
Social + Mobile -  
Show Me the Money 
August 21-22, Chicago 
Co-presented by Local Media Association/ 
Borrell Associates/Local Search Association

A first-time collaboration between three of the 
local media industry’s most progressive media 
organizations means a dynamic and compelling 
program for anyone who is serious about monetizing 
mobile & social media. No nonsense, down to 
business, laser focused are apt descriptions for this 
program. 

Session highlights: 
* B-to-B opportunities with LinkedIn  
* A firsthand look at how directory publishers are 
monetizing mobile  
* Borrell’s outlook for the social/mobile revenue and a 
pathway to get it 
* Sessions with execs from Facebook, Google, 
Groupon & ComScore 
* A candid powwow with a group of 
’20-somethings’ to understand the outlooks and 
expectations of this valuable audience. 

All sessions held at the Sheraton Chicago O’Hare 
Airport hotel and room rate of $139 is guaranteed 
through June 30.
See page 4 for details. 

Google AdWords  
Certification Training
Expertly tapping the $6 billion and growing paid 
search market can be yours with Google AdWords 
professional training. LMA is now offering direct 
access to Amie Stein, 
our on-staff and 
preeminent Google 
AdWords trainer. 

This brand new 
offering from LMA is 
a rigorous training 
program that will 
yield certified sales 
professionals who 
are skilled in Google 
AdWords, provided 
they pass the demanding certification exams. 
Successful completion means your team will be in the 
top tier of sales professionals able to integrate search 
into their product offerings. Think competitive edge 
and focused entrée into the lucrative paid search 
market. 

This training is effective - Stein’s inaugural on-site 
training at an LMA member in Indiana has already 
yielded three custom campaigns for local clients. 

Three options are offered to obtain this specialized 
skill development – on site, live online modules, or a 
‘train the trainer’ program. 
More details about this program on page 10.

LMA Fall Conference
An annual gathering of publishers, 
advertising directors and digital managers 
September 17-20, St. Louis 

Special Pre-Conference Training Offering  
on September 16:  
Selling, Prospecting and Reporting with Social, 
presented by Amie Stein, LMA’s Director of Training 
and Development

This is LMA’s largest gathering of the conference 
year and the just released, spit polished agenda is 
packed with sessions aimed squarely at local media 
professionals who are hunting for:
 • Best in-class practices & ideas
 • New & innovative 

revenue streams
 • Technology tools to 

grow your business
 • Execution plans for 

the transformation 
process

 • Solutions to grow 
print, digital & more

 • Numerous top 
notch speakers & 
presentations including a keynote from Deseret 
Digital Media’s Clark Gilbert, widely consider one 
of the leading innovators in local media today. 
Plus, this is the conference that offers one-on-

one meetings with media buyers. Slots are open to 
conference registrants on a first come-first served 
basis. Representatives from numerous top retailers 
and national accounts have been invited including 
JCPenney, Best Buy, Staples, Centro, CVS, ACG, NSA 
Media and many more.

“The fall conference sessions are better and 
better each year, and the experts who are brought in 
for the panels are the best in the business. I always 
have valuable takeaways,” said CNHI’s Courtney 
Chojnacki, Director, Ad Network Sales & Operations, 
after last year’s gathering in Atlanta. 

LMA guarantees satisfaction or your money back. 
Make your attendance plans now!
More details on page 3. 
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Digital Agency 
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Mark Poss
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mark@redwingpublishing.com

 
The decision to go was based on a hard look at the Borrell Associates 
data.  It clearly shows that the bricks and mortar businesses in our 

markets are spending more on digital than they are on print advertising.  The 
print ad budgets may have leveled out at a new normal, but our opportunity 
to grow is in digital.  So we could continue working on expenses, or invest in 
the future and follow the money.

Once we made the decision to go, we built out the strategy based on the 
competencies we already had or were able to attract affordably.  We have a 
full suite of offerings and utilize a blend of in-house talent and white label 
vendors for fulfillment.  We offer website design, SEO, PPC, social media 
management, video and e-mail marketing.  Our blended approach allows 
us to achieve higher overall margins while utilizing key vendors in areas 
requiring expertise beyond our abilities.

What is the profile of your target client and what kind of services 
do you offer? Are there some top categories for digital services that 

you’re especially focused on? 
 

We have set up a full-service agency.  We don’t push product.  We 
complete a full needs analysis which usually takes up to two hours 

and then we provide our clients with a short term and long term digital 
advertising and marketing plan.  As a result, our target clients need to 
have some scale and they need to have a budget.  We need to do a good 
job qualifying up front based on the prospects number of employees, total 
revenue and industry category.  We are 
not all things to all people. 

What do you figure this space is 
worth in your market? 
 
Look at your newspaper revenue.  It 
is bigger than that.  Just decide how 

big a piece you want.

Tell us about staffing – dedicated 
staff, existing resources, some combination? Satisfied with the 

approach? 
 

Hire a Googly leader; someone who is humble, is a good communicator 
and plays well with others.  We hired a Googly director from outside 

the industry to set up and lead our agency.  We also hired a social media 
specialist to assist our clients and serve our clients on the fulfillment side.  
We are using our digital team leader for four legged sales and will be adding 
more dedicated digital only sales reps soon.

How are your efforts going so far? I understand you made an early 
sale worth $20K to a non-newspaper client. Congratulations! 

Please share details …Client development, what did they buy, how was it 
executed, customer satisfaction, etc? 
 

It’s early in the process but the indicators are all good.  We‘ve closed 
a few sales and are working on the fulfillment end so this is really the 

first test for some of our partners to see if they can deliver as promised.  The 
average monthly billing on sales is well over $1,000 per month per client so 
these are nice packages.  Our current clients are most interested in website 
rebuilds or upgrades, SEO, video and PPC.  As we get into more business 
categories I expect we will see more demand for social media and e-mail 
marketing.

What are your long term expectations? Can you give us some idea of 
the budget you’re allowing for this endeavor? Timetable for profit? 
 
For a small company we have made a pretty solid investment in digital.  
There is not much expense beyond the staffing, but there is a cost in 

getting your partnerships and strategy in place and then the ramp up.  I think 
we can support three full time digital only sales reps without any additional 
expense in the back shop and we want to build out that team as soon as 
possible.  At that point we should have a pretty profitable business unit.

 CONTINUED ON PAGE 12

I want to explore what you’re doing in the 
digital agency space but before we get into 

that can you please give me a thumbnail of your 
traditional media company?  
 

Red Wing Publishing is a small 2nd generation 
company with ten traditional weekly/twice 

weekly newspapers and shoppers.   Circulations are 
typically under 10,000 and we reach about 120,000 
homes each week with our newspapers and total 
market publications.  Our markets range from the 
affluent Minneapolis suburbs to a paper mill town in 
northern Minnesota.  We have some awesome niche 
magazines, a couple of printing operations and now a 
digital advertising agency.

You recently launched Big Fish Digital – a new 
agency serving local SMB’s. Tell us about the 

impetus behind the endeavor. And, why now? 
 

We’ve experienced the revenue drop like 
everyone else.  When you start to dig into what 

is cyclical and what is structural you see there has 
been a serious migration of ad dollars to digital.  Not 
just from newspapers but from directories, direct 
mail, radio and others.  If that’s where our customers 
are going, we should be there for them.  We still scrap 
for every print ad dollar, but we need to go after the 
digital ad spend.  It is imperative to maintain those 
customer relationships. Our customers are getting hit 
hard with digital offers every day and we need to be 
their trusted partner.

How did you arrive at the decision to ‘go’ and 
what were your primary deciding factors? Did 

you replicate another’s efforts, brainstorm from 
scratch, conduct local research to assess needs? 

