WHO?

WHAT? How?




SECTION 1: Advertising in 2019. The Background Behind
Changing Our Strategy.

SECTION 2: AdCanada Media. Structure, Plan, Systems,
Processes




SECTION 1

ADVERTISINGIN 2019

Getting Comfortable With Being
Uncomfortable



1. Volatility is the New Normal
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September 2018

Monsanto Commits to a Major Spend
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January 8, 2019

We're Informed by the Agency for FDA of The Decision to Drop
Community Newspapers From the DA Plan
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January 11, 2019

AdCanada Signs a Deal With PHD on an Enbridge Line 5 Re-
construction Campaign
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January 19, 2019

We receive a call from Carat Canada Telling Us That ‘They Will No
Longer be Placing DA Campaigns with AdCanada Media’
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March 11, 2019

We learn from the agency for Liquor Stores of North America
that the campaign they’d been running weekly was a strategy
to force a purchase. The campaign was successful but now
over
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-
April 2019

The Agency for FYI Doctors/Visique Confirms Continued
Budget Allocation to Community Print
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4 Months in an Odyssey With Xplornet’s

Agency

2018 Revenues Peak at $250Kin December, in January We're Informed They’ve
Hired a New CMO With a New Plan and Spend Will Decrease by $70Kin 2019.
In April We’re Told that New CMO is Out. Spend Will Actually Increase by $100K
in 2019
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I,
July 2018-Feb 2019

Stem Cells Centers Appears Out of Nowhere and Immediately
Becomes a Top 5 Account. In March 2019 They Disappear Just
as Quickly.
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2. Agencies Are No Longer Our
Customers, They're Now Our
COMPETITORS



-
Agencies Are Competing With us for Ad

Budgets

Agency Meeting: February 2019

DSA Media: “...... there are no longer planning teams the way
we used to see them. Most agencies are now digital-centric and
that has become the agency’s identity. The dribs and drabs of
traditional media that we might have to place to keep the
customers happy is flipped over to the most junior person or the
receptionist to deal with. Most agencies don’t employ Media
Planners anymore.’

Note: Most agencies are heavily invested in
infrastructure and personnel to create a

‘digital-centric’ model.



Agencies: Part of the Problem

Agency Meeting: March 2019

ZGM Communications, Edmonton: Liquor Stores of North
America: ‘...... the margins agencies get on digital campaigns
make it hard for us to recommend any other media to the client.’



3. Digital May Not be a Universal
Panacea for the Industry



Site Analytics Tell a Story
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Site Analytics Tell a Story
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The ‘Experts’ Say it’s Not

August 9, 2019

The m%
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The Online Industry Is Often Compared to

Organized Crime

This is the driver

of the online ad
_ industry and

there are many

players involved



Agencies are Part of the Problem

Agency Meeting: March 2019

Pre-Digital Era:

$100,000 Budget

$85,000 (85%) Media (TV, Radio, Newspapers Etc.)
$15,000 (15%) Agency

Now:
$40,000 Budget
$6,000 (15%) Media (Google/Facebook)

$34,000 (s5%) Agency



4. The Biggest Impact the Internet Has
Had on Legacy Media is the Effect on
Budgets




Reduced Baseline for Budgets

DSA Media (SK Gov’t Agency of Record): “...... when the
Department gives us $5,000 for a campaign that we used to get
$30,000 for, what do you think that says? It says that they’re
envisioning a social media campaign’



Reduced Baseline for Budgets




-
What Are We Up Against?

Average CPM’s

Google: $2.80/M
Facebook: $9.06/M
Twitter: $5.76/M
Instagram: $6.70/M
Television: $9-$25/M

Radio: $12-$16/M



-
What Are We Up Against?

Community Newspapers (MB/SK/AB)
2 Page, 4c¢ Insertion

$25.22*/M - $3,522*/M
Average

$360.13*/M

* - As afunction of circulation, our 'tangible’ metric



-
What Are We Up Against?

