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See what marketers such as Acura, Dell, and 
Orbitz did to get people to visit their web 
sites. 

NEW YORK (AdAge.com) -- Which print ads were best at moving readers to a company website this 
year? MRI Starch Communications, a specialist in print-advertising research, measures a range of actions 
readers take as a result of seeing ads, and here examines the best-performing ads that led readers to 
company websites.  

To find the most effective ads at driving online traffic, MRI Starch considered 4,071 one-page and two-
page ads across all product categories. The following "Visit website" scores are based on those readers 
who saw or read the ad. All selected ads were above average in initially attracting readers to the page. 
Here MRI Starch investigates the ads' creative elements, the product categories as well as the context or 
the magazine genres that contributed to higher traffic to the website.  

~ ~ ~  

Michal Galin is senior VP at MRI Starch, part of the GfK Group, which specializes in measuring print-ad 
effectiveness. For more information on ads that spark reader action, please visit MRI Starch.  

 

 



Acura TSX 

Category: Cars and light trucks  
Publication: Motor Trend, June 2008  
Visited company website: 37%  
Category average: 14%  
Agency: RPA, Santa Monica, Calif. 

 
The two-page spread Acura TSX ad uses a two-pronged approach to attract readers' eyes to the page. On 
the left side, two young men are pictured engaged in hearty laughter, which sets an infectiously upbeat 
tone for the ad. Nestled between them, a few lines of fairly sparse copy end with the statement, "A new 
generation has arrived," conveying a sense that something new and noteworthy (and, by implication, 
worthy of further exploration) is now on the scene. In effect, the creative is announcing that the reader 
should sit up and take notice -- and if the jovial pair and the deftly-worded text aren't enough to make that 
happen, then the head-on, high-contrast visual of the TSX seems perfectly poised to finish the job. The 
final sentence in the copy on the lower right ("See it at acura.com") is as direct as they come -- and it 
worked successfully with a large percentage of readers. The high traffic to the website also was driven by 
the MRI Starch finding that readers of magazines in the automotive genre are more likely to visit 
company websites than readers of most other types of magazines, with 15% of readers of ads going online 
and clicking into the websites. 
 

 



 

Blackberry wireless phones 

Category: Telephone equipment  
Publication: Fortune, June 23, 2008  
Visited company website: 30%  
Category average: 15%  
Agency: Arc Worldwide 

 
MRI Starch Readership data consistently indicate that color is a key creative element when it comes to 
attracting attention to the page. The BlackBerry ad features a large and intensely colorful photo image of 
the product, which is made all the more prominent by its placement at the center of the page. The headline 
"Life on BlackBerry" is a succinct announcement, and the three lines of text on the bottom portion of the 
ad go on to elucidate some of the features offered by this very front-and-center product. Having whet the 
reader's appetite sufficiently with a strong headline, an up-close look at the product, a splash of color and 
informative text -- it's not surprising that a sizable segment of readers were intrigued enough by the ad to 
visit the advertiser's website (which, incidentally, is well-positioned: the long lines of copy flow right 
toward the logo, so the reader's eye is consequently also led directly to the website information located 
just beneath). 



Bose SoundDock Portable 

Category: Electronic entertainment equipment  
Publication: ESPN The Magazine, June 16, 2008  
Visited company website: 31%  
Category average: 15%  
Agency: Not available 

 
The Bose advertisement's headline acts as something tantamount to an invitation to the reader, imploring 
him/her to "Compare it to any other sound system for the iPod." In addition, the illustration shows the 
product clearly and well (in fact, it shows it in triplicate -- with each image seen from a slightly different 
perspective), and the deep green background shade is one that many MRI Starch studies have indicated to 
generally be pleasing to the eye. The ad's block of text describes the product vividly, in terms of both the 
convenience of its portability and of the appeal of the excellent quality sound that it delivers. Once 
engaged by the visual and text provided, a sizable group of readers flocked to bose.com -- captivated 
enough by what they saw and read to want to learn even more. In addition, the prominent display of the 
Bose 800 phone number adjacent to the web address prompted 4% of the ad readers to call the company, 
double the average for readers of electronic-entertainment-equipment ads. 



Bowflex exercise equipment 

Category: Sporting goods  
Publication: Men's Fitness, April 2008  
Visited company website: 31%  
Category average: 14%  
Agency: In-house 

 
MRI Starch readership study results have consistently demonstrated that ads that show the product in use 
in their creative seem to be particularly engrossing to readers. The same is true of ads that place a strong 
emphasis on benefits offered by the product. The Bowflex execution does both, with its two photo 
illustrations of the product in use and its text's convincing discussion of the many positives that are 
attainable through the advertised item. An 800 number and website information are both boldly featured 
just below the center of the page, and, as such, become an integral part of the ad's focus -- likely much 
more so than if they had been placed in a location that was not quite as readily visible. Not much hunting 
or scanning is required on the part of readers here -- instead, the call to action jumps out quite freely to 
greet them. In addition to high traffic to the website, this ad also prompted 9% of readers to call the 
company, more than three times the category average. 
 



Careerbuilder 

Category: Business-employment recruitment  
Publication: Fortune, May 5, 2008  
Visited company website: 38%  
Category average: 22%  
Agency: Moveo, Oakbrook Terrace, Ill. 

