~ Six Print Ad

~ Pitfalls

Social media has really exploded, but traditional print marketing isn't dead by any means.

Are your ads as compelling as they can be? Here's a look at what not to do.

By Kerstin P. Ouellet

iy wvmporatiory n 1iaing, snd Ay Select™ hay what you
il 5 e W Pk, W 1 bt o il ] P st
e pR T S BT 1S g PO I T S I
fawghun han and Sens bty

Thog vy fdeatr VST # B FIACHRE Irvisttem B0l
iy b vy Privcdan 1o S cperi b JO0ATINE, phay
aeBiend i vilh £ b, e enfurti Ebpdan o
FLETHTLET NGLT i G BEITN AT R

bori 1 tn pe’ ey - Bt F i melh AFiani Swierl

agrar m 2E- I 16 ot iy il

T

Ahigh-impact head makes your audience stop and take notice. Follow
up with a strong call to action, and you're packing a powerful punch!

hen it comes to print adver-
tising — or any advertising —
success takes more than pretty
pictures and wonderful words. Response
and return on investment depend on
careful integration of graphics, message
and media. In other words, it’s not just
the look; it’s how and where you wear it.
Ramp up your chances for success
by avoiding these common print adver-
tising missteps.

Too Busy

It’s easy to fall into the “more is better”
trap. Too many fonts, too many colors
and too much information can combine
to create an ad that’s just too much.

Too much means the audience will
do too little. Overwhelmed by informa-
tion, theyre paralyzed in their tracks,
too confused to move off dead center.
Not knowing which part of your ad to
focus on first, they focus on nothing, and
youre left with an ad that doesn’t meet
your objective of getting your audience
to act.

Keep your ad in focus by choosing
one element to emphasize. Whether it’s a
powerful font, a blazing color or a can’t-

Powerful. Passionate. To the point.

miss offer, that single sensation will get
them to stop every time.

The Me-Too Message

Take the “got milk?” ads — for a
while, that’s what everyone else seemed
to be doing. Countless copies flooded the
advertising universe, until they became
so mundane they received no more than
a “ho-hum” from the buying public.

While imitation is the highest form
of flattery, in advertising real points
come with innovation. Even if your mes-
sage isn’t unique (“Buy our stuff!”), your
delivery can be. Get funky, get creative,
and come up with a way to stop audiences
in their tracks!

Assuming Too Much
Knowledge

Your company might have been special-
izing in one certain brand of merchandise
for 30 years, but don’t assume everybody
knows that. Nobody is more familiar with
your company than you, but just because
something is a given for you don’t assume
it is for the audience, too. I've seen ads
that don’t even indicate what the company
sells. Ads like that don’t prompt people
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These ads for growth regulators worked well because they brought a complex, technical topic into the audience’s world. And catchy headlines to boot!

to call you, after all, what would they ask
about if they didn’t even know what you
were selling?

Your ad doesn’t need to say too much
or drown people in information — it just
needs to spur them to action, make them
stop long enough to take note and make
the call. Design your ad to speak to the
majority of your target — and that means
speaking their language.

You'll get tired of your look long before
your audience does. Yes, you've been looking
at the same format over and over for what
seems like years. But your audience may
have only seen it once.

In advertising we've long lived by the
golden rule that it takes three impressions
to make an impact. But with today’s splin-
tered media and on-the-go lifestyles, it may
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take even more than that to get your audi-
ence to act. Studies reveal in 1992 it took
three touches to reach your buyer — today
it takes eight!

Keep your message and look consistent.
Your potential buyer may flip past that ad
seven times before finally stopping on
number eight and saying “What’s this?” Rec-
ognition rates shoot up with consistency,
and recognition translates to returns.

As important as repetition is, redun-
dancy is not. Keeping your advertising in
the same format shouldn’t mean running
the same ad for years and years. At that
point, your ad fades into the background as
current customers have already acted and
potential customers have stopped noticing.

Use your consistent brand elements

(font, color, graphic template) and change
up your message periodically. Five years is
too long; five months is not long enough.
Keep your message as fresh as your prod-
ucts, and you're sure to see the results!

“You’ll never get what you want if you
don’t ask for it.” If Mom said it once, she
said it a thousand times, and it’s never
more true than in advertising and sales.

Yes, you have a great product. Yes, your
ad showcases it well. Yes, you need to ask
people to buy it!

Your call to action can be as simple as
“Call us today” or as involved as “To order,
contact your favorite broker or find one
near you by calling or visiting our web site.”
Whatever you do, call them to act! £

Kerstin P. Ouellet is president of Pen &
Petal, Inc., a marketing, advertising and
public relations agency for the green
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com. For more information on Pen &
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