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Connect. Learn. Discuss. Debate.  All hallmarks of the 
high impact LMA Fall Conference that convened last month 
in sun-drenched Atlanta, Georgia. With an agenda focused 
on growing revenue and capturing progressive opportuni-
ties, over 250 media professionals were invigorated by the 
spot on program that delivered on topics involving print & 
digital as well as numerous other aspects of today’s modern 
media company. 

From first time attendees to veterans, folks praised the level 
of energy, focus and the vital agenda. Chris Baker, Publisher 
of The Taos News (NM) was a first time attendee at any LMA 
event and commented that he found the program to be “10x 
better” than other industry conferences he’s attended in the 
past. “The networking here is fabulous,” said Baker as day 
three of the conference got underway. “LMA knows how to 
help us make things happen. I’ve found the whole structure 
geared to getting things done. And a real bonus is the one 
on one meetings with media buyers. I can’t underestimate 
the value we got out of this element. My group & I partici-

pated in over 15 meetings and this opportunity exceeded 
all expectations. Just fabulous.”

Shore Publishing Publisher Lisa Miksis said afterwards 
that “I’ve attended this conference annually and again, the 
LMA fall conference succeeded in inspiring and motivating 
me! The in person exchange of ideas with colleagues is a 
priceless experience and I would not miss it.” 

Audience targeting was a repeated theme and according 
to Miksis “It came up over and over again in session after 
session. From targeting a niche publication to a certain 
demographic to reaching a select audience online or via 
mobile, targeting is definitely the theme that will lead the 
innovation over the next year.”

Jan Wyatt, Dix Communications, Major Account Sales 
Manager, identified the one-on-one meetings as a real 
bonus. “Appointments with these folks are often hard to 
get and LMA has done me a huge favor by facilitating these 
meetings. As for the program, it’s been truly outstanding. I 
especially enjoyed the session on e-mail marketing. We’re 

“The conference was dynamic, starting 
with special pre-sessions with Google 
representative Matt Villacarte and Impact 
Engine’s Neil Greer. And the official first 
day kicked off by passionate Chattanooga 
Publisher Jason Taylor and Centro’s visionary 
leader Shawn Riegsecker was inspiring, 
provocative and rich with take-aways. 
Throughout, the ad buyers in attendance 
offered great advice to newspaper ad 
staffs. And the conference ended with a 
full crowd engaged in a best ideas session, 
led by the wry humor of Marc Wilson 
of TownNews. You could really feel the 
upbeat energy throughout the conference. 
Special credit to conference chair Jennifer 
Parker, who did a whale of job and also to 
AdMall for one of the best receptions ever 
at The Georgia Aquarium. Outstanding 
speakers. Outstanding information from 
exhibitors. Outstanding events. A really great 
conference.”

 – Jon Rust, Co-President, Rust 
Communications

Outstanding Program, VIP Media Buyers, 
R&D Partners Energized Atlanta Gathering

Fall Conference Delivered on Many Levels 

Jan Wyatt Chris Baker

not currently active in this arena but I will definitely be 
exploring it when I get back home.”

Throughout this issue are several recaps from various 
conference presentations. A report on the Google micro-
survey program is found on page 3; see page 9 for key 
takeaways from the E-mail marketing panel; Nancy Lane’s 
column on page 5 is chock full of conference highlights. 

Plus, most conference presentations are now accessible 
on LMA’s website. All LMA members are invited to check 
them out and watch their inbox for related webinars in 
the coming weeks. If you missed the live “Conference 
Highlights” webinar on September 25, you can replay it 
from the archive recordings found at www.localmedia.
org.

Last Call for Important 
November Opportunities! 
All events held in Chicago 
at Sheraton O’Hare Hotel

Digital Agency Summit – 
November 9 
Deals & Promotions – 
November 8 
See details on page 6

Classified 
Multimedia 
Conference 
November 7-9 
See details page 7PromotionsPromotions Agency 

One-Day 
Summit 

November 8, 2012 - Chicago  
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Tell me about your employment 
background please – how you 

got into the business, route to current 
position, that sort of thing. 

I started in the business really on a 
fluke.  I had moved to a new com-

munity and found I was expecting a child.  
I was only looking for a job, something 
to get me out of the house, meet new 
people, etc.  I answered a classified ad for 
a receptionist at a “start up” Shopper.  The 
ad stated they were looking for someone 
to answer phones and wait on customers.  
I thought this would be a good temporary 
job while I was expecting a baby with 
no plans to return. I was upfront with 
them and informed them of my plans 
but they hired me anyway.

Within two months, two different 
managers had failed, salespeople 
didn’t last and I found myself trying 
to keep the place running.  The next 
thing I knew I was selling, designing, 
delivering the product AND answering 
phones.  Multi-tasking and working 
through chaos became my specialty. 
After the birth of my son I was home 
with him awhile when I realized I had 
enjoyed the crazy job and missed all 
the excitement that came with putting 
out a weekly shopper.  Management 
really wanted me to come back and 
after some consideration, I did and 
never looked back.  A year later a move 
brought me to DeKalb and the oppor-
tunity to work for the Daily Chronicle 
where my career in the daily newspaper 

business really began.  
After six-years in sales at the Daily 

Chronicle I was named Sales Manager 
and held that position for five years.  I 
moved to southern Indiana and became 
Sales Manager for the Vincennes Sun-
Commercial in Vincennes, Indiana and 
was named Advertising & Marketing 
Director shortly after.  Seven years later 
a move back to the Midwest brought me 
to Shaw Media where I’ve held several 
positions at different Shaw locations from 
Advertising Sales Manager, Corporate 
Sales Director, General Manager and 
currently Advertising and Marketing 
Director.  Ironically where I started my 
career with a daily newspaper is where 
I am today, back in DeKalb, IL 28 years 
later.

Please give me a sense of your 
leadership style and the key 

ingredients that you think work in 
your favor.

My style is definitely that of a 
coach/cheerleader/mentor.  I 

continuously strive to invest time in 
understanding my team members.  What 
challenges they are facing both profes-
sionally and personally?  What motivates 
them, what gives them satisfaction in 
their life and job? I want to know how I 
can help them achieve their goals and 
succeed in work and in life.  

My team and I have a mutual respect 
for one another and that is a recipe for 
success.

What are some of the things that you like most about 
operating in your position? Feel free to share any 

amusing anecdotes from your career – any experience 
that perhaps solidified in your mind that you found the 
right career slot for yourself.

The autonomy to run my department!  While we as 
a company have standard policies and procedures I 

have the ability to frame my own department.  My publisher 
trusts my decisions and has confidence in my abilities to 
ensure that the company’s best interests are being met at 
all times. 

I think in this business, the old adage “I have ink in my 
blood” still stands.  When you can’t imagine doing anything 
else, you know you’ve made the right career decision.

I understand you’ve reversed declining revenue and 
are now producing increases in both print and digital. 

The secrets to your success please? How do you incubate 
new ideas? Practice innovation, especially considering 
the dizzying speed of technological change?   

Here’s my philosophy on this…when times were 
good, let’s face it; we had it pretty easy in the sales 

arena.  What we as an industry failed to do was plan for 
a catastrophic event or economic downturn.  As things 
got bad we could always say, ”it’s bad out there, nobody’s 
spending any money” or “it’s the economy”.  Year over year 
revenue continued declining and nothing was really being 
done to address a way to stop it or even slow it down.  I 
believe one of our industry’s biggest failures was forget-
ting the little guy, the mom and pops that really were the 
mainstay of our business long before the big box world 
took over.  We were relying on the big spenders and had 
priced the little guy out. And then we stared losing the big 
dollars, but our main focus was still to find big dollars to 
replace them.  Unfortunately the big dollars just were not 
in abundance.  This was not just indicative of DeKalb it was 
everywhere.  We as leaders did not have our sales teams 
prepared and took too long to react to what was happening 
around us.  A new sales culture was needed turn around 
declining revenues. 

In DeKalb we went back to Advertising 101.  We needed 
to grow active accounts, in doing that we had to go back 
to the mom and pop’s that had stopped advertising for 
whatever reason, did a needs analysis to find out how and 
which of our products could help them, determine how 
much money they could afford and put together a plan just 
for them.  This takes time and sometimes does not bring 
in a lot of money, but when all territories are doing this, 
those small dollars can start adding up.  In today’s sales 
environment it sometimes takes ten advertisers to make 
up what we lost from just one.

Next we needed to become a little more innovative with 
our sales strategy, the market was slow to grasp onto the 
digital opportunities and while the staff understood the 
constant change in the digital environment the struggle was 
getting our advertisers to try it.  Our success in digital growth 
was a collaborative partnership with the Blinder Group; I feel 
very strongly that the educational sales approach worked 
well in our market to give our digital offering’s credibility 
and my team and I greatly appreciate that our company 
was willing to invest in the expense to bring them in. 

