
 

 

April 12, 2013 
 
With the launch of FREE Media, national sales representation for the campus press is going through a 
redesign. In consultation with representatives from within your community and the advertising world, 
we have developed a business model which both adapts to new industry standards while addressing the 
most common complaints and pressing concerns faced by campus publications. In addition to reviewing 
our paper proposal and national sales agreement, we’ve outlined some of the changes you can experience 
with representation from FREE Media: 
 
Exclusivity based on the client, not the ad 
Referencing our years of experience in local sales management, we have developed a definition of 
national sales exclusivity that optimizes revenue while benefitting both papers and their clients. Rather 
than defining clients as either “national” or “local” based on their location and scope of operations, we 
look to the ad campaign itself in defining its market.  
 
For instance, if Tim Hortons is opening a new branch on your campus or in your metropolitan market and 
wants to place an ad in your paper advertising solely that location, we define that campaign as “local”, and 
would refer it to your own sales department. If Tim Hortons wants to advertise its Roll Up the Rim 
campaign across the country, however, we would define that campaign as “multimarket” and ask that the 
bookings be managed through FREE Media and charged at national rates.  
 
Should clients seeking national campaigns contact your paper directly and be referred to FREE Media, 
your paper (not the individual making the referral, though we recommend you split any commissions 
between the publication and employee) will collect a 5% finder’s fee on any sales made as a result of your 
referral. As part of your signed agreement, FREE Media has 2 business days to prove that we have 
contacted the client and provided them with adequate service. Should this not be possible for any reason 
(if, for instance, the inquiry is made on a press day), the client is automatically deferred back to the paper, 
ensuring that maintaining an exclusive relationship with FREE Media will never cost you potential sales 
revenue.    
 



 

Saving you a cost of doing business 
As your contractor and exclusive multimarket sales vendor, we at FREE Media believe ourselves to have 
an essential role to play in saving you the cost of doing business on a national level.  A key commitment we 
are making to papers as a result is their placement in the major sales databases now used by the largest 
national clients across the country in planning and trafficking their campaigns.   
 
Databases such as ComScore, PMB, and Nadbank have become the new industry standard in media 
planning.  Organizations such as Pattison, New Ad, and Zoom Media have succeeded in the campus 
market partially because of their use of such databases to make major advertisers aware of their services 
and provide basic information on the campus display advertising  opportunities they can provide. Not a 
single campus paper has ever been listed in these databases, and first-year membership rates run in the 
thousands of dollars per vendor. FREE Media is positioned to make this investment for every paper it 
represents in 2013/14, as we believe the return on revenue will immediately prove its worth and provide a 
new level of visibility for the campus press in Canada. 
 
Invoicing and remittance practices that protect your interests and get your money faster 
Unlike previous multimarket vendors who waited months to bill clients for whole campaigns using 
physical tearsheets, FREE Media will be ascribing to the new industry standard of weekly billings with 
digital tearsheets. Though we will still be asking for physical copies of your papers to ensure the ads ran 
correctly, this system will both reflect changes in the marketplace and get your money faster. 
 
Our national sales agreement also stipulates that we must remit money received for ads you have 
published within 15 days. We will be audited by our accountants at KPMG on this policy annually, as we 
are not legally able to accrue interest on held remittances.  
 
Regional sales representation 
When asked what they need to pitch their clients on the campus press, account managers at the major 
advertising agencies in Canada repeatedly say they need locally based insight and information on 
individual papers. This information could include demographics of the student population, distribution 
on and off campus, editorial focus, special features, general trends in readership, the nature of your 
campus, and more.  
 
Another reason that regional sales representation is important is on the ground knowledge of new sales 
opportunities opening up in your region. For instance, when Simons opened a new location in WEM, The 
Gateway saw ads all over the city and on their campus at the University of Alberta advertising its grand 
opening: except in their paper. No head office can be aware of every new opportunity nationally, but by 
working with regional sales reps and fostering a healthy referral relationship with individual papers,  
 



 

FREE Media  can gain access to the local and regional information we need to position you effectively 
in a national market.  
 
As such, FREE Media has recruited regional sales representatives for every major region in Canada, 
including B.C., Saskatchewan, Manitoba, Toronto, Greater Ontario, Quebec, and the Atlantic 
provinces, with all of our reps currently employed in some fashion by papers within their region. The 
reason we have recruited our regional sales team from within the community is twofold: first, that we 
know the best representatives of the campus press  are those who understand it best, and second, that 
another key role of our regional sales team is acting as our direct tie to the papers we represent. Should 
you have questions or concerns, or just exciting news to share, you’ll always have someone available 
within your region to reach out to in addition to the staff at our head office.  
 
A place in the advertising community 
Our parent company, FREE Advertising, allows us to combine our personal experience working within 
the campus press with a thriving organization that understands how to best reach out to national 
clients and position the campus press effectively within the advertising community.  
 
FREE’s President and FREE Media’s co-founder Chris Bolivar sits on the Institute of Communication 
Agencies Board of Governors, an organization whose membership represents over 75% of national 
advertisers in Canada. FREE”s Vice President, Kris Anderson, formerly served as head of accounts at 
Leo Burnett, one of the top advertising firms in the country as well as head of media planning for Shaw 
Digitla and Servus Credit Union. With the decades of experience and established relationships FREE 
Advertising has to offer, FREE Media has bridged a gap that has long existed between campus press and 
the quickly shifting national advertising landscape.   
 
Transparency and cooperation 
FREE Media is committed to providing papers with the information and resources they need to 
effectively manage their operations as their national sales vendor. Monthly remittance statements will 
include year-to-date sales bookings data, and papers will have direct involvement and right of refusal in 
setting their national rates. Through our business and governance consultation programs and 
sponsorship of community events such as the Canadian University Press national conference, we are 
committed to playing a direct role in the on-going support and development of the campus press.     
 
One-year contracts with standardized terms 
Unlike previous national sales vendors who offered wildly variable terms to different publications, 
FREE Media offers standardized terms to every paper we represent. We are asking for a commitment 
of one publishing year: if by January 30, 2014 you are unsatisfied with our representation,  



 

 

simply give your notice and our agreement will terminate on April 30, 2014. We believe that this is 
more than enough time to prove our worth to  the papers we represents while providing them with the 
opportunity to make an informed decision moving forward into the following publishing year.  
 
We are asking any papers interested in national representation with FREE Media for the 2013/14 
publishing year sign and return our national sales agreement by April 30th. This allows us to best 
position ourselves to sell September Back to School campaigns to clients beginning in early May.  
 
Should you have any questions regarding our proposal or agreement, please do not hesitate to contact 
our head office. 
 
 
 
Sincerely, 
 
 
Vikram Seth 
Media Director 
vik@free-media.ca 
(780) 421 1000 ext. 119 
 
Ashleigh Brown 
Operations Manager 
ash@free-media.ca 
(780) 421 1000 ext. 119 
 
 
 


