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Alan Gayle is a sales and marketing consultant specialising in the construction
industry. In this column he offers advice on how to make an impact in the market
you want to reach. This time he looks at Advertising.

Advertising. Whara should you
advertise? How much should you
spend? Does it work? The short
answer (o the last question is: “Yos, is
does work™. But with a lithe thought
you can improwe the impact of your
advertisements,

For most contractors, suppliers and
professionals, advertising can be a
useful part of the Marketing Plan, so |
thought I'd pass on a few simple tips
I've learned that wall help improve
your advertizsing.

The first thing you should know is that
advertising usually has a cumulative
effect, so one advertisement will have
less impact than a senes. It's alse
most effactive whan it's part of a
bigger plan with other activity,
especially promotions and PR.
Repetition creates familarity and
farniligrity creates trust. In the
buslding induwstry, trust and confidence
inyaur campany and its products and
services are extramaly valuable
cOmmodities.

There are to types of advertising:
"direct response advertising’ and
‘corporate advertising’. When you see
ads from huge companies like BP or
British Airways that promote the
company but not a specific praduct,
that's corporate advertising, For most
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small businesses it's unnacassary.
Direct response advertising, where
the advert has a specific ‘call to

action’ [CTA) - asking the reader to do

somathing specific - is far more

affective. For example, tha CTA for a

stone supplier could be “Contact us

for samples’, Even better is 8 time-
lirsterd CTA to advertisa your
pramations: ‘Call us for 10% off

Portuguese limestone tiles — this

marith cnky’,

A few mare quick pointers for you:

@ Positioning. It's generally accepted
that an advert on the right-hand
page will have mare impact than
the same #d on the left-hand page.
Whan baaking your adverts ask for
a right-hand page as close to the
fromt of the publication as possible.

@ Photography. Images are used a lat

in the construction industry, so
you're terget sudience will be used
o seeking out images that relate to
their project o can solve their
problems. Ba sure to use high

quality photography that will create
a visual impact. Snap shats on your

mibile phiome just won't do it

@ Headling. Many marketing expens
say the most impertant element of
an effective ad iz the headiing.
Make it short, [ideally less than

than 10 words), onginal, memaorable
if possible and just one idea. Some
people think the skills of the mason
hawe been consigned to history, o
a possible headline for
consarvation wark, say, backed by
appropriate photagraphs, might be:
‘Lost skills? Who says”.

@ Layout. The layout of the
advertizement is important. Many a
company director hag an ‘artistic’
wile, child or friend who they
fondly believe can put together an
effective ad. They probably can’t.
Use a graphic designer or ad
agency to make swre it looks
prafessional and will get tha
attention of your target audienca.

@ Cost. Don't just place the ad in the
publication that has the lowast
price — there is normally a reason
why they are cheap. Choose a
publication that reaches the
audience you want to reach. |t may
cost you more bt it will be & lot
better value than paying to reach
an audience that doesn't buy your
praduct/service.

There ane loads of small companies in
the construction industry that don't
jput enough time or thought into thair
advertising, If your ads are
professional and well targeted, you'll

build your reputation and get battar
rasults. You'll also differantiate your
company from the mass of mediocrity
competing for your target audience’s
aftention.

For some great construction
marketing ideas, check out Mark
Buchshon's aptly named Construction
Marketing Ideas blog

It construction
marketingideas. com'



