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Learn Leading Edge 
Strategies

Individual Newspaper 
Top Achievements

Join The Innovation

LMA Shows Progressive Nature 
with Membership Expansion
Common Ground is on Digital Side

he next chapter of progress in the Local Me-
dia Association got started last month with 

the overwhelming support by its members 
to approve the board recommendation to permit non-
newspaper media companies such as TV stations, radio 
stations, directory publishers, pure plays, and more to 
join the association.  With a 91% affirmative vote, LMA 
President Nancy Lane announced last month that this 
new class of membership is now open for business.

“We are thrilled to welcome all local media compa-
nies into LMA membership. We can quickly showcase 
new revenue streams and sustainable business models 
by being all-inclusive,” said Lane upon revealing the 
final vote outcome. “There is common ground on the 
digital side; we can all learn from each other.”

The LMA board of directors spent the last two years 
analyzing the current membership requirements for 
the organization and soliciting input from a diverse mix 
of LMA members and concluded this analysis with the 
recommendation to establish a new class of member-
ship called ‘Local Media Members’. 

The bylaws change recommendation was put to a 
vote, which concluded last month, and passed with 
overwhelming support by members. 

Borrell Associate’s CEO Gordon Borrell pointed to 
the significant opportunities that this milestone in the 
LMA’s history can have. “"We live in a time of phenom-
enal channel expansion,” said Borrell after the vote was 
tallied. “That's led to not only massive opportunity in the 

media world, but also massive confusion. LMA's vote to 
broaden its membership creates an environment where 
we can all learn from the best of the best - not just the 
best among one type of media."

Non-newspaper media companies are no strangers 
to LMA. Many have participated in LMA programs such 
as the Google AdWords Certification training (Val Maki, 
senior V.P., Radio Division/Emmis Communications, 
commented, “Amie Stein’s Google AdWords training 
provided by LMA was intense, engaging and gratifying. 
She really prepared us well for what we needed to know 
about Google AdWords.”). Many have also attended 
events such as the Social + Mobile Conference (in 
conjunction with Borrell Associates and Local Search 
Association) or the Digital Agency Summit (in conjunc-
tion with BIA/Kelsey).

Neil Greer 
CEO & co-founder, Impact Engine 

"The very fabric of LMA is innovation 
and progressive thought. It shows 
through the programs, membership 
and how they treat each member of 
their community with respect. LMA is 
the place to contribute your ideas with 
full confidence they are heard, consid-
ered and implemented." 

          When it comes to market-
ing, mobile devices are becoming 
a heavy influencer. In-store bea-
cons can ping your smartphone 
as you stand in the allergy aisle 
and give you a coupon for tissues, 
or a clever restaurateur can ping 
people as they pull into a mall 
parking lot around lunchtime. 
This new wave of media mixes 
personal marketing and social 
etiquette to set a hook in poten-
tial customers.  This conference 
rides that wave and is designed 
to showcase the most powerful 
money-making programs for local 
media intrapreneurs.

ocial and mobile are set to explode 
yet most local media companies 
have not found meaningful ways 

to monetize these two areas of the busi-
ness. The Social+Mobile conference will 
focus entirely on the revenue side. The 
agenda will feature case studies across all 
platforms and will include updates from 
the major social media players including 
Facebook, Google, Twitter, LinkedIn and 

T

Gordon Borrell
Borrell Associates

S

“

“

‘Local Media Members’ is  
New Class of Membership
The new class of membership allows non-newspaper 
media companies including TV stations, radio stations, 
directory publishers, pure plays, and more to join the 
association. The new membership class provides  
limited benefits to non-newspaper members. For  
more information, please contact Al Cupo at  
Al.Cupo@localmedia.org  .

Robert Brown 
President, Swift Communications

"Swift Communications commends 
the recent changes to the member-
ship policy, which allows all local 
media companies to apply for mem-
bership. For today's and tomorrow's 
media companies to be successful, it 
will require open channels of collabo-
ration across all media platforms."

