
Alcatraz.
Inescapable.

alcatrazcruises.com
415-981-ROCK (7625)

Buy tickets from the official source
for guaranteed lowest prices!

© John Fleck photography

Frequent daily departures from Pier 33, Alcatraz Landing.
All tickets include cellhouse audio tour,  available in 11 languages.

/AlcatrazCruises @AlcatrazCruises

Best View on the Wharf

Taylor @ Jefferson Streets

10% OFF
Y O U R  N E X T  P U R C H A S E
May not be used with Lunch Combos, 2 for $25/$30/$35 
menu, or Kid’s Menu. Dine-in only. Not redeemable for 
cash. Void if photocopied, scanned, digitally reproduced 
or altered in any way. Valid only at 2770 Taylor Street in 
San Francisco, CA. Void everywhere else. 
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The best San Francisco views, inside and out. 
Buy tickets onsite or at sfmoma.org.

Chaperon is a FREE, comprehensive, multilingual guide to San Francisco designed for foreign visitors unfamiliar with English and local customs.

CHAPERON White Papers

Nov.2017

1 Use plain English—NOT slang
Plain English translates best across 8 
languages. Whereas slang often doesn’t 
translate at all.

2 Know your objective 
Identify the primary purpose for your ad. 
The purpose is typically to create aware-
ness of your brand, or to focus on imme-
diate sales or bookings. 

3 Remember your brand 
The branding, messaging, imagery, and 
style of your print ads should match 
your other promotion channels. Your ad 
should match your website, email blasts, 
digital ads, printed collateral, and other 
elements. Staying on brand helps with 
effective cross-promotion. Your specifi c 
call to action may change but it should 
lead to the same end-goal.

4 Imagery is important
Whether it is a colorful graphic, illustra-
tion, or photography, the image of your 
ad is what will grab the attention of your 
potential customers. If you use photog-
raphy, invest in high-quality profession-
al images. Stock images are okay, but 
photography specifi c to your business is 
always preferred. 

5 Make them feel
Both the design and copy of your ad 
should appeal to viewers on an emo-
tional level. This is the most straight-for-
ward way to inspire desire. 

HOW TO CREATE EFFECTIVE PRINT  TRAVEL ADS



GHIRARDELLI.COM

*Cannot be combined with any other discount or coupon.

BUY ANY GHIRARDELLI SUNDAE,
RECEIVE A FREE CHOCOLATE BAR

 Ghirardelli Square 
(3 Locations)

900 North Point 

Westfield SF Centre 
845 Market St. 

(Near Food Emporium)

Palace Hotel 
2 New Montgomery St.

SAN FRANCISCO LOCATIONS

hornblower.com • 855-538-7557
SAN FRANCISCO  •  BERKELEY  •  NEWPORT BEACH  •  MARINA DEL REY  •  SAN DIEGO  •  NEW YORK 

DINE ON THE BAY
Brunch, Dinner and Holiday Cruises

Come fly with us!Come fly with us!
SEAPLANE TOURSSEAPLANE TOURS

See the Golden Gate, Alcatraz, the

San Francisco skyline and more, all from the air!

Chaperon is a FREE, comprehensive, multilingual guide to San Francisco designed for foreign visitors unfamiliar with English and local customs.

CHAPERON White Papers

Nov.2017

6 Be authentic
Copy and imagery that seems real to your 
audience will be engaging and they will 
be more trusting of your brand. You can 
even incorporate user-generated-content 
into your advertising, with permission, of 
course. 

7 A clear call to action
Advertising 101! Create a compelling but 
simple call to action. The call to action 
should circle back to the original objec-
tive of your ad. 

8 Track and measure your ads
Tracking is not always possible or appro-
priate with print ads. But when there is 
any opportunity to track effectiveness, do 
so. 

Different ways to track your ads include:

• Deals or offers – deals that can be redeemed 
over the phone, in-person, or on the website 
using a specifi c promo code

• Trackable phone numbers

• Vanity URLs – yourbusiness.com/summerfun 
can be tracked in your website analytics. Only 
use QR codes for markets with high penetra-
tion (China and Japan). 


