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plans in focus |

Your 2001
Marketing Plans

e at CTI we know that as you

develop your plns for 2001,

you need to justify how vou
spend your marketing dollars, We want w
provide the miormation you need-the
corect statistics and current research to
back up vour decision to use magazine
advertising.

According to Magazine Publishers of
America (MPA), in 1999, advertizing
commitments from the word's leading
companies hit record highs, totaling abmost
S16 billion, a healthy 12,8 percent increase
over 1998, In 1999 over 900 consumer
magazines were launched. Magazines
rematn a healthy and growmg medium,

Declaring 14999 the vear of the “ae-
countability challenge,” MPA conducted
four groundbrenking studies, These studies
provided credible research demonstrating
that magazines deliver on the key advertis-
ing merics: awareness, product sales, and
return on investment, They also found that
magazine ndvertising has never been
stronger and remains the most personal,
relevant, authoritative, and trustworthy
communication for the consumer

CT1 s just as committed to providing
v with the information you need 1o back
up vour magazine advertising plans. We
have dewiled Subscriber Characierisrics
for each CT1 magazineg, customized ad
evaluation reports, ng well as other
research and marketing booklets. Your

see 00T Plans on page 3

Multnomah Publishers Find the Right
Demographics in CTI Magazines

ategic Marketing spoke with

Jeff Pederson, viee president of

markenng for Multnimmah Publish-
ers in Sisters, Oregon. Jeff joined
Multnomah in 1998 and brought with him
valuable expenence from baoth the
bookstore and the publishing sides of the
CBA morkerplace. Prior 1o joining
Mulinomah. Jeft served m posmons at
Joshua's Christian Stores and Tyvndale
House Publishers. Before entering the
corporate wreng, Jelf co-owned bookstores
in Calomdo and New Mexico,

JelT oversees the publicity, markeling
services, and advertismy departments and
is also a member of the company's
leadership team. Jeff feels that his past
experience as d retailer has been 4
valuable asset in his current marketing
posttion. “MMy goal is o pssist our cam n
developing marketing strategies and plans
that not only position products m the store,
but drive customers in to buy them,” Jeff’
SAVE.

Multnomah Press was originally pam of
Multnomah Bible College and Seminary
in Portland, Oregon. Questar Publishers,
founded by Bonald Jacobson in 1987,
purchased Multnomah Press in 1992, In
1997 Questar changed il name 1o
Multnomah Publishers. Multnomah's
purpose statement is o “glonfy God by
producing products that help restore
values and morality m our world.” The
company publishes books for adul
categorics such as Christian living, fiction,

books for women. inen, and families, as
well as books on prayer. Mulinomah will
also introduce its new gift book line n
January 2001,

Al 3 yenr ago, Mulimomal intrge-
duced a new siles ool to the bookstores
called AuthorTalk. This electronic
interactive
device s m
over 450
Chnstinn
booksiores
aind serves as
i m-siore
salesperson. A
custaimer
simply selects
an author on
the touch pad Pl
und then JeIT Prdersen
waiches the author 1alk aboui his or her
latest book. This new tool has proved 1o be
a valuable addition 1o Multnomah's
marketing strategies

CTI magazines have been a pant of
Multnomah’s promotional mix for muny

years, The company develops a specific
marketing strategy for each book it
publishes. Multinomah often uses prim
miagdzine advertising o promote books 1o
spectfic target demoagraphics. For example,
the compony will soon releass Mighilight, a
couple’s devotional book by James and
aharley Dobson, “We looked specifically at
the demographics of Cawstiasiy Tooay,
Toway s Curisiany Wosian, smd MargAGE

see Pederson on page 4
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magazine advertising |

Heavy Magazine Readers—Who Are They?

a5l COonsumers use a

variety of media to obtain

the information they need
and want, which is why strategic
planning of the-promotionabmx-reso
critical. Magazines have remained
benelicial for marketing plans be-
cause they are talored o consumers’
interests and provide more relevant
information than any other medium
measured.