Peter Haggert  
Editor in Chief,  Metroland Media

“The media lines blur increasingly as 
all those who traditionally started as 

newspaper members expand our in-
terests (and revenue sources) to other 
platforms to provide information. This 
change will benefit the entire industry 

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

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

LMA Headquarters: 
116 Cass Street  

Traverse City, MI 49684 
888-486-2466; 

Fax: 231-932-2985 
email: hq@localmedia.org 

www.localmedia.org
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Robert Brown | Swift Communications 
Brandon Erlacher | The Elkhart Truth 

Kevin Kampman | Winston-Salem Journal 
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Pete Conti 

888-486-2466 | peter.conti@localmedia.org

Classified Avenue Director of Sales 
Deanna Lewis 

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

Sales & Marketing Manager 
Lindsey Leisher Estes 

410-838-3018 | lindsey.l.estes@localmedia.org
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Local Media Today Editor 
Deb Shaw 
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Local Media Today is printed courtesy 
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AN OFFICIAL PUBLICATION OF Q& A with...

Lisa DeSisto
CEO, Maine Today Media

lisa@mainetoday.com

From Digital Native 
to Publisher

I want to dig into your leadership philosophies and prac-
tices especially as they relate to your historic involve-

ment in the digital side of newspaper publishing but first could 
you please give us a thumbnail of your professional pathway to 
date.

There’s a common thread that runs through all of my pre-
vious employers.   It’s the word Boston.  My career history 

includes time at Boston Magazine, the Boston Phoenix, boston.
com, and The Boston Globe.   After more than 25 years of work-
ing for publishing companies focused on Boston, we packed 
up and moved two hours north where I’ve started a new thread 
working for MaineToday media.   

The early years of my career were spent on the marketing side 
where I was responsible for both consumer and B2B market-
ing.  My first experience in leadership was as general manager at 
Boston.com when the site was managed independently from The 
Boston Globe.   I definitely have a short attention span so I like 
the responsibility of overseeing the entire operation.   Every day I 
learn something new.   

You joined the Boston Globe and its digital arm Boston.
com two days after the site launched in 1995, making you 

a true digital native in many respects.  You’ve now ascended to 
the top position of Maine’s largest media company.  Tell us about 
some of the influences your digital upbringing has had on your 
leadership and business practices today, especially as they relate 
to maintaining a strong print franchise amidst the demands of 
growing the digital side of the business.

With all of the experience I’ve had in digital, in the media 
business it all comes back to one thing – quality journal-

ism.   You build and retain an audience by offering quality, cred-
ible, news and information readers can’t get anywhere else.   And 
you must publish that information across all the platforms where 
your readers want it.   Your customer experience (connecting 
print and online accounts) must be seamless.  

As the publisher of the newspapers, it is critical that I am vis-
ible in the community and accessible to readers.   As a life-long 
extrovert, that’s the easy part of my job.   

Clear and consistent communication to the staff is also one 
of my management tenants.   Going back to the early days of 
boston.com, I had monthly staff meetings where we updated 
everyone on key initiatives and celebrated successes.   I do the 
same at MaineToday media with monthly email dispatches to 
the staff and company meetings with updates on key priorities. I 

MaineToday media is the largest media  
company in Maine.  They publish the Portland 
Press Herald and the Maine Sunday Telegram; 

also the Kennebec Journal which serves the  
Augusta region, Maine’s state capital; The  

Morning Sentinel, their daily paper in Waterville, 
Maine.   They also publish the Coastal Journal 

which is a free weekly serving Maine’s mid-coast.   
MaineToday.com is a stand-alone website  

that covers Maine’s vibrant arts and  
entertainment scene. 

also am very transparent with our financial progress so every employee 
can connect their role to our overall strategy.   

You’ve been CEO of Maine Today Media for a little more than a 
year and a half.   Can you tell us about some of the lead initia-

tives you are working on so far?

I arrived at MaineToday media about 10 months after new 
ownership was in place.   The team had already started on the 

strategy that is at the foundation of what we are doing today and that is 
to focus on quality journalism.   We are one of a handful of newspapers 
in the country aggressively investing in journalism.  

Our strategy is a bit counter to what people would think someone 
with my digital experience would lead.   In fact, the pressmen at our 
printing facility refer to me as the “digital lady” and I think they’ve even 
been surprised at how print-centric our strategy is.  Our strategy is 
focused on growing Sunday print subscriptions.   

We have hired new reporters, editors, online producers, a video 
reporter and other key newsroom positions to create exclusive, multi-
platform quality content that you won’t find anywhere else in Maine.  So 
while we are publishing content on all platforms, we do it for the benefit 
of our home delivery subscribers.   They are our target audience and all 
offerings are positioned to add more value to their subscription.   

