
Charging for Content - Best Practices•	
Sales Structure•	
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•	
Sales Training•	
Roundtables to include: mobile, social, sales structure, •	
digital agencies and print sizes/cycles/modular
Great Idea Session•	
This program will impart energy, passion and urgent 

focus and will afford all the opportunity to hear from 
experts on a variety of well-timed topics, as well as to 
interact with peers from across North America who 
face similar market conditions and decisions about 
where to allocate resources, time 
and energy. “Participants will find 
long term solutions to grow print, 
online and mobile business, and 
get to hear directly from publishers 
who are having successes right 
now. This is not a conference to 
miss,” says Jennifer Parker, confer-
ence chair and editor & publisher 
of CrossRoadsNews (GA).

Today
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The

 is LOCAL

Fall Conference 2012

FALL CONFERENCE PROGRAM ANNOUNCED
The Transformation Continues:

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

An unbelievable program 
has been developed for this 
year’s annual gathering of 

publishers and advertising direc-
tors. “It’s simply our best program 
yet”, said Nancy Lane, president, 
Local Media Association, “a must-
attend for sure.” 

Sessions Include:
Event Marketing - From $0 to •	
$2 Million in 2 Years
The Media Landscape in 2016 •	
(presented by Centro president 
Shawn Riegsecker)
Media Partner Opportunities •	
with Google (invited)
Buzz Session - 10 revenue case •	
studies presented by LMA’s R&D 
partners & their media clients
Email Marketing•	

Jennifer Parker
Conference Chair

conference, page 4

Take advantage of the Early Bird rates – a savings of $100 
on each registration!

Register before 8/21/2012 and LMA Members pay just $595 
for the first attendee and $495 for each additional attendee. 
Non-members pay $895 for the first attendee and $795 for 
each attendee thereafter. 

If your organization participates in Classified Avenue, you 
may qualify for a Classified Avenue discount. To learn the 
amount of your discount, please contact LMA headquarters 
at (888) 486-2466. 

The conference location is the Sheraton Atlanta Hotel, 
Atlanta, Georgia. The room rate is $159 (single/double occu-
pancy) per night plus tax. When making your reservations, 
please reference the Local Media Association Fall Publishers’ 
and Advertising Directors’ Conference. You are encouraged to 
reserve hotel rooms as early as possible. Reservation Number: 
(800) 833-8624 

Go to www.localmedia.org/conference for full details and 
online registration.

HOTEL RESERVATIONS: 
The room rate is $159 per night plus tax. When making 

your reservations, please reference the group rate for Local 
Media Association. Rooms will be offered at the quoted 
rate based on availability three (3) days before and (3) 
days after the conference. Make your reservations early, 
the room block drops on August 20, 2012. Phone number: 
(800) 833-8624 or visit: www.starwoodmeeting.com/Book/
LocalMediaAssociation

THE DETAILS
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I want to explore a couple areas of your 
expertise, in particular social media 

and web-based software, but before we get 
into this can you please give us a thumbnail 
of your pathway to launching Dream Local 
Digital? And, a brief description of what your 
company does? 

I started my career in newspapers when I 
was seventeen, selling display ads to car 

dealers and working to develop processes in 
the classifieds department at our local paper. I 
continued working at them throughout school-
ing and for several years after graduation. In 
the mid-nineties, I became very interested 
in the developing Internet, and worked with 
a team to get our daily online. From there, I 
was hooked, and have been in the Internet 
ever since. I was on the early team develop-
ing and launching cars.com, then moved to 
Silicon Valley to develop more than seventy 
newspaper sites as Sr. Director of Product 
Development at Knight Ridder Digital. In that 
role, I led the development of a company-wide 
content management system that allowed us 
to publish each of the sites, share content and 
more. That was an extremely large endeavor 
at the time, when there were no off the shelf 
or web-based solutions for publishers. Later I 
worked with the Boston.com team as I made 
my way back East, landing in Maine, where 
I spent several years consulting with media 
companies large and small. During those 
sessions, I found myself continually pushing 
an agency model, and yet very few markets 
would even entertain the idea. So I founded 
Dream Local Digital in 2009 as a case study 
to prove it could be done and that advertisers 
wanted to buy media in that way. Now, the 
company is thriving, with a rapidly growing 
team. We have served more than 2,100 local 
businesses through workshops and seminars, 
and served hundreds of clients. For me, I have 
always loved how the media connects audi-
ence to content – whether it’s a commercial 
message or a story, it’s that connection that 
is powerful. The transition to online, and 
then to social, seemed a natural transition 
for media companies to me – and social is 
another extension of that. It’s changing the 
way people communicate, and I want to be 
part of helping both media companies and 
advertisers leverage these tools to connect 
audiences with their message. 

The Local Media Association Foundation 
recently started the Local Media 

Innovation Alliance, a membership based 
program that identifies emerging and sus-
tainable new trends and then educates its 
members about them by way of monthly 
in-depth case study reports and expert-led 
webinars. You authored the February report 
on Open Source Software. Tell us what ‘open 
source software’ is in the context of a local 
media company.

What we were exploring in that report 
are newspapers that were able to use 

low-cost to no-cost web-based tools to better 
support their digital publishing needs, without 
investing what could be six figures in traditional 
front end systems. Since many newspapers are 
facing severe budget cuts and mandates for 
expense control, I was interested in exploring 
companies that broke tradition to find lighter-
weight, lower cost solutions to complete some 
of the functions they need to put the paper 
out. We focused on the editorial side of the 
business, which is the most affected by these 
kinds of initiatives, but we found several that 
are innovating in other departments as well. 

Other than potential expense reduc-
tions, what are some of the drivers that 

are leading newspaper companies to delve 
into the use of web-based software? And, the 
benefits of doing so? The downside?

What was most exciting to me when 
researching this was that while cost-

savings were a side benefit of each of the three 
companies profiled, all would indicate that it 
was not the main driver. When you need to find 
a low-cost or no-cost web based solution to a 
problem you have always solved another way, 
it forces you to be very creative and nimble. It 
forces you to re-think everything. And that kind 
of thinking has led to some amazing work at 
each company. For each, becoming digital-first, 
and being able to innovate were primary goals. 
In the case of JRC/Digital First Media, they’ve 
found that innovation at the local market has 
exponentially increased, and they now see local 
initiatives become national best practices vs. 
the other way around. They see more ownership 
and accountability at the local level, and as a 
result traffic has increased significantly and 
steadily in their markets. At the Bangor Daily 
News, they have built a system better than they 

could have bought for a tiny fraction of the 
cost – the system allows them to better 
serve their reporters in the field, who are 
often hours away from the newsroom, and 
facilitates timelier coverage. They are also 
far better equipped to curate the news by 
measuring audience response to stories in 
real time. Watching what they’ve developed 
inspired me because it’s amazing to see the 
transformation it’s made in their organiza-
tion, and also see that they have been able 
to reinvest much of their savings back into 
the newsroom with additional reporters, 
to increase their coverage footprint. 

At each of the companies, there was no 
downside to their approaches. McNaughton 
was able to custom tailor a solution to their 
needs that vendors could not support, 
Bangor was able to get a powerful system 
with real-time analytics while increasing 
their news coverage, and JRC/Digital First 
Media has been able to see innovation 
become a deep part of the company culture 
at the local level, a significant achievement 
and the foundation of the company trans-
formation they have undergone.

The only downside to this type of 
approach is potentially the ongoing main-
tenance of your system. However, if you 
are utilizing open source platforms, other 
developers assist in continuing to refine the 
code. You can learn more about all three 
of these efforts, and their code bases, on 
their blogs. 

Many Content Management Systems 
were built, at considerable cost, in 

the days of shift-ending deadlines and of 
course now the news flow is minute-to-
minute with many newsrooms adopting 
a digital first strategy. However, the older 
processes and production infrastruc-
tures remain. How might a publisher 
use web-based software to play into this 
scenario? 

That’s a great question, and I believe 
it’s the foundational question that 

each company profiled in the report faced. 
In my view, reviewing options for this kind 
of publishing are critical for any media 
company. Will Davis, the lead developer 
and online editor at the Bangor Daily News 
said it best: “The first thing that was really 
important was the willingness to take a 
serious look at the entire process — the 
workflow and the components driving it. 
The system and workflow we had worked 
very well in the ’90s, but we’re in a differ-
ent age with different requirements and 
it was important to acknowledge that our 
old workflow and system might not be 
applicable to the 21st century”.

The support at all levels in the orga-
nization to change the way it has always 
been done is a critical success factor in 
any project like this, and it’s easier said 
than done. In the case of JRC/Digital First 
Media, it was precisely why they went the 
low-cost to no-cost web based solution 
route – to force that kind of thinking. In 
the case of Bangor, the culture changes 

Q Q

Q

Q

A

A

A

A

An OfficiAl PublicAtiOn Of 
lOcAl MEDiA
ASSOciAtiOn

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

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

lMA Headquarters:
116 Cass Street 

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

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

lMA OfficERS & DiREctORS

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

Jon K. Rust | Rust Communications, Inc.

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

Second Vice Chairman 
Gloria Fletcher | GateHouse Media

Treasurer 
Clifford Richner | Richner Communications, Inc.

Secretary
Gordon Borrell | Borrell Associates

Immediate Past LMA Chairman/ 
Current SNI Chairman 

John Humenik | Arizona Daily Star

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

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

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

lMA StAff

President 
Nancy Lane

843-390-1531 | nancylanesna@aol.com

Vice President of Operations 
Al Cupo

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

Classified Avenue Director of Sales 
Deanna Lewis

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

Advertising & Membership Relations Director 
Tanya Henderson

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

Local Media Today Editor 
Deb Shaw

888-486-2466 | debshawlma@gmail.com

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

Operations Manager
Bonnie Pitozzi

Accounting & Finance Director
Janice Norman

Membership Manager
Valerie Donn

Database Marketing Director
Clara Cherry

Communications Director
Jamie Mork

Admin. Asst. Classified Avenue
Beth Leman

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

Q & A with...

kinney, page 18

Shannon Kinney  
Founder and Client Success Officer
shannon@dreamlocal.com 
207-354-7073

Open Source Software 
and Social Media

Photo by Gabor Degre
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NEW MEMBER BENEFIT 

FREE
TO ALL MEMBERS! 

JON K. RUST

Chairman
LMA Board of Directors

Where politics is wholesome

I recently had the displeasure of sitting 
front row while a man vying for our nation’s 
top position – hint, he already holds the 
seat – blasted his opposition with distortions 
and mischaracterizations on issues that are 
among the weightiest facing our country. 
Sadly, it’s par for the course in national 
politics. His opponent doesn’t shy away from 
painting him in the worst terms, either. It 
promises to be an ugly summer. 

