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The

 is LOCAL
A  p o t e n t  a g e n d a . 

Strategic planning tools. 
The latest in technology.  
Interaction with top minds. 
A scant month away brings 
all of these and more at the 
highly anticipated LMA Fall 
Publishers’ and Advertising 
Directors’ Conference. 
With an agenda targeted 
for today’s progressive 
local media industry, now 
is the time to finalize your 
attendance plans to be in 
Atlanta from September 
11-14. All sessions are held 
at The Sheraton Atlanta 
Hotel. This is also the 
conference that offers 
registrants the opportu-
nity to meet one-on-one 
with V.I.P. media buyers 
representing important 
advertising clients.

The all-star planning 
committee, most senior 
level operators themselves, 
know well the importance 
of delivering above-par 
value for your conference 
investment and have vetted 
the program time and again 
to ensure an agenda that 
is on point with today’s 
realities and opportuni-
ties, is forward thinking and 
worthy of your time. Expect 
to learn about:

Best in class practices •	
& ideas
New & innovative rev-•	
enue streams
Technology tools to •	
grow your business
Execution plans for the •	
transformation process
Solutions to grow print, •	
online, mobile & more

Early bird registration discounts through August 21st!

Final call for next month’s LMA Fall 
Conference in Atlanta
Program to focus on revenue development, innovative planning and 
preparation for the unprecedented change ahead in the media universe. 

On The 
Revenue Side

Ub e r- f o c u s e d  a n d 
exuberant Jason Taylor, 
Publisher, The Times Free 
Press, Chattanooga, TN, will 
deliver the keynote session 
and will take the audience 
down the Event Marketing 
path which has yielded an 
impressive revenue stream 
for his company. Since 
launching this local market-
ing endeavor just two years 
ago, Taylor’s event market-
ing business has flourished 
and revenue has grown from 
zero to significant  (think 
well into seven figures).  His 
approach is scalable to mar-
kets of all sizes and he will 
share examples of large and 
small events that can easily 
be replicated. For those that 
attended the mega-confer-
ence, this is not a rehash but 
rather an update and deeper 
dive into the’ ins and outs ‘of 
this fast growing niche.  

New this year is a Buzz 
Session that will rapid fire 
10 Revenue Generating Case 
studies in 60 minutes, pre-
sented by our industry’s R&D 
partners and their media cli-
ents. Hear first hand what’s 
happening in local markets, 

learn about the tools, ser-
vices and products associ-
ated with these programs 
and then take advantage of 
the conference’s affiliated 
trade show and exhibit hall 
to more fully explore those 
that interest you. 

The recent West Coast 
Innovation Mission took 
participants to, among other 
stops, Google and yp.com 
(formerly AT&T Interactive) 
and an oft-heard refrain from 
the folks at these companies 
is that local media companies 
have the highly coveted local 
audience and relationships 
with SMB’s. There are lots of 
partnership opportunities 
being floated from these pure 
play companies and a session 
is planned to explore and 
debate some of the current 
media partnership opportu-
nities with Google.

Numerous other 
revenue oriented 
sessions are on the 
agenda focusing on 
thing like:

Creating today’s most •	
effective web cam-
paigns

Jason Taylor, President & Publisher of The Times Free 
Press in Chattanooga, TN, will keynote on the super 
successful Event Marketing business he's developed. 
He's personally involved in their local events, as 
evidenced by this photo of him revving the crowd at 
their recent KidzExpo event.

event marketing  
on steriods

conference, page 3
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You are well into the process of launching a brand new local 
digital ad agency business and I’d like to probe that but 
first, can you please give us a thumbnail of your company, 
market and your personal professional path that led you 
to Holden Landmark?
Holden Landmark Corp includes 4 weeklies and one monthly 
plus associated websites. We are based in Worcester, Mass, the 
second largest city in New England, and about 40 miles west 
of Boston. I began my career as a community journalist back 
in 1988 and have worked in a large and small newspaper and 
magazine companies in Massachusetts ever since.

Your digital agency launch is a true start-up. What are 
some of the drivers that led you push the ‘go’ button on 
this now?
Just instincts about the opportunity. The digital revolution 
has resulted in a dizzying number of marketing opportuni-
ties for small businesses and they need help sorting it out. 
Our motto is “It’s chaos out there. We can help.” It’s tied to 
our name as Kelley Square is a legendary traffic rotary in 
Worcester with no traffic signals and 10 different spokes of 
traffic. It’s appropriately named after a war hero! 

Where did you start? Are you using existing resources and 
making this an ‘in-house’ endeavor? Separate business? 
It’s all in-house labor with out-sourced partnerships for 
things like website development, printing, etc. While digital 
services are the spark that has created this, we are not limiting 
ourselves to that. In fact, we are seeing more initial progress 
with some traditional agency services like media buying and 
creative design. But it’s considered a separate business entity 
to the point that some clients or other media are not even 
aware of the connection.

Tell us about your goals for this business. 
Our Year 1 goal is to assess the opportunity and determine 
what we can effectively do and build. Every market and 

opportunity can be a little different I think based on the 
talent, resources and competitors you face. For example, we 
see a mix of traditional , social media and public relations 
work as a big opportunity in our market.

And, please comment on staffing and the start up 
budget?
We are doing this with in-house sales management, in-house 
lead generation from our sales force, and in-house creative 
talent back-filled by freelance, temporary labor as needed.

The folks at The Times-News in Kingsport, TN are front 
runners in the digital agency space and publisher Keith 
Wilson says there’s a “huge sweet spot” between a full-blown 
agency (high-end production/video) and the very small 
stuff. What kinds of services will you be offering and who 
are your target customers?
I totally agree with this. We are offering website develop-
ment and SEO to small businesses for as little as $100 per 
month with zero upfront cost. Creative design work for non-
traditional businesses – we did logo and letterhead design 
for a manufacturer. We have a very large, multi-phase PR 
relationship building with a large independent restaurant 
group in our market.
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Gareth Charter

Digital Agency Start-Up:
Kelley Square Communications launches in Worcester, Mass.

i think the potential here is 
very big given our local roots, 
knowledge and relationships 

with so many businesses.

Publisher
Holden Landmark Corp.
gcharter@holdenlandmark.com

Charter is the incoming Chairman of the Board for 
Local Media Association. His contributions to LMA have 
been significant over the years. He currently chairs the 
very active marketing committee and has also chaired 
numerous conferences and events over the last eight 
years. In this month’s Q&A, editor Deb Shaw caught up 
with Charter to get a status update on his new digital 
agency that was launched earlier this year. 
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I  had the pleasure 
of gaining an MBA at 
Harvard Business School, 
and one of many interest-
ing exchanges there took 
place in a Processes and 
Action course when several 
of us debated standards in 
media. My point was that 
if an enterprise did not 
have standards it sought 
to uphold, then it would 
be likely to gravitate toward 

the lowest common denominator. The other side responded that the 
best and only necessary standard is whatever pleased the audience and 
sold.

That exchange has been on my mind recently. To me, it represents 
some of the tension between those practicing journalism and those in 
the information business.

An incredibly bright, impressive and successful technology entrepreneur 
recently explained to me that one of the goals of his next business is to 
disrupt traditional media. How? By giving a better user experience to those 
seeking news. How? By giving them exactly what their interests and past 
media usage indicated they would like to read. How? By rewriting news 
that comes from newspapers into more pertinent, individually-crafted 
packages for mobile. 

Are you going to license that content which is to be rewritten, I asked? 
“No,” he responded, “Why would we do that, it’s free.”

And, what happens if such a “taking” ultimately leads to the demise 
of resource-intensive and not particularly popular journalism (because 
the originators of content no longer profi t suffi ciently to continuing 
to originate it), the response was, “If the audience wants the content, 
a supplier will emerge. If the audience doesn’t want it, then nothing is 
actually lost.”

I asked: Would he be concerned if all media just became infotainment: 
titillating and entertaining its users or gravitating toward the macabre ? 
He responded, “That’s not my problem.”

