
To say the 2013 Innovation Mission was a home 
run would be an understatement. The six days on the 
road spent by the 17 senior level media executives 
yielded tremendous ROI with many calling 
it a “game-changing experience that will 
impact their company’s future for a long 
time.”

The study tour included visits to the 
most innovative newspaper and technol-
ogy companies in the world (see pages 
10-11 for more coverage of these visits). 
“The Innovation Mission attendees were 
exposed to tremendous inside information 
from each of the companies that we vis-
ited,” said Nancy Lane, president of Local 
Media Association and leader of the annual IM, “but 
it was the case study information presented by many 
of the host companies that made a difference this 
year. They were extremely open in sharing details on 

revenue, lessons learned, sales and marketing mate-
rials, staff structure and more. There were many ah-
ha moments. Several attendees told me this trip will 

likely have a seven-figure impact on their 
organization in the next year.”

Lane and colleague Peter Conti are in 
the process of finalizing the Key Take-
aways Report. This 45+ page report will 
be available to the industry for a price of 
$379. “We want to share the major take-
aways with everyone in the industry,” 
said Ben Shaw, Chief Digital Officer for 
Shaw Media Group and chair of the LM 
Foundation’s Innovation Mission, “This 
trip will be worth well into the six-figures 

for my company so for $379, this is a no-brainer for 
those that were not able to attend the study tour. The 
report includes lots of concrete examples, links and 
hot vendor spotlights.”
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ROI is Huge for 2013  
Innovation Mission Attendees

From Suzanne Schlicht, 
COO, The World Company
“Once again, the LM Foundation 
Innovation Mission delivered for 
The World Company on ideas for 
both immediate ROI as well as in-
sight into forward-thinking prac-

tices of both newspaper and digital pure play 
companies. In particular, we plan to implement 
Google Surveys immediately, which will bring 
six figures into our company annually. Longer 
term, the information on new digital market-
ing programs will assist us in providing effective 
services to small businesses.”  

From Mark Poss, 
CEO, Red Wing Publishing
“I am more optimistic than ever.  I 
have had the good fortune of be-
ing on two consecutive Innovation 
Missions to see the evolution of the 
media companies and how they are 

making that transition, but (also) to see the evo-
lution of the products that are available to us to 
take to market to help our customers reach their 
audiences.

The Innovation Mission Key Takeaways re-
port is absolutely critical, It will help you rise 
above the day-to-day challenges and see where 
our industry is going.”

From Emily Walsh Parry, 
Multi-Media Publisher,
The Observer Group
“My favorite trip of the year. I always 
walk away with some game chang-
ing plans for my company. (The les-
sons learned) affect our revenue, our 

culture, our business in a very good way.”
About the I.M. visit to AdTaxi in Denver, Em-

ily commented “I love coming to the $250 mil-
lion digital spend markets  so that in my $25 
million digital spend market I know what to look 
forward to, like what’s going to happen in the fu-
ture, what I need to be ready for.  I feel like it puts 
me ahead of everyone else in my market and that 
makes my company one of the innovators.” 

From Shannon Kinney, 
President, Dream Local Digital
“At Dream Local we focus a lot on 
content marketing and it was really 
interesting to hear other people’s 
strategies on how critical content 
marketing was for them. I already 

got back an ROI back on my trip. And I learned 
some terrific best practices for revenue genera-
tion.”
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Facebook and 
Online Promotions

flow into your web content strategy and make what you’re doing better. People 
will want to click on stories they care about. 

Lastly - you can MAKE MONEY.  

Since we’re now long past the point of developing a Facebook page, 
what wisdom can you share about user response to postings and 

recommended posting etiquette? 

Some things have changed and some things haven’t. Facebook Edgerank 
(the algorithm that determines what posts shows up in users’ Newsfeeds 

and what doesn’t) matters more than ever before - if you don’t understand 
what this is, now is the time. People spend the vast majority of their time in the 
Newsfeed, not by going directly to your Page. 

What we know now is that interaction is the key to success. You have no idea 
how many Facebook Pages I visit of various media companies that never respond 
to folks who ask them questions on their Wall. If you do nothing else, simply 
start responding to folks. That is the basis of building relationships. Without 
interaction on your posts, your visibility drops dramatically. Tons of Likes and 
low ‘People Talking About This’ is NOT a healthy page. Quite the opposite - 
you’re literally posting and no one is seeing your posts. 

We also know that what you post needs to not only encourage interaction but 
be engaging content in and of itself. Text-only posts that “shout at people” - not 
going to work. Text posts with a link to a story that is also “shouting at people” - 
better but still not going to work. A post with a photo, some engaging copy that 
asks a question to the audience and has a short link embedded to a news story 
on your website to learn more - that is going to resonate, get people talking, and 
spread. Always think multi-media and how you can drive engagement. 

I think we’ve found the threshold for posting can be much higher. It’s more 
about WHAT you’re posting and if people will care about it rather than how 
often. Experiment and see what works for you. 

I know you advocate using Facebook to drive online promotions so let’s 
talk about how to do that.  What are the ‘must do’ items to successfully 

conduct an online contest or promotion via Facebook? Should these 
promotions have print components or be exclusively digital?

Facebook promotions are very similar to other online promotions. First 
step is having a plan! No contest is going to be successful if you try to whip 

it together at the last minute. 
Then you need to identify your goals. Do you want to drive Likes, submissions 
and email opt-ins? Keep it simple and run a sweepstakes. These are the 
slam-dunk, home-run best ways to achieve those goals. Do you want to drive 
engagement, awareness, social shares and votes? A user-generated contest like 
“Cutest Pets” would be a fantastic way to do that. 

Next you’ve got to have a killer prize. What’s in it for me? That’s what your 
audience wants to know and that’s what going to incentive them to act. 

Make sure your promotion is going to be mobile-friendly. 50%+ of users 
access Facebook on their mobile phone and this is growing rapidly. This is 
absolutely non-negotiable so make sure your contest platform is mobile-friendly. 

That actually brings me to another great point - follow Facebook’s 
Promotions Guidelines. You cannot run “Comment on this photo to win” 
contests on your Wall - your Page runs the very real risk of being shut down. Plus, 
no one has to Like your Page to participate. And you can’t convert them to join 
your email database - so why even bother? 

Lastly - promote, promote, promote! Having an integrated campaign to 
promote your contest is absolutely essential. All of your traditional assets should 
be leveraged - in print, over the air - but a big focus needs to be on digital assets. 
Traditional assets are crucial at driving awareness while digital assets convert. 
Email really works for driving participation in your contests- you’ve got to use 
it! The day stations I worked with sent promotional emails to enter a Facebook 
contest, the Likes and entries spike within minutes. When you’re building your 
email database make sure you’re building a promotions email list that you can 
use to activate future contests. 

Tips for monetizing online promotions?  

Online promotions are so fantastic because they truly inspire interaction 
between brands and consumers in ways that advertising alone simply 

can’t achieve. When selling a contest sponsorship to a client, you’ve got to not 
only convey that value but the myriad benefits online promotions provide. 

 CONTINUED ON PAGE 12

Let’s dive right into one area of your expertise 
- Facebook - and specifically, how relevant is 

Facebook now, in the face of so many other social 
media choices?

Facebook is absolutely still a force to be reckoned 
with. In terms of a relatively “free” marketing 

platform, this is your best bet, and something brands 
could only dream about 10 years ago. Regardless of 
how many other social media choices there are, more 
people spend time on Facebook than any other web 
destination today. If you want to build a brand and 
build relationships with fans, you’ve simply got to be 
there. 

