
Go find me a 

million in new

revenue. 

TODAY!

Time to send 

out the 

resume



WHAT WE WON’T DISCUSS

 Group pages

 New editorial sections

 Contests

 Special sections

 Ad positions

 Short-term time wasters



WHO AM I

 25 years in newspaper –

editorial/advertising and 

marketing at largest US 

media companies

 Created Custom Publishing 

@ 280K Circ.

 Created corporate publishing 

division 

 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



“BESIDES THE REGULAR NEWS, WHAT CAN THE 

NEWSPAPER OFFER TO MAKE IT MORE 

VALUABLE TO YOU”

 Information about local entertainment

 Information on best prices, bargains at stores

 Information about local schools

 Information on reliable homes services

 Information about quality of car repair shops

 Employment possibilities and job banks

 Information about quality, child-care centers

 Community activities in which I can participate

 Information about community doctors, dentists

 Stories about local, successful businesses.

From readership studies conducted over the last 20 years



CONTENT AS REVENUE

 Local entertainment

 Best prices, bargains at 
stores

 Schools

 Homes services

 Car repair, shops

 Job banks

 Child-care centers

 Community activities

 Doctors, dentists

 Local, successful 
businesses.

 Small Space ads

 Pricing

 Focus

 Frequency

 Long-term contracts

 Training

 Advertiser Education



NON-TRADITIONAL REVENUE

Within the newspaper

 Awareness Ads

New thinking

Long-term program

Turnkey program

Outside the newspaper

Branded Content

Growing ad medium

Huge money

How to find it



Expanding ad content 

and revenue

 for small, LOCAL &

non-traditional advertisers

Selling impressions



 Dependent on large

advertisers

 Sells by circulation/

readership

 Sells by the inch

 Willing to take one ad 

 Continually building new ads

 Expensive for small advertisers

 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%
Don‟t Know 5.25%
Doesn‟t Use Yellow Pages 4.25%

MOA/Anchorage Bowl, Alaska



 Small businesses

 Service oriented

 Long product cycle

 Spend budget on yellow 
pages/directories

 High maintenance

 Don‟t care about research

 They test with short campaigns
– coupons, offers, bring in this ad, etc

Challenges of non-traditional advertisers



 Billboards

Radio

 TV

Direct Mail

 Internet

 Basically, everyone but newspaper

Who sells with impressions



 Lowest cost per impression

Delivers the largest audience

 Shopping/buying vehicle

Delivers more selling impressions than all 

other local media combined

Conditioned small advertisers for 

price/product and coupons

Yet…Newspapers have



 50,000 daily circulation paper

Advertiser runs 5 days a week for 52 

weeks

Cost per ad (2x2) = $100

Annual selling impressions (5 days x 

50,000 circulation x 52 weeks) = 13 million

Annual contract cost = $26,000

Cost per impression = .002 cents

Example - Selling impressions



 Small ads (2x2, 2x3, etc.)

 High frequency

One benefit per ad

 Selling Impressions

ONLY 1-2 year contracts

 No price, product or coupons

 Flat MONTHLY rate

 Newspaper creates rates to “co-op” this 
type of advertising

Name Awareness Advertising







Components

Rep Training

Survey and best 

practices

Templates

Advertiser Seminar

Ad pricing

Sales tracking



 Non-scientific
 Rates advertisers 

by name 
awareness

 Shows market 
leaders, mature 
categories

 Shows selling 
opportunities by 
segment

 Makes advertisers 
very
uncomfortable

The Survey



 Scripted

 Easy choices

– 3, 5, 7 days

– 1 or 2 year contract

– Co-op rate from newspaper

– Schedule ads a month at a time

– Minimum time with advertiser

Training & Selling



The Seminar

 300-500 attendees

 Local business

Non advertisers

 Service businesses, 

professionals, retail

Ad packets, contract, 

ads, offer

 1 ½ hours



 $2 million annual sales 
in 60 days

 45-50 contracts

 50% new advertisers

 85% retention

 Long-term 
agreements

 Easy to train reps

 Easy to create, 
schedule and place

Awareness programs







WE’RE 

BLOOMING 

WITH BUYS!

MANAGERS
MARKDOWN
SALE



Logo Ownership

Safety

Ultimate Driving Machine

Luxury

Kids



Quote

“. . . I have emphasized that word „continuous‟ 

in referring to your advertising.”

“Short-term, „one-shot‟ advertising efforts are 
usually a waste of your money and your 
effort.  The first tangible results of a program 
started now may not appear for five years.”

