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“I don’t really know of any one orga-
nization either in Canada or in the 
States that’s found the golden key, 
the way to do it that ensures profit-
ability, viability and sustainability.”

Since Bauman started at The Tyee in 
2007, advertising revenue has risen from 
“very minimal,” to covering almost 10 per 
cent of the site’s costs. The end goal, she 
says, is to cover about 30 per cent of the 
site’s budget. Angel investors will contin-
ue to provide the bulk of the site’s operat-
ing costs. She doesn’t see that figure ever 
passing the one-third mark. “I don’t know 
if that’s possible on the Internet,” she says. 

Bauman says The Tyee won’t have 
any invasive ads, pop-up windows or an-
noying banners, even if they may bring 
in more revenue. She says The Tyee 
prefers a low-key ad presence. “You 
have a limited number of ads that you 
can put on a page before it started get-
ting too ad-heavy, and it looks like junk.”

But from an advertising perspec-
tive, the ad-heavy pages don’t look like 
junk; they indicate a bigger cash flow.

Thomas Stringham, a Vancouver 
advertising executive who started Hot 
Tamale Advertising a little more than 
10 years ago, says his company has fo-
cused on the Internet since its inception. 
And even after a decade, he says the 
web is still a very under-used medium.

“There’s a lot more opportunity. It’s a 
place that’s somewhat uncharted in terms 
of territory. It’s pretty exciting, I think.”

Stringham, who calls Internet 
ads non-traditional, says, “The big-
gest shift has been away from creat-

ing an ad for a mass market to trying 
to tailor things to a specific consumer.” 

The companies that have used 
Hot Tamale spend less than 10 per 
cent of their advertising budget on the 
web, while the other 90 per cent goes 
to traditional forms. This ratio was 
echoed by Bauman, as well as the U.K.-
based ad company ZenithOptimedia.

Advertising rates are usually de-
cided through a bidding contest. 
When more of a company’s ad-

vertising budget is directed towards the 
Internet, the rates will go up because 
firms will outbid each other for prime 
banners. But what will it take to do 
that? Stringham says he doesn’t know.

The low percentage of Inter-
net spending may be because Inter-
net ads are still comparatively cheap. 

According to the Canadian Advertis-
ing Research Foundation, a 6cm by 6cm 
square in a Canadian newspaper such as 
The Vancouver Sun costs about $1,300 
for six issues, while 30 seconds of prime-
time television for five days in a row on 
a major channel costs around $200,000. 

Radio lags behind at about $100 per 
20-second time slot, while an outdoor 
billboard will cost up to half-a-million 
dollars for four months in a prime neigh-
borhood, like Vancouver’s West End. 

An ad on the web costs about 60 
cents per click on average, or roughly 
$1,400 for about a month of “invasive 
advertising,” a term that refers to ads 
that move about the screen or make 
noise to attract the reader’s attention. 

According to a report by the 
Small Business Development Cern-
er, advertisers in North America see 
many downsides with Internet ads.  

The first is a small number of view-
ers per ad; each ad is only viewed by 
people accessing that specific web-
page, and viewers can click away at 
any time. In contrast, a full-page ad on 
the back cover of a newspaper is seen 
by everyone who picks up that paper—
while the web has nothing like that. 

 Also, the narrow demographics 
of people who see the ads and the fact 
that the audience controls the expo-
sure are downsides to Internet ads. 
The biggest drawback is that Inter-
net ads are the only form of adver-
tising that is seen as being “rela-
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tively low-impact” by the SBDC. 
Space-wise, websites have very 

little room for ads. Most news sites 
have one banner across the top of 
the page and a couple of skyscrap-
er ads down the right-hand side. 

It is impossible for news web-
sites to duplicate a full-page ad in the 
front section of a newspaper, or 30 
seconds of the audience’s time that 
can be sold at will on a TV station. 

While The Vancouver Sun’s front 
section of the newspaper is more 
than 53 per cent advertising, the news 
site appears to be about 10 per cent.

But Elliott Pap, a sports reporter for 
The Vancouver Sun who has been posting 
to the Internet for four years, says that in 
spite of it’s flaws, news websites can be a 
powerful tool. And they are here to stay.

“I think the Internet’s great,” he says. 
“We’re going head-to-head with radio and 
TV … before, radio would kill us. Now 
we’re getting the stories out there. But 
there’s still a role for newspapers, some 
people still love them, and I’m one of them.”

The key to ensuring profitabil-
ity has not been found, but it seems 
that most companies are on the right 
path, or at least they’re surfing the 
right wave—one that’s changing 
quickly, and getting bigger every day. 

An obvious question still hangs in 
the air: How will web journalism sus-
tain itself if nobody has figured out 
how to make money from doing it?

Nobody has yet come forward with 
the answer, but when somebody does, he 
or she will probably find fame quickly, 
because the industry is ready for that 
golden key.
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