Brides are big business

If your sales staff includes a member of the feminine sex, suggest doing a Bridal Edition and watch her eyes light up.


There are two main schools of thought about how to do bridal editions - straight ads, any size accepted, with lots of stories about weddings, flowers, music, and such, and pictures/cutlines in only a couple of sizes. I’ve done both, and find the picture/cutline way easier to sell and far more profitable.


Basically, it works like this: one or more couples who are to be married are enlisted, and photographs are taken with them and various merchants. The cutlines explain that Bill and Sue are shopping for furniture at Acme Furniture, talking over banking at First National, or looking at a car at Hometown Ford. The picture runs half-page tabloid or quarter-page broadsheet, minimum, at regular rates.


Almost every business is a prospect, whether wedding-related or not, from beauty parlors to service stations. Insurance agencies and real estate firms are near the head of the list, and banks and large grocery stores almost never say no. Don’t forget, either, such places as florists, formal- wear rentals, photographers, caterers, and everyone directly connected with this particular couple’s wedding.


To get started, first make contact with your nearest commercial photographer that specializes in weddings. Explain what you are doing, and enlist his aid in picking the couple. Chances are quite good that he has several who will be married around the time you want to publish the section. You can probably make a deal with him to take the pictures in return for ad space, too, which will cut your costs considerably and insure top-quality pictures.


If you have a large number of prospects to cover in the same line of business, it might be well to have two or more couples. After all, the same couple wouldn’t be likely to be opening accounts with three banks, or buying insurance from four agents, would they? The couples are not likely to want to be paid for their efforts, by the way, but it would be a nice touch if the paper gave them some sort of gift to show appreciation for their cooperation.


It is handy to have some sort of sample to show when the selling starts. If you can’t come up with a sample from another paper, you might have a dummy made up, using a shot of the photographer or your publisher with a couple (not necessarily the one you are going to use).


Point out to the advertiser the high readership this section will have (it will be high - women love brides), and also that the paper is going to print extra copies that will be given to everyone who runs an engagement picture in your paper, so that results will keep coming in long after the section has run. Make sure all prospects are covered; a letter announcing the section, sent before the sales call, might just lead to more business than you would believe.


Let the photographer schedule the picture-taking. He can work it around with the couple and the advertisers as necessary, and that takes  much of the load off you.


Most papers I’ve seen run the section solid, with only enough copy to fill out the required number of pages, although some like to include helpful hints and stories to the tune of about 25%. It can be an additional selling point if you do use copy, but this is a pretty strong promotion as it is, and you won’t have a lot of turndowns, even at the price you are charging.


Don’t be bashful about making your pitch for these quarter-or- half-page ads. Even an advertiser who hasn’t run anything larger than a 2x5 before will go for this deal if you sell him on the benefits. 



If you can’t show him how it will benefit him, any price is likely to be too high. Let me emphasize, you do NOT need to discount your rates or settle for smaller ads; that’s not the way to make it a better or more profitable section.


As I said, this is a strong promotion. Even a small paper should be able to come up with 12 to 16 pages tabloid, and larger weeklies and dailies should do even better.


After you’ve run the section, give the pictures (they should be 8x10s) to the advertisers. They’ll appreciate it, and this will ease the sales effort for next year.


The section doesn’t have to run in June, by the way. Almost any time of the year is good, and you can point out that the section is timed to hit just at the time that brides are beginning to plan their weddings, rather than at the time they are about to get married and have already made all arrangements. You can find a reason why any time of year is right, if you look hard enough.

Nick Murray began his newspaper career in the family business in Kentwood, Louisiana, where he began selling newspapers on the street corner as a young boy. This strong salesmanship and love for newspapers has followed him through the years as the owner of different publications across the US and as a successful consultant helping newspapers increase ad revenue. Now back in Kentwood, Nick is doing a bit of consulting and keeping his guns oiled for another campaign. Murray is available for consultations, suggestions, and talk about the old times at 985-229-2244 most times.
