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How to make a

leaflet or brochure

You have an important meeting to
announce, need to get out the facts dur-
ing an organizing drive, or want to rally
people during a crisis. Or maybe you
need something handy to explain what
services your argdnization offers. What
you need is a flver, leaflet or brochure,

Leaflets & flyers

These are short, often urgent, written
messages you'll usually hand out or post
on a bulletin board. hallway, etc. Some-
thing at the top must look so striking
and important that harried passersby
who take a guick glance from 20 feet
away will stop dead in their tracks, drop
everything, and read it

Everything should be on one side
only of a sturdy sheet of paper - It’s re-
markable how few people flip over a
leaflet to see what’s on the other side.
The message must be so short and casy
to read that people will finish the whole
thing before they look up or get wher-
ever they're going.

What's a brochure?

A brochure is a glorified leaflet. It
may still be a single sheet of paper, but

A e

it’s longer, folded up, and printed on
both sides. A brochure is handy for
long-term use or mailings, and it’s less
likely to get mangied or thrown away.
You can cram more into a brochure.

Where

to start

Take a few moments to think about
the audience you must reach. reviewing
Chapter 1's list of considerations. What
on earth would interest these people in
your message?

Printing & typesetting

BDecide how many copies you'll need
(always figure in a few extra), how
sturdy they should be, and what re-
sources, such as typewriters, are avail-
able. How much tine and experience
¢an you devote to the job? How much
motey can you scrounge up? Al this

will help you pick the typesetting and
printing that makes the most sense.
Make arrangements now, so you'll be
clued into scheduling problems or tech-
nical limits right from the start. Chap-
ters 3, 6 and 7 help you compare costs
and advantages of various methods.

Make a list
What do you want to say? Make a list
of key ideas and then rate them. from
the information most crucial to your au-
dience to points that could be left out.

utline the main points
Narrow your focus down to one ba-
sic theme, or idea, per flver or brochure,
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and then develop two to five poinis or
examples that explaim the main 1dea
or a longer brochure you could include
as many as ten points. Example A shows

. how vour outline might look.

This simple outline is written first
from your point of view. Then you'll
rework i1, so the lzaflet will appeal to
people who haven’t thought about
things the way you do — and may not
feel like reading a fiver to start with,

Malke it snappy

Pruning your list of imporiant points
down to what's essentiz] for now s the
hardest part of writing 2 leaflet. When
you're in the thick of things. evervihing
seems crucial. Resign vourself to putting
aside vitally important information for
a future leafiet. Even for oid pros. that's
painful. Keep going over your list and
cutline, crossing out what's less impor-

tant for the moment.

Fiesh out
your ideas

Find a good picture

Pictures aren’t just decorations. Find
the right picture (called a grephic} for
the top of a leaflet or front of a bro-
chure, and it’ll hook casual lookers.
Look for one with emotional appeal
that’s hard to resist. Other pictures help
illustrate key points, so people can tell
what you're concerned with just by
tooking. Chapters 12 and 18 give tips on
finding the right photo or other graphic.

Write ¢ headline

The headline should always stand up
o the all-important question: “Why
should your audience bother with this?”
If it doesn’t, most people won't read
another word.

Put yourself in the shoes of the
people vou're trying to reach. How does
the issue touch them? How does it re-
late to things they think about every
day? What's the biggest problem you're
alming to solve, or the biggest question

- peaple might have about it?

Then write a headline that will grab
readers who aren’t yet convinced of
your message's importance, Start where
readers are at. If you've got a great
picture, make the headline fiow from
the picture, connecting it with the points
that iﬁoi%ew‘
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Turn each outline
point into a subheading

You can see a leaflet or brochure's
outline when vou look at it. A headline
{plus a graphic) attracts people; sub-
headings outline the key points; and a
short paragraph or two explains each
point. When a leaflet’s well organized,
people can see what it covers before
they read all the details. The leaflet
tocks mnviting, and it's easy to refer back
to the main points and remember them.

Put the main idea
or action last

That's vour punch iine, the idea you
ieave with people once you've gotien
them in the mood for it. Put it at the
end. bold enough to stand out bu! not
so big it distracts attention from the op
headline.

In the health care cxample. the last
swo Hnes could be cxample Cor D

Mcke a sketch

Even before vou've written i, skeich
how the leaflet or brochure will look —
how fong vou want it o %)i".u where pic-
tures might go, and how Mg the head-
line shouieﬁ be, Wil ul e neadbine,
subheadlines, and the punch line at the
end. Then draw lines where the expla-
mattion for each z}@i‘ﬁ goes, so vou'll
E(ﬁf“& about how much room i gets.

