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1.  Na&ve	Adver&sing	
2.  Digital	Marke&ng	Services	(digital	agencies)	
3.  Events	

Top 3 Trends In Media Transformation… 



Progressive	local	media	companies	are	launching	na&ve	adver&sing	strategies;	we	believe	this	model	is	
here	to	stay	
	
Companies	such	as	BuzzFeed	have	set	the	bar	high	(it’s	100%	of	their	business	model	and	they	employ	
10	data	analysts	to	work	on	these	campaigns)	
	
Who’s	doing	it	well?	Victoria	Advocate	(TX)	–	30K	circ.,	Deseret	Digital,	Evening	Post	Publishing	Group	

Native Advertising/Sponsored 
Content 



	
Best	Prac&ces:	
	
•  Clearly	label	as	sponsored	content		
•  Incorporate	video	into	the	story	
•  Figure	out	your	best	content	strategy		

•  Lots	of	great	outsource	partners	or	DIY	

•  Content	must	be	high	quality	
•  Never	allow	a	sales	pitch	
•  Charge	a	large	premium	
•  Don’t	sell	one-&me	packages	
•  Content	should	be	evergreen	
•  Must	be	displayed	in	na&ve	format	

Native Advertising/Sponsored 
Content 



	
	
Digital	services	represent	42%	of	the	$714B	U.S.	marke&ng	spend	(Borrell	Associates)	
	
Who	is	killing	it?	
	
•  GateHouse/Propel	Marke&ng	-	$50	million	in	2016		
•  Nexstar	Broadcas&ng	-	$33	million	(now	represents	1/3	of	their	digital	revenue)	
•  Dallas	Morning	News	–	over	$40	million	in	2015	
•  Advocate	Digital	Media	–	seven	figures	and	growing		
•  San	Francisco	Chronicle	–	two	agencies	46Mile	and	LocalEdge	
	

Digital Marketing Services/Digital 
Agencies 



	
	
The	larger	companies	are	making	big	bets	in	this	area	and	the	smaller	companies	are	star&ng	to	figure	it	out	as	well	
(ager	a	lot	of	trial	and	error!)		
	
Companies	such	as	GateHouse,	Hearst,	Gannei,	Entercom	Communica&ons,	Hubbard,	Digital	First	Media	and	more	
have	set	the	bar	high		
	
Who’s	doing	it	well	on	the	small	side?	Victoria	Advocate	(TX)	,	Big	Fish	Works	(MN),	Informed	Interac&ve,	Fusion	
Farm	(IA),	WSPD	(KY)	

Digital Marketing Services/Digital 
Agencies 



	
	
Winning	Strategies:	
	

•  Treat	as	a	separate	business	unit	with	separate	P&L	
•  Employ	a	dedicated	staff	or	digital	experts	at	the	very	least	(most	are	using	a	combina&on	of	

digital-only	experts	and	exis&ng	staff)	
•  Invest	in	this	new	business	unit	
•  Provide	world-class	training	to	the	staff	(must	be	ongoing;	the	digital	world	changes	daily)	
•  Name	your	agency	but	also	leverage	your	media	brand	–	best	of	both	worlds	
•  Facebook	must	be	part	of	your	strategy	(Propel	Marke&ng	went	from	$0	-	$7.5	million	in	the	last	12	

months;	FB	ads	now	represent	15%	of	their	revenue	and	growing)	

Digital Marketing Services/Digital 
Agencies 



	
	
Consider	Strategic	Acquisi8ons:	
	

•  GateHouse’s	Propel	Marke&ng	just	purchased	ThriveHive,	a	plamorm	that	addresses	the	needs	of	very	small	
businesses	(10	employees	and	less).	They	are	now	in	the	process	of	aggressively	staffing	a	call	center	in	New	
Hampshire	(hiring	100	FTE’s)	to	grow	this	new	line	of	business.	They	are	also	looking	at	other	strategic	
investments	and	acquisi&ons	in	areas	that	might	surprise	you.	

