PROGRAMME ADVERTISING
first started collecting non-
League programmes in the days

I they were called amateur pro-
grammes, which was probably a more
apt description. My club Bromley’s
was typical. It featured the overpow-
ering smell of freshly Xeroxed pages
which were mainly filled with words
from our autocratic chairman, complain-
ing about the most recent heavy loss being
down to inept officials and his useless man-
ager. If there was any room left by the time
he calmed down, the teams would be listed
alongside an out-of-date league table.

Another [eature of the amateur pro-
gramme was the cover illustration, pre-
sumably done by a close relative of the
chairman. My favourite of these was the one
used by Thame United in the mid-1970s
which depicted what appeared to be a life-
less footballer wearing slippers, drifting
through space. The drawing demonstrated
an impressive disregard for the rules of per-
spective and human physiology, which was
also present in another illustration further
on in the programme. This one showed a
silhouette of a man dancing with a three-
spined alien, although I suspect it was meant
to be a glamorous, sophisticated woman.

It was the adverts that I looked forward
to most. The more desperate the advertiser
was to link his business to football, the bet-
ter. “Score with us!!” screamed W Batten,
Coal and Coke Merchant’s advert in the
Sutton United programme, which was also
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and cold”. “Be top of the league with Cross-
ways Garage” was such a favourite that it
proudly appeared in the Halstead Town
programme for several seasons running.
Surely the most tortuous contribution was
reserved for visitors to [lford FC, who must
have been tempted by Pro-Spec Car Parts’
headline of “The best substitutions you
can make”. It went on to say: “If any Brit-
ish or foreign car sustains an injury, you can
always rely on AC Delco parts as replace-
ment. They're available for very reasonable
transfer fees.”

And then there were the strange, incom-
prehensible adverts. In 1971, Bromley
played at St Albans City twice, once in the
Isthmian League and once in the Amateur

Cup. On both occasions, the oddest half

page in the history of football programmes
appeared on the back cover. In capital let-
ters (always a red flag) and headed FOUL
AND FREE FLIGHTS, there followed
around 200 words — mostly beginning with
the letter “F”. It began “AAH FORTOV
BOY FARZINGZ OV FANATICKLE

Marketing matters

Non-League programmes used to offer local companies a
way to reach customers, with varying degrees of success
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The more desperate the
advertiser was to link
his business to football,

the better

FANZ FREWART ARR FIFEFULL
‘FOO-ER’ FRATERNI-EE” and ended
“FOROUGHLY FULFILL THEIR
FAVOURITE FUNCTIONS FAST™. It
appears to be advertising electrical goods
but there is no way of telling for certain.

Only marginally more coherent was
another one from Halstead Town, show-
ing a series of seemingly meaningless hier-
oglyphics, followed by the words “When it
comes to transport phone the people who
make sense”. That's Colne Cargo, in case
you were wondering. The bizarre thing
was that, with the possible exception of the
last two examples, these adverts actually
worked. Well, they did on me. On my 15th
birthday I insisted on being taken to the
Khush Bhag restaurant, whose name was
in prime location on the front of Bromley’s
programme. 1 was seduced by the prom-
ise of “India. Land of tradition. Splendour.
Sophistication. Exotic Food™. I recently
counted the number of Bromley FC adver-
tisers [ ended up buying from and the total
was 11 — including a scooter from Kent
Scooter Mart and quite a few cakes of qual-
ity and distinction from SA Wood (Confec-
tioners) Ltd.

These adverts have all but disappeared
from today’s non-League programmes. The
kind of small businesses that filled the pages
40 years ago have been largely replaced by
corporations. In Bromley’s case, the likes of

JD Sports, Blue Square and Specsavers have

full page presences, reflecting the changes
on the high street in that time. Even the
handful of local restaurants and car deal-
ers — once the mainstays of amateur pro-
grammes — that still advertise are often part
of a chain. Digital photography seems
to have put an end to illustrations and
production values, once pleasingly non-
existent, are the equal of any advertina
Premier League “matchday magazine™.
The modern non-League programme
is a reflection of the professionalism that
now exists in the lower tiers of English foot-
ball. With weekly wage bills of £5,000 and
more (as opposed to a few quid stuffed in
the star “amateur” player’s boot), sponsor-
ship is vital. If a part of the price is slick full-
colour adverts taking the place of contrived
football-related puns and rubbish illustra-
tions, then that’s something I'm happy to
live with. 1 just miss them, that’s all.




