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One question program managers ask often is “What should I put first in my brochure?” This is an important decision, because LERN has determined that content appearing in the first pages of the brochure is more likely to be seen than content in subsequent pages.
This can be used to good effect. If there is something you want to be sure people see—put it up front. Also, we recommend that programs put their most popular courses up front. The reason is that when courses are more popular and successful, it means that people are looking to you as a source for this kind of program. Put it up front where it is easy to find.
Some programs are faced with an additional dilemma. Is it best to put academic programs first and enrichment programs in the back? Is it best to put professional development up front and enrichment in the back?  Great questions.
LERN recommends that programs create separate brochures for different types of programs. The reasons are related to how you market your programs. Different types of programs serve different audiences. There are usually substantial differences in the interests of those looking for academic courses and those looking for enrichment classes. Cost, time demand, benefit or contribution to life goals are all different for these two types of programming. Trying to market them effectively in the same brochure is very challenging, and typically one or the other type of program is negatively affected.
It is important to create images that appeal to people looking for specific types of educational experiences. The images that communicate to those seeking enrichment are very different from those that appeal to people looking for academic experiences. 
We talked about what to put first in the brochure. Consider this dilemma. If you place academic content first, those looking for enrichment may think the content of the brochure is not for them—and vice versa. Basically you have three seconds to get people to pick up your brochure and open it, from the time it is first in their hands. Then you have thirty seconds to keep them engaged. If you can engage them in a total of 33 seconds, then you may be able to succeed in directing them to the content that interests them.
If you must (and many have little choice) include both academic and enrichment options in the same brochure, it is essential that you have a very solid, clear, easily read table of contents. This is the roadmap to internal content, and you have 30 seconds with your first two pages to let people know what kind of content you are offering and direct them to it. Using graphics, easily navigable print pages, minimal copy and highlighted options are key.
Director’s Message
We have talked about how important the first two pages are, and this is exactly where the director’s message usually goes.  In every case, the director’s message should be short. Unfortunately, as soon as people see a heading that says “message from the director,” they skip right over it. Then, if it is longer than 120 words they skip even faster.
So. Give the Director’s Message a heading that will attract readership. . .something like
“10 ways we can help you have a successful career” or
“15 benefits to taking a course at Lawrence Adult Education”
Then, in the first sentence, write something compelling. . .something that will get them to the next sentence. This is critical, or they will stop reading after the first sentence or two. Here is an example:10 Ways Lawrence Adult Education Can Boost Your Career
Lots of education programs claim to be able to help you move ahead. Here at Lawrence Adult Education, we know we can. Sign up for our ABC courses and watch yourself leave others behind. Here are the 10 ways we can help you.
1. You can take classes at times that are flexible, to meet the needs of your busy life . . .
2. Online or in-person, our faculty are available to answer your questions every day
3. Etc. etc.
Write your content in terms of benefits, not in terms of features of your program. Make this about the student, not about you. A strong benefit statement is key to getting and keeping their attention and motivating the reader to look for more. At the very end of the welcome, you can add, “I am Deb Bomaster, the new director of LAE, and I am committed to making sure you have the best educational experience possible. Feel free to contact me or any of our hard-working staff with questions, suggestions, ideas and feedback. We listen.”


Engaging your readers, focusing on benefits, and getting them involved as soon as they open the brochure is an important aspect of successful marketing.




