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Our daringly different communication 
strategy yielded hugely impressive 
results for a division of Dow.
Dow Packaging and Specialty Plastics, or Dow P&SP, is part of the 

biggest division of the global giant Dow.

One of P&SP’s key products is a resin 

which is widely used in food packaging. 

Historically this had been marketed very 

conventionally, with a focus on their direct 

customers in the next step of the ‘value 

chain’. Together we decided to take a new 

approach that would really make P&SP 

stand out as industry leaders. 

Dow challenged us to create, design and 

write a magazine for P&SP that appealed 

to everyone connected to the packaging 

industry, including brand owners. It 

should show – not tell – readers that 

Dow is a modern, innovative and global 

company in tune with the dynamics of the 

packaging industry. It needed to take a 

radically different approach from a typical 

corporate brochure, which simply states 

the benefits to the company’s customers.

We named the magazine ‘IN: A 

Perspective on Global Packaging 

by Dow’, otherwise known as ‘IN’, 

and created a design that worked 

across different print and digital 

channels, and defied what one might 

expect from a plastics manufacturer, 

taking our cues from style magazines 

such as ‘Monocle’.  

The stories were commissioned to 

appeal to a diverse global audience, 

and centred around three broad themes 

from the world of packaging: current 

affairs, design and culture.  They were 

designed to inspire Dow’s customers and 

employees alike to think about the future 

of packaging and demonstrated Dow’s 

insight and expertise, even though only 

three of the 72 pages were directly about 

the company itself.

The first issue was launched at the 2013 

edition of the K show, the industry’s biggest 

event. It was followed by a sophisticated 

marketing program to raise awareness of 

the magazine among its key audiences.

There is little doubt that we were taking a 

calculated risk with this radical approach. 

But if what you say resonates with 

people then the rewards will be huge. 

That’s exactly what happened here: the 

first edition of IN was a major success, 

achieving over 3,300 website visits with an 
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WithOut a DOubt the magazine achieveD  
every target anD expectatiOn Which haD  
been set by DOW

Alongside the outstanding readership figures, the magazine was also 
voted ‘external publication of the year’ at the prestigious European 
Excellence Awards. The second issue of IN has already been 
produced, and looks set to run for many more years.

average view time of 5.5 minutes by a 

global audience. These numbers are well 

in excess of what you would expect, and 

represent a significant proportion of the 

world’s biggest brand owners. 

The promotional campaign also drove 

traffic to Dow’s website, with the Google 

AdWords campaign generating 375,000 

impressions and over 1,700 clicks. Some 

5,000 printed copies were distributed 

around the world, and the magazine also 

gave Dow’s own people a valuable tool to 

promote the company throughout  

the industry.
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About FTI Consulting
FTI Consulting is an independent global business advisory firm dedicated to helping organisations manage change, mitigate risk and resolve disputes: 
financial, legal, operational, political & regulatory, reputational and transactional. FTI Consulting professionals, located in all major business centres 
throughout the world, work closely with clients to anticipate, illuminate and overcome complex business challenges and opportunities.

The views expressed in this article are those of the author(s) and not necessarily the views of FTI Consulting,  its management, its subsidiaries, 
its affiliates, or its other professionals. 




