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DIRECT’s mission is to provide strategic and tactical information for direct marketers that is 

timely, inspirational and on the cutting edge of innovation. DIRECT’s franchise of print, online and 

interactive information products connect today’s direct marketers to the information, resources  

and suppliers they need to reach their business goals.



Dear DIRECT Advertiser,

DIRECT re�ects the changing direct marketing landscape—one where marketers are held more accountable 
for ROI and measurement, multichannel integration is a necessity, and the technology we use is constantly 
evolving and improving.

Our readers tell us that ROI/performance management, along with multichannel marketing, demographics, 
CRM/loyalty, and technology are their most critical topics of interest. And they are hungry for case histories, 
best practices, research and industry forecasts, and resources to help them do their jobs better and more 
e� ciently. 

So we give it to them. DIRECT provides the information and resources marketers need, and we deliver it 
when, where and how they need it—in print, online, by email and via live and virtual events. � e DIRECT 
franchise is the ideal strategic environment for you to connect with marketers to help them run the most 
e�ective, e� cient marketing campaigns. 

� is media kit shows you the variety of ways DIRECT can help you reach and interact with your target mar-
ket, but it doesn’t stop here. We can create a speci�c, customized, integrated program to help you meet your 
objectives—whether you are looking to build brand awareness, generate leads, or position your company as a 
thought leader. Contact us today to see how we can work together to help you reach your business goals.   

Leslie Bacon
Group Publisher Ray Schultz

Editorial Director
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Overall, sales driven 
by direct marketing 
are forecast to 
increase by 6.3% 
annually through 20111

For every $1 spent on 
direct marketing, the 
return on marketing 
investment is $12.241

Spending on 
DM Continues 
to Grow Across 
All Mediums
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Total Unique
Decision Makers 
Across DIRECT 
Franchise: 
102,0003
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98% of DIRECT magazine 
subscribers are involved 
in purchasing direct 
marketing-related 
products and services 
for their companies7



DIRECT Reaches 
Direct Marketers 
Across a Variety 
of Companies 
and Markets5
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75% of subscribers say 
DIRECT has presented 
them with ideas that 
helped them create, run 
or improve marketing 
campaigns1
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PUBLISHED IN PRINT AND DIGITALLY

DIRECT NEWSLINE

DIRECT LISTLINE

MAGILLA MARKETING

for interactive marketing at The 

Marketing Store in Oakbrook Ter-

race, IL, which helped McDonald’s 

develop the online portion of the 

game. “You go online and register, 

and every code allows you to roll the 

dice for another turn.”

Data captured includes name, 

ZIP code, e-mail address and date 

of birth (to make sure the player 

is old enough for McDonald’s to 

collect information from, per the 

Children’s Online Privacy Protec-

tion Act). Cell phone number is 

also requested, if players choose to 

opt in for mobile communications.

Last year more than 20 million 

codes were punched in by over a mil-

lion registrants—Beth Negus Viveiros

at McDon-

ald’s as a way to quickly satisfy 

hunger. For others, at least for a few 

weeks out of the year, it’s a money-

making opportunity. We’re talking, 

of course, about the fast-food titan’s 

popular Monopoly game, which 

resumed Oct. 3. 
Diners can still amass game 

pieces in-store for prizes ranging 

from fries to big money. But an 

online component is allowing McD’s 

to gather data while giving custom-

ers a second chance at winning.

“You still collect pieces and you 

can still win many fabulous prizes. 

[But now,] every single one of those 

pieces that you collect has a code,” 

said Reed Roussel, vice president 
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DIRECTMAG.COM

LISTFINDER

DIRECT RESOURCE CENTER

ASK THE EXPERT

DIRECT WEBINARS

E-SPECIAL REPORTS

TOOLS OF THE TRADE

WHITE PAPERS

E-POSTCARDS

NATIONAL CENTER FOR DATABASE MARKETING CONFERENCE (NCDM)



DIRECTIONS
There’s no telling what you’ll find in our Directions section. Look here for Pushing 
the Envelope by Beth Negus Viveiros, as well as tips, stats, trend information, book 
reviews, offbeat news, gossip and humor. 

INTEGRATION
Who operates in only one channel these days? Not our readers. This section covers 
multi-channel integration and the other challenges faced by DMers active in both 
online and offline media. It also focuses on general direct marketing issues. 

ROI / ANALYTICS
It’s the hottest topic in marketing, and DIRECT has created a regular section to cover it. 
It includes articles on ROI, performance measurement, marketing dashboards, 
analytics, tools and technology, all seen through the direct marketing prism. 

