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CHAPTER FIVE 

   

 

THE FORM AND FUNCTIONS  

 

OF MALAYSIAN BUSINESS-TO-BUSINESS BROCHURES 

 

 

 

5.0 Introduction  

 

 

This chapter describes the different forms of Malaysian business-to-business (b2b) 

brochures as evident from the corpus of the study and discusses the functions of these 

business brochures. Section 5.1 provides a description about the forms in which the 

business brochures are presented which includes identifying the format in which they 

exist and stating their percentages of occurrences in the data. This information helps to 

establish the most common form of business brochures in Malaysia. Section 5.2 

describes the functions of the business brochures based on the literature of advertising 

and promotional genre and also based on the data obtained from interviews with the 

discourse community specifically responses from the producers and the readers of the 

business brochures. The functions of the brochures identified based on the transitivity 

analysis of the verbal text will also be discussed in this section. This chapter ends with 

Section 5.3 which will summarise the chapter. The findings about the format of the 

business brochures provide a useful guide to brochure designers interested in 

producing brochures for the business markets in Malaysia. Similarly, the functions of 

business brochures established not only provide information about the main purposes 

of business brochures as seen from the perspectives of the discourse community, they 

are also valuable references for discussion about whether the functions of the 

brochures are reflected in the visual and verbal elements of the business brochures. 

This discussion will be undertaken in the following chapter.  
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5.1 The Form of Malaysian B2b Brochures 

 

The Malaysian b2b brochures are normally of A4 size either printed on one-side or on 

both sides of the paper. They can be in a bi-fold or a tri-fold form or even left 

unfolded. The analysis of the data found that there are five types of format in which 

the business brochures are presented in the data. The information about the types, their 

descriptions and their percentage of occurrences is listed in Table 5.1. 

  

Table 5.1 

  Forms of Malaysian business brochures and their percentages of occurrences 

 

 

Type 

 

 

Description of form 

 

No. of 

brochures 

 

 

% of 

occurrences 

1 1 A4 size paper printed on both 

sides 

 

26 41.3% 

2 1 A4 size paper, printed on both 

sides, bifolded 

 

22 34.9% 

3 2 A4 size papers printed on both 

sides, not folded 

 

6 9.5% 

4 1 A4 size paper printed on one 

side, not folded 

 

6 9.5% 

5 1 A4 size paper, printed on both 

sides, trifolded 

 

3 4.8 % 

       

 

Table 5.1 shows that the most common form of Malaysian business-to-business 

brochure is of one A4 size printed on both sides (Type 1). Figure 5.1 is an example of 

the front page of a business brochure produced in this form and Figure 5.2 is the back 

page of the same brochure. This form makes up 41.3% of the business brochures.  
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Figure 5.1 

The front page of a Malaysian b2b  brochure printed on both 

sides of the A4 size paper and not folded (Type 1) 
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The Type 2 format makes up 34.9% of the brochures and as such is the second 

common form of the business brochures. This type is similar to that of Type 1 except 

that the pages are bifolded. Figures 5.3, 5.4 and 5.5 are examples of the front, internal 

and back pages of this type of format of the business brochures. 

                             

Figure 5.3 

The front page of a Malaysian b2b brochure which is bifolded 

and printed on both sides of the A4 size paper (Type 2) 

Figure 5.2 

The back page of a 

Malaysian b2b brochure 

printed on both sides of 

the A4 size paper and 

not folded (Type 1) 
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Figure 5.4 

 The back page of a typical Malaysian b2b brochure 

which is bifolded and printed on both sides of the A4 size paper (Type 2)       

                                                                  

                     
 

Figure 5.5 

The inside page 

of a Malaysian 

business-to-

business 

brochure which is 

bifolded and 

printed on both 

sides of the A4 

size (Type 2) 
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Together Type 1 and Type 2 formats of the business brochures constitute 76.2% of the 

business brochures and thus this means than ¾ of the brochures can be found in either 

these two types of format.  

 

Other variations of the forms of the business brochures could be that the A4 size 

brochure is printed on only one side and not folded (Type 3) or one that consists of 

two A4 size papers, printed on both sides and bifolded (Type 4). Lastly, it could also 

be in the form of an A4 size paper printed on both sides and tri-folded (Type 5). In 

total, these three variations make up only 15% of the business brochures and thus they 

are less commonly found. Therefore, in terms of the forms of business brochures, it 

can be concluded that a typical form of the business brochures is of the A4 size printed 

on both sides either bifolded or left unfolded.  

