file:///N|/18-HOW_TO/05-015.txt
How To Set Up An I n-House Advertising Agency

FUNCTI ON OF ADVERTI SI NG AGENCI ES

Most firnms turn over the entire problemof advertising to
advertising agencies. This practices generally costs the
advertiser nothing because the agency receives a conm ssion from
the mediumin which the advertisenent appears. The nedi umreturns
to the agency 15 percent of the cost of space sold to the
advertiser. Wth this return the agency can offer its clients
other services in addition to placing advertisenents, and still
nmake a profit.

Agenci es are often equi pped to handl e every phase of the Program
They may help with research, prepare the adverti senents and
select the nedia in which the ads are to be run, and they may

al so assist in other phases of nmarketing and even in -product
devel oprment. However, the prinmary duty of an adverti sing agency
is to suggest the best nedia in the best conbinations for the
adverti ser.

YOUR "1 N- HOUSE ADVERTI SI NG AGENCY

Encl osed with this report is a starting supply of the "Ad
Insertion Forni' you will need to use in processing your
advertising orders. Before proceeding further, please exanine it
carefully. It is mainstay, the primary piece of literature that
will establish you as an Advertising Agency. You nay wish to
nodify the formto suit your own needs.

An "I n-House" agency sinply neans placing your ads yourself,

i nstead of paying an outside agency the conm ssion. You insert
the ads, deduct the conmmission (usually 15% . However, YQOU MJST
USE THE PROPER FORM An order placed under your ordinary business
letterhead will not do. Also, it is a good idea to preface your
mast head on your FORM with the words "Advertising Agency." For
exanple, Snith's Advertising Agency instead of Smth & Conpany.

It is also reconmended that you have a small quantity of business
| etterheads printed under your advertising agency designation.
You will need these for your correspondence with publishers.

Many publishers stipulate on their rate cards "di scount avail able
to recogni zed agencies only." this is the reason you need the
professional FORM - without it - nost publications will not
recogni ze you as an agency.

The three essentials in your operation of an "In-House"
advertising agency- proper Form - advertising agency nast head -
remttance with order

Bef ore pl aci ng ads, obtain current Rate Cards fromthe
publications that interest you. Arate card will show - Display
advertising rates. Classified advertising rates. Conm ssions and
frequent discounts. Mechanical and production requirenents.

I nsurance, closing and cancellation dates. Circul ation

i nformati on. Specifications for advertisenents. M scell aneous.

SOME THI NGS YQU SHOULD KNOW
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Advertisers and advertising agencies assune liability for al
content of advertisenents including text, representation and
illustrations and al so assune full liability for any clains

agai nst the publisher arising therefrom Publishers will not
assune responsibility for errors in key nunber and no al |l owances
or deductions are given should such errors occur;;; or any error
due to illegibly witten copy. Publishers will not guarantee
proofs for correction if copy is not received by closing dates.
Cash with order unless credit has been established.

Most publishers reserve the right to revise all copy to conform
with their standard or to decline adverti senents which request
any advertiser to submt his |iterature and/ or nerchandi se before
accepting an ad. Advertisers using a post office box nunmber nust
furnish a conpl ete name and address for recordkeeping.

Generally, rates are subject to change wi thout notice except on
contracts which have been accepted and acknow edged by the
publ i sher. Proofs are not submitted on classified ads but correct
insertion of your advertisenent will, in nost cases, be
guar ant eed.

Original art nust be nounted and canera ready. If two or nore
colors are to be used, they should be attached to black art on an
overlay with register markings denoting trim bleeds, etc.

Advertisenents which stinulate editorial content nust be clearly
defined and | abel ed "Adverti senent."”

California law requires all mail order advertising for conpanies
in that state to carry a | egal address.

WHERE TO FI ND PUBLI CATI ON ADDRESSES ALONG W TH ADVERTI SI NG RATES
AND REQUI REMENTS

These are the books professional advertising agenci es depend on-
in locating publication addresses along with advertising rates
and requirenments. Because these references are all rather |arge
and expensive (over $100.00 each retail), it is suggested you
inquire at your local library for copies. Wile they cannot be
taken out, nany libraries today provide a reprographic machi ne
that can quickly copy pages you need fromthe books. Ask about
it.

" BUSI NESS PUBLI CATI ONS RATES & DATA" - Over 4,00 business, trade
and technical publications, contains editorial profiles, rates,
nmechani cal requirenents, copy regulations, circulation
personnel, issue and cl osing dates.

" CONSUVMER MAGAZI NE & FARM PUBLI CATI ON RATES & DATA" - Nbre than
1,500 consumer and 200 farm publishers. Includes editorial
profiles, ad rates, nechanical requirenents, copy regul ations,
circul ation, personnel, issue and cl osing dates.

"NEWSPAPER RATES &DATA" 1,600, U.S. daily newspapers, nhewspaper
groups, supplenents and com ¢ section. Includes ad rates, special
features contract and copy regul ati ons, mechani cal requirenents
and latest circulation figures.

"CO OP SOQURCE DI RECTORY" - Over 2,800 co-op advertising prograns.
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Each includes eligible nedia, tinng, accrual, participation, ad
specifications, nedia requirenments, aids available from
manuf acturers, reinbursenent nmethod and nore.

"COVMUNI TY PUBLI CATI ON RATES & DATA" - Al NAAP nenbers, plus
ot her weekly newspapers and shoppi ng gui des. |ncludes personnel,
ad rates, closing tinme, circulation and nechani cal requirenents.

Al'l these books are published by - Standard Rate and Data
Service, Inc.,5201 Ad Ochard Road, Skokie, IL 60077. They will
be glad to send you descriptive literature and price lists under
your |etterhead request.

