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The

 is LOCAL

The Transformation Continues: 

Planning for Future and Revenue Initiatives 
Take Center Stage at Fall Conference 

LMA’s Fall Publishers’ 
& Advertising 
Directors’ Conference, 
set for September 
11-14 in Atlanta, will 
focus on long-term 
planning and the 
opportunities that 
disruption brings.

An outstanding agenda 
with a focus on the opportu-
nities that disruption brings, 
the upcoming Local Media 
Association Fall Conference 
is a must-attend for LMA 
members who want to learn 
the best strategies for seiz-
ing the opportunities that 
are unique to local media 
publishers right now. The 
gathering convenes in 
Atlanta from September 
11-14. This is also the 
conference that offers 
one on one meetings with 
important media buyers 
from across North America, 
enabling conference regis-
trants to forge relationships 
with existing clients and 
potential new customers. 

All it takes is one trip to 
Atlanta in September.

An all star planning 
committee led by Jennifer 
Parker, editor & publisher 
of CrossRoadsNews (GA), 
has put together a first-
rate agenda. Key elements 

include:
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
Expect to be wowed by 

the program which will 
impart energy, passion and 

The Fall Conference always attracts a large crowd and for good reason...the 
on point agenda delivers significant value for senior level executives and 
revenue responsible managers. 
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Disruption Presents Opportunities; 
Plan Now for the Long Term

Fall Publishers’ & Advertising Directors’ 
Conference
Sheraton Atlanta Hotel
Atlanta, Georgia

September 11-14, 2012
Full program, details and online registration at 
www.localmedia.org
Register now to get the early-bird discount and 
ensure a room at the conference hotel. 

Early-bird registration fees for LMA members:
• First Attendee | $595 
• Second Attendee | $495 (and each additional   
   from the same company) 
• Guest | $175 

Non-member fees with early-bird discount: 
• First Attendee | $895 
• Second Attendee | $795 (and each additional 
   from the same company) 
• Guest | $250 
Registration Fees will increase after 8/21/12.

Hotel Information
The room rate at the Sheraton Atlanta Hotel 
is $159 (single/double occupancy) per night 
plus tax. When making your reservations, 
please reference the Local Media Association 
Fall Publishers’ and Advertising Directors’ 
Conference. Rooms will be offered at the quoted 
rate based on availability three (3) days before 
and (3) days after the conference. All conference 
attendees are encouraged to reserve their hotel 
rooms as early as possible.
Sheraton Atlanta Hotel
165 Courtland Street NE
Atlanta, GA
Reservation Number: (800) 833-8624
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ager. In the process they lose their best 
producer and create a mediocre manager. 
That’s because many top performers are 
naturals and lack the understanding and 
discipline of the sales process that even 
good sales people need for success. 

Hire a great coach and manager to 
manage and you will see immediate 
results.

Second, hire people who naturally want 
to do what is required for success in your 
business. I think the only way to find them 
is to use a behavioral assessment that 
validates against your job. When you do, 
you will find that the assessment helps 
you identify those people before you even 
interview them. Nearly every Fortune 500 
company uses this approach. They do it 
because it works time after time. 

Third, pick a sales process and a sales 
training program that supports it and stick 
to it. Bringing in new trainers every year to 
‘motivate’ the team is counterproductive. 
There are great systems that work and will 
still work 10 years from now. Your sales 
people are not capable of taking bits and 
pieces from every trainer-du-jour and 
synthesizing their own process from it. 
It’s unfair to ask them to do it and it won’t 
work. 

You advocate hiring with assess-
ments and ensuring improved 

results by recruiting better. What are some 
key indicators of a good sales rep? 

Great question. The key indicators 
of a good sales rep depend on the 

product, the market, the company culture 
and the source of leads. It takes a different 
type of rep to cold-call a new city than it 
does to serve well-established accounts. 
Every manager knows this but many still 
keep switching people around as if it was 
not true. Qualified assessment consultants 
will help you define the ideal person for 
each situation and then show you how to 
attract and hire them. 

From our research, we know that the rep 
who is best suited for nurturing existing 
accounts will have a lower drive and higher 
sense of service. They value relationships 
and will take the clients side in most situ-
ations. On the other hand, our research 
shows that reps who are ideal for cold 
calling or selling new and complex prod-
ucts (like digital) will tend to have a higher 
sense of self and be more goal and money 
motivated. These reps are less concerned 
with being liked and more interested in 
making the sale and moving on to the next 
opportunity. As you can tell, pairing these 
two can often be the best way to grow a ter-
ritory while holding on to existing accounts. 
Behavioral assessments can identify these 
traits before you even interview them and 
ensure that you are getting the right rep 
for the situation.

Can you share some specific tools 
that LMA members could imple-

ment right away to recruit, select appli-

You’re a sales pro, author, sales trainer 
and founder of Waterhouse Group 

and Predictive Results and recently spoke 
at the Local Media Association/Blinder Local 
Revenue Summit about sales management 
and the power of hiring with assessments. I 
want to probe some of the lessons you taught 
there but before we get into that, can you 
please share a bit about your credentials and 
expertise that brings you to running your 
sales consulting company? 

I started my career as a design engineer 
on the Patriot Missile system and soon 

discovered that I was not cut out to work in a 
cubicle! Within three years I was recruited by 
a semiconductor company to be their field 
expert. That meant that I traveled with the top 
sales people and gave the technical part of the 
sales presentations to companies like AT&T and 
IBM. It was a wonderful training ground and I 
soon found my technical/sales balance tipped 
towards sales as the regional sales manager 
for a small semiconductor testing company. 
In two years I built a team that more than 
tripled the sales of the company and helped 
sell it off. Unemployed and needing a job, I 
started a community newspaper, built a great 
sales team who helped make us number one 
in the state and sold it to a competitor. Again 
unemployed (see the trend), I started a sales 
training company to help others achieve the 
type of success I had found. That was 22 years 
ago and we are still going strong! 

I love the name of your company - 
Predictive Results – and all the confi-

dence that it exudes. That said, much of your 
personal sales success comes from outside of 
the media industry. Tell me how you transfer 
your skill set and teachings to the local news 
media business? 

While I have sold more than my share 
of ad space, I also work in industries as 

diverse as pharmaceuticals and locomotives. 
The common thread is simple: everyone wants 
something when they buy. When you know 
what that is, you can help them get it. The 
more quantitative it is, the easier it is to define 
it and to prove that you can deliver. 

Every business owner wants something 
more than results from advertising. They may 
want to retire early or have the revenue to hire 
a manager or open another store. When you 
know their goals and can show them the path 
to achieving them, you will likely make the big 
sale. The big sale is the sale that reaches the 
goal. It won’t be an ad this week or a banner 

on the web site. It won’t be a 10 week run. It 
will be a partnership of business that will last 
until the goal is reached. 

You told us at the Revenue Summit that 
typically, sales teams on the whole are 

underperforming with the top 25% outselling 
the bottom performers by huge margins. It 
seems that every sales team has a ‘star’ who, 
plain and simple, outperforms everyone else. 
Isn’t that normal? What are some the issues 
that contribute to this tilted result? 

Stars are special people who consistently 
do the right thing at the right time and 

more often than anyone else. Many are naturals 
and just happened to find a career where the 
things they like to do are the same as the things 
you need them to do to be successful. Since 
most hiring managers have no idea how to 
spot this unique creature, it is likely that there 
will be very few of them on a given sales force. 
It’s not the manager’s fault. The complex set of 
behavioral factors, experience and skills that 
make a winner are hard, if not impossible, to 
spot without the right tools. 

That is also why you see the wide per-
formance gap in team. The hiring manager 
thought they would all be at least ‘B’ players 
or they would not have hired them. As I said 
above, it’s more complicated than any indi-
vidual can see from the outside. As a result, 
well-meaning and highly skilled managers hire 
teams where the top quartile outperforms the 
bottom quartile by 500% or more. 

Can you share some practical tips for 
redeeming existing underperform-

ers?
Sure, but why? We always try to fix the 
poor ones rather than maximizing the 

good ones. Far too much time is spent trying 
to make hiring mistakes into productive sales 
people. I prefer to hire only those who have a 
higher than average probability for success 
and then provide them with the best training 
and support I can give them. Go ahead and 
let your underperformers attend the training 
sessions but spend your time helping your best 
become better. The return on investment will 
be hundreds of times greater. 

What are some of the other common 
problems blocking dramatically better 

sales results? And, the solutions for overcom-
ing them?

First of all, most companies promote 
their best sales person to be their man-
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Q & A with...
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Steve 
Waterhouse
President - Predictive Results
904-269-2299 x102
steve@predictiveresults.com

Building top performing sales teams
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Two days of high level sales guidance from 
North America’s leading sales trainers are yours 
for the clicking at the fi rst ever Local Media 
Association ‘virtual’ Local Media Advertising 
Conference. 

Designed specifi cally for advertising sales 
representatives and their managers, the two 
half-day sessions will begin at 1PM Eastern on 
Tuesday July 24 and Wednesday July 25. LMA 
members may register as many employees as 
they’d like at absolutely no charge. 

TUESDAY JULY 24 –
SALES FOCUS

Intended for sales reps and their managers, 
topics on day one will include:

Become A Top Performer– 

Presented by Steve Waterhouse, a world class 
leader in sales training, this session will get 
things started with concrete ideas to maximize 
effi ciency and effectiveness in the fi eld. 

Steve Waterhouse is President of Predictive 
Results.

Simplifying Digital Sales for Your 
Local Sales Force  

Presented by Mike Blinder, this fast paced 
session will identify several recent examples 
of what local media companies are doing to 
generate new digital dollars with banner ads, 
local search (SEO), mobile and social media. 
Plus, you’ll hear how many media companies 
are able to signifi cantly boost traditional print 
revenue by leveraging their digital assets.

Mike Blinder is President of The Blinder 
Group.

Prospecting That Pays–

Presented by Kelly Wirges, this session will 
teach reps how to overcome trepidations about 
prospecting. She will provide guidance on proac-
tively preparing a sales strategy each month and 
determining the individual “magic prospecting 
number” to achieve goals.  Expect to learn how 
to enjoy approaching prospects in a manner that 
opens doors, and keeps them open, even if they 
initially tell you they are not interested.

Kelly Wirges is President & CEO, ProMax 
Training & Consulting, Inc.

WEDNESDAY JULY 25 –
SALES MANAGEMENT FOCUS

Day two sessions are intended for ad direc-
tors/managers, publishers, digital sales manag-
ers and those who have a stake in team-building 
and strategic revenue development.

Managing Today’s Multi-Media 

Sales Force 
Motivation, compen-

sation, accountability, 
training, recruitment….
presenter  Gary Moore 
will cover it all and 
deliver checklists/ideas 
to help today’s sales 
managers enhance the 
productivity of their 
sales reps, especially 
as they compete in today’s multimedia land-
scape.

Gary Moore is President - Insight Edge, Inc. / 
Media Sales Pro.

