
Today
www.LOCALMEDIA.ORG INNOVATE EDUCATE INSPIRE

FEB. 2012

summit  pg 16awards  pg 14

Local Media Foundation receives grant Revenue Summit heads to Tampa BayNewspaper of the Year

Local Media Association
116 Cass Street
Traverse City, MI 49684

RETURN SERVICE REQUESTED

PRSRT STD 
U.S. POSTAGE PAID

PERMIT #149
CHERRY HILL, NJ

grant  pg 6

Rick Surkamer, President & Chief 
Operating Officer, Sun-Times Media, LLC

In the session about End-to-End Transformation, 
Surkamer will share deep insights about:

Their operational transformation across all assets in a 
traditional newspaper

The impact on their community, daily and metropolitan 
brands

How they went from ‘heavy asset’ to ‘asset light’
Their specific approach: focus on operations first which 

enabled their shift to ENTIRE focus on market-place
The impact on systems, technology, distribution, inter-

Last Call

Runs FebRuaRy 27-29 in san antonio, texas – RegisteR now!

for Key 
executives 
Mega-
Conference  

Three Industry Associations –  
One Mega-Conference 

Co-presented by the Local Media Association, 
Southern Newspapers Publishers Association 

and Inland Press Association, the Key Executives 
Mega-Conference will convene at month’s 

end and registration is underway. Go to www.
localmedia.org  for complete details. 

Nearly 500 of the 
industry’s top 
executives will 

gather in San Antonio 
later this month for 2.5 
days of innovative and 
cutting-edge program-
ming and networking. 
The Mega-Conference 
will start on Sunday 
at 3:30 PM with an 
optional two hour daily 
deals summit - espe-

cially prepared for senior 
level executives (see page 3 
for more information). It is 
worth the earlier flight on 
Sunday to attend as this 
space is exploding and 
truly represents one of the 
biggest revenue opportu-
nities on the digital side 
for 2012.

 All of the sessions will 
focus on emerging case 
studies, best practices and 

recent success stories cov-
ering topics such as digital 
agencies, event marketing, 
mobile, deals & more. 

The chock full agenda 
has been developed spe-
cifically for local newspa-
per companies and their 
multi-media offspring, 
with growth and strategic 
planning as primary com-
ponents.  Superior speakers 
will address timely topics 
and this gathering is guar-
anteed to over-deliver 
deliberate deep thinking 
and keen interaction with 
hundreds of key executives 
from local media compa-
nies throughout North 
America.

Why You Should 
Attend

Senior executives will 
want to attend to learn 

Joe BoydstonKirk Davis David Black Rick Surkamer
ConferenCe, page 3

SpeakerS, page 3

Some speaker previews

Bonus 
Session

Two Hour Executive Level 
Summit on Daily Deals 

Added to Mega-Conference 
See page 3 for more details.

Donna Barrett John Paton

Keith Wilson Brandon Erlacher

Bill Quick Matt CoenBen Shaw
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sales work, post sales support 
and order management, fulfill-
ment, reporting, etc., etc.

We’ve also launched a team 
of “Account Development 
Managers” who will act as 
inside sales/appointment 
setters, both for digital as 
well as legacy properties.  The 
idea being that the ADM team 
augments the prospecting and 
efforts the legacy sellers engage 
in- cold calling, prospecting, 
appointment setting, lead 
qualification, etc., etc.  We have 
budgeted a large amount of 
incremental sales through the 
legacy sellers through the ADM 
team.

All told, the vertical teams, 
the telesales team, the digital 
subject matter experts and the 
account development team 
have and will be the game 
changers we’ve implemented 
since 2010, and will continue to 
change the game in 2012.

The results you are 
seeing?
We launched DDM at the 
end of 2009.  YoY growth 

’09-’10 was 70%.  ’10-’11 was 
55%.  ’11-’12 is projected at 
35%.  ’12-’13 is projected at 
25%, ’13-’14 at 21% and ’14-’15 
at 20%.

Growth across all sales chan-
nels has been phenomenal, 
and is supported and driven by 
the teams and methodologies 
mentioned in the paragraphs 
above.

How has your manage-
ment structure changed 

to support this approach?
A lot of the management 
structure we have put 

in place has driven results, 
including dedicated digital 
management- Director of 
Integrated Sales, Director of 
Digital Ad Products, Director 
of Sales Support, Director of 
Account Development and 
Digital Business Development, 
Telesales Supervisors, Vertical 
Sellers, Account Development 
Managers, Digital Subject 
Matter Experts and others.

Can you talk about 
mobile and specifically 

the opportunity that exists 
currently for local media 
companies?

DDM’s digital properties 
currently include KSL.

com and DeseretNews.com, 
as well as a Deals app.  A Local 
app is forthcoming, as well as 
other apps.  

Across our KSL.com property 
we receive over 30M pageviews 
each month.  However, to be 
honest we’ve been slow to 
monetize like we need to due 
to a variety of reasons, not 
the least of which was proper 
tagging to allow for specific 
targeting on the mobile site. 
We’ve since implemented the 
necessary tagging, and will be 
rolling out our full site mobile 
strategy in the coming week. 
With 30M pageviews, inven-
tory is high, and with an even 
average CPM, the incremen-
tal revenue potential is very 
high.  Low hanging fruit will 
be calls to existing classifieds 
advertisers who are sponsoring 
specific sections, with a pitch 
for an add-on for the mobile 
site.  In addition, many local 
agencies and direct advertis-
ers who have wanted to jump 
into mobile advertising will 
now come on board, as many 
of them were not interested in 
ROS, and are more interested 
in specific targeting.

As we continue to grow 
out our mobile strategy, 
geo-fencing, location aware 
services, mobile video, and 
in-app advertising all are on 
the horizon.

The opportunity is very 
large, with more and more 
resources shifting from desk-
top to mobile- and we’re plan-
ning the same this year (with a 
slow ramp), and then next year 
(with a much steeper growth 
slope).

What are some of the 
strategies that you are 

deploying/developing to 
fully exploit new media sales 
opportunities? Best practices? 
Any endeavors that haven’t 
worked so well?

Long-tail sales via the 
telesales team is one of 

the largest, which at the end 
of this year will be around a 
$4M line item in and of itself.  
Most of these advertisers can’t 
afford more traditional media, 
and don’t feel that that’s where 
their investments are best 
spent. New media, with its 
three headed value proposi-
tion of Targeted, Interactive 
and Measureable, are more and 
more becoming the media of 
choice, and the sales process 
to sell and prove ROI is more 
and more appealing.

Best practices include- digi-
tal specific pitches, measure-

I want to explore your 
approach to new media 

sales but before we get into that, 
can you please give us a rundown 
of your professional background 
and the path that led you to 
Deseret?

I’ve spent most of my pro-
fessional career in the sales 

arena- sales management and 
executive positions.  I’ve been VP 
Sales and Business Development 
of several different companies, 
and have always managed senior 
sellers who carried large revenue 
quotas. In addition, I have years of 
call center background through-
out my career.  The intersection 
of those two was in senior execu-
tive positions for large call center 
organizations.

I also had two different stints 
with America Online, and then 
earlier in my career also worked 
with Prodigy, the first really suc-
cessful national ISP.  So, between 
those positions and time spent, 
I have a good feel for online and 
digital.  I’ve also worked with such 
high tech, blue-chip companies like 
HP, Motorola, Intel, Verizon, Canon, 
Symantec and others.  So, all com-
bined, I feel very comfortable in 
the digital space, and working with 
sellers, both senior and the more 
entry-level telesales team we’ve 
implemented.  

I  hold an MBA from the 
University of Utah, and have spent 
a significant amount of time in 
national and international travel 
for business.

I understand that over the 
past couple of years your 

company has radically shifted the 
sales approach from legacy reps 
selling everything to the develop-
ment of digital only sales teams. 
Tell us about that evolution and 
the core philosophy that is driv-
ing your advances in new media 
sales?

We still have legacy sellers 
in place, and have worked 

(and continue to work) to help 
them be successful in selling both 
their legacy products, as well as 
digital.  When we launched Deseret 

Digital Media, we launched with 
two specific teams- a dedicated 
direct Account Executive team, 
calling on national advertisers and 
agencies, and a telesales team call-
ing on local long-tail advertisers 
(mostly SMBs).  The direct team 
was the hardest to help make suc-
cessful, as the national play was 
difficult for a local/regional set of 
properties, but the telesales team 
was extremely successful from the 
first month.

