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California, Google,  The 
McClatchy Company and  
AT&T Interactive (pending 
confirmation). 

Attendees will also 
spend a half day with 
Gordon Borrell in a pri-
vate consulting session. 
Each attendee will receive 
a customized Compass 
report for their market as 
part of the registration fee 
and Borrell will show how 
leading media companies 
are using these reports 
to drive digital revenue 
and strategies at their 
companies.

“By attending the 
Innovation Mission, you 
will be immersed in that 
culture and will absorb a 
lot of good stuff by osmo-
sis” says Steve Parker, 
co-publisher of Recorder 
Newspapers (NJ) and 
participant in both of the 
prior Innovation Missions. 
“The benefits are akin to 

‘management by walking 
around’ (MBWA), the busi-
ness philosophy popular-
ized by Tom Peters in his 
classic book “In Search 
of Excellence.” Besides 
all that, it’s great fun and 
very energizing to be in 
the company of other 
engaged media minds for 
several days!”

Lessons to Be 
Learned

Over the course of the 
week, tour participants 
will glean wisdom from 
some of the best minds, 
practices and cultures at 
each stop. For instance, at 
Fisher Communications, 
the group will get a close 
up view of this innova-
tive communications 
and media company 
which operates 20 tele-
vision stations, 8 radio 
stations and their off-
shoot Fisher Interactive 

West Coast Innovation Mission announced

Last year’s I.M. included a stop at Deseret Digital in 
Utah. The small group element of the study tour enables 
a true immersion into the host companies visited.

World Class Culture. Product Development. Innovation.
Limited registration for May study tour is underway; Diverse mix of 
media & technology companies, including Google, to host stops

The 2012 West Coast Innovation Mission will begin in 
Seattle, Wash. on Sunday May 20 and conclude on Friday 
May 25 in San Jose, Calif.

The $3195 registration fee includes travel costs (air and 
hotel) for all stops on the tour (does not include flight to 
Seattle or home from San Francisco); all breakfasts and 
lunches and four dinners . A comprehensive report and 
Borrell Compass report (1 market per attendee) is also 
included as is a series of follow up webinars and confer-
ence calls for attendees only. The reduced fee of $2150 is 
available to a second registrant from the same company 
who shares hotel accommodations.

Registration is limited to the first 20 attendees on a 
first-come, first-serve basis. 

Complete details are found at www.localmedia.org 
under the Conferences tab. 

Network which produces 
more than 125 local and 
hyperlocal websites in 
four states with strong 
advertising support 
(over 1600 advertisers are 
participating). The focus 
here will be on these sites, 
advertising opportunities, 
staffing, and culture. 

Tour participants will 
spend a full day at Google 
headquarters with a rare 
opportunity to witness 
this innovative culture. 
I.M. attendees can expect 
to learn firsthand about 
how media company part-
nerships are formed and 
operate, and will likely 
join in broader meetings 
involving invitation-only 
existing partners. A pri-
vate session focusing on 
local media company 
opportunities is also 
planned.

A full list of all host 
companies and the antici-
pated lessons is at www.
localmedia.org under the 
Conferences tab.

WHAT YOU SHOULD KNOW

In its third foray into the 
world of intensive study 
missions, the Local Media 
Foundation is proud to 
announce the 2012 West 
Coast Innovation Mission, 
May 20 -25, which will lead 
a limited number of partici-
pants into some of the bold-
est and most progressive 
companies in Vancouver, 
Seattle and San Jose/Silicon 
Valley. Registration is now 
open for a maximum of 
twenty slots.

Join this study tour and 
you will witness innovation 
in action. Visiting some of 
the world’s most successful 
technology companies and 
media houses, the itiner-
ary includes a diverse mix of 
companies that intentionally 
does not focus on one type of 
media. Among others, com-
panies to be visited include 
Fisher Communications in 
Seattle, Black Press and 
Glacier Media Group in 
British Columbia, and in 

IM Attendee Reaped 
A $200K Return

Emily Walsh, associate 
publisher-multimedia for The 
Observer Group, a privately 
owned media company in 
Sarasota, Fla. participated 
in the 2011 North American 
Innovation Mission. “It was 
a thrilling experience,” said 
Walsh of her involvement. 
“It opened my mind and ulti-
mately our company to new 
products and new dimensions 
beyond just having a website. 
I was really proud of how our 
little company jumped into 
the digital world in a short 
time, but the Innovation 
Mission made me quickly 
aware that we had far to go.” 
Walsh credits one of the I.M. 
visits for inspiring her local 
launch of ‘Store Around The 
Corner’, a multi-media pro-
gram that will potentially 
generate $200,000 in its first 
year. Read the Q&A with 
Walsh beginning on page 2 
for more about details.
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I want to explore some of your mul-
timedia initiatives but before we 

get into that can you please give us a 
thumbnail of The Observer Group – 
publications, digital presence, market 
description? 

The Observer Group is a family-
owned and operated multimedia 

company with six newspapers, three 
websites, a quarterly arts and social 
magazine and more than 80 employees 
serving multiple communities around 
Florida.

In the Sarasota-Bradenton, Fla., 
market we have four free community 
weeklies — Sarasota Observer, Longboat 
Observer, East County Observer and 
Pelican Press — with a combined circu-
lation of 70,000. These papers’ website 
— YourObserver.com — receives more 
than 70,000 unique visitors and more 
than 300,000 pageviews each month. 
We also have an iPhone App that has 
more than 9,000 users. 

We also publish the Gulf Coast 
Business Review and its website, Review.
net, which is a paid-circulation busi-
ness weekly with subscribers extend-
ing from Tampa to Naples. The Palm 
Coast Observer, along with its website 
PalmCoastObserver.com, is another free 
community weekly with a circulation of 
25,000 serving the east coast market of 
Palm Coast/Flagler County, which con-
verted to twice-weekly this month. 

And, tell us a little bit please about 
your pathway into your position 

as Associate Publisher – Multimedia, 
and your general day-to-day respon-
sibilities.

I’m a fourth-generation newspaper 
girl, and as my mother likes to point 

out — ink runs through my veins. My 
parents met in journalism school at 
the University of Missouri. After both 
working at several newspapers in the 
Midwest, and my father’s stints at the 
Miami Herald, Florid Trend Magazine 
and Forbes while my mom raised our 
family, my parents and grandparents 
(also former newspaper executives) 
bought the weekly Longboat Observer 
in 1995 when I was in high school. After 
many dinnertime conversations about 
the newspaper business, joining the 
family business was a natural fit.

I started out on the editorial side and 
served as the Arts and Entertainment 
and Black Tie Editor for seven years and 
then wanted to learn the newspaper 

business as a whole, so I became an 
outside sales rep. 

Truthfully, it was after attending a 
Local Media Association conference with 
my father and convincing him that we 
needed to get into the multimedia busi-
ness that I transitioned into the position 
of Associate Publisher-Multimedia. My 
job consists of developing all of our digi-
tal products — websites, apps, bundled 
print-digital packages, video, mobile 
and new products — marketing them 
and training the sales staff. 

You were one of a small group 
who took part in the 2011 North 
American Innovation Mission 

sponsored by the SNA Foundation.  
How was that experience? Please share 
some of the key overarching lessons 
that you took away from this week 
long, multi-stop study tour?

It was a thrilling experience. It 
opened my mind and ultimately 

our company to new products and 
new dimensions beyond just having a 
website. I was really proud of how our 
little company jumped into the digital 
world in a short time, but the Innovation 
Mission made me quickly aware that we 
had far to go. 

Since the Innovation Mission, a lot of 
the key points I learned have already or 
are in the process of being implemented 
at The Observer Group. Such as:

Legacy Reps can sell digital, but dig-•	
ital-only staff is required for certain 
products.
Community contributor networks add •	
value to your current content.
Creative combinations are the next •	
big revenue opportunity.

If I’ve got it right, I understand that 
one direct result of your involve-

ment with the I.M. was the creation 
of ‘Store Around The Corner’. Tell us 
about that.

“Store Around the Corner” is 
the direct result of learning 
about Metroland Media Group’s 

“ShopTalk” product. I loved that concept 
of combining all your marketing needs 
into one: print, online, video, QR codes 
and blogging. 

So I kept thinking: How can we imple-
ment this at The Observer Group? And 
it dawned on me: We had an online 
business directory with Local.com and 
it was basically just sitting there on our 
site not being used. We weren’t selling 

it or promoting it. So I thought this is the perfect 
way to utilize the ShopTalk product. 

We rebranded our Local.com business directory 
as Store Around the Corner (as well as the URL to 
StoreAroundtheCorner.YourObserver.com) and 
offered customers an expanded listing on Store 
Around the Corner plus a monthly print ad in all 
four of our papers, QR codes linking directly back 
to their 60-second video that we produce (this is 
outsourced) and social media. We opted to provide 
social media instead of blogging because we just 
don’t have the manpower to produce that much 
content in addition to our current content. 

Can you comment on the back story of this 
initiative such as development details and 

market reception? How is it going so far? Expense 
and revenue outlook?