Funny, it was basically the same place the debate at Harvard took me 
13 years ago. And that, my friends, is what makes traditional journalists 
different from many modern information companies. Good journalists 
maintain standards around transparency, confl ict of interest, fairness, 
verifi cation and sourcing, as well as, usually, an intention to benefi t the 
community. The engineer-driven company is focused primarily on usage 
data analysis and monetizing the entire value chain (not just selling content 
or ads, but also selling personal, private data and psychographics). If a 
technology company can avoid an input cost, by using someone else’s 
work, it will. To it, the content is a means to an end, not an end in itself.

Some of you reading this column might think I have an animus towards 
these kinds of companies. In fact, I think we should take their tools and 
enter into partnerships with them – but we should do it while maintaining 
our standards and seeking to persuade others to develop similar ones. 

Why should they agree? 
Think about our nation today: obesity is only one manifestation of a 

culture that eats what it wants, when it wants, how it wants. To grow and 
prosper, human beings need healthy diets, not just sweets. They need 
self-restraint and personal responsibility.

The same is true about the news they read.
If traditional newspaper companies stick to our standards while at 

the same time understanding more about our users, improving the user 
experience and learning how to monetize the entire value chain better, 
there will be a future that includes responsible journalism and not just 
the catering to a lowest common denominator. Perhaps we won’t attain 
the same monetary success as purely crowd-pleasing entities, but our 
success, in the end, hopefully will matter more.

Jon K. Rust is co-president of Rust Communications and chairman of 
the Local Media Association.

Charging for content•	
E-mail marketing•	
Digital Agencies•	
Much more!•	

Planning For the Future
Legendary leader Dolph Simons Jr. at The World 

Company in Lawrence, Kansas said that one of his 
core practices is to ‘always drive with the brights 
on’ so he can envision what’s down the road and 
plan accordingly. Shawn Riegsecker, Founder & 
President of Centro LLC, will do just that in a ‘must 
attend’ session entitled The Media Landscape 
in 2016. This dynamic CEO, who has grown his 
company to over 200 employees in just 10 years 
and who raised $22.5 million in venture capital 
in 2010 (no small feat in itself ), will deliver an 
intelligent look ahead and identify the steps he is 
preparing his company for as we march into the 
era of unprecedented, and unimaginable, change 
in the media universe. His insights will underscore 
the tremendous opportunities that local media 
company leaders should be considering and for 
which they should be preparing now.

In another session, LMA President Nancy Lane 
and Recorder Newspapers Co-Publisher and Chair 
of the LMA Foundation Stephen Parker will draw 
on the intelligence they gained while attending 
the recent World Association of Newspapers study 
tour that included visits with 15+ very progres-
sive European media companies. They absorbed 
tremendous intelligence on this tour, including 
the concept of 360° selling, and will share lessons 
and best practices from which North American 
publishers can defi nitely benefi t.

Two Track Program
The agenda has several general sessions for all 

attendees but also breaks out two tracks of pro-
gramming at other times – one suited for senior 
executives and the other better suited for advertising 
and revenue-responsible managers. The best of all 
worlds is that both a publisher and ad director/
manager from a local media company will attend 
this conference together so that the team can 
gather maximum intelligence. There are registration 
discounts for multiple attendees from the same 
company. See LMA’s website at www.localmedia.
org or call 888-486-2466 for full details.

Meet with Media Buyers
As an incentive for early registration, LMA pro-

vides the opportunity to meet one-on-one with 
media buyers. These meetings run at a fast pace 
of twenty minute intervals each and are scheduled 
for all day Tuesday September 11 and the morning 
of Wednesday September 12. 

 Meeting slots are limited. Requests are taken on 
a fi rst-come, fi rst-serve basis and are based on the 
order that the conference registrations are received 
at LMA headquarters. To request meetings, send in 
your registration form (online, mail, fax or phone) 
then call or email LMA HQ at 888-486-2466 or hq@
localmedia.org to arrange your appointments. 
Note: the advertiser one-on-one meetings are 
not part of the conference registration fee. LMA 
pays for this bonus  as an enticement for early 
registrations and as a member benefi t.

Register for the conference and then 
make your appointments to meet 
with the following media buyers:

ACGMedia, Sandra Ramos and Claire Yuseco 
(Confirmed) – JCPenney, BedBath&Beyond, 
Michaels, etc.

Best Buy Company, Inc., Steve Winslow 
(Invited)

Centro, Sara Tandy, (Confi rmed)
CVS, Bob Uccello (Confi rmed)
Family Dollar (Invited)
Geomentum, Steve Mueller, Randy Novak, Tim 

Rodriquez (all confi rmed)
JCPenney, John Dennis (Invited)
Kohl’s, Matt Gunderson (Confi rmed)
Meijer Stores, Tom Vilella (Invited)
News America, Lori Heinl (Invited) – coupon 

books and solo business
NNN, Ben Zangara (Invited)
Novus, Bridgit Wallace (Confi rmed)
Nov u s / Wa l m a r t ,  M a r s h a  L a w re n c e 

(Confi rmed)
planitretail, LLC, Matthew Spahn (Confi rmed) – 

Representing Radio Shack, Winn�Dixie, Amazon
re:fuel, Randy Graf (Confi rmed) – re:fuel rep-

resents hundreds of national accounts
Kantar Media SRDS, Ron Speechly (con-

fi rmed)
Staples, Inc., Kathy Bonney (Confi rmed)
Target, Wendy Moore/Pam Armour (Invited)
Valassis, Debbie Gauthier (Confi rmed)
Vertis/Lowe’s, Dave Weiss (Confi rmed)
USSPI, Rick Baranski (Confi rmed)
Additional invitations are still going out!

JON K. RUSTJON K. RUST

Chairman
LMA Board of Directors

Conference cont’d from pg 1 The necessity 
of standards

THE DETAILS
The Local Media Association Fall 
Conference Annual Gathering of 
Publishers & Advertising Directors

The Future is Local
Disruption Presents Opportunities;
Plan Now for the Long Term

Sheraton Atlanta Hotel
Atlanta, Georgia

September 11-14, 2012

Agenda is intended for senior level 
executives and revenue-responsible 
advertising managers. Members are 
encouraged to send publisher-ad 
director teams to take maximum 
advantage of this program.

This is LMA’s largest conference of 
the year and is crafted specifi cally 
for North America’s local media 
companies. Satisfaction guaranteed 
or your registration money back!

Once registered for the conference, 
attendees can schedule one-on-one 
meetings with numerous media 
buyers that LMA is bringing to 
Atlanta. 

what:

theMe:

where:

when:

whY:

BOnUs:

whO 
shOULd 
attend:

Full agenda and online registration at
www.localmedia.org.  Hurry – early bird 
registration discounts end August 21!
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Innovation is alive 
a n d  w e l l  a t  S c h u r z 
Co m m u n i c a t i o n s  i n 
Indiana! In a fi rst-of-its-
kind initiative, Schurz is 
collaborating with The 
University of Notre Dame’s 
Computer Science & 
Engineering program on 
an ‘innovation challenge’ 
that will initially focus 
on mobile development. 
Beginning fall semester 
of this year, undergradu-
ates, graduate students 
and faculty will be asked to 
consider real-world digital 
solutions and opportuni-
ties for 21st -century media 
companies.  

 Kerry Oslund, Vice 
President/Digital Media at Schurz, has 
high hopes for this prize-based innovation 
program. “Call us curious right now,” says 
Oslund. “We’re plant-
ing a seed in the mobile 
development class and 
hope that it will quickly 
spread to other parts of 
the engineering school 
including involvement 
of their awesome algo-
rithm and data base students and fac-
ulty.”

Schurz Communications will award 
large cash prizes for winning prototypes 
that meet agreed guidelines. As a Senior 
Corporate Partner with the College of 
Engineering, Schurz has made a two year 
commitment of $50,000 ($25,000 annually). 
Participating students may also compete 
for local, statewide and national media 
recognition and opportunities to turn 
their new digital solutions into new digital 
businesses. 

To enliven projects, students and faculty 
will also receive secure access to custom 
feeds, API’s and real-world datasets from 
Schurz Communications’ wide array of 
media businesses.  

Schurz CEO, Todd Schurz, said, “Notre 
Dame’s computer science and engineer-
ing department has some of the best 
and brightest students and faculty in the 
country.” He added, “New relationships 
with young developers, designers and 
database talent - literally blocks away - is 
a potential game-changer.”