                                                         

5.2     Functions of Malaysian B2b Brochures 

 

 

This section will begin by reviewing the functions of brochures described in the 

literature. Then, it will discuss the functions of business brochures in Malaysia as 

outlined by the producers of the brochures as well as by the readers of the brochures in 

the interviews conducted with them. Finally, evidence of the functions of the 

brochures as found in the transitivity analysis of the verbal texts of the brochures will 

also be brought forth in this section. Thus, three sources of evidence will provide the 

information about the functions of the brochures ensuring the validity of the 

conclusions made about the functions.  
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5.2.1 Functions of Business Brochures: Literature on Advertising  

 

Business brochures have been ascertained in Chapter 2 as a type of business 

promotional discourse whose function is to promote the products advertised. 

Literature about brochures regard them to be of a ‘promotional genre’ (Bhatia, 1993) 

and according to Bhatia the communicative purpose is that of ‘promoting something’. 

This could be regarded as a general definition as it does not contribute much to the 

description of the genre as an intentional and purposeful activity from the view of the 

sender. 

 

Kotler (2002) states that companies must do more than to offer good products or 

services in order to succeed. They must inform consumers about the benefits of the 

product and to position these in the consumers’ minds. Thus, advertising for business 

organizations serves the purpose of informing about the product and its benefits such 

that the readers are persuaded to respond to the advertisement.  

 

 

Thus, brochures are described as having two main functions namely promoting and 

informing which are also the communicative elements in advertising. Studies have 

shown that persuasion is considered to be the main function of advertising and that the 

informative function is secondary to the persuasive one. However, Cook (2001) claims 

that the persuasive function is insufficient to describe advertising as advertisements 

may also amuse, inform, misinform or warn. Furthermore, he states that the 

informative function must not be underestimated as “providing the market with 

information about products and services is one of the oldest, most obvious and most 

important functions of advertising” (Cook, 2001: 153). The function to convey 
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information is particularly important in various forms of advertising like those 

discussed in the following section. 

  

Firstly, in introduction advertising, much information about the product is required 

when a new product is to be launched to the market. This is to acquaint the consumers 

to the new product and ultimately convince them of the usefulness of the product. 

Secondly, in penetration advertising, factual information is crucial so as to distinguish 

a product against competing brands. Finally, in expansion advertising, information is 

required to convince new customers of the advantages of the product. Thus, conveying 

information is an equally important function of advertising.        

 

B2b brochures are texts produced to advertise products or services to other businesses. 

Unlike b2c brochures which appeal to the emotions of the individual customers 

(Kotler et al. 2002), these business brochures are all about disseminating information, 

for content is considered as ‘king’ for business-to-business marketing (Murphy, 2007). 

It is also concerned with building profitable, value-oriented relationship and 

establishing credibility which are vehicles in promoting products and services to 

corporate customers (Oliva, 2006). Nevertheless, key information about the product in 

the brochures is the deciding factor in a business buying process where different 

information is required to meet the demands of the various decision-makers in the 

process (Table 2.1). Therefore, providing information is of prime importance in 

business-to-business brochures. 

 

However, in order to move beyond the official purposes of ‘promoting something’ and 

‘informing about something’ as discussed in the literature, there is a need to turn to the 

industrial market and the goals and intentions of the participants of the market in 
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trying to determine what the company is trying to achieve through the texts they 

produce (Askehave, 1999). Thus, this study turns to the discourse community of the 

business brochures to ascertain the main functions of the brochures.  

 

 

5.2.2 Functions of Business Brochures: Producers of Brochures 

 

 

 

This section outlines the functions of the business brochures as described by the 

producers of the business brochures or in communication terms they are known as the 

senders of the message.   

 

Generally, the producers of the business brochures claim that the main purpose of 

producing the brochures is to inform prospective clients about the training 

programmes they are promoting. They said it is crucial to the producers of the 

brochures to inform the readers of what they can offer in comparison with what other 

training providers can especially those that advertise similar training programmes. In 

informing prospective clients about the training programmes, the brochures thus create 

awareness (Interviewee C) about the availability of the programme and the training 

provider of the programme.  

 

When questioned about whether they consciously employ elements of promotion in 

the brochures, they replied that since the primary aim is to provide adequate 

information about what the training programme is about, the focus is to include as 

much information in the brochures sometimes at the expense of images or other visual 

cues of promotion. As indicated by Interviewee B, it is only when space permits that 

images are included in the brochures. Otherwise, “in small space, we put as much 

focus on content” (Interviewee B). As the buying process in the business markets 
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involves many individuals (Chapter 2), there is a need to convey as much information 

to meet the needs of these individuals.  