We started creating Store Around the Corner 
in May 2011. It took us longer than I expected 

to launch the product — six months. You always 
think things like: “We can get this going in two 
to three months.” But as they say, the devil is in 
the details.

Like rebranding our Local.com directory, chang-
ing the URL, forming relationships to outsource 
video production, figuring out pricing, creating 
spec ads and flyers for the sales staff, training 
the sales staff, getting software to generate QR 
codes in house, creating Facebook, Twitter and 
YouTube channels with the Store Around the 
Corner brand. 

You have to understand there are only three 
of us in our company actually focused on digital 
— myself, a designer and an editor. And we all 
have other responsibilities that took us away from 
focusing on Store Around the Corner exclusively. 
It didn’t help, either, that our content manage-
ment provider doesn’t exactly understand that 
newspapers are deadline driven. 

We launched in November with a breakfast 
debuting the product to about 25 potential custom-
ers. And we’re limiting the package to 24 customers 
in the first year — not only to gauge how much 
in-house manpower this is going to take, but also 
to offer exclusivity to our customers. 

The package is a 12-month contract at $150 a 
week. We did include a six-month opt-out, but the 
rights to the HD video and QR code are only available 
to the customer when the contract is paid in full — 
either up front or at the end of the contract. 

In the meantime the customer can embed the 
YouTube video on his site or Facebook page or 
use the QR code in the print advertisement if he 
is already a current print advertiser. 

As of now, we have eight packages sold, four 
videos shot, and another two videos in production. 
As soon as we have six videos shot, we will launch 
the product in print. To be honest, it’s been a slow 
start getting it off the ground. We’ve learned this is a 
lot for both the sales staff and customers to get their 
heads around. But we’re confident that as soon as 
we get the print portion of the package going, we’ll 
have others chomping at the bit to get in. 

As for expense and revenue outlook, we factored 
in the expenses when we created the pricing. So 
no matter what, we will make a profit on what we 
sell. But if we sell the package to 24 advertisers in 
the first year, we’ve estimated that we will generate 
close to $200,000 in new revenue. That’s big for 
our online numbers. 
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Q & A with...

Emily Walsh 
Associate Publisher-Multimedia 

The Observer Group, 
Sarasota, Fla.
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JON K. RUST

Chairman
LMA Board of Directors

I’ve tracked stories 
from our websites, which 
have been copied in 
their entirety, all bylines 
removed, then posted on 
someone else’s site. My 
newspapers’ photographs, 
too: misappropriated, then 
re-posted. When it’s a local 
website doing the taking, 
a phone call to the entity 
usually straightens it out. 
When it’s a national or 
international dotcom that profits by enabling users – or their own 
robots – to misappropriate others’ creative works, good luck getting 
a satisfactory response. Simply, the Digital Millennium Copyright Act 
moves too slowly in protecting the value of those of us who invest 
money in creating original content.

The misappropriation of our newspaper content is one reason 
that my company’s websites are launching various forms of digital 
subscriptions. These subscriptions are part of our strategy to reassert 
control over our content so that, ultimately, we can intentionally 
and contractually provide it to partners who will pay us for our 
work, and we can continue to hire reporters and invest in original 
journalism.

Curious, isn’t it, that those who trumpet “all content should be 
free” are in part responsible for original content creators like us reas-
sessing how we’ve allowed our content to flow freely on the web? Of 
course, many of those demanding “free use” are simply freeloaders 
or, worse, in the case of some of the biggest dotcoms, more than 
happy to make parasitic profits off of someone else’s hard work and 
investment without reciprocal content creation costs.

At the mega-conference in San Antonio last week (after the dead-
line for this column), one of the speakers was scheduled to be David 
Westin, president and CEO of NewsRight, which was founded by a 
group of news organizations, including the Associated Press, to assist 
companies like yours in identifying new and profitable ways to license 
content in the digital world. On the NewsRight web site, Westin is 
quoted, “The spread of news has become easier, more immediate 
and more powerful. But the companies investing in content need 
efficient ways to license their content as broadly as possible and to 
measure how it is being used on the Internet.”

Earlier this year, Rust Communications signed on with NewsRight. 
We’re not part of the group of investors, which includes newspaper 
groups ranging from large ones like the New York Times, Washington 
Post, and McClatchy, to smaller newspapers like the St. Joseph, Mo., 
News-Press, but we understand the potential that NewsRight offers 
us in monetizing our content, which we could never attain on our 
own. By joining together, we create scale that is to our benefit as 
content creators, and it makes licensing more efficient for those 
dotcoms that value doing things the right way so they are properly 
positioned for the future.

I expect a future issue of Local Media Today will report on Westin’s 
presentation to the mega-Conference. But there’s no need to wait to 
find out more. To begin understanding the traffic flow of your content 
online while learning about licensed revenue streams you might never 
have considered before, check out NewsRight.com. The company, 
built by and for content creators, is in its initial stages, and revenue 
opportunities are still being developed. But the more who join the 
cause, the better the results will be for all, and that includes you.

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

Helping 
original content 
creators thrive

It’s all about the money and by attending the 
2012 Local Media Revenue Summit in May, you 
will return home with immediately actionable 
plans to generate new revenue with existing 
resources. 

The no-nonsense, down to business, ‘let’s 
get some new revenue now’ Revenue Summit 
will take place in Tampa, Fla. over two full 
days – May 9 and 10  - with a bonus day on 
the 11th dedicated entirely to weekly newspa-
per opportunities. The gathering is the result 
of a partnership between the Local Media 
Association, The Blinder Group and The Florida 
Press Association and now is the time to make 
your attendance plans. 

Registration for the summit is an affordable 
$395 (with Friday for free for those that wish to 
stay); the weekly-only program is just $99. The 
Doubletree Westshore by Hilton in downtown 
Tampa, situated close to the airport, will serve 
as the host hotel and with room rates of only $99 
per night, this is a very affordable few days.

What you can expect
The 2012 Local Media Revenue Summit will 

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

Mike Blinder, President of The Blinder Group 
and Revenue Summit leader, says that the 2012 
Revenue Summit agenda is totally focused on 
making money immediately upon your return 
home. “This isn’t about crystal balls or a lot of 
stuff about where the industry is going. It’s about 
teaching attendees revenue generating ideas that 
can be taken to market immediately and with 
existing resources,” says Blinder.

 “The SNA/Blinder Group Revenue Summit was 
a smashing success last year”, said Nancy Lane, 
president of Local Media Association (formerly 
SNA). “This year we are going to push limits 
even further with the goal of exposing attend-

ees to the most innovative and promising new 
revenue streams and success stories out there – 
regardless of platform. We will focus heavily on 
opportunities to better serve and thus monetize 
local SMB’s.”

Some of the agenda items 
include:

Turbo-Charge Your Sales Team: How to get the •	
best out of your sales people
Running the Best Sales Machine•	
The Digital Agency/360 Selling – Best New •	
Revenue Opportunity for 2012
Numerous Roundtables – Best Classified •	
Opportunities; Digital Revenue Growth/
Benchmarking – What is Working? What 
Percentage of Revenue Should Come from 
Digital?;  Conducting Effective Sales Blitzes/
Advertiser Workshops
Leading with Digital to Sell More Legacy •	
Print
8 to be Great: 8 Initiatives to Create the Best •	
Sales Team in your Market
Evolving Opportunities with Daily Deals•	
“Block & Prospect” – Streamline the Sales •	
Process & Watch Your Revenue Grow
SMB’s – How To Aggressively Pursue these •	
local dollars
Special Day of Programming for Weekly •	
Newspapers on Friday May 11
Full agenda and online registration is at 

localmedia.org under the Conferences tab. 

Make more money now
Local Media 
Revenue Summit 
– May 9-11 – 
Tampa, Florida

What attendees said about last 
year’s Revenue Summit:

“Very good. One of the best I attended!” 
 Gary Tyler, Dir. Of Advertising, State 

Journal-Register 

“Absolutely terrific-now to apply all 
the great ideas I picked up!” 

Carrie Kuhl, Sales Mgr., 
Monterey County Weekly
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SOUTHERN LITHOPLATE With Facilities In:  WAKE FOREST, NC   |   JACKSON, TN   |   GRAND RAPIDS, MI

Why Southern Lithoplate 
should be your CtP plate supplier.

You Want 
Constancy & 
Commitment

YOU DESERVE
VALUE

(800) 638-7990  •  www.slp.com  •  P.O. Box 9400, Wake Forest, NC 27588

  WAKE FOREST, NC   |   JACKSON, TN   |   GRAND RAPIDS, MI

You Insist on
Quality

            YOU
DEMAND
PERFORMANCE

YOU ENJOY 
“WORKING”

PARTNERSHIPS

You’re 
  in Good
    Company

YOU NEED 
TECHNOLOGY TO 
WORK FOR YOU; 
NOT VICE VERSA

Your operation de-
serves a partner who is 
committed to your prod-
uct, your market and 
you. Don’t wait for 
change to happen to 
you. Make the proactive 
change… to a partner 
like Southern Lithoplate.