Some of the reasons why include what is probably 
the most important aspect of Facebook and that is 
your ability as a brand to interact with fans in ways 
never before seen! Having that feedback loop with 
fans is so crucial. Through free tools such as Facebook 
Insights you can finally know what content is actually 
performing the best and the demographics of fans 
instead of just guessing. 

It’s also an extremely effective way to grow your 
email database - I have witnessed this first hand. By 
running promotions, deals and contests that ask folks 
to fill out a simple form to capture their data you’re 
going to convert them from a database you don’t own to 
something you do - there is real power in that. 

Facebook can also be an effective way to drive 
website traffic. If you’re doing all the steps above 
- knowing what fans like, interacting with them, 
responding, knowing who your audience is - that can 
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Emily Thousand
Affiliate Success Manager, Second Street 
emily@secondstreet.com, Twitter: @emilythousand
LinkedIn: linkedin.com/emilythousand

Emily 
Thousand

About Emily Thousand  
Talk about a fun title – Emily is Affiliate Success Manager 
at Second Street, which means she’s all over helping 
their clients find success in online promotions and is 
known as the ‘Facebook Guru’. Previously she was 
corporate Social Media Strategist at Entercom Radio and 
pioneered numerous social media initiatives and helped 
create a very successful agency-model program that 
generated millions in revenue. 
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Guest columnist Brandon Erlacher, 
Publisher, The Elkhart Truth.

Search Engine Marketing (SEM) is 
a foundational service provided by all 
good digital advertising agencies. So 
when we launched Strawberry Fields 
Marketing Agency, we knew that we 
needed to fulfill the SEM needs of 
SMB’s in our markets. This meant 
acquiring the necessary expertise 
to deliver measurable ROI for our 
customers.

The Necessity of  
SEM for a Local Agency 
While the margin on SEM is low 
compared to other digital agency 
products, it still makes up a huge 
portion of all digital advertising 
spending by businesses. And it is an 
essential part of any digital agency 
package. Businesses need to be 
found on that first page of results. 
At the same time, there are many 
competitors in each of our markets 
that are aggressively selling search. 
This makes it even more important 
for us to deliver a clear ROI on their 
investment. Thus the need to become 
experts in this space became crystal 
clear to us. 

There is a huge difference in 
knowing the path and walking the 
path. We decided that we needed 
to be certified in Google AdWords, 
which would provide us the 
knowledge to provide SEM services 
for the number one and number 
two search engines in the world 
(Google and YouTube). Local Media 
Association provided a solution for 
just that. 

Google AdWords 
Certification 
So, back on April 22nd and 23rd of 
this year, Amie Stein, Training and 
Development Director at LMA, made 
the trek to Elkhart, Indiana for a 
two day training session on Google 
AdWords. We had a mix of Elkhart 
Truth and Strawberry Fields sales 
representatives and management. 
The experience and certification is 
valuable for all media salespersons. 
I even went through the training and 
have somehow become certified.  

Interestingly, our print 
representatives were able to grasp 
most of the concepts quickly because 
of Google’s strength in the display 
advertising network space. It was a 
fun experience to see one of them 
answer a question on CRM before the 
digital reps! Amie did a fantastic job 
over the two days not only presenting 
the material and administering 
practice tests, but keeping us engaged 
and providing ‘real life’ experiences 
from her career as well. It was intense 
training that prepared us for a testing 
experience from Google. 

The Tests… 
Passing two difficult tests 
administered online are required by 
Google before you can be certified for 
the next year. The Google Advertising 
Fundamentals test asked a broad 
range of questions about the Google 
search and display network. The other 
tests from which you choose include 
Display Advertising Advanced, Search 
Advertising Advanced and Reporting 
and Analysis Advanced Exam. In the 
event you do not pass an exam, you 
are restricted from trying again for 
seven days. It also costs $50 for each 
attempt.  

The tests were extremely difficult. 
Google makes you download special 
software so you are unable to use 
other functions of your computer 
(like a browser where you might try 
to ‘Google’ an answer, or a second 
monitor.) 

Was it Worth it? 
Almost two months later, most of 
us have become certified. We put 
the AdWords Certified logos on 
business cards and LinkedIn. It has 
had an incredible benefit of showing 
expertise in a space where many 
SMB’s do not feel comfortable. 
It is often the reason we get the 
appointment when making a cold 
call or prospecting. We are also now 
applying for grants on behalf of not-
for-profits in our market. We will 
manage that business for a fee and 
provide up to 10K a month in free 
exposure on the Google AdWords 
network. We see a large up and to 
the right growth curve on our SEM 
product for both the agency and our 
core print business so…. 

The answer is yes, it was definitely 
worth the pain. We can now ‘walk the 
talk’. 

Editor’s Note: This column is part 
of a continuing series of columns 
written by LMA & LM Foundation 
board members. Brandon Erlacher 
can be reached at berlacher@ 
etruth.com

Walk the Talk
Our experience with Google AdWords

The 
calendar 
might say July 
but September 
is the month 
to be thinking 
about to 
gain the best 
advantage for 
LMA’s biggest and boldest gathering 
of the year, The Fall Conference. 
This annual gathering of publishers, 
advertising directors and digital 
managers will take place in St. Louis 
beginning September 17 and ‘sooner 
versus later’ registration will pay 
huge dividends in terms of early bird 
registration discounts, guaranteed 
lowest rate on hotels and getting on the 
A-list for meetings with media buyers.

The Program 
With a title theme of ‘Innovate. 
Educate. Inspire.’, the Fall Conference 
will deliver unparalleled programming 
revolving around the latest trends and 
strategies for North America’s media 
companies. Sessions are diverse with 
multi-track programming so attendees 
can select those that are best suited 
for their needs. Many publishers also 
bring their ad and digital managers 
and take a ‘divide & conquer’ 
approach to the program so as not 
to miss a morsel of the timely and 
strategic intelligence to be mined.

Expect to be wowed with sessions 
on new & innovative revenue streams, 
best in class practices, technology 
tools for growing business, and 
execution plans for continuing the 
transformation process. Print, digital, 
niche publications, social, mobile – this 
agenda has it all and will not disappoint. 
And, many of the media industry’s top 
partners in the R&D arena will be on 
hand to exhibit and demonstrate the 
latest in goods & services. 

Satisfaction guaranteed or your 
money back!

Featured sessions include:
∑∑ Rebuild Your Core While You 

Reinvent Your Business Model – 
Opening keynote from acclaimed 
innovator Clark Gilbert, CEO, 
Deseret Digital Media & Deseret 
News 

∑∑ The McClatchy Strategy: Why Pure-
Play Digital Revenue Growth is So 
Important to Our Future – Second 
day keynote from Chris Hendricks, 
The McClatchy Company 

∑∑ Print Innovation - Growing the 
Core 

∑∑ Digital Subscriptions & 
Membership Models - 

∑∑ Native Advertising - A Hot New 
Trend (3 LMA Case Studies) 

∑∑ Triple Your Search Revenue -
∑∑ Building & Monetizing a Local 

Email Database to Drive Social & 
Contest Revenue 

∑∑ Much more!

 CONTINUED ON PAGE 5

See related article on page 
8 for more info on the LMA 
Google AdWords training.