To skefch o %}ﬁ“{}f“?wf“e foid one o7
more sheets of paper the way you want
i 1o lonk. ﬂ‘raﬁﬂple E shows all the wayvs
one sheet of legal-size (8147 x 1471 pape
can be folded. Pick vour favorite, dﬁCEG{;
where everything goes, sketch it out,
and then test &t by folding and unfold-
ing the skewched bzocéu re the way a

‘%‘;“}}.ifi m:-aa:%w m&ﬁ%é fit gere conius-
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bunch material that belongs together on
the same page. “B” subheadings should
fall at the top and not botiom of pages.
in other words, the format can comple-
ment your message or confuse and
crowd it It's vour choice.

How vou put out a brochure or flyer |

also influences its look - read on. For
example, must vou leave a space for
mailing labels? Will you try to get mail-
ing discounts that require the publica-
tion or mailing area to be a certain size
{p. 17137

¢ The name of your group. You
want people to notice this. but if won't
be the “draw” that attracts strangers to
the fiver. Put it at the end. Then consi-
der adding a phone number and ad-
dress.

Fill in
the outline

Explain each idea

Once you've sketched the leafler,
write a paragraph or two explaining
each point in the outline. A brochure
might explain things in more detail. The
key is to start with something exciting or
important to readers (the headline), and
then move people to the punch line at
the end, giving them evidence along the
way to prepare them for it. These para-
graphs are vour body copy.

Leaflet writing

® Write & rewrite. Keep refining the

exact wording of each subhead and 2x-
planation. and be merciless in cutting
every unneeded word or phrase {(p. 115},
Chapter 12 gives tips on Writing,

® Stick fo the point. No matter how |

rruthiud you are. a good leafiet or bro-
chure comes across as simpler and more
orderly than life actually 5. You must
simplify some points and leave out oth-
ors o make information fit neatly into
an ouiling, That’s why a leafler thar

comes across as clear and obvious to

readers takes time and sweat to write,

s much sasier 1o put out a leaflet that

wiil confuse or overwhelm readers.

® How many words can you fit2
If the flver is short and simple and full
of space, you can pretty much tell by
iwoking at vour sketch whether th
1 write fits where vou wan
s long and space is tigh

3
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Put it
aill together

Label each subheading
Organize your leaflet by iabeling the
big headline at the top “A.” Label each
of the main subheadings from the out-
ne "B
For a brochure. look over the copy.

. Any explanation that gets long and

imvolved should be divided into smaller
sections, so it's inviting 1o read. Intro-

duce each with s iittie szﬁwubﬁeadmgi
and label them ~C.7

If vou want o highlight the name of
your group, label it & “B” subheading.
If you jusi need to make sure the name
can be found. label it “C.” The same
goes for the time, date, place. etc. La-
bei details that should pop out at peo-
ple, such as the daie, with “B.” Those
that are less important, like the address
or phone number, are labelled “C.7

This ranking system will help vou
pick the right type stvie and placement
for cach subheading,

Design the
leaflet or brochure

Pick your type

¢ Whenever possible, type or
typeset every word. Handwritten
words are hard to read, look messy, and
tell evervone you're a fiy-by-night, bush-
league group they shouldn't take seri-
ously,

® It you're using a typewriter or

| word processor, that's fine for body

copy. P. 132 gives tips on how to make
the most of any typewriter. You'll still
need large, bold type for the “A" head-
hine and (if possible) “B” subheadings,
P. 38 tells how to make the big stuff.

® if you use a fypesetter or com-
puter, you have a wealth of type styles
and sizes to choose from. But don’t get
greedy, and try 10 use every option you
can get your hands on. Pick ao more
than two styles — one for the body copy,
and one that goes well with i for the

Y “A” headline - mavbe just a big, bold

variety of the body type style. Use a
different size andior variation {(p. 72} of
the same tvpestyle(s) for “B” and “C
subheadings (if any). That’s it.

¢ Chapter 15 shows how to type

.

t
up copy voursell or tell a typesetier
what you want.