Media QuadMaps (available
through New Age Media Systems,
Telmar, and Interactive Market
Systems) are an excellent wol 1
examine how consumers mix their
media. Media QuadMaps plot the
medhia usage profile of demographic
groups, specific product users, or
other qualities on a two-dimensional
graph, displaying how a particular
target segment mixes their media. By
plotting the media score index values,
these graphs are helpful in identifying
the media usage habits of consumers.
Here are some interesting slatistics:

* (Consumers aged 35—54 are heavy
magazine readers who purchase a
wide variety of high-end products
and services.

s  Personal IJL'IITI".I'I.IIL"F LUSSrs ane
heavier magazine readers and
lighter television viewers,

* Regardless of type of software

—sed;softwareusers are-heavy
magazine readers.

* Inlemet users are heavy maga-
zine readers and lighter televi-
sion viewers than the average
LS. adult,

* Professionals and managers in
business are heavy magazine
readers and hight welevision
viewers on average.

¢  Educated adults are more likely

to be heavy magazine readers
than the average adult.
& The more affluent the house-

hold, the more likely the house-

hold will be comprised of heavy
magazine readers.

*  Affluent “baby boomers™ are
heavier magazine readers and
lighter television viewers.

Call your account executive
today and learn more about CT1
readers and how advertising in
CTI's family of magazines can be
an effective part of your marketing
plans, =

Soumce:  The Magazine Hanilbeok, Magarine Publishers of Americs New York, NY, 1999,
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industry news |

Congratulations © Zondervan
Publishing on receving ECPA's
Charles *Kip™ Jordon Christian
Book of the Year Award for
Fresh Wind, Fresh Fire, by im
Cymibala witl Deat Mermill,

tions ‘Eﬂ Tyndale !hm

upmmm ﬁwhe.mg
hnnmnduswltrnl‘lhem

tm@mllmm,aswel!.mﬂlﬁn
‘authors and publishers who were
_noniinees, ﬁnnﬁumurwmgh
Gold mmﬂm
Mf;mnﬂmﬁi:m

Cﬂ&mdmhwmdmd
an Impact Award at the annual
CBA Convention in July for its
contribution to the Bibles for
Prisoners ministry. Linda
‘Schambach received the award oa
behalf of CTL. '

mmmmum
Ceremony was held July 7 in New
Orleans to recognize Christion
mﬂlqtmmm hristy
m!rmmuﬁmm
ﬂmwaudthahumﬂwhuhﬁl
mﬁhﬂlhuﬂﬂhniubndidw
(CBA and ABA markets. Congratu-
lations to all the nominees and

Industry News is a feature
appearing in each issuc of

plm contact m'ancaunt
executive,
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inside CT/

Advertising Rule #5

his year we have been concen-

trating on the Seven Rules of

Advertising. This issue will
focus on Rule #5: There's More
Than One Road o Success.

As marketers, vou know that vour
advertising dollars can be spent on a
host of different media. Finding the
approprate balance is a challenge.
Magazines continue to provide an
effective, vinble medium for advertis-
ers to reach their target markets, even
with the advent of the Intemet.

A recent media study’ finds that
online users remain sirong consumers
of print. [t also reports that the
average nme spent reading magnzines
vanes little between adults with or
without online access at home.
People are using the Internet to
supplement, not replace their tradi-
tional reading patterns.

Television and Intemet companies
have also turmed o magazines
reach their target markets. In 1999,
dot-com companies spent over 3700
million in magazines, a 348% in-
crease over 19987 Even magazine
publishers have found the Intemet 1o
be a wwol to serve their current
subscribers, generate new subscrip-
tions, and sell products.

The launch of Christinity Today.com
{Tormerly Chrstianity Onling) in
1994 has been an excellent addition
to the CT1 fanuly. This award-winning

Christian site continues 1o aliract a
large audience of Christians, with
over 300,000 visitors cach month.
Current audience profile reveals:

Married: 63%

Median uge: 43.2

Female: 56%

Median household mcome:

543 6306

College degree: 49%

o Post-graduate degree: 19%

o Christian books purchased’vear:
$80.5 million

s Chnstian music purchased 'year;

540 mullion

Advertising on Christianity Today.com
is an excellent way 1o supplement
your current magazine advertising
strategies. Advertisers will benefit
from the established name the family
of CTI magazines carries with it,

Remember, magazine readers are
not giving up their favorite magazines
for the Internet, but using it as another
tool to obtain informaton. Magazine
readers still value the work editors do
to gather the most pertinent and
relevant information available and
present it in an easy-lo-read format.

