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My	  background	  
•  Consul;ng	  &	  Training	  

–  130+	  clients	  in	  16	  years	  including	  About.com;	  
BZ	  Media;	  Gulf	  Publishing;	  Hearst;	  iVillage;	  
Kaboose.com;	  MGM;	  New	  York	  Magazine;	  
Palm	  Springs	  Life;	  Parade,	  PC	  World,	  Primedia	  
Consumer	  Mags.;	  Spor9ng	  News	  

•  Publisher	  
–  New	  York	  Times	  Co.	  -‐-‐	  Child	  

•  Sales	  Management	  
–  Hearst	  Magazines,	  Cahners,	  Ziff	  Davis,	  	  

•  Adver;sing	  Sales;	  	  
–  American	  Film	  &	  House	  Beau9ful	  
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My	  background	  
•  some	  personal	  experiences	  with	  Internet	  
media:	  
– Beliefnet	  
–  iVillage	  
– Kaboose	  
– Mediabistro	  



©	  ambro.com,	  corp.	  2010	  

Agenda	  

•  Six	  keys	  to	  success	  
•  Ad	  sales	  economics	  

•  What	  to	  sell	  

•  How	  to	  package	  for	  success	  
•  Infrastructure	  needs	  

– Systems	  
– People	  
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Six	  Keys	  to	  Success	  

• Market	  focus	  and	  penetra;on	  
• Market	  value	  
•  Place	  in	  the	  purchase	  funnel	  
• Designing	  your	  site	  for	  success	  
• Volume	  appropriate	  for	  cri;cal	  mass	  
•  Sales	  strategy	  and	  tac;cs	  
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6	  Keys:	  Market	  focus	  and	  penetra;on	  

Is	  YOUR	  	  market	  	  
a	  	  commercial	  	  
market	  that	  has	  
adver;sers?	  

Readers	  of	  a	  
successful	  	  
adver;sing	  
supported	  
property	  

Readers	  of	  an	  
unsuccessful	  	  
adver;sing	  
supported	  
property	  

•  Are	  you	  
important	  to	  
your	  
adver;sers	  
because	  
–  Cri;cal	  
mass	  of	  
reach?	  

–  Beaer	  
targeted	  
than	  
others?	  

Introduc)on	   Ad	  Types	  +	  
Packages	  

Keys	  to	  
Success	  

Infrastructure	  
+	  Staffing	  

Quan)fy	  the	  
Opportunity	  



©	  ambro.com,	  corp.	  2010	  

6	  Keys:	  Market	  purchase	  value	  

•  When	  an	  
adver;ser	  
makes	  a	  sale	  in	  
your	  market,	  	  
is	  it	  highly	  
profitable?	  

•  High	  life;me	  
value	  of	  
customers	  
acquired	  by	  
adver;sers?	  

Is	  YOUR	  	  market	  	  
a	  	  profitable	  one	  	  

when	  
addi;onal	  sales	  	  
are	  made??	  

Readers	  of	  a	  
successful	  	  
adver;sing	  
supported	  
property	  
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6	  Keys:	  	  
Your	  place	  in	  the	  purchase	  funnel	  
•  Do	  you	  occupy	  
an	  important	  
part(s)	  of	  the	  
purchase	  funnel	  
for	  your	  
adver;sers?	  
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arder to sell ads 
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asier to sell ads 
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6	  Keys:	  Design	  

•  Have	  you	  
designed	  your	  
site	  and	  
newsleaers	  to	  
accommodate	  
adver;sing	  and	  
deliver	  value?	  
–  Visibility	  above	  

the	  fold?	  
–  Alterna;ve	  

sponsorship	  
opportuni;es?	  
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State	  of	  the	  art:	  
• PC	  World	  harnesses	  
CPM,	  CPC,	  and	  lead-‐
genera;on	  revenue	  
streams	  on	  all	  pages,	  +	  
in	  some	  cases	  
sponsorship	  revenue.	  

• Note	  how	  ;ght	  the	  top	  
area	  is	  to	  maximize	  
visibility	  above	  the	  fold	  
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6	  Keys:	  
Flexible	  design	  
• To	  appear	  only	  
when	  sold	  

• Minimize	  un-‐used	  
white	  space	  at	  the	  top	  	  

•  Sec;on	  or	  tool	  
sponsorships	  

– Small	  logos	  that	  
appear	  on	  a	  long	  term	  
basis	  or	  on	  every	  page	  
of	  a	  sec;on	  
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Keys	  to	  
Success	  
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6	  Keys:	  	  Volume	  
Do	  you	  have	  enough	  volume	  to	  be	  successful?	  

