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What makes an ad, brochure, email, etc good?
Presented by: Andru E. Grimm, Marketing Monkey of East Multnomah SWCD

INTRODUCE YOURSELF
In this evening session we’ll be dissecting your existing materials to find ways to improve them,
minimize production cost, and find ways to re‐use their valuable content. Be sure to bring an ad
or brochure that your district uses often.
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What is good?

Seven criteria of good ads

Z‐pattern Ad Structure

Let the dissections begin!
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“Good” is a very subjective term so let’s be more focused. What makes an ad effective? There
are a few criteria that almost always apply.
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A strong headline that commands
attention and engages readers
Catch the readers eye and make them open the mailer or read
the ad.
The content at the entry point can make or break your ad.
It should:
1.

Command attention

2.

Pique reader’s interest or satisfy a want or need

3.

“Sell” the reader on continuing to read the rest of the ad

Humor can be a very useful tool, but I caution you not to be aware of your constituent base’s
sense of humor and use it in modest doses.
Over 90% of the ads that received our highest response rate in my old firm’s studies had
content at the entry point that did these three things
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Arresting, eye‐captivating
illustrations or photographs
Remember, people do not read they scan at
best. Your photos are your “Plan B” to get
readers to read the rest of your ad.

This can also be an opportunity to build a relationship with the reader for certain topics. Not all
mediums can utilize photographs or at least not consistently – email is a great example.
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A laser sharp focus
Be willing to ignore most readers.
Stick to your goal for the ad and speak only to
that target audience that needs those services.

This can be a very difficult pill to swallow, but by focusing in on the most important outcome
from this ad, we will speak to those most willing to respond. For example: Heavy Use Areas
Workshop vs Keeping Your Horses Healthy or Reducing Your Vet Bills
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One or more unique advantages
to the consumer
Why is this better than conventional methods?
Why is your help better than going it alone?
Hint: Cost savings are going to be our number one
advantage in our current economic climate.

Cost savings are going to be our number one advantage in our current economic climate. As
consumers, we loathe to spend money on the things we need and love to spend money on the
things we want. Another tried and true them: keeping your family or kids healthy.
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Relevant copy that covers less
than 50% of the ad space
Give their eyes a break!
No technical jargon!

Eyes need to rest –particularly on busy medium like websites and newspapers, and blank space
can draw attention to your message.
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A professional, clutter‐free layout
Remember, we are judged by our appearance.
Fewer distractions helps readers remember the
most important things.

This goes hand in hand with 3. a laser sharp focus
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A distinct call
to action
Let them act now!

Register for this workshop, install a rain garden, call us for a free site visit. Onward Oregon
writes incredibly good “call to action” emails.
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This is the only item I’m going to dive into with any detail today because I think it is the most
important AND the easiest to understand and implement. It is also a great template to start
creating or re‐creating your ads.
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The Standard Eye‐Movement
Pattern
Special Interest

The Hook
(headline and/or graphic)

Subhead
Supporting text/details

More Benefits

Special Interest

Call to Action

Laying out ads to fit the Z‐pattern also helps address our other challenge as
marketers: People don’t read – they scan (if you are lucky).

For materials like newspaper ads, directory ads, and flyers readers nearly always look at the
upper‐left corner of an advertisement. As children, when we were taught to read, we were
taught to begin in the upper‐left corner. Our eyes then travel horizontally across the ad to the
upper‐right corner and then slow or stop momentarily before changing directions. The eyes
then move diagonally toward the lower left corner, before tracking horizontally to the lower
right corner of the ad, the exit point. This creates a Z pattern. When readers reach the exit
point, they either take action or move on.
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LAWYER AD DISCLAIMER
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1.

A strong headline that
commands attention and
engages readers

2.

Arresting, eye‐captivating
illustrations or photographs

3.

A laser sharp focus; a
willingness to ignore most
readers

4.

One or more unique
advantages to the consumer

5.

Relevant copy that covers less
than 50% of the ad space

6.

