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The Challenge

EXPANSION

The Omaha Star is a black-owned 
newspaper that is trying to up 
their readership buy 100%.

TARGET AUDIENCE

They want to reach out 
to the blue collar 
workers in the Omaha Metro
area. 



01 WHO ARE THEY

- Research shows that the working/blue 
collar class prefers to spend time with 
family and enjoy local news more than 
mainstream news.

SOCIAL MEDIA
- Even with older people learning 

toward traditional advertising more, 
studies show that they are slowly 
moving toward social media.

04

DEMOGRAPHICS

- Radio is a very important source of local 
information for 43% of blue-collar 
workers compared with 32% of 
employers, managers and professionals. 
(NCLS)

02

MEDIA CONSUMPTION

- The working class is still mostly 
white, but people of color are to 
become the majority around 2032.

05 MEDIA CONSUMPTION
- Adults 35-49: Nearly 59.6 million 

adults 35-49 use radio each month; 
94% of adults 35-49 can be reached 
using radio 

03 IMPORTANCE OF FAMILIARITY

Blue-collar workers typical work involves repetitive 
operations with their hands, physical skill and energy. They 
are non-management employees in production, 
maintenance, construction and similar occupations such as 
carpenters, electricians, mechanics, plumbers, iron 
workers, craftsmen, operating engineers, longshoremen, 
construction workers (DOL)
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OUR BIG IDEA
“Always dedicated to the people.”



Behind the Big Idea
What we know:

1. The blue collar demographic are family oriented but they are more skeptical.
2. They hold traditional values.

3. Research shows that the working/blue collar class prefers to spend time with family and enjoy local 
news more than mainstream news.

4. Going off of the sample of blue collar workers in Omaha, we can safely say that a lot of Omaha 
blue collar workers are older and have kids.

5. There are more older blue collar workers in Omaha, so that is why we chose to use traditional 
advertising.

6. If we go for a more community-esque tone, they will be more likely to give the Omaha Star 
a chance. Older blue collar workers actually find it easier to trust traditional ways of media.

7. We are reinforcing the Star’s dedication to the community.



CONNECTIONS
The blue collar workers have more in 

common with the Omaha star than they 
may realize. They both prioritize local 

news and tradition.



DIRECT MAIL



RADIO AD
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Billboard



FACEBOOK POSTS



THE END