How to Have an Effective Sales 
Coaching Session with your Sellers

Effective sales team 
coaching is one of the 
most valuable skills a 
sales manager should 
master and presenters 
Debbie Holzkamp & 
Renée Ward will teach 
specifi c coaching skills 
that can potentially 
increase top-line rev-
enue by up to 20 per-
cent. They’ll cover how to plan a coaching call; 
perform a pre-call briefi ng; observe the sales 
call; conduct the coaching session; follow up 
and create a systematic process.

Debbie Holzkamp is President & Director of 
Sales Training – HDS Premier Consulting; her 
colleague Renée Ward is Executive Vice President 
& Director of Sales Training.

The Hottest Revenue 
Opportunities for 2012

The fi nal session of the program , presented 
by Nancy Lane and Shannon Kinney, will show-
case actionable case-studies from the monthly 
Local Media Innovation Alliance reports and 
the recently completed West Coast Innovation 
Mission. Expect to learn deep details about the 
top four revenue generating topics from both 
sources: digital agency services, event marketing, 
deals/promotions 2.0 and social media.

Nancy Lane is President of Local Media 
Association; Shannon Kinney is President, Dream 
Local Digital. 

JON K. RUSTJON K. RUST

Chairman
LMA Board of Directors

NO COST to LMA members!

‘Send’ your ad staff to this
high-value conference
that requires no travel,

registration or lodging fees. Go to 
www.localmedia.org to register.

Local Media Advertising 
Conference Runs July 24-25

FREE Virtual Conference

Gary Moore

Renée Ward

The voting representa-
tives of LMA companies 
should have received an 
email in the past week with 
a ballot for approving or 
disapproving a slate of 
changes to the Local Media 
Association bylaws. If you 
are a voting representative, 
your attention – and vote – 
is appreciated. The changes 
are straightforward, and 
they’ve been vetted for 

several months by a bylaws committee and the full board.
The current bylaws and the recommended language will be the 

main part of the communication. Here is a summary:
There is a slate of changes that update descriptions of the orga-

nization to align with our membership and new name, which is 
larger than suburban newspapers. This entails substituting the 
words “local media industry” where “suburban newspaper industry” 
currently appears.  

It is important to note that “regular membership” criteria are not 
part of the suggested changes. The board continues to elicit feedback 
about the nature of membership and the best way to include non-
print companies in the organization. A forum will be planned at the 
Atlanta fall conference, as well as open calls with board members in 
advance, for all interested in this conversation. But regular member-
ship rules do not change under the vote now underway.

The second slate of changes introduces a new class of member-
ship – called Research & Development (R&D) partners – for those 
who supply goods or services to the regular members and who seek 
to have a more engaged role with the organization. This class would 
have voting rights (capped at 10% of the total for any vote).

In addition, the changes would increase the number of associ-
ate and/or R&D partners allowed to serve on the board from one, 
as it currently stands, to two. As context, Gordon Borrell of Borrell 
Associates is the one associate member on the board at this time. 
His perspective and commitment to LMA has been invaluable. There 
are other associate members who would like to be engaged more 
and whose perspective would add powerfully to board discussions. 
This change increases the opportunity for that to happen.

The fi nal set of changes update voting rules to what is deemed 
best practice for associations in today’s world. The immediate past 
chairman of the board currently cannot vote in board deliberations. 
Under the new language, he or she can. Also, the new language cor-
rects for an error that currently allows associate members to serve 
as chair but not as an immediate past chair.

Finally, a quorum for any bylaws changes has been set at 30%, 
and changed to be accomplished exclusively by a mail or email vote. 
Previously no quorum was established. The quorum for transacting 
business at a meeting remains at 15% (such as the annual business 
meeting which is used to elect directors and offi cers.) Mail and 
email votes would be allowed for regular business under the same 
quorum.

We expect additional bylaws changes to be recommended in the 
next year after more conversations with you about the nature of 
membership, i.e. what is the best way to include non-print media 
companies in Local Media Association? In the meantime, I encour-
age you to review the current changes and vote your support. If you 
have any questions, please do not hesitate to contact Nancy Lane, 
me or anyone else on the board.

Jon K. Rust is co-president of Rust Communications and chair of 
the LMA board. Email: jrust@semissourian.com.

Bylaws vote 
is underway

BRAND NEW MEMBER BENEFIT! 
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It’s time to shine folks.
The annual Newspaper of the Year and General Excellence Contest is underway and 

now is the time to prepare and submit your entries. Deadline is July 27.
This highly competitive contest will crown winners in six different circulation classes 

(two for dailies and four for weeklies). Judged by esteemed experts in the fi eld, this 
contest recognizes excellence in the comprehensive package – content, style, layout, 
design, typography, usefulness, etc. Recognition in all LMA contests is a valued com-
modity but a win in this one is a true feather in the cap for all involved in putting out 
your newspaper. And, the marketing and promotional bragging rights are priceless.

Each publishing company may submit an unlimited number of entries. Example: 
if you have four individual mastheads, you may submit four separate entries as long 
as each entry contains issues of the same masthead from the specifi ed months.

All entries must have been published in your newspaper(s) during the months of 
June 2011, December 2011 and April 2012 (no exceptions). Entries must consist of 
one (1) hard copy edition from each  month listed.

LMA has once again teamed with Newspaper Toolbox to offer an online entry com-
ponent that’s designed to make the process of entering contests quicker and easier. 
Because this contest requires the judges to review multiple copies of full newspapers 
from each publication LMA is using a hybrid entry system which enables entrants to 
complete the data entry and payment process online and then print-out a pre-populated 
entry form to be attached and mailed with their three hard-copy issues. The judges 
will then refer back to the judges section of the Newspaper Toolbox program to post 
winners and write comments.

Full contest details and online entry is available on LMA’s website, www.localmedia.
org under the Contests tab.

Don’t delay – deadline is July 27. Good luck one and all.

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
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Newspaper of the Year/
General Excellence 
Contest underway now

2012
Newspaper of

the Year Contest
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By NaNcy LaNe, PresideNt, LMa

Twenty senior level executives partici-
pated in the Local Media Foundation’s 
West Coast Innovation Mission this year. 
The study tour took place May 20-25 and 
included visits to some of the world’s most 
innovative media houses and technology 
companies. 

Major highlights of the trip 
included:

Full day visit to Google’s headquarters•	 . 
This was a fascinating visit that included 
presentations from 6-8 executives. The 
group learned about the tremendous 
culture of innovation (see Nancy Lane’s 
column on this page for more details) that 
exists via a presentation from a “people 
opps” executive. They also learned about 
partnership details on two Google prod-
ucts – AdWords and micro-surveys. Many 
of the attendees have since signed up 
for the micro-survey product. The final 
report will contain more detail about 
these exciting opportunities. 
Visit to Fisher Communications in •	
Seattle. This was one of the most inspir-
ing visits of the entire trip. This multi-
media company owns 13 TV stations 
and more than 125 web sites. The visit 
focused on their digital strategy that 
included a heavy social component. 
They believe that content online needs 
to be “original, unique and shareable”. 
They also have learned that video does 
not produce enough page views to justify 
the high costs so even though they are a 
broadcast company, they put more effort 
into things like photo galleries. 
Meetings with leading Canadian media •	
houses. Visits took place with senior 
executives from Black Press and the head 
of the Canadian newspaper association. 
Attendees learned that our northern 
neighbors are still very committed to 
print and continue to innovate on the 
print side of the business. This message 
was also reinforced during the key take-
aways from the WAN-IFRA study tour. 
European media houses also still value 
print very much. Attendees reported 
this as a top takeaway and vowed to 
“show print a little more love” upon 
their return. 
Learning about partnerships with •	
YP.com. The meeting at YP.com head-
quarters in San Francisco focused on 

reseller opportunities that are available 
to local media companies. YP.com is 
the “$1 billion dollar internet company 
that no one knows about”. They have 75 
million monthly uniques on YP.com and 
over two billion annual searches. Local 
media companies can now sell YP.com 
products (both mobile and online) for a 
35% cost (allowing the media company to 
set whatever price they would like above 
this number). Several of the attendees 
are exploring this option further as a way 
to expand their product offerings and 
to take advantage of YP’s tremendous 
technology. 
Half-day session with Gordon Borrell.•	  
Attendees received a Compass report as 
part of the IM package fee. This report 
provides digital spending by category 
in a defined market. It is a valuable tool 
that assists publishers in identifying hot 
opportunities in the market. All of the 
attendees ranked this session in the top 
three and couldn’t wait to dive into the 
data upon their return. 
Meetings with Digital First Media/Journal •	
Register Company and McClatchy. 
Senior executives from these leading 
media companies shared their strategies 
to grow digital revenue. Both compa-
nies are leaders on the digital side (with 
average digital revenues of 22%-25%). 
Digital First is having a lot of success 
with their new Ad Taxi solution (digital 
agency services including their own ad 
exchange). McClatchy values partner-
ships and continues to pursue new ones 
(Pandora was one of their newest; they 
also do a lot with Google). 
A full report will be issued in the coming 

weeks. The report will contain tremendous 
detail on all of the partnership opportunities 
including contact information. To pre-order 
your copy, contact Tanya Henderson at 
Tanya.henderson@localmedia.org. The 
cost is $295 and includes a series of related 
webinars. 

That may be true but there are a lot of 
others reasons why people love to work 
for Google. The local media industry 
could certainly learn a lesson or two.

Chris Connelly from the “People 
Operations” department at Google met 
with our Innovation Mission attendees 
on May 24 to discuss the Google culture. 
Google has 33,000 employees that work in 
70 offices in over 40 countries. Amazingly, 
they instill their non-conventional cul-
ture wherever they open an office. 