In April, we launched a new print section called Source.  The sec-
tion, which we believe is the only one of 
its kind in the country, is all about 
eating and living sustainably in 
Maine.   It publishes every 
Sunday in the Maine Sun-
day Telegram and is also 
distributed in our two 
papers in Central Maine.  It 
covers the vibrant local food scene in 
Maine and also offers coverage of Mainer’s 
pursuit of living a more sustainable lifestyle.

Source is a strategy to attract both new readers and new 
advertisers.   With so many young families focused on raising healthier 
children or farming at home, Source is great resource.  

Do you utilize paywalls or any form of metering for news con-
sumers?   If yes, please elaborate if no please share underlying 

reasoning for why not?

Later this spring, we are rolling out newly designed websites for 
the Press Herald and the central Maine newspapers.   The sites 

are being built in responsive design so the experience will be optimized 
for all platforms.   

Q
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Lisa Miksis
Publisher, Shore Publishings 
miksis@shorepublishing.com

QUICK BITE

Like A Kid in  
a Candy Store

I have been a member of 
LMA for over 10 years now 

and I can still vividly recall 
going to my first LMA conference (SNA 
back then), as an Advertising Manager. 
It was my first year after having been 
promoted from an Ad Account Execu-
tive and was my first real glimpse into 
the broader world of local media….and 
what a glimpse it was! I can honestly say 
that it was my experience with LMA that 
confirmed my intuition that my career 
path and passion were destined to be in 
local media. That first conference was 
my first professional ah-ha moment!

It is so easy, as I know you all are 
acutely aware, of getting sucked into 
the tiny bubble of your everyday local 
media world. As an Ad Manager back 
then, my team was my world. Managing 
their personalities and finding what mo-
tivates each of them was balanced with 
hitting numbers and keeping a pulse on 
the vibe of the small businesses in our 
market. My daily professional view was 
entirely focused within our community 
and organization and the competition 
in our immediate market. 

Then I was introduced to LMA and 
my world expanded in an instant. I was 
like a kid in a candy shop devouring 
the sessions, networking with every-
one I could talk to, feeding my mind 
with ideas, solutions and strategies. My 
organization was multiplied all over the 
country with like people working on the 
same problems, searching for the same 
solutions and looking to innovate to stay 
a step ahead.  I could not get enough, 
and still can’t. I drank the local media 
Kool-Aid! 

The collaboration I experienced was 
energizing and all of the energy that was 
buzzing around could all be linked back 
to an overwhelming mission to provide 
our communities, both the businesses 
and the readers, with news and infor-
mation and the means to communicate 
their message to those around them. 
We all had, and still vehemently have, a 
passion for media and the crucial role 
it plays in the democracy in which we 
live and the world we want to live in 
tomorrow. 

As Publisher now, oh so many years 
later, I continue to seek professional 
inspiration from not only my immedi-
ate local community and colleagues, 
but also from my virtual colleagues all 
across the country.  LMA, more now 
than ever, continues to be a key source 
of innovation. 

 I have been a member of the LMA 
Marketing Committee for a little over 
a year now and when the discussion of 
opening up the organization to a new 

class of membership, “Local Media 
Members” (aka non-newspaper media 
companies) was first brought to the 
table, I was more than impressed with 
the level of deep consideration and dis-
cussion the Board and Committees were 
giving the issue. It was not a decision 
made quickly, nor without the feedback 
and opinions from all levels of current 
LMA members.  It was crucial to all in-
volved to ensure that the core member-
ship of LMA , which consists mainly of 
newspaper centric organizations, would 
continue to receive the level of commit-

ment and service from the organization 
that they have come to know and trust.

I wish you all could have been a part 
of the conversations, but I am sure it 
does not differ much from the strategic 
conversations we all have around the 
conference table about the restructuring 
of our legacy newspaper organizations 
into the new media organizations they 
will be tomorrow.  In the end, just as we 
all have come to realize that diversifi-
cation and innovation are keys to our 
survival, LMA has reached the same 
conclusion. How could an organization 
dedicated “to being the leading resource 
for local news and information provid-
ers seeking innovation, education and 
inspiration” fulfill that mission while 
leaving out our colleagues in the non-
print media arena? 

The lines have all blurred and the 
key to the survival and growth of what 
we all work to preserve every day in 
this industry, the creation and distribu-
tion of content as a means to educate, 
enlighten and enrich our communities, 
rests in collaborating with all working 
towards the same goal. 