Plan Now for LMA 
Fall Conference

LMA Fall Conference 
– The most important 
gathering of the year! 
Why You Should Attend
∑∑ Hear perspectives and learn new 

strategies exclusively focused on 
local media operational, revenue 
and multi-media opportunities

∑∑ Participate in the one-on-one 
advertiser meetings, reserved 
exclusively for conference 
registrants and appointments 
booked on 1st come, 1st served 
basis

∑∑ Network with peers, R&D 
partners, major advertisers, 
industry innovators

Who Should Attend
∑∑ Publishers and senior level 

operational leaders
∑∑ Advertising Sales Directors and 

Managers
∑∑ Digital and Multi-Media Managers

The Details
∑∑ LMA Fall Conference, September 

17-20, 2013
∑∑ Sheraton St. Louis City Center 

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.

Clark Gilbert Keynote - Media 
Buyers - R&D Exhibits & Demos
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Mobile ad dollars will nearly triple by 
2017 and lots of players are gearing up 
to capture this revenue stream. Is your 
social and mobile advertising strategy 
sharpened and ready to capture your 
market share? If you can use some 
pointed and up to the minute intelli-
gence in this arena, you should defi-
nitely plan on heading to Chicago next 
month.

LMA, in partnership with Borrell 
Associates and Local Search Associa-
tion, recognizes the immense revenue 
implications and the three organiza-

tions have banded together to de-
velop ‘Social+Mobile: Show Me The 
Money”, a 2-day conference that is 
exclusively focused on these specific 
revenue opportunities. This distinc-
tive and important gathering is set for 
August 21-22 at the Sheraton Chicago 
O’Hare Airport Hotel.
 “Local media is experiencing a sort 
of global warming, and as those ice 
caps melt, we all need to learn how to 
breathe underwater or fly.  Social and 
mobile media are only accelerating 
this morphic change,” says local ad-
vertising expert Gordon Borrell, CEO, 
Borrell Associates.  

The Program
Attendees can expect an invigorat-
ing agenda that showcases impres-
sive performers in social and mobile 
with local media tailored sessions in-
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So-Mo Conference in 
Chicago next month

Beyond the explosive 
projected growth in mobile 
revenue, more and more 
SMB’s say they are planning 
to experiment with mobile 

advertising and promotions. According to a newly released report from 
Borrell Associates, more than a third of SMB’s who have not yet tried 
mobile advertising said they were likely to do so within the coming year. 
Of those that have engaged in some sort of mobile campaign, more than 
80% said they were likely to do so again. 

Among other significant sessions at next month’s conference, Gordon 
Borrell will deliver current intelligence about where the So-Mo space 
is headed and what local media companies should be doing now to 
position for maximum success in this space.

“I’m really looking forward to this conference, and to showing some 
remarkable research that shows exactly how the new landscape is 
forming,” says Borrell. “Knowing how to create a new, complementary 
and profitable business out of that is the prize we should keep our eyes 
on.  I’m eager to show the morphic path media companies are taking to 
get there.” 

volving Internet pureplays, TV, radio, 
newspapers and directory publishers.  
As of presstime, Facebook, Google, 
comScore, Hubbard Radio and Local 
Market Launch are all on the schedule.
A mix of ‘best practices’ case studies, 
from diverse industries, will enlighten 
on the most innovative and effective 
practices. Plus expert speakers will de-
liver the latest intelligence on what’s 
working, what’s generating revenue 
and ROI, and what the most promising 
business models look like.
Case studies highlights:
∑∑  $4 million in one market is com-

ing from text messaging (directory 
publisher)

∑∑ $4+ million in two markets is com-
ing from social (radio stations)

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

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

Session highlights:
∑∑ Top 20 Success Stories to Monetize 

Social & Mobile - this session alone 
pays for the trip to Chicago

∑∑ Opportunities with Facebook- Pre-
sented by Matty de Castro, lead for 
the Midwest CPG Industry Vertical 
at Facebook.

∑∑ Trends in Social and Mobile Media: 
Where It’s All Headed- Presented by 
Gian Fulgoni, Executive Chairman 

and Co-Founder, comScore 
∑∑ Follow the Money: Where Are the 

Mobile and Social Spaces Headed - 
Presented by Gordon Borrell, CEO, 
Borrell Associates

∑∑ Social Media: How to Scale It and 
Sell It Profitably- Presented by 
Mark Preston, Vice President of 
Digital Media, Hubbard Radio    

∑∑ Directory Publishers Leading the 
Way on the Mobile Front - Panel 
moderated by Neg Norton, Presi-
dent, Local Search Association in-
cludes senior level representatives 
from YP.com, SuperMedia, Local 
Market Launch and CloseBy.

∑∑ Mobile-Where’s the Money? - Panel 
moderated by Nancy Lane, President, 
Local Media Association includes top 
social and mobile managers from 
several local media companies. 

∑∑ Much more!

The Details
‘Social+Mobile: Show Me The Money!’  
runs August 21-22. All sessions held at 
the conveniently accessed Sheraton 
Chicago O’Hare Airport Hotel.
LMA member registration fee: $695 
through July 31; $795 after.
Hotel reservations should be made di-
rectly at (888) 627-8117.
Full conference agenda and online 
registration at www.localmedia.org 
under Conferences tab. Or call LMA 
HQ at 888-486-2466. 

Manage 
Morphic 
Change - 
Grow 
Profitable 
Business

GORDON BORELL
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One-on-One  
Advertiser Meetings 
A hallmark of the LMA Fall 
Conference is the presence of 
numerous VIP media buyers, 
representing significant advertising 
clients, who will be ‘taking meetings’ 
with conference registrants.  Think 
of this opportunity as speed dating 
through a host of major advertisers 
that you would likely otherwise have 
to spend countless travel dollars and 
efforts to meet face to face.

LMA is bringing an impressive 
group of media buyers to St. Louis 
and they will be available for one-
on-one meetings on September 
17. Once registered, you can book 
appointments to meet with as 
many of these VIP media buyers 
as are available at the time of your 
registration. In other words, this 
is a definite incentive for early 
registration.

To date, more than a dozen 
companies are expected to send 
media buyers to St. Louis including 
ACG, Staples, Centro, NewAmerica, 
Target (NSA), The Home Depot (NSA),  
Sears/K-Mart (NSA), planitretail, &  
USSPI. Invited but not yet confirmed 
include CVS, Meijer, NNN, Save A Lot, 
Vertis, re:fuel media group, Family 
Dollar, Macy’s and more invitations 
will be extended.

Six days on the road traveling to three different cities can be exhausting. 
Throw in visits with 14 different companies and you start to get an idea of 
the commitment that is made by Innovation Mission attendees each year. 
It is hard to be out of the office for a week with little or no time to reply to 
emails or check-in with the office. But this annual study tour offers the 
opportunity for attendees to totally immerse themselves into new cultures, 
concepts, technologies and ideas. And the ROI can be substantial.

Such was the case with the 2013 Local Media Innovation Mission. This 
year the group met with some of the top technology and media companies 
in the world including Facebook, Twitter and Google. 

In the end, it was the newspaper visits that generated the most ROI for 
attendees (although the meetings with the ‘big three’ produced plenty of 
value as well). The day at the Denver Post 
and AdTaxi was voted the top visit by 
most of the attendees. The group walked 
away with plenty of ideas to grow revenue 
in the following areas: digital agencies, 
social, automotive, digital magazines, 
search and more. The meeting with 
McClatchy yielded several actionable 
takeaways on the audience development 
side of our business. And the meeting at 
the San Francisco Chronicle provided 
insights into digital agencies 2.0 and 
native advertising. 