Mark Poss

Q&A with Mark Poss
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Heading to the Gateway City of St. Louis in September, LMA’s largest 
conference of the year will deliver four days of cutting edge programming, 
a pre-conference training offer on ‘Selling, Prospecting and Reporting 
with Social’, one-on-one meetings media buyers, invaluable networking 
with industry peers and a top-notch exhibit/demo hall with R&D partners. 
Designed specifically for local media operations, advertising and digital 
professionals, the conference runs September 17-20. 

“This year’s fall conference is shaping up to be our best one yet”, said 
Nancy Lane, LMA president, “The caliber of speakers and topics is top-notch 
and includes some of the biggest innovators in our industry. The Thursday 
afternoon SMB roundtable led by conference chair Matt Coen will be a game-
changing experience for conference attendees. And we are addressing new 
trends like native advertising while still paying attention to growing the core 
business. This is one week that delivers high ROI – guaranteed or your money 
back.”

Beyond the full conference program commencing with the keynote 
address on Wednesday morning, several important events will take place on 
Tuesday, September 17. One-on-one meetings with major advertisers–long 
the hallmark of LMA’s annual fall conference - 
are scheduled in addition to the LMA Board of 
Directors’ Meeting, revenue case studies presented 
by North America’s top R&D partners and the 
opening welcome reception with exhibitors. (Note 
that the advertiser one-on-one meetings are not part 
of the conference registration fee. LMA pays for this 
bonus day as an enticement for early registrations 
and as a member benefit. These meeting slots fill up 
quickly and are booked on a first come, first served 
basis.)

New this year is an add-on training offering on 
the topic of ‘Selling, Prospecting and Reporting 
With Social’, on Monday, September 16. This half 
day program, conducted by Amie Stein, LMA’s 
Director of Training & Development, will teach the 
basics of social platform selling & reporting, as well 
as the fundamentals of using multiple platforms 
such as Facebook and LinkedIn for sales and 
prospects. Offered at $99 for conference registrants; 
slightly higher for training program only.

Guest columnist Peter Haggert 
Editor In Chief, Toronto 
Community News 

Sometimes when we think about 
innovation, we think about process 
improvement, new products and 
platforms. We dream of intriguing 
partnerships with entities that didn’t 
exist even two years ago.  But sometimes, 
innovation can lead you back to the egg.

So as comedian Steve Martin once 
coined: “Let’s get small.”

Our division of Metroland Media 
Group covers Toronto. Technically, 
it’s a city of 2.5 million people, with a 
population that doubles if you include 
the greater Toronto region. That makes 
us the fourth largest metropolitan area in 
North America.

We know that seven dailies trip over 
each other covering broad city matters. – 
in multiple languages.

So our nine newspapers, 10 
community hub websites, social media 
platforms, magazines, and everything 
else, remain more concerned about the 
140 neighborhoods of Toronto. 

It’s because even in a major metro 
space, the greatest passion comes from 
the news on your block. It’s curiosity 
about the new business opening at your 
corner. It’s the gossip at your school. It’s 
the timing of your street repair.

Social media has humbled journalism 
in too many cases, as people return to 
receiving their news from friends and 
neighbors. It’s essential we provide news 
over the picket fence once again.

So we’re getting small – with strong 
results. And it’s the little things that are 
leading our growth.

Here are three innovations that 
look suspiciously like the elements that 
fuelled our success in earlier decades:

Forget communities,  
think neighborhoods
 We list every single neighborhood in 
a newspaper’s coverage area on our 
editorial page masthead. In Scarborough 
that’s 35 ways we say ‘we’re part of 
your community.’ One might consider 
it tokenism, however, the community 
reaction shows just how important it is. 

We have had residents and 
local organizations protesting their 
neighborhood’s relative positioning high 
or low on the list. We’ve even had one 
city councilor successfully petition the 
city to change the official name of his 
neighborhood to his choice, so that it 
would appear within our list of covered 
neighborhoods.  News searches to any 
of these neighborhoods are redirected 
online to our corresponding community 
website.

We’ve obviously tapped into 
the juices that flow in the veins of 
neighborhood residents.

Smaller is better on twitter too. 
Our newspapers range in distribution 
from 20,000 to 120,000 copies. A smaller 
title, The Parkdale Villager (20,000 dist.) 
has 1.5 times the number of followers of 
our Scarborough Mirror (120,000 dist.)  
That’s a series of small neighborhoods 
saying we want to engage. Would you 
dare create neighborhood twitter feeds?

Another stamp club meeting? 
For years, I admit I was an editor who felt 
a community calendar was a necessary 
evil. It provided, in my mind, that token 
space for small community groups to 
advertise their meetings for the same six 
people to take notice. 

Boy was I wrong. We’ve instituted a 
self-publishing community calendar on 
our website and it’s one of the largest 
traffic drivers we have. It has grown 
steadily and the momentum isn’t 
slowing down. We have thousands, 
of listings, thousands of venues and 
thousands of people posting meetings 
- and by the way, it all adds up to 
thousands of page views, making our 
calendar meeting place a focal point in 
the community – and our community 
website.

We want to be a catalyst for 
community betterment in Toronto. 
Sound pompous? Maybe. But we simply 
need to be the bridge between the public 
and neighborhood information. 

Sometimes it’s amazing how old 
school innovation can be.

So here’s the challenge: Think back 
to days when media had the strongest of 
community brands, known for trust and 
relevance, uninhibited by the myriad 
of disruptors we all face today. What 
did we do then that now we’ve ditched? 
What good community lessons have we 
forgotten in our search for shiny new 
buttons?

It’s the little thing that drives 
your brand deep into the heart of the 
neighborhood consumer.

Don’t just watch them talk over the 
picket fence. Become that white picket 
fence. 

Editor’s note: This column is part of 
a series of columns writen by LMA & LM 
Foundation board members.

Let’s Get Small
LMA’s Fall Conference 
Program Announced

CLARK GILBERT

CHRIS HENDRICKS

The Conference for North America’s 
Top Local Media Companies

The Details 
Local Media Association Fall 
Conference Annual Gathering of 
Publishers, Advertising Directors & 
Digital Managers

Sheraton St. Louis City Center 
Hotel St. Louis, Missouri 
September 17 - 20, 2013

Full details, agenda, online 
registration at www.localmedia.
org/Conferences.

Conference Highlights
•• Two Keynotes:  

-from Desert Digital Media’s Clark 
Gilbert, Rebuild Your Core While 
You Reinvent Your Business Model 
-from The McClathy Company’s 
Chris Hendricks, The McClatchy 
Strategy – Why Pure-Play Digital 
Revenue Growth is So Important to 
Our Future

•• Native Advertising: A hot new trend 
(see Lane’s column on page 5 for 
more about this topic)

•• Digital Subscriptions & 
Membership Models

•• How to Triple Your Search Revenue
•• Print Innovation – Growing the Core

•• ‘Google-Proof‘ Your Newspaper 
– The Orange County Register 
Story (invited)

•• Opportunities with Smart Phones & 
Tablets – Apps, Responsive Design, 
HTML5 & More

•• SMB Workshop – How to Attract 
More Business from SMB’s in Local 
Markets 
Local SMB’s will take part in this 
exciting workshop that will include 
problems to be solved and proposals 
for local business owners

•• From Monster: Top Ideas to Grow 
Recruitment Revenue

•• Mega Great Ideas Session
•• Much more!
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It’s no secret 
where the social 
and mobile sec-
tors are going 
and the upper 
hand is gained 
by those who are 
executing best in 
the marketplace. 
The August ‘So-
cial + Mobile: 
Show Me The 
Money’ program is designed to provide 
that cutting edge to attendees by show-
casing top performers in social and mo-
bile with local media tailored sessions 
involving Internet pureplays, TV, radio, 
newspapers and directory publishers. 
Expect to learn the latest intelligence on 
what’s working, what’s generating rev-
enue and ROI, and what the most prom-
ising business models look like.