The overall effect has been positive on the revenue side 
for both the company and the salespeople.   The team 
recognizes the importance of continually cultivating new 
customers as well as new ideas and solutions.   I frequently 
put the onus on the team to generate a new product or idea 
based on their customers/territories needs.  

Keeping up on today’s changing technology is challeng-
ing and it is up to all of us keep our eyes and ears open to 
new opportunities.

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 

Gareth Charter | Holden Landmark Corporation

First Vice Chair / SNI Treasurer 
Gloria Fletcher | Sound Publishing, Inc.

Second Vice Chairman 
Clifford Richner | Richner Communication, Inc.

Treasurer 
Gordon Borrell | Borrell Associates

Secretary
Suzanne Schlicht | The World Company

Immediate Past LMA Chairman/ 
Current SNI Chairman 

Jon K. Rust | Rust Communications

Directors: 
Roy Biondi | This Week Community Newspapers

Henry Bird | Community Newspaper Holdings, Inc.
Robert Brown | Swift Communications

Matt Coen | Second Street, Inc.
Brandon Erlacher | The Elkhart Truth

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

Jennifer Parker | CrossRoadsNews, Inc.
Mark Poss | Red Wing Publishing

Kim Wilson | The South Bend Tribune

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

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 & IT Director
Clara Cherry

Communications Manager
Emily Challender

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...

Pletsch, Page 12

Karen 
Pletsch
Advertising &
Marketing
Director

Shaw Media
in DeKalb, IL

Karen Pletsch, Advertising & Marketing Director for Shaw Media in DeKalb, IL was 
recently chosen as LMA’s Advertising Director of the Year. There are several hallmarks 
to her leadership and accomplishments that led to this honor but most notably is her 
ability to rack up revenue gains in 2011 and so far in 2012.  Local Media Today edi-
tor Deb Shaw caught up with Karen to get a sense of her management style and the 
secrets to her success.
 
Contact Karen at 815-756-4841 ext. 217 • kpletsch@shawmedia.com

Growing revenue the 
old fashioned way
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Some people who run for exercise look very 
natural doing so, and seem to truly enjoy it. 
They glide and appear to be covering a lot 
of ground with little effort. Others look like 
they’re running as a means to get in shape 
for something else. Lumbering, not wispy. 
I’m one of those. 

Sometimes if the tunes are particularly 
good and the sun is shining I can fool myself 
into thinking I’ve graduated to the other class, 
even if it’s for just a mile. But as I caught a 
glimpse of myself in the reflective glass of a 
building the other day I found myself quickly 
thinking of our industry. We newspaper folk 
are lumbering joggers. And we should be 
proud of that.

If you’ll indulge me just a bit longer on this 
metaphor, I’ll end it by saying that the social 
media tools, deal sites, and technology-driven 
advances of the recent years are the sleek 
sprinters in the expensive apparel. We turn 
heather grey t-shirts black.

The effort to innovate has not been easy. 
It’s been a struggle for all of us. We’ve faced 
once-in-a-lifetime breakthroughs in how 
news and information is shared and done 
so with the accompanying headwind of 
a historic recession. But we’re here. We’re 
reporting important news in our communi-
ties, telling stories that need to be told, giving 
songs to unsung heroes. And we’re helping 
small businesses market themselves in these 
new times too.

I think our challenge today has actu-

ally evolved from this. The newspaper 
industry has gotten the message. We are 
not the passenger trains of the 20th cen-
tury. Nowhere is the pace and training for 
innovation in our industry more evident 
than at a Local Media Association event. 
Our recent fall conference gave full display 
of this around every corner of the Sheraton 
Atlanta. In the coming months we will 

gather (in person and virtually) to better 
dissect and develop our skills in offering 
deals, digital agency services, and design 
for tablets.

We should look in the reflective glass for 
a moment and give ourselves credit for that 
sweat. I’m not saying stop - we can do it 
while still running. But we should take on 
the next mile with more confidence. Print 
is beginning to get its overdue second life. 
Its broad advantages are again getting some 
credit as so many sleek sprinters show they 
can’t handle the long run. 

We need to stop chasing each new entry 
and focus on our game. The sweat of com-
munity involvement, real reporting, real 
client relationships, and yes – real innova-
tion, adds up to an effort that other media 
can’t match. 

So let’s pick our heads and shoulders up, 
lean forward, and crank up the iPod. We’ve 
got this. 

Gareth Charter is Publisher of Holden 
Landmark Corporation in Worcester, Mass. 
and Chairman of Local Media Association 
Board of Directors. Reach him at gcharter@
holdenlandmark.com.

GARETH CHARTER

Chairman
LMA Board of Directors

Crank
up the
iPod….
We’ve got this!

We need to stop chasing 
each new entry and focus on our 
game. The sweat of community 
involvement, real reporting, real 
client relationships, and yes – real 
innovation, adds up to an effort that 
other media can’t match.

by Deb Shaw

 At last month’s LMA Fall Conference, Google’s Matt Villacarte, Publisher Development 
Manager for Google Consumer Surveys, attracted a large crowd interested to learn more 
about this new partnership opportunity involving local publishers. Launched a scant 6 
months ago, Google is looking to connect publishers and market research companies with 
this survey tool on publisher websites.

The basic idea is that partner publishers insert a micro-survey into the body of premium 
content and in exchange for a completed response, they earn revenue from Google.

Some highlights of the Google Consumer Survey Program:
Short one or two question surveys appear on newspaper websites, at a break in premium •	
content (an inline prompt) or anchored on top of a page such as an image gallery. 
Readers can choose to proceed to rest of story or to view the gallery by answering a •	
short survey, one or two questions, or taking an alternate publisher-chosen course of 
action.
Every time a user completes the survey, the publisher earns revenue at the rate of .05 •	
cents per survey.
Google is seeking producers of unique content to partner with on this program and accord-•	
ing to Matt “local news is exclusive” so there’s a real advantage for community publishers 
(a.k.a. LMA members) to get to the top of the list for partnership exploration.
Only age, gender and geography of user is tracked.•	
Some LMA members are already participating including Shaw Suburban Media. A live •	
example was demonstrated at Shaw’s Newton Daily News. www.newtondailynews.com. 
Visit and access the top story to see an example of a survey.
More on this opportunity can be found at Google’s Consumer Survey home page at •	
https://google.com/insights/consumersurveys/home

Contact:
Matt Villacarte, Publisher Development Manager
matthewv@google.com
(650) 214-1162

FROM THE LMA FALL CONFERENCE

LMA President Nancy Lane introducing Matt Villacarte at last month's conference. 
Lane and others who participated in the 2012 Innovation Mission first met Villacarte 
and other 'Googlers' when they spent a day there in late May.

Publisher Opportunity:  
Monetizing the 
Micro-survey
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Takeaway No. 4 — 
New Content Strategies

Videos! Videos! Videos! They have made 
producing videos one of their largest goals 
for 2012 and aim to produce 18 videos per 
week using existing reporters and photog-
raphers and their smart phones. It has been 
a challenge that the newsroom has eagerly 
taken on, and it’s been extremely rewarding 
for their young journalists and their readers 
reports Boyer.

They’re also reporting in real time, as news 
happens, at SteamboatToday.com. They send 
out an initial “tweet” or post to Facebook as 
soon as they get word of a breaking news 
item, and then follow up with the details as 
the story develops.

Takeaway No.5 — 
Creative Combinations

In 2011, the Steamboat Pilot & Today 
began offering incentives to businesses to 
advertise in print and online. In addition to 
those discount programs, they sold a “Press 
Pass” in January. For $595, the advertiser 
could purchase a Press Pass, entitling them 
to 80 inches of display newspaper advertis-
ing, discounts on other print products and 
discounts on digital products.

This initiative brought in $65,000 in January 
revenue and SALES LEADS for the rest of 
the year.

2011 also saw the start of their “Be Social” 
package, or social media management. The 
‘Be Social’ package includes an enhanced 
listing on ExploreSteamboat.com, their online 
business directory and visitor information 
website. It also includes regular posts on 
Facebook and Twitter. There are several 
add-on options for advertisers, including 
blogs, videos, email marketing and reputa-
tion management.

Takeaway No. 6 — 
Create New Business

The Steamboat Pilot & Today launched Hot 
Steamboat Deals on Sept. 15, 2011. In the six 
weeks leading up to the launch, they focused 
on securing deals, building the email data-
base, building 
excitement in 
the commu-
nity, and find-
ing the right 
person to lead 
the charge. 
Since its debut 
just eight months ago, Hot Steamboat Deals 
has brought in more than $100,000 in net 
revenue.

In an effort to continue growing the email 
database and offer new products to custom-
ers, they launched a “Mom & Me” online 
photo contest in April. The contest brought 
in 102 photos, 1,254 votes and 442 email 
addresses. 