The day at Plug and Play Tech Center 
(a start-up accelerator in Silicon Valley 
that has developed companies like 
Dropbox) proved to be fascinating. The 
visit included presentations from three of 
their start-up companies. The attendees 
had a fascinating first-hand look into the 
culture of start-ups. There was much to 
apply back home from this visit. 

Valuable information was gathered during the meetings with Facebook, 
Twitter and Google. Again, the culture of innovation that exists at these 
companies is far different than what we typically see at local media 
companies. There is much to be learned in this regard. 

Attendees provided glowing testimonials about the 2013 Innovation 
Mission. Many said that this trip will provide high six-figure and possibly 
even seven-figure ROI (see pages 10-11 for more information.)

While it is impossible to capture everything learned during a six-
day study tour, we always want to share the top takeaways with our 
members and the industry. My colleague Peter Conti and I are writing a 
45+page report that will be available in early July. The report will provide 
tremendous detail on the takeaways that have the most immediate ROI 
for local media companies. It will also focus on how to create a culture of 
innovation at your company. The report is priced at $379 and will easily 
provide an immediate ROI. To order your copy visit http://tinyurl.com/
LMA2013IM. 

We will also bring representatives from the three top companies visited 
(as voted on by the attendees) to the Fall Conference in St. Louis to expose 
attendees to some of these great minds. And we will also cover the IM on 
upcoming webinars. 

The Innovation Mission has become the signature event of the year for 
the Local Media Foundation. Please consider budgeting it for next year. The 
investment (including travel to and from) is about $4,500. With high six-
figure ROI’s routinely being reported by attendees (and a high percentage 
of repeat registrations), it seems like a no-brainer. 

INNOVATION MISSION  
DELIVERS HIGH SIX-FIGURE ROI

LOCAL MEDIA
R O C K S

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

IM leader Nancy Lane, left, LMA 
president, connects with Mark 
Poss, CEO, Red Wing Publishing 
and Ruth Presslaff, president, 
Presslaff Interactive Revenue to 
begin last month’s Innovation 
Mission in San Francisco.

 CONTINUED FROM PAGE 3 “The 
LMA Fall 
Conference 
always 
presents 
many 
opportun-
ities for us.  

Obviously it is invaluable to 
meet with advertisers and 
media buyers.  We also left 
with several ideas that we 
are going to ‘borrow’ and 
implement soon.  All of the 
presentations gave us many 
things to think about and 
plan for.  It was especially 
good hearing about the 
continued strength and 
bright future of community 
newspapers.”

-Doug Dixon, Advertising 
Director, ThisWeek 

Community News, on 
attending last year’s Fall 

Conference

DOUG DIXON
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Every ad rep at every media company needs 
to drive measurable and sustainable revenue and 
LMA is now offering high quality sales training to 
help them do just that. The LMA Sales Certification 
Training debuted its Fundamentals Media 
Course recently and already over 80 advertising 
professionals have undergone this affordable, 
industry-tailored, online 
training.

The reception to date 
has been outstanding with 
most participants giving 
the program a 5-star rating 
on the overall course, the 
content, usefulness, and ease 
of understanding. “The LMA 
Sales Certification Course was 
a perfect fit for our company 

since we are located in 12 states.  I can have the 
consistency of one training program for new hires 
and existing staff without having costly travel 
expenses,” said Cindy Hefley, Director of Advertising, 
Wick Communications. “The courses cover a wide 
range of topics and the self-directed model is perfect 
for busy sales executives and managers.”

E-Learning Platform 
Delivered via an online learning management 
system, The Fundamentals Media Course consists 
of eight 30-minute modules. Students access the 
modules at their own pace, can stop and start at will 
and are tested along the way – a successful grade of 
90% or better means certification.

“We are hearing feedback from students and 
their managers that the training is performing above 
expectations and is delivering the know-how to 
help salespeople progress from transaction-focused 
selling to true consultative selling,” says Peter Conti, 
LMA’s sales & marketing director. “Many members 
also praise the ease associated with the online 
delivery of the modules and the value of using this 
training to augment existing training programs.”

Later this year, two more courses will be 
launched – The Advanced Media Course, expected 
late summer, and The Sales Management Course, 
expected in the fall.

Pricing 
The course is $395pp for LMA members and volume 
discounts for 5 or more students are available. Take 
advantage of the volume discounts and get your 
whole team certified!  Module descriptions and 
details at www.localmedia.org/Resources. Contact 
LMA’s Peter Conti at 804-360-9434 or by email at 
peter.conti@localmedia.org

2013 Newspaper of the Year Contest
Show everyone whose publication is the best!

The 2013 Newspaper of the Year Contest recognizes a 
thoughtfully developed style of presentation through 
editorial content, typography and advertising. This 
contest addresses just about everything: from  
headline writing and editorial layout to retail ad copy 
and news photography...everything is taken  
into consideration.  
 

Contest entries accepted soon!  
Watch your inbox for more details.

LMA Sales Certification Training  
Quality Sales Training Getting High Marks

CINDY HEFLEY

Eight Modules to 
Enlightenment 

The lessons in The Fundamentals 
Media course prepare an 
advertising sales professional 
to successfully present effective 
advertising solutions that 
drive client-value and generate 
measurable sales-results.  

Modules include: *Digital 
Marketing Basics * The Buying Cycle * Finding 
the Right Prospects, * Communication Skills * 
Competitive Advantage and Market Research * 
Knowing Your Product & Needs Analysis * Integrated 
Marketing & Presentations * Overcoming Objections 
& Closing Sales.
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LEWIS JOINS CNHI’S 
CORPORATE SALES TEAM

Sean Lewis has 
been appointed 
to CNHI’s 
corporate sales 
and marketing 
team. He will 
continue in 
his role as 
advertising 
director of The 
Oneonta, N.Y. 

Daily Star.
In his new position, Lewis will work 

with the advertising teams of The 
Sharon Herald, New Castle News, The 
Meadville Tribune and Allied News of 
Grove City, all in Pennsylvania; The 
Star Beacon of Ashtabula, Ohio; and 
the Niagara Gazette, Tonawanda News, 
The Journal-Register of Medina, and 
Lockport Union-Sun & Journal in New 
York.

“Sean has the skills, passion and 
energy that we look for in a sales vice 
president,” said Jack Robb, Senior Vice 
President, Revenue of Community 
Newspaper Holdings, Inc. “We are 
excited to have him in this expanded 
leadership position.”

Lewis joins David Habrat, Tim 
Holder, Julie Killion, Scotty Maxwell, 
Jeff Mutter, Jeff Smith, Mae Stokes and 
Mark Zappala on the corporate sales 
and marketing team.

MCKINLEY BECOMES  
G.M. IN WELLSVILLE

Wellsville, NY 
native Michael 
McKinley is the 
new general 
manager of 
the Wellsville 
Daily Reporter. 
McKinley took 
over for Oak 
Duke, who 
retired at the 

end of last month.
“Mike is a familiar face to many 

of our readers,” said Jim Murphy, 
Gatehouse Media senior group 
publisher. “He shined in a previous role 
here as our circulation manager. He is 
community-focused in the same way 
Oak has been. The Daily Reporter is in 
good hands to continue and build on 
Oak’s legacy.”

In handing over the reins to 
McKinley, Duke reminisced about his 
career. “We worked hard and played 
hard and yet put out an amazingly 
high-quality product every day for our 
customers, despite all the changes,” 
said Duke of his career. “I am sure that 
this tradition of hard work and fun, 
that started long before me here, will 
continue under Mike’s guidance.” 

