
Expanding Revenue 
Streams for Media 
Companies:
An introduction to practical 
strategies for the local media 
ecosystem

Tuesday, May 5, 2009

To listen to today’s event, please use your 
speakers or dial: 312-878-0222. Enter the access 
code: 298-023-931
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Agenda

• Welcome & Introduction

• Local Media Ecosystem
� Rick Ducey, BIA Advisory Services

• Case Study:
� Erik Hellum, GAP West Broadcasting

• Practical Strategies
� Daniel Anstandig, McVay New Media

• Winning Media Strategies

• Questions and Answer Session
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Expanding Revenue Streams for Local Media Companies
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$155 Billion* U.S. Local Media and Ad Market 

*2008 estimated total local ad revenues. Source: TKG estimate, based on various public and non-public estimates, and TKG methodology.
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The Media Ecosystem is Becoming More Integrated, Or Is 
It?
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2008 U.S. Local Media Revenues - $155.3 B
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The 2008 Advertising Pie
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Local Ad Spend as a % of GDP*
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Local Advertising Forecast
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Steady Shift Toward Digital Media

Source: The Kelsey Group (2009)

>
�?

���
���

���

@��
��������!�4��������������
�%�����>4�4�6������
� "�����

@��
��������
����'�
894A2
:,**;8,*.<=

������������'�
.;4*2
:,**;8,*.<=



Media, Technology, Telecommunications and Financial Industries

What’s Ahead for Local Media?

1. Lines between media will blur even more 
rapidly over the forecast period as integrated 
platform sales become the norm.

2. Media buying will shift from CPM and 
subscription-based toward performance 
models — with perhaps as much as 30% of 
total revenues tied to performance.

3. There will be a real share shift, and the local 
media players best at executing and 
leveraging interactive models will achieve 
greater success going forward. 

4. The share shift we expect could actually be 
more pronounced if the major traditional 
media are not able to integrate new 
interactive products into their bundle.
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Erik Hellum
GAP West Broadcasting
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GAP West

Twin Falls

Yakima

Missoula

Bozeman

Shelby

Billings
Tri-Cities

Casper

Laramie

Cheyenne

Pocatello

Duluth

Burlington

Washington

Idaho

Montana

Wyoming

North
Dakota

South 
Dakota

Minnesota

Iowa
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GAP
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Company Mission and Vision Statements 

� Mission
– By employing and developing great talent and creating the best 

local media workplace , we will engage our listeners with 
compelling entertainment and information, and become the premiere 
local ad solutions provider for our clients

� Vision
– By becoming the dominant local media company , we will lead and 

succeed in all measures, including revenues, profits and positive 
impact on our communities
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GAP Strategy 

� Remain dominant local audio company in all our markets

– Protect and grow existing station brands

– Make content available across multiple digital platforms

– Monetize all platforms

� Become dominant local digital company in all our markets

– Leverage “megaphone” to cross-promote local digital properties that are unaffiliated with 
station brands  

– Enable existing sales force to sell full portfolio of products / services 
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Mass2One / VIP Programs

� Listener rewards program that superserves
core listeners

� Similar to frequent flyer clubs, grocery 
reward cards

� Company-wide database over 125,000 
members after less than a year

� Page views on VIP sites have increased to 7 
million per month on companywide basis, 
up 71% since September ’08

� Fall Ratings up 5-8%, depending on demo

� Groupwide collective contest has generated 
over 135,,000 entries in the first three weeks;  
VIPs have spent over 20 million points to 
enter
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Save on the Lot  

� Provides bundle of products that help local 
auto dealers sell cars on the internet

� Dealers benefit from a locally-
promoted auto portal at a lower cost 
than “portal only” competitors such 
as cars.com and autotrader.com

� SOTL is promoted by all markets as a single 
URL

– One database of inventory

– Inventory and ads target locally

� Provides a suite of features that give greater 
insight into inventory performance and 
management

– “Smart Post” tool enables dealers to populate 
7 different ad formats into free sites such as 
Craigslist

– All results are aggregated under a single 
report suite
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� Sales launches conducted in 12 markets since Februa ry

– 8 markets are running “tease spots”

– 4 markets are live

� Promotional campaign includes print ads (see ad to the 
right), TV ads and radio

� $200,000+ closed since February 2009

� Cars are selling and affiliate interest is growing

Save on the Lot  
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Community Portal Overview

� Archstream acquired Dallas-based 
Pegasus News in December 2008 from 
Fisher Broadcasting

� Pegasus News is a lifestyle oriented 
community portal

� Brings exclusive content to the market 
through offbeat stories that traditional 
media does not cover

� Largest database of local restaurants, 
bands, events and hyper-local 
neighborhood news attracts desirable 
local demographics

� Over next 18 months Pegasus News will 
be re-named and rolled out in many of 
our GAP / GAP West markets as 
freestanding community portal 
promoted by the stations

� Eventually will create affiliate model that 
invites third-party broadcasters to align

20
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Source: Quantcast/Omniture

#1 Entertainment Portal and 
5th Most Viewed Site in Dallas
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Features

� Easy-to-use Content Management System 
interfaces with outside content partners to 
seamlessly publish to the site

� I-phone app was the first in Dallas

– Has been downloaded more than 30,000 
times

– Adds attractive GPS component to offering

� “The Daily You” feature customizes 
content for user based upon their content 
consumption patterns
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Audience

� Two primary demographic clusters

– 25 – 35:  young professionals;  first-time home or condo owners;  starting to pay taxes and care about
local news, but still go out for lots of dining / entertainment

– 34 – 45:  largely suburban parents concerned about schools, neighborhood, etc.

