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Why national or brand advertisers have been 
reluctant to use classified media as an 

advertising medium to date? 



Gritti Partnership

• Predominately a classified agency
• Clients span the classified sectors of 

property, travel, publishing, finance and 
fashion

• Full service marketing agency with 
departments specialising in production, 
PR, advertising, media, digital services, 
and branding 



Why national or brand 
advertisers have been reluctant 

to use classified media as an 
advertising medium to date? 



So where does an agency start to 
build brands/plan advertising



Mystery of the media agency
• Who?

What is the brand audience and how can we best define 
them?
Can media refine the definition? 
Can media be the audience definition?

• How, when and where?
How should we reach our audience? Which media do 
they prefer and how do they consume it?
How does each medium interact or relate to another?
How many people do we need to reach and how often?
When, where and under what circumstances do they 
consume these media?



Changing media landscape

2121National daily and Sunday 
papers

5,400+2,000Business magazines

2,600+1,300Consumer magazines

200+28Commercial radio stations

100+1Commercial TV stations

19991982



Our approach
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Media Vehicles?
Consumer and Lifestyle Magazines
- Conde Nast
- Architectural Digest
- ‘In-Flight’ publications
- What House?
- Vanity Fair
-Cosmopolitan 
-Vogue
-Marie Claire

Regional Press
-Western Daily Press
-Manchester Eve News

National Broadsheets
- Property Supplements
- News pages
- Cultural section
- Lifestyle reviews
- Business pages

Customer Profile

Target MediaBusiness Press
-Economist
-Spectator 
-Investor’s Chronicle

International Property Media
-South China Morning Post
-Wall Street Journal 
-Identity Magazine
-Gulf News 
-International Herald Tribune

Radio
-Classic
-Magic 
-The Today Programme
- In Business
- News

Television
- CNN
- The Money Programme
- Bloomberg
- BBC Worldwide ‘Fast track’

On-Line
- FT.com
- Reuters
- Property Websites



Problems you will encounter
• Lack of understanding from the agency of the classified sector.
• Some agencies just don’t want to understand.
• You don’t work off their common denominator for calculating 

audience reach.
• More often than not the person you sell to is not the person who

makes the final decision.
• TV is the ‘holy grail’ of brand/national advertising.
• Time spent in planning such a strategy, usually lengthy title list.
• Lack of understanding your brand, its worth and how to utilise it.
• Creative.
• Research.
• Knowing how to communicate with the agency.



Can the classified market increase its share 
of brand/national advertising?

• If you encounter resistance from media agencies ignore 
it. Go to the client direct.

• If they have answered the question asked previously 
then you should have the information to go direct to the 
client. 

• Do not be affraid of the agency. They should research all 
possible communication routes.

• Value your brand. It has real value and if you are 
convinced it can add value to the clients brand then go 
for it.

• Recommend that to build your section with national 
brands that you start with an agency that understands 
the classified marketplace



Preparation

• Think what can my brand do for your brand? Know what 
you have in your product.

• You have an established brand with real value. 
• You must realise your brand values before you can 

successfully sell to another.
• Classified is an unknown quantity for most 

agencies/national advertisers.
• Can you prove that your brand can assist in increasing 

sales for my brand?
• You should already know and if not establish quickly 

who, how, where and when the client is advertising to.
• Remember classified is an established sales market.



What is a brand?
• A brand is a reflection in the way the company 

visually represents itself
• But a brand is also the way the company talks 

about itself
• The channels the company uses to talk to its 

audiences
• Philosophy and practice behind investment 

decisions
• Responsiveness to developments in the 

marketplace



Your brand
• Most clients and agencies should know of your brand but 

probably will not know it’s value. It is not just about the 
circulation numbers any more.

• It is not just simply about selling advertising space. This 
is not your brand value. You have invested a lot of time 
and energy in building a relationship with your customer.

• You are one of the few mediums that can reach the 
consumer at the point of sale. 

• You might have to invest in your brand to achieve the 
standout your are looking for with the client.

• If you are looking to launch or add to a classified section 
then look at where and what the competition has done.



A successful classified brand 
launch in the UK
Associated Newspapers

Homes & Property 
Property extension to the London 

Evening Standard





Homes and Property
• Evening Standard launched Homes and Property about 

7 years ago. But didn’t just lift the advertising out of the 
old classified section. They created a new environment.

• First stand alone property supplement launched to allow 
additional classified space in the main newspaper.

• Now copied by most national classified departments.
• Has established itself as a stand alone brand within 

Associated
• Allows brands and advertisers to talk to its readers in 

many different ways. Allowing brand extension. 
• Investment has continued within the product.







Better Response through exploiting media brands

The power of partnerships

credibility by association



Advertorials







Classifications
• Know what the brand/sales influences are.
• Brands are not the over-riding influence within 

the property market. Price and location is. 
Branding will help within the immediate 
marketing area.

• Brand investment in new motors is tremendous 
but how does this translate into the second hand 
car market.

• Travel can be.
• Recruitment  should be.



Prepare now and you will be in a 
strong position

• We identified earlier the massive fragmentation of media. This will 
only get worse for agency and client alike.

• Agencies have identified that the new consumer has waning brand 
loyalty. This is due to the scarcities of time, trust and attention.

• The web will now allow you to compete better on creative terms with 
other mediums. Walking, talking colour.

• Customers will go to those sites that have brand identity, which you 
have already established.

• Don’t be threatened by client owned websites. Allow them to 
advertise in your publication and website. This will help your 
relationship with your customer.

• On-line creative systems will only aid in the development of your 
site.



Better ways to work

• More direct client contact.
• Initiative routes to your publication – it doesn’t 

always have to fit the usual advertising concept.
• Remember the client is trying to improve sales.
• Invest in strong sales staff who have commercial 

sense. 
• Be more vocal about the merits of classified 

advertising.
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