Ad Designers
Shouldn’t
Assume That
Ticket Buyers
Will See
Entire
Campaign

by HENRY RUDDLE

Campaign My@pia

he Vancouver Opera launched its
1996 season with a brilliant,
J exciting, attractive advertising
campaign which emphasized the gut
emotions underpinning all great operas.
Any potential ticket buyers who saw (and
remembered!) all six ads would have had
little choice but to attend every show.
Unfortunately, any potential buyers who
saw only the season overview ad (top left,
page 13) may have been confused. The
soap-opera-type activities highlighted —
lust, greed, seduction, deception, envy and
death — are disconnected from the season’s
offerings and not clearly related to one
another. The ad’s main problem is its stark
visual contrast between the large words
above and the details of the season below.

All of the other ads in the series did a
better job of visually linking the show and
its main characters with appropriate key
words (bottom left, page 13).

For the ads’ designers, it would have
been easy to see the direct connection
between the five show-specific ads and the
season overview ad (probably designed
last). Yet, for readers, without the benefit
of seeing all six ads laid out on the table
before them, the overview ad failed to pack
much of a punch. In the revised version
(top right, page 13), the elements have
been integrated in a manner more consis-
tent with the design features of the other
five ads, making it a more appropriate
prelude to the rest of the campaign. K1l
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Arts Reach professionals team with experts at Applied
Decision Analysis, a cutting-edge market research
firm, to provide solutions to your most difficult problems
in the marketplace so that your dreams come true.
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very Arts Reach subscriber is entitled to a free
newsletter or print ad consultation with Henry
Ruddle, our newsletter and print ad expert. An
average consultation lasts a half-hour and is a $200 value.

Send samples of your newsletter or ads to Arts Reach and

make sure to indicate that you want to discuss them with
Henry. He will call you to set up a convenient time for the

The problematic
season summary ad.

The vertical layout used in the ads for each show (below left)
establishes a useful two-column format, while also providing
visual tension by constrasting with the horizontal round-
cornered box and black foundation anchor. The format works
well for the all-season ad as well, even without a dominant
graphic (a part played here by the provocative words).

The “Vancouver Opera Season 1996-
1997” heading is not necessary (and
dulls the impact of the large words).

The key headline
needed visual
relevance.

eg)eceptlon

Just your typical
night at the opera

death

SEDUCTI ON

THE MARRIAGE OF FIGARO by Mozart
Q.E. Theatre OCT 19+2224+26+28 1996

° - Preview: October 17
JENUFA by Janécek
Q.E. Theatre NOV 23+26°28°30 DEC 2

SPONSOrE

SUSANNAH by Floyd
.E. Th FEB 1°4°6°8°10 1997
Q eatre ﬂlﬁ

TURANDOT by Puccini -t
Q.E. Theatre MAR 15°18°20°22+24+27°29

THE MIKADO by Gilbert & Sullivan
Q.E. Theatre MAY 10°13°15°17°19°22+24

media sponsors
BASS-BARITONE BRYN TERFEL
in recital OCT 27, 1996 at the Orpheum Theatre.

he Ymouer S
Presented in cooperation with the Vancouver Recital Society ':I:" = TI'-'E‘I'"

SHENYANG PEKING OPERA
performing FEB 21+22+23(matinee)1997 at the Q.E.Theatre. E-E

Presented in cooperation with Ballet British Columbia e

TO SUBSCRIBE CALL

096830222 @B

SUITE 500 - 845 CAMBIE ST

PLAN TO RESERVE YOUR SEATS EARLY! VANCOUVER, BC V6B 429

The phone number was
hard to find. By placing it in
the black anchoring strip at
the bottom, it becomes
more prominent.

The sponsors were getting
lost in the black background,
squeezed between the show
dates and the ad border.

free phone consultation. This could easily result in
thousands of extra dollars for your organization in
extra attendance and/or donations. Please send your
newsletters or print ads that you would like to discuss
with Henry to:
Henry Ruddle, Arts Reach, P.O. Box 3393
Half Moon Bay, CA 94019 ul] |
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