
SELLING ADVERTISING FOR YOUR REGIONAL MAGAZINE 

  

 
BY JOYCE BYRNE 

 

 

The key to a successful advertising sales strategy, 
whether your team is small or large, is to start with a 
foundation of good sales policies, process, coaching and 
support. By adding research and relationships to that 
foundation, regional magazine publishers can build long-
term, year-round relationships with businesses in their 
community that are a win for their readers, a win for the 
business and a win for the publisher.  

 

THE FOUNDATION 
Successful advertising sales is built on prospecting and 
lead generation, making calls and sending emails until 
you can get the meeting, and then presenting a well-
researched, well-reasoned and relevant plan to the 
decision maker.  

 
There are ample instructors, resources and tools through 
Magazines Canada and other sources to help with 
coaching your sales team (or yourself) on the sales 
funnel approach to advertising sales. If you are managing 
a team, you should be transparent about what your 
expectations are. Many successful account executives 
swear by a highly regimented numbers approach to work 
their list. While others find great success in having 
prospecting weeks and close the sale weeks, 
administration days and so on. You may need to be 
flexible about office hours or other structures but ensure 
that you have created a culture of transparency, comfort 
in sharing difficulties as well as success, and 
accountability to targets and contact notes. The key is to 
support an approach that works for everyone and 
delivers results.  
 
The same is true of customer relationship managers 
(CRMs). It is vital that everyone on your team track their 
contact with prospects, proposals, sales and invoices, 
but third-party options can vary widely in price and set-up 
fees. If you pursue this route there are Canadian and 
international companies that sell advertising and 
circulation systems with integration to invoicing, 
accounting and performance dashboards built for 

magazine and digital media. An added benefit of many 
CRMs is that they can offer tutorials and sales training. 
 
Whether you build a shared spreadsheet system or 
invest in a third-party vendor, ensuring that you have a 
system for monitoring and adjudicating the assignment 
of leads, whether they are generated on foot by your 
sales team or come in through inquiries to your office, 
will ensure the harmony of your sales team and efforts. 
 
For list and territory management, some regional 
publishers take the lead from national brands and allocate 
accounts based on industry category, so that account 
executives build expertise around industry needs and 
challenges and are thus able to respond quickly to sector 
challenges, build group sales opportunities and network 
efficiently. Choosing this route may require strategy to 
ensure all account lists have equal opportunity to earn as 
business needs drive advertising spend, as well as 
thought to what categories can be open to all so that 
leads can be generated by your team members or are 
allocated in sequence as they come in or are generated 
by your editorial plan. An account executive who has 
been assigned independent pet food stores, for example, 
may feel at a disadvantage to one who has developed 
relationships with accountants and other professional 
services. As in all things, understanding the business mix 
of your community and the experience and expertise of 
your team should drive your decision. Delineating these 
territories and being firm, fair and prompt in dealing with 
questions of ownership and reallocation will enhance 
team unity. 
 
Freeing up as much time as possible for your team to 
sell, as opposed to checking invoices or chasing ad 
material, is a key factor in sales success. Strike a balance 
between how much time you spend meeting and 
coaching, sharing business perspectives and doing ride-
alongs with providing an environment where your team 
can work the numbers to get the sales.  
 



 

 

RESEARCH 
Regardless of what you are selling, research is the key to 
success. In regional publishing, you can start with this 
four-pronged approach to research. 

1. Media Facts: Every member of your team should be 
well-versed in the path to purchase. They should 
understand the role that each opportunity that they 
are selling has in the consumer or business purchase 
decision. They should also understand how what 
they sell, print, digital, social or events, compares to 
what else is available in the market. It’s important to 
be positive when presenting your ideas and know 
how your media works when paired with others, like 
television or programmatic. In this way, your team 
will be seen as valued media consultants by the 
businesses they are working with. Industry 
associations like Magazines Canada are a great 
source of information on the path to purchase and 
the role that magazine media plays in building brand 
awareness and purchase intent.   
 