The direct team has really been 
reconfigured into what we call 
“vertical sellers”- dedicated sell-
ers who sell Deals and Local, and 
perhaps in the future will sell our 
print website and our Cars property 
specifically.

Our legacy sellers (who sell TV 
and Radio, both AM and FM sta-
tions) have been very successful 
in the last two years due to our 
implementation of a Director of 
Integrated Sales (a senior Deseret 
Digital Media resource who is 
embedded with the legacy teams 
and helps them drive digital sales, 
both through four-legged sales 
calls, proposals, etc.).  

This Director has done an 
incredible job of educating and 
bringing greater engagement and 
digital awareness to the legacy 
teams, and we’ll be implement-
ing two additional “Digital Subject 
Matter Experts” in the next month.  
These two individuals will continue 
on the tradition the Director of 
Integrated Sales put in place pre-

Q

Q

Q Q

Q

Q

A

An OFFiciAl PuBlicAtiOn OF 
lOcAl MEDiA
ASSOciAtiOn

Local Media Today is published in print 
and digitally by the Local Media Association, 
the only non-profit trade association in 
North America that specifically represents 
the needs and interests of local newspaper 
and media companies, their multi-media 
publishing entities and other community 
based affiliations. 

With a tagline of Innovate. Educate. 
Inspire LMA provides leadership for its 
members and support for their endeavors 
including their pursuits of journalistic 
excellence, sales and marketing expertise, 
audience development, community-centric 
initiatives and leadership values through the 
ongoing development and dissemination 
of powerful, innovative and valuable 
resources.

lMA Headquarters:
116 Cass Street 

Traverse City, MI 49684
888-486-2466; Fax: 231-932-2985

email: hq@localmedia.org
www.localmedia.org

lMA OFFicERS & DiREctORS

Chairman of the Board / SNI Vice-Chairman /  
SNAF Treasurer 

Jon K. Rust | Rust Communications, Inc.

First Vice Chair / SNI Treasurer 
Gareth Charter | Holden Landmark Corporation

Second Vice Chairman 
Gloria Fletcher | GateHouse Media

Treasurer 
Clifford Richner | Richner Communications, Inc.

Secretary
Gordon Borrell | Borrell Associates

Immediate Past SNA Chairman/ 
Current SNI Chairman 

John Humenik | Arizona Daily Star

Directors: 
Robert Brown | Swift Communications
Brandon Erlacher | The Elkhart Truth

Terry Kukle | Metroland Media Group Ltd.
Christ Lee | Deseret Digital Media

Jennifer Parker | CrossRoadsNews, Inc.
Suzanne Schlicht | Lawrence Journal-World
Rick Surkamer | Sun-Times Media Group

James K. Williams | Journal Register Company

lMA StAFF

President 
Nancy Lane

843-390-1531 | nancylanesna@aol.com

Vice President of Operations 
Al Cupo

888-486-2466 | al.cupo@localmedia.org

Classified Avenue Director of Sales 
Deanna Lewis

888-486-2466 | deanna.lewis@localmedia.org

Advertising & Membership Relations Director 
Tanya Henderson

888-486-2466 | tanya.henderson@localmedia.org

Suburban Publisher Editor 
Deb Shaw

888-486-2466 | debshawlma@gmail.com

HQ StAFF
888-486-2466 |e-mail to hq@localmedia.org

Operations Manager
Bonnie Pitozzi

Accounting & Finance Director
Janice Norman

Membership Manager
Valerie Donn

Database Marketing Director
Clara Cherry

Communications Director
Jamie Mork

Admin. Asst. Classified Avenue
Beth Leman

Local Media Today is printed courtesy of 
A.F.L. Printing, Vorhees and Secaucus, New 
Jersey, one of the nation’s leading printers 
of daily, community and specialty printers.
The digital edition of Local Media Today is 
published courtesy of Page Suite, a leading 
digital publisher, with their North American 
office in Atlanta, Georgia.

Q & A with...

Todd Handy 
Vice President 
Digital Business Development
Deseret Digital Media

Topic: Deseret Digital & Media Sales
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New media, with its 
three headed value 

proposition of Targeted, 
Interactive and 

Measureable, are more 
and more becoming the 
media of choice, and the 
sales process to sell and 
prove ROI is more and 

more appealing.

deSeret, page 17
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Quali ty  of  summit  i s  com-
parable to a course at Harvard 
Business  School  according to 
Local Media Association Board Chairman 
Jon Rust

A bonus pre-conference executive-
level summit on daily deals has been 
added -- at no additional cost -- to the 
agenda for the Key Executives Mega-
Conference in San Antonio.

This two-hour session will be led by 
Matt Coen, president of Second Street 
Media Solutions. It is scheduled for 
Sunday, Feb. 26, from 3:30 - 5:30 p.m. 
Please note this when making your travel 
arrangements.

Two hour executive level summit on 
Daily Deals added to mega-conference

JON K. RUSTJON K. RUST

Chairman
LMA Board of Directors

COnFErEnCE cont’d from pg 1

spEaKErs cont’d from pg 1

about emerging trends and new business 
models, to drive new revenue streams and 
to network with their peers and industry 
partners. David Black, President & CEO of 
Black Press and a panelist on the opening 
keynote session, shared his reasons for 
attending this year’s Mega-Conference, 
“Ad revenues remain low in our industry. 
I want to meet other publishers to discuss 
the ways they are coping. All have cut 
costs. Some have raised circulation pricing 
dramatically. How has that worked out? 
Some have cut delivery frequency. Did 
that have the expected result? Are there 
other approaches that are being tried 
that are not widely known at this stage?  
Most importantly, with still substantial 
audiences for our papers can we adjust 
rates and reinvigorate our sales forces to 
get more ROP advertising?”

 Hot topics like those raised by Black 
will be addressed through the program. 
Also, don’t underestimate the additional 
value of interaction with hundreds of 
media executives and vendor partners 
- learning opportunities will be yours for 
the taking.

Some Conference Topics
Me d i a m o r p h o s i s :  En d - t o - En d •	
Transformation at the Sun-Times Media 
Group 
Developing an In-House Digital •	

Agency 
Leadership, Change Management and •	
Repositioning for Growth 
Industry Innovators: Five Newspapers •	
that are Moving Forward in a Modern 
Media World 
Managing Digital and Circulation Pricing •	
Strategies and Revenue Analysis 
Paid and Metered Subscription •	
Models 
Daily Deals Poised for Growth of 149% •	
Through 2015 
Industry Update: AP’s iCircular 
How to Go From Successful Print Sales •	
to Successful Online Sales 
Significant Revenue is Out There in •	
Mobile Opportunities! 
Event Marketing: Back and Bigger than 

Ever

Reserve Today
With THE conference of the year just 

around the corner, now is the time to make 
your registration and travel plans for San 
Antonio, Texas and doing so is just a click 
away.  The full agenda, with in-depth 
descriptions of each session, online reg-
istration and hotel information is found 
on Local Media Association’s website at 
www.localmedia.org. Additionally, LMA 
headquarters staff stands ready to assist 
with any last minute needs and can be 
reached at 888-486-2466. 

net, content
The people factor – clients, audience, 

employees, suppliers

Joe Boydston, vice president/
technology and new media, 
McNaughtonNewspaper 
Group and Brandon Erlacher 
Publisher, The Elkhart Truth

In the panel entitled Five Newspapers 
that are Moving Forward in a Modern 
Media World, several topics will be dis-
cussed including Digital Department 
Tra n s f o r m a t i o n ,  Hy b r i d  De a l s 
Platforms.

Erlacher will share his plan for a com-
plete digital department transformation 
that includes sleek new offi ce space and 
clear separation of duties on the print 
and digital sides (with overlap on areas 
that make sense)

Boydston will discuss how open source 
software can dramatically decrease tech-
nology costs and share how open source 
software can work with your existing ven-
dors to bring your digital operation to 
a whole new level of productivity. He’ll 
deliver concrete examples of newspapers 
using WordPress to power their editorial 
front end systems, pagination tools, digital 

advertising, paywall/digital subscription 
services and more..