I am thrilled, as I am sure you can tell 
by now, with the results of the vote and 
hope that you all are as well. From small 
weeklies like my own organization, to 
the larger dailies and now broadcast, TV 
stations, pure plays and more, our future 
is ours to make and we are well on our 
way on yet another incredibly exciting 
adventure!

I

Upcoming
    Webinars

Take advantage of all you can learn from LMA’s 
educational webinars. Most are free to members and 
in ‘Quick Bite’ 30 minute formats. Watch your inbox for 
webinar invitations and one-click registration links or go 
to www.localmedia.org/Webinars to register or listen to 
previously presented archived webinars.

Social Media and the Future of  
Audience Development 
Tues., May 6, 3-3:30 p.m. ET “Quick Bite” 
This webinar will examine the many different ways to build audience using a variety 
of the most important social-media channels. It will be chock-full of suggestions and 
ideas that can be implemented right away to help improve audience engagement and 
retention. Presented by Beth Lawton, Executive Director, LION Publishers; Founder, 
Canoe Media Services.

Sell More Inches & Impressions  
Leveraging Social Media! 
Fri., May 9, Noon - 12:30p.m. ET “Quick Bite”
The Blinder Group has been deploying a method of Sponsored Social Streaming in 
over 25 local markets this year that has resulted in over $1.5 million in new digital 
& legacy revenue. This fast paced webinar will reveal the actual sales tactics used to 
blend your audience and social media footprint to gain yearly reach & frequency con-
tracts, with new advertisers. Presented by Mike Blinder, The Blinder Group.

How to Measure and Track Circulation 
Tues., May 27, 3-3:45 p.m. ET
There are 10 metrics essential in tracking audience growth and development. Improve 
your subscriptions and increase your audience with these important measurements. 
Presented by Steve Wagenlander, Publisher, Summerville Communications, and Cor-
porate Director of Audience Development, Evening Post Industries.

Classifieds: 5 Things You Need To Do 
Tues., June 3, 3-3:30 p.m. ET “Quick Bite” 
This webinar will focus on the five things you could be doing today to improve your 
classified display and private party revenues. Presented by Janet DeGeorge, Classified 
Executive Training.

Can Hyperlocal Sites Make Money? 
Tues., June 10, 3 – 3:30 p.m. ET “Quick Bite”
This webinar looks at several successful case studies and also examines what went 
wrong with others, such as Patch. There are many terrific nuggets of information that 
will prove to be helpful to local media publishers as they weigh their local content 
strategies. Presented by Dena Levitz, author of LMIA report, “Can Hyperlocal Sites 
Make Money?”.

5 Things You Can Learn From Contributors 
Tues., June 24, 3-3:30 p.m. ET “Quick Bite” 
Deseret Digital Media has been ramping up their use of contributors to generate site 
content. So, what are the cultural challenges of executing on digital initiatives like 
what is being done with the Deseret Connect contributor network? Learn lessons 
from their experience and others who are now using the system across the country. 
Presented by Matthew Sanders, GM, Publisher Solutions, Deseret Digital Media.
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HERE’S WHAT YOU’RE MISSING
• A money-making tool for your sales team
• Timely newsletters containing tips, tricks and news from your industry
• Thousands of ready-to-sell signature pages in a wide variety of

advertiser categories
• Sales sheets to support your marketing efforts
• FREE quarterly Sales Planning webinars
• Ready-to-sell ad templates
• Ad campaign proposal templates to help your sales teams build

professional looking proposals
• Revenue-generating ideas to build an interactive year round sales

calendar
• Easy-to-sell reader-contests that get superior reader participation
• Special supplements packages that include professionally created

front covers, and non-commercial editorial content that will allow
you to target a wide range of advertisers

• And much more

If you don’t subscribe to Newspaper Toolbox

1.877.444.4034
newspapertoolbox.com

         Local media companies and their clients are 
both seeking improved performance from online 
advertising. Reach, traffic and impressions simply 
aren't enough in a digital world of engagement 
and lead generation. Native advertising offers a 
potential path forward. With formats that are inte-
grated into the reader's interaction with a publisher 
and content-rich messages that inspire deeper 
engagement, native ads can drive premium pricing 
and better results. Local media are content experts, 
which means they are well-suited to participate in 
and profit from this exploding trend.
 

