
Guiding Media . Inspiring Innovation . Leading Local . 

The New Localism  
Subtitle  

Rick Ducey 

Managing Director  

BIA/Kelsey 

@rducey  

Date 

Stacey Schulman 

EVP 

Katz Media Group  

@staceyschulman  

Maribeth Papuga  

Executive-in-Residence 

BIA/Kelsey 

@maribethpapuga  



2 © 2016 BIA/Kelsey. All Rights Reserved.    |  2 © 2016 BIA/Kelsey. All Rights Reserved.    |  

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

Welcome! 

Webinar Topics  
Rick Ducey  

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

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

ÁSpecific concentration: local activation of national brands and 
overall media strategy as it relates to local measurement and 
investments.  

ÁThroughout 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.  

ÁMaribeth has received a Mediaweek  Media All Stars award for 
Spot TV and has previously chaired the AAAA Local Television 
and Radio Committee.  

Maribeth Papuga  

Executive-in-Residence, BIA/Kelsey 
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ÁIn 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.  

ÁStacey 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.  

ÁStacey 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.   

ÁStacey is the Gold-medal recipient of the ARFɅs Great Mind award in 
Innovation, a Mediaweek  Allstar , an Advertising Age Media Maven and 
was the first research professional to be inducted into the American 
Advertising FederationɅs Advertising Hall of Achievement. 

Stacey Lynn Schulman  

EVP, Strategy, Analytics and Research, Katz Media Group.  
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A new day for data.  
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What signals are we missing?  
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ɈSix marketing clouds walk into a bar . . .ɉ 

Jeremy Waite 
Strategic Marketing Evangelist 

IBM 
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ɈWhy are all marketing clouds the same?ɉ Um, theyɅre not. 

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

Scott Brinker, ɈSix s  Clouds Walk into Dr. WatsonɅs Psychology Lab at MarTech,ɉ chiefmartec.com  

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)
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Data without context is noise.  
The ɈNew Localismɉ brings 
context back to marketing.  

Signal and Noise  
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Local is a part of us, gives us context.  
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The New Localism 
Maribeth Papuga  
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An economic evolution influencing sustainable 
local consumption,  competitiveness and inclusion  

Defining the New Localism  
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Factors That Give Rise to Localism Efforts  

ɍFederal policy dysfunction and funding cuts   

ɍSlow economic growth, shifting demographics and diverse community 
needs 

ɍVulnerability of one cluster economies  

ɍData and technology advancements  

ɍLocal government transparency and community inclusion  

ɍUnstable business and job development practices  

ɍStronger emphasis on sustainability and resilience  
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Localism is Leading With Purpose  

ÅSynchronizing community action 
to satisfy a broader blueprint  

 

ÅManaging the transitional needs 
and establishing new rules of local 
engagement  

 

ÅEmbracing and attracting new 
partnerships to remain inclusive  
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Å Local and regional metros are collaborating to 
improve local economic development  

Å Shift toward promotion and support of localized 
business  

Å Building stronger and more inclusive businesses is 
a key goal  

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

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

ÅThe 3PɅs (Public, Private Partnerships) are 
enhancing the civic and private industry benefits   

Å Marketers can align/compliment non -profit 
and corporate investments  

The New Localism Movement Presents Challenges & Opportunity  
 
Marketers and the broader ecosystem is largely unaware of subtle competitive shifts  
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Why Localism Should Not Be Overlooked  

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

Κ Full Service Agency/Marketing 
partnerships, graduated product rollout , 
and market conquests  

Κ Deep site study,market  evaluation and 
competitive analysis   

Κ Local cultural tastes and customs factored 
into messaging and distribution  

Κ Incorporated local civic advancements 
and population estimates into planning  

Κ Reviewed context and perceptions relative 
to local factors  

Current  Market Practices  

Κ Nationally scaled rollouts and programs  

Κ Reliant on digital advancements to cover local 
market needs  

Κ Procurement and bottom line efficiency steer 
important considerations that mute local 
market insights  

Κ Increased advertising channels creating more 
complex environment and resources  

Κ Technology and data automation provide 
false security around local intelligence  

Local Literacy Skills in Steep Decline Among Marketers/Agencies  

Industry Consolidation Has Mitigated Local Market Analysis and Study  
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Shifting Demographics Have Greater Influence  
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Á20% of Americans will be 65 or 
older by 2020  

ÁBy 2044, the US will be a no -
majority nation  

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

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

Demographic Shifts are Influencing Local Policies & Services  
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Metro Economies & Trends Are Driving Local Prosperity 
Discussions 
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Advocating for Broader 
Local Market Control  

Metro Economies and Economic Development  

ɍAttract Advanced Industries  

ɍIncubate and support Small Business  

ɍCreate a resilient infrastructure and support 
sustainable solutions  

ɍShift emphasis toward local market assets 
versus reliance on incentivizing large 
companies  
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Non Profits Are Leading the Charge  

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.  