It all starts with their hiring process 
that always involves a committee, regard-
less of position. Mr. Connelly shared 
that he interviewed for three different 
jobs at Google and was interviewed by 
17 people in total for those three jobs. 
When making hires, they look for the 
following:

They hire people that are good at many •	
things
They want people that are comfortable •	
with a fast work environment; sense 
of speed is very important
Their hiring process is designed to •	
remove subjectivity. They try to hire 
not purely based on need. 
They look for “googliness” in people – •	
people that communicate well; work 
well with others; are humble. 
In addition to many cool perks such 

as free meals (from cafeterias that rival 

a high end Vegas buffet with offerings 
such as sushi) and the right to bring 
your dog to work, they also have created 
a tremendous culture of innovation in 
a number of other ways:

TGIF is a company-wide meeting that •	
is conducted every Friday from 4:30 
– 5:30 (held at Charlie’s on campus 
which seats about 1,000 people). The 
venue is usually standing room only 
and is broadcast out to all of their 
satellite offices. It is conducted by the 
CEO and senior level executives and 
includes a presentation followed by 
a 30 minute live Q&A. Transparency 
and openness are core to the Google 
culture. 
“20% time” is a program that allows •	
Googlers to work on new ideas during 
the work week. Gmail was a 20% time 
project.  Connelly told IM attendees 
“If you give people freedom, they will 
amaze you”. They are not a time clock 
type company. 
G to G program – Googler to Googler •	
– “I am going to teach a class that 
other Googlers might have interest in.” 
Connelly recently took a class called I 
to P (Introduction to Python – a coding 
software). It was a nine week course 
complete with homework; attend-
ees get a certification at the end. The 
teaching Googler doesn’t get paid – but 
the students can give the teacher a 
“peer bonus”. Other classes might be 
work-related or personal such as salsa 
or ballroom dancing. 
Idea sharing is critical to the success of •	
the company. White boards are located 
all over the company to facilitate the 
brainstorming and thinking/idea pro-
cess. Very few people have their own 
offices at Google. Even executives 
share space – this encourages idea 
sharing. Lunch is often spent with 
other people from other offices. 
Employee reviews include peers (the •	
person being reviewed asks 6-8 peers 
to weigh in on the process). 
This particular session was one of 

the favorites from the entire Innovation 
Mission. And while none of the attendees 
were going to be able to duplicate the 
Google culture, they all agreed that they 
could do a better job by just picking up 
one or two of the ideas that were shared. 
The TGIF meeting in particular was a 
group favorite. The hiring process also 
received high praise. 

To learn more about this visit and 
all of the others from the West Coast 
Innovation Mission, be sure to pre-
order your copy of the final report by 
contacting Tanya Henderson at Tanya.
henderson@localmedia.org. 

NANCY LANE

President

NCY LANE

LMA

“Googlers love working here 
because they get to work on 
cool stuff that matters”

Googler Chris Connelly

Full report available 
for purchase in 
coming weeks

Some of the IM attendees assembling 
for their visit to Seattle-based Fisher 
Communications.

West Coast Innovation 
Mission: “Inspiring, 
Educational, Game-Changing”
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The Best Places
to Advance Your Career

A sage once stated that people are known by the company we keep.  The Center for Sales Strategy is known by the companies
we keep.  We are intensely proud of our clients—because they are widely respected as the best places in the industry to work
and to advance your craft and your career.  Our clients demonstrate consistent values, practice hands-on management, and
believe in developing the talent of their people.

Who are the employers who will develop your talents?  And help you help your clients?  Here’s a sampling of our clients—the
best employers in the business:

Southern Cross Austereo The Dispatch Printing Company KHQ, Incorporated

Belo Interactive Group Emmis Communications  Media General

Bonneville International Federated Media Meredith Corporation

Comcast Spotlight, LLC Hubbard Radio, LLC Radio One, Inc.

Corus Entertainment JW Broadcasting, LLC South Central Media

Cox Media Group Katz Media Group Swift Communications

Using The Center’s recommended practices for turning talent into performance, sales managers create individualized plans to
help each sales person grow.  They understand that as each seller grows, the entire company grows.  Sales people love being
managed this way, and they are proud to approach prospects using the sales practices their employer endorses, practices 
developed by The Center for Sales Strategy to build revenue in the one way that is truly sustaining:  by creating marketing
campaigns that deliver results for clients. 

It’s no surprise then that 19 of every 20 of our media industry clients liked the return on their investment last year in sales
performance improvement from The Center for Sales Strategy—and re-upped this year.  That’s a 95% client renewal rate… 
the same rate we experienced last year.  Not bad in this economy.  Not bad in a rapidly-evolving media world.

The 21 client-facing professionals at The Center for Sales Strategy have a combined 444 years’ experience, not in the class-
room, but in the trenches selling and managing.  Their talents, skills, and experiences are deployed every day to help our
clients turn talent into performance.

The Center for Sales Strategy is continuously improving its service to clients. Before 2012 comes to a close, we will have
launched a new website, a new blog, a new clients-only online resource center, a new online digital-media training program,
an all-new version of our needs-based sales training program (now approaching 30 years of proven value), and much more.
It’s going to be another exciting year.  Thank you.

If you would like your company to be in this company, please contact our CEO, Jim Hopes at 813.254.2222.

www.TheCenterforSalesStrategy.com
Follow our blog:  blog.TheCenterforSalesStrategy.com
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urgent focus and afford all the chance to hear from 
experts on a variety of opportune topics, as well as to 
interact with peers from across North America who 
face similar market conditions and decisions about 
where to allocate resources, time and energy. “The 
fall conference in Atlanta will be worth its weight in 
gold,” says Parker. “Participants get to sit down for 
one-on-one conversations with national and regional 
advertisers and agency representatives, and when 
they are done making those connections, we will 
have a conference focused on best practices, bright 
ideas and new revenue streams that can position our 
newspapers for a robust future.”

On the revenue side, the agenda includes sessions 
on 

How to Create Highly Effective Web Ad Campaigns •	
That Will Put Your Digital Growth on the Fast 
Track
Buzz Session – 10 Revenue Generating Case Studies •	
in 60 Minutes
Email Marketing•	
Mega Great Ideas Session•	
Mobile Strategies•	
Digital Agency Services•	

Other Sessions

A real boon for attendees is keynote speaker Jason 
Taylor (invited), President & Publisher of The Times 
Free Press in Chattanooga, TN. Taylor and his team 
have truly mastered the art of Event Marketing and 
in just 2 years, his company has grown this business 
from $0 to $2 Million. 

Taylor will share examples of large and small‐scale 
events that are adaptable to markets of any size. He 
will also update attendees on the new events that 
were added for 2012 (for those that attended the 
mega‐conference, you won’t want to miss this update). 
If you don’t get into the event marketing business, 
others from out of town (or your competitors) will, 
so be sure to attend this session and start to develop 
your plan to maximize revenue from events. 

Another session will focus on today’s hottest oppor-
tunities for local media companies of all sizes. LMA 
President Nancy Lane and Steve Parker, co-publisher 
Recorder Newspapers (NJ) will share best practices from 
Europe. Both recently attended the World Association 
of Newspapers study tour that included visits with 
15+ media companies that were having success with 
the 360 selling concept. GateHouse Media’s Chris Eck 
(invited) will also provide an update on their major 
initiative, Propel Marketing, that was launched in 
early 2012 as a separate division of the company to 
capitalize on digital agency services.  This session will 
also explore the popular approach of offering digital 
marketing services to SMB’s without launching a 
separate agency division.

The level of disruption in the media industry 
will be exponentially greater in the next five years 
than the last decade.  Shawn Riegsecker, Founder & 
President of Centro, LLC,  will be share his thoughts 
on what the year 2016 is going to look like for the 
media industry.  He will be sharing what will happen 
to all forms of media and focus on what newspapers 
can be doing now to best prepare. Centro is now ten 
years old and has over 200 employees. In 2010, they 
raised $22.5 million in capital to set themselves up 
for a successful future. They are currently focusing 
on services, software and their newly launched brand 

exchange. Don’t miss this fascinating session led by 
one of the industry’s most dynamic and interesting 
CEOs.

Meet potential customers and existing 
clients

Some liken it to speed-dating and for good reason. 
A fast pace of 20 minute intervals gives conference 
attendees the opportunity to meet one-on-one with 
many VIP media buyers over the course of one and 
half days. All it takes to get these highly coveted 
appointments is conference registration and a trip 
to Atlanta. 

Expected media buyers currently include:
ACG Media, Sandra Ramos & Claire Yuseco 

(Confirmed) – Representing JCPenny, Bed, Bath & 
Beyond, Michaels, Shopko, Harbor Freight Tools, 
etc.

Alloy Media, Randy Graf (Confirmed) – Alloy rep-
resents hundreds of national accounts

Best Buy Company, Inc., Steve Winslow (Invited)
Centro, Katie Risch, VP of Publisher Relations, 

(Invited)
CVS, Bob Uccello (Invited)
Geomentum, Steve Mueller, Randy Novak, Tim 

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

solo business and Rite Aid
NNN, Ben Zangara (Invited)
Novus, Bridgit Wallace (Confirmed)
planitretail, LLC, Matthew Spahn (Confirmed) – 

Representing Radio Shack, Winn‐Dixie, Amazon
Staples, Inc., Kathy Bonney (Confirmed)
Target, Wendy Moore/Pam Armour (Invited)
Valassis, Debbie Gauthier (Confirmed)
Vertis/Lowe’s, Dave Weiss (Confirmed)
USSPI, Rick Baranski (Confirmed)
Plus more invites are going out every day
Meeting slots are limited. Requests are taken on a 

first‐come, first‐serve basis and are based on the order 
that the 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. 
Note: the advertiser one‐on‐one meetings are not part 
of the conference registration fee. LMA pays for this 
bonus day as an enticement for early registrations 
and as a member benefit.

conference cont’d from pg 1

Neil Kirby of Sun Times Media (IL) chats with Kathy 
Bonney, Print Media Manager for Staples. at the 2011 
fall conference. in Phoenix.  Bonney will be partici-
pating in the one-on-one meetings again this year..

There’s no better time or place to promote your company 
then at the Local Media Association’s Fall Publishers’ and 
Advertising Directors’ Conference. The largest gathering on 
the LMA calendar brings CEOs, CEOs, Publishers, Advertising 
Directors, Major Account Managers, Retail Advertising Managers, 
Marketing Directors and Senior Level Executives to this impor-
tant conference.

This year’s theme is The Future is Local and publishers rely on 
you, our R&D partners, to help grow their companies by utilizing 
your tools, technology and expertise. Don’t miss this opportunity 
to see current clients and create new relationships! 

New for 2012 - Buzz session presentations 
are available

R & D Partner Buzz Session presentations available to the 
first 10 exhibitors/sponsors to register, for an additional modest 
fee. This special session is scheduled during the program and 
allows up to 10 exhibiting/sponsoring R & D partners to pres-
ent a 5-minute revenue generating case study associated with 
their product/service. Some qualifications apply.

For more information, please contact Al Cupo, VP of 
Operations at al.cupo@suburban-news.org / 215.256.6801, or 
Tanya Henderson, Advertising & Membership Relations Director 
at tanya.henderson@suburban-news.org / 804.262.3341.

SAVE
DATES

TH
E

Sept 11-14, 2012

Meeting with the industry’s valued research and devel-
opment partners in a trade show format is a highlight 
of the Fall Conference.

Exhibit and Sponsorship 
Opportunities Available

Meet Potential 
Clients and Existing 
Customers in Atlanta 
this September
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Study Mission
Perspecti ves Shared

The West Coast Innovation Mission took an inten-
tionally small group of senior media executives on 
a study tour along the 
West Coast of the U.S. 
a n d  Ca n a d a  t o  d i v e 
deeply into the cultures 
and practices of some of 
the top innovators on the 
route. The group visited 
and met with executives 
representing seven differ-
ent companies including 
Fisher Communications, 
Google, AT&T Interactive 
(now called yp.com),  and 
Black Press; additionally the group met with execu-
tives from Glacier Media Group and the Canadian 
Newspaper Association,  Borrell Associates, The 
McClatchy Company, and Digital First Media.