Call your account executive today
to find out how advertising on
Christianity Today.com can success-
fully supplement your current maga-
zing advertising schedule. m

Sources: 1) "Medin & the Dagital Age.” dodverniviny Age, Februery 28 20000 1) SefevEdire, Mopurise
Publishers of Amterien, New York, New York, Febnuary 21, 2000
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2001 Mans fiom page |

aceount executive can provide the
mfoemmation you need for your 2001
markeling plans,

Are you being challenged 1o Iry
somncthing different or be more
ereative? Print ads can be very
ercative. The lust issie of our newslet-
ter fentured an cxeellent aricle on what
the combination of an effective print ad
and a tarpeted magnzine can do for
vou. 1T vou did not siee it or need
another copy, please call us,

Ron Lawner, chief creative officer
add managing partner. Amold Commu-
nication sayvs, "In magazines, you have
1o creite an ad that will get the reader’s
attention and tell them what you wanl
them to know aboutl your product or
service in & way that makes some kind
of meaninglul connéction 1o their lives
and causes them to feel good aboul and
motivated townrd what you ore selling.
That's it. That's all you have o do,
You just have to do it before they tum
the paige. Do a grent magasine md, and
youve really done somcthing.” Lawner
was part of the team that developed the
magazine advertising campaign [or the
successiul launch of the new
Violkswagen Beetle,

Although there is one mare guarter
left this calendar vear. now is the Lime
to forge ahead with vour 2001 market-
ing plans. Some of our first 2001
closing dates are October 6 for
Jonusry/February Crhristiax REavm®,
October 10 for January/Februnry
Books & Curmpe, Qetober 23 for
Jonunry/February Tomay's Crrismiax
Wirvan, and October 26 for January/
February Curesnias Paresmng Topay,
The first issues of Cisastiasmy Tooay,
Caseus Livr, Luaoegsure, and Yious
Crurin all elose in early Movember.

Call vour CT1 account executive
today and let us assist you in develop-
ing an imovative marketing plan for
200 -it"s not too carly! W
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Managament

L: Linda Schambach, Vice President
Sales, ext, 245

R: Hewvin Flanagan, Advertising Sales
Managar

Education
{schools, cofleges. Bible colleges, seminarios,
grad schools. ‘sidnnsion programs)

L: John Gray, axt. 308
R: Dan Poormon, ext, 329

Church Supplies and Computer Salas
(ncludes trovel, lund-ralsing, relrement cenlemn)

L: Kevin Flanagan, sxt. 235
R: Waltar Hagel, ext. 236

Publishing

{Includas dimot responss, imivides,
music, book and music ciubs,
migskons, confarencoes and sominars)

L: Joal Stombres, exl, 234
R: Kathryn Staphans, axt. 305

L: Tim Plabak, axt 351
R: Jim Hilksarn, axt, 318

Mewn- Profit Oing
ULE. POSTAGE
FAID
West Checago, IL

PEAMIT NO. 80

Pederson froin pago 1

Pasrrerstinr, and found a higher percént-
ayge of these magazme reaclers purchased
devononal books. Stanstics like these
allow s 1o htlj__'..'! (L] T .|"||i.I|!II.I!.I-I.I|'|||| ngil.u'.l-
mure effectively,” JeiT comments.

In addition to magazines providing a
“rifle™ approdch to Multomah™s muorket-
ing strategies, JedT says they provide
another mce benelit for aclvertisers, “In
nur fast ;‘\;-.._.:-j LOCTELY, |1._\ﬁ]ﬁ]1,- $0an
quickly over the newspaper and other
media, but with magazines, becanse they
have paid for theimn, they usuatly sit down
and give them some guality time. This
prves vour ad trme to impact readers,”
Joft adds,

CTH is privileged to be o part of
Mulinomah's marketing strategies as they
continue to publish and market books
that will make a difference in today's
world, W

Additional Advertising Staff

Karan Booker axt. 240
Secex Dhasion AnMiNETRATOR

Jill Maiar axl 349
ALWERTISING PROOUC Ti0n Co0RDMATOR
Carol Hayes mxi. 238
AoverTENG ProwaTion Masacis
Kimbarly Garrill axt. 238
ADVEATTEMG SENWCES ASRISTANT

Karen M, Kathan, MeweleTTer Enimos

(630) 260-6202