Leadership? “Not until I’ve secured the 
election with negative advertising, wedge 
issues and a fired-up base” seems to be 
the modus operandi. One expects better, 
especially from a president, especially at 
a time when leadership is vital.

Not all of politics is so depressing, 
thankfully.

A couple weeks ago at the Southeast 
Missourian, the 17,000 daily flagship for 
Rust Communications, we held two local 
political candidate seminars, which we 
host every other year for anyone running 
for political office in our region. This year 
candidates ranged from county public 
administrator and sheriff to state legisla-
tor, state senate and Congress. Altogether, 
nearly two dozen people were in atten-
dance, though more received the seminar 
handbook we distribute.

The event provides us at the Southeast 
Missourian an opportunity to walk can-
didates through important points about 
working with our newspapers so that 
they can take advantage of all the tools 
– free and paid – to get their messages 
out. Indirectly, the seminars underline 
that as management we hold important 
principles, which include striving to be fair, 
accurate, accessible and considerate.

In my introductory remarks I always 
include, “If there is nothing else you take 
away from this session, it is that we are all 
accessible. If you have questions about 
news coverage, letters to the editor, adver-
tising, online commentary, whatever you 
want to understand better about how the 
newspaper works, you are welcome to call 
or email any one of us.” The handbook 
provides all of our contact information. 
Meetings include the publisher, editor, 
managing/online editor, editorial page 
editor, advertising manager and political 
advertising consultant (i.e., specialized 
sales rep).

Instead of assuming that campaigns 

Attendees at one of the recent Southeast Missourian 
political candidate seminars. 

will figure out how to create free blogs on our websites, with 
email database capability, we show them. We also explain the 
pros and cons of having their own blog with us (high visibility, 
free) versus the potential downside: reader comments they 
can’t control (but that give their campaigns an opportunity to 
engage with voters, which in itself can build exposure, cred-
ibility and trust). Of course, we share with them how personal 
and extraneous attacks are not allowed, and of the best ways 
to inform us if transgressions do take place (in commentary 
attached to their blog or anywhere on our site).

Instead of assuming they understand the rules (and oppor-
tunity) around placing sticky notes on the front page of our 
newspaper or how to buy polybags with political messages 
or even how to best time their budgets for various media, we 
talk with them, explain, show, coach and train. The setting also 
provides us an opportunity to share recent surveys about how 
political advertising in newspapers fares against other media, 
including social media and broadcast.

We encourage questions, and many candidates ask. Candidates 
get to know a little bit about the others who are there. And we get 
to know a little more about each one of them. We assume they 
are engaged in politics because they want to make a positive 
difference in their community. And we tell them in person and 
in the handout: “We respect your commitment and courage to 
enter the political ring. People like you, who care about com-
munity and government, make our democracy stronger.”

We don’t try to portray ourselves as know-it-alls or celebrities 
or smarter than anyone else in the room. Instead, our goal is to 
help voters understand the issues, to help candidates get their 
messages out, to help American democracy work – not to pick 
the winners and losers.

At the end of each session when we ask, “Was this helpful?,” 
like always, answers are quick and re-affirming, “Yes. Thank 
you.” Eyes are bright. With some of the first-time candidates, 
you can sense a different confidence and excitement. They 
are being treated seriously, as they should be, and they feel 
empowered with important information. They often follow-up 
with personal thank you notes.

I’m not so pollyanish to think every candidate is a credit 
to my community – because there are immature motivations 
inside some people – but I do believe every candidate deserves 
the opportunity to be heard fairly so voters can make their own 
decisions. Not all candidates are pleased with how the newspaper 
covers all the specifics of their campaign (usually, incumbents 
complain the most, lamenting the tools and visibility now 
available to challengers) but for the most part, nearly all seem 
to understand we are driven to get things right – and fair. 

Do political candidate seminars and a political handbook help 
to build this credibility? I think so. It certainly doesn’t hurt.

Jon K. Rust is publisher of the Southeast Missourian newspaper, 
co-president of Rust Communications and chairman of the 
Local Media Association Board of Directors. His email: jrust@
semissourian.com.

Two Half Day Sessions, July 24-25

Some of North America’s best sales trainers are 
being contracted to lead this amazing two-day virtual 
conference that is being offered FREE to Local Media 
Association members. This is a new member benefit 
that has been added for 2012. “We know that times 
are still tough and that training dollars are tight”, said 
Nancy Lane, president, Local Media Association, “we 
wanted to do something special for our members and 
decided to offer high-quality sales and sales manage-
ment training at no cost. We hope that many of you 
will sign up your entire sales team and take advantage 
of this tremendous benefit.”

Here’s What You Can Expect

Day 1 – July 24, 2012, beginning at 1PM EST
The focus will be on Winning Sales Strategies for 

local media companies. This day is perfect for all sales 
reps and their managers to attend.

Agenda to include sessions on:
Becoming A Top Performer•	
Selling Digital•	
Prospecting & Closing The Sale•	

Day 2 – July 25, 2012, beginning at 1PM EST
The focus will be on Best Practices in Sales 

Management. This segment is perfect for print and 
digital ad managers and publishers.

Agenda to include sessions on: 
Managing Today’s Multi-Media Sales Force•	
Sales Structure – What is the Right Model?•	
The Hot Revenue Opportunities for 2012 and •	
beyond

How to Register

Registration for either or both of these webinar 
based training tools is a click away. Access the full 
agenda and registration links contained in e-mails 
coming from LMA headquarters. Alternatively, go 
to www.localmedia.org  and click through under the 
Conferences tab. 

Virtual Local 
Media Advertising 
Conference Announced

SAVE
DATES

TH
E

July 24-25, 2012
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conference, cont’d from pg 1

General Outline
The heavy lifting of agenda fine tuning and 

speaker confirmations is currently underway 
but the conference focus is well shaped. The 
program is designed to spotlight the next gen-
eration of opportunities, some disruptive, that 
local media companies should be considering. 
Attendees can expect to not only hear about 
emerging objectives but to learn approaches 
and strategies for executing the sound business 
plans to accomplish them. 

For instance, a general session on day one 
is entitled ‘The Media Landscape in 2016’ and 
will be presented by Shawn Riegsecker, Founder 
& President, Centro, LLC. The next 5 years will 
cause the greatest disruption yet – far more 
than anything seen so far. Tablets are already 
radically changing media consumption and 
creation habits and will no doubt be powerfully 
disruptive but they will also unveil tremendous 
opportunities. All media will be changed in 
unimaginable ways, including some that will 
simply go away, and this session will open eyes 
to what lies ahead. 

Other sessions will cover many more oppor-
tune topics. Attendees can expect to gain 
significant intelligence on current revenue 
opportunities like digital agencies, e-mail 
marketing (there is much to learn about this 
revenue building connection to your market), 
event marketing and media partnership oppor-

tunities. “LMA members have highly coveted 
brands, feet on the street and local relation-
ships and this conference will help them to 
translate these assets into sustainable new 
and growth-oriented revenue streams for the 
future,” says Nancy Lane, president of the Local 
Media Association.

Additionally, an exhibit hall full of vendor 
partners, our industry’s R&D division, will pro-
vide insights and demonstrations of the latest 
in technology and other related services. 

One-on-One Meetings With 
Media Buyers

The well attended annual fall conference is 
well known for its bullish agenda but also for 
bringing in numerous high profile media buyers 

Shawn Riegsecker, Centro 
founder and president, will share 
his vision for 2016 at the confer-
ence and reveal insights into how/
what/why his company is prepar-
ing for the massive changes he 
foresees. Centro is now ten years 
old and has over 200 employees. 
In 2010, they raised $22.5 million 
in capital to set themselves up 
for a successful future. They are 
currently focusing on services, 
software and their newly launched 
brand exchange. Riegsecker is 
considered to be one of the indus-
try’s most dynamic and interesting 
CEO’s and his presentation is sure 
to inspire. 

Rhonda Glickman from Richner Communications is pictured above participating in last year’s one-on-one meet-
ings with media buyers. Take advantage of this ultra-valuable opportunity with just one trip to Atlanta.

for conference registrants to meet in 
private one-on-one meetings. Savvy 
advertising executives and publishers 
easily recognize the value of meet-
ing with up to 15 media buyers, who 
control billions of dollars in advertis-
ing budgets, in a single location on 
a single day. All it takes this year is a 
trip to Atlanta.

Yes, the process is exhausting but 
productive beyond words. On day 
one of the conference, on Tuesday 
September 11, conference registrants 
will build relationships and endeavor 
to secure new business with these VIP 
media buyers. 

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

The list of invited and confirmed 
media buyers currently includes:

Best Buy Company, Inc., Steve 

Winslow (Invited)
Staples, Inc . ,  Kathy Bonney 

(Confirmed)
Centro, Katie Risch, VP of Publisher 

Relations, (Confirmed)
planitretail, LLC, Matthew Spahn 

(Confirmed) – Representing Radio 
Shack, Winn-Dixie, Amazon

Alloy Media, Randy Graf (Confirmed) 
– Alloy represents hundreds of national 
accounts

Geomentum, Steve Mueller, 
Randy Novak, Tim Rodriquez (all 
confirmed)

JCPenney, John Dennis (Invited)
Ve r t i s / L ow e s ,  D a v e  We i s s 

(Confirmed)
American Communications 

Group, Jason Hicks/Rachel Stayduhar 
(Invited)

Kohl’s, Matt Gunderson (Invited)
Target, Wendy Moore/Pam Armour 

(Invited)
CVS, Bob Uccello (Invited)
News America, Lori Heinl (Invited) 

– coupon books, solo business and 
Rite Aid

Me i j e r  St o re s ,  To m  V i l a l l a 
(Invited)

Va l a s s i s ,  D e b b i e  G a u t h i e r 
(Confirmed)

NNN, Ben Zangara (Invited)
USSPI, Rick Baranski (Confirmed)
More invites are going out!

“LMA members have highly 
coveted brands, feet on the 
street and local relationships 
and this conference will help 

them to translate these assets 
into sustainable new and 
growth-oriented revenue 
streams for the future.”

-Nancy Lane,  
president of the Local Media Association.”



May 2012  |  LOCAL MEDIA TODAY  |  5

Kirk Davis, the fiery and passionate 
President & COO of GateHouse Media, 
delivered one of the most uplifting and 
high-energy sessions at the recent Mega 
Conference in San Antonio. He shared 
his philosophy on running a local media 
company today (many of us won’t forget 
that he is a “serial recruiter”) as well 
as many of the hot projects currently 
underway at his company.

After wowing attendees with one hot 
initiative after another, Davis stunned 
many in the crowd when he announced 
the creation of Propel Marketing. 

It’s not that starting a digital agency 
is that surprising. After all we have been 
covering this exciting trend for more 
than two years now and we believe that 
it truly represents the hottest opportu-
nity on the digital side for local media 
companies.

