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The audit of circulation is a proven and reliable part 
of a successful advertising sales program. The 
audit report is an essential tool used by advertis-

ers to better understand the dynamics of the circulation 
of your association’s publication and equitably compare 
it to your competition. All audit statements contain de-
mographic in-
formation about 
the readership. 
Job titles, geo-
graphic loca-
tion, and other 
data are part of 
every audit re-
port. But, when 
further analyzed, the audit statement is also a strategic 
tool used to position your publication in a better light 
when compared to your competitors. Although there 
are several highly credible providers of audit services, 
this article will discuss the audit statement provided by 
BPA. The heart of the strategic use of the audit state-
ment (of both yours and your competitors) lies in para-
graph 3b of the statement provided by BPA. This article 
will discuss how to use the information presented in 
this paragraph and compare your publication’s state-
ment to those of your competitors.
 Paragraph 3b breaks down your qualified read-
ership by the source from where those names came. 
Readers get on your subscription list in a variety of 
ways, and some of those ways provide more credibility 
to the advertising community than do others. Readers 
who receive your publication by “Direct Request” are 

individuals who have specifically asked to receive your 
magazine as the result of a direct action each person has 
taken. They have qualified themselves by identifying who 
they are, their job title and other information and have 
provided a source document to the publisher containing 
this information. This is the most highly qualified cate-

gory of reader 
and is usually 
the most valu-
able to the 
adver t i s ing 
community.
BPA also al-
lows individ-
uals to receive 

your publication because their names have been given 
to you through a membership roster, industry directory 
or other document. In this case, the individual did not 
actively seek to be added to your magazine’s subscrip-
tion list but is only receiving it because their name is on 
a list obtained by your circulation manager. Those indi-
viduals may not have ever wanted the publication and 
once receiving it, they may never open it. Associations 
are at a distinct advantage because they can qualify 
their readers either by “Direct Request” or as a “Mem-
ber Benefit.” This is a highly credible source of readers 
and advertisers place value on the quality of those who 
were qualified by either of these two methods. Simply 
put, a reader who is receiving your publication through 
no direct action of their own is less valuable to the ad-
vertiser community than a reader who took an action in 
order to be on your subscription list. 
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Audit Statements (continued)
 Paragraph 3b also offers another element of 
strategic information. BPA rules require that all readers 
be qualified or requalified no less often than every three 
years. As a reader’s subscription ages, it moves from 
the “qualified within 1 Year” category into the “2 Year” 
and then “3 Year” categories. Someone who hasn’t been 
contacted by the publisher in two or three years is of 
less value to advertisers than someone who is current. 
In the longer period of time, people change jobs, are 
reassigned or promoted, or may have left the industry. 
The goal is to have the highest percentage of your read-
ers qualified in the most recent time period. This is easy 
for associations because, in effect, you requalify your 
readers when they renew their annual memberships. 
 Based on your analysis of your audit statement 
and those of your competitors you can develop a strat-
egy to compete effectively. If your readers are shown in 
paragraph 3b as having been qualified by direct request, 
membership benefit, or request from the recipient’s 
company, your readers are of greater value to adver-
tisers than those qualified by other means. How does 
your competition qualify their readers? What percent-
age of those readers is qualified by the higher quality 
sources? Compare these numbers to the numbers from 
your audit statement and see if you are delivering a 
higher percentage of more desirable readers. Next, take 
a look at the aging of the qualified readers. You should 

strive to have a very high percentage of those readers 
fall into the “qualified within 1 year” column with de-
clining numbers in the other two aging columns. Com-
pare this to your commercial competitors. I have seen 
commercial magazines have trouble requalifying half 
their readers every year thereby showing the other half 
spread across the 2 and 3 year columns. Use the num-
bers to your advantage by showing that your readership 
is current whereas the readers of your competitors may 
not be as fresh. 
 Association publications are at an advantage in 
the advertising arena because readers of an association 
publication receive it as a member benefit and they join 
their association because they are actively involved in 
the industry or profession served by that organization. 
The association advantage delivers to advertisers a high 
quality readership who views the magazine as a valu-
able member benefit. Utilizing the data in paragraph 3b 
of your audit statement and comparing that to the data 
presented by your competitors can give you a competi-
tive edge. It documents that you deliver enhanced value 
to your advertisers by delivering a highly qualified and 
engaged readership. Take advantage of your numbers, 
compare them to your competition, and use them ag-
gressively. You can be sure your competitors are doing 
the same. 

Good sales management re-
quires regular communi-
cation between the sales 

staff and those who manage the 
process. Unfortunately, all too 
often, people leave sales meet-
ings feeling that it was a waste of 
their time and that no new or use-
ful information was exchanged. 
I have attended too many meet-
ings where the discussions cen-
tered on, “who have you called, 
what are your projected sales for 
this issue/quarter/year, and what are 
you doing to close?” Perhaps, this 
information has some value, but it 
does little to motivate the sales staff 

to exceed their goals (and yours). 
 A sales meeting should be 
the place where there is a mutual ex-

change of information. Sales people 
are on the front lines of your indus-
try. They are a key source of intel-
ligence about what is going on with 

specific companies, they are the first 
to see emerging trends, and they 
hear about how your competition 

is behaving in the marketplace. 
All of this information is vital in 
order for you to steer your prod-
ucts, and the people who repre-
sent them, in the direction that 
keeps them relevant, meaning-
ful, and successful. 
 Sales people, too, need in-
formation from you. Associa-
tions in particular, are involved 

in many activities, some of which 
may be valuable to the suppliers 
serving the association’s industry 
or profession. Each of your sales 
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people should be aware of any new 
initiatives your association is lead-
ing, any new products or services it 
is launching and any new data or in-
formation it has collected. Associa-
tions are a great source of informa-
tion and it is your job to be certain 
that the members of your sales staff 
know about and have access to all 
the knowledge you have. Remem-
ber, sales people are not represent-
ing your magazine, they are repre-
senting your organization and are 
the face of your association to the 
leaders of the supplier community. 
 Plan your sales meetings 
at a time when the information ex-

changed will do the most good. If 
you have budgeted for a member-
ship survey, have your meeting at a 
time when the sales staff can sug-
gest questions to be asked in order 
to get the data the advertisers are 
asking from them. If you are plan-
ning next year’s editorial calendar, 
let your sales staff contribute sug-
gestions on topics, trends, and story 
ideas. They may offer a suggestion 
that your editorial staff would wel-
come. Before you develop your next 
media kit, ask the sales staff what it 
is that is missing from the current 
one and what should be included in 
the next one that will give them an 

advantage. 
 In return, your sales people 
should be a resource to you about 
what they are hearing about the in-
dustry or profession. Are there com-
panies new to the industry? Are there 
new uses for older technologies that 
are being offered? Are competing 
publications introducing new prod-
ucts or services to their advertisers? 
 Your sales meeting will de-
liver the most to all who attend it by 
becoming a source of information, 
an exchange of ideas, and a discus-
sion of ways all participants can 
improve their own performance and 
the performance of the products. 

Advertising Sales Experts, Inc. offers several services, each designed to develop 
and maximize non-dues revenues for associations and professional socieities. Our 
services include: print and web advertising sales, exhibit sales, sponsorship sales, 
and technologies that support those products including virtual trade shows and vid-
eo production. Call today to set up a meeting to discuss your organization’s revenue 
producing prodducts and how we can partner with you to maximize the revenue 
each generates. 


