Tool #8 — How to Get 500% More
Prospects to Read Your Advertising

Can you show me the rule that states your ad has got to appear like an ad. I’ m sure that
rule exists somewhere because practically every practice is using ads that screams to the
reader “ Flip the page, I'man ad!”

People do not buy a newspaper or magazine (or read ezines) for the ads. They’re looking
for editorial matter to read. And if you blatantly make your ad appear to be an ‘ad’ then
many people will smply ignoreit.

People can selectively tune out advertising because they’ re so easy to spot. Quick.
What' s the first thing atypical ad has at the top?

I’d bet it's some kind of logo or company name, usually set in reverse (white |ettering on
black background) or maybe behind a screened image or in some fancy lettering that
nobody can make out.

Ahal

Thisisamajor clue that the reader should move on and look for more interesting articles.
But alas, dear member you are smarter than that. Because now you' re going to get many
more interested prospects to read your advertising since it’s going to look like editorial
matter.

In fact, in readership studies, 5 times as many people read editorial matter as they did
advertisements. So it follows if you want to gain 500% more readers, you should try
employing an editorial look.

It's called an “advertorial” - an ad that looks like editorial material.
And actually thisis not some new discovery. Many of the most successful mail order ads

have used an editorial style. And mail order companies will only continue running what
works, so therefore editorial or “advertorial” style ads work.




John Caplesin his excellent book “How To Make Y our Advertising Make Money” (a
must for every serious marketer) tells the story of how awell-known business publication
doubled their subscriptions using editorial style ads. Here' s what they did:

Their initial efforts consisted of using a standard pen and ink sketch followed by a
headline, copy and then their logotype. Then they switched to an advertorial.

They nixed the sketches since no newspaper ever uses sketches. Next they changed the
type style of the headline and body copy to match the publication. And finally they
dumped their logotype from the bottom of the ads.

The marketing manager of this publication was worried about |osing the name-building
aspect of dropping their logotype so they inserted the publication’ s name in each of the
headlines or subheads they used. Thisway glancers would pick-up the publication name.
So headlines like this were effective:

“How (name of publication) Readers Get More Out of Life”

“I WasTired of Livingon Low Pay —So | Started Reading
(name of publication)”

Okay, so does that give you some ideas? Especially for you guys worried about not
getting your “name out there”. That means you can use this strategy effectively and still
build your image and name recognition.

Now before you decide on producing an advertorial, it’s important to study the
publication it’s going in;

Do they useinitia capson their headlines? (That Is The First Letters Capitalized Like
This) or do they use lower case letters for the entire headline except the first word.

Do they left justify their headlines or do they center them?

Does the publication use serif or sans serif type? Serif istype like Times Roman (like
this) with the little curly doohickeys. And serif type is like an Arial or Geneva like
this.

othead or if they use abyline. A bylineis something like (Chicago, I11.), while a
drop iswhen the first |etter of paragraph is stretched to cover 2 or 3 lines of type
(likethe‘n’ in this paragraph).

N ext you want to check out if the publication will use drop caps starting the body

Tipsto make your advertising look more editoria are presented in David Ogilvy’s
“Ogilvy on Advertising”. His section on print advertising deserves careful study.



Here are the main points from that chapter for making your ads ook more editorial:
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Copy isgiven priority over any illustrations.

Use only photographs.

Caption all your photographs.

3 column layout.

Use only black on white (you’ll never see a newspaper printed on alight pink
background).

DON'T USE ALL CAPSLIKE THISBECAUSE IT REDUCES
READERSHIP.

7. Uselotsof subheadsthroughout your body copy
8.

Use the same size lettering the publication does.

Now your advertorial can take on many forms. I’ ve seen open letters to the readers, an ad
that looks like afeature story, feature column (like Health breakthrough), a true
confession, or even a hints column.

Let me get your brain in gear with afew examples..



Print Advertorials

This advertorial is an absolute masterpiece. It used to run for quite along time before the
company pulled it. Let’s break it down so you can seethat it contains almost all the
important elements we talked about for advertorials.



. “The Golfing News” is used like a syndicated section of the paper. It appears that
Mike Hensen isaregular columnist and thisis his column.

. Author headshot and name is up at the top like a featured columnist.

. Headline font and typestyleis editorial but also stresses benefit (along with
curiosity).

. Subheads are compelling and also formatted like an article.

. Notice the author byline and the dateline (Y alesville, CT) just like a news story
would have.

. When you read the copy of the article it’swritten aimost in a“newsy” dlant. Plus,
notice the dual columns. All newspapers are set in small column widths.



Asyou can seeif you take aquick glance at thisad it looksjust like areal article. That’s
the power of it. And that’ s exactly what you should be doing as well. Let me share with
you afew more examples:

Thisone isfrom the National Enquirer
(actudly aterrific place to find excellent
advertising that really works).

Notice the pre-head “ Special offer for
Enquirer readers’. Then look at the type
style for the headline — that’ s exactly how
they run their stories.

Every photo has a caption. That’sincredibly
important. Remember when you were
taught to read with the “Dick and Jane”
books. Well, ever since we were young
we've been trained to look underneath a
picture for the story. Captions are an
amazingly underutilized place for good
selling copy.

| want you to also notice the decreasing size
of the body copy. Thefirst line “A natural
extract from an ancient herb...” isin bold
and the biggest size. Next paragraphisa
little smaller size and then the next oneis
even smaller.

Thisisagood device to draw readersinto
your copy.

The order box is clearly spelled out —this
might be the only place where they take off
their disguise of being an article.

Lotsand lots of great points you can take
away from this ad.




