Kelsey

Guiding Media . Inspiring Innovation . Leading Local .

|
—

LOCALISIV

Why Local Markets are
Best Positioned for Growth .

» b.- '
THURSDAY, NOV. 17,2016 | 2 PM ET /,§ . . 24’ | W N
Maribeth Papuga Rick Ducey Stacey Schulman
Executive-in-Residence Managing Director EVP
BIA/Kelsey BIA/Kelsey Katz Media Group
@maribethpapuga @rducey @staceyschulman




A new day for data.
The New Localism.
Local broadcasters in digital age.

ARG



Maribeth Papuga

Executive-in-Residence, BlA/Kelsey

A Maribeth Papuga, a 25 -year media, marketing and advertising
veteran, serves as executive in residence to BIA/Kelsey.

A Advises BIA/Kelsey and  participates in its practice areas
including industry coverage, research, consulting, and
forecasting projects related to local media strategy and

investment.

A Specific concentration: local activation of national brands and
overall media strategy as it relates to local measurement and

iInvestments.

A Throughout her career, Maribeth has championed the
benefits of local media, continuously advocating that
audiences gathered by local media offer marketers the ability
to geotarget campaigns that drive brand and performance lift
and deliver audience extension to national -only campaigns.

A Maribeth has received a Mediaweek Media All Stars award for
Spot TV and has previously chaired the AAAA Local Television

and Radio Committee.
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Stacey Lynn Schulman

Representation Company

EVP, Strategy, Analytics and Research, Katz Media Group.

A In her role, Stacey leads a team of professionals across both Katz
Radio and Katz Television Groups, to provide world -class audience and
consumer analytics for Katz partners, advertisers and agencies.

A Stacey is focused on developing new insights, techniques and
approaches that champion local media, bringing additional
revenue into the radio sector and expanding the target -ability of
broadcast television.

A Stacey joined Katz from TVB, the television station marketing
association, where she served as Chief Research Officer, responsible
for driving insights on the value of local broadcast television . Her
career has been largely centered on radio and television at
broadcasters (CBS), cable networks (Turner) as well as a 10 -year
career in media and advertising at the Interpublic Group of
Companies.

A Stacey is the Gold-me d a | reci pient of the ARFA: d |
Innovation, a Mediaweek Allstar, an Advertising Age Media Maven and
was the first research professional to be inducted into the American
Advertising FederationAs Advertising Hall of Achi evemen
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A new day for data.

“a‘g # mike murphy @ 1 2 Follow

amurphymike

I've believed in data for 30 years in politics and
data died tonight. | could not have been more

wrong about this election.

027 3100 ENBOSEIEN0

11:49 PM - 8 Nov 2016

mike murphy &

@murphymike

GOP Strategist. NBC Analyst. Senior
Fellow at Harvard Belfer Center.
Writer/Prod in Hollywood. Tweets are my
personal view. Host of the Radio Free
GOP podcast.

¢ Los Angeles
& RadioFreeGOP.com
Joined February 2009

© 2016 BIA/Kelsey. All Rights Reserved.



What signals are we missing?
THE WALL STREET JOURNAL

CIO JOURNAL.

The Morning Download: Missed Signals

By STEVE ROSENBUSH ® 0 COMMENTS
Nov 9, 2016 7:56 am ET

1200 Saarzy Ko M 14:02:21
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3.8 Experian
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Marketo

Deliver exceptional customer experiences with
personalized campaigns.

The marketing cloud that marketers love and IT trusts.

Eight solutions that help you give customers exactly
what they want — at exactly the right moment.

Fhe future of marketing is 1:1 customer journeys.

Create and deliver intelligent interactions, every time.

From acquisition to advocacy, drive measurable results.

Jeremy Waite
Strategic Marketing Evangelist

IBM

© 2016 BIA/Kelsey. All Rights Reserved.
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I3 Why are all mar keti ng cl

Data from six systems loaded into Watson and volla, six answers.

Ol I s ORACLE

Adobe

* You are opinionated and expressive.

* You are philosophical: you are open to and
intrigued by new ideas and love o explore them.

* Your choices ara driven by a desire for efficiency.

* You are relatively unconcerned with both tradition

* You are shrewd and somewhat critical.

* You are energetic: you enjoy a fast-paced, busy schedule
with many activities.

* You are assertive: you tend to speak up and take charge
of situations, and you are comfortable leading groups.

« And you ars self-controlled and you have control over
your desires.

+ You are opinionated and excitable.