Spam

o leaflet or brochure should be jam-
packed with tvpe. Plap to leave at least
a 2" margin of space all around sach
page, and leave exira space around the
headline. Space makes things lcok re-
lazing and easy to read, and empty sreas
attract attention. P 142 t2lls how to
e spacs work

The bo

7

exact same width. If you have room, just
put one column on a page, with plenty
of space on one side or both, like ex-
ample F on p. 7. But don’t let the type
column get so wide it’s hard to read (p.
70). To fit more copy, try two or more
columns of type on a page {but don’t fill
the whole page with type). P. 131 tells
how 1o figure column widths. Type
should be at least 9 points tall - p, 67.

Headline & subheadings

® The "A” headline should be big
and bold, so it jumps out at people. Use
Z4-point or bigger tvne for brochure
headlines, and between 36-point and 60-
point type for leafiet headlines. The
fewer words there are in the headline,
the bigger the type can be.

® “C” subheadings should be barely
big (or beld or underlined) enough to
stand out a bit fram 'nu cony. They're
usually the same type style as the body
copy, but could be bolder {p. 72). Leave
a little space above each subbeading -
just 2 poinzs (p. 67) may be enough. If
you're using & typewriter, just skip a line
{or half-line) and un and/or cen-
ter type for Coevel . adings - like
example Honp. &

® “B” subheadings are bigger and
bolder than the copy, and could stick
out into a wide margin or space {ex-
ample G} They should be around rwice
the size of the bodv copy, but no more
than half the size of the “A” headline.

® Be consistent. The tvpe for all B-
subheadings should be exactly the same.
I one sticks out 1o the left of the type
column, then they all should. If one B-
subbeading is ceniered in the middle of
he column, i

4% & band of spa
it, all of them should,
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chure seem orderly, so the words
wieas dominate it I it a7 orderly, 1
chaos will overwhelm the message.

Design tips

Skim Chapter 8, looking for other |

categories, such as photo captions, that
should fook distinct. For each. pick a
variation {like ialics ~ p. 36) or differ-

ent size and placement of the same type |

used for body copy.

Untii you get the hang of designing |

flvers from scraich, scan the examples in
this book. Pick one that suits your pur-

pose. and copy its design. Keep vour |

eves peeled for brochures and leaflets
that work, and use them as models, too.

® if you've already written the fext, |

copyfit {p. 86} to see if it fits. If it
doesn't. either chop it down, leave out
a point or two, or redesign the leaflet or

brachure. (But don't continue anything |

on the back of z leaflet.)

Brachure heads & subhands
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Example H

& werth
W ovay whare their Xids are
whife theyls g worit,

Thany parerts ure plage

Types
of leaflets

Which of the leaflet types below suits i

; we wWen Lemvel neac
The cpild-care dekmis was

Perpered wWith geto threzis from,

the Presidest, whe didw wart

your purpose?

Come to rally,
meeting, hearing, efc.

You're planning an event and asking
people to come. Maybe it's a political
raily. a voting registration drive or a
party. If it's something fun like a picnic,
announcing the event right off the bat
it a screaming “A” headline could do
the trick. But unless everyone’s hopping
mad. few people get excited about sac-
rificing free time to attend a meeting or
rally. You must convince them the is-
sue’s so important they can’t ignore it

Pick the most concrate, pressing and/
or widespread needs you're tackling,
like how hard it's been to get a raise or
the lack of nearbv playgrounds. Starr
with these. Or maybe there’s a crisis on
people’s minds like s firing, electric rate
hike or health-care cutback.

To show g sense of argency, make
the “A” headline huge and super-bold,
with space above and beside it. In the
headline, appeal to people’s stake in the
Crisis or their unmet! needs. Afrer
thev're hooked, mention the meeting,
hearing, etc. in 2 “B” subhezding.

Such leaflets mus: be pared down 1o
the bare bones. Since success depends
mvolving as many people as Bossinl

in oo
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wordy. You'll walk a tightrope, not bela-
boring what everyone knows, vet not as-
suming they know more than they do,
Or share your commitment. Prune out
all thoughts that aren’t needed to mo-
bilize peopie for the immediate event.
When the leaflet’s written, check that
vou've included: what the meeting,
hearing, etc. is (briefly); where: when

{date and time); why it’s important; who
your group is; who to get in touch with: |
and a phone number to call. Who will
be there, topics of discussion, available
trapsporiation and child care, refresh-
ments and possible action following the
mesting may also be imporiant. A
simple map showing how to get to the |
event couid help. Include only what vou
can easily fif onto one side of paper.

Educational

"Come 1o a meeting” leafler

ieaflets & brochures !
You need & flyer or brochure that |
outlines vour group’s services, shows the |
benefits of 2 new contract, or givVes peg- |
ple & rundown of their jeg
yDe you're walking a pi ‘
want something 10 hand out explaining

i
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; from management,

Your group’s views on an econom-
problem or political fssue.