Contact Info
Meg Boyer
Steamboat Pilot & Today
970-871-4218
mboyer@steamboattoday.com

Last year’s North American Innovation 
Mission, sponsored by the Local Media 
Association Foundation, took participants 
to numerous stops over the course of the 
intense one-week study tour and afterwards, 
LMA made a comprehensive report avail-
able.  Suzanne Schlicht, COO of The World 
Company, was one of the I.M. participants 
and shared the numerous lessons and follow 
up report with colleagues throughout her 
company including the team at The Steamboat 
Pilot & Today, the oldest business in beautiful 
Steamboat Springs, Colorado, They wasted 
no time in taking action on each of the key 
takeaways from the 2011 Innovation Mission 
report and made accomplishing them in ways 
suitable for their market a top priority.  

As Ad Director Meg Boyer puts it, “The 
first Pilot came off the presses in 1886, and 
we haven’t stopped innovating since!” She 
and her team have worked hard to turn the 
lessons from that report into reality and their 
efforts are paying off in many ways including 
being named “Best Innovators” in the 2012 
LMA Advertising & Promotions Contest.  It’s 
also paying off in revenue – through mid-
2012, overall advertising revenue is up over 
last year by almost 4%.

What they are doing with the valuable 
lessons from the 2011 InnoMission Report is 
impressive and Meg and the team from this 
11,000 daily newspaper exemplify commu-
nity newspapering at its best. LMA is proud 
to salute them and share some of their key 
initiatives.

KEY INNOVATION 
MISSION TAKEAWAYS

Takeaway No. 1 — 
Intense ongoing training

The goal: Visit with 600 underperforming 
and non-advertisers in just six months. Legacy 

print reps were required to take their digital 
specialist with them on each sales call, and 
they were to lead with digital products first. 
“This was a great way to get our print advertis-
ing consultants 
up to speed and 
comfortable 
selling digital 
products,” says 
Boyer.

They hung up 
a countdown so 
that everyone 
always knew 
where the team was relative to goal.  On 
the front of each countdown sheet was a 
number, and on the back was a form to be 
filled out after each meeting. Brilliant! The 
form included who was in the meeting, when 
and where it took place, what feedback the 
advertising consultants received from the 
possible advertiser as well as whether a con-
tract was signed as a result of the meeting.

TIP FROM MEG BOYER: I would strongly 
encourage any newspaper to give an initiative 
like 600 in 6 a shot. It takes a lot of effort to 
keep it going, but we gathered critical infor-
mation, kept the staff motivated, and used 
it as a cross-training opportunity. Regularly 
report the results of the initiative to your sales 
team. Let them know who has seen the most 
clients and who has signed the most contracts 
as a result. Salespeople are competitive, and 
it will keep everyone moving forward.

Takeaway No. 2 — 
Legacy reps can sell digital

Capitalizing on the 600 in 6 months multi-
media sales effort and training, they revised 
commission structures to put the emphasis 
on digital.

Now the digital specialist gets paid com-
mission on overall digital revenue, regardless 
of who makes the sale. Legacy reps earn 

increased commission on all sales (including 
print) for making their digital goals. They also 
held a half-day retreat where each digital sales 
rep made presentations on their products. 

It’s working. In January 2011, 100 percent of 
banner advertising and online directory sales 
were sold by a digital sales rep. In January 
2012, 50 percent of digital sales were made 
by legacy print reps.

Takeaway No. 3 — 
Community Contributions

On the first Wednesday of each month, the 
newsroom and offices open to the public as 
part of their “Coffee & a Newspaper” events. 
Community members are encouraged to 
bring their thoughts, concerns and story 
ideas. “We’ve had a great response, espe-
cially when we tie hot topics to the events,” 
reports Boyer.

They also publish community contribu-
tions through their Share Steamboat Today 
feature. Readers submit more than 200 photos 
per month via Facebook or share@steamboat-
today.com. The paper posts the photos on 
their website, on social media, and in the 
pages of the newspaper through their Share 
Steamboat Today feature. 

A half-page, full-color promotion runs 
every day as a way to inform the community 
about these programs and to share some of 
the amazing photos they receive. 

Social media has also proven to be a very 
powerful tool  for them – they’ve already 
accomplished more than 4,000 fans on 
Facebook and 1,300 followers on Twitter. 
They recently joined Pinterest and have 
enjoyed a lot of initial interest. Find them 
on Pinterest at http://www.pinterest.com/
explorestmbt. “It is especially critical that 
we tie all of our online pieces together, 
so we try to constantly link from our dif-
ferent sites and social media accounts,” 
says Boyer.

The Innovation Mission in action!

John F. Russell; Steamboat Today photographer.

The Steamboat Today advertising staff gathers around the counter in the 
ad department for their twice-a-week “success meeting,” where staff 

members share their biggest success of the day. From left, Cynthia Tyler, 
Matt Roberts, Karen Gilchrist, Kelsey Martin, Kathy Wichelhaus, Scott 
Stanford, Meg Boyer, Emma Scherer, Heather Biewick, Dan Tullos and 

Deb Proper. Not pictured: Katie West
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Wow – what a conference; one of our 
best ever for sure! Below represents my 
top takeaways, ideas and thoughts – in 
no particular order:

From Jason Taylor’s event marketing •	
keynote: “Create something out of 
nothing.” He is closing in on $3 mil-
lion/year by doing this. New event 
ideas that require little risk included: 
city-wide garage sale with a brand & 
logo; sell your own After Hours event 
instead of the Chamber of Commerce; 
broadcast live medical surgeries with 
sponsorships from the hospital; movie 
premiers/partner with local theatre & 
sell sponsorship. 
From Centro’s Shawn Riegsecker - 2017 •	
media landscape presentation: “What 
if digital advertising as it’s currently 
practiced, is actually the last stage of 
the old cycle rather than the beginning 
of the new cycle?”  Shawn also told the 
audience that 24/7 video news channels 
represent a huge opportunity for local 
media companies. 
Email marketing session – from Rich •	
Whippen/WSPN: “Best time to send an 
email campaign is Tuesday morning.” 
WSPN has realized $350,000 in incre-
mental revenue from email marketing. 
Check out www.mediaprowler.com to 
learn more including opportunities 
to partner with them (and see related 
story on page 9).
Digital agency session – from Peter •	
Newton/GateHouse Media & Propel 
Marketing: “33% of consumer searches 
are now done on mobile devices; that 

will increase to 50% next year yet most 
SMB’s don’t have a mobile-enabled 
web site.” This is a huge opportunity 
for digital agencies; Propel now builds 
these in-house for their clients. Propel 
is also interested in partnering with 
other local media companies. 
From the great idea session – Restaurant •	
Weeks. Both Shore Publishing and Gold 
Country Media reported good success 
with this new event that brought in 
incremental revenue from the restaurant 
category. Sponsorships were sold to 
suppliers (produce companies and beer 
distributors are two good examples). 
Working with the chamber or economic 
development council is also a good idea 
for this type of event. Both conducted 
these in smaller towns that did not have 
a restaurant week promotion. 
From Gordon Borrell:  “100% of the top •	
digital revenue performers employ dig-
ital-only sales reps. Average break-even 
time for these reps is 18 months.”
From the Innovation Mission panel: 1. •	
Observer Group changed their name 
and had employees submit mission 
statements and then vote on the top 
choice; they also conducted extensive 
social media training. 2. Lawrence 
Journal World launched free state social 
– a social marketing strategy and has 
sold $50,000 to date. 3. Shaw conducted 
extensive iPhone training and will also 
share this training with LMA members 
via a free webinar this fall. 4. South Bend 
Tribune started a digital advisory board 
that meets monthly and includes a car 
dealer, health care administrator, cham-
ber leader, minor league baseball execu-
tive and more). They also equipped all 
of their reporters with iPhones and all 
of their sales reps with iPads. 
Google Consumer Surveys session – they •	
now have 50+ partners that are realiz-
ing a $15 RPM rate. Survey placement 
“above the fold” drives rates up as does 
frequency and metering controls. 
To learn more about any of these ses-

sions or ideas, email me at nancy.lane@
localmedia.org. Also check out the fall 
conference portion of the LMA web site 
to access most of the presentations (www.
localmedia.org). 

NANCY LANE

President

NCY LANE

LMA

Over 250 media professionals congregated in Atlanta, Georgia for the annual Local 
Media Association Fall Conference last month.

Innovation & Inspiration – the 
Fall Conference had it all…

Report Outlines Top 
Takeaways from This Year’s 
Innovation Mission

 Twenty senior level executives spent a 
week on the road in late May in search of 
innovation and inspiration. The group was 
most interested in revenue growth, sustain-
able business models, creating a culture of 
innovation and digital growth strategies. The 
six-day tour included ten meetings with a 
wide variety of technology and media com-
panies including a full day visit at Google’s 
world headquarters. 