Learn Leading Edge Strategies  
for Native Advertising

ell positioned local media brands with loyal 
audiences, marketing knowhow and technology 
combine to make local media companies the 

perfect purveyor to deliver ‘sponsored content’ 
messages and the upcoming mid-summer Native Adver-
tising Summit, jointly presented by Local Media Associa-
tion and BIA/Kelsey, will deliver the latest intelligence 
and strategies to launch &/or grow your native advertis-
ing business plans. The Summit is set for July 9 in the 
Washington D.C. area at the Hyatt Regency Crystal City 
in Arlington, Virginia.  

Informative sessions, case studies (including a ses-
sion from Elkhart Truth publisher Brandon Erlacher 
about Flavor 574, a new product designed with a 100% 
native advertising business plan) and top ideas to take 
home for immediate implementation will be part of 

this fast paced, 
one-day gather-
ing.  It is perfect 
for local media 
executives look-
ing to fine tune 
and improve an 
existing strategy 
or for those looking to get into this space in the near 
future. “This one-day investment could be worth six and/
or seven figures to your company,” says LMA President 
Nancy Lane.

For those coming in on July 8, LMA’s Amie Stein is 
presenting a late afternoon bonus session, Native Adver-
tising Overview, which will be especially helpful for those 
who are new to this marketing strategy.

The Program: “

“

Jed Williams
VP, Strategic Consulting, BIA/Kelsey

W

Native Advertising Summit
Jointly presented by LMA & BIA/Kelsey

JULY 9
Hyatt Regency Crystal City, Arlington, VA  

(Washington D.C. area)
$349 for LMA members and BIA-Kelsey clients

Full agenda and online registration at www.localmedia.org/Conferences

n Native Advertising Outlook: 2014 & Beyond
n Key to Native Advertising Success: Compelling  
 Content that Sparks Engagement
n How To Price Native Advertising
n Niche Opportunities
n Analytics: How to Measure Success in Native Advertising
n How to Display Sponsored Content
n Legal Issues Affecting Native Advertising
n What Categories Work Best
n Top 5 Ideas To Take Home

Attendees can expect leading edge speakers and digital strategists 
to cover a lot of ground in just one day including sessions on: 

The Details

Don’t miss the easily accessible,  
high impact program. 
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AccountScout is the Brains 
of your Organization 

Contact us to discuss 
how AccountScout 
can optimize your 
workflows. 

Sales@FakeBrains.com 
303-791-3301 
www.FakeBrains.com 

Learn Leading Edge Strategies  
for Native Advertising

This Tweeting Fool Keeps 
Her Two Accounts Separate

LOCAL MEDIA
ROCKS

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

admit it. I’m addicted to Twitter.
But I do feel the need to keep two 

very separate accounts. 
My professional life is covered by @

localmediarocks. I check it every morn-
ing, several times during the day and in 
the evening. I can’t believe how valu-
able Twitter is to my business. I pick up 
so much information. And I use it to 
promote Local Media Association and the 
good work that we do.

I connect with industry leaders, local 
media execs, analysts, consul-
tants, R&D partners & 
more. I learn more 
about the local 
media industry 
through Twitter 
than any other 
single source. 

The crazy sports 
fan inside of me 
goes by @Nan_Cave. 
Here I connect with top 
sports analysts, coaches, players & more. I 
have several ESPN personalities following 
me, Coach Jay Wright from Villanova and 
a few professional athletes. How cool is 
that? 

I’ve had conversations with Joe The-
ismann, Tony Dungy, NFL players on my 
fantasy teams and more. Only on Twitter! 

During football season, I am a two-
screen girl (actually five screens but that’s 
another story…) I am a fantasy football 
nut and Twitter provides me with a ton of 
information on game day and in the days 
leading up to it. I also enjoy the bantering 

back and forth with fellow fans, fantasy 
football league-mates and the journalists 
that cover the games. 

I can’t imagine mixing the two lives 
together. I don’t think my professional fol-
lowers would care about my nearly 1,700+ 
sports tweets. In fact, it would probably 
annoy them and they would unfollow me. 
The reverse is also true.

I have learned a lot by embracing 
Twitter. In the beginning, I thought it was 
stupid. I didn’t get it. But I knew that I had 
to force myself to use it. 

