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Stellar Line Up Set for Fall Conference

“The program for St Louis is one of the best I’ve ever 
seen,” said Matt Coen, conference chair and co-founder/
president of Second Street, “Attendees are guaranteed to 
learn a lot, share a lot and walk away with loads of action-
able digital and print money-making ideas. We can’t wait 
to welcome everyone to St Louis in September.”

The LMA Fall Conference committee worked hard to 
develop a cutting-edge program for the association’s sig-
nature event of the year. This agenda really has it all. Most 
importantly, it features a lot of new ideas, speakers and 
information. It is not the kind of programming that you 
will find elsewhere. 

In addition to the one-on-one meetings with media 
buyers representing the top retailers in the U.S. & Canada 
(such as Target, The Home Depot, Staples, Lowes, JCPen-
ney and more), the conference features a robust trade 
show with the industry’s most progressive R&D partners 
and programming that guarantees ROI. 

Conference Highlights:
∑∑ Day one keynote from Clark Glibert, CEO of Deseret 

Digital Media& Deseret News. The committee asked 
Clark to keynote this conference after reading his Har-
vard Business Review paper that addressed the dual 
transformation that is underway in the industry. The 
master of disruptive innovation will talk about the 
importance of rebuilding the core while you reinvent 
your business model. The theory is applicable to LMA 
members of all sizes. He will also share some of the 
new and exciting projects underway at Deseret Digital. 

∑∑ Day two keynote will feature Chris Hendricks, VP 
Interactive Media, The McClatchy Company. Hen-
dricks will share the current McClatchy strategy that 
includes a huge focus on growing pure play digital 
revenue. Digital now accounts for more than 20% of 
McClatchy’s total advertising revenue and is growing. 
Hendricks believes that our industry must focus on 
pure play growth if we are to survive. He will back up 
this assertion with many examples and success stories. 

∑∑ More than a dozen media buyers have already signed 
up to meet with conference attendees in a one-on-

Just one month 
away…Lma FaLL 
ConFerenCe
September 17-20 • St. Louis, Missouri 
Sheraton St. Louis City Center Hotel
All LMA members are urged to register now 
for this key event. Satisfaction is guaranteed or 
your money back! Online registration and full 
details at www.localmedia.org/Conferences

CLark 
GiLbert 
CEO, Deseret Digital 
Media & Deseret News 
Rebuild Your Core While 
You Reinvent Your 
Business Model 

CHriS 
HendriCkS 
VP for Interactive Media, 
The McClatchy Company, 
Why Pure-Play Digital 
Revenue Growth Is So 
Important To Our Future

aMie  
Stein
Director of Training  
& Development,  
Local Media Association 
Triple Your Search 
Revenue

rob  
CurLey
Deputy Editor/Local, 
The Orange County 
Register (invited) 
 ’Google-Proof‘ Your 
Newspaper – The Orange 
County Register Story

katHy 
bonney
Sr. Manager, Print Media 
at Staples 
Leads list of more than 
a dozen media buyers 
participating in one- 
on-one meetings

Mike 
bLinder
President, Blinder Group 
Hot Case Study on Native 
Advertising

Highly Innovative Program Focused on Digital & Print Growth, 
Emerging Trends and New Business Models
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Connecting  
With Audience

inventing new products for years and in fact have built nice size audiences 
in connection with these products. The challenge was this was not being 
done industry wide and in some cases folks were not doing a great job at 
talking about these new products, and the individuals that were reading 
and using the new products. The focus in the past was mass and of course 
newspapers have done the very best job at reaching the masses in their 
respective markets for years.

Today the goal is mass AND targeted offerings. It important to note 
here it’s not OR but AND. In the old days you would push your product 
to consumers and count the number of individuals who subscribed or 
connected with you. Today the most progressive papers  start with a picture 
of the markets they wish to serve , seek to understand what each household 
and even individual in the household needs, and from there, connect 
individuals with the products they have that meet these needs.  

The shift to a ‘pull’ mode of consuming media means a whole 
different ballgame when it comes to marketing to a local audience. 

Tell us about your strategy for remaining relevant in a world of so many 
choices and sources.

When you create an offering that connects with a demand in the 
market, consumers will be drawn to your product(s). Today there are 

many choices for consumers; the secret is that most of the folks creating 
these offerings are not connected to their targeted recipients. This is where 
a modern day media company can and will always win in their respective 
markets. Due to their rich history and deep connection with consumers 
in their markets newspapers have a huge advantage. Relevance starts 
by knowing what the needs of the consumers you wish to serve are, and 
staying clear of what it is you want to give them based on your own internal 
bias or opinion.    

I know you advocate building offerings to meet consumer needs 
and that McClatchy operates newspapers in 29 markets which are 

no doubt as diverse as the geography they exist in. Are you finding any 
common content offerings that are particularly appealing across most 
markets? 

I have two examples of offerings we have introduced in recent years 
that have taken off in many of our markets. 

The first is a print offering known as Sunday Select or YES! There 
are households that have traditionally been non-subscribers to a print 
newspaper but do need information to help them become a better 
consumer/
shopper in 
their markets. 
They love this 
new offering. 
We require 
consumers to 
opt in. This both 
confirms that 
the product is 
something they 
want and desire 
and allows 
up to stay in 
contact with the 
consumer to 
share relevant 
marketing 
messages about 
our product 
offering.

The second is 
a digital offering 
known as Deal 
Saver. Many consumers look to try new products and services and in 
some cases these consumers are looking for the right deal to allow them to 
connect with a new product or service. In other cases consumers are not 

 Continued on PAGe 12

You recently interacted with the LMA 
Innovation Mission study tour to discuss 

your area of expertise, audience development. I 
want to delve into this topic but first, can you give 
me a thumbnail of your pathway to your current 
spot with The McClatchy Company? And, a quick 
overview of your company?

In the early 80s I ran a distribution company 
which transitioned into work at The Los 

Angeles Times for 16+  years. I joined McClatchy  a 
little over 12 years ago, as the Circulation Director 
at The Minneapolis Star Tribune, and two years 
later moved from Minnesota to California to serve 
at The Sacramento Bee. At the beginning of this 
year, I took over as Corporate Director of Audience 
Development, a newly created corporate role.  The 
years in Sacramento included the transformation of 
the circulation division at The Bee into an Audience 
Development and Membership Services Division in 
late 2004.

The McClatchy Company today owns 30 daily 
newspapers in 29 U.S. markets, which are growing 
much faster than the U.S. average. In each of its 
daily newspaper markets, McClatchy operates the 
leading local media company, offering a wide array 
of print and digital products.

The term ‘Audience Development’ to many is a 
new name for ‘Circulation Department’ but we 

all know that the underlying difference is a need to 
connect all forms of media offerings to the markets 
they serve. What are some of the key practices that 
go hand in hand with true audience growth? 

The transition is so much more than a name 
change.  Granted, many publishers have been 

Q&A with Dan schaub
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Dan schaub
Corporate director of audience development 
the McClatchy Company 
dschaub@mcclatchy.com
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Guest columnist is Ben Shaw, Chief 
Digital Officer, Shaw Media

The Local Media Association 
has really become ground zero for 
innovation and education for local news 
providers during the recent past. Over 
the last few years, the members have 
created a sort of inspiration pipeline of 
useful ideas. Chief among the activities 
that leave us at Shaw Media feeling 
this way is the Innovation Mission. 
There was a strong return for us last 
year and expect there will be similar 
results after my 
involvement 
in the just 
concluded 
2013 IM. After 
testing out 
Google Micro-
surveys, which 
were debuted 
on the 2012 IM, 
we launched at 
all operations 
and are on 
track to realize 
strong six-
figure revenue 
from them this 
year. 