+ You are assertiva: you tend to speak up and take
charge of situations

* You are mild-tempered: it takes a lot to get you angry.

* You enjoy selling your ideas to others.

+ Your choices are driven by a desire for improvement.

* You are relatively unconcerned with both tradition and

and taking pleasure In life. *+ Your choices are driven by a desire for discovery. {aking pleasure in life.
* You care more about making your own path than * You are relatively unconcemed with both tradition and + You care more about making your own path than
following what others have done and you like to teil taking pleasure in life. following what others have done.
people about it. * You may be the smartest person in the room but you + You take pl in the al of
* You love creating things that matter - especially are unlikely to tell jokes or be the centre of attention. others.

for large groups of people.

* SELF-CONSCIOUS 19%
= HEDONISM 5%
* ADVENTUROUS 95%

+ ACTIVITY LEVEL 99%
+ TRUST 99%
+ EMOTIONAL RANGE 95%

;2,3 Experian 3 (282 F s
) ‘\\\ili;//j //‘

groups.
+ You are trusting of others.

t i H ¢ -]
Marketo

+ You are eager to please, slightly critical and
expressive.

* You are di i you do not fi ly think
about or openly express your emations.

+ And you are assertive: you tend to speak up and

* ASSERTIVENESS 99%
* MODESTY 5%
* SELF-TRANSCENDENCE 40%

salesforce

* You are critical and explosive.

+ You are self-controlled: you have control over your
desires, which are rather intense.

+ You are trusting of others: you believe the best in

+ You believe the best in others and trust people sasily. take charge of situati and you are others and trust paople gasiy.
* Your choices are driven by a desire for efficiency. leading groups. + You are mild-tempered: it takes a lot to get you
+ Your choices are driven by a desire for efficiency. angry.
* You feel a strong sense of identity and strive to * You care more about making your own path than e _Vou" choices are driven by a desire to inspire and
help others recognise theirs. following what others have done. impress others. . -
* You think people can handle their own business * You don't find taking pleasure in life to be
without interference. particularly motivating for you,

* AUTHORITY CHALLENGING 94%
= TRUST 99%
* EMOTIONAL RANGE 95%

* INTELLECT 96%
= AGREEABLENESS 1%
* ACTIVITY LEVEL 98%

Scott

BAICEY

Brinker, JSix s

Cl ouds WedrTlech, ghi¢froaricD.com Wat sonAs Psychol ogy

Lab

at

* You prefer activities with a purpose greater than
just personal enjoyment.

* ASSERTIVENESS 98%
= LIBERTY 79%
* EMOTIONAL RANGE 95%

© 2016 BIA/Kelsey. All Rights Reserved.
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http://chiefmartec.com/2016/11/ibm-watson-analyzed-personalities-6-marketing-clouds/?utm_source=feedburner&utm_medium=email&utm_campaign=Feed:+ChiefMarketingTechnologist+(Chief+Marketing+Technologist)

Data without context IS noise.
The J3INew Local
context back to marketing.
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Local Is a part of us, glves us context.
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The New Localism

ARG



An economic evolution influencing sustainable
local consumption, competitiveness and inclusion

AR
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e
Factors That Give Rise to Localism Efforts

f Federal policy dysfunction and funding cuts

¥ Slow economic growth, shifting demographics and diverse community
needs

f Vulnerabillity of one cluster economies

f Data and technology advancements

f Local government transparency and community inclusion
f Unstable business and job development practices

¥ Stronger emphasis on sustainability and resilience

I@SCY © 2016 BIA/Kelsey . All Rights Reserved . I D#H#D



Localism is Leading With Purpose

A Synchronizing community action
to satisfy a broader blueprint

A Managing the transitional needs
and establishing new rules of local
engagement

A Embracing and attracting new
partnerships to remain inclusive

AR

© 2016 BIA/Kelsey. All Rights Reserved.