Pulling together this powerhouse 
program is Local Media Association, 
Borrell Associates and Local Search As-
sociation. The collaboration of three 
grand-slam hitters in their respective in-
dustries – local media, research & stra-
tegic planning, and directory publishers 
– means diverse perspectives and intelli-
gence sharing that have a common goal: 
sharpening strategies and monetizing 

the fast growing social and mobile 
spaces.

 “The ‘Social+Mobile’ program is la-
ser focused on what is and what will be 
generating high revenue growth in this 
space,” says Neg Norton, president, 
Local Search Association. “There’s a 
lot of value in this program and these 
two days will be extremely productive, 
especially for those in the sweet spot 
functional areas of digital sales, busi-
ness development, and strategic plan-
ning.” 

Session Highlights
 Show Me The Money:  Borrell Associ-
ates will not only project the value 
of the social & mobile spaces in local 
markets but will define the best current 

Go Get It
Chasing after more advertising dollars just got easier with SYNC2 
Media’s robust digital audience extension solutions. You can offer 
more options to your advertisers while increasing revenues for 
your newspaper. 

No contract  

Wholesale rates to LMA members 

Custom proposal development 

Targeted display, mobile, tablet, 
search, social, e-mail and more

SYNC2media.com
303.571.5117, ext. 19

Sharpen Strategies 
& Monetize So-Mo

SOCIAL + MOBILE: SHOW ME THE MONEY 
August 21-22, Chicago, Sheraton Chicago O’Hare Airport Hotel

NEG NORTON

 CONTINUED ON PAGE 5

The ‘strength in numbers’ adage definitely applies here with the 
collaboration of Local Media Association, Borrell Associates and 
Local Search Association to bring this premier event dedicated 
to social and mobile business development opportunities. 

Learn how to monetize social and mobile from the best and 
brightest across multi-industries. Two days in August will pay 

huge dividends for those looking to grow their Social + Mobile 
strategies and revenue!

Early bird registration fee now available! Just $695 for LMA 
members. Hotel rate of $139/night is available through June 30.

Full agenda, online program and hotel registrations, and full 
details can be found at www.localmedia.org/Conferences.
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practices for obtaining maximum share of market. 
B-to-B with LinkedIn: B2B ad budgets are considerably higher than consumer 

directed budgets and ad rates in B2B marketing are about 10x higher than B2C. At 
the center of this lucrative space is LinkedIn and this session will get into the nitty-
gritty of harnessing LinkedIn’s marketing capabilities to drive traffic and sales, and 
tips on how to cultivate your own B2B enterprise.

Mobile and Directory Publishers:  Directory publishers are leading the mobile 

way in many local markets and are successfully converting about a third of their 
local clients to also include a mobile strategy. In this session, directory insiders will 
share local strategies, their keenly aimed product set and the sales approaches that 
are proving most effective.

20-Somethings Tell It Like It Is: A candid session, maybe even a little scary, with a 
group of millennials will reveal what they really feel about the dizzying array of me-
dia choices and how they envision using media, and the marketing components, to 
their advantage. These insights are uncensored and will help attendees understand 
the realities of reaching the next consumer generation. 

SMB’s Tell it Like It Is: Similar to the 20-something session, this time a group 
of diverse SMB representatives  will share their perspectives on social and mobile 
advertising, marketing preferences and their expectations of media partners.  This 
direct conversation and unfettered candor can go a long way in helping set priori-
ties with your local clients. 

Facebook, Google and ComScore Encounters!  Top execs from each of these com-
panies have all confirmed. LinkedIn and Groupon have been invited.

Much more!  See the full agenda at www.localmedia.org/Conferences. 

 CONTINUED FROM PAGE 4

Do you have a plan to capitalize on this new trend?
The buzz these days is all about native advertising. I personally don’t like 

that term. To many, it means advertorial. That is not accurate. I prefer con-
tent marketing. To me it means pairing advertising with relevant content 
and providing a better experience for both the consumer and the advertiser. 

So what’s the big deal? Our industry has been doing this for a long time. 
That’s what special sections are all about. While that is true, native advertis-
ing is about so much more. 

Perhaps I wouldn’t get it if I hadn’t attended a WAN-IFRA study tour in 
Europe last year. We saw incredible resources (and revenue) coming in from 
content marketing/native advertising. They didn’t call it that. And in our top 
takeaways, we called it “Editorial supports 360 degree advertising strategies.”

Kevin Beatty, CEO of A&N Media out of London (publisher of The Daily 
Mail and Metro), said it best to our group, “The demands from advertisers 
are shifting to content type opportunities and not just buying ad space.” 
To European media companies, this does not mean advertorial. All of the 
companies we visited (in London, France, Germany and Sweden) were 
working with their editorial departments to write the content for these 
types of packages. 

At the Telegraph Media Group, they 
launched Telegraph Create and that team now 
consists of 50 FTE’s. Twenty of those employ-
ees are from the editorial department and are 
responsible for writing, photography and vid-
eo.  This now represents the fastest growing 
piece of their business – growing at 20%-30% 
per year. Their tagline is: “Where brands, con-
tent and consumers meet.”

At the recent LMA/Blinder Group Revenue 
Summit, we heard about native advertising 
from three of our speakers. Andre Eckert, from 
Russmedia, Austria was having success selling 
packages from $15,000-$30,000 using the for-
mat outlined above. In his case, editorial staff-
ers received financial incentives for this work. 
It helped with the buy-in. Chris Edwards from 
Fusion Farm (Cedar Rapids) told conference 
attendees this is the next big thing. He stressed the importance of having 
editorial involved. And GateHouse President & COO Kirk Davis mentioned 
it as one of his 13 top ideas to grow revenue this year. They are currently ex-
perimenting in a number of markets. 

The Denver Post has been launching “e-books” around certain subject 
areas such as skiing. They are able to repurpose content and sell to a sin-
gle sponsor (in the $10,000 range.) These e-books are free for download on 
the iPad via the app store. At the Elkhart Truth, they have launched digital 
magazines on the iPad. So far they have launched business and industry and 
home and garden. They are producing these in-house, using Adobe technol-
ogy. These early editions were sold to multiple advertisers but that strategy 
is being tweaked for the next round. 

iPad readers prefer full-page ads. And the use of video works perfectly 
in that format. Selling related content to single sponsors is a good business 
model, especially when much of that content is repurposed. 

Local Media Association will be following the developments in native ad-
vertising. Our June Local Media Innovation Alliance report will focus on this 
new and emerging trend with case study examples. We will also feature a 
session at the upcoming fall conference in St Louis.

For now, weigh in on our poll on Linkedin (Local Media Trends group). 
Currently, 35% do not know what native advertising is; 21% are actively sell-
ing it and 28% are planning to sell in the next 3-6 months. 

With companies like Samsung allocating 1/5 of their budget to native ad-
vertising this year, this trend is worth checking out. 

A n d r e  E c k e r t  f r o m 
Russmedia, Austria; at last 
month’s  LMA Revenue 
Summit.

Native Advertising – 
“Where Brands, Content 
& Consumers Meet”

LOCAL MEDIA
R O C K S

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



6  |  LOCAL MEDIA TODAY  |  June 2013

By Nancy Lane, president,   
Local Media Association

The LMA/Blinder Group Revenue Sum-
mit, held in Chicago last month, brought 
together eighty local media executives for 
what turned out to be a dynamic, interac-
tive and highly valued conference. The 
feedback for this fifth annual event has 
been fantastic with many saying this was 
the best conference they attended either 
ever, or in many years. 

Why such amazing feedback? Because this 
conference focuses solely on driving reve-
nue tomorrow and nothing is more impor-
tant than that right now. 