The 2013 IM visited a broad mix of 
innovative companies. Seventeen senior 
executives from LMA’s membership 
visited with Hearst, McClatchy, Digital 
First, BIA Kelsey, Twitter, Facebook, Plug 
and Play Tech Center, Google and Emmis 
Communications. There was a good mix 
of actionable, strategic and global ideas 
spread throughout the meetings, here are 
a couple of themes I picked up on.

Custom Content: An advertising 
area that was new to me this year 
was Content Marketing or Native 
Advertising. It is branded editorial 
content that is integrated directly within 
a site’s standard user experience. All of 
the media companies we spoke with 
are currently engaged in it in one way 
or another. The concept is that a brand 
comes to us with a theme that they 
want to promote and we schedule and 
write stories for the brand over a period 
of time. We then publish the content 
on our site at a vanity URL. The key 

difference between this and advertorial 
is that the custom content is not about 
the company directly, but about a topic 
they choose. Custom content seems like 
it has good potential for the industry.

The Funnel Has Changed: The local 
media value ecosystem can no longer 
just be advertising. We saw two takes on 
the topic, but it was clear that many of 
us still do not address each step that an 
advertiser currently needs.  Whether you 
view The Funnel as a blend of Media, 
Transactions and Engagement or as one 
consisting of Awareness, Favorability, 
Consideration, Intent to Purchase, 
Purchase and Repeat Purchase, our ad 
sales staffs need to address customer 
needs at every level of the online funnel.

 
Print Revenue Optimization: 
There were four print revenue ideas 
that seemed like they were worth 
considering.  Think about a new 
subscription activation fee of $2.99.  
Eliminate Vacation Credits. Create 4 or 
5 premium print days throughout the 
year and add a $5.00 charge. Charge 
this as an opt-out during renewal. Also 
consider charging a premium service fee 
for porch delivery. While it is probably 
not a good idea to do all of these at the 
same time, staggering these increases 
would drive new revenue. 

It’s all about implementation: Our 
visit to the Plug and Play Tech Center 
was a fascinating look into a really 
innovative business model. The 
company is a start-up incubator in 
Silicon Valley that gives early stage 
start-ups access to office space, funding, 
data centers, executive mentoring 
and corporate partners. They have 
accelerated and invested in many now 
notable companies and they partner 
with large corporations to identify new 
technologies. They were adamant on 
one point. No matter how good the idea 
is, four other people already have it and 
are working on it. Success is all about 
your implementation. This is inspiring 
to me as an executive during this 
industry’s time of transformation. One 
thing we know we have is a staff full of 
implementers and executors. As we fill 

Ben Shaw at the visit to 
the Plug and Play Tech 
Center during the 2013 IM.

our innovation pipeline with better and 
better ideas, that skilled implementation 
will ultimately ensure our successes.

Was it worth it?
It was. I’ve listed just a fraction of 
the takeaways and the just published 
2013 Innovation Report includes 
a comprehensive review in the 
well-written, easily digestible and 

comprehensive report. I encourage all to 
obtain this low cost, high value resource. 
Your bottom line wants you to consider 
downloading a copy today. See below for 
ordering information. 

Editor’s Note: This column is part of a 
continuing series of columns written by 
LMA & LM Foundation board members. 
Ben Shaw is reached at bdshaw@
shawmedia.com

Ground Zero for Innovation

The 2013 Innovation 
Mission Report A Field 
Guide For Publishers

There are only 17 people who have 
bragging rights about “being there” to 
experience the hands on, up close and 
personal insights gained on this year’s 
top-notch Innovation Mission. But 
now, all can have the next best thing – 
The 2013 Innovation Mission report, 
which digs deeply into numerous 
key takeaways 
that every media 
company should 
be exploring.

According to 
BIA/Kelsey’s recent 
Local Media Watch 
blog, “LMA’s 
Nancy Lane and 
Pete Conti have 
put together an 
excellent report 
of The Tour” and called the report “a 
field guide to the key things that small 
publishers (and in fact, everyone) 
should be thinking about in terms of 
their digital and mobile transition. “

This in-depth report covers the top 
takeaways from the six-day study tour 
that included visits with Facebook, 
Twitter, Google, Plug and Play Tech 
Center, The McClatchy Company, The 
Denver Post, AdTaxi, San Francisco 
Chronicle, Emmis Radio and more. 

“It is 45 pages filled with great 
information,” said Nancy Lane, 
President of Local Media Association 
and the Local Media Foundation, and 
co-author of the report, “Most of the 
attendees are predicting an ROI in the 

high six-figures 
and even seven-
figures as a result of attending 
this study tour. We tried to capture the 
greatest opportunities for local media 
companies in the report. It is truly a 
must-read for top executives in the 
industry. And for the price of one copy, 
you can share it with your entire team.”

The report focuses on those 
takeaways with the greatest ROI 
potential for readers of the report.

Hot topics include:
∑∑ Native Advertising 
∑∑ How to Develop a Culture of 

Innovation
∑∑ Expanding Digital Agency Services
∑∑ SMB Commerce Could be the Next 

‘Big’ Opportunity
∑∑ Social Represents a Serious Revenue 

Stream
∑∑ Cause Marketing -  A Huge 

Opportunity
∑∑ It’s Audience Development; Not 

Circulation!
∑∑ And Much More!

To Order
The report is being offered to LMA 
members for $379 and $479 for non-
members.   
The price includes two follow up 
webinars in addition to a digital copy of 
the report.  
The webinar dates will be announced 
soon. Order online at http://tinyurl.
com/LMA2013IM

2013  innoVation  
MiSSion rePort: 

A WEEK OF SIX-FIGURE  

TAKEAWAYS Now 
Available! Order Today! 

Peter Krasilovsky, 
VP, BIA Kelsey, 
presenting to the 
2013 IM group.
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With a clear mission of transforming 
traditional local media sellers into top-
notch, well-qualified digital advertising 
sellers, the second part of the LMA Sales 
Certification training program is in final 
production and will be open 
for enrollment in mid-August. 

The Advanced Digital Cer-
tification program is part two 
of a three-part Sales Certifi-
cation training course pro-
fessionally produced and of-
fered by LMA. The first, The 
Fundamental Media Course, 
debuted earlier this year. The 
third and final program, the 
Sales Management Course, is 
expected to release in Q4.

A multi-module, self paced, online 
learning program, the Advanced Digital 
Certification program will not only teach 
media professionals how to sell digital 
advertising more effectively, but how to 
sell it in combination with traditional 
media and how to use digital tools to de-

velop new business.  
“This program is a natural next step 

for those who have undergone our Fun-
damentals Media training certification 
course,” says LMA’s Peter Conti, sales 

& marketing director. “The 
curriculum is in depth and 
covers individual topics in a 
more tactical way whereas 
the fundamentals course is 
more of an overview of a lot 
of these concepts.”

How It Works
The Advanced Digital Certi-
fication Program consists of 
26 modules divided into six 

sections and takes a deep dive into all 
things digital. The course is intended to 
be taken in parts with each module run-
ning about 20-30 minutes in length. 

Delivered via an online learning sys-
tem, students can stop and start at will, 
replay modules to ensure full under-
standing and are tested along the way. 

The Modules
Advanced Business Development
The most overlooked opportunity in 
local advertising sales today is using 
digital tools to develop new business.   
At a time when cold calling is becom-
ing a less effective sales method for 
most local media sellers, the emer-
gence of search tools, social media 
and monitoring tools are creating a 
new approach for getting the atten-
tion of local advertisers.  Modules in 
this section include:

Prospecting in the Digital Age -  So-
cial Prospecting Tactics - Using Linke-
dIn for Business Development - Digital 
Conversation Starters - Focusing Your 
Leads - Inbound Leads 

Multi-Platform 
 Proposal Development 
The biggest shift in local media sales 
over the last decade has been the 
move from selling just one advertis-
ing product to an extensive line of 20+ 
advertising products.  This requires a 
completely different sales approach.  
The focus is no longer “selling” a pros-
pect on one advertising product, but 
rather understanding their unique 
marketing needs, so local sellers can 
pitch the right mix of advertising 
products. Modules in this section in-
clude:

Building a Multi-Platform Package 
- One-Page Digital Proposal - Selling 
Niches   

Setting Client Expectations
The most intimidating aspect of sell-
ing digital advertising is how to best 
establish expectations for clients.  
Forget the digital jargon and metrics.   
Most local advertisers only care about 
the unique metrics of their business. 

