Advertising Self Analysis









1 (Poor) to 5 (Excellent)
	Principles of Advertising
	1
	2
	3
	4
	5

	Reader Gravity
	
	
	
	
	

	Headline
	
	
	
	
	

	Avoids ‘Solution’
	
	
	
	
	

	Typography
	
	
	
	
	

	Substance
	
	
	
	
	

	Gets to the Point
	
	
	
	
	

	Talks to ‘You’
	
	
	
	
	

	Spells out Benefits
	
	
	
	
	

	Specificity
	
	
	
	
	

	Call to Action
	
	
	
	
	

	Powerful USP
	
	
	
	
	


Principle


Explanation
Reader Gravity
Does the ad or letter synchronise reader gravity (top-left to bottom-right) with involvement gravity (picture to headline to copy to call-to-action)

Headline
The headline is strong and appealing

Avoids ‘Solution’
The headline, in particular, avoids the word ‘solution’ or something just as meaningless

Typography
The copywriting is not hard to read, and is probably black on white

Substance
The ad or letter has enough in the way of selling material to make a clear pitch and deliver major selling points.

Gets to the Point
The ad or letter does not waste time at the beginning but gets to something appealing quickly.

Talks to ‘You’
The ad or letter uses the word’ you’ to draw the reader in; for instance “you will learn” rather than “people learn”.

Spells out Benefits
The ad or letter translates features into clear benefits, rather than leaving this translation up to the reader.

Specificity
The ad or letter is specific in claims rather than using generalities which may be discounted by the reader as not accurate or believable

Call to Action (CTA)
The ad or letter asks for the sale.

Powerful USP
The ad or letter clearly features one.

The illustration on the left shows reader gravity.  The illustration on the right shows an ad which synchronizes reader gravity with involvement gravity…
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