En many cases, a well-funded publi-
aity blitz has already hit people with the
other side’s point of view - whether
the landiozds’ asso-
ciation or right-wing politicians. Often
they’ve distorted the facts in an appeal-
ing way. Keep in mind what they're
saving, what peopie are likely to believe,
and guestions they've left unanswered.
On Key issues. you might have to poke
holes in their distortions.

Design these with special care, so
they'll have lasting appeal. Whenever
possibie, use charts and pictures to help
explain complex ideas {(p. 157).

Don’t overestimate the power of the
written word, however. Few people will
miraculously change their whole view of
the world after reading one brochure.
Educational literature can supplement
personal contacts, but it can’t replace
them. A good flyer gives vou an excuse
for talking to people, and gives them a
concrete reminder of the discussion. It
puts the facts down in black and white,
so people will take them seriously and
remember them.

For an educational leaflet, you may
need more than one side of paper to do
the necessary explaining. If so, make it
a brochure, and add pages as necessary.
But remember, i the subject can be
divided up, two short brochures are
more apt to be read cover-to-cover than
one long one: and if you've got iwo

rochures, you'il have something new to
hand out the second time vou show up.

Join the campaign

This is a cross between the first two
kinds. You're aiming to solve z long-
term problem, not one crisis. You may
want to recruit new members, fight
unjust property taxes, or organize a
union.

& One issue of o fime. You can’t
say gverything in one leaflet, and there’s
no point in frying. If vou plan a step-by-
step campaign now, you're fess likely to
cram too much information into vour
first leaflet o two. Pigk one simple is-
sue per flyer. starting with ideas that
have the widest appeal. The first leaflet
will give vou credibility if it save one
thing well. If the leaflet’s a garbled flop
instead, peonie mav not bother 1o read
YOUT neXT atlemp.

Trying (0w in r;»»{}p
husiness, ¥
erEon-1o

® Keep issues local and specific,
Even i it’s beautifully done. a vague
izaflet on why people should orzanize
just does’t hit home. It can sound fike
so much pie in the sky. Show vou under-
stand specific problems the way peopie
feel them, so they'll be convinced you
aren’t just a bunch of naive outsiders,

® Don't get defensive. In planning
a campaign, get a clear grasp on vour
most meaningful arguments. That can
save vou from being thrown into 4 panic
and put on the defensive.

Your opposition could make you so
furious, you'll be tempted to rush out 2
leaflet to answer every nasty lie or dis-
tortion. But hold on. Once you stant
fighting every twisted idea, you've let
the opposition pick the battlefield and
the rules of the fight. And although each
lie can drive you crazy, a stormy battle
over trivial issues could make your
andience get disgusted with both sides
and give up trying to sort it all out.

In everv campaign, take a good, hard
lock at your audience. What issues are
most important to them, and what dis-
tortions of your group or goals are likely
to¢ influence them? If you don’t know,
talk to as many “tvpical” members of
your audience as vou can. Only when
the other side messes with kev issues
should vou go all-out to fight back.

® Timing. How much printed infor-
mation can people absorb? Don't
swamp them with too manv lzaflets, An
organizing committee firmiy rooted in
the community or workplace you're
aiming at can help you constantly take
their pulse, to make sure vou aren’t
overdoing it. Timing 15 also important.
Keep a few trump cards up your aieeve
to throw on the table in ¢

& campaign, faking v

spposItion by
SUTprise and upsetting their strategy.

® Acceniuate the positive. Beware
of seizing upon every issue people gripe
gbout. For every problem vou raise,

suggest o cogvincing solution. Read
sach flyer over 1o see if the oversil im-
pression s optimistic, not depressing.
You want people to believe your activi-
ties can brighten thelr futures, not en.
courage them 1o take up the bottle, quit
their jobs, or move out of the city.
® 9%%550;3 a siyle, 2
“look” for each series of leaflsts or bro-
chures. Then ;T_?yi}?"iﬁ will %s: e your
or a1 least an gcbgs uain-
tyouar stvie helps iden-

comsigient
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tfy vou. you won't be tempted to put
vour name 100 big {disrupting the mes-
sage}. To get a distinctive lock. make
rules for the type style, sizes and place- |
ment, column width, ete., and follow
them for each flver,

@ Think up a slogoan for cach cam-
paign. a catchy phrase ending each flver
that captures the spirit of vour goals. [t
can be as iong as "Rothschild never let
us down; don’t et him down” or as
simple as “Raises, not Roses,” a slogan
for organizing women office workers,

* A tear-off coupon could encour-
age people to get in touch with you.

