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Another no-cost benefit to mem-
bership in Local Media Association 
has been added this year – a ‘virtual’ 
conference geared to advertising sales 
reps and managers. For two half days, 
July 24 & 25, all LMA members are 
invited to participate in this program 
which is specifically designed for rev-
enue responsible departments. There 
is no travel cost or registration fee. 
Instead, participation is a click away 
as you join peers from North America 
for this web-based gathering.

Beginning at 1PM Eastern on both 
days, the two half-day sessions will 
each consist of multiple sessions. 
Day one Tuesday, July 24, will focus 
on multimedia sales and is ideal for 
account representatives (and their 
managers). Day two, Wednesday, July 
25, will focus on sales management 
and revenue strategies.  Attendance 
is limitless and LMA members may 
reserve as many ‘seats’ in the audience 
as they would like.

 “We understand that training 
budgets are challenged and have 
responded by putting together this 
no-cost benefit to assist our members,” 
said LMA Vice President Al Cupo. “This 
conference provides every single LMA 
member the opportunity to learn from 
several outstanding speakers who have 

Virtual Local Media Advertising Conference 
coming to your computer next month

Free to LMA Members - July 24 & 25 – Register Now!

much to offer.”

Winning Sales Strategies
With more feet on the street than any 

other industry endeavoring to connect 
Main Street merchants with consumers, 
local newspapers are uniquely positioned 
to shepherd local market merchants 
through the multimedia advertising land-

scape and the ‘Winning Sales Strategies’ 
program on Tuesday, July 24, will help 
further the skills of the folks responsible 
for that connection.

Three full sessions are planned on 
Tuesday, July 24:

Become A Top Performer - Presented by 
Steve Waterhouse, President, Waterhouse 
Group & Predictive Results, will teach 

how to identify and develop the best attributes for high level 
sales achievement. 

Simplifying Digital Sales for Your Local Sales Force – Mike 
Blinder has worked with a number of LMA members to drive 
more digital revenue. In this fast-paced session he’ll reveal 
several, recent real-world examples of how these newspapers 
generated new dollars selling Banner ads, Local Search (SEO), 
Mobile and Social Networking, all presented and sold by a 
local, traditional sales team. He will also address how some 
media companies were able to significantly increase traditional 
print revenue by leveraging their digital assets.

Prospecting That Pays – Presented by Kelly Wirges, President 
& CEO of ProMax Training & Consulting, Inc. A must attend 
for those that sell, this session will help even those that are 
uncomfortable with the prospecting process implement a 
methodology that not only creates sales opportunities, but 
is also enjoyable.  

“I will provide guidance on proactively preparing a sales 
strategy each month and determining your individual ‘magic 
prospecting number’ to achieve your goals or even give 
yourself a raise,” promises Wirges. “You will learn how to 
successfully approach prospects in a manner that opens 
doors, and keeps them open, even if they initially tell you 
they are not interested.”  

Successful Sales Management 
Day two, Wednesday July 25, is designed for advertising 

sales managers and those who have a stake in team building 
and strategic revenue development. 

The Successful Sales Management sessions on Wednesday, 
July 25 include:

Managing Today’s Multi-Media Sales Force – this ses-
sion will cover it all including: motivation, compensation, 
accountability, training and recruitment. 

How to Have an Effective Sales Coaching Session with Your 
Sellers – With a view from the street, “hands-on” professional 
sales trainers Debbie Holzkamp, HDS Premier Consulting 
President, and her colleague Renée Ward, E.V.P. & Director 
of Sales Training, will share tactical coaching tools, tips, and 
exercises on how to construct meaningful coaching conversa-
tions with your sellers to improve their ability to acquire new 
business or sell deeper into existing accounts. 

Hottest Revenue Opportunities for 2012 – Dreamlocal 
President Shannon Kinney will join LMA President Nancy 
Lane, who is just back from a study tour in Europe and the 
West Coast Innovation Mission, to present the top four for 
the year: digital agency services, event marketing, deals 2.0 
and social.  Lane will also share many significant insights she 
learned during her recent fact finding travels.

The Details
The Local Media ‘Virtual’ Advertising Conference  

July 24 & 25 – convenes 1PM EST both days 
No cost for LMA members. No limit to the number of 

your employees who can attend. All welcome.  
Full agenda and registration is at www.localmedia.org

Kelly Wirges Debbie Holzkamp Shannon Kinney
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them the business plan I’d used when 
visioning their role.  The two plans were 
about 70% the same – which we hope meant 
those were the high points.  We set the team 
on reconciling the two, and then started 
to integrate them with existing staff and 
vendors to start moving the highest return 
projects to market.  It took me keeping 
my foot on everyone in the company to 
implement.  Any time I stopped pushing, 
the Mobile Team started to get stonewalled.  
In retrospect, I probably should have been 
even more involved to this end.

Let’s move on to the results you’re 
seeing so far. Your dedicated 
approach is not even 1 year old 

yet - can you give us some insight into 
what kind of mobile usage you’re seeing 
now as compared to before this strategic 
deployment? Comment on other results, 
intended or not?  

We are generally pleased to date.  
Remember my opening pitch – no 

one is making money and no one really 
seems to know how.  With the help of Gordon 
Borrell we worked out probable local mobile 
spending in our market and set our goal on 
achieving and holding a 35% share from all 
sources.  We managed to get there in 2011 
and are on target to exceed that share in 
2012.  These are very small real dollars.

Our websites, all of which are mobile 
friendly, went from 1% of visits on mobile 
device to an average of 20% now.  Our SMS 
service quintupled usage, and starting gen-
erating sales as well.  Much of this growth 
is easy to capture in concept, but it takes 
dedicated resources to reinforce the need 
daily.

You’ve made a long-term capital 
investment in building a founda-

tion for mobile. Please tell us some of the 
ways you are achieving a return on that 
investment? 

We expect to break even on an oper-
ating basis in 2012, and most of the 

expense is staff, and will have paid back the 
start-up in 2013.  A key was keeping our use 
on expensive technology low, really low.  No 
apps, no fancy CMS systems or revenue 
shares.  I’ll reinforce that we focused on 
highest probable use for consumers, not 
every imaginable use.

We in the media industry know the 
importance of establishing and 

pursuing a mobile strategy but I wonder 
if the Main Street merchants sense any 
urgency to move forward with mobile. 
How are you educating your advertiser 
community about this space and what are 
some of the early results of your related 
offerings?  

Talk about Sisyphus.  Last summer 
we sponsored a cruise and had about 

100 local business people join us – the lure 
was free food, good music and an open bar.  
It was designed as an opportunity to pitch 
all our new stuff.  We went more than 45 

By all accounts, mobile is the next big 
disruptor in media and I want to probe 

what your company is doing in this arena but 
first, can you give us a thumbnail of Sandusky 
Newspapers and Tandem Media Network? And 
your role in the company?  

Great question to get started.  Sandusky 
Newspapers, Inc. is a fifth-generation 

family owned company, which started in 
Sandusky, Ohio. It’s since grown to publish 12 
newspapers in four states and operates radio 
groups in Phoenix and Seattle.  Our largest 
paper is the Standard-Examiner (65k daily) in 
Ogden, UT.  

Tandem Media Network is the sales/market-
ing arm used by the Sandusky (OH) Register and 
its nearby sister paper, the Norwalk Reflector.  
The two have a joint sales team and operate a 
variety of side brands as Tandem M.N.  These 
include Funcoast (funcoast.com) entertain-
ment site, Fandy HS sport center (fandy.com) 
and the newest addition, a tourist-focused 
venture, Sandusky.net.  You can find a full list 
– except Sandusky.net  - at Tandemnetwork.
com.  The Mobile Team venture is run as part 
of Tandem.

My role, up until last December, was President 
of Tandem M.N. and publisher of the Sandusky 
Register.  In December I got a nice boost up the 
ladder to be COO and President of the entire 
newspaper group.

In my role at Tandem, I ran the Mobile Team 
directly, thinking it was that important AND that 
I wanted the education in being hands on with 
it.  I think I was right on both counts to do so.

You received a call to action from your 
CEO David Rau to craft a mobile strategy 

based on where this space is going versus 
where it is right now. What were the initial 
steps you took to begin this process? Your 
prominent goals?  

Dave pulled me aside one day, after seeing 
yet another guru issuing a fire and brim-

stone speech on our inadequacies with mobile.  
Dave said something like, “Take a couple weeks, 
figure out how to make the (Sandusky) Register 
the most advanced mobile operation in the 
country, then tell me.”  He called a few days 
later and added, “I meant most advanced for 
a community market…”

I wrote a plan, and he said, “Go do it.”
My basic pitch to him (which was eight pages 

with footnotes in reality) boiled down to this:  
No one is making money: no one has any idea 
how to make money.  This is about determin-
ing the way people are using (or will use) our 

content on the go and providing it, first and 
foremost.  Next, figure out where the money 
might come.  We thought this should mean 
figuring out what people are doing ‘On The 
Go’ in our community, where we might have 
an edge to intervene with our mobile offerings.  
I firmly reinforced that there was no hope of a 
cash return on the horizon. 

