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Research Reduces Advertiser Risk 

 Defines your audience

 Lends unbiased authority to your pitch

 Highlights your ability to influence and/or drive new 

customers to your advertisers

 Clarifies, educates and empowers –the buy or 

recommendation is made with confidence



There are TWO basic types of research

 Primary Research

Information or data that does not already exist 

 Secondary Research

Published or recorded data that has already been collected for 
some purpose other than the current study wikipedia.com



Gathering Compelling 
Information & Data

A BRIEF REVIEW OF THE RESEARCH YOU 

NEED TO SELL ADVERTISING



Primary Research Helps Develop Your Edge 

 Primary Research

 Your Industry or Market

 Brand Engagement/Influence

 Audience

 Content 

 Advertiser

 Advertising 



Primary Research Helps Develop Your Edge 

 Your Industry or Market

 Size

 Peak spending months

 Trends



Primary Research Helps Develop Your Edge 

 Brand Engagement & Influence

 How well you meet customer needs and fulfill expectations

 The power to influence other current and potential customers



 Audience

 Composition

 Behavior

 Demographics

 Psychographics

 Preferences 

 Metrics

Primary Research Helps Develop Your Edge



 Content

 What they read

 Why

 Relevance

 Influence

Primary Research Helps Develop Your Edge



 Advertiser

 One-on-one interviews

 Advertising

 Recall and influence [reader action]

Primary Research Helps Develop Your Edge



 Advertisers

 Competitive tracking

 Advertising – ads, campaign’s message, seasonality, frequency

 Revenue

 Market share

 Standard sources

 Website

 Annual report

 Press

Secondary Research Helps Develop Your Edge





BEST PRACTICES FOR PRESENTING RESEARCH

Selling Competitively
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Successful Competitive Selling Requires 
Demonstrating Initiative and Insights



Interpret research to sell competitively

 Know key drivers that matter to the advertiser

 Make a statement/claim

 Provide information in context

 Compare/contrast

 Limit information

 Lead/direct to pertinent conclusion



Know Key Drivers

INVEST IN INFORMATION & DATA THAT 

MATTERS MOST TO ADVERTISERS



Sell Competitively: 
know key drivers 
that matter to the

advertiser 



Make a Statement or Claim

LEAD WITH INFORMATION BY MAKING A 

STATEMENT OR CLAIM VERSUS USING

A TITLE.



Sell Competitively: 
make a statement





Committed: 76% of paid subscribers have been 
with TWS 5+ Years…Brand Loyal



YOUR INFORMATION IS RELATIVE

TO WHAT?

Provide Information in Context



What makes The Weekly Standard a “must 
have” brand?



• Conservative ideas...not 

Conservative movement

• Republican – 75%

• Independent – 13%

• Other – 12% 

Point of View



Quality

• Incredibly well-written, 
articulate

• What our writers and 
editors are writing about 
[how they curate content, 
i.e. topics, 
breadth, and depth]



Distinctive

• Original

• Unconventional

• Bold

• Passionate



• Kristol, Barnes,

• Labash, Terzian,

• Caldwell, Continetti, 

Hayes, and others

Who is writing matters:

Personalities



PRESENT YOUR INFORMATION VERSUS

YOUR COMPETITORS

Compare & Contrast
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Compare & Contrast
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DON’T PRESENT TOO MUCH 

INFORMATION IN ONE PRESENTATION 

OR SELL SHEET.

Limit Information



READ ENTIRE ISSUE READ ¾ OF ISSUE

80% 
80% Heavy Readers



Engaged: Outstanding Content Ratings

QUALITY OF 
WRITING

INFORMATIVE VISUAL 
APPEAL OF 

COVER

TIMELINESS COMPREHEN-
SIVENESS

VARIETY OF
TOPICS

LENGTH OF
ARTICLES

VISUAL 
APPEAL OF 

MAG



USE YOUR INFORMATION & DATA TO 

TELL YOUR STORY AND LEAD THE 

ADVERTISER TO MAKE A CONCLUSION.

Lead to Conclusion



• Inspires interest

• Builds brand

• Increases reach

• Provides frequency

• Fosters trust

• Shapes thought
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The Weekly Standard Advantage

XYZ Company 2010



Avoid Derailing Distractions

 Source your research

 Watch the “age” of the information and data

 Don’t overpromise

 Be comparative, not combative

 Don’t listen only to current customers or advertisers



Research should be actionable.

PREPARE

TRUST

RELEVANCE

POSITION

 Pre-call and ongoing preparation for calls, presentations and RFP’s. 

 Build trust in your BRAND as a marketing partner.

 Address your prospect/client needs.

 Better position your BRAND to win business. 

VALUE
 Prove value of your BRAND  and support their investment to work 

toward renewal of the business.



Research is key driver for advertising sales.

 Position your BRAND as the preferred marketing partner 

for advertisers. 

 Position yourself as the market expert,

the Chief of Insights for your BRAND.



Questions and Discussion

Entire contents © 2011 Sabatier Consulting LLC
All Rights Reserved



Don’t miss these webinars

April 6, 2011 – noon EST presented by Jenae Rubin

“Successful First Calls”

May 10, 2011 – 2pm EST presented by Lou Sabatier

“The Power of Yes: Overcoming Objections”

Thank you



Contact for today’s session

Kylie Willis
Director of Sales
Magazineradar.com
646.727.4502

Sabatier Consulting LLC
607 Greenwich Street
Falls Church, VA 22046
703.536.2635/212.213.1550
louann@sabatierconsulting.com

SabatierConsulting.com

Contact Sabatier for a 
comprehensive list of 
research resources and key 
drivers.

mailto:louann@sabatierconsulting.com
http://www.sabatierconsulting.com/