"CATHOLI C PRESS DI RECTORY" - A wide variety of Anerican Catholic
nmagazi nes with a total circulation of over 30 mllion. Your
client's product or service advertising prograns can find a

hi ghly responsi ve audi ence anong Anerican Catholic nmagazi ne
readers. It's available from Catholic Press Association, Suite
401, 119 North Park Avenue, Rockville Centre, NY 11570.

AS LONG AS YOU HAVE AN "I N-HOUSE" AGENCY" WHY NOT PLACE
ADVERTI SEMENTS FOR OTHERS AND PCCKET THE COWM SSI ON?

There's a | ot of noney to be nade through placing small ads for
snmall mail order firns- and it's the perfect repeat business. The
one thing all have in comopn is that they nust renew adverti sing
to stay in business. The requirenents are sinple and initial
investnent is mnimal. It's strictly a service business - no
stock to carry, |ow overhead.

For a good idea of how to go about setting up your operation,
wite to the below small mail order Advertising Agencies, and
request copies of their Advertising Quide Books. These you can
use for reference in preparing your own ad rates brochure.

Chi cago Adverti sing Agency Col unmbi a Advertisi ng Agency
28 E Jackson Bl vd. P. O Box 1285
Chi cago, |IL 60604 R chnond, IN 47375

National Mail Order O assified Mor | ock Adverti sing Agency
Post OFfice Box 5 188 W Randol ph St.
Sarasota, FL 33578 Chi cago, |L 60601

HOW TO MEASURE PROGRESS

The growt h of an advertisi ng agency busi ness can be neasured in
vari ous ways but the nost inportant itemthat concerns you is the
growth in capital. How nmuch nore is the business worth today than
it was a year ago or when you first started it? The capital
section of the balance sheet will show precisely that. It wll
hel p you deci de whet her the work and worry connected with the

busi ness have been worthwhile. It will let you know whet her the
business is stagnant or is declining. It will disclose the
soundness of your financial position. Especially in a smal

busi ness there is always a danger of "eating into" capital. If

you take out of the business fromnonth to nonth whatever noney
i s considered necessary as operating expenses, you do not know at

file:///N|/18-HOW_TO/05-015.txt (3 of 5) [1/4/2001 10:37:56 PM]



file:///N|/18-HOW_TO/05-015.txt

any tinme whether you really have earned that noney. A conparison
of capital figures in the balance sheet over a period of nonths
will show up any tendency to dissipate the agency's capital

The total of assets is also an indication of what progress you
have been nmaking. It represents the total anmount of resources
under your control and even though they are partly offset by
liabilities they are still a pretty good neasure of your econonic
power. For this reason, the size of banks, for instance, is
usual ly neasured in terns of their total resources, that is,
their assets, rather than their capital al one.

FOUR BASI C STEPS FOR EFFECTI VE ADVERTI SI NG

1. THE WORDI NG OF YOUR AD is the nost inportant single factor.
It's what you say that deternines whether your ads work or not.
It pays to give a great deal of tine, thought and research to the
actual wording of the ad. Should the ad have a |Iot of wording in
it, or should it be extrenely short? The decision as to the type
of wording is the key to nore sal es. Headlines nust have dynami c
st oppi ng power. The headlines has to get the reader to | ook at
your ad. Sub-headlines are also inportant, especially where copy
is long. Not only nust your headlines have powerful appeals, but
the body text shoul d have punch to maintain interest and induce
pronpt action.

2. SELECT THE RI GHT PUBLI CATI ON or publications to run your ads.
The publication in which you run your ad is the narket place.
When your ads appear in the right publication, you protect your
advertising investnent. Find out whether mass, class, service or
ot her types of publications are best for your proposition. Should
you use large circulation publications or snall circul ation ones?
Shoul d they be ainmed at consuner, dealer or particular trade, or
a conbi nation of all? Decide whether you will use newspapers,
nmagazi nes, or trade papers. Wiere you run your ad is nany tines
the answer to results.

3. BUDGET YOUR ADVERTI SI NG BY MONTH. By deci di ng how nmuch noney
you will spend each nonth for advertising, you nake sure that you
do no spend too little or too much in proportion to the sales
desired and the potential sal es obtainable. The correct budget
for advertising has a bearing on your profits. It is always w se
to divide your budget for advertising according to the periods of
the year.

4. DEVELOP A PLAN OF REPEAT BUSINESS fromeither inquiries or
orders received. It is inportant to get new custoners as cheaply
as possible and then build themup. Know where you're going and
what your sal es objectives are. Think out the plan behind the
advertising. Decide what a new custonmer should cost you and how
to devel op that custoner into one who will buy fromyou again and
agai n.

LEGAL ASPECTS

Ef fective advertising nust be based on a sound product.

M srepresentation may sell goods, but it also builds ill wll.
Since the advertiser who nisrepresents his product harnms not only
the public but the whole industry as well, organized efforts have

been nmade to prevent objectionable advertising. One of these was
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the nodel statute against fraud in advertising drafted in 1911 by
the magazine Printer's Ink. The statue has since been enacted by
48 states, in either the original or a nodified form,, and
covers 98 percent of the population of the United States.

Furt her government control over advertising was achi eved by the
Federal Trade Commi ssion Act (1914), as anended by the

Weel er-Lea and other acts. These gave the Federal Trade
Conmmi ssi on, anong others (e.g.,the Postal Service), the power to
prosecute for unfair nethods of conpetition and unfair or
deceptive acts and practices, including fal se adverti sing.

Anot her protection for the consuner is the Audit Bureau of
Circulations; its function is to determ ne the net paid
circul ati on of newspapers and magazi nes. Practically all mgjor
nmagazi nes and newspapers which accept advertising subnmit audited
accounts to the A B.C
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