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WE CAN HELP YOU TAP INTO A
PRODUCT THAT’S BIGGER THAN
baseball, bigger than television and,
most important, 80 percent of your
current and future customers are
already enjoying it. Whether you’re
looking to acquire new customers,
increase transactions with the ones
you have or save those who are
considering your competitors, a 
great product will add value to the
relationship and increase loyalty.

According to Mediamark
Research, Inc., more than 80 percent
of American households read at least
one magazine. In fact, the average
American household reads six different
magazines each year. Not even the
smell of the grass, the crack of the 
bat and the thrill of the home run 
can surpass magazines’ mass appeal;
magazine readers outnumber
recreational baseball players over 
24 to one! And, according to a 
cross-media comparison by the
Magazine Handbook Initiative, 
the top 25 magazines lead the top 
25 television programs in reaching
major target audiences.

As the #1 provider of consumer
magazine subscriptions, we’re
constantly finding new ways to
leverage the popularity of magazines
to achieve our partners’ goals. Our
patented subscription model enables
us to subsidize front-end introductory
offers, like free-to-paid subscriptions
and premiums, which are proven

incentives for desirable customer
behavior. Plus, magazine partnerships
and third-party sponsor offers
represent dynamic marketing
synergies that make an overwhelmingly
popular product even more
compelling for your customers.

Any of these successful tactics
combined with a targeted marketing
message can energize your acquisition
efforts, add value to your existing
customer relationships and improve
retention conversion rates. As the
leader in connecting customers with
top consumer industries, Synapse can
show you how to make these
successful programs work for you.

Turnkey retail program 
rings up added revenue 
and customer loyalty. 

EVERY MARKETER HAS THE
same core strategic objectives:
acquisition, activation, usage 
and retention.

To help partners achieve these
objectives, Synapse has successfully
applied a focused, practical approach
— identify incentives that consumers
clearly want, and offer them as a
reward for the desired behavior. 

It would be easy to dismiss 
this approach as overly simplistic.
However, the results from the
marketplace indicate a level of
effectiveness and a bottom-line
benefit that are too compelling to
ignore. In one recent effort aimed
to incent usage from new credit
card holders, a simple direct mail
package offered a choice of gifts 
in return for using the card. The 
gift selections consisted of items
that are also sold through various
statement inserts, and have
generated over 500 million unit sales. 

Not surprisingly, this 
proven consumer appeal
translated over when those 

items were offered for free 
and the mailing generated raw

response rates of 18 - 20%. 

While response rates like that
are impressive in their own right, 
the ROI to the issuer is the real news. 

Customer acquisition costs
average from $125 - 150 in the
credit card industry. Of those
customers acquired, 1 out of 3 never
use the card, making the effective
cost of acquisition that much higher.

In essence, the Synapse program
provides investment protection 
for the initial cost of acquisition 
by allowing marketers to convert
more of those responders to active
consumers, for only $10 - 15 a head.

Synapse also offers a sophisticated
data capture and fulfillment
infrastructure backed by an award-
winning customer care system. So
the program offers a true turnkey
solution.

This proven formula can also 
be applied to incent other desired
behaviors – everything from online
bill payment, to referring a friend,
to purchasing ancillary products and
services. In every case, the program
provides a simple, effective and
cost-efficient way to achieve key
strategic objectives.

Offering 
Customers What

They Want Produces
the Kind of ROI 

You Want. 
DISCOVER NEW TOUCH-POINTS 
FOR 80% OF YOUR CUSTOMERS

T he retail sector has never suffered   
from a shortage of challenges.

But recently, the upsurge of web
retailing, increased price competition,
rising personnel costs and other
factors have ratcheted up the
intensity. Now, more than ever,
retailers are under the gun to increase
the profitability of their stores and
strengthen customer loyalty, while
maintaining tight controls on costs. 

To help achieve those challenging
goals, Synapse developed Retail Rewards,
and the program continues to be an 
ever-growing success. Currently in place in
over 8,000 stores, it offers them a proven
source of incremental revenue with no
inventory cost and no financial risk. 

Retail Rewards enables retailers 
to acknowledge and reward customers 
for a purchase by offering them a choice
of magazines for a free three-month
period. In-store displays and brochures
promoting the program are customized
to complement each store’s branding
and customer demographics. 

Qualifying customers, assisted by the
sales associate, provide their magazine
selections and mailing information,
which is forwarded with the purchase
data to Synapse for processing. 

The retailer is paid a negotiated fee
for each Retail Rewards order processed,
whether or not the consumer continues
beyond the free period. That incremental
revenue can have a significant impact on
the bottom line. Targeted at chains of
100+ stores, the program generates 

a multi-million dollar cash infusion
annually, all from just one acceptance
per day at each store. What’s more,
because the retailer incurs virtually 
no cost, the revenue generated has 
a particularly high margin.

To help ensure seamless integration
into the store, Synapse provides free
training for sales associates as well as
regional, district and store managers. 