The Southern Lithop-
late Strategic Alliance 
has CtP devices, work-
fl ow solutions, color & 
ink management, notch 
bend equipment, and 
sales and business de-
velopment counsel at 
your beck and call.

Wherever you are, you have access to Southern 
Lithoplate service and support 24/7/365. Guaranteed.

Southern Lithoplate 
has the distinct advan-
tage of offering both 
proven Violet plate and 
CtP technology as well 
as industry-leading ther-
mal and even analog 
solutions.

Check with your newspaper counterpart in 
the next county or state. Talk with the nearest sub-
urban paper or one of the small weeklies 
who also has a commercial print operation. 
Chances are they are indeed satisfi ed Southern 
Lithoplate customers.

Replica™ HSV
Violet Plates

Viper® 830
Thermal 
Newspaper Plates

Cobra® 830
Thermal 
Commercial Plates

We’re Proud to 
Manufacture:

Whether violet, ther-
mal or analog solutions, 
Southern Lithoplate de-
livers product that 
meets or exceeds your 
need for consistent, reli-
able quality.

Southern Lithoplate 
is the source newspa-
pers and printing opera-
tions turn to when they 
need product fast--
whether a little or a lot, 
and at a price and value 
that is unmatched.

Our proactive ap-
proach to order fulfi ll-
ment means we can 
manufacture the high-
est quality products at 
the lowest possible cost 
for you. No expensive 
distributor network, no 
giant inventory to ware-
house. That’s SLP value!

    Company

Important notice for 
publishers and production 

managers within the
newspaper/print industry

365 SERVICE

You Expect Service & 
Support When You Need It

Contact your Personal 
Account Manager at 
Southern Lithoplate
to get the CtP quality, 

service and value you need.

Wherever you are, you have access to Southern 

Scan with your smartphone’s 
barcode reader to access more.
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Innovate. 
Educate. Inspire. 

Our new tag line serves as a promise 
to our members. In everything that 
we do, we strive to innovate, educate 
and inspire. 

Nothing that we do is more indica-
tive of this promise than our annual 
Innovation Mission. For the eighteen 
senior level executives that participated 
in 2011, it was the highlight of their 
year. Most of them made dramatic 
changes at their company as a result 
of attending. For dozens of others who 
purchased the report and sat in on the 
webinars, it was also a game-changing 
experience. 

We are extremely excited about this 
year’s tour. We assembled a large group 
including many of last year’s attendees 
to provide input on where we should 
go this year. The end result is a tour 
like no other in our history – a true mix 
of technology and media – including 
visits to some of the most innovative 
companies in the world. 

Highlights include:
Full day with Google executives •	
including access to an invitation-
only publishing partners program
Five hours at Fisher Communications, •	
the highly innovative media company 
in Seattle that recently was awarded 
the Innovator of the Year award at 

the 2011 Borrell Local Advertising 
Conference. This broadcast com-
pany’s interactive division produces 
more than 125 hyper local web sites 
with more than 1600 advertisers. 
Half day private consulting session •	
with Gordon Borrell. “Driving digital 
revenue using compass reports” will 
be the main focus of the day and all 
attendees will receive a customized 
report for their market.  
Terrific visits with highly innova-•	
tive publishing companies: Black 
Press (Vancouver), Glacier Media 
(Vancouver) and The McClatchy 
Company. All of these companies will 
showcase new and exciting products 
or strategies during our meetings. 
A half day with AT&T Interactive •	
(pending confirmation) that will 
focus on their awesome mobile strat-
egy as well as their digital agency 
services. 
Digital immersion — all attendees •	
will be asked to tweet, blog and share 
throughout the trip. Help will be 
provided on the technical side.
Registration is now open and we 

do expect to sell out. We are limiting 
participation to the first 20 attendees. 
I hope that many of you will consider 
joining us. It was an unbelievable 
experience last year but please don’t 
just take my word for it. Here’s what 
attendees had to say:

“This Innovation Mission set the 
course for the future of our company.” 
– Doug McAvoy, The Elkhart Truth

“This experience taught me how easy 
it can be for us to disrupt the disruptors 
and extend our reach.” – Terry Kukle, 
Metroland Media Group

“The entire trip was inspiring and 
encouraging… and reinforced the 
importance of dedicated and integrated 
business efforts.” – Bob Brown, Swift 
Communications

Enter Now! Deadline for entry is March 23
Does your local web site have 

that special something going 
on? Does a member of your 
team eek innovation at every 
turn? Is your site driving eye-
balls and advertisers? Get the 
recognition you deserve, and 
bragging rights, by competing 
in the Local Media Association’s 
annual Local Community Web 
Site Contest.

This contest recognizes 
excellence in a variety of catego-
ries like best local community 
initiative, best site architecture 
and best overall design, best 
reader interactivity, best advertising initiative, best niche product, best collaborative 
effort and several other categories. The contest also awards the Best Local Community 
Web Site and the local web site Innovator of the Year honors.

Daily and non-daily newspapers each have their own division, and are further 
divided by circulation.

Once again, LMA is teaming with Newspaper Toolbox to streamline the online 
entry process. Full contest details and entry links are found at www.localmedia.org 
under the Contests tab.

Good luck!

NaNcy LaNe

President
LMA

Local community website 
contest underway

Join us for the West Coast Innovation 
Mission, May 20-25

SAVE
DATES

TH
E

May 20-25, 2012



6  |  LOCAL MEDIA TODAY  |  March 2012

The Media Sales Certification Program, 
launched earlier this year, is garnering 
stellar reviews from the over 100 students 
who have already taken the course and 
if training is an important need at your 
company, this is an excellent resource 
for you to tap. 

Designed specifically for local media 
companies, the program delivers training 
explicitly crafted to address the changing 
media environment in which today’s reps 
are working. Special introductory rates 
are offered to Local Media Association 
members and full details are at localmedia.
org under the Resources tab. 

Based on resounding feedback from 
members, Local Media Association leader-
ship prioritized the task of developing a 
professional sales certification program for 
our industry and worked in consultation 
with two leading media companies - Borrell 
Associates, a leader in Media Research and 
Kevin McCrudden of Motivate America 
- to create The Media Sales Certification 
Program. 

This data driven, webinar based program 
offers three courses currently – Basic Print 
Certification, Basic Online Certification 
and Basic Print & Online Certification. 
Each course consists of eight to ten 30 to 
45 minute webinar training sessions which 
coincide with adult learning acceptance 
and focus; the courses are self-directed, 
can be accessed anywhere there is an 
internet connection, and can be stopped 
and started at the user’s discretion. After 
each course there is an automated “test” 
to certify the students understanding 
and retention of the material. Students 
receiving a 90% score or better receive 
an accomplishment certificate recogniz-
ing their successful completion of the 
program.

Local Media Association Vice President 
Al Cupo urges all to utilize this impres-
sive, low cost tool. “From my own expe-
riences in ad sales management and 
based on what I hear from our members, 
I know how valuable this tool is. Since 
we launched the program earlier this 
year, I’ve heard from both very new and 
seasoned reps just how useful they are 
finding this media sales certification 
program to be.” 

For more information, go to localme-
dia.org or contact Al Cupo at al.cupo@
localmedia.org or Tanya Henderson at 
tanya.henderson@localmedia.org.

Coming Next
Keep an eye out for two more training 

modules – the Advanced Online Sales 
course and the Media Sales Management 
course are currently in development. 

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

“
”

The Local Media Association Fall Publishers’ and Advertising Directors’ Conference, 
the top conference on the LMA calendar, is heading to the gracious city of Atlanta, 
Georgia this year. The confab runs from September 11 – 14 and all events will be held 
at the Sheraton Atlanta Hotel, at just $159 per night. 

This is the conference that combines top notch programming with the opportu-
nity to meet one-on-one with major media buyers from across the nation. One day 
ahead of the official start of the conference program, conference registrants have the 
opportunity to speed-date their way through numerous media buyers represent-
ing valuable advertisers. Last year’s lineup included representatives from Best Buy, 
Walgreens, Valassis, Lowes, Staples and many more. Conference planners work hard 
to bring these VIP’s to this gathering and the one-on-one meetings are offered as a 
bonus to conference attendees.

Mark your calendars now for this important gathering. More details to come! 

MEDIA SALES
CERTIFICATION
PROGRAM

Powered by

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

— Lorraine May, Director of Sales 
Training, Sound Publishing

Access Industry 
specific sales training

Premier Conference for Publishers & Ad 
Directors – Many Media Buyers In Attendance

Fall Conference heads to Atlanta

wHAT PEOPLE ARE SAYING
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Galveston County Daily News
Galveston, TX 
Galveston Newspapers Inc.

Newspaper of the Year
General Excellence

In this fourth installment of our spotlight on 
the Newspaper of the Year winners in the 2011 
General Excellence contest, we are showcasing 
winners in the daily category with circulation 
below 30,000.  A total of 18 newspapers were 

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

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

1st Place

2nd Place 3rd Place

Class: E, Dailies, Under 30,000 Circulation

Judge’s Comments:
Good, in-depth and well-reported. Nice, clean layout with good use of large photos 

to pull readers in; especially nice job on Wright brothers article. I enjoy that ads don’t 
dominate the first pages of each section. They are well designed and laid out. I quite enjoy 
the “Word on the Street” section since I think readers are always interested in hearing what 
others think - good audience engagement.