It is hard to pick just 15, but here they are in no particular order:

1. Nothing is more important to your long-term success than attracting top talent. 
In order to do this, you must be constantly recruiting even when you don’t have 
open positions. It is a lot easier to fire a non-performer when you have someone 
great waiting in the wings. What are you doing to have a line of people waiting/
wanting to join your company? (From the Kirk Davis keynote address). 

2. Use inside sales to sell digital agency services. At Propel, they are having great 
success with an inside staff of 26. Successful categories include: pest control, 
HVAC, electricians, lawyers and more. (From Digital Agency panel). 

3. Compensation should be based on total revenue, digital and new business. Kirk 
Davis, COO, GateHouse Media recently revamped the company’s sales compen-
sation structure to include these three core components. Time is set aside each 
week for reps to prospect new business. Early results are impressive. 

4. Change the culture and amazing things will happen. Chris Edwards from Fusion 
Farm (Cedar Rapids market) created a place where employees are free to think and 
create value for themselves, their companies and their clients. It is working as they 
now have a digital agency staff of 45 and growing. 

5. Use inside sales to sell digital. At Deseret Digital, they now have an inside sales 
department that sells “affordable, high share of voice” products (average sale is 
$275-$300/month). They now are producing $500,000/month from this depart-
ment. According to speaker Todd Handy, “if you don’t have an inside sales depart-
ment, start one tomorrow.” The cost of sales for this department is 15%.

6. Email is at the center of all revenue-generating products. Do you know the per-
centage of email addresses to the number of occupied households in your market? 
You need to. To grow your email database, “set goals, create an annual plan and 
audit your current offerings.” A recent Second Street client developed a five-year 
plan that includes growing their database by 5,000/names per year to reach their 
goal. Email is generating big dollars for many small and medium local media com-
panies. For example, email will deliver $3 million for the Quad City Times this year 
($2 million from deals; $500K from contests and $500K from traditional email.) 
(From Matt Coen, Second Street.)

7. For Facebook, charge for likes delivered. In Austria, they are charging fifty cents 
per like that they deliver. Some clients are authorizing budgets as high as $10,000. 
This is cheaper for the client than running a Facebook paid campaign. 

8. Native advertising is about to explode. In Austria, they are producing microsites 
for clients and tying them into contests. These are usually three-month campaigns 
that are cross promoted on the client’s web site and Facebook page. Editorial is 
involved in this process and controls the content (this is a trend seen throughout 
Europe.) Campaigns are generating $15,000-$30,000. (From Andre Eckert’s pre-
sentation.)

9. Naming digital agency as a separate brand opens up opportunities beyond the 
core geographical market. There is a debate on this subject. When launching digi-
tal agency services, is it best to affiliate the brand with the newspaper or create 
a separate identity? All of the panelists on the digital agency panel opted for the 
separate name/branding. At Strawberry Fields (affiliated with The Elkhart Truth), 
they see this as a way to go after business in four-five adjoining markets. Fusion 
Farm in Cedar Rapids feels the same way. Propel, like the others, leverages the 
print name when it is advantageous and sells as a separate brand at other times. 

Thank You to our Gold Sponsor

 

Search Influence  
www.searchinfluence.com

William Scott, President/CEO  •  wscott@searchinfluence.com
Kelly Benish, VP of Sales & Marketing • kbenish@searchinfluence.com

Top 15 Takeaways from the 
LMA/Blinder Revenue Summit

GateHouse Media President and COO  
Kirk Davis delivering the keynote.

 CONTINUED ON PAGE 7
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 “Thanks to LMA and Mike Blinder 
for providing another great event.  I am 
working now to 
use all the infor-
mation that the 
Revenue Sum-
mit presented to 
us.  The presen-
tations regard-
ing digital agen-
cies were timely 
and relevant for 
any newspaper 
company.  I also appreciate the willing-
ness of the participants to share real-life 
experiences which will help me avoid 
some of the hurdles they experienced in 
the development and implementation 
of new ideas.  I look forward to future 
conferences from LMA and especially 
Mike Blinder.  Definitely a winning 
combination. “

-LES BORGMEYER 
Vice President of Sales 
Columbia Daily Tribune/ Tribune 
Publishing Company

“The LMA Revenue Summit was in-
valuable to me as being a new General 
Manager of a small hometown news-
paper.  I worked in the newspaper over 
three years ago as the Advertising Direc-

tor, however; in those three years the 
amount of technology has changed at 
lightning speed and the Revenue Sum-
mit was just 
what I needed 
to have an un-
derstanding of 
those pieces.

P r o b a b l y 
the biggest take 
away for me was 
the processes 
different com-
panies use in 
making their sales staff accountable on 
a daily basis.  Since being back at the 
newspaper I have implemented several 
different accountability processes, but 
this took my ideas to a higher level and 
I am excited to implement them and 
watch the team grow both personally 
and professionally.

Another part of the Revenue Summit 

which will be instrumental is “cleaning” 
up our e-mail databases and setting up 
target e-mail lists and sending out only 
relevant information to each list.  E-
mail marketing is such a large part of 
our business and I want to make those 
changes to show the recipient a value 
for our products which will increase our 
bottom line revenue.”

-RENEE CAMPBELL
General Manager, Craig Daily Press

“I really enjoyed the 2013 LMA/
Blinder Revenue Summit. I found the 
content to be 
practical and 
useful while al-
ways tying back 
to revenue.  It 
was attended 
by the right 
people and we 
were able to 
find time to net-
work, make new 
friends and uncover new business op-
portunities - all while having fun. “

-BRENDAN KING
CEO | VendAsta Technologies

“This year’s Revenue Summit is not 
just one of the best LMA conferences 

that I’ve been 
to but one of 
the best confer-
ences that I’ve 
ever attended. 
The informa-
tion was timely, 
relevant and 
impactful. The 
change makers 
attended this 
conference.”

-ROBERT D. BUSH
Sr. VP Sales & Marketing
Los Angeles Wave 
Publications Group

 “This was 
probably the 
most tactical 
gathering I’ve 
attended in my 
thirteen years 
in the media in-
dustry. Terrific 
program and 
networking with 
peers. Really 
good stuff.”

-KELLY BOLYARD
VP of Business Development
Truth Publishing Company

All were having success selling campaigns to non-newspaper clients.
10. Pinterest – Help SMB’s sell merchandise. Dream Local Digital is having success with 

clients selling merchandise via Pinterest. They did some Pinterest-only campaigns that 
resulted in sell-outs. In Europe, they cloned Pinterest (call Pinshop24.at) and turned 
the site into the area’s largest shopping mall. Retailers buy pins via packages that range 
from $99-$229/month. 

11. Text messaging campaigns work. During the digital roundtable, Dick Larkin from the 
directory publishing industry shared that they have been selling this for three years 
now and have 4,000 businesses in the Chicago market using this service. It generates 
$4 million/year for them. Directory publishers have been very successful in monetizing 
mobile and this is just one more example. 

12. An email address is an audience of one; it’s part of permission-based marketing and 
that is very powerful. According to Scott Stines, Mass2One, “lists suck; you will not 
make a living buying lists and your email marketing career will be very short.” Micro 
niche emails are generating the most revenue ($600 CPM); niche is $200 CPM, mass is 
$20 CPM and one-to-one is $1 PP. 

13. Collecting the right information is key to email marketing. Must-haves include: first 
name, last name, gender, date of birth, zip code. Also ask them for categories of interest 
(like deals, jobs, contests, entertainment, fishing, gardening, etc.) Make sure all emails 
have a call to action. Celebrate your reader’s birthdays (they get freebies & offers from 
area merchants). When running a contest, make sure that everyone gets something 
(like a discounted offer for entering). – From Michelle Novak, Presslaff Interactive. 

