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Whether or not you’re planning to do a trifold (useful as handouts, leave-behinds, and mail pieces), 
this project type lends itself nicely to showcasing marketing strategy.   
  

I did this piece for a family psychologist’s private practice. Rather than going on and on about her and 
her credentials (i.e., “features,” and the way SO much marketing writing often does), I suggested we 
paint a picture of the ideal outcome of her work.  
  

That begins with the headline and tagline on the cover. It gets into the head of the reader, who, by the 
time they’ve reached out to someone like her, are at their wit’s end with a problem child, and 
absolutely ready for “some good days.”  
  

The folded-in flap at far left creates a picture of what they deeply, earnestly want.  
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In the list at left in red, we remind the reader of the challenges they’re facing, letting them confirm: 
“Yup, check, check and check.”  
  

NOTE: It’s not until the final paragraph of this first inside panel that the piece even starts talking 
about her. Up till this point, it’s all about THEM, what they’re wrestling with and the changes they 
want to see.  
  

I’d have used less copy here, but the client wanted all of it. Using subheads, bullets and other colors, 
we make it more readable.  
  

The call-to-action at the bottom of the third panel revisits the front cover tagline. 
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This brochure (and self-mailer: see middle panel) for a company selling hair extensions—explains an 
affiliate program for hair stylists.  
  

For the front cover, given the audience, I used a fun play on words (Ready for Your “Cut”?), followed 
by few short benefits-oriented lines—outlining what’s in it for them and their clients.  
  

In the far-left panel, my client establishes—with a few ego strokes—that he understands his audience’s 
world.  
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At left, we pose a question designed to have them respond, “Yeah, why shouldn’t I?” 
  

The piece then lists all the ways this company makes it certain and easy that the reader will make 
money.  
  

The other two panels get into the actual steps, putting the reader in the driver’s seat (so it’s more real), 
and showing them how easy the process is.  
  

Finally, the call-to-action at the bottom of the last panel leads them to more details and sign-up info. 
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