Both the University and Schurz are pil-
lars of the South Bend region, serving the 
community for 168 years and 140 years 
respectively, and have banded together 

on many projects over the years. Oslund, 
Innovator of the Year runner up in LMA’s 
2011 Local Website contest, is especially 
keen to see this collaboration come to 
fruition, commenting that the students 
are “a customer set we are extremely eager 
to hear from.”

University Perspective

Dr. Christian Poellabauer, Associate 
Professor Computer 
Science and Engineering  
at the University, is help-
ing to guide this project 
in the classroom and 
praises the collabora-
tion for broadening the 
learning experiences in 
mobile computing, mobile application 
development, and wireless networks. 

“Instructors in the Computer Science 
and Engineering Department put a spe-
cifi c emphasis on project-based learn-
ing and the new partnership with Schurz 
Communications will provide students 
with access to their expertise and data 
such that they can apply their acquired 
skills to solve real-world problems in areas 
such as digital media, publishing, social 
media, and advertising,’ says the profes-
sor. “Another goal of this collaboration is 
to nurture the entrepreneurial spirit of 
students and this innovation challenge 
will provide an opportunity to quickly 
transfer the most promising solutions to 
the marketplace.”

Contact: Kerry G. Oslund
Phone 574 247 7240
koslund@schurz.com

Media company challenges digital minds to create 
“game changer” mobile breakthroughs.

Schurz Communications partners 
with University of Notre Dame for 
prize-based Innovation program

Notre Dame’s computer science and engineering 
department has some of the best and brightest 
students and faculty in the country. Students are 
shown here demonstrating details of their recent 
project on Mobile Privacy.

Kerry Oslund

Chris Poellabauer
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The digital agency space is exploding 
and promotions/deals continue to grow 
at record pace as well. We feel that both 
opportunities are so huge and so critical to 
the future that we are hosting two one-day 
summits in Chicago this November. 

The Digital Agency summit will take 
place on November 8 and will feature 
a heavy case study format designed to 
showcase best practices, the most lucrative 
revenue streams, lessons learned, structure 
and more. They keynote presentation will 
feature a five year outlook for digital agency 
services and will be conducted by Gordon 
Borrell. This session will specifically focus 
on the biggest opportunities that will shape 
this space in the coming years.

The rest of the program will feature 
case studies from a wide variety of com-
panies. The studies will include creating 
a separate agency with a different name 
and staff as well as incorporating digital 
agency services into the existing adver-
tising department. A working lunch will 
feature four mini studies that involve 
the use of products or services that have 
proven to be successful from our R&D 
partners and their media clients. The 
ending session will feature four smaller 
market case studies.

For those that are new to the space or 

considering getting into it, a pre-confer-
ence boot camp is planned for November 
7 from 4 – 5:30. The boot camp is open 
to all attendees and will provide basic 
information about digital agency services. 
It will serve as a great refresher to those 
that are already in the space. The digital 
agency summit will also feature an inter-
national audience as 15-20 executives 
from the WAN-IFRA U.S. study tour will 
be participating. 

The Promotions/Deals Summit takes 
place on November 7. Second Street Media 
is once again the summit sponsor. This 
program will build upon the highly suc-
cessful deals summit that was conducted 
in Tampa last year. Promotions have also 
been added to the agenda this year to 
include opportunities with contests, events 
and more. The morning sessions will focus 
on promotions and the afternoon sessions 
on deals. 

Both summits take place at the afford-
able Sheraton O’Hare Airport Hotel. The 
one-day summit concept allows for a deep 
dive into a promising area of our business 
in a way that could not be accomplished 
at a general conference. 

Each summit is priced at $359 and 
includes breakfast, lunch and a networking 
reception with sponsors and exhibitors. 
Attendees that wish to attend both days 
can do so for a 30% discount. 

For our research and development part-
ners, opportunities are available to exhibit 
and even participate in the working lunch 
(first come, first serve). Contact Al Cupo 
for details at (215) 256-6801 or al.cupo@
localmedia.org. 

We hope that you will consider sending 
your managers that are charged with digital 
agency services, promotions and deals as 
well as your advertising managers. We truly 
believe that these topics represent some of 
the best opportunity for revenue growth 
in the industry in the years to come. 

The much awaited results of 
the 2012 Local Media Association 
Community Website Contest 
are in and can now be viewed in 
the entirety on LMA’s website at 
localmedia.org under the Contests 
tab. Special thanks to the staff 
and faculty at the Missouri School 
of Journalism and the Donald W. 
Reynolds Journalism Institute for 
judging this very competitive and 
increasingly compelling contest.

Among daily newspapers, the 
Cape Cod Times led with 10 
different awards, including a first 
in Best Local Community Web 
site for papers with over 40,000 
circulation, followed by 6 for the 
Record Journal and 4 each for the 
Traverse City Record-Eagle, Sioux 
City Journal and Lawrence Journal-

World. The Sioux City Journal took 
first place in Best Local Community 
Web site for papers with circulation 
below 40,000.

Among non-dailies, Metroland 
Media Group led the pack with 
16 awards followed closely by 
ThisWeek Community Newspapers 
with 14. Best Local Community 
Web site top honors went to This 
Week Community Newspapers 
Dublin for non-dailies with 
circulation over 100,000; the 
South Philly Review took the same 
honors for papers with circulation 
below 100,000.

Innovator of the Year honors 
went to Ken Pearson of Oshawa 
This Week, Metroland Media/
Durham region. See page 8 for 
related story.

NANCY LANE

President

NCY LANE

LMA

One Day Summits Address Digital 
Agency Services & Promotions/Deals

Website Contest 
Winners Announced

Check LMA's website at www.localmedia.org for a complete list of 
winners and the judge's comments.
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The idea generator that will help you
increase your sales every week!

www.newspapertoolbox.com
PROUD HOST OF THE 2012

LOCAL MEDIA ASSOCIATION CONTESTS

LMA MEMBERS!
Read on and

GET A FREE GIFT
To celebrate our second

year as host of the
Local Media Association

contests, we would like to
give you not one, but
TWO ready-to-sell
SIGNATURE PAGES

for FREE!
• One page on local shopping for back-to-school
• One page on things to do for the upcoming

Labor Day weekend

You will receive both pages for FREE.
The money you will make with both pages

is our gift to you!

Simply send us an email with
‘‘Please send me my two ready-to-sell pages

for free today’’ in the subject line
at info@newspapertoolbox.com and we

will immediately send you your signature pages.

508-749-3166,  x147

j s h o n e @ k e l l e y s q . c o mk e l l e y s q . c o m

I t ’ s  c h a o s  o u t  t h e r e .

W e  c a n  h e l p .

What kind of rate structure are you using for your agency services? 
Is it completely separate from your newspaper rate card? Do existing 
advertising clients get preferential pricing?
Yes, completely separate. Nothing special for existing clients to date. That 
could evolve. We gross up our costs from partner vendors like the website 
development company, and have developed a project-based pricing strategy 
for others with a distinct goal to provide a lower cost alternative. After all, 
we are a start-up.

Are you performing media buying services for clients and if so, how do 
you manage placement in competitive products?
Yes. Have not encountered a competitive issue yet, but I’m sure we will. To 
date, we have been negotiating out of market and even out of state.

How are you promoting your services and what has been the local reac-
tion/feedback?
Through our staff and existing relationships. A few chamber meeting spon-
sorships, ad in local business journal, direct solicitation to target clients. 
Very positive reaction so far – it’s helping build our confidence about the 
need and opportunity.

Finally, please share any key lessons you’ve learned so far with this initia-
tive? Any special insights you can share for other media companies who 
are considering a similar effort?
Think about what you are good at. Think about where you could scale effi-
ciently and profitably as work came your way. Assess how well these things 
are being done already in your market. We have to be solving problems and 
filling a real need. But if we are, I think the potential here is very big given 
our local roots, knowledge and relationships with so many businesses.

Q

Q

Q

Q

A

A

A

A

Promotional ads for Kelley Square are running in local business publications.
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Calling his use of social media 
‘amazing’, judges in the LMA 2012 
Local Web Site contest have named 
Ken Pearson as Innovator of the Year. 
Pearson is the digital/social media 
strategist at Metroland Media’s 
Durham Division/Oshawa This Week 
in Ontario, Canada.

