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THE IMPORTANCE OF
PRINT AdvERTIsINg 

IN 2019
Neuroscience has now proven that print ads make a 
better impression than digital ones. Numerous studies 
have indicated that on a brain-chemistry level, people 
process print content with greater engagement and 
focus, not to mention a deeper emotional response, 
than they do content viewed on a screen. 

While digital content is scanned quickly, paper-
based reading is slower and more deliberate, leading 
to greater rates of comprehension and recall. For 
advertisers, this means that traditional print media 
ads are more likely to make a lasting impression and, 
thus, lead to more sales.

Print Ad Tips

Keep it Simple

mind Your Flow

HigHligHt tHe BeneFitS



Smoke & Vape Business Solutions magazine reaches those 
business owners responsible for making purchasing decision, 
with the highest circulation of vape shops and smoke shops 
of any industry publication. In addition, we reach the primary 
locations of the largest corporately owned facilities. 

Our readers are the key decision makers – owners, managers, 
and supervisors – who approve spending and strategic planning 
for their business. No other industry has the support, following 
and partnerships like Smoke & Vape Business Solutions. 

We deliver the most relevant content, the most strategic ideas, 
and the most innovative products and services the industry 
has to offer.  We command authority by bringing our readers 
the business practices and actionable solutions that matter 
the most, and allowing our sponsors and advertisers access to 
this ever changing audience.

4,054

Reach retailers with your targeted marketing 
message with the ‘leading’ smoke & vape trade 
magazine.
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Smoke and Vape Business Solutions website is a definitive 
source for industry news. Smoke and Vape Business Solutions 
staff delivers business news five days a week. For those the prefer 
to read SVBS magazine digitally, SVBS magazine is available 
online. In addition, we archive each issue of SVBS for those 
who want to ready past issues. Our timely reporting brings new 
visitors to our site. And that unique, in-depth coverage keeps 
visitors coming back. With more than 8,000 monthly visits, we 
continue to attract loyal readers.  Our readers also frequently  
engage with our expansive social media coverage.

Digital 
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Featured Content & Writers

In today's smoke and vape industry, success takes knowledge. Our team of contributing writers consistently provide our readers with 
the knowledge and resources to run a more profitable business. Their expertise, delivered through our editorial writing opportunities, 
is key to the success of Smoke & Vape Business Solutions magazine.
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Although local retailers and neighborhood 
corner stores enjoy the outspoken support of 

contemporary consumers, too often that goodwill 
doesn’t translate into a sustainable business model. The 
“buy local” movement, or events like an in-store vape 
party may inspire a customer’s sense of community, 
but will never compete with their need for convenience. 
Because, while everyone offers an e-commerce option, 
very few small business owners give their customers an 
online experience.

Omni-channel marketing is changing the way that 
brick-and-mortar stores do business, and it’s a term 
with which every independent vape shop owner need 
become familiar. It’s the idea that an in-store customer 
experience can be replicated everywhere — online, 
on social media, on mobile apps, even on product 
packaging, label design, and advertising.

Most importantly, omnichannel marketing isn’t an 
expensive solution that requires large teams of people; 
most shops can implement it with the resources they 
have in-house.

“Convenience is about more than a simple online store,” 
says Adam Mizrahi, owner and Chief Creative Office of 
Miami-based marketing solutions and creative agency 
Creative Propulsion Labs. “Customers expect their 
online shopping experience to match what’s in the 
store. In many ways, a sense of familiarity adds to the 
ease and convenience of it all. It keeps them coming 
back time and time again.”

In a hyper-connected age where the latest technology is 
already outdated, and the newest social media platform 
is yesterday’s news, most vape shop owners understand 
that multiple touch points are crucial to maintaining 
a thriving customer base. But if an upscale store has 
an outdated website and a social media strategy that 
doesn’t stay on message, then all of those touch points 
aren’t coming together to create a unified experience.

Omni-channel marketing takes all of those things and 
coalesces them around one coherent brand experience, 
giving customers the convenience they desire. But 
with so many points of contact, where does a shop 
owner begin?

