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SELLING YOUR AD BASED NETWORK EFFECTIVELY



� Rob Gorrie is the President and Founder of ADCENTRICITY, a Digital Out of Home media service which allows Brands and 

Media Buyers a “1 Plan, 1 Buy, 1 Bill” solution on disparate Digital OOH Networks, allowing for strategic, targeted media 

buying decisions and effective media spends on the Digital Signage medium.

� Prior to starting ADCENTRICITY, Rob was head of Interactive and Interactive Point of Purchase at Gorrie Marketing 

Services and previous to that, President of TheCiti.com, an online advertising, marketing and software development 

company, for 10 years.

� Rob’s background in retail and merchandising comes from his family’s 122 year old in-store advertising and merchandising 

company, that has serviced Fortune 500 organizations at retail for many years.

� Rob attended the University of Western Ontario.
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THE ADCENTRICITY BUSINESS

Single Source Digital OOH Media Platform & Delivery  Solution

ADCENTRICITY aggregates the fragmented market of Digital OOH 

networks throughout North America, providing effective advertising 

inventory to Brands and Agencies by:

� Demographic / Target Consumer Profile 

� Venue Category 

� Geography 

ADCENTRICITY focuses on delivering only the appropriate venues /

screens that reach the target audience and are relevant to the campaign 

strategy. 

Easing the “Pains” of Planning / Buying Digital OOH

Supporting needs of Media Agencies and Brands to deliver Digital OOH 

� Planning

� Buying 

� Creative (requirements)

� Distribution / Flight Guarantees 

� Post Campaign Reporting 

� Single Source Billing 

One Plan, One Buy, One Bill



The exponential emergence of Digital OOH networks 

is rapidly gaining attention from advertisers.

� Traditional media spends are declining by 2-5% per 

annum and are turning to in-store and alternative media 

channels

� $2.1 to $3.7 Billion  DOOH Ad market in US by 2012

� 300% Increase forecasted by 2012

� US Out-of-Home Ad market growth by 35% year on year 

until at least 2012

� Shopper marketing media budgets forecasted to grow 

from 6 to 9% by 2011 

� Over 2.5 million sites by 2012 = Enormous Reach

THE MARKET

MARKET CONDITIONS:

x Thousands



Knowledge of Advertising / Media Flow to Meet Campa ign Objectives 

UNDERSTANDING THE MEDIA DYNAMIC

Campaigns are unique to the objective of the Brand / Product.

Supporting cyclical campaign requirements, each Network must optimize their Digital OOH media opportunity to 

reinforce the agency and campaign objectives.

� Sales Impact

� Recall 

� ROI Ad Investment

� Execute the Brand objective on well 

planned and purchased media

� Effective 

� Efficient

� Reach / Scale 

� Innovation to Campaign Strategy

Advertising Networks



SELLING YOUR AD BASED NETWORK 

Trends � Budgets continuing to shift based on Brand demand
� Agency awareness & acceptance reaches “tween” status for innovative agencies

� Sales patterns and the “hockey stick” effect

Opportunities � Local & regional sales 
� Aggregated approach
� Selling to your strengths

Challenges � Efficiency 
� Effectiveness 
� Reach

SELLING YOUR AD BASED NETWORK EFFECTIVELY IN 2008



CHALLENGES

Challenges in supporting your media sales in an “id eal” media agency 
relationship

BUYING EFFICIENCY EFFECTIVE MEDIA SPENDS ADEQUATE REACH

What are the 3 biggest hurdles to overcome in gaining acceptance at the agency level? Does your agency sales strategy support these 
issues?

Effective:

� Is a medium (TV vs. Digital Signage) or 

media (C-Store Network over a Dental 

Network) decision

� Relies on qualitative research 

(acceptance, awareness, recall)

� Means if content is relevant and ad 

creative well done, it will have impact

� Supports qualitative campaign 

requirements (promo, lift, brand, product 
launch awareness, etc)

Efficient:

� Is a quality and quantity of audience 

decision

� More “bang for my buck” by buying in 

these venues 

� Means, based on cost, versus another 

medium, I will get more from one medium 
versus another

� Value decision

Reach:

� Is an effort decision

� How much time and money must I spend 
on this versus another medium

� Relies on density (how many people) and 

frequency (how many times) opportunities 

to speak to a given target

� Evaluation of media planner “use of time”

and Brand “use of money”

� Will I get enough penetration to support my 
campaign objectives

� “Will I really reach my audience through 

these venues?”



