Essentials of a Good Ad
Use a dominant element

Use a large picture or headline to insure quick visibility. Photographs and realistic drawings have about equal attention-getting value, but photographs of real people win more readership. So do action pictures. Photographs of local people or places also have high value. Use good art work. It will pay off in extra readership.

Make your copy complete

Sizes and colors available are important, pertinent information. The copy should be enthusiastic, sincere. A block of copy written in complete sentences is easier to read than one composed of phrases and random words. In designing the layout of a copy block, use a boldface lead-in. Small pictures in sequence will often help readership. Don’t be too clever, or use unusual or difficult words.

Make your ads easily recognizable

Advertisements which are distinctive in their use of art, layout techniques and type faces usually enjoy higher readership than run-of-the-mill advertising. Make your account’s ads distinctively different in appearance from the advertising of competitors. Then keep the ad’s appearance consistent. This way, readers will recognize your account’s ads even before they read them

Use a prominent benefit headline

The first question a reader asks of an ad is: “What’s in it for me?” Select the main benefit which the merchandise offers and feature it in a compelling headline. “How to” headlines encourage full copy readership, as do headlines which include specific information or helpful suggestions. The headline will be easier to read if it is black-on-white and not printed over part of an illustration.

Specify branded merchandise

If the item is a known brand, say so in the ad. Manufacturers spend large sums to sell their goods, and the retailer can capitalize on their advertising while enhancing the reputation of the retailer’s store by featuring branded items.

Use a simple layout

The layout should carry the reader’s eye through the message easily and in proper sequence: from headline to illustration to explanatory copy to the store’s name. Avoid the use of too many different type faces, overly decorative borders and reverses. These devices are distracting and reduce the number of readers who receive the entire message.

Let white space work for you

Don’t overcrowd the ad. White space is an important layout element in newspaper advertising. White space focuses the reader’s attention on the ad and will make the headline and illustration stand out. When a “crowded” ad is necessary such as for a sale, departmentalize the items so that the reader can find his way through them easily.

Urge your readers to buy now

The ad should ask for the sale. Prompt action can be stimulated by using such phrases as “limited supply” or “this week only”. If mail-order coupons are included in ads, provide

spaces large enough for customers to fill them in easily. Don’t generalize; be specific at all times.
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