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ASSOCIATION PUBRLISHING

ATTRACTING
\EW ADVERTISERS

Hoping to diversify your advertising with some consumer-oriented
insertions? With some adjustments, it may well be possible.

BEY JAMES G. ELLIOTT

vy their very nature, association publications are the ukimate

-, special interest business medium. They can provide a way for

advertisers to reach a very specific audiance with very little
waste. Generally, in the trade or profession they serve, association
publications reach a much larger percentage of a specific category of
people than do their for-profit counterparts. And associations have

other assats that appeal to advertisars, including trade shows, Web
sites, and direct mail lists.

SO association r|h|:_m;fi|t:*.~i—fi:1‘ %=
mnph'. the AL Joserned aned Realtor”
magazine—have cireulations lirge
enough 1o attract the interest of con-
sumer product advertisees such as
Mercedes Benz ar Toyvota, Other publi-
cations, although they may be smaller
certainly can attract other business
prisduets anid serviees if sold correetly,

The advernsing industey is changing
dramatically, as evidenced by the media
voverage surrounding mergers ol high-
[u'c:l’r'ilv .E'Hlll]'r:lrlil'.ﬂ such as America
Online and Time Warner. Another trend
is that advertisers are looking at targe
;_ﬂ'l'lll[_!h RN s rl:-ll!ll ;1'“" -1‘;!.|‘1'|11r1|‘_‘: I-l'"I
e medin 1|:|'I'r||1'r'y..

The new bz word Tor this laier
rrend is “converzence.” In ather words,
advertisers want to put together pro-
prams that cross various types of media,
The Intermner is one driver of this mend
because of its ability to deliver highly
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targeted groups, But it isn't the only one.
Even advertisers who buy space ina
magazine often want more: They wan
programs integrated with muliple
medin delivery vehicles, Advertisers
want o refationship with your associa-
tion, not just pages in a magazine.

Branching out

Manv associations have enormons
potential o deliver advertisers” messages
in multiple forms, o specifie and -
_i-‘rrr*ri markets. In addition 1o their “u:_:—
:~i!'l!J magnzines. associations iy Flit'lll]_\
have trade shows, Ioternet sites, targeiod
smaller magazines, newsletters, special
|"\'|'|:|‘|:1-. “I“J SLF “Jl‘lil. Hf“‘l‘[l' LEEL El[.l"]l |||
wirrking with other associations or to
working with consumer magazines.

\ zood l'.\mni;h' s flealior® g
zine, pubdlished by the National Assoeia-
tiom of Realrors (NAR), Chicago. 11

Frank Sibley, NAR s senior vice
president of communications and pub-
lisher of Realtor” magazine. has insti-
tuted a number of cooperative projects.
For instance, Heaftor” magazine has lea-
tured special sections that draw on the
expertise of Hemodeling and Home
Office Compdting magazines,

Sihley savs, “Ir is important for us 1o
reach out 1o other areas of expertise that
wee can share with the real estate com
munity—like the people whe know a lot
about remodeling projects (femodeling



miagazine ). Or Home (Office
Crrmpneting magazing,
which offers expertise on
what is necessary o sel up
an eficient business opera-
tiem for an independent
contractor [rom his or her
home locanon.”

One obstacle preventing
many associations lrom eo-
joving similar synergies is
their tendency 10 sezment
and compartmentalize vari-
os communication fune-
tions. Different departments
handle print publishing.
Web puldishing, event
sponsarships. and so forth, ageriries,
This organizational strue-
ture can create problems in integrating
resourees, either because of “mrf wars”
ar the simple lack of an internal mecha-
nism for working together,

Cars, computers, and more

Advertising presents numerons chal-
lenges For assoviations. The first issue is
whether top management and the board
of directors will aceept advertising at all.
Themn, the question beeomes what type of
advertising is acceprable.

More associations are accepling, even
pursuing, consumer advertising and
other tyvpes of partnerships. Why?
Because they necd additional sources of
vevenue, o todoy's world, few associa-
tiom leaders can object to advertising
when they consider the advantage—
keeping down costs, including the cost of
membership,

The trend among associations today
is Lo accept most types of advertising,
prowided the produets and services are in
eond taste and not a health risk o the
association members, 1 your association
has been reluctant 1o go down the path
of non-endemic advert ising—pursuing
advertisers unrelated o your particular
tradle or profession—reconsider that de-
cision. The economic climate and the as-
sociation's philosophy might have
changed.

If your have the desire (and the green
light) to pursue consumer advertising,
take o hard look at vour publication and

Awnthor James G Elfiott: Ta
r‘mnpn!'wﬁ.lr ORI e !'ﬂf
dlellers, yvou Il fave to learn
the lingo of advertising

consider making some
changes before yon start
making sales calls. Here's
what you'll need to do il
viour'd like o et in the
door at an advertising
ngeney:

® Praduce a profes-
sional-looking maga-
zine with high-quality
editorial content. Many
AsSOCIATON magarines

0l

need to be re-Tormatied
and remodeled o ammrac
major advernisers. They
must be updared graphi-
cally o reflect contempio-
vary styvle. A magazine
designed in the 1980
without significant. ongoing changes
doesn’t work in 2000, And the presiden-
s page? Please . il you must have i,
make it in good taste. Remem-her, your
competition for consumer ad dollars are
well-designed newsstand publications.