FEATURE EDITORIAL

by Brandon A. Dorfman

Why OmnIchAnnEL mARkETIng 
Is ThE mOsT ImpORTAnT phRAsE 

In smALL BUsInEss TODAy

The Store Is The Foundation of An Omni-Channel 
Marketing Plan
Before shop owners can integrate the digital with the 
physical in an omnichannel marketing plan, they first 
need to decide what kind of experience they want to 
give their customers. That all starts in the store. Opening 
and maintaining a vape shop is about more than selling 
vape products and accessories.

“Brick-and-mortar retailers need to have a personality,” 
says Mizrahi. “Everything from the decor and the color 
scheme, to customer service and product selection all 
play a part in creating a customer experience.”

Shop owners should start simple. Most experts agree 
that small things like decor and store colors — things 
that help with branding — will create an identifiable 
atmosphere for customers. Once established, that 
brand should be maintained throughout every channel, 
including a website, email, social media, and more.  

From there, owners can decide who they want to be. 
Does the store sell upscale vaping products, hard-to-find 
products, or does it cater to a more bargain-basement 
clientele? One thing vape shop owners may choose to do 
is put in a tasting bar. They can then ask for customers to 
vote for their favorite flavors on social media. The idea is 
to create an in-store experience that can be translated to 
other channels, keeping everything interconnected.

Mizrahi notes that employees are an essential part of 
creating an omnichannel marketing experience. “Nothing 
makes a customer more upset than when they ask an in-
store employee about something they saw online, and 
the employee has no idea what they’re talking about,” 
says Mizrahi. “Make sure your employees are involved 
not just in the day-to-day of the store, but that they’re 
part of your online customer service as well.”

Separate Touch Points Are A Thing of The Past
If a local vape shop is known as a place that plays great 
music, has friendly customer service, and fun events 
every other week, their online presence needs to reflect 
that atmosphere. Conversely, if that same store’s weekly 
blog is nothing but short, boring technical posts about 
vape mods and other products, customers will be left to 
wonder if they’re looking at a site for a different store.

In other words, once the foundation is laid in-store, the 
same experience needs to be brought to every other 
touch point.

“Don’t just build an online store,” says Mizrahi. “Today’s 
vape shop owners need to bring their store online. 
Omni-channel marketing is all about recreating the 
brick-and-mortar experience across every touch point.”

The great thing about putting together this plan is that 
the barrier to entry is so low. There’s no need to hire a 
team of web developers or social media consultants; 
everything can be done in-store with the team that’s 
already in place — with apps they have on their phones. 

With a simple WIX or Wordpress site, store owners 
can provide a decent web presence and even have 
their employees run a store blog. Weekly events, such 
as unboxing shows or product reviews, can be hosted 
on Facebook or YouTube live, and contests can be 
held using Instagram. They key is making sure that 
everything is integrated into one cohesive experience. 

One of the most overlooked tools is email, which the 
pundits may say is dead but has a remarkably high 
success rate in terms of customer engagement. An 
email subscriber list that includes a weekly newsletter, 
pertinent store information, and the occasional 
discount or coupon alert will grow a customer base if 
tied into everything else properly. These days, a simple 
MailChimp account is free up to 2000 users.

As exciting as new technologies are, most customers 
are still tied to the old standards. A shop’s presence 
on Google My Business is critical, as Google still drives 
most searches. Store owners should make sure that their 
Google My Business listing reflects their brick-and-mortar 
atmosphere. The highest interaction and open rates still 
come from Facebook and WhatsApp, despite the critics 
who say that no one uses those mediums anymore.

“Facebook Messenger and WhatsApp for Business have 
interaction and open rates upwards of 90 percent,” 
says Mizrahi. “Omnichannel marketing works when you 
reach your customers where they are already, and right 
now the data shows that this is where they are.”

Too many small business owners put a PDF of their print 
catalog online and call it a website. What they’re really 
doing is telling online customers that if they want to know 
what’s going on in the store, they have to come to the store. 

In an age of convenience, owner’s should be bringing 
the store to their customers.

Branding Is The Glue That Binds Omni-Channel 
Marketing
Omnichannel marketing is about more than just an online 
experience; it’s about the total customer experience. And 
there’s no better way to create a complete experience 
for customers than with branding across all channels.

