
Go find me a 

million in new

revenue. 

TODAY!

Time to send 

out the 

resume



WHAT WE WONõTDISCUSS

òGroup pages

òNew editorial sections

òContests

òSpecial sections

òAd positions

òShort-term time wasters



WHO AM I

ò 25 years in newspaper ð

editorial/advertising and 

marketing at largest US 

media companies

òCreated Custom Publishing 

@ 280K Circ.

òCreated corporate publishing 

division 

ò Started own company 2006

http://www.scripps.com/
http://www.brandsoftheworld.com/download/brand/148436.html


AD REVENUE DECLINES

Turnover

Training

Management relationship

with advertisers?

Paperwork

Limited technology investment

Too many products/programs

Local advertising = local content



òBESIDES THE REGULAR NEWS, WHAT CAN THE 

NEWSPAPER OFFER TO MAKE IT MORE 

VALUABLE TO YOUó

ò Information about local entertainment

ò Information on best prices, bargains at stores

ò Information about local schools

ò Information on reliable homes services

ò Information about quality of car repair shops

ò Employment possibilities and job banks

ò Information about quality, child-care centers

ò Community activities in which I can participate

ò Information about community doctors, dentists

ò Stories about local, successful businesses.

From readership studies conducted over the last 20 years



CONTENT AS REVENUE

ò Local entertainment

ò Best prices, bargains at 
stores

ò Schools

ò Homes services

ò Car repair, shops

ò Job banks

ò Child-care centers

ò Community activities

ò Doctors, dentists

ò Local, successful 
businesses.

ò Small Space ads

éPricing

éFocus

éFrequency

éLong-term contracts

éTraining

éAdvertiser Education



NON-TRADITIONAL REVENUE

Within the newspaper

éAwareness Ads

ðNew thinking

ðLong-term program

ðTurnkey program

Outside the newspaper

éBranded Content

ðGrowing ad medium

ðHuge money

ðHow to find it



ÕExpanding ad content 

and revenue

Õ for small, LOCAL &

non -traditional advertisers

Selling impressions



Õ Dependent on large

advertisers

Õ Sells by circulation/

readership

Õ Sells by the inch

Õ Willing to take one ad 

Õ Continually building new ads

Õ Expensive for small advertisers

Õ Limited advertising segments/content

Newspaper



Newspaper

13%

Misc.

14%

Web Site

11%

Direct Mail

6%

Magazines

6%

Radio

4%

Yellow 

Pages

46%

small business spending

Why?

Source: Kelsey Group



Already had business in mind 54.50%
To decide which business 24.25%
Both 11.75%
Donõt Know 5.25%
Doesnõt Use Yellow Pages4.25%

MOA/Anchorage Bowl, Alaska



ÕSmall businesses

ÕService oriented

ÕLong product cycle

ÕSpend budget on yellow 
pages/directories

ÕHigh maintenance

ÕDonõt care about research

ÕThey test with short campaigns
ïcoupons, offers, bring in this ad, etc

Challenges of non -traditional advertisers



ÕBillboards

ÕRadio

ÕTV

ÕDirect Mail

Õ Internet

ÕBasically, everyone but newspaper

Who sells with impressions



ÕLowest cost per impression

ÕDelivers the largest audience

ÕShopping/buying vehicle

ÕDelivers more selling impressions than all 

other local media combined

ÕConditioned small advertisers for 

price/product and coupons

YetéNewspapers have



Õ50,000 daily circulation paper

ÕAdvertiser runs 5 days a week for 52 

weeks

ÕCost per ad (2x2) = $100

ÕAnnual selling impressions (5 days x 

50,000 circulation x 52 weeks) = 13 million

ÕAnnual contract cost = $26,000

ÕCost per impression = .002 cents

Example - Selling impressions



ÕSmall ads (2x2, 2x3, etc.)

ÕHigh frequency

ÕOne benefit per ad

ÕSelling Impressions

ÕONLY 1-2 year contracts

ÕNo price, product or coupons

ÕFlat MONTHLY rate

ÕNewspaper creates rates to òco-opó this 
type of advertising

Name Awareness Advertising







Components

Rep Training

Survey and best 

practices

Templates

Advertiser Seminar

Ad pricing

Sales tracking



Õ Non -scientific
Õ Rates advertisers 

by name 
awareness

Õ Shows market 
leaders, mature 
categories

Õ Shows selling 
opportunities by 
segment

Õ Makes advertisers 
very
uncomfortable

The Survey



ÕScripted

ÕEasy choices

ï3, 5, 7 days

ï1 or 2 year contract

ïCo -op rate from newspaper

ïSchedule ads a month at a time

ïMinimum time with advertiser

Training & Selling



The Seminar

Õ300-500 attendees

ÕLocal business

ÕNon advertisers

ÕService businesses, 

professionals, retail

ÕAd packets, contract, 

ads, offer

Õ 1 ½ hours



Õ $2 million annual sales 
in 60 days

Õ 45-50 contracts

Õ 50% new advertisers

Õ 85% retention

Õ Long -term 
agreements

Õ Easy to train reps

Õ Easy to create, 
schedule and place

Awareness programs