And now with nearly 3,000 
combined tweets, I 

couldn’t live with-
out it.

I guess my 
message to local 

media executives 
that aren’t using 

Twitter is simply to 
get on board. Force 

yourself to learn it, use it and tweet 
often. You will start to engage with 

members of your community in ways you 
never imagined. You will pick up leads, 
grow your business, build your brand and 
become more connected to the commu-
nities that you serve. Finally, it sends the 
right message to your employees. Lead by 
example!

I’d love to hear from others that have 
multiple Twitter accounts or from media 
execs about their use (or non-use) of 
Twitter.  

Follow me at @localmediarocks and/
or @nan_cave.

Nancy Cawley Lane writes a blog about disruption in local media and her thoughts are defi-
nitely worth the read. Check it out at  http://nancycawleylane.tumblr.com.

Last
  Call!

Two important 
LMA events are 

coming up  
soon!

The Local Media  
Revenue Summit
May 21-22, Chicago
The LMA/Blinder Local Media Revenue Summit will impart significant revenue les-
sons in Chicago later this month. The fast paced, two-day gathering convenes May 
21 & 22 at the Holiday Inn, Chicago Mart Plaza.

"This program is truly unique with sessions that you haven't seen anywhere else," 
says LMA President Nancy Lane, "We are showcasing huge revenue success stories 
from areas like cause marketing, native advertising/content marketing, program-
matic buying, inbound marketing and more.”

Presented by Local Media Association and The Blinder Group, registration for the 
summit is an affordable $495. The Holiday Inn at Chicago Mart Plaza is priced at 
$159/night for the block of rooms being held for this event. 

Full agenda , online registration and hotel link at www.localmedia.org. The LMA HQ 
staff stands ready to assist and can be reached at 888-486-2466.

Three Slots Remain for 2014  
Innovation Mission
Beginning June 1
Limited to just 22 participants, the early June senior executives study tour offers a 
unique, enriching experience that will pay major ROI dividends for those involved.

The 2014 Innovation Mission, a working study tour beginning Sunday June 1st in 
New York City and concluding Friday June 6th in Silicon Valley, California, remains 
open for just a few more reservations.

An intentionally small group of senior level media executives will band together for 
this educational and game changing program which will take them cross-country for 
this 5th annual Innovation Mission sponsored by the Local Media Foundation. Visits 
to LinkedIn and eBay headline a long list of noteworthy stops on this year’s mission. 

Over the course of the six day journey, tour participants will take a deep dive into 
the practices, cultures and outlooks at some of the leading innovative companies in 
North America. With a focus on e-commerce, content strategies, social media and 
disruptive innovation, the 2014 IM is fully expected to deliver high impact lessons 
that will continue the tradition of yielding tremendous results for tour participants. 

Full details at  www.localmedia.org/Foundation. Members are welcome to reach out 
to LMA President Nancy Lane at  nancy.lane@localmedia.org or 843-930-1531 to 
discuss.

I
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SECOND
Rapid City Journal
Rapid City, SD
Lee Enterprises

Judges Comments:
Editorial: A great mix of coverage of 
people and issues.  From politics to his-
tory to free speech issues, the front page 
is engaging and relevant.  Anniversary 
package on the 1972 flood is outstand-
ing.  Nice business coverage and lots of 
people.  Stories are well-written and tight-
ly edited, with engaging leads.  Opinion 
pages are at the center of the community 
conversation.  Nice to see lots of letters.  
Strong and balanced sports coverage, 
with lots of attention to the sports played 
at the most local of levels.

Typography: This newspaper's entry showed 
really strong photographs.  Images of people in 
the community make the paper very engaging.  
Design is clean, well-designed, inviting.

Advertising: One of the best-designed (and 
easiest to read) classified sections in this cat-
egory.

Editor Comment: 
Every day of publishing a small daily news-
paper is both a challenge and a reward. It’s a 
challenge to use resources wisely to cover your 
community in a way that goes beyond what 
happened, but also delves into the more impor-
tant how and why things happen. But it’s a also 
a daily reward for hard work completed to know 
that we play a critical role in any democracy, 
including our small city, both as a representa-
tive of local values, ideas and ideals, but also as 
an entity that simultaneously challenges and 
advances those values, ideas and ideals.