“Good logo design means nothing if you don't carry it 
across everything you do,” says Mizrahi. “From boxes 

to bags to products to websites, customers should 
recognize your logo on everything you give them.”

It may seem simple, but too many store owners will 
spend money on a great logo, and then balk at adding 
it to their website or even their packaging. People are 
visual creatures, and especially online where the average 
attention span is less than a few seconds, a familiar 
visual logo will remind customers of a great experience 
they had in-store and make them more likely to share 
that experience with friends or family.  

“Everything from your website to your packaging 
should convey a singular message about your store and 
about your brand,” says Mizrahi. 

Today’s Customers Want A Great Experience
Despite the predictions from doomsayers, brick-and-
mortar retail is alive and well. Research shows that no 
one customer prefers to shop wholly online or in-store — 
they want a mixture of both, depending on their needs 
at any given moment. There’s still a convenience and a 
familiarity with going to a store to make a purchase that 
customers enjoy.

That’s why blurring the lines between physical and 
online retail channels is so important, so that customers 
feel a sense of continuity no matter which way they 
choose to shop. 

Most importantly though, stores need to make it easy for 
customers to sign up for their omnichannel — websites 
and social media are only as good as the people who 
use them. Shops should ask for a customer’s email at 
checkout and marketing materials should show people 
how to sign up for everything.

Feeding a store’s sales funnel isn’t only about bringing 
in new customers, it’s about making sure that the walk-
in customer doesn’t forget their experience.

“Omni-channel marketing allows the customer 
experience to transcend any one retail channel,” says 
Mizrahi. “And if nothing else convinces a store owner 
of how important it is, the fact that the competition is 
doing it definitely should.”  sVBs

Brandon A. Dorfman is the Senior 
Writer/Project Manager for 
Creative Propulsion Labs, a Miami-
based marketing firm that provides 
comprehensive solutions in web, 
print, and digital marketing. Their 
services include user interface 
design, application design and 
development, web design, branding, 

corporate design services, digital advertising, social 
media marketing, content development, SEO, affiliate 
marketing, conversion optimization, and more. You 
can reach Creative Propulsion Labs at (786) 360-1669 
or by email at info@creativepl.com. Or you can visit 
www.creativepl.com for more information. 

The Industry’s Premier Business Resource for Smoke, Vapor and Head Shops  |   July/August 2018

SMOKE & VAPE
B u s i n e s s  s o l u t i o n s

FMM Media    |    8913 Stone Green Way, Suite 200    |    Louisville, KY 40220

V
O

L
U

M
E

  V,  N
O

. 4
SM

O
K

E
 &

 VA
PE

 B
U

SIN
E

SS SO
L

U
T

IO
N

S
JU

LY
/A

U
G

U
ST

 2018

The Industry’s Premier Business Resource for Smoke, Vapor and Head Shops  |   May/June 2018

SMOKE & VAPE
B u s i n e s s  s o l u t i o n s

FMM Media    |    8913 Stone Green Way, Suite 200    |    Louisville, KY 40220

V
O

L
U

M
E

  V,  N
O

. 3
SM

O
K

E
 &

 VA
PE

 B
U

SIN
E

SS SO
L

U
T

IO
N

S
M

AY
/JU

N
E

 2018

The Industry’s Premier Business Resource for Smoke, Vapor and Head Shops  |   March/April 2018

SMOKE & VAPE
B u s i n e s s  s o l u t i o n s

FMM Media    |    8913 Stone Green Way, Suite 200    |    Louisville, KY 40220

The Industry’s Premier Business Resource for Smoke, Vapor and Head Shops  |   January/February 2018

FMM Media    |    8913 Stone Green Way, Suite 200    |    Louisville, KY 40220

SMOKE & VAPE
B u s i n e s s  s o l u t i o n s

Page 30

SM
O

K
E

 &
 VA

PE
 B

U
SIN

E
SS SO

L
U

T
IO

N
S

JA
N

U
A

R
Y

/FE
B

R
U

A
R

Y
 2018

V
O

L
U

M
E

  V,  N
O

. 1

40 www.smokeandvapemagazine.comSVBS  SEPTEMBER/OCTOBER 2018

by Alecia Isidore

How Do You Separate 
YourSelf from tHe CrowD?