Heber Taylor, Editor
“We are deeply honored to win the award. A newspaper is an important institution in 

a community like ours, and the folks on our staff take their responsibility to serve readers 
seriously.”

The Post-Star
Glen Falls, NY
Lee Enterprises

Lawrence Journal-World
Lawrence, KS
The World Company

Judge’s Comments:
Very well reported features, 

especially the school budget cut 
story in 5/15 issue (lots of data that 
was broken down well) and the 
bionic hand story. Very clean layout 
with easy to read type; lots of white 
space, so very little clutter, test wise. 
Nice use of engaging photos and 
graphics. I also really enjoyed the 
arts/life feature on international 
holidays - nice touch having local 
families share traditions.

Ken Tingley, Editor
“These are tough times for 

newspapers and it is important to 
maintain focus on the journalism. 
It now takes on different shapes 
and forms, but doing good work 
that serves our communities is why 
we exist. We have to remember that 
no matter what challenges we are 
faced with.”

Judge’s Comments:
Great use of graphics and photos; 

clean and engaging front page 
layouts. I found ads pretty non-
invasive and thought their placement 
along the bottom and right sides of 
each page worked well. The Bin Laden 
front page really impressed me. 

Dennis Anderson, Managing Editor
“The backbone of the Journal-

World is the staff of journalists 
committed to serving our community 
and producing outstanding work.”
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CELEBRATING 
DIVERSITY 
The grand 
marshals for the 
Holiday in the 
Park Parade reflect 
League City’s 
Italian roots    C1
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COASTAL CHRISTMAS 

No-guess 
gift giving + plus

Hunt for treasure  

at antique stores

The Witchery expands 

its herbal offerings

Shop local and shop prepared 

to avoid holiday crowds, stress

The Decem-
ber issue of 
Coast is all 
about having 
a jolly, holly 
and very coastal 
Christmas.

The La Marque Cougarettes cheer in the rain during the regional semifinal playoff game against Beaumont Ozen on Saturday at Stallworth Stadium 
in Baytown. The Cougars defeated the Panthers, 18-6. Photos by KEVIN M. COX/The Daily News

By MIKE GUNNING
Correspondent

  BAYTOWN
Iconic rock star Axel Rose once 

said the more chaotic the sur-
roundings for his band Guns ’N’ 
Roses, the more the band jelled 
together and did their best work, 
whether it was onstage or in the 
studio.

Perhaps that helps explain the 
success of the La Marque football 
program.

Few, if any, teams in Texas play 
under the same chaotic environ-
ment La Marque does. Hardly a 
week goes by without some up-
heaval in the La Marque Indepen-
dent School District or within the 
city government, whether it be 
open meeting violations, illegal 
suspensions and terminations, 
lawsuits placed against the city, 
city managers and fire marshals 
quitting, mayoral election recalls 
and more.

“I don’t know how they do it,” 
said DaVon Temeral, a clerk who 

Rallying around 
Cougar Nation

Schirmbeck: 
Numbers from 
PD misleading 
By CHRISTOPHER  
SMITH GONZALEZ
The Daily News

  LEAGUE CITY 
Byron Schirmbeck said 

he wants to pull the plug on 
League City’s three red light 
cameras. Schirmbeck said 
the cameras are not reduc-
ing the types of accidents red 
light cameras are purported 
to reduce. 

The city’s police depart-
ment said accidents de-
creased by a little more than 
8 percent in the second year 

of having cameras at three 
intersections in the city. 
The department also issued 
almost 9 percent fewer cita-
tions in the second year, ac-
cording to the department’s 
information.

But Schirmbeck, who 
fought to bring down the red 
light cameras in Baytown, 
said the numbers are mis-
leading. Accidents due to a 
driver running a red light 
have gone up when com-
pared to the number of acci-
dents at intersections before 
cameras were installed, he 
said.

Schirmbeck said he com-
pared the number of acci-
dents recorded in 18 months 

Push to pull plug 
on red light cams

La Marque football team triumphs despite city’s turmoil

La Marque fans brave the rain to cheer on their team.

Inside
Brawl mars Cougars’ 18-6 playoff win 
over Beaumont Ozen   B1

Melee erupts between players after 
game  B1

La Marque not completely to blame 
for fights  B1

Council to  
discuss bids  
for vendors
By AMANDA CASANOVA
The Daily News

  GALVESTON
A paid parking system for 

the seawall will be chosen by 
January with paid parking 
expected to be implemented 
by spring break, a city offi-
cial said.

The city council will ap-
prove a proposal for a paid 
parking system and install 
the collection system in time 
for Galveston’s busy summer 
season and about a year after 
more than 3,000 island resi-

dents voted in favor of paid 
parking. 

“We’re on schedule to have 
paid parking in by spring 
break,” Brian Maxwell, assis-
tant city manager, said. “We 
were assured by vendors that 
spring break is realistic.”

The city opened a request 
for proposals for a parking 
system operator in Septem-
ber, drawing five responses 
from vendors across the 
country. City staff is negoti-
ating with the leading bid-
der, Maxwell said, but the 
council will decide whether 
to award the bid to the ven-
dor. 

“We had some really good 
bids, everything from me-

Paid parking should 
be in by spring break

Byron Schirmbeck, who fought to bring down the red light cameras in Baytown, 
said data from the League City Police Department do not support the cameras at 
three intersections in the city. KEVIN M. COX/The Daily News file photo

INSIDE 

HOLIDAY FUN
Find everything you need to know about 
Galveston’s Dickens on The Strand festival 
and League City’s Holiday in the Park.  Holiday in the Park
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Holidays 
Around 

the 
World

Merry Christmas

Glædelig Jul

Vrolijk Kerstfeest

Joyeux Noël

Fröhliche Weihnachten

Kala Christouyenna!

Buon Natale

Feliz Navidad

Nollaig Shona Dhuit

God Jul

W W W . D I C K E N S O N T H E S T R A N D . O R G

See cameras | A4

See paid parking | A5

See fans | A4

A copy of The Post-Star is 
 included with your stay. If you 
do not wish to receive the 
 newspaper, please contact 
the front desk for a 1-cent 
refund.

Community 
works together 
on playground. 

C1

Today: Cloudy with showers turning 
to rain. High 61, low 53. Tomorrow: 
Mostly cloudy, more showers. High 
63, low 55. Details, Page A8 or online 
at poststar.com/weather.
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Saving with 
coupons at a 
quick clip. B1

sports
Finding a safer 
way to play. D1
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Their cuts, your vote
By omAr riCArDo AQUiJE

oaquije@poststar.com

F aced with a financial crisis 
for a second consecutive 
year, school districts have 
continued to reduce spend-
ing and keep taxes under 

control.
Now it’s for taxpayers to decide 

if the effort has been enough.
Polls will be open throughout 

the day on Tuesday for residents 
to vote on their school budgets and 
school board candidates. Some 
school districts will also propose 
bus purchases, permission to use 
money from reserves and to fund 
its local libraries.

The hard economic times 
and reductions in state aid have 
forced school officials to oper-
ate schools with less money. It has 
led to cutting jobs, programs and 
various services. Unions at a few 
school districts also agreed to 
concessions.

As a result, 17 of the area’s 32 
school districts are proposing 2011-
12 budgets that reduce year-to-
year spending. One school district 
— Saratoga Springs city schools — 
is proposing a flat budget, while the 

remaining 14 have budgets 
that increase spending.

But even the annual 

increases in spending are low com-
pared to a few years ago.

Ticonderoga is proposing a $19 
million budget with a 5.4 percent 
spending increase — the highest in 
the area. The budget also contains 
a 4.89 percent tax levy increase, 
which is one of the highest among 
local districts.

This is all despite cutting 11 posi-
tions and reaching unprecedented 
concessions from teachers, who 
agreed to return their 2011-12 pay 
raises. Administrators also took a 
one-year pay freeze.

Superintendent John McDon-
ald said half of the budget increase 
is from debt to pay a construction 

rEDUCTioNS iN PoSiTioNS CUTS To SPorTS, ClASSES

Many school districts send budgets to voters with slashes in spending – and programs

See SCHool, Page A4

See our interactive map 
with budget information for 
each district, plus candidate 
information from contested 
school board races.

More inside:
See the numbers on each district’s proposed 

budget for Tuesday’s vote. PAGE A4
Voting information for each district. PAGE A5
Our editorial on this year’s crop of budgets. 

PAGE E1

Sins 
in the 
family 
tree

By KirSTEN GriESHABEr
Associated Press

BERLIN u Rainer Hoess was 
12 years old when he found 
out his grandfather was one 
of the worst mass murderers 
in history.

The gardener at his boarding 
school, an Auschwitz survivor, 
beat him black and blue after 
hearing he was the grandson of 
Rudolf Hoess, commandant of 
the death camp synonymous 
with the Holocaust.

