you print.

3
Digital printing is a good cost-effective 
alternative to litho printing, especially if you 

intend to produce a short run of, say, 50 pieces. 
Again, you should discuss stocks with your chosen 
printer, but as a rule you should go for a stock no 
lighter than 120gsm. You may choose to go for a 
heavier stock for the cover.

Laying out your brochure continued…

Part 4: Printing your project
Think about how you intend to send your brochure to your list of potential clients…
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4
If you have the facilities, an effective way to 
print your brochure is by screen printing. This 

process enables you to experiment with different 
stocks as well as size and shape, depending on the 
size of screen available. Again this can be an 
excellent option for small print runs.

5
Litho printing is the most expensive option, 
and might be unrealistic for a small or new 

business. If you’re going to splash out on it, be sure 
that it will bring returns. Occasionally, successful 
agencies will publish a book with the backing of a 
publisher, but design companies in a position to do 
this are few and far between.

6
In addition, you may wish to go for a specialist 
print technique, such as a foil block (shown 

here), UV or spot varnish, emboss, die-cut or a fi fth 
spot colour. These processes can be effective but 
expensive, so consider carefully how much these 
will improve your brochure before going ahead.

7
You can add character and interest to your 
brochure by using interesting folds. For 

example, you could go for a ‘French fold’ instead 
of printing on each side of the page. Or if you’re 
producing a poster then you could go for an 
alternative to a fold down the middle.

8
If you’re producing your brochure in a book 
format then you need to consider how it will 

be bound. There are various different methods 
ranging from ring binding to perfect binding, and 
again these range in expense and appropriateness. 

9
You also need to consider how to send out 
your brochure. For example, you could buy 

coloured envelopes that complement the design, 
or even create a customised box or slipcase. 

1
Make a note of who you sent brochures to and 
when, because you need to contact each client 

a few days after they should have received it.

2
Follow up the promotional brochure with a 
phone call or email requesting a meeting to 

talk them through your work in more detail, and 
discuss what you can do for them. A phone call will 
usually prove more effective than an email, because 
emails can be ignored!

3
If your promotional brochure shows off your 
skills to best effect, looks polished and 

professional, and has a touch of distinctiveness, 
then it should work successfully, and you could 
soon get commissioned for a big cash job!  ca p

Printing your project continued…

Part 5: Follow-up calls
A promotional brochure is produced to generate business, but that’s not the end of the story…
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