I understand that part of your strategy 
included the hiring and cloistering of a 

few non-newspaper people. Tell us about this 
decision? The hiring process and results?   

The centerpiece of our plan was to hire 
a team of three, which we figured was 

enough to be a group, small enough to actually 
get something done.  We also determined there 
was almost no real experience in this field so we 
hired for a recent college education, ability to 
communicate and having a really cool phone – or 
the ability to describe the one you’d buy if you 
had money.  As we were interviewing recent, 
unemployed grads, the money thing was real.

We reduced the pool of our candidates to 
five and had them work as a group to pitch a 
team of us on some products.  The manage-
ment team watched them work for two hours, 
and selected the three we thought would bring 
the best mix of skills.  A year later, we think we 
picked pretty well.

What were the parameters, if any, for the 
mobile team’s incubation period and 

what were some of their main outcomes? 
The first couple weeks we literally seques-
tered them in a room on the top floor, 

with no access to the newspaper staff.  We gave 
them a forced diet of magazine stories, blog 
entries, industry studies and hours of reading 
on mobile-focused websites.  This was not 
“newspaper” industry material, it was “mobile” 
industry material.  We hired teaching from a 
handful of very notable media consultants and 
then asked the team to build a strategy on what 
a “media” company should do in the mobile 
space.  They did a nice job at coming up with 
a plan, mostly.  It was fresh, a little naïve, but 
had great bones.

How did you eventually merge their con-
clusions into your practices and, for lack 

of a better word, constraints of the existing 
platform and approaches? And, can you also 
comment on the integration of the mobile 
team with core media company staff?

After the isolation period and a lengthy 
oral defense of their positions, we gave 
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Bringing Mobile to Main Street
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Because you’re reading this 
column, you probably have no 
shortage of hot ideas to build 
new revenue. Why? It’s noth-
ing to do with this column in 
itself, but rather, this publica-
tion, Local Media Today, contin-
ues to burst at the seams with 
new and proven ideas. This 
month includes reports from 
last month’s Revenue Summit 
(pages 5, 8 & 9), co-produced 
by the Local Media Association, 
Mike Blinder and the Florida Press Association and the just concluded 
West Coast Innovation Mission (page 13). Both of these endeavors will 
yield significant intelligence well beyond what’s reported herein.

I wasn’t able to attend the Revenue Summit, though I followed Nancy 
Lane’s insightful coverage online, but my advertising director was there, 
and she brought back pages of ideas. I also heard the story about one 
speaker who identified that much of her company’s digital initiatives 
were the result of reports issued by Local Media Today, the Local Media 
Innovation Alliance (LMIA) and from lessons she gathered on Local Media 
Foundation’s Innovation Mission last year. At Rust Communications we 
can relate to that comment. In the past few years, Local Media Association 
has turned itself into one of the most powerful resources for newspaper 
innovation.

Among the projects here at Rust directly tied to LMA is the imminent 
launch of our ShopTalk product – tentatively to be enhanced by SoLoMo 
(social, local, mobile) and digital ad agency components. The original 
ShopTalk, started by Metroland Media in Toronto, has been much covered 
in these pages, as have the various incarnations of digital ad agencies 
from Gareth Charter’s Kelley Square Communications to Keith Wilson’s 
Times Digital Group to the exciting new Propel agency, announced by Kirk 
Davis of Gatehouse at February’s mega-conference. All these concepts, 
with proven examples, have been subjects of LMIA reports, with Morris 
Communication’s SoLoMo initiative the subject of the April report (for a 
copy of this and other reports, see web links below).

In the past year, Rust has also refined its digital subscription strategy, 
boosted its online deals platform and considered open-source software 
differently because of studies by LMA and its foundation. This newsletter’s 
summaries of various, important industry conferences – like the Borrell 
Associates Local Online Advertising Conference in the May edition – have 
also been invaluable. Where else can you get as much bang for your buck 
as with the Local Media Association?

In fact, in a few weeks, LMA will be issuing a white paper free to LMA 
members outlining the highlights and key takeaways of the recent Revenue 
Summit. In July, the association will also host a two-day virtual advertising 
conference by webinar at no charge to members (details in front page story). 
The first half-day of this members-only free conference will be tailored to 
sales representatives and the second half-day for sales managers.

It’s a real credit to the staff and board of Local Media Association for 
what’s being accomplished. No question these are busy, hectic times – with 
everyone being challenged to do more with less. But wow, what a great 
job by Nancy Lane and her team! It doesn’t happen without a lot of com-
mitment to the mission of newspapers and a love of this organization. For 
more ideas, just keep reading and staying tuned to LMA.

Meanwhile, here are two important links you should check out:
http://www.localmedia.org/Resources/IndustryReports.aspx
http://www.localmedia.org/Foundation/LocalMediaInnovationAlliance.

aspx
Jon K. Rust is co-president of Rust Communications and chairman of 

the Local Media Association board.

JON K. RUST

Chairman
LMA Board of Directors

Hot ideas, fresh 
off the press!

Join your peers at LMA’s biggest gathering 
of the year come September and you will reap 
the benefits of the outstanding program that 
has been developed specifically for local media 
companies. This event will equip attendees 
with the intelligence, vision and strategies to 
channel disruption into opportunity for the long 
term. Calling it “our best program yet”, LMA 
President Nancy Lane urges all LMA members 
to send at least one representative. 

Not to be overlooked, this is also the confer-
ence that offers registrants the opportunity to 
meet one-on-one with major media buyers.  

What You Should Know

Held at the affordable Sheraton Atlanta 
Hotel, the conference runs Tuesday to Friday, 
September 11- 14, with Tuesday being the key 
day for those interested in taking advantage of 
the tremendous conference bonus of meeting 
one-on-one with key media buyers. LMA has 
invited numerous major media buyers, with 
many already confirmed, to participate in 
these meetings and the full list of these VIP’s is 
on the LMA website. An important reminder: 
media buyer appointment slots are available 
to conference registrants only. You are encour-
aged to register early and let HQ know of your 
intention to participate in these meetings by 
e-mailing your meeting preferences to hq@
localmedia.org. Act quickly to obtain this valu-
able conference bonus benefit!

The conference agenda is a reflection of 
where the local media industry is going and 
will impart far-sighted insights and approaches 
that are in reach for local media companies 
today. The pivotal moment for seizing many 
long range strategies is now and this program 
is hyper focused on assisting local media com-
pany leaders develop the assets that are most 
valuable for implementation now.

According to Conference Chair Jennifer 
Parker (publisher & editor of CrossRoadsNews) 
“Participants will find long term solutions to 
grow their print, online and mobile business, 
and get to hear directly from publishers who 

Enlightened Agenda, Major Media Buyers & Precision 
Planning Tools Take Center Stage at Fall Publishers’ & 
Advertising Directors’ Conference

Most agree that the level of disruption in the 
media industry will be exponentially greater in 
the next five years than the last decade.  One 
of the conference speakers, Shawn Riegsecker/
Founder & CEO of Centro, will be sharing 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.

The full agenda, complete list of media buyers both invited and 
confirmed, hotel details, and online registration is available now on 

LMA’s website at www.localmedia.org. 

Learn how to embrace 
disruption at Fall Conference

The Future Is Local – 

are having successes right now.” Committee 
member Pete Bakke (Director Digital Media, 
Wick Communications) added “Terrific pro-
gram. I sure would like to be in two places at 
once and attend every breakout session. They 
all sound great.”  

Sessions include: 

Event Marketing•	
The Media Landscape in 2016•	
Media Partner Opportunities with Google •	
(invited)
Buzz Session - 10 revenue case studies pre-•	
sented by LMA’s R&D partners & their media 
clients
Email marketing•	
Charging for Content – best practices•	
Sales Structure; Sales Training•	
Top Takeaways from LMA’s Innovation •	
Mission
4 Intriguing Case Studies from the Local •	
Media Innovation Alliance
Managing Today’s Multi-Media Staff•	
360 Selling/Digital Agency Services •	
Numerous Roundtable Discussions including •	
mobile, social, sales structure, digital agencies 
and print sizes/cycles/modular
Great Idea Session•	
Much more!•	

A don’t
miss session!

SAVE
DATES

TH
E

Sept 11-14, 2012

LMA Fall Publishers’ & Advertising 
Directors’ Conference

Sheraton Atlanta Hotel
Atlanta, Georgia

September 11-14, 2012
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By the time you read this newsletter all Local 
Media Association members will be able to par-
ticipate in the brand new www.ClassifedAvenue.
net marketplace. At no cost to LMA members, 
this new site enables all members to provide 
added exposure and value to their classified 
advertisers by uploading classified ads to this 
professionally created and maintained site.