“It was an incredible week for (my colleague) Eric 
Bright and me, and we are already at work imple-
menting some of these learnings,” said participant 
Chris Lee, Publisher, Deseret News (UT) and Vice 
President, Deseret Digital Media.

The tour concluded as the Memorial Day weekend 
was getting underway and a week later, Local Media 
Today editor Deb Shaw asked participants to give their 
first blush answer to the following question. 

With a bit of hindsight now, and no doubt a fair 
amount of synthesizing of the information and intel-
ligence you gleaned on this trip, could you please share 
the top one or two nuggets that you absorbed on the 
tour that have made a strong impression on you? 

The responses are as varied as the participants 
and provide an excellent jumping off point for LMA 
members to consider, to spark discussion locally 
and to help prioritize the local innovation evolu-
tion. Additionally, LMA President Nancy Lane has 
assembled an expansive industry report from the 
IM. See story on page 5 for details about obtaining 
this valuable intelligence and participation in the 
correlating webinars. 

Culture, And Redefining ‘Media’

First of all, small and mid-size media companies 
have an interesting lever to pull during the next two 
years. The relationships these companies have with 
local advertisers AND local consumers are so incred-
ibly valuable – so much so the likes of YP.com and 
Google.com have put partnering with us as priority 
number one. Which is both good and bad. Good in 
that it’s great to have large pure plays so interested in 
partnering with us, bad in that we have been down this 
road before with other pure plays (read: AutoTrader.
com, Cars.com, Monster, and Careerbuilder). We heard 
clearly from Chris Hendricks that those partnerships 
have not worked out so well for the smaller media 
orgs. If I remember correctly his words were something 
along the lines of “don’t even try to get into autos – 
that business is gone. AutoTrader and Cars took it.” 

Not super, right? But what I gleaned from the trip is 
that the partnerships we currently have with those 
pure plays isn’t good. They are essentially swiping 
our customers for pennies on the dollar. On top of 
which we (Deseret Digital Media) know through our 
research with dealers in our markets that they aren’t 
particularly excited about their relationships with 
those large pure plays 
because the costs are so 
high.

So there is a window 
there. The pure plays have 
left an opportunity for us 
to take back some of that 
business. What we need is 
to create the technology 
and the business model 
t o  re e s t a b l i s h  t h o s e 
relationships with local 
advertisers and consum-
ers. At DDM we are pretty 
stoked about the prospects of this and it is driving 
our strategy for the next two years.

Secondly, I was very intrigued by Google. Specifically 
how they build and foster culture within their sprawl-
ing organization. The media industry could learn 
big lessons from them in this arena. Media anymore 
isn’t about the old oak and leather offices filled with 
good ol’ boys and pressman. It’s about new media, 
technology, and the consumer – all of which attracts 
a new and different personality and ideology to our 
businesses. If we as a media industry are going to 
attract top talent and ideas – we need to change our 
respective cultures.

From a strictly tactical point of view…Google 
Surveys rocks and we are going to launch that bad 
boy soon on our new Classifieds app coming this 
summer.

Lastly, the trip in and of itself was amazing. The 
businesses we were able to visit were top notch and 
the people on the trip were an absolute delight. Kudus 
to LMA for putting together such a great event.

-Eric Bright
VICE PRESIDENT OF ECOMMERCE
Deseret Digital Media (UT)

Big Boys Nipping Our Ankles
for Partnerships

The 2012 West Coast Innovation Mission proved 
to be inspiring and energizing and reinforced many 
of the initiatives we already have underway at The 
Observer Group. However, here are my top three 
takeaways:

Culture Change
We were so inspired by Google’s “people operations” 

that we have decided to change our name to the 
Observer Media Group (OMG!) and create a culture 
of OMGers like Google’s Googlers. 

You Can’t Know Enough
Fisher Communications’ continual training of 

its editorial and sales staffs on new technologies, 
devices and social media, prompted us to schedule 
an entire day of training on iPhones for our editorial 
staff, iPads for our sales staff and social media for 
the entire company. 

The Future is Local 
.. . But We Knew That 
Already

With the big boys like 
Google and YP nipping 
at our ankles for partner-
ship, even though they’re 
after the local business 
relationships that we 
have, participating in 
these types of partner-
ships provides more 
opportunities for our 
local businesses to grow. 

On a side note, everyone on the trip was equally 
inspiring and just plain fun to be around. 

-Emily Walsh
Associate Publisher 
Observer Media Group (FL)

Understanding the Mix
Relative to Digital

In Local, we like to fully understand the businesses 
we are in from an operational perspective. 

The publisher organizations we visited demon-
strated a strong under-
standing of their revenue 
mix and where digital sits 
relative to print. Each 
business unit leader, 
print and digital, spoke 
tactically in the context 
of their annual operating 
plan. 

The media tech firms 
visited are starting to 
understand the propri-
etary nature of the SMB 
relationships that pub-
lishers own and are setting up channel opportunities 
for publishers.
-Neil Greer
CEO
Impact Engine

Grow Business in Your Own Backyard
1 – There is a very large growth opportunity avail-

able for Media/Newspapers, and the downside to 
traditional advertising revenue is limited. The revenue 
opportunity is not in growing existing online products 
(almost exclusively non-targeted display ads today), 
but in promotional activities and targeted display ads, 

contInueD on neXt PAGe

  Chris Lee

  Eric Bright

  Emily Walsh

  Neil Greer
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Study Mission
Perspecti ves Shared

mainly in mobile formats. 
It is unusual for any indus-
try to be presented with 
such a large opportunity 
to grow in their own back 
yard. 

2 – To take advantage 
of these opportunities, 
media companies almost 
certainly have to start a 
separate business (digital 
agency) to sell to exist-
ing and non-traditional 
in-market SMB clients, as these skills are different 
enough from selling display to make it difficult for 
them to really make a difference for them or their 
advertisers.

3 - The third important thing that I learned – there 
needs to be some very focused pilot experiments 
with advertisers to learn what moves the needle for 
them in terms of online forms of advertising and 
promotion.  

-David S. Grant
Founder/Executive Vice President Advertising 
Services
Affinity Express

What Innovation in 2012 Looks Like
As we heard about all the promising programs and 

success stories implemented here and in Canada, I 
was reminded that the relationships we have with our 
readers and advertisers are 
immensely important.

As new and innova-
tive media platforms 
develop, such as mobile 
and tablets, we have a 
line of willing business 
partners at our doorstep. 
Nearly everyone we spoke 
with believes that there is 
huge growth potential in 
Small to Medium Sized 
Businesses, but none of 
the national companies can scale their product or 
initiatives without leveraging relationships with local 
companies such as ours.

So where is media innovation headed in 2012? 
Local, Mobile and Social
Digital Agency Style Services
Targeted Online Display Advertising
Limited Inventory Display Models
Cross-Industry Technology Partnerships
We’ve got a bright future, now let’s go build it.

-Ben Shaw
Chief Digital Officer
Shaw Media (IL)

Content and Revenue Are Not 
Inextricably Linked

There were so many great takeaways from so many 
wonderful people that it’s hard to narrow it down to 
a few.  But let me try:

This series of meetings 
and speakers served as 
a solid reminder that 
the “legacy” part of our 
business remains incred-
ibly relevant, important 
and profitable.  It is to 
be celebrated - not for-
gotten.  Another major 
takeaway for me was my 
departure from think-
ing that content and 
revenue are inextricably 
linked.  Turns out, we can find many new ways to gen-
erate revenue apart from our fabulous content.  The 
last big takeaway was that so many of these “tech” 
companies (i.e. Google and YP.com Holdings) really 
want to partner with us.  They greatly value the rela-
tionships that we have and they want to marry their 
technology to our relationships to drive revenue for 
both.

-Kim Wilson
President and Publisher
Schurz Communications (IN)

Telesales Is Like Finding
Change in the Couch

Surprisingly, we heard from both ends of the spec-
trum on how to manage our publishing companies.  
On one end we were 
warned to “stick to our 
knitting” and get back to 
what we do best.  At the 
other end, the digital first 
train has left the station 
and nothing should get 
in the way.

 We cannot choose 
one at the expense of the 
other.  We must do both 
and do them well.  The 
problem is that many of 
us are screwing up our 
newspapers by forcing all of our management and 
staff resources towards digital.  

 The case was really made for a separate staff or 
‘agency approach’ in current vernacular.  The secret 
sauce is in how you can make it work alongside your 
current operation with the resources available.  The 
execution is completely different in a Gannet than it 
is in a smaller family owned group of weeklies.

Training:
Everyone talked about training, training and more 

training.  It has to become a part of your culture.  
Training our staffs on technology and change is like 
me showing my mother-in-law how to use her IPhone:  
it’s a never ending process and I have to cover the 
same subject several times.

 Partnerships:
Everyone values our relationships with our local 

advertisers and see us as a potential partner to reach 
that market.  “We are the pretty girl at the dance” right 
now.  This is a great opportunity for us to be able to 
offer a variety of valuable and effective solutions to 
our customer further strengthening our relationship 
as a trusted partner.  But we must also be cautious 
and thoughtful about the partners we choose.  Their 
definition of partnership and ours may not be the 
same.

 Action Items:
We each have a hundred executable “actions” or 

strategies from the week.  A couple fun ones:
If it doesn’t serve content or sales it doesn’t •	
happen.
The best camera is the one you have in your •	
pocket.
Telesales is like finding the change in your •	
couch.
Limited inventory strategy works.•	
Everything we do on the web must translate to •	
mobile now.
The local advertiser is the pot of gold at the end •	
of the rainbow.

-Mark Poss
Chief Operating Officer
Red Wing Publishing (MN)

What Not To Do
Prior to IMWEST my vision for our future was 

growing cloudy, it was hard to see the forest for the 
trees. Is diversification 
our future? Will we grow 
to depend on many small 
revenue streams instead 
of a few larger ones?

My top take-away is 
this: focus is not some-
thing you do, it’s some-
thing you have.

YP, Google, Black Press 
and others illustrate that 
true success comes when 
you keep your eyes on the 
ball. It’s okay to dabble in fringe products, but the 
ultimate goal is moving the ball further down the 
field. Not starting a new game.

Google, YP & Chris Hendricks (McClatchy Company) 
inspired me with their focus, they know what they 
are good at. They know their position in the market. 
And they innovate like crazy, trying new things that 
enhance their core.

contInueD on PAGe 12
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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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Study Mission
Perspecti ves Shared

Many wise leaders have said “the hardest part of 
leading is deciding what not to do.” IMWEST pro-
vided me with a long list of what not to do, which is 
anything that does not enhance our ability to deliver 
news, information and advertising.

I picture a future innovation mission visiting small 
newspapers to learn how we rebuild our business 
model on community values and principals, not 
gimmicks or the latest fad.