A Campaign With a Target Audience of 500,000

Google: $1,400
Facebook: $4,530

Twitter: $2.,880
Instagram: $3,350
Television: $4,500 - $12,500
Radio: $6,000 - $8,000

Community Newspapers: $180,000



5. The Biggest Impact the Internet Has
Had on Advertising Overall is that
‘Tangible’ Data Drives the Bus




-
The Importance of Tangible Data




Circulation Numbers Have Once Again
Become a Primary Metric for
Community Newspaper Evaluation



Circulation #’s Are Critical. The Last
Request from Ford, Nov. 2018




e
Circulation #’s Are Critical?

Publications whose circulation decreases fell below a client-specified
threshold (10%) were forced into a 10% rate reduction to stay on plan



A Shift Might Be Looming on the
Horizon?
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A Sign of a Shift?
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Signs of a Shift?

CIBC CMO: "...... we've gone too far with digital and ignored the
platforms that made us successfulin the first place. We need to
find a better balance in our marketing mix. What's happened

with digital reminds me of a bunch of 9 year olds playing soccer.’
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Signs of a Shift?
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Signs of a Shift?

Winnipeg Agency: ...... the pendulum is starting to swing back
towards traditional media’



Signs of a Shift?

Agency Meeting on Tuesday

FYI Doctors Agency: "....I personally have never understood
the mass migration to digital but enough time has passed now
that | believe advertisers have enough information to evaluate
whether it's truly working. Many | work with don’t believe it is.’



But It’s Not Going to be 2010 All Over
Again



-
Not Like the Old Days




-
Not Like the Old Days




-
Not Like the Old Days




e
The Last Discussion With Ford



-
New Ideas Will Sell




SECTION 2

ADCANADA MEDIA INC.

Structure, Plan, Systems,
Processes



Corporate

Federally Incorporated For Profit Corporation with two
shareholders. Saskatchewan Weekly Newspapers Association
and Manitoba Community Newspapers Association.

Directors:

Kim MacAulay (MB) — President

Terry Jenson (SK) — Secretary/Treasurer
Laurie Finley (MB) — Director

Brent Wright (MB) - Director

Clark Pepper (SK) — Director

Steve Nixon (SK) — Director



e
Who’s Who

Jeff Beardsworth (EDM) — CEO/Advertising Director

Greg Foster (EDM) — Client Services Manager

Tanis Hutchinson (WPG) — Placement Services Coordinator
Nicole Nater (SASK) - Client Services Coordinator

Wanda Fehr (SASK) — Media Buyer (West and US)

Anne Belanger (WPG) — Media Buyer (East)/Material Coordinator
Tracy Greva (SASK) — Tearsheet/Invoicing Coordinator

Louise Simpson (SASK) — Bookkeeper



The Plan



In Order to Compete For Budgets in a Constantly Evolving Industry We
Must:

Run the Sales and Marketing Effort Like a Business

ADCANADA

1. Generate Revenues to Support Ourselves AS WELL as Publishers

2. Address Realities and Challenges of Running a Businessin Current Climate
3. Diversify Revenue Streams

NEWSPAPERS
1. Align Our Product to the Market (Revamp Rate Structure)
2. Entrust AdCanada With Decision-Making Capabilities
3. Flexibility on Pricing
4. Be Adaptable



-
Run the Sales and Marketing Effort Like a

Business. What Does it Mean?

1. Revenues for the Organization a Priority (Target Yield — 15%)
2. Revenues Support Sales Effort

3. Viable Business Plan Detached From ‘Member Service’ Services
1. Media Agency vs Dedicated Rep House
2. Diversify Revenue Streams: Currently 11
3. Manage Risk and CashFlow (Pay When Paid)
4. Maximize Efficiency (Evolve as the Landscape Shifts)
5. Cloud-Based Infrastructure. Adapt ‘Off the Shelf vs Custom
Applications
6. Engaged Sales Effort



Run the Sales and Marketing Effort Like a
Business. What Does it Mean?