This new classified website has been devel-

oped in partnership with AdPerfect with the 
purpose of providing local publications a North 
American wide platform to offer their local, 
regional and national advertisers. All LMA 
members are invited to upload their classified 
ads from the following categories: business 
opportunities, antiques, help wanted, edu-
cation, adoption, professional services, real 

estate, rental properties, financial services, 
health/wellness, pets and miscellaneous items 
for sale.

A major asset of the ClassifiedAvenue.net 
design is the ability to drive all searches back 
to the local publisher’s website; this mutually 
beneficial partnership is the perfect way to 
share content and drive traffic to members’ 
local websites.

Other benefits
Absolutely no cost to Local Media Association •	
members to participate
Customers are delivered back to the web-•	
site of origin when accessing a classified 
ad; this feature creates a two-way street 
between ClassifiedAvenue.net and the local 

website(s)
More traffic to the newspaper sites•	
Attracts consumers who otherwise may not •	
have visited the local newspaper site
Maximizes customers advertising reach•	
Competes with, and provides an alternative •	
to, other online classified aggregators 
Creates cross-category & cross-community •	
shopping possibilities
Extends the local publishers’ brand exposure •	
through strategic logo placement
Increases the value of advertising in your •	
publication
Generates additional leads and inquiries •	
for your advertisers
Increases advertiser exposure beyond your •	
local website and marketplace

Key Features

Search engine optimization (SEO): classified •	
search is trending towards beginning at the 
search engines, not specific classified sites. 
A SEO approach increases ad visibility and 
provides better coverage
Multi-faceted search: consumers can search •	
by keyword, category, location, etc.

Mobile-ready site: content can be made •	
conveniently available to consumers on 
any smart phone
Geo-location awareness: consumers are •	
shown ads that are closest to their loca-
tion
Hosted by AdPerfect: no downloads, no •	
updates
 Uploading your ads to www.ClassifiedAvenue.

net is a turn-key process. AdPerfect will work 
within each publisher’s existing framework 
to develop a customized upload procedure 
for each participating publication. Current 
AdPerfect clients’ ads can be seamlessly incor-
porated onto the site. The only request made of 
participating publications is that they include 
a ‘widget’ on their marketplace pages that links 
directly to www.ClassifiedAvenue.net 

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!

ClasifiedAvenue.net combines ads from multiple sources into one single location to 
create a mass of content. By creating a site that aggregates content from many trusted 

sources throughout North America, the critical mass needed to attract more buyers 
and sellers is established. Newspaper publishers can leverage their position as the 
trusted local source for classified ads. Not to be underestimated is the fact that this 

collaboration among LMA members helps all to overcome challenges. 

New NO COST Opportunity Improves Reach and Footprint

This is an excellent, no cost 
opportunity for every LMA member. If 
you are interested in participating in 
ClassifiedAvenue.net, please contact 

Deanna Lewis, Classified Avenue 
Sales Director: deanna.lewis@

localmedia.org or (207) 384-5022.

ClassifiedAvenue.net Debuts
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The Tuscaloosa News has won 
the 2012 Pulitzer Prize for break-
ing news coverage of the April 2011 
tornado that destroyed much of 
Tuscaloosa.

The breaking news prize focuses 
on organizations that capture events 
accurately as they occur, as quickly 
as possible, and over time, illumi-
nate, provide context and expand 
upon the initial coverage.

The News’ Pulitzer entry high-
lighted the coverage from the day of 
the storm, including a Twitter feed 
that provided real time updates to 
residents, emergency personnel and 
readers around the world, photo galleries and video of the aftermath and an online 
bulletin board for people seeking residents in the path of the storm.

“This is work we have prepared our entire careers for and the staff came through 
without hesitation, giving up endless hours to get the news first, fast and above all, 
accurately, not least because this is a city we all know and love, and we were telling 
the stories of our neighbors and friends,” said City Editor Katherine Lee.

NaNcy LaNe

President
LMA

Top 10 from the 
Revenue Summit…

I love this event and this year was no excep-
tion. There is something about a conference 
that focuses 100% on revenue that brings the 
energy level to a new high. This year it was 
hard to narrow down to just the top 10, but 
here they are in no particular order:

So Lo Mo: We’ve heard about the success 
coming out of Morris but when American 
Consolidated Media shared that they sold 
$325,000 in two very small markets, that got 
our attention. So Lo Mo is a cool strategy that 
is easy to sell; 100% of the revenue is digital 
(So Lo Mo stands for Social, Local, Mobile). 
LMIA recently issued a 20+ page report on 
SoLoMo, contact Tanya.henderson@localme-
dia.org to order a copy. 

Block & Prospect: brilliant strategy coming 
out of GateHouse Media. They set aside a 
certain time and day each week for pros-
pecting (no exceptions). Reps are required 
to conduct 5 new account calls each week 
as a result of the prospecting exercise. Early 
results are impressive.

Sell Facebook Contests for your 
Advertisers: from Matt Coen, Second Street 
Media. They are working with a lot of media 
companies to help produce these advertiser-
focused contests (unlike the ones that focus 
on the newspaper’s brand). These contests 
drive “likes” on Facebook for advertising 
clients and are producing $5,000-$10,000 
per campaign for companies like Scripps 
and Lee Enterprises. 

Tie Compensation to Key Performance 
Indicators: Bruce Faulmann at the Tampa Bay 
Times uses four of them: # of active accounts 
(# per month- ranges from 15 to 40+); new 
account growth (# per month – ranges from 
1 -7); customer retention – 80% is the goal 
from prior month; and revenue diversification 
(percentages for print and digital). Hit all four 
and get a 45% bump on your commission. 
Two or less results in a negative hit. 

Make Your Reps Write a Weekly Plan: from 
Steve Waterhouse’s keynote presentation. 
Winners have a plan (ask your sales reps to 
show you their plan for the week – if they 
don’t have one, send them home to develop 
their plan and tell them to come back the 
next morning). 

Create a New Business Development 
Team: from Chris Edwards/Source Media, 
Cedar Rapids, IA. This team prospects and 
sells non-customers only; they eventually 
turn the accounts over to the regular team. 
They also act as a “hit squad” for projects 
and new product launches. 

Recognize Your Top Performers: from 
Jim Doyle’s “8 to be Great”. Doyle thinks we 
spend too much time on under-performers 
and not enough on our all-stars (the ones 
that deliver and bring in the $$). “What are 
you personally doing to recognize your stars? 
Applause, excitement and fun – that is what 
they want!” Have you created this environ-
ment for your all-stars?

Large Format Ads on the Homepage Are 
More Effective. This was a top takeaway from 
the WAN-IFRA study tour that resonated 
with the summit attendees. European media 
houses are monetizing home page ads in a 
bigger way using larger formats (examples: 
www.aftonbladet.se, www.20minutes.fr, www.
bilde.de). 

Consider The Blinder Group for a Sales 
Blitz or Advertiser Workshops. We heard over 
and over again at the summit how various 
companies were utilizing The Blinder Group 
to drive multimedia revenue. Executives from 
Morris, GateHouse, American Consolidated 
Media, Journal Register/Digital First, The 
Observer Group, Sandusky Newspapers, 
Source Media/Cedar Rapids and more all 
included these facts in their individual pre-
sentations. (Full disclosure: Mike is our part-
ner for this summit but this takeaway came 
directly from the mouths of our members 
and was covered so often by a wide variety 
of speakers.)

R&D Partners Have Developed Many 
Revenue-Generating Products. Many of 
our exhibitors and sponsors shared their 
latest success stories during a working 
lunch. Brainworks showcased an iPad app 
for sales reps that is location based and 
identifies non-advertisers while the reps 
are on the road. Ranger Data presented 
their call management software system 
that is designed to increase revenue in 
just 30-60 days (proven and guaranteed in 
the contract). Impact Engine has a vertical 
sliding billboard that is delivering higher 
CPM’s and is very cool. Capital Marketing 
Concepts presented several case studies 
using travel awards for advertisers, employ-
ees and subscribers. Our Gold Sponsor 
Saxotech announced the launch of Saxotech 
Connect this July. This is designed to help 
publishers increase their CPM’s by more 
than 100% and click through rates by 200%. 
As always, visiting exhibitors at one of our 
events pays off. 

LMA will be publishing a free report on all 
of the top takeaways for our members. The 
report will be released in mid-June. 

Contribution By  
Brian Reynolds, Staff Writer, 
The Tuscaloosa News

LMA MEMBER WINS PULITzER 

The Tuscaloosa News wins 
for breaking news reporting

 Members of The Tuscaloosa News staff 
celebrate and congratulate one another 
after the announcement that their paper 
had won a Pulitzer Prize for their coverage 
of the April 27, 2011 Tornado that destroyed 
much of Tuscaloosa. (Tuscaloosa news / 
Robert Sutton)
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LMA President Lane 
participates in WAN-
IFRA Study Tour

The supplier that will
increase your sales every week!

www.newspapertoolbox.com
PROUD HOST OF THE 2012

LOCAL MEDIA ASSOCIATION CONTESTS

It’s
Father’s Day

FIND THIS
MONEY-MAKING IDEA
AND MANY OTHERS ON

OUR WEBSITE.

