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FIVE ASSOCIATIONS JOIN FORCES TO CREATE A UNIQUE
ADVERTISING SALES INITIATIVE.

litthe more than a year ago. a new concept

was launched by five major ULS. associa-

tiong whose collective members are defined

as peofessionals: By selling one or more of
their magazines in combination with others.in the
groug, these associations figured thal they could
approach new catenories of advertisers.

The idea for a network was conceived by
Bob Brouwer, associate publisher of the
ABA fowmal, published by the Amencan
Bar Association, Chicago, 1L, "Over the past
15 or more vears, the legal marketplace has
experienced a contraction due o heavy
merger-and-aciuisition activity similar o
most other marketplaces.” Brouwer
explains. “Unlike most other market scg-
menis, however, the legal market was rela-
tively small to begin with. ABA fournal
management realized that, to maintain sales
levels, we would have to find a way to pen-
clrate consumer product categories beller
than we had in the past.”

After evaluating several approaches, the
ABA fournal decided to pursue the idea of
a network of magazines thal were specific
to the “professional marketplace™—m other
wands, careers that required a cerlification
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and, most often, advanced college degrees.,
Four other publications teamed up with the
ABA Jowrnal to form the Pro 5 Network:

= American Medical News, published by the
Amercan Medical Association, Chicago, 11.

* [EEE Spectrum, pubhished by the Insi-
tute of Electrical and Electronics Engineers,
New York, NY.

¢ Jouwrnal of the American Dental Associa-
ot and ADA News, published by the
American Dental Association, Chicage, IL.

+ REALTOR Magazine, published by the
Matiomal Association of Realtors, Chicago, IL.

STRIKING SIMILARITIES

These five associations have several char-
acteristics in common. First, they are all
large circulation magazines that dominate
their fields, usually with corvesponding mas-
tery of the endemic advertising in their
respective categories. With individual reacer-
ship ranging from 153,000 to 798,000,
they are all considered large cireulation mag-
azines in associatiem circles—but several are
small when compared to some consumer
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and many general business magaeines.

Second, all of the publications are mter-
ested in attracting advertising revenue from
other categories of business that are some-
whal of a stretch for them. Several of the
hooks :-‘:Ireafi}r had somix success in certain
non-endemic arcas but believed improve
ment was possible.

In addition, their members are not prone
to read the conventional business books
such as Forfune, Forbes, Inc, Business ek,
or even the Wall Street fournal In Fact, none
of the association mageezines hos more than
10 percent duplication in readership with
thase well-known business publications.
Finally, these magazines have readers
whose businesses are similar in scope—the
members practice their professions either
on o local or statewide basis.

NOTHING NEW TO MEDIA BUYERS
The concepl of networking or combining

magazines mio a group buy 1= not unigoe in
the consumer magazine world. Over the last
20 years, advertising agencies have become
familiar with a number of networks created
by special interest publishers wishing to cre-
ate more mass circulation
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For example, the old Times Mirror
Network consisted of maguzines such as
Field and Stream, Chitdoor Life, and Fopular
Science. It was known as the "Mass Network”
(of men). A second network, called the
"Class Network,” consisted of titles such as
Yachiing, Golf, Seltwater Sportsman, und the
Times Mirror skiing fitles.

Drennis Connaughton, now general man-
ager of the James G. Elliott Company, recalls
his days as the publisher of Field and Stream
and its part in that network. “The Times
Mivror Network made buying o lage male
audience somewhal easier and more effi-
cient—on a CPM basis—for agencies. And it
helped some of the weaker Times Mirror
biles get advertising they normally would
not have gotten because they were able to
ride the coattails of the stronger books,” he
explams, “Naturally, some addibional dis-
counting was involved in the network buys,
but virtually every buy today is discounted.”

Jim Kopper, lounder and former presi-
dent of the Ziff-Davis Network and later
senior vice president for advertising for the
Times Mirror Company, is probably the
best-known builder of networks in con-
sumer publishing. According to Kopper,
“Networking of appropriate media forms
affords the advertiser selectivity and flexibil-
ity in reaching the target market and can be
the most effective way in investing the
advertiser’s dollars.”

