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This Is a Session about:
MO CKAY3a H6SQNB |
new & untapped opportunity
2) New areas to pursue
(viable + potentially lucrative)



Video, Video\/ Video!




Where Do YouGet Started?

A Shifting theMental Model
i 2 S QdffiBially int & {piRralliiniverse
I Stop thinking of video as another boxdbeck
I Startthinking of video as a fudlcosystem:
Production<>Distribution<>Monetization

How are you solving for each of these?
Do you have a holistic strategy to address them?
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Sponsored’Pas

"'Q WXYZ-TV Channel 7 with Metro Detroit Chevy Dealers

The perfect answer to "What should we eat tonight?"

Three reasons to experience March restaurant weeks from our partners at
Metro Detroit Chevy Dealers.

A New York milionare spert $£3.2 milion on a dead
bat. Think you'd make a way better Rich Person?
¥NYRchPeople

Fing out which Rich Person you'd be better than if you

were nch ot Lotto's K

3 Reasons to Experience March Restaurant Weeks

How many times have you wanted to hit the town for a bite to eat, but you just can't
seem to figure out what you want? I'd sit around and wait for you to count, but my
guess is we'd be here a while. That's why restaurant weeks are perfect for three..

Like Comment Share
QD% 38 Top Comments *

12 shares
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BroadView of Highr Performance

V Org structure is more separate thaombined

<

100% buyin from the owners

V Focus on markethare (and the right market share), néoY
growth

V Focus on revenue AND account growth: ex. account
penetration, ARPA, retention

V 3-10xmore digitalonly saleseps than avg(Borrel)

V Less dependent ocore advertisers; Systematic approach to

advertiser targets; Dominate specific verticals
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Differentiation TTheme: #15:Staffing

A Successful digital agencies (regardless of structure) have a
dedicated leader No exceptions.

A There are some casegypically at smaller propertieswhere
the Chief Digital Officer and the DA leader are one & the
same.But more often these are separate roles

A Digital strategistsplay acritical,often multi-facetedrole:
a) support integrated sales reps; b) sell directly to new
accounts; ¢) manage clients & campaigns. Must have deep
knowledge to empower reps and educate clients.
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Differentiation TTheme! #22Pick arlzane

Small & large businesses require different approaches:
A Different levels of sophistication and demand

A Different solutions for differenterticals

A Different sales cycles & profit margins

A Differentfulfillment requirements

~ PRCPEL

MARKETING

Upstream
Focus

Downstream
Focus

—

WEHCO
MEDIA, INC.

rt h¥digital
smartreac igita
ATTRACT. ACTIVATE. ENGAGE.
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Case Study: AdvocatesDigital Media

Agency Services

Comprehensive marketing with results that matter

Strategic Media Plans Including Media Budget

What you will get "«

» Professional Media Buying

* Discounted Service Rates
» Consistent, Cohesive Branding

* Regular, Consistent Reporting

* Professional Services and Advice
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The Rurchase lFunnelils Loead!
(long llivetthef funnel)

U The traditional Customer Journey: Linear, limited choices

FAMILIARITY CONSIDERATION PURCHASE POSTPURCHASE

locaIMedla
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Social Ads Newﬂenet"
Community ’

Forum SodaINermki"’
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Online Ads . Media web“‘e Blog ,

Direct Mall h
Email Store FML Ve ' Promoti
\ ¢ WOrd of Mouth ~.J Knowledge Base Tomonons
PR s
Ecommerce
Radio
v

Print
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The Merchant Challenge:

Meet the customer on all relevant channels
& platforms in their journey, at the right
moment and with a compelling message



SMBs Are Erantically,Chasing iCustomers

AHow many media do you wuse for adve
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5.9
4 5.2 5.0

Wave 17 (Q3/2013)  Wave 18 (Q3/2014)  Wave 19 (Q3/2015)  Wave 20 (Q3/2016)

Media

SourceBIA/Kelsey.ocal Commerce Monitar L&M) Wave0, Q3/2016 (angrior waves, if relevant). Methodology: Online panels. association



One View-of the- Gompetitive: handseap

The Classifieds Marketing
/ \ Services

yelp:k craigslist@
Visﬁ?rﬁt

Angies list
\_

The Purely Locals
/

THLE-BATAVIAN
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