Digital agencies are gaining in popularity 
in the U.S. and Canada and the Local Media 
Association has been carefully following 
this hot trend for the last 18 months. 

The World Association of Newspapers 
& News Publishers (WAN-IFRA) invited 
Lane to speak about these trends in North 
America during their recent study tour that 
included visits with 15 companies in four 
European countries over a five day period. 
Local Media Foundation Board Chair Steve 
Parker accompanied Lane and the two set 
out to learn as much as possible about the 
hot trends in Europe.

The Local Media Foundation will issue 
a full report in mid-June that will include 
detailed information about the top take-
aways. Lane did provide a few her favorites 
in advance of the report for readers of Local 
Media Today:

Many of the European media houses •	
are using large format ads on their web 
sites and they are able to monetize these 
ads in a much bigger way. This includes 
much larger banner ads at the top of 
the home page, sliding billboards, take-
overs, video and more. Examples: www.
aftonbladet.se and www.bilde.de.
Home page design is extremely impor-•	
tant. In general, their home pages are 
more colorful and interesting (and they 
scroll down for a much longer time). 
Check out www.20minutes.fr (using an 

“organized cows” format focusing heav-
ily on photos) and www.lemonde.fr. 
Many view the iPad as the biggest game •	
changer yet and all have developed 
serious strategies in this space. We liked 
the full page ad formats that many are 
using (The Telegraphs’s iPad app is a 
great example). Some are now selling as 
many as nine full pages/day on the app 
and commanding premium rates. 
Multi-channel offerings are the norm. •	
Sales reps are selling packages that 
include 3-10 products. One Ad Director 
had a rule that reps were simply “not 
allowed to sell less than three products”. 
It is working. 
Print innovation is still important •	
(unusual ad formats, clear wraps, unique 
sizes, etc.) even to the companies that 
have more than 50% of their revenue 
coming from digital (average company 
visited was in the mid 20% range).
Social readers are gaining in popularity •	
and are worth looking into. 
Mobile is exploding. The European •	
media houses are heavily investing in 
mobile and tablets and this is really 
starting to pay off (both traffic and 
revenue). 
To order a copy of the full report (35+ 

pages), contact Tanya Henderson at tanya.
henderson@localmedia.org. Expected 
release date is mid-June. 

Study tour participants representing nine countries and four continents visited 
with 15 different companies in Europe over five days to learn best practices in 
360 advertising sales strategies. Local Media Foundation Board Chair Steve 
Parker is pictured on far right.

Tour focused on 360 advertising sales strategies 
and included visits with 15 companies
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(800) 638 -7990 • slp.com P.O. Box 9400, Wake Forest, NC 27588

Dedicated to print.

STRENGTH. 
STABILITY. 

COMMITMENT.

Solid Technology Powerful Product Performance Peerless Quality Steady, Reliable Service Bedrock Value 

With today’s publishing and 
printing challenges, newspapers 
need their prepress vendors to be 
solidly committed to the industry. 
Committed to helping newspapers 
like yours operate more efficiently 
and cost-effectively.

Our technologically superior 
lithoplates are produced under 
rigid quality controls and delivered 
on time. Our industry-leading 
24/7/365 service helps newspaper 
operations stay true to their 
deadlines. And the Southern 
Lithoplate Strategic Alliance affords 
sound prepress equipment and 
business options.

Just as important, our commitment 
to value is backed by our 100% 
satisfaction guarantee.

So, what does an ever growing 
number of newspapers experience 
when doing business with Southern 
Lithoplate? A rock solid partner 
they can lean on.

Call us. Click. Or scan. Then come 
lean on Southern Lithoplate.

Southern Lithoplate always 
has been, always will be that 
kind of committed partner.

STRENGTH. 
STABILITY. 

COMMITMENT.

STRENGTH. 
STABILITY. 

COMMITMENT.
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An electrified atmosphere greeted the 
100+ participants who gathered last month 
for the 3rd annual Local Revenue Summit, 
co-sponsored by Local Media Association 
and The Blinder Group with an assist from 
the Florida Press Association. Revenue-
responsible professionals traveled from 
throughout the North America, as well as 
South Africa and Europe, to take part in 
the fast-paced 3-day program in Tampa, 
Fla. 

“The vibe was definitely one of high 
energy,” said LMA Vice President Al Cupo. 
“Most of the participants were extremely 
engaged which led to a lot of give and 
take, a real enhancement to the many 
top-notch speakers and presentations 
we heard.” 

LMA President Nancy Lane and Cupo 
both uploaded almost real-time feeds to 
the LMA website with several reports. Cupo 
also masterminded several live webinars 
to enable remote access for those that 
couldn’t travel to Tampa.

The website reports, available now at 
www.localmedia.org/news, provide insight 
into several presentations including:

Four Steps to Creating a World Class •	

Sales Team
Key Performance Indicators & •	
Compensation Plans to  Boost 
Revenue
Evolving Opportunities with Deals, •	
Promotions & Contests – including 8 
Steps to more successful promotions!
New Business Development Teams – a •	
case study from Cedar Rapids, Iowa. The 
presentations from the Summit are now 
available on LMA’s website. Find them 
under the Conferences tab.
The summit ran for 3 days with a spe-

cial emphasis on weekly newspapers on 
day three. At the start of the second day, 
Mike Blinder, president of The Blinder 
Group, asked attendees to share their top 
takeaways/action items from the first day. 
More than 20 hands shot up immediately 
to share with the group. In no particular 
order, these were the top ones:

Start a new business development team 1. 
and hire hunters (many mentioned this 
in reference to Chris Edward’s presenta-
tion from Cedar Rapids).
Have your sales reps collect video tes-2. 
timonials from their clients and share 
them at the weekly sales meeting. This 

Local Revenue Summit 
sizzled with tremendous 
energy & ideas

LoCAL

Thomas Byrd, left, of Independent Newsmedia (FL) chats with Gareth Charter, 
publisher of The Holden Landmark (MA) after Charter’s Friday keynote on the 
importance and vitality of weekly community newspapers. Among other things, 
Charter shared how his company’s focused execution of fundamentals recently 
yielded the company’s largest ever billable edition - close to $101,000 for The 
Landmark which averages $20K most weeks.

Speaker and record-setting sales professional Steve Waterhouse inspired the group 
on the topic of ‘Turbo Charge Your Sales Team.” Revenue Summit moderator and 
co-sponsor Mike Blinder, of The Blinder Group, is at left in front row. 

The Local Media Association Revenue Summit, held last month in Tampa, attracted 
100+ attendees from throughout North America, Europe & South Africa. “The 
average newspaper could have walked away with a minimum of $500,000 to 
$800,000 in new revenue generating ideas,” said one of the attendees after the 
conference.

came from Jim Doyle’s “8 to be Great.” 
Jim is the top sales trainer to the TV 
industry.
Many liked the iPad app that Brainworks 3. 
showcased during the working lunch. It 
is designed for sales reps and features 
a location-based map that plots busi-
nesses in the area that are and are not 
advertising with the paper and helps 
with geo-prospecting while on the 
road.
Big format banner ads coming out of 4. 
Europe (from Nancy Lane’s presentation 
on WAN-IFRA study tour) - many are 
eager to experiment with them.
Add more digital expertise to their team 5. 
(came from several presentations).
Have the sales team write their own job 6. 

descriptions and work with each rep on 
a new business development plan.
Getting back to sales basics with the 7. 
account executives (attendees expressed 
their plans in a number of ways).

MEMBER BENEFIT ALERT!

In addition to the posts now available 
on the website, Local Media Association 
will be issuing a free-to-members white 
paper in the coming weeks that will outline 
the highlights and key takeaways from the 
entire summit. It is just one more new 
member benefit that has been added this 
year. Check out the website today and be 
on the lookout for this valuable report 
coming soon.
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The Revenue 
Summit was an 
extremely rewarding 
event. It was 
exciting to hear 
about revenue 
generating ideas 
that newspapers are 
making work in the 
industry. More than ever we need a “can do” positive 
and forward thinking attitude to move the business 
forward. The summit certainly encouraged that 
type of thinking. I would estimate that the average 
newspaper could have walked away with a minimum 
of $500,000 to $800,000 in new revenue generating 
ideas. Our clients at Currow Weeks & Associates 
are delighted when we create that much value for 
their business. I was particularly excited about the 
information relative to daily deal programs. These 
programs are still very much alive in our markets. 
Newspapers have to win this war. Currow Weeks & 
Associates works with Shoutback in the daily deal 
space and they even offer a “managed solutions” 
approached to doing Daily Deals. That is, they do all 
the work with their team and revenue share with 
the newspaper. The session at the summit help to 
confirm the value of these programs and that every 
newspaper should have some form of Daily Deal 
program. I would have to say based on the ideas I 
walked away with and fee I paid to attend, this was 
one heck of a value.