•  Cordillera	Television’s	Informed	Interac&ve	is	also	making	strategic	acquisi&ons	as	the	next	phase	of	their	growth	
plan.	Ackmann	&	Dickenson	is	a	web	and	mobile	applica&on	development	agency	that	was	acquired	in	April	of	
this	year.	They	bring	a	staff	of	60	including	engineers	and	this	allows	them	to	work	with	companies	in	new	and	
interes&ng	ways.	In	2014	they	acquired	a	crea&ve	agency	and	they	are	expected	to	make	a	few	other	strategic	
acquisi&ons	yet	this	year.	

•  The	Dallas	Morning	News	acquired	three	marke&ng	companies	in	2015	and	partnered	to	launched	Speakeasy	in	
2012.	By	the	end	of	2015,	revenue	from	digital	marke&ng	services	represented	27%	of	their	total	adver&sing	
revenue.		

Digital Marketing Services/Digital 
Agencies 



	
Must	be	treated	as	a	separate	business	unit	

Delivering	profit	margins	of	30-50%	
	
	
	
	
Who’s	killing	it?		
•  GateHouse	Media	(live	and	virtual)	
•  Chicago	Tribune	($5	million	&	growing)	
•  Metroland	Media	(Toronto)	
•  Cedar	Rapids	Gazeie	
•  Utah	Media	Group	($7	million	&	growing)	
•  Townsquare	Media	(radio	–	just	bought	a	Carnival	company!)	
•  Emmis	Communica&ons	–	Incite	(radio	–	focus	on	cause	marke&ng)	

Events – 3rd Leg of the Media  
Transformation Stool 



	
Best	Prac8ces:	
•  Treat	as	a	separate	business	unit	(don’t	expect	exis&ng	staff	to	handle	this	too!)	
•  Hire	someone	in	your	market	with	event	planning	experience	
•  Pick	the	right	events	for	your	market		
•  B-to-B	events	represent	a	huge	opportunity	w/	higher	profit	margins	
•  Dining	and	food	events	are	easy	to	sell	and	manage	
•  Create	separate	P&L’s	for	each	event	and	aim	for	a	minimum	profit	margin	of	30%	
•  Bringing	a	cause	into	events	can	increase	&cket	and	sponsorship	sales	while	doing	good	for	the	

community	at	the	same	&me	(Emmis	Communica&on’s	Incite	division	gets	30%	of	their	revenue	
from	non-profits)	

•  Tie	events	in	with	promo&ons	and	contests	(Second	Street	works	with	a	lot	of	media	companies	
using	this	strategy	–	especially	for	“Best	Of”	promo&ons)	

	
	
	
	

Events – 3rd Leg of the Media  
Transformation Stool 



	
MAKING	A	BUSINESS	OF	DIGITAL	SERVICES	–	LMA	and	Borrell	Associates	have	teamed	up	to	produce	
this	1.5	day	summit	(August	17-18	at	the	Gleacher	Center	in	downtown	Chicago).		
	
Highlights:	
•  Facebook	keynote:	Youssif	Abdulhamid,	SMB	Growth	(will	talk	about	how	to	manage	Facebook	ads	

at	scale	and	the	advantages	of	working	with	a	tech	partner	(their	recommenda&on)	vs	doing	it	
yourself.	He’ll	also	share	which	solu&ons	drive	the	best	results	for	local	businesses	and	more	
informa&on	on	the	Facebook	Marke&ng	Partner	Program)	

•  Case	Studies:	GateHouse	Media/Propel,	Cordillera	Television/Informed	Interac&ve,	Hubbard	
Radio/2060	Digital,	Dallas	Morning	News	

	
Informa8on/Registra8on:	hip://www.localmedia.org/digital-agency-summit/	
	
	
	

Digital Agency Summit 



	
Na8ve	Summit:	November	9,	2016,	Gleacher	Center,	Chicago	
•  Will	feature	a	wide	range	of	case	studies	from	companies	small	to	large	across	all	media	plamorms	
•  Who’s	doing	it	well	and	how	are	they	structured?	
•  Opportuni&es	with	video,	programma&c,	combining	with	print/broadcast	and	more!	
	
Events	Summit:	November	10,	2016,	Gleacher	Center,	Chicago	
•  Faculty	members	from	companies	that	are	KILLING	it	with	events	
•  How	to	get	to	50%	profit	margins	
•  Picking	the	right	events	–	pros	and	cons	of	each	type	
	
	

Save the Dates! 



nancy.lane@localmedia.org	
	
	

Questions? 
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