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IN TODAY’S DIGITIZED, mobile, always-on 
world, print media are struggling mightily 
to retain their relevance with both advertis-
ers and readers. With few exceptions, it’s 
no longer possible for print vehicles to 
view themselves as islands capable of sus-
taining self-suffi ciency in a churning media 
sea. To succeed — even to survive — print 
media must carve out a niche for them-
selves within the integrated marketing 
plans of national advertisers. 

Many print media companies are doing 
just that, through innovative cross-platform 
marketing solutions. “Newspapers have 
recognized that going forward we have to 
be platform-agnostic,” says Mort Goldstrom, 
vice president of advertising at the Arlington, 
Va.–based Newspaper Association of Amer-
ica. “It can be print on paper, the Web, 
whatever makes sense for the advertiser. 
Advertisers only come back if a campaign 
works. This arsenal is vital.”

Indeed, national advertisers are looking 
for value measured against trackable media 

but they are also going after a highly targeted, 
loyal niche audience. Relevancy is therefore 
another critical consideration, and cross-
platform solutions are proving to deliver on 
all counts. “In order to be effective, our mes-
sage must fi rst be placed in relevant media 
that our consumers are using,” explains 
Wendy Clark, senior vice president of adver-
tising at San Antonio, Texas–based AT&T. 
“Cross-media platforms are critically impor-
tant because they mirror how consumers are 
interacting with media — multiple platforms, 
often at the same time.” AT&T, like a growing 
number of advertisers, has a cross-platform 
bias because of media fragmentation, Clark 
says. “So when we’re developing communi-
cation campaigns, we’re thinking horizontally 
across media rather than vertically by me-
dium,” she adds. “This doesn’t necessarily 
anchor on print.”

To be sure, none of those considerations 
are lost on newspaper and magazine pub-
lishers. Speaking at the 35th Annual UBS 
Global Media & Communications Conference 

in December, The New York Times Co. presi-
dent and CEO, Janet Robinson, intoned, 
“Advertisers are demanding more targeted 
audiences and measurable results. We strug-
gle with how to differentiate ourselves in 
interactive channels.” While Robinson said 
she believed print would be viable “for years,” 
she acknowledged that it is declining and 
that growing digital operations are “critical to 
offset the decline of print.”

Answering the Call
To keep pace with the demands of national 
advertisers, newspaper and magazine pub-
lishers are demonstrating a willingness to 
leverage whatever platforms best suit an 
advertiser’s needs, including niche publi-
cations, the Internet, television, kiosks, 
podcasts, and more. Some publishers have 
gone so far as to rebrand themselves.

About a year ago, The Washington Post 
sales organization was rebranded as Wash-
ington Post Media. It encapsulates a diverse 
mix of print and digital media: the fl agship 
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MARS THINKS BIG
MARS SNACKFOOD U.S. looks for cross-platform 
solutions from its print media partners “100 
percent of the time,” says Carole Walker, director 
of the Hackettstown, N.J.–based company’s 
integrated marketing communications group. 

She shared her thoughts with The Advertiser on how Mars 
integrates these solutions into its overall marketing plan.

Q. What drives your thinking and decision-making in this area?
A. We try to organize all our communications around a central 
idea or theme. If an idea is big enough, it carries enough 
resonance to run through the course of a year or several years. 
So we choose media companies that can customize programs 
around the big idea. We don’t want to be sending out 
fragmented messages.

Q. Can you give an example of a cross-platform program 
you’ve done with a print media partner that illustrates your 
big-idea approach?
A. Our Westminster dog sponsorship for Pedigree is a good 
example. We’ve been doing it for seven years now, so it clearly 
has the kind of resonance we want. It is the centerpiece of 
our dog adoption program, which incorporates this message 
of love for dogs that spreads across every element of the 
program. Martha Stewart Living has been a great partner in 
this effort. They allowed us to take this to [Martha Stewart’s] 
TV program during the week of the Westminster Kennel Club 
Dog Show, with Pedigree sponsoring it. We were in the March 
issue of Martha Stewart Living, with a tip-in booklet on dog 
adoption inserted in the magazine. And we were online with 
www.marthastewart.com. We try to build across multiple 
platforms like that whenever we can.