Alecia Isidore has been a sales lead and is currently the marketing manager for Chain Vapez 
100ml line since October, 2017. You can find her spending most of her free time watching Netflix 
and Hulu with her boyfriend and spending time with family. She can be contacted by email at 
alecia.chainvapez@gmail.com. 

In an oversaturated and competitive market, Smoke and 
Vape business owners can sometimes struggle with 

individuality. How do you separate yourself from the 
crowd? A measured and strategic approach sets you 
up most effectively for success. Marketing can be the 
deciding factor as to how fast your business grows.

One of the key points of marketing is building a website 
for your business. In doing so, it creates a window of 
communication between you and your customers. 
Having a website for your shop allows the customer 
to browse the selections you have available, as well as 
adding the convenience of allowing them to “shop” well 
after your business has closed for the day. This caters 
to a much broader audience. A website will reach a 
wider range of customers who may not have the ability 
of coming to the actual shop during normal business 
hours. Accommodating access to your business can 
result in a significant uplift in traffic. 

Now that you’ve created a virtual platform for your 
business, you need something to back it up. Social Media 
is a great way to do just that. Modern business needs the 
support of their customers in order to survive. Social Media 
creates a direct and constant stream of communication 
between business owners and their consumer base. By 
opening this stream of communication, you are able to 
listen to what your customers want: What new devices 
are they excited about? What new juice brand are they 
interested in trying? In addition to learning more about 
the wants of your customers, you are able to create 
more awareness about your smoke or vape shop. Use 
social media to create excitement about what your shop 
has to offer. Host contests and giveaways that not only 
engages the customer online, but also draws them into 
your business. Answering questions via direct messages 
or comments in a timely manner is one way of using 
your social media account to provide excellent customer 

service. Being able to present your Smoke or Vape shop 
in a fun, interactive, and creative way will surely establish 
a long lasting relationship with your local customer base. 

While marketing online is a great way to promote your 
business, you need to create Brand Recognition with 
something more tangible. Nothing is more important 
than creating an experience that encourages consumer 
loyalty. Your local community can serve as a blank 
canvas for you to leave your mark on. This can be 
accomplished by putting your brand, AKA your smoke 
or vape shop name, onto products such as; Bumper 
stickers, window decals, t-shirts, or hats. Giving items 
such as these to your customers allows you to advertise 
all throughout your community. In addition to free 
advertisement, you are also putting an emphasis on the 
relationship you have with your customers. Networking 
is an underrated, yet very important part of marketing 
your business. There is an abundance of local business 
owners who smoke or vape, and by bringing them 
into your shop and establishing a relationship with 
them, you are able to help build each others success. 
Establishing a working relationship with local business 
owners in the community allows your business to benefit 
from “word of mouth” recommendations. With these 
recommendations, you gain credibility with potential 
customers who value the opinion of said business 
owner. Networking can offer insight and mentorship, 
while also complementing elements of each of the 
businesses involved.  

Whether it is building a website for your smoke or 
vape shop, using social media to generate excitement, 
or networking with members of your community; one 
thing is clear. Marketing your business is about creating 
a connection between yourself and your customers. 
The success of your business is significantly impacted 
by the awareness you create through marketing.  SVBS
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Whether business-to-consumer or business-to-
business, sales accounts for the major source of 

revenue for most businesses. This is especially true in 
the Smoke and Vaping industries.

And with competition for sales being fierce, you 
might think there would be plenty of analysis guiding 
companies and workers on how to do their very best 
to win and keep customers. 

Not so, say sales experts Dave Stein and Steve 
Andersen. Most commentary on the topic focuses on 
one narrow aspect of the job – closing the deal. 

“Point-of-sale strategies make sense for retail, 
although I think most customers and consumers want 
more from a salesperson than thinly veiled interest 
just to get a sale,” says Stein, a widely cited strategist.  

“Customers want to be confident that they are doing 
business with businesses that understand their needs 
and the uniqueness of their requirements,” says 
Andersen, president and founder of Performance 
Methods Inc. “A long-term, trust-based relationship 
proves beneficial for both parties – especially for a 
B2C customer. They don’t want to have to go looking 
for a new company each time they require additional 
solutions, products and services.”