 
The CareerBuilder ad creative appears to be geared toward prospective employers rather than employees -
- based on its headline ("Employees With Insight Now In Sight"). This two-page spread ad is one part 
advertorial, with an editorial-style article, entitled "Strategy for Growth," on its left side, and a bold copy 
message presented in giant-size font on its right. The arresting bright-orange color that is featured almost 
can't help but grab the eye and bring attention directly to the copy juxtaposed upon it -- and the 
CareerBuilder website address is right in the line of sight, increasing the likelihood of a high level of 
visitation. At 38%, it is apparent that the use of giantism for its dominant headline, as well as the vivid 
orange color helped to draw eyes to the ad and to its website, which interestingly stands alone and 
unencumbered, with nothing immediately flanking it that could potentially detract. The movement of 
readers to the website was also facilitated by the product category -- MRI Starch findings show that 22% 
of readers of employment-recruitment ads search for additional information on the company website. 
 

 



Dell Precision Computers 

Category: Business direct response  
Publication: Forbes, July 21, 2008  
Visited company website: 31%  
Category average: 19%  
Agency: Enfatico, New York 

 
In order to grab the attention of its audience, the Dell Computer ad uses two creative elements that have 
frequently proved effective, based on MRI Starch data. First, it employs wit and humor in its headline 
("So Smart It Just Crunched Its Own Number"). Second, it uses an eye-appealing shade of blue liberally 
throughout its visual. Primary and secondary colors, and blue in particular, often seem to achieve positive 
attention-getting results among readers. The product is shown off to good advantage, in an illustration 
which is presented with excellent clarity. But more to the point: When considering the ad's power to draw 
readers to its website, its benefits-oriented approach deserves the greatest nod. The text line reading "Let 
Dell work harder for you," which is immediately followed by both 800 number and website info, 
undeniably played a crucial role in spurring a solid number of readers to Dell.com. 
 

 

 



Infiniti G 

Category: Cars and light trucks  
Publication: Fortune, June 23, 2008  
Visited company website: 33%  
Category average: 14%  
Agency: TBWA/Chiat/Day, Los Angeles 

 
There is a lot that's working effectively for the Infiniti G ad, and several of its most eye-catching creative 
elements adhere closely to the MRI Starch 10 Principles for Effective Print Advertising. The ad's focal 
point is a clear shot of the vehicle itself, which nicely shows its attractive front-grill design. It also 
manages to evoke a definite sense of speed and exhilaration, which ties in appropriately with the 
intriguing headline. Various tones of blue delight the eye, and help showcase the Infiniti G. It's not 
surprising the a strong percentage of readers felt compelled enough by what they saw in the ad to visit the 
Infiniti website, which is integrated neatly at the conclusion of the copy -- nestled in close proximity to 
the company's logo. 



Orbitz Travel Service 

Category: Travel services  
Publication: Travel & Leisure, April 2008  
Visited company website: 35%  
Category average: 23%  
Agency: Mullen, Wenham, Mass. 

 
The Orbitz ad freely extends more than one intensely appealing offering to its readers. There can be little 
doubt that the idea of significant cost savings will usually resonate with most people, and this ad brings 
the idea of savings front and center. In addition to the enticement of potential money saving, the ad speaks 
to the almost universal human needs to have fun and be pampered. With its shots of tropical settings, 
including palm trees and crystal-blue ocean waters, along with the tantalizing offer of spa treatment being 
announced in the headline, the Orbitz ad seemed well-positioned to create not only interest, but action. 
The $150 vacation-savings offer is located strategically, very close to the Orbitz logo and the all-
important website information -- which most assuredly helped boost the rate of visitation. The ability of 
this ad to move readers to the website is also bolstered by the MRI Starch finding that readers of 
magazines in the travel genre are more likely to visit company websites than readers of most other types 
of magazines, with 15% of readers of ads clicking into the websites. 
 

 



Sephora 

Category: Health and beauty  
Publication: W Magazine, August 2008  
Visited company website: 30%  
Category average: 18%  
Agency: In-house 

 
The very fact that the Sephora.com ad's headline asserts: "Your Destination for Skincare" seems to bode 
extremely well for a high level of website visitation, and, not surprisingly, it did. The simple, striking 
beauty of the model and her dead-on eye contact seem perfectly geared to garner strong attention levels. 
Also key is the manner in which the ad lists, in something like bullet-point fashion, several unanimously 
sought-after qualities desired by many consumers ("Trust. Options. Innovation. Confidence. 
Satisfaction"). With this list of admirable ideas being conjoined to the "destination" that the ad offers 
(sephora.com), it is entirely natural that a large segment of readers felt inspired to explore the site's 
offerings more fully, and did so via a trip to the website. 
 

 

 



Victoria's Secret Lingerie 

Category: Underwear and lingerie  
Publication: InStyle, March 2008  
Visited company website: 31%  
Category average: 13%  
Agency: In-house 

 
An old expression exists that asserts, "Never use two words when one will do." Another states matter-of-
factly that "Sex sells." Both sayings might easily apply to this Victoria's Secret creative. Short on words, 
but long on provocative visual imagery, the photo of this seductively-clad model in a suggestive pose 
seems highly capable of gaining a great deal of reader attention. In this case, it's safe to say that the VS 
brand name is so strongly associated with the idea of alluring women's apparel that there seems no need 
for descriptive or sales-oriented copy, and the highly-charged visual speaks for itself. Indeed, the only 
written text present (besides the company name itself) is the Victoria's Secret website address. This 
understated approach obviously provided all the prompting many readers needed to go online. 
 


