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What Makes a Great Newspaper Ad?

“Measuring Advertising Effectiveness”

NAA Marketing Conference 2007



Overview

 Why study newspaper ads?

e Can “great newspaper ads” be measured
and analyzed?

 The message of “great newspaper ads”
should be on target.

« Are position, section, placement, size, or
color the keys to a “great newspaper ad”?

« WEB and Editorial
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Why study newspaper ads?
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Need for measuring ad effectiveness
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copies pages pages pages pages pages

1 Section 2 Sections 3 Sections 4-6 Sections 7-10 Sections
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Time reading pages
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Minutes reading newspaper Seconds reading per page
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B Recall " Effective recall
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Effective recall and confusion - USA

Recall = Confusion

Spread | 53% 3%
Full page A 46% 4%
Half page A 40% 5%
Quarter page | 31% 6%
0% 1OI% 2(.‘;% 3(;% 4(;% 5(3% GC;%
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Can “great newspaper ads” be
measured and analyzed?
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Attention
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Emotion

Memory
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Behavior
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Four critical areas of measurement

Ad Recall m
e —
Advertiser Identification 58
Brand .
Directed to me
Interesting 27
New information 44
Easy to understand 69
Appeal Original 28
Overall impression 30
Positive Attitude 26
ook for more informa “ b
Visit store 29
Usefulness _
Have bought/will buy 17

v 0 80 90 100
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The message of “great newspaper
ads” should be on target.
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Ad Recall Total marks
100 100
A0+ a0
G0 1 a0
70- B 70
B 4 il
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Fresh approach Sender identification
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70 70- 2=Men

GG ES
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Lk - 31 40- 4=161t029
o e 22 18 301 - 5 = 30 to 49
10 H H = [ ! I 6 =50 plus
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Rocket 'h-l'u‘ihl.ll listen Men’s Product

if Astros made a pitch IMPROVES C I A d h I f age
GEEmN 2 YOUR

- '&a® | GAME FACE o'or Ad, Nat pag

= ‘ > In Sports Section

T Women gave it higher marks ????7?7?

Face Lotion

Suitable for me
100
a0
a0
70
50
S0 38% | —
w0l =27% "] ~_
304 o~ A B ool N

204

Neutrogenamen 10-

(s ‘ Total Men Women 16-34 35-54 55up
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EL UNIVERSAL

HBO intended to move 80% of its print budget to a competitor.
HBO believed the competitor had better demographics for their target viewers

The newspaper responded with a measurement of an ad on
the HBO series “Big Love.”

Results: Excellent ad recall
Hit HBO target demos

El Universal saved the HBO Budget




. —-— = e
,,_‘ . ;."- ¢ x} .'-h \ r“_ i e
B ; [ g '|’.I A o
T 1] t'-._'. y | - iy ’ s
- . Y i = A
F o °
A ' / -

Are position, section, placement,
size, design or color the keys to
“great newspaper ads”?



Ad Size
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Ad recall iIn USA (dlsplay, sectlon 1)

W b/w  spot B4 color
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Quarter page Half page Full page Spread




Resgarch and Analyss of HEH:I-G.

35% -

30% -

25% -

20% -

15% -

10% -

5% -

0% -

21%

W b/w spot m4 color

29%
19% 31%
1} "
25%

24%

23%

Half page Full page




Ad Position
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Chili's Requested: First Section
Right Hand Page
Near the front

Chili's Ad Ran: Page 80
Left Hand Page
Not Near the front

One very unhappy customer!
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Ad Recall

100
a0+
a0+ 1
Rk

82 = N
o2 Eidt = 65 :
G0
e Results of ad measurement:
0. *« 69% ad recall!
b * 92% benefit to me!

Total Men Women 16-34 35-54 55 up

Benefit *This was also supported by an
oo excellent response from the customers.

o7 = o7 5%
an a a0
S0+
o, Response of Advertiser:
a0+
40 *One Very Happy Customer!
S04
204
104
|:|_

Total Men Women 16-34 35-54 55 up




With 39% of the total readership reading
the auto section, the ad recall changes
from 32% of the total to 82% for the
reader of the auto section

90 -
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All readers Auto section reader

32




Ad Brand Awareness
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Brand Awareness- Case Study MRF

Jiorrhopings Tidningar

*Regional Auto Dealers Association
Wanted own identity
Move entire ad budget from newspaper

«Start MRF newspaper
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Jiorrhopings Tidningar

Group meetings with dealers
Determined advertisers needs
Designed a marketing strategy

