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the front cover of a trade
journal worth?

Editors are more likely to
feature a product on the
magazine’s cover or in a spe-
cial section when accompa-
nied by a dynamic photo.
The results are increased
readership and more
inquiries.

Great photography is a
blue-chip investment. It pays
off with advertising that is
more effective, sales tools
that are more impactful, and
publicity coverage that
achieves greater exposure.

Five uses for ad
reprints.

1. Send reprints to the peo-
ple who respond to the
ad. It will help them
remember why they were
interested enough to
contact you.

2. Send copies to your sales
representatives and dis-
tributors. It keeps them
up-to-date with your latest
campaign while letting
them know you are
investing to help them
increase their sales.

3. Enlarge the ad for your
trade show booth to pro-

mote new products and
attract prospective cus-
tomers who saw your ad
in print.

4. Display it in the lobby,
conference room, main
hallway of the office —
anywhere to show pride
in the company and its
products.

5. Post the ad on your web
site. It shows that you
have made an investment
in the industry, and that
you are not just another
“dot-com.”

Multiply your
inquiries by four.

Photonics Spectra surveyed
its readers and found that
77% contact advertisers most
often by phone, fax, viewing
the website or other means.
23% contact advertisers by
using the reader service
card most often. These fig-
ures are consistent with
studies conducted by
Cahners Publishing.

This suggests that an
advertiser can multiply its
reader service card inquiries
by a factor of four to gain a
more realistic count of how
many people are responding.

It costs nothing to look or listen.

Is it time to take a fresh look at your marketing communica-
tions program? Would you like an objective evaluation of how
you can optimize your advertising and promotion to boost
your sales and profits? Contact us for a no-cost, no-obligation
analysis. Call us at 716-852-4410 or send us an e-mail
(mail@haroldwarner.com), and let us show you how more
than 55 years of business-to-business advertising experience

can work for you.

Sincerely,

1

Paul V. Offermann
President

We mind our own
business-to-business

That’s all we do - develop and create effective busi-

ness-to-business marketing and advertising programs.

Just ask any of our clients, all of whom are companies
selling to other businesses, not consumers.
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