REGISTER-MAIL EARNS 
TOP SMALL NEWSPAPER 
HONORS IN STATE
The Register-Mail, a GateHouse Media 
property, was named the top small daily 
newspaper in Illinois, during the Illinois 
Press Assocation’s annual ceremony 
last month.

It’s the first time in at least 30 
years the newspaper has earned that 
distinction in the IPA contest, in which 
The Register-Mail’s best work from 
2012 was put up against the work of its 
peers. Editor Tom Martin and Assistant 
Editor Jay Redfern accepted the Patrick 

Coburn Award of Excellence traveling 
trophy on behalf of the newspaper. 

“This is a great showing against some 
strong newspapers,” Martin said. “This 
is a special newsroom in Galesburg, and 
the staff demonstrates its commitment 
to quality year after year.”

EMMERICH NEWSPAPERS 
ACQUIRES KOSCIUSKO  
(MS) STAR-HERALD
 Emmerich Newspapers has acquired 
the The Star-Herald in Kosciusko, 
Mississippi from Community 
Newspaper Holdings, Inc

“We are thankful to the talented 
staff of The Star-Herald for all of their 
hard work through the years.  It was our 
privilege to be associated with them 
and the Kosciusko community.  We 
wish Wyatt Emmerich and his family’s 
company all the best as they move 
forward,” said CNHI President and 
Chief Executive Officer Donna Barrett.

Based in Jackson, Mississippi, 
Emmerich Newspapers publishes 26 
community newspapers primarily 
in Mississippi, as well as community 
websites and niche publications.  Its 
holdings include daily newspapers in 
McComb, Greenwood and Greenville, 
Mississippi.

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

D
&

V
M

LANDMARK MEDIA ENTERPRISES
HAS SOLD

We are pleased to have represented Landmark Media Enterprises 
in this transaction.

ROANOKE (VA) TIMES
76,000 daily circulation
91,000 Sunday circulation

TO

BH MEDIA GROUP
a subsidiary of Berkshire Hathaway

Dirks, Van Essen & Murray
Santa Fe, NM   t: 505.820.2700   f: 505.820.2900   
www.dirksvanessen.com

The Digital Agency Summit
November 6 – 7, Chicago, IL
Sheraton Chicago O’Hare Airport Hotel

MEMBER NEWS

1

NOVEMBER
2

3 4 5 6 7 8 9

10 11 12 13 14 15 16

17 18 19 20 21 22

24 25 26 27 28 29

23SEAN LEWIS

MICHAEL MCKINLEY

The hard working team behind this award 
includes, from left to right, staff members 
Steve Davis, Lisa Coon, Tom Martin, Mike 
Trueblood, Joe Ward, Matt Wheaton, Rob 
Buck, Tom Loewy, Jay Redfern, Lorraine 
Stone and Ariel Cheung. 

SAVE 
T H E  
DATE

This 2-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!
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It’s never been easier to leverage 
the power of paid search for your local 
SMB’s thanks to world class trainer 
Amie Stein, LMA’s new Training & 
Development Director. Stein is one of 
the best in the industry and has worked 
with and trained hundreds of sales 
professionals during her career. She is 
now offering Google AdWords certified 
sales training to all LMA and affiliated 
members.

Since joining LMA in mid-spring, 
Stein has trained close to 100 media 
professionals who are now able to 
take the certification exams and add 
the Google AdWords Certified tag to 
their tool belt (and marketing efforts). 
This globally recognized stamp of 
approval means they are expert in the 
latest AdWords tools and best practices 
techniques which puts them, and 
their media company, in the top tier 
of assisting local SMB’s with the direct 
and measurable advertising medium of 
paid search.

The training covers both AdWords 
products on the Google Search 
Network, in addition to the Google 
Display Network which reaches 83% 
of internet users worldwide.  The 
Display Network offerings include 
display, rich media and video, served 
across hundreds of thousands of 
partner websites including YouTube. 
In addition, you will be able to reach 
across all devices with campaigns on 
either network.

How It Works
The LMA Google AdWords Training 

is accessible to all LMA members 
who can choose from three different 
options – 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 each calendar month; 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.  
Google charges $50 for each exam and 
allows two hours to take each one.

Next Online Module To Start 
July 29 
Each calendar month Stein conducts 
a set of seven one-hour live webinars 

to teach the Google AdWords sales 
certification program. The sessions 
run over the course of three weeks on 
consecutive Mondays & Tuesdays and 
the next set begins July 29. Registration 
is open now and seating is limited. 
Register online at www.localmedia.org 
under the Resources tab.

Participants should know going 
in that, beyond the webinars, an 
additional investment of time to study 
and take mock exams is needed to 
successfully complete the course. Pre-
training study time and preparation is 
also recommended.

The Particulars 
The fee structure varies according to 
which approach is utilized and prices 
start at as little as $249 per person; 
company discounts for training 
multiple reps are available. The 
full price sheet and training details 
are found 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 presentation, one-
sheet sales collateral and a set of house 
ads to promote your offerings.  The 
kits can be 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.

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

Become an 
AdWords Expert! 

“I found the Local 
Media Association 
Google AdWords 
Certification 
training 
to be very 

thorough and easy to 
comprehend. Amie Stein 
did an excellent job with 
the balance of visual and 
tactical learning components 
to ensure a higher level of 
retention. I would recommend 
this program to all sales 
executives that are involved 
in selling digital.”

 -Vanessa Koper, Director 
of Sales Training and 

Development, Sandusky 
Newspaper and Radio Group

Have questions? Want 
to learn more? Need 
registration assistance? 
Contact Amie Stein at amie.stein@
localmedia.org or 901-361-3642 
to learn more about the Google 
AdWords training program.

“For me, this training is better 
than the program Google 

offers itself. I felt more 
engaged and the practice tests 
show you where to follow up 

for more study and builds 
confidence for taking the 

actual certification exams.”
-Michael M. Messerly

Publisher

“I finally understand 
AdWords! That is due solely to 

your outstanding training 
program. While AdWords can 

be complicated and sometimes 
confusing, you managed to 
deconstruct it into a logical 

and understandable process. 
Each webinar was organized, 

well-presented, and packed 
with information. Worth every 

penny! Thanks, Amie!”
-Gail Tuhill

Website Developer
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DELIVERY SERVICES

TECHNOLOGY SOLUTIONS

CONSULTING SOLUTIONS

pcfcorp.com | 1-877-PCF-6668

© Publishers Circulation Fulfillment Inc.

Today’s distribution 
technologies make routes 
more efficient, help you 
manage contractor 
documents, and verify 
deliveries. But for most 
media companies,
investing in these tools
doesn’t add up.

That’s why you’ve got PCF.
Our affordable technology 
solutions and experienced 
distribution team can turn 
your delivery operations 
into a walk in the park.
Let’s talk tech today.

Enjoy a 
route-optimized 
stroll through the 
neighborhood.

WELCOME TO THE 
REBIRTH OF PRINT
DISTRIBUTION
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Seventeen senior level executives 
experienced a week like no other in 
early June. The 2013 Innovation Mis-
sion was probably the most ROI-driv-
en tour yet with many attendees re-
porting high six-figure or even seven-
figure takeaways from the visits. 