What was surprising (and refresh-
ing) was the level of investment that 
GateHouse is making into Propel. Davis 
announced that they were in the process 
of hiring 28 FTE’s for this new division of 
the company. He also noted that Propel 
was being run as a separate legal entity 
with no relationship to the core business. 
This is indeed a bold move.

But it also reinforces the opportunity 
that exists here. Perhaps no one is in a 
better position to offer digital services 
to SMB’s than local media companies. 
Helping them with web development, 
SEO/SEM, social, mobile & more just 
makes so much sense. 

Davis took it a step further when he 
told attendees to “at least pick a few of 
these services and start offering them 
but pick none at your peril”.  If you don’t, 
another local media company will, and in 
fact broadcast and directory publishers 
are already well into this space as well 
as start up entrepreneurs. 

Recently we caught up with Chris Eck, 
president of Propel Marketing to get an 
update on this very exciting start up. Eck 
provided the following information in 
response to our many questions:

When asked “What is Propel” Eck 
replied, “a local digital marketing services 
company focusing on SMB’s”. 

They have now hired 18 FTE’s and 
expect to be close to 30 by the end of 

May
They certified their sales reps to sell •	
Google ad words and Google products 
(Eck described this as a “must-have 
– it gives you credibility in the mar-
ketplace”.)
Early success stories are coming from •	
large financial institutions and service 
providers that didn’t have a web pres-
ence at all
They do not call on current GateHouse •	
clients; they are reaching out beyond the 
GateHouse geographic footprint
They do much of the work in-house •	
(and don’t rely on a lot of vendors) but 
they do credit a customized version of 
Sales Force as essential
As promised, we will continue to 

closely follow the developments in the 
industry regarding digital agency ser-
vices. And by the time you receive this 
newsletter, I will be in Europe with Local 
Media Foundation Board Chair Steve 
Parker visiting with 15 companies that 
are far ahead in this space. We will be 
sharing what we learned at upcoming 
LMA conferences and webinars (and 
it will be featured in the June LMIA 
report). Thanks to our partnership with 
the World Association of Newspapers, 
we will also be presenting on the study 
tour to share what is working in the U.S. 
and Canada.

“Pick none at your peril” – words of 
wisdom from one of the brightest stars 
in our industry – we agree Mr. Davis!

NaNcy LaNe

President
LMA

“Pick None At Your Peril”

Chris Eck

Recognizing that collaboration in the 
industry has never been more important, the 
California Newspaper Publishers Association 
and the Colorado Press Association have 
joined forces with the Local Media Association 
to offer certain products and services to their 
members for reduced fees and a revenue-
share.

Members of these associations are now able 
to participate in the following Local Media 
Association programs at preferential rates 
(higher than LMA member rates but lower 
than non-member rates):

Sales certification program– a true certi-•	
fication program that features web-based 
modules 
Local Media Innovation Alliance – a •	
monthly research club that focuses on 
emerging trends, sustainable business 
models and digital revenue growth. 
Webinars – a diverse mix of training and •	
educational webinars, including many 
with a revenue-growth focus. 
Conferences – access to Local Media •	

Association conferences and events 
CNPA and CPA will market these services 

and will receive a revenue-share for each one. 
They will also make certain programs and 
services available to Local Media Association 
members as part of this agreement. LMA is 
making this partnership opportunity avail-
able to all media associations in the U.S. 
and Canada. 

“There are many great industry trade asso-
ciations in North America and we all have 
certain niches or areas of expertise”, said Nancy 
Lane, president, Local Media Association. “It 
just makes sense to collaborate and share with 
our fellow associations. Our sales certifica-
tion program took over two years to develop 
and included a serious investment from our 
partnership group. Sharing this fabulous tool 
with the industry is the right thing to do.”

“This partnership is yet another example 
of newspapers, through their trade associa-
tions, working together to provide value and 
improve the industry,” said CNPA Executive 
Director Tom Newton. 

Samantha Johnston, Colorado Press Association Executive 
Director, praised the value of LMA’s offerings. “The need for 
quality training and education that is affordable and acces-
sible for our members has never been more important. It is 
one of five areas of critical importance in our 2012 strategic 
plan. LMA recognizes the value of collaboration and we are 
thrilled that they have extended their outstanding resources 
to our membership.”

LMA fosters strategic partnership 
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by Peter Conti, Jr.  
exeCutive vP, borrell AssoCiAtes

“In the advertising age, the mantra was sell, 
sell, sell… today it is engage, engage, engage,” 
declared keynote speaker Bob Garfield on the 
first day of the Borrell Associates’ Local Online 
Advertising Conference in New York. Garfield, an 
author, AdAge columnist and host of NPR’s “On the 
Media,” was making a point that the new currency 
of commerce is trust and that some companies, 
like Krispy Kreme and Patagonia, understand the 
nuances of social media as an organic expression 
of trust. Whereas, a dwindling number of institu-
tions still see colossal reach through advertising 
as the key to success while failing to see that “the 
digital revolution has obliterated scale.” The 
message was clear that media needs to adapt 
to this new way of marketing and leave behind 
its notions of audience size, impressions and 
eyeballs as the standard by which advertisers 
measure success.

Garfield noted that Gordon Borrell, leading off 
with an expansive digital ad spending presenta-
tion, “knows some sh**.” What Garfield was so 
expressively referring to was the vast data that 
Borrell displayed supporting the movement away 
from traditional advertising towards promotions 
utilizing both social media and mobile platforms. 
In fact, promotional “non-ad” spending dollars 
accounted for 72 percent of the total marketing 
pie in 2011. 

Some predictions by Borrell:

Bloodletting is over for (most) newspapers•	  
-- Some larger metro’s still face trouble though 
stability is predicted for medium- and smaller-
circulation papers.
Yellow pages face slow-motion demise --•	  The 
writing is on the wall as digital search becomes 
more sophisticated and better integrated into 
both stationary and mobile devices.  
Direct mail entering the “perfect storm”•	  -- Email 
is taking over as postal rates continue to increase 
and margins continue to drop. Consumers have 
rapidly moved online to get their coupons.
A new disruptor is about to wreak havoc•	  -- 
Mobile doesn’t amount to much in advertising 
– now – but in a few years the numbers will jump 
dramatically as people gravitate towards more 
mobile devices and media habits.
“Medium” companies shrinking•	  -- You can no 
longer be just a single medium, a “newspaper 
company,” a “TV company,” or “yellow pages 
company” if you are to survive. 
“Media” company morphing and surviving•	  
-- The winners are media outlets that morph 
into multi-platform media companies. These 
will gobble up the largest shares of ad spending 
in a market.
With over 24 sessions in two-days, there was a 

lot to take in. Here’s a quick rundown of some ses-
sions which scored the highest in post-conference 
surveys.

Highlights from Borrell Associates’ Local 
Online Advertising Conference 2012

Photo Courtesy of Chris MAlPAss

“Engage, engage, engage!” said Bob Garfield, 
author, Ad Age columnist and host of NPR’s 
“On the Media”, during his keynote address.

digital sales across a company 
that has morphed into a total 
media company. Todd Handy, VP 
of New Media Sales, brought to 
light the successes of telemarket-
ing for the company and the Long 
Tail strategy engaged in order 
to capitalize on many digital ad 
products. 

HIGHLIGHT SESSION #2

A new addition to this year’s 
conference was the entertaining 
BUZZ session that featured 11 
four-minute case studies deliv-
ered by vendors. No sales pitches 
– just “show us what you got” in 
four minutes or less before the 
buzzer goes off. (Watch it now 
at -- http://borrellassociates/
buzz12)

HIGHLIGHT SESSION #3

It was a capacity room 
when Placecast Co-founder 
and President Anne Bezancon 
spoke about geo-fencing in a 
session that provided astound-
ing information about location-
based services now available. 

Through all Placecast products, 
they have about 6 million users 
across 260,000 geo-fences. You 
could hear the cellphones in the 
room drop when Bezancon said 
that they are getting anywhere 
from $200 to $1,000 a CPM. An 
audience member asked if they 
would partner with local media 
and Bezancon quietly noted 
that their business is so suc-
cessful at the moment that they 
can’t handle any partnerships 
(she did mention earlier that 
they have a white-label product 
available). 

MORE RESOURCES

The wide variety of presenters 
all had one thing in common – 
they were leaders in local digital 
advertising because they were 
pulling in above average revenue 
shares in local ad spending. Their 
companies were media compa-
nies that understood the complex 
and changing market dynamics 
and they were there to share their 
stories. For more information on 
how to view the taped sessions go 
to borrellassociates.com.

HIGHLIGHT SESSION #1

Six of Deseret Digital Media’s best took to the 
stage for a panel discussion revealing the “Secrets 
of Success” behind its operations in the two years 
since Clark Gilbert took over as CEO. DDM drove 
market share well past other best-practice media 
companies. Gilbert and his managers answered 
questions on their “convergence” sales initiatives, 
“direct” online sales and telemarketing sales. Dale 
Darling, V.P. of Direct Digital Sales, spoke on the 
importance of 360-degree sales where every account 
executive from the traditional media is involved in 
selling digital. The inevitable conflict among AEs is 
tempered by the support of upper management for 

Photo by Chris MAlPAss

Borrell Associate’s 2012 Local Online Advertising Conference attracted top speakers and a large audience.
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Advertising geniuses unite…or more 
to the point, compete! It is time to strut 
your stuff and get the acclaim, and mar-
keting prowess, that comes with a win 
in the annual Local Media Association 
Advertising & Promotions Contest. The 
contest is currently underway and entry 
deadline is June 1. 

With 30 different categories in 6 dif-
ferent circulation and frequency classes, 
this contest provides an entry point for all 
members to compete evenly. Members vie 
for awards in classifications that run the 
gamut from Best Ad Series to Best Single Ad, 
from Best Parenting Section to Best Business 
Page/Section, and lots in between. Got 
dazzling graphic design? A niche product 
that’s really rocking? A special section that 
turns heads and generates revenue? We’ve 
got a category for you!

Special Awards

This is also the contest that crowns 
the Ad Manager/Director of the Year and 
Classified Ad Manager/Director of the Year, 
in both the daily and non-daily circula-
tion classes. Publishers are encouraged to 
nominate these innovative and energetic 
leaders who not only inspire their sales staff 
day in and day out but who also commit 
tireless zeal to broadening the revenue 
channels as technology advances. Your ad 

managers deserve the recognition!
This contest also bestows the Best 

Innovation Award which will honor a 
staff (or an individual) that incubates 
an innovative culture that encourages 
thinking out of the box and rewards trying 
new things.  Has your advertising staff 
embraced a culture of innovation? Do you 
include time for innovation at every staff 
meeting? Have you appointed an innova-
tion champion? If so, this is the category 
to enter. Judges will look specifically for 
strategies that make innovation repeatable 
at your company. 

