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This is a Session about:
мύ ¢ƘƛƴƎǎ ǿŜΩǊŜ ŀƭǊŜŀŘȅ ŘƻƛƴƎ ǘƘŀǘ ƘŀǾŜ 

new & untapped opportunity
2) New areas to pursue

(viable + potentially lucrative)



Video, Video, Video! 
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Where Do YouGet Started?
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ÅShifting the Mental Model: 

ï²ŜΩǊŜ officially in ŀ άǇƻǎǘ-preroll universeέ

ïStop thinking of video as another box to check

ïStart thinking of video as a full ecosystem:

Production <> Distribution <> Monetization 

How are you solving for each of these? 

Do you have a holistic strategy to address them? 



Social Video & Distributed Content
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Sponsored Posts with Branded Video
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5ƛƎƛǘŀƭ !ƎŜƴŎȅΩǎ bŜȄǘ !ŎǘΥ 
Differentiation & Focus
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Broad View of High Performance

8

VOrg structure is more separate than combined

V 100% buy-in from the owners

VFocus on market share (and the right market share), not YoY 

growth 

VFocus on revenue AND account growth: ex. account 

penetration, ARPA, retention

V 3-10x more digital-only sales reps than avg. (Borrell) 

V Less dependent on core advertisers; Systematic approach to 

advertiser targets; Dominate specific verticals



Differentiation Theme #1: Staffing

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

ÁThere are some cases ςtypically at smaller properties ςwhere 
the Chief Digital Officer and the DA leader are one & the 
same. But more often these are separate roles.

ÁDigital strategists play a critical, often multi-faceted role:                 
a) support integrated sales reps; b) sell directly to new 
accounts; c) manage clients & campaigns. Must have deep 
knowledge to empower reps and educate clients. 
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Differentiation Theme #2: Pick a Lane

10

Small & large businesses require different approaches: 

ÁDifferent levels of sophistication and demand

ÁDifferent solutions for different verticals

ÁDifferent sales cycles & profit margins 

ÁDifferent fulfillment requirements 

Downstream 

Focus

Upstream 

Focus



Case Study: Advocate Digital Media
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The Purchase Funnel Is Dead! 
(long live the funnel)
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ü The traditional Customer Journey: Linear, limited choices  



bƻǿΣ [ŜǘΩǎ hǾŜǊƭŀȅ aŀǊƪŜǘƛƴƎ /ƘŀƴƴŜƭǎ
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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 Frantically Chasing Customers
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ñHow many media do you use for advertising & marketing?ò 

Source: BIA/Kelsey Local Commerce Monitorϰ όLCM) Wave 20, Q3/2016 (and prior waves, if relevant). Methodology: Online panels.
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One View of the Competitive Landscape

The Purely Locals

The Classifieds Marketing 

Services