14. Recruiting and training are keys to success. At Propel, they use a staffing firm to assist 
with the hiring of inside sales reps. They then conduct a face-to-face interview and a 
phone simulation (they record it and play it back to the candidate).  After the hire is 
made, they go through a four-week training program with a considerable amount of 
coaching. 

15. Contests present a one-two punch opportunity. Small Newspapers shared this during 
the digital roundtable. When they run contests for advertisers, they then produce an 
email marketing campaign for the client two months later based on the data they have 

collected from the contest 
entries. This results in higher 
CPM’s and higher response 
rates for advertisers. They love 
it. This should be sold upfront 
as part of the package if pos-
sible. 

EXPERT COURT VALUATION WITNESS
Testimony • Depositions • Declarations

follow us at www.twitter.com/kamengroup
• Custom Brokering For Media Organizations
• Print & Digital Media Valuations & Business Plans
• Direct, Interactive, Listing & Database Valuations
• Labor NegotiationsNY

info@kamengroup.com   www.kamengroup.com

KAMEN & CO. GROUP SERVICES
NY (516) 379-2797 • FL (727) 786-5930 • FAX (516) 379-3812
626 RXR Plaza - West Tower, 6th Floor, Uniondale, NY 11556

Discover the current value
of your publication!

Confidential
Customized • Comprehensive

APPRAISALS
Newspapers

Magazines • Shoppers

BROKERING

MEMBER BENEFIT ALERT!!
Local Media Association will host a webinar (free 
to members) on June 19 at 3 PM ET/ 2 PM CT to 
review some of the top takeaways from the Revenue 
Summit. Register at www.localmedia.org/Webinars.

By all accounts, last month’s 
LMA/Blinder Group Revenue 
Summit was a gem among industry 
conferences. Several of the 
presentations are accessible on 
LMA’s website at  www.localmedia.
org/Conferences. Check them out!

Thumbs Up for LMA/Blinder Group Revenue Summit!

 CONTINUED FROM PAGE 6
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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
Lawrence 
Journal-World
Lawrence, KS
The World Company

Judges Comments:
The Lawrence Journal-World  
reflects a lively community with 
a variety of content.  Color is 
used sparingly but appropriately 

throughout. Attention is obvious 
on inside page designs as well as 
on the front page.

Judges Comments:
“We’re thrilled by our showing in 
the LMA awards and honored to 
have been recognized for the hard 
work we do every day in being 
the principal source of news 
and information, in print and 
online, for the city of Lawrence. 

While the Journal-World is not 
a big-town paper, we take a big-
paper approach to providing 
deep, comprehensive coverage 
of our community, and making 
it available to our audience on 
every possible platform. We’re 
looking forward to continuing 
our standard of excellent and 
innovation for years to come.
-Mark Potts, Vice President of 
Content

1ST PLACE 
NEWSPAPER  
OF THE YEAR
Joplin Globe
Joplin, MO
Community Newspaper  
Holdings, Inc. 

Judges Comments:
The Joplin Globe serves its readers 
well with a comprehensive news 
report coupled with in depth 
articles and features.  Faces 
of the Storm, a compilation of 
biographies  and photos of all the 
153 victims of the May tornadoes, 
is an especially noteworthy effort.  
Thoughtful design continues 
throughout the sections, and the 
advertising is modern and inviting.  
Headlines are appropriate in size 
and design and accurately written. 
This is a newspaper that is paying 
attention to its readers and its 
community.

Judges Comments:
“We are extremely proud of this 
award. While The Joplin Globe was 
recognized for its breaking news 
coverage of the 2011 tornado, this 
award validates the excellence of 
the continued coverage of Joplin’s 
recovery, particularly the Day of 
Unity Walk.  We continue to focus 
on stories that help Joplin make its 
way back, while at the same time 
examine the ways tax dollars are 
being spent. “This win represents 
the dedication of the Globe’s news 
staff to its readers.”
-Carol Stark, editor; Andy Ostmeyer, 
metro editor; Brent Fisher, design 
editor

CLASS: E, DAILIES, UNDER 30,000 CIRCULATION

2ND PLACE
The Santa Fe 
New Mexican
Santa Fe, NM
The New Mexican, Inc.

Judges Comments:
The Santa Fe New Mexican 
invites readers into its content 
with a lively design and 
photography.  Front page 
content reflects a mix of in-
depth reports, the day’s news 
and features, offering interesting 
reads for many levels of readers.  
It’s a newspaper that is not 
afraid to use bigger headlines 
to reflect the news value. Use 
of photographs throughout the 
inside pages lifts this entry to a 
high ranking.

Judges Comments:
“The Santa Fe New Mexican 
staff deserves the honor and 
praise for this award.  Being 
recognized by the LMA is 
indeed a reason to celebrate.  
Our commitment to local 
news, community citizenship 
and a culture of constant 
improvement and creativity 
gives our work relevance and 
meaning”.   
-Rob Dean, editor

An elite group of twenty newspapers took honors in the coveted 2012 Newspaper of The Year contest 
and in this, the fifth installment of our ongoing spotlight, we are proudly saluting the winners in Class E 
which represents daily newspapers with circulation under 30,000.
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Thank You to our Gold Sponsor 

 

Our-Hometown, Inc. 
www.our-hometown.com

Jeremy Beha, COO • admin@our-hometown.com
Matthew Larson, Director of Business Development • mcl@our-hometown.com

Jeff Rapson, Marketing Consultant • jdr@our-hometown.com

There are certain leaders in our 
industry who, in plain terms, know how 
to get it done and have consistently done 
‘it’ over a lifetime career in local media. 
‘It’ might be that rare combination of 
vitality and vision to bond company 
and community, the ability to empower 
others to accomplish their best with 
just the right touch of inspirational 
leadership,  and all the while holding 
high the ideals that signify the integrity 
and standards that are emblematic of the 
local news media industry. 

LMA’s highest individual honor, The 
Dean Lesher Award, honors a lifetime of 
achievement to company, community 
and industry and now is the time to 
nominate the individual at your company 
who is deserving of consideration for this 
most prestigious of awards.

Since 1983, the Local Media 
Association has been honoring a single 
individual annually who deserves 
recognition for outstanding top tier 
leadership. The specific criterion 
describes the following attributes as 

being good cause for nomination:
•• Pioneered new initiatives in local and 

community newspaper publishing. 
•• Exemplified the excellence of local and 

community newspapers by publishing 
exceptional newspapers, Web sites 
and niche products.  

•• Provided civic leadership within the 
community or communities in which 
his or her products serve.  

•• Has enhanced the newspaper industry 
through leadership in areas related 
to community newspaper publishing 
and/or through services to Local 
Media Association. 

How to Nominate
Nominating committee chair Jon K. Rust 
is eager to hear from LMA members 
with nominations. “My work with LMA 
and the local media industry at large has 
exposed me to so many inspirational and 
visionary leaders. I can think of numerous 
individuals who are deserving of this 
prestigious honor but the reality is that 
it’s up to their employees and colleagues 

to nominate them,” says Rust, publisher, 
Southeast Missourian. “To all of my many 
industry associates, I say take a minute 
to consider if you know a person who fits 
the bill and then go to LMA’s website and 
get that person nominated.” 

The process could not be easier. A 
written letter of nomination should be 
attached to the nomination form found 

at localmedia.org under the Contests 
tab. Supporting material is welcome, 
such as endorsement comments from 
others in your company or community, 
examples of successful initiatives, etc. 
Any questions can be directed to LMA 
HQ at 888-486-2466.

The deadline for nomination is 
 June 17.

Outstanding
Leaders Wanted

John Humenik presented Metroland’s Betty Carr the Dean Lesher Award last year. The 2013 
recipient will be honored at the Fall Publishers’ & Advertising Directors’ Conference being 
held this year in St. Louis beginning September 17.

Nominees sought for Dean Lesher Award
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LMA just rolled out the Google Ad-
Words certified sales training and al-
ready over sixty media professionals 
have undergone this detailed and de-
manding training program. 

