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THE CHALLENGES
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Wǳǎǘ мл ȅŜŀǊǎ ŀƎƻΧ

FACEBOOKwas nonexistent,

TWITTERwas a sound from outside the window,

THE CLOUD was something floating in the sky,

4Gwas a parking space,

LINKEDINwas a prison,

and SKYPEwas a typo.

(Thomas Friedman)
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Awareness Interest Desire Action

The Old Way



5Source: Google ZMOT

Awareness

TV, Radio, Outdoor

Social

Point of Purchase

Print

Online

¢ƻŘŀȅΩǎ ²ŀȅ
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OUR COMPANIES VARY IN 

THE SOLUTIONS WE OFFER
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Cinema

More Puzzle Pieces Than Ever
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WE STRUGGLE WITH 

BALANCING PRINT & DIGITAL
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JUST SOME OF THE ISSUES
-COMMISSION STRUCTURES

-RE-DEFINING SALES ROLES

-RE-DEFINING KPIôS FOR SALES AND CONTENT

-CONTENT DECISIONS

-IGNORING PRINT OPPORTUNITIES

-TRADING DIGITAL DIMES FOR PRINT DOLLARS

-EXPENSE PRESSURES VS. INVESTING IN NEW OPPS

-CONSTANT TECHNOLOGY CHANGES

-EMERGING PLATFORMS ALMOST MONTHLY

-HIRING THE NEEDED, NEW SKILL SETS

-SMBO ñEXPERTSò IN THE FIELD

-OUR OWN HEADLINES ABOUT PERFORMANCE
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93% 79%
Percent of surveyed 

legacy media 
company executives

struggle with
Revenue gap between 

legacy declines and 
digital growth. 

Source: 2014 Ad-ology Research

Percent of surveyed 
legacy media company 
executives report more 

than one digital 
organization re-

structure in the past 
year alone.

Source: 2014 Ad-ology Research

69%
Percent of legacy 
media company 

executives report 
άǳƴǎŀǘƛǎŦƛŜŘέ ǿƛǘƘ 

digital sales 
commission structures. 

Source: 2014 Ad-ology Research

¸ƻǳ ŀǊŜ ƴƻǘ ŀƭƻƴŜΧ
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92%

And businesses ōŜƭƛŜǾŜ ƛƴ άb9²έ ƳŜŘƛŀΦ

86% Percent of Bridal Shops & Businesses Who 
Utilize Social Media Advertising in 2014

Source: 2014 Ad-ology Small Business Marketing Forecast

Percent of Restaurant / food Service 
Businesses (including Banquet / Party Centers) 
Who Utilize Social Media Advertising in 2014

Source: 2014 Ad-ology Small Business Marketing Forecast
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WE MUST RE-DEFINE THE 

BALANCE. 
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Integrated 

Marketing 

Expertise

Marketing 

òToolboxó

Engaged

Audiences

bƻ ƭƻƴƎŜǊ ŀ ǇǊƻŘǳŎǘ ƻǊ ǇǊƻŘǳŎǘǎΣ ōǳǘΧ
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Local 
News

Print Edition

.com Edition

Mobile Edition

Specific
Interest

Social 
Networks

Engaged

Audiences
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Local 
News

Print Edition

.com Edition

Mobile Edition

Specific
Interest

Social 
Networks

Engaged

Audiences
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ÅWe offer audiences.  Unique audiences.  
Targeted audiences.  Even majority audiences.

Å.ǳǘ ǘƘŀǘΩǎ Ƨǳǎǘ ǘƘŜ ōŜƎƛƴƴƛƴƎ ƻŦ Ƙƻǿ ǿŜ ƴŜŜŘ 
to re-Ǉƻǎƛǘƛƻƴ ƻǳǊǎŜƭǾŜǎΧ

Engaged

Audiences
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Tools & 
Services

Search Engine Optimization

Pay-Per-Click

Mobile Advertising

Email Marketing

Social Publishing

Web Development

Retargeting

Maps/Reputation Management

Video

Niche Print/ Niche Digital and Apps

Display Advertising (print and web editions)

Targeted Ways to Reach Our 

Engaged Audience
Marketing 

òToolboxó
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Unparalleled Access to Research

Research

Data

Marketing 

òToolboxó
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Engaged

Audiences

ÅEngaged consumers-- and the means to reach 
them. 

Å.ǳǘ ǘƘƛǎ ƛǎƴΩǘ ŜƴƻǳƎƘΦ Lƴ ƻǊŘŜǊ ǘƻ ǎǳŎŎŜŜŘΣ 
you need the know how to combine the two in 
ways that drive customers to act. 

Marketing 

òToolboxó
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Strategy

Objective Setting & Success Metrics

Brand, Business, Customer Analysis

Segmentation

Primary & Secondary Research

Program Strategy (The Big Idea)

Test Design

Budgeting & Allocation

Execution

Creative Development

Media Implementation

Project Management

Continuous
Improvement

Measurement

Analysis / Implications

Refinement

Integrated 

Marketing 

Expertise
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Detailed, transparent analytics allow for continual campaign improvements.

Guarantee Visibility. Measurability. Confidence.
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Re-imagine what your local media company can 
ōŜΧ

Engaged

Audiences

Marketing 

òToolboxó
+ +

/ƘŀƴƎŜ ǘƘŜ ŎǳƭǘǳǊŜΧ

Integrated 

Marketing 

Expertise
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BUT, WHAT ABOUT 

LOGISTICSé
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Invest in Ad Networks

Invest in Data

Invest in Social Media

!ǘ ƳƛƴƛƳǳƳΣ ǿŜ ƴŜŜŘ ǘƻΧ

Include digital in all Proposals


