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A little over a year and a half ago, in
anticipation of our 20th Anniversary, we decid-
ed to run a series of articles in Ads & Ideas
examining changes we have witnessed in

three specific areas of
the advertising busi-
ness.  The first was a
look at how selling –
and sellers – had in
fact changed over the
last 20 years, with a
prediction about what
they would look like
in the future.  Second,

we looked at the media buying process in
the past, the present and the future.  In that
article, we asked three prominent media
professionals, Richard Anderson with
Universal McCann, Pam McNeeley with
Dailey and Associates, and Kevin Brown
with Ford Motor Media, to give us their
thoughts on this important subject.  

This current issue of Ads & Ideas con-
tains our thoughts on the third area – the
increasing importance of marketing to mag-
azines and newspapers.  Actually, there are
hundreds of definitions of marketing, but for
our purposes here we will limit our focus to
"marketing services," which are all market-
ing activities for a publication besides the
sales function (e.g., marketing research,
advertising, promotion, etc.). The result of
this aspect of marketing is preselling.

Why is marketing more important these
days to advertising sales?  Leading reasons
include today’s greater difficulty of form-
ing personal relationships between sales-
people and buyers, who tend to be on the
job for a relatively short time, and the
behavioral shift due to demographics,
which has reduced the impact of print
media among many younger buyers.  They

are not as involved with print media as
their predecessors were a generation ago.

Although much is written about the
increasing number of Internet advertising
opportunities, there are more magazines
and newspapers than ever before.  The
National Directory of Magazines lists more
than 18,000 business and consumer maga-
zines. More than 800 new titles are
launched each year.  When you put the in-
creasing number of available print products
alongside the new electronic products, the
noise level for a media buyer must be
maddening.  Also, competitive pressure has
decreased the number of planners and buy-
ers, even as the number of choices has mul-
tiplied.  Decisions must be made within a
specific timeframe (often tomorrow), but it
is clearly impossible for a buyer to see all
the salespeople clamoring for attention.  Of
the few they do see, there is almost no time
available for “get acquainted” presentations.

The speed with which most media buys
are made limits the “short list” to publica-
tions that are known to the buyer, or which
pop up in syndicated research according to
predetermined selection criteria.  Sales-
people who are invited to come in, or to
prepare proposals, have a good chance.
Better salespeople have a better chance.
But unknown salespeople, with an
unknown product, unknown market, or
unknown publication, have a big problem.

You would be amazed at the number of
magazines (both commercial and associa-
tion) that come to us with nothing more
than their publication, and the expectation
that a sales force by itself can do the total
job.  They have not realized the vital need
to presell through marketing.  

We think this is an important topic.
Publishers that integrate sales with market-
ing clearly are more successful than those
that don’t.  They need to do both to be
effective, which is one of the main reasons
why we have started to offer marketing
support to our clients. �

“These are challenging days for media
moguls. The proliferation of media con-
veys the impression that times are good,
and in many ways they are. However, these
are also times of enormous change, with
shifting consumer tastes, emerging plat-
forms, and redirected advertising dollars.
Enormous sums are moving from tradition-
al media to the Internet.”

- Not An Easy Time To Be Running Big Media,
- Mediapost, 12/19/05

“Portraying the U.S. and world adver-
tising economies as far more volatile and
unpredictable than they had thought, the
world’s leading advertising seers issued dour
final forecasts for 2005, but somewhat more
upbeat outlooks for 2006, during the open-
ing day of an influential, week-long Wall
Street conference on the media business.”

- Ad Seers See Slower Growth, Technology
- Reshaping Ad Plans, Mediapost, 12/6/05

With the above dire predictions widely
distributed for all to read and hear, it is per-
haps time to consider the following course of
action – start thinking like marketers. Whether
you publish a magazine or newspaper, cre-
ate and maintain an online presence, or promote
events, it is important to recognize that
each of  these are products in their own right
with significant brand equity attached.

We truly live in a time when the con-
sumer is king and his or her tastes and
desires are shifting on an almost daily
basis. Consider that 7 in 10 adults use the
Internet to gather information about the
products they want to buy. Also, consider
that in the media world there are more
product choices available. That means you
must now market your product the same
way Procter & Gamble or Starbucks does.

Again, recognizing that your magazine
or website is its own separate product, it is
imperative that you have a solid marketing
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plan that delivers your product’s benefit
message to your customers (i.e., sub-
scribers, website visitors, advertisers, etc.). 

Consider for a moment that marketing
has historically been a support function to
advertising in most media companies.  The
primary focus has been on providing mate-
rials for sales teams such as media kits, sell
sheets and presentations. There are also the
typical turnkey programs to get an adver-
tiser involved with events but only as a
product sampling opportunity. But for the
most part, there is no real marketing – the
classic kind – being done.

As we move into 2006, it will become
increasingly important for media companies
to start thinking and acting like marketers by
developing real marketing plans that take
into account the brand equity their products
hold, their positioning within their markets,
and the strengths of their customers.

