
Mad men
Three advertising experts share advice on spreading your

Social media is generating a lot of buzz
these days, but traditional forms of media
remain effectiw tools to prcmote your
business or organization, according to Dean
Ruecken, omer, Ruecken Advertising
md Public Relations LLC.

"Know what your message is, who
your audience is and determine how to 8et
your message to your audience," he said.

"Figure out which one is most cmcient and
economical to get your message to your
audience."

Advenising and marketing experts
agree that traditional media still has a place
in today's social media-dominatcd world -

if conpanies choose the right tools for the
right reasons,

Ealance is key
Ed Mitzcn, president, FingerPaint
Muketing, Inc, believes thcre should be
a balance between traditional media and
social mcdia when it comes to prcmoting

one's business.

"I rhink it's imponant thar companics
realize the best advertising is integnted
across many mcdia as you can afford to
reach your audience," he said. "It varies by
what you're trying to scll, who your target
audience is and where thcy congregate."

A restaunnt, for example, might use
billboards or prinr media to communicate
its mcssage where consumers would notice,
while a tourist locadon should advenise in
seasonal publications to attract visitors.

"Tnditional media is effective, it
works," Mitzen said. "Television is more
e$ensive, but it definitely has its place.
Your nessage needs to be consistent across
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platforms to get the most bang for your
buck, and you necd to be consistent in your
lerel of promotion."

Online marketing is ellective, bur a
company shouldn't adwnise online entirely
to communicate i8 message.

"Some companies that do internet
marketing spcnd their lives exclusively on
the internet," he said. 'They lorger thal
peoplc still rcad print publications, watch
tclevision, listen to the mdio and drive by
billboards. People live outside of the web,
and that gets ignored."

Although traditional advenising isn't
going away, companies may need to shift
their focus as newer forms of media gain
popularity.

"Print is an arca that ha been
scrutinized over the yean, but there's still a
place lor it, iI ir's done prcpcrly," he said.
"There's a trend towand more digital, morc
mobile lorru of communication. You need
to rcach your audieirce wherever they are.
People use iPads and iPhoncs, so make sure
your ads arc also there. Traditional media
still has a place becau* it does work, a long
o it's in concen with what you do online "

Mitzen recommends using an
advertising agency with the expenise to
communicate onc! mcssage.

"Choose an agency that knows what
it's doing when it comes to building brands
and developing messagcs lor advenising,"
hc said. "You can tell when an ad wo
done by the oMer of the company or
someone in-house who doesn't have the
right knowledge base. Itt going to be highly
unlikely that you're going to develop the
right t}?e of ad that way."

Synergy in media
Nick Madelone, president, Millennium
Business Commuications, sees a
synergy beveen traditional media and
social media.

"taditional forms of marketing are
still very valuable in promoting new forms

of mcdia," he said.

Millennium recently launched
a mobile dircct rcsponse division
called Binary Communications, which
incorpomtes traditional forms of
marketing,

"We foresee traditional marketing

bcing included," Madelone said. "For
example, we're launching a mobile dialing
code for a mesothelioma attorney, in

which a person can dial **MESO and

talk to somebody at a call ccntcr to get

more information, or click on a link to a
mobile websitc, Wc promote that through
numercus traditional marketing channels,

such as tclcvision, radio od print ads,
md we're also promoted it through social
media."

Madelone recommends a multi-
faceted approach to promote one's
company.

"Depending on your specific product,

know your dcmographic and focus on your

target audien@ as much as possible to
have a targetcd, direct campaign," he said,

"It really depends on the qpe ol business
you'rc in and who you're trying to reach,
The longer your ad runs on relevision or in
print, the more eflective it's going to be,"

Digial billboards are a growing trend,
Ivladelone noted. "They're flexible and you

can change thc message as often as yor
want," he said.

Millennium has also gonen involved
with cinema advertising, in which
commercials are shom in movie theaten
prior to the leamre presenbtion.

"You haw a captiw audience and a
large mount of people watching," he sald.
"If it s a prcducr rhar applies to a lor of
people, it m be cost-effective. You can buy
one for a theater chain and get advenising
at multiple theaten."

Pictures are panicularly effective,
no mafter what the medium. 'Anytime

you cm show video, through YouTlbe or
on television, tlat's the most impactful,"
Madelone said.

Great outdoors
Dean Ruecken sees tremendous value
in tmditional media, including outdor
advenising,

"It's still eflective for the right
client, but you need a simple, short,
bold message," he said. "With people
bcing a mobile as thcy are, the ability
to strategically place adwnising can be
effcctivc,"

Outdoor billboard advertising does a
greatjob with top-of-mind awareness, and
digital boards are even more effective.

"They'rc a great way to drive people
to your website," Ruecken said, "You can
adjust thc lumens depending on the time
of day and change the brightness of that
panicular board. Most municipalities are
limiting the number of new billboards
being installed, so this is a whole new
opponuniry to have one board in a location
for eight different advcrtisers."

Companies must clearly define who
they're trying to rcach beforc deciding the
best way to reach them.

"Every potential adveniser has to
consider thc boic mcssage," he said. "Not
every adrertiser has an audience that's
appropriate ior outdor or television
ad\etrising. or ha the general public as
thcir potcntial consumer Spend your
dollars wisely, md try to reach your
audience multiple times. It's all about
reach and frcqucncy; what percent of your
audience are you reaching and how often
are you reaching them? Not every purchase
is a sponhneous reaction to an ad. It's
about repctition, top of mind awareness
and creating a bmnd." .
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