Google AdWords expert and trainer 
Amie Stein hasn’t stopped since she 
joined LMA recently. Already she’s 
conducted multiple on-site training 
programs, concluded the May set of 
webinar based training modules, has 
filled the audience for the June set of 
online training modules and is heading 
to California late this month for two 
on-site programs that LMA members 
are welcome to join.

Additionally, Stein is taking reser-
vations now for the July set of online 
training modules. A total of six one-
hour sessions will run on consecutive 
Mondays and Tuesdays beginning  
July 8. 

What Is It
The Google AdWords training program 
is a no-nonsense and intense training 
program that, when successfully com-
pleted, yields certified sales profes-
sionals who can add paid search to the 
arsenal of products sold to your local 
SMB’s. 

At the center of this offering from 
LMA is developing and mastering the 
skill of selling Google AdWords, a.k.a. 
paid search, to help media companies 
tap the over $6 billion paid search busi-

ness. World class trainer Stein joined 
LMA with the single focus of conduct-
ing this training.

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 of-
fered 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 Fun-
damentals exam and one advanced-
level exam. Participants must pass 
both to become certified.
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Google AdWords Training  
Momentum Growing – Are You In Yet? 

Kelly Bolyard, vice president of development at 
Truth Publishing (IN), and her team were the first 
to undergo the onsite training and Bolyard already 
credits their new knowledge for helping them close 
three campaigns.

Bolyard described the training as demanding but 
definitely worthwhile. She strongly recommends it 
and commented that since being trained, she and 
her team can better understand why many local 
business owners in her market have found little 
or no success with DIY approaches to local search 

marketing. “Amie Stein was absolutely terrific. With the knowledge we gained 
through her training, we are now able to expertly converse and uncover many 
shortcomings in these self-taught approaches. We know that search engine 
marketing is a valuable tool for business owners. We want them to thrive and 
this training is absolutely helping us with our strategy development for our 
local business owners.”

KELLY BOLYARD

Training = Sales 

Immediate On Site
Opportunity
LMA, in partnership with California 
Newspaper Publishers Association, is 
bringing Stein to California in late June 
to conduct two separate in-person 
training sessions. She will be in Los 
Angeles, at the L.A. Times building, on 
June 24 & 25. And she’ll be in the San 
Francisco area, at the San Jose Mercury 
News, on June 27 & 28. LMA members 
are welcome to register for either of 
these programs at the members-only 
registration price of $249 per person.

Next Online Training
Each 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 
that is open for enrollment begins July 

8. Registration is open now and seating 
is limited. 

Participants should know going in 
that, beyond the webinars, an addi-
tional investment of time to study and 
take mock exams is needed to success-
fully complete the course. Pre-training 
study time and preparation is also rec-
ommended.

The Particulars
The fee structure varies according to 
which approach is utilized and prices 
start at as little as $199 per person. The 
full price sheet and training details 
are found at www.localmedia.org/Re-
sources.

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. 
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We have just re-launched our 
Sales Certification Program with a 
new Fundamentals Media Course. 
When I began work on the course, 
back in December, I was struck by 
how much has 
changed in 
terms of sell-
ing philoso-
phy over the 
last 10 years. 
The conven-
tional solu-
tion-sales ap-
proach is just 
not cutting it 
anymore.   

To be com-
petitive today, salespeople need to 
be able to reframe the advertising 
discussion and identify the emerg-
ing needs of the client.  Conversa-
tions need to be teaching-oriented. 
It requires an insight-selling strat-
egy and most sales forces haven’t 
been trained in this successful ap-
proach. 

Insight selling is an approach 
identified in the book, The Chal-
lenger Sale (Portfolio/Penguin, 
2011), that is based on the premise 
that salespeople should lead with 
open-ended questions that will 
help to identify a client’s needs. 
It also rests on the idea that sales-
people must make use of disrup-
tive ideas in their conversations 
in order to make clients aware of 
unseen or unknown needs in their 
marketing strategy. 

Sales professionals need to know 
and understand all the methods 

and approaches to gaining sales. 
And we have incorporated much 
of this philosophy in the new Fun-
damentals Media Course. Many of 
the eight modules that make up 
the course focus on how to identify 
which sales approach will bring the 
most success for the advertiser.  

You have to be able to develop 
and deliver new insights to your 
advertiser in order to stay ahead of 
the competition. Certainly if you 
are selling digital ad products, your 
pure play competitors may already 
be leveraging these techniques. 

The Fundamentals Media 
Course consists of eight modules 
(self-paced video and assessment) 
that prepare an advertising sales 
professional to successfully pres-
ent effective advertising solutions 

that drive client-value and gener-
ate measurable sales-results. The 
fundamentals media course covers 
everything from digital marketing 
to how-to sell an integrated (print 
and digital) solution. 

For more on this training offer-
ing from LMA, see the related article 
on page 12. 

The supplier that will help you increase
your sales every week!

www.newspapertoolbox.com
PROUD HOST OF THE 2013

LOCAL MEDIA ASSOCIATION CONTESTS

Most anglers are not really familiar withthe art of trolling. This relatively simplefishing technique consists of trailing a lurein the water behind a slow moving boat.For a successful fishing trip, however, thereare a few more tricks you should knowabout this technique.

First of all, as well as varying your trollingspeed, it is imperative to change the boat’sdirection from time to time. Your boat’s tra-jectory should never be in a straight line.For example, sometimes you should headinto the wind, while at other times youshould have your back to the wind or sim-ply go against the current. In other words,try to present your lure from every possibleangle. The aim is to cover as much of thebody of water as possible but to do it with-out falling into a pattern.

In concrete terms, travelling in loops is agreat way to cover the fishing area, becausethe depth of your lures will fluctuate with

the varying tension on your line as youchange directions. Even better results canbe obtained by going round in circles, thediameter of which should be appropriate forthe size of the vessel. This method allowsyour lure to change depth on a regular basis.The resulting changes in line tension give amore natural movement to the lure, rende-ring it more attractive to hungry fish.
Happy fishing!

Beautiful bass can be caught witha circular trolling technique.

BOAT DEALER

FISHING
TACKLE STORE

HUNTING
AND FISHING
GEAR STORE

MARINA
• • •

SPORTS BAR

SMALL MOTOR SALES
AND REPAIR

TRUCK DEALER

OUTFITTER

Trolling: the art of going round in circles!

Grounds for mixing business and pleasure
Golf is a great game for building friend-ships, socializing, and forming businessrelationships. The greens are not just anideal place to meet people who sharethe same passion; by golfing you canwiden your circle of contacts and build

trusting relationships with clients andbusiness partners.

Whether you’re a manager of a largeenterprise or just a salesperson startingyour career, there’s no hierarchy on agolf course. The chair-man of the board andthe new office employ-ee might very well sharethe same golf cart, dis-cuss many different sub-jects, and become loyalgolf partners.

A few golf games withpotential clients couldlead to interesting busi-ness opportunities in the

short or long term. There’s no telling howmany deals have been discussed betweenthe first and eighteenth holes and thensealed over drinks at the club house.
A golf tournament is a great opportunityto bring employees in the same officecloser together and to meet people fromsurprisingly diverse backgrounds. A sim-ple golf game is often the perfect occa-sion to widen your social circle. Joininga golf club also allows you to develop asense of belonging and strengthen tieswith other members.

Of course golf can have disadvantagesfor some of us, especially beginners. Itcan be a great sport but also a very frus-trating one, so it’s always important tocontrol your emotions. It is often said thatthe behaviour of golfers on the course isa reflection of their true personality. So,you’d better make a good impression!

Every golf game is
a great opportunity towiden your social circle.