Q. What kind of criteria do you use to assess cross-platform 
media programs?
A. First of all, each media vehicle in the program has to be 
powerful in its own right. If a publishing partner offers us an 
online presence in conjunction with a print buy, for example, 
we wouldn’t value that as highly unless the online element was 
something we would purchase on its own merit. We also insist 
that every element of a program be accountable. If sampling is 
involved, it is very important that we have a way to validate the 
samples that were distributed. I am a strong believer in third-
party auditing of all media. On the back end, we measure results 
to determine return on investment. With each plan, we have 
measurement criteria, and we identify the tool we will be using 
to measure its success. All of our marketing plans have learning 
programs built into them.  — M.M.

paper; the free weekday commuter paper The Washington Post 
Express; the Spanish-language news weekly El Tiempo Latino; 
multiple Web sites including www.washingtonpost.com, www
.slate.com, and other Washington Post Newsweek Interactive 
properties; a new mobile site with a relaunched city guide; and 
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partnerships with e-zines, such as Slate and Sprig. Additionally, 
The Washington Post’s content is available on Kindle, the new 
wireless reading device from Amazon.

Although The Washington Post has shown a willingness to 
experiment with several platforms, not all of them have 
panned out. Last summer, the company pulled the plug on 
Washington Post Radio, a joint venture with Bonneville Inter-
national Group, after an 18-month run. “We won’t get them 
all right, but we have to keep trying,” says Ken Babby, direc-
tor of national advertising. “We need to continue to be 
innovative. We could be talking about a whole host of other 
media vehicles fi ve years from now.”

Advertisers, for their part, welcome the embracement 
of innovation by their print media partners. “Traditionally, 
publishers always wanted you to commit to paging levels. 
Many still do, but those days are over,” says Irene Grieco, 
print media manager at Englewood Cliffs, N.J.–based Unilever 
USA. “Everything we do today is 360 degrees. You have to 
look at everything, and you have to look at it holistically.”

Focus on Engagement
Although the goals for Unilever’s cross-platform marketing cam-
paigns vary from brand to brand, there are some common 
threads. “We look to engage consumers in unique, unprece-
dented ways with these programs,” Grieco points out. “We want 
to penetrate the consumer culture with big, bold ideas that align 
with our brand propositions. We also want unique, ownable 
programs that leverage community trends and leverage media 
channels to the ends that best deliver on brand exposure.”

A shining example is Unilever’s sponsorship of Marie Claire’s 
fi rst video podcast series, “The Masthead with Marie Claire.” 
The series, hosted by the magazine’s editor, is billed as a 
behind-the-scenes look at the fashion and beauty world. All 
2007–08 segments have featured Unilever beauty products 
sponsored by Dove.

According to Grieco, cross-platform marketing programs 
make for useful test vehicles because they can provide mea-
surable results. In December 2006, Unilever ran a multimedia 
program with Woman’s Day to test the level of reader engage-
ment with online and mobile technologies, as well as to ease 
them into utilizing new technologies for planning holiday 
meals. The campaign consisted of a two-page advertorial 
to drive consumers to participate in the program, an exclu-
sive free digital magazine featuring a full holiday menu, a 
microsite, weekly mobile messaging that included recipe 
shortcuts and cooking tips, and a consumer sweepstakes. “It 
was a great test, and we learned a lot from it,” Grieco says. 
“The brands were dark in the fourth quarter, so we could 
really measure results.”

The test generated more than 2 million promotional impres-
sions on Woman’s Day’s Web site and a clickthrough rate of 6.8 
percent, 26 times as great as the industry average for online 
promotional ads and banners. Moreover, there were some 
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THE ESSENCE OF OMNIMEDIA
New York–based Martha Stewart Living Omnimedia aspires to live 
up to the last part of its name. It boasts four print magazines, plus 
yearly special issues that can be customized for an advertiser; 
the nationally syndicated Martha Stewart Show; two PBS shows; 
programming agreements with Fine Living, DIY, and Style; more than 
3 million video-on-demand orders since 2007 launch; a growing 
array of digital properties; multiple merchandising licensing 
agreements; and a 24-hour satellite radio programming.

“How we weave these together in a solution for an advertiser is 
very exciting,” says Jacki Kelley, executive vice president of media 
sales at Martha Stewart Living Omnimedia. “It is rare to have 
multiple assets that share such a clear, singular voice.”

Kelley cites the Dove Pro-Age campaign that ran in the January 
issue of Martha Stewart Living as an execution that “marries the 
values of the Pro-Age brand to endemic Martha content and extends 
to the Web and broadcast with an on-air integration.” — M.M.

11,500 clickthroughs to the digital magazine, more than 90 per-
cent of which were driven by promotional banners. Participation 
levels in the mobile promotion were much lower, Grieco says, 
but it was not a core element of the campaign.