Vste for ss-and-so

The best way to offend readers is to
throw at the top of your flyer a scream-
ing headline saying, “Vote for Tom Gal-
tagher!” People who agree with you will |
nod their heads and walk on, and those
who disagree will shake their heads and
move on. Many will mumble to them-
selves: “Who do they think they are,
telling me how to vote?!”

The top (*A") headline should in-
stead convince people that the election
and/or Gallagher is meaningful to them
- try something like Example 1. The
right picture could drive home that
point. At the end, a B-level subheading
says something like: “Tom Gallagher
deserves your voie on Nov. 87

The best campaigns don’t suddenly
appear & month before the election,
Consider publishing a newsletter that
educates people about the issues and all
the great things Gallagher does for
them. month after month.

This lecliet's oo defensive




Distributing Literature at Work: it’s Your Right!
(with a few exceptions)

& Private Sector Workers

You have the legal right under Section 7 of the National Labor Relations Act to join or

support a union and to:
e Attend meetings to discuss joining a union.

s Read, distribute, and discuss union literature (as long as vou do this in non-
work areas during non-work times, such as during breaks or lunch hours).

e Wear union buttons, T-shirts, stickers, hats or other items on the jobh.

e Sign a card or petition asking your emplover to recognize and bargain with the
union.

e Sign petitions or file grievances related to wages, hours, working conditions and
other job issues.

» Ask other employees to support the union, to sign cards or petitions, or to file
grievances.

The National Labor Relations Act Says:

Section 7: "Emplovees shall have the right to self-organization, to form, join or assist
labor organizations, to bargain collectively through representation of their choosing, and
to engage in other concerted activities for the purposes of collective bargaining...”
Section 8: "It shall be an unfair labor practice for an emplover... to interfere with,
restrain, or coerce emplovees in the exercise of the rights guaranteed in section 7.7

Supreme Court rulings have upheld the right to distribute literature, including political
literature
» Emplovees have the right to distribute union literature during non-work hours in
non-work areas (lunch room, parking lot) so long as the literature mvolves
workers” “murual aid and protection.” This includes literature addressing
political issues that affect workers!
» The employer can’t censor vour literature.
¢ What's more, if the employer lets people pass around fliers for rummage sales or
other evenis during working hours, then it has to give the union the same night.

Important Exceprions!
o IF literature pieces are devoted almost entirely to candidates for public
office, management can probably ban distribution in the workplace.
o If union literature placed in waiting rooms or other public areas can be shown to
“hurt customer relations or endanger people,” management can restrict you from
distributing literature in those areas.




€ Public Sector Workers

* You have the right to pass out union literature at work, on non-working time.

* The employer may pass rules restricting literature distribution to non-working
areas. But, if the employer passes a “no distribution” rule which bans any kind of
outside Iiterature anywhere at work, this cannot apply to union organizing
literature, which must be permitted in non-work areas.

» [fthe employer successfully argues to PERB that some non-work areas present
special situations (e.g., dangers or adverse impacts on patients or clients), they
may restrict literature distribution in some non-work areas.

Government employees further enjoy a first amendment right which says the
government cannot limit “free speech”. (Private employers can.)

Special Considerations for Public Workers Distributing Political Literature

lowa law restricts use of public property and resources for campaign purposes. lowa
Code section 56.12A states: "The state and the governing body of a county, city, or other
political subdivision of the state shall not expend or permit the expenditure of public
moneys for political purposes, including expressly advocating the passage or defeat of a
ballot issue...."

In other words: it is ok for public employees to distribute literature on non-work
time, but if your literature advocates for a candidate or a ballot issue:

* be sure not to use public resources for making or distributing literature,
* never use government logos on your literature,
* and never distribute literature while you are on duty.

The lowa Ethics & Campaign Disclosure Board has issued some rules that affirm
employee rights to wear political paraphernalia at work and to distribute literature

on public property:

Public emplovees wearing articles of clothing and other campaien maierials on public property.’

Rule 351 IAC 12.3(3) states:

"Officials, employees and candidates are prohibited from displaying campaign promotional materials on
State government property. ‘Campaign promotional materials’ do not include political buttons or other
political paraphemnalia if they are worn on the person.”

