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Drayton Bird 

More stuff about layout 
 

 
     

  You know that old phrase "by 

popular request"? Well, this is by 
popular request - one of you asked 

for more facts about pictures and 

illustrations. 
 

Before saying any more let me tell 

you one thing that often helps. 

When you can't afford a letter 

and a brochure in a direct mail 

piece, try an illustrated letter.  

 

(You know, of course, that given a 

choice between a letter and a 

brochure, you always use the 

letter in preference as it's more 

personal). 

 

Having said that, here are a few 

facts, much of them based on 

research by Gallup or testing. 

 

1. Cartoons attract most 

attention. Good on envelopes. 

 

2. Photos convince most. Use 

them if looks or credibility matter. 

 

3. Charts often attract interest - 

e.g. weight-loss figures or interest 

rates. 

 

4. People look at people. 

Responses for a business school 

nearly doubled when we put the 

Dean's face in the ads. 

 

5. Men look at attractive women; 

so do women. But they look at 

babies even more. 

 

 

6. Illustrations relating directly to 

the message work on average 32% 

better. 

 

7. TV frames from commercials are 

extremely effective. 

 

8. If you don't illustrate the product 

or the idea, the ad is 27 % less 

effective than average. (That means 

don't be a clever-clogs) 

 

9. Stereotypes - chatting people, 

loving couples, smiling sippers and 

ecstatic eaters kill ads. They don't 

develop uniqueness. 

 

10. If the picture has something odd 

about it, people remember the 

message. 

 

11. One big picture usually attracts 

better than several small ones. 

 

12. Pictures should demonstrate. 

 

13. Before and after pictures are 

particularly effective. 

 

14. Cut out pictures attract the eye 

better than squared-up ones. 

 

15. Don't have pictures just for the 

sake of it; they cost money and can 

divert attention needlessly. 

 

16. Coupons in ads used to add 

most conviction. Now that you 

often direct people to a website, 

that means it should be very 

prominent. 

 

By the way, never use pictures 

that have nothing to do with the 

product but seem a clever idea. 

 

© Copyright, Drayton Bird 
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Important Notice 
© Copyright 2015, Bizezia Limited, All Rights 

Reserved 

 

This article appeared in Better Business Focus, 

published by Bizezia Limited ("the publisher"). 

It is protected by copyright law and 

reproduction in whole or in part without the 

publisher’s written permission is strictly 

prohibited. The publisher may be contacted at 

info@bizezia.com (+44 (0)1444 884220). 

 

The article is published without responsibility 

by the publisher or any contributing author for 

any loss howsoever occurring as a 

consequence of any action which you take, or 

action which you choose not to take, as a 

result of this article or any view expressed 

herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at the 

time of publication, it is not a substitute for 

obtaining specific professional advice and no 

representation or warranty, expressed or 

implied, is made as to its accuracy or 

completeness. Any hyperlinks in the article 

were correct at the time this article was 

published but may have changed since then. 

Likewise, later technology may supersede any 

which are specified in the article. 

  

The information is relevant primarily within the 

United Kingdom but may have application in 

other locations. 

 

These disclaimers and exclusions are governed 

by and construed in accordance with English 

Law. 
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