-Everton Weeks, President  
 Currow Weeks& Associates

I thought the Revenue Summit 
was awesome! I walked 
away with several pages of 
actionable items I can put to 
work at my company right 
away. I liked the fact that 
most of the speakers were 
actually working in the industry 
- not just “motivational” 
speakers. They gave us 
detailed explanations of their 
comp plans, strategies, etc. 
and showed samples of their 
marketing pieces and flyers 
that we can use ourselves. They 
also shared good information 
on vendors/companies that 
they use which I thought was 
very helpful.

I would definitely 
recommend this conference to 
others who are looking for new 
ideas and I will definitely be 
back next year!

-Dan Buendo, Sales Manager 
Reminder Publications (MA)

LoCAL

Three days of strong speakers 
with actionable ideas!!  Jim 
Doyle started it all off with an 
energizing & thought-provoking 
presentation. 

Friday’s session for 
weekly newspapers was 
exceptional.   We had five 
people from The Observer 
Group attend and we went 
back to work the following 
Monday and put a game plan 
in place to implement some of 
our key takeaways – first and 
foremost, Bruce Faulmann’s 
Cow Theory on how to 
structure a sales force.

-Jill Raleigh, Director of 
Advertising 
The Observer (FL)

Based on the reviews, the takeaways and lessons from the Local Revenue Summit were practically innumerable. One thing is for sure, the Summit delivered high 
value and was an excellent source of revenue generating inspiration and ideas. Local Media Today editor Deb Shaw caught up with several attendees just after the 
gathering and here’s a sampling of their responses:

My top takeaways:
1)      The sales person is the ambassador for good news 
– the right attitude is important
2)      Your job as a sales manager: 120% of forecast 
every month 
3)      What limits the thinking of the sales people? Lack 
of confidence / self esteem 
4)      Hope is not a business plan 
5)      Picking the right people for sales (role play and 
video tapping) – assessments pick winners 
6)      Training seldom turns bottom performers into top 
performers. 
7)      Hiring with assessments out-performs interviews. 
8)      What do employees want from work?   Respect-
Inclusion-Development-Empowered-Leadership
9)   Leadership essentials:    Energy- Edge-Effectiveness

Four ideas I learned that I plan to implement:
1) Daily Deals – key lessons:
-          #1 A deals champion needed (dedicated rep)
-          #2 A deals committee was utilized
-          #3 Growing Email database
-          #4 Exploit the top categories for deals
-          #5 Quality of the deal matters
-          #6 Calendar management is very important
-          #7 commission plan
-          #8 Promotion is critical to success
2) Sales App with customer geotargeting and 
connection to the CRM tool
3) Look at Key Performance Indicators for compensation 

plans
4) The Store Around the 
Corner concept 
(Editors Note: Read more 
about the Store Around 
The Corner initiative in the 
Q&A with Emily Walsh on 
page 2 of the March issue of 
Local Media Today. You can 
access all past issues of the 
newsletter on LMA’s website 
under the News tab.)

- André Eckert, Managing 
Director 
 austria.com/plus, part of 
RussMedia

I’ve been around the news media 
industry for longer than I care 
to admit, and can sometimes 
be a tough critic when it comes 
to the value of conferences 
and workshops.  But the 2012 
Revenue Summit in Tampa was 
well worth the time and expense 
involved.  There were practical 
revenue ideas coming from all sides, including: the formal 
presentations, the breakout sessions and roundtables, 
the vendors, and even good old fashioned conversations 
with fellow participants.  Job well done!  

-Mark Mulholland, Vice President of Marketing & Chief 
Revenue Catalyst 
Evening Post Publishing Newspaper Group, Inc. (SC)

The Revenue Summit in 
Tampa was motivating and 
invigorating! Each speaker 
gave us the feeling they were 
directing their comments 
to each of our individual 
businesses. The best part of 
that is knowing that we are 
not alone; all the attending 
papers face the same day to 
day challenges. We picked 
up quite a few ideas that we 
are planning to implement 
over the next few months. 
Thank you to Local Media 
Association, Blinder Group, 
speakers and attendees for a 
successful 3 days.

-Sari Medicoff, Associate 
Publisher 
The Suburban Newspaper, 
Montreal, Quebec  

As a first time attendee to LMA’s 
Revenue Summit, I was impressed 
with the quality of presenters along 
with the energy and enthusiasm 
they brought to the event.  It is very 
hard to select a favorite session 
since they were all great but I 
would have to say that Rebecca 
with Gatehouse Media was very 
organized and brought local issues 
to light with an excellent case story 
for her Block and Prospect plan of action.  I appreciated 
the details she discussed.  

Also, Mike Blinder did an excellent job of bringing 
energy to the entire Summit while staying organized and 
keeping the sessions on target.  KUDOs to all involved.  

-Les Borgmeyer, Vice President of Sales 
Columbia Daily Tribune (MO)/ Tribune Publishing Company

There were several key takeaways 
from the Revenue Summit that 
I plan to utilize.  One is that we 
are moving forward immediately 
with hiring a second digital media 
specialist to better capitalize on 
opportunities to help our local 
SMBs with Social Media, Mobile 
and Local Search (SoLoMo).  We 
already engage with many small 
to medium sized businesses in our local market who 
entrust us with their print investments, they are hungry 
to understand the digital realm and we need to be there 
to help.   I think moving toward more of an agency 
approach and being a media/communications company 
and not just a newspaper, as was also shared at the 
Summit, is critical to our future success.

-Donna Denson, Advertising Director 
Southeast Missourian (MO)/Rust Communications
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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
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J

_______________________________________________

Call us at 

856-566-1270 

ext. 1328. 

We’ll show you 

how to grow 

your business.
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Mark Faenza 
Internet Sales Representative

Record-Journal  
Meriden, CT

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

Lorraine May 
Director of Sales Training

Sound Publishing 
Poulsbo, WA

“I find the course to be very helpful  
for new sales representatives in  
understanding the skills it will  
take to be successful in their profes-
sion. I found it also motivational for  
seasoned sales executives to re- 
examine their own current habits 
and see if they’re utilizing all of the 
tools that it takes to be at the top of 
their game!”

The Local Media Association Media Sales Certification 
Program delivers training for a changing media environment 
resulting in a highly proficient sales representative capable 
of maximizing revenue opportunities. 

• Sales Certification Through a Leading Industry Association

• Developed in Partnership with Borrell Associates and  
MotivateAmerica

• Easy-to-Follow Webinar Format 

• Low Cost Alternative to In-House Training

• Outstanding Results

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

THE FOLLOWING COURSES  
ARE CURRENTLY AVAILABLE:

Basic Print Certification prepares 
a Media Sales Representative to 
present a “solution” to the client  
in an effective and persuasive  
presentation, providing details  
of a current product that matches 
their needs or a creative solution 
that provides a positive outcome.

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

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

CONTACT:

Al Cupo, VP, Operations 
Local Media Association

(888) 486-2466 
al.cupo@localmedia.org

Special Local Media Association Member Rate: $295

Multiple Sales Representative Registration Discounts Are Available
5-10 sales representatives = 5% Discount  |  11-20 sales representatives = 10% Discount

21 or more sales representatives = 15% Discount
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As we take this issue to press, a group of twenty senior 
level media executives are returning home from their 
travels on the late May West Coast Innovation Mission 
hosted by the Local Media Association Foundation. This 
third study tour in as many years was stunning for the 
breadth and multi-industry scope of the visits and intel-
ligence it yielded for the group, and soon the industry. 
(See the sidebar for details about the forthcoming report.) 
At the end of only the second of this six day expedition, 
participant Eric Bright, Vice President of E-Commerce, 
Deseret Digital Media commented “If I returned home 
today, the trip would have been unbelievably well worth 
it.”

LMA President Nancy Lane wasted no time in spreading 
the wealth of information gleaned from the I.M. stops 
and began the process of sharing with fact filled posts on 
LMA’s website. In a sign of the fast paced times that we live 
in, I.M. participants also tweeted and broadcast videos 
throughout the trip. Follow the tweets at #IMwest and 
among others, check out Emily Walsh, Associate Publisher/
Multimedia, The Observer Group (FL) interviewing Kristi 
Waite, Digital Marketing Manager at acclaimed innovator 
Fisher Communication, on the first three steps Waite 
suggests local media companies take as they develop 
their social media strategies.

The study tour was expansive, literally and figuratively, 
and whisked the participants down the West Coast of the 
United States. Starting in Seattle, with a sojourn into British 
Columbia for meetings with Black Press, and concluding 
in southern California, the group hopped planes and 
rode buses to engage with innovators representing seven 
companies. The tour group was intentionally limited to 
a small number of slots so that participants could gain 
the benefits derived from up close interaction with one 
another and the top minds with which they met. 