“He beat me, because he 
projected on me all the hor-
ror he went through,” Rainer 
Hoess said, with a shrug and a 
helpless smile. “Once a Hoess, 
always a Hoess. Whether 
you’re the grandfather or the 
grandson — guilty is guilty.”

Germans have for decades 
confronted the Nazi era head-
on, paying billions in compen-
sation, meticulously teaching 
Third Reich history in school 
and building memorials to vic-
tims. The conviction Thurs-
day in Munich of retired Ohio 
autoworker John Demjanjuk 
on charges he was a guard at 
the Sobibor Nazi death camp 
drives home how the Ho-
locaust is still very much at 
the forefront of the German 
psyche.

But most Germans have 
skirted their own possible 
family involvement in Nazi 
atrocities. Now, more than 65 
years after the end of Hitler’s 
regime, an increasing number 
of Germans are trying to pierce 
the family secrets.

Some, like Hoess, have 
launched an obsessive soli-
tary search. Others seek help 
from seminars and workshops 
that have sprung up across 
Germany to provide research 
guidance and psychological 

A leader, or a retired terrorist?

By CAlviN WooDWArD
Associated Press

WASHINGTON u Sur-
rounded by the din of his mul-
tiple families within walls 
that were both his sanctuary 
and prison, Osama bin Laden 
pecked endlessly at a com-
puter, issuing directives to his 
scattered and troubled terror-

ist empire. 
It’s not clear who really 

listened.
Go big, he told al-Qaida op-

eratives and affiliates.
They mostly went small.
The latest intelligence from 

the wealth of material found at 
bin Laden’s last hideout paints 
a complicated picture of the 
fugitive, both deeply engaged 
in his life’s violent mission and 
somewhat out to pasture.

Inside the Abbottabad, Pak-
istan, compound, he kept busy 
scheming plots, rehearsed and 
recorded propaganda and dis-

patched couriers to distant 
Internet cafes to conduct his 
email traffic, using computer 
flash drives to relay messages 
he would write and store from 
his shabby office. He dyed his 
gray beard black to keep up ap-
pearances for the videos.

To U.S. officials, who pos-
sess bin Laden’s handwritten 
personal journal as well as an 
enormous cache of his digital 
documents, the still-unfolding 
discoveries show he was more 
involved in trying to plan al-
Qaida’s post-911 operations 
than they had thought possible 

for a man in perpetual hiding.
Even so, he was discon-

nected from his organization 
in real time, lacking phones or 
the Internet at his hideout and 
with loyalists hunted at every 
turn. Essential elements of a 
command and control func-
tion from Abbottabad appear 
to be missing.

A discovered video shows 
him channel surfing with a 
tiny TV while wrapped in a 
wool blanket, wearing a knit 
cap and looking anything but 

Isolated bin Laden 
issued orders, but 
was often ignored

ANjuM NAVEED—ASSOCIATED PrESS

A Pakistan army soldier secures a street close to the house, 
background, of former al-Qaida leader osama bin laden in 
Abbottabad, Pakistan, on may 8. See TACTiCS, Back Page

FEWEr BUS rUNS

Younger Germans 
take closer look into 
family Nazi history

See YoUNGEr, Page A7
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By Chad Law h o r n
clawhorn@ljworld.com

Fi re engines and pa rks and re c re ation service s
will ta ke a bigger hit than ex p e c ted in Law re n ce’s
2012 budget, as a last- m i n ute deal lessened a pro-
posed pro p e r ty tax increase on city re s i d e n t s .

Ci ty co m m i ss i o n e rs on Tu e s d ay unanimously
took off the ta ble a proposed 2.8 mill increase in
the city ’s pro p e r ty tax rate fo r
2012 and inste ad said they wo u l d
not raise the mill levy more than
1.88 mills. 

B ut the smaller tax incre a s e
will come at a price to at least a
pair of city departments. 

The cut back means the city
will not fund a $75 0,000 pur-
chase of a new haza rdous mate-
rials vehicle for the fi re depa r t-
ment, and it will cut $20 0,000 from the city ’s pa rk s
and re c re ation budget, which has cre ated ques-
tions about whether the city seriously will purs u e
a new west Law re n ce re c re ation ce n ter in the fo re-
s e e a ble fut u re. 

Remaining in the budget, though, will be about
$ 5 35,000 to fund an increase in co m p e n sation fo r
c i ty empl oyees, and $400,000 to fund four new
p o l i ce offi cer positions and one existing dete c t ive
position that curre n t ly is funded with an ex p i r i n g
grant. 

“One of the things that is important here is we
h ave made a commitment to our empl oye e s ,” Ci ty
Co m m i ssioner Mike Amyx said. “The people wh o
t r u ly wo rk for this co m m u n i ty, we can’t thank

C i ty ca ps
tax increa se
at 1.88 mills

— — —

Future west side
r ecreation center
n ow in question

‘Hip re p l a cement is probably the best thing
we’ve come up with in the 20th ce n tu ry ’

Sun and T-storms

Today’s forecast, page 8A
High: 89 Low: 74

Bu s i n ess 6 A
C l a ss i fi e d 1 C- 8 C
Co m i cs 1 0 C
D ea t h s 2 A
Eve nts list i n g s 8A, 2B

Fo o d 8 B
H o rosco p e 9 C
M ov i es 5 A
O p i n i o n 7 A
Po l l 2 A

P u zz l es 9 C
S p o rts 1 B - 5 B
Te l ev i s i o n 5A, 2B, 9C

INSIDE
Come with us to

the Law re n ce sc h o o l
d i st r i c t’s one-sto p
shop for getting new
stu d e nts enro l l e d .
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F RUIT FA I LU R E
M other Natu re deals a blow to area fa r m e rs

Sports 1 B

A L L-STAR VICTO R S
National League to ps American, 5-1

E n e rgy smart: Th e
J o u r n a l -World makes the
m ost of re n ewa b l e
reso u rces. www. b - e - f.o rgJoin us at Fa ce b o o k .co m / L J World and Tw i tte r.co m / L J Wo r l d

— Dr. Ke l ly Hendricks, an orthopedic specialist at KU Ho s p i ta l

Ed i to r’s Note : H ealth re p o rter Ka r rey Britt
g i ves a fi rsthand acco u nt on joint re p l a ce-
m e nt in a thre e - pa rt se r i es. To d ay: Pre pa ra-
t i o n .

By Ka r rey Britt
kbritt@ljworld.com

S even ye a rs ago, I was training for a half
m a rathon and injured my right hip to the
point I could ba re ly wa l k .

During the next two ye a rs, after co n-
sulting with a co u ple of docto rs and phys-
ical therapists, I eve n t u a l ly was re fe r red to
D r. Ke l ly Hendricks, an orthopedic spe-
cialist at Kansas Un ive rs i ty Ho s p i ta l .

Si tting in an exam room, my husba n d
and I nervo u s ly awa i ted the diagnosis.

Did I have a tumor? Would I need sur-
ge r y? Was there a tre at m e n t ?

The doctor took one look at my X- rays
and said that I would need a hip re pl a ce-
ment. And then came these two wo rd s :
Stop running.

Gulp! Th at was a difficult pill to swa l-
l ow for this lifelong runner. He said I co u l d
b i c yc l e, swim or walk. But no more run-
n i n g .

Hendricks anticipated I would need the
hip re pl a cement within one to five ye a rs .

“ You will know when yo u’ re re ady,” he
sa i d .

● ● ●

A b o ut 230,000 hips are re pl a ced each
year in the Un i ted States. Along with hips,
other joint re pl a cements include knees,
s h o u l d e rs, hands, elbows, fi n ge rs and
a n k l e s .

Knees are the most common with about
5 4 3,000 each ye a r, fo l l owed by hips and
then shoulders .

Joint re pl a cements are needed for a

K n owing when it’s time is hardest
part of increasingly common surgery

LEFT: In this family p h o t o g r a p h , r e p o rt e rK a r r e y B r i t t is pictured on March 4, 1972 , in traction
— an early a t t e m p t to correct h e r congenital hip dysplasia — at St. John’s Hospital in S a l i n a .
RIGHT: B r i t t sits with her f a t h e r, Dan Britt, wearing a frog-leg cast a f t e r a corrective surgery.

JOINT REPLAC E M E N TS

The most common joint re p l a ce-
m e nts are knee and hip. At
O rt h o Ka n sas in Law re n ce, the sur-
geons performed 80 hip re p l a ce m e nts
and 211 knee re p l a ce m e nts in 201 0.

The national success rate — mea n i n g
i m p rove m e nt in pain and function with-
out major co m p l i cations — for bot h
s u rg e r i es is between 95 and 98 perce nt.

The length of surgery and re cove r y
depend on each pat i e nt.

