[image: image1.jpg]




[image: image2.jpg]


Bluffer’s Guide…to Inserts!
· Inserts are between 4-8 times more responsive than a press advert, depending on the genre 
· Protect your response rate and buy inserts on a solus basis – inserting your piece when a competitor is in the same issue competes for the same “share of wallet” and can reduce your response rate by 50% 

· Research from the DMA Insert Council has shown that typically 52% of insert response is driven online, with some advertisements prompting online response as high as 70%. 
· According to latest figures available, 5.1 billion inserts were placed in the UK in 2008 
· They can be targeted on a TV regional basis, thereby reducing audience wastage by only running in your best regions 
· For an additional charge, some publishers can be even more granular & target specific towns on a wholesaler basis 
· Test, refine & roll-out is the insert mantra – testing 50k-100k inserts in a title will give you robust enough results to see how a title performs 
· A5 single sheet, 20grammes or less is considered a standard format that will be accepted by the vast majority of publishers without an issue 
· Insert pieces that are too small / big / no leading edge can not be machine inserted and could be subject to cost of hand insertion, which will be detrimental to the overall efficiency of the campaign 

· Ensure performance is tracked correctly by allocating each title an individual telephone number or code as a means of response 
· Repeating response details such as phone number and web address on every page to uplift response 
· By reducing the paper stock the insert is printed on, even just marginally, could save thousands of pounds and improve the overall efficiency of the campaign 

· Loose, bound-in and to some degree tip-ons, are all variations of inserts 
· Loose inserts are inserted, as the name suggests, loosely into publications 
· Bound-in inserts are stitched into the magazine & will not fall out 
· Tip-ons are inserts gummed to display page that has also been bought 
· Inserts can be placed into newsstand or subscription (subs) copies of magazines 
· Subs copies are typically around 3 times more responsive than newsstand, however there’s likely to be postage costs factored into the price 
· Third party inserts allow an advertiser to piggyback products that have a synergy with their own.  The formats are; 

· Product despatch – your insert is placed in with goods that have been recently purchased.  E.g. buying books from Amazon 
· Statement mailings – the insert is placed in with the customer’s monthly statement.  E.g. receiving an MBNA credit card statement 
· Brochure mailings – the insert is placed in with the most recent brochure the company is sending out.  E.g. receiving a mail order catalogue 
· If you are selling mail order products via inserts, ensure you are a SHOPS member with the logo clearly visible as some publishers, such as Associated, will not carry you 

· SHOPS – Safe Home Order Protection Scheme 
· Typically a newspaper will require delivery of inserts about 7-10days prior to insertion, a magazine 2-3 weeks and a 3rd party programme 4 weeks 
· Minimise deliveries – plan campaigns to deliver inserts in bulk 
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