 “This year’s Innovation Mission 
was incredibly exciting with visits to 
Facebook, Twitter and Google,” said 
Nancy Lane, president of Local Media 
Association and leader/developer of 
the annual IM, “The media company 

visits with The Denver Post/AdTaxi, 
San Francisco Chronicle/SFGate, The 
McClatchy Company and Emmis Ra-
dio produced the most actionable 
takeaways. We witnessed incredible 
innovation from these companies. 
Overall the tour was simply a smash-
ing success with every visit offering 
valuable information and ideas to 
grow and improve your business.”

 The 45+page report outlining the 
key takeaways will bereleased in early 
July for a cost to LMA members and 

2013 Innovation Mission – “A Smashing Success”

 CONTINUED ON PAGE 11

This is what innovation looks like at 
Facebook.

 IM attendee Eric Bright soaking it all in.

Victor Ho, CEO, FiveStars, provided insight 
into his rewards company. 

association partners of $379. Visit 
www.localmedia.org/News to order 
your copy. 

The report provides tremendous 
detail on many key takeaways includ-
ing:

How to Create a  
Culture of Innovation. 
The culture at Facebook, Twitter, 
Google and the Plug and Play Tech 
Center (start-up accelerator compa-
ny) is quite different than the typical 
local media company. These compa-

nies value openness and transparency 
more than anything. They also create 
fun environments that empower peo-
ple to succeed and innovate. The re-
port will showcase specific examples 
and will also provide ideas for local 
media companies to implement. 

Native Advertising  
is the Next Big Thing. 
Almost every visit touched on this hot 
new trend. According to the San Fran-
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CONTINUED FROM PAGE 10

ORDER
TODAY!

The 2013  
Innovation Mission 

Key Takeaways Report

45+ pages of in depth  
lessons from last month’s 

Innovation Mission.  
Just $379 for LMA members.

IM attendee Shannon Kinney at Twitter

Brock Berry, VP of AdTaxi Networks, 
leading the IM group through his 
presentation.

McClatchy’s Dan Schaub presenting their 
approach to audience development.

cisco Chronicle, “42% of consumers 
look to articles and blogs for purchas-
ing information.” Many are working 
with their editorial departments on 
this new and exciting revenue oppor-
tunity. The report will showcase sever-
al different approaches that are being 
used.

SMB Marketing Will Be 
More About Commerce 
Than Advertising in  
the Very Near Future.
Attendees were treated to a surprise 
session with Victor Ho, the CEO of 
FiveStars (a well-funded loyalty re-
wards company.) This space is grow-
ing quickly and will provide opportu-
nities for publishers that understand 
the sense of urgency. The report will 
provide more in-depth information 
on this hot trend to watch. 

Buying Twitter Keywords 
for  SMB’s Works. 
This came from IM attendee Shannon 
Kinney. They are seeing the most ROI 
for their clients from Twitter. One cli-
ent realized sales of $54,000 from a 
single campaign. The report will out-
line this exact opportunity and how to 
sell it in your market. 

Digital Agencies 
are the Real Deal.
Start One Today or Invest More in 
Your Existing One. AdTaxi is budget-
ed to go from $26 million in the fis-
cal year that just ended to $80 million 
next year. They are seeing incredible 
growth in search, social, mobile and 
more. AdTaxi now accounts for 50% 
of The Denver Post’s total digital rev-
enue for example. It didn’t exist four 
years ago. The report will provide case 
study information on how they are go-
ing to market. 

It’s Audience Development;  
Not Circulation! 
McClatchy is now measuring audi-
ence by product and rewarding cus-
tomers that connect with them in 
multiple ways. They abolished their 
circulation departments in favor of 
audience development and member-
ship services divisions. The results 
have been impressive. Many IM at-
tendees made immediate changes 
back home as a result of this visit; full 
details can be found in the report. 

Many other takeaways will be cov-
ered in the final report. We under-
stand that many members can’t spare 
a week out of the office. Ordering this 
report is the next best thing and rep-
resents just a fraction of the cost to at-
tend. ROI is guaranteed or your mon-
ey back.

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.Order at 
http://tinyurl.com/LMA2013IM
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Facebook Likes have tremendous value, 
email opt-ins have tremendous value 
and the ability to reach a niche audience 
through a targeted promotion that 
resonates with them has tremendous 
value. 

Consider who the audience is that 
you are servicing. What is your target 
audience, both of advertisers and end 
customers? Think of it this way – how 
relevant and valuable will the audience 
you attract with your promotion 
ultimately be to your advertiser? If the 
value will be high, price your sponsor 
packages accordingly. 

Text, videos, pictures – what works 
best for boosting engagement? Can 

you give some advice on how to keep 
postings at the top of home pages?

If I could provide a simple formula 
to optimizing your posts so they 

get maximum engagement and reach, I 
would say this: descriptive copy + photo/
video + short link to website for more + 
call to action to engage with the post = the 
perfect post. 

Photos are viewed more than any 
other type of content on Facebook so 
that’s always a good bet. Rather than 
sharing a link alone, you can increase the 
“weight” of your post and ultimately your 
reach (referring back to Edgerank once 
again) simply by tacking on multi-media 
like a photo and placing a short-link 
(using a service like bit.ly for instance) in 
the body of the post. 

As I mentioned previously, interaction 
is the key to your success. The call to 
action is the secret sauce: short, brief, 
simple ways for people to respond to your 
post. Great calls to action could be “Like if 
you agree” to asking a question. It can go 
beyond that as well - be creative and have 
fun! The point is to keep it simple and 
make it really easy for people to respond. 
When I would analyze the effectiveness of 
posts published that used calls to action 
vs posts that didn’t, the results were 
dramatic and very different. The data and 
the proof is there - it works. 

At the end of the day, you can optimize 
your posts all you want, and have calls 
to action and include photos but if #1 
you don’t have strong relationships with 
your fans, #2 your fans don’t think you’ve 
taken the time to get to know them and #3 
they don’t think you care what they want 
because you haven’t been responding to 
their questions or comments, no “tricks” 
are going to work for you. Know your fans, 
give them what they want and regularly 
ask for feedback. That’s what really works. 

What advice do you have for 
promoting online promotions? 

 
Email is the single-most effective 
way at driving participation in 

online promotions. Write a killer subject 
line and keep the email all about one click 

and one action: click to enter the contest. 
It’s all about what they can win and 
why they should care. “How” they enter 
should be very secondary - never lead 
with that. 

You’ll want to leverage social media 
paying close attention to how you craft 
your posts. You want these posts to have 
just as much reach and engagement 
as any other post. Create a few unique 
images you can use to promote your 
contest, or try filming a brief video. On 
Twitter you could create a unique hashtag 
for your contest, which allows all of your 
tweets with that hashtag to be grouped 
together when the hashtag is clicked - 
your followers could find this very useful. 
Hashtags were also recently introduced 
on Facebook so give those a try!

Of course you’ll want to consider 
the usual suspects for promoting as 
well - online streaming ads, live-reads, 
homepage placement, banner ads, 
video pre-roll, print ads, mobile ads. Use 
everything you can to make it a success. 

Finally, what do you see on the 
social media horizon? What should 

media companies be considering now 
for this future? 

A pretty cool trend I see emerging 
is the fact that more and more 

media companies are getting into the 
business of starting “digital agencies” 
within their organization. One of the 
services you can provide is running 
Facebook contests for clients on their 
pages. As I mentioned earlier I did this 
myself during my time at Entercom 
Radio. Many business owners have no 
idea where to begin when it comes to 
digital or social marketing, and you’ve 
already built relationships with them 
by selling them advertising in the past 
- you’re a real, local person that they 
can trust - so why not take it to the 
next level? By simply leveraging your 
existing vendor relationships to power 
the contest engine, admin resources 
to run the contest, design resources 
and advertising resources to activate 
the promotion, you provide a turnkey, 
holisitc experience for an advertiser. 