Ken is not a trained journalist, “and 
that’s exactly why we hired him,” says 
Editor-in-Chief Joanne Burghardt 
with a laugh.  “We were looking for 
someone who would think outside 
our comfortable little box.” 

“Ken regularly challenges the ‘rules’ 
we have adopted over the years, forc-
ing us to rethink how we source stories 
and engage with our readers,” says 
Burghardt. “When it comes to serv-
ing up information our readers are 
interested in talking about, Ken gets 
it. He’s clearly a journalist at heart.”

Using online marketing and social 
media solutions to enhance key mes-
saging, interaction and brand relations, 
Pearson is helping to build a following 

through numerous Facebook contests 
and the strategic posting of strange or 
tragic news headlines, interspersed 
with a smattering of good news stories 
strategically quoted in order to build 
reaction for a follow-up editorial. 

Since the launch of this strategy, all 
three of Durham Division’s Facebook 
accounts experienced a 300% plus 
increase in ‘Likes’ in the four months 
prior to the LMA contest close – and 
they continue to grow. Durham has 

built this growth by running numer-
ous Facebook photo and video con-
tests and by promoting all of its social 
media channels extensively in print. 
In one case a Facebook page gained 
over 1,700 “Likes’ from just one photo 
contest.

Some examples of how contests 
have helped grow a Facebook fol-
lowing:

• Best Recipe Contest:
   August 18 – September 11, 2011

552 new ‘likes’•	
76 photos submitted•	

•  Night and Day Contest – 
    September 16-30, 2011

1,700 new ‘likes’•	
Over 350 photos submitted•	

•  Halloween Photo Contest: 
    October 31-Nov 8, 2011

1,558 new ‘likes’•	
Over 300 photos submitted•	
 “We are very selective about what 

and how often we post to Facebook,” 
says Burghardt. “It is important to 
not flood the people who “like” your 
Facebook page with too much infor-
mation. Rule of thumb -- no more 
than three posts to any one of our 
Facebook pages in a day.”

Public Opinion Business 
Rises Again

“Facebook has helped us get back 
into the public opinion business,” 
declares Burghardt.  Traditional written 
letters to the editor have been on a dis-
turbing downward trend and although 
letters via e-mail have taken up some 
of the slack, the net is still well below 
the historic highs of the past. So, they 
decided to go where the conversation 
is to cull opinions – Facebook.

 Every week their Opinion Page 
Editor plants two or three questions 

on Facebook inviting reader feedback. 
It’s made very clear that comments 
may be published in print. Their new 
op-ed ‘Let’s Talk’ column features 
those Facebook comments and the 
commenters ‘badge’ as published on 
Facebook.  It’s been a huge hit and a 
very effective way to give readers their 
say both in print and online.

Reporters use Facebook and Twitter 
as another way of monitoring what’s 
happening in the community and 
what’s on the minds of their read-
ers. With a quick scan of the feeds 
a few times a day they can see what 
people are saying about the stories, 
check out groups created to promote 
local events and read people’s off the 
cuff comments about local issues. 
Additionally, they use social media to 
connect with sources for stories on 
everything from school suspensions 
to unemployment. Social media net-
works are also invaluable tools when 
it comes to tracking down witnesses 
to significant events.

Local
Website
Innovator
of the Year

Pearson takes Innovator 
prize for use of social media

Ken Pearson

Tips for others who want to increase the use of social media in their websites
froM ediTor-in-cHief
Joanne BUrgHardT

Once you have people who ‘like’ your 
Facebook page, you need to publish con-
tent that will retain them and keep them 
engaged. To keep post views high you must 
commit to posting relevant content in a 
timely manner. It’s not enough to push links 
out to your followers, Facebook works best 
when you engage your fans by asking ques-
tions and opening a dialogue. Journalists can 
no longer be content with just pushing out 
information. We need to understand that by 
engaging followers in the conversation we 
can grow a loyal following. That will keep 
post views high: remember, lots of post views 
means lots of referrals to your website.

We do not post all of our top stories to 

Facebook, that’s what we use Twitter for. Too 
many posts in a day or week will result in 
a loss of ‘likes’ as people grow tired of the 
constant stream monopolizing their own 
wall.  We post select stories when we want 
feedback and community engagement. Also, 
if we just want to drive additional traffi c to 
a really great story.

Rule of thumb: no more than three 
posts per day to any one of our Facebook 
pages.

Here are two examples of how Facebook 
has signifi cantly increased traffi c to our 
websites.

Sexy bus ad prompts complaints to 1. 
Durham Transit: 7,815 page views on 
durhamregion.com – 2,360 of those were 
referrals from Facebook. The Facebook 
post sparked a lively online discussion 

receiving 107 comments. 
Bowmanville video shoot blasts off safely: 2. 
2,289 page views on durhamregion.
com - 693 of those were referrals from 
Facebook.

Some pertinent domains:

http://www.facebook.com/newsdurham 
- 5,253 “Likes”

http://www.facebook.com/Northnews 
- 1,891 “Likes”

http://www.facebook.com/
NewsDurhamKristensKritters - 1,763 
“Likes”

https://twitter.com/newsdurham - 3,014 
followers (main news channel)

http://twitter.com/north_news - 872 
followers (main news channel)Joanne Burghardt
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avenue

Title Sponsor

The
Future
is Local
Disruption Presents Opportunities; 
Plan Now for the Long Term

One-on-One Advertiser 
Meetings:

On the first day of the conference, you’ll be 
face to face with up to 15 media buyers. Over 
the years, many LMA members have built 
relationships and secured new business as a 
result of these meetings – and all it takes is one 
trip to Atlanta. Meeting slots are limited. 

Confirmed advertisers include:

ACGMedia
Centro

CVS
Geomentum

Novus/Walmart
planitretail, LLC 

re:fuel
Staples, Inc.

Valassis
Vertis/Lowe’s

USSPI
Advertiser meetings sponsored by  Kantar 

Media SRDS

The Conference for 
North America’s Leading Local 

Media Companies

This conference will deliver:
Best in class practices and ideas

New and innovative revenue streams

Technology tools to grow your business

Execution plans for the transformation process

Solutions to grow print, online, mobile and more 

To register, visit  
www.localmedia.org

SNA Members: $595* | SNA Non-Members $895*

Sheraton Atlanta Hotel 
$159 per room

Atlanta, Georgia
September 11-14, 2012

* Rates increase by $100 per registration after August 19

Sessions Include:

Event Marketing 2.0 

Presented by Jason Taylor, President & Publisher, The Times Free Press, Chattanooga, TN 

 This is the perfect session to kick off the fall conference. Learn how to start or grow 
your event marketing business into a huge new revenue stream. 

Presented by Shawn Riegsecker, Founder & President, Centro, LLC

In this session, Centro CEO Shawn Riegsecker will share his vision for 2016. The 
next 5 years will cause the greatest disruption yet – far more than anything we 

have seen so far. He is preparing his company now for the massive changes 
ahead and suggests that others do the same.. 

Moderated by Gordon Borrell, CEO, Borrell Associates

Find out what is working with digital only sales reps, hybrid staffs and those that 
are reinforcing their traditional staff with digital expertise. 

Moderated by Nancy Lane, President, Local Media Association

This year a group of 20 senior level executives met with some of North America’s 
most innovative media and technology companies. This session will feature the 
top takeaways as voted on by the attendees. The panel will include executives from 
some of the companies that were on the tour as well as some of the attendees. 

Jason Taylor

Media SRDS

Wednesday Evening Reception sponsored 
by AdMall 

Title Sponsor

by AdMall 

The Media Landscape in 2016

Shawn Riegsecker 

Sales Structure – The Age Old Debate

Gordon Borrell
 Takeaways from the Local Media Foundation’s West Coast Innovation Mission

Other Sessions Include

Email Marketing Case Studies  | Charging for Content - Best Practices

   360 Selling/Offering Digital Agency Services  | Sales Training -Best Practices 

Managing Today’s Multimedia Sales Staff

 Nancy Lane
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Why do more than
 250 publishers with 

1,000+ titles 
choose

AFL Web Printing?