Enter Online

Thanks to the partnership with 
Newspaper Toolbox, submitting an entry is 
easier and more efficient than ever. Check 
the website at www.localmedia.org for full 
details and entry forms.

Deadline

The contest deadlines June 1 and all 
entries must have been published between 
April 1, 2011 and March 31, 2012. 

Winners will be recognized at the Local 
Media Association’s Fall Publishers’ and 
Advertising Directors’ Conference, begin-
ning September 11, in Atlanta, Georgia. 

Don’t delay. Good luck everyone!

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

“
”

Full contest details and online entry are at www.localmedia.org under 
Contests tab. Deadline for entry is June 1. 

Partnership with Newspaper Toolbox facilitates entry process

The Advertising & Promotions Contests recognizes excellenece in thirty differ-
ent categories for both print and digital advertising and promtions. A win here 
definitely enhances your marketing arsenal when competiing for local adver-
tiser dollars.

Advertising & Promotions 
Contest Underway
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Arizona Daily Star/
Tucson Newspapers (TNI)
Tucson, AZ
Lee Enterprises

Newspaper of the Year
General Excellence

In this sixth and final installment of our 
spotlight on the Newspapers of the Year win-
ners in the 2011 General Excellent contest, 
we are showcasing the winners in the daily 
category with circulation over 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 competi-
tive contest.

1st Place

2nd Place 3rd Place

Class: Dailies, Over 30,000 Circulation

Judge’s Comments:
Excellent coverage of hot button topic, engaging and diverse editorial. Clever illustrations, good use of 

infographics, “Scarlet Letter” picture is clean and smart, Big photos in sports catches the eye. Well laid out ads, 
visually distinct from editorial, savings box on Sunday editions is enticing to readers. Full package - simplistic 
in the best sense.

Bobbie Jo Buel, Editor
“We’re honored to win this contest again. Most of all, we’re privileged to be in a business that is a public 

service. We give readers local enterprise and watchdog reporting they won’t find anywhere else.”

Hamilton 
Spectator
Hamilton, ON
Metroland Media Group, Ltd.

The News-Herald
Willoughby, OH
Journal Register Company/
Digital First Media

Judge’s Comments:
Evident enterprise reporting, 

creative editorial approach, 
engaging features. Big photos 
draw in readers. Cleanly laid 
out classifieds, strong ad copy, 
glossy Christmas gift card ad is 
visually stimulating. Inventive 
design and strong reporting 
is definitely getting attention. 
Keep pushing boundaries.

Paul Berton, Editor-in-Chief
“We know this award reflects 

the hard work our staff does in 
the community every day and 
we are honoured to receive it.”

Judge’s Comments:
Compelling stories - clear 

voice, diverse coverage and 
excellent use of photos. Clean 
layout, type size mostly 
maintains hierarchy and directs 
eye, few graphics or illustrations, 
clean. Ads are well laid out, not 
visually distracting. Ad copy 
clear and straight forward. 
Social Media is very well-
featured. Good use of “more 
online” boxes to direct readers 
to web, streamline print and 
online.

Tricia Ambrose, Executive 
Editor

“We’re so honored to be 
recognized by Local Media 
Association. The News-Herald 
is committed to remaining 
a vibrant and vital voice in 
the community as we work 
to adapt to today’s changing 
media environment, and it’s 
a thrill to have those efforts 
acknowledged.”

Watch your 
inbox! The 
2012 General 
Excellent/
Newspaper 
of the Year 
contest will get 
underway in 
June. Details to 
be sent via e-mail 
and announced 
in this newsletter.

By Brady McCombs
ARIZONA DAILY STAR

Arizona’s border is a desert of death.
Nearly 2,000 men, women and children have

died trying to cross the border illegally in the past
decade — not counting the bodies still out there,
waiting to be discovered.

A decrease in illegal crossings over the past six
years hasn’t slowed the deaths, steady at about
200 annually. This year could be the worst yet.

The deaths surged after a
mid-1990s security push beefed
up enforcement in Texas and
California. Authorities expected
Southern Arizona’s harsh desert
and deadly heat to be a natural
deterrent from crossing.

It wasn’t.
Arizona became the busiest

stretch of the border, and a mas-
sive buildup of agents, fences
and technology followed. That
prompted smugglers to lead
crossers through ever-
more-remote terrain to
avoid detection, mak-
ing the trek more dead-
ly.

Most bodies end up
here, at the Pima
County Medical Exam-
iner’s Office. The on-
slaught has trans-
formed the jobs of the
forensic-science staff,
especially during the scorching
summer months when illegal
border crossers are found dead
almost daily. The office has han-
dled 1,700 bodies in the past
decade — 81 this past June and
July.

Border crossers make up
about 20 percent of the exams
done in this office that serves a
county of more than 1 million
people. But especially in sum-
mer, they take up a big chunk of
the staff’s time. Field agents

drive for hours to pick up bodies
in remote reaches of the desert.
Investigators take fingerprints,
snap photos and coordinate with
law enforcement and foreign
consulates.

It’s difficult — and harrowing
— work because people found
dead in the desert are often
robbed of all distinguishing fea-
tures by searing sunshine and
scavenging animals. On top of
that, Mexican border crossers

commonly die without
identification — smug-
glers tell them not to
carry it. And illegal
crossers from other
countries often carry
fake Mexican IDs so if
caught they’ll be de-
ported just across the
border to Nogales,
where they can try
again.

The lack of ID turns cases into
mysteries that require doctors to
be part pathologist and part in-
vestigator, spending nearly as
long looking for clues to the per-
son’s identity as determining the
cause of death. The office’s only
anthropologist spends most of
his time on them, taking DNA
samples and analyzing pelvic
bones, skulls and femurs.

People have died along the
U.S.- Mexico border for
decades, but no medical exam-

PHOTOS BY DEAN KNUTH / ARIZONA DAILY STAR

EXAMINING JOHN DOE: Pathologist assistant Krystal Poulin, left, forensic anthropologist Dr. Bruce Anderson, center, and Chief Medical Examiner Dr. Bruce Parks, right, examine the body of
a man who died crossing Arizona’s desert during a stretch of 100-degree days. Until they identify him, he’ll be known as Case No. 10-1227, John Doe. He’s one of 81 illegal border crossers
brought to the Pima County Medical Examiner’s Office in June and July, one of the deadliest summers ever.

iner’s office has dealt with this
many, for this long.

There’s a cost to taxpayers, too,
although it’s tough to say exactly
how much. Recoveries, autopsies
and investigations are blended
with the rest of the county-fund-
ed office’s work. But each autopsy
runs about $2,000, and the office
did 194 last year. That adds up to
$388,0000, 13 percent of its budg-
et.

To handle all the bodies, the
county hired an additional doctor
and a full-time anthropologist
and paid $350,000 for a second
storage cooler. The office also gets
state and federal money, like
$60,000 in Homeland Security
funds that bought a refrigerated
trailer to store bodies during busy
summers like this one.

For the 27-person office —
which gets every crosser found in
Pima, Santa Cruz and Pinal coun-
ties — there’s never enough time
and never enough answers. But
they share a common goal: They
will ensure that the dead go home.

“We treat people like we would
want our family members to be
treated,” says Dr. Bruce Parks, the
chief medical examiner since
1991.

The staff’s stories — and those
of the people brought to the office
in bags — embody what has be-
come the one constant along Ari-
zona’s stretch of border: death.

“The names change, the loca-
tion maybe gets a little more re-
mote as the years go on,” says
Bruce Anderson, the office’s
forensic anthropologist. “But it’s
the same story.”

DAY 1: 10-1227, John Doe

A soiled brown backpack rests
on a white body bag.

Both sit on a gurney Field Agent
Ron Foster unloads from his SUV
and wheels into a receiving room
at the Medical Examiner’s Office.

Foster’s faded black cap lies low
on his head, covering his eyes. It’s
discolored with dirt, but the yel-
low words remain clear: “Pima
County” in lowercase above
“Medical Examiner” in uppercase.
It looks like it’s been on his head
for every one of his desert body-
recovery trips over 19 years.

One by one, he takes items from
the backpack and sets them on a
white sheet. Brown pants, a brown
jacket, four Mexican peso bills that
add up to about $15, two bus passes,
a hotel receipt,boots,a torn piece of
paper with scribbled phone num-
bers,and a prayer card with the pic-
ture of Pope John Paul II.

The backpack was on the
ground near the man inside the
body bag — the 1,587th illegal bor-
der crosser to end up here since
2001.

A Border Patrol agent found

him on the Tohono O’odham Na-
tion. Foster picked him up at the
police station in Sells and now in-
vestigators will try to figure out
how he died and who he is.

Until they make that determi-
nation — if they ever do — he’ll be
Case No. 10-1227, John Doe.

He’s the first of seven illegal
border crossers brought here this
week. As is the case with most
who arrive during the summer, the
cause of death is hyperthermia, or
an extremely high body tempera-
ture.

This is the busy season for the
office, just 60 miles north of the
busiest and deadliest stretch of
border. Today is the eighth of 19
straight days with temperatures at
100 degrees or hotter.

Trekking across Arizona’s desert
is always treacherous, but the heat
makes it lethal, leaving no margin
of error for those who run out of
water, or get lost or left behind.

Death out there is painful and
grisly. As the body temperature
climbs as high as 108 degrees,
muscles rot, blood vessels dilate
and the water-starved heart beats
ever faster, doing all it can to com-
pensate for the reduced volume of
blood. Cramps come first, then
weakness, nausea, fainting. Finally
the mind betrays the body, leading
to disorientation or hallucinations.

Continued on next page

SPECIAL REPORT: DECADE OF DEATH

Nearly 1,700 bodies, 
each one a mystery

Sunday, August 22, 2010

Medical Examiner’s Office works to ID illegal border crossers, give families peace 
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SPLASH AND SMASH AS RAIN TURNS RED HILL INTO RIVER

SCOTT GARDNER, THE HAMILTON SPECTATOR

A car that slid into a flooded median of the Red Hill Valley Parkway near the King Street East overpass is struck from behind by an SUV, not seen, that also lost control.

‘Festival of lights’ seeks fireworks
BY DANIELLE WONG 

Hamilton’s Hindu and Sikh com-
munities want the city to see the
lights. 

While thousands of Hamiltoni-
ans every year celebrate Diwali —
the “festival of lights” — they are
restricted from observing the holi-
day with traditional fireworks dis-
plays. A city bylaw limits the use of
family fireworks to Victoria Day,

Canada Day and the two days be-
fore and after those holidays.

Community leaders are looking
to change what they are calling an
outdated, exclusive regulation. 