 

This is reflected in the business brochures in this study where only forty of the 

brochures have visuals in them. The visuals are also not salient for they are usually 

placed on the left, considered as given information and superimposed by the very 

salient title. Furthermore, monochrome colours are predominantly used which deemed 

them as being of low modality (Section 8.3). According to the respondents, if visuals 

are included in the business brochures, they are to ‘pull’ the reader to continue reading 

the brochures not so much as to attract clients to the brochures. It is the title of the 

brochure that attracts prospective clients as titles can be seen as eye-catching devices 

(Interviewee A) with their big font and their usual placement at the top or middle of 

the brochures. Interviewee C reiterated that title is “to attract attention to inform 

clients the training we advertise”. Focusers, according to Interviewee D “are little 

things to attract … but just to add to design”. Therefore, elements of promotion are 

used in the brochures though interviewees seem to think they are of lesser importance.   

 

Nevertheless, the training providers agree that the information in the brochures can be 

promotional elements in the brochures. Information like company details, identified by 

Interviewee C, can also be elements of promotion as the information describes the 

company as qualified to provide training. In addition, Interviewee E highlighted that 

having SIRIM accreditation on the brochures indicates quality training and enhanced 

the credibility of the training company and as such is a form of attraction.  Thus, 

according to the producers of the business brochures, the main function of the business 

brochures is to inform clients of the training programme to be conducted by the 

training providers and that promotion is a secondary function.  
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5.2.3 Functions of Business Brochures: Readers of Brochures 

 

 

This section describes the functions of business brochures as identified by the readers 

of the brochures or also known as the receivers of the message. According to 

Interviewee F, brochures sent to his company are usually read by the personnel in the 

human resource departments. Then, these brochures are processed whereby they are 

forwarded either to the management group or to the department that might find the 

programmes in the brochures relevant or useful. The readers would usually look for 

key information like content and benefits of the training programme. Readers of the 

brochures see the brochures as package of information about the programmes they 

advertised (Interviewees G, H, I). Since these brochures are produced for specific 

target audience, the readers do not usually consider these brochures as advertisements 

which are usually produced for a wide range of audiences. Thus, according to the 

readers of the brochures, the function of the business brochures is to inform them of 

new and existing training programmes.  

 

The readers also felt that the brochures function as a lead-in to what training 

programmes are available in the market and who the training providers are. Therefore, 

readers consider business brochures as an avenue of establishing network with the 

various training providers especially when their services would be required 

(Interviewee H). Two out of the three readers interviewed felt it is particularly useful 

for new companies and also for established companies to foster networks as these 

would provide leads to the many training providers. Establishing contacts/relations is 

an important element in business markets. Askehave (1997) indicates that the purpose 

of company brochures is to present the company as a qualified partner and brings forth 

the notion of a network approach pertaining to business relationships that focus on 
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information exchange and social exchange. Malaysian business brochures can be said 

to have similar purposes as it has been established that brochures in general are of the 

same colony of genres. 

 

Even though elements of persuasion like images, incentives and corporate identity are 

present in the brochures, the readers do not think they are significant forms of 

advertising (Interviewees F, G, H and I). They would not base their decision about a 

training programme on these elements of persuasion.  In fact, Interviewee G does not 

consider business brochures as an advertising tool mainly due to the layout of the 

brochures. These business brochures are very factual and as such the layout of the 

brochures are rather conventional and predictable. This is reflected in the layout of the 

brochures which is fashioned in a vertical structure (Section 8.2) and filled with 

chunks of information. In addition, even though pictures are used in the brochures, 

they do not play a big role. Pictures are just “something nice to look at” (Interviewee 

F). Regarding colours, Interviewee G felt that they are also of less importance as 

elements of promotion as the colours in the brochures “do not jump at the audience”. 

This is because subdued colours are used in the brochures.   

 

Therefore, readers of business brochures consider business brochures as texts that 

inform them of the training programmes available in the market and also as means of 

establishing network with training providers. 

 

 As a conclusion, both the producers and the readers of the business brochures identify 

the main function of these brochures as one that convey information. Though 

persuasive elements are present in the brochures, they consider persuasion as 

secondary to the function of informing. Readers also consider business brochures as a 
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means of establishing relations with the training providers. These findings show that 

the functions of the Malaysian business brochures are similar to the functions of 

brochures discussed in the literature. 

