




Lead Generation: Sales Idea Center and Co-Registration Program

Advisors / Online Advertising Opportunities / Lead Generation

Sales Idea Center
The Sales Idea Center features a new FINRA approved 
topical investment idea every month that will help advisors 
generate new business. Sponsorship of this area provides 
contact information of these advisors that download the 
sales idea, as well as branding on the site.

Co-Registration Program
Morningstar co-reg programs allow advertisers to provide 
advisors with whitepapers, newsletters or special offers. 
Generating 2,400+ leads per month, our program gives you 
the power to provide materials beneficial to advisors as well 
as contact them directly.

Information Captured for both Programs
p	First and last name       
p	Home address, including city, state, zip, country 
p	Phone number and e-mail address

Bear Tracks 

Performance of growth and value stocks after a recession 
Average cumulative returns after the last six recessions from 1969–2007 

Market performance can struggle during recessions 
During a recession, the stock market can lose significant value. This 
could have a large impact on portfolio returns.  Predicting the 
duration and extent of recessionary periods is almost impossible. 
Thus, a savvy investor should focus on stocks that provided solid 
long-term returns.  
 
When faced with the decision of choosing between value and 
growth stocks, investors should look at the range of short- to long-
term performance of both styles after a recession. Value stocks 
tended to maintain more of their value relative to other types of 
investments during market downturns, and value stocks were likely 
to prosper after the downturn had ended.   
 
 

Value stocks may be a good investment during a market decline 
Value stocks tended to be one of the less risky investments during a 
recession. They have higher dividend yields and higher underlying asset 
value relative to their market value compared with growth stocks. The 
image above illustrates that, on average, the cumulative returns of value 
stocks outperformed those of growth stocks, one month, six months, 
one year, and three years after the end of a recession.  
 
Investing in value stocks may help lessen the impact of a recession on 
investors’ portfolios, and may put portfolios in good position to earn 
gains when the market is coming out of a recession. It may be time to 
talk to your financial professional to see if incorporating more value 
stocks into your investment strategy can help you achieve your long-
term financial goals. 

Past performance is no guarantee of future results. An investment cannot be made directly in an index. Diversification does not eliminate the risk of experiencing 
investment losses. Returns and principal invested in stocks are not guaranteed. Recession data is from National Bureau of Economic Research (NBER). The average 
cumulative returns are calculated from the end of each of the last 6 recessions in U.S. history (1969–2007). The six recession periods considered herein as defined by the 
NBER are as follows: (Dec. 69 – Nov. 70; Nov. 73 – Mar. 75; Jan. 80 – Jul. 80; Jul. 81 – Nov. 82; Jul. 90 – Mar. 91; Mar. 2001 –Nov. 2001). The NBER does not define a 
recession in terms of two consecutive quarters of decline in real GNP. Rather, a recession is a recurring period of decline in total output, income, employment, and trade 
usually lasting from six months to a year, and is marked by widespread contractions in many sectors of the economy. The data assumes reinvestment of income and does 
not account for taxes or transaction costs.  
 
Source: Growth and value stocks in this example are represented by the Ibbotson Associates growth-value indexes. All Ibbotson growth and value indexes were 
constructed with data from CRSP, the Center for Research in Security Prices, Graduate School of Business, The University of Chicago.  
 

©2008 Morningstar, Inc. All rights reserved. Used with permission. 

Participation is highly recommended for investment 
companies that want to:

p	�Reach Advisors who make and influence decisions 
about the investment products and investment 
companies they use with clients.

Co-Registration Program
Sales Idea Center



Advisors / Audience

Morningstar.com and Advisor.Morningstar.com Online Ad Units

Morningstar Advisor magazine focuses on Morningstar's core strengths: investing insight  
and processes. Any advisor who makes investment decisions will gain new ideas from the 
magazine, as Morningstar Advisor magazine takes an unvarnished look at the investment issues 
that affect the financial industry. Through the use of illustrations —  every issue features a new 
illustrator — Morningstar Advisor magazine also stands out among traditional publications 
targeting the financial advisor audience. 

Research, Analysis, Design — Morningstar Advisor magazine offers
advertisers a unique publication to reach independent-minded advisors.

Print Advertising 
Opportunities



Morningstar Advisor Magazine Print Ad Units
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Run-of-Book 

With vital content running throughout every issue,  
a full-page or half-page presence in Morningstar Advisor 
magazine will deliver superior visibility and high branding 
impact. Whether planning on running in a single issue or 
buying and entire-year placement, these are highly effective 
units that will help drive results. 