Cten associaiion leaders are relue-
tant to undertake a redesion or reposi-
tioning because of editorial traditions,
such as in-depth covernge of association
news. Or perhaps they fear losing editor-
ial independence or offending the readers
by change. However, those who take the
plinge usnally find their members ex-
pect the association publication 1o keep
contemporary and relevant,

I most associations, memhbers con-
sidler their magazine to be one of the
strongest., il not the major, benefit of
membership. v never found that a
professional “remodeling” of an associa-
tion mugazine resulted in any short- or
lomg-term reader atriton,

® Rewrite your media kit. As with
vour magazine, write for the reader—in
this case, media planners in large adver-
tising ageneies who may have little or no
knowledge of vour industry or proles
sionn Interpret indusiry-specific jargon
for them, and package your association’s
information in the lingo of the advertis-
ing world. using terms such as compisEi-
tions, coverage, and audicnce CPM,

Too olten, association media kits are
written and edited as if they were being
sent 1o the veader of the magazine in-

steadd of the advertising community
specialized help is valuable in this area;
consider hiring a professional copywriter
1o tailor vour material o todayv’s decision
makers in the general consumer or busi-
ness-to-business agencies, These buyers
tendd to be voung, not particularly well-
eclucated, not always print-friendly,
poordy paid, and ina horrey,

* Revamp your research resulis,
Rezardless of how current or eredilile
vour rescarch. media buyers won'i use it
il the information is not presented ina
formart they're accustomed to,

For example. one association’s media
kit reported the age of its audienee in
decade segmems. such as 20-30 vears
old and +0-50 vears old. However, ad-
vertising agencies and major research
companies use standard indusiry age
breaks (25-34 veurs old, and so furth).
Had it hired an advertising consultant o
interpret the data. the association could
have made its materials conform 1o
ageney standards,

For a suceess story in courting afflu-
ent consumer advertising, look to the
ABA Journad. published by the American
Bar Association in Chicago. 1L, Although
it is o professional magazine edited for
attorneys, the ABA Jowrnal has gone to
great lengths 1o present irsell as a maga-
zine that covers hoth the business ad
lilestyle aspeets of its audienee, All of its
advertising information is in the lan-
cuage that advertisers and agencies can
understand,

For example, the ABA Joerneal is one
of emly twio association magazines whose
sales are reported monthly in the Media
Frecleester: Newsletter (MIN) which mracks
ad lineage for America’s largest con-
sumer magazines, 1Cis the only associa-
tion agazine included in the prestigions
Mimroe Mendelsohn Affluent Survey
(MMIR). MMR is a syndicated research
service measuring the upseale audience
1'|'r r.”-'l“.}' CONSmer r1'|.'|l'_'.".;|'.f.'il:|.r~.-~_

Sales adjustments

Bob Brouwer. associate publisher of
the ABA Jowrnal. says, ~As part of our
long-term steategy (o seeure non-cn-
demic advertizing, such as amomarive
and other consumer advertising. our
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market ing stall has worked long and
hiard 1o met the Sorreecd noticed inoa
often overlooked v association maga-
zines_ like MIN and MMR.”

Coranted, these advertising tools
aren’t available o or appropriate for
most association magazines. The point is

=

tor fined ones that are and (o make your
gty unilerstandable for the average
agency,

Foven with a quality publication. a
wiell-writien media kie, and solid re-
aparch resulis, Vo still need a sales foree
]rrt'iml'f'r] to atiract ady erlising beyond
vour current sphere. Association sales
representatives may he reluctant 1o sell
i'l.:]'k!'i1 [:‘-ill; '."l.’ill'i" or IJIIIJF'_'l'I.III'l.h ll? (] |]]I|}[|
nies manulacturing antomaobiles or other
COMSHme" Eﬂ'l:lf‘ll,ll:'i"; F]I'Tl'li,lll"i Eil"'l"illl"il‘
1'|uin{_r sovis outside their comlort level,

Praditionally, representatives of asso-
ciation publicarions have sold the editor-
ial produet and their own knowledze of

the industey or prolession—Dbut that may
b irvelevant to media huyers in advertis-
ing azencies, In addition. many sales
represeniatives are used o working di-
rectly with a elient and avoiding an ad-
vertising agency completels. They may
precler o continue serviving people who
already have an understanding of their
|'|r'\|'|l|t||'l

I'his approach is becoming less eilee-
tive, even with iraditional advertizers.
becansze of the free flow of information

over the Internet, Word-of-mouth
knowledge of the indusiry or profession,
1]1"'\'I"'|'I"I:i IJ\ |1“' H£:|1|'h |'I'|J|'I’_"Hl"l]l:{lj‘1'{'_ i'\-i.
becoming less imporiant. More essential
is a1 elear understanding of why the par-
ticular azsociation has value o its mem-
bers and thus 1o an advertiser,

I thie world of eonsumer advertising,
an ageney is the place 1o starr. Othee-
wise, you re assured of not getting the

business,

The right fit
Some associalion may
ply ton small 1o g0 auside of their tradi-

AR T

tional advertising categories. Stll, spe
cilie cateeories of non-endemie
lmsiness—sneh as office souipment
computer software, and o forth—may
be worth pursuing, And sometimes these
associntion magnzines can be packaged
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Tatlor your material to today’s media huyers,
who tend to be young and in a hurry.

with others (o increase the eritical mass
ol readirs, making the larger buy of in-
teresr 1o certain advertisers

The world of media is changing
vapidly, Assoviations can capitalize on
these changes through their magazines
and other assets by embracing change,
You migli have w do some internal re-
strucmring, modify the sales toals you
use, improve the look and content of
your masgazine, amd probably adopt a
mire buyer-friendly sales approach—dh
the opportunity is enormous. [ts just a
mailer ol seizing the part that is right for
. @

VAT HSE0CTHI

lames G, Elliott is president of
Jesenes G FENGaet Clon, e meecdice, sneerbiefings,
and sales compeany headguartered
Laos Angeles, O, You can reach hine by
prliare at (213} 624-0000, ext. 1514, or
rier e=mvenid exf BN u;auﬂ.-.'f_,mﬁ{y.rF.rnm.
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