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FREEBIRD BUDGET

Creating a Revenue Budget for a Website.
1. Read the paper “Creating and Online Revenue Budget” in the Publications link and in the Case Studies section on Charles Warner’s website (http://www.charleswarner.us).  

2. Create a month-by-month revenue budget for three years (2020, 2021 and 2022) in an Excel spreadsheet (not in a Google Docs Spreadsheet) for Freebird, a music/entertainment website and mobile app using the following assumptions:
a. Freebird currently gets 10,000,000 pageviews per month.
i. Half, or 2,000,000, of these pageviews are to Freebird’s website.

ii. Half, or 8,000,000, of these page views are to Freebird’s mobile app.

b. The Freebird website home page and the three other pages on its website have these banners:

i. A Leaderboard (728X90)
ii. A Medium Rectangle (300X250) above the fold (ATF)

iii. A Wide Skyscraper (160X600) below the fold (BTF)

c. The Freebird mobile app has one banner on all of its pages, a Static Banner (300X50).  Assume all of the screens on the app receive a combined total of 8,000,000 pageviews per month.

d. See IAB Display Advertising Guidelines at http://www.iab.net/guidelines/508676/508767/displayguidelines for information on display advertising guidelines and for Rising Star creative unit guidelines.

e. Pageviews for both the Freebird website and the mobile app will increase 1.25% per month for the first year, 1.5% per month in the second year and 1.75% per month in the third year.  The monthly growth rate each year will be steady on your spreadsheet, but in reality pageviews will spike higher in some months, such as in February around Grammy Awards and Academy Awards time. 
f. The three other pages on the Freebird website each receive 75% of the number of page views as the home page, and their page views will increase at the same rate per month as the home page.
g. Sellout (SO) percentages on all four pages of the website on the average are:

i. Leaderboard = static 20%, rich media 30% (total 50% sell-out)
ii. Medium Rectangle = static 20%, rich media 40% (total 60% sellout)
iii. Skyscraper = static 15%, rich media 25% (total 40% sell-out)
iv. Sellout percentages are based on the average of direct, guaranteed sales and inventory sold programmatically. The amount of inventory sold programmatically has been increasing steadily month-by-month in 2014. CPMs for programmatic range anywhere from one-third to one-tenth (or more) of that sold on a direct, guaranteed basis by a sales force. 
h. Sellout percentage for the mobile app Static Banner varies by month from a high of 100% in most months in the second and fourth quarters to a low of 40% in some months in the first and third quarters.
i. Vary sellout percentages for both the website and the mobile app by month (same sellout percentages for both), with the months in the second and fourth quarters of each year being close to 100%.  Make reasonable sellout estimates so that the averages for the year are roughly as shown above.  

j. CPMs (website, average direct, guaranteed and programmatic):
i. Leaderboard = $5.00
ii. Medium Rectangle = $8.00
iii. Skyscraper = $2.00
k. On the website rich media and video sell at an average 50% premium CPM.
i. Video is sold at a higher premium than rich media, but the average for the website is a 50% premium.

l. On the mobile app, the average CPM for all impressions (sold guaranteed and programmatic and for static, rich media or video impressions) is $2.50.
m. Assume no network, exchange, Ad Sense, or sponsorship revenue.  Assume that all revenue comes from just the three units per page.
n. Do not use any “pads” (such as a 10% pad) or other increase or decrease assumptions.  Use the numbers and assumptions given above.
o. Do not reserve any inventory for promotions or for any other purpose. 
3. See “Freebird Budget Spreadsheet” in the Publications link on my website and use it as a format guideline.  Use the same formulas, but insert the appropriate Impressions, CPMs and estimated Sellout percentages.
4. For the number of impressions to begin year two with (January), use the number of impressions in the last month (December) of the prior year.  And for the number of impressions to begin year three with, use the number of impressions in the last month of year two.
5. You must use an Excel spreadsheet and appropriate formulas wherever formulas are called for.
6. If you have any questions, do not hesitate to email them to me at warnerc@newschool.edu.   
.
� This case was prepared by Charles Warner.





PAGE  
1