Something else media companies 
should keep in mind as their social media 
marketing efforts mature is to consider 
relevancy and “the personal touch”. Cute 
cat photos are only going to get you so 
far. How can you dig deeper? How can 
you set yourself and your media company 
apart? Use social media as a way to show 
what you are really all about. How can 
you leverage your internal resources - 
spotlight your employees? People want 
to connect with other people via social 
media, not faceless, nameless brand 
logos. Keep things as personal and as real 
as possible and your social media efforts 
will thrive.

Editor’s Note: Check out Emily’s blogs, 
webinars and the numerous valuable 
insights about social media tools at www.
secondstreet.com/lab.

Do your current sales prospecting 
methods bring in qualified leads or is 
it bringing in people willing to listen 
to a sales presentation? So when it 
comes time to close the sale and to 
get a signature 
on the 
contract does 
the sale stall 
because your 
prospect was 
never qualified 
to buy in the 
first place - 
they were just 
simply willing 
to listen?

Prospecting 
is a crucial selling skill and an 
important skill to develop if you 
want to increase your sales and 
be successful at generating new 
business. Paradoxically, many media 
sales people don’t invest enough 
time to this vital sales strategy. 
Part of the problem is that very few 
companies teach account executives 
how to prospect. In traditional 
media sales, particularly newspaper 
advertising, the client is usually 
someone that has been advertising 
their business or service with you 
since they started the business. You 
are familiar with their print needs 
and comfortable with introducing 
to them new print ad products. If 
it is the right product, the odds are 
good that they will buy. When you 
prospect for digital advertisers you 
may generally gravitate towards 
similar businesses because you are 
comfortable with them and know 
what their traditional media needs 
are.

However, finding the proper 
qualified lead for digital advertising 
will require you to break out of 
your comfort zone of your regular 
prospect type of business in order 
to find many more prospects. These 
new types or business categories are 
often times not your traditional print 
buyer. 

Under the traditional method of 
prospecting, we probably learned a 
few myths:

Prospecting is a numbers 
game: You’ve probably been told, 
many times, that prospecting relies 
on you contacting large numbers 
of people. The more calls you make 
the more likely that you will find a 
warm prospect. However, playing the 
numbers game nowadays is a futile 
effort. Quality will trump quantity if 
you know what you are looking for 
in a good lead. The prospect must 
have to have a propensity and a 
motivation to buy your advertising. 
New Rule: Quality over Quantity.

Talk to the owner: Are you 
talking to the right person who is 
authorized to buy from you? With a 
small business, it is often easy to talk 
to the owner but many decisions in 
a small business may still require 
consultation with other people 
involved in the business, many 
small to medium sized businesses 
nowadays have a person in charge 
of advertising, even if only part-
time. Sometimes it is a spouse or a 
business partner. New Rule: Find 
the Marketing Decision Maker.

You don’t need a script: Many 
good salespeople say they don’t use 
a script but a script will give you the 
framework you need to make for a 
successful prospecting campaign. 
It all comes down to the way you 
say it and having a script allows you 
to stay on focus and present key 
benefits and ask the right questions. 
It gives you the opportunity to 
refine and improve your approach. 
And if you are afraid it will sound 
scripted then work with an assistant, 
friend or manager to improve your 
language choices. Your effectiveness 
is improved by choosing the right 
words and observing reactions along 
the way. Is it working or not working? 
Focus on the words to book an 
appointment and rewrite the script 
if the words are not working. New 
Rule: Make a Script.

Sell them up front: Are you 
trying to create value for the prospect 
when you initiate contact? Many 
account executives lose focus on 
the task at hand, which is to set an 
appointment. You don’t have to 
create value on the first contact, 
you merely want to set a time and 
place to meet that is convenient 
for the prospect. Focus on the job 
you are performing during this 
phase and get an appointment. If 
you are trying to sell up front, you 
are not bringing value to the future 
relationship. New Rule: First, Get 
the Appointment.

Traditional methods of selling 
have changed dramatically over the 
last 10 years. If you haven’t upgraded 
your sales training to newer 
innovative methods of prospecting 
and selling you may want to look 
at LMA’s new Sales Certification 
Program. The Fundamentals Media 
Course is chock-full of the latest in 
sales techniques, especially those 
using data and online tools. You 
can read more about the program at 
localmedia.org under “Resources” 
or by contacting me at peter.conti@
localmedia.org or phone 804-360-
9434.

CONTINUED FROM PAGE 2
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PETER CONTI
Sales & Marketing Director,
LMA

Searching for ProspectsQ&A: Emily Thousand
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1ST PLACE 
NEWSPAPER 
OF THE YEAR
Sioux City 
Journal
Sioux City, IA
Lee Enterprises, Inc.

Judges 
Comments:
The Sioux City Journal took a 
courageous step in April 2012 when 
it devoted its front page to a call for a unified offensive 
against bullying. The Journal’s statement in the wake of 
a teenage suicide was bold and inspired, and it illustrates 
public service at the highest level of responsibility. But 
courage is not the only reason the Journal stands out. 
The newspaper also demonstrated a commitment to 
stewardship with its comprehensive reports about the 
floods of 2011, the potential closure of a U.S. Postal 
Service center and pre-Caucus candidate debates. 
Dedication to its community can be seen in every section, 
from local business to sports and features. Columnists 
add insight and analysis; strong graphics and photos 
provide valuable context. This is a publication that makes 
wise use of its resources and is clearly an asset to its 
community.

Editor’s Comments:
“The full-page bullying editorial – a response to a problem 
that was evident in our area – was just one example of the 
out-of-the-box thinking editor Mitch Pugh encouraged 
during his tenure. Taking editorial risks attracts readers 
and gets the dialogue started. Augmenting our coverage 
with an aggressive online presence, we found it’s possible 
to reach many audiences on several levels. We didn’t 
ignore news we’d normally cover. We just enhanced it. It’s 
gratifying to get recognition from our peers. It says we’re 
on the right track.”
 -Bruce Miller, managing editor; Chris Coates, managing 
editor, sports and news

Special thanks to the 
Donald W. Reynolds 
Journalism Institute, 
Missouri School of 
Journalism,Columbia, MO 
for judging this contest 
and to Newspaper 
Toolbox for hosting the 
online contest entry 
platform.

NEWSPAPER OF THE YEAR SPOTLIGHT

3RD PLACE
Arizona  
Daily Star
Tucson, AZ
Lee Enterprises, Inc.

Judges Comments:
The Arizona Daily Star offers a 
consistently complete report each 
day, paying especially close attention 
to local and regional news in politics, 
business and civic affairs. An 
investigative project on the evolution 

of the U.S.-Mexican border was eye-opening, as was a look 
at the labor market in the throes of recession. But when a 
big story bore down, the newspaper responded in full force 
- witness the coverage of Monument Fire as it closed in on 
the community. The combination of breaking news and 
enterprise is praiseworthy.

Editor’s Comments: 
“We strive to give Tucsonans local enterprise reporting they 
won’t find anywhere else, and to convey a strong sense of 
this desert city we call home.” 
-Bobbie Jo Buel, editor 

CLASS: F, DAILIES, OVER 30,000 CIRCULATION

2ND PLACE
Waterloo  
Region Record
Kitchener, ON
Metroland Media Group, Ltd.

