
Digital Revenue
‘How to’ Increase & Implement



– Homer Simpson

“Oh, so they have internet 

on computers now!” 



Digital Offerings
• Banner Ads

• Online Directories

• Online Classifieds

• Email

• Contests

• Mobile Apps

• Rich Media

• Deals

• Social

• Digital Agency

• Website Design & Development

• SEO/SEM

• Reputation Management

• Video

• Native Advertising



Surpassed SMBs
Two years ahead of local advertising needs 







Back to Basics

Digital Display - Banner/Rich Media

Email

Social - Facebook



Digital Display

1. Use print frequency model with CPMs and impressions
Fewer impressions run = Higher CPM

More impressions run = Lower CPM

For example: $10 CPM for 15,000 impressions; $8 CPM for 30,000 impressions

2. Target sections on your website and charge a premium CPM
Arts & Entertainment > $15 CPM

The more granular the targeting the higher the CPM

Arts & Entertainment > Music > $20 CPM



Targeting, cont’d …



Digital Display

1. Use print frequency model with CPMs and impressions
Fewer impressions run = Higher CPM

More impressions run = Lower CPM

For example: $10 CPM for 15,000 impressions; $8 CPM for 30,000 impressions

2. Target sections on your website and charge a premium CPM
Arts & Entertainment > $15 CPM

Arts & Entertainment > Music > $20 CPM

3. Create a remnant program for any unfilled impressions
Google Display Network > $2 CPM

Remnant > $5 CPM



Email Marketing

1.eNewsletters

2.Dedicated eBlasts



Create Your Lists
• Sign-up form on every page

• Segment lists

• Pre-selected opt-in all 

• Contests/sweepstakes



eNewsletter
Opportunities
• Create multiple ad blocks

• Tier pricing from top to bottom
For example: Top leaderboard $250 per week; Medium rectangle 

$200 per week; Bottom leaderboard $125 per week

• Roadblock for a premium

• Sponsored Content

• Add 10,000 impressions on media

website for discounted CPM



Dedicated eBlasts
• Effective

• Separate list from eNewsletter

• Notate paid or sponsored

• Only one per day, one client per week

For example: MaidPro can only run on Wednesday and cannot run another 

eBlast campaign until the following Wednesday.

• Optimal time: 6/7 p.m.

• Include “You” or “Your” in the subject line

For example: Your chance to win …

• Charge a premium, discount if running in 

conjunction with a digital or print campaign

Never underestimate the VALUE of your email list! 



Social - Facebook









Sponsored Posts 
• Post on Media Facebook Page

• One per day, one client per week

• Charge slightly cheaper then Dedicated 

eBlast
But don’t charge much less, Facebook is VALUABLE!!!

• Give a discount for running a Facebook 

sponsored post + a Dedicated eBlast

• Boost post with nominal spend $40 to $60

• 20% text rule

• Effective!



Questions?

Emily Walsh, Publisher
Observer Media Group

ewalsh@yourobserver.com

mailto:ewalsh@yourobserver.com