 The key takeaways from this tour are at 
the subject of a 30+ page report that also 
includes some of the action plans that are 
being implemented by the IM attendees. 

“This report is a must-read for anyone 
charged with innovation at their company”, 
said Nancy Lane, president of Local Media 
Association and author of the report. “We 
were inspired by so many during the week-
long tour. There should be at least one major 

2012 West Coast 
Innovation Mission 
Report now available

idea, inspiration or action plan that develops 
as a result of reading this report. For $359, 
the ROI should be immediate.”

 Electronic copies of this report are now 
available. The report cost is $359. LMIA mem-
bers are invited to purchase the report for a 
50% discount ($180). Click here to order.

 Included in the price is access to a follow 
up webinar that will include some of the 
Innovation Mission attendees.
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PromotionsPromotions

Digital Agencies 
Thursday, November 8

Consumer behavior is driving the need for businesses to embrace digital marketing 
and local media companies are increasingly entering the space of offering these agency 
services to local businesses for several strategic reasons – to develop this worthwhile niche 
business, to leverage existing talent in graphics, multimedia and digital know-how, and to 
be the preeminent choice for these services (before someone else does). 

 “Over the past six years we’ve seen businesses trimming budgets on traditional forms of 
advertising, but actually increasing what they spend on creative marketing like contests, 
promotions, group deals and social media,” says keynote speaker Gordon Borrell, Borrell 
Associates. “They’ve begun to view the Internet as a marketing utility, not so much an 
advertising medium.  Local media companies that grasp that concept and begin serving 
those creative marketing needs have a far better opportunity to grow their customer 
base than those who continue to sell just digital advertising to an existing set of print 
customers.”

GateHouse Ventures President Peter Newton says digital marketing services should be 
a Top 3 strategy of every local media business. “Digital marketing provides a unique new 
customer acquisition opportunity for local media businesses.  Every business in your 
market is a viable prospect,” reminds Newton. 

Borrell, Newton and other experts in this space will be in Chicago for the 1-day on 
November 8, with a bonus 2-hour boot camp at 4pm on the day before. Don’t miss this 
insightful program with top tier speakers and lesson on launching and sustaining a digital 
agency. 

Highlights of the one-day summit include:
Propel Marketing•	 /GateHouse Ventures- one of the biggest and boldest moves in the 
digital agency space, top executives will share their plan and early success stories 
Digital First Media’s AdTaxi•	  program - at $3 million/month and growing this is a great 
case study 
Smaller market case studies•	  such as Victoria, TX and Lancaster, PA will also be presented 
proving that this model is adaptable to large and small markets 
Keynote from Gordon Borrell•	  will identify where the digital agency space is going in 
the next five years 
Monetizing social media•	  - a critical component to offering digital agency services 
Research & development partner case studies•	  - four hot products that are helping 
companies drive revenue 
Join an •	 international audience as 15-20 executives from WAN-IFRA’s U.S. study tour 
will be in attendance 
Great idea exchange•	  & more

Agency 

One-Day 
Summit 

November 8, 2012 - Chicago  

Digital Agency & Deals/Promotion Programs Offered

Chicago 1-Day Summits convene next month

All LMA members are urged to avail themselves of next month’s two summits, running back to back on November 7 & 8 at the Sheraton Chicago O’Hare Hotel. The programs, 
with sharp agendas targeted to local media companies, offer condensed and specific training on two prominent revenue & market opportunities. The value of these satisfaction-
guaranteed programs cannot be overstated.

Deals/Promotions  
Wednesday, November 7

Deals and promotions continue to represent one of the fastest growing revenue oppor-
tunities and studies show that small, local businesses are prime prospects for this form of 
marketing. BIA/Kelsey is predicting U.S. consumer spending on online deals to hit $3.6 
billion in 2012, according to its latest forecast released in September. The growth in the 
deals business — which the research firm said included daily deals, instant deals and flash 
sales — is an increase of 86.9% over 2011. The industry is expected to grow another 23% 
next year, before settling into mid-single-digit growth in the following years, according 
to the report.

LMA’s one-day summit will take participants through a Deals 2.0 curriculum and the 
latest on local promotions that work. The program is tailor made for local media companies 
seeking to fine tune or launch their deals and promotions initiatives. 

The morning sessions will be dedicated to deals and will include strong case studies 
and the latest in best practices. The focus in the afternoon will turn to promotions and 
topics will include contests, social, email, events and more. 

For many companies, deals and promotions revenue is now well into the seven figures and 
growing. This summit is perfect for anyone charged with this area of responsibility for their 
company or for those that are considering adding more of these sales opportunities.

The Facts:
Presented by Local Media Association specifically for local media companies

Digital Agency Summit • Thursday November 8 
with bonus ‘How to Launch’ 2-hour boot camp on 

Wednesday November 7 at 4pm

Deals & Promotions • Wednesday November 7

Each summit priced at just $359 for LMA members. 
Register for both and receive 30% discount off total cost!

Both summits held at Chicago O’Hare Airport. Room rate $149 per night 
(single/double) plus tax. Call (888) 627-8117 for reservations. Don’t delay - hotel is 
still taking reservations BASED ON AVAILABILITY. Full agenda, online registration at 

www.localmedia.org. LMA HQ is reached at 888-486-2466.
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Multimedia initiatives will take center 
stage at next month’s Classified Conference 
in Chicago and the razor sharp agenda, 
designed specifically for local media com-
panies, will deliver the necessary intelli-
gence and practical tips to help attendees 
understand and prioritize these important 
opportunities.  According to conference chair 
Gloria Fletcher, President/Sound Publishing 
(WA), “The world of classified advertising is 
quite challenging and to help LMA members 
navigate through this new reality we have put 
together a very compelling agenda for this 
gathering.  There is a boatload of info to learn 
and explore. You won’t be disappointed - the 
bases are covered in this conference.”

ExPECT TO LEARN 
DEEP DETAILS ON:

Social Marketing / Social 
Commerce 2.0

Dream Local Digital’s Shannon Kinney 
will bring the latest on the new and cre-
ative ways of working with social platforms 
like Facebook, Twitter, Linkedin, Pinterest, 
Instagram and more. This session will provide 
real life examples of how these platforms and 
applications are being used successfully by 
media companies and their advertisers to 
increase their overall marketing impact.

Expanding Mobile Technology 

Going well beyond garage sales and open 
house locators, this session will demonstrate 
how local media companies are using mobile 
technology to build-out their full suite of 
classified and marketplace products.

SOLD! On Classifieds

Noted industry expert Kelly Wirges of 
ProMax Training & Consulting Inc. under-
stands the realities of selling classifieds and 
the challenges facing local media companies. 
Not only is the competition vast and complex, 
the product buffet classified salespeople can 
offer prospects is significant. This session will 
teach a tried & true communication track 

that leads each customer toward the sale, 
and offers methods to share solutions and 
recommendations in a manner that entices 
and encourages the clients to purchase multi-
media programs. Participants are provided 
a “plug and play” script that can easily be 
implementing immediately.

Interactive Employment 
Opportunities – Hyper Local 
Strategic Partnerships

Joe Shaker Jr., Vice President, Shaker 
Recruitment Advertising & Communications, 
will be on hand to deliver the latest on how to 
drive local campaigns that produce quality 
results for employers. Attendees will learn 
how to enhance their employment products 
and ultimately gain back the business they 
lost to large recruitment boards.

Research Report - Uncovering 
the Mystery of Recruitment 
Advertising Spending

Gordon Borrell, CEO, Borrell Associates 
will review and discuss their research find-
ings and forecast for 2013 and beyond for 
this important category, and will reveal some 
surprising insights.

Much more!

The supplier that helps you increase
your sales every week

www.newspapertoolbox.com
PROUD HOST OF THE 2012

LOCAL MEDIA ASSOCIATION CONTESTS

We create
selling opportunities
for you every week

Are you looking for ways
to get your advertisers to place

an ad in your paper?

SELL THEM A NEWSPAPER
TOOLBOX IDEA!

Classified Multimedia Conference 
Convenes in Chicago next month

Calling all Classified and 
Multimedia Managers

Gordon Borrell Joe Shaker, Jr. Shannon Kinney

The Details 
Classified Multimedia Conference
November 7-9
Sheraton Chicago O’Hare Airport Hotel
This program runs concurrently with the two 
1-day summits that are detailed on the facing 
page. Local media companies are urged to 
consider sending a team to Chicago to take full 
advantage of these outstanding programs. 

