MARKETING IS

Al is reshaping how consumers
search, shop, and make decisions.
The strategies that worked
yesterday won't cut it tomorrow.
We're here to help you stay ahead.

We use Al to support our people,
strengthen our workflows, and
enhance how we serve our
communities — while upholding
the integrity, trust, and standards
that define our local journalism.

No contentis published without
the review and input of a human.

Marian Pittman - President, Content & WSB-TV

MARKETING
FUNDAMENTALS
that Still Win.

RESEARCH | TARGETING | SEO | CREATIVE

THANKS FOR ATTENDING!

Scan for More

Visit our site for more information about
what we talked about today, PLUS
register for your free SEO Audit!

Wab-TV

ATLANTA

p)



RESEARCH & DATA RESEARCH & DATA CREATIVE & Al

The algorithm did its job.
The ad did not.

Precision targeting means nothing if the
creative doesn't land. Every impression is
a first impression.

Linear TV: Creating Demand

e Al captures existing demand, TV creates it

* Reaches audiences before they search or
compare prices

* Feedsthe top of your funnel to drive

conversions

SPEAK TO YOUR AUDIENCE

CMG

CUSTOM RESEARCH
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Dude”
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Curious mind.
Sharp insights.
Here to learn,

SEO: Be Found Everywhere hereto hep. 4 7
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SARA LINARTAS - DIGITAL MEDIA DIRECTOR WSBTV
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,-~ DETAIL-ORIENTED

-~ CURIOUS
Always asking

USE Al SELECTIVELY

.-~ ANALYTICAL

Search Everywhere Optimization across 60+
directories and Al platforms
No CPC inflation — organic results build

Notices the small
things that make
abig difference.

Human-Led Creative, Always

lasting trust and credibility

@ At WSB-TV, we believe Al is a powerful tool, not a
Content written by humans, structured for replacement for human judgment. We use Al to
Al Overviews and featured snippets Hhp el o accelerate research and workflow, but our

always improving,

Local SEO, GBP management, and review ' always helping. creative and content are crafted by people who
strategy included E?ZLT:EZ?i‘:,?;mmmw.} understand your brand and your audience.
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