

THE 61 MOST COMMON MAGAZINE ADVERTISING MISTAKES AND HOW TO AVOID THEM.
Here are 61 of the most common mistakes made in designing, writing, and placing magazine advertisements.
Headlines
Mistake No. 1: You don’t have a headline.
Headlines are a must. They grab attention. They tease readers with promises. They summarize your message and give readers the reason to order. Without a headline, your ad is weak.
Mistake No. 2: Your company name is the headline.
Readers respond to benefit headlines. “What’s in it for me?” is their primary concern. Put your company name at the bottom of the ad. At the top, it distracts readers from the benefit headline.
Mistake No. 3: You don’t promise the main benefit.
Selling headlines promise the major benefit. 
Why? Because readers must be convinced that it’s worthwhile to read your ad, and only major benefits have that kind of convincing power. Some weak headlines: 1) your company name (not really a benefit); 2) your company is number one (Who cares? What’s in it for the reader?); 3) you’ve been in business for ten years (Yes, and…?). Tell how you’ll improve the readers’ lives or they won’t read the rest of your ad.
Mistake No. 4: Your headline is too logical.
Appeals to emotion consistently outpull appeals to logic. Wrong: “team Basketball Action for Your Computer” (logical). Right “Jump into the Big Leagues with CompuTex” (emotional). Don’t just don’t state facts. Dig for the emotion behind them.
Mistake No. 5: You use a one-word headline.
Current styles notwithstanding, one word can’t possibly do the work of three or more. I have yet to see an effective one-word headline.
Mistake No. 6: You use the name of your product as the headline.
Not enough information, Besides, where’s the benefit?.

Body Copy
Mistake No. 7: You’re not selling the reader.
Your copy implies that the reader is three-quarters sold. All you have to do is describe your product or service and the reader will order. Result? Readers aren’t motivated.
Instead, address the skeptical prospects. You have their momentary attention, but they’re resistant. Communicate your enthusiasm, your strong belief, your willingness to satisfy, that gives your message the edge it needs.
Mistake No. 8: Your copy is not reader oriented.
Don’t write about your product or service. Write about readers and how your product or service will benefit them. 
Wrong: “Cannot be compared to any other peripheral.” Right: “Easy to use; no software required.
Mistake No. 9: Your body copy begins with a description of your company.
You’ve hooked readers with an intriguing headline. Now keep them hooked by elaborating on the benefit you promised in the headline. Forceful, believable promises keep readers from abandoning your ad.
Mistake No. 10: You don’t convert features to benefits.
Features disclose product or services fast. Benefits show what’s in it for the reader. Converted features turn fact into benefits. Feature: tough. Benefit: Lasts a long time. Converted feature Tough enough to last a full year.
Mistake No. 11: Your message is not focused.
Readers can digest only one offer at a time. Don’t distract them with brief notes about other offers, even if they are related to your present offer..
Mistake No. 12: You lie to readers.
Never claim your product or service is lowest in cost unless it is. If it is, think of a unique and believable way to express it, for example, “If you can find a lower price, we’ll refund twice the difference, plus send you a free set of six diskettes.”


Mistake No. 13: You mention price before benefits.
Imagine this sales pitch from an encyclopedia salesman: “The Price is $595. Now let me tell you about it.” Feel a little resistance, do you? So will your reader unless you present benefits first.
Mistake No. 14: You don’t tell readers how much they save by buying now.
You’re having a sale and you mention the sale price. Readers know the regular price and can add, so why point out the obvious? Because precise figures make the savings more real. Remember, you are writing to the skeptical prospect.
Mistake No. 15: You don’t prove you are number one.
Because everybody does it from time to time, claiming you’re number one often increases reader resistance to your message. If you are number one, show it with a professional quality, four-color ad that makes competitors drool. Nobody will believe you’re number one if your ad doesn’t prove it..
Mistake No. 16: Your subheadlines don’t sell.
Promise a benefit in every subheadline, for example, “Save $12 Now.” Good subheadlines make a strong message more potent..
Mistake No. 17: You don’t include any testimonials.
Testimonials give your offer credibility. Use names, titles, and occupations. Also, be specific and realistic, and avoid superlatives: they usually sound artificial.
Wrong: “ The best package I ever saw.” Tight: “The graphics are sharp and the color is excellent.”
Mistake No. 18: You attack the wrong competitor.
If you’re number 5, don’t go after number 4; attach some weakness in number 1, such as the fact that your guarantee is better (assuming it is). Many readers identify with the underdog. If you’re number 1, never mention competitors. To do so is to elevate them to your level in the reader’s mind.


