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This piece originally ran on www.foliomag.com. 
It has been downloaded hundreds of times since 
June 25, and the response has been so overwhelm-
ingly positive that we wanted to bring it to you as 
my President’s Letter.

President’s Letter
Over the past 10 years, 
I have talked with many 
senior magazine execu-
tives about their struggles 
to serve the changing 
publishing environment. 
Finding balance is dif-
ficult, and making money 
while adapting to this 
changing climate is not 
easy. The consensus is that they need to get back 
to basics, and to find better ways to leverage 
their brands.  They need to invest for the future 
by backing the right technologies, but nobody 
knows which implementations will prevail.
Power of the Brand
For the past decade, we have argued that brand-
ing will be critically important to magazine 
companies that want to build digital businesses. 
Familiar product brands are perceived as being 
more trustworthy than unbranded. For ex-
ample, an unknown prodigy who starts posting 
financial content on the Web will be at a huge 
competitive disadvantage to a site like Kiplinger.
com, written by editors who have been trusted 
advisors to investors for more than 80 years. 
Powerful print brands will be the ultimate win-
ners of the digital transformation IF they can 
adopt appropriate strategies.
We also believe that magazine space sellers are 
more experienced at selling the value of a brand 
than sellers of other media. In an integrated sale 
with print and digital components, an experi-
enced print seller will have an advantage over 
sellers whose skill sets were honed in markets 
that stressed negotiation over narrative.
thinking ahead
To me, operating more effectively requires look-
ing at the business from the ground up. Can 
changes be made to improve the fundamental 
business? Can partnerships be created? Can 

certain functions besides printing and subscrip-
tion services and fulfillment be outsourced? 
And, since this next question applies to my 
core business, can the entire sales operation be 
outsourced? If not, why not?
There will be lots of reasons why not—some 
legitimate, some the result of bias. Some people 
are afraid of any big change, but nobody says 
that is their real reason. That fear is often 
couched in other words, like these:
•	 When a magazine outsources sales, manage-

ment loses control of the relationship with 
their clients, because sellers who work on 
many different properties would never give 
“mine” the attention it needs and deserves.

•	 Agencies prefer working with company direct 
sellers.

•	 How could a salesperson, who works on the 
outside, be as familiar with a particular maga-
zine brand as one that works on the inside?

•	 Outsourced sellers couldn’t possibly un-
derstand the complexity of all of the media 
platforms that surround the core magazine 
brand.

outsourcing is everywhere
Let’s put this in the larger context of American 
business. A majority of all products and services 
are sold not by the creator of the product/
service but by an outsourced company. Many 
of the largest industries that advertise are 
dominated by outsourced selling operations 
like the automotive and food service catego-
ries. Often, these independent sales companies 
bring a valuable perspective and experience the 
manufacturer lacks. And, what is an ad agency 
if not independent?  How about the television 
and the radio business, and the Internet ad sales 
networks?
Now to some of the specific fears stated above:
•	 Almost any property large enough to afford 

its own direct staff can negotiate with the 
outsourced selling group to provide an effec-
tive model for selling. Those sellers can look 
just like direct sellers so no relationships need 
to be lost.

The Brand
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•	 Agency people are very familiar with 
reps because most broadcast sales are 
outsourced.

•	 Magazine publishers can train out-
sourced sellers just as well as they have 
trained direct staff.

•	 Because leading independent sales firms 
hire people with the same background 
as publishers, they are just as capable of 
mastering the intricacies of the brand’s 
product offerings.