GOLF LESSON

MEN’S
CLOTHING STORE

WOMEN’S
CLOTHING STORE

TRAVEL AGENCY

DRIVING RANGE

SPORTING
GOODS STORE

GOLF SHOP
GOLF COURSE

What boat lover hasn’t dreamed of casting off and sailing south todiscover warm crystal clear waters, sandy beaches, and swim-ming with dolphins near almost-deserted islands? Some actuallydo it, while others say “one day”. While you wait to take the bigleap, why not hone your sailing skills to get ready for this dreamof a lifetime.

Even if you’re familiar with boating, take some sailing andcoastal navigation classes, as well as courses on VHF radio oper-ation, diesel engine maintenance, and electricity for boaters.It would also be a help to take classes in electronic navigation

with GPS and radar. Learning more about meteorology would bea great asset in understanding the weather, especially if you planto be at sea for days on end.
Your preparations should also include the purchase of printedmarine charts of the areas where you plan to sail, even if your boatis equipped with electronic navigational devices. Be sure toacquire nautical guides of the areas on your route so you knowwhere you can take on fresh supplies.
Before casting off for any big trip, be sure to have your boat’s“blue book” with you or up-to-date registration papers. And don’tforget passports and medical insurance coverage for all the pas-sengers on board. Make sure you have all the necessary papers forthe customs check-points you’ll have to go through, as these mayvary from place to place.

Lastly, prepare your navigation plan, which means establishing aprecise itinerary from your departure point to destination. Keepregular radio contact with nearby vessels in poor weather, andwhen you arrive down south, be sure to call home to let every-body know you’re safe!

Heading south

Having some basic meteorological knowledgeis a great asset if you plan to sail in open waters.

PH
OT

O:
JU
PI
TE

RI
M
AG

ES
/ T
HI
NK

ST
OC

K

RESTAURANT
• • •
BAR

BOAT
MECHANICS SHOP

KAYAK AND
CANOE STORE

FISHING GEAR
STORE

MARINA

BOAT STORAGE
COMPANY

BOATING
SAFETY COURSE

BOAT DEALERSHIP

BOAT PARTS
AND REPAIRS

• • •
INSURANCE
COMPANY

Newspaper Toolbox
has hundreds of them

for you!

Looking for pages
to sell

this summer?
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Three Days – Three Themes 
Virtual Ad Conference Next Month

PETER CONTI
Sales & Marketing Director,
LMA

Three days of high level sales guidance from North 
America’s leading sales trainers are yours for the 
clicking at the second annual LMA ‘virtual’ Advertis-
ing Conference. 

Designed specifically for legacy and new media ad-
vertising sales representatives and their managers, the 
three half-day sessions will run consecutive days begin-
ning Tuesday, July 16.  

Day One: Sales Symposium - July 16, 1-5 p.m. ET
Day Two: Sales Management Symposium -    

July 17, 1-5 p.m. ET
Day Three: Social and Email Marketing Symposium - July 18,  

1-5 p.m. ET
No limit to the number of ‘seats’ you can occupy but registration 

is required. Full agenda, presentation outline and registration at 
www.localmedia.org/Conferences.

FREETO LMAMEMBERS

Insight Selling  
Leads The Way
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A top priority for many local media 
companies is getting sales reps up to 
speed on local media fundamentals, 
especially for new recruits and those 
needing to step up their sales game. 
LMA has heard the call repeatedly from 
its members and has re-tooled its basic 
training offering to provide this much 
needed resource.

The Fundamentals Media course, 
the first of three certification offerings 
from LMA, is now available. On 

its heels will be two more training 
modules –The Advanced Media course, 
expected in mid-summer, and the Sales 
Management course, expected late-
summer.

All programming is delivered 
via a high quality, online learning 
management system. The training 
course is made up of eight approximately 
30-minute video modules. Students take 
the course at their own pace and time, 
can stop and start at will, and replay the 
modules to suit their needs.

There is a library of instructional 
materials, which includes a 
downloadable PDF of each training 
module as a study tool. At each step 
of the way, after each video module, 
there is an assessment test to confirm 
retention of the materials covered. Upon 
successful completion of the course the 
sales professional receives a certificate 
to certify compliance with the LMA 
standards of fundamentals media selling.

 “We are thrilled to relaunch the 

LMA sales certification program,” said 
Nancy Lane, president, Local Media 
Association, “This first module is perfect 
for new hires and experienced reps. This 
is a terrific tool for publishers to require 
of their entire sales team. We are now 
working on the advanced digital and will 
be ready to release later in the summer.” 

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

Digitally preserve
your newspapers

and bound volumes

Protect and Share

Preservation Speaks
Digital

VOLUMES

The key to quick growth is figuring 
out how to leverage your existing 
print ad client relationships.  Don’t 
understate the challenge and have a 
good plan because the money is there.

Big Fish Digital – fun name. 
Where did that come from? How 

are you marketing the company and 
its services?  
 

Minnesota is the Land of 10,000 
lakes and everyone here has a fish 

story so the name just clicked.  If you go 
fishing, the first question you get asked 
is “did you catch a big one?” so obviously 
that’s the ideal in people’s minds.  We 
can have fun with it. Our catch phrase is 
“Be a Big Fish in your pond”.  We might 
even extend it to our job board, Big Fish 
Jobs and tag it “land a keeper”.  It is 
instantly etched in your mind and brings 
a smile to your face.

Nothing beats experience 
when it comes to clearly 

understanding what you’re up against 
with a new endeavor. What have 
you learned so far? Any hindsight 
wisdom? Tips for others who are 
considering a similar startup? 
 

We are very fortunate that LMA 
has put so much emphasis on 

Digital Agency strategy over the past 
couple years.  I’ve attended multiple 
conferences and sat in on a dozen 
webinars.  All of this helped shape my 
thinking and approach.  Soak it all 
in.  Talk to every vendor.  And talk to 
companies that are testing the waters.

No matter how much analysis and 
studying you do, you will stub your toe 
a few times.  But it’s worth it.  There 
are plenty of big fish out there.

CONTINUED FROM PAGE 2

A

A

Q
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Besides Facebook, 
Small Business 
“Likes” LinkedIn 
and Twitter

According to recent data from Constant 
Contact, small businesses are increasingly 
seeing the value of social media platforms 
across the board, and, in particular, 
LinkedIn and Twitter.  80% of respondents 
surveyed said they conduct social media 
marketing and, when asked which social 
media platform was the most effective for 
their organization, the always-dominant 
Facebook won out at 82%. 

More notable was the fact that 29% 
said LinkedIn was effective for their 
business, an increase of 19 percentage 
points compared to a similar Constant 
Contact Small Business survey last 
spring, and 25% said Twitter, a rise of 18 
percentage points from last spring. 

Learn how to monetize social media at 
the ‘Social+Mobile: Show Me The Money’ 
gathering in August. Details on page 4.

The Details 
This self-paced online course 
consists of eight modules that 
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. 

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

Fundamentals Sales 
Training Now Available

“Everybody’s 
training sales 
reps these days 
-- or at least I 
hope they are.  
But how do you 

know if it’s sticking?  The 
LMA certification program 
is the best way to find out, 
and to offer a badge of 
honor to reps who really 
know their stuff.”

-Gordon Borrell, CEO, 
Borrell Associates

STEPHEN WARLEY MIKE BLINDER

SHANNON KINNEY PETER CONTI

GORDON BORRELL KELLY WIRGES

Media Sales Trainers
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chief executive officer, said Mowbray 
will return to company headquarters in 
Davenport, where he will oversee all of 
the companys newspapers and digital 
operations in 22 states. “This new 
position strengthens our leadership 
team as we continue to drive revenue, 
build digital audiences and transform 
our business,” Junck said. 