My	  Example	   Your	  Worksheet	  

Leaderboard	  Banner	  Rev/impression	  	   $	  	  	  .015	  	  	  
(equal	  to	  $15/M)	  

Video-‐Rectangle	  	   $	  	  	  	  .025	  

Skyscraper/impression	  	   $	  	  	  	  .017	  

Revenue	  per	  Page	   $	  	  	  	  .057	  

Page	  views	  Per	  Month 	  	   	  1,000,000	  

X	  	  	  Revenue/Page	  	   $	  	  	  	  .057	  

Total	  Web	  Ad	  Rev	  Poten;al/Mo.	   $	  57,000/month	  

Email	  list	  size	   50,000	  

Email	  frequency	  (per	  month	  a/	  ads)	   12	  

Revenue	  earned	  per	  list	  menber/iss.	   $	  	  	  	  	  .032	  

Total	  Email	  Ad	  Rev	  Poten;al/Mo.	   $	  19,200/month	  
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6	  Keys:	  Sales	  
•  Do	  you	  have	  enough	  prospec;ve	  adver;sers	  to	  yield	  
enough	  sales	  to	  be	  successful?	  
–  Assume	  a	  low	  closing	  rate	  

•  Your	  own	  sales	  
–  Only	  if	  you	  can	  achieve	  high	  CPM	  adver;sing	  sales	  

–  Volume	  to	  pay	  for	  sales	  costs	  +	  profit	  
–  Ad	  categories	  where	  you	  can	  be	  important	  to	  your	  customers	  

•  You	  must	  sell	  adver;sing,	  rather	  than	  take	  orders	  

Introduc)on	   Ad	  Types	  +	  
Packages	  

Keys	  to	  
Success	  

Infrastructure	  
+	  Staffing	  

Quan)fy	  the	  
Opportunity	  



©	  ambro.com,	  corp.	  2010	  

If	  you	  have	  high	  volume	  with	  low	  costs	  
an	  alterna;ve	  to	  direct	  sold,	  CPM,	  adver;sing	  

•  Must	  exceed	  revenue	  
you	  could	  generate	  
from	  house-‐ads	  

•  May	  cause	  channel	  
conflict	  with	  our	  sales	  
effort	  
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•  Ad	  networks	  
•  Google	  AdSense	  

– Or	  Yahoo	  or	  Bing	  per-‐
click	  text	  ad	  networks	  	  

•  In-‐text	  
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Inventory	  is	  limited	  by	  your	  page	  views	  or	  
email	  volume	  
•  Be	  ware	  of	  the	  	  trade-‐off	  between	  adver;sing	  and	  
your	  own	  internal	  promo;on	  
– Know	  what	  the	  ads	  are	  worth	  to	  you	  selling	  internally	  
produced	  material;	  

•  Use	  limited	  adver;sing	  availability	  as	  an	  asset,	  not	  a	  
liability	  
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Evaluate	  Your	  Adver;sing	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
Revenue	  Alterna;ves	  and	  Costs	  

Adver)sing	  Strategy	  Analysis	  

Successful	  Sales	  
Common	  Sales	  

Outcome	  
Per-‐Click	  and	  

Network	  Ads	  Only	  

Page	  views/mo.	   1,000,000	   1,000,000	   1,000,000	  

Email	  volume/mo.	   500,000	   500,000	   500,000	  

Es;mated	  CPM/page	   $30	   $30	   $5	  

Percentage	  sold	  out	   100%	   50%	   100%	  

Total	  Revenue	   $45,000	   $22,500	   $	  7,500	  

Staff	  +	  Marke;ng	  +	  
Infrastructure	  and	  	  
Sales	  Costs	  

$24,500	   $22,250	   $	  5,000	  

Net	  Contribu;on	   $20,500	   $	  	  	  250	   $	  2,500	  
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Impressions	  Are	  the	  Coin-‐of-‐the-‐Realm	  
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Online	  	   Print	   Television/Cable	  

Common	  units	   Leaderboard	  banner	   One	  page	   :30	  second	  spot	  

Language	  of	  
metrics	  

Unique	  users	  lead	  to	  
visits	  which	  lead	  to	  
page	  views	  which	  
deliver	  impressions.	  

Circula;on	  delivers	  
mul;ple	  readers-‐per-‐
copy;	  each	  ad	  in	  the	  
magazine	  is	  assumed	  
to	  be	  seen	  by	  every	  
reader.	  