Mistake No. 19: You don’t mention who your product or service is for.
Even if it’s obvious, readers need to be reassured that your product or service is specifically for them. Name the occupational level (“For office managers”) or tap into an emotional need (: For people who hate wasting time”).
Mistake No. 20: You don’t have a guarantee.
Guarantees build confidence in your offer. They are so important that you should highlight them visually with a border, underlining, or bold lettering. The stronger your guarantee the better, as long as the wording rights true.
Mistake No. 21: Your close is weak.
Close forcefully. Readers respond well to firm directions. Avoid questions. Tell readers to order now!
Mistake No. 22: You don’t add a clincher.
You have a clincher when you connect some desired emotional response with ordering, for example: “Avoid the discomfort of eyestrain. Send for Clear Writer today!”
Mistake No. 23: You don’t stress your order preference.
If readers can either fill out an order form or order by phone, and your prefer one over the other, tell them several times in your copy. When you mention the two ways together, mention the preferred method first (“Phone is now or mail the order form”). In addition, highlight the preferred method visually with large, bold type, or show a picture of a phone to indicate you want phone orders.
Mistake No. 24: you use long, complicated sentences.
Short sentences are easy to read. They lessen reader resistance to your message. Long, complicated sentences turn readers off, as do long paragraphs..
Mistake No. 25: Your tone is too formal.
The most effective copy is conversational, as if you were speaking face to face with a single reader. Don’t talk down to readers. Treat them as equals.


Visuals
Mistake No. 26: You lack a provocative visual idea.
Your ad needs a dramatic visual to help readers absorb and remember your message. Without that idea, your ad lacks impact.
Mistake No. 27: The visual features your product when something else would be better.
To be effective, your visual must be related to the main benefit. If your main benefit is time savings, feature a stop watch instead of your product. Include the product as a secondary element, or put it in a smaller photo somewhere else in the ad.
Mistake No. 28: You don’t use people in your visual.
Photos with people pull better than photos without them.
Also, a person doing something works better than a person standing passively. The activity encourages action by readers..
Mistake No. 29: In a computer ad, your screen simulations just fill space.
Use simulations to demonstrate a benefit. Make sure that they are clear and clean-looking.
Mistake No. 30: Your visuals don’t have captions.
Captions multiply the powers of you visuals. Never miss an opportunity to convey some important message to readers.
Mistake No. 31: You don’t highlight your toll-free number.
Make it easy for readers to say yes to your offer. Add emphasis by making the number larger than surrounding copy, or use color, or surround it with a lot of white space to make it look more important.
Mistake No. 32: You don’t use graphic emphasis devices.
These devices direct readers’ eyes to key parts of your message. They include: underlining or circling key words, bullets, indenting paragraphs, subheadings, and parentheses.
Mistake No. 33: You don’t include a visual of your product.
Use a photo of your product to heighten readers’ identification when they see it in a store. Show it as readers will see it at the point of purchase.
Mistake No. 34: You use a drawing rather than a photo.
Photos outpull drawing, because readers respond better to the realism conveyed by photos.
Mistake No. 35: Your photo is too small.
The impact is greater with a large photo. Ideally your headline, copy, and photo should each take one-third of the ad space.
Mistake No. 36: Your company logo is prominent.
Readers don’t care about your company logo. It’s an ego builder, and it doesn’t belong in selling ads..
Mistake No. 37: Your black and white photo looks washed out.
Photos are just as important as the copy. Use a professional photographer and approve all photos before the ad is completed.
Mistake No. 38: The quality of your black and white photos is inconsistent.
To readers, that means your company is not reliable. When composing an ad, have all photos done at the same time by the same photographer.
Mistake No. 39: you use too much reverse copy.
Use reverse copy---white letters on a dark background---in moderation. Reverse ads stand out, but more than 100 words in reverse makes your copy less readable.
Mistake No. 40: You colors are not functional.
Colors are functional when they highlight important parts of your ad. Don’t use color merely as background. Feature your toll-free number, your guarantee, your headline, or all three..
Mistake No. 41: You’re number one, but you’re running a black and white ad.
If you’re number one, go with a four-color ad. Otherwise, if a competitor gets a professional four-color ad, they’ll look like number one and steal your customers. The extra cost is worth it.