-Joe Boydston
Vice President of Technology and New Media
Daily Republic (CA)

Trusted Brand Has Significant 
Advantage in Digital Marketing 
Opportunity

- Local ad spending is a huge opportunity and 
national/global players want to get in on the action, 
but they are realizing their penetration is limited with 
current tactics and they will need to “get small” to 
capture more.  That isn’t 
their strong suit, so they 
are eyeing partnerships 
with local media com-
panies.  The key will be 
shrewd negotiation on the 
part of local media to not 
to give away the farm.  The 
big guys have nationally 
recognized brands, large 
distribution channels 
that stretch beyond any 
one local market, and can 
afford superior technology 
platforms.  The little guys have the relationships and 
local presence and knowledge.  This will be interest-
ing to watch in the coming 12-36 months, but as an 
industry we must remember to negotiate from a 
position of strength.  

 - As local media experts, digital agencies are a 
very real opportunity for us.  It’s a legitimate argu-
ment that this would be a distraction for some, but 
if the core business can be run in parallel, this is an 
opportunity to capture more local market spending.  
SMBs are being bombarded with the message that 
they need to move some of their marketing budget to 
digital.  They know and believe this, but don’t know 
what to do, and likely have had bad past experiences 
with digital marketers, leaving them distrustful.  Our 
longstanding relationships and trusted brand are 
a significant advantage.  We just need to invest in 
the expertise to deliver a good return and positive 
experience to those digital agency clients.  

 - “Print is not dead” was a message delivered 
strongly from several presenters on the trip.  Indeed, 
we are seeing pockets of growth in our local market 
as a result of a positive local economy.  Advertising is 
trendy, and it has been in vogue to proclaim the death 
of print lately.  Certainly, as manufacturing and distri-

bution costs continue to rise relative to alternatives, 
print will continue to decline at a macro level, but the 
pendulum swung too far, too fast.   It comes down to 
value and return for the advertiser.  We must strike a 
balance between being a nimble and aggressive new 
media opportunist while simultaneously optimizing 
and even innovating our traditional media that still 
generates the majority of our revenue.   

- There is a lot of handwringing over which plat-
forms, initiatives, and partnerships we should or 
should not undertake, however in contrast to the 
Innovation Mission last year, there was a lot less 
focus on culture and structure.  I still believe that for 
most local media companies, this continues to be 
the biggest hurdle.  I know from firsthand experience 
how easy it is to miss this and if you don’t get it right, 
you will fail.  For years we’ve been in a wash, rinse, 
repeat cycle of initiatives that had limited success, 
which, in the current digital gold rush, should be 
considered miserable failures.  In the past 12 months 
we have put our cultural and structural issues on the 
right path and as a result have seen real success in 
the digital media space.  

 - One of the most valuable results of this trip is 
the relationships built with fellow participants.  After 
spending a considerable amount of time traveling, 
talking, meeting, and eating with the group, we are 
able to build strong relationships with people in 
similar situations.  Knowing we each aren’t alone in 
our running of the gauntlet is empowering.  
- Dan Easton
Co-Publisher
Victoria Advocate (TX)

Evangelism and ‘Do It’
Approach Fuels Success

As the director of the Colorado Press Association, 
my takeaways and action items fall under the broad 
umbrella of the mission of my organization. I asked 
myself, “How can I take 
what I have learned here 
and use it to ‘be a cham-
pion for our members’ suc-
cess through education, 
advocacy and revenue 
generation?”

Many of the concepts 
and ideas that I heard 
weren’t a huge revela-
tion or a lesson in rocket 
science. But the ability of 
these companies to take 
those concepts and ideas, give them a shape, direction, 
attention and constant evangelism, was astounding. 
Indeed, there are companies out there doing more 
things with fewer resources and creating smashing 
success stories. 

The passion and energy and drumbeat behind 
the initiatives at The McClatchy Company or Fisher 

Interactive Network or Google created that “aha” 
moment for me. We can know what to do all day 
long, but if we don’t do it, and do it well, and do it 
all day, every day, then we aren’t actually doing it. 
We’re talking about doing it, and we’re wishing we 
were doing it. And, in the end, we haven’t gained a 
bit of ground.

The most interesting people I met who have found 
creative ways to monetize digital, sell content and 
engage audiences did so by experimenting; by taking 
risks with a complete willingness to fail. Innovators 
aren’t stymied by the need to be absolutely sure 
something will work. Innovators try everything. The 
failures are tossed aside to make way for the home 
runs. 

And I remember that networking, developing 
strategic alliances, creating partnerships where 
it makes good sense and a general willingness to 
engage with partners who can bring something 
to my table and the tables of my members doesn’t 
necessarily mean selling out or aligning with the 
enemy. Sometimes it means not reinventing the 
wheel and not putting our limited resources in the 
least powerful positions. The look and taste and feel 
of our industry has changed. Business models must 
broaden to achieve the monetary success necessary 
to fuel the noble mission of generating awesome 
content. We’re going to approach the world with a 
whole new set of glasses. The new ones aren’t rose 
colored, nor are they gray. They are crystal clear, 
with a sharp color picture of reality. We’re headed 
in, eyes wide open.

-Samantha Johnston, MBA
Executive Director
Colorado Press Association 

Get Smart, Get Involved, Get Started
Overall…
The week was more a bootcamp than a mission trip. 

Jam-packed with innovated thought shared among 
participants and presenters from morning to night. 
Take-aways were many with some of the best minds 
in the business across all media.

I ended the trip with renewed energy, recognizing 
the importance and power of our role to connect 
and build communities. The insight from the 
mission helps us chart a new course using tools 
and distribution channels to reach even more 
readers, users and advertisers. We truly believe 
the dynamics of our core business plus the “new” 
equals more opportunity.  Thanks to LMA and its 
support staff for putting this powerful program 
together.

Here is my simple takeaway...
Follow the money (and data) in choosing and devel-

oping new revenue initiatives that target advertisers 
and users, often non-traditional, across all media. The 
one given: change will continue to rock the industry. 

contInueD on neXt PAGe

  Dan Easton

  Samantha Johnston
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Study Mission
Perspecti ves Shared

Gordon Borell¹s presentation that linked this concept 
was solid and a highlight of the tour.

Specific course of action and takeaways…
Use Borell¹s compass reports to follow the money •	
(sales opportunities) and analytics to determine 
engagement. The key is to focus our resources on 
building communities, creating good content, and 
connecting our advertisers with customers. We do 
this right, and our business will be solid regardless 
of current or future media platforms.
The internet and tech resources are a utility. •	
Partnership with Google works as a cost effective 
resource for tech and development, analytics, 
SEO, SEM and more. We are exploring ways to 
test Google¹s revenue 
opportunities, includ-
ing its new community 
survey (revenue share) 
in select markets. Smart 
use of strategic partner-
ships was an overriding 
theme of our trip.
We see growth oppor-•	
tunities in expanding 
our ‘agency’ support in 
print, video and online 
to traditional and non-
traditional advertisers. Social, local and mobile 
packages are key. We recognize the value of our 
brand as a trusted source in each of our markets. 
Partnership for production and services are being 
explored.
We believe the future is responsive design on the •	
web (more than apps) that work across all platforms 
and screen size. We plan to continue down the path 
of an ‘all digital’ media package for our subscribers 
as a revenue gain.
Fisher and others shared their persistent focus on •	
training and its importance with new technology 
and practices. iPhone integration as the ‘best 
camera is the one in the pocket’ to news report-
ing and video (photos more than video) will be 
explored here. The importance of newsrooms 
making all content ‘share friendly’ was a key 
takeaway.
The Innovation Mission helped in sharpening •	
my filter on the ‘buzz’ or noise that accompanies 
all the talk about new media or digital. Visiting 
several of our small properties upon my return, 
I renewed my commitment to never lose sight of 
our mission to serve and build our community by 
telling stories and connecting advertisers regardless 
of the platform.
A Google executive, Todd Rowe, summed up my •	
attitude on what¹s next. In picking our priorities, it 
is time to ‘Get smart. Get involved. And get started’. 
Here we go.

-Gary Rust II
New Media Director
Rust Communications, Inc.

The Cash Cow Is Our Audience
First, the mission provided an affirmation that 

our relationships with our local audience are an 
extremely valuable asset and one that larger-scale 
media companies would love to share through part-
nerships or I assume, less collaborative means, if 
necessary.  Peter Kvarnstrom (President, Canadian 
Newspaper Association 
and Vice President, BC 
Newspaper Operations, 
Glacier Media Group) said 
it best, “The cash cow is 
not print; it is our audi-
ence.”  We are a conduit 
to that asset.

Second, I was thor-
oughly energized and 
inspired by the compa-
nies that were pushing 
the envelope of cultural 
change.  While no com-
pany seemed to have all the answers, those allowing 
their employees creative license and freely accepting 
an inevitable dose of failure were farther along the 
path to successful transformation and true innova-
tion.  My key takeaway is that we’ve got to get radical 
in our thinking and our execution.

-Dave Schmall
Director – Multimedia Customer Development
Swift Communications (NV)

Focus on Core Competencies
The Innovation Mission made me realize that there 

are many different strategies being employed right 
now by companies that 
are considered innova-
tive. One of the consis-
tent traits of all of these 
companies is that they 
all have a strong core 
strategic direction and 
their teams are working 
in sync in order to move 
toward their goals. Most 
of the companies believe 
that what worked in the 
past will not work in the 
future and there needs to be constant innovation to 
survive and succeed. Being ahead of the curve or an 
early innovator is critical for success. 

The fact that media companies are moving so 
quickly away from traditional online display revenue 
and looking for the new digital revenue streams of the 
future was a key takeaway.  These innovative media 
companies are focusing on utilizing their core com-
petencies and “feet on the street” to become digital 
ad agencies, resellers of national online products, 
and e-commerce hubs instead of relying on standard 
online display units and traditional sources of revenue. 
Getting ahead of the curve on mobile is critical and 

we need to move incredibly fast to be ahead of this 
curve in terms of providing great content and creative 
advertising units via all mobile devices.

When I returned from the visit, my top priorities 
became:

to use the Borrell Report to analyze our market and •	
determine where our greatest opportunities are in 
order to prioritize our upcoming strategies
continue down the path of pursuing partnerships •	
and vendor relationships to add new creative 
advertising units to sell to our clients, 
spend a lot of time focusing on mobile and e-com-•	
merce opportunities for our websites.
It was an incredible experience and opportunity 

to not only visit these great companies, but also get 
the opportunity to network with such an incredible 
group of innovators in our own group. 

-Susan Cantrell
VP Sales & Marketing
The Lawrence Journal-World (KS)

Experiment with Content/Distribution 
Strategies

The most-important general idea I absorbed on the 
2012 Innovation Mission 
West is to test and experi-
ment with content/dis-
tribution strategies and 
online pay models.  

Fisher Interactive leads 
the way on testing what 
kind of content best works 
online and how to most-
effectively broadcast it 
on various platforms and 
channels. Fisher makes 
great strategic use of SEM 
and social-content marketing – it was hugely valuable 
to hear how they experiment with content, search 
and social and the important lessons they’ve learned 
in doing so.

