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Small steps can lead to big
rewards in this report, which
describes how attention to
each contributor to revenue
growth can result in increases
in revenue, and advertiser
loyalty.
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This report is about attention to what matters.
It shows how, by concentrating on the drivers
of advertising revenue, newspapers can grow
their business, not only in the core print
product, but also across the growing range of
complementary products. 

The report identifies 28 components of
advertising revenue that determine the value of
advertising revenue that the newspaper
generates each year. Only three of these factors
are out-with the newspaper’s control: the market
in which the newspaper operates, the product
that the advertiser chooses to advertise, and the
market they choose to target (which is not
necessarily in line with the newspaper’s
readership). The rest can be all be measured,
managed and maximised.  

What matters is the measurement of the drivers
of performance, as much as the performance
itself. This is not sexy, or revolutionary, but it
works, and it leads to growth not only of the
core newspaper business, but to a sales
environment where sales people can adopt and
sell a wider range of services. 

This concept is underpinned by a new approach

to sales organisation; a tri-partite structure
where the three key dynamics of advertising
revenues – client sales, the specific features of
the markets, or categories, within which we
operate, and the newspaper or other brands,
that we are selling - are each represented.

The sales operation is geared to the drivers of
long term growth, namely advertiser loyalty,
frequency, and commitment, rather than simply
representing the priorities of the newspaper.

Specialists are dedicated to identifying and
growing new revenues from each of the
different market categories that we serve. Each
is very different, with different opportunities
but also requiring a different approach. 

Today, newspapers are emerging into a new era of
advertising sales. One where sales people, selected
to complement and respond to the demands of
a  particular type of advertiser, are promoting a
range of products, supported by top quality
initiatives, and outstanding market knowledge. 
The road ahead is challenging, but small steps,
in the right direction, will secure a strong future.

Go for it.
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