-Steve Cahill, editor

Dailies with Circulation  
below 30,000

n elite group of just 22 newspapers took honors in the cov-
eted 2013 Newspaper of The Year contest. This is the fifth in 
a series of six spotlights on the winners who garnered the 

judges’ attention in various circulation categories in the daily and 
non-daily classes.

 This month we are featuring Class E, representing daily newspa-
pers with circulation below 30,000.

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.

Southeast Missourian
Cape Girardeau, MO
Rust Communiciations

Judges Comments:
Editorial: This paper showed impres-
sive political coverage.  A favorite was a 
watchdog political piece showing that 
two Congressional candidates serving 
in the Missouri House missed weeks of 
work and hundreds of votes during their 
campaign.  Great heads-up coverage done 
close to home but far from the capitol.
Front pages are a nice mix of local cover-
age.  Nice to see an emphasis on local 
business on Page One.  Local coverage 
is solid throughout government.  Nice 
Records page.  A great mix of local colum-
nists and features.

Typography: The paper has a handsome 
design.  Nice use of charts.  Thoughful 
editing touches tell readers about ad-
ditional content on the web and other 
platforms.

Advertising: Good-looking, modern 
ads.  Nice ad makeup.

Editor Comments:
We are very proud of our staff and the 
work we do here at the Southeast Mis-
sourian. When big stories break, our 
team of reporters, copy editors and 
graphic artists always seem to step up 
to the challenge. We have rock stars all 
over the newsroom, from sports to news 
to the folks behind the scenes. Everyone 
contributes to the award-winning work 
we do here and have a little fun while 
doing it.

                                        -Bob Miller, editor

A

THIRD

Lawrence Journal-World
Lawrence, KS
The World Company

Judges Comments:
Editorial: Some great front pages make 
this entry impressive. This paper did some 
great enterprise/watchdog pieces.  One of 
them, raising questions about the heavy 
concentration of athletes majoring in 
"lightweight" programs, is serious but not 
plodding.  It's great to see a paper have the 
courage to challenge or question the ac-
tivities of sacred cows - taking on Jayhawk 
athletics in a company town is no topic for 
cowards.  Good watchdog coverage of the 
costs of a regional rec center.  Excellent 
coverage of local history.  Chad Lashorn's 
column is well reported and good.  Local 
man-in-the-street Q&A are good. The 
Sports section is excellent.  As one might 
expect, the coverage of KU basketball is 
outstanding.

Typography:  The Journal-World is hand-
somely designed.  Happily this newspaper 
has resisted the urge to shrink its text type 
to unreadable levels as web widths have 
shrunk.

Advertising:  Ads are clean, well-de-
signed and readable.  Special ad sections 
like the slick "gifts and goodies" ad sec-
tion - an excellent piece - offer the reader 
something special.

You might not guess 
it if you’ve watched 
“Jurassic Park,” but 
for about 100 years, 
some paleontologists 
have argued that the 
famed dinosaur Ty-
rannosaurus rex was 
actually a scavenger that 
fed on carcasses, not the 
fearsome predator many imag-
ine.

But now there’s no doubt that the 
T. rex was at the top of the dinosaur 
food chain, a group of Kansas Uni-
versity researchers says. They’ve dis-
covered evidence that the T. rex was 
indeed a killer.

“The monster is real,” said David 
Burnham, a paleontologist at KU’s 
Biodiversity Institute.

Burnham, a preparator for the ver-
tebrate paleontology 
lab, was one of four KU 
researchers, including 
the late paleontologist 

By Matt Erickson
merickson@ljworld.com
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The Kansas University Endowment 
Association announced a rare kind of 
gift Monday, thanks to one of the last 
wishes of a KU alumnus who died in 
1999. Page 3A

No strings attached

Budget 
reflects cost 
of voter ID 
measures

Douglas County Clerk Jamie Shew is ex-
pecting about $32,500 in new costs for run-
ning elections next year, largely because of
the state’s new voter identification laws.

“I did build in some requests for antici-
pated costs for implementa-
tion of the new law,” Shew 
said. “I added additional temp 
employees who will be respon-
sible for following up with vot-
ers to get documentation, ad-
ditional printing for additional 
notices and mailings, and more 
postage, anticipating a large 
increase in mailings to voters.”

Election officials are preparing for a busy 
2014, when there will be races for governor 
and other statewide elected offices, as well
as a U.S. Senate race, congressional races, 

By Peter Hancock
phancock@ljworld.com

Rendering 
by Shutterstock

Kansas one of 
5 states to cut 

higher ed funds

TOPEKA — With the econ-
omy rebounding, most states 
are increasing funds to higher 
education.