“The Board is of the opinion that if wearing "political buttons or other political paraphernalia” does not
mvolve the expenditure of pubhic moneys that riggers the prohibition in fowa Code section 6. 1ZA, then
wearing political clothing such as t-shirts should not trigger the prohibition. Therefore, public officials and
employees are nol prohibited from wearing campaign promotional materials on public property so long as
the materials were truly "wom on the person”.

Whife the rule does not apply to public officials or employees on the property of a political subdivision, the
Board believes the analysis would be the same. Therefore, the Board will not consider it to be g violation of

' Formal Advisory Opingon, IECDEB AG 2000.06, May 13, 2600




lowa Code section 36.12A if public officials and emplovees wear campaign promotional materials on
public property belonging to a political subdivision so long as the materials are truly "worn on the person”,
In closing, the Board notes that nothing in this opinion would prevent the administrative head of any state
agency or political subdivision department from enacting an infernal poficy that would prohibit the
wearing of campaign materials on the public preperty of that agency or subdivision department.”
{emphasis added}

Placing political brochures on windshivlds on public property”

“The issue has been raised if brochures that "expressly advocate” for or against candidates or ballot issuas
may be placed on windshields of vehicles parked on public property such as school lots during sporting
events. [t is our opinion that so long as the brochures were not created using public funds or were
distributed by public employees or officials on paid "time”, the statute doss not prohibif the placement of
brochures on vehicles parked on public property. In the case of a candidate brochure, the prohibition
concerning corporate contributions would also appliy.”

Agency Rules & Policies
Many agencies and jurisdictions have their own internal rules for employees, which
should be checked. Below is an example from the lowa Judicial Branch:

Iowa Judicial Branch. Employee Code of Ethics’ ... Political Activity

1. Empleyees have the right to register to vote, vote in any primary or general election for the
candidate of their choice, privately express their views on off-duty hours, and make voluntary
contributions to political parties or individuals running for office.

2. No employee shall engage in any political activity during scheduled work hours, on state property,

or when using state vehicles or equipmentt. Political activity includes, but is not Himited to:

a.  Displaying campaign literature, badges, stickers, signs, or other items of political

advertising on behalf of any party, candidate, agency or candidate for political office.
. Scliciting signatures for a political candidacy.

¢.  Soliciting or receiving anything of value as a partisan political contribution or subterfuge
for such conmibution from any other person for any political party or any person seeking
political office.

No employee shall use his/her official position or title within the Judicial Branch in connection

with any political activities.

4. No employee shall use public property or supplies to secure contributions or to influence an
election for any political party or any person seeking political office.

5. No emplovee shall promise or use influence to secure public employment or other benefits
financed from public funds as a reward for political activity,

6. No employee shall engage in partisan political activities during working hours,

7. No employee shall discriminate in favor of, or against, a judicial officer, emplovee or applicant for
employment on account of their political preferences, contributions or political activity permiited
by this code.

& See Section 5.13, Election leave, regarding statutory provisions {fows Code §55.4) for emplovee
leave in the event of candidacy for a contested primary, special, or general election, and election
or appointment to paid, partisan office.

Lond

Check your own agency’s rules and follow them.
But don’f give up your basic rights!

DB AG 20017, Auguest 17, 2000
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Person-to-Person Leafleting®

Leaflets can be mailed, left in break rooms and lunch rooms, hung on union
bultetin boards, or left on cars in parking lots, but. ..

One-on-one, person-to-person leafleting has the most advantages:

» Leafleting by hand establishes important GET LABOR'S SIDE
personal contact with co-workers ==

+ Once a flyer is in the hands of a co-worker,
management cannot throw it away

» When you hand out leaflets at work, your
legal union rights are being asserted for all
to see

» Handing out leaflets provides an : T
opportunity to ask for member feedback, answer questions and discuss
topics, or to collect addresses for your e-mail list, sign up non-members
for the union, collect signatures on petitions, etc.

* Your own confidence increases as you get positive feedback from co-
workers

+ Leafletiers get a taste of union solidarity when they work together
cooperatively

Whenever possible, hand out leaflets in teams (2-3 people). Leafleting in
teams provides moral support for new participants, exhibits a stronger union
presence, and insures witnesses are available if management ever tries to
deny your legal right to distribute literature.

Carry a pen and notepad along with you to jot down names and contact
information of people who want more information, have questions you can't
answer, or who want 1o get involved.

* Adapted from Bob Kutchko, “Informational Leafiats " at
hitpi/imembers.acl .com/bobkutchko/Unlon Tips/page 1. himi
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