OPPORTUNITIES

Opportunities in supporting your media sales

LOCAL AND REGIONAL SALES AGGREGATED SALES SUPPORT SELL TO YOUR STRENGTHS

What sales strategies, tactics and support can I implement to start or grow my Network to support longer term agency challenges in 
working in the Digital OOH medium?

Aggregation:

� Sales supported by buying groups 

dedicated to answering “challenges” of 

media agencies 

� Proper aggregation lowers your cost of 

sale

� Benefit from scale without the immediate 
investment

� “Early day” and ongoing support for your 

network

� Less focus on “store by store sales lift”

focused or purely venue focused

� Access National & Regional budgets as 

part of a larger whole

� Longer term strategic sales support and 

involvement in ongoing campaign needs by 

“Campaign Objective”

Internal Sales:

� Dedicated internal “local” sales is a must

� Concentrate on density development

� Local sales are margin rich

� Local sales are short sales cycles

� Separate and unique strategy compared 
to agency sales approach

� Regional (state by state) “ad rep” support

� Concentrate Regional ad rep in strategic 
sectors & industries, complimentary to your 

Network’s strengths or geographic validity

Matching Network & Venue Strategy:

� Access to benefits of pre-existing 

relationships owned by the “venue owner”

(e.g. Convenience Store owner)

� Sell media as an Emotional venue 

objective (Mother’s day, Christmas, etc.)

� Sell media as an Event - Regional/Local 

focused events (e.g. Ohio State Fair) and 
targeted “drive 2 store” objectives

� Package sales - long term/relationship 

based

� 3% increase in Shopper Marketing dollars 

in the next 3 years + decreased availability 

of floor space –> target Merchandising 

budgets

� Bundled merchandising sales offers (e.g. 

2 for 1 makes you a retailer partner)



2008 Trends in media sales

BRAND DEMAND AGENCY AWARENESS SALES PATTERNS

What are the key trends in 2008 which I should watch for to help my Network this year and position it for next?

Awareness is reaching tween-hood:

� Scope of agency business is enormous 

and ever-changing.  Ongoing education and 

sales have driven slow increases in agency 

awareness, but increases nonetheless

� Large scale “hype” from major media 

conglomerates entering space and making 

noise resulting in Digital OOH front page 
news in agency industry “rags” and attention

� Scale of larger, mature Networks now 

attractive and consumable from a 

planner/buyer perspective (and a 
dollar/efficiency perspective)

� 5 years of ongoing research results, in 

multiple categories/venue types, starting to 

hold water with agencies

Brand demand is pushing revenue:

� Alternatives being sought by brands for 

flat sales

� realignment of place based and retail 
budgets under traditional Brand verticals

� “Clean store” policies reducing 

merchandising space

� Demand increasing for in-store “face-time”

� Lackluster performance of traditional 

media channels

� Media fragmentation / attenuation

� Demand for innovation

Sales to reach beginning of “hockey stick”:

� 2008 US budgets still include very minor 

planned Digital OOH – still a test year on the 

whole 

� Large event based programs (Olympics, 

politics) supporting new alternatives to expensive 

traditional media will drive geographic specific 

revenue increases

� Non-traditional migration of ad dollars through 

negative media events like ad recession and 

writers strike support more effective spends –

intelligent, mature spending “alternatives”

� Early 2008 as a year of expanded testing, 

larger pilots, new wholesale venue categories 

implemented

� Leads to beginning of sales and market 

“hockey stick” growth in October/November 2008 

and “planned” increases for 2009

TRENDS



MAKE YOUR SALES A WIN, WIN, WIN

Offer a WIN-WIN-WIN Solution To Media Buyers

Be aware of some of the objections you will face an d have the answers and 

supporting data & information available and within reach:

� Reach / Audience Information

� Audience Behavioral Information (Frequency, Recall)

� Venue / Environmental Information (average Dwell Time, Awareness)

� Medium Acceptance by Venue Type (audience consumes media differently by venue 

type – not all Digital OOH is equal)

� Audience Segmentation (is your audience relevant to the Brand demographic required 

by the campaign– not all are)

� Applicability to Campaign / Market (i.e. Application in Auto industry vs. CPG)

� Costing / Price concerns vs. Audience concerns (“relevance” discussion point) 

� Creative concerns (lack of medium campaign creative budgets – have quick/cheap 

solutions)

� Network Size concerns (“less than X locations isn’t enough”)

� Time / Effort Required (e.g. 5 hours of work for a $10,000 buy is too much time wasted 

for media agencies)

� Examples / Case Studies available