A sampling of the intelligence gained:
From the Sunday evening session, on key takeaways 
from the recent World Association of Newspapers-
IFRA study tour and World Advertising Conference. 
Presented by LMA president Nancy Lane and WAN-
IFRA Executive Director, Publishing and Advertising, 
Ioana Strater:

 Creative online ad formats that are generating buzz •	
include takeovers, pencil expanders and large format 
ads. Examples: ksl.com ($22,000/day from takeovers), 
signonsandiego.com ($36 CPM) and ljworld.com 
(unique format delivering click through rates close 
to 7%). 
Some are exploring the concept of augmented reality. •	
One vendor name that was mentioned was Arasma. 

From the meetings at Fisher Communications in 
Seattle, Wash.: 

Fisher executives shared some research including •	
“75% of people that get news online, get it via social 
media”
Their referral traffic from Facebook is up 70% this •	
year. 
Monetizing for advertisers: they offer three packages •	
that range in price from $3,000 - $10,000. They range 
from basic Facebook page set up to more elaborate 
packages. Advertiser workshops are proving to be 
effective. 
Session two at Fisher Communications focused on 

content strategies. Their mantra is “original, unique, 
shareable”. 

They are agnostic and will put their content anywhere •	

(like Pinterest, for example)
They suggest adding photos to your Facebook postings; •	
will result in more shares, likes and views. 
Another mantra that they preach: “the biggest driver of •	
new audience is the audience that we already have”.
They credit real time analytics from Google for helping •	
with the culture change in the newsroom (showing 
which stories are getting the most views). 
From the meetings at Black Press in Victoria, British 

Columbia:
They purchased a site a few years ago, Usedeverywhere.•	
ca, that now boasts 1.3 million UV’s per month and 
rivals Kijiji and Craigslist. It is a free classified site that 
makes money via upsells, banners, sponsorships and 
affiliate programs. Visit www.usedvictoria.ca for an 
example. All of the sites are localized by town. This is 
a very successful digital product for them. 
Events are huge for them, especially those focused on •	
community leaders. A new one, “100 most influential 
people” is also driving a lot of revenue. 
They instituted pay walls (they don’t like that term •	
- they call them e-subscriptions) for all of their paid 
products and in many cases the print circulation also 
increased as a result. They do NOT use the metered 
pay wall approach.
From the meetings with the folks from YP.com, formerly 

AT&T Interactive, in San Francisco, Calif.:
YP.co•	 m executives are very focused on partnership 
opportunities. They have recently signed reseller agree-
ments with a number of other directory publishers and 
would also like to partner with local newspapers.  
YP mobile display network – fastest growing mobile •	
local ad network. This is very new and separate from 
the YP.com partnership. They are looking for partner-
ships in this space and several others as well. 
I.M. tour participant Eric Bright shared some personal 

thoughts after this day’s discussion on partnerships. 
“There are certainly gains to be made by partnering with 
big media and pure plays, but putting all of our eggs in 
those baskets doesn’t ensure long term viability and 
growth for any of our businesses,” says Bright. “We can 
do better – partner where prudent, but look for solutions 
that are right sized for our markets.”

From the meetings with Google, in Mountain View, Calif.:
They hire people that are good at many things and •	
want people that are comfortable with a fast work 
environment. Sense of speed is very important. 
The hiring process is integral to their culture and is •	
designed to remove subjectivity. The hiring process is 
the same for every single position, low, mid and high-
level, and includes interviews by committee. 
They look for people that communicate well; work •	
well with others; are humble.
Ideas come from everywhere – it doesn’t matter what •	
your position is. There are white boards all over the 
company to facilitate the brainstorming and thinking/
idea process.
They live by the phrase: “Don’t ask for permission; •	
ask for forgiveness.”
20% time: if you have an idea that is good for Google •	
– you should be able to work on that idea up to 20% 
of your time. Gmail was a 20% project. 
G to G program allows Googlers to teach classes (busi-•	
ness or personal) to other Googlers during work time. 
It is very successful. 
From the meeting with Adam Burnham, Senior VP of 

West Coast Innovation Mission Yields Deep Intelligence 
Many lessons learned, all can benefit

Local Digital Sales, for Journal Register Company/Digital 
First Media, on some of their digital success stories:

JRC is now in the very top tier when it comes to percent •	
of total advertising coming from digital, surpassing 
even the McClatchy Company’s impressive 22%. This 
has happened in a short time (less than three years) 
since John Paton declared that the company would 
follow a “digital-first” strategy.
AdTaxi is producing $3 million/month for the company. •	
Products offered by AdTaxi include an in-house ad 
exchange (this is a “trading desk” for unsold inventory 
that accounts for 1/3 of all AdTaxi revenue), social, 
mobile, search, video and more. 
Social is paying off and they are having success building •	
and managing social media campaigns on Facebook and 
Twitter. In Denver they are using a local vendor called 
Growth Weaver and are selling packages in the $1,500 
- $10,000 range. They conduct advertiser workshops 
for social and often close up to $40,000 on site. 

IM West attendees on the start of a week-long 
tour of innovation!

Only the tip of the iceberg has been 
scratched with this summary and what is 
currently available on LMA’s website and 
twitter. “what a magical week - the west 

Coast Innovation Mission was inspiring 
and educational. The takeaways are 

many; we can’t wait to share the report 
with the industry.

- Nancy Lane, LMA President

A plethora of deep, useful, point by 
point intelligence will be shared in the 
forthcoming industry report based on 
2012 Innovation Mission.  Expected in 

mid-June, contact LMA’s Tanya Henderson 
at tanya.henderson@localmedia.org for 

details about obtaining your copy. 

Continue Your 
Innovation Evolution!
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Company News:

Four first-place awards lead the list of 12 
awards won by the St. Tammany News at the 
recent Louisiana Press Association convention. 
The paper received the first place awards for 
Best Best editorial page, Best news story (by 
Suzanne Le Breton),  Best sports story (by 
Mike Pervel) and Best retailer ad (by Sheila 
Allemand).

Award-winning staff members of the St. 
Tammany News News-Banner and Slidell 
Sentry-News are, from left, Suzanne LeBreton, 
Mike Pervel and Sheila Allemand. (Staff Photo 
by Debbie Glover)

NEWSPAPER WINS FOUR FIRST-PLACE 
AWARDS AT STATE CONVENTION

25 SUBURBAN WEEkLIES LAUNCH IN OHIO

More than two dozen community newspapers in central Ohio made their debut 
recently. The new weeklies incorporate the most-popular elements of the weeklies 
previously produced by ThisWeek Community Newspapers and Suburban News 
Publications.

The changes stemmed from last fall’s acquisition of Suburban News Publications and 
the other central Ohio holdings of American Community Newspapers by The Dispatch 
Printing Company, ThisWeek’s corporate parent and publisher of The Dispatch

The consolidated newspapers have a combined circulation of 327,559 and are 
published in a 14-inch-deep, tab-style format. The weeklies bear the overarching 
ThisWeek brand — although their nameplates vary by community.

Two companion websites, ThisWeekNEWS.com and ThisWeek-SPORTS.com, 
feature the content contained in all 25 weeklies, as well as breaking news and video 
and photo galleries.

The company spent several months researching — through surveys and focus 
groups — what readers wanted to see in the consolidated weeklies. 

The results shaped the newspapers that made their recent debut, said Roy Biondi, 
group publisher for ThisWeek Community News. “We are excited to launch this 
combined product and aim to do a better job than ever at providing committed local 
coverage for our communities,” Biondi said, promising that the weeklies will be a 
“powerhouse product for readers and advertisers.”

DIGITAL FIRST MEDIA ANNOUNCES 
12 NEW COMMUNITY NEWSROOM PROJECTS

Digital First Media is launching 12 new community newsroom projects, as it con-
tinues to seek ways to more effectively engage and involve its local readers. These 
community newsroom projects seek to build on the success of the Newsroom Café 
launched by the Register Citizen in Torrington, Conn., an experiment that led to the 
Register Citizen being named the 2011 Innovator of the Year by the Associated Press 
Media Editors. 

The 12 new projects will use a variety of methods to involve the community in 
reporting news, issues and events in the cities, suburbs and towns covered by Digital 
First newsrooms. 

“We didn’t want to replicate the Newsroom Café in other newsrooms,” said Steve 
Buttry, Director of Community Engagement and Social Media for Digital First. “What 
we’re trying to do is apply some of the principles of the Newsroom Café to the unique 
circumstances of other communities and draw on the creativity of our local staff 
members the same way we did with that project.” 