As co-authors of “Beyond the Sales Process: 12 
Proven Strategies for a Customer-Driven World” 
(BeyondTheSalesProcess.com), Stein and Andersen 
offer tips to sales people for a long-term strategy in 
getting and keeping customers.

(1) Do your homework. If you’re going to connect your 
products services to a customer’s needs, know what 

those needs are ahead of time, before a potential sale 
has even started to take shape. Don’t assume that the 
interests of the next custoer you speak with are the same 
as the last one. Do research specific to each prospect. 
Know what they expect and give them exactly that. A 
customer has many choices and many shops they can 
buy from. Make them want to buy from ‘your’ shop.

(2) Give them a reason to love you. Get to know them 
on a personal level. Learn about their passions and 
what makes them tick. Relationships matter – a lost 
concept among many in sales today. 

(3) Stay engaged with your customer after your last 
sale and before your next. As with any relationship, 
customers want to know they’re appreciated and 
respected on a human level, not just financially. Stay in 
touch and try to engage with them regularly to discuss 
the things that matter most to them. Use email and 
social media to maintain this engagement. Show them 
that you care about they after the sale.

(4) Leverage past successes to earn their commitment 
for the future. Validate the impact of what your 
solutions, products and services are doing for them 
and their needs. As progress continues, explain to 
them how your will continue to create value with them 
in the long-term. Make them want to visit you again.

In closing, keep you eye on the ball. In an ever-changing 
environment such as the smoke and vape industry, 
stay on top of the latest products and services. And 
offer the latest and greatest to your customer. They 
will appreciate you more and become a loyal customer.

Andersen says, “It all boils down to them trusting you 
– before, during and after the sale.”   SVBS

Dave Stein is a sales consultant and strategist whose expertise has been widely sought 
after as a top-tier media source. Steve Andersen is president and founder of Performance 
Methods Inc., a sales and account management performance consulting firm whose clients 
include industry leaders and many of the world’s top companies. They are co-authors of the 
evidence-based “Beyond the Sales Process: 12 Proven Strategies for a Customer-Driven World” 
(BeyondTheSalesProcess.com). 

by Dave Stein & Steve Anderson
4 ProVen StrategieS to get and KeeP CuStomerS
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INSIDE:
Why Omnichannel Marketing Is The Most 
Important Phrase In Small Business Today

Not only does this content provide the education, motivation, and inspiration for our readers, it provides a source of a marketing 
technique that other publications do not offer. Support your advertising efforts by educating, inspiring and providing solutions 
to our readers. This opportunity to position yourself as an industry expert can assist you in gaining awareness, building trust 
and obtaining loyalty from your potential customers. 

Help us, help them grow their businesses.
Ask us today how to join our list of featured writers!



GeNeRAl ADVeRtISING SpecIfIcAtIONS: Advertisers are strongly encouraged to submit advertising materials in a digital 
format according to the following guidelines. PDF & PDF/X1-a Files: This is the preferred method for submitting ad files, provided 
they are press-optimized, high-res, CMYK, and have the fonts embedded. Please note that most PDF files lack the ability to be 
edited or altered. Other Accepted File Formats: JPG, TIFF, Adobe Photoshop®, Adobe InDesign®. Photos: Must be hi-res (300 dpi 
or greater), actual size. Page Size: Trim: 8.375” x 10.875”. Image area: 7.875 x 10.375. Bleeds must extend at least 1/8 of an inch outside 
of the trim size for the ad. Copy for bleeds should not exceed the image area. Borders: We strongly advise that advertisers add 
their own borders when necessary. Ads submitted without borders that are less than a full page in dimension may have borders 
added at the production manager’s discretion if the ad is created with a white background or low color opacity. This is to ensure 
separation between editorial and advertising content. Proofing: Color proofs should be submitted with digital files, and they 
should be printed at 100%. In absence of paper proofs, Smoke & Vape Business Solutions is not responsible for color reproduction 
and cannot be responsible for returning proofs.
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1/2 page Horizontal

7.375 Wide x 4.875 tall

tWo page Spread (double truck)

With bleed:
17.00 Wide x 11.125 tall
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16.75 Wide x 10.875 tall
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1/4 page Vertical