� 18 – 34 represents 27% of user base;  18 – 49 represe nts 71%

� 52% male / 48% female

� 59% greater than $60K income;  27% greater than $10 0K income

� Very low duplication with traditional media sites

– Less than 18% with television sites

– Less than 38% with major newspaper sites

� Indexes above average for minority households
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Daniel Anstandig
McVay New Media
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US Advertising Expenditure by Medium
(in USA $millions)
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Set Benchmarks for Performance

YEAR ONE YEAR TWO

Revenue 3 – 5% Broadcast Revenue = 
Interactive Revenue

5% – 8% Broadcast 
Revenue = Interactive 
Revenue

Website 
Traffic

7% – 10% Weekly Cume
converted to monthly visitors

10% – 15% Weekly 
Cume converted to 
monthly visitors
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YEAR ONE YEAR TWO

Page Views Average of 3 page views per 
visitor.

Average of 5 page views 
per visitor.

Streaming 1000 Monthly TLH 
per 500 cume.

1000 Monthly TLH
per 300 cume.

Set Benchmarks for Performance
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YEAR ONE YEAR TWO

Page Views Average of 3 page views per 
visitor.

Average of 5 page views 
per visitor.

Streaming 1000 Monthly TLH 
per 500 cume.

1000 Monthly TLH
per 300 cume.

Average American in 
March 2009:

•Visited 111 internet 
domains.

• Surfed 2,554 web 
pages.

• Average duration of a 
page visit = 56 
seconds.

Source: Neilsen Company

Average American in 
March 2009:

•Visited 111 internet 
domains.

• Surfed 2,554 web 
pages.

• Average duration of a 
page visit = 56 
seconds.

Source: Neilsen Company

Set Benchmarks for Performance
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Set Benchmarks for Performance

YEAR ONE YEAR TWO

Streaming 1000 Monthly TLH 
per 500 cume.

1000 Monthly TLH
per 300 cume.

Total Hours Streamed  

Note: Streaming hours will vary based on market and  format. 
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The New Media-Co ORG Chart
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The New Media-Co ORG Chart
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OLD NEW

O
L
D

N
E
W

Old Customers
Old Products

New Customers
Old Products

Old Customers
New Products

New Customers
New Products

CUSTOMERS
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Training and ActivationTraining and Activation
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The new skill set requirement for successful media account executives:

� Capitalize on new prospecting tools

� Redesign Client Needs Analysis Systems and Assessme nts

� Optimize campaigns by utilizing website and streami ng metrics

Training and Activation
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Empower advertisers with INTEGRATED campaigns:

� Broadcast Marketing

� Digital / Online Marketing

� Database / Direct Marketing 

� Event Marketing

Training and Activation
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Winning Media Strategies
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Online and mobile platforms have become the forces that 
reinforce traditional media. Winning Media Strategies 2009 
is the one and only conference for traditional media 
companies looking beyond today’s challenges with an eye 
on finding income with local advertisers through cross-
platforms. 
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Join our social network on CrowdVine

• BIA has established a social network: http://wms2009.crowdvine.com

• Blog and Tweet with us now and throughout the conference

• The purpose of these networks is to share ideas and build out the 
strategies for the local media ecosystem. We WANT You!
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Special Value to Webinar Registrants

• $695 Conference Registration for all Webinar regist rants ($300 off list 
price) - use code: WMS09WEBINAR

• Networking. Sessions throughout the conference extend the value and create 
business opportunities

• Business Environment. If you are looking to do business, this is the place to 
initiate negotiations and sign deals. 

• Data and Market Intel. Gather the market intelligence you need for business 
planning and selling. The conference features data that is only available to 
attendees. 

• Leverageable Learnings. Learn about the latest technologies, tools and 
techniques that will enable you to make informed business decisions. 

• ROI-Minded Amenities. The price of Winning Media Strategies attendance 
includes continental breakfast, luncheons and cocktail receptions serving 
hearty appetizers. Your only meal expense is dinner.
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Thank you for attending

Questions and Answers

Please use your Question box through the 
GoToWebinar solution to submit your questions.
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Winning Media Strategies
http://www.bia.com/wms

Twitter
http://twitter.com/BIAfn

CrowdVine
http://wms2009.crowdvine.com

Email us at: webinars@bia.com