Students will learn when, where and 
how to share digital success stories 
and disarm  prospects in the process!   
Modules in this section include:

Presenting Digital Advertising -  Re-
sponding to Digital Objections - Moni-
toring Digital Ad Campaigns 

Digital Advertising Formats
All digital advertising isn’t created 
equal and each digital advertising 
format has its own unique marketing 
strengths.   Understanding the nuanc-
es of each format will help reps pitch 
the best mix of digital advertising op-
portunities for each of their prospects.  
Modules in this section include:

Display Ads - Online Video Adver-
tising - Social Media Promotion - Mo-
bile Marketing - Deal Promotions -

Email Marketing 

Digital Sales Ideas By Ad Category
Hard to believe web advertising has 
been around for almost 20 years now. 
Over that time, each advertising cat-
egory has developed preferences for 
different digital advertising formats 
and they are constantly changing. 
This section will review the basic mar-
keting needs and digital advertising 
preferences of the following local ad-
vertising categories:

Automotive – Retail – Healthcare 
- Financial Services – Restaurants - 
Home Services

Key Digital Ad Sales Habits
In this final section local sellers will 
learn about the habits of other lo-
cal sellers who have been success-
ful at selling local digital advertising.   
Some of those habits include ongoing 
education, time management, experi-
menting, sharing ideas and constantly 
connecting with new prospects.

ADVANCED
MEDIA SALES

STEPHEN WARLEY

Like the Fundamentals Media Course, 
successful completion requires a 90% or 
better passing grade before certifica-
tion is declared.

The Trainer
For this program, LMA 
selected the highly quali-
fied Stephen Warley, a 
digital advertising sales 
expert in local media 
who has spoken at more 
than 50 local media confer-
ences in the last decade. He 
founded LocalBroadcastSales.
com in 2008, an on-demand sales train-
ing company providing over 35 sales 
trainers and 600+ video modules to over 
10,000 local broadcaster sellers.

With an MBA in media management, 
Warley is based in Boston.  Previously, 

he served as Executive Director of Digital 
Media where he developed and conduct-

ed training to better develop, market 
and sell digital content.

The Details 
The course is $495pp for 
LMA members and vol-
ume discounts for 5 or 
more students are avail-
able. Take advantage 

of the volume discounts 
and get your whole team 

certified!  Module descrip-
tions and enrollment at www.

localmedia.org/Resources. For more in-
formation, contact LMA’s Peter Conti at 
804-360-9434 or peter.conti@localmedia.
org

Special Introductory Offer! $50 pp 
discount through September 30th

LMA Sales Certification Training, Part Two 
Advanced Media Course Announced

COMING T H I SMONTH!
LMA Certification
Training, PartTwo
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LMA Sales Certification 
Program, Part One 
The Fundamentals 
Media Course

Since its 
debut ear-
lier this year, 
The Funda-
mentals Me-
dia Course 
has proven 
to be the per-
fect tonic for 
media com-
panies seek-

ing professional basic training to help 
reps drive measurable and sustainable 
advertising revenue. This affordable, 
industry-tailored, online training is re-
ceiving 5-star ratings for the content, 
usefulness and ease of understanding. 

Calling it “comprehensive and 
helpful,” Wolf Rosenberg, vp/adver-
tising for California Newspaper Pub-
lisher Association, praised the course 
for helping both novice and veteran 
reps obtain a better understanding of 
today’s advertising sales culture and 
commented that the Fundamentals 
Media Course is a good precursor for 
the Advanced Digital course. 

Full details at www.localmedia.
org/Resources. 

WOLF ROSENBERGRollie Massimino, former 
head coach of the 1985 Villanova 
Wildcats, told the incoming 
freshman class after the team’s 
improbable NCAA win that there 
are three kinds of people: those that 
watch things happen, those that 
wonder what happened and those 
that makes things happen.

In our industry we can all identify 
companies that are in these three 
buckets. Some are shell-shocked 
and live in a state of wonder. Many 
wait and see instead of taking risks. 
And, many LMA members go out 
and make things happen. 

In order to be in the ‘make things 
happen’ bucket, a commitment to 
training and experimentation is a 
must. The Local Media Association 
has developed conference programs 
and events designed for companies 
that are committed to making things 
happen. We also remain committed 
to growing and innovating on the 
core side of the business. 

Between now and the end of the 
year, many programs and training 
opportunities have been created 
to give LMA member-companies a 
competitive advantage and to arm 
members with the latest knowledge, 
case studies and market intelligence 
on emerging and exciting trends and 
business models. 

All LMA events and programs 
come with a money-back guarantee. 
The schedule includes:

Social+Mobile: Show me the 
money! – August 21-22, Chicago: 
This one is all about the money. 
Looking to monetize these two 
emerging opportunity areas? This 
is presented in partnership with 
Borrell Associates and the Local 
Search Association and includes 
many impressive, high-dollar case 
studies. 

Fall Conference – September 17-
20, St Louis: This conference has it 
all. Strong programming, a trade 
show complete with the industry’s 
most innovative research and 
development partners, amazing 
networking opportunities and 
one-on-one meetings with media 

buyers that handle retailers such as 
Target, Walmart, The Home Depot, 
JCPenney, Radio Shack and much 
more. 

Digital Agency Summit – November 
7-8, Chicago: We expanded this to 
two days this year and will feature 
the biggest and best case studies 
along with a look at emerging trends 
such as native advertising. 

Google AdWords Certification 
Training – Over 100 industry 
executives have now completed this 
course (seven online sessions or 

in-person.) 
Many are 
passing the 
very tough 
Google 
AdWords 
certification 
test on their 
first try. 
And the 

testimonials have been outstanding 
with several reporting that the LMA 
training is better than Google’s. 
Companies that have been selling 
search are reporting a tripling 
of revenue after certifying their 
reps. Contact Amie Stein (amie.
stein@localmedia.org) for all of 
the available options (including 
online, customized options for your 
company or in-person training dates 
already set in Minnesota, Wisconsin, 
Illinois and Pennsylvania.)

Sales Certification – the 
Fundamentals Media Course re-
launched in late May and nearly 
100 sales reps have gone through 
the program. Reviews have been 
fantastic from sales reps and 
their managers. The Advanced 
Media Course will launch in the 
next week or two. Contact Peter 
Conti for details and volume 
discount information (peter.conti@
localmedia.org.)

Invest in your future by taking 
part in many of these LMA programs 
and events. Be a company that 
‘makes things happen’ and secure a 
bright future. 

What kind of Company  
do you Want to be?

LOCaL MEDIa
r o c k s

LMA President Nancy Lane
@localmediarocks • Nancy.lane@localmedia.org

Rollie Massimino 
making it happen.

Fall Conference: Exhibit  
& Sponsor Opportunities

Reach Publishers, 
Ad Directors & 
Digital Managers 
 
St. Louis, September 17-20

The largest gathering on the LMA 
calendar – The Fall Conference – offers 
an excellent chance to showcase 
products and services to the hundreds 
of top tier media industry executives 
who will gather for this innovative 
and cutting edge program. Running 
September 17-20 in St. Louis, MO, 
The LMA Fall Conference assembles 
CEOs, publishers, general managers, 
advertising executives and digital 
managers. There’s no better time or 
place to promote your company to the 
movers and shakers in the local media 
industry.