Crverall impression
Benefit

=1
13

Suitableforme [ 130
Easyto understand ] 49
Mews [ 737
Imteresting [ 131
Positve ™M
Fresh approach T
Previous knowledoge 63
Sender identification a7
Thoroughness 17
Look for more information. g
Yisit store =
Hawe boughtiwill buy i3
Emotional reaction g
Ad Recall T
i 20 40 B &0 100

Basze: Ad Recall




Brand Awareness- Campaign Results

Dealer Auto Sales Results

Q4 2005 Q1 2006
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Quiality Editorial makes “great
newspaper ads”

- Overall impression ] 39
ﬂf % g Suitable for me |42
,a"r | * Easy to understand |43

- Resw information | 41
fi Interesting |43

sage adwce - Wil written | 40

_____ Sp— Impnr’[antcnntentrz?
13

Srm—- DI S 3-. = e A= Reaction
B et e . Thoroughness [T__]31
v Benefit

a1

mMeaningful i
Fresh approach to the headline 36
Read before 33

Fead again 40

Article reading 49
20 40 BO 80 100
Baze: Read the aricle
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Concept for “Great Neper Ads” also |

make great Web Ads

Vibred sl nani 40,4 I = 3 {
N rima i g | Gratis paketinslagning  a oirnppe
Lomstng, L4 acermtinr 2004 Iijr'dag |6 december CENTRUM
Nipheiar % Spates & Aafin = By -,.- . Borrite = Blal h drpcs = Rebte = Stadis = Gtude = Bepdegateitern _T
= T = I A AR o Lokus 70
b Matee Kiph S Best
Tvﬁ maéan &talas ldag ]!'E.wabb 1Y o mpn 5 0 5w
for ranforsok mot Rusta . I.:l-—‘
Masran sm goeps sftns sorlarmee -\.:-.:I-- ot Ssty: s, .'-:'.:::u— 1.-1_-__' BILDER PA
f';:E.-,f:.'.il'.ﬁ'-‘;'“’-‘r.'fg;;:,”lj..’nlifﬂ.'m’m:?&‘: Eeart-piopaiciae e e SYNUNDERSOKNING
— :mmrmmhw:a-u: et i
af A S S8 feiArETR FADDEE R
Cwerall impression =15
B WLOGGA IN Hpsipt ':'ﬂdl':ﬂ:‘::rl BenEﬂt 15
s e ol il utviey. Suitable for me 118
: Firig T80 ::;'-;“ et Easy to understand |45
I,'E.'_TE Mew information 21
) Héckar togs bort vid m: - Interesting [—__J15
a3 Olaitunneln e ndavt iti
Tar Geitr nar Jimvgan, HS spp B woddy. siber Sk mm_—-.ﬁ Fositive :l 14
e sackn matan rkaaanors - s ar b by i Fresh approach [TT12
¢~ N i - Frevious knowledge 62
Béige e ‘g Sender identification &1
1St e " isns snadet E-Klass Look for more information. g
o haird b Wisit store 12
Biltjuv voltade med FOR OMGAENDE Have houghtiwill buy [ll6
LEVERANS i i
bilen och kidmdes fast S Em'jt":'”a;';e;“":'ﬂ e
[Py vmrsion 05:38) Fn mepraniy b =1+ 28
iy L Sy 0 Philipson ¥ 3 | T T B
ool | st Opriss isiraede she hindass Maskagatsn
fer T == e = Basze: Ad Recall




Size

Color

Position

Effective recall

Time spent reading matters
Ad ratio and page number.
Frequent advertisers

The reader predisposition

All ads and campaigns can improve
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Making “great newspaper ads” is not just an end
result, but it is a process that builds successful,
consultative sales relationships between media and
advertisers.
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Bob Busch

RAM Strategic Marketing
Telephone +1 904 994 9997
Bob.busch@rampanel.com

Data Sources: The data within this presentation was derived from the Research
And Analysis (RAM) database of 4.8 million interviews



	What Makes a Great Newspaper Ad?
	Slide2
	Why study newspaper ads?
	Slide21
	Slide31
	Slide34
	Effective recall  and confusion - USA 
	Can “great newspaper ads” be measured and analyzed?
	Slide3
	Slide8
	The message of “great newspaper ads” should be on target.
	Slide10
	Slide26
	Slide20
	Are position, section, placement, size, design or color the keys to “great newspaper ads”?
	Ad Size
	Slide27
	Ad Color
	Slide32
	Slide33
	Ad Position
	Slide15
	Slide28
	Slide22
	Ad Brand Awareness
	Slide43
	Slide44
	Slide45
	Ad Environment
	Quality Editorial makes “great newspaper ads”
	Slide47
	Slide48
	Slide36
	Summary Statement
	Bob Busch