Early Bird Registration Rates for LMA members. 
Hurry! Discount ends October 19. 
Classified Avenue Participants: $259.00 per 
attendee  
Non-Classified Avenue Participants: $395.00 for 
the first attendee, $345.00 for each attendee 
thereafter 

Full agenda, hotel info and online registration are 
found at www.localmedia.org. LMA headquarters 
staff stands ready to assist – reach them at 888-
486-2466.
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Veteran newspaperwoman Karen Pletsch 
never saw a long and rewarding career coming 
when she answered an ad for a receptionist 
at the local shopper all those many years 
ago. Pregnant and bored, she figured taking 
a temp job would keep her active while she 
awaited the birth of her baby and made no 
bones about telling her prospective employer 
that she had zero plans to return once her 
child was born. They hired her anyway.

Now, almost three decades later, Pletsch 
has taken the top honors as Ad Director of 
The Year in the 2012 Local Media Association 
Advertising & Promotions Contest for her 
leadership and stellar results at Shaw Media’s 
Daily Chronicle, MidWeek and Valley Free 
Press in DeKalb, IL. The Daily Chronicle is a 
9,000 daily, publishing six days a week. The 
MidWeek and Valley Free Press are free weekly 
newspapers with a combined distribution 
of 40,000.

Advertising & Marketing Director Pletsch 
is praised by both her publisher Don Bricker 
and staff for her outstanding leadership skills 
and tangible results. According to Bricker, 
when Pletsch joined his team full time in 
2010 she inherited a mediocre operation 
struggling to produce results during the 
recession and a culture that had not yet 
embraced digital products as an essential key 
to future growth. “She began by focusing on 
building a great team. Her staff is now one of 
the best sales teams I’ve worked with in over 
30 years in the industry,” said Bricker. “The 
DeKalb sales team is now intensely focused 
on building active accounts and driving sales 
through digital and niche products.” And the 
strategy is working.

After starting 2011 with year over year 
losses, Pletsch and her team built momentum 
through 2011 that resulted in overall advertis-
ing growth of .04%. Her rebuilding of the sales 
team and sales effort is now in full effect and 
through the first seven months of 2012, print 
advertising is up 3.5% and digital advertising 
revenue is up an astounding 42%.

“Karen is also a master at managing 
resources. She makes sure her team has 
what is needed to get the job done, while 
consistently outperforming expense targets,’ 
said Bricker.

Secrets To Her Success

Pletsch credits numerous ingredients to 
her success and sites her team as foremost 
among them. The group understands the 
vision of the division and the company, the 
need to embrace the challenges to constantly 
fill the needs of their customers and the 
imperative to meet their revenue budgets. 
“They know without reservation that I will 
be there for them and I feel the same from 

them.  I have high expectations of them and 
continue to challenge them even when they 
have made their goals,” says Pletesch.

Competitiveness among other properties 
within their group and among each other also 
reigns supreme and reps are tough on each 
other when there’s a feeling that someone 
hasn’t measured up on a particular goal or 
section. 

Pletsch’s team is hyper-focused on small 
accounts and developing multimedia solu-
tions based on needs assessment and budget 
parameters. The approach is time consuming 
and hard work but pays off. Over time, these 
small dollar accounts are accumulating and 
collectively are serving to achieve overall 
revenue growth.

They are also very aggressive in project-
ing for future growth and by way of group 
brainstorming, are currently assembling 
strategies for increasing digital bundling 
and expanding non-news revenue in more 
niche categories. 

Adults Need Role Models Too

In accepting her award at the recent LMA 
Fall Conference in Atlanta, Pletsch cracked a 
joke that she won because her team members 

Named Ad Director of the 
Year in LMA Contest

excel at creative writing, a reference to the 
numerous essays from her staff that accom-
panied her nomination letter. Each, in one 
way or another, drove home Pletsch’s direct 
and firm leadership that is coupled with 
good humor and encouragement. “Adults 
need role models too,” says Account Exec 
Shawn Lowe. “For those of us associates that 
are still growing and trying to continuously 
improve our sales techniques, Karen is a 
shining example of continuous improve-
ment. For me, Karen’s biggest contribution 
is that she exemplifies the lifelong satisfac-
tion that sales executives really can become 
strong community advocates, help provide 
relevant information to the community, 
and create effective marketing solutions 
for customers.”

A.E. Robert Dancey says Pletsch is tops 
among the managers he’s worked with over 
his 15 years in the business and credits the 
atmosphere of trust and mutual respect that 
she’s created as a pivotal part of the team’s 
success.”With her leadership, we truly work 
together and are always helping each other 
out every day, week and month of the year 
to ensure that we are all successful.,” says 
Dancey.

 Bill Braksick joined the sales team about 
a year ago, from the editorial department, 
and identifies Pletsch’s nurturing and guid-

ance as he learned the job as important 
elements to his success development. “In 
editorial, I had come to expect an atmo-
sphere that was cooperatively competitive, 
with staff members working together to 
deliver the news faster and better. I was 
surprised, but pleasantly so, to find that the 
same collaborative spirit that was present 
in the newsroom also permeated the sales-
room. My colleagues offered a considerable 
amount of time and expertise to help me 
learn and grow in the job, and a year later 
that is still taking place. That is a credit 
to my colleagues, of course, but it stems 
from the leadership that Karen provides. 
Through a combination of hard work, good 
judgment and generosity, Karen cultivates 
an environment designed for all of us to suc-
ceed, which ultimately helps the company 
do the same,” says Braksick.

Marketing Development Manager Lisa 
Angel appreciates Pletsch’s mentoring and 
trust in her to step out of the box and develop 
new initiatives. “By her trusting in us and 
mentoring us along the way we have created 
new projects with the city that have snow-
balled into a whole other revenue stream,” 
says Angel.

READ THE Q&A WITH KAREN ON PAGE 
2 OF THIS ISSUE

Photo by Kyle Bursaw; Staff Photogragher; The Daily Chronicle

With her ad team from left Bill Braksick, Rob Dancey, Julie Smith, Dustin Davis, Lisa 
Angel and Shawn Lowe

Karen 
Pletsch takes 
top honors  

The DeKalb sales team 
is now intensely focused on 
building active accounts and 
driving sales through digital 
and niche products.

– Don Bricker, Publisher



October 2012  |  LOCAL MEDIA TODAY  |  9

by Deb Shaw

Three media professionals shared the panel to talk about 
e-mail marketing at last month’s LMA Fall Conference in 
Atlanta, Georgia. Each came from different sectors of our 
industry – Allison Cusick from The Elkhart Truth, a daily paper 
in Elkhart, Indiana; Samantha Johnston from the Colorado 
Press Association; and Rich Whippen from Washington 
Suburban Press Network. Each gave insights into their 
unique approaches  but one thing was common – email 
marketing is generating revenue and it’s profitable. 

Here are some of the key points from each of their pre-
sentations.

From Allison Cusick, Digital Marketing 
Manager, The Elkhart Truth (IN) acusick@
etruth.com

They’ve been building their e-mail database for years. •	
E-mail addresses have been collected from multiple 
sources but essentially any and all touch points with 
customers and market residents are used. 
With a total of roughly 77,000 addresses, they boiled that •	
down to just over 41,000 useable addresses when they 
got ready to go full steam into their email marketing 
program.
Since January, they’ve conducted 19 contests and surveys •	
to grow their database and to collect sellable data such 
as where people are eating, where they’re grocery shop-
ping, what kind of social media they are using, the top 
source for news, etc.

They’re selling marketing campaigns to local businesses •	
at the rate of $12/M plus an extra $5/CPM for added levels 
like gender, income, job industry, interest/lifestyles.

From Samantha Johnston, Executive 
Director, Colorado Press Association 
sjohnston@colopress.net

Sync2Media is a separate division of the association. •	
Developed to become more relevant to advertisers seek-
ing to buy audience.
Regardless of how technically savvy your market is, people •	
understand what email is and why it’s important.
Traditional newspaper and website advertising channels •	
are strong; email is an affordable and viable audience 
extension tool.
Consumers prefer receiving email marketing messages •	
over message sent via texting and Facebook.
Email marketing is very scalable, can be executed suc-•	
cessfully in large and small markets.
Open rates range from 10-17%; click thru rates range •	
from 1.5-2.5%. 

From Rich Whippen, President/CEO, 
Washington Suburban Press Network 
rwhippen@wspnet.com

His newspaper network is huge with print circulation •	
totaling over 1,000,000.
They got into email marketing to generate revenue and •	
it’s working. Last month alone, they generated $150K in 

E-mail marketing reaps revenue rewards

From left, Samantha Johnston, Allison Cusick and Rich 
Whippen at the E-mail marketing session.

profit from the program. Media Prowler is their email 
marketing division.
Key ingredients to his success is transparency and purity •	
of the data. He stressed repeatedly the importance of 
data integrity.
There are a lot of email marketers – many are peddling •	
inferior data. Make sure yours is clean and crisp.
They will sell e-mail lists to clients, ranging in price from •	
$25/M to $55/M depending on size and scope of sale.
Go to •	 www.mediaprowler.com to get a live experience of 
selecting email data.
Rich is willing to explore partnerships with other pub-•	
lishers, to wholesale their collected data to others in the 
industry. 
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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
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J

Vo
or

he
es

 N
J

_______________________________________________

Call us at 

856-566-1270 

ext. 1328. 