Discovering New Avenues
For Riverwoods, Ill.–based Discover Financial Services, cross-
platform marketing programs have a very specifi c set of 
expectations, says Mark Hosbein, formerly the senior vice 
president of advertising for the company’s credit card divi-
sion. They must elevate the brand’s presence to an almost 
personal level, position the brand as a trusted resource within 
the media vehicle, and provide content that is valuable to the 
advertiser’s target.

“Everyone [in print] is trying to do these programs now, so it’s 
important to fi nd two or three partners you can work with consis-
tently,” Hosbein says. “When you look at cross-platform, you 
tend to select those folks who can bring you multiple touch points 
with scale.” He notes that cross-platform campaigns represent 
only a portion of Discover’s media plan: “It does have some eco-
nomic consequences. It is a way to go out and speak to a specifi c 
target with a narrow message and a narrow set of people.”

Discover’s program with Time Inc.’s Real Simple, for example, 
focuses on money management and ties to Discover-produced 
content that appears on the magazine’s Web site and in the print 
publication each month until December 2008. “We don’t tell 
[Real Simple] what to do or when to do it, but we give them a 
sense of what we are doing and get their input on how we can 
be most successful,” Hosbein points out. “We don’t want to give 
them specifi c direction. Consumers can sniff that stuff out. We 
want to do content integration, not advertorials. I want to be part 
of a feature they commit to, but I want to stay on the high ground 
to retain credibility with the consumer. That’s why you have 
to be selective with these things.”

Pricey Proposition
Linda Narbey, the senior director of committees at the 
ANA, has 20 years of media planning experience with major 

28 | June 2008 The Advertiser www.ana.net

A08-AN1-006 9SpcRprt Intrgtd6.in28   28A08-AN1-006 9SpcRprt Intrgtd6.in28   28 5/13/08   10:26:41 AM5/13/08   10:26:41 AM

http://www.ana.net


advertising agencies in the U.S. and Canada. She says cross-
platform programs can help magazine publishers overcome 
the inherent drawbacks of the print medium, including long 
lead times for ad commitments, the restrictiveness of a one-
way dialogue with readers at infrequent intervals, and the lack 
of immediate measures of response. “Publishers are realizing 
that their opportunity in this new media landscape is to have 
an interactive dialogue with their readers,” Narbey says. “They 
have developed programs such as online advisory panels, 
interactive reader forums, and in-market events.”

But this kind of innovation comes at a cost. “A big diffi -
culty I found was in getting advertisers to pay for the big 
ideas,” says Mark Fogelberg, the director of marketing at the 
ANA, who previously held roles in sales, integrated market-
ing, and cross-media development for Hearst, Rodale, and 
Condé Nast. “Often, a media buyer will beat the profi tability 
out of a print buy and then come back looking for these 
expensive programs gratis.”

It can be particularly irksome to publishers. As Michael 
Rooney, chief revenue offi cer and senior vice president at 
The Wall Street Journal, points out, “We are not bundlers of 
media. Every time we build a multimedia platform, it is around 
an idea. Intellectual capital is the real engine behind this.”

Price bickering aside, magazine and newspaper publishers 
seem resigned to the fact that embracing the 360-degree 
model espoused by advertisers is a matter of survival. Rodale, 
for example, is touting its “core program concept” — solutions 
that connect with consumers, including print and online 
advertising, custom print and online publishing (text, interactive 
tools, podcasts, video, sweepstakes), e-mail marketing, event 
marketing, and more.

About 15 percent of Rodale’s advertising revenue last 
year came from cross-media programs, according to 
Angus Macaulay, vice president and director of New York–
based Rodale Marketing Solutions. In addition, integrated 
programs helped drive an 18 percent increase in ad 
pages, a 63 percent increase in online revenue, a 2 percent 
increase in custom publishing, and a 14 percent increase 
in event marketing.

“National advertisers are very excited when they fi nd print 
publications reinventing themselves and using their imagina-
tions to do something different,” says Neal Mendelsohn, chief 
experience offi cer at Fourth Wall Marketing, a Los Angeles–
based strategic brand communications agency. “Print [is] one 
piece of a puzzle that pulls in a certain audience that is loyal 
to that medium, and everything [a print media partner] does 
has to be integrated and synergistic.” ■

Next Steps
For more information on cross-platform marketing, visit 
the Marketing Insights Center at www.ana.net/mic. 
Keyword search: “Cross-Platform.”
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