3.6875 Wide x 4.875 tall
1/2 page 

Vertical

3.6875 Wide
x

 9.75 tall

1/3 page Horizontal

7.375 Wide x 3.25 tall

Full page

With bleed:
8.625 Wide x 11.125 tall

Without bleed:
8.375 Wide x 10.875 tall

teRmS: Terms and policies are spelled out in the Smoke & Vape Business Solutions standard insertion order, which must be signed 
prior to placement of advertising. Design Services: Our design team can prepare your ad for a nominal charge. Fees are dependent 
on the size and complexity of the project and allow for three revisions. Additional Opportunities: Expand your reach using polybags, 
inserts, bind-ins and tip-ins. Reprints also available upon request. 

2 page Spread
full page
1/2 page
1/3 page
1/4 page
Buyer Solutions (1/6 page)

premium positions
cover 1 (front cover)
Inside front cover
Inside Back cover
Outside Back cover
Inside front cover (R)

1X
$2,890
$1,690
$990
$790
$690
$490

1X
$9,990
$2,690
$2,490
$,2,990
$2,490

3X
$2,690
$1,590
$890
$690
$590
$390

3X
N/A
$2,490
$2,290
$2,790
$2,290

6X
$2,490
$1,490
$790
$590
$490
$290

6X
N/A
$2,290
$2,090
$2,590
$2,090



Website specs & Rates

weekly e-Newsletter
 specs & rates

SVBS’s website is a definitive source for industry news and events. Our website is 
updated daily with industry press releases, a complete industry event’s calendar, 
and resources for smoke/vape shops for print marketing and mailing services. In 
addition, every issue of SVBS magazine is archived for those who want to read an 
issue they may have missed.

8,500 mONtHlY VISItORS 

SVBS's Weekly E-Newsletter is the perfect educational supplement between 
issues! We feature articles, new or noteworthy designs, and industry news in 
another clean and easy to read format.  With a current circulation of almost 4,000 
smoke and vape shop owners, it is a great way to reach our readers digitally.

cIRcUlAtING tO 4,000 SmOKe & VApe SHOpS 

A
B
c
D

pOSItION
PREMIUM LEFT HORIZONTAL
PREMIUM RIGHT RECTANGLE
STANDARD LEFT HORIZONTAL
STANDARD RIGHT RECTANGLE

1 Month
$399
$399
$319
$299

3 Months
$369
$369
$299
$279

6 Months
$339
$339
$279
$259

12 Months
$299
$299
$259
$249

SPECIFICATIONS:
300 DPI. JPEG or PNG. Non-transparent background. 
A - PREMIUM LEFT HORIZONTAL (1 available) - 600 X 110 Pixels. 
B - PREMIUM RIGHT RECTANGLE (1 available) - 300 X 400 Pixels. 
c - STANDARD LEFT HORIZONTAL (2 available) - 600 X 110 Pixels. 
D- STANDARD RIGHT RECTANGLE (3 available) - 300 X 400 Pixels. 
*Cost is based on price per month, billed monthly.

SPECIFICATIONS:
300 DPI. JPEG or PNG. Non-transparent background.
A - LEFT HORIZONTAL - 400 x 110 Pixels
B - RIGHT RECTANGLE (10 available) - 300 X 400 Pixels
*Cost is based on price per issue, billed monthly.

A
left HORIZONtAl

4 issues - $229
8 issues - $219
16 issues - $199
26 issues - $179
52 issues - $159

B
RIGHt RectANGle

4 issues - $199
8 issues - $189
16 issues - $179
26 issues - $159
52 issues - $139
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Michael Manley | Publisher 

January | February

Materials Due: 12.21.18

BONUS DISTIBUTION

BONUS DISTIBUTION

March | April

Materials Due: 02.22.19

May | June

Materials Due: 04.26.19

July | August

Materials Due: 06.21.19

BONUS DISTIBUTION

September | October

Materials Due: 08.23.19

BONUS DISTIBUTION

BONUS DISTIBUTION

November | December

Materials Due: 10.25.19

 

BONUS Distribution is included where Smoke & Vape Business Solutions magazine is distributed at numerous association events. participation subject to change.
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