We’ll show you 

how to grow 

your business.



12  |  LOCAL MEDIA TODAY  |  October 2012

What are you doing to keep 
things moving? 
I wish I had the magic pill or 
answers to know what is going 

to work on any give day or week or 
even month but I don’t.  I know that it 
take’s hard work, I know that my team 
and I are working harder than ever to 
make things happen. WE WORK HARD 
and WE PLAY HARD.  We celebrate our 
successes, we constantly challenge 
one another, and we get frustrated 
and blow off a little steam when we 
seem to be struggling with things but 
in the end WE HAVE FUN and enjoy 
WINNING! 

 I’ll put out a little wager now and 
then and I when I lose, I make sure to 
pay up!  I even had to ride a mechani-
cal bull (or attempted to ride) after 
I challenged them to exceed a spe-
cific goal…they did and the following 
month the publisher agreed to ride 
as well if they made the next goal…
they did!

Your publisher Don Bricker 
praises your leadership skills 

and the tangible results they yield. 
Could you please comment on ini-
tiatives that have worked especially 
well? Plus any planned programs that 
are in the foreseeable future?

The success has been with the 
“Team”.   For me to be an effec-

tive leader I must surround myself 
with the people that understand the 
vision of our department and that of 
the company. People that are willing 
to embrace the challenges we face 
to constantly fill the needs of our 
customers while making sure we are 
meeting our revenue obligations and 
people that are willing to put the good 
of the group ahead of themselves.  
The dynamic team here in DeKalb 
embodies all of that. They understand 
what everyone brings to the table 
and know that I put equal value on 
each and every one of them.  They 
know without reservation that I will 
be there for them and I feel the same 
from them.  I have high expectations 
of them and continue to challenge 
them even when they have made 
their goals.  

We are very competitive with the other 
properties in our group, but the team is 
also competitive with one another.  To be 
honest, they’re brutal with one another 
(in a fun way). If they feel someone has 
not contributed to a goal or section they 
do not let them forget it.  

Our goal  for 2013 – GROW 
REVENUE!  We will continue to seek 
out new customers and find solutions 
for them regardless of whether they 
can spend $50 or $500.  We will aggres-
sively bundle digital with every offer-
ing and expand our non-news revenue 
with more niche categories.   We have 
a brainstorming session planned for 
late September to put together our 

programs for next year.   

Can you share what you look 
for when you recruit new 

reps? Minimize turnover? Keep reps 
motivated? Types of training tools 
used?

As a manager who prides herself 
on staff-development and build-

ing a strong team environment, I cringe 
at the thought of having to interview and 
hire someone new.  A strong dynamic 
with the right mix of personalities is 
crucial to a successful team.  

The one thing I know for sure is that 
no matter how badly I need someone, 
I will not in haste hire someone to 
fill the seat.  The need to carefully 
examine the strength of each current 
team member and try to determine 
how a new hire will enhance and not 
detract from the environment is key to 
a successful hire.  In my opinion this is 
the most difficult part of the job.

Our training really starts and con-
tinues with “the basics”.  I believe if we 
are using those steps, we will succeed.  
If we are not, we go back to the basics.  
Also, I am proud to say that all but one 
(he is scheduled to start the training 
this month) of my entire sales team 
in DeKalb including myself is now 
LMA certified. 

You mention the LMA Sales 
Certification training program 

– can you comment on the value it 
brought to your team?

The LMA Print & Online certi-
fication program provided my 

team of multi-media sales profession-
als and myself a valuable refresher 
course. The sessions reinforced how 
vital it is that we are continuously 
conducting needs analysis for our 
customers and offering solutions to 
fit those needs.  

I would highly recommend this to 
other Ad Directors looking to reinforce 
basics with veteran staff and definitely 
as a training tool for newcomers to 
media sales.

Finally, what do you for fun? 
How does the Ad Director stay 

motivated and recharge batteries?
Well, let’s just say I keep very 
busy.  I am fortunate to have 

a very supportive husband who is 
retired, he pretty much does everything 
at home so that when I get home I can 
relax and enjoy my two lively Boston 
Terriers who demand my attention the 
moment I walk in the door.

  I stay motivated by a great, sup-
portive boss, a team that gets the job 
done and an innovative company 
that invests in its people.  Oh, and 
it’s FOOTBALL SEASON and I can 
be found in front of the screen every 
Saturday & Sunday as I LOVE foot-
ball…Go Badgers, Go NIU and GO 
PACK GO!

Pletsch cont’d from pg 2
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The annual awards luncheon was held during the LMA Fall Conference in Atlanta, 
Georgia last month and several recipients were on hand to receive their honors. 
Congratulations to these outstanding newspaper men and women.

September is Awards Month!

Ad Director of the Year

Editor of the Year/Daily

Journalist of the Year/Daily

Best Innovation 

Journalist of the Year/Non-Daily

The Dean Lesher Award

Ad Director of the Year Karen Pletsch, 
Shaw Media Group, saluted her staff when 
she accepted her award. Among other 
accomplishments, she and her team are 
generating overall revenue increases for the 
second year running. Check out the Q&A 
with Karen on page 2 and a feature article 
on page 8.

Editor of the Year Carol Stark, The Joplin 
Globe, received a standing ovation after her 
moving comments about the catastrophic 
tornado that hit her region in 2011. It was 
her outstanding coverage of this tragic 
event, including cohesive community 
rebuilding elements, which earned her this 
top prize. 

Journalist of the Year/daily Keith Eddings, 
The Eagle Tribune, receiving his award 
from LMA’s Al Cupo. Eddings reminded the 
audience that the depth and breadth of a 
reporter’s experience is valuable in vetting 
important information that can often 
take many months to fully develop into 
meaningful journalism.

Meg Boyer of Steamboat Pilot & Today 
accepted the award for Best Innovation on 
behalf of her team. Using the report from 
the Local Media Association Innovation 
Mission 2011, they were inspired to 
replicate the key takeaways. See related 
story on page 4.

Brian McMillan, Observer Media Group. 
In his remarks upon receiving the award, 
McMillan recommended that every reporter 
read at least one book a week and cited 
‘The Nine: Inside the Secret World of the 
Supreme Court’ as coincidental inspiration 
for an interview he conducted with a 
retiring judge in Florida.

Betty Carr, recently retired Group Publisher 
for Metroland Media, is congratulated by 
Matt Walsh, The Observer Media Group, 
moments after receiving The Dean Lesher 
Award, LMA’s highest individual honor. 
Looking on is Peter Haggert, Editor in Chief, 
Toronto Community News.
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The Audit Bureau of Circulations (ABC) 
and Certified Audit of Circulations (CAC) have 
announced their intention to join forces and, 
pending the approval of its members, CAC 
will become a subsidiary of ABC. The cash-
less transaction is expected to be completed 
later this fall.

Representatives from both organizations 
were on hand at LMA’s Fall Conference in 
Atlanta last month to discuss the details and 
impact of the pending union.

With a joint mission to provide credible, 
transparent media data, the new ABC-CAC 
relationship will result in a comprehensive 
new central repository of audited newspaper 
data, additional service opportunities for CAC 
members and anticipated cost savings. 

CAC will retain its independent brand 
through a separate board of directors, bylaws, 
audit statements and staff.

“Media buyers have been supportive of 
this initiative from the start. We always want 
more comprehensive newspaper data, and 
CAC joining with ABC will help accomplish 
just that,” said Marsha Lawrence, director 
of media investment at Novus Media and a 
CAC director. “The CAC board is now asking 
our members to consider the benefits for 
their organizations and how working with 
ABC will strengthen CAC and help move our 
industry forward.”

Advertisers and ad agencies can anticipate 
a new comprehensive database that will offer 
unprecedented insight into print and digital 
circulation for nearly 2,000 daily and weekly 
U.S. newspapers, which will be available to 
more than 1,000 newspaper advertisers and 
media buying agencies that are members 
of one or both organizations. CAC newspa-

pers will also 
be included in 
ABC’s semian-
nual FAS-FAX 
report.

A B C  a n d 
CAC plan to 
establish a set 
of industry-
wide qualifica-
tion guidelines 
and labeling 
standards 
that will ulti-
mately provide 
advertisers a 
more cohesive 

data set to efficiently evaluate multimedia 
newspaper brands. CAC members will have 
access to ABC’s services that extend account-
ability to other areas of newspapers’ diverse 
brands, including inserts, readership studies, 
websites, mobile and tablet apps and social 
media networks.