H i p
● About 23 0,000 performed ea c h

year in the U. S.
● E x p e c ted to grow 174 perce nt to

572 ,000 surg e r i es a year in U. S. by
2 03 0.
● D eveloped in 1960s.
● S u rgery co n s i sts of replacing bot h

the acetabulum and the fe m o ral hea d .
● Famous people who’ve had them:

g o l fer Jack Nicklaus, musicians Bi l l y
Joel and Eddie Van Halen, Duke Uni-
ve rs i ty ba s ket ball coach Mike
K rz yzewski and former Olympic gym-
n a st Mary Lou Retto n .

K n e e
● About 543,000 performed ea c h

year in U. S.
● E x p e c ted to grow 673 perce nt to

3.4 million a year in U. S. by 203 0.
● D eveloped in 1970 s. 
● S u rgery co n s i sts of replacing the

d i sea sed or damaged joint surfa ces of
the knee.
● Famous people who’ve had them:

a c to rs George Hamilton and Michael
D o u g l a s, and tennis player Billie Jea n
King. 

LIVE CHAT

D r. Doug Stull, an orthopedic surg e o n
at Ort h o Ka n sa s, will pa rt i c i pate in a live
c h at at 1 p.m. Monday on We l l C o m
m o n s.com. He will answer quest i o n s
about the ca re of bones and joints.

Ty p i cal problems include fra c tu res ;
d i s l o cations; st rains of musc l es, liga-
m e nts and joints; tendonitis; burs i t i s ;
and art h r i t i s.

O rt h o Ka n sas performs art h rosco p i c
s u rgery; total joint re p l a ce m e nt of
h i ps, knees and shoulders; shoulder
re co n struction; co m p l ex hand surg e r y ;
and other pro ce d u res.

Stull specializes in the shoulder and
e l b ow in all ages and aspects, includ-
ing sports, trauma and re co n st r u c t i o n .

You can submit a question on We l l
C o m m o n s.com, and then check ba c k
to see if your question is answe re d .

Please see SURGERY, page 4A

ONLINE: See video at WellCommons.com

KARREY BRITT, s h own in 2008, was an av i d
r u n n e r b e fore her d o c t o r told her to stop — a n d
to prepare fo r an eventual hip replacement.

CITY
COMMISSION

By Chad Law h o r n
clawhorn@ljworld.com

Re a l ly, stay off of Sixth St reet — or at least the
portion near dow n town Law re n ce. 

Ci ty Hall lead e rs on Tu e s d ay we re making
another plea to motorists to avoid the area of Si x t h
St reet between Missouri and Massa c h u s e tt s
s t reets for seve ral days .

C rews began re paving the portion of Sixth St re e t
near the entra n ce to dow n town to d ay, but city
l e ad e rs we re warning that the wo rk will be eve n
m o re disruptive to d ay.

The city is asking motorists to not use the dow n-
town Kansas River bridges to d ay. Inste ad, they ’ re
s u g gesting motorists coming from the north use
the Kansas Tu r n p i ke bridge, which will allow peo-
ple to enter the city through the West Law re n ce
i n te rc h a n ge .

“I hate to send people onto the turnpike to avo i d
our construction are a ,” said Mark Thiel, the city ’s

Motorists asked
to avoid Sixth St.,
d ow n t own river
bridges today 

Please see SIXTH, page 2A

● No property tax increase expected from
county. Page 3A

Please see CITY, page 2A

7-13 Wednesday 1A  7/12/11  11:38 PM  Page 1
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Lawrence Journal-World
Lawrence, KS
The World Company

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

+
+

+

+

+

+
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AFL puts the PLUS 
in web printing.

Voorhees NJ  •  Secaucus NJ

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

OUR FOCUS: YOUR SUCCESS
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An’ I don’t give a damn ‘bout my repu-
tation

The world’s in trouble, there’s no com-
munication...

Lyrics from Joan Jett’s “Bad Reputation”

More than 30 years later…a lot has 
changed. Joan may still not care, but in 
today’s word-of-mouth world, businesses 
need to be a step ahead and understand 
how they are perceived. We’ve all heard 
of the phrase that “perception is reality” 
and today that is never truer with people 
commenting, blogging and reviewing their 
experience for the world to see. In a recent 
IMA Reputation Management webinar, 
Shannon Kinney, Founder and Client 
Success Officer of dreamlocal, shared 
their company’s philosophy and strategies 
when working with clients. It’s more than 
providing technology to a client. You have 
to be constantly monitoring a brand, their 
listings, search and directories. 

They monitor 125 web sites and they 
are looking for brand mentions, social 
mentions and things that should be more 
obvious that may be overlooked. She men-
tions a client who had great reviews and 
comments but when checking their address 
online, it was wrong. People were going to 
that address and the sales were scooped 
up by another business at that address 
resulting in lost sales for their client.

If you don’t think this is high stakes, 
think again. In my own recent experience 
with ebay, the seller went to great lengths 
to ask for a favorable rating as they had a 
100% positive reviews from their transac-
tions. When I returned the item and asked 
for a refund, they did so very quickly but 
did not want me to mention the return on 
their site – my thought is that they didn’t 
want me to say anything negative although 
my experience wasn’t a bad one.

The importance of reputation manage-
ment in categories such as car dealerships, 
realtors, hospitality/travel is very evident. 
Many of you have seen the reviews on 
TripAdvisor. Companies that are on top of 

those reviews will listen to the customer 
and respond, whether the review is positive 
or negative. If done correctly, even a bad 
experience may be turned into a positive 
one just by listening to the complaint and 
responding. According to Kinney it makes 
the business seem more credible.

Responding the right way is important. 
Think of all the phone calls over the years 
from our customers. Unlike hearing the 
harsh criticism on the phone from a con-
sumer or advertiser, in the social media 
space you have the chance to diffuse a 
bad customer situation by using the right 
tone through your typed response. You 

can take the time and craft something 
meaningful and not say the wrong thing 
when someone is screaming in your ear 
(okay venting).

Social media becomes important in 
different communities as there are influ-
encers that will sway people one way or 
another based on their comments. Look 
at the recent Republican debates when 
the audience could stand and clap and 
show their support of a candidate. It was 
noted that the level of enthusiasm can 
affect the popularity of the candidate 
regardless of how they responded to the 
question.

Reputation management is another 
example of the services that can be 
extended through a media company 
and their digital agency. Time and time 
again we find that businesses don’t have 
the time or the desire to do this type of 
monitoring, engaging, and tracking on 
an ongoing basis.

If you’d like more information on IMA 
(Interactive Media Alliance) and how to 
access Kinney’s presentation, contact 
Local Media Association headquarters at 
888.486.2466 or by email at info@localme-
dia.org.

TANYA HENDERSON

Advertising & Membership
Relations Director

The supplier that will
increase your sales every week!

www.newspapertoolbox.com
PROUD HOST OF THE 2012

LOCAL MEDIA ASSOCIATION CONTESTS

Want
to increase
your sales

NOW?
Call us
NOW!

And you’ll
see results

NOW!

Managing your 
reputation

Shannon Kinney, Founder and Client 
Success Officer of dreamlocal
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Chelstowski, Moss Join 
Digital First Media

Digital First Media named Ray 
Chelstowski as Senior Vice President of 
National Sales overseeing all print and 
digital sales for the company that jointly 
manages MediaNews Group, and the 
Journal Register Company. 

In his new role, Chelstowski will be 
responsible for leading the national sales 
efforts for the company’s more than 800 
multi-media products. 

“Our combined Sunday paid circula-
tion of 3.1 million paid subscribers is the 
second largest in the country and our 16.8 
million online visitors, as computed by 
ComScore, make us a top ten online news-
paper destination,” said Kirk MacDonald, 
Executive Vice President of Sales for Digital 
First Media. “We believe Ray is the right 
leader to maximize that footprint with 
advertisers.”

Prior  to joining 
Digital First Media, 
C h e l s t o w s k i  w a s 
Publisher of Newsweek/
Daily Beast; he was also 
publisher during the 
turnarounds of both 
Entertainment Weekly 
and Rolling Stone maga-
zines. 

Digital First Media 
also named Ed Moss, 
the former publisher of 
the San Diego Union-
Tribune, as The Denver 
Post’s new president 
and chief executive.

Moss also was named 
an executive vice presi-
dent of Digital First Media, responsible 
for Media- News Group’s operations 
in Colorado, Texas and New Mexico. 
MediaNews owns The Denver Post.

Dirks, Van Essen & Murray

D
&

V
M

NEW YORK TIMES CO.
HAS SOLD ITS

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

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

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

Member News:

Journal Register Company 
Names New Sales Senior 
Vice President

JRC, managed by Digital First Media, 
named Kevin Haezebroeck as the Company’s 
Senior Vice President of Sales.

Haezebroeck, who most recently led the 
company’s Michigan and Ohio publishing 
groups, will directly oversee all sales – local 
and national – on all platforms.

Haezebroeck, 54, joined Journal Register 
Company in 1999 as Advertising Director in 
Fall River, Mass. His appointment follows 
the promotion of Adam Burnham from 
Vice President of Sales at Journal Register 

Kevin Haezebroeck

Minnesota members 
take awards

The Post-Bulletin won eight awards in 
the Minnsesota Newspaper Association 
Better Newspaper Contest including a 
second place for general excellence and 
a first place for best use of multimedia. 
It also won first place among 11 dailies 
of all sizes for best use of video and first 
place among 14 dailies of all sizes for its 
editorial portfolio.