 

   

5.2.4 Functions of Business Brochures: Transitivity Analysis of Verbal Text 

 

 

 

The verbal texts found in the clusters identified as components of the business 

brochures are analysed in terms of their transitivity where information about 

participants, processes and circumstantial elements in the texts will be identified. This 

information will be used to describe the functions of the texts. Table 5.2 provides a 

summary of the processes, participants and circumstances in the texts which is derived 

from the detailed analysis displayed in Appendix H.  

 

Table 5.2 

 Summary of findings from the transitivity analysis  

(number of occurrences  /  % of occurrences) 

 

Process types Participants Circumstances 

Material  

(30 / 75%) 

Actor (15 / 36%) 

Goal (27/ 64%) 

Location  

(5 / 25%) 

Mental  

(3 / 7.5%) 

Sensor (3 / 33%) 

Phenomenon (6 / 67%) 

Manner  

(3 / 15%) 

Relational  

(7 / 17.5%) 

Carrier (4 / 27%) 

Attribute (5 / 33%) 

Token (3 / 20%) 

Value (3 / 20%) 

Matter  

(12 / 60%) 
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It can be seen that the majority of the processes (75%) are of the material type. This 

indicates that the texts are centrally concerned with actions and the participants who 

carry them out. Tangible, physical actions like learn, identify, develop, organize, 

design, operate, increase, receive, implement, involve and train stated in the verbal 

texts of the brochures are, therefore, of primary focus in the brochures. This 

information shows that the texts informed readers of what actions the participants will 

be involved with in the training programmes.    

 

In terms of participants in the material processes, data shows that the most frequent is 

the ‘goal’ where it is found in 64% of the processes. The goal is the participant at 

whom the material process is directed, to whom the action is extended or in traditional 

grammar it is known as the direct object. In the texts, goals identified are like training 

objectives, knowledge and skills, employee performance, certificate of completion, 

courses and e-learning programme, thus, highlighting information about what will be 

achieved in the programmes. Therefore, the material processes and participants of the 

verbal texts function to provide information.  

 

Relational processes can also be found and are evident in 17.5% of the verbal texts of 

the brochures. These processes encode meanings about the states of being rather than 

actions like in the material processes. Relations between two entities are identified 

based on attributes and identifying elements. In these processes, carriers (participants) 

are assigned with attributes. Examples of such relations can be seen in the following 

clauses: 

1. SMR is the largest “Train the Trainer” company (Brochure 51). 

2. The company has been in the forefront of innovations in learning and 

performance (Brochure 51). 
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3. He has more than 18 years of working experience in the designing of 

information systems … (Brochure 17).    

4. This 5-day program will enable your trainers … to be effective in-house 

trainers (Brochure 34).  

 

The clauses, therefore, described and identified the training company, training 

programme and training facilitator with positive attributes. These descriptions enhance 

credibility of the training company and facilitator and highlight quality of the 

programme. Thus, readers are encouraged to relate themselves with such training 

providers, facilitators and programmes.  

 

Positive attributes assigned to the companies and facilitators of the programmes can 

also be considered as elements of promotion. Other adjectives like professional, 

comprehensive, concise, established, largest, organized, capable, qualified and 

recognised found in the texts show that the function of promotion is also evident in the 

brochures.  

 

Circumstances in verbal texts function to add specificity to the information given and 

to provide details in the process types in terms of extent, cause, location, matter, 

manner, role and accompaniment. In the verbal texts of the brochures, matter type of 

circumstantial is more predominant where it focuses on what a particular adverbial or 

prepositional phrase in the clause is about. In other words, it provides information on 

the subject matter of the phrases. As such, even the circumstances in the clauses are 

focused on providing  information. 
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The transitivity analysis identified the functions of providing information and 

establishing relationship as evident in the verbal texts of the brochures. Positive 

adjectives describing the training providers, facilitators and training programmes 

function as elements of promotion.   

 

5.3 Summary 

 

This chapter describes the forms in which the Malaysian business brochures are found 

and establish the most common format in which these brochures are presented. The 

business brochures are usually in the form of one A4 size paper printed on both sides 

and either bifolded or left unfolded. The chapter also discusses the functions of 

Malaysian business brochures. The discourse community of the genre identifies the 

function of presenting information as the main function of the business brochures and 

promotion as the secondary function. Establishing relations is another function 

identified by the discourse community. This is supported by the discussion of 

functions of brochures in the literature on advertising and also in the transitivity 

analysis of the verbal texts. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