Create a ‘Localized’ Approach to Selling Regionally and
Nationally

-Embrace a New Paradigm for Rates. The National Rate Card is No Longer Applicable.
-Harness, Curate and Promote Existing Supplements and Features

-Combination Opportunities

-Sponsorships

-Special Packaging and Pricing (AdCanada Media Networks)

-Flexibility on Pricing and Incentives

-Be Adaptable. Decisions Are Made in Minutes and Hours NOT DAYS AND WEEKS
-Engaged With Local Sales Departments (Information Flow, Lead Sharing Etc.)




AdCanada Rate Card (The Gig is up on the National Rate)

AdCanada Uses a Frequency-Based Rate Card Employing Local Rates and a

ACTUAL
LOCAL
RATE
CARD 2015

3% Commission

1
v
$925 Net  ¢ummmum 20V°57S
SINGLE NAT.
6 frequency-based levels RATE

‘Local line rates w/commission and surcharges
*Publishers set their own discounts
*Eliminate ambiguity and confusion




AdCanada Rate Card (The Gig is up on the National Rate)

A current Alberta example

ACTUAL AWNA's
LOCAL $1,166.73— SINGLE NAT.
RATE Net RATE

CARD 2019



AdCanada Rate Card (The Gig is up on the National Rate)

Process Colour Rates Offered at 3 Standard Modular Sizes

For Eq.



Harness, Curate and Promote Existing
Opportunities (Supplements/Features)



Combination Opportunities Reduces Cost &
Creates Efficiency Within the Media



-
Sponsorships Offer Desirable Brand

Awareness



-
Bundling and Packaging Aligns to Budgets

(AdCanada Networks Program)



Flexibility on Pricing and Incentives is
Expected by Clients
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Be Adaptable and Open to New Ideas



I,
What Did We Pitch to TD/Canada Trust?



AdCanada Media Systems and Processes

Frequency-Based Rate Card (6 Levels)

Bookings (Insertion Orders, Run Sheets, Ad Reminders Etc.)
Ad Material Distribution, Tearsheets, Archive

Market Data and Analytics

Payments

Data Gathering

Reporting

Research

AdCanada Media Website

NI RN~



-
Local, Frequency-Based Rate Card: ROP

LOCAL RATES - ROP

Please provide rates NET to Pay. A 3% commission will be applied
to these rates and deducted on each order.



Local, Frequency-Based Rate Card: Colour

LOCAL RATES - COLOUR

Due to the volume of requests received for process colour and the impact colour prices have on overall
campaign costs, we are requesting aggressive colour prices at each of the three sizes below:

Please provide rates NET to Pay. A 3% commission will be applied to these rates and deducted on each order.

1/4p or Less:

1/2p:

Full Page:




Local, Frequency-Based Rate Card: FSl’s

LOCAL RATES - FSI

Please provide rates NET to Pay.



Insertion Orders
AdVantage by Customware

*Cloud application hosted by Customware Inc.

eldentical placement system to OCNA/AdReach

Built for deployment within an agency environment (address
fluidity of vendors)

Insertion Orders sent via email to specified vendor contact(s)
*Ad reminders and runsheets programmed to be sent 24 hours
prior to deadline



Insertion Orders

a >>ba»

A typical 1/0 will indicate the supplied rate at a specific level with the
3% AdCanada commission already applied. In this case the supplied
line rate at Level 3 was .64/line.

Note: rate is rounded to 2 decimal points.



Insertion Orders

> o

Periodically campaigns are negotiated on a flat rate basis. 1/0’s will
indicate such and show Net Rates to Pay. No further commissions.



