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FORBES.COM LAUNCHES NEW TRADE ADVERTISING CAMPAIGN TOUTING ITS UNRIVALED REACH AND TARGETING CAPABILITIES

Called “Mass Targetability!”  -- Campaign Highlights Forbes.com’s Huge Reach, Zero Marketing Waste and Guaranteed Results
NEW YORK, NY (April 5, 2005) – Forbes.com, home page for the world’s business leaders, today announced the launch of a new trade advertising campaign featuring the branding concept, “Mass Targetability.”  The campaign focuses on Forbes.com’s ability to target key demographics, such as C-level executives or large companies, coupled with its unparalleled reach of over ten million monthly users worldwide – an offering that is unattainable with other media.  The ad demonstrates that this marriage offers an exceptional media buying opportunity by reducing marketing waste while at the same time delivering on key marketing goals.  

“We believe mass targeting within a trusted and revered site environment such as Forbes.com, will be a major catalyst in moving more and more dollars from the offline media to online,” said Jim Spanfeller, president and CEO, Forbes.com.  “With mass targeting, one-size-fits-all campaigns are history – and with the Forbes.com brand guarantees, we’re staking our name on it.” 

The Forbes.com “Mass Targetability!” ad campaign demonstrates Forbes.com’s advantage over the The Wall Street Journal print in terms of reach, targeting and cost efficiency* (CPMs not included below):


Forbes.com
Wall Street Journal print
Total Reach
10,340,000
3,621,000

C-Level Executives
     350,000
     99,000

Large Company
  1,000,000
   916,000

Small Company
  2,000,000
1,046,000

-more-

In addition, the ad reminds readers about the Forbes.com “Brand Increase Guarantee” (a money-back guarantee that advertising on Forbes.com will increase brand metrics) and “The Forbes.com Challenge” (a guarantee to advertisers who take “the challenge” that their ad dollars on Forbes.com will outperform their Wall Street Journal print ad dollars – or we’ll refund the cost of the Forbes.com campaign).  

The “Mass Targetability!” campaign will run in the print and online properties of: AdAge, MediaWeek and BtoB Magazine starting this week.  A copy of the online ad is available at www.forbes.com/mass.  Print version available upon request.

*Sources MRI Fall 2004, WSJ Print Full Page Open 4/C Rate, ComScore MediaMetrix December 2004., Forbes.com 1x Frequency buy.

   ###

About Forbes.com

Forbes.com Inc. (www.forbes.com), home page for the world’s business leaders and the No. 1 business site on the Web, is among the most trusted resources for senior business executives, providing them the uncompromising commentary, concise analysis, relevant tools, community and real-time reporting they need to succeed at work, profit from investing and have fun with the rewards of winning.   Throughout the business day Forbes.com publishes more than 1,500 articles, delivering the best of Forbes journalism and that of its selected partners with all the immediacy, depth and interactivity that the Web allows. In fact, more people get their business news on Forbes.com than any other source in the world – covering business, technology, markets, personal finance and lifestyle, with streaming video broadcasts several times a day.  Voted “Best Media Website” in 2003 by the Web Marketing Association, and min’s Best of the Web winner for “Editorial Excellence” in the consumer category in 2003 and 2004, Forbes.com continues to set industry standards for its innovative advertising offerings, and for its award-winning journalism.  