Judges Comments:
It is evident that a great deal of 
attention is paid to the writing, 
design and visuals in this newspaper.  
There is a premium on news, but the 
publication really shines in its feature 
reporting - stories reflect the diversity 
of its readership, from a thoughtful 
piece on a premature infant to a 
retrospective of the Titanic tragedy  
and coverage of a project in Uganda. 
The writing is precise and thoughtful; 
design is graceful and balanced; 
visuals are effectively selected and 
used. The result is a mix of stories rich 
in both people and well-documented 
information.

Editor’s Comments: 
“I am thrilled when the work of our 
newsroom is honoured in this way 
because it recognizes everything 
that goes into the final product, not 
just one aspect of it. We have an 
amazing team of talented journalists 
dedicated to editorial excellence in its 
many forms. They produce in-depth 
investigative pieces, stunning visuals, 
multi-media reports and moving 
feature packages. We focus on public 
service journalism in the belief that 
it contributes to building a better 
community. Content is king for us, but 
we also think it is important to present 
it in a visually appealing way. So, it is 
great to receive praise for the whole 
package”
-Lynn Haddrall, editor-in-chief

An elite group of twenty 
newspapers took honors in 
the coveted 2012 Newspaper 
of The Year contest and 
in this, the sixth and final 
installment of our ongoing 
spotlight, we are proudly 
saluting the winners in Class 
F which represents daily 
newspapers with circulation 
over 30,000.

The 2013  
Newspaper of the 

Year contest is now 
underway. Check 

out the Contests page 
on LMA’s website at 

www.localmedia.org 
for details.
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Local Media Association is the leading resource 
for local news and information providers seeking 
innovation, education and inspiration. With a 
proud history of service to local media companies, 
LMA offers a bevy of services to its members and 
is continuously refining member benefits and 

offerings to reflect the needs of the day as well as the 
long term future. Visit www.localmedia.org and 
explore the many resources available.

Member needs are paramount and the LMA 
board of directors and leadership are eager to hear 
from all members. Reach out to LMA President 
Nancy Lane at nancy.lane@localmedia.org 
anytime. 

Some of the member benefits include:
1. A minimum of 24 FREE webinars a year on the 

hottest topics, hosted by industry experts
2. FREE 3-day Virtual Advertising Conference 

(Held this year on July 16-18. Sign up today at 

www.localmedia.org/Conferences!)
3. Actionable, digital-ad sales-training certification 

program   
4. Google AdWords Certification Training 
5. Conferences with the leading thinkers and doers 

in local media
6. Monthly newsletter on industry topics and 

revenue ideas
7. Access to major advertiser and agency contacts
8. Participation in Classified Avenue, LMA’s 

national classified network
9. Networking and learning opportunities through 

Alliance webinars
10. Local Media Association recognition/awards

Local Media Association is proud to welcome these new 
members who have joined the over 2,200 newspapers 
and their related digital products currently served by 
the association. 

Calkins Media, Levittown,  PA
Myra Cortado, Director of Product Development
www.calkins.com

Columbia Daily Tribune, Columbia, MO
Andy Waters, President/General Manager/IT Online 
Manager
www.columbiatribune.com
 
Daily Sentinel of Grand Junction, Grand Junction, CO
Richie Ashcraft, Wed Editor 
www.gjsentinel.com

Houston Herald, Houston, MO
Brad Gentry, Publisher
www.houstonherald.com

Journal Inc, Tupelo, MS
Clay Foster, President/Publisher
www.djournal.com

Kendallville Publishing Company, Kendalville, IN
Terry Ward, COO
www.kpcnews.com;  www.fwdailynews.com

Texas Community Media LLC, Longview, TX
Stephen McHaney, President/Publisher
www.texascommunitymedia.com

Wave Newspapers. Los Angeles, CA
Pluria Marshall, Publisher
Publisher
www.wavenewspapers.com

LMA also welcomes several  
new Associate members:
Broadcast Interactive Media, Madison, WI
Michael Schuch, VP- Publisher Development
www.broadcast-interactive.com

Classified Concepts, Santa Barbara, CA
Tina Sicre-Miller, Executive Vice President
www.classifiedconcepts.com

Design2Pro/Design-ER, LLC, Brooklyn, NY
Howard Barbanel, Vice President, Director of 
Marketing
www.design2pro.com

The Kennedy Group, Willoughby, OH
Jeffrey Deitz, Vice President of Sales- PRP Division
www.kennedygrp.com

Leap Media Solutions, Castle Rock, CO
Tom Ratkovich, Managing Director
Castle Rock, CO
www.leapmediasolutions.com

Legacy.com, Evanston, IL
John Bikus, Chief Marketing & Sales Officer
www.legacy.com

Lineup Systems, London
Patrick Venn, Sales Director
www.lineup.com

Our-Hometown, Inc., Clifton Springs, NY
Matthew Larson, Director of Business Development

Pulse Research, Portland, OR
John Marling, President
www.pulseresearch.com

Realview, Sydney, NSW
Alexis Fedor, Business Development
www.realviewdigital.com

Virtual Paper Inc., Longueuil, QC
Genevieve Allard, Project Manager
www.myvirtualpaper.com

VSplash, Lyndhurst, NH
Anthony Bratti, Senior Vice President
www.vsplash.com

Thank you to everyone 
who participates in 
Classified Avenue. The 
real bright-spot during 
the first half of 2013 has 
been Classified Avenue’s 
new 2x2 Network. This 
network is made-up of 
176 publications with 
a total circulation of 
2,243,717. 
Recent advertisers 
have included Centura College Online, Dish 
Network, Airline Training Program , among 
others. Participating 2 x 2 Network publications 
receive a 50% revenue share based on their 
total circulation. Contact me to learn how your 
newspapers can join the Classified Avenue 2 x 2 
Network and share in this new-found revenue.

Help Me Help You
As we move into the summer months, I am 
working on a special promotion to sell education 
related ads during the month of August. We 
welcome the opportunity to sell Classified Avenue 
and 2 x 2 Network ads into your education-
focused special sections. In addition, I would 
love to hear from you regarding any new ‘hot’ 
categories you’re selling. This information helps 
me target Classified Avenue national advertisers 
with an interest in your market. Simply contact 
me with the details.
I hope everyone is enjoying the summer! 
Deanna
Deanna.lewis@localmedia.org
207-384-5022

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.
DEANNA LEWIS
Director of Sales, LMA Staff

We’re At Your Service!

VendAsta Technologies, Saskatoon, SK
Jeff Tomlin, Vice President Marketing
www.vendasta.com

Additionally, this year has seen many partnerships 
grow with numerous state associations. LMA is pleased 
to have alliances with California Newspaper Publishers 
Association (CNPA), Colorado Press Association 
(CPA), Florida Press Association (FPA), Illinois Press 
Association (IPA), Ohio Newspaper Association (ONA), 
Virginia Press Association (VPA), Minnesota Newspaper 
Association (MNA), Missouri Press Association (MPA),  
Pennsylvania NewsMedia Association (PNA) and 
Wisconsin Newspaper Association (WNA). 

New Members!
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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.

AAM-2686 Resize Local Media Association Phase II 051413.indd   1 6/6/13   9:21 AM
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Toadd theseaward-winningmagazines to your editorial package, call 800.720.6323Ext 135

more than just
magazines

we’re your contentpartner