Source:  Wilbert M. Krieger, Managing Dir., National Selected Morticians, Inc.





90% OF CONSUMERS WON’T 

NEED A PLUMBER THIS YEAR

This ad only influences 
the 10% who will.

Unclog Your
Drain Today! $95

555-1234
McInnis
PLUMBING

• Free Estimates

• Emergency Service

• Repairs Guaranteed



TOMA Ads Work 

Throughout the Product Cycle

This ad creates 

selling impressions on 

everyone

Since 1958.

McInnis
PLUMBING 555-1234



Moore Heating Air Conditioning 16.00%
Central Plumbing & Heating 14.00%
Mountain Mechanical 6.00%
Alkota 3.00%
Arctic Chain 3.00%
Klebs 3.00%
R & S Plumbing 3.00%

Fifteen others @ 2.00% 18.00%
No Response 34.00%

Heat/Air Contractor

MOA/Anchorage Bowl, Alaska



Ireland Clinic 10.00%
Dr. Curzie 2.00%
Kanady Chiropractic 2.00%
Sports & Spinal Injury Clinic 2.00%

Nineteen others @ 1.00% 19.00%
No Response 65.00%

Chiropractor

MOA/Anchorage Bowl, Alaska



Alaska USA Federal Credit Union 26.00%
Wells Fargo 21.00%
First National Bank 15.00%
Northrim Bank 10.00%
KeyBank 7.00%
Credit Union 1 6.00%
Denali Alaskan Federal Credit Union 6.00%

Seven others ≤ 2.00% 8.00%
No Response 1.00%

Bank

MOA/Anchorage Bowl, Alaska



Accountant/CPA 64.00%
Auto Body Shop 52.00%
Auto Glass 43.00%
Auto/Truck Accessories 43.00%
Bicycle Shop 48.00%
Carpet Cleaning Company 50.00%
Chiropractic 65.00%
Computer Service & Repair 47.00%

Wide Open Categories

MOA/Anchorage Bowl, Alaska



1999

15%

2002

21%

TOMA Ads

7x week



 If the name of your business was seen 
13 million times in the newspaper 
would it be better or worse next year?

 If you do nothing where will you be in 
one year?

 Where are you spending your current 
budget and are you getting this many 
impressions

 Here is a spec ad

 Do you want a 1 or 2 year agreement

The Close



Color

Group pages

 3 x 5 or quarter-page ad per quarter

 Internet

Classified

 Pre-print discount based on TOMA

Add ons



All planning already done

 Templates for everything

Great rep training from script

Ad reps like selling them

Create REAL advertiser expectations

Contracts sold immediately

Why it works



 Trains sales reps to sell 1, 2, 3 year contracts

 Reps understand product cycle

Can be turnkey

 Targets non-traditional newspaper revenue

 Sales reps use book to sell

 Not a 1-time shot

 Put into rate card

Great for telephone reps

 Scares advertisers in action

Why I like it



For more information 

concerning TOMA

www.TOMA.com

Contact for Latin America

E&P Research, Francisco Vasquez 

President 404-797-5127 (US)



PRIVATE LABEL MEDIA – BRANDED CONTENT



BRANDED CONTENT - DEFINED

 When an advertiser or company produces 

something engaging for the consumer in order 

to sell more product

 Controls the editorial environment

 Provides accurate and useful information



BRANDED CONTENT

 Creating an editorial
environment for one 
client

 Targeted – mailing list, 
counter, client

 Regional or national 
reach

 Includes magazines, 
Internet, newsletters, 
Twitter, Facebook, etc.



BRANDED CONTENT

 116,000 Custom 
Publications in US

 Most are “invisible”

 $1 billion in US for 2009

 Average spending $1.8 million 
per company

 Advertisers using co-op, ad 
budgets, communications, HR, 
etc.



