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This stainless steel
effect is created by using 
metallic ink. There is also 
embossing on the kitchen 

controls so that they
literally jump out

of the page.



get started today

You will find:

 > practical tips and links

 > additional case studies

 > how your colleagues can receive these brochures

Magazines are special. They have a unique ability to connect with consumers, and reach them on their 
terms. The featured advertising is far from being a hindrance, but welcomed as part of the package. It’s a 
great way to put your brand in your consumer’s hands.

Go to www.PrintSells.org for more information.



In an era of media clutter and message overload, engaging customers has become the core challenge for advertisers looking 

to forge a closer relationship with their target audience. Magazines have a special ability to connect with consumers. At the 

heart of this connection is the passion and the commitment that readers have for their favourite titles, a connection that 

translates into proven advertising performance.

nothing puts your brand in your consumerÕs hand like print.
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other media 

       interrupt



engage.
magazines



Despite having a much smaller budget than its major competitors, 

Reebok was able to engage with what the agency called “new 

runners”. Using a campaign entitled “Inspired to run” it generated 

involvement and a genuine emotional connection between the 

brand and the target audience.

 

The campaign invited readers to share their moments of inspiration, 

in the hope that this would inspire others. Launched in issues of 

Men’s Health, Runner’s World and Zest, the 8-page feature was 

timed around one of the most inspirational runs of all… the London 

Marathon. Offering a £1000 for the most inspirational story, the 

event was backed by big name running stars.

The results? Hundreds of inspiring stories were submitted, and 

1,800 ‘new runners’ registered to fi nd out more about Reebok 

running products. 

case



* Source: Affi nity’s VISTA Print Effectiveness Rating Service 2006.

key fact
A 2006 study amongst 60,000 readers 

in the USA showed that more than 50% of 

readers took or planned action after seeing 

and recalling a specifi c ad. This included 

(amongst others) purchasing the product, 

consider purchasing the product, visiting the 

website or visit the store.* 
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no electricity required.
no battery.



Ever since Italy’s Bertazonni family started selling its Smeg kitchen 

equipment outside of Italy in the mid 1990s, it has experienced 

regular growth. Throughout this time, the main medium used has 

been magazines. 

Smeg chose magazines as a way of positioning itself. They enabled 

it to create a strong visual impact in the most cost-effective way. As 

the product range has grown in popularity, so too has the range of 

titles it uses. 

Whichever title it uses, it always looks for those magazines that 

live a long time. It has found and profi ted from the fact that many 

readers keep their magazines (kitchen/lifestyle/decoration), and re-

read and re-consult them, thus raising the number of times the ads 

are seen.

case



key fact
Various studies have been done to see for how long a magazine is 

read. The results vary, but the minimum average – across a spectrum 

of titles – is 25 minutes of reading time.*

key fact
Readers come back to their magazines time and time again. On average, 

women pick up one issue of their magazine 5 times, and for men it’s 6 

times!*

*Source: Millward Brown UK
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3 out of the 10 
pages were adverts.*

*Source: Starcom Mediavest 2004, USA



3
flexible, targeted and creative 

Magazines were one of the fi rst media to accept advertisements, and 

as such have a long history of creativity. Indeed readers everywhere see 

advertising as an important part of their magazine, not just to keep 

the cost of the publication down by providing revenue, but delivering 

content that is valuable and close to the consumer.

It must come as no real surprise therefore that when consumers 

were asked to choose pages that best represented the essence of their 

magazine, that both ads and editorial were selected. Magazines have 

always encouraged their advertisers to adapt the content of their ads to 

be in line with the editorial.

case



key fact 
65% of consumers agree that ads are an essential part of a magazine.*

*Source: Media Values, Research Services Ltd.



M
A
G

A
Z
IN

E
S

P
R
I
N
T
.
Y
O
U
R
 
B
R
A
N
D
 
I
N
 
T
H
E
I
R
 
H
A
N
D
S why are leading brands putting   

more money
                         into magazines?

4



magazines generate awareness very

cost effectively.



American Express with its IN:NYC city specifi c credit card wanted to 

attract a younger audience. An audience that previously would not 

have considered having an American Express card. This campaign 

created a new, younger and more vibrant personality for American 

Express, and proved successful in attracting the new target audience 

to the brand. 

The aim was to reach the audience through media that they used 

to plan their social days/evenings out. Magazines were used to 

reinforce the notion that IN:NYC was the passport to enjoying 

more of New York.

The result was that many of the new card members were under 30 

years old, and over 90% of them had never had an American Express 

card before.

case4



in 2006, procter & gamble announced 
that they were going to put more 
money into print.

advertising age (6 nov. 2006) reported 
it with, “p&g pumps up print ad 
spending, trims tv. digital may be hot, 
but the giant finds mags, paper and 
direct work harder.”
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always on target.
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key fact
It is magazine’s combination of advertising relevance and reader 

control that produces greater reader involvement with advertising.*
Specialist magazines 

are also ideal when 

you want to reach 

very niche target 

audiences.

key fact
More than 2,860 new magazine titles were launched in Europe

last year.

* Source: Erwin Ephron, “Delivering the Message: How Consumer Involvement Flows from Magazine 
Content to Advertising” at the US Association of National Advertisers Print Forum in June 2005



print sells is supported 

the paper industry
fine papers : cepifine
publication papers : cepiprint
merchants : eugropa
numerous suppliers to the paper 
industry

the publishing industry
magazines : fipp, faep

direct marketers
fedma

the printing industry
printers : intergraf, era
ink makers : eupia
printing machine makers : vdma, 

heidelberg, man roland, kba

the postal industry
post : post europe
envelope makers : fepe
12 european postal services



by the united print chain



the differencesee
special effects create extra impact
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get started today
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