“CAC and ABC joining forces is a win for 
the newspaper industry. GateHouse Media 
works with both organizations, and this 
initiative will bring more than 100 of our titles 
into a central database for greater visibility 
to our advertisers,” said Kirk Davis, president 
and COO of GateHouse Media and an ABC 
board director. “It’s definitely the right time 
for ABC and CAC to come together in this 
fashion.” 

ABC and CAC also anticipate reducing 
operational redundancies, streamlining 
service offerings, and aligning key audit rules 
to create a more efficient auditing organiza-
tion with mutual cost savings. 

Audit Bureau of Circulations, 
Certified Audit of Circulations 
Agree to New Relationship
Pending Membership Approval, 
CAC to Become Subsidiary of ABC

On hand at the LMA Fall Conference last month to discuss the pending merger of 
ABC & CAC were, from left, Mark Stoecklin, CEO of CAC, Marsha Lawrence,  DIrector/
Media Investment at Novus, Mike Lavery, President and Managing Director of ABC, 
and Matt Gunderson, Senior Regional Media Manager at Kohl's. All praised the 
union and urged a positive vote by members.
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Get It Straight:

In last month’s issue, an incorrect photo 
appeared for Robin L. Quillon. Apologies!

Community Newspaper Holdings Inc. (CNHI) recently 
appointed two new senior vice presidents and divi-
sion managers. Robyn McCloskey, regional publisher 
of the Kokomo, Ind., Tribune and Pharos-Tribune of 
Logansport, Ind., will lead the company’s newly created 
Midwest Division. Robin L. Quillon, publisher of The 
Tribune-Democrat in Johnstown, Pa., will lead the new 
Allegheny Division. 

Quillon is a 28-year industry veteran who has held 
a variety of executive roles. He was vice president and 
general manager of The Frederick, Md., News Post. He 
was later publisher of the News Chief in Winter Haven, 
Fla., for Morris Communications, and subsequently 

Would the real Robin L. Quillon Please Take A Bow

Robin L. Quillon

served as a Jacksonville, Fla.-
based regional publisher of nine 
Morris community newspapers. 
Quillon joined CNHI in 2008 
as publisher of The Tribune-
Democrat.

Recognizing excellence in numerous cat-
egories such as Best Continuing Coverage, 
Best News Photo, Best Headline and Best 
Sports Coverage to name a few, Local Media 
Association’s 2012 Editorial Contest is now 
underway. This is LMA’s most popular con-
test of the year and generates thousands of 
entries in six different circulation classes 
that separate dailies from non-dailies. The 
Editor of the Year and Journalist of the Year 
awards are decided in conjunction with 
this contest. 

Entries must have been published between 
September 1, 2011 and August 31, 2013 and 
deadline for entry is November 9. Full contest 

Editorial Contest Launched 
Hurry! Entries due by November 9

details and online entry system is available 
at www.localmedia.org.

Special thanks to Newspaper Toolbox for 
partnering with Local Media Association on 
the streamlined online entry system.

2013 Mega Conference 

Roosevelt New Orleans 
New Orleans, Louisiana

Co-presented by Local Media 
Association, Inland, and Southern 

Newspapers Publishers Association.

SAVE
DATES

TH
E

Feb 18-20, 2013
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Member News:

Dirks, Van Essen & Murray

D
&

V
M

ROBINSON MEDIA COMPANY
HAS SOLD

TO
OMAHA WORLD-HERALD COMPANY
a subsidiary of Berkshire Hathaway

We are pleased to have represented 
Robinson Media Company in this transaction.

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

WACO (TX) TRIBUNE-HERALD
34,000 daily circulation

LMA Inaugurates New Board
The Annual Business Meeting of LMA occurred during the Fall Conference last month 

and several new members joined the Board of Directors.

Look for profiles of these 
new LMA leaders in the 

coming months.

Roy Biondi
ThisWeek Community 
Newspapers 

Mark Poss
Red Wing Publishing 

Henry Bird
Community Newspaper 
Holdings, Inc. 

Kim Wilson
The South Bend Tribune 

Matt Coen
Second Street, Inc.

Signing on for an 
all-volunteer three year 

term are:

McKeand Takes Over in Arizona

Independent Newsmedia Inc. USA has 
named Bret McKeand president of its print-
ing, publishing and 
digital operations in 
Arizona --- a network 
that includes 12 com-
munity newspapers, 
the arizona.newszap.
com websites, and a 
commercial printing 
plant that has served 
the Valley of the Sun for 
nearly four decades.

A 30-year veteran of the newspaper indus-
try, Bret joined the staff of the Independent 
29 years ago as a reporter for the Sun City 
Independent. He was named editor of the 
Sun City newspaper in 1985 and publisher 
of the company’s West Valley operations in 
1987. He has served as the vice president of 
Arizona publishing operations since 2004.

McKeand is a former president of Arizona 
Newspaper Association, the statewide press 
association, and a three-term president of the 
Surprise Regional Chamber of Commerce.

Despite an economy that continues to 
struggle in Arizona, McKeand is confident 
the company is well positioned to not only 
weather the storm, but continue to grow its 
printing, publishing and digital operations.  
“In good times or bad, we’ve never wavered 
in our commitment – our devotion really – 
to providing the best local news, delivering 
quality print and digital products and serving 
the needs of our readers, advertisers and 
printing clients,” he said.

Wayne Snow Joins 
Digital First Media 

Wayne Snow has joined Digital First Media, 
which operates MediaNews Group, Journal 
Register Company and 
Digital First Ventures, 
as Vice President of 
Sales. Snow, who most 
recently served as 
General Manager of 
Cleveland.com, will 
report directly to Jeff 
Bairstow, President of 
Digital First Media.

“Wayne is a proven, results-focused sales 
leader. He understands digital sales and he 
understands where our Company is going. 
He will help get us there,” said Bairstow. 

A Florida State University graduate, Snow 
began his sales career in 1985 as a Retail 
Territory Account Executive for The Miami 
Herald. He also worked as a Senior Account 
Executive for the Florida Times-Union before 
being promoted to Advertising Director of the 
St. Augustine Record where he was profiled in 
Presstime’s inaugural “20 Under 40” feature 
in December 1993.  

1013 Star Communications 
acquires 28 Houston-Area 
Newspapers from ASP Westward

1013 Star Communications, an opera-

tor of suburban newspapers, acquired 
Houston Community Newspapers, pub-
lisher of 28 newspapers serving communi-
ties in the greater Houston market from 
ASP Westward.   Earlier this year, 1013 Star 
Communications acquired a suburban pub-
lishing group in the Dallas area.  The princi-
pals in the company, Randy Miller and Arne 
Hoel, also own newspapers in Arizona.

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

The HCN sale represents the final dives-
titure for ASP Westward.  

Lee Enterprises selling California 
newspaper

Lee Enterprises is selling the North County 
Times, a newspaper in San Diego, to reduce 
its debt levels. 

Davenport, Iowa-based Lee said that the 
sale of the North County Times and its digital 
operations to Manchester Freedom LLC for 
$11,950,000 is set to close in October. The 
sale also includes The Californian, an edi-
tion of the newspaper that covers Southwest 
Riverside County.

The North County Times, which covers 
north San Diego and southwest Riverside 
counties, had $27.6 million in revenue for 
the 52 weeks that ended Aug. 26.

Lee will use the proceeds of the sale to 
reduce its debt levels, the company said. 
The newspaper publisher emerged from 
Chapter 11 bankruptcy in January after a 
judge approved a debt refinancing plan that 
included new terms with creditors.

Clarissa Williams Joins 
GateHouse Media 

Clarissa Williams has joined GateHouse 
Media as the new Publisher & Advertising 
Director of their Delaware-based publications. 
Previously she was part of Halifax Media, 
where she most recently served as Group 
General Manager of 
their Daytona, Fla.-
based PennySaver 
operation. 

Williams has also led 
several newspapers as 
publisher, including 
the Oldham Era  in 
LaGrange, Ky., as well 
as the News-Sun in 
Sebring, Florida.  She also spent considerable 
time with Community Newspaper Holdings, 
Inc., where she worked in various manage-
ment positions, including leadership roles 
in Advertising, Marketing, Circulation and 
Public Relations. She eventually became 
publisher of the Register-News in Mt. Vernon 
and Times-Leader in McLeansboro, Ill. 

Williams will lead publishing efforts for 
GateHouse Media’s several publications in 
the Delaware market including  the Dover 
Post, Middletown Transcript, Smyrna/Clayton 
Sun Times, Hockessin Community News, 
Milford Beacon, Sussex Countian, and their 
affiliated web sites.
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3 Great November Conferences

Deals and Promotions 
One-Day Summit

November 7, 2012 
Sheraton Chicago O’Hare Airport Hotel, 

Chicago, Illinois

This one-day summit allows us to take a 
deep dive into deals and promotions in a 
way that we simply could not do at a more 
generic conference. For many companies, 
deals and promotions revenue is now well 
into the seven figures and growing. This 
summit is perfect for anyone charged with 
this area of responsibility for their company 
or for those that are considering adding 
more of these sales opportunities.

