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BARRON'S

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
olor 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
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News Before the Market Knows

Team Barron’s: Paul Martin, left, Pat Kasner and Don Black outside owr midtown
advertising offices. Below, some new Barron’s ads, the fruit of their latest labors.

No one knows Barron’s bet-
ter than Don, who's been one of
our most avid readers since he
Jjoined 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
graphies, 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:  OQur average
reader spends two and a half
hours - that's right, two and a
half hours - reading Baron’s
each week in his or her home.
That kind of passionate involve-
ment, the ad argues, makes an
ideal medium for quality adver-

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.
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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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