HOW WAS THE $1.8 MILLION SPENT

 2009 spending was double that of 2008 and the highest amount since the CPC began 

conducting the survey in 2003          

Source: Custom Publishing Council

Print

Online

Other



CUSTOM/BRANDED CONTENT - PRINT

Niche Publications

Custom Content

Business to business



SUCCESS KEYS

 Find market client 
wants to reach

 Get specific 
demographics

 Research topics of
highest interest

 Uncover client’s marketing needs

 Create overall seamless package

 Distribution – mail, in-store’s, customer 
list, 3rd party



NICHE

 Narrow audience

 Contains Advertising

 Infrequent distribution

 Very targeted 

distribution

 Brides, home 

improvement, attorneys, 

diabetes, seniors 



PUBLIX SUPERMARKET

 Targets shoppers

 Provides USEFUL 

content

 Healthy lifestyle

 Coupons

 Recipes’ Co-op funded



HOMESTEAD – JOHN DEERE

 Started 1890s

 In-house

 Targets home hobbiest

 Increases relationship

 Builds brand



ON INVESTING

 Financial

 Showcases other 
services and 
products

 Showcase money 
managers

 37% readers were 
more likely to move

 Money to Schwab



RIGHT AT HOME

 Heating and A/C 

 Target : Women

 50% lifestyle stories

 2x per year

 Open to  all 11,000 

Rheem/Ruud Contractors

 Customized for each 

dealer with variable data

 Online sign up

http://www.istockphoto.com/file_search.php?action=Browse&Cache=1151a49594ef1b55d81cd21cb28892a8&page=1http://issuu.com/PLMP/docs/www.rheemteammag.com


TYPICAL AD – NEW PROGRAM

















BUSINESS TO BUSINESS - B2B

 Published for businesses

 Communicate products, services

 Can be content driven by audience

 Influence buyers

 Published for employees/partners

 Communicate company information

 Sense of values

 Highlights areas geographic/divisional

 Increase employee value

 Create “oneness”



BUSINESS TO BUSINESS EFFECTIVENESS

• 74% - a better way for a company to promote its 
products and services compared to other forms 
of marketing.

• 94% of B2B readers thought custom publications 
were informative

• 75% said they enjoyed reading a custom 
magazine



B2B RHEEM AND RUUD

 In 2008, Rheem/Ruud 

wanted to improve 

communications directly 

with its dealers. 

 Helps update marketing 

programs, training, new 

products, sales tips, etc.

 Increase general 

business knowledge



RESPONSE

 Overwhelmingly positive. 
Dealers felt “included”

 Insert other materials in 
mailer

 Greater use of Rheem’s 
marketing programs

 Ability to communicate 
changes/updates

 Survey recipients for 
upcoming issues topics

 Online version



TRADE GROUPS - WINES OF CHILE

 Chilean Wine Industry

 Challenge

 Declining Share

 Outdated Reputation

 No contact with US buyers

 No unified message



PROPOSAL - WINES OF CHILE

 4x per year 
custom magazine

 Expand beyond 
wine 

 Target  buyers 
through 
sophisticated 
mailing list

 Influence, 
educate & 
entertain



NEWSPAPERS STRUGGLE WITH BRANDED CONTENT

 Quasi a news product

 Use newspaper model

 Put wrong people in charge

 No patience – this takes TIME

 Try to get current staff to sell

 Ad-selling mindset

 Won’t think outside their 
market

 Don’t want clients involvement

 Little expertise in printing 
technology



GOLF MAGAZINE - NEWSPAPER EXAMPLE

 High-end

 Target – Upscale, men, 35-65

 Distributed golf shops, courses, zips, retailers

 Editorial/Sports controlled content

 Ad staff sold ads



FROM EDITORIAL

 Terrible cover

 Canned stories

 All local

 Ad placement issues

 Basically, treated as a 

special sections they 

didn’t want to do it



WHAT READERS EXPECT



THINK

 Distribution

 Print (not just 

newsprint)

 Mass Vs target

 National Vs market

 Content not news

 Targeting readers by 

segment



SKILLS

Direct mail expertise

Printing technology

Marketing data

STRONG, WELL- WRITTEN CONTENT that 

interests the target audience



GETTING STARTED

 Minimum staff

 Prototypes or pre-written content

 Do some jobs on the cheap to get 
portfolio of publications

 Look for a few niches for quick 
revenue

 Outsource everything else after 
contract

 This is NOT an news/editorial, but 
not “advertorial”



GETTING STARTED CONT.

 When are proposals are due

 Existing publications

 Stay in touch with prospects

 Budgets could be in different areas – HR, 
communications, special initiatives

 Preferred vendor for co-op

 Be prepared for non-involvement or over 
involvement

 Get in annual marketing offerings

 Get out of your market



WHERE’S THE MONEY

 Manufacturers

 Companies targeting US market

 Pharmaceuticals

 Large retailers

 Outsourcing

 Chambers, economic development

 Niche regional/national distribution

 Auto, boats, 

 Destinations

 Airlines



CONTACT

 Bill Sabo, President

Private Label Media Partners

bsabo@privatelabelmedia.com

615-469-0577

Brentwood, TN