Kirk Davis, President & COO, 
GateHouse Media

Davis will present a session on 
Leadership, Change Management and 
Repositioning for Growth and commented 
that he hopes to deliver “a nice mix of ways 
to think differently, profi t more tomorrow 
from what we’re doing and hopefully fi nd 
a little inspiration in the message.” You 
can expect him to present:

•	a	high-energy	tour	through	a	host	
of topics that include 24/7 recruiting for 
differentiated talent

•	How	Gatehouse	has	repositioned	to	
launch innovative businesses through 
GateHouse Ventures

•	How	numerous	partnerships	are	vastly	
strengthening their value proposition in 
break-out ways

•	Some	insights	that	he	thinks	need	to	
be at the forefront of how we think about 
the future, which increasingly seems to 
be -- tomorrow!

•	 Details	 of	 some	 new	 services	
Gatehouse will be marketing to local pub-
lishers that will help them grow revenue, 
as well as lower cost. 

Bonus Session

Th e growth side of the 
newspaper industry

Has appealing to local community 
newspapers become the hot zone for 
major vendors? Maybe not across the 
board, but at a recent PAGE Cooperative 
supplier evaluation meeting that I 
attended, more than one major vendor 
pointed to an expected decline in their 
metro business while suburban, com-
munity and other local newspaper volume 
holds steady or grows. 

Count me as one of the types who 
wants to see the entire newspaper indus-
try thrive. For one, I’m concerned that 
without suffi cient newspaper penetra-
tion in urban markets, major newspaper 
advertisers will be more likely to look for 
substitutes there and elsewhere. Suburban 
newspapers can deliver to many of the 
most important neighborhoods – and thus 
fi ll those voids – but the success of large 
newspapers is actually good for all of us, 
lifting up brand perception and industry 
valuations if nothing else. Not to mention, 
American democracy needs the good 
journalism that responsible newspapers 
provide no matter the size.

But at the PAGE meeting, which is a 
buying cooperative for private newspa-
pers, one vendor (who sells plates and 
other related products) explained a new 
focus on smaller newspapers with graphs 
that projected future trends within the 
industry. The growth side of the business? 
Local, community newspapers like those 
who are members of the Local Media 
Association.

Besides the attention paid to small 
and medium-sized newspapers, another 
observation about the PAGE meeting is 

how diverse industry vendors are. Years 
ago the primary focus was on the hard 
goods of newspaper production: paper, 
ink, plates, film, and the list goes on. 
Now the committee spends nearly half 
its time reviewing vendors who have 
nothing to do with “print”. Technology is 
the common denominator, and subjects 
range from geo-application development, 
deal site platforms, advertising networks 
to reputation management.

Take a look at your own operation, 
how much of your innovation is focused 
on print? And how much is focused on 
fi nding necessary new revenue streams 
– or identifying more effi cient ways to 
operate – where ever they may be to sup-
port what many of us truly love to do: 
original journalism for our communities? 
If we want to do more than persevere – 
indeed, prevail – we must continue that 
innovation.

Jon K. Rust is co-president of Rust 
Communications and chairman of the 
Local Media Association. His email: jrust@
semissourian.com.

“I attended a two hour deals boot 
camp led by Matt Coen at Second 
Street Media last year that proved to 
be one of the best conference ses-
sions of the year for me. I felt like I was 
back at Harvard Business School it was 
that compelling. More importantly, I 
was able to go back and implement 
changes to our deals program that will 
set us up for strong growth in 2012. 
This is a high level summit -- ideal for 
senior executives. I highly recommend 
it to my colleagues in the industry.” 

~ Jon K. Rust, co-president of Rust 
Communications and publisher of 
the Southeast Missourian
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“Where should we be investing our time 
and money in 2012?” This is a question 
that we get asked a lot. Publishers and 
Advertising Directors are overwhelmed 
by the many opportunities that are out 
there. 

Adding agency services may very well 
be the best oppor-
tunity for 2012 and 
beyond. The Local 
Media Innovation 
Alliance, a division 
of our Foundation, 
recently published 
a 25+ page report. 
The report fea-
tures one main 
case study from 
Kingsport ,  TN 
and three side 
studies from Dow 
Jones Local Media, 
Deseret Digital 
and the Augusta 
Chronicle.  

The premise 
is simple – as the 
trusted partner 
to local small to 
medium size busi-
nesses (SMB’s) in 
your community, 
you are in a great 
position to add 
on other services. 
SMB’s need help 
with their web 
sites, search, social, mobile & more. 
Innovative media companies are increas-
ingly offering these types of services on 
an ala carte basis. 

Many of the early adopters are focus-
ing on search, web and social. The Times 
Digital Group in Kingsport offers full 
agency services and has been at this longer 
than most.

Much of the work can be outsourced 
and paid when a sale is made. Not surpris-
ingly, a champion needs to oversee this 
process. For some like Deseret Digital, this 
means hiring an agency pro to head up 

their new division. For Dow Jones Local 
Media, it means hiring digital specialists 
at each property. For others like Gareth 
Charter, publisher of Holden Landmark 
Corporation, this means personal oversight 
and contracting with local experts. 

Charter accompanied the author of 
the report to Kingsport to learn about 
their model as he was close to launch-
ing agency services in his market. He 
returned even more excited and “Kelly 
Square Communications” was launched 
earlier this year.  

All of the companies that were inter-
viewed were making the digital agency a 
top company priority. Many talked about 
seven-fi gures in the next year. All had plans 
to expand their offerings in the short and 
long term. 

The digital agency just makes sense. 
SMB’s are strapped for time. They don’t 
have expertise on the digital side and they 

desperately need 
help. They need 
facebook pages 
and improved 
web sites. They 
need help with 
search, mobile, 
video, email mar-
keting and more. 
We  i n t e n d  t o 
closely follow this 
emerging business 
model throughout 
2012. 

The first step 
for  interested 
c o m p a n i e s  i s 
to purchase the 
report – The Local 
Digital Ad Agency. 
It  can be pur-
chased a la carte 
or via a member-
ship in the Local 
Media Innovation 
A l l i a n c e .  T h e 
membership pro-
vides unlimited 
electronic copies 
of the report and 

unlimited seats on a related webinar (with 
the profi led companies that allows for a 
deeper dive into the specifi cs and also for 
personal Q&A). Contact Tanya Henderson 
for options at tanya.henderson @localme-
dia.org or visit www.localmedia.org and 
click on Foundation and then LMIA. 

All member companies should be able 
to launch some aspect of a digital agency 
in their market this year. Yellow page pub-
lishers and local broadcasters are rapidly 
entering this space and going after this 
business as well. Now is the time to strike 
and watch your digital dollars grow. 

NaNcy LaNe

President
LMA

Small- and medium-size businesses are 
expected to double the amount they spend 
on social media in 2012, according to a new 
survey from Borrell Associates. Combine 
that forecast with Nancy Lane’s advice (see 
column at right) that local media com-
panies consider entering the local digital 
agency business and you can practically 
hear opportunity knocking. 

According to the Borrell report ‘Main 
Street Goes Social’ local businesses expect 
to spend 13.7% of their online advertising 
budgets on social media this year, accord-
ing to the nearly 4,000 local businesses 
surveyed, totaling about $2 billion, well 
above the $1.1 billion spent last year. The 
amount spent on social media is expected 

to double again in 2013, to $3.9 billion.
Social media was listed as the No. 3 online 

ad category behind only email marketing 
(17.4% of online ad budgets) and search 
engine marketing (15.1%). The category 
came in ahead of banner ads (8.5%), stream-
ing video (8%) and mobile (5.5%).

Borrell predicts that SMB spending on 
social media will continue to grow, increas-
ing nearly sevenfold, to $7.8 billion, by 
2016.

Access the Executive Summary of the 
Borrell report, and details on acquiring 
the full report, at www.borrellassociates.
com. Read Nancy’s column at right for 
more details about the LMA Foundation 
Digital Ad Agency Report.

Hottest revenue 
opportunity for 2012

SAVE
DATE

TH
E

Sept 11-14, 2012

SMB Social Media 
Spend To Hit $2B
Is that opportunity knocking for LMA members?

Annual Local Media 
Associati on Publishers’ 
& Adverti sing Directors’ 
Conference

The 2012 gathering will 
take place in the welcoming 
city of Atlanta, Georgia and 
all sessions will be held at 
Sheraton Atlanta Hotel. Mark 
your calendar and watch for 
details in the coming months!

