
July 10, 2000 B A R R O N ’ S 9

A
s careful readers of Bar-
ron’s know, our publica-
tion is always changing,
from week to week, from
year to year. We now have
color covers, more stories

about big companies, expanded market
commentary and added coverage of mu-
tual funds, to cite a few examples. One
thing that has not changed much is our
advertising campaign. In fact, our adver-
tising tagline, “How Money Becomes
Wealth,” has been the same for nearly
a decade. Now we've come up with a
new ad campaign and a new tagline to
better reflect Barron’s immediacy and
power: “News Before the Market
Knows.” Every week, Barron’s is news
before the market knows, a fact that's
proven Monday after Monday as stocks
react to our trenchant stories. Some-
times the reaction is positive, as was
the case this spring when Johnson &
Johnson jumped eight points to 83 the
week after our cover story ran. Since
then, J&J has surged to 100, as we pre-
dicted. (For more details, see page 17.)
At other times, the fallout from our sto-
ries is not so pleasant. Cisco Systems
saw its shares fall 10% to 59 the week
after our profile hit. Please, no more
phone calls on that one.

How do Barron’s writers move the
markets? By bringing fresh news and
insights to bear. We write for the long
run, and investors who read us can
profit accordingly. That may explain
why we have more readers than ever,
with circulation at a record 310,000, up
from 280,000 five years ago and 250,000
10 years ago. On top of that, 50,000
more or so read us each week on our
four-year-old Internet edition, Bar-
ron’s Online, reachable at www.barrons.com. Barron’s Online not only includes all the
stories from each  week’s Barron’s, but also posts roughly 10 additional investment sto-
ries during the week.

To capture the excitement of today’s Barron’s, we asked a team of our own people to
craft a new advertising approach. You can see that team above, and the fruits of their
labor below. Leading this extraordinary effort was Donald Black, Barron’s director of
marketing and communications. Also vital to the campaign were Paul Martin Jr., our
art director for marketing and communications, and Pat Kasner, our consumer mar-
keting manager.

No one knows Barron’s bet-
ter than Don, who’s been one of
our most avid readers since he
joined us 11 years ago. 

His superb writing skills and
keen feel for the publication
helped create a campaign that
we felt was on perfect pitch for
us. Paul, who came to Barron’s
this year from The Wall Street
Journal, provided the bold
graphics, in Barron’s blue, no
less. Pat signed on in 1998 from
the Minneapolis Star Tribune.
She helped hone the message to
appeal to the many people who
are now managing their own in-
vestments but may not yet be
familiar with the edge Barron’s-
can provide.

As you can see below, some
of the new ads are aimed pri-
marily at consumers, like the
one headlined “Fearlessly Writ-
ten, Ruthlessly Read.” This one
explains Barron’s unique reputa-
tion in the marketplace for ag-
gressive, independent reporting
on stocks. Other ads are in-
tended mainly to convey the
benefits we bring to advertis-
ers. My favorite among this
group is “We Work Weekends,”
which highlights an unusual
phenomenon: Our average
reader spends two and a half
hours – that's right, two and a
half hours – reading Barron’s
each week in his or her home.
That kind of passionate involve-
ment, the ad argues, makes an
ideal medium for quality adver-
tising.

The new ad campaign is scheduled to run in The Wall Street Journal, Barron’s,
Smart Money, Investor Relations Magazine, Advertising Age and Adweek, among oth-
ers. We hope you like the effort. We think it is fresh, direct and colorful – a lot like
Barron’s is these days.  To let us know how you feel about our new ads or anything else
in Barron’s, please e-mail me at ed.finn@barrons.com or write me at 200 Liberty
Street, New York, New York 10281. 
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News Before the Market Knows

Team Barron’s: Paul Martin, left, Pat Kasner and Don Black outside our midtown 
advertising offices. Below, some new Barron’s ads, the fruit of their latest labors.
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Every trading day, the market judges winners and 
losers. And a lot of these judgments are based on stories
in Barron’s.

Our readers not only trust what they find in our pages,
they devour it – circling data, jotting notes, flagging articles
and ripping out pages to share with colleagues.

Because we’re brutally honest, we’re ruthlessly used.
For information on advertising in this highly interactive,

unique medium, go to www.barronsmag.com.
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Each week, we build a new issue from scratch.
We report in-depth what happened in the markets,
and look ahead to what’s likely to happen next. 
We go to press Friday night after the market’s close,
and distribute nationwide in a matter of hours.

We do all this so our readers can enjoy Barron’s
with their coffee early Saturday morning, poring over
investing insights they can act on come Monday.

We also do this so that advertisers can reach the
most powerful and affluent people in America on the
weekend, in the quiet of their homes, when they’re
intensely involved in the pages of our magazine.

For information on advertising, go to
www.barronsmag.com.

When it comes to investing, you want news, ideas and
insights that you can trust – and use. That’s Barron’s.

For more than 75 years, Barron’s has been America’s
premier financial weekly, informing investors about what
happened in the market last week, and preparing them to
anticipate – and profit from – what’s likely to happen next
week.

Read Barron’s, and find out why it’s the most valuable
tool you can use as an investor. Call 1.800.822.7229 
ext. 227 now to subscribe.
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Every week, Barron’s delivers accurate market news and
profitable market insights. And we’ve been doing it or more
than 75 years, with a track record for accuracy that most
market participants can only envy.

Before making your investment decisions, turn to the 
most respected, credible and trusted financial news source
available – Barron’s. After all, it’s your money at stake.

Get ahead of the market. Call 1.800.822.7229 ext. 227
now to subscribe.

Tested.
Trusted.

On
Target.
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Knowing what happened in the market is one
thing. Having the experience and foresight to
anticipate what’s going to happen next is another.

Every week, Barron’s performs this extraordinary
feat with one simple goal in mind – to serve you. 
Our single-minded purpose is to leave you prepared
to cope with the market’s twists and turns, and
poised to profit from them.

Get ahead of the market. Call 1.800.822.7229 
ext. 227 now to subscribe.
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When it comes to investing, you want news, ideas and
insights that you can trust Ð and use. ThatÕs BarronÕs.

For more than 75 years, BarronÕs has been AmericaÕs
premier financial weekly, informing investors about what
happened in the market last week, and preparing them to
anticipate Ð and profit from Ð whatÕs likely to happen next
week.

Read BarronÕs, and find out why itÕs the most valuable
tool you can use as an investor. Call 1.800.822.7229 
ext. 227 now to subscribe.
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