Conference attendees count on a 
robust exhibit and demo hall to help 
learn about the latest tools, technology 
and expertise offered by our R&D part-
ners. To obtain more information about 
the sponsor and exhibit opportunities 
contact Al Cupo at al.cupo@localmedia.
org, 215-256-6801, or Deanna Lewis at 
deanna.lewis@localmedia.org, 207-384-
5022
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Since joining LMA a few 
scant months ago, Training 
& Development Director 
Amie Stein has trained 
close to a hundred sales 
reps to become Google 
AdWords certified sales 
professionals and she is 
now taking her training 
program to four state press 
associations. Ease of access 
for these upcoming events 
makes them a perfect 
choice for media companies in close 
proximity.

Illinois, Pennsylvania, Minnesota 
and Wisconsin will all host two-day 
Google AdWords training events 
between now and October. 

Sarah Bauer, Program Director for 
Minnesota Newspaper Association, 
believes this offering is a golden 
opportunity for local media 
companies. “At a time when many 
of our member newspapers are 
interested in expanding their digital 
advertising offerings, and begin to 
look at products like Google AdWords, 
we are looking forward to presenting 

an  affordable, in-person 
training option to MNA 
members,”said Bauer. 
“Partnering with LMA to 
offer a hands-on Google 
Adwords training program 
allows us to bring in a 
trusted, highly-specialized 
training program tailored 
to the needs of our 
newspapers. “

So far, High results 
A testament to the effectiveness of 
Stein’s Google AdWords training is 
the fact that a high percentage of 
the media professionals who have 
undergone her rigorous training and 
gone on to take the exams have passed 
both the Fundamentals and Advanced 
Google-administered certification 
tests on the first attempt.

“This is a dynamite early result for 
us. We knew going in that the Google 
AdWords training was something that 
media companies could really benefit 
from as they seek to expand their 
offerings to local SMB’s,” says Stein. 
“The fact that those who have already 

undergone our training, which is 
tough to say the least, are passing the 
challenging Google exams on the first 
try tells us that we’re on target with 
the format and helping our members 
get a serious leg up on their local 
competition in this fast growing sector 
of revenue development.”

How it Works 
Media companies can choose from 
three different approaches to obtain 
this training – bring Stein to your 
site for two full days to conduct in 
person training; register for the online 
training module, via live webinars, 
that are offered as a set of seven one-
hour sessions most calendar months; 
or buy the ‘train the trainer’ module 
in which Stein consults with your 
certified professional to bring them 
to trainer status so that they can train 
your own sales professionals.

All training concludes with the 
Google-administered Advertising 
Fundamentals exam and one 
advanced-level exam. Participants 
must pass both to become certified.

A LinkedIn group for all trainees 
has also been launched as a way for 
participants to continue to share 
dynamic changes happening across 
the Google platform. This forum 
has also been designed to become a 
common meeting place for graduates 
to share success stories as they launch 
local programs.

Full details of the program and 
pricing at www.localmedia.org/
Resources

SEM Sales & Marketing Kit 
Now Available  
A recent addition to the Google 
AdWords training program, for those 
who have already completed or 
are already selling search, is a SEM 
sales and marketing kit including a 
customer facing sales presentation, 
one-sheet sales collateral and a set of 
house ads to promote your offerings.  
The kits are customized to include 
your brand within five business days.  
Contact Amie Stein directly at amie.
stein@localmedia.org to order yours 
today. The price for the kit is $299.

www.ArchiveInABox.com
The newspaper archive scanning service from SmallTownPapersTM

Digitally preserve
your newspapers

and bound volumes

Protect and Share

Preservation Speaks
Digital

VOLUMES

Google AdWords Certification Program 
SEM Training Goes On The Road

sarah Bower
Program Director for 
Minnesota Newspaper 
Association

“Partnering with 
LMa to offer a hands-
on Google adwords 
training program allows 
us to bring in a trusted, 
highly-specialized 
training program tailored 
to the needs of our 
newspapers. “
-Sarah Bower
Program Director for 
Minnesota Newspaper 
Association

interesteD in working with us to Bring googLe 
aDworDs training to your state or region? CoNTACT 

AMIE STEIN AT AMIE.STEIN@LoCALMEDIA.org or 901-361-3642 To LEArN 

MorE AbouT ThE googLE ADWorDS TrAININg ProgrAM.

Google adWords  
training Locations & dates
With the Illinois Press Association, 
Chicago, IL | August 19-20

With the Pennsylvania News 
Media Association, Philadelphia, 
PA August 27-28

With the Minnesota Newspaper 
Association, Burnsville, MN 
October 23-24

With the Wisconsin Newspaper 
Association, Madison, WI 
October 29-30

Just $299pp for LMA members. 
Register at www.localmedia.org/
Resources or contact Amie Stein at 
amie.stein@localmedia.org 

Freshly Certified! David Adkins,right, 
Director of Systems and Digital Technology 
and Ron Belyea, Advertising & Digital 
Sales Manager, both of the Herald-
Tribune Media Group, proudly showing 
their Google AdWords Certificate. Both 
are recent graduates of the LMA training 
program by Amie Stein.
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DELIVERY SERVICES

TECHNOLOGY SOLUTIONS

CONSULTING SOLUTIONS

pcfcorp.com | 1-877-PCF-6668

© Publishers Circulation Fulfillment Inc.

Newspapers. Magazines.
Paid or free publications. 
Whatever you’re
delivering, PCF knows
how priceless your
product distribution is.

We’ll help you control
costs, stabilize service and 
even suggest additional
revenue opportunities.
If that sounds like a fun
and rewarding partnership
give us a call.

We handle 
all kinds of 
precious cargo.

WELCOME TO THE 
REBIRTH OF PRINT
DISTRIBUTION
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Adaptive Selling:  
the ability of a salesperson  

to alter his/her sales 
messages and behaviors 

during a sales presentation 
or as they encounter 

different sales situations 
and different customers.

Choose CNS Printing as
your printing specialist.

At CNS Printing,
we specialize in
top-quality printing,
on-time delivery
and very competitive
pricing. Our goal
is to hit the bullseye
on every job,
for each and
every customer.

CNS Printing
7801 N. Central Dr.
Lewis Center, OH 43035

(614) 984-2088

Bullseye.

The impressions that others form 
about us are based on what they observe. 
They have no way of knowing our 
personal thoughts and feelings, so they 
make decisions 
about us based 
on what they 
see and hear. No 
matter how good 
your advertising 
products and 
services are, their 
success depends 
on your ability 
to sell them to 
your prospect. 
Your client base 
will grow, or fail, based on the success of 
your products and services, and how well 
you work with clients to match them with 
solutions and how well you help them 
uncover new marketing needs.

Sales Skills
Anyone can acquire and learn proper 
sales skills. Regardless of what you are 
selling, you can achieve great product or 
services sales by mastering a set of sure 
selling skills that focus on 
• confidence 
• listening skills 
• relationship-building skills
• persuasion
• product knowledge

Adaptive Selling
The foundation for a sales person’s 
communications skills is adaptive selling. 
These skills rely on a salesperson’s 
ability to gather information 
regarding the customer’s needs and 
responding appropriately. Adaptive 

selling often requires a number of 
behavioral adjustments, some subtle 
and some complex. Adjusting one’s 
communication style in order to 
fit individual customer needs and 
preferences is an important element of 
adaptive selling.

Adaptive Styles
These core skills can help you in the sales 
process, including the important step of 
identifying if your communication style 
should be a style based on – 
• solution selling or 
• in-sight selling. (sometimes known as 

provocation-based)
Your ability to adapt the proper style 

comes primarily from feedback gained 
in the prospecting and initial meeting 
phase. 

I’ve talked a lot about in-sight 
selling in past columns. Many superior 
account executives have abandoned 
traditional solution selling and gravitated 
towards in-sight selling. Concisely, it is a 
conversational and coaching style. You 
actually coach the advertiser on how 
to buy. Doing so will help you reveal 
customer needs that they didn’t even 
know they had. 