“The definition is called ‘festival
of lights.’ Without that component
of light, Diwali has no, or very little,
meaning,” said Nithy Ananth,
president of the Hindu Samaj of
Hamilton and Region.

The debate is one example of the

challenges the city faces in ensur-
ing Hamilton’s bylaws reflect its
changing population. With Hamil-
ton fire officials concerned about
expanded use of fireworks, it be-
comes a discussion of public safety
versus religious accommodation.

“It’s safe to have firecrackers on
Victoria Day. It’s safe to have them
on Canada Day. Why can’t we have
them on another day?” said Budh
Dhillon, a member of the Baba

Budha Ji Gursikh Temple.
Dhillon and Stoney Creek conve-

nience store owner Baljit Grewal
filed a request this week to speak
with the city’s economic develop-
ment and planning committee on
expanding the current bylaw to al-
low for the sale and use of family
fireworks around Diwali, which
falls on Nov. 5 this year. 

FIREWORKS: Continued on A7

WATER
WORLD
MORE COVERAGE:
❚ Yesterday’s deluge was big, but not compared to last summer’s 100-year storm.  A3

BY PAUL MORSE

Severe flooding on the Red Hill Valley Park-
way turned it into a dangerous wild water
ride yesterday as vehicles crashed and
frightened drivers hydroplaned into
drenched ditches.

It was the second time this week and the
fourth in less than a year that rain over-
whelmed the highway’s controversial
stormwater management system.

One city councillor is calling for a full in-
dependent review of the highway’s design,
while Mayor Fred Eisenberger has demand-
ed an explanation from city engineers.

City engineering officials yesterday again
suggested the flooding is due to “climate

change” and not because of design flaws.
It may become necessary to post signs on

the highway warning it’s prone to flooding,
said Jill Stephen, director of strategic plan-
ning and rapid transit.

Councillor Terry Whitehead wants an
outside agency to examine the design of the
highway and figure out why it keeps being
submerged.

“We need an independent review of the
current design and have those recommen-
dations come forward,” he said yesterday. 

“We spent millions and millions of dollars
on that expressway and this was now the
fourth time it’s been flooded in 12 months.”

FLOOD: Continued on A3

Watch video report on Red Hill driving hazards.
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The worries of fall and 
winter usually follow the 
mourning of Sept. 11 in East-
lake.

It’s been that way for years, 
as the final months on the 
calendar remain the most con-
cerning for the Eastlake 
Memorial Committee.

After people travel from all 
over to the city’s Boulevard of 
500 Flags to commemorate 
lives lost during the 2001 ter-
rorist attacks, the committee 
is charged with a way to 
replace worn flags and make 
sure their poles hold up amid 
Northeast Ohio’s harsh wind, 
rain and snow. About 2,000 
veterans’ names are listed on 
the plaques affixed to the flag 
poles, and the site is used to 
celebrate all major holidays 
involving veterans, including 
Veterans Day in November.

With so many flags flying, 
some are bound to need 
replacements each year. Addi-
tionally, the poles that hold up 
the flags are mostly tubes that 
rust easily and don’t fare too 
well against Mother Nature.

The committee typically 

scrambles for donations, and 
eventually finds individuals 
and organizations with enough 

willingness and patriotism to 
contribute the needed funds. 

After a storm brought on 60 

mph winds that ripped several 
of the site’s flags, more than 
$9,000 was provided or 
pledged to the committee.

This spring, Eastlake-based 
T & D Fabricating donated 20 
aluminum poles valued at 
about $120 apiece. 

The volunteer-driven 
Memorial Committee hopes 
to raise about $57,000 to 
replace the remainder of its 
poles, so that its fundraising 
efforts won’t be relied on as 
often. The organization 
already needs $7,000 to 
$8,000 annually just to main-
tain the park, which sits adja-
cent to and behind Eastlake’s 
city hall.

Eastlake Council President 
Dennis Morley said he thinks 
that purchasing more of the T 
& D poles will keep the flags 
flying high for “at least 10 or 
15 years.” 

They also would cut down 
the group’s maintenance 
costs.
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Eastlake Memorial Committee Chairman Joe Strand replaces a damaged flag Thursday at the Boulevard of 500 Flags at Eastlake 
City Hall.

Eastlake Memorial Committee members Jim Barclay, left, Joe 
Strand, chairman, and Eastlake Councilman Dennis Morley are 
seeking donations to replace damaged flags and poles at the 
Boulevard of 500 Flags.

Group flags need for funds

Brandon C. Baker
BBaker@News-Herald.com

Eastlake Memorial  ■
Committee seeking 
donations to maintain 
Boulevard of 500 Flags

Learn 
more from 
Joe Strand 
about the 
committee’s efforts to 
raise funds.
www.News-Herald.com

Efforts

See Flags, Page A4

“If the flagpoles are not replaced, there may not be a Boulevard of 500 Flags, either.”
Jim Barclay, Eastlake Memorial Committee

It has been reported that a 
female sixth-grade student at 
West Geauga Middle School 
is being treated for viral 
meningitis.

West Geauga Schools 
Superintendent Tom Diringer 
said that he could not con-
firm the case, but that it is 
“probably true.”

According to another news 
source, the student has been 
absent for several days and 
the school learned Thursday 
that the child is being treated 
for the illness.

Meningitis is an inflam-
mation of the membranes 
that cover the brain and spi-
nal cord, according to the 
Centers for Disease Control 

and Prevention.
Viral infections are the 

most common cause of men-
ingitis; bacterial infections 
are the second most common 
cause. 

Viral meningitis is serious 
but rarely fatal in people 
with normal immune sys-
tems. Usually, the symptoms 
last from seven to 10 days 
and the patient recovers 
completely. 

Bacterial meningitis, on 
the other hand, can be very 
serious and result in disabil-
ity or death if not treated 
promptly. Often, the symp-
toms of viral meningitis and 
bacterial meningitis are the 
same. Symptoms can appear 
over several hours or develop 
in one to two days.

West G 
careful 
due to 
illness

Jean Bonchak
JBonchak@News-Herald.com

Reports: West G Middle School 
student treated for viral meningitis

See Illness, Page A4

Citing an unsure economic 
future and dwindling general 
funds, Painesville City 
Council will likely pass a 
temporary budget for the 
first time in several years.

The state requires cities 
pass a budget — temporary 
or otherwise — by the end of 
the calendar year. 

The city’s last such budget 
was passed in 2005 for the 
beginning of the 2006 fiscal 
year.

Painesville Finance Direc-
tor Andy Unetic said the 
impending budget will cover 
the city’s spending for the 
first three months of 2012.

“It’s very tough to project, 
but we know 2012 will be a 

difficult financial year,” 
Unetic said. “We want to 
have all the facts before we 
map out the full year.”

Among the issues causing 
the uncertainty is the fate of 
Senate Bill 5 in the Nov. 8 
general election. The out-
come will affect city 
employee pay raises and 
could mean job elimina-
tions.

Changes in the economy 
and state funding also make 
budgeting for next year a 
challenge, Unetic said.

For the past three years, 
the city has received about 
$1.3 million in local govern-
ment revenue. That figure is 
expected to drop about 
$285,000 to around $900,000 
for 2012.

Painesville plans 
temporary budget

Max Reinhart
MReinhart@News-Herald.com

See Budget, Page A4
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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
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• We are the leading provider 
of WEB PRINTING, FINISHING, 
and CIRCULATION SERVICES 
for newspapers, guidebooks, 
and niche publications in the 
Mid-Atlantic region.___________________________
• Our TWO REGIONAL PRINT 
CENTERS are large enough to 
serve daily newspapers in the 
New York and Philadelphia 
metro markets and still off er 
the PERSONALIZED SERVICE 
that niche publishers expect.___________________________
• Exceptional PRINTING, 
INSERTING VERSATILITY, and 
FLEXIBILITY.___________________________
• EXPERIENCED management, 
production, and customer 
service TEAMS.___________________________
• Award-winning QUALITY.___________________________
• We are committed to  
providing QUALITY PRODUCTS, 
EXCEPTIONAL SERVICE, and 
INNOVATIVE SOLUTIONS to 
help our customers grow their 
business.

OUR FOCUS: 
YOUR SUCCESS

THE INDUSTRY
LEADER

Se
ca

uc
us

 N
J

Vo
or

he
es

 N
J

_______________________________________________

Call us at 

856-566-1270 

ext. 1328. 

We’ll show you 

how to grow 

your business.
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“We did what a newspaper is supposed to do.”
That’s how Carol Stark, editor of The Joplin Globe (MO), 

describes the coverage she and her staff provided to their 
community after the catastrophic tornado that turned 
Joplin into a disaster zone on a peaceful Sunday in May 
2011. It was coverage of this event, masterfully turning 
chaos into clarity for their community, which especially 
caught the attention of the judges in the LMA 2011 Editorial 
Contest and resulted in Stark being named Editor of The 
Year in the daily newspaper category. The Joplin Globe is 
part of Community Newspaper Holdings, Inc. 

A panel of judges from the Medill School of Northwestern 
University pointed to the phenomenal tornado coverage 
Stark produced while working under the most trying of 
conditions. The twister destroyed much of Joplin and 
left 162 dead including a Globe staffer. Half the staff’s 
homes were destroyed or severely damaged yet Stark and 
her newsroom produced what judges called ‘important 
stories, comprehensive coverage that reported, explained, 
empathized’.  �It’s hard to conceive of a newspaper of 
any size serving its community better in such a tragic 
situation,” summed up one of the judges.

Humility

Calling her selection as Editor of the Year a ‘combina-
tion of circumstances’, Stark says she was awarded the 
honor because her newsrooms reporters, editors and 
photographers rose to the occasion on that fateful day in 
May. “We told the story of those who survived and those 
who didn’t. We provided a daily guide for those who had 
to cope and those who needed information.  We did what 
a newspaper is supposed to do,” says Stark.

CELEBRATING Local
Journalism

J Mag/T. Rob Brown
Carol Stark, editor of The Joplin Globe.

We learned a lot from the 
tornado in terms of how people 
want their news delivered, and 
are experimenting like never 
before with audio, video, photo 
galleries, unique web content, 
and unique paper content.

Being seen as a news source 
for mobile readers, web read-
ers, tablet readers, Facebook 
readers and paper readers has 
to be the most exciting time 
newsrooms have seen.

On the day of the tornado, 
we were able to help our read-
ers immediately. We set up a 
Facebook page where survi-
vors could get in touch with 
each other and relatives from 
around the world get find out 
about loved ones. In just over 
a month we tallied 6 million 
pageviews on our website.  We 
couldn’t seem to print enough 
papers for the first month after 
the tornado.

We are currently working on 
a one-year anniversary project 
that uses Google map to show 
people how the rebuilding is 
taking shape in Joplin.