Ra;ngs	  are	  a	  percentage	  
of	  the	  total	  TV	  households	  
in	  the	  US	  or	  a	  given	  	  local	  
market.	  A	  3	  ra;ng	  is	  3%	  of	  
the	  100,000,000	  US	  TV	  HH	  
or	  about	  3	  million	  viewers.	  	  

Market	  
assump;ons	  

Assumes	  readers	  are	  
siong	  at	  the	  screen	  
when	  a	  page	  view	  
and	  impression	  is	  
delivered.	  

Assumes	  each	  reader	  
looks	  at	  every	  page	  of	  
the	  magazine	  or	  
newspaper.	  

Assumes	  that	  every	  
person	  with	  their	  TV	  on	  is	  
in	  the	  room	  at	  the	  ;me	  of	  
the	  commercials	  and	  
seeing	  them.	  

Media	  math	   $3,000	  for	  100,000	  
impressions	  =	  $30/M	  

$3,000	  per	  page	  for	  
circula;on	  of	  50,000;	  
2	  RPC	  =	  100,000	  
readers;	  therefore	  
$30/M	  

$30,000	  per	  ra;ng	  point,	  if	  
100,000,000	  TV	  HH,	  ra;ng	  
point	  =	  1,000,000	  
therefore	  =	  $30/M	  
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Grow	  Your	  Adver;sing	  Based	  Internet	  Business	  

• Grow	  
Inventory	  
to	  sell	  with	  
Mequoda	  
strategies:	  
–  SEO	  
–  Social	  
Media	  

–  Email	  
–  Naviga;on	  
–  Blogs	  +	  
discussion	  
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• Ques;ons?	  
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Revenue	  Models	  

•  Web	  and	  email	  banners	  
•  Email	  sponsorships/blasts	  

•  Sponsorships	  
•  Sponsored	  Downloads	  
•  Sponsored	  Webinars	  

•  Network	  and	  per-‐click	  adver;sing	  
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Email	  is	  the	  revenue	  key	  strategy	  
•  A	  clear	  RROE	  (Revenue	  Return	  

On	  Email)	  for	  growing	  your	  
email	  list	  

•  Adver;sers	  like	  it	  because	  of	  
immediate	  impact	  

•  Publish	  and	  sell	  on	  our	  own	  
schedule;	  rather	  than	  wai;ng	  
for	  readers	  to	  remember	  to	  
return	  
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Editorial	  email	  publishing	  is	  a	  viable	  
strategy	  

•  Has	  editorial	  value	  +	  carries	  ads	  
•  Viral	  	  
•  Targeted	  	  
•  Immediate	  impact	  	  
•  Can	  carry	  standard	  units	  
•  Text	  ads	  also	  possible	  
•  Timing	  is	  in	  your	  control	  

–  Increase	  frequency	  as	  demand	  
and	  sales	  grow	  	  
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Keys	  to	  
Success	  

Infrastructure	  
+	  Staffing	  

Quan)fy	  the	  
Opportunity	  
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Also,	  you	  can	  sell	  solo	  emails	  
•  All	  adver;sing	  emails	  
some;mes	  called	  eblasts.	  

•  High	  CPM	  

•  High	  impact	  
•  Can	  be	  on	  the	  adver;sers’	  
schedule	  

•  Should	  limit	  frequency	  as	  
it	  may	  hurt	  your	  list	  of	  it	  
appears	  to	  be	  spam	  

Introduc)on	   Ad	  Types	  +	  
Packages	  

Keys	  to	  
Success	  

Infrastructure	  
+	  Staffing	  

Quan)fy	  the	  
Opportunity	  
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Basic	  Ad	  units	  
IAB	  “Universal	  Adver;sing	  Package”	  	  
•  Recommend	  

Leaderboard	  on	  
most	  every	  page.	  

•  Some	  Skyscrapers	  
and	  more	  medium	  
rectangles	  

•  (small)	  Rectangle	  
not	  cri;cal.	  

Introduc)on	   Ad	  Types	  +	  
Packages	  

Keys	  to	  
Success	  

Infrastructure	  
+	  Staffing	  

Quan)fy	  the	  
Opportunity	  

Leaderboard:	  728	  x	  90	  pixels	  

Rectangle	  180	  
x	  150	  pixels	  

Medium	  Skyscraper	  160	  x	  
600	  pixels	  

Medium	  Rectangle	  300	  x	  
250	  pixels	  



©	  ambro.com,	  corp.	  2010	  

Innova;ve	  ad-‐units	  recommended	  by	  
the	  Online	  Publishers	  Associa;on	  	  

• Consider	  
allowing	  for	  
new	  units	  like	  
this	  on	  an	  “as	  
sold”	  basis.	  