Chris Hendricks of McClatchy really impressed 
upon me the importance of constantly testing online 
subscription rates. McClatchy experiments with 
rates, metered threshold, etc. on its paywall sites. 
He stressed that it’s important to find a balance 
where most, if not all, of your loyal, repeat users 
buy a subscription, but at the same time maintain 
as much fly-by traffic as possible. This means lots 
of testing.

It’s a brave new world – one in which we must con-
stantly test new products and strategies and always 
keep an eye to evolving mediums and platforms.

I also learned what an awesome leader, planner 
and person (LMA President) Nancy Lane is!

-Rory Moulton  
Digital Strategist
Swift Communications 

  Gary Rust II

  Dave Schmall

  Susan Cantrell

  Rory Moulton
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STARNEWS MEDIA INTRODUCES NEW COMPANY WEBSITE

StarNews Media, a multimedia company offering news, information, advertising, 
marketing and digital services to residents of Brunswick, New Hanover and Pender 
counties in North Carolina, has launched a brand new company website: starnews-
media.com, creating a one-stop-shop for local and powerful media solutions. 

StarNews Media publishes a daily newspaper in Wilmington (The Star-News) and 
related websites, including 
StarNewsOnline.com and 
MyReporter.com.

The website, which was 
designed internally by Halifax 
Media Group’s creative ser-
vices staff, offers consumers 
and local readers a simple 
navigation to the company’s 
products and services.

The integrated site features a variety of products and services, such as:
StarNews Media advertising solutions and rates.•	
Local news, blogs and other Star News website links.•	
Subscriber online account management, which includes subscription enrollment, •	
vacation and temporary stop functionality.
StarNews media market profile.•	
Wilmington tickets.•	
Company history.•	
Contacts.•	
StarNews Media’s publisher, Bob Gruber, says: “With technology advancements 

and the advancement of online users in our service territory across all age groups, 
StarNews Media’s company website offers the flexibility and efficiency to access the 
company and all its quality.”

GATEHOUSE DESIGN HOUSES LAUNCH FIRST PAPERS

The first two GateHouse Media newspapers launched early last month on the new 
central desks with the production of the Rockford Register Star and the Freeport 
Journal-Standard at the Rockford Design House in Illinois.

At the other Design House in Framingham, Mass., 21 weekly newspapers launched 
thereafter.

The launches wrap up months of work with Saxotech, GateHouse’s new content 
management system. The new system allows newsrooms to communicate with central 
desks to design pages and ship 
them to printing presses.

“The official launch of the Design 
Houses in Rockford and Boston is 
another big step GateHouse Media 
is taking to develop true multimedia 
newsrooms,” said David Arkin, vice 
president of content & audience. 
“The launch of the new Saxotech 
system allows our newsrooms to 
be more efficient than we ever 
have been before when it comes 
to the creation and distribution 
of our content. Having a group of 
copy editors and designers in two 
centralized centers puts signifi-
cant talent and focus around our 
print products while allowing our 
newsrooms to be zeroed in on great 
storytelling for our print and online readers.”

Newsrooms at all of the newspapers have participated in training and testing in 
the lead-up to the launches. Staff at the new Design Houses have been involved in 
the development of the customized Saxotech system that will be used for all of the 
newsrooms transitioning to the central desks.

The rollout adds new GateHouse newspapers each week to the Design House 
workload. In all, 280 newsrooms will transition to the Design Houses by the end of 
the year.

GateHouse newsrooms also are transitioning online to Saxotech from July through 
September in a separate rollout. As part of the integration of GateHouse’s content 
management system, all news websites will be redesigned.

TExAS COMMUNITY MEDIA TO ACqUIRE 
14 EAST TExASNEWSPAPERS FROM ASP WESTWARD

A new company, Texas Community Media LLC, has reached an agreement to pur-
chase the Longview News-Journal, Marshall News Messenger and a related group of 
East Texas weekly newspapers from 
ASP Westward.   

The Longview News-Journal, 
with a daily paid circulation of 
more than 23,000, is the flag-
ship newspaper of the East Texas 
group.  In addition, the purchase 
includes a smaller nearby daily, 
The Marshall News Messenger, 
and 12 paid-circulation weekly 
newspapers.   The purchase price 
was not disclosed.

The principal investors in Texas 
Community Media are members of 
the families that have owned and 
operated the Victoria Advocate, 
Texas’ second-oldest daily news-
paper, for three generations. Stephen McHaney, who has been co-publisher of the 
Advocate, is president of the new company.

The deal reflects the continued strength of community newspapers and their 
websites, McHaney said.

“We know how much community newspapers contribute to bringing a local com-
munity together,” he said.  “While this may mark a new beginning for our company, 
our focus will remain on providing consistently high quality and superb value to 
the readers and advertisers and we will continue the long tradition of strong service 
throughout our local communities”.

Dirks, Van Essen & Murray, a newspaper merger and acquisition firm in Santa Fe, 
New Mexico, represented ASP Westward in the transaction. 

Company News:

Dirks, Van Essen & Murray

D
&

V
M

ASP WESTWARD
HAS SOLD

TO
TEXAS COMMUNITY MEDIA LLC
We are pleased to have represented ASP Westward 
in this transaction.

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

LONGVIEW (TX) NEWS-JOURNAL
23,400 daily circulation

MARSHALL (TX) NEWS MESSENGER
6,400 daily circulation

and 12 paid circulation weeklies

Stephen McHaney, left, is president of the 
new company . He’s shown here with LMA 
Chairman of the Board Jon Rust on the 2011 
North American Innovation Mission.

Photo by Jennie Broecker

Common Content designers and Rockford 
Design House folks sit side-by-side as con-
struction work finishes up in the Rockford 
Design House
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People News:

 White named Publisher; Porter Named 
General Manager of GateHouse Ohio

The Repository and other 
GateHouse Ohio publica-
tions has new leadership 
following the departure 
of Kevin Kampman , who 
left the company in early 
June.

Chris White has been 
named Publisher of The 
Repository. White previ-
ously was senior vice presi-
dent of sales and marketing 
and general manager of 
GateHouse Ohio.

In a tandem move, Jim 
Porter has been named 
the general manager of 
GateHouse Ohio.

 “Jim is a strong leader 
on our team and in our 
community,” White said. 
“From his time in circula-
tion, he understands what 
our readers expect and the 
internal processes required 
to get the news delivered 

every day. He has played a key role in our most success-
ful initiatives the past five years, including our digital 
products.

Porter, 47, has been with The Repository for 25 years. 
He will continue serving as vice president of circulation 
of GateHouse Ohio, a post he has held for five years.

Porter was named to Presstime Magazine’s 20 under 
40 in 2001. That same year, The Repository won  the 
International Newspaper Marketing Association Award 
for outstanding marketing results.

Shurz Makes Changes in California

The California Group 
( A s s o c i a t e d  D e s e r t 
Newspaper/Shoppers), part 
of Schurz Communications, 
has named  Gerard Delaney 
the new group publisher. 
Delaney is joining Schurz 
from the Cox Media group 
in Atlanta. Additionally, 
Jorge Barria has been 
named Director of Sales 
and Marketing.

“We have all the elements 
for success: great people, great products and growing 
markets,” said Delaney. “My first priority is to focus on 

the newspaper side of the business. It has been too long 
without strong leadership and direction.”

Diane H. McFarlin named dean 
of UF College of Journalism and 
Communications

 Diane H. McFarlin, 
publisher of the Herald-
Tribune Media Group (FL), 
has been named dean of 
the University of Florida 
College of Journalism and 
Communications. 

McFarlin, a 1976 jour-
nalism graduate of UF, will 
assume her new position 
Jan. 1

 “Diane has a compre-
hensive view of the rapidly 
changing media industry and the challenges it faces,” 
Machen said. “As the publisher of a major media opera-
tion, she understands not just journalism but also adver-
tising, broadcast media, online media, public relations 
– everything represented in the College of Journalism 
and Communications. I’m confident that knowledge 
will translate into giving its graduates all the tools they 
need to compete with the best.”

Questions? Need help? We’re here!
800.245.9278 or create@creativeoutlet.com

 Unlimited Creativity.
Unlimited Users, Unlimited Downloads,

PHOTOS
UNLIMITED

Introducing

450,000 stock photos you’ll love!

  Chris White

  Gerard Delaney

  Diane McFarlin

  Jim Porter
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cants to assess, and ultimately pick the right 
candidate? 

The tools I recommend are the ones that 
are proven time and time again to work (full 

disclosure: I represent them in my consultative 
work):

Predictive Index® is an assessment tool with a 
long history of helping companies increase sales. 
You can read case studies at customerfocusedsales.
com. If you use another tool, be sure that it is 
EEOC compliant and that they validate against 
your sales team.

Customer-Focused Selling™ is the sales train-
ing program that we represent because it covers 
the five steps to the sales process in a way that 
sales people can follow and managers can coach. 
Whatever program you use, make sure you believe 
in it and are willing to coach with it every day of 
the year.

The Sales Skills Assessment Tools™ is another 
tool we use with clients to help with the process. 
It identifies where in the sales process a reps 
is stronger or needs work. Be sure you have a 
skills assessment that matches the sales training 
program you use. 

A wonderful new book on this subject was just 
published by Wiley, entitled “Scientific Selling”. 
Written by Nancy Martini, the CEO of PIWW. 
It draws on her years of experience using this 
approach with clients around the world. She 
addresses the issues facing companies and manag-
ers on a daily basis and provides proven techniques 
for improving your sales success. 

I have an article called “How to Attract and 
hire the best Sales Professionals’ that I am happy 
to send anyone who is interested. It walks you 
through the steps of the process and can serve 
as a good review of your current system. It can 
be downloaded from customerfocusedsales.
com or email me at steve@predictiveresults.com 
and I’ll be happy to send it to LMA members at 
no charge.

Let’s talk about leadership essentials – 
what do you consider paramount traits of 

a good sales manager? Tips for sales managers 
to sharpen their skills?

All good sales managers are good coaches. 
They may not actually have been your top 

sales people, but they certainly know what to do 
and how to coach others to do it. Sales managers 
need to understand what motivates each of their 

people and spend time keeping them focused 
on reaching their personal goals. Not everyone 
is strongly money motivated and few respond 
well to yelling and threats. 

Spending time in the field with your people is 
the only way to know what they need and to show 
them a better way. Budget your time heavily with 
your top people because the ROI for your time 
will be greater there. Make sure you give your new 
people a great launch by spending time getting 
them going in the right direction. Don’t count on 
the old rep in the territory to teach them. The last 
thing you need is bad habits being passed on. 

Finally, put yourself in the shoes of a small-
medium sized local media company sales 

manager who handles several accounts them-
selves plus manages a small staff calling on Main 
Street SMB’s. The team is selling everything the 
media company currently offers -traditional 
print media, mobile, web, social media – and the 
only thing constant is the fast pace of change. 
What are some specific tactics that manager can 
employ right away to help drive more effective 
and efficient sales with their existing staff?