Stark credits 
staff for her 
selection as 
top editor

Her publisher, Mike Beatty, has a slightly different 
perspective. “Carol is an impassioned editor who puts 
people first – on her staff and in the community. That 
quality, along with her leadership and journalistic skills, 
were never more apparent or important than during the 
historic tornado that struck Joplin on May 22, 2011.”

“Carol was there for the victims and the community, 
encouraging them to face the horrific aftermath head-on 
and fight back for an even better tomorrow. Her personal 
columns and editorials were touchstones for overcoming 
grief and developing hope in Joplin. They served the 
community during its darkest days in the best tradition 
of helpful journalism.” 

From the brink and back, personally

The longer we live, the more curve balls are thrown 
our way but few of us know the impact of a dire diagnosis 
like the one Stark heard in 2006 - Stage 4 uterine cancer. 
The prognosis was not good and she was given the usual 
encouragement to “get your affairs in order” but this she 
did not heed. Instead, she missed just three days of work 
over the course of her nine-month treatment. Six-hour 
chemo therapy sessions were followed by a dash to the 
newsroom, with a pit stop to throw up from the effects 
of treatment, to spend at least a couple of hours each 

day to ply her trade.
“I would have been worthless, except that I started writing 

a weekly column and an online blog called “One Day At A 
Time.” I became an observer of my own illness and literally 
received thousands of e-mails from other cancer patients 
and survivors. That very intimate year with my readers 
opened the door to being named editor in 2007.”

Wisdom and Fate

When her first byline story, dashed out on a type-
writer in 1977, about a rash of dog poisonings made  
page one, Stark was hooked on newspapering and she’s 
been at it ever since. Her start in a small newsroom at 
her hometown daily taught her all aspects of the craft 
and her move to The Joplin Globe in 1983 has proven 
to be fateful – when she was named editor in 2007 she 
became the first female editor since the paper’s founding 
in 1886 and thus became the story of the day when her 
appointment was announced.

Her mantra - never forget who reads your paper – guides 
her work and that of her staff. “Sure, the City Council, the 
School Board and the mayor read it, but the real readers 
need to have a strong voice in the paper daily. If the same 
30 or 40 names appear in your paper almost every day, 
then you aren’t talking to enough people,” says Stark.

What Lies Ahead? 
Carol Stark says:

A disaster on the scale of the Joplin tornado is a human tragedy, 
but for a community newspaper editor it also becomes a personal 
challenge. Many of those affected were colleagues, friends, and 

neighbors. Carol showed sympathy for the victims, living and dead, 
while at the same time informing the community about the cruelest 
kind of details necessary to thorough journalism when a community 

is shattered by disaster. Carol Stark is one of the most deserving 
editors in the country for any top honor.

- Mike Beatty, Publisher

Tornado coverage
The entire print and online coverage of the catastrophic 2011 tornado is available 

at http://www.joplinglobeonline.com.  Publisher Mike Beatty directs your attention 

especially to the “Forever Bound” report, including the slide presentation chronicling 

the tornado’s impact on the Joplin High School class of 2011, a class that went from the 

joy of graduation on that fateful Sunday afternoon to the tragedy of the tornado in an 

hour’s time. You will see in this example and throughout the Joplin Globe’s coverage 

the human dimension of Carol’s leadership, and especially in the reports on how the 

community coped and came together.
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CELEBRATINGLocal
Journalism

Local
Journalism

Kate Pastor

Frank Bucholtz Dan Koller Stephanie Innes Brian McMillan Rebecca Hyman

A good editor is expected to turn out a great newspaper 
week after week — a paper filled with hard-hitting news, 
interesting features, an insightful editorial and beauti-
ful photos. But, according to Mekea Hurwitz-Fishlin, 
Associate Publisher/Director of Online Media for The 
Riverdale Press (NY), “it is only the best of editors — ones 
like Kate Pastor—who can do all this week after week 
and still have a happy, enthusiastic staff that comes in 
wanting to do it all again.”

Kate Pastor took top honors as the Editor of the Year, 
Weekly Newspapers, in the Local Media Association 
Editorial Contest. She leads the staff at The Riverdale 
Press, a 10,000 circulation weekly in the Bronx and part 
of Richner Communications Inc.

A Well-Traveled Life Lead Her Home

The born-and-raised New Yorker has lived in California 
and London but it was her studies in Uganda as an 
undergraduate that sparked her interest in journalism. 
An internship at the Columbia Journalism Review was 
followed by a freelance stint for Black Star News before 
she ultimately earned her master’s degree as part of 
the City University of New York’s Graduate School of 
Journalism. She graduated in its inaugural class and 
wrote for amNewYork and City Limits before joining 
The Riverdale Press, her hometown newspaper, in 2008 
as education reporter.

Her talents were quickly recognized and soon she 
was asked to expand her duties to also include associate 
editor and the political beat. By October 2010, she was 
ready for the top slot and was named Editor, a role she 
relishes and deeply respects.

 “Working at a local newspaper is an unparalleled 
opportunity to understand what makes people tick and 
how society functions,” says Pastor. A native to the market 

she serves, Pastor lives, works, walks and bikes in the 
neighborhood and has the full experience of witness-
ing first-hand what’s important to her community. She 
calls it ‘a sweet and intimate experience in a world that 
is increasingly impersonal.’

“I often go to sleep on Monday nights before our 
publication day with a sense of dread,” admits Pastor. 
“But the adrenalin-infused joy I feel on Tuesday mornings 
makes it all worth it. It’s such a privilege to put together 
a newspaper every week.”

Hallmarks Of Her Success

Asked what she advises for others who are working 
hard to distinguish themselves in the journalism universe, 
Pastor cites sincerity and curiosity. 

“The best advice I can give is to be sincere. Actually 
care about what you cover, really desire to learn about 
the world around you and to understand the people you 
write about. Not only will you have a much better time, 
so will your readers,” counsels Pastor.

Like any good editor, Pastor is working with Social 
Media to involve her audience and expand the local dia-
logue but it’s her hard-hitting nose for news that earned 
the respect of the contest judges and her boss. 

Judges from the Medill School of Journalism, 
Northwestern University, praised Pastor for delivering 
a solid, varied news report that plays much bigger than 
its size.  They pointed to her good sense of the stories 
that resonate with readers, from tackling large subjects 
with a local angle, to human features and good reads. 
They also gave a nod to her active online and social-
media presence.

Good examples of the kind of enterprise reporting 
Pastor has encouraged can be found on just about any of 
the The Riverdale Press front pages according to Associate 

Judges from the Medill School of 
Northwestern University elected 
to honor two additional editors in 
the Weekly Newspaper category. 
They also selected four journalists 
to recognize as Journalists of the 
Year.

Editor of The Year, Weekly 
Newspapers

 2nd Place: Frank Bucholtz, 
Langley Times, Black Press

3rd Place: Dan Koller, Park Cities 
People, People Newspapers

And, to the Journalists of the 
Year…

Pastor named top 
editor among weeklies

Publisher Hurwitz-Fishlin. On June 9, for instance, they 
led with an exclusive, ‘Ex-cop’s DWI raises ticket-fixing 
suspicions’, which scooped the New York dailies. Pastor’s 
ongoing coverage has documented a city-wide scandal 
with a particular impact on their area and they continue 
to be out in front of the coverage of far larger and better-
funded news organizations.

Pastor writes a weekly editorial and is as likely to reflect 
on aspects of the quality of life in one small corner of 
our community as she is on world issues. “But she is 
certain to explain why her subject is important to every 
Riverdalian,” says Hurwitz-Fishlin.  

Other editors & journalists also recognized Among Daily Newspapers
1st Place: Keith Eddings, The Eagle 

Tribune, Community Newspaper 
Holdings Inc.

2nd Place: Stephanie Innes, 
Arizona Daily Star, Lee Enterprises 
Inc.

Among Weekly Newspaers
1st Place: Brian McMillan, Palm 

Coast Observer, The Observer 
Group

2nd Place: Rebecca Hyman, 
Bridgewater Independent, GateHouse 
Media New England
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CELEBRATING Local
Journalism

Fierce competition doesn’t even begin to describe 
the level of entries in the Local Media Association 
2011 Editorial Contest. Results were announced 
last month after judges from the Medill School at 
Northwestern University spent countless hours poring 
over the volume of entries in this contest which 
awarded accomplishment in more than three dozen 
categories.

A full list of winners can be found on LMA’s website at 
www.localmedia.org. Editors and Journalists of the Year 
will be honored at the Fall Conference in Atlanta, GA. All 
other awards will be mailed to the winning newspaper’s 
publisher. 

LMA salutes all of its winners for the fine journalism 
being produced in local communities far and wide. 
Congratulations!

Top Company Winners

Journal Register Company/Digital First Media led all 
companies with an astounding 87 awards! Metroland 
Media Group followed with 85 awards, Black Press with 52 
awards, Lee Enterprises, Inc. with 31 awards and ThisWeek 

Community Newspapers with 26 awards.

Top Weekly Newspapers 

Howard County Times•	  (Patuxent Publishing Company) 
- 11 Awards 
Philadelphia Gay News•	  (MASCO Communications) 
- 10 Awards 
The Riverdale Press•	  (Richner Communications Inc.) 
- 10 Awards 
Lake Country Reporter•	  (Journal Community Publishing 
Group) - 9 Awards 
Sarasota Observer•	  (The Observer Group) - 8 Awards 
The Gazette•	  (Community Newspaper Group of Post-
Newsweek Media) - 8 Awards 
The Litchfield County Times•	  (Journal Register Company/
Digital First Media) - 8 Awards 
The Enterprise•	  (Community Newspaper Group of 
Post-Newsweek Media) - 7 Awards 

Top Daily Newspapers 

North County Times•	  (Lee Enterprises Inc.) - 18 Awards 

Southeast Missourian•	  (Rust Communications) - 16 
Awards 
Antelope Valley Press•	  (Antelope Valley Newspapers 
Inc.) - 15 Awards 
New Haven Register•	  (Journal Register Company/Digital 
First Media) - 15 Awards 
The Saratogian•	  (Journal Register Company/Digital 
First Media) - 12 Awards 
StarNews•	  (Halifax Media) - 10 Awards 
The Herald Bulletin•	  (Community Newspaper Holdings 
Inc.) - 8 Awards 
Sioux City Journal•	  (Lee Enterprises Inc.) - 7 Awards 
The Times Herald•	  (Journal Register Company/Digital 
First Media) - 7 Awards 

View the Complete List of Winners on 
LMA’s website:

 www.localmedia.org/Contests/Editorial.aspx 

Local Media Association would like to offer special 
thanks to Newspaper Toolbox for hosting the online 
contest entry platform.

Since we’ve changed our name to Local 
Media Association, it’s been a very positive 
experience for the association.  We know 
the name change brings with it the open-
ing of new doors and opportunities.  For 
instance, the 2012 Innovation Mission has 
some amazing tour stops including Google 
and AT&T Interactive which arguably may 
have been harder to confirm as Suburban 
Newspapers of America.  

