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Research Reduces Advertiser Risk 



ADVERTISERS ARE DESPERATE TO TAP 

INTO ENGAGEMENT.  WE NEED MEDIA  NOT 

JUST TO KNOW THE GAME BETTER,  BUT TO 

L IVE  IT  AGAIN ,  TO DEFINE WHATôS 

HAPPENING .  WE ARE NOT BL INDLY 

PLUGGED IN, WEôRE PATENTLY PLUGGED 

IN.

E D M U N D  L E E

A D A G E . C O M   

Research Reduces Advertiser Risk.



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 ïthe 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

¹ Your Industry or Market

¹ Brand Engagement/Influence

¹ Audience

¹ Content 

¹ Advertiser

¹ Advertising 



Primary Research Helps Develop Your Edge 

·Your Industry or Market

¹ Size

¹ Peak spending months

¹ Trends



Primary Research Helps Develop Your Edge 

·Brand Engagement & Influence

¹ How well you meet customer needs and fulfill expectations

¹ The power to influence other current and potential customers



·Audience

¹ Composition

¹ Behavior

¹ Demographics

¹ Psychographics

¹ Preferences 

¹ Metrics

Primary ResearchHelps Develop Your Edge



·Content

¹ What they read

¹ Why

¹ Relevance

¹ Influence

Primary ResearchHelps Develop Your Edge



·Advertiser

¹ One-on-one interviews

·Advertising

¹ Recall and influence [reader action]

Primary Research Helps Develop Your Edge



·Advertisers

¹ Competitive tracking

ėAdvertising ïads, campaignôs message, seasonality, frequency

ėRevenue

ėMarket share

¹ Standard sources

ėWebsite

ėAnnual report

ėPress

SecondaryResearch 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+ YearséBrand Loyal



YOUR INFORMATION IS RELATIVE

TO WHAT?

Provide Information in Context



What makes The Weekly Standard a ñmust 
haveò brand?


