
In our fast-paced 
world, deliver touch 
points that matter.

M A G A Z I N E  C OV E R  W R A P  P L A T F O R M S  c o m b i n e d  w i t h

M U LT I - T O U C H  O N L I N E  &  I N T E R A C T I V E  M E S S A G I N G

For B2B & C-Suite
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The C-Suite “Circle of Influence”
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C-SUITE
TARGETS

NARROWED FOCUS
DECISION-MAKERS
VP’s, SVP’s & EVP’s

BROADER “INFLUENCER” MESSAGING
MANAGERS & DIRECTORS WHO REPORT TO CXO’S

FOCUSED
– THE VITAL CXO
DECISION-MAKERS

CIRCLE-of-INFLUENCE
Usually 2-10+
Targets/Company To raise his company’s

corporate image, a CEO
once targeted 25,000
of  the nation’s most
respected C-Suite execs,
the TOP FIVE executives
at each of  the nation’s
5,000 largest companies.

This was so successful,
they ran that campaign
for 7 consecutive years.

C-Suite Example

https://audienceinnovation.com/


Here’s what’s working
best with multiple target types.

We start with planning the
cover wrap touchpoints, then
assist to design and deliver
what’s needed to integrate
your existing sales assets and
coordinated with sales team.

It’s a blended strategy,
with assets starting with your
gesture of  goodwill, a simple
“invitation” messaging event
reaching your vital audience.
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Our 5-STEP PROCESS Delivers Valued VIP Touchpoints
Each ‘step’ can be engaged a la carte or bundled, as needed to Deliver Your Goals

EACH STEP IS DESIGNED TO INTEGRATE WITH YOUR SALES TEAM – OFTEN LEADING WITH ‘CEO’ MESSAGING
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Full-Year for VIP Relationships
• Most Clients Engage a Full-Year Platform
• Messaging is often focused on a ‘CEO’ messaging strategy, or Senior Company Leadership

• Most publishers require 1,000 targets to start, some 2,000 and some at 500

• Many clients use a magazine that’s not business focused to stand out – relationally.

• Many clients use Real Leaders, a high-quality, quarterly and CXO ”leadership” focused.

• Others choose niche publications in sports, golf, travel, epicurean or luxury/aspirational.

• Database is often started with client’s CRM and/or we augment & build a data file.
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Examples of 360° Messaging

8 8 8 . 2 4 1 . 6 6 3 4 • A u d i e n c e I n n o v a t i o n . c o m* Messaging is sequenced with both online and offline, including cover 
wraps (tangible), email (in-box) and social and/or LinkedIn campaigns.
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Short Term Options for Impact

•ONE SHOTS for Impact & Promotion
• Send a single-issue cover wrap for invitation, call-to-action and/or greetings

• Works well for specific one-time situations, but not for long-term growth

• TWO or THREE Hits for Repetition
• Send a series of 2-3 for more multiple hits, direct to online actions or sales
• Best for acquisition prospecting, NOT for retention targets – longer works best.
• Quarterly messaging tends to work best, although some clients use 6X/year.
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For Any B2B & C-Suite Targets

Who are your best B2B 
customers, prospects 
and vital influencers?

https://audienceinnovation.com/
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W e  h a v e  m a n y  o p t i o n s  f o r  C - S U I T E  &  B 2 B ,  m a n y  m a g a z i n e s  t h a t  a r e  m o r e  f l e x i b l e  t h a n  l a r g e r  m a g a z i n e s
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Pricing Overview & Components
• Pricing is first based on the quantity of targets/database
• Pricing is then based on the quantity of touchpoints delivered
• Magazines are apt to full-year, as subscriptions are annually based
• Scale is significantly cheaper as printing costs are reduced
• Minimum requirements vary for each magazine and publisher

• We design what our client/agency wants, then 
place with magazine partner/s in priority order.

• Publishers respond best to signed paperwork 
vs. “fishing” for what’s possible – we handle this.

* Pricing varies by publisher. We design your platform first, along with your pricing, discounts, quick-start options and, benefitting our clients first. 8
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RESOURCE APPENDIX
• Creative Elements of Cover Wrap Units
• Reviewing Key Questions to Get Started
• Database Source, Start Date, # of Touch Points, Magazine Matching Process & Activation
• Will you do touchpoints online/email to ‘sequence’ messaging?
• It’s an option, we’ll assist your best strategy/plan with you.

• Cover Wrap Client Fans Overview
• Overview of Our 5-Step Components
• 1 – Cover Wrap Platforms, 2 – Email & Social, 3 – LinkedIn, 4 – e-Learning Platforms, 5 – Virtual & Hybrid Events
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Creative Elements of Cover Wrap
• Cover wraps can be 4 pages, 6 pages (see below) or 8+ pages
• Most clients use a 4-page unit unless they have multiple images they’d like to display – the ‘result’ is the same either way.

• Front Cover (full cover design), Inside Front Cover (messaging), Full-front Gatefold (optional), Inside Back Cover & Back Cover
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Key Questions to Get Started

•Do you have a database now?
• What’s the quantity of your current database file? That’ll help with establishing pricing.
• Do you think you need to add more database targets, especially for acquisition targets?
• We provide database development, often combined with your database, for the best options.

•When do you want to start your campaign?
• Most clients want to start as soon as possible. We can start anytime, based on publishing/timing.

• Have you considered your creative and messaging tactics? Many use leadership messaging.
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How Pricing Works for Wraps

•Campaigns are based on scalable factors …
• Quantity of targets, generally start with 500 minimum up to 100,000+ targets

•Campaigns are based on # of touch points 
delivered – 1, 2, 3, annual … always what’s best.
• Let’s discuss what’s best for your target, the best answer depends on communication goals.

•Pricing varies by magazine; each is different.
• We establish what’s needed for you first, then match the best magazine for acceptance.
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Start Cover Wraps, Then Steps
•We offer options we call ‘steps’ and, starting with cover wrap 

campaign, then add other targeting options, or … we guide clients on their own ‘sequencing’ plan.

•All STEPS are offered independently or bundled, 
based entirely on your objectives and goals. We do LinkedIn, Social, Email, Academies & Virtual Events.

•Most clients utilize a ‘strategy/planning’ fee base, 
then activate when ready. It’s a simple model that allows time for planning, prior to final activation.

•We often do database work first, on a fee base, then steps to activate. 
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Next Steps & Action Plan
• Let’s discuss targeting objectives, including database, timing, and priority partners. 

• The magazine is the last element selected for your launch.
• Let’s determine how you want to initiate, a work order to start planning/strategy or if you 

prefer a confirmed cover wrap agreement sooner vs. later. Either works well and gets the process rolling for your targeting/campaigns.

• All work orders are a paid-upfront service and, deducted from the final cost.

• Let’s review STEPS to determine what’s needed.
• Most start with cover wrap, then added steps, based on their objectives.

• We guide the entire process for you, turnkey, so steps are helpful and productive.
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JUST A FEW OF THE MANY FANS OF COVER WRAPS
THERE ARE HUNDREDS MORE AND, MOST KEEP THEIR CAMPAIGNS VERY STEALTH
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