LMA members take note!

Update Your Bookmark…
The new web address for Local Media Associati on is

www.localmedia.org
Innovate. Educate. Inspire.

Reach us at  hq@localmedia.org or 888-486-2466

I

The Local Digital Ad Agency
Emerging Opportunity for Innovative Media Companies

PRICE: $22900

RELEASE DATE: DEC. 21, 2011

PUBLISHED BY THE LOCAL MEDIA INNOVATION ALLIANCE 

“We were particularly inspired by the feasi-
bility of an agency and how it can start small 

and build.” – Gareth Charter, Publisher, 
Holden Landmark Corp.
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20 journalism scholarships to be awarded for specialized training on “Stress, suicide and the economy - the recession and mental health”

The Robert R. McCormick Foundation 
has awarded a $710,000 grant to The 
Poynter Institute will fund journalism train-
ing workshops, or Specialized Reporting 
Institutes (SRIs), as well as Webinars and 
other online resources for reporters over 
the next two years.

Poynter administers this training pro-
gram for McCormick, and the two orga-
nizations have selected seven SRI hosts 
for this year to carry out training on these 
topics:

Stress, suicide and the economy – the •	
recession and mental health. (Hosted 
by Local Media Foundation (formerly 
Suburban Newspapers of America) and 
Associated Press Managing Editors, 
which plan a workshop this summer 
in Chicago. Details to come.)
Iraq/Afghanistan war veterans return •	
home, straining government resources 
for veterans beyond capacity. (Hosted by 
the New England Center for Investigative 
Reporting at Boston University, which 
plans a workshop March 5-7 in Boston. 
Details at www.necir-bu.org.)
Covering globalization at the local •	
level -- beyond the G8/NATO sum-
mits. (Hosted by the Chicago Council 

on Global Affairs, DePaul University 
and Poynter, which plan a workshop 
March 19-21 in Chicago. Details at www.
poynter.org/training.)
Covering Super PACs. •	 (Hosted by the 
Sunlight Foundation, which plans a 
workshop April 21-22 in Washington, 
D.C.)

Covering social protest movements •	
in an age of social media. (Hosted by 
California State University, Fullerton, 
and the Orange County Press Club, 

which plan a workshop in October at 
Cal State Fullerton.)
Covering school violence and disci-•	
pline. (Hosted by Columbia University 
Graduate School of Journalism, which 
plans a workshop in October in 
Chicago.)
The Poynter Institute will host the sev-

enth workshop funded by the grant, on a 
topic to be determined later.

Each workshop host also will conduct a 
Webinar on the topic on Poynter’s e-learn-
ing site, News University (www.NewsU.
org), create a page of reporting resources 
for NewsU and host a live chat on Poynter’s 
website (www.Poynter.org). McCormick and 
Poynter will accept applications this fall for 
training hosts and topics for 2013.

“SRIs have documented impact as a 
valuable resource for journalists and news 
outlets constrained by budget shortfalls 
and dwindling resources for staff training,” 
said Clark Bell, McCormick Foundation 
Journalism Program director. “We look to 
Poynter’s expertise to extend the outreach 
and digital distribution of SRI content.”

Poynter and the SRI hosts will announce 
dates, locations and application instruc-
tions for each workshop as they become 

available. Participants attend for free, with 
grant funds paying their hotel and travel 
costs.

“The list of topics is so strong. These 
workshops are going to be really helpful 
to journalists in terms of depth and timeli-
ness,” said Stephen Buckley, Poynter’s 
dean of faculty. 

This initiative supports the Robert R. 
McCormick Foundation’s commitment to 
ensuring that citizens have access to quality 
news content by providing resources and 
training to journalists. The ongoing trans-
formation in the way news is reported and 
shared has created a need for specialized 
training for those whose work helps keep 
the public informed.

The Robert R. McCormick Foundation 
developed the SRI program in 2007 to 
provide journalists and others with subject-
specific expertise and practical reporting 
training in key issues. This is Poynter’s 
second year administering the program. 
The training convenes a diverse group 
of journalists, often from small to mid-
sized news organizations, plus educa-
tors for a program lasting two to three 
days. Participants represent all media 
platforms.

“We are thrilled to receive this grant from 
the McCormick Foundation again this year”, 

said Nancy Lane, President of the Local 
Media Foundation, “Last year we provided 
20 scholarships to community journalists to 
help them cover the effects of the economic 
downturn on the average American family. 
This year we are expanding that focus even 
further to address the mental health issues 

that affect families during times of economic 
stress. We will once again award at least 

20 scholarships and we will also videotape 
several of the sessions to extend the learning 

reach as far as possible.”

Stay ahead of your

MultiAd’s media solutions help you:
• Create & sell with efficiency 
• Drive new business
• Maximize co-op for you and your advertisers
• Improve your workflow
• Enhance your creative process

800.245.9278 | create@multiad.com

multiad.com CreativeOutlet.com  |  Recas®  |  Creator Professional

Local Media Foundation awarded McCormick Foundation Grant 
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The mission of Local Media Association’s Media Sales Certification Program is to deliver training in a changing media  
environment resulting in a highly proficient sales representative capable of maximizing revenue opportunities. 

Local Media Association has consulted with some of the leading media companies in America and together with Borrell 
Associates and training specialist Kevin McCrudden, President of Motivate America created a data driven webinar training 
series. The webinar programs are “self-directed” and can be taken at home or in the office at your staff’s own pace.

Congratulations to these Recently Certified Sales Professionals

The Following Courses Are Currently Available:
Basic Print Certification prepares a Media Sales Representative to present a “solution” to the client in an effective and per-
suasive presentation, providing details of a current product that matches their needs or a creative solution that provides a 
positive outcome.

Basic Online Certification covers much of the same materials as the Basic Print certification program with the addition of 
online specifics, so that representatives can successfully answer clients’ questions, as well as present effective solutions that 
drive client value and generate ROI.

Basic Print and Online Certification combines the Basic Print and Basic Online Certification programs for sales environments 
that require their media salespeople to sell media products that combine print with online.

Regular Rate: $595    Special Introductory Local Media Association Member Rate: $295
Multiple Registration Discounts Are Available

Contact: Al Cupo, VP, Operations, Local Media Association: (888) 486-2466, al.cupo@localmedia.org

Special Local 
Media Association 
Member 
Introductory  
Rate: $295

DeAnna Nelson
Standard Democrat

Sikeston, MO 
Basic Print and Online

“I really don’t have much patience, so for 
me to sit through nine presentations was 
really something. But I’ve got to say, it 
was good, especially at this particular 
time because we are gearing up to really 
hit the Internet hard. It helped reinforce 
some of the things we’re doing, and 
the fact that we’re headed in the right 
direction.”

Mark Faenza
Record-Journal  

Meriden, CT 
Basic Online

“The SNA (Local Media Association) Sales 
Certification Training Course was one of 
the first things I did as a new employee 
of the Record-Journal. As a recent college 
graduate, I had no sales experience and 
this course gave me the skills I needed to 
launch my career. I would recommend 
this course to anyone looking to sharpen 
their sales skills.”

Anthony Cossey
Trumann Democrat

Trumann, AR 
Basic Print and Online

“I just recently completed the SNA  
(Local Media Association) Sales  
Certification Training Course. Being  
new to newspaper sales, I found the 
course to be very informative and a  
great help in my approach to sales.  
Thank you SNA (Local Media Association)!”
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“We’ve changed our name – now what 
else needs to change?” asked Suzanne 
Schlicht, Chief Operating Office, The World 
Company, during the opening session 
of the Local Media Association’s annual 
strategic planning session. 

This was a familiar response when board 
chair Jon K. Rust, co-president of Rust 
Communications and publisher of the 
Southeast Missourian, asked all board 
members to share what they hoped to 
accomplish over the two day planning 
meeting. While most of the answers 
focused on the recent name change, board 
members also wanted to discuss new 
member services, staff resources and a 
vision for the organization. 

