Newspaper Advertising Customer Promise

The Newspaper Association of America kicked off the Newspaper Advertising Customer Promise program during the 2005 Annual Convention. The 11-point promise describes customer-service expectations that newspaper advertising representatives, advertising directors and publishers vow to meet in dealing with advertising customers.

1. We promise to meet your advertising needs in a spirit of cooperation and professional commitment that reflects the highest standards of a marketing partnership, that will help you build sales through your newspaper advertising. 

2. We promise to respond to all advertiser inquiries on the same working day (late afternoon calls will be returned no later than the next morning), and to resolve issues promptly or we encourage you to call our publisher or senior executive at ( ) - . 

3. We promise to serve you with sales professionals who are committed to forming a business partnership with you; to meeting your needs for creativity and marketing expertise in dealing with all your advertising; and to be your advocate in matters pertaining to your use of our newspaper. 

4. We promise to honor any applicable written, advertising-rate quote for the life of the campaign quoted. 

5. We promise to deliver accurate, readable advertising invoices. Should your bill be incorrect, we will offer a credit to your bill for the inaccurate entry and provide a corrected bill within 14 days. 

6. We promise to run your ads as ordered and when ordered. If prior to a run date we fail to communicate any scheduling/placement problems with a previously scheduled ad, and the insertion is not run as ordered due to the newspaper’s error, we will run the ad without charge in the next available issue. 

7. We promise to provide timely and complete proof of performance. Your bill will not be due until after we provide proof that the ad ran as ordered. 

8. We promise to apply all billing adjustments and credit memos within 30 days of being agreed upon, earned, or incurred. 

9. We promise to notify you in a timely fashion of any and all rate changes. Contract advertisers will be given at least 30 days’ notice of any and all rate changes. 

10. We promise to provide clear and consistent credit terms within ten days from receipt of credit applications. 

11. We promise to provide complete, timely and accurate circulation and readership information.

Advertising Relies on Words

Newspaper advertising relies on words — “copy.”

What makes great copy?

Here are some lessons from Joseph Cupani, vice-chair and chief creative officer of Unit 7, a New York agency. These come from a piece in DM News, a newsletter for direct marketers.

• Great copy is conversation. Copy is the voice of your brand. It takes the place of the salesman talking to the customer. It better be likeable and convincing. It should sound like the brand is across the table speaking to your customer.

• Great copy is not grammatically correct. It’s not perfect, just like people aren’t perfect. If a word fits the message you are trying to convey, use it. Remember you are using words on paper to replace the salesman.

• Great copy if full of emotion. Just like a salesman, great copy makes you want to hear more with every sentence. It might help to talk your copy to a person, like a salesman would, before you finalize it.

• Great copy is clear. It is not vague or ambiguous. “I get what you came to tell me.”

• Great copy is convincing. It makes the consumer anxious to buy your product. They “just have to have it now.” 

Bi-Monthly “Parent” Magazine

The Republic of Columbia, Ind., (22,000 daily) keeps its bi-monthly Parent magazine lively with photo caption contest, “cover kids” contest and fresh content from readers and local experts.

The magazine offers parents things to do with children, such as simple craft activities reflecting the current season or holiday. A staff writer produces short fiction stories parents can read to their kids. Calendars include school and park department activities. Other features offer grandparents advice on things to do with their grandchildren.

The 32-page pullout piece averages $50,000 annually for the daily.

—The Inlander
Businesses Featured in Honor Roll Tab

Businesses in Ardmore, Okla., want to get into The Daily Ardmoreite’s Honor Roll, a special tab that comes out around the first of the year. It highlights longtime and new local merchants.

The tab contains only 2-by-3 ads for area businesses. Companies typically put their logos in the ad along with a thank-your to employees or customers. Ads also note how many years the companies have been in business.

About 100 businesses are featured in the sspecial section, with the oldest up front and the newest at the back. This year’s tab was six pages.

Ads cost $50. All are the same size. Advertisers usually email their logos and ad information to the newspaper. New businesses get copies of previous Honor Roll tabs and invitations to be in the next installment. 

The Ardmoreite has been publishing the Honor Roll tab for 17 years. It netted $5,000 this year.

—NAA’s Big Ideas
Readers Provide Content

The Journal Times of Racine, Wis., asked readers to be writers for “Life Lessons: The Wit and Wisdom of Racine County.”

The newspaper chose topics like “Words to live by” and “Moments that teach us” that had broad appeal to readers and advertises. Content — and ad revenue — poured in.

The sales pitch was “Everybody is going to be reading this section,” said the special sections editor of the 29,000-circulation daily.

A questionnaire contained 20 “story starters” asking people to finish open-ended sentences: “The best day of my life was …”, “If I knew then what I know now …”, or “I’ve never told anyone …”

Hundreds of readers responded. Newspaper staffers sought out other feature stories to include. The effort resulted in three 24-page sections published on three Sundays in August.

The newspapers used submitted material to promote the project in the weeks leading up to publication. This vigorous promotion brought in more reader submissions and more advertisers.

—The Inlander
Alphabet Tab Quick and Fun

The Midland Mirror in Ontario (12,500 Wednesday/19,000 Friday) came up with a quick-selling idea using the alphabet that’s popular with readers and advertisers.

The four-page tab features 26 ads, each with a letter of the alphabet. A bookstore, for example, was listed under the letter B for books. Each ad had a letter-themed headline, like “A is for Awesome” and “Z is for Zoom in.” Advertisers were not allowed to choose their letters.

Four of the ads contained a well-hidden ABCs logo that blended into the colors in the ad. Readers listed the four advertisers on a ballot printed on the front of the tab. Ballots with correct answers were placed in a drawing, with the first-place prize a $130 (Canadian) shopping spree at the participating business of their choice.

The Mirror ran the promotion in August, a slow time, and again during the Christmas season. 

—NAA’s Big Ideas 

Seasonal Tabs Sell Quickly

The Mountain Times in Boone, N.C. (15,500 on Fridays) widens the reach of its seasonal tourist tabs by putting them in its website. Advertisers in the three tabs are required to buy online ads with their print ads.

Each section covers seasonal sports, shopping, restaurants, events and tourist attractions. They are distributed in racks and stacks in a three-county area and they appear online at mountaintimes.com, where they remain until the next guide is published.

Advertisers that appear in all three tabs get discounts. All 24 of the full-color pages go quickly. At 172 pages the summer guide is the largest and has the highest circulation. Fall and winter guides run 80-plus pages. The three guides bring in about $215,000 each year.

—NAA’s Big Ideas
Banks Sponsor Coloring Contest

A coloring contest for children ages 6 to 12 sponsored by local banks drives traffic to the website of the Journal-World in Lawrence, Kan. (18,840 circ.).

Readers download the picture for the children’s contest from the paper’s already popular online edition. Parents must walk the colored pictures into one of the sponsoring banks to enter the contest. A winner is chosen at each of the banks — by the bank — and receives a $200 scholarship fund.

The project gives the banks some idea of where their new customers come from and helps them gauge response to their advertising. 

The easily colored picture of a gift carries the logos of the banks sponsoring the contest.

The Journal-World promoted the contest in the newspaper and on its local cable TV channel.

—NAA’s Big Ideas