The New Localism Movement Presents Challenges & Opportunity

Marketers and the broader ecosystem is largely unaware of subtle competitive shifts

A

A
A
A

Kclscy and corporate investments

Local and regional metros are collaborating to MEDIABIZ A
improve local economic development - GERS Tttt | Ry

Shift toward promotion and support of localized

business The Localism Movement and Its Elusive Data
Building stronger and more inclusive businesses is Insights
a key goal BY MARIBETH PAPUGA THOUGHT LEADERS APRIL 13, 2016

Walkability, access to transport and improved
projects for public spaces are influencing a
renewed interest in attracting civic pride and new
business development

Shifts in national chains, real estate development
and business incentives are being reimagined
through local co -op groups and united citizen
leader

T he 3P AsPriate Pdrthersloips) are
enhancing the civic and private industry benefits

A Marketers can align/compliment non  -profit

© 2016 BIA/Kelsey. All Rights Reserved. | D # D
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Why Localism Should Not Be Overlooked

No matter what your role and responsibility, local market literacy is important

Grou CONSIDERATIONS

»Reliance on data and traditional marketing models have been largely bias toward aggregation and cost
Marketers »Due to corporate consolidation and national distribution, a generation of marketers may not understand
the complexity of US markets and their differences to national averages.

»The break up of full service advertising agencies over the last twenty years, along with the explosive
A gencfes growth of new media channels, has shifted these firms emphasis toward improving technical expertise
and media buying leverage in lieu of local market research study.

«Media channels are generally more involved in the local markets they serve but have been handicapped in
MEDIA promoting local market value due to the emphasis on advertising media cost as a key point of evaluation
by marketers.

Data Anu.'ysts and »The advanced need for data experts across the emerging and traditional media has integrated new talent

. that may unwittingly be establishing data matching preferences that ignore the local market contextual
Measurement Services differences

Tech DEVEIDPEI‘S and New technology should make it easier to develop dashboards and management systems that enable
. better forensic analysis and market comparison within and across local markets as well as tracking these
5_}’ stem Providers nuances when aggregated.

1<C15CY © 2016 BIA/Kelsey. All Rights Reserved. | D # D



Local Literacy Skills in Steep Decline Among Marketers/Agencies
Industry Consolidation Has Mitigated Local Market Analysis and Study

Traditional Market Practices Current Market Practices
K Full Service Agency/Marketing K Nationally scaled rollouts and programs
partnerships, graduated product rollout K Reliant on digital advancements to cover local

and market conquests market needs

K Deep site study,market evaluation and K

" : Procurement and bottom line efficiency steer
competitive analysis

Important considerations that mute locall

K Local cultural tastes and customs factored market insights

Into messaging and distribution K Increased advertising channels creating more
K Incorporated local civic advancements complex environment and resources

and population estimates into planning K Technology and data automation provide

K Reviewed context and perceptions relative false security around local intelligence
to local factors

1<dSCY © 2016 BIA/Kelsey. All Rights Reserved. | D # D



Shifting Demographics Have Greater Influence

|@m © 2016 BIA/Kelsey. All Rights Reserved. | 18



Demographic Shifts are Influencing Local Policies & Services

A 20% of Americans will be 65 or
older by 2020

A By 2044, the US will be a no -
majority nation

A Confluence of demographics is
altering how markets build out
products and services for diverse
constituents and workforce

A Individual metros, primarily in
the SW, already display these
predominant demographic
trends

B Kelsey
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Metro Economies & Trends Are Driving Local Prosperity

DIsScussIons

|@m © 2016 BIA/Kelsey. All Rights Reserved. | 20



Advocating for Broader
Local Market Control

THE SMALL-MART
(I REVOLUTION

f Attract Advanced Industries T,‘lllﬂllﬂllllllllllll

f Incubate and support Small Business T - AULEL

¢ Create a resilient infrastructure and support  Sustainabilily | e iy
sustainable solutions I AT S S

¥ Shift emphasis toward local market assets = B tcoNomy ERISEL
versus reliance on incentivizing large s | INN@ -
companies i DISTRICTS

=L S T ST
~A\N u gz iy ;mww @ﬂra‘
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Non Profits Are Leading the Charge

B Kelsey

ry
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INSTITUTE FOR
Local Self-Reliance

Formed in 1974, ILSR
champions local self-reliance,
to satisfy the goal of creating
humanly scaled institutions
and economies to maximize
distribution of ownership.

The Business Alliance for Local
Living Economies (BALLE)
represents thousands of
communities,funders,and investors
and seeks to creates real prosperity
by connecting leaders, spreading
solutions and driving investment
resulting in strong local economies.

In 2015,Bloomberg Philanthropies
launched What Works Cities to
assist 100 mid -sized American
cities enhance their use of data to
improve services, inform local
decision -making and engage
residents.

Project for Public Spaces (PPS) was
founded in 1974 as a planning,
design and educational organization
dedicated to helping people create
and sustain public spaces that
reinforce stronger communities.

© 2016 BIA/Kelsey. All Rights Reserved.
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