Many account executives will simply 
ignore the changes in selling styles and 
continue to solution sell. However, if you 
are practicing in-sight selling, instead 
of selling solutions, you are selling 
insights. This is the future style of selling 
successfully.

To learn more about in-sight selling we 
invite you to check out our Fundamentals 
Sales Course, part of our Sales 
Certification Program. (Go to localmedia.
org and click on” Resources.”)

Peter Conti
Sales & Marketing Director,
LMA

What’s Your 
Communication Style? 
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one setting. A priceless opportunity for 
the cost of a ticket to St Louis!

∑∑ Native advertising – we found a hot 
new case study! The Sun-Times Media 
Group recently launched a new busi-
ness unit dedicated to content market-
ing. They recently conducted advertiser 
workshops and hired new staff (includ-
ing some redeployment from the news-
room). The packages are selling like 
hotcakes and average $500/month. 
This session is a must-attend and rep-
resents one of the hottest new opportu-
nities out there. 

∑∑ Triple your search revenue. LMA’s Amie 
Stein has now trained over 100 LMA 
members and friends on Google Ad-
Words. In this session, she will outline 
successful search strategies that should 
easily triple your revenue tomorrow. 

∑∑ Innovation Mission – top three visits 
to be featured. The attendees voted 
on the three most impactful visits and 
we are bringing executives from those 
companies to St Louis to share directly 
with conference attendees. This will be 
educational and inspiring. 

∑∑ TV case study – growing your deals pro-
gram. We found a TV station in a small 
market that is killing it on deals. They 
will share their strategy. Prepare to be 
wowed. 

∑∑ Digital subscriptions and membership 

models. This session will focus on sev-
eral big success stories in this growing 
space. 

∑∑ Digital Agencies – new and exciting 
case studies with a focus on the most 
lucrative areas. 

∑∑ Fabulous trade show with amazing re-
search and development partners that 
can help you grow your business

∑∑ Radio case study – building and mon-
etizing an email database to grow social 
and contest revenue. This company is 
one of the best in the country at mon-
etizing Facebook accelerators and con-
tests. 

∑∑ Great idea session & much, much  more!
A bonus session will take place on 

Thursday afternoon and will feature a pan-
el of SMBs representing a wide range of 
categories. Attendees will be assigned seats 
with a mix of media company executives 
and will take part in group exercises after 
hearing from the SMB’s in the first half of 
this workshop. This represents a unique 
opportunity to better understand their 
needs and to work with peers on solving 
problems for them. The end result should 
provide plenty of ideas to implement upon 
your return. 

LMA is also offering a special pre-con-
ference training opportunity on Monday, 
September 16: Selling, Prospecting & Re-
porting with Social. This half-day program 
takes a deep dive into this subject and is 
being conducted by Amie Stein, LMA’s 
training director. $99 for conference at-
tendees to add on!

  

A chance to meet with media buyers is part of the LMA Fall Conference experience. The 
Atlanta Voice’s Janis Ware and James Washington flank VIP media buyer Bridgit Wallace, 
Novus, as they prepare to meet with her during their one-on-one session last year.

• Meet with more than a dozen 
media buyers for the cost of a trip 
to St Louis

• Learn about a native advertising 
strategy that you can implement 
in the next 30-60 days

• Learn about the strategies 
being developed by some of the 
most innovative local media 
companies in North America

• Be exposed to great case studies 
from outside our industry

• Identify research & development 
partners that can help you 
immediately grow your business

• Get ideas to grow digital agency 
services, search, social, digital 
subscriptions, email & more

• Priceless networking opportunity
• Second Street is throwing one 

heck of a party on Wednesday 
night at the stunning City 
Museum

the detAils:
lMA Fall Conference,  
september 17-20, 2013
• Sheraton St. Louis City Cent 

Hotel, St. Louis, Missouri
• Early bird LMA member 

registration fee: $595 first 
attendee; $545 for each additional 
from same company.  Expires 
August 23rd

• Hotel rate of $119 is available only 
through August 26th

• Special pre-conference 
training opportunity on 
Monday September 16:  Selling, 
Prospecting and Reporting with 
Social, just $99 for conference 
registrants; slightly higher for 
training only. Presented by LMA 
Training Director Amie Stein.

• Full details and online 
registration at www.localmedia.
org/Conferences

Why you Should attend

The annual Newspaper of the Year contest is underway and 
is accepting entries through mid-August. When all is said 
and done, only a handful of newspapers throughout North 
America will be able to claim the distinction as a Local Me-
dia Association Newspaper of the Year. A total of just 18 
winners will be selected – 1st, 2nd and 3rd place in each of six 
circulation categories covering non-daily and daily news-
papers.

The criteria for this contest is, in simple terms, excel-
lence. Judges examine the newspaper on the whole and 
look at things like content, connection to community, 

writing, editing, photography, layout, design, balance of adver-
tising and editorial, and typography. A win here is not only a feather in the cap of the 
team driving the success but also brings tremendous marketing clout to your brand.

The NOY 2013 contest requires submission of three separate issues – your choice 
of one from three different months, June 2012, December 2012, and May 2013.

An online entry system, compliments of Newspaper Toolbox, enables electronic 
entry and an easy to use submission process. Full details and online entry at www.
localmedia.org/Contests.

Hurry! Deadline is mid-August.

Newspaper of the Year Contest Underway 

Do You Have What It Takes?

Fall Conference
Continued FroM PAGe 1
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Richner Communications 
Publishers Clifford and Stuart Richner 
are buying L&M Publications, a Long 
Island weekly newspaper group that 
includes Merrick Life, Bellmore Life, 
The Freeport-Baldwin Leader and The 
Wantagh-Seaford Citizen. 

Stuart Richner said the acquisition 
will serve to expand the reach of the 
Herald Community Newspapers, 
Richner Communications’ 15-paper 
group, across the South Shore and 
solidify its place as the Town of 
Hempstead’s number-one community 
news outlet.     

“It’s a strategically sound move for 
us,” said Cliff Richner. “It strengthens 
our presence in the Freeport, Merrick 
and Bellmore communities and 
extends our reach eastward into 
Wantagh and Seaford, something 
we have been wanting to do for 
some  time. It will enable us to better 
meet the needs of our advertisers.”  

“It is great to be a part of Richner 

Communications and watch the 
company grow throughout the 
years,” said Rhonda Glickman, RCI’s 
vice president of sales. “This new 
acquisition will give us even greater 
strength. I look forward to meeting 
people in our new territories.” 

Richner Communications was 
founded by Robert and Edith Richner, 
parents of the current publishers, with 
the purchase of the Nassau Herald, 
which serves the Five Towns, and the 
Rockaway Journal in 1964. The papers 
trace their roots to the founding of the 

CAL DVM Inc. 
a subsidiary of Dirks, Van Essen & Murray

D
&

V
M

FREEDOM COMMUNICATIONS
HAS SOLD

TO
VISTA CALIFORNIA NEWS MEDIA
We are pleased to have represented Freedom Communications
in this transaction.

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

MARYSVILLE (CA) 
APPEAL-DEMOCRAT
16,000 daily circulation

In 2013 alone, LMA is 
offering a minimum 
of 24 free webinars, 
presented by 
industry experts, 
on the hottest 
topics and 
trends and 
several brand 
new ones have 
just been added 
to the August  and 
September calendars. 
This is a member benefit and 
most webinars are accessible at 
no charge. Others are free to Local 
Media Innovation Alliance and 
Interactive Media Alliance members 
and have nominal fees to non-
members.
In addition to the chance to 
participate in these live events, 
including direct interaction with 
the speakers and other participants, 
another benefit is that all webinars 
are recorded and accessible via 
LMA’s website. If you missed one 
that has relevance for you or want to 
replay one to reinforce the knowledge 
you gleaned or to use as a training 
tool, the resource is just a click away. 
Registration for future webinars, as 
well as access to archived recordings, 
at www.localmedia.org under the 
Webinars tab. 

