Off the page

but

on-message

Using off-the-page ads to build your brand and win new customers

By Paul Hendrick

n any given weekend you will
see adverts for hardware,
men’s and women’s clothing,
gardening and gifts in the
national press and consumer
magazines. Off-the-page advertising (OTP)
is a proven practical method to acquire
new customers. It is the original route that
set the phone lines a-buzzing, the coupons
flying and now the mice clicking. But
how can this be? Surely with newspaper
circulations falling and Google conquering
all before it, off the page is doomed to be
the Cinderella channel.

Experienced hands such as Coopers of
Stortford and Scotts of Stow would surely
beg to difter. These companies know their
numbers and il they continuously return
to the medium, week in week out, then it
must be working. They use these ads in
conjunction with their mailings, inserts and
email campaigns. Could it work for you?

Off-the-page advertising will put your
brand in front of millions of readers. If
vou have an advert in the Sunday Times,
for example, it will be seen by 3 million
readers. 'That's a big number. While it’s
true that only a small percentage of these
reaclers will buy by mail order, this “brand
visibility”, particularly when seen frequently,
will pay dividends for your other offline and
online channels. Picture the Google search
results page showing the top five rankings.
If your potential customer recollects seeing
your press advertising when he lands on
that search page. the odds on clicking a
memorable name will improve.

Another benefit of advertising off the
page is that it's quick and responsive.
Producing a single ad is much quicker than
producing a 64-page catalogue or a 16-page
insert. Magazine lead times are longer but
from booking to publication is two to three
weeks. OTP is a great test medium. If you
think you have a new product or winning
offer, testing in the press or magazines is a
low-cost method to do so.

The advantages of OTP

You can recruit a new customer at a profit
at a much lower outlay than mailing and
inserts. With mailing you bear list costs,
print costs and postage costs. Inserts will
have cheaper space costs than advertising
but will have the significant cost of print.
Email will be cheaper than OTP but in my
experience in selling to new customers, the
ROI from off-the-page is much beter.
The Sunday papers are an institution.
Think about your own relationship
with your paper, you enjoy the regular

sections, perhaps the style pages, travel,
motoring. gardening. You are relaxed in
your armchair. at the breakfast 1able, in
the garden. This relaxed status will make
your customers receplive 1o seduction
from off-the-page advertisements. This
loyalty factor is even more significant with
magazines. Good Housekeeping magazine has
225,000 monthly subscribers. That means
225,000 people pay for the privilege of
having their favourite magazine delivered
every month. That's tremendous brand
loyalty. Corroborating that. a study from the
Professional Publishers Association shows
that customers are more inclined to trust
advertisers in their favourite magazine.

Choosing the right media
Another advantage of off-the-page
advertising is that your company will be
seen as a big player. enabling smaller
brands to put their products on a national
stage and compete with the “big boys™.
Gather the media you are interested in; buy
the weekend papers and read the adverts as
well as the editorial. Are your competitors
already advertising? What products are they
pushing? What prices are they charging?
Whart space are they taking? What position
in the publication are they takingr In most
cases you will be looking for the classified
section. This is the environment you need
10 be in too. Repeat this exercise over a few
weekends and you will start 1o see trends
emerging—adverts that get repeated are
the ones that are working.

Talk to the media. they will be happy
to chat without obligation, and ask for
a media pack, ask them what other
advertisers related to your own market
appear regularly.

What to pay for your media
Don't pay rate card. Rule of thumb is to
halve the rate card and negotiate from
there. Most classified space for off the page
is bought as distress (or last-minute) space.
This is not a game for the faint-hearted

for although getting a knockdown price

is brilliant, getting no space at all on an
important weekend can be disastrous. A
professional media buying agency can tell
you if you are paying too much. Agencies
will be buying for more than one client and
as such will receive preferential rates and
should be buying space cheaper than you
can buy it directly. To buy distress space
vou need to have your copy ready. It is not
uncommon to receive a call at 5pm on a
Friday with a great deal but you must be
able to supply copy straight away.

The creative treatment
Historically, off-the-page advertisements are
famous for using every inch of space and 10
different fonts in every ad. This approach bas
calmed down somewhat, but your space is still
valuable real estate so use it wisely. Write a strong
headline to attract attention and clearly establish
what your product is. We recommend focusing
on just one product. Avoid short headlines
and clever puns—headlines need to be direct.
Second, sell the benefit of the product with copy
like: say goodbye to blisters with owr wide filting real
leather sandals.

