CATALOGUE

The need to include new products in a long-established catalogue
offered an opportunity to optimise the structure, refine the text,
and introduce enhancements to both the printed and PDF versions.

This edition represented a gradual
evolution of the product offering from
a long-established brand, and so did
not warrant a complete design
overhaul. Nevertheless, within this
framework there remained plenty of
scope for improvements to the
structure and functionality.

Well over 300 products had to be
included in this edition, which required
a thorough understanding of their uses
and compatibility with each other, in
order to present a coherent offering –
aspects that I was well-placed to
assist with.

The use of a solid purple background
and a panel of four images matches the
cover design used in previous editions,
aiding recognition amongst existing
customers.

I used my understanding of the way the
products were deployed to advise on
how best to group them into sections,
with each one having a title page in the
same style.

A benefit-led subtitle and a short list of
product highlights help to get across
the key points concisely.

Throughout the catalogue, I ensured
that ordering information was
prominent, by placing contact details
on these title pages as well as in the
body-page footers (see next panel).

I advised on the content of each
section so that the title pages always
fell on the right-hand-side of a double
spread, for consistency and visual
impact in the printed version.

Some of the text had already been
optimised in previous editions, but
there were many additions and edits to
be made. In those cases, I ensured that
the same gently promotional but
matter-of-fact language style was used.

To avoid the need for cumbersome
captions and minimise the amount of
text on the page, I used a simple in-line
numbering scheme for these image
labels.

I added clickable cross-references
liberally throughout the catalogue to
make it easy for readers to find related
products.

In keeping with the brand guidelines,
I used orange as a complementary
colour, particularly to emphasise calls
to action.

I took care to ensure that all trademarks
were correctly cited (and that they
were listed at the back of the
catalogue).

The majority of the company’s
products had recent high-quality studio
photography, but in the few cases
where only older images were
available, I was able to perform any
necessary cut-outs or image
adjustments myself.

Because I had control over the entire
layout, I was able to adjust the text and
images where needed so that it all
fitted on the page. This efficient
workflow helped to streamline
delivery, especially during the proofcorrection stage.

Throughout the catalogue, distinctive
tables in the brand colour draw
attention to the descriptions of the
main products and their part numbers.

When listing the components of product
kits, I used a plain table style to indicate
visually that these were separate from
the main product listings.

In some cases I lightly edited the
product descriptions (in consultation
with the product specialists) so they
were consistent and easy to compare
with each other.

I set up an automatically-generated
product index, to ensure an error-free
listing with the benefit of clickable page
references. A similar process was used
to generate a part-number index.

I devised a method that enabled
multiple descriptions of the same
product to be listed automatically, even
when the exact form of words did not
appear in the text itself.

Diligent construction of the document
made it easy to indicate (with an
underline) the pages containing the
main entry for a product.

A complex document such as this
naturally required a highly organised
approach. My careful version control
and experience with handling proofcorrections meant that the entire
process of writing, typesetting and
revision was as smooth as possible.

The finished printed catalogue was
immediately circulated through the
usual channels. In addition to raising
the profile of the brand, it was valued
by customers as a comprehensive
reference point, and by salespeople for
facilitating cross-selling of the
company’s product range.

In addition, the final PDF was made
available online, enabling it to reach
the widest possible audience.