Voorhees NJ  •  Secaucus NJ

856-566-1270  •  sales@afl webprinting.com

• We are the leading provider 
of WEB PRINTING, FINISHING, 
and CIRCULATION SERVICES 
for newspapers, guidebooks, 
and niche publications in the 
Mid-Atlantic region.___________________________
• Our TWO REGIONAL PRINT 
CENTERS are large enough to 
serve daily newspapers in the 
New York and Philadelphia 
metro markets and still off er 
the PERSONALIZED SERVICE 
that niche publishers expect.___________________________
• Exceptional PRINTING, 
INSERTING VERSATILITY, and 
FLEXIBILITY.___________________________
• EXPERIENCED management, 
production, and customer 
service TEAMS.___________________________
• Award-winning QUALITY.___________________________
• We are committed to  
providing QUALITY PRODUCTS, 
EXCEPTIONAL SERVICE, and 
INNOVATIVE SOLUTIONS to 
help our customers grow their 
business.

OUR FOCUS: 
YOUR SUCCESS

THE INDUSTRY
LEADER

Se
ca

uc
us

 N
J

Vo
or

he
es

 N
J

_______________________________________________

Call us at 

856-566-1270 

ext. 1328. 

We’ll show you 

how to grow 

your business.
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In the next monthly report, the Local 
Media Innovation Alliance is tackling 
‘Reseller Partnership Opportunities.’ The 
report will probe the high value opportunity 
to expand your product line and serve your 
advertisers with well-tested partners – think 
Google ad words and the like – and will also 
feature pertinent case studies. This report 
will contain deep intelligence for those 
interested in pursuing these opportunities 
and will equip readers with the tools and 
resources to quickly pursue and engage in 
reseller partnership agreements.

As this issue was put to bed, the Reseller 
Partnership Opportunity report was in final 
stages of production. Look for its release in 
mid-August.

About LMIA
A new initiative in 2012, this alliance was 

formed to bring deep intelligence about 
emerging trends that make sense for local 
media companies to explore now. A different 
report is issued each month, is profession-
ally crafted and provides useful data and 
valuable resources that correlate with the 
topic. For a modest investment, subscribers 
accelerate their learning curve and are able 
to implement new programs much more 
quickly than if they were vetting the ideas/
initiatives themselves.

Previously released LMIA 2012 
reports cover:

Event Marketing•	
Daily Deals•	
Using Free Open Source Software•	
Mobile Strategies•	
SoLoMo – Social. Local. Mobile.•	

360° Advertising Sales Opportunities•	
All reports and correlating webinars are 

available for purchase. Each report is $259 a 
la carte or purchase the annual subscription 
for $1750/year (single market media compa-
nies) or $3500/year (multiple market media 
companies – unlimited subscriptions and 
webinar seats). Contact Al Cupo at Al.Cupo@
localmedia.org for more details. 

Three terrific programs, presented by 
LMA and designed specifically for local 
media companies, are heading to Chicago 
in November and all are intended for 
revenue-responsible managers. In addi-
tion to two individual one day summits 
– one focused on the burgeoning digital 
agency business and the other covering 
the next wave of the red hot promo-
tions/deals business – is the Classified 
Multimedia Conference.

Of the individual summits, LMA 
President Nancy Lane comments in her 
page 5 column that “the digital agency 
space is exploding and promotions/deals 
continue to grow at record pace as well. 
We feel that both opportunities are so 
huge and so critical to the future that 
we are hosting two one-day summits 
in Chicago this November. “ Be sure to 
read her full column to get a sense of 
what these summits will entail.

The Classified Multimedia Conference 
is a must-attend for anyone charged with 
growing classified revenue. As in the past, 
the conference will focus on using all of 
the tools of multimedia to grow this seg-
ment of our business and will spotlight 
case studies/best practices yielding suc-
cess in local markets right now.

Early bird rates available now

FOR THE ONE-DAY SUMMITS:
Early registration before October 19 

prices are $395 each for Local Media 
Association members; $495 for non-
members; Attend both one-day summits 
and receive a 30% discount. 

FOR THE CLASSIFIED MULTIMEDIA 
CONFERENCE

Register before October 19, 2012, 
and Local Media Association Members 
participating in Classified Avenue 
pay just $259 for each attendee. LMA 
Members not participating in Classified 
Avenue pay $395 for the first attendee 
and $345 for each attendee thereafter. 
Non-Members pay $595 for the first 
attendee and $545 for each attendee 
thereafter.

Second Street Media is the 
sponsor of the Deals Summit. 

“Many local media companies have 
not structured their daily deals pro-
grams appropriately or put the necessary 
resources behind them. While there is no 
silver bullet to guaranteed deals success, 
we have used our experience working 
with more than 400 local media com-
panies to develop a model that breaks 
down the five most important factors to 
creating a successful deals program.”

-Second Street president Matt Coen

SAVE
DATES

TH
E

Nov 7-9, 2012

November 7 | Deals & Promotions One-Day Summit - 
Co-Sponsored by Second Street
November 8 | Digital Agency One-Day Summit NEW
November 7-9 | Classified Multimedia Conference

Think revenue development:

LMA heading to Chicago in 
November for three great programs

Matt Coen

The last LMIA report, 360° Advertising 
Sales Opportunities, was based on the 
intelligence gathered by LMA 
President Nancy Lane and Local Media 
Foundation Board Chairman Steve 
Parker during their recent World 
Association of Newspapers study tour. 
It contains a treasure trove of 
information about the wide sweeping 
advertising sales strategies commonly 
used in Europe.

Coming next from Local Media Innovation Alliance: 

Reseller Partnership Opportunities

No need to call American Pickers to your 
house when you’ve got the LMA Foundation 
to take your good stuff off your hands!

The annual silent auction, held at the 
Fall Conference in September, is in need 
of donated items to help raise funds for the 
Foundation and 100% of the monies raised 
will come back to support our industry. The 
LMA Foundation is dedicated to helping local 
media companies successfully move forward 
in the multimedia space through the develop-
ment of new learning initiatives, research and 
reports specific to the digital transformation.  

How to Donate
Everyone has items that are new or in 

almost-new condition that they aren’t using. 
Maybe it’s tickets to a major sporting event, 
a gift card that’s not up your alley or a bottle 
of wine from a local vineyard. These are 
the types of items that the LMAF needs 
for our silent auction to be held during the 
Fall Publishers’ and Advertising Directors’ 
Conference in Atlanta in September. All 

contributions are tax deductible.  

Popular Donation Ideas Include: 
•	Sporting	event	tickets	
•	Cultural	and	arts	tickets	
•	Getaways/Travel	
•	Golf	
•	Jewelry	
•	Wine			
•	Dining	certificates	
•	Regional	food	items/specialties		
•	Electronics/Technology	
•	Industry-related	services	
•	Gifts/Collectibles	
•	Music	
•	Gift	cards	for	retail	outlets	
•	Your	choice	-	Be creative!!! 
To donate, or make a cash donation, con-

tact LMA headquarters at info@localmedia.
org or by calling 888-486-2466.

The SNA Foundation is a Section 501(c)
(3) organization and is eligible to accept tax 
deductible charitable contributions.

Auction Items Needed
Support the work of the LMA Foundation by donating a tax deductible donation
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Visit us at

The A
tlanta

Conference

Septem
ber 11-14Future Proof Your Content

Take a leap forward with our seamless publishing solution

Call 404-645-7190      Email info@pagesuite.com      Visit www.pagesuite.com

Enhanced apps

Integrated advertisements

Digital and mobile subscriptions

Data capture



14  |  LOCAL MEDIA TODAY  |  August 2012

O’Connor Named President 
& CEO of Black Press

Da v i d  Bl a c k ,  C h a i r m a n  a n d 
owner of Black Press has appointed 
Rick O’Connor to the position of 
President and 
Chief Executive 
Officer of Black 
Press  Group 
Ltd.  Black and 
the Board have 
an unreservedly 
high opinion of 
O’Connor and 
look forward to 
his expanded 
role in the com-
pany. Black will remain Chairman of 
the Board.