UPCOMING WEBINARS 
The New Sports Journalism: What’s 
all the Tweet about? (One hour) 
Wed., Aug 7, 3PM Eastern
Sports Journalism has changed 
and the ESPN local sites in Boston, 
Chicago, Los Angeles, Dallas and 
New York are a potent example 
of this with their High School and 
Prep sports coverage seamlessly 
woven with news and analysis of the 
local pro and college teams in each 
market. The presenters will share 
details on the big role Twitter plays 
in their coverage of the local sports 
scene. 

Leveraging Local-Market 
Data for Making Sales (30 

Minutes) 
Tue., Aug. 13, 3PM 
Eastern
Sales managers say 
that less than half 
of their sales teams 
understand overall 

marketing trends. 
With the right data, 

and understanding of 
how to use it, you can have 

a competitive advantage and 
increase your ad sales. This webinar 
will also peel back the layers of 
data to uncover innovative ways to 
identify new prospects and convert 
them into sales.

Innovation Mission – Attendees 
Share Top Action Plans (45 minutes)
October 3, 3 PM Eastern 
Several IM attendees will join Nancy 
Lane on this webinar to share their 
top action plans since returning from 
the week-long study tour. Many 
believe these plans will result in high 
six-figure revenue for their 
companies. 

Getting the Most out of Your LMA 
Membership – (30 Minutes) 
Tue., Aug. 20, 3PM Eastern
This webinar will help you fully tap 
your leading industry resource. In this 
30-minute webinar we will present all 
the benefits of your LMA membership 
which includes webinars, 
conferences, training and education, 
reports, access to major advertisers 
and more. Be informed; let us show 
you what we can do for you!

Why Your Sales Team Needs a 
(Good) CRM (30 Minutes) 
Tue., Aug. 27; 3PM Eastern; Free to 
LMIA/IMA members
Still maintaining your client list on an 
Excel spreadsheet? Today’s rep needs 

Richner Communications in acquisition mode
Journal 1n 1883.    

In addition to the 15 Herald 
Newspapers, Garden City-based 
Richner Communications publishes 
The Oyster Bay Guardian, The 
Jewish Star and The  Riverdale Press 
in the Bronx, and their affiliated 
websites. The company also publishes 
PrimeTime Xpress, a weekly shopping 
guide with 10 editions on the South 
Shore, and Xpress Coups, a quarterly 

coupon book.   Richner’s printing 
division is a leading commercial 
printer of newspapers and periodicals 
in the greater New York area. The 
Richners are also principal owners of 
Broadstreet Media, which publishes 
weekly newspapers and shoppers 
in Baltimore, Philadelphia and New 
Jersey, and the New Jersey Marketeer, a 
shopping publication in northern New 
Jersey.

Richner Communications Publishers Stuart, 
left, and Clifford Richner.

Long Island’s largest 
community 
newspaper publisher 
continues to grow.

Member Benefit Alert!
LMA Webinars: Expert speakers – Hot Topics

 Continued on PAGe 13

NEW 30 MINUTE FORMATS
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Talk about a whopper of a result from 
the recent Innovation Mission. 

The renowned business accelerator 
campus Plug and Play in the tech-hot 
Silicon Valley was among the stops 
visited by the LMA Innovation Mission 
recently. The study tour group got an 
inside look and deep understanding 
of the drivers that are pushing this 
community of 350+ companies, many 
of whom are incubating new software 
and services supported by each other, 
investors and the potent brainpower of 
University and Corporate partners.

LMA member Shannon Kinney, 
Dream Local Digital founder and 
president, knew that joining the 
Innovation Mission tour would bring her 
invaluable benefits but going in, couldn’t 
even begin to imagine the reality that she 
is now experiencing. As a direct result 
of her IM participation, her company 
is now one of the resident companies 
at Plug and Play. Kinney worked the 
connections she made during her IM visit 
to make an application for office space 
residency, which is seriously subsidized, 
and believes firmly that it was the IM 
visit that accelerated her vetting process 
and quick acceptance into this vital and 
flourishing campus.

“The Plug and Play Center truly 
represents the heart of entrepreneurship 
and innovation. More than 350 companies 
from 17 countries are based there, 
developing some of the leading services 
and technology in the world, and as we 
expand our company rapidly there is no 
better place for us to be,” says Kinney.

Tears of Joy 
Immediately after the IM, Kinney 
brought her employees together to share 
the many lessons she gleaned on the 
study tour and one associate in particular 
was outwardly jealous of the Plug and 
Play connection. Online Marketing 
Strategist Eliece Hammond was already 
working in California for Dream Local 
Digital but, like many smaller company 
associates, was working out of her 

apartment and watched daily as about 
70% of the other apartment residents left 
to board the train for their stop at Plug 
and Play. Green with envy, she rolled her 
eyes when Kinney talked about this hot 
spot in Silicon Valley.

 “The Valley is a very competitive 
place and folks who work out of their 
house are sometimes not taken as 
seriously as those in offices, especially 
Plug and Play,” explained Kinney. “I saw 
Eliece roll her eyes and asked her what 
that was about. She explained about 
wanting so badly to be in that spot so 
when I then got to tell her that she would 
soon be boarding that train, she wept 
tears of joy right then and there.”
What Lies Ahead 

Dream Local Digital, a digital marketing 
agency specializing in interactive 
media, marketing, SEO and social 
media, fully expects to be in accelerated 
growth mode as a result of Plug and 
Play. The symbiotic relationship with 
fellow residents, the ability to present 
their services to Plug and Play clients 
(who minimally pay $42K per year to 
access the Plug and Play companies 
software and services offerings), and the 
potential access to the deal flow and VC 
components of additional offerings at 
Plug and Play are all now part of the new 
reality for this Maine-based company.

Learn More 
The 2013 Innovation Mission Key 
Takeaways Report includes a section on 
the stop at Plug and Play and outlines a 
blueprint for how to incubate like a start 
up. This is just one portion of the lessons 
found in this 45+ pages report that’s 
chock full of immediate ROI nuggets.

Just $379 for LMA members. Order at 
www.localmedia.org or call HQ at 888-
486-2466.

SYNC2media.com
303.571.5117, ext. 19

Connect your 
customers 
with their 
audiences. 

Best-in-class digital product suite 
(e-mail, mobile, targeted display, 
tablet, search, social)

100% white labeled for your 
news organization

No contract

Wholesale rates 

Hello Innovation! 
LMA Member Now Residing at Plug and Play

Dream Local’s Eliece Hammond is all smiles in her new office at Plug and Play Tech Center
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aware of a new company or product in 
their market. Deal Saver is an offering 
that connects with and serves these 
types of consumers.  Our Deal Saver 
program requires registration which, 
once again, both confirms that the 
offering is one that is connecting with 
consumers and positions us to market 
to the consumer’s specific needs.     

As competitive choices expand, 
newsrooms are producing sharper 

and more relevant content. What are 
some of your tactics for leveraging this 
unique content?

What the newsrooms across 
McClatchy do is a dream come 

true for our audience development 
divisions.  The role of our audience 
development teams is to build 
marketing programs which speak to 
each household about how the content 
offerings connect with their household 
and their needs. It’s one thing to have 
content, it’s another to connect that 
content to a consumer and get them to 
want it and in fact be demanding it….. 

Our audience development teams 
don’t sell subscriptions in today’s world. 
They connect consumers with the news 
and information that is relevant to their 
household.  

Tell us about how you are using 
social media to develop audience. 

Can you share practices that are helping 
to enhance engagement on the various 
social platforms?

Social media, and becoming a 
part of the fabric that connects 

individuals in the markets we serve, is 
something our markets work on every 
day. 

As you would expect, papers have 
established programs to connect to the 
digital live wires that stream throughout 
their markets. Some of our papers 
have individuals who are assigned to 
specifically promote targeted content 
offerings through these social media 
channels. For me, it’s exciting when I 
see our content being shared and linked 
to over and over again both inside and 
outside our markets.  