However, there has been some visible 
“head scratching” to me in e-mails from 
our members about the three acronyms 

TANYA HENDERSON

Advertising & Membership
Relations Director

LMA, LMIA and IMA – you got that?
we use that are all very close in nature.  I 
thought I would take time in my column 
this month to update everyone on the 
differences in these names.  Here is a short 
glossary:

LMA (Local Media 
Association) 

This is the association’s new name, 
changed from Suburban Newspapers of 
America in January 2012.  The association’s 
top priority remains newspaper companies 
and their digital entities.  Our mission is to 
lead our members to “innovate. educate. 
inspire” by presenting new industry pro-
gramming and learning for the continued 
advancement and transformation into full 
fledged media companies.

LMIA (Local Media Innovation 
Alliance) 

This is a separate paid membership/
subscription that was developed by the 
Local Media Association Foundation 

in 2011 as the next step in Innovation 
learning.  The purpose of the Alliance 
is to put innovation of the fast track by 
identifying and exhaustively research-
ing current and emerging practices 
that are believed to be sustainable and 
well worth considering for local media 
companies. 

The LMIA provides monthly reports on 
these practices which include an executive 
summary, case studies and key takeaways.  
In many cases the reports also outline 
and profile the vendors which relate to 
the initiative being reviewed.

The subjects of each of these monthly 
reports, along with the report author, are 
featured in related webinars for LMIA 
members. These webinars are excellent 
tools to help expand on the lessons con-
tained in the report and to enable real 
time dialogue and Q&A on the various 
topics. 

Report topics to date have included 
The Local Digital Ad Agency, Daily Deals, 
Mobile Strategies and Using Free Open 
Source Software.

The monthly reports and webinars are 
included in the membership fee.  For more 
information regarding LMIA – please visit 
the “Foundation” tab on our web site at 
www.localmedia.org.

IMA (Interactive Media 
Alliance) 

This popular fee-based alliance has 
been in place for several years and allows 
companies to benefit from additional 
webinars on a number of subjects specifi-
cally relating to online and digital program-
ming.  Companies can have up to 5 people 
join this alliance for only $229 and take 
advantage of monthly webinars in addi-
tion to the free member webinars.  This 
pricing equates to only $19 a webinar or 
less than $4 per person!  More information 
can be found on our web site under the 
“About Us” tab.

Tanya Henderson is the Advertising & 
Membership Relations Director and can 
be reached at 804.262.3341 or by email at 
Tanya.Henderson@LocalMedia.org

Editorial Contest winners saluted
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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.

The FoLLowing Courses  
wiLL be AvAiLAbLe  

nexT MonTh:

Advanced online Certification is 
designed for media sales reps who 
have been actively selling online 
advertising for some time and are 
looking to advance their skills.

Media sales Manager Certification 
is for those who are competent in 
the topics covered in the basic and 
advanced courses and are ready to 
lead other sales representatives.

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

Local
Journalism
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FLETCHER NAMED PRESIDENT OF SOUND PUBLISHING

Gloria Fletcher has been named President of Sound Publishing, based 
in Paulsbo and Bellevue, Wash. Fletcher’s 
appointment was announced by Rick 
O’Connor, Chief Operating Officer of Black 
Press of Victoria, B.C., Sound Publishing’s 
parent company, and company owner David 
Black. 

Fletcher comes to Sound from Gatehouse 
Media, where she was Regional Vice President 
responsible for 85 publications spread 
over 13 states based in Joplin, Mo. Prior to 
GateHouse, she was Division Vice President 
for Community Newspaper Holdings Inc. 
from 2000 to 2007, responsible for their 
Oklahoma group. She also worked for 
American Publishing Company from 1988 
to 1999, after beginning her career working for a small daily in Woodward, 
Okla., in 1985. 

She is an honors graduate of the University of Oklahoma and serves on 
the board of directors of the Local Media Association (formerly Suburban 
Newspapers of America). Gloria is married with two sons, ages 14 and 17, 
and she and her family are excited about the move to Seattle and the Pacific 
Northwest. 

Sound Publishing, Inc., owns and operates 38 community newspapers 
and 14 Little Nickel publications in the greater Puget Sound area. In fall of 
2011, Sound Publishing added the Peninsula Daily News (Port Angeles), 
Sequim Gazette and Forks Forum to their community newspaper holdings. 
Collectively, Sound Publishing has circulation of 773,126. 

MONICO HEADS GATEHOUSE COMMUNITY NEwSPAPERS

Nick Monico, Vice President of Community 
Publishing, has been tapped to oversee all 
community newspapers within GateHouse 
Media Inc., headquartered in Fairport, N.Y. 
GateHouse Media currently serves local 
audiences of approximately 10 million per 
week across 21 states through hundreds of 
community publications and local web-
sites. 

Monico brought an impressive back-
ground and collaborative style when he 
joined GateHouse in 2010. He has enjoyed 
much success managing newspaper groups 
of various sizes and competitive circum-
stances. 

“Nick is an extremely talented media executive who will do a phenomenal 
job leading our community division. He inherits a great team of field lead-
ers so we are well positioned for a very successful year.” says Kirk Davis, 
GateHouse President and COO. 

MORONEY NAMED NAA CHAIR; 
BARRETT BECOMES OFFICER

James M. Moroney III, publisher and 
chief executive officer of The Dallas 
Morning News, has been elected to serve 
as the Newspaper Association of America’s 
next chairman. The gavel was passed to 
Moroney by last year’s chairman, Michael 
E. Reed, CEO of GateHouse Media Inc., 
during NAA mediaXchange 2012 last 
month. Reed will continue to serve on 
the NAA Board of Directors as immediate 
past chairman. 

Additionally, Donna Barrett, president and 
CEO, Community Newspaper Holdings Inc., 
has been elected NAA treasurer.

Member News:

LMA MEMBER BREAKS PAGE COUNT RECORD

The Landmark, a paid circulation weekly newspaper serving five towns north of 
Worcester, Massachusetts published its largest issue ever early last month,

Founded in 1976, the April 5 edition of The Landmark was a record 160 pages. The 
issue included a 32-page “Hey Kids” section focused on family activities in the area 
for the spring and summer. The Landmark’s front-page story detailed a local catholic 
college’s decision to rescind an invite to the wife of Senator Ted Kennedy to speak at 
graduation.

“We hear a lot about the supposed struggles of newspapers these days, and I 
couldn’t be more proud of our staff here as they once again have proved the claims 
to be overblown,” said Publisher Gareth Charter. “This issue of The Landmark is not 
only the largest ever in terms of pages, but it carries advertising from over 360 local 
businesses. The advertising revenue surpassed our previous high for a single issue 
by 20 percent!”

The paper carried a special offer to subscribe that included free access to all archives 
and news on the paper’s companion website.

“Truly local newspapers and websites, that are trusted local brands, have an incred-
ibly bright future in our opinion,” added Charter. “Our staff lives, works, and plays 
here and we care about these communities. The Landmark matters here, and local 
businesses have shown that to be true this week in record numbers.”

In addition to The Landmark, the Holden Landmark Corporation publishes Worcester 
Mag, the Leominster Champion, The Millbury-Sutton Chronicle and baystateparent 
magazine, all in print and digital forms.

LEE NEwSPAPERS ROLL OUT UPDATED 
AND ENHANCED APPS FOR SMARTPHONES

Lee Enterprises has deployed a major upgrade of its apps for iPhone and Android 
smartphones in all 52 of its newspaper markets, improving mobile delivery of local 
news, information and advertising throughout the day. 

Greg Schermer, Lee vice president for interactive media, said the advanced apps 
include an improved user interface, expanded content and new advertising oppor-
tunities. 

“We’ve added features our readers have been asking for -- detailed weather forecasts, 
classified advertising, and obituaries,” he said. “We’ve also added the ability for users 
to access our deeply discounted deals of the day via a ‘deals’ tab.” 

Mary Junck, chairman and chief executive officer, said mobile audience and revenue 
growth are among Lee’s top priorities. 

ACN SELLS NORTHERN VIRGINIA NEwSPAPERS

American Community Newspapers has sold the company’s Northern Virginia divi-
sion to HPR Hemlock LLC.  The division’s weekly newspapers include Leesburg Today, 
Ashburn Today, the Arlington Sun Gazette and the Great Falls, McLean, Oakton and 
Vienna Sun Gazette. Specialty publications include the quarterly Loudoun Magazine, 
and monthly Loudoun Business and Middleburg Life magazines.  This suite of publica-
tions has a combined circulation of more than 191,000.

Dirks, Van Essen & Murray represented American Community Newspapers in the 
transaction.  

HPR Hemlock, based in Fort Worth, Texas, was formed to make media acquisitions, 
particularly newspapers and their websites and mobile products.  The company’s 
philosophy centers on finding strong news providers with local and regional readers 
and advertisers and management experienced in their local markets.  Growth markets 
and community journalism are primary to the company’s acquisition strategy.

“These community weekly newspapers and their targeted specialty publications 
have been serving Northern Virginia for a long, long time and HPR Hemlock will be 
relying on the people who have built these businesses to continue to run them as if 
they own them,” said Richard L. Connor, a longtime media executive, who is helping 
with the transition following the acquisition.

GATEHOUSE JOINS OTHER MEDIA COMPANIES IN FIND N SAVE

GateHouse Media joined three other major media companies in backing Find n 
Save, a full-service, local online shopping platform designed and deployed to provide 
a standardized marketplace for national advertisers and an engaging shopping experi-
ence for consumers.

Find n Save, launched in November, has 125 affiliate markets. Other companies 
investing in Find n Save include Community Newspaper Holdings Inc., Lee Enterprises 
and The E.W. Scripps Company.

Gloria Fletcher

Nick Monico

Donna Barrett
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The supplier that will
increase your sales every week!

www.newspapertoolbox.com
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Want ideas that are
easy to sell?

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:

There are three things I want to mention 
this month. Here goes!

#1. Classified Avenue: 

Classified Avenue has been slowing down 
the last few weeks. Most of this is based on 
slow response, which is typical this time 
of year.  

We are also concerned that with the SNA 
to LMA name change and subsequent email 
changes, that many people are not getting 
the ads. If you normally run the Classified 
Avenue ads, and are not receiving them, 
please call our Headquarters office at 888-
486-2466 so we can figure out a way to get 
them to you every week. 

When you received the insertion orders, 
please be aware of the notes above some of 
the ads. There are some ads that look the 

same, and have been running forever, but 
may have a phone number change, or an 
investment amount change.  

