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Methods and Sample

Site Profile (Q 44)
Response Average

Total pageviews (Jan. 2010) for your 
newspaper's primary URL

4,084,883

Total user sessions/visits for your 
newspaper's primary URL

908,239

Total unique visitors for your newspaper's 
primary URL

442,550

The sales force survey was launched on March 15, when 

invitations to participate were e-mailed to publishers and 

sales executives at 1,360 U.S. and Canadian daily 

newspapers. By April 2, 157 newspapers (11.5 percent) 

representing a broad cross section of market sizes and 

ownerships had responded to the survey; with 124 

average responses per question (9.2 percent). 
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The Advertising Gap

Increasingly, the right place to find your brandôs ideal consumer is online. In 

the first three quarters of 2009, time spent online grew three percent, and the 

overall active digital universe is up nearly four percent based on recent 

figures. But the ad dollars havenôt followed.

For brand marketers to fill the gap created by internet activity vs. internet ad 

spend they need the confidence that they are not only reaching the right 

people but also that their advertising has had the desired impact. To get 

there, we need to convince them of three basic things:

Convince them that advertising on the web reaches a desired audience 

efficiently.

Convince them that the advertising message is actually seen and has 

an impact on the consumer.

Convince them that a dollar spent on the web actually pays for itself in 

offline sales.

This will require a leap away from the impressions and clicks mindset towards 

a more precise, meaningful and 360 way of measuring brand campaigns. 

John Burbank, CEO, Nielsen Online Division

http://blog.nielsen.com/nielsenwire/online_mobile/facebook-users-average-7-hrs-a-month-in-january-as-digital-universe-expands/
http://blog.nielsen.com/nielsenwire/online_mobile/facebook-users-average-7-hrs-a-month-in-january-as-digital-universe-expands/
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ñéwe now know that 16% of web users generate 80% 

of clicks and that this 16% represents the lower 

income and education segments of the total user 

base. Do we really want to be held accountable as an 

industry by metrics generated by the lowest common 

denominator and a minority of users to boot? I canôt 

think of too many successful models using these types 

of metrics.ò

Jim Spanfeller, the outgoing president and CEO 

of Forbes.com  . August 24, 2009

Some concerns regarding what we sell

http://paidcontent.org/article/419-publishers-are-killing-web-advertisings-potential-with-misguided-pricin/www.forbes.com
http://paidcontent.org/article/419-publishers-are-killing-web-advertisings-potential-with-misguided-pricin/www.forbes.com


ñThese metrics drive the conversation and the core 

objectives of online advertising away from demand 

creation (which is basically the definition of 

advertising) to demand fulfillment or, put another way, 

direct responseé direct response is not advertisingð

it is something different. é we have allowed the 

internet to become a demand-fulfillment medium 

almost exclusively, to our detriment. ò

Jim Spanfeller, the outgoing president and CEO 

of Forbes.com  . August 24, 2009

http://paidcontent.org/article/419-publishers-are-killing-web-advertisings-potential-with-misguided-pricin/www.forbes.com
http://paidcontent.org/article/419-publishers-are-killing-web-advertisings-potential-with-misguided-pricin/www.forbes.com


ÅHeavy clickers' demographics were also very different from 
those of most Internet users. On average, heavy clickers were 
25 to 44 years old, with annual household incomes under 
$40,000. They were online four times as much as non-clickers, 
but were not big spenders. 

http://twitter.com/home
http://twitter.com/itzswanson
http://twitter.com/invitations/find_on_twitter
http://twitter.com/account/settings
http://help.twitter.com/
http://twitter.com/logout
http://forkfly.com/
http://twitter.com/forkfly/following
http://twitter.com/forkfly/followers
http://twitter.com/forkfly/lists/memberships


ÅThe results of an update to "Natural Born 
Clickers" research, conducted two years ago 
indicate that the number of people who click 
on display ads in a month has fallen from 32% 
of Internet users in July 2007 to only 16% in 
March 2009, with an even smaller core of 
people (representing 8% of the Internet user 
base) accounting for 85% of all clicks. 



2008 2009 2010 2011 2012 2013

search $10,546 $11,956 $13,534 $14,969 $16,648 $18,340

display ads $4,877 $4,655 $4,824 $5,034 $5,426 $5,543

video $734 $1,054 $1,501 $2,109 $3,134 $4,092

classifieds $3,174 $2,671 $2,412 $2,554 $2,831 $2,976

rich media $1,642 $1,691 $1,849 $2,079 $2,359 $2,641

lead 
generation $1,683 $1,764 $1,930 $2,138 $2,393 $2,604

e-mail $405 $392 $402 $431 $472 $521

sponsorships $387 $319 $348 $386 $438 $484

total $23,448 $24,500 $26,800 $29,700 $33,700 $37,200

U.S. Online Advertising Spending, 

by Format, 2008-2013

(in $ millions)

Source: eMarketer, April 2009



Breakdown of online current spending of 

small business owners

Website 40%

Paid Search 15%

E-mail 10 %

Directories 10%

Display Ads 10%

Video Advertising 3-5%
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