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Today’s Topics

• Transition from Circulation to Relationships

• Telling your Story

• Connecting Buyers and Sellers

• Protecting the Buyers’ Investment



Modern Day Media Company

A Rich History – Newspaper Circulation

• Superior Brand 
Recognition

• Deep 
Community 
Roots

• Trust and 
Reverence



Modern Day Media Company

Transformation - Media Company and Audience

• Trusted Content Providers

• Multiple Product on Multiple Platforms

• Extended Reach – Mass and Targeted



Modern Day Media Company

Leveraging Deep Connection - Relationships

• Real People Real 
Connection

• Local Business to 
Business 
Connections

• Local Business to 
Consumer 
Connections
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Building Relationships
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Building Relationships

MVP Subscribers

Digital-only Subscribers

Sunday Select Opt-in

Website Users

High Ad-Value Customers

Video Viewers

Facebook Likes

Contest Entrants

Newsletter Recipients

Press Club Members

Relationships +
Demographics + 
Behaviors

Newspaper Subscribers

Household Income

Homeownership

Employment Status

Educational Achievement

Children in the Home
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Filling in the Relationship Gap
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Known Consumers:
Active print/digital subs and 
Former subs

Anonymous Consumers:
Online users not registered or 
linked to our databases
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Building Relationships
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

Known Consumers:
Active print/digital subs and 
Former subs

Known Prospects:
Users processed through ARD 
gateway are profiled by demos and 
usage behavior, shaping specific 
targeting recommendations



The Bull’s-eye - Relationships

Relationships:

Making it Personal
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How can publishers monetize 

those relationships? 
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Verification

Visibility

Revenue



Verification: 
Critical first step to differentiate your publication, build advertiser trust and generate revenue
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The real power comes from how you can use the audited information 

to market yourself and how AAM can help you do so. 

Investment Commitment Accuracy Accountability Courage Trust



Visibility: 
Almost all news media advertising is bought through the sources in AAM’s data distribution network

Integrated into buyers’ 

internal systems

Accessed in 

industry partner sources

Heavily used 

in AAM’s direct channels 

Media Intelligence Center

AAM Brand View 

AAM data is 

accessed 5MM 

times each year 

through:



Visibility: 
Buyers look for news media data via AAM

454
Individuals from media 

buyer companies who 

accessed data

140
Advertiser and ad 

agency companies that 

accessed data

2,100
Average weekly buyer 

interactions with news 

media information 

80
Times quarterly ZIP 

code data is delivered 

directly via data feeds

News media data access via AAM in 2016: 



AAMPLIFY your AAM presence 

AAM Brand View: Your data. Your story. Your way. 

Print

Newsletters

Social media

Website

Affiliated publications

Readership



Brand View example
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• Kansas City Star: http://brandviewbeta.auditedmedia.com/?memberNumber=4lfdvk0VbiY%3d

http://brandviewbeta.auditedmedia.com/?memberNumber=4lfdvk0VbiY%3d
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Revenue: 
AAM helps you differentiate based on quality
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318MM Estimated Questionable Sites

11MM Estimated Legitimate Sites  

Host content that humans want to read

Situation: 

As Digital Ad Spend Increases, So Does the Need for Transparency 

3%
Sites with Most Human 

Pageviews

97%
Questionable Quality Sites

Top 3% of 329M Sites Get 
Most Human Pageviews**

329MM 
Sites
$30B

Google 
Search, 

$29B

Facebook 
Display …

Other
$8B

329MM Sites

Google Search

Facebook Display

Other

0 10 20 30 40

2017 U.S. Digital Ad 
Spend at $83B*

*eMarketer, March 14, 2017: Google, Facebook Increase Their Grip on Digital Ad Market

**Verisign Q4 2016 Doman Name Industry Brief, Marketing Science Consulting Group, 2017 research 

ajc.com

bizjournals.com

chicagotribune.com

economist.com

elle.com

espn.com

fitnessmagazine.com

forbes.com

macleans.ca

nytimes.com

philly.com

realsimple.com

people.com

sacbee.com

silive.com

stltoday.com

theglobeandmail.com

tennessean.com

usatoday.com

washingtonpost.com

Ad fraud = 

30-50%

https://www.emarketer.com/Article/Google-Facebook-Increase-Their-Grip-on-Digital-Ad-Market/1015417
https://blog.verisign.com/domain-names/verisign-q4-2016-domain-name-industry-brief-internet-grows-329-3-million-domain-names/


3%
Sites with Most Human 

Pageviews

97%
Questionable Quality Sites

Quality of Top 3% Not Verified Today 

Problem:

Estimated 30-50% of Ad Spend Across 329MM Sites Wasted on Fraud

• Ads shown to bots will never convert for 

buyers, who question their investments and 

trust of publishers. 

• Ad fraud sends money to criminals instead 

of good publishers who have real human 

audiences and could earn much more if the 

market was clean. 

• Race toward low CPMs poisons the market, 

creating ill will between buyers and sellers.

Ad fraud = 

30-50%

Premium 

Quality?

Potentially 

Premium?

Fraud?
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How ad fraud harms good publishers



April 2017 / Page 29marketing.science
consulting group, inc.

linkedin.com/in/augustinefou

Countless fake sites, humans never visit
Identical sites 

made by template
Alphanumeric 

domains

100% bot traffic
“fraud sites”

Source: Sadbottrue.com

http://sadbottrue.com/article/12-letters-domains-alexa-stats-data-set/
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Bots are automated browsers used for fraud

Headless Browsers
Selenium
PhantomJS
Zombie.js
SlimerJS

Mobile Simulators
35 listed

http://www.mobilexweb.com/emulators


“The equation of ad fraud is simple: 
buy traffic for $1 and sell ads for $10 

you make $9 of pure profit.”
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Publisher myths about ad fraud

1. Fraud doesn’t affect us, there’s low bots on our site
Bots don’t come in large quantities to your sites; they just 
collect a cookie and go elsewhere to create ad impressions

2. We have bot protection on our site
Nice. But what if bad guys pretend to be your site by 
passing fake data, and put your brand reputation at risk?

3. We have high quality traffic
Great. We believe you. But what if bot detection tech 
accuses you of high bots (falsely)?
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Ad revenue is diverted away to bad guys

specialized audience:
oncologists

Journal of Clinical Oncology

specialized audience can 
be targeted elsewhere

“cookie matching”
(by placing javascript on your site)

ad revenue diverted away
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Good publishers protect advertisers

On-Site
measurement, bots 
are still coming

In-Ad measurement, bots 
and data centers filtered

10% red

-7% (filter data 

center traffic)

3% red

“Filter data center traffic and not call the ads”
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Good publishers protect users

42 trackers
24.3s load time

8 trackers
1.3s load time

“minimize 3rd party javascript trackers on pages”
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What can be done 

to help good publishers win?
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Identify and focus spend on sites that are truly “premium” through AAM Quality Certification. 

Certified 
publishers 

invest in quality 
publishing 

Buyers
advertise on 

Quality Certified 
sites

Opportunity: 

Redirect Advertiser Dollars to Publishers with Highly Human Audiences

Reach Human Targets, 

Increase ROI

Attract Human 

Audiences



AAM Quality Certification is a validation of high-quality audiences

Business 
Process 
Review

Quantity 
Verification

Quality 
Verification

3-Step Publisher Certification Process

• Business process review to validate 

business practices used to manage 

audience traffic 

• Technology employed to validate 

quantities of third-party website 

analytics 

• Technology employed to validate that 

business practices are working 

properly to deliver high-quality 

audience



Q&A
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Thank you!

See us today & tomorrow

at table talks