CRM / DATA
It starts with your customers. The more you know about them, the better you can 
market to them. This department provides state-of-the-art articles on CRM, database 
marketing, analytics and demographics, written by our ace reporter Richard H. Levey 
and some of the best practitioners in the field.  

SPECIAL REPORT / SPECIAL FOCUS
Call this our bonus feature. Every issue of DIRECT includes an in-depth special report. 
Some are on DM disciplines, others are on vertical segments like publishing, financial 
services, and healthcare. Whatever the subject, these pieces all have a long shelf life.



DIRECT MAIL 
Some call it the workhorse of direct marketing, and it’s still growing faster than most 
general ad media. This section covers direct mail strategy, creative, lists, postal issues 
and more. And yes, we’ll also report on insert media. 

THE WEB
DIRECT covers the entire spectrum of Web marketing including e-commerce, search 
engine marketing, search engine optimization, Web advertising, Webinars, podcasts, 
and blogs — everything from creative to regulatory issues. 

E-MAIL 
Perhaps this department should be called Magill on E-mail. It features reporting and 
biting commentary by Ken Magill. Ken writes on e-mail prospecting and customer 
communications, building and maintaining lists, best practices and legislative issues. 

CHANNEL SURFING 
Call this our potpourri section. It covers all media and channels, including DRTV and 
radio, print advertising, telemarketing and wireless.

OPINION
DIRECT has the hottest columnists in the field, including Ray Schultz, Richard H. 
Levey and Herschell Gordon Lewis. All of them appear, along with letters from readers, 
in this high-octane op-ed section that covers direct mail strategy, creative, lists, postal 
issues and more. 
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DIRECT Magazine is manufactured CTP (Computer-To-Plate). 
Therefore, your advertising materials must arrive in an electronic format.

SPACE UNIT SIZE IN INCHES: Space can be used only in the above sizes. 
Space exceeding size indicated in any direction is considered bleed except for 
gutter bleeds in spread.

GENERAL SPECIFICATIONS

PDF Format: Advertisers should submit PDF and PDF/X1-A files that are 
prepared for press-optimized printing in CMYK with fonts embedded. 
For an Acrobat Distiller job-options file and more information on creat-
ing acceptable PDF files, information on creating acceptable PDF files, 
contact the production coordinator. PDF files lack the ability to be edited 
or altered (i.e. phone number, address, etc.).
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■

■
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SHIPPING INSTRUCTIONS 

More detailed specs available upon request.
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Cancellation Policy: Banners, sponsorships, and enewsletters require a 
2-week written cancellation notice.
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For More Information

Penton’s Marketing Media Group con-
sists of DIRECT, Multichannel Merchant, 
PROMO and Chief Marketer. It provides 
strategic insight, innovative ideas and 
tactical information that helps marketing 
executives reach their business goals. The 
group’s 4 information franchises include: 
3 print magazines, 4 websites, 11 enews-
letters and 4 annual events that encom-
pass all marketing tactics and disciplines: 
direct, email, online, search, promotions, 
ROI, database, premiums and incentives, 
operations and fulfillment, and more. 

Penton’s Marketing Media Group pro-
vides a range of integrated and targeted 
advertising and sponsorship opportuni-
ties in print, online, via email, and in 
person. Whether you are looking to build 
brand awareness,  generate leads, or posi-
tion your company as a thought leader, 
the group’s custom products and solu-
tions help you achieve your objectives.

Penton Media’s research department 
provides market-related data and custom 
research services — ideal for when you 
are entering a new market, launching a 
new product, creating a new marketing 
campaign, or for any other strategic pur-
pose when you need to make informed, 
research-based decisions. 

Your Sales Representative will be happy 
to provide quotes on reprinting your 
advertisement for additional distribution.

Impress your clients and prospects with 
custom print or electronic article reprints. 
Reprints make ideal collateral for direct 
mail campaigns, tradeshow handouts, 
investor relations materials, and media 
kits; or create  posters, plaques, and 
postcards to feature your coverage. 

Achieve targeted, high-response com-
munication in your market by selecting 
from a database of over 3.2 million 
recipients and buyers of products and 
services. Postal, telemarketing and email 
lists are available to rent.

Custom publishing can be an important 
marketing tool for building your 
company’s brand loyalty, allowing 
you to create and maintain effective 
personalized relationship with your 
customers. Turnkey custom publishing 
services are offered, providing content 
and distribution strategies. 