Mistake No. 42: You use weak colors.
Strong colors draw out positive emotions from readers. Dark red, dark blue, dark green, dark brown and black are the strong colors. Pastel colors make our message seem weak and ineffective. Even if readers can’t say why.
Mistake No. 43: Your headline is not visually forceful.
Use thick, black letter or another strong color. Avoid scriptlike letter that make your message appear weak.
Layout
Mistake No. 44: Your ad is cluttered.
Cluttered ads increase reader resistance. Devote one portion each to headline, copy, photo, and order form (when appropriate). Don’t insert copy about other products and services just to fill up space..
Mistake No. 45: Your layout is symmetrical.
Balance can work against you. You don’t want to left side of your ad completely balanced with the right side. You want things out of kilter a bit, with more ad components on one side or the other. It doesn’t matter which side. The out-of-kilter ad stimulates reader action.
Mistake No. 46: Some of your copy slants at a 45 degree angle.
The reader has to do more mental work when copy slants at any angle. One big word at 90 degrees is okay, but blocks of body copy should be horizontal.
Mistake No. 47: your headline gets hung up in the gutter, where two pages meet.
In a two-page ad, put your headline entirely on the left page. You’ll avoid getting part of your message stuck in the gutter and rendered unreadable. You’ll also avoid a headline that doesn’t line up from page to the next.
Mistake No. 48: Your order form begins with price information.
Price information creates reader resistance. Make it easy to respond: use a brief version of your main benefit as an order form headline.
Mistake No. 49: You don’t include an verbal order form.
Don’t tell readers to “Write your name and address” on a piece of paper to mail in. Do the work for them by providing a coupon.
Mistake No. 50: Your order form is not a selling device.
Sell on your order form. Offer a savings for ordering more now. Offer dollars off for a response within 10 days. Keep readers motivated.
Mistake No. 51: Readers have to do some figuring on your order form.
Never ask readers to do arithmetic. Some of the most sophisticated mathematicians cont do simple arithmetic. Others thing it’s too much trouble. Arithmetic kills sales. Either do the arithmetic for readers or rearrange your offer.
Mistake No. 52: You don’t key your ad.
When you place two or more of the same ad, put an extra number, letter, or suite number in your address to indicate the origin of the response. The next time you place ads, you’ll know where to focus your dollars.
Mistake No. 53: Your address marks you as an amateur.
Don’t use a post office box. Get a street address. Even if you have a post office box, use the street address, then substitute a suite number for your post office box number. Image sells.
Type
Mistake No. 54: you use sans serif type for your body copy.
Sans serif type is lettering without the little feet on the bottoms of certain letters. Serif type gets a better response because it’s more readable. San serif is ok in headlines and short blocks of copy, but for more than 100 words, use serif type.
Mistake No. 55: Your body copy is too small.
The ideal point size in 10 to 12. That results in the highest readability for your body copy. Point sizes outside that range slow readers down, making them read unnaturally.
Mistake No. 56: You use more than one typeface in your ad.
When you do that, your ad looks cheap. Use a consistent typeface throughout. Headlines can be in another typeface if you desire.


Placement
Mistake No. 57: Your ad is visually dominated by another ad on the same page.
Avoid this by becoming the dominate advertiser. If your ad is black and white, ask that no color ad be placed on the same page. Or ask for the dominant position---top half or the page. For a quarter-page ad, ask for the top right-hand side of a right-hand page. The ultimate dominant position when you don’t have a full page ad.
Mistake No. 58: You forget to watch your backside.
The advertiser behind your ad has an order form that needs to be clipped. Once that’s done, your message is ruined.
When you place your ad, ask that no coupon ad be on your backside.
Mistake No. 59: You copy a competitor’s style.
The first company out with a style or a marketing idea tends to gobble up the lion’s share of the business. Don’t be in awe of a competitor because it’s bigger that you. Set your own trends.
Mistake No. 60: You’re butting heads with the competition.
Most multiproduct ads look alike. Don’t be one of the gang. Instead, make a niche for yourself. For example, become known as the modem company. Readers prefer specialists.
Mistake No. 61: You become a slave to these rules.
Don’t let these rules become a straitjacket. It’s okay to violate them when you know how. If you can think of a message so compelling that it grabs attention and pulls well, go for it. With practice, you’ll know when you have a winner.
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