


×Consulted to the  media industry over 18 years

×Concentrating on implementing programs 
designed to grow clients customer bases and 
generating innovative incremental revenue

×Strong eye for detail

×Innovative and unique

×Key note speaker at WAN-LwC! ΨtǳōƭƛǎƘ !ǎƛŀΩ 9ȄǇƻ 
in Chennai, India 2009



Founded in 2004

Our Role
Generate incremental revenue for global media 
clients

Method
×Offering turn-key solutions
×Programs and consultancy 
×Cutting edge ideas
×Forefront of new ideas



×Global media landscape
×Asia Pacific media landscape
×Back to basics ςsolution selling
×The Digital Frontier
×The Challenge
×Presentations
×Review



Source: The Australian 14th July 2011

Ad spending will rise 
by 4.1%

Expenditure will top 
$441 billion by the 

end of the year

Asia-Pacific region 
will be responsible 
for the growth as 
European & US 

markets continue to 
soften

Over next 2 years the top 5 
contributors to advertising:-

×United States
×China
×Russia
×Brazil
×Indonesia



US newspaper adspend is to fall by 5.2% TO $21.26 Billion 
in 2011

In response to the rapid growth in digital platforms, 
newspapers are increasingly looking for new solutions to 
address the decline in their revenue basis.

Source: New York Times July 2011



Source: The Australian; James Chessell, 5 Aug 2011



Source: The Australian, Mark McGaith 1 Aug 2011

òThe category is still the second largest 

media in terms of media agency booking 
after TVó

òAustralian mastheads are going to survive 
and prosper in different formsó



Source: B&T ï7 December 2010

Online advertising set to overtake newspaper 
spend globally by 2012

Growth across Asia Pacific will be led by 
online

Expected growth 13.8% in 2009 to 18.7% in 
2013



Newspapers take a third of all Australian 
advertising expenditure

Sales of Monday-Saturday national, metropolitan 
and regional dailies combined are down 2.5%. 
When Sunday newspapers are included the figure 
rises to 2.8%

Source: B&T, Tim Addlington, 12 May 2011



Reasons why people are 
still buying newspapers

×Honest
×Trustworthy
×Friendly or Caring
×Down to Earth
×Informative
×Relevant

Local papers provide 

information on the local 

community and persuade 

buying decisions

Source: Newspaper Works 2010 News Community Media



«The reason we are succeeding is 
because we are ©going back to 

basicsª¬
Ian Jones  - West Australian Regional 

Publication, Regional General Manager



What does this mean?

× Pages make papers ïturn every rock 

you can

× Loose papers lose money

×Watch all your expenses

×Make sales happen

×Cold calling itôs a numbers game

× Deliver change in a positive manner

× Look after your number one asset, 

your staff

× Support and ensure that you know 

youôre only as good as the people 

around you



Can you define 
Solution Selling?



Are you currently using solution selling?



You stated
Areas that you believe would improve the ability of 

your sales team to generate more sales



What does this mean?

Giving the customer a

newspaper solution

Create a solution for

your customer 



Best Practice is the Promvic Process

×Problem

×Outcome

×Measures

×Value Proposition

×Investment Options

×Commitment and Close

Source: Leigh Farnell, Best Business



The Power of Questions

×The Business Solution

×The Outcome / Opportunity / 

Measures

×Value Proposition

×Investment Options

×Commitment and Close



You stated
Areas that you believe would improve the ability of 

your sales team to generate more sales





What this will deliver

×Ensuring valuable relationships with    

customers

×Building loyalty with customers

×Retention of staff

×Increased revenue



Does this alter your view
on Solution Selling?



Value of a lifetime client

A. Average spend per campaign. Think 

of a good client and how much they 

spend per campaign.   

B. Amount of campaigns this client may 

book in a year

C. How many years might you keep a 

good client

D. How many referrals might you get 

from a good client per year



A  x  B  x  C  x  D
= Lifetime Value of a Client



What is the value of a single lifetime client? 

A. What is the average spend of a single 

client per campaign?  

Retravision - $3,500

B. How many campaigns would that client 

make a year?  

Once every 2 weeks = 26 

advertisements

C. How many years might you keep a good 

client?   

4-5 years (often more)

D. How many referrals might you get from a 

good customer each year?  

2-3 new clients



A x B x C x D 

= Lifetime Value of a Client 

3,500 x 26 x 5 x 3 

= $1,365,000.00 

per loyal client

How many of these clients do you have?



How do you value your staff?

Do you have a program  to encourage young sales people 

(under 30) to have a career in your organisation?



Why An Entrepreneurship Program

×Develop and enhance a sense of professional 

identity

×Become effectively integrated into leadership set 

of the organisation

×Articulate a sense of purpose about being an 

employee with long-term career aspirations and 

pursuing areas of interest

×Acquire the necessary skills to become 

independent and life-long learners and leaders





άL ǘǊȅ ǘƻ ōǳȅ ƭƻŎŀƭ 
produce 

ǿƘŜƴŜǾŜǊ L Ŏŀƴέ

άL ƭƛƪŜ ŎƻƳǇŀƴƛŜǎ 
that involve 

themselves in the 
ƭƻŎŀƭ ŎƻƳǇŀƴȅέ

άL ŀƳ ƳƻǊŜ ƭƛƪŜƭȅ 
to buy brands 
that give 
something back 
to the local 
ŎƻƳƳǳƴƛǘȅέ

81% 93% 84%

Source: Newspaper Works Research 2011, Loving Local



Collaborative Consumption

Hyperlocal