#2.  2x2 

The 2x2 network has been doing pretty 
well this year so far.  We have 2-4 ads run-
ning per week. If you are not a part of 
the 2x2 network, and are interested in 
joining, please let us know! Some papers 
are receiving thousands of dollars each 
year from the 2x2 network.

#3. ClassifiedAvenue.net

By the time you are reading this, clas-
sifiedavenue.net should be out of the beta 
mode and into launch mode!  This is very 
exciting as we have been working on this 
for quite some time.   This is a fantastic 
opportunity for you to upload your clas-
sified ads to get your readers national 
exposure! A win/win! 

Keep your eyes open for details about 
this national roll out and for an informa-
tional webinar coming soon! 

As always, I’m a phone call or click away. 
If you have any questions about any of 
our networks, please don’t hesitate to 
contact me.Deanna.lewis@localmedia.
org or 888-486-2466. Thanks!

The West Coast Innovation Mission, with stops in Vancouver, Seattle and San Jose/
Silicon Valley, runs from May 20 to May 25 and LMA members should be on the lookout 
for live coverage from this important study tour. A new element to this year’s mission 
is a digital immersion which will encourage mission participants to share impressions, 
lessons and other tidbits via Twitter.

Beginning May 21, LMA members can follow the daily reports on the LMA website 
as well as the attendee tweets at #2012InnoMission. 

The study tour will cover a lot of ground over the course of the week. Participants 
will witness firsthand the practices and philosophies at work in the companies visited 
which include Google, Fisher Communications, AT&T Interactive and Black Press. 
The group will also have special meetings and direct interaction with representatives 
from The World Association of Newspapers, The McClatchy Group and Digital First 
Media. 

Stay tuned for a wealth of information coming your way.

The Corner of Innovation and LMA

Study 
tour 
later this 
month
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were driven from the leadership level which facilitated 
the tough culture changes that needed to be made. In 
the end, all who use the systems agree that they can do 
their jobs better than ever before. 

The key answer to your question though also needs 
to address the fact that much of this change isn’t about 
systems. The systems support needed changes, support 
needed functions in a media company. But ultimately, all 
media companies need to move to a digital first mindset 
and away from shift-ending deadlines. It is not an easy 
transformation, but what was inspiring for me in writing 
this report is the companies are actually able to put out 
more innovative journalism than before.

Your core area of expertise is in helping clients use 
social media for marketing purposes. Let’s talk 

about something that’s raging currently – Pinterest. 
This company is distinctive in many ways including 
being the first to achieve 10 million users in the shortest 
time. What is Pinterest and what is the place for it in a 
local media company’s strategy?

We really help businesses leverage online market-
ing – including social media, and yes, Pinterest is 

a very hot topic right now. Pinterest is a visual pinboard 
for collecting and sharing content online that is grow-
ing very rapidly. It’s popular because enables users to 
clip images of things they like. Bookmarking sites like 
Digg and Delicio.us have been popular for many years, 
but are text and article based. Pinterest emphasizes 
pictures over text, and allows users to “pin” images they 
like and share them with friends by “repinning” across 
the site or other networks. It’s incredibly viral and can 
become a significant referral engine to web sites for 
individuals or businesses that leverage it well. Currently 
the demographics skew heavily female, and those that 
use it use it a lot. 

As an individual, it’s a great way to collect visual images 
– clothing you like, home decorating ideas, photographs 
or artwork that you admire. As a business, it’s an excellent 
opportunity to create a visual catalog-like experience 
of your products. As a media company, it’s an excellent 
way to build readership and gain traffic, but you need to 
keep in mind what your audience is looking for on this 
channel. Think visual, think a heavily female audience. 
To see some good examples, visit Martha Stewart Living 
(http://pinterest.com/ms_living/) and Real Simple 
magazine (http://pinterest.com/realsimple/)

Facebook and Twitter are commonly used tools 
in newspaper companies. The evolution of how to 

use tools is what is changing. Can you share some best 
practices and tips for local media companies to make 
the most of these vehicles today and in the future?

My biggest advice to media companies on how to 
best utilize Facebook and Twitter is stop automating 

it. (I’d like to say my biggest advice to them is BE THERE, 
but that’s a given. Media companies simply must have 
a presence on both social networks). Many newspapers 
automate headline feeds to Twitter and Facebook, and 
the point is that these networks are not solely a broadcast 
medium. They are forums for two-way conversation, 
and to really develop engagement and readership you 
need to facilitate and participate in that two-way con-
versation. Some automation is of course fine, but only 
when coupled with some curation (Facebook insights 
can be a powerful tool to tell you who your audience 
is and what they are responding to – don’t assume it 
is the same as on your web site) and interaction. Both 
Facebook and Twitter users will respond very well if you 

interact with them.
My second piece of advice is the two networks 

are VERY different. How people communicate, the 
demographics of your user base, and what people 
will respond to are very different on both networks. 
Twitter users, for example, are heavy consumers of 
news and information (more than 1/3 of Twitter users 
produce some kind of content), and are influencers 
spreading their recommendations throughout the 
web. Facebook is a strong local play, and a great place 
to tell the story about the story to have it shared. 
When utilizing Facebook, sharing a few comments 
about the story to put it in the context of why your 
audience should read it will go a long way, and that 
can’t be automated. 

If these two networks are not in your top five traf-
fic drivers to your site, you are missing a tremendous 
opportunity.

The Facebook timeline is now rolled out for busi-
nesses. Should media companies be using this and 

what should they know about taking full advantage of 
this latest ‘improvement’ from Facebook?

All business pages on Facebook are now on the 
Timeline design framework, including media 

companies. This new design has been somewhat misun-
derstood because users are generally averse to change, 
however it has some powerful tools for brands to market 
themselves. Of course there is the large cover photo 
branding area, which should be used creatively to 
showcase your brand and your local market. But don’t 
miss the Timeline feature itself – you can now post 
milestones and events going back to the beginning of 
your company. When you were founded. Key dates in 
your company’s history. For many companies, media 
companies in particular, this allows you a powerful 
opportunity to tell the story about your company in 
a meaningful way. For media companies with a long 
history, this is a great opportunity. The new design also 
allows you to highlight certain stories on your page and 
make them larger and several other controls that were 
not previously available. I’d encourage companies to 
explore it further, and feel free to write me with any 
questions. 

Finally, put yourself in the shoes of a small 
local media company with limited financial 

and human resources. How can you best utilize social 
media to help grow traffic to your digital & mobile 
domains and heighten engaged dialogue with your 
audience?

If you don’t have the time or expertise to grow 
your readership, build your brand, and engage 

with your audience on social media, invest in finding 
someone to help you. Either in getting you set up and 
training you, in supporting your posts with audience 
growth strategies, or in outsourcing some of it. We do it 
for several media companies, or you may find someone 
locally. Just be sure that whoever is helping you has both 
significant experience in the space on all channels, and 
that you have a PLAN for what you will post and when, 
how you will handle negative posts, etc. But, what’s most 
important, is that you’re there. The other key thing to 
consider is what about your advertisers – who is helping 
them with their needs in this arena. It is possible for 
small local media companies to serve their advertisers 
and support them – if you have questions about this, 
just let me know, there’s enough there for an entirely 
new column! 

Recent LMIA reports now 
available for purchase:

April Report:
SoLoMo - Social. Local. Media.

March Report:
Mobile Strategies

February Report:
Using Open Source Software

Each report is $259 a la carte or 
purchase an annual subscription 

for $1750/year (single market 
media companies) or $3500/
year (multiple market media 

companies - unlimited subscrip-
tions and webinar seats.)

SOLOMO
Social. Local. Mobile.

Price: $25900

Release Date: April 20, 2012

Published by the Local Media Innovation Alliance 

Thank You to  
Our Sponsor:

Download 200,000+ brand logos in vector format for free
http://www.logoeps.com/

Mobile Strategies
Early Adopters Share Three Case Studies

Price: $25900

Release Date: March 30, 2012

Published by the Local Media Innovation Alliance 

Thank You to  
Our Sponsor:

Using Free Open Source Software
 Save Costs; Accelerate Innovation at Your Company

Price: $25900

Release Date: February 24, 2012

Published by the Local Media Innovation Alliance 

Thank You to  
Our Sponsor:
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More than just magazines, 
we’re your content partner.

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

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

relish  l  Easter

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

staple. 

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

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

(Continued on page 10)

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

  Chopped fresh cilantro, sour cream and salsa (optional)

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

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

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

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

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

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

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

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

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

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

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

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

fi ber, 972mg sodium

Recipes by Laraine Perri.

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

MENUFrittata with Chorizo Jalapeno Cheddar CornbreadMango and Blueberry Fruit Salad

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

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

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

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

This easy Easter brunch stars a 
savory frittata, spicy cornbread 
and lime-kissed fruit salad. relish C E L E B R A T I N G  A M E R I C A ’ S             L O V E  O F  F O O D                      MAR 2012

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

RELISH.COM

Low-Fat 
Yogurt 
Biscuits 
(page 16)

RELISHTHE RECIPEprojectT

Share your recipes. relish.com/recipeproject

The 
Breakfast 

Issue
BEST BRUNCH 

Daff odil Cake
CHEESE FOR

ST. PAT’S DAY

Cereal Treats

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

Acts of

Kindness

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

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

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

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

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

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

Quiet deeds by friends, neighbors and strangers

cover story
[                         ]

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

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

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

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

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

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

// BY TIM GHIANNI  

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

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

// C E L E B R A T I N G  T H E  A M E R I C A N  S P I R I T  //

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

VISIONS
of  DEMOCRACY

 A photographer’s three-decade 
 odyssey to depict America

facebook.com/
americanprofilemagazine

WE’RE ON
FACEBOOK!

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

American Profile – A weekly visit with the people, 
places and things that make America great.

better than before
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Spry Kitchen 
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The Best Diet for Your HeartA SUPER-SIMPLE REGIMEN FOCUSES ON WHAT YOU SHOULD EAT, NOT ON WHAT YOU 
SHOULDN’T. BY Karina Timmel

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

W ITH ALL THE CONFLICTING AND 
CONFUSING INFORMATION ABOUT 

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

Reader Patricia Zaid, post-heart attack.

spryJOIN US ON FACEBOOK! FACEBOOK.COM/SPRYLIVING

MARCH 2012

NEW Online 
Stories and 

Healthy Recipes 
EVERY DAY! 
Spryliving.com

ALL-DAY 
energy! 
What’s causing 
your fatigue—
and how to 
fi ght back

Doc talk: The new 
diabetes threat 
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Lose weight with 
this mind trick 
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Best blueberry 
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CHEF GORDON 
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Ace your colon 
cancer test 

Page 10Supermodel
Elle Macpherson’s 
Secrets To 
Staying Power 
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Spryliving.com
Share your recipes 

and win! Pg. 9

Spry – Inspiring healthy lives full of vitality, 
energy and confidence.


