
How to Produce 
the Perfect Catalogue



1. Think about its marketing role

A catalogue is both a sales and a marketing tool, and a very 
efficient one. We’ve mentioned that many people browse their 
catalogue, and even have it on hand, prior to buying online. 
So it’s clear that it is a key component of a wider marketing 
strategy which will necessarily include a well-designed website 
supported by effective digital marketing including, for example, 
search engine optimisation (SEO).

A catalogue gives you a perfect opportunity to promote 
your brand. Not just what your products are, but what your 
business is all about. Your values, your customer service, your 
people, your raison d’être. So make sure that your catalogue 
communicates this effectively and immediately – from the 
front cover right down to the last detail. It should positively 
reinforce your brand at all times.

And remember that to be most effective it should complement 
your other marketing activities, so take care to synchronise 
its content and the timing of its distribution with your other 
initiatives (your web site, promotions you may be running, 
and so on).

2. Think about your target audience

You’ll need to think about who this is, and where the 
catalogue will be displayed. For example, a young audience 
will be attracted to a different format to an older audience. 
Additionally, the type of product or service you are offering 
should be taken into account too. The type of person reading 
a catalogue on high specification watches, for example, will 
be attracted to different fonts, images and key messages to 
someone buying a bike, or clothes, or shampoo! Who says?
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In our digital age, when the vast majority of information that we seek is on-line and available 
immediately at the click of a button, it’s tempting to conclude that there is no longer a role for 
the printed catalogue. Yet research indicates (Source:                ) that approaching 60% of online 
shoppers get their ideas from browsing printed catalogues, with around a third having the 
catalogue on hand when they made their purchase.  And the internet-only customer can be 
quite fickle – and occasional – while catalogue customers keep buying.

So what are the steps to creating the perfect catalogue?



3. Next - the design process

You know the old saying, you only make a first impression 
once!

You must think very carefully about whether your catalogue 
design will inspire the customer to pick up the catalogue in 
the first place, and, having picked it up, to open and read it. 
And, having done that, to buy from it.

You’ll need to work with a catalogue design company that 
can think creatively and think differently. How will the design 
differentiate your catalogue from those designed by your 
competitors? Can you come up with anything unique, and 
draw attention to it?

Remember that attention spans are small – just like with a 
web site, people can switch off very quickly if they don’t like 
or find interesting what they see!

4. Onto the basic format

Once you’ve settled on the overall design, there are several 
formatting considerations to consider, each of which will have 
a bearing on the final product. The type of images and content 
you have will determine whether you opt for A4, A5, or some 
other dimension. Then there is the choice of paper and finish. 
Part of the appeal of catalogues is that they are tactile –gloss, 
matt, silk stock are all possibilities and all have a role to play, 
along with lamination techniques.

Another thing to consider is the use of tabs and thumb cut-
outs, and colour coded sections. Ease of navigation around the 
catalogue is vital if you want your customers to find the right 
products – including those they didn’t know that they were 
looking for.

It’s also worth thinking about including a version/edition 
number or season instead of a date – this can sometimes 
help to increase the shelf-life, and will be very helpful if 
your catalogue is designed to be a collectible.

5. The binding

This is important too, and easily overlooked. How many pages 
are in the catalogue?  How long-lasting do you want it to be? 
How and where will it be filed? How and where will it be 
displayed and used? Some binding options include saddle 
stitiching, loop wire stitching, perfect binding or collated and 
drilled file holes (to be bound in ring binders).

Also, think about what you want displayed on the spine 
(which may be the only thing people see at first, so it needs 
to grab the customer’s attention). 

6. The copy

The photographs and images in your catalogue will of 
course play a crucial role in encouraging people not only to 
read but to be inspired by what’s in your catalogue. But the 
accompanying words are important too – and not simply the 
technical accuracy of the product descriptions . The content 
should be interesting, stimulating, perhaps thought-provoking 
– and above all it should guide the ready towards an easy 
buying decision.

Sometimes, in these cases, less is actually more. Attention 
spans are limited, and people subconsciously expect the sales 
messages to be immediately obvious. So give them what 
they want! Make your catalogue not only informative but 
inspiring… take your time over this, and make sure you 
proof read it thoroughly. After all, you don’t want any errors 
or typos in the finished printed catalogue do you?

And if at all possible, why not carry out some pre-release 
market testing, perhaps with some existing loyal customers. 
Not only will this give you a good indication of whether you’re 
on the right track or not, but they may come up with some 
excellent ideas and suggestions that you never thought of!



7. The photographs and images

It really pays to include the highest quality photographs 
possible, to show off your products in the best possible light. 
We’ve mentioned that one of the advantages of a catalogue is 
its durability – so think for how long people will be looking at 
the images, and the impact that you want them to have.

Similarly, if you are including diagrams or other types of image, 
make sure they look professional and well-designed – this will 
add enormously to the catalogue’s impact.

8.  Your ‘call to action’ and contact 
information

Ensure that your calls to action – a phone number, web 
address, store location, social media feed, whatever – are bold, 
unmissable, straightforward and clear. If it is to a web site, use 
a landing page to track where the interest came from and thus 
the effectiveness of the catalogue. Use similar techniques for 
promotions, and by including pointers to your social media 
feeds in the catalogue you not only encourage your customers 
to explore your portfolio further but you open up all the rich 
possibilities of how platforms like Facebook and Twitter can 
drive increased business results.

And ensure that your contact details are obvious – put no 
obstacles in the way of the inspired customer.

9. The actual printing

Planning is over, the design is complete, and finally of course 
you need to get it printed. But what technique do you use? 
Digital, litho, or web offset? How do you know which one’s 
best for your catalogue? What are the merits and demerits 
of each?

They all have their advantages, and which one you choose will 
depend on a number of factors – the size of the print run, your 
final design, the paper you’ve chosen, even the colours that 
you’ve chosen. This is an area where specialist advice is 
so important.

10. The distribution

This is where for maximum effectiveness you need a well 
thought out distribution strategy.

Are you going to mail your catalogues? Have you thought 
about postage costs? Will you release a “teaser” mailer first to 
increase anticipation? Have you considered delivering directly 
to homes, branches, locations, and offices?  

How do you know what’s the best approach, and why? 

They all have their advantages – the key thing to think about 
here is how to maximise impact and effectiveness, and that’s 
where the experts can help you! 

And finally – the missing ingredient

There’s a lot to think about, and plenty of ways to make your 
catalogue truly outstanding. The missing ingredient, of course, 
is the supplier – the organisation that can bring all these 
components together in a holistic fashion to create the 
perfect solution for you. And this is where we come in …


