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    MGA Summer 2008 Conference


    Catalog Critique by Bill Licata

     Miller Nursery – The Greenhouse Catalog – Jung Quality Seeds

CATALOG EVALUATION: 
7 Major Categories:



1. Organization   2. Merchandise   3.Design   4.Photography   5.Copy   6.Production  

7. Order form
Don’t have time to discuss all seven categories for each of the 3 catalogs, but can read handout.  Encourage you to complete an evaluation similar to those in your handout before starting your next catalog.
Organization:  


Sequencing of product categories

Logical to Customer and Consistent with  positioning 

Recommend Start with fruit move to vegetables then flowers, but don’t mix up the categories.

Pagination – Location and space allocated to each product – Not All Products are Equal

Use square inch analysis to guide space considerations

Feature best sellers – Use extra space for insets, call-outs, added copy, and larger images

Pacing –Variation in page density and presentation


Maximum interest and profits when page density varies


Also change presentation format so the catalog remains interesting


See examples of each of these now.

Miller Nurseries:  68 Pages, Approximately 8” x 10 1/8”, Self-Cover
Front Cover – Miller Nurseries 2008 Catalog:  

Strengths:

Company Name and Order Info are Prominent

Image tells what’s inside

Opportunities:

Doesn’t say, “Open Me”.  –  Only Job of a Front Cover

Image trying to show too much/ doesn’t have impact 
Few covers that work better to arrest attention and draw reader into book
Irish Eyes 2007

Grounded soles Exercise

Birkenstock Central

HCG Spring 2006 Container Garden


HCG Hummingbird 

Legal Sea Foods 2007 -2008


Legal Sea Foods 2008-2009 3 Plates

Back Cover – Miller Nurseries 2008 Catalog:  

In interest of time, not going to dwell on Back Covers Just let me say:

Critical Page:


1st Impression out of Mailbox
Best Strategy – Sell proven winners or New items
They will draw recipient into book.
Miller has new items and presume are best sellers. Good mix, but copy little long for maximum visual impact.  Recommend fewer items on back cover
PP. 4-5 – Miller Nurseries 2008 Catalog:
Strengths:

A lot of product to choose

Info blocks are good – position as expert – but lost in all the copy

Collections are good, but missed opportunity to highlight savings

Opportunities:

No order to position of copy blocks or photos 

Eye doesn’t know where to look first

Space allocation driven by length of copy rather than sales potential?

When copy is short, image is large.

Copy is very long 
PP. 4-5 – Redo LCH Direct:
Pages are more Orderly – easier to see and read each item

Best Sellers are featured to attract attention
Special savings for Collections are more prominent 

Dollar Savings for Collections is pointed out

The info blocks are consolidated into one area 
Graphic Device used to separate info from the other text
PP. 18-19 – Miller Nurseries 2008 Catalog:
Look similar to pp.4-5 
No order
Don’t know where to look

Different sizes, shapes, 
Text inconsistent – All Caps, Upper and Lower Case
PP. 18-19 – Redo LCH Direct: 

Order and interest to the spread

Big Feature Item – Best Seller – Stopper Page: 
Draws reader into the spread

Required moving Lily of Valley and Blue Sea Holly off spread but they didn’t seem to fit with roses anyway.

Goal: Slow down browsing speed – Get all items on spread noticed

PP. 40-41 – Miller Nurseries 2008 Catalog:
Different Products, Same Design Flaws 

Lots of product, Long copy, Different background colors 
No order to the image sizes, shapes or positions.

Inconsistent:  Savings are highlighted for the Asparagus and Rhubarb Special, but not for Onion Special or Purple Passion

PP. 40-41 – Redo LCH Direct:
There is a lot going on with 4 specials, planting tips and all these products

Best thing to do with such a crowded page – Bring order!
Clustered onions together in lower right for greater visual impact

Make the Purple Passion a feature 

Quieted all the color backgrounds
The Greenhouse Catalog:  40 Pages, Approximately 8 3/8” x 10 7/8”, Self-Cover
Front Cover – The Greenhouse Catalog, Spring 2008:
Strengths:  

Strong Image gets book opened

Any Interest in Greenhouses, this will get your attention 
Page reference for featured product makes it easy to locate
Free gift is an extra bonus that ensure the book gets opened

Company name is prominent 
Although could be larger in relation to the greenhouse

Opportunities:


Product Reference (Upper Right) good idea – BUT text easy to overlook.  
Container next to greenhouse not for sale 
Replace it with a workbench that is sold.
URL is well positioned, but no phone number
 

Display both and let customer decide

No mention of Free Shipping

Back Cover – The Greenhouse Catalog, Spring 2008:
Strengths:

3 products (1 RE-sold) with page references  
Presume they are best sellers

Good that none are Greenhouses tell immediately other products available.

