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A PRICING MODEL WORTH CONSIDERING
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A Look Back

* Coming out of financial crisis
« Ad shift from newspaper -

| * Loss of key adv segments s
) * Performance pricing growing ~NH 3
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2010 )

i Our program started with
gy A A Customer Request
\ .: ‘1 Would we consider perforn:ance based pricing?
4 L [=1

\ * Opportunity?
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Two Models Emerge
1. Pay Per CaII 2. Pay Per Sale
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Results

Recapture lost business
Millions in new ROP business
Millions in paid targeted media upsells
Competing with performance pricing media Cos.
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Newspaper — A good source of leads

PPCall Client
Lead Channel
Search

Events
Pure Play
Newspaper
Etc.
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’ Future =

- T ’ﬂ:‘—- Cross Platform Integration
= et S A e~ Research is key — Data Analysis and Client Insights e
ey g Simplify the complex - “make it easy to buy” % AR
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YOUR BLUEPRINT TO MEASURED SUCCESS

Learnings:

Newspaper works
Key Data Points: 7X; Color; TMC; Media Mix
Performance pricing has many options
There is a REAL REVENUE IMPACT
Re-engages lost categories
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Consider -
Do you have the ROP space — especially early in the week
What categories of business can you recapture
Do you want to compete with performance media
Looking for a new business initiative that works
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THANK YOU!

Richard Jones, President
Proven Performance Media
M: 949-315-1179
e: RUones@ProvenPerformanceMedia.com
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