Please comment on how you are 
growing audience revenue. Your 

view of paywalls? And, any pertinent 
approaches, such as targeting or 
bundling? Successes you’ve had? Pitfalls 
to avoid?

In Q-4 2012 all of our newspapers 
transitioned to what is known 

as our PLUS offering. The new PLUS 
bundled (print and digital) packages 
give consumers access to our updated 
content anywhere they might be, at any 
time of the day, and, on the platform 
of their choice. This has gone over very 

well and is in perfect alignment with 
the needs of today’s consumer. We do 
allow consumers to Opt Out of the PLUS 
offering and have found that only a 
small percentage do so. 

A huge portion of our success 
was directly linked to the teamwork 
seen across our newspapers and 
the teamwork seen across the 
divisions at each newspaper.  The 
key was in knowing the plan and 
from there developing step by step 
communications to convey the new 
offerings to consumers. 

We learned the importance of clear 
communications with specific product 
offerings and a well trained marketing 
team. Ensure good communication 
that connects with specific consumer 
messaging and great things happen. 

The one item I would coach all on 
is the importance of ensuring your 
customer actually hears what you’re 
communicating. You must work to 
confirm that your message has hit its 
mark… for me it’s exciting to listen to a 
customer service call and hear a rep ask 
if the consumer is aware of the PLUS 
offering and have the consumer rattle 
back their knowledge of the benefits. 
 

Operational practices have 
transitioned significantly 

alongside of other media company 
transformations over the recent 
years. Tell us about how you manage 
differently now and some of the 
improvements you’ve made. 

First, know that you have a lot 
to learn and that facts are your 

friend!  What I mean by that is one of 
the best tools today is benchmarking 
and the sharing of information. Our 
greatest discoveries come from agreeing 

that the way we have always done things 
will not work in the months and years 
ahead.  We have seen wonderful success 
stories as our papers share benchmarks, 
new marketing ideas and sometimes 
even challenges. In almost every case 
a challenge becomes and opportunity 
when it is viewed from several vantage 
points.   

Put yourself in the shoes of an 
Audience Development manager 

in a small market with limited 
resources. Can you highlight a couple of 
tips that you would suggest for driving 
audience across all channels?

First is that market size should  not 
limit your thinking. I have seen 

big game changing ideas come from 
all sizes and shapes of markets. The 
Audience Development professional in 
each market must wake up every day 
thinking about how to connect with a 
segment of consumers. This could be 
hosting a group to hear about how to 
take better pictures to the creation of 
an e-mail group that would receive key 
topic updates, like news or information 
alerts, from the newspaper. 

Every media company should be 
holding monthly if not weekly meetings 
(all divisions included) to talk about 
who they are connecting with, what’s 
working and what products and services 
are needed based on what consumer 
feedback 

And, remember your incoming 
phone lines are one of your very best 
resources and the cost is only picking 
up the phone and listening!

Finally, what’s on the horizon at 
McClatchy? For instance, what 

are you incubating for the next wave 
of audience development? Any new 
ideas percolating? Tips for inspiring 
innovation and improvements?    

From my vantage point the rest 
of our years will be the best of 

our years at McClatchy. The sharing 
across our newspapers is at an all 
time high, we have new ideas brought 
forward each and every week. We have 
individuals who are excited about being 
the generation that gets to help invent 
the future. Today as we shut down our 
circulation departments and open new 
audience development departments I 
see our papers finding ways to touch 
each and every household in their core 
markets. In the years ahead I see us 
finding ways to touch each individual 
inside those households with a product 
or service that meets their needs.

Q&A: Dan Schaub
Continued FroM PAGe 2

Learn more lessons from Dan Schaub and the Audience Development practices 
that are yielding superior results at McClatchy in the 2013 Innovation Report. 

order today at www.localmedia.org or call LMa hq at 888-486-2466.
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mooney takes  
over in BLueFieLD

Randy Mooney, 
a 35-year 
veteran of the 
newspaper 
business and 
West Virginia 
native is the 
new publisher 
of the 
Bluefield Daily 
Telegraph. He 

succeeds Darryl Hudson, who left the 
Daily Telegraph to pursue a job with 
a newspaper in Illinois. Mooney was 
most recently publisher of another 
CNHI paper in Muskogee, Okla
“Randy is an experienced hand in this 
industry who understands the value 
of providing local news and content 
that is important to subscribers while 
creating a vehicle that serves our 
advertising customers,” said Keith 
Blevins, chief operating officer for 
CNHI.
“I look forward to building on the 
Daily Telegraph’s record of service 
to this community,” he said. “We’ll 
be focused on getting involved in 
the community to support growth 
and positive change. It’s also nice to 
be back in the Mountain State. I’m 
happy to come home.”
Mooney held executive positions 
with newspapers in Tarentum, 
Penn., Salisbury, Md., and Savannah, 
Ga., before joining CNHI as a vice 
president for sales and marketing 
in January 2009. Mooney primarily 
worked with newspapers in 
Oklahoma, including the Muskogee 
Phoenix, before being named 
publisher of the Phoenix in October 
2010.

wright PromoteD  
at sChurz
Michelle Wright has been named vice 

president of 
information 
technology 
at Schurz 
Communi-
cations.
Wright joined 
SCI in 2012 
as director 
of project 
management 

and quickly began management of 
the publishing systems replacement 
projects as well as the construction of 
the new KTUU station for Northern 
Lights Media in Anchorage, Alaska.
Wright came to Schurz from CUNA 
Mutual Insurance where she was 
senior consultant responsible for 
delivery of corporate business and IT 
process improvement efforts.

BorDeLeau  
Joins gatehouse  
new engLanD

John Bordeleau 
has joined 
GateHouse 
Media New 
England as 
the new Vice 
President of 
Advertising. 
He most 
recently led 
Morphing 

Media, LLC, a consulting 
organization of his own founding, 
where he specialized in serving 
emerging companies in the business-
to-business space and providing 
business solutions for clients in 
the areas of marketing, sales and 
employee development.
Previously, Bordeleau was divisional 
vice president for Comcast and also 
spent several years as corporate 
vice president of advertising sales 
for Century Communications in 
Connecticut, where he led the 
Fortune 500 company toward three-
fold growth levels.
Sean Burke, president and group 
publisher of GateHouse Media New 
England, said Bordeleau’s addition 
will be an asset to the company and 
clients.
“We’re thrilled to have someone 
of John’s experience and caliber 
join our organization and to lead 
our talented team of advertising 
professionals,” Burke said. “John’s 
skills and experience at building and 
leading successful sales organizations 
will help our sales team to better 
meet the needs of our advertising 
clients.”

ChiCago sun-
times reorganizes 
LeaDershiP
A recent reorganization at the 
Chicago Sun-Timex has resulted in 
two new publications groups - CST 
Group and STM Local. 
The STM Local suburban newspapers 
include the Pioneer Press 
publications, the Naperville Sun and 
the daily newspapers in Aurora, Elgin 
and Lake County. Jim Hickey is the 
STM Local general manager. Paul 
Pham has been appointed CST Group 
senior vice president. Robert K. Elder 
has been appointed editor in chief.
Jim Kirk, editor in chief of the 
Chicago Sun-Times, has been 
named the newspaper’s publisher. 
A longtime Chicago journalist, he 
continues as editor for the daily 
newspaper. Kirk has also become 
the editor and publisher of the 
CST Group of larger publications: 

the Chicago Sun-Times, the 
SouthtownStar, the Joliet-Herald 
News, the Post-Tribune, Splash, Grid 
and the Chicago Reader

gray nameD Cnhi  
senior viCe PresiDent 
Matthew Gray has been promoted 
to senior vice president and general 
counsel of Community Newspaper 
Holdings Inc. Gray has been a 
member of the company’s corporate 
management team for the past 14 
years, most recently as vice president 
and general counsel.
“Matt is an invaluable member of 
our company,” said Steve McPhaul, 
executive vice president and chief 
operating officer of CNHI. “He is a 
highly accomplished attorney with a 
deep understanding of our business. 
He is an excellent colleague and 
contributor.”