The James G. Elliott Company takes
marketing very seriously.  During 20 years
as revenue generators on the advertising
side, we have seen many of our clients
struggle with marketing issues.  Knowing
that we could render an important service
by making professional marketing support
available, we are pleased to announce this
addition to our outsourcing services.
Please call us for more information. �

Elliot Gluskin is Corporate Marketing
Director for the James G. Elliott Co.

We are big believers in the efficacy of
Reader Panels as a marketing tool. Paul
Gold of MRI shares his thoughts below. –Ed.

Creation of an online panel is a cost-
effective way to generate a large volume of
strategic intelligence from the population that
makes up the panel.  Panels made up of cus-
tomers who have volunteered to participate in
the panel out of loyalty to the brand, or com-
pany sponsoring the panel, are generally easy
to recruit.  Panels of non-customers are much
harder to recruit, as it is the brand name that
motivates most panel participation, and the
absence of a brand name has a significant
impact on respondent motivation, which in
most cases drives up costs significantly.

A word of caution is appropriate here.
Any sample, including a panel, is not statisti-
cally representative of a population unless

each person in the population has a known
probability of participating in the sample, or
in this case, the online panel.  If a significant
portion of a population to be studied does not
have access to the Internet, they cannot be
represented in an online panel because they
cannot participate.  There are many research
suppliers that claim they can statistically
adjust the results of an online survey to be
representative of a larger population, and in
limited terms, this can be done.  However the
degree of adjustment warrants careful scruti-
ny, as large adjustments move the information
collected from high-probability truth to wish-
ful thinking, and may render such data little
more useful than guesses.

Nonetheless, online panels can be used
to answer a broad array of questions, and can
be extremely useful for understanding the
perceptions and decision-making of the pan-
elists.  Generally, a brand’s best customers
are attracted to an online panel.  Thus, prod-
uct enhancements and new product develop-
ment can be significantly aided with an
online panel, customer satisfaction work is
often executed in this environment, and the
customer’s relationship with the sponsoring
brand vis-à-vis competitive brands can be
explored.  Price sensitivity among core users
is often the subject of panel feedback.

The cost of building an online panel is
comprised of setup, recruitment, a qualifica-
tion (screening) survey and ongoing recon-
tact surveys.  Setup usually requires creation
of a website, which acts as a focus for
recruitment and for other panelist activities.
Recruitment is the process by which the
panel is populated, often using email
addresses and website links provided by the
client.  The qualification survey is adminis-
tered as part of the solicitation. It collects
data to eliminate prospective panelists that
fall outside the target of the panel: e.g., pan-
elists living outside the U.S. or those who
are too young.  It is also used for subsequent
sampling for recontact surveys, which may
be administered as needed among all or part
of the panel as required by the client.  

We have had the best retention and
response rates contacting a panelist no more
than once a month.  By dividing the panel
into groups, our clients run anywhere from 2
to 12 surveys per month using panels that
contain between 5,000 and 120,000 members.

While most research companies charge
separately for each of these components,
there are exceptions. MRI charges a flat
annual fee for everything except incentives,
regardless of the number of recontact sur-
veys executed in the year.

Incentives are usually, but not always,
required to accelerate recruitment and

response rates.  We have found prize draw-
ings to be more effective than points sys-
tems; more, smaller, prizes – often collater-
al promotional materials with the brand
name – out-perform one, larger, prize.

To get the full value of a panel, the data
collected should be organized into a cohesive
database so answers from one survey can be
tabulated with answers from another survey
using common respondents.  Likewise,
information gathered in the screening ques-
tionnaire should be available for analysis
with any recontact survey without asking the
panelists to answer these questions again in
the recontact survey.  The outcome of every
contact with all panelists should be captured,
so, for example, reminders to take a survey
are only sent to those who have not already
completed the survey.  Likewise, those who
inconsistently complete surveys can be iden-
tified for extra incentives or a study to under-
stand why they respond only occasionally.

Is an online panel right for you?  If you
have access to captured email addresses or a
mechanism by which they can be collected
(from registrations to a website or newsletter
for example), or a strong brand that attracts a
loyal following, the answer is almost always
yes.  The difficult question to answer is not
what to do with an online panel, but what to
do next given all the possibilities an online
panel makes possible. �

Paul Gold is Vice President and Director
of Interactive Research at Mediamark
Research Inc. (MRI). MRI produces reader-
ship information used by the consumer mag-
azine industry for advertising planning and
ad sales. Including proprietary custom
research and other offerings, MRI provides
services to approximately 600 clients,
including all the major advertising agencies.
Mr. Gold can be reached at 212-884-9276 or
paul.gold@mediamark.com.

Now in its third year, the reconfigured
ProFive Professionals Media Network
offers more than 2.3 million affluent
readers in five high-income professions.
Partners include the National Association
of Realtors®, American Bar Association,
Institute of Electrical and Electronics
Engineers, American Dental Association,
and our newest partners, The Physicians
Group (Elsevier Publishing).
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