ECM Publishers and ECM-Sun Group 
newspapers editors and reporters merited 
a total of 31 awards in the same competi-
tion. One of the more significant awards 
went to the Morrison County Record Staff 
which took second in General Excellence 
in Weeklies over 5,000 circulation.

News staff for the Morrison County 
Record includes, front row, Patrick 
Slack, sports editor, left and Tina Snell, 
staff writer. In the back row, Liz Verley, 
left, who recently retired from the 
Record as co-editor and Terry Lehrke, 
news editor.

Community Media of 
Colorado Sold

Macari-Healey Publishing Company, 
LLC, of Golden, Colorado has purchased 
Community Media of Colorado from ASP 
Westward.  The Houston-based newspaper 
publisher had owned CMC since 2002.  
ASP Westward also operates newspapers 
in suburban Houston and east Texas.

CMC publishes 12 community newspa-
pers with distribution to more than 125,000 
households along Colorado’s Front Range 
south of Denver and north of Colorado 
Springs. Macari-Healey is a newly-formed 

company.  The 
president and 
CEO is veteran 
publisher Jerry 
Healey. 

Dirks, Van 
Essen & Murray 
represented 
ASP Westward 
in the transaction.   

“We are pleased that CMC will be in 
good hands,” said James Hopson, president 
of ASP Westward.  “Jerry Healey is a smart 
and energetic publisher who knows the 
market well.”

Jerry Healey

Company to Senior Vice President, Local 
Digital Sales at Digital First Media.

GateHouse Media Names 
Regional Editors; Plans 
New Central Production 
Centers

Will bring 130 jobs to communi-
ties

GateHouse Media has named fifteen 
current GateHouse Media editors to 
regional editor positions in an aim to put 
a significant focus on regional content 
sharing and digital content development. 
All are current editors at local papers who 
are taking on this assignment, as well 
maintaining their current roles at their 
local sites. In these new roles, the group 
will seek out regional content sharing and 
product development opportunities.

GateHouse has also announced the 
creation of two central news production 
centers - in Rockford, Ill., and Framingham, 
Mass. Each center will handle the copy 
editing and page design of all of its daily 
and weekly newspapers. The move will 

bring more than 70 jobs to Framingham 
and 60 jobs to Rockford.

The metro desk, for daily newspapers 
over 5,000 circulation, will be located 
at the Rockford Register Star in Illinois. 
Papers at this desk will start launching 
in June.  The community desk, for daily 
newspapers under 5,000 circulation and 
non daily publications, will be located in 
the MetroWest Daily News in Framingham, 
Mass. Papers at this desk will start launch-
ing later in the summer.

“Locating the desks in communities 
where we have established newspapers 
means we have greater opportunity to 
retain local talent, one of our top goals 
in building the desks in states where 
GateHouse owns nearly 200 newspa-
pers,” said David Arkin, Vice President of 
Content & Audience. “It also means that 
we’re reinvesting in communities where 
we own newspapers.”

GateHouse Media will soon launch a 
website to begin the hiring process for 
the copy editors needed.

Ray Chelstowski

 Ed Moss
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For Reporting Symposium 
on the Recession and 
Mental Health

Twenty community journalists from 
across North America will be selected 
to attend an all expense paid two-day 
symposium this summer to learn how to 
report local stories and develop multime-
dia projects on the effects of the economy 
on the overall mental health of our com-
munities.

The symposium, funded by a grant from 
The McCormick Foundation and co-hosted 
by the Local Media Association Foundation 
(LMAF) and the Associated Press Media Editors 
(APME), is part of McCormick’s Specialized 
Reporting Institutes program. The training 
will take place July 16 and 17 in Chicago.

Programming for the symposium 
is being planned now and will feature 
numerous top speakers, journalists and 

educators. Participants will receive tools 
and information to help them improve 
coverage of the many impacts the reces-
sion has on the mental well-being of our 
communities. Follow-up webinars with 
symposium attendees and speakers will 
also be part of this comprehensive learn-
ing experience.

Scholarship applications are being 
developed and will be available in the 
next month.

The program will be coordinated by Bill 
Handy, an assistant professor of Journalism 
at the Medill School of Journalism at 
Northwestern University. A former editor 
and publishing executive for more than 30 
years, Handy is the coordinator of Medill’s 
Global Journalism Project.

The grant is being administered for 
LMAF and APME by Mark Laskowski, a 
retired publishing executive who spent 
36 years at daily and weekly community 
newspapers across the U.S.

Local Media Association 
Foundation, APME receive grant 

Fresh on the heels of the comprehensive report about how 
local media companies can add digital agency type services 
to their repertoire (and find a new local revenue source) is 
the next deep dive from the Local Media Innovation Alliance 
– this one entitled ‘Daily Deals: Best Practices & Emerging 
Business Models.’

The report is designed specifically for local media com-
panies and is highly recommended for any media company 
who is considering entering the lucrative daily deals space, 
or who needs to fine tune an existing program. 

Joe Boydston, Vice President of Technology and New Media, 
Daily Republic, describes this latest report as deep, thorough and practical. “(I) just 
finished reading the report (and it’s) very well done,” said Boydston who added that 
the report is “easily worth the price for newspapers of any size.”

LMIA members should have already received this in-depth report; non-members 
can purchase this thorough study for $229. 

Report highlights include:
More Than a Dozen Deals Success Stories/Examples•	
Database Gathering and Email Marketing Best Practices•	
Deals Champion Job Description•	
Keys to Success from Leading Deals Company•	
Emerging Trends and the “Deals Mall” Concept•	

About LMIA
The Local Media Innovation Alliance is a membership-based program that provides 

monthly research papers and related webinars with a focus on:
Emerging  and successful business models•	
 Monetizing the digital side of the business •	
New content strategies •	
Promising new trends in all areas of multi-media publishing •	
Mobile, tablets and more •	
Membership is open to all local media outlets and participants receive monthly 

research papers in the form of white papers, case studies or best practices as well as 
unlimited seats to participate in monthly webinars related to each topic. Individual 
reports can be purchased at non-member pricing.

To learn more about the Local Media Innovation Alliance, go to www.localmedia.
org or contact Local Media Association’s Tanya Henderson at tanya.henderson@
localmedia.org or 804-262-3341.

LMIA PROBES OPPORTUNITIES 

Daily Deals report now available
Daily Deals

Best Practices & Emerging Business Models

Price: $229
Release Date: February 7, 2012

Published by the Local Media Innovation Alliance 

Thank You to  
Our Sponsor:
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The Local Digital Ad Agency
Emerging Opportunity for Innovative Media Companies

PRICE: $22900

RELEASE DATE: DEC. 22, 2011

PUBLISHED BY THE LOCAL MEDIA INNOVATION ALLIANCE 

THANK YOU TO OUR 
SPONSOR:

Daily Deals
Best Practices & Emerging Business Models

Price: $22900

Release Date: February 7, 2012

Published by the Local Media Innovation Alliance 

Thank You to  
Our Sponsor:

Monthly Research Club Devoted To:

Special 
Thanks to 

Our Sponsor 

 » 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

This may be premature to fully 
discuss but I’ve heard that you are 

exploring partnership and collaboration 
with a local pureplay website in your 
market. Are you able to share details 
of this? 

As we’re speaking, we’re prob-
ably two days away from the final 
contracts being signed. So I can give 

you a general overview. We’ll disclose 
full details at the upcoming LMA Local 
Revenue Summit in May in Tampa. The 
idea behind this partnership came from 
the Innovation Mission where I learned 
that community contributor networks 
add value to your current content.

One of the items on our to-do list was 
to create one of these community con-
tributor networks, but no one on staff, 
including myself, seemed to have the 
time to take on the effort. 

A local pureplay in our market was 
already dominating in this arena, so I 
thought, “Why reinvent the wheel?” It 
turns out that we have strengths in differ-
ent arenas. For example, we excel at sales 
and design and have the AR infrastructure. 
The local pureplay, on the other hand, 
delivers content to a wide demographic 
that we lack, so our partnership will be a 
win-win for both. By partnering we can 
generate more eyeballs for our customers 
and more content for our readers and the 
pureplay will benefit likewise. 

This idea is just another example of 
what I learned at the Innovation Mission: 
Keep your eyes and mind open for oppor-
tunities to enhance your brand and mis-
sion and to generate more revenue so you 
can continue to produce the sound edito-
rial content your readers demand.

What are some of the other multime-
dia initiatives that you’ve launched, 

are pursuing or considering? 
There are so many more multime-

dia initiatives in the pot. I just wish 
we had the money and manpower 

to do them all. But we’ve learned as a 
small company it really takes a lot of 
time to get at least one of them boiling. 
So, that being said, really the first thing 
we need to take care of is having more 
control of our online content. We created 
our site with a fabulous local developer 
that created a custom CMS for us when 
we built YourObserver.com. 