In all my years of consulting I have found 
that the most difficult thing to ask a sales 

rep to do is to sell an additional product or ser-
vice. Once they get comfortable with their core 
offering, they feel that the new product will put 
the old one at risk. That’s why even paying them 
a bonus may not work. They think, ‘Why work for 
a bonus this week and lose my core commissions 
next week?’

That said, the best way to help them sell new 
products is to sell the reps on the products them-
selves. Treat them like a client and get their buy-in. 
Make sure they know everything they need to know 
and have them role-play the sales presentation. 
When they feel totally comfortable they will show 
it to their customers. Make sure they are well 
supported, too. Every time they feel the ball was 
dropped on a new offering or special section, they 
will be less enthusiastic about the next one. The 
negativism is cumulative!   

Newspapers add new offerings and special sec-
tions because they are not making enough revenue 
from their core business. While this certainly 
makes sense, especially in a shrinking market, it 
is also true that the more distraction you throw 
at a sales team, the poorer their results will be. 
Help your sales people do the best they can at a 
limited number of offerings and you’ll find you 
can maximize sales.

Q

A
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Waterhouse cont’d from pg 2

Steve waterhouse is one of the featured 
speakers at the Local Media ‘Virtual’ 
Advertising Conference later this month. 
This high-value conference is yours for the 
clicking, at no cost to LMA members, and 
runs on July 24 & 25. Check out the story 
on page 3 for more details about this new 
member benefit designed specifically for 
your sales reps and managers.

Hear More From Steve!

Q

A

360° advertising sales 
strategies boost digital revenue

In the latest monthly report, the Local Media Innovation Alliance 
has tackled the subject of 360° Advertising Sales Strategies. Based on 
the intelligence gathered by Local Media Association President Nancy 
Lane and Local Media Foundation Board Chairman Steve Parker 
during their recent World Association of Newspapers study tour, 
the report contains a treasure trove of information about the wide 
sweeping advertising sales strategies commonly used in Europe.

“Europe is often ahead of us on the digital side, particularly with 
their investments in tablets and mobile. And we certainly witnessed 
that on this trip,” said Lane. “The companies that we visited with had 
strong digital revenues (average was 25% of total ad revenue coming 
from digital with a few surpassing 50%). They also greatly value print 
and continue to innovate on that side of the business.”

Lane assembled so much information that she warns that it would 
be impossible to digest this report in one reading. She encourages 
users to absorb this data on a step by step basis, accessing the 
referenced web sites along the way.

Some of her favorite takeaways are large format ads on the home 
page, investment in mobile and tablets, innovation on the print side 
of the business, and the multi-channel sales approach.

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 professionally 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 imple-
ment 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.•	
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 companies) or $3500/year 
(multiple market media companies – unlimited subscriptions and 
webinar seats). Contact Tanya Henderson at tanya.henderson@
localmedia.org for more details. 
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In my previous newspaper experience, 
advertiser workshops were something you 
held when you wanted to gain revenue 
fast.  We created workshops when launch-
ing a new product or even promoting a 
remnant program where we wanted to 
have commitments for a certain length of 
time.  We’d bring business owners into a 
conference room, they would hear a short 
presentation on the product or service we 
were pitching and then we would have 
them sign on the dotted line.

Fast forward to today and the workshop 
is alive and well although it has changed.  
Now they are concentrated on the digital 
world (think Daily Deals programs and 
SoLoMo initiatives  - Social. Local. Mobile).  
The emphasis now is really on education.  
Local businesses are offered a dizzying 
array of digital products and services from 
a number of different media reps.  They 
are confused and looking for help now 
more than ever.  And the questions they 
have are unending.

Shannon Kinney, author of the LMIA 
SoLoMo report mentioned on a recent LMIA 
webinar that Morris Communications’ 
workshops run like “a well oiled machine.”  
Preparation is key.  They aren’t just ran-
domly holding these workshops; it’s a 
methodical process.  Kinney mentioned 
that at a recent workshop she attended, 
there was an adjacent room set up next 
to the seminar room.  In it were sales reps 
armed with laptops waiting to meet with 
those that had questions.  And they went 
a step further:  Those companies who 
pre-registered to attend were researched 
and provided with important informa-
tion on their company’s ranking in terms 
of reputation management and social 
marketing.

The art of the close has changed as well.  
Kinney mentions in her experience with 
these workshops that, depending on the 
market and the staff, the close may take 
place in several steps.  Pre-set packages, 

she notes, are great for a staff (and cus-
tomer) who are not as experienced in the 
digital world.  It also provides an easier 
way to close the sale on site. However, 
they can leave money on the table, par-
ticularly if dealing with a customer that 
needs something more than the package 
provides.

During an earlier webinar discussing 
Gatehouse’s Daily Deals Demystified 
Workshop, Chris White, General Manager/
Vice President of Sales & Marketing of The 
Repository, mentioned that their success 
was measured in the appointments that 
were set during the workshop. Daily deals 
programs are such a different animal and 

they require more planning and follow-up 
discussion.

On a recent Revenue Summit Key 
Takeaways webinar, Todd Frederick, 
Regional Digital Sales Director, Chesapeake 
Publishing Company, mentioned they don’t 
close the sale on site because people are 
“on guard,” waiting to be sold.  The focus 
is on the educational aspect.   Frederick 
mentioned that they teamed with the 
Chambers of Commerce in two markets 
and were successful in getting a good 
“show” percentage from the invites. 

Are you holding an advertiser workshop 
in the near future?  Let us know about 
your program!

Tanya Henderson is the Advertising and 
Membership Relations Director with Local 
Media Association.  She can be reached 
at 804.262.3341 or by email at Tanya.
Henderson@localmedia.org.  

TANYA HENDERSON

Advertising & Membership
Relations Director

K a t e  R o c h e l l e , 
Advertising/Promotions 
Ma n a g e r  a t  G re a t e r 
Media Newspapers (NJ) 
shared that they debuted 
their second online-only 
publication last month.               
thebeachbeat.com 
launched last month to 
correlate with the hop-
ping Jersey shore beach 
season. 

Go to the site and you’ll 
see it’s set up as a publi-
cation, with page turning 
capabilities and a tradi-
tional print layout style. 
Lively and colorful pages, 
fun feature content plus 
interactive digital features 
like video and links blend 
nicely with plenty of local 
advertising. Rochelle reports that the issue will be published weekly but photos and 
videos will be updated daily “if we can swing it.” Readers can ‘subscribe’ and the weekly 
issue hits their e-mail inbox every Thursday.

This is Greater Media’s second foray into the digital magazine universe. Their first 
online only publication is the Woodbridge Sentinel, at http://ws.gmnews.com.  With a 
profit margin of 50%, this endeavor is worth repeating and Rochelle reports that they 
are aiming for similar bottom line performance with www.thebeachbeat.com.Those companies 

who pre-registered to 
attend were researched 

and provided with 
important information 

on their company’s 
ranking in terms 

of reputation 
management and 
social marketing.

Ad workshops:  
education 
trumps the close 

Online only pubs
The beach beat.com

GhostsGhosts
in Asbury?in Asbury?

Kooky Q&A Kooky Q&A 
with WRAT with WRAT 
DJs Carl & MartyDJs Carl & Marty

Thirst
Quencher

Hottest beach
The bus 
stops here
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Photo of the month

If anyone has soccer on the brain its Morgan Quarry, the General Manager of the Canadian 
men’s Nati onal soccer team; Quarry has also dedicated much of his ti me as the President of the 
Bowen Island Football Club.

The scammers must be getting desperate. They are starting 
to actually call instead of just reaching out with e-mails. My 
guess is that they feel some legitimacy is conveyed when 
they can actually talk to someone, making the scam work 
a little more smoothly.

 The “big scam ad” right now is a generic employment 
ad.  It is usually for a bookkeeper or offi ce assistant with 
no company name and just a yahoo or gmail email address 
for contact. 

I was always curious as to what the scam was and recently 
found out that the scammers are getting applications with 
personal information and using it in identity theft.  

For the last couple of years, the inquiries were always via 
email, and always had poor grammar.  They were easy to 
spot.   A couple of weeks ago, a gentleman called the offi ce 
and wanted  our media kit sent to him, and then proceeded 
to book the ad.  When I saw the ad, I was immediately suspi-
cious.  In checking all of his information on the insertion 
order, I found that his billing address was in Florida, his 
phone number in Georgia and the business address was 
in Michigan.   When I googled the address of the business, 
I found it was a vacant building that was for sale. 

When I called him back to advise him that I could not 
place the ad, he was not happy, and when I stated that I 
found the above information, he promptly hung up the 
phone. 

My advice: Make sure you are checking your self- serve 
ads constantly for these types of ads as well. They will try 
and sneak them in often.  

If you have any further questions about this, or anything 
else about Classifi ed Avenue, feel free to contact me!

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:

SCAM
Alert!! 
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More than just magazines, 
we’re your content partner.

To add these award-winning magazines to your editorial 
package, call 800.720.6323 Ext 135

8  rel ish.com         CELEBRATING AMERICA'S LOVE OF FOOD        

relish  l  Easter

Jalapeño Cheddar Cornbread 
Hot sauce and jalapeños add a kick to this slightly sweet Southern 

staple. 

  Cooking spray 1½  cups stone-ground yellow cornmeal
 ½  cup all-purpose flour 2  tablespoons sugar 2  teaspoons baking powder 1  teaspoon salt ½  teaspoon baking soda 1  egg, lightly beaten 1½  cups buttermilk ¼  teaspoon hot sauce ½ cup (1 stick) unsalted butter, melted and cooled

 4  ounces extra-sharp Cheddar cheese, grated 
 ¼  cup minced green onions 2 tablespoons seeded and minced jalapeño peppers

(Continued on page 10)

A Robust Brunch 
 ¼  teaspoon freshly ground black pepper
 12  eggs 4  ounces Manchego or Monterey Jack cheese, shredded 

  Chopped fresh cilantro, sour cream and salsa (optional)

 
1. Preheat oven to 400F.2. Heat 1 teaspoon oil in a large heavy ovenproof skillet over 

medium-high heat. Add chorizo. Sauté until lightly browned and 

beginning to crisp, about 3 minutes. Remove chorizo. 
3. Add remaining 2 teaspoons oil to pan. Heat over medium heat. 

Add sliced pepper, onion, garlic and ¼ teaspoon salt; sauté 6 to 8 

minutes. 
4. Whisk together eggs, remaining ¾   teaspoon salt and pepper in a 

large bowl. Stir in about two-thirds of the shredded cheese.

5. Pour egg mixture into skillet, stirring once to distribute peppers 

and onions. Reduce heat to low. Arrange chorizo over top of eggs; 

cook, undisturbed, 5 minutes. Sprinkle remaining cheese over top. 

