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Advertising Guide

Let’s start with your advertising goals

Before choosing an ad, think about what you are trying to accomplish. Your answers will help
determine the message, display size, magazines, frequency and additional opportunities that make

the most sense.

What are you looking to advertise?

Are you promoting your business generally,
a particular product or service, something
seasonal, a special offer or an event?

Why it matters: A focused subject makes it
easier to develop a clear message and choose
the right advertising approach.

Are you looking for an immediate
response, ongoing name recognition
or some of both?

Most advertisers want to generate business now
while also becoming familiar to people who may
need them later.

Why it matters: Advertising intended to produce
an immediate response may look and read
differently from advertising designed to build
recognition over time. A strong campaign can
often do both.

Where do most of your customers
come from?

Is your business focused on one community,
several nearby communities or the broader
ScripType publication area?

Why it matters: Concentrating your
advertising in communities likely to produce
customers can build a stronger presence.
You can broaden the campaign when a wider
reach makes sense.

How much explanation do you need?

Will readers quickly understand what you
offer, or do you need room to explain a problem,
solution, process or point of difference?

Why it matters: A familiar, easily understood
service may work well in a smaller ad. A more
complex or unfamiliar service may require more
space — or another way to tell the story.

Is this something you want to
promote regularly, or is it for
a particular time or event?

Consider whether demand is steady throughout
the year, seasonal or connected to an event,
deadline or particular circumstance.

Why it matters: Some businesses benefit from
aregular presence throughout the year. Others
should add emphasis during important seasons
or use a shorter, concentrated campaign.

What kind of presence

can you maintain?

Think beyond the largest ad you could run once.
Consider the level of advertising you can sustain
and whether certain times of year deserve
additional emphasis.

Why it matters: Not everyone needs what you
offer when they first see your ad. Repeated
exposure builds familiarity and helps keep
your business in mind when the need arises.

Your answers shape the campaign

There is no single advertising plan that is right for every business. Your answers help determine
the display size, magazines and frequency that make the most sense — and which additional

opportunities can strengthen the campaign.



Build the right advertising program

For many businesses, a strong advertising program starts with a consistent presence in the
communities that matter most. Repeated exposure builds familiarity and keeps your business
visible so potential customers recognize your name when they need what you offer.

From there, you can add special advertising opportunities throughout the year to tell your story,
demonstrate your expertise, reach a broader audience or give your business additional visibility
at important times.

Foundation
DISPLAY ADVERTISING - Establish your presence

The foundation of most advertising programs. A consistent display schedule can generate response
while building familiarity and name recognition over time.
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EXPERT ARTICLES - Demonstrate your expertise

Share useful information on a subject you know well.
Expert Articles can help readers better understand an issue
while demonstrating your knowledge and reinforcing the
recognition you’re building through your advertising.
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Stay Cool and Save: Summer A/C Tips from Your Local HVAC Expert
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SUPPLEMENTS - Expand your reach

Special sections focused on particular topics. Supplements are
the most economical way to place a display ad across our entire
publication area, making them especially useful when the subject
fits your business and you want broader exposure.

SPONSORSHIPS - Show
your community connection INSERTS - Deliver

If showing your connection to more information
the community is important,

sponsorship opportunities may
be available with selected
features.

Put your printed piece
directly inside the
magazine, where readers
will encounter it as they

. . .ye open and read rather than
SERVICE DIRECTORY - Maintain an additional presence receiving it as a separate

For appropriate businesses, the Service Directory provides an piece of mail. Inserts are
inexpensive way to keep your name and contact information in front considerably less expensive
of readers. It can complement a display advertising program or than mailing the same
provide a lower-cost advertising option. piece individually.

Consistent presence + special opportunities



Make the key decisions

Where should you advertise?

Size, color, frequency and geography work together. Start with where your customers are
most likely to come from. For some businesses, concentrating on one or two communities makes
the most sense. Others draw customers from a wider area and can benefit from advertising in

several magazines.

The goal is to build enough presence in the communities most likely to produce customers.

Multi-magazine advertising can also be an efficient way to expand your reach, with discounts
available when the same ad runs in multiple ScripType publications.

Choose your display ad size.

There’s no single “right” size. The best choice depends on your message, goals, customer value
and overall advertising program. Ad size affects more than just visibility. It also determines
how much room you have to explain what you offer and give readers a reason to choose you.

STARTER
1/6 to 1/4 page

A good fit when your product
or service is easy to understand,
your message is simple or
you want to begin with a more
modest investment.

CORE

How often should you advertise?

For most businesses, consistent visibility is more
valuable than a one-time splash.

If your budget gives you a choice between one very large
ad and a strong ad that can run repeatedly, frequency is
often the better option.

Not everyone needs your product or service the first time
they see your ad. Repeated exposure builds familiarity
and helps keep your business in mind when the need
arises.

Your schedule can change with your business. Maintain
aregular presence when ongoing name recognition is
important, then add emphasis during important seasons,
promotions or other key periods.

1/3 to 1/2 page

A strong range for many
businesses. These sizes provide
enough room for a meaningful
message, photos and contact
information while creating a
noticeable presence on the page.

HIGHER IMPACT
1/2 page to full page

Consider a larger ad when you
need more room to explain what
you offer, each new customer
has significant value or making
a stronger visual impression is
important to your campaign.

Should you use color?

Color can help an ad attract
attention and can be especially valuable
when photos, products, branding or
visual impact are important to the
message.

Black-and-white can still be an effective
choice for a straightforward message or
when keeping the advertising cost lower
is a priority.

Because color is available for an
additional charge, consider whether

it adds meaningful value to your
particular ad and campaign.

Let’s put the pieces together

We can help you choose the advertising options, size, frequency and communities that fit your

business and goals.
Need an ad? We can create it for you.

Send us your copy, photos, logos and ideas, and we’ll create your ad at no additional charge and send

you a proof for approval.

Already have an ad or a design you like?

Send it to us. If it needs to be resized or rebuilt, please also send the original photos, logos and other

components whenever possible.



Reach local customers.
Build recognition.

Grow your presence.

I

.‘BRECKS\‘;Iﬁ Magazine
' l'Eﬂi‘n"o Cis
Make Histﬂry

No

) l:;:.:ugiraao; al team
48 ,OOO HOMES & BUSINESSES. [0 % i el OHchs o

EVERY MONTH.

ScripType magazines are mailed every month to every home and business in the
communities we serve, providing consistent coverage of eight Northeast Ohio communities.
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RICHFIELD TIMES

The Hinckley Record

Bath Country Journal

Hudson Life

TRULY LOCAL - AND TREATED THAT WAY

Each magazine is created specifically for the community

it serves, with local stories about the people, businesses,
schools, organizations and events readers know and care
about. Over the years, we’ve found that readers develop
areal sense of ownership in their local magazine —

many simply think of it as “our magazine.”

That connection extends to the advertising.

Readers use their local magazine not only to keep up
with their community, but also to learn about
businesses and services available to them.

ADVERTISING WITH STAYING POWER

ScripType magazines don’t disappear after they’re read.
Many readers save issues and refer back to them,
sometimes keeping stacks of magazines in their homes
for years. That means your ad can continue reaching
readers long after the magazine arrives.

With eight community magazines, you can concentrate
your advertising in the communities most important

to your business or combine publications to reach

a broader area.

Let us help you build an advertising program
that fits your business, customers and goals.

Ad design and typesetting are included at no additional charge.

Ready to get started?
Let’s talk about your advertising plan.

330-659-0303 ads@scriptype.com