HALDEMAN  
NAMED HUNTSVILLE ITEM 
PUBLISHER, ADVERTISING 
DIRECTOR   
Rita Haldeman has been named 
publisher and advertising director of 

the Huntsville 
Item (Texas), 
a CNHI 
newspaper. 
Haldeman 
is a 19-year 
veteran of the 
newspaper 
industry who 
most recently 
served as 

advertising director of the Greenville 
(Texas) Herald-Banner.

“Rita is a talented executive 
with a solid record of advertising 
and marketing success,” said Steve 
McPhaul, COO of Community 
Newspaper Holdings, Inc., “I look 
forward to her leadership of the 
Huntsville Item and her contributions 
to the community.”

“I am very excited about the many 
opportunities that lie before me as 
publisher,” Haldeman said. “I look 
forward to settling in to the Huntsville 
area and becoming an integral part of 
the community.”

Lisa Chappell, the current publisher 
of the Herald-Banner will assume the 
additional role of advertising director.  

SORG NAMED TO  
LEAD NEW CASTLE 
In another move within CNHI, Sharon 
Sorg has been named publisher of 
the New Castle News (PA). She will 
continue to serve as publisher of the 
Sharon Herald (PA).

“We are fortunate to have someone 
of Sharon’s ability,” said Keith Blevins, 

COO of Community Newspaper 
Holdings Inc. “She is an excellent 
publisher and a lifelong resident 
of the area. I know she will do an 
outstanding job for the readers and 

advertisers of 
the New Castle 
News.”

Sorg began 
her newspaper 
career at the 
Herald in 1987 
in advertising 
sales dispatch. 
She held various 
positions 

in sales, including as advertising 
manager and director of advertising. 
In 2007, she was named publisher 
of the Meadville Tribune, where she 
spent four years before returning to 
the Herald.

“The New Castle News does a 
great job of providing Lawrence 
County with community news across 
multimedia products,” Sorg said. “I 
am looking forward to being a part of 
the team and building on the paper’s 
history of success.”

MOWBRAY  
BECOMES LEE COO
Lee Enterprises promotes Kevin 

Mowbray to 
chief operating 
officer 

Kevin D. 
Mowbray, vice 
president of 
publishing and 
publisher of the 
St. Louis Post-
Dispatch, has 
been promoted 

to vice president and chief operating 
officer of Lee Enterprises.

Mary Junck, Lee chairman and 

D
&

V
M

FREEDOM COMMUNICATIONS
HAS SOLD

We are pleased to have represented Freedom Communications
in this transaction.

YUMA (AZ) SUN
16,000 daily circulation

PORTERVILLE (CA)
RECORDER
7,800 daily circulation

TO

RHODE ISLAND SUBURBAN NEWSPAPERS

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

Join the 
Local Media 
Innovation 
Alliance

MEMBER NEWS

KEVIN MOWBRAY

SHARON SORG

RITA HALDEMAN

John Rung was named President of Shaw Media and elected to its 
Board of Directors at the company’s Annual Meeting last month. 

Rung, 50, was previously Senior Vice President and Chief Operating 
Officer of Shaw Media. He will continue to serve as Publisher of the 
Northwest Herald, Shaw’s flagship publication in Crystal Lake, IL.

Tom Shaw, CEO of Shaw Media, said this appointment was a 
milestone event as Rung is the first person from outside the family to serve as president of Shaw Media. “John has 
demonstrated the ability to thrive in a highly successful, professionally managed family-company environment. We 
believe that our unique business and family legacy will be in capable hands,” said Shaw.

Rung has been with the company 16 years and has served in a variety of management roles. Shaw, 65, has been 
with the company 43 years, and is a fifth-generation member of the family that has continued to own and operate 
Shaw Media 162 years after its founding in 1851.

Shaw will continue as CEO in the role of the corporation’s principal executive officer, supervising its business 
and affairs.

JOHN RUNGTOM SHAW

SHAW NAMES FIRST  
NON-FAMILY PRESIDENT

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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Showcase your winning ads, promos and marketing efforts in the uber-competitive 2013 LMA Advertising 
& Promotions contest. A win means bragging rights, distinction among North American media companies and 
recognition for the hard working team driving your success. Enter today – deadline is June 28th!

Several new categories this year including: 
• Best Digital Sales Manager of the Year 
• Best Event Marketing 
• Best New Local Contest

A sampling of other categories: 
• Best Advertising Director of the Year 
• Best Innovation by Adv. Team or Individual 
• Best Promotion to Build Readership in all Products 
• Best ROP AD 
• Best Cover Design

Online entry made easy via partnership with Newspaper 
Toolbox. Find everything you need at www.localmedia.org/
Contests.

Thank You to our Gold Level Sponsor 

 

VendAsta Technologies 
www.vendasta.com

 
Brendan King, CEO bking@vendasta.com

Jeff Tomlin, VP Marketing jtomlin@vendasta.com
George Leith, Director of Sales gleith@vendasta.com

DID YOU KNOW…..
Some facts about 
CLASSIFIED AVENUE?

The network has 10.5 
million circulation and 
over 700 newspapers 
in the US & Canada are 
members.

Participants receive 
33% off of their annual 
LMA dues & conference 
discounts.

Tearsheets only need to be sent in quarterly 
for one random week and after the audit, rebate 
checks are sent to participants. 

Quality ads sent out weekly on Thursdays for 
publication the following week. 

You don’t have to run any ads against your 
policies. 

You can sell into the network with substantial 
commissions! 

There are NO cost/fees to participate in 
Classfied Avenue other than running the weekly 
ads. 

If you are not a participant in Classified 
Avenue, and are interested in becoming one, 
please contact me at  deanna.lewis@localmedia.
org or 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.

LMA Advertising & Promotions Contest 
Underway Deadlines June 28th

Help Wanted
Journalism Related Trades Employment 
Opportunity

SmallTownPapers, Inc. is searching for its next 
Director of Business Development. Represent and 
sell our industry-standard online contest platform 
to contest sanctioning organizations including 
journalism for print, broadcast and web; and our 
archiving services specializing in scanning historic 

bound volumes for publishers, libraries and 
museums

Seeking candidate with senior manager, 
publisher, or advertising director experience in the 
news publishing industry. Position has a base, but 
your earnings potential derived from your success.

We are located in Shelton, Washington, but 
you can work from anywhere in the United 
States. Please send letter of interest to Paul Jeffko, 
President at paulj@smalltownpapers.com

DEANNA LEWIS
Director of Sales, LMA Staff

2013  LMA

ADVERTISING
& PROMOTIONS

Contest
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We’ve changed our name. not What We stand for.

The Audit Bureau of Circulations is now the Alliance for Audited Media. An alliance for

informed decisions, more intelligent data, and industry professionals who know smart

media is audited media. It’s all about publishers, advertisers, and agencies coming together

to bring accountability and confidence to the new world of media. To find out what the

Alliance for Audited Media can do for you, visit auditedmedia.com/thenewaBc

This publication proudly stands with thousands of other

members of the new Alliance for Audited Media.

The New Audit Bureau of Circulations

AAM-1957 Resize 4C Local Media Association Rebrand 120112.indd 1 11/12/12 5:38 PM
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pcfcorp.com | 1-877-PCF-6668

© Publishers Circulation Fulfillment Inc.

DELIVERY SERVICES

TECHNOLOGY SOLUTIONS

CONSULTING SOLUTIONS

Your babies deserve a 
reliable, affordable trip
into the hands of readers
— and PCF is ready to serve. 
Choose from our full 
delivery services, state-
of-the-art technology 
solutions, or our proven 
consulting expertise.

PCF has affordable solutions
to maximize the efficiency of 
your distribution operation,
end to end — making every 
delivery journey a smoother 
one. So buckle in. Let’s ride 
into the future together.

We’ll get 
your babies 
home safe.

WELCOME TO THE 
REBIRTH OF PRINT
DISTRIBUTION