•  See	  live	  expandable	  here:	  
hap://www.ny;mes.com/ads/
demo/43/homepage.html	  
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“Ears”	  
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The	  XXL	  Box,	  New	  From	  the	  OPA	  

hap://www.ny;mes.com/2009/08/27/arts/music/27vega.html?_r=1&ac=MadMen	  
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Sponsorships	  of	  site,	  
sec;on,	  or	  func;onality	  
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Alterna;ves	  
Microsite	  sponsorship	  

•  Crea;ng	  a	  microsite	  can	  
be	  the	  solu;on	  
adver;sers	  want	  

•  Value	  –	  however	  –	  is	  
delivered	  by	  impressions	  

•  Price	  based	  on	  a	  
combina;on	  of	  fixed	  
produc;on	  fee	  +	  
impressions	  to	  deliver	  
traffic	  
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•  Offer	  sponsors	  visibility	  
through	  sponsorship	  of	  
the	  downloads	  you	  offer	  
in	  your	  Mequoda	  
process	  

•  Make	  the	  online	  to	  
offline	  connec;on	  when	  
printed	  

Alterna;ves	  
Sponsored/ads	  in	  
downloads	  
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Alterna;ves	  	  

Webinars	  
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•  DO	  NOT	  price	  on	  registra;on	  or	  aaendance	  
•  Price	  on	  	  

–  Cost	  of	  crea;ng	  +	  profit	  margin	  +	  
–  Value	  of	  ads	  promo;ng	  the	  webinar	  

•  Banner	  ads	  
•  Email	  delivered	  ads	  

•  Eblast	  emails	  

•  Include	  follow-‐up	  report	  summarizing	  	  
–  All	  the	  impressions	  delivered	  	  
–  Leads	  generated	  	  
–  Research	  report	  

Webinar	  pricing	  

Introduc)on	   Ad	  Types	  +	  
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Success	  

Infrastructure	  
+	  Staffing	  
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Alterna;ves	  

Digital	  edi;ons	  
•  Not	  a	  subs;tute	  for	  our	  print	  property	  
•  A	  great	  single-‐sponsor	  opportunity	  

– Remove	  normal	  ads	  and	  insert	  ads	  from	  a	  single	  
sponsor	  

– Create	  a	  “best	  of”	  issue	  with	  reprinted	  content	  all	  
relevant	  to	  your	  sponsor	  

– Email	  to	  their	  customer	  or	  prospect	  list;	  or	  your	  list	  

•  Pricing	  should	  be	  a	  nominal	  cost-‐plus	  fee	  +	  
marke;ng	  exposure	  
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+	  Staffing	  
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How	  to	  package	  for	  successful	  sales	  

•  Organize	  opportuni;es	  by	  content	  sec;on	  
•  A	  limited	  number	  of	  bigger	  adver;sers	  is	  beaer	  
than	  many	  small	  ones	  

•  Category	  exclusivity	  
•  Bonus	  impressions	  

•  Integrated	  content	  
•  Have	  an	  adver;ser	  sponsor	  your	  new	  ideas	  

Introduc)on	   Ad	  Types	  +	  
Packages	  

Keys	  to	  
Success	  

Infrastructure	  
+	  Staffing	  
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• Ques;ons?	  
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Infrastructure:	  Ad	  Serving	  

•  OpenX	  
•  Google	  Ad	  Server	  
•  Doubleclick	  DART	  for	  Publishers	  (Google)	  
•  Atlas	  (Microsoz)	  

•  24-‐7	  Open	  Ad	  Stream	  (WPP)	  

•  Ad	  Juggler	  
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Infrastructure:	  Research	  

•  You	  need	  three	  kinds	  of	  research:	  
– Market	  size	  and	  characteris;cs	  

•  Helps	  you	  tell	  the	  story	  for	  adver;sers	  about	  what	  their	  
adver;sing/marke;ng	  needs	  are	  

– Audience	  size	  
•  May	  be	  compared	  vs.	  compe;tors	  

– Audience	  demographics/psychology/product	  
purchase	  

Introduc)on	   Ad	  Types	  +	  
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Infrastructure:	  Research	  

•  Zoomerang	  or	  
Survey	  Monkey	  
– Easy	  to	  draz,	  
launch	  and	  
report	  
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Infrastructure:	  Research	  

•  Alexa	  
•  Compete	  

•  Quantcast	  
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“153,000 uniques” 

“269,000 uniques” 
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Infrastructure:	  Research	  
•  Neilsen	  NetRa;ngs	  
•  ComScore	  MediaMetrix	  