As CEO, O’Connor becomes fully 
responsible for the operations of Black 
Press Group in all regions; British 
Columbia, the Prairies, Central Web, 
Washington State, Ohio and Hawaii.  
Regional and division presidents will 
report directly to the CEO.  

O’Connor has previously held 
the positions of COO, COO BC, and 
President of MetroValley Newspapers, 

since joining Black Press Group in 
1998.  He got his start in publishing 
in 1978 in Vanderhoof and in 1983 
sold his company to Black Press. He 
helped Black Press launch Kamloops 
This Week in 1988 and has also served 
as a publisher and group publisher 
for two other newspaper groups. He 
is a former President of Suburban 
Newspapers of America (now Local 
Media Association).

 O’Connor was awarded Local Media 
Association’s prestigious Dean Lesher 
Award for his contributions to the 
North American suburban newspaper 
industry in 2009 and holds a Silver 
Quill from CCNA.

Dewey Named Publisher at 
JRC New York Newspapers; 
Fusfeld Retiring

Jan Dewey, the advertising direc-
tor of the Poughkeepsie Journal, has 
been named publisher of the Journal 
Register Co.’s New York newspapers. 

The papers include The Saratogian 
in Saratoga Springs, The Record in 
Troy, The Daily Dispatch in Oneida 
and the Freeman in Kingston. She 

will manage operations in Kingston, 
where she will be based. 

Ira Fusfeld, 
who has been 
p u b l i s h e r  o f 
the Freeman 
for 25 years, will 
become pub-
lisher emeritus 
a n d  r e m a i n 
i n v o l v e d  i n 
management at 
the newspaper.

Michael O’Sullivan continues as 
publisher of The Saratogian and The 
Record. 

“At every level of her career Jan has 
proven she understands the need to 
meet and exceed customer expec-
tations. Her leadership in the ever-
changing media landscape made her 
the clear choice to continue the digital 
transformation in our New York clus-
ter,” said Jeff Bairstow, president of the 
Yardley, Pa.-based Journal Register 
Co. and Digital First Media, in report 
released Tuesday on the Freeman’s 
website.

‘Project Thunderdome’ 
Names Editor; Launches 
Curation Team 

Digital First 
Media, which 
co-manages 
MediaNews 
G r o u p  a n d 
Journal 
Register 
Company, 
named Robyn 
T o m l i n  a s 
E d i t o r  o f 
Thunderdome, 
the Company’s centralized digital 
news operation.

Tomlin, 41, who most recently 
served as Executive Editor of the 
StarNews in Wilmington, N.C., will 
report to DFM’s Editor-in-Chief, 
Jim Brady, and will be responsible 
for non-local content across the 
Company’s network of more than 
800 multi-platform products.

“Robyn understands the challenges 
facing local newsrooms because she 
has been there – as a reporter, an 
editor and in leading editorial inno-
vation efforts for newsrooms across 
the New York Times Regional Media 
Group. She is one of the most innova-
tive and forward-thinking journalists 
I know and she has embraced the 
challenges our industry is facing by 
turning them into opportunities,” 
said Jim Brady, Editor-in-Chief of 
Digital First Media. 

DFM’s Thunderdome, based in New 
York City, will provide content for the 
more than 800 multi-platform prod-
ucts – including print, web and mobile 
– produced by MediaNews Group and 
Journal Register Company.

Additionally, DFM has created 
a national Curation Team as part 
of Thunderdome and named Julie 
Westfall, former Associate Editor 
for KPCC.org, as Curation Team 
Leader.  Westfall will drive the devel-
opment and execution of national 
and local curation strategy across 
Digital First Media. She will lead the 
team of curators in the day-to-day 
news process and coordinate their 
efforts with those of local newsrooms 
across Digital First’s footprint.

Angela Carter and Karen Workman, 
who have most recently served as 
Community Engagement Editors 
at the New Haven Register and The 
Oakland Press respectively, will join 
the team as Curators. 

LMA’s Tanya Henderson to 
Join Marketing Solutions 
Group as Senior Vice 
President of Marketing

LMA has said farewell to Tanya 
Henderson 
w h o  l e f t 
her  post  as 
Advertising & 
Membership 
Relations 
D i re c t o r  t o 
join Marketing 
Solutions 
G r o u p.  S h e 
joins MSG in 
early August as 
Senior Vice President of Marketing.

In this newly created position 
Henderson will be responsible for all 
marketing and communications initia-
tives of MSG to current and potential 
customers.  

“We are thrilled to have someone of 
Tanya’s expertise and experience join 
our company”, said Monica Bartling, 
CEO and President.  “She has been 
working with media companies for 
many years and truly understands the 
power of database marketing and its 
importance in sales and marketing 
operations.”

Prior to her work with LMA, 
Henderson was the Sales and Marketing 
Development Director at Media 
General as well as holding positions 
with the Richmond Times-Dispatch 
(VA), The Grand Rapids Press (MI) and 
Lancaster Newspapers (PA).Dirks, Van Essen & Murray

D& VM
EVENING POST PUBLISHING COMPANYHAS SOLD

TOOMAHA WORLD-HERALD COMPANY
a subsidiary of Berkshire Hathaway
We are pleased to have represented Evening Post Publishing Company in this transaction.

Santa Fe, NM   t: 505.820.2700   f: 505.820.2900   www.dirksvanessen.com

BRYAN-COLLEGE STATION (TX) EAGLE
20,000 daily circulation

Rick O’Connor

Jan Dewey

Robyn Tomlin Tanya Henderson

People News:
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Company News:

LET US HELP YOU  
GET THERE

Need printing, inserting, binding and mailing 
for your publication? We’ve got it all and much more... 

1 to full-color printing, fulfillment and distribution,  
variable data imaging, detached address labels and cards, 

FSI printing and high-speed inserting capabilities.

We know you’re taking the road less 
traveled and the journey can be rough. 

Your Partner in Publishing and 
Overcoming Obstacles

print media. digital media. endless possibilities

We offer Smart 
Publishers:

- The finest Newspaper, Niche Publication 
and Magazine manufacturing available

- Internet and Mobile Publishing with 
bartash:eDITIONS™

- Opportunities to Grow Your Business 
with bartash:ROI

- Bartash Digital Solutions featuring Mobile Apps

- Comprehensive Subscription and 
Circulation Management services

- Customized On-Site Training and 
Strategic Needs Analysis

- Creo InSite™ Web Based Soft Proofing

5400 Grays Avenue    Philadelphia, Pa. 19143    800.599.9792    bartash.com

Old Style Edition Marks 
Anniversary

The Patriot Ledger, a GateHouse Media 
newspaper, marked a milestone anni-
versary recently, celebrating 175 years 
of publishing a local newspaper on the 
southern outskirts of Boston.

To honor the event, the staff at the 
Ledger decided to produce the anniver-
sary edition as it looked back in the 1800s. 
The design staff, IT folks and technicians 
painstakingly recreated the old look 
by scanning an original early-edition 
newspaper to copy the nameplate of 
The Quincy Patriot, the predecessor to 
The Patriot Ledger.

Publisher Chazy Dowaliby shared that 
as part of their celebration, they engaged 
their readers by asking for poetry, a staple 
of their early front pages, and received 
more than 50 submissions.  �And we 
�went public� with a hometown event 
that drew hundreds to the center of our 
city  to see horse drawn carriage carrying 
our newsboys, dressed in traditional 
knickers and caps, hawking papers and  
riding along with President John Quincy 
Adams,� said Dowaliby.

The historic looking edition was widely 
praised and coveted and their circula-
tion folks could barely keep up with 
the demand. 

New Colorado Community 
Media Banks on Local Going Big

Joint venture creates a single source 
access to 19 communities across the 
Front Range

Colorado Community Media (CCM), 
a new joint venture in the community 
news and media business, is capitalizing 
on a trend of news going local—hyper 
local. 

Statistics show that community papers 
are more consistently read and retained 
by community residents than their larger 
metropolitan counterparts. And, the 
movement to ‘Buy Local’ has advertisers 
large and small giving local news media 
a respectable portion of their advertis-
ing budget. 

