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building advertising revenue
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You need a little something extra
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It’s time to
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désignteam

« appeal to clients’ emotions and egos

* begin a dialog about branding,
consistency, frequency

« motivate the players to advertise



désignteam

« feel special

 visualize their business/brand across
ALL Chronicle platforms

« boost ROl with AWESOME creative
« BRAND, BRAND, BRAND



s BRANDING
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Or Is it the juice behind the whir
and hum of cash registers?



Why do we feel so strongly about

» ties consumers to brands emotionally
* builds memory retention

* helps advertisers better compete
in today's economy & crowded marketplace



You have MULTIPLE product opportunities
to sell the cornerstones of branding:

Consistency,

Frequency,
. Argz/chOrz'ng

HEARST media services
HOUSTONSXCHRONICLE HearstDirect

Yv mobile.chron.com Ywchron






TING CREATIVE
EAL THE DEAL




NEW CCO NT

Never Advertised with US



g EXISTING
, ACCOUNT
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NATIONAL
ADVERTISER

Show them how
their brand will look
INn our products




%

g

nteam
V\_/CA_/

STONYXCHRONICLE
Si

////////////////////////

dé"



Mo:-{\.'isil-:d- grarirac L uh | e

ml” (el Fler,en'.i\rﬁ.anlsnmrked - tourist phomgunphs exa> ' U
I-.nu.-.'\.wm.n:nln. u('lcmmhnnng; %) <% pesign Team (%)
= _____—__._______._———-——/—
HEUSTIIH{E‘BHREH\&E \
esl nteal () |
a \
CREATIMATY ® STRATEGY * PARTNERSHIP '.




Fill out a
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Meet

with the Design Team manager, copywrlter ~
and graphic designer =

Discuss account’ 52

* current creative strategy
- audience targets
* history with the Chronicle

 spending in competing meg '



Discuss your:

* research

» Chronicle product preference

* access to art (logos, images) for comps

» preferred format for final presentation”
(mounted on art boards, PDFs,
newsprint mock-ups, Web links)

* deadline =
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Review

WE want YOU to feel EMPOWERED by the creative at
your presentation. Plus, feedback is COOL!

So REVIEW the material on deadline day.
s it creative? Is it effective?
Hey, is your client’'s name spelled correctly?

Ask for revisions if needed, and give us a day to
turn them around to you.

For your creative pitch, we can walk you through
our creative process on their account.



be a show-of

Then let us KNOW
how your sales call went.



HOUSTONSXCHRONICLE
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our commitment to you:

Fresh idea_s
and execution
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our commitment to you:
Tools to win this
ad game
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