
MarketingInsight
Announcing Penton Media’s New 
Manufacturing & Supply Chain Group
I am pleased to announce Penton Media’s new Manufacturing & Supply Chain Group. You will be hearing more about this 
exciting new market-facing structure and our innovative media offerings in the months to come. This outstanding group 
of brands will create a network of new marketing opportunities reaching an unmatched and powerful buying audience 
that will be put to work for you. Put our network reach of more than 600,000 industrial and engineering decision-makers 
who have come to rely on our monthly publications and web sites to work for you.

Call your local sales representative to learn how Penton Media’s Manufacturing & Supply Chain Group can position you 
in front of the largest, most infl uential audience in the manufacturing/industrial market.

John DiPaola
V.P. and Group Publisher,
john.dipaola@penton.com   216.931.9709
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American Machinist serves the 
metalworking marketplace which consists of 

plants in industries, primarily engaged 
in manufacturing durable goods, and 

other metal products.

Forging is received by owners/ operators, 
managers, engineers, and other decision makers 

in open-die, closed-die, or ring-rolling forge shops.

IndustryWeek connects decision-makers within 
manufacturing enterprises to share ideas and tools 
that inspire action. IW is the leading resource for 

manufacturing operations knowledge.

Welding Magazine reaches designers, 
engineers, managers, supervisors and buyers 

in plants and fi eld sites in the United States and 
Canada who conduct welding and fabricating 

operations.

Foundry Management & Technology has been an 
independent source of information for the foundry 

and diecasting industries since 1892.

Logistics Today is the premier digital resource 
devoted exclusively to serving the needs of senior-
level supply chain, transportation, distribution and 

logistics operations managers. 

New Equipment Digest presents concise 
descriptions and photos of new and/or improved indus-
trial products, materials, components, equipment, and 
services announced by established companies in the 

U.S. and by international concerns marketing in the U.S.

EHS Today informs safety, health, environmental 
and industrial hygiene professionals in the 

manufacturing, construction, and service sectors 
about trends, management strategies, regulatory 

news, and new products that help them provide safe 
and healthy work sites.

Gases & Welding Distributor serves owners, manag-
ers, sales managers, and sales people in distributor 
organizations that sell welding supplies, industrial 

and medical gas, and safety products.

Material Handling Management brings together 
a community of supply chain 

and material handling professionals 
to inspire and drive their quest for 

operational excellence.

The Used Equipment Directory lists over 75,000 
pieces of used industrial, commercial and 

professional equipment currently for sale by 
used equipment dealers.
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Two media are better than one. 
Three better than two.  
Integrated advertising works, 
and it works best when print is 
the foundation of the program.

More is Far  
Better than 
Less

Integrated marketing continues to achieve the  
highest levels of advertising penetration and  
payback. Regardless of the advertiser’s objectives,  
an integrated strategy achieves the highest levels  
of awareness, brand favorability and purchase  
intent. While most marketers agree that integrated 
advertising works, some do not realize that  
the key to an effective integrated strategy is the  
consistent use of print advertising. When print is 
added to the integrated program, the payback  
is significant.

Two are better than one.  
Three are better than two.
Media that is. The addition of each medium to  
the advertising program adds efficiency and  
effectiveness, and when one of those media is 
print, the success rate soars. According to a series 
of Crossmedia Studies conducted between 2004 
and 2007, when print was added to the integrated 
program, product awareness, brand favorability and 
purchase intent increase significantly. Integrated  
programs reach more buyers, penetrate markets  
further, and result in higher sales.  
(See chart left column.)

Buyers and Marketers agree.
Nine out of ten buyers and marketers believe that 
integration builds message recognition and recall.  
Advertisers who invest in one medium typically are  
at a disadvantage. Those that invest in multiple  
media reach more buyers and more effectively  
support the sales team. Print remains the  
powerhouse of the integrated communications  
program.

“It’s easier for me to recognize  
or remember a company’s  

brand or product/services when  
I see messages in multi-media  

such as publications, online,  
or at events.”

Print is the key 
to online success.
Publication advertising is the key to greater  
Web traffic. Print advertising resulted in 40%  
lift in Web traffic among ad-exposed buyers.  
Simply adding a URL to an ad can triple the  
percentage change in Web site visits. Publication 
advertising is consistently one of the top triggers 
sending buyers directly to advertiser Web sites.  
Print and online are a powerful sales team.

