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Sometimes an ad concept is solid, but something is wrong in the execution. Maybe the headline is poorly written. Or the font is not legible. Or the call for action is not specific enough. A tweak here or there could fix the problem. 
On the other hand, occasionally we run across an ad that defies common sense. Consider a recent ad which ran during a week in which a number of colleges were having graduation ceremonies. In big, bold letters, the headline read, "Congratulations Graduates! Now is the perfect time to buy your first home." 
What in the world was that real estate company thinking? They must be doing something right, because according to the body copy, they have been in business for a number of years. But, in my opinion, their message clearly targeted the wrong audience. In addition to running an ad that was likely to produce no legitimate inquiries, they presented themselves as being completely out of touch with reality. How is graduation a "perfect" time to take on home ownership? 
Of course, a large percentage of first time home buyers are graduates. But for new graduates, there are dozens of other things that rank higher than home ownership on the priority scale. A job, for example. 
If an ad doesn't aim for the right audience, it is destined to fail. First time homebuyers represent a good niche audience for a targeted message. But in this case, it is a mistake to narrow the niche so drastically that few, if any, of the people in that niche can buy what is being sold. 
If you're trying to sell houses to young people, at least try to reach them after they have been working long enough to make a down payment and qualify for a loan. And if you're trying to sell parents on the idea of buying houses for their children, talk to them about how they and their sons and daughters can benefit from owning instead of renting. Write the ad to the parents, not the kids. 
Here's a simple rule for creating effective advertising: Send the right message to the right audience. 
One of the advantages of the print media is the fact that different advertisers can use the same issue of the same paper – sometimes the same page of the same issue – to target different audiences. At this moment, people who want new cars are reading your paper. People who want landscaping services or tires or tuxedos are reading your paper. And yep, first time homebuyers are reading your paper. 
In today's 24/7 communications world, where consumers are bombarded with thousands of commercial messages from every angle, the one thing that will move them is relevance. No matter what you're selling, it is crucial to meet your target audience on their level. Understand them. Then communicate to them – clearly and simply – how your product or service can improve the quality of their lives. 
Send the right message to the right audience. That's Advertising 101. 
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