2. Regional Business Statistics: Here’s where 
regional publishers may have an advantage over 
national brands due to the sheer volume of targeted 
data and analysis that is available. Look to your local 
and regional economic developers, chambers of 
commerce and government business branches for 
data related to community size, household income, 
spending patterns and future purchase intent. Banks 
and credit unions are excellent sources of regional 
business intelligence, some sending out daily market 
information that can be translated into tools for your 
team. Understanding the business challenges facing 
your advertisers is key to adapting your offering to 
meet the market. If restaurants are closed to sit-
down traffic, how can you help drive take-out and 
delivery traffic? What businesses are opening or re-
opening in your community and how can you help 
drive customers to their storefront? What new 
integrated pricing scheme or digital channel or 
discount can we offer to valued clients to secure 
future investment? How do we adapt our business 
model to what the market is telling us? The key to 
using the data effectively is focusing on information 

that relates to the types of businesses likely to 
advertise with your brand and translating this 
information into bites of business intelligence that 
your team can use. 
 

3. Audience Behaviour: A media buyer in my region 
once told me, “There are a lot of great salespeople in 
this market, but that team really understands their 
audience.” That team was able to interact regularly 
with the magazines’ audience and they had access 
to current data on that audience. This is perhaps the 
greatest tool in your team’s arsenal. Reader research 
and digital analytics are vital. Digital analytics in 
particular can help in building audience avatars and 
content plans, but you will need reliable data on your 
print audience too. If you can’t afford to engage a 
professional research firm to collect demographic 
data on your audience, the use of third-party web 
survey tools can be useful in compiling information 
about your reader’s household and spending habits. 
In this case, try to develop a regular feedback 
relationship where the reader also provides input on 
content as an authentic exchange of information. I 
have had higher engagement with long online 
surveys when there is an incentive, such as a one-
dollar donation to a charity for every survey 
completed (be sure to state your upper limit for the 
donation in your survey promotion terms!). Also 
consider increasing the amount of data you collect 
from newsletter subscribers and analyze the 
audience at your special events. Part of your regular 
interaction with your peers in sales and editorial 
should be sharing success stories of how the brand 
helped drive a purchase at a local business or is 
valued by readers in the community as a resource. 

 
4. Relevant Offerings, Rates and Dates: Now that you 

know the business landscape, your team can 
confidently speak to the path to purchase, and 
you’ve got great data on what your audience’s 
business or household needs will be over the coming 
months, turn your eye back to your brand and your 
rate card. Regularly review what your competition is 
offering and whether your products and rates are 
competitive. Ensure that your timing and editorial 



 

 

calendar is reflective of the business cycle. Spend 
your time on clients that are most likely to need to 
connect with your audience. In some cases, this will 
mean being realistic about national advertisers or 
even a local business segment. With the challenges 
that regional publishers face in competing for a 
smaller pot of advertising dollars and against less 
expensive digital programmatic channels, ensure that 
your digital offerings are the best they can be and 
that you measure and can show results. Knowing 
your advertiser and trusting your team and the tools 
that they have will allow you to be nimble and create 
solutions that may not exist yet. 

 

RELATIONSHIPS 
Numbers can give you the volume in your pipeline, but a 
relationship is what is going to get you the meeting and 
the sale. This is why we gravitate as sales leaders to 
organized extroverts, who combine energy and process 
with authentic interest in the clients they serve. Regional 
magazine brands have an advantage here because 
personal relationships can be built by networking within 
the community. Along with prospecting by web search, in 
your car or on foot, there are unlimited opportunities to 
connect with businesses in your region through 
networking events offered by financial institutions, 
chambers of commerce, business networking groups, 
community and arts events, and more.  

 

Building a relationship between your brand and regional 
advertising clubs also offers the opportunity to meet 
agencies that serve larger businesses, as well as learn 
more about trends in marketing and advertising buys. 
Moreover, it can give you and your team a sense of 
community with people who are working towards the 
same goal and in the same industry. 

 

Lastly, and perhaps most importantly, is to cultivate 
relationships that are not entirely transactional. You will be 
valued for your role as a media consultant along with your 
empathy for your clients’ business challenges if you take 
the time to check in regularly, not just to ask for the sale. 
Consider creating a forum such as a newsletter or a client 
appreciation event, or bring key clients to audience or 
community events, where you can share valuable 
marketing knowledge or thank your clients for their 

business without the requirement to do business on the 
spot. Build trust within your client relationships and don’t 
pressure for the quick sale. A longer sales cycle will 
usually yield a larger sale.  

 

In this way, you will build long-term relationships between 
your brand and local businesses, so that when the time 
comes to build an advertising strategy, you will be top of 
mind. 

 

Take time to congratulate a client on their successes or 
listen and understand a personal or business challenge. By 
showing that you value your clients’ time along with their 
business, and that you care about their challenges, you 
will find a way to mutual growth and reward. 


