Negotiating an Ad Buy

Though every market is different, advertising in major local newspapers with the highest paid circulation has proved to be the most successful advertising vehicle for promoting tennis programs.  Your goal should be to negotiate rates aggressively in order to get the most bang for your buck.  Better rates mean more ads!  

Before you place an ad buy it is important to know some of the terminology that a newspaper sales rep might use during your conversation with them.  Here are some that might be helpful to you when placing an ad buy:

Total Circulation:  
Includes newsstand copies and paid subscriptions.

Paid Circulation:  
Includes paid subscriptions only.

Non-profit Rates:  
A reduced rate if your club or organization has non-profit status.

Contract Rates:
Special reduced rate that takes into account the total number of inches you 


plan on advertising (i.e. 2 x 5 ad which runs 10 times will total 100 



inches).  They typically use 50”, 100”, 250” or 500”

Open Rates:

Standard Rate a newspaper charges.  Usually the most expensive.

Pickup Discounts:
A discount given for multiple ads placed within a week.  Typically, the 



discount breakdown will start after paying the full rate on the first ad day 



and then receive pickup discounts of 25% on the 2nd ad, 50% on the 3rd 




And then on the 4th – 7th ads you will get 75% off.  This rate is usually




combined with an open rate since the discounts can be substantial.  NOTE:




Most newspapers will NOT allow Sundays to have pickup discounts so it




is best to have Sunday as your ad start day.

Prepaid Discount:
Discount given if you pay the full ad buy prior to the ads running.

Inches:

Refers to the size of the ad.  A 2 x 5 ad is 10 total inches, 2 x 6 ad is 12 



inches and a 2 x 7 is 14 inches.  When you have determined the size of 




your ad and have received your rates, simply multiply the rate times the




number of inches and you will have the total for one ad.

Flyer Inserts:

This is not a print ad, but rather an insert or flyer that will be inserted into




paper using specified zip codes that you give them.  This is a low cost




alternative to placing print ads. 

BASIC STEPS

1. Contact your local major circulated newspaper and ask for the “Retail Advertising” department.  They may ask you what zip code you’re in so that they can put you in touch with the appropriate sales rep.

2. Ask for rates in this order - Non-profit, Contract, Open and Discount Rates.  Please be aware that if you are giving free lessons or doing something that benefits the community you may be eligible to receive charity rates.  Ask your sales rep if you qualify.

3. Repetition is Key!  Determine which rate will give you the most number of ads with the budget you have.  Ask your sales rep to do the numbers.  Also look at decreasing the size of the ad in order to get more ads with your money.  Bigger is not always better.  A 2 x 5 ad that runs more frequently will give you more exposure than a one time 2 x 7 or half page ad!

4. Discuss Section Placement of Ads.  We have found that it is best to target the female audience when promoting tennis programs as moms tend to make the decisions for the family on outside activities.  Sections such as “Lifestyle”, “Home & Garden”, “Entertainment”, “Food” and anywhere “Dear Abby and Ann Landers” are prove to be very beneficial.  Combine any of these sections with the “Business”, “Sports” or “Local News” sections and you’ll have a successful combination.  Please keep in mind that most Newspapers will not guarantee a certain page in a section, but should always guarantee the section.

5. Determine your ad days.  If you are under a tight budget you should look to run every other day starting on Monday.  Sunday’s are typically the most expensive, but some papers allow them to be discounted.

6. Obtain an insertion order or detailed statement.  Ask your sales rep to provide you with some sort of detailed record outlining everything that you have talked about.  Be sure to look out for cost per ad, discounts, sections where the ad will run and most important the dates for the ads to appear.

7. Negotiate editorial support before committing to the ad run.  Remember, you’re going to be spending a significant amount of money with them.  Use this to your advantage and ask if they would be willing to give you some editorial support to help promote your community based programs.  You might look to receive a spot in the sports calendar mentioning your program start dates or perhaps a small feature on your facility and its program offerings always stressing the healthy benefits of TENNIS.

8. Ask your sales rep to sign up for your program.  You’ve already told them what you’re advertising so it is a good time to ask for their participation while its fresh in their mind.  You should also have them email their co-workers about your programs.  People are more inclined to participate in something they’ve never tried if they have a friend with them.  You can also try to set up a corporate league for them where they compete against co-workers as well as other businesses in the area.

9. Leverage your newspaper ad buy with some of your own local promotion.  Newspaper advertising works best when it’s used in conjunction with other advertising.  Your best bet is to do some inexpensive printing of fliers and coupons mentioning your tennis programs.  Distribute these at local grocery stores, fitness clubs and/or restaurants such as Pizza Hut and Subway.