Digital Agency 
One-Day Summit

November 8, 2012 
Sheraton Chicago O’Hare Airport Hotel, 

Chicago, Illinois

The Digital Agency one-day summit will 
cover the hottest trends and success stories 
in this rapidly emerging space. Many of 
the sessions will be presented in case 
study format by senior executives that are 
charged with growing and developing 
digital agency services at their companies. 
The summit will specifically address the 
different structures that are being pursued 
in addition to lessons learned and best 
practices.

 Classified Multimedia Conference
 

November 7-9, 2012 
Sheraton Chicago O’Hare Airport Hotel, Chicago, Illinois

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

For more information contact:
Al Cupo, Vice President - Operations
(215) 256-6801, al.cupo@localmedia.org

Deanna Lewis
Sales and Marketing Manager 

(207) 384-5022, deanna.lewis@localmedia.org

Visit our Website: localmedia.org
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Fall Conference

Janis Ware & James Washington of The Atlanta Voice 
Newspaper flank media buyer Bridgit Wallace of 
Novus as they get ready to sit down with her for their 
one on one meeting.

At left, Courtney Chojnacki, 
CNHI Director, Ad Network 
Sales & Operations with 
Cindy Hefley, Director of 
Advertising for Wick 
Communications. 

“The conference sessions 
are better and better each 
year, and the experts who 
are brought in for the 
panels are the best in the 
business, so I always have 
valuable takeaways.  This 
years' session topics were 
current and relevant to my 
role with CNHI.  Advanced 
thinking is so important 
for what we do, and keep-
ing up with emerging 
trends is a primary focus 
for LMA," said Courtney 
after the conference. 

Interaction during and between sessions was another key 
ingredient of the conference. Here Observer Media Group's 
Emily Walsh took time for a little direct conversation with the 
panelists from the E-Mail marketing session. 

Gloria Fletcher, Sound Publishing, Terry Ward, center, and Bill 
Casey, both of GateHouse Media, underneath a huge tank at 
The Georgia Aquarium reception.Conference chair Jennifer 

Parker, CrossRoadsNews 
Publisher & Editor should 
be all smiles - the pro-
gram she and her com-
mittee created exceeded 
all expectaions and 
received high praise from 
attendees.. With her at 
the opening day recep-
tion is  Steve Parker, 
Recorder Community 
Newspapers Co-Publisher 
and LMA Foundation 
Board Chair.

Mike Zuniga, left, and Micah Beatty from The Atlanta Journal 
Constitution take a moment with Novus' Director of Media 
Investment Marsha Lawrence.

The Exhibit Hall acted as the backdrop for the Tuesday evening 
reception and numerous R&D partners were on hand to inter-
act with LMA members. Here, LMA President Nancy Lane 
shares a moment with Curtis Parker, left, CrossRoads News 
and Brandon Erlacher of The Elkhart Truth.

That's a big fish! Actually a whale shark. Brothers Stuart, left, and 
Cliff Richner of Richner Communications are wowed by the incred-
ible display at The Georgia Aquarium. A fabulous reception, 
sponsored by AdMall, was held here on Wednesday evening.

USSPI's Rick Baranski catches up with the news before the start 
of the Wednesday sessions. The conference attracted over 250 
media professionals.

Shannon Kinney, Dream Local Digital, 
and Jon Rust of Rust Communications. 
No one had more ribbons on their name 
tag than Jon! 
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Help Wanted

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.

LOCAL PAPERS. MILLIONS OF READERS. DEEPLY DISCOUNTED RATES.

avenue

avenue

Local papers. Millions of readers. Deeply discounted rates.

update:

During the Great Ideas session at last 
month’s LMA Fall Conference, Jon Rust, 

Co-President of Rust Communications, 
shared his company’s somewhat new 

policy of permitting political can-
didate to submit opinion letters, 
for a fee. Before the new policy 
took effect two years ago, their 
approach was simple: no letters 
to the editor or Speak Out com-
ments about or from candidates. 

This was an easy-to-police policy, 
and candidates for local, state and 

national offices accepted it. 
Two years ago Rust launched a new 

policy of accepting Paid Election Letters 
to give candidates a forum for their platforms 
and to open the opinion pages for more viewpoints 
about political candidates. The base cost per letter is $25 plus .50 or 25 
cents per word after 100 words, depending on which newspaper is selected.  Graphics 
can be added for an additional fee. Full details about this policy including pricing 
can be found at https://www.rustcom.net/SEM/forms/paidletter.

Rust also conducts “candidates seminars” each election cycle where they walk 
candidates and their media staff (or friends, regarding the more local candidates) 
through how to use the newspaper as a tool to get their message out (via free and paid 
channels). “At that seminar, we talk about paid letters, too,” says Rust. “The general 
feedback, especially from challengers: We love it.” Jon adds that incumbents have 
more problems with the policy, though they’ve learned how to use them too.

Political candidates (and anyone in fact) are encouraged to have free blogs on 
their site, including about politics. Information at http://www.semissourian.com/
forms/politicalblogrequest

Note: Rust is immediate past-Chairman of the LMA Board of Directors. He reminds 
that political campaign marketing strategies are often mapped out far in advance of 
the elections and suggests those considering adopting something similar to this do so 
with an eye to future political seasons. He wrote about this issue in a column for this 
newsletter during his recent term as Board Chair.  Access it on page 3 of the May 2012 
issue at http://downloads.localmedia.org.s3.amazonaws.com/LocalMediaTodayMay2012.
pdf.

Attendees at a Spring 2012 Southeast Missourian political candidate seminar.

Political Season: 

Paid Election 
Letters & More

Like classifieds need another blow to 
private party!  Already we have to contend 
with Craigslist, the numerous other clas-
sified sites, and other local competition, 
and now social media is getting in our 
game.

Recently, I noticed that there are a bunch 
of “Yard Sale” type pages popping up on 
Facebook.  In my area there are a few, one 
for young moms with mostly maternity/
baby/child items, then another for any-
thing but those types of items. 

They are garnering 20-30 new members 

a DAY!  People are buying, selling, trad-
ing—all locally.  The pages are started and 
moderated by members of the community.  
They are not without issues. Sometimes 
I see people not showing up, or people 
cutting into someone else’s sale etc. It is 
sometimes pretty entertaining.

So, of course, I got to thinking, why can’t 
a local newspapers classified department 
have their own “Yard Sale” page. Corner the 
market in the community with the backing 
of their trusted name.   Tie in some print 
specials (that are optional), maybe even 
make a big event out of it and do a com-
munity yard sale somewhere in town and 
promote it on this page and in print.  

Of course the million dollar question 
“How will I make any money?” hasn’t been 
answered yet, but I think that owning 
this space before someone else does is a 
must. Create it and then eventually work 
on monetizing it.

Are you doing anything with social media 
with your classifieds? If so, I would like to 
hear about it!  Please email me at deanna.
lewis@localmedia.org

Social Media & Classifieds

ADVERTISING DIRECTOR
For  The Daily Iberian, a six-day daily in New Iberia, La., 
in the heart of Cajun country with great food, friendly 

people, fun festivals, lots of outdoor activities and more. 
We’re looking for a leader of sales for print and digital 

efforts, someone to help us improve our current products 
and help develop new products that meet the needs of 

readers and advertisers. 

We expect competency and experience in the basics of 
ad sales and sales management, but especially want a 

leader, who has ideas, a vision and a get-it-done attitude 
to help us make our strong brand even stronger. 

We offer an excellent compensation package, good 
benefits, a great work environment, a chance to 

make your mark, and opportunities for promotion/
additional responsibilities here or elsewhere in Wick 

Communications. 

Email a resume and a cover letter about yourself to Will 
Chapman, publisher, at iberianpub@cox.net.
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Join us to explore
a cross-media world
Join us to exploreJoin us to exploreJoin us to explore

We’re bringing together the best minds in publishing, advertising and media.

Register today at abc-conference.com

To address the latest trends in print and digital media, we have assembled an exciting list of speakers 
from such companies as: Adobe, Accenture, Kimberly-Clark, Hearst Digital, Optimedia, Merck, 
Barnes & Noble, Atlantic Media, GroupM and PHD.

November 14-15, 2012 The Westin New York at Times Square

AAM-1690 Media360 Ad Resize-LMT.indd   1 9/12/12   2:00 PM
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Where framily and friends share classifieds

join today, it’s free!
@ frassifieds.com

Exclusive, Limited Partnerships 
being extended now for this

 Social Classifieds Portal

Call us at 800-944-3276 Digital Community
H O L D I N G S

D C H . c o m

™


