what niche publishers can learn
from regional publishers
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basics



keep it simple
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some of us are



b2b

consumer
vendors
digital



we’re all way
more similar than we think



today were going to talk about:

1. controlled vs paid

2. national vs local mix

3. selling against the audience

4. digital initiatives

5. becoming a marketing partner




controlled vs paid

well, at first it seems so obvious...






controlled vs paid

that an audience invested in a
product is that much more engaged
and thus valuable



controlled vs paid

chasing after subscribers costs...






controlled vs paid

in truth, does the marketing partner
really care, as long as you deliver the
audience they want?
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controlled vs paid

...but it can be any niche audience



we’re all way
more similar than we think



controlled vs paid

selling against audience...



national vs local mix

this is a strange one



national vs local mix

but it is huge transformation in the
industry today
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national vs local mix

modern luxury media is in a variation
of this exact same boat



national vs local mix

only we’re going from regional
to national
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national vs local mix

30/70



national vs local mix




selling against the audience

circulation...?



selling against the audience

audience









selling against the audience

research

audits
engagement
marketing results



digital initiatives

here’s where keeping it simple goes out
the window



digital initiatives

outbound email
web

apps
mobile



digital initiatives

endless reincarnation of content...






digital initiatives

at my company, we do all this why?



digital initiatives

because we have to...
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digital initiatives

we’ve at least gotten to the point where
we pay for the infrastructure



digital initiatives

but is that a goal?



digital initiatives

at modern luxury medis, it’s to drive
the print business



digital initiatives

...that should be true at any print based
business



becoming a marketing partner

it’s not traditional publishing anymore



becoming a marketing partner

we’re in a transformational time...






becoming a marketing partner

really, paper is on the way out



help your advertiser
by any means possible




becoming a marketing partner

rate card everything






becoming a marketing partner

what is our industry’s biggest threat..?






becoming a marketing partner

today is the day of ...



becoming a marketing partner

brand journalism
&
content marketing



becoming a marketing partner

if you can’t beat them... we’ll have to
join them



in truth, and in closing



we’re all way

more similar

than we all think



what niche publishers can learn from
regional publishers...