WORTH CONSIDERING

These days, associations are always look-
ing al non-dues revenue initiatives, including
the aceeptance of advertising relationships—
priwvided that they are done tastefully,

One association recently told me that its
members would not tolerate any advertis-
ing. Upon researching thal premise with
readers, we leamed that the members
already thought the association aceepled
advertsing because of all the *house” ads
that appeared in the publication. When this
organization launched an advertising initia-
tive, it did not receive a single letter of com-
plaint from readers,

Most association members understand
that advertising helps offset the costs of pub-
lishing a magazine or other commumnication.
Yet the advertising arena is gelling much
harder to compete in because of industry
eonsolidation, media buying services, and
increased competition from new types of
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Five Publications,
One Buy

A joint media kit offers media buyers easy
ageess to readers of ABA Journal, Journal
of the American Dantal Association,
Amaerican Medical News, [EEE Spectrum,
and REALTOR Magazine. Advertisers can
use any combination of three or more pub-
lications in tha Pro 5 Media Network to
receive a group discount.

media. Networking is one way (o compete
in this complex environment.

Your publication might be a good candi-
date tor establishing a network if it has
reached maturity in its endemic market and
if the association has become dependent on
the revenue it generates. Then the real
work starts, beginning with an investigation
of other associations that have similar char-
acteristics and would be of interest to mar-
keters and advertisers,

You'll need to answer this guestion:
“Does this proposed network bring anything
unique and marketable to any new group
of advertisers?” And you have to keep your
expectations realistic. For instance, you have
to offer a significant mass of readers to be
of interest to a particular advertising catcgo-
ry. Two association magazines, each with a
circulation of 15,000, will have a hard time
crealing a meaningful network unless they
join with five or six another groups.

Also determine whether your association
could work with other associations or with
an outside sales and marketing group that
could coordinate the project and overcome
or minimize the various differences that
exist between organizations. Some organiza-
tons just can't.

Another ssue lo resolve is whether you
can make changes within your sales force
to accommodate a new selling structure. IF
all your salespeople are already selling to
endemic adveriizers exclusively, you are
probably in a good position 1o proceed.
Then the next step would be o bring in
people who have experience in non-endem-
ic advertising to strategize and create a plan
aimed al accomplishing your goals.

ADJUSTMENTS REQUIRED

In the association and trade magazine
worlds, forming a network to atiract advertis-
ers is a relatively new concept. Although
SOME non-consumer magazines have red i,
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most of them have not spent the time or
committed the resources necessary to make
u truly compelling story for advertisers. Nor
have they presented the network buy to
advertisers in ad agency language. Most have
simply taken their existing data and the pro-
motions they use to sell to their endemic
markets, make o few cosmetic changes, and
then appronched the new market. A network
effort, however, calls for a completely differ-
ent epproach and presentation.

In the early stages of the Pro 5 Network,
the five participating associations signed a
joint operating agreement and approved a
distinctive media kit written in the language
of consumer media buyers. They also fund-
ed production of a PowerPoinl presentation
that the sales foree could customize.

The biggest accomplishment, however,
wis having Mendelsobm Media Rescarch—a
syndicated research company well-known to
and trusted by advertising agencies—meas-
ure the network’s audience. We discovered
that the research was rich with data that
substantiated our various claims.

Although the Pro 5 Network comprises
distinctively different associations, all five
have a targeted reason for being part of the
initiative and all five could either separate
their sales forces into endemic and non-
endemic categories or had one sales entity
1o represent both areas. By forming the net-
work, the associalions gave adverlisers a
single pont of contact for a massive infu-
sion of professionals into their media mix.
Combined, the five associations offer 1.8
million readers, all in one buy.

Although the Pro 5 Network is new, it
has already generated revenue from new
advertisers such as American Express, T.
Rowe Price, State Farm, and The Broad-
moor Hotel. One reason for the network's
carly success is that all five associations
understood the importance of using the
tools of the consumer magazine market-
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place, which most buyers of advertising
space demand. They knew that a successful
network is built on the concepts of efficien-
cy, simplicily, and unigueness o the buyer,
And they realized that the idea of a “profies-
sionals’ media network™ needed 1o be
advertising- or client-ceniric rather than
association-oriented
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It takes time to form such a network and
then sell the concept to agencies, which are
slovw to react to new ideas. Dut the effort
can be fruitful. Forly years ago, magazines
euch as Business Wesk and Forbes were
regarded as trade bools and carried little

consumer business. They adopled a con-

sumer “uniform™—and look at them today.

Jumes G. Ellioii is presi-
dent of fames (. Elliott
Campeny, a publishers’
representalives firm head-
quertered in Los Angeles,
CA. You can reach him at
{213) 624-0900, ext,

1514, or at | Elliont@ jamesgellion. com.
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