Four of the new projects will involve “mobile community media labs,” which will equip 
vans with computers and wi-fi hot spots for engagement throughout the regions covered 
by their newsrooms, For instance, The San Jose Mercury News will use a van that includes 
an awning and portable furniture to create a “pop-up living room,” so staff members 
can lead classes and meetings throughout the Silicon Valley region the Merc covers. 
Two of the projects will involve partnerships with local communities. In Michigan, for 
instance,  Heritage Media will operate its community newsroom at Eastern Michigan 
University in Ypsilanti, Mich. The Heritage staff will engage with the public at the 
Spark East business incubator, training bloggers and offering computers and wi-fi 
for public use. 

Projects in two other Digital First communities will provide rooms for community 
use at the sites of the newsrooms. An example of this is in Pottstown, PA where The 
Mercury is already using a room at its offices for community meetings and events. 
The project will provide the room with computers, a microfilm reader and furniture 
for daily use by the community as well as special events.

Four projects will seek to engage the community through existing facilities such 
as in North Adams, MA. The North Adams Transcript will host weekly meetings to 
discuss news in the community. The meetings will include a book swap, because the 
community no longer has a bookstore. 

Nearly two dozen other Digital First newsrooms have proposed further community 
newsroom projects that remain under consideration. In addition to the Torrington 
project, other community newsrooms are in various stages of development in the 
company, including one opening later this year in downtown Oakland, CA, another 
ready to open soon in Lansdale, PA, and one opened last year in West Chester, PA.

“We want all our newsrooms to engage their communities in multiple ways – on our 
websites, social media, blogs, text messages and print products, but also in person,” 
Buttry said. “We are pleased that so many of our newsrooms will be expanding the 
ways that we reach out in person in our communities.”

From Net News Check

Patch.com, a network of small-town news sites owned by AOL, has emerged at 
the center of a tug of war over the Internet company’s future, Keach Hagey reports 
on digits.

The high cost of running the local-news sites has fueled a campaign by dissident 
investor Starboard Value LP against AOL Chief Executive Tim Armstrong’s strategy of 
investing heavily in online content.

Starboard, which is waging a proxy battle to win several seats on AOL’s board at June’s 
annual meeting, says that Patch should be closed, sold or put into a joint venture, 
with a partner sharing the cost.

PATCH NEEDS PATCHING

Dirks, Van Essen & Murray

D
&

V
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AMERICAN COMMUNITY NEWSPAPERS
HAS SOLD

TO
HPR HEMLOCK LLC
We are pleased to have represented 
American Community Newspapers in this transaction.

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

LEESBURG (VA) TODAY
44,853 weekly circulation

ASHBURN (VA) TODAY
23,704 weekly circulation

ARLINGTON (VA) SUN GAZETTE
26,480 weekly circulation

GREAT FALLS, MCLEAN, OAKTON,
VIENNA (VA) SUN GAZETTE
39,647 weekly circulation 

and a collection of niche publications including 
Loudon Magazine, Loudon Business, and Middleburg Life
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Member News:

RILEY & WATTS PROMOTED AT CNHI

Community Newspaper Holdings Inc. has 
named William “B.J.” Riley, publisher of the Terre 
Haute, Ind., Tribune-Star, as senior vice president 
in charge of the company’s Sun Belt Division of 
Texas newspapers.

Keith Blevins, CNHI’s chief operating officer, 
said Riley will continue in his publisher’s role in 
addition to serving as the division manager for 
the company’s Texas papers.

“B.J. is a richly experienced newspaper person 
and a proven leader who understands the impor-
tance of local news and advertising content for 
readers and advertisers,” said Blevins. “We are 
excited to have him in this expanded leadership 
position.”

In a separate move, CNHI promoted Renae Watts 
from director to vice president of human resources 
for the Alabama-based media company.

 “Renae is a first-rate executive with a wealth 
of experience in human resources,” said Steve 
McPhaul, CNHI’s executive vice president of 
corporate operations. “She brings to this impor-
tant position both wide-ranging job knowledge and a strong commitment 
to CNHI employees.”

 WILCOx NAMED PUBLISHER

 Justin Wilcox has been named publisher of the 
Johnson City Press by Keith Wilson, president of 
Northeast Tennessee Media Group (NET/mg) and 
publisher of the Kingsport Times-News.  Wilcox 
will also serve as the vice president/outside 
sales for the five newspapers that are part of this 
marketing group.

Wilcox had mostly recently been the pub-
lisher of the Daily News and general manager 
of Silicon Valley Community Newspapers in 
San Jose, CA, 

O’ROURkE JOINS JRC

Journal Register Company has appointed Jim 
O’Rourke as Publisher of the Michigan cluster. 
O’Rourke will oversee all operations in Michigan, 
which includes the Macomb Daily, Oakland Press, 
Morning Sun, Daily Tribune and 42 non dailies 
and over 40 multi-platform products throughout 
the state. 

In his new role Jim will lead all initiatives across 
the Michigan cluster in its operations, strategy, 
content, product development, revenue genera-
tion and business development, working closely 
with Tom Wiley, Executive Vice President (Eastern Region) of Digital First 
Media.

O’Rourke most recently served as Vice-President, Consumer Marketing for 
GateHouse Media, where he was responsible for developing and implement-
ing strategic plans to grow print and digital consumer-generated revenue. 
Prior to joining GateHouse Media, he held various Circulation roles with 
the Gannett Company and Knight Ridder.

“Jim’s proven success within our industry, and in particular his success in 
leading digital growth initiatives, makes him the perfect choice to lead our 
Michigan cluster,” said Jeff Bairstow, President of Journal Register Company 
and Digital First Media.

WELL DONE IS 
BETTER THAN 
WELL SAID

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

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

—BEN FRANKLIN

print media. digital media. endless possibilities

5400 Grays Avenue   Philadelphia Pa. 19143   800.599.9792   bartash.com

“
”
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Community journalists from across North America 
have been selected to attend a two-day symposium to 
learn how to report local stories and develop multime-
dia reporting projects on the impacts of the recession 
on mental health. Dozens of community journal-
ists from daily newspapers 
under 100,000-circulation 
and weekly newspapers 
and groups applied for 
this expenses-paid training 
opportunity. Judging was 
done by Gene Policinski and 
his colleagues at the First 
Amendment Center.

The symposium, funded 
by  a  g ra n t  f ro m  T h e 
McCormick Foundation and co-hosted by Local Media 
Association (LMA) Foundation and the Association 
Press Media Editors (APME), is part of McCormick’s 
Specialized Reporting Institutes program. The training 
takes place July 16 and 17 in Chicago at the Chicago 
Sun-Times.

Scholarship winners include: Eric Vreeland, News 

Sentinel, Knoxville, TN; Barb Ickes, Quad-City Times, 
Davenport, IA; Melissa Westphal, Rockford Register Star, 
Rockford, IL; Amritha Alladi, The News-Star, Monroe, 
LA; Emma Perez-Trevino, The Brownsville Herald, 
Brownsville, TX; Dolly Butz, Sioux City Journal, Sioux City, 

IA; Kevin Lyons, Northwest 
Herald, Chrystal Lake, IL; 
Larry Hendricks, Arizona 
Daily Sun, Flagstaff, AZ; 
and Karrey Britt, Lawrence 
Journal-World, Lawrence, 
KS.

Also selected were: Holly 
Wise, Killeen Daily Herald, 
Killeen, TX; Conrado Sluggo 
Rigor, Filipino-American 

Bulletin, Seattle, WA; Stephanie Porter-Nichols, Smyth 
County News & Messenger, Marion, VA; Anne Neborak, 
News of Delaware County, Holmes, PA; Kate Pastor, 
The Riverdale Press, Bronx, NY; Skye Kincade, Mount 
Shasta News, Mount Shasta, CA; Claire Paridis, Arrow 
Lakes News, Nakusp, British Columbia; and Saerom 
Yoo, Statesman Journal, Salem, OR.

Thank You  
to Our  
Gold Sponsor

www.saxotech.com
Robert Payne 

Director of Marketing
rpayne@saxotech.com 

(813) 314-2413 
FAX (813) 221-1604

Dan Lee 
Mediaware Specialist

dlee@saxotech.com 
(813) 446-4644 

FAX (813) 221-1604

The Local Media Innovation 
Alliance, dedicated to deliver-
ing deep intelligence on emerg-
ing trends and opportunities, 
has issued its 5th report of 2012.  
Author Shannon Kinney tackled 
the topic of Event Marketing and 
visited with Jason Taylor, president 
and publisher of the Times Free 
Press in Chattanooga, Tennessee 
and his team during their newest event KidzExpo. 

Kinney reports on the planning, pricing and orga-
nization of events conducted by the Times Free Press 
and delivers key recommendations for others wishing 
to pursue this business plan. While the focus for this 
report is on the kids event, the team in Chattanooga has 
had enormous success with events focusing on women, 
seniors, high school athletes and SMBs. In just 3 years, 
Taylor’s company has grown the events revenue from 
$0 to $2.5 million. 

 Previously released LMIA 2012 reports cover:
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. 