The magazine offer to the customer 
can be modified to support the various
business objectives of the retailers. For
instance, to provide a more impactful
customer thank you, retailers can
sponsor a full year’s subscription. 

To generate store traffic and
incremental spending, the magazine
offer can include a prepaid gift card 
for use on a future store visit.

Retail Rewards is in place with
retailers in a variety of categories,
including entertainment, apparel, 
home decor and sporting goods. 

Although a diverse group, these
partners share an interest in the
program’s core benefits: generating
high-margin revenue and building
customer loyalty.

The average 
American household
reads six different
magazines each year

Executive Summary: 
Retail Rewards
• Rewards shoppers with free 

magazine trials 
• No hard dollar cost for retailer 

to offer
• No cost for customer to accept
• Generates high margin revenue
• Retailer paid whether customer

continues subscription or not 
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In the spirit of great sequels, we’re eagerly following up the
first edition of “The Reporter” with Issue 2. This time around,
we want to share with you a few things about the popularity
and profitability of magazines that you may not already know.
As the #1 provider of consumer magazine subscriptions,
Synapse is ideally situated to leverage the overwhelming
popularity of magazines through innovative and proven
programs for customer activation, retention and loyalty.

Like sequels often do, we’re coming to you from a new location and with new

heroes. After 15 years of creating a business that is now wholly owned by Time Inc.

and that was recently recognized as one of the top medium-sized companies in the

U.S., Michael Loeb – one of the company’s co-founders – is transitioning into a new

role. While he’ll remain active in our critical idea generation efforts, Michael hands

over his responsibilities as CEO to Jon Ellenthal, who has been a dynamic source of

innovation at Synapse for more than 10 years. With a new leader in the director’s

chair and from a new, state-of-the art building just a mile or so away from our old

one, we remain committed to finding new ways to help our partners build

meaningful customer relationships and generate great profits.

In Issue 2 of “The Reporter,” you’ll also find out about a few of the programs that

we’ve designed to help you achieve your core objectives, including our very

successful activation efforts. To find out more about any of them, just give us a call.

Until then, please enjoy this issue of the Reporter.

Laurence Sheinman
Executive Vice President, 
Partnership Marketing & Global Print

A NOTE OF WELCOME

Better Profits Through Relationship Building
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Volume I Issue 2

In Synapse’s never-ending
commitment to overcoming barriers,
we thought we’d tackle one of the
oldest: the language barrier. As one
of the fastest-growing consumer
markets, non-native speakers
represent an enormous opportunity
for sellers. Our first foreign-language
tests confirm the most recent market
research: non-native speakers read
direct mail at a much higher rate
than English-speaking individuals as
a means to become more informed
consumers, which translates into
higher overall response. Our recent
test mailing to over 100,000 Hispanic

credit card customers responded
several multiples higher than the
control. As a result, we are currently
expanding these efforts nationally
with unique products and services
that appeal specifically to the
Hispanic cultural appetite. Our
current magazine list, for example,
now includes several Spanish-
language versions of popular U.S.
titles like Cosmopolitan, ESPN,
People and Shape. As we move
forward with new products and
Latino-specific creative develop-
ment, this exciting channel will
undoubtedly create a new source 
of revenue for our trusted partners.

New Markets
Translate Into
Big Wins
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Introducing The Reporter, a newsletter designed 

specifically for our partners to provide them with

(hopefully) interesting marketing insights, trends and

data that can help our respective businesses.

We want to share information you wouldn’t necessarily hear during one

of our sales calls. What’s more, we want to convey the news in a form 

that will be fun, relevant and always quick and easy to digest.

For example, this issue focuses on a challenge that looms forever larger in

today’s marketplace: Turning Cost Centers into Profit Centers. We’ve had

some success in that area and we share that with you here because we

believe this information can help you achieve your own desired results. 

The bottom line is (pun intended) our success is intertwined with yours.

This newsletter is yet one more way we embrace that essential truth. 

So without further ado, please enjoy your collector’s edition copy of 

The Reporter, Volume I Issue I.

Laurence Sheinman,

Executive Vice President, Partnership Marketing & Global Print

PS - If anything in this issue sparks your interest, or if you have any questions,

please call me at 1-203-391-0732 — we’re here to help your business.

Synapse is the top independent

provider of customer acquisition and

management services for consumer

magazines in the United States.

á Our multi-publisher continuous

service subscriptions are one of the

key innovations of our business. We

replace traditional fixed-term

subscriptions with more customer-

friendly, open-ended subscriptions. 

á We are wholly-owned subsidiary 

of Time Inc.

á One of the world’s largest

providers of consumer magazines,

software and merchandise items. 

á Based in Stamford, CT

á Founded in 1991

á We market through 

relationships with credit card 

issuers, consumer catalogers, 

utility companies, commercial

airlines with frequent flier 

programs and Internet businesses.

WELCOME

An Instant Collector’s Item:
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