Ad Reminders

Ad Reminders/Runsheets distributed via email (to specified contacts) 24
hours prior to deadline summarizing each weeks bookings



Ad Material Distribution, Tearsheets, Archive
AdFlow by NewsNet Canada

*Cloud application hosted by Amazon Web Services
sI[dentical tearsheet system to OCNA/AdReach

*Primary function is tearsheets but adapted for use a archive
*Digital editions uploaded unique from AWSOM

*Mirror existing usernames and passwords

*User Guide and handbook available

*Video tutorials on request

*Star Press uploads for publications they print



Ad Material Distribution, Tearsheets, Archive



Ad Material Distribution, Tearsheets, Archive



Ad Material Distribution, Tearsheets, Archive



Ad Material Distribution, Tearsheets, Archive



Data, Analytics, Market Profiles and Sales Toolbox

By ReachCommunities Media Inc.



Data, Analytics, Market Profiles and Sales Toolbox

By ReachCommunities Media Inc.



Co-opTracker: Co-op Ad Placement Tool
By ReachCommunities Media Inc.



Co-opTracker: Co-op Ad Placement Tool
By ReachCommunities Media Inc.



Payments

The Approach Had to Change

Pay When Paid rather than a set number of days

Current range 45-60 days

Tearsheets required within 48 hours

Issued via Electronic Funds Transfer

Publication accepts responsibility for non-payment and reserves the
right to refuse any bookings.

ko=

View AdCanada as any other client.



Data Gathering

1. Local rates via online form (TIMING: October 2019)
2. Planned supplements and features (TIMING: January 2020)*
3. Circulation breakdowns (TIMING: Ongoing)

*Agriculture Supplements NOW

It is critical that any changes to publishing day, format, flyer
quantities etc. are communicated to AdCanada at
<info@adcanadamedia.ca> as soon as possible.



Data Gathering Next Steps

AdCanada is currently pursuing the development of an application to
automate the data gathering process to assistin managing RealTime
requests. We expect to be able to launch this app in Q1 or Q2 of 2020.



Activity Reporting pipedrive

*Each project logged in Pipedrive CRM for RealTime monitoring
*Inside each ‘deal’ is a summary of the project



Activity Reporting

*Full export provided to AWNA quarterly
Engage w/Ad Committee, Board as necessary



Research

GOAL.: To generate a refreshed package of data every 2
years

APPROACH AND METHODOLOGY: To position community newspaper
markets as unique from larger urban centers with media habits influenced

by several factors that contribute to the ongoing popularity of PRINTED
community newspapers.

Sample is drawn from 4 distinct community size groupings that allows us

to apply the results universally to newspapers serving communities of
those sizes.

Farms

Towns and Villages (<10,000 population
Small Cities (10K-50K population)
Medium Cities (50K-100K population)

LN~



Research

Key Data Applicable to Each of the Community Groupings:

1. Last 7 Days: Read Printed Newspaper/Visited Community Newspaper Website.

2. Type of Internet Connection and Does That Connection Impact Use of: Social
Media, Streaming, Shopping, Research.

3. Reasons for Reading Printed Community Newspaper.

4. Preferred Source for Information on: Local News, Local Sales/Events, Local
People, Government Programs and Services, Opinions.

5. Media Containing Ads That Inspire Action by Sector: Automotive, Finance,
Grocery, Agriculture, Government, Local Retail

6. Types of Actions Undertaken: Visit a Store in Person/Online, Bought a Product or
Service, Sought More Information, Referred the Ad to a Friend



Research
Marketing Materials



Website: www.adcanadamedia.ca
Marketing Materials



What to Make of This Statement

August 9, 2019

The mum%




1.

An Opinion from 30,000’

The CURRENT trend of major advertisers is to employ a level of
targeting, at scale, that is very difficult for web publishers to
compete with.

Until some form of legislation, regulating how data is gathered and
protected, not likely to change.

‘Ad Fraud’ involves many players and there are BILLIONS of
dollars at stake.

There Are Some Very Big Kids in This
Sandbox
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An Opinion from 30,000’

Community Newspapers Continue to
Offer a Unique Product:

1. Exclusive in the print form
2. An audience happy to accept it in print form
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An OPTION from 30,000’
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An OPTION from 30,000’