But we’ve realized that we’ve quickly 
approached the fast lane and need an 
editorial and online workflow that works 
seamlessly. That’s why we’ve recently signed 
on with Saxotech to streamline both our 
editorial and online workflow creating a 
one-touch publishing system that will not 
only publish to print and online, but also 
to mobile and an iPad app. 

Let’s shift gears and talk about 
advertising sales. Specifically, what 

is your approach – do your reps sell all 
media or do you have digital only reps? 
Any special insights or keys that you 
have found particularly successful? 

Currently all of our reps sell all 
media. We explained to our reps 

a couple of years ago, using a Borrell 
research study, that online advertising 
dollars were going to surpass print not 
only in their lifetime, but in the next 
few years. So if they wanted to continue 
to be in this business, they needed to 
learn multimedia sales. Here’s what 
happened: 

Last year one of our best print reps, 
who can sell more than $30,000 in print 
advertising each week, went from selling 
$0 in online revenue to beating her online 
goal this year 120%. That to me says: 
Everyone should sell everything. 

However, we’ve come to the tipping 
point. After creating more and more mul-
timedia products — mobile, video and 
multimedia packages — we’ve realized 
that we need digital-only sales people. 
Our legacy reps are overloaded with new 
products and special sections, and we 
need a champion of digital. So by late 
spring, we expect to have at least two 
people manning digital-only sales. 

Finally, let’s focus on driving new 
revenue in any of your media – 

print, online, mobile. Can you share 
some of the initiatives that your com-
pany is working on to drive and sustain 
gains in 2012 and beyond? Anything 
working especially well? 

To be honest, our print products 
still derive the most revenue for us 

out of all of our products. But what we 
drive our biggest revenue from is our 
special sections. We currently have a 
quarterly arts and entertainment glossy 
magazine that does really well for us, 
and we’re contemplating making it a 
monthly magazine during our season 
here, which is October through May. 

Personally, I’m really excited about it, 
because during a sales training session 
a group of our reps thought it would be 
really cool to create a mobile app to 
go along with it. To have our sales reps 
thinking mobile is an achievement in 
itself. Two years ago, when we intro-
duced banner ads online you would have 
thought we were trying to get them to 
sell something from outer space. 

The Observer Group has come a long 
way, and our entire company with it. 
I’m proud of how far we’ve come … 
and beware of our iPad app. It’s going 
to be awesome. And, yes, we’re going 
to charge for that. 

Emily Walsh, left, is shown here at a stop on the 2011 North American 
Innovation Mission - a trip that had a huge impact on her and spurred several 
local initiatives at The Observer. The 2012 West Coast Innovation Mission is 
now open for limited registration - see related story on page 1 for more 
details.
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The mission of Local Media Association’s Media Sales Certification Program is to deliver training in a changing media  
environment resulting in a highly proficient sales representative capable of maximizing revenue opportunities. 

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

Congratulations to these Recently Certified Sales Professionals

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

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

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

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

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

Special Local 
Media Association 
Member 
Introductory  
Rate: $295

DeAnna Nelson
Standard Democrat

Sikeston, MO 
Basic Print and Online

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

Mark Faenza
Record-Journal  

Meriden, CT 
Basic Online

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

Anthony Cossey
Trumann Democrat

Trumann, AR 
Basic Print and Online

“I just recently completed the SNA  
(Local Media Association) Sales  
Certification Training Course. Being  
new to newspaper sales, I found the 
course to be very informative and a  
great help in my approach to sales.  
Thank you SNA (Local Media Association)!”
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Deanna lewis

Director of Sales
LMA Staff

LOCAL PAPERS. MILLIONS OF READERS. DEEPLY DISCOUNTED RATES.

avenue

avenue

Local papers. Millions of readers. Deeply discounted rates.
update:

Photo of the month

Are your categories outdated? 

A man, wearing a yellow rain coat, stands on the edge of the Oak Bay Marina parking lot and lets waves crash over him. High winds last month kicked up 
big surf along the greater Victoria coastline.

Show your photojournalistic pride! Submit photos for this feature to debshawlma@gmail.com

Photographer: Don Denton

Oak Bay News 
Victoria, British Columbia 
Part of Black Press 

I have noticed in the past few months, 
that my Miscellaneous category keeps 
growing.  It is where I put things that oth-
erwise have no “home” and it got me to 
thinking that it’s time to take a step back 
and re-evaluate our classifications.

 These are not ads that would go under 
Misc for Sale, which in my opinion is one 
of the best categories offered in Classifieds.  

I liken it to the checkout counter at the 
grocery store, full of “impulse buy” items.  
Instead, I am talking about just general 
miscellaneous.  For instance, Directv or 
Dish Network, cable companies and the 
multitude of cell phone company ads.   
There are many categories these ads could 
go under, but with the bulk of satellite 
ads out there, it may be best to have a 
separate category for Electronic Services 
or something similar.  The possibilities 
for advertisers in this classification could 
also be installers for remote car starters, 
SiriusXM or even internet providers.   I 
have no less than 4 ads that I could place 
under that category today if it exists! 

Another one is Education & Training, 
maybe having a sub category for online 
education would help increase the ads 
there. It is a hot category and the axiom 
“if you build it, they will come” comes to 
mind. Create it, offer some early incentives 

The World Association of Newspapers and 
News Publishers is known for their high quality 
study tours and now Local Media Association 
members will be able to attend these tours 
for WAN-IFRA member rates. 

Both organizations have also agreed to 
share information on current trends and hot 
new business models. LMA president Nancy 
Lane and Foundation board chair Steve Parker 
will attend the upcoming “360 selling” tour 
taking place in Europe this April. Lane will 
serve as the primary author of a report on the 
key findings to be shared with members of 
both organizations. WAN-IFRA executives will 
also participate in the West Coast Innovation 
Mission (see page 1 for more details.)

LMA members can also attend the 360 sell-
ing tour for the rate of $6,900 Euro. Visit www.
localmedia.org for more information.

for beta advertisers, promote it 
and watch it grow.

Timeshares is another great 
example.  So many people are 
looking to sell or rent out their 
timeshares in this economy, and 
Classified Avenue usually has 1 or 
2 timeshare ads running, however, 
many papers do not have a spe-
cific category for it.  Whether it is 
under Real Estate and/or Travel, 
it should be there.  I think you 
would be surprised at how many 
people in your local market are 
trying to unload a week or 2 and 
are paying big commissions to 
brokers, when they could in fact 
rent them out from an ad in your 
paper!  

Times have definitely changed 
in our world, and every so often a 
step back to look at something as 
ever-present as our classifications 
is a good thing.

 I am interested in hearing 
about any new, innovative catego-
ries you have! Please email me at 
deanna.lewis@localmedia.org  

Local Media 
Foundation Partners 
with WAN-IFRA 
Study tours and information 
sharing are the main goals
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relishC E L E B R AT I N G  A M E R I C A’ S             L O V E  O F  F O O D                      FEB 2012

V I S I T  T H E  A L L  N E W

RELISH.COM

Baby Cakes! ALTON BROWN’S FISH

Key Lime Pie

COOKING with TEA

Split Pea Soup

Chocolate Peanut 
Butter Cupcakes 
(page 4)

The Perfect Valentine

For more information call: 
800.720.6323 Ext 135

Relevant Content  
For Your Readers

Award-winning magazines that 
touch the fabric of every community.

We’re more than 
just magazines. 

We’re your  
content partner.

spryJOIN US ON FACEBOOK! facebook.com/spryliving

JANUARY 2012

FREE ONLINE 
WORKOUTS! 
Go to Spryliving.com/

SmartMoves  
for our exclusive videos

q

Insider 
advice from 

Alison Sweeney

ONE-POT Chicken 
Supper for Calorie 

Counters  Page 8

Your Germiest 
Habits—and How 

to Break Them 
Page 11

The Vitamin You 
Need Now  Page 8

Quit Smoking: 
The No-Excuses 

Guide  Page 2

# 1 
Secret 
TO A

HEALTHY
NEW YEAR 

[pg 4]

BIGGEST LOSER 
STAY-SLIM TIPS!

// 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  //

Heart of Glass

americanprofi le.com  J A N U A R Y  1 5 -2 1 ,  2 0 1 2

FC STRIP 6.25 X .875

Dale Chihuly shapes a 
modern art movement 

 
FOLLOW  

AMERICAN PROFILE ON

DETAILS AT
AMERICANPROFILE.COM

Chihuly’s The Sun, 
displayed at the 
Salk Institute for 
Biological Studies 
in La Jolla, Calif.

// 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  //

Heart of Glass

americanprofi le.com  J A N U A R Y  1 5 -2 1 ,  2 0 1 2

OUR KIND OF FOLKS.  OUR KIND OF FUNNY. 

SERIES PREMIERE

Saturday, Jan 21   9/8c

Dale Chihuly shapes a 
modern art movement 

 
FOLLOW 

AMERICAN PROFILE ON

DETAILS AT
AMERICANPROFILE.COM

Chihuly’s The Sun, 
displayed at the 
Salk Institute for 
Biological Studies 
in La Jolla, Calif.

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