Here's another terrific one that has been running over and over again in one form or
another:




| found thisad in the Walll Street Journal and it is being run by a company in Maryland
that sells all kinds of collectible stamps using the advertorial formula. I’ ve seen variations
of thisad run with Betty Boop, Elvis and other popular characters. It's like a cookie
cutter formulathat just keeps working and working and working.

The next example is from an in-flight magazine:
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Valenti International

Today's Eligible, Single, Successful Men and Women Turn 1o America’s
Top Maichmaking Specialist for the Most Important Decision of Their Lives
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Now there are a couple things wrong with ad but | thought it would be worthwhile to
show you. Let’s start with the correct parts. They use adrop cap letter (that’sthe big “T”

in the first paragraph). It's set just like and article except the photo is too big. And they
use atitle for the section like “ Trends’. Very good.

The improvements necessary are in the headline and no caption on the photo. The

headlineis very poor —just the company name. Though the subhead does a good job of
salling.

For the final two examples in the print category | want to show afew local business ads
that have taken to this advertorial style. None of these two examples are flawless but

compared to other carpet cleaners and cosmetic surgeons they are miles ahead. Take a
look:
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Thefirst ad is for a cosmetic surgeon in the Washington area. There are lots of things |
would change about this ad but it gets the job done because | see an ad in this series
running each and every month in the Washingtonian magazine.

I would use a more compelling headline, put captions underneath the photos and not use
all 4 doctors as the authors. But aside from that | applaud them for using the advertorial
method when most of their colleagues smply use “image’ advertising.

The next ad is an interesting one because it isfor alocal service business — carpet
cleaning:

Unforgettable Carpet and Upholstery Cleaning, Inc,

__How To Choose
The Right Carpet Cleaner For You

An Interview with Debbie and Larry Rosenthal
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Thisisan excellent (and very simple) headline: “How to choose the right carpet cleaner”.
I’ ve seen this ad run many times in the Washingtonian also so that means it is working.

Thisisagood ad to model your advertorial on. Start with the headline “How to chose the
right " (whatever your industry is). Simple, right?

Thenjust useaQ & A style, aphoto and add an assurance promise and you're all set.
Direct Mail Advertorials

Not only can you use advertorials in newspapers and magazines but a good strategy is to
use them as stand-alone direct mail pieces. Thisis a specialized type of mailing called
“tear sheet” mailings.

| bet you’ ve probably even received one or two of them. Most tear sheet mailings come
in closed faced #10 envelopes with areal first class stamp, your atypewritten address and
no return address. Then once you open it there is simply an advertorial magazine or
newspaper ad with a handwritten yellow post-it note attached to it. The note usually says
something like

“Yanik,
Try thisit works.
-J

The“J isjust an initial so the advertiser wants you to think that a friend (whose name
startswith *J') sent you this information. Check out the examples below:
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Thisfirst oneisalocal auto dealership. On the backside of most newspaper tearsheets are
reprints of the stock listings. Newspaper tearsheets are great because they are so cheap to

print.

Here' s another example that looks like a magazine article:
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And here' s the backside where they ask for the order (notice how it is pre-checked for the

recipient like their friend “J’ did that):
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Advertorialson the Web

One last section of examples | want to show you comes from the online world. Not only
do advertorials work great offline — but the same psychology works incredibly well
online as well.
Redlly there are three major ways to do this online:

1. Banner Ads

2. TextLinks

3. Pop-ups
Banner Ads
The goal of your banner isto get clicked on. The only problem is banner clickthrough
rates have been terrible unless you use the advertorial trick. My friend Scott Covert from
BannerAdMagic.com creates incredible banners that look like content and get

clickthrough rates that shatter industry averages.

Here' s aquick example of abanner that uses the advertorial strategy...

Computer Nintendo B4 Playstation Saturn

Game Site Database (B,842 game sites) LI Search

Notice it looksjust like a Windows interface. It seems like you should be able to pull
down that menu and start searching for game sites. Anywhere you click on that banner
sends you over the site advertised. Slick.

Here are a couple more so you can get a good idea of what you can do:

Lose 10 Pounds By July 30th
Height [5 =1 #]7 =] weight | 29|  eDiets

Choose a category: |Business to Business j then ...
Click Here To Create A Sales Letter In Just 2 Minutes! |

The great part about these bannersis how easily they are mistaken for a search function
or part of the site— not just something that you know is advertising. In fact, for this
reason it’s not unusual to get 300-1000% better clickthroughs.



Text Links

Many times more powerful than a stale banner (not a stealth advertorial one) are simple
text links. People search out text links because usually they are resources or information.
Take alook at atypical content site — this one is about used cars. Notice how the banner
up top doesn’t make much of an impact. In fact, Internet users use selective perception to
“block” banners out that are placed in the typical dots.

However, notice the circled text links. These are leading (most likely) to affiliate
programs where this site owner makes money. See how much more powerful the text
links are because they are placed in the context of the site.
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Fake Pop upswith computer messages

Another new way to making advertising appear clandestine is by using pop-ups that ook
like error messages or computer screens. Here's an example:

D Untitled Document - Micresoft Internet Explorer provided by ATET WarldHet Service

® Frea DVD Waming

Q

Your FREE DVD Currently
Remains Unclaimed. Claim It Now
Before Someone Else Does!

A great resource for learning about popupsis at:
http://pops.yanikrecommends.com

* * %

WEell, that’s it for this month. If you put these ideas and samplesto us you'll see your
income skyrocket. Let me know how it works for you. We' d love to hear your results —
send them to: results@instantmarketingtoolbox.com
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