Missed
Opportunities ,

ity the poor season
brochure designer. Year in
and year out communicat-
ing essentially the same message, yet
faced with the challenge of making it
look new and different. Unfortu-

nately, sometimes a bit too different.
The bottom line of any bro-
chure—and especially an arts
organization’s season brochure—is
the question, “What is this?” Fail
to answer that question within a
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few seconds, and your labor of love
becomes a liner for your prospec-
tive subscriber’s recycle bin. Yet,
many otherwise marvelous season
brochures force prospects to
“connect their own dots.”

Clarice Smith Performing
Arts Center

That said, let’s look at some
examples, starting with the 2004-2005
season brochure for the Clarice Smith
Performing Arts Center at Maryland.

Although it doesn’t follow my usual
advice of including a visual sampling
or text on the cover to indicate what
sorts of performances are held there,
the center’s brochure headline and
photograph (figure 1) are intriguing
enough (for me at least) to venture
inside for a longer look. Are those
dancers? Actors? A musical group?

However, once inside, readers are
left wondering by a series of two-page
layouts with vague headlines and
intro text that beats around the bush
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Figure 1

(and nothing that follows up the
cover). Consider “Connect your own
dots” (figure 2a). This example spread
captures the feel of the entire bro-
chure—“We’ve got plenty of dots;
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Figure NEWWORKS
2b: A
small
header
on each
page
would
have
helped
readers
navigate
the
brochure.
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connections ... not so much.”

A simple identifying headline
(what we call a “tag” or a “slug” in
the biz) would have eased the
confusion (figure 2b).

What if
your
patrons
don’t
want to
connect
their
own
dots
with

your
brochure
layout?
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Figures 3a and 3b: The original Flynn cover, and a slightly altered version with a tagline at the bottom showing what
else the center offers.

Flynn Center for the
Performing Arts

The 2004-2005 season brochure for
the Flynn Center for the Performing
Arts in Burlington, Vermont demon-
strates a more conventional missed
opportunity (figure 3a). At first .
glance, most readers would think it Easece : . oy
was a brochure for a dance troupe R '
because the only visual on the cover 3
is a dancer. The layout doesn’t require .
any overhaul, especially if the center vy mrn s et T R—— -
would prefer to avoid a busy or A —— ' e
cluttered look. A tagline at the bottom
of the cover (shown in figure 3b) fixes
the problem by telling readers the
range of performance offered.

Unlike the previous example, the
Flynn Center did a great job on the
inside. Each two-page spread features a
large one-word headline that clearly
indicates the category for the perfor-
mances listed, and gives the brochure
greater browseability. I'm choosing to
show you the puppetry (figure 4) spread
mainly because so much puppetry is Continued on page 5
rare to see outside of Congress.

Figure 4: One of the brochure’s excellent inside spreads.
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