Page references make for easy location
Opportunities:


Copy too long for a strong visual presentation
No mention of Free Shipping

No mention of Recycling the Catalog

PP. 6-7 – The Greenhouse Catalog, Spring 2008:
Looks Good

Intro on left re; Solexx   
Insets of features 
Less than page for product itself


Most popular greenhouse located upper right corner


Free shipping Prominent

Should be pages 4-5

PP. 6-7 – Redo LCH Direct:

Reinforce the strengths:

Retained Intro copy and insets

Exploded the product presentation – Now Page Plus
Kept the “Free Shipping” banner

Added people to warm up the presentation

PP. 4-5 – The Greenhouse Catalog:

No space allocation by Sales

– Seem to let amount of copy dictate space.

Nothing to attract attention or guide eye

Similar problem as the Miller Catalog.  

Don’t know where to look so tend to miss some products

PP. 4-5 – Redo LCH Direct:

Organized page differently to make it more visual

14 products on spread – A lot. Have left them all.

Featured products in Upper right and left corners – Larger images
Kept Category Headings and Headline 
– Headline could be more benefit oriented.

Product headlines are benefit oriented – Retained
Jung Quality Seeds, Spring 2008:  100 Pages, Approximately 9 1/8”x11 ½”, 96 pp. body with 4pp cover.

Front Cover – Jung Quality Seeds, Spring 2008:
Strengths:


Company Name is well placed and obvious

Phone No. and URL are prominent


101 Year Banner lends credibility


Seeds, Plants, Bulbs . . .  Give idea of variety inside

Opportunities:


Tagline is a throw-away
Better to state flowers, fruits, vegetables, trees, etc or move seeds, plants etc to the top.


Images skewed toward flowers

Easy to overlook fruits and even vegetables, Although Back Cover heavy with fruits and vegetables

Cover’s Job to get book opened – Not as overflow space

At least 4 of these 5 items only sold on the cover



Heavy text and design is turn-off
Back Cover – Jung Quality Seeds, Spring 2008:
Strengths:


Know sell fruits & vegetables
Presume they are best sellers

Opportunities:


First Impressions are critical


Make Company Name more prominent


Select fewer Items – All Best Sellers

Improve the graphics to attract attention

PP. 6-7 – Jung Quality Seeds, Spring 2008:
Strengths:


A lot of product to sell


Nice bright photography

Icons for Select Plants
Opportunities:


Organization & Order


Emphasize the Dollar Sale


Feature Best Sellers
PP. 6-7 – Redo LCH Direct:

Reorganized pages

Moved Lilies from bottom of 7 to Pg 6 so left is all Lilies


Emphasized the Lily Dollar Sale

Blue at lower left

Highlighted Best Sellers – Upper Right and Left Corners

Draw reader in and direct eye-flow across both pages

Required dropping 3 items (2 Zinnias-pg 6 and Helleborus – pg 7)

Retained Select Plant Icons – Made more prominent
Added new icon to ID type (Seed, bulb, bare root or potted plant)

Brought order to the spread

Lined up many photos. Put all copy below the images

Side color bars to facilitate quick search for Categories
Color bars will change with each product category

PP. 14-15 – Jung Quality Seeds, Spring 2008:


Product density similar to PP. 6-7 – A Lot!


Organized in vertical columns, but random placement

Confusing:  Northern Apple Offer Honeycrisp and Disease Resistant


Where to look?

PP. 14-15 – Redo LCH Direct:

Dropped a couple of products

Usual process of pagination is to decide whether sales warrant expanding to another page or dropping products to fit onto one page


Clearly Grouped Disease Resistant Apples

Featured Better Sellers – Attention Getters

Highlighted the Special Savings


Organized horizontally – as viewed

Upper Right to Middle Left to Lower Right and some back to Lower Left
PP. 68-69 – Jung Quality Seeds, Spring 2008:


Similar to any of other 100 pages – Invitation to Shop Elsewhere


Nice Addition – jungseed.com

PP. 68-69 – Redo LCH Direct:

Different Presentation to Add Variety

Grouped images have strong visual appeal


Pacing – Variety Presentation as well as Product Density

Featured Products


Kids always Demand Attention & Warm Presentation


Retained the online reference

Summary:
1. Use Square Inch Analysis to Guide Pagination

2. Feature Best Sellers

3. Catalog is visual medium – Design in 2 Page Spreads

4. Organize to facilitate easy viewing and reading

5. Images attract attention, but copy closes the sale

6. Vary the pacing – Product Density as well as Visual Presentation
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