
Alternative Prospecting 
Intensive

Magazine Prospecting



Magazine Ads, Why Do Them?

Sell Products Off the Page

Brand the Company

‘Sell’ Your Catalog

Drive Traffic to Website







Why Magazines?

They are TARGETED!
There are over 3,100 industry-specific 
magazine titles

Can search under many areas of interest

Magazines have a long shelf life.



What Questions Should I Ask?

What is the circulation?
What % is subscription?

What % is newsstand?

What is the sell-thru of the newsstand 
circulation?



What Questions Should I Ask?

What are the demographics of the 
readership?

What other DIRECT MARKETING 
companies advertise in the book?



What Questions Should I Ask?

Where in the book will it run?
Cover

Display
Right-hand page

Opposite edit

Front of the book

Outside column

MarketPlace Section

Classifieds



Display Ad





MarketPlace Section





Classified Ads





What Questions Should I Ask?

Can the magazine accommodate A/B 
splits

Can they take a bind-in/blow-in card

Do they have Direct Marketing Rates

Do they ever offer remnants



Common Sizes to Consider

2-Page Spread

Full Page

Half Page (vertical/horizontal)

Third Page (vertical/square)

Quarter Page Square

Sixth Page (vertical/horizontal)

Other



2-Page Spread





Full Page





Half-Page







Third-Page







Quarter-Page Square





Sixth-Page Vertical







Other – Full Page with Tip-On Card





Helpful Calculations

Cost of Ad

CPM 

Ad Cost / Circulation / 1,000

Cost Per Inquiry 

Ad Cost / # Inqs



Helpful Calculations

Cost Per New Buyer

(Ad cost + (catalog cost x # inqs) + 
(subsequent catalog cost x # inqs) – 
margin) / # of new buyers



Helpful Calculations

ROI

(margin – variable exp – mktg exp) / 
marketing expense

ROS

(margin – variable exp – mktg exp)

/ sales



Tips

Know your target

For example: Not all car guys are the 
same!



Tips

Bigger usually IS better, but it costs 
more.  Smaller can be more efficient.

Right-hand page opposite edit is 
premiere placement.



Tips

Front of book is usually more desirable 
than the rear

With few exceptions, rates are 
NEGOTIABLE



Tips

Choose magazines with other direct 
response ads

Ask for and take discounts
Agency

Frequency

Volume (multiple titles with the same 
publisher)



Tips

TEST
Size

Creative

Program

Use different keycodes and 800#s for better 
tracking



Allocation

Decide how to deal with results in a 
multi-channel world 

1-Step:  Did the magazine drive the online or 
phone sale or did something else?

2-Step:  What drove the catalog request?  
Does magazine get credit or does the 
catalog?



Questions

Michele Rick
Director, Customer Acquisition

Crutchfield Corporation
mrick@crutchfield.com