Transfer to oven and bake 20 minutes, or until eggs are set and top is 

puff ed and golden.6. Let frittata rest 5 minutes and serve with sour cream and salsa, if 

using. Serves 6.
Per serving: 383 calories, 29g fat, 676mg chol., 25g prot., 5g carbs., 1g 

fi ber, 972mg sodium

Recipes by Laraine Perri.

k Looking for a coffeecake, too? Go to relish.com/
coffecake

MENUFrittata with Chorizo Jalapeno Cheddar CornbreadMango and Blueberry Fruit Salad

Frittata with Chorizo  We used cured Spanish chorizo sausage in this  hearty frittata, but any 

cured sausage will work. Any cheese, too. 
 
 3  teaspoons olive oil, divided 6  ounces fully cooked chorizo sausage, cut into halves   

  lengthwise and sliced in ¼-inch half moons 
 2  medium red bell peppers, cored and thinly sliced 

 1  medium onion, thinly sliced 1  garlic clove, minced 1  teaspoon coarse salt, divided 

This easy Easter brunch stars a 
savory frittata, spicy cornbread 
and lime-kissed fruit salad.
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A Robust Brunch MENUFrittata with Chorizo Jalapeno Cheddar CornbreadMango and Blueberry Fruit Salad

Frittata with Chorizo  We used cured Spanish chorizo sausage in this  hearty frittata, but any 

cured sausage will work. Any cheese, too.  3  teaspoons olive oil, divided 6  ounces fully cooked chorizo sausage, cut into halves   

  lengthwise and sliced in ¼-inch half moons 
 2  medium red bell peppers, cored and thinly sliced 

 1  medium onion, thinly sliced 1  garlic clove, minced 1  teaspoon coarse salt, divided
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V I S I T  T H E  A L L  N E W

RELISH.COM

Low-Fat 
Yogurt 
Biscuits 
(page 16)

RELISHTHE RECIPEprojectT

Share your recipes. relish.com/recipeproject

The 
Breakfast 

Issue
BEST BRUNCH 

Daff odil Cake
CHEESE FOR

ST. PAT’S DAY

Cereal Treats

Relish – The go-to destination for celebrating 
America’s love of food.

Acts of

Kindness

PAGE 10  •  A M E R I C A N P R O F I L E .CO M                                 

EACH YEAR, American Profile asks readers to share stories about thoughtfuland compassionate deeds that they experienced or witnessed during the last year. Here are a few of our favorites. 
Hats off!

When Karie Martens died at age 25 
in Greeley, Colo., she left behind a legacy 
of love and a lot of yarn that has warmed the hearts 
and heads of 400 children whom she never met.

“My daughter did a lot of knitting and 
crocheting. She always had several projects going 
at a time,” says Tami Martens, her voice cracking 
while talking about the young mother who died 
suddenly of a virus in 2010.Left with boxes full of yarn in a rainbow of 

colors, Tami, 50, eventually searched online for a 
knitting enthusiast who could put her daughter’s 
needlework supplies to good use. The quest led 
her to Liz Gardner, 56, a disabled woman living in 
nearby Evans who wanted the yarn for charitable 
knitting projects.When the women met outside of a Walmart 

store in Greeley, Tami shared stories about her 
daughter’s love for both children and knitting. 
Tami also talked about her work as a librarian at 
Mountain View Elementary School, in Longmont, 

Quiet deeds by friends, neighbors and strangers

cover story
[                         ]

Colo. (pop. 86,270), where 70 percent of the 
students qualify for free or reduced-cost lunches.

“Because I have recess duty at the school and I 
see that so many of the children don’t have hats, 
it always has been my wintertime dream to have 
a hat for every child,” she confided to Gardner, 
who suddenly found her new knitting mission.

Six months and 400 hats later, Gardner was 
invited to a school assembly to watch teachers 
hand out her warm, colorful hats—each lovingly 
woven with Karie’s yarn.“This is a way that I can give back to little kids 

who don’t have nothing,” Gardner explains.
Karie would have approved, says Tami, who 

attended last January’s assembly, along with 
Karie’s daughter, Mae, then 3.“Karie loved kids,” Tami says. “And to see her 

yarn on each of the kids’ heads, well that brought 
two of her loves together.”

// BY TIM GHIANNI  

//   Students at Mountain View Elementary School, in 
Longmont, Colo., sport new winter hats knitted 
with yarn left behind by Karie Martens (inset, far 
left), a young mother who died in 2010. 
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Read more acts of kindness stories from our readers 
at americanprofile.com/actsofkindness2011

Read more acts of kindness stories from our readers 
at americanprofile.com/actsofkindness2011
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//   Liz Gardner (left) knitted 400 hats after Tami 
Martens donated her late daughter’s yarn.   

Acts
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in Greeley, Colo., she left behind a legacy 
of love and a lot of yarn that has warmed the hearts 
and heads of 400 children whom she never met.

“My daughter did a lot of knitting and 
crocheting. She always had several projects going 
at a time,” says Tami Martens, her voice cracking 
while talking about the young mother who died 
suddenly of a virus in 2010.Left with boxes full of yarn in a rainbow of 

colors, Tami, 50, eventually searched online for a 
knitting enthusiast who could put her daughter’s 
needlework supplies to good use. The quest led 
her to Liz Gardner, 56, a disabled woman living in 
nearby Evans who wanted the yarn for charitable 
knitting projects.When the women met outside of a Walmart 

store in Greeley, Tami shared stories about her 
daughter’s love for both children and knitting. 
Tami also talked about her work as a librarian at 
Mountain View Elementary School, in Longmont, 

Quiet deeds by friends, neighbors and strangers
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// C E L E B R A T I N G  T H E  A M E R I C A N  S P I R I T  //

americanprofi le.com  J U N E  2 6 - J U LY  2 ,  2 0 1 1

VISIONS
of  DEMOCRACY

 A photographer’s three-decade 
 odyssey to depict America

facebook.com/
americanprofilemagazine

WE’RE ON
FACEBOOK!

M I D W E S T  E D I T I O N

American Profile – A weekly visit with the people, 
places and things that make America great.
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Spry Kitchen 
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The Best Diet for Your HeartA SUPER-SIMPLE REGIMEN FOCUSES ON WHAT YOU SHOULD EAT, NOT ON WHAT YOU 
SHOULDN’T. BY Karina Timmel

Healthy heart no-nos• Avoid foods containing trans-fatty acids (listed as partially hydrogenated vegetable oil).
• Limit lunchmeat and cured meats like bacon, sugary beverages, and sweets and baked goods made with refined grains.

W ITH ALL THE CONFLICTING AND 
CONFUSING INFORMATION ABOUT 

nutrition and heart health, it can seem as if you need 
a Ph.D. to figure out what to fix for dinner. That’s 
why Dr. Dariush Mozaffarian, a cardiologist and 
associate professor at the Harvard School of Public 
Health, set out to create a simple regimen to prevent 
heart disease, the number-one killer of Americans. 

Typically, other heart-healthy diets have been 
defined by reducing harmful nutrients like satu-
rated fat, dietary cholesterol and salt. Mozaffarian 
and colleagues Dr. Linda Van Horn of Northwestern 
University and Dr. Lawrence J. Appel of Johns 
Hopkins University take a more positive approach. 
“For most people, getting more of what’s missing 
will have a larger benefit than limiting certain 
ingredients,” Mozaffarian says.To determine what went into this eating strat-

egy, the experts reviewed evidence on the most 
important dietary factors for reducing the risk of 
heart damage. The diet breaks down what consti-
tutes “heart-healthy” with the easy-to-read chart 
shown here. “Following this regime reduces risk of 
heart disease, stroke and diabetes, as well as related 
risk factors, such as unhealthy cholesterol levels, 
high blood pressure, inflammation, obesity and 
more,” Mozaffarian says. It’s as easy as pie—with a 
whole-grain crust, of course. •

Vegetables 
Goal: 4 to 5 servings dailyServing size: 1 cup raw leafy veggies; ½ cup cooked or raw veggies or 100% juice

Of note: Does not include starchy vegetables like potatoes and corn (sorry). 

Whole grainsGoal: 3-plus servings dailyServing size: 1 slice bread; 1 cup dry cereal; ½ cup cooked rice, pasta or cereal

Of note: Swap refined grains like white bread, pasta and rice for whole grains to boost fiber and nutrient intake.
Fish and shellfishGoal: 2-plus servings weeklyServing size: 3.5 ounces—about the size of a deck of cards 

Of note: Fish are good sources of omega-3 fats and vitamin D.

Nuts and seedsGoal: 4 to 5 servings weeklyServing size: 1.75 ounces—a small handful
Of note: Nuts are full of healthy fats, minerals and protein.

Dairy foods
Goal: 2 to 3 servings dailyServing size: 1 cup milk or yogurt; 1 ounce cheese 

Of note: Choose low-fat options whenever you can.

Vegetable oilsGoal: 2 to 6 servings dailyServing size: 1 teaspoon oil; 1 tablespoon vegetable-oil spread
Of note: Best choices are olive, canola, safflower, peanut or soybean oils.

Fruits
Goal: 4 to 5 servings dailyServing size: 1 medium fruit; ½ cup fresh, frozen or unsweetened canned fruit; ½ cup dried fruit or 100% juice

Of note: Don’t forget—avocados are fruit too (serving size: ½).

n

F

Spry reader PATRICIA ZAID knew 
she was having a heart attack—but no one believed her, not even 
the ER doctors. Read her story at 
Spryliving.com/betterthanbefore.

Reader Patricia Zaid, post-heart attack.

better than beforethan beforethan
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a Ph.D. to figure out what to fix for dinner. That’s 
why Dr. Dariush Mozaffarian, a cardiologist and 
associate professor at the Harvard School of Public 
Health, set out to create a simple regimen to prevent 
heart disease, the number-one killer of Americans. 

Typically, other heart-healthy diets have been 
defined by reducing harmful nutrients like satu-
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and colleagues Dr. Linda Van Horn of Northwestern 
University and Dr. Lawrence J. Appel of Johns 
Hopkins University take a more positive approach. 
“For most people, getting more of what’s missing 
will have a larger benefit than limiting certain 
ingredients,” Mozaffarian says.To determine what went into this eating strat-

egy, the experts reviewed evidence on the most 
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heart damage. The diet breaks down what consti-
tutes “heart-healthy” with the easy-to-read chart 
shown here. “Following this regime reduces risk of 
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Healthy Recipes 
EVERY DAY! 
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ALL-DAY 
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What’s causing 
your fatigue—
and how to 
fi ght back

Doc talk: The new 
diabetes threat 

Page 8

Lose weight with 
this mind trick 

Page 2

Best blueberry 
muffi  ns  from 

CHEF GORDON 
RAMSAY 

  Page 9

Ace your colon 
cancer test 

Page 10Supermodel
Elle Macpherson’s 
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Share your recipes 
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Spry – Inspiring healthy lives full of vitality, 
energy and confidence.