Membership was a hot topic and con-
sumed a healthy portion of the meeting. 
In the coming months the Local Media 
Association board will meet with cur-
rent members (both in person and via 
phone meetings) to solicit input. Any 
changes to the membership criteria would 
require a vote by the membership (since 
it would involve a bylaws change). The 
board strongly feels that the requirements 
need to change to at least allow for digital 

products (current bylaws only apply to 
printed newspapers).  Many also feel that 
all providers of local news and information 
should be eligible for membership. And 
still others think that all local media should 
be eligible to join (the ‘more inclusive the 
better’ camp). 

While the board is 100% behind the need 
for some change, they also want to take the 
proper time to solicit input and consider 
all options. “We clearly decided on change 
when we adopted Local Media Association 
as our new name”, said Cliff Richner, pub-
lisher, Richner Communications and Broad 
Street Media, “but change should be a 
process. We can’t be one thing today and 
the polar opposite tomorrow.”

Chris Lee, Vice President Digital, Deseret 
Digital Media, urged the board to “make 
decisions that will raise the profile of the 
organization” and Gordon Borrell, CEO, 
Borrell Associates, added that “we should 
understand what we can handle and then 
develop a clear vision for Local Media 
Association.” 

Chairman Rust appointed a strategy 
committee led by Schlicht to tackle some 
of the bigger issues that emerged. The 

BLOX Total CMS
“BLOX Total CMS offers custom solutions to produce varied content for multiple 
media in a seamless editing process. The system has opened up possibilities to 
produce hyperlocal, niche websites and print products with minimal duplicate 
effort.”

The Times Media Co.
Circulation: 81,000

 

MANAGE WEB, PRINT AND MOBILE

IN ONE SYSTEM

 (800) 293-9576   -   info@TownNews.com  -  TownNews.com

 STRATEGIC PLANNING SESSION ADDRESSES SHORT AND LONG-TERM OPPORTUNITIES

A bright future for Local Media Association

committee includes Gareth Charter, pub-
lisher, Holden Landmark Corporation, 
Gordon Borrell, Chris Lee, Cliff Richner, 
and Brandon Erlacher, publisher, The 
Elkhart Truth. This committee will make 
some recommendations at the next board 
meeting on February 27 in San Antonio. 
All Local Media Association members are 
invited to weigh in on all of these issues 
(contact any board or staff member via 
email or phone – full directory listing can 
be found at www.localmedia.org under 
resources). 

Member Services 
New and improved member services 
were discussed at length and a plan was 
developed for the next 18-24 months. 
These include:

Sales certification program – the •	
advanced and management courses 
will be launching in the next 30-60 days. 
The program will be made available to 
other trade associations (interest level is 
high) as this will result in a nice revenue 
stream for the association. (Local Media 
Association members will be guaranteed 
the lowest pricing). 
Local Media Innovation Alliance – this •	
newly launched arm of the Local Media 
Foundation will produce monthly 
research reports designed to follow 
the hottest and more promising new 
trends and business models via case 
study formats. The board spent several 
hours with the Foundation executive 
committee providing topic suggestions 
and feedback. 
Innovation Mission – the decision has •	
been made to host a U.S. based study 
tour in 2012 that will include stops at 
some of the most innovative media 
companies in the world (think beyond 
newspapers). Details will be announced 

in the next 30 days. 
Partnerships with other associations – •	
this will be expanded in 2012 to include 
many new partners. 
New opportunities for associate mem-•	
bers including different levels of mem-
bership. This was based on feedback 
from a group of members that pro-
vided feedback prior to the meeting. 
Associate members are the R&D arm 
of our industry and their role in the 
association continues to grow. The board 
acknowledges this and will work with 
a committee to propose appropriate 
change. 
Many other options were discussed but •	
those listed above made the top list of 
priorities for 2012. 
The Local Media Association board of 

directors all paid their own way to attend 
the two-day meeting. They volunteered 
considerable time before, during and 
afterwards to make this retreat produc-
tive and successful. 

“I believe we’ve set a solid foundation 
for the organization going forward for 
many years” said Chairman of the Board 
Jon K. Rust, “There are many specifics 
still to address, but the discussions (and 
debates) were inspiring.” 

“Local Media Association members 
should be proud of the dedicated and 
loyal board of directors that governs and 
leads this organization”, said Nancy Lane, 
president of LMA, “they all care so much 
and bring tremendous passion to the table. 
They all sacrificed time away from work 
and family to attend the board retreat and 
help plan the future. We all owe them a 
big thank you.”

For more information about the strategic 
planning session, contact Jon K. Rust at 
just@semissourian.com or Nancy Lane at 
nancylanesna@aol.com. 

Rick Surkamer, President and COO, Sun Times Media Group, leading a 
discussion on priorities for next 18-24 months.
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There’s web printing...
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... And then there’s 
web printing PLUS!
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_______________________
	 35+ years of web experience.
_______________________
	 Two regional prinT cenTers 
 serve philadelphia and new York 
 metro areas (and beyond) ... and 
 provide 24/7 backup.
_______________________
	 Unmatched web capabiliTies.
 (Tell us what you need!)
_______________________
	 Full range of circUlaTion services 
 – campaign concept to subscription 
 renewal.
_______________________
	 executives, account managers, and 
 customer service representatives with 
 extensive and diverse newspaper 
 indUsTrY backgrounds.
_______________________
	 our company-wide FocUs: our 
 customers’ success. we help you 
 grow your business!

+
+

+

+

+

+
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AFL puts the PLUS 
in web printing.

Voorhees NJ  •  Secaucus NJ

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

OUR FOCUS: YOUR SUCCESS
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NYT’S  REGIONAL MEDIA GROUP SOLD

The New York Times Company has sold its Regional Media Group, consisting of 
16 regional newspapers, other print publications and related businesses, to Halifax 
Media Holdings LLC for $143 million in cash, subject to certain adjustments. 

 “These news organizations have served as trusted institutions in their com-
munities, delivering news and information that matter most to their readers,” said 
Arthur Sulzberger Jr., chairman of The New York Times Company. “The sale of our 
Regional Media Group will enable The New York Times Company to continue our 
transformation to a digitally-focused, multiplatform media company.”

 “The purchase of the Regional Media Group reflects Halifax Media’s belief 
that a good newspaper is an essential part of any vibrant community. The strong 
local news coverage these papers provide represents not only an important 
community service, but, in our eyes, a good investment,” said Michael Redding, 
CEO of Halifax Media. 

CURLEY LEAVING AP

Tom Curley, president and CEO of The Associated 
Press since 2003, will step down this year and the search 
for a successor has been launched by the AP Board of 
Directors.

Curley, who turns 64 this year, charted AP’s move into 
the digital space, from overseeing creation of a digital 
database of all AP content to assuring its availability on 
every platform in every format. All the while, he insisted 
on maintaining the values of accuracy and trust that 
have been a hallmark of AP since its founding in 1846. 
It is these news values, he said, that distinguish AP from 
other agencies and assure its future.

FREEDOM COMMUNICATIONS SELLS SEYMOUR 
(IN) TRIBUNE TO HOME NEwS ENTERPRISES 

Freedom Communications has sold The Tribune, a 6,800-circulation commu-
nity newspaper in Seymour, IN, to Home News Enterprises LLC, a family-owned 
publisher of five other newspapers throughout Indiana with headquarters in 
Columbus, IN.

 “We have had a great partnership with Freedom through our printing of the 
Tribune in our Columbus plant,” said Jeff Brown, CEO of Home News Enterprises. 

Member News:

The association has been through a 
number of changes over the past sev-
eral months:  The launch of a new sales 
certification program for sales reps; the 
launch of a new innovation alliance 
and of course our name change.

There hasn’t been the usual lull you 
see in December and January – we are 
still moving quickly without pause. And 

during uneven economic times that is 
a positive sign.

As we move into February we look 
forward to our Mega Conference in 
conjunction with Inland Press and 
Southern Newspaper  Publishers 
Association (SNPA).  We hope to see 
many of you on site as this conference 
will be the industry conference of the 
year.  Last year nearly 500 attendees 
convened in St. Petersburg, Florida. We 
expect another powerhouse conference 
– make sure you visit the conference 
website for more information: www.
mega-conference.com/

San Antonio is also the perfect 
place to learn more about Local Media 
Association initiatives. I will be on site 
and will be available to meet with any 
of you who are interested in learning 
more about these programs.