Colorado Community Media, itself 
locally owned and operated, is looking 
to capitalize on the renewed local focus 
by providing their nineteen communities 

with the widest variety of news and local 
events for their subscribers. Their most 
recent coup is landing Denver society 
columnist Penny Parker.

Launched in April with a readership of 
more than 400,000, Colorado Community 
Media represents the second largest 
media group in Colorado. The collective 
papers’ format is not the only change the 
new management rolled out. The new 
size will allow for more photos, more 
stories and more coverage of each com-
munity, which translate seamlessly to the 
online format for those that want their 
news on their iPad, laptop or desktop. 

On the advertisers’ side, CCM has 
revamped their pricing and offerings 
for consistency across all 19 papers and 
websites. 

“Our new format is about allowing 
more news, events, and advertising to 
fl ow between community members,” 
says CCM President Jerry Healey. “We 
strive to be that conduit between com-
munity members, whether you’re a family 
looking for activities or a resident with 
a need for a product or service that a 
business in the community provides.”

The staff consults with local business 
owners to help place their ads in the right 
place at the right time, a throwback to 
great customer service that most papers 
can no longer offer, but one the staff at 
CCM embraces. 

“Community response to the increased 
content and new format has been 
incredible” said Healey. “Wherever we 
go, readers tell us that they are spending 
sustainably more time with the papers 
and are enjoying it much more”.

Omaha World-Herald Company 
to buy Waco (TX) Tribune-Herald

The Omaha World-Herald Company is 
acquiring the Waco (TX) Tribune-Herald 
from the Robinson family of Waco, Texas. 
The deal is expected to close on July 31.

 The Tribune-Herald is a 34,000 
circulation daily and 39,000 Sunday 
newspaper serving the greater Waco 
area. It was acquired by the Robinson 
family in 2009.

 “We’re delighted to have the Waco 
Tribune-Herald join our growing family 
of newspapers,” said Terry Kroeger, CEO 
of the Omaha World-Herald Company. 

“This is a very strong, growing market with 
terrifi c assets, including Baylor University 
and the new research park.

“We will work with the local managers 
in Waco to determine what changes may 
be appropriate, and we look forward to 
the opportunity to work with the team 
at the newspaper.” Kroeger said.

Dirks, Van Essen & Murray represented 
the Robinson family in the transac-
tion.
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By Skye kinkade 
reporter for Mt. Shasta area 
newspapers and Sri participant

Thanks to a grant from the Robert R. 
McCormick Foundation, 18 journalists 
were awarded scholarships to attend a 
two-day specialized reporting institute 
that took place last month in Chicago at 
the Sun-Times.

At the conclusion of the July 16 and 17 
Special Reporting Institute in Chicago, 
Medill Journalism professor Bill Handy 
envisioned a project in which 18 jour-
nalists from around the US and Canada 
would collectively report about innovative 
mental health programs offered in their 
own communities. Though a week before 
such an ambitious project would have 
seemed impossible, after two jam-packed 
days of inspirational and informative 
presentations from top speakers in vari-
ous fields, the project seemed not only 
attainable, but exciting.

Each of the participants came out of the 
SRI, funded by the McCormick Foundation 
and co-hosted by the Local Media 
Association and Associated Media Press 
Editors, with concrete ideas for implement-
ing fresh projects in their own newsroom. 
Though the Institute concentrated on how 
the economic crisis has impacted mental 
health, journalists gained new perspectives 
on a variety of topics, and left enthusiastic 
to get started.

“I learned a huge amount,” said Claire 
Paradis, associate editor of the Arrow 
Lakes News in Nakusp, British Colombia. 
“I’m taking away specific tools that I can 
implement right away, as well as basic 
journalism skills that will make my news-
paper better.”

Encouraging journalists to shape their 
own destinies by concentrating on the 
positives, rather than the negatives that 
exist for the industry today, Milwaukee 
Journal Sentinel deputy managing editor 
Tom Koetting motivated the attendees 
to become “change agents” in their own 
newsrooms.

“Don’t tilt at windmills; don’t let the 
naysayers get you down,” said Koetting. 
“Work within the constructs of your orga-
nization to build a collaborative process 
in which everyone agrees on the goal.”

Koetting explained that by chipping 
away at stories bit by bit and planning 
ahead, amazing accomplishments can 
be achieved and recognized. Indeed, 
as Koetting pointed out, prize winning 
stories have been written by busy report-
ers conducting interviews between their 
children’s Little League games. He used 
the example of his own part-time reporter 
Raquel Rutledge, who wrote a Pulitzer 
Prize winning series of stories about 
phantom day care centers used to get 
government funding, all while raising 
her family.

For me, an often-harried full time 
reporter with four young children, this 
thought was a heartening one. It sets 
my mind whirling with possibility and 
encourages me to continue doing what 
I’m passionate about – telling stories that 
mean something to my community.

Knowledgable speakers, 
new ideas

The SRI featured eight speakers to pro-
vide perspective on how the economy is 
impacting mental health across North 
America, from academics to seasoned 
reporters and editors.

Board-certified clinical psychologist 
Terrence Koller spoke about the afflictions 
people experience as a result of stress. 
Some stresses can be caused by economic 
factors, including a business readjust-
ment, change of financial state, a large 
mortgage or foreclosure, said Koller, who 
also serves as the Executive Director of the 
Illinois Psychological Association.

“The economy could be the thing that 
sends a person over the edge,” Koller 
said, adding that people deal with stress 
differently: some may become depressed, 
experience increased anxiety, develop 
compulsive behaviors or begin abusing 
substances such as drugs or alcohol – all 
things journalists may want to look more 
closely at to illustrate the effect of today’s 
economy on people’s everyday lives.

Marian Frattarola-Saulino, CEO of the 
nonprofit agency Values Into Action, spoke 
about the difficulties of those who experi-
ence intellectual disabilities. She provided 
many ideas for reporters to follow up in 
their own communities, including a look 
at how mental health agencies make use 
of public money, and how cuts in budgets 
may lead to institutionalizing those who 
could most likely live a better quality life 
at home with family with significantly less 
cost to the taxpayer. 

Sparking thought-provoking dialogue 
and critical thinking about how to handle 
the sensitive topic of suicide was Steve 
Moore, whose own 19 year old son died 
by suicide in 2006. He provided some 
do’s and don’ts reporters should consider 
following while reporting on the topic. 
His talks served as a reminder that while 
journalists may feel the necessity to report 
suicide as breaking news, there is always 
someone on the other side of the story.

Though coming into the SRI, many 
reporters and editors may have expected 
to discuss the connections between sui-
cide and economic struggles, they learned 
from Moore that never is it accurate to 
attribute suicide to a specific cause. 

“It’s just not that simple, and you’ll 
always be wrong,” Moore said, citing 
research that shows 90 percent of those 

“This specialized reporting institute provided an incredible two days 
of high level training for community journalists on a topic of vital 
importance to communities across North America,” said Local Media 
Association President Nancy Lane. “Many story ideas were developed 
and attendees learned about a lot of sources to find data and informa-
tion in their local markets. We are also excited to share many of the 
learnings with the industry. Our grant allowed for funds to videotape 
the sessions and we are going to make the top 3-4 available along 
with related webinars. We are extremely grateful to the McCormick 
Foundation for funding this extremely valuable learning opportunity.” 

IMMEDIATE RESOURCE: Go to LMA’s website and read the News stories 
about the SRI. There are many valuable nuggets contained within them.

Reporting symposium yields valuable lessons

Bloomberg’s Tom Contiliano, left, and Kevin Orland, speak to SRI 
participants about the basics of the economy, and how to ask difficult 
questions like a pro. They gave suggestions about the best and most simple 
places reporters can look to gain insight into the inner workings of 
businesses and non-profits in their own communities.

Medill Journalism professor and symposium coordinator Bill Handy speaks 
with participant Emma Perez-Trevino about possibilities for the future over 
some slices of Giordano’s Chicago-style pizza during a two-day symposium 
at the Chicago Sun Times.

Continued on next Page
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who die by suicide have underlying 
mental health issues.

Jack Doppelt, publisher of Immigrant 
Connect and RefugeeLives, posed 
questions about how reporters should 
pursue their stories, and when it may 
be inappropriate to use a source, par-
ticularly if they are mentally ill, or if 
the interview process may damage the 
interviewee’s mental health. 

