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Major and National 
Advertising

Strategies for success, a roadmap for the future

By way of background

by way of background…

• better part of the last decade working with newspapers 
• pricing models, compensation models, product audits
• led Sunday Select and National Sales Team projects 
• National Newspaper Network Board 
• Target Corporate Partner of the Year
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That leaves the hard part

so, what are we talking about?

define

distribution methods
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From concept to execution

distribution methods

• newspaper centric
• not tied to retail reality
• not scalable
• not mappable
• not tied to existing data

From concept to execution

distribution methods

• clearly defined
• easily identified
• zip driven
• relevant
• rational
• scalable
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distribution methods

as circulation decreases, explore new avenues to maintain penetration levels

define

distribution methods

be prepared 
to not just talk 

about 
circulation

but to listen
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Expanding choices

expanding choices 
contracting prices

static media 
consumption

expanding media 
selection

=
declining 
effective 
pricing 
power

like love and marriage

divorcing pricing from real value is the heart of our problem

pricing and circulation are linked
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define

pricing strategies

• recognize real value
• benchmark 
• reward commitment
• don’t punish flexibility

allow marketers to buy only what they want

Expanding product assortment

special sections are great
… but are they relevant?
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describe

special sections
relevant, scalable solutions

deliver

digital opportunities
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digital opportunities

• scalable
• relevant
• rationally priced
• selectable
• targetable

• what sites?
• who buys digital?
• what do they do with it?
• what price points?

What are they saying• you are too hard to buy
• you don’t listen to me
• your pricing doesn’t make 

any sense
• I just don’t care

what are they saying?
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so what do you do?

ignore them

tell them they are wrong

wait until it becomes a real problem

or,

you could try something different

so, what do you do

Something different

something different

senior level engagement
deeper relationships
collaborative conversations
more listening, less selling
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bill day
strategy director

howell creative group
bill@howellcreativegroup.com

757.253.1542

thanks for your time