The Local Media Innovation Alliance 

(LMIA) – This new alliance was cre-
ated by the association’s Foundation 
to provide a deep dive into particular 
topics with monthly innovative reports 
and corresponding webinars. Our first 
report “The Local Digital Ad Agency” 
was released in late December and the 
first webinar took place last month.  A 
lot of great information can be found in 
this case study report including profiles 
of vendors of the companies featured 
in the report.  Membership rates are 
based on company size/locations. 

Sales Certification – Local Media 
Association has consulted with some 
of the leading media companies in 
America and together with Borrell 
Associates, a leader in Media Research 
and Kevin McCrudden of Motivate 
America have created a data driven, 
webinar based media sales certifica-
tion program. 

Each course consists of eight to ten 
30 to 45 minute webinar training ses-
sions that address our membership’s 
concern for short training periods 
and also coincide with adult learning 
acceptance and focus.

After each course there is an auto-
mated “test” to confirm retention of the 
materials covered at each level.

A “Passing Grade” of 90% is required 
for certification. Those that score under 
90% are required retake the test.

The Webinar programs are “self 
directed” and can be taken at home or 
in the office at your staff ’s own pace. 

An introductory discount is avail-
able for companies who sign up at 
the conference.

Contact me at 804.262.3341 or email 
Tanya.Henderson@localmedia.org for 
more information  and your personal 
appointment in San Antonio.

Dirks, Van Essen & Murray

D
&

V
M

NEW YORK TIMES CO.
HAS SOLD ITS

TO
HALIFAX MEDIA HOLDINGS
We are pleased to have represented Halifax Media Holdings 
in this transaction.

REGIONAL MEDIA GROUP
14 daily newspapers, 2 weeklies
and affiliated publications and websites
433,250 daily circulation

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

TANYA HENDERSON

Advertising & Membership
Relations Director

LMIA and Sales Certification in San Antonio

Tom Curley

“The Seymour and Columbus markets are contiguous so this is a logical growth 
step for us.”  

Dirks, Van Essen & Murray, a newspaper merger and acquisition firm in Santa 
Fe, New Mexico, represented Home News Enterprises in the transaction. 
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The Gazette, Gaithersburg/
Montgomery Village, et al
Gaithersburg, MD
Community Newspaper Group of Post Newsweek Media Inc.

Newspaper of the Year
General Excellence

In this fourth installment of our spotlight on 
the Newspaper of the Year winners in the 2011 
General Excellence contest, we are showcasing 
winners in the non-daily category with circula-
tion over 37,500.  A total of 18 newspapers were 

selected, three in each of six different circulation/
frequency classes. 

Gratitude is extended to the faculty at the Medill 
School of Journalism at Northwestern University 
for judging this highly competitive contest. 

1st Place

2nd Place 3rd Place

Class: C, Non-Dailies, 22,501-37,500 Circulation

Judge’s Comments:
Exceptional story-telling and superb headlines.  Articles are well reported and the 

feature analysis is excellent. Type is clean and consistent, making it easy to read. Great use 
of design and color throughout.

Ads are not intrusive. Readers do not have to navigate around ads to read the stories.

Lloyd Batzler, Executive Editor
“We’re honored and humbled by the awards. They’re a testament to the teamwork in all 

of our departments and the commitment to quality journalism in our diverse markets at 
a time of incredible change and challenges in our industry.”

Long Island Press
Syosset, NY
Morey Publishing

Plano Star Courier
Plano, TX
American Community Newspapers, LLC

Judge’s Comments:
Tone is fresh and fun. Readers 

know what to expect when reading. 
Feature coverage is excellent and 
extremely sophisticated. The type 
is consistent, clean and easy to 
read. The design flow is similar 
to a magazine; range in font size 
appropriate. Ads are well placed 
and not intrusive. Readers are not 
forced to navigate around ads to 
read story. Great cover images! 
Excellent use of both graphics and 
photos, coupled with eye-catching 
headlines.

Steven McKenna, General 
Manager
Jed Morey, Publisher

“We are appreciative of the Local 
Media Association’s continued 
effort to recognize quality 
journalism and the presentation 
of news. Like all LMA member 
newspapers, the Long island 
Press plays a critical role in the 
democratic process within our 
community. We are grateful for the 
acknowledgement of our efforts 
and are committed to improving 
our product each and every year.” – 
Steve McKenna

Judge’s Comments:
Great coverage of Osama bin 

Laden death. The editorial team is 
very in touch with the community 
and understands its concerns. Type is 
consistent and lends itself to a clean 
layout that is easy to read.

Ads are satisfactorily placed and 
are not intrusive. Plano Star Courier 
really packs a punch, despite its size.

Roger Will, Group Publisher and 
Vice President/Digital Media

“On Sunday, April 29, along with 
the rest of the nation, we learned 
about the death of Osama bin 
Laden. Phone calls late Sunday night 
developed a plan to publish an “extra” 
edition. Normally, the Plano Star-
Courier is published on Thursday 
and Sunday Morning. This edition 
had to be completed and published 
on an off-day. Reporters teamed up 
from various areas and beats, press 
operators were called in and the 
circulation department prepped for 
delivery. The sales team spent the 
morning selling ads for the section. 
As a local newspaper, we rarely cover 
national events. We felt that this event, 
reported from a local perspective, was 
a mission appropriate for us.”
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n City third-graders devour
nearly 10,000 books in April

BY DANIELLE E. GAINES

STAFFWRITER

Khoa Huynh, a third-grade student
at Fields Road Elementary School in
Gaithersburg, spent less time last
month watching TV.

Instead, he spent hours devouring
books—220 of them. Khoawent to the
school library nearly every weekday
and to the local library on the week-
ends.

He read the books as part of a city-
wide reading initiative for third-graders

called the Mayor’s Book Club, which is
held in conjunction with the Gaithers-
burg Book Festival.

Throughout Gaithersburg, third-
grade students at nine schools read
9,948 books in April.

Fields Road Elementary School
won top honors, with 73 students read-
ing 5,311 books.

Within the school, Elyssa Ram’s
class read the most books — 2,348 in
all. The two other top readers in their
classrooms at the school were Jason
Millen and Grace Dear.

OnFriday, GaithersburgMayor Sid-
ney Katz dropped by the school to con-
gratulate the rigorous readers.

He will come back to Ram’s class

later this semester for a pizza party and
to read the students a book: “Thank
You, Mr. Falker” by Patricia Polacco.

The reading of the Fields Road stu-
dents amounts to onebook for every 11
city residents; with all participating
schools combined, the third-graders
read one book for every six residents.

Katz said he was thrilled with the
participation level.

“I am absolutely blown away that
you have read as many books as you
read,” he told the students.

He noted that Fields Road students
alone surpassed the total number of
books reported in the first competition

Poolesville High
pulls plug on
post-prom party

n PTSA: Parents, students and community
did not support the event

BY SUSAN SINGER-BART

STAFFWRITER

Two days before Poolesville High School’s post-
prom event, scheduled for Friday night, PTSA organ-
izers canceled the party.

“It was a decision we didn’t make lightly,” PTSA
President Stephanie Edley said.

With only 39 tickets sold, organizers thought stu-
dents were not going to come. The school has 536
juniors and seniors.

Organizers had to give vendors at least 48 hours
notice to get money refunded, said post-prom chair-
woman Lisa Guertin.

Clarksburg High School became the first county
public school to cancel a post-prom event when it
made the decision in March, a month before the
prom.

No other schools have canceled post-prom par-
ties, said Meg Baker, co-president of Montgomery
County Project Prom/Graduation Inc. The group is a

BRIAN LEWIS/THE GAZETTE

Gaithersburg Mayor Sidney Katz went to Field Road Elementary School on Friday to
congratulate the third grade for winning the Mayor's Book Club competition. The top
reading class will be recognized on stage Saturday at the Book Festival on the
grounds at City Hall. Pictured with the mayor are (from left) top readers Khoa
Huynh, Jason Millen and Grace Dear.

BY JEN BONDESON
STAFFWRITER

Germantown residents Amy and Michael
Vallarino are praying for a miracle.

In March, doctors diagnosed Amy with
stage IV inflammatory breast cancer that had
metastasized to her lungs, liver, spine and
spleen.

She was fivemonths pregnant with her sec-
ond child.

Next week, she is scheduled to deliver her
baby. As the high-risk C-section approaches,
doctors are preparing the Germantown couple
for the worst.