A professional, clutter‐free
layout

7.

A distinct call to action

This is a real ad with the identifying information replaced. I wanted to use this ad because even
though it is for a lawyer, it has many of the same qualities of ads and other materials I’ve seen
districts using.
• HEADLINE: This ad has no headline; it has the name of the lawyer.
• IMAGERY: The scales… they take up space. It’s also ironic – bankruptcy is about excess
liabilities, not equal measures. The marble texture is distracting and makes the ad hard to
read.
• FOCUS: Other than EVERYBODY looking for a lawyer, this ad doesn’t speak to anyone in
particular.
• ADVANTAGES: This ad states that he has handled over 4,000 cases since 1981. Is that a good
statistic? Bad? No clear advantage to the reader.
• 50%: Though only half of this ad is filled with text, it’s all technical terms. Most readers
won’t know what these terms mean – they know they need help. The overall tone is scary,
not helpful.
• CLUTTER: Even though I wouldn’t consider this ad attractive, it is clutter free. It is however
difficult to read and lacks flow.
• CALL: At least he got the vanity phone number right. If he had gotten a few more of the 7
elements of a good ad right he might have had a good ad.
Now let’s look at another bankruptcy ad – let’s pretend this one is for Mr. Dollarwise too.
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1.

A strong headline that
commands attention and
engages readers

2.

Arresting, eye‐captivating
illustrations or photographs

3.

A laser sharp focus; a
willingness to ignore most
readers

4.

One or more unique
advantages to the consumer

5.

Relevant copy that covers less
than 50% of the ad space

6.

A professional, clutter‐free
layout

7.

A distinct call to action

Now let’s look at another bankruptcy ad – let’s pretend this one is for Mr. Dollarwise too.
•
•
•

•
•
•
•

HEADLINE: Not the textbook perfect headline but it works (in a lot of states too). Relief
takes the stage.
IMAGERY: None – remember you don’t have to have every element to have an effective
advertising piece. The implied imagery here is bankruptcy bad, relief good.
FOCUS: This ad is targeting folks that aren’t concerned about the lowest price – there is
plenty of those to go around – it’s offering help for complex situations. The tone is friendly
and comforting.
ADVANTAGES: They are offering their services in layman’s terms – not lawyer terms.
50%: On the heavy end of 50% but it is still pretty good.
CLUTTER: I wouldn’t call this ad attractive either but it is well organized and follows the Z
pattern.
CALL: The phone number is probably sufficient for this ad as a call to action, however this
one could do a little better in this department.
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Ground rules: I know we all know how to give good feedback, but I just want to remind us all of
a couple things before we get started.
It takes guts to show your work for the purpose of group critique. Thank our contributors!
Please use “I” statements, avoid the “you should haves”
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1. A strong headline that commands attention and

engages readers
2. Arresting, eye‐captivating illustrations or

photographs
3. A laser sharp focus; a willingness to ignore most

readers
4. One or more unique advantages to the consumer
5. Relevant copy that covers less than 50% of the ad

space
6. A professional, clutter‐free layout
7. A distinct call to action

Now let’s look at another bankruptcy ad – let’s pretend this one is for Mr. Dollarwise too.
•
•
•

•
•
•
•

HEADLINE: Not the textbook perfect headline but it works (in a lot of states too). Relief
takes the stage.
IMAGERY: None – remember you don’t have to have every element to have an effective
advertising piece. The implied imagery here is bankruptcy bad, relief good.
FOCUS: This ad is targeting folks that aren’t concerned about the lowest price – there is
plenty of those to go around – it’s offering help for complex situations. The tone is friendly
and comforting.
ADVANTAGES: They are offering their services in layman’s terms – not lawyer terms.
50%: On the heavy end of 50% but it is still pretty good.
CLUTTER: I wouldn’t call this ad attractive either but it is well organized and follows the Z
pattern.
CALL: The phone number is probably sufficient for this ad as a call to action, however this
one could do a little better in this department.