Learn Best 
Practices in 
Social/Mobile 

Last call for this 
month’s 2-day 
program in 
Chicago

Dubbed ‘Social + Mobile: Show 
Me The Money’, the August 21-22 
event in Chicago later this month 
has a single-most focus: to teach 
practices and case studies that are 
generating significant revenue in the 
burgeoning So-Mo space. 

Industry leaders from Google, 
Facebook, LinkedIn, Hubbard 
Broadcasting and more will be 
presenting. 

Presented by three top 
organizations - Local Media 
Association, Borrell Associates and 
Local Search Association – the two 
day program is dedicated to revenue 
opportunities including these 
outstanding case studies: 

∑∑ $4 million in one market is 
coming from text messaging 
(directory publisher)

∑∑ $4+ million in two markets 
is coming from social (radio 
stations)

∑∑ One Twitter campaign yielded 
$52,000 for one advertiser (third 
party provider)

∑∑ One company is budgeting $80 
million in digital agency services 
next year (newspapers)
 

“Local media companies are starting 
to monetize social and mobile in 
meaningful ways but there is still a 
long way to go in this space,” said 
Nancy Lane, president, Local Media 
Association. “For this event we 
worked with our partners at Borrell 
and Local Search Association to 
identify those companies that are 
simply killing it in this space. As a 
result, we will feature a mix of case 
studies from broadcast, directory 
publishers, newspapers, pure plays 
and more. It will be eye-opening for 
attendees.” 

All sessions held at the easily 
accessible Sheraton Chicago O’Hare 
Airport Hotel. Full agenda and 
registration at www.localmedia.org/
Conferences or call LMA HQ at 888-
486-2466.

RANDY MOONEY

MICHELLE WRIGHT

JOHN BORDELEAu

MEMbER NEws

a more sophisticated solution. A 
good CRM solution builds value 
for your business by opening 
up important communication 
channels and creating a common 
client–focused knowledge base that 
will better serve your clients. Learn 
the 7 steps every media company 
should know before investing in a 
CRM. 
 
Recently Archived Webinars 
Native Ads: Targeting the Right 
Customer at the Right Time
Native ads which attempt to gain 
attention by providing appropriate 
content in the context of the Web 
user’s experience is the latest 
in hot advertising techniques. 
It sounds simple but there are 
various formats and platforms for 
capturing attention and increasing 
click through. LMA’s in-house 
advertising expert Pete Conti 
explained it all in this 30-minute 
webinar, originally presented on 
July 23rd.

Social Media Workshop:  
Apps to Tweet; Like and Share
In the July 10th webinar, Dream 
Local Digital’s Shannon Kinney 
detailed the ins and outs of making 
all your social media tools work 
for you. She taught the nuances 
of prospecting, connecting with 
the media industry, getting more 
information and spreading your 
marketing messages using most 
influential social media sites such 
as LinkedIn, Twitter, Facebook, and 
YouTube. 

Member Benefit
Continued FroM PAGe 10
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Last month’s three-day Virtual Advertising Conference 
featured many of North America’s leading sales trainers 
who touched on key topics for today’s local media 
advertising reps and managers. This well attended, 
professionally conducted conference was presented by 
LMA at no charge to members.

Among the many notable lessons, Kelly Wirges’ 
opening keynote presentation on July 16 struck a 
chord with attendees. Wirges, president of ProMax 
Training & Consulting, spoke on the art of persuasive 
communications and her comments resonated with 

many in the audience, especially her tips on ‘BLT’ (benefit – loss – testimonial). 
“I was reminded of things I had gotten away from doing as well as great new 
ones to implement,” said one attendee.” It can be a challenge re-training your 
thought pattern but Kelly’s presentation spoke very simply and connected 
with how I operate when going through the purchase phases. I now need to 
incorporate BLT into everything I do! Thank you so much…so informative. 
Kelley Wirges is absolutely the best!”

All of the conference sessions were recorded and these archives and 
accompanying presentations are now available for viewing. There is no 
charge for LMA members to access. Access them at www.localmedia.org/
ArchivedWebinars

Make Your Classifieds Pop!
We all know the difference between selling the sizzle 
and selling the steak but, let’s face it, it’s hard to ignore 
the wafting aroma and sizzling plate when that seared 
steak goes by you in a restaurant. The same principle 
applies to your classifieds so I ask you this…what are 
you doing to make your classifieds stand out? 

Are you adding color, different font sizes?  
Incorporating mobile apps for Yard Sales, or Open 
Houses?  What about new categories?  

As I play around on social media, I always look at 
interesting topics or pages that catch my attention and wonder how/could I 
incorporate those into classifieds?  What pages & groups get the most traffic/
likes/comments? 

Virtual Yard Sales 
Last year in this column, I wrote about how the local “virtual yard sale” pages on 
Facebook were popping up left & right, and were increasing in numbers by the 
hour.  I thought it would be a great way for the newspapers to take back some 
of the business lost in private party by “hosting” that page. I didn’t have a way 
to monetize it quite yet, was just thinking ‘out of the box’.   One way I figured 
to monetize it was to do a community garage sale sponsored by the paper and 
using that page as a springboard and charging for tables, garage sale kits, etc.

The other day, I noticed that my town’s virtual yard sale page had directions 
that they were going to a new format, called Varagesale. It is a new app. I am not 
finding too much about it and got denied trying to get into my towns page (as 
did three of my friends). They obviously have some kinks to work out and from 
the lack of information I can find, it may even be in Beta. What I am getting at is 
that they saw a need, and are filling it with an app, linked to Facebook.  

Newspapers have the audience already, not to mention the trust of the 
community.  It would take minutes to set up, and would be easy to market off 
of your regular social platforms, website & print product.  You would need a 
simple list of rules and a bit of administration to ward off spam but it should be 
fairly minimal in time & effort. 

To see if you have one already set up in your town, just type in a variety 
of words ie: (your town) virtual yard sale, (your town) items for sale or (your 
town) garage sale.  

I am interested in what you are doing differently in your classified 
department! Please email or call me with your great ideas! 

LOCAL PAPERS. MILLIONS OF READERS. DEEPLY DISCOUNTED RATES.
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Deanna Lewis
Director of Sales, LMA Staff

keLLy wirges
President, ProMax Training

The Digital Agency Summit
november 6 – 7, Chicago, iL
Sheraton Chicago O’Hare Airport Hotel
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This two-day program will feature 
top experts, best practices and the 
latest intelligence on launching and 
sustaining a digital agency in your 
market.  This promising business model 
is proving very successful in markets 
large & small - attend the summit to 
learn how to take advantage of your 
existing know-how, resources and 
trusted market position!

Virtual Ad Conference 
Hit The Mark

Join the 
Local media 
innovation 

alliance
A subscription based research club 

delivering in-depth monthly reports 
and related webinars. Topics focus 
on emerging business models, new 

revenue streams and exciting trends. 
More info at 

localmedia.org/Foundation.
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Read the Dallas Morning News’ CMR story at auditedmedia.com/dallasmorningnews

In the new world of media, advertisers need easy access to reliable data across 

multiple content platforms. And you need new tools to tell your cross-media story to 

them. That’s why AAM developed the Consolidated Media Report. Now you can present 

a comprehensive audience view—from tablets to websites to Facebook—all in one place.   

READ HOW THE DALLAS MORNING NEWS IS USING THE AAM’S 
CONSOLIDATED MEDIA REPORT TO TELL A MORE COMPLETE STORY

The  New  Audit  Bureau  of  Circulations

The new AAM. Trust and confi dence for the new world of media.
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