But Amy has convinced herself that she will
survive.

"Godwants us both herewith our kids," she
said.

Since Amy was diagnosed, she has had
three chemotherapy treatments, but no radia-
tion or doses of the drug Herceptin because
those would harm the baby.

“The most important part of her treatment
has been postponed,” said Amy’s oncologist,
Carolyn Hendricks.

"The reality is,” Amy said, “it is the perfect
storm.”

Doctors told Amy the best time to deliver
would be at 32 weeks; she is now about 31
weeks.

She has been having trouble breathing. She
may need to go on a ventilator during the deliv-
ery, and then it would be hard for her to get off
of it, Hendricks said.

Every doctor visit brings another warning.
Amy struggles to stay positive. Michael

admits he is falling apart.

Diagnosis
Amy has done everything right since the

beginning, Hendricks said.
In September, before she tried to get preg-

nant, Amy, 37, got a routinemammogram.
Doctors cleared her to have the baby, and,

in November, the couple found out she was
pregnant.

InDecember, the side of her right breast felt
hard. In January, she began to feel short of
breath and developed a strong cough. Her
coughing fits got so bad that Amy fractured her
spine. She had to go on pain medication, even
though it might harm the baby, she said.

Her doctors and midwife thought her
symptoms were side effects of the pregnancy.

CHRIS ROSSI/THE GAZETTE

Amy Vallarino of Germantown talks about being diagnosed with breast cancer. She is seven months pregnant and has a 2-year-old son.

Germantown resident diagnosed with stage IV breast cancer

Pregnant mom fights for two lives
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Gaithersburg students recognized for reading

Council wants cuts
to school employees’
health care benefits

n Ervin: Proposal is less burdensome
to workers than Leggett’s plan

BY ERIN CUNNINGHAM
STAFFWRITER

The Montgomery County Council is seeking a
dramatic change in health care benefits for employ-
ees across county government, including teachers.

The proposal, from council President Valerie
Ervin (D-Dist. 5) of Silver Spring, reduces the cost of
government employees’ health care and retirement
benefits by $33.15 million in fiscal 2012 — and $273.1

See BENEFITS, Page A-18

Local college players at core of
new-look Real Maryland soccer.
SPORTS, Page D-1

Written word takes center stage
at Gaithersburg Book Festival.

A&E, Page C-1

County to move historic Beallsville store building. Page A-4

SPRING FEVER
Poolesville residents

usher in the season
with barbecue,
dancing and more.

COMMUNITY NEWS, Page A-4

DEEP CUTS
Council committee
comes up $127 million
short on school
funding request.

REGIONAL NEWS, Page A-19

Putting herself first,
LeShawndra drops
26 pounds.
SPECIAL PROMOTION, D SECTION

RICK MANN
rmann@acnpapers.com

A sense of relief and jubi-
lation rings throughout the
area; coupled with a sense
of caution.

The death of Osama bin
Laden, killed by United
States Special Forces in his
Pakistani mansion hideout,
has Americans celebrating

in virtually every city in
North Texas and through-
out the country.

The reminders of the
death and destruction of
9/11 came rushing forth
Sunday night when Presi-
dent Obama told the world
that a military operation
weeks in the making ended
when bin Laden was shot in
the head by U.S. forces.

Residents and visitors of
New York City celebrated
throughout the night at the
site of the World Trade Cen-
ter, destroyed when bin
Laden’s attack on the
United States took place al-
most 10 years ago. The
dancing, laughing and cry-
ing for joy soon spread
throughout the country.

Reaction ranged from ju-
bilation for many, to tones of
caution as Americans were
warned that a retaliatory
strike could be in the plan-
ning stages. That warning
did little to quell the excite-
ment felt as Americans fi-
nally believed that justice
had been served to the mass
murderer whose plan re-

sulted in the death of thou-
sands.

Obama announced on
television the death of bin
Laden, bringing an end to a
manhunt that began in
earnest Sept. 11, 2001.

“Tonight, I can report to
the American people and to
the world that the United
States has conducted an op-
eration that killed Osama
bin Laden, the leader of al-
Qaida and a terrorist who’s
responsible for the murder
of thousands of innocent
men, women and children,”
Obama said.

“It was nearly 10 years
ago that a bright September
day was darkened by the
worst attack on the Ameri-
can people in our history,”
he said. “The images of 9/11
are seared into our national
memory – hijacked planes
cutting through a cloudless
September sky; the Twin
Towers collapsing to the
ground; black smoke billow-
ing up from the Pentagon;
the wreckage of Flight 93 in
Shanksville, Penn., where
the actions of heroic citizens

saved even more heartbreak
and destruction.

“And yet we know that
the worst images are those
that were unseen to the
world. The empty seat at
the dinner table. Children
who were forced to grow up
without their mother or
their father. Parents who
would never know the feel-
ing of their child’s embrace.
Nearly 3,000 citizens taken
from us, leaving a gaping
hole in our hearts.

“Over the last 10 years,
thanks to the tireless and
heroic work of our military
and our counterterrorism
professionals, we’ve made
great strides [to find bin
Laden]. We’ve disrupted ter-
rorist attacks and strength-
ened our homeland defense.
In Afghanistan, we removed
the Taliban government,
which had given bin Laden
and al-Qaida safe haven
and support. And around
the globe, we worked with
our friends and allies to cap-
ture or kill scores of al-
Qaida terrorists, including

several who were a part of
the 9/11 plot.

“Yet, Osama bin Laden
avoided capture and es-
caped across the Afghan
border into Pakistan. Mean-
while, al-Qaida continued to
operate from along that bor-
der and operate through its
affiliates across the world.”

The president went on to
say that after receiving in-
telligence information on
the possible whereabouts of
the terror leader, the plan-
ning process began to catch
him in a mansion compound
near Islamabad, the capital
of Pakistan. Acting on what
was believed to be reliable
information, the president
gave the green light for the
attack on the compound.

A group of 20-25 Navy
SEALs, by helicopter, went
into the compound and after
a gunfight, bin Laden was
left dead, shot in the head.

U.S. forces took posses-
sion of his body and imme-
diately left the area. Bin
Laden’s body was trans-
ported to a U.S. Navy war-
ship where, according to

American officials, he was
positively identified through
DNA testing. Then, due to
Islamic religious practices,
he was given a “burial at
sea.”

“We give thanks for the
men who carried out this
operation, for they exem-
plify the professionalism,
patriotism, and unparal-
leled courage of those who
serve our country,” Obama
said. “And they are part of a
generation that has borne
the heaviest share of the
burden since that Septem-
ber day.

“Finally, let me say to the
families who lost loved ones
on 9/11 that we have never
forgotten your loss, nor wa-
vered in our commitment to
see that we do whatever it
takes to prevent another at-
tack on our shores. And
tonight, let us think back to
the sense of unity that pre-
vailed on 9/11. I know that
it has, at times, frayed. Yet
today’s achievement is a tes-
tament to the greatness of
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Above, A crowd builds in front of the White House to cheer the news on Sunday night, May 1, 2011, that Osama bin Laden, top, has been killed. President Barack Obama addressed the nation from
the White House to announce the news earlier that night.

Officials react to bin Laden death

See BIN LADEN, Page 2A
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The 2011 Blinder Revenue Summit drew a big crowd and rave reviews 
for its on-point and productive agenda. Make your plans now to attend 
the 2012 Summit in Tampa Bay beginning May 9.

Brought to you by The Blinder Group, 
Local Media Association & the Florida Press 
Association

 The 2012 Local Media Revenue Summit 
will assemble the best of the best to show-
case new and innovative revenue streams. 
Big is the key word here as all sessions will 
focus on substantial revenue gains - not pen-
nies on the dollar. This summit is designed 
to include best practices from all local media 
outlets including broadcast, digital, print 
and more. Senior level advertising managers 
and executives that focus on local SMB’s as 
their bread and butter will not want to miss 
this one-of-a-kind summit that will expose 
you to new ideas and new ways to engage 
your customers.

Three premier companies have teamed up 
to bring you this summit. The Blinder Group 
and Local Media Association are working 
together for the third straight year on this 
program. The Florida Press Association, 
one of the strongest state associations in 
the country, will join the partnership this 
year.