Controlled print circulation of 50,000 plus digital version 
available online.

Run-of-Book	 1x Rate	 3x Rate	 6x Rate

Full Page	 $8,800	 $8,200	 $7,5�00

1/2 Page	 $6,600	 $6,150	 $5,625

Premium Placement

The strongest statement to make in Morningstar Advisor 
magazine comes in the premium placements: back cover, 
inside front or back covers, or a 2/3 page masthead that 
integrates your message directly into the magazine's content. 
Available only as half-year (3x) or full-year (6x) commitments, 
these units are among the most sought-after by advertisers 
seeking the most sophisticated audience.

Premium Placement	 	 3x Rate	 6x Rate

Back Cover		  $12,500	 $11,800

Inside Front Cover		  $11,250	 $10,750

Inside Back Cover		  $10,750	 $10,250

2/3 Page Masthead		  $7,500	 $7,000



Trim Dimensions 8.75" x 10.75"
Live 8.25" x 10.25
Bleed 0.125"

Live 4.75" x 8.8"

Live 7.25" x 4.4"Trim Dimensions 17.5" x 10.75"
Live 17" x 10.25"
Bleed 0.125"

BA

C
D

FULL PAGE 

(full bleed)

FULL PAGE SPREAD

(full bleed)

2/3 PAGE MASTHEAD 
(non-bleed)

1/2 PAGE

(non-bleed)

Morningstar Advisor Magazine Print Ad Unit Dimensions



Morningstar Advisor Magazine 2010 Editorial Calendar

February / 
March

April /  
May

June /  
July

August / 
September

October / 
November

December / 
January

Global Investing: Morningstar’s analysts look at how the world 
is rebounding from the 2008 financial crisis and where to find 
the best opportunities.

Health Care: With U.S. health-care reform likely on the way, 
how should investors approach the sector? We analyze which 
health-care areas and companies stand to benefit from new 
legislation, and which ones will be the losers.

Fixed Income: In this new era of low expected equities returns, 
we examine whether bonds should have an elevated place in 
clients’ portfolios.

Estate Planning: Uncertainty surrounding how Congress will 
handle the estate tax sunset provision in 2010 has made 
planning complicated. We’ll examine the best strategies in light 
of what’s happening on Capitol Hill.

Salvaging Retirement: After the financial crisis decimated 
clients’ retirement portfolios, investing clients’ retirement nest 
eggs requires new strategies. We’ll revisit common retirement 
income strategies and examine the best ways to create reliable 
cash flow targets.

Active vs. Passive Investing: There’s been a lot of noise since the 
meltdown about which style of investing is superior. The problem 
is, the best time to decide how much to devote to active and how 
much to devote to indexing, is when you are creating a client's 
long-term investment plan, not during a market crash. We’ll help 
you separate fact from fiction in the active/passive debate, 
allowing you to decide the best course of action for your clients.

Ad Close

Dec. 11, 2009

Ad Close

Feb. 5, 2010

Ad Close

April 9, 2010

Ad Close

June 11, 2010

Ad Close

Aug. 6, 2010

Ad Close

Oct. 8, 2010

Materials Due

Jan. 4, 2010

Materials Due

Feb. 19, 2010

Materials Due

April 23, 2010

Materials Due

June 25, 2010

Materials Due

Aug. 20, 2010

Materials Due

Oct. 22, 2010
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Contacts

Advertising
Mary Uribe 
Director of Advertising Sales
312.384.3811 
mary.uribe@morningstar.com 

New York/New Jersey
Stuart Roge,  
Regional Sales Director 
312.384.4855
stuart.roge@morningstar.com 

East Coast
Colleen Gregorio,  
Regional Sales Director 
312.696.6211
colleen.gregorio@morningstar.com 

Peggy Seemann  
Director of Operations 
312.696.6356 
peggy.seemann@morningstar.com

Midwest/Canada
Erin Evans  
Regional Sales Director 
312.696.6570
erin.evans@morningstar.com
 
West
Tony Lignelli  
Regional Sales Director 
312.696.6914
tony.lignelli@morningstar.com

Morningstar Advisor Magazine  
Production
Teofila Gomez, Art Director 
312.696.6390
teofila.gomez@morningstar.com

For more information on specific ad 
units, please visit our online media kit 
at www.morningstar.com/AboutUs/
MediaKit.html

Morningstar media properties are continually  
increasing in content, features and audience. Our 
advertising professionals are here to create,  
optimize and deliver campaigns that meet your  
objectives and your budgets.



22 West Washington Street
Chicago
Illinois 60602




