Secondary ads led by the Daily
Exprs wih s nage eadershi spead over
a broad cross section of the population, are
also aimed at raising tourist as well as first
class sales. An interesting point about the
aily Express ads, explained for CLANSMAN
'y U-C advertising manager Mike Paul, is
that we are analysing the effect of a serics of
balf pages against that of 1l-inch three-
column spaces in the same newspaper.
These black and white “joy ride” ads,
in three newspapers, carry coupons for
readers’ replics, cnabling U-C to identify
e paper and the date o isercion when the
Sourons come bk 19 Raaherwick House.

“huk-mgc ot s o the s sating
day series,

For a company with a limited advertising
budget approsching a high class cstomer

U-C b number of well-placed
speciacular ade—the. Tomes colour
this case—pays off better than dispersing
colour advertising in a wider range of media.
Nevertheless John Andreae and his team
s it s casential to kecp up the advertising
pressure throughout the year. So the overall
campaign, including the black and white ads,
is timed to run right thro

“Wetejuataotlecing pwpk forget about
our regular service,” says Andreac, W
Keen to stay in touch with the o of
those who st travel, year-round, for
various common social or business reasons.

them, Union-Casle now ofes one of
the worlds few remaining alternatives ©
nomy class s travel People donl

necesary clip ads” Andrese reckons, “s0
casily as they rem at_ they see in
the papers.” The e ot 37 siling doy ads
(eight-inch double co]uml\s/ in The Times
has @ regularity and frequency almost as
unusual as the mailship service itself.

younger medels inthe ew seres o pctues

he mood shots in the colour ads were
aimed at a clentel in the 30» ags bracke,
and a young group of models was chosen

Getle and buck i SA Vaalyshooting deck
and interior scenes. The creative team ha
wrked on previous U-C ads and knew in

advance what they co
“The renuling shos uscd in the coloue s
ed b

hip ns—lying on
deck in the sun, lazing over tea in big
lounge chairs, taking a sunset drink by the
ship’s rail. The copy used with them reflects

enquiries for accommodation in the peak
periods of winters ahead.
few worri

> he
cssential musage Tneough o, the. pebie,
that March to Sepember really is a good
time t0 go to South Africa.’

CLANSMAN

W Below: typical of the 1973 “joy ride’ ads, carrying coupons for the convenience of newspaper
readers. The deck shot used in this black and white ad is a version of one of the colour photographs
used in Union-Castle’s current whole-page colour advertising (unfortunately not showon here
because of the limitations of CLANSMAN production).

If you're going to Southern Africa, why not
enioy every mile of the way here th casy going
comfort of an ocean voyage with Uni
Tesa dream ofa boluday n sel with 13
(t0 Cape Town) of sea going pleasures and
lemuel\, gooa living. And no baggage problems!
it fares start from as litle as £159—

ports. Ask your travel agent ot post the
coupon for further detais.

h, London WIX 4AN. Please send me deails o fares
and sailings o South Af