Event Marketing 
Report now available

Event Marketing
Case Study:  Chattanooga Times Free Press KidzExpo

Price: $259
Release Date: May 21, 2012

Published by the Local Media Innovation Alliance 

Thank You to  
Our Sponsors:

181818

Kidz Expo

New for 2012

Specialized reporting symposium 
scholarship recipients announced
McCormick Foundation grant covers costs for two 
days of in-depth training co-hosted by Local Media 
Association Foundation and Associated Press Media 
Editors
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Peter Newton has joined 
GateHouse Media, Inc.as 
President  of  GateHouse 
Venture, a newly created posi-
tion. GateHouse Ventures’ mis-
sion is to identify and develop 
high-growth business ventures 
that can leverage Company 
resources and access local 
markets to expand the local 
services we offer, while also 
expanding our geographic 
reach.

Kirk Davis, Chief Operating Officer of GateHouse 
Media, said, “We are very excited to announce the 
addition of Peter Newton as President of GateHouse 
Ventures.”

T h e  c o m p a n y  a l s o 
announced that Jay Fogarty, 
currently VP of New Revenue 
Platforms who has been with 
the Company since 2009 and 
helped found and develop the 
new business ventures group, 
will become VP, Strategy and 
Innovation.  He will con-
tinue to source new business 
development opportunities 
company-wide, which is an essential part of the 
Company’s transformation into a truly multi-media 
enterprise.

That’s exactly what John Kimball of 
The John Kimball Group recommends 
when putting together a plan to tackle 
political advertising.  And, no, John is 
not suggesting self–reflection here, but 
rather looking within your own com-
pany for those that have a passion and 
understanding of politics.

Having that champion along with 
clear, concise packaging and a bit of 
research can put you on the right track.   
Kimball along with Tom Edmonds of 
Edmonds Associates and Kip Cassino 
of Borrell Associates says there a large 
number of funds available in this block-
buster political year. Or as Cassino refers 
to it: “The Flood of 2012.” 

Why such a dramatic description?  

According to Cassino, ads have already 
infiltrated the market.  There’s been a 
marked increase of 40% from 2008-2012 
in per-voter spending.  Key states where 
even more spending will occur are 
Florida, Virginia, Ohio, Massachusetts, 
Michigan, Illinois and Colorado. And 
although different expenditure num-
bers were presented (Kimball with $5 
billion and Cassino with nearly $10 
billion), let’s just say it’s big.  Kimball 
says in all, 81% of the country’s 7,384 
state legislative seats will be up for re-
election In addition to thousands of 
local races. 

In terms of advertising, Cassino you’ll 
see something that hasn’t been seen in 
a long time:  Political advertising at the 
movie theater.  Cable will increase because 
broadcast spots will sell out and online 
has also surged (this includes search, 
display, social, email and video).

Newspapers have opportunities to 
sell complete packages with online and 
direct mail.  Having similar targeting 
opportunities as direct mail, newspapers 
provide more options particularly when 
post office delivery days could be an 
issue. We are more than newspapers.  
Packages should include video, post-Its, 

polybags, voter guides, etc.
And speaking of packages they should 

be very simple and inclusive and include 
a political rate card.

So where to find these buyers?  
Sources mentioned include www.fec.
gov (Federal Election Commission) 
and www.opensecrets.org.  And most 
all states have campaign financing and 
expenditures online.  Also listed in the 
presentation are a number of political 
publications.

Lastly, don’t wait until the last minute.  
Newspapers tend to wait too long to 
prepare.  Perhaps there are some interns 
on your team that can start the research 
process and don’t forget – find that person 
with a passion for politics.  

Tanya Henderson is the Advertising 
& Membership Relations Director with 
Local Media Association.  Contact her 
at 804.262.3341 or by email at Tanya.
Henderson @localmedia.org. 

TANYA HENDERSON

Advertising & Membership
Relations Director

Reduce your reliance on ad networks

Fill your available space with premium ads

Keep a higher percentage of ad revenue

Join a National Community of Media Companies

Maximize Your Ad Revenue

adhancemedia.com enhancing the national value of your local audience

Identify your inner political junkie GateHouse expands

Peter Newton

Jay Fogarty
Visit the Local Media Association 

Web Site to download the Political 
Presentation.  You’ll find the webi-
nar under “Webinars” and click on 
“Archived.”
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minutes without a single one using any of 
the dozen “Text us to win..” offers posted 
around the boat.  And there were good 
offers – an iPod, an iPad, $1,000 ad pack-
ages.  Turns out we had to start showing 
them how to use their phones.  They had 
smart phones, many of them, but were 
clueless as to what to do with them.  I had a 
prominent real estate broker – who makes 
the marketing decisions for his company - 
hand me his iPhone and say, “I’m not really 
sure how to even make calls on this.  How 
do I do that text thing?”

This has been more of an educational 
process than anything else.  We are getting 
bits of traction.  One day last month we had 
an unsolicited call wanting to sign up for 
our SMS platform.  The team played the 
message over and over….

 You now have the benefit of some 
hindsight wisdom. Can you share 

any particular dos and don’ts for others 
in local media as a result of your experi-
ence so far?

Sure, I’ll take a stab at this:
Don’t let existing bias in your con-•	

tent, sales or development team tell you 
what real people do with phones.  Mostly, 

these groups are wrong if left on their own.  
Go to the mall, go to a football game or a 
local restaurant.  Watch people, then try 
to meet them where they are.  Our team 
spent a lot of time doing these things.
Don’t be fooled by all the big headlines •	
from Best Buy or Proctor and Gamble 
about mobile use in marketing. Main 
Street is not there unless affiliated with 
a large franchise system.  And neither 
are real customers in cities outside New 
York and San Francisco.
You can’t do it all at the highest level.  •	
Pick places to win and do so.  
Commit and expect a long ramp up •	
curve.  If we’d agreed to anything less 
than a year with zero return, we would 
have pulled the plug before getting real 
results.
Mobile is NOT about the technology.  •	
For the consumer, it is about fast and 
easy access to information.  For your 
staff, it should be about providing infor-
mation that is useful in that format 
and place without a lot of bother.  For 
the advertising customer, it’s about 
intertwining a message with the con-
sumer behavior.  The creative is REALLY 
important.

Q
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The easily accessible Sheraton Chicago 
O’Hare Airport Hotel will be the site of a 
triple play of timely gatherings designed 
to further develop intelligence and skills 
in three important revenue arenas. 
Beginning November 7, LMA members 
will convene in the Windy City to delve 
deeply into the blazing hot Digital Agency 
business model (November 7), the proven 
and evolving Deals & Promotions revenue 
initiative (November 8) and the latest in 
further developing Classified Multimedia 
in local markets (November 7-9).

Plan now to attend one, two or all three 
gatherings - there is a 30% registration 
discount for those who choose to attend 
both the Digital Agency and the Deals & 
Promotions one day summits. Full details 
and agendas for all three programs will 
soon be posted on LMA’s website at www.
localmedia.org. 

NEW - Digital Agency One 
Day Summit – November 7

Digital agencies and/or offering digital 
agency services are the hottest trend in 
our industry right now. This one day 
summit will feature a number of success-

ful case studies as well as idea sharing 
sessions. The timing is perfect as this 
space is emerging and there will be many 
valuable lessons learned and success 
stories to share by November. This is 
perfect for those that already offer digital 
agency services and for those that are 
considering it.

Deals & Promotions 
Summit – November 8

Our daily deals one day summit was 
so popular last year that we are bringing 
it back and adding promotions to the 
mix. Our partner Matt Coen from Second 
Street Media will once again co-host this 
with us. Attend both one-day summits 
and receive a 30% discount. 

Classified Multimedia 
Conference – November 7-9

This annual event is a must-attend 
for anyone charged with growing classi-
fied revenue. As in the past, the confer-
ence will focus on using all of the tools 
of multimedia to grow this segment of 
our business.

Event Marketing
Case Study:  Chattanooga Times Free Press KidzExpo

Price: $25900

Release Date: May 21, 2012

Published by the Local Media Innovation Alliance 
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Kidz Expo

New for 2012

Monthly Research Club Devoted To:

Special Thanks to 
Our Sponsors 

 » Emerging Business Models
 » Digital Revenue Opportunities
 » New and Exciting Trends
 » How-To Information/Case Study Format

To join, call (888) 486-2466 
or visit www.localmedia.org!

Membership includes a monthly report and 
webinar with featured company executives
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Nov 7-9, 2012

3 Revenue-Driving 
Programs Coming to 
Chicago in November
Digital Agencies Summit – Deals 
& Promotions Summit – Classified 
Multimedia Conference
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Digital Community
H O L D I N G S

D C H . c o m

™™

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

a custom solution is most likely the best solution.

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

Call today.
800-944-3276

(limited scheduling currently available)

DCH.com

Social Classifieds 
Platform

Where framily and friends share classifieds

SMfrassifieds

Automotive 
Verticals

Real Estate 
Verticals