The Revenue Summit will take place over 
two full days – May 9 and 10 – with a bonus 
day on the 11th dedicated entirely to weekly 
newspaper opportunities. Registration for 
the revenue summit is an affordable $395 
(with Friday for free for those that wish 
to stay); the weekly-only program is just 
$99. 

 “The SNA/Blinder Group Revenue 
Summit was a smashing success last year”, 
said Nancy Lane, president of Local Media 
Association (formerly SNA). “This year we 

are going to push limits even further with 
the goal of exposing attendees to the most 
innovative and promising new revenue 
streams and success stories out there – 
regardless of platform. We will focus heavily 
on opportunities to better serve and thus 
monetize local SMB’s.”

The Doubletree Westshore by Hilton in 
downtown Tampa with close proximity to 
the airport will serve as the host hotel and 
with room rates of only $99 per night, this 
is a very affordable few days.

SAVE
DATES
TH

E

May 9-11, 2012

Revenue Summit 
Heads to Tampa Bay In May

Big & Bold Success Stories across All Platforms

“I promise you’re going to leave this 
summit being able to make money 
immediately with your current 
resources,” says Mike Blinder, President 
of the Blinder Group and Revenue 
Summit leader. “I understand the 
world that local newspapers operate 
in. I work with hundreds of them every 
year and tens of thousands of adver-
tisers. I look at this world from the 
street up. This summit is about that 
street and about monetizing it imme-
diately with existing resources.”

Some Impressions From 
the 2011 Revenue Summit

“Great ideas, “synergy, refreshing 
& engaging!” 

Ron Hanson, Online Sales Mgr., Rochester Post-Bulletin

“Both Content and presenters were 
excellent. Would recommend to any 

revenue manager...” 
Judy Beckwith, Retail Sales Mgr., Metro Group Inc.

“Very insightful, packed full of good 
speakers, studies, and ideas to hit the 

ground running with...” 
Teri Manning, Digital Media Sales Mgr., 

Lakeway Publishers

“Enjoyed it. Finding good value 
in real practices.” 

Candy Hodson, SVP Sales & Mkt., Black Press

“Each session has been fantastic!” 
Toni Nuttall, Ad Dir, East Bay Newspapers
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Q&a cont’d from pg 2

WELL DONE IS 
BETTER THAN 
WELL SAID

We at Bartash Inc. believe in the quality 
of our product. We believe in the power 
of the press which Ben Franklin started in 
our city, Philadelphia.

We believe that what we do determines 
who we are. We at Bartash still believe 
and carry on Ben’s great legacy.

—BEN FRANKLIN

print media. digital media. endless possibilities

5400 Grays Avenue   Philadelphia Pa. 19143   800.599.9792   bartash.com

“
”

Todd Handy is part of the Deseret Digital Senior team led by President & CEO 
Clark Gilbert who is shown here making a point to the 2011 Innovation Mission 
participants who made a stop at Deseret last spring.

ment of multiple data points, industry 
specific trainings and learning, and cross-
platform selling.

Most endeavors have proven fruitful, 
but one of the most difficult ones to create 
success in was the original DDM direct 
Account Executive team.  The national 
opportunities were few and far between, 
as agencies and advertisers are normally 
buying coast to coast, or just the coasts, or 
through networks.  Local advertisers are 
already engaged with local legacy media 
sellers, so the opportunities there were 
more sparse. The approach of vertical 
sellers (Deals, Local, Cars, etc.) will most 
likely prove out better, and we’re hoping 
to drive that as a great new opportunity 
in 2012 and beyond.

Please comment in the most impor-
tant things that you think legacy media 
companies should be doing right now in 
new media sales? 

At the risk of sounding redundant, most 
of what I would suggest to legacy media 
companies would be those items listed 
above: implement a long-tail telesales 
team, utilize digital subject matter experts, 
put in place vertical sales teams, focus on 
measurement and ROI, and double down 
on new, high growth ad unit opportunities 
like video, local, innovative ad units, etc.

Considering the exponential increase 
in the penetration of smart phones and 
tablets, is traditional online media going 
away? How do you think local media 
companies should be positioning them-
selves for the next stage of the digital 
evolution? 

I don’t believe that traditional online 

media is going away any time soon.  
Desktops will continue to be in place 
in schools, libraries, many homes, most 
offices, etc., and thus the desktop will still 
be a viable source for online media and 
advertising.  However, with the prolifera-
tion of smart phones and tablets, more and 
more media will be consumed out of home, 
out of the office, and on a mobile basis. 
Thus geo-fencing, local aware services, 
just-in-time offers, etc. will be more and 
more appropriate and successful, and 
thus will command higher dollars and 
most likely higher CPMs.

Local media companies must position 
themselves to take advantage of this evolu-
tion by migrating content from desktop 
only solutions to mobile format, mobile 
optimized sites, location aware services, 
app-based content and advertising 
opportunities, etc.  At DDM, one of the 
things we are doing is also reflecting this 
in our budgets, such that we’re reflecting 
the cannibalism of traditional/desktop 
advertising revenues by mobile pageviews 
and impressions, and trying to gauge the 
CPM difference (most likely erosion) from 
desktop to mobile.

Finally, can you share some of the 
initiatives you are developing for 2012 
and beyond? 

The 2012 initiative and beyond include 
the implementation of the Account 
Development Management team, the 
further expansion of the Digital Subject 
Matter Experts, a move in the telesales 
team from “universal sellers” to “hunters 
and farmers”- closers and account man-
agers, and also more vertically targeted 
sellers (property-specific, etc.)
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This photo took fi rst place in the Best News Photo category in last year’s Editorial Contest. Photographer is Nicholas Holsten of The Daily Journal, 
Kankakee, IL (Small Newspaper Group) and depicts President Barack Obama giving a brief speach to a crowd a the Abraham Lincoln Nati onal Cemetery, in 
Elwood, Ill., before putti  ng the Memorial Day ceremony under a rain delay. The weather eventually cancelled the event.

Show your photojournalisti c pride! Submit photos and cutlines to debshawlma@gmail.com

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.
update:

Photographer: Nicholas Holsten

The Daily Journal
Kankakee, IL
Small Newspaper Group

Photo of the month

Now your sales team can effectively present the 
compelling benefi ts of your digital offerings and 

packages with the NEW Digital AdSeller program.  
Your digital audience is unique from print. Their 

demos are younger and wealthier.

Contact Pulse Research, 503.626.5224 marling@
paper.net.

View video and get more information at:www.
pulseresearch.com/digital

As I am sitting here planning out some 
specials & groups to target, I am trying to 
fi gure out what the hot category is going 
to be for 2012. 

For many, many years, Business 
Opportunities “ruled” the network.  You 
would think with so many people out of 
work, that it would still be a hot category, 
however, it is not anymore.  I attribute 

My curiosity needs your input
that to the fact that they have monetary 
investments that people cannot afford right 
now. As for franchises, the same condi-
tions apply.  

I think one of the break out categories 
this year might be Education & Training. 
For the last few years, it has become more 
and more popular, but with many schools 
now offering online divisions, 2012 might 
be the year to tap this category.  

So, now I am curious, do you have a 
thriving Education & Training category? 
If so, do you have all liners, or a mixture 
of liners & display? Do you offer special 
sections and/or online components?  

Also, what are your hot categories right 
now?   

The word eager understates my desire 
to receive your feedback and I hope you’ll 
take a minute to drop me a note. Email me 
at deanna.lewis@localmedia.org  and next 
month I will compile the results! 

DIGITAL 
FIRST SALES 

PRESENTATIONS
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The Consolidated Media Report gives you the power to choose 

data elements, graphics and charts to create the report format 

that best tells the story of your newspaper’s brand.

Ready to create your report?
Contact an ABC marketing and sales manager:
Bridget Fleagle     Kristina Meinig
(224) 366-6356     (224) 366-6412
bridget.fleagle@accessabc.com  kristina.meinig@accessabc.com

Show Advertisers Your Total Media

Footprint with ABC’s Consolidated Media Report

As your newspaper continues to evolve, so will ABC.

Reports can include:

• Paid circulation  • Free distribution
• Magazines • Non-paid products
• E-mail newsletters • Text alerts
• Mobile distribution • Website traffic
• Print readership • Online readership
• Social media metrics • And more

Because ABC audits all data on the reports, advertisers know it is reliable.
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