•  Very	  large	  samples	  

•  Very	  expensive	  
•  Very	  detailed	  data	  
•  Not	  stable	  for	  niche	  
audiences	  
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Infrastructure:	  Ad-‐serving	  
•  Dynamically	  delivered	  ads	  

•  Recommend	  3rd-‐party	  serving	  
–  Google	  Ad	  Server	  
–  Doubleclick	  Dart	  for	  Publishers	  is	  the	  
leader	  
• Now	  owned	  by	  Google	  

–  24-‐7	  RealMedia;	  Open	  Ad	  Stream	  
• Now	  owned	  by	  WPP	  

–  Atlas	  
• Now	  owned	  by	  Microsoz	  

– Open	  X,	  Ad	  Juggler,	  Ad	  Butler,	  
BannerMan,	  Discount	  Click,	  …many	  
more	  
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•  Provides	  
– Confidence	  via	  industry	  
standard	  coun;ng	  
•  Updated	  func;onality	  

– Third	  party	  credibility	  
– Window	  for	  adver;sers	  
for	  monitoring	  their	  
campaign	  
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What	  is	  ‘dynamically	  delivered?’	  
You	  click	  and	  your	  browser	  requests	  a	  new	  

page	  of	  HTML	  

User	  

Server	  
Server	  sends	  the	  HTML	  file	  and	  some	  of	  

the	  graphics	  and	  text	  files	  to	  fill	  it.	  

Ad	  Server	  

Server	  requests	  the	  ad	  server	  to	  send	  the	  
right	  ad.	  

Ad	  Server	  sends	  the	  ad	  unit	  to	  fill	  the	  spot	  
in	  the	  HTML,	  or…	  

Ad	  Server	  serves	  a	  “tag”	  which	  requests	  
the	  ad	  to	  be	  served	  by	  the	  adver)sers	  ad	  

server.	  
Adver)ser	  
Server	  
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Staffing:	  Selling	  

•  Sales	  	  
– Prospects,	  manages,	  approximately	  100	  accounts	  

•  Support	  
– Adver;sing	  producer	  	  

•  Answers	  ‘what	  can	  we	  do?’	  ques;ons	  
•  Tracks	  and	  manages	  inventory	  
•  Operates	  the	  ad	  server	  
•  Op;mizes	  the	  campaign	  
•  Manages	  and	  executes	  other	  adver;sing	  services	  
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Infrastructure:	  Proposals	  
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Proposals	  
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Staffing:	  Servicing	  
•  Because	  client	  can	  see	  results	  mid-‐campaign,	  
they	  require	  constant	  service	  on	  what	  is	  called	  
‘op;miza;on’	  

•  Most	  of	  my	  clients	  tell	  me	  the	  need	  at	  least	  one	  
internal	  support	  staff,	  managing	  inventory,	  
trafficking	  ads,	  op;mizing,	  producing	  custom	  
solu;ons	  for	  every	  sales	  person	  
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Staffing:	  Innova;ng	  
•  When	  you	  want	  to	  launch	  a	  new	  ini;a;ve,	  how	  
can	  you	  es;mate	  audience	  for	  sponsors?	  
–  i.e.;	  iPad	  app,	  digital	  magazine,	  webinar,	  etc.	  

•  Every	  new	  app	  needs	  marke;ng	  	  
– sell	  an	  over-‐all	  sponsorship	  that	  includes	  all	  the	  
impressions	  for	  co-‐branded	  promo;on	  for	  the	  new	  
ini;a;ve	  

– Primary	  value	  in	  the	  package	  is	  the	  co-‐branded	  
marke;ng…the	  adver;ser	  can	  count	  on	  that	  	  
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Thank	  you	  

Daniel	  M.	  Ambrose	  

Managing	  Partner	  
Ambro.com,	  corp.	  

Dan.Ambrose@ambro.com	  

541-‐431-‐4500	  
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• Ques;ons	  
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Upcoming Events 

Content Marketing 2010  
with Don Nicholas & Kim Mateus 

November 9th – Miami, FL 
November 30th – San Francisco, CA 
December 2nd – Denver, CO 
December 16th – Boston, MA 

Upcoming Webinars: 

November 23rd – Writing Killer Text Ads 
Speakers: Don Nicholas, Editor-in-Chief, 
Mequoda & Peter A. Schaible, Chief 
Copywriter, Mequoda. 

December 14th – Actionable Analytics 
Guest Speaker: Greg Kriehbel,  

Upcoming Seminars: 