Things change: the environment is vastly 
different than it was. Strategies that would 
not have been considered just a few years 
ago may be the very best solutions to 
today’s challenges. We can’t afford to rule 
out any viable options.  Today, the range 
of sizes and capabilities among companies 
that call themselves independent sale firms 
is as broad as companies that call them-
selves publishers… pretty wide indeed! 
Outsourcing the entire sales operation to a 
national firm—once a heretical thought—
is being investigated and embraced by a 
growing number of publishers.  I believe it 
is an option worthy of consideration. n
 

Media Planners and 
Buyers: What Are They 
Thinking?
The first rule of selling is “know thy 
customer,” so Kantar Media SRDS and the 
James G. Elliott Co. jointly conduct the 
Study of Media Planning and Buying.  The 
purpose of this study is to understand the 
media planning and buying information 
needs of media planners and buyers at 
agencies and what the general expecta-
tions of these media people are.  Earlier 
this year, we reported results of the second 
study in this series, which confirmed the 
results of the first study two years ago. 
These were the four objectives of the 2015 
Study of Media Planning & Buying:
•	 To understand the habits of media plan-

ners and buyers.
•	 To learn about the types of clients and 

plans that media planners and buyers are 
working with.

•	 To determine the types of resources used 
for planning and buying.

•	 To understand what factors have an 
impact on media selection.

In June, Steve Davis, President of Kantar 
Media, and I presented the results to ex-
ecutives and others responsible for revenue 
generation in membership organizations at 
annual meetings of the ABM, AM&P, and 
the AABP.  And, on October 21, 2015, we 
will be speaking at the Folio: Show in New 
York.  Given today’s advertising environ-

ment, there has been a lot of interest in this 
subject.
At the 2015 ABM & INFORMATION 
INDUSTRY SUMMIT, we delivered “What 
Do Media Buyers Really Want?”  For 
this business-to-business audience, we 
especially emphasized how the game is 
changing with 
new interest 
in technology-
driven buying 
solutions like 
programmatic 
advertising.
Because the 
audience at the 
AM&P (As-
sociation Media 
& Publishing) Annual Meeting includes a 
high percentage of association executive 
directors and editors, who may be two or 
three steps removed from the sales process, 
we introduced more information about the 
extreme workloads and time constraints 
that agency people work under these days, 
and what that means to sellers.  Many in 
the audience were shocked to learn that 
99% of respondents expect an average of 
29% discount off rate card, and that 80% 
think print costs should stay the same or 
decrease next year.
The AABP (Alliance of Area Business 
Publishers) is an organization of local and 
regional business publications.  Most of the 
attendees at their meeting were publishers 
and owners whose business consists pri-
marily of regional advertising.  We talked 
about “Getting a Grip on National Adver-
tising,” citing the study’s findings about 
the importance of syndicated research and 
how it is used, the special problems for lo-
cal publishers posed by the speed required 

to serve agencies at the moment they need 
information, and the lack of any second 
chances given to sellers after the plan has 
been decided.  
One key point of the 2015 study is the im-
portance of additional assets to the plan-
ning/buying decision.  Buyers continue 
to buy print, but publishers must think 
beyond print to offer them the integrated 
packages they want. 
At the upcoming Folio: Show that will be 
held on  October 21st in New York City, 
our topic will be “Relationship Selling: On 
the Wane, or More Important Than Ever?” 
Without tipping our hand in advance, I am 
sure that we will explore that question in 
light of the average respondent workload—
planning and/or buying media for 6 clients 
and 7 brands.  They really do not have time 
to waste with salespeople who do not bring 
them value every time, or with business 
entertainment that cuts into their very 
limited time.  We hope you will join us at 
our 11:15 am session.
The big news in the 2015 study is the inter-
est in and use of programmatic advertis-
ing.  We found that 67% of respondents 
are now involved with programmatic 
buying at some level.  This new technique 
is touching most of us in the advertis-
ing business in some way, and the study’s 
agency respondents seem to be ready to 
make this a standard tool of their trade.
The study is packed with valuable 
information, and we would like to offer 
it to you at no charge.  Get the full report 
at SRDS.com/JGEReport2015.  An 
8-page summary, Publisher’s Guide to 
Understanding Today’s Media Buyers, 
is available at http://pages.srds.com/
Understand-Todays-Buyers-2015.html n

Steve Davis, President of Kantar Media