The product picture should be clear. If it’s
a fashion shot with a model make sure she is
looking to camera and smiling: people look
at smiles more than moody mug shots. If it's a
product shot, give it a dramatic angle to try to
give a sense of scale. If your product needs a
demonstration, show inset shots to help explain
its benefits. Copy is vital to your sale. It should
create interest and desire for the product,
explain its benefits and list its features in detail. It
is very important not to leave your customer with
any questions: if doubts remain, customers will
not buy. Calls to action should stress immediacy:
order now, buy today. Give people the option to
order by web, phone or coupon. Not all OTP
ads now use coupons, but as always, testing is the
key. Don't forget to include your guarantee, it
is required by law so state it clearly. Remember,
vou are asking a customer to send money off into
the ether hased on trust. Offering free returns is
another great reassurance.

Two-stage advertising

Rather than advertising a product you may prefer
to advertise your catalogue, for example. Two-
stage response ads attract bigger response than
OTP ads since there is no risk to the customer.
Ads to request your free catalogue do not need as
much space as OTP ads.

Off the page is one of the trade’s “oldest
professions”. Tr has lasted so long because it
works. It offers a unique sales and branding
combination and should be considered alongside
vour other customer recruitment channels. Plus,
it costs a lot less than you think to advertise in the
national press. &

Paul Hendrick is director
of media planning, buying and
design agency DJH Advertising.

Useful sites

Advertising Standards Authority: www.asa.org.uk

Professional Publishers Association: www.ppa.co.uk

S.H.0.P.S: www.shops-uk.org.uk
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The Queen’s diamond jubilee was a
reason for mass celebration across
the country with millions watching
the river pageant, concert and the
procession over an extended bank
holiday weekend. What’s more,
according to a report by ecommerce
services provider Venda, retailers
were in jubilant mood for other
reasons too.

Over the long weekend in June,
Venda saw a 38 percent increase
in online transactions across its
customer base, which includes
retailers such as Heal's, Emma
Bridgewater and Accessorize, with a
34 percent increase in sales values.
[t also noted that brands strongly |
associated with “Britishness™ saw
sales values increase to six times
the amount spent during the royal
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variety of activities, River Island cleverly
created a nod o the jubilee with a punk
garden party theme, again with corgis.”
But for the Olympics, what of retailers

| that don’t have an obvious link to

sport? Stella Hartley says brands with no

sporting connections “can still create
celebratory British events and put their

| best foot forward with windows and
homepages”.

| Nursery and maternity retailer JoJo

Maman Bebe, for example, created

store displays to celebrate the jubilee

and the Olympics, But the timing has

been “tricky” as the Olympics span the
company’s summer season, sale and new

’ autumn collection launch, says managing

director Laura Tenison. "We managed

to find a way of promoting all of them

simultaneously, but it required some

—imagination”. continued on page 4

wedding weekend last year. What
this demonstrates, says Venda, is that brands seized
the opportunity to capitalise on their Britishness
to make the most of this key retail period. Looking
ahead, it concluded that those retailers that have
an event-led retail strategy in place will be best
placed to maximise their sales opportunities in

the months 10 come—namely during this year's
London 2012 Olympic Games,

Stella Hartley, an independent multichannel
marketing consultant, explains, “An event-led
strategy means that the retailer can create relevant
content whether offline or online that resonates
with customers at specific times. In the next few
months we are all going to be involved with the
Olympics in one way or another and like the
diamond jubilee there will be opportunities to
celebrate Britishness as well as sport”.

One retailer proudly celebrating its British
roots is Crew Clothing. a company founded in
Devon with strong ties to the sailing community.
For the jubilee it ran a “fly the flag” promotion,
applying discounts to clothing emblazoned with
the Union Jack and promoted its heritage range
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I Crew Clothing flies the fiag

jubilee, Hartley notes, “Ted Baker did a great
job with corgis wearing union jack waistcoats

with special offers. For the Olympics, brand
marketing director Sarah Baskcomb says the
company is sponsoring athletes, including
rower Louisa Reeve and the Paralympic GB
boccia squad. In addition, window displays
scheduled for early July will be decorated
with medals and flags to show support for
the British team and celebrate the “great
things happening in Great Britain,” she says.
Crew Clothing also has a pop-up store in the
Olympic Village in Weymouth, where the
sailing events are held.

A sporting chance

Among the memorable displays from the

and ginger beer served in stores, Cath Kidston
looked good too with strong window displays,
Selfridges had fantastic windows, managing

to be both patriotic and ironic. John Lewis
looked good with a real product focus, White
Stuff created jubilee events in stores with a
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