Bloomberg’s Tom Contiliano and 
Kevin Orland explained the basics 
of the economy and useful places 
journalists can look to gain new 
perspectives into the inner workings 
of businesses and not-for-profits. 
Examining cash flow sheets of major 
employers in individual communities 
can be an enlightening and useful tool 
for determining how money trickles 
down, they explained. 

Participants were also treated to a 
plethora of resources to create mul-
timedia elements that can enhance 
their reporting, and ways to mine 
data for stories that would otherwise 
not be told. 

Jeremy Gilbert, assistant professor 
at Medill, gave some tips and strate-
gies to enhance digital innovation, 
using simple tools and social media 
such as Twitter. He gave some specific 
examples of projects put together by 
his own students, which served as 
jumping off points for ways reporters 
to tell a story in a fresh way.

Alex Richards of the Chicago 
Tribune’s investigative team spoke 
about the importance of reliable data 
and statistics to back up reporting 
and to uncover important stories that 
need to be told. He encouraged all 
journalists to get a basic knowledge 
of data management tools including 
simple programs like Excel and free 
Google tools that are readily available 
and accessible.

Possibilities

Before the participants caught the L 
or headed to the airport to fly to homes 
in all corners of the continent, they 
spent a couple of hours munching on 
Giordano’s Chicago-style pizza and 
discussing ways to bring what they 
learned back to their own newsrooms. 
From immediate actions to visions of 
large projects to be completed a year 
from now, groups brainstormed story 
ideas and ways to create long lasting 
progress from the experience. 

Handy’s idea to create a collabora-
tive story was met with a sense of 
excitement and potential. Harnessing 
the power of a motivated group of 
journalists will be a task examined 
during future webinars. Each of 
the participants promised to keep 
in touch and continue spreading 
the excitement and insights they 
gained from the experience for years 
to come.

story ideas 
from the SRI 
Symposium

10
1
2
3

4

5

6

7

8
9

10

Why can’t we link 
suicide rate to the 
economy?

How does health 
care reform affect 
our communities 
immediately? 

Talk to employers 
about why they 
can’t continue same 
health care coverage 
given the health care 
reform law passage.

With elections 
upcoming, ask 
candidates their 
views on mental 
health issues, 
funding, etc. 

How are mental 
health professionals 
impacted by lower 
funding, clinics 
closing, etc.?

How are local 
mental health 
agencies making 
use of public 
money?

We have a 
burgeoning mental 
health crisis. Who’s 
there to take care 
of us? 

Talk to people 
who have received 
treatment.

Q&A with 
mental health 
practitioners.

Interview HR people 
on how they handle 
lay-offs, pay cuts – is 
there a safety net or 
do you just hand the 
employee a box and 
tell them to clear out 
their desk? 

Holly Wise is City Editor at the Killeen 
Daily Herald, Killeen, TX. 

Melissa Westphal is a reporter at the 
Rockford Register Star, Rockford, IL. 

Saerom Yoo is a reporter at the Statesman 
Journal, Salem, OR.

Stephanie Porter-Nichols is Editor at the 
Smyth County News & Messenger, Marion, 
VA.

Conrado “Sluggo” Rigor is Editor/
Publisher at the Filipino-American Bulletin, 
Seattle, WA.

Eric Vreeland is Breaking News Editor at 
the News Sentinel, Knoxville, TN.

Kevin Lyons is the news editor of the 
daily Northwest Herald. Crystal Lake, 
IL.

Claire Paradis is the associate editor of 
the Arrow Lakes News in Nakusp, British 
Columbia.

Anne Neborak is a reporter, columnist 
and photographer for the Delco News 
Network, Holmes, PA.

Kate Pastor is Editor at the Riverdale 
Press, Bronx, NY. She is also the reigning 
Local Media Association Editor of the 
Year, non-daily newspapers.

Emma Perez-Trevino is the senior reporter 
at the Brownsville Herald, Brownsville, 
TX

David Pollard is a reporter at Pioneer 
Press in suburban Chicago, IL.

Larry Hendricks is a News Team Leader 
for the Arizona Daily Sun, Flagstaff, AZ.

Barb Ickes is a columnist and reporter 
for the Quad City Times, Davenport, IA.

Skye Kinkade is a reporter for the Mt. Shasta 
Area Newspapers, Mount Shasta, CA.

Amritha Alladi is a reporter at The News 
Star, Monroe, LA.

Karrey Britt is a health reporter at the 
Lawrence Journal-World, Lawrence, KS.

Dolly Butz is a health reporter for the 
Sioux City Journal, Sioux City, IA.

Journalists Who Took Part in the SRI Training:
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Photo of the month

Deanna lewis

Director of Sales
LMA Staff

Deanna lewis

LOCAL PAPERS. MILLIONS OF READERS. DEEPLY DISCOUNTED RATES.

avenue

avenue

Local papers. Millions of readers. Deeply discounted rates.

LOCAL PAPERS. MILLIONS OF READERS. DEEPLY DISCOUNTED RATES.

avenue

avenue

Local papers. Millions of readers. Deeply discounted rates.

update:
The Classifi ed Avenue aggregated online 

marketplace is now available in its beta 
version for all Local Media Association 
members to participate at no cost & I encour-
age you to get in on this initiative. Check it 
out at www.classifi edavenue.net

There are many other reasons why you 
should consider participating in Classifi ed 
Avenue’s aggregated marketplace includ-
ing:
■ Absolutely no cost to Local Media 

Association members to participate
■ Customers delivered back to your local 

website when accessing a classified 
ad, creating a two-way street between 
Classifi edAvenue.net and your site

■ More traffi c to your newspaper’s site
■ Attracts consumers who otherwise may 

not have visited your newspaper’s site
■ Maximizes your advertising reach

■ Competes with other online classifi ed 
aggregators (Craigslist, E-bay, etc)

■ Creates cross-category & cross-commu-
nity shopping

■ Extends your brand’s exposure through 
strategic logo placement

■ Increases the value of advertising in 
your publication

■ Generates additional leads and inquiries 
for your advertisers

■ Increases advertiser exposure beyond 
your local website.
We are very excited about this new web-

site and have had a lot of interest both 
from our member newspapers as well as 
advertisers.  In Beta, we are already getting 
self serve ads with no marketing!  

I’m always eager to talk with you about 
our endeavors and this one in particular. 
Reach out to me anytime. 

Classifi ed Avenue.net — Are you signed up yet? The Antelope Valley Press, a family owned 
newspaper in the fast growing Southern 
California market is seeking an experienced 
professional to lead our Classifi ed Advertising 
sales team, to implement creative sales strate-
gies, and build alliances with advertisers.

The position requires the ability to direct, 
coach, and motivate the sales staff to partner 
with clients to grow business and increase rev-
enue.  Must have 3 to 5 years of sales leader-
ship experience, be detail oriented, organized 
and passionate about building relationships 
and partnering with businesses to help them 
grow.  Prior management experience required; 
newspaper advertising experience preferred.  
Strong communication and presentation 
skills a must.  PBS and DTI a plus.  

The AV Press is the source for all of the 
Antelope Valley’s local news, sports, advertis-
ing and more.  Send resume by mail to P.O. 
Box 4050, Palmdale, CA 93590-4050 or e-mail 
cbryant@avpress.com.

heLp wanted

Classifi ed Advertising 
Director

Photographers Name : Charles Russo
Staff  Photographer - Half Moon Bay Review • A Wick Communicati ons property
Coastside Mixed Martial Arts founder James Pendergast teaches a blend of kung fu, aikido, boxing and 
submission-style wrestling at his studio in Moss Beach, Calif.
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Digital Community
H O L D I N G S

D C H . c o m

™™

Need help with your Digital Development?
When “off the shelf” programs offer more (or less) than you really need, 

a custom solution is most likely the best solution.

We can build you a web-enabled application that fits 
your specific needs - at the right price.

Call today.
800-944-3276

(limited scheduling currently available)

DCH.com

Social Classifieds 
Platform

Where framily and friends share classifieds

SMfrassifieds

Automotive 
Verticals

Real Estate 
Verticals