“Our firm gets more qualified  
buyers when we integrate  
industry specific media like 
print with online media like Web 
ads and sponsored links.”  

Ranking of offline sources that drive qualified traffic to advertiser Websites.   
Qualified traffic is defined as buyers that actually make a purchase after conducting an online search.

Publications #1 Television #2 Radio #3 Outdoor #4

Three Media (Inc. Print)....... 274

Sources: Dynamic Logic/Millward Brown 
CrossMedia Research, 2004 – 2007;  
Forrester Research Study conducted by 
ABM, 2007; Marketing Evolution – Nine  
studies conducted between 2004 – 2007; 
Jupiter Research Study, 2007

One Medium (Not Print).............100

One Medium (Not Print).............100

One Medium (Not Print) .......100

Two Media (Inc. Print)................218

Two Media (Inc. Print)..........252

Two Media (Inc. Print)................352

Three Media (Inc. Print).............230

Three Media (Inc. Print).............407	

When Print is Added to the Integrated Program...

91%

85%

85% of marketers:

91% of buyers:

Efficiency & Effectiveness  
are Optimized

OFFLINE LEADS TO ONLINE

Product Awareness

Purchase Intent

Brand Favorability
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The Bond 
Between Buyers 
and their Publications

The Power
of PrintThe fact that business-to-business buyers respect, 

prefer, and enjoy their publications is a key reason 
the influence of print is vast and significant. Beyond 
driving readers directly to a publication and its  
Website, print creates impressions, stimulates 
thought and drives demand far more effectively than 
any other medium. Buyers believe what they read, 
and this deep level of trust links buyers to the  
publications they read.  

In a study analyzing why buyers read magazines,  
the most common reason was acquiring knowledge 
on a subject of interest. Other important reasons 
included print is a “valuable source of information,”  
“it gives me new ideas,” “I find it inspirational,” and, 
“for pleasure and relaxation.”

The credibility of publications is at an all-time high.  
While other media may lack credibility and buyer 
trust, decision makers still believe what they read in 
print. Business publications ranked number one in  
a Forrester Consulting study that asked buyers for 
the medium that most “provides information they  
can trust.” A related Harris Interactive Study asked 
buyers about the top strength of publications.  
The overwhelming response was “trustworthiness.” 
Print is far and away the most credible medium,  
and this valuable credibility extends to each  
advertiser’s sales message.

Enjoyable  
and Relaxing

Engaging and Inspirational

Publications engage readers and hold their  
attention. The editorial and advertising work  
together to provide a unique environment that  
buyers look forward to...issue after issue  
after issue. A Simmons Engagement study  
documented the unique affinity between buyers 
and their publications. Print scored on top in  
key areas including providing social interaction,  
life-enhancing, and providing a personal time-out.  

Advertisers have a unique opportunity to  
capitalize on the bond between readers and  
print. Buyers actually prefer that publications  
carry advertising pages. A Starcom study asked 
readers to pull the top 10 pages in their favorite 
issues. Thirty percent of the selected pages  
were ad pages. Buyers believe the advertising 
actually enhances the print environment.

Top 10 Pages in an Issue:				 
	

The opportunity is unique.

When buyers establish a relationship with  
a medium, the opportunity for advertisers is  
significantly enhanced. No medium can  
compete with the trustworthiness, engagement, 
interaction, and advertising preference that  
buyers hold for print. Capitalize on this unique 
bond that will enhance your sales proposition  
and favorably influence the impact of  
your advertising.

 

Ranked #1:  
Information 
Buyers Trust

Top Attribute  
According to Buyers:  

Trustworthiness

Valuable  
Information 
Source

Inspirational

Provides New Ideas

Sources: “The Power of Industry-
Specific Business Magazines, 
Forrester Consulting, 2007;  
Business Media Study conducted 
by Harris Interactive for ABM, 
2006; Simmons Multi-Media  
Engagement Study, 2007;  
Study conducted by StarCom 
Advertising.

•	Ranked #1 	
	 Information 	 	 	
	 Source

•	Ranked #1 	
	 Medium Buyers 	 	
	 Trust

•	Buyers Rank 	
	 Top Strength: 	
	 Trustworthiness

•	Buyers Prefer 	 	
	 Publications 		 	
	 Carry Advertising

•	One-third of 	
	 Preferred Pages 	 	
	 in an Issue 	 	 	
	 are Advertising.

70% Editorial

30% Ad Pages

70%

30%




