
Areas of Opportunity

4  Satisfy business “jobs” with solutions 4. Satisfy business “jobs” with solutions 
beyond traditional advertising
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Local online ad spending represents 
significant dollars

MilliMillions

Local Online Ad Spending
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Online spending is in explosive growth mode 
Milli

Local Online Ad Spending ($ Millions)

Millions
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Maximizing online revenue

1. Go after existing advertisers plus non-advertisers and           
non-traditional categories

Non-print, online customers represent up to 60% of local online sales p , p p %
potential

2. Utilize current sales staff plus online specialists
Existing print reps are only part of the solution

3 Move quickly into the fastest-growing                                                   3. Move quickly into the fastest-growing                                                   
online formats

Email, video and search 
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An “out of the box” approach

Th  Di h  (M li  IL)The Dispatch  (Moline, IL) Circulation: 43,000

• Initially, a reader retention and 
d  itrewards site

• Subscriber-only coupons for 
discounts to area businessesdiscounts to area businesses



Th  Di h  (M li  IL)
The Value Vault

The Dispatch  (Moline, IL) Circulation: 43,000

• Accessible to both subscribers and non-
subscribers
• Sells gift certificates at 50% or less of • Sells gift certificates at 50% or less of 
face value
• The “advertiser” pays for his package by 
providing the gift certificates
• The newspaper monetizes by keeping all 
revenue from gift certificate salesrevenue from gift certificate sales
• Everyone loves it: subscribers, non-
subscribers, small businesses with limited 
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,
$ to spend, The Dispatch



Additional tools at N2 Website

• Tips for getting into email, video 
and paid local search

• Online spending data
• Online revenue benchmarks
• Online growth category projectionsOnline growth category projections
• Online vendor list
• More

All can be downloaded FREE at
www.NewspaperNext.org
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www.NewspaperNext.org



A new, larger  vision
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What newspapers are doing

The 
newspaper
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What newspapers are doing

Incremental products 
serving various niches

The 
newspaper Incremental 

features servingfeatures serving 
existing readers and 
advertisers
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New vision: New vision: THE WHOLE MARKETTHE WHOLE MARKET
••Touch and connect every Touch and connect every consumerconsumeryy
••Serve every businessServe every business

The 
newspaper
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What “jobs” are they trying to get done?

see friendsbe with family

meet someone
get in shapemake money
buy something

Consumers eatwork have fun
shop

y

clean learn

pay bills

growbe healthy find things to do

buy something
get the news

clean

find a job
get/make repairs find a place to liveget ahead

growbe healthy

meet pa roll

keep customers
pay the bills

show how good we are
create trust control costs

meet payroll

h l t f l
manage inventory

Businesses
grow my business

revive old customers
hire & fire

p

keep records

increase marginreach lots of people
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reach key people
build customer loyalty

choose vendors
maintain facility



New vision: The “jobs” newspaper organizations 
should strive to own

For all consumers For all businesses

News
• not big enough

Print advertising
• not big enough

News and information
• not big enough

Print and banner ads
• not big enough

“Help me know/do whatever it 
New vision:

“Help me connect with   
New vision:
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takes to live here” anyone who lives here”