Not Kansas.
Kansas was one of only five 

states, along with Louisiana, 
West Virginia, Wisconsin 
and Wyoming, that chopped 
funding to public universi-
ties, according to the Ameri-
can Association of State Col-
leges and Universities.

Meanwhile, 37 states fund-
ed universities at a higher 
amount for the fiscal year 
that started July 1 than the 
previous fiscal year. Five 
states provided flat funding 
this year compared to last.

Data from New Mexico 
and North Carolina weren’t 
available by the time the study was completed 
last week, and Missouri’s figure could change 
based on the state’s General Assembly in Sep-
tember, the report said.

By Scott Rothschild
srothschild@ljworld.com

 KILLER DISCOVERY

Find shows 
T. rex really was a 
‘monster’ and not 
a mere scavenger, 
KU scientists say

Nick Krug/Journal-World Photo

PALEONTOLOGIST DAVID BURNHAM and others at KU’s Biodiversity Center have found what they 
believe is conclusive proof that the Tyrannosaurus Rex was indeed a predator and not just a scav-
enger. Burnham is holding a cast of a fossil backbone from a hadrosaur, which has a T. rex tooth 
embedded in it. The fossil was recently found in the Hell Creek Formation in South Dakota by a 
student of Burnham’s. The late KU paleontologist Larry Martin, left, contributed to the research.

Please see DISCOVERY, page 2A

Kansas Board 
of Regents 
Vice Chairman 
Kenny Wilk, of 
Basehor, says 
that increasing 
funding to higher 
education was 
key to help-
ing the Kansas 
economy.

Please see CUTS, page 2A

COUNTY

COUNTY
COMMISSION

Please see COUNTY, page 2A

Newspaper of the Year

BY EMILY PRIDDY
SOUTHEAST MISSOURIAN

Clay Waller pleaded guilty to second-de-
gree murder and was sentenced to 20 years 
in prison Thursday as part of  a plea agree-
ment with prosecutors.

Waller originally had been charged with 
one count of  fi rst-degree murder and two 
counts of  tampering with evidence in con-
nection with the June 1, 2011, disappear-
ance of  his estranged wife, Jacque Waller, 
whose body was found last week in Alexan-
der County, Ill.

The reduced charge and sentence were 
part of  a binding plea agreement in which 
Clay Waller had to give authorities the lo-
cation of  his wife’s body and provide an 
accounting of  how he killed her, assistant 
prosecuting attorney Angel Woodruff  
said. 

Under Missouri sentencing guidelines, 

Waller will have to serve at least 85 percent 
of  his sentence. He also will receive credit 
for time served as he awaited trial.

As part of  the agreement, the body had to 
be recoverable, Woodruff  said.

“He did lead us to her, and he did sit for 
an interview ... to give his recitation of  
events,” Woodruff  told Cape Girardeau 
County Circuit Judge Benjamin Lewis. 

Because Jacque Waller’s body was found 
in Illinois, Clay Waller still could face 
charges there or at the federal level.

“I cannot bind the state of  Illinois, and 

I cannot bind the federal government,” 
Woodruff  said during the hearing Thurs-
day afternoon.

Lewis expressed dissatisfaction with the 
agreement.

“I will abide by the plea agreement, 
which has been presented as a binding plea 
agreement,” he said. “ ... That is not what 
you deserve, but it will have to do.”

Lewis said he expected the light sentence 
to be criticized but noted that without a 

Waller gets 20
PLEA DEAL
CLAY WALLER exchanged details 
of wife’s murder for a reduced 
sentence in plea agreement

JURISDICTIONS
 WALLER STILL could face charges 
in Illinois, where Jacque Waller’s 
body was found, or at federal level

TENSE EMOTIONS
STATEMENTS WERE given by 
Jacque Waller’s sister, Cheryl 
Brennecke, and 7-year-old son

LAURA SIMON ~ lsimon@semissourian.com

Ruby Rawson looks at Clay Waller as he takes his seat Thursday inside the Cape Girardeau County Courthouse. Waller pleaded guilty to second-degree murder for the death of 
Rawson’s daughter, Jacque Waller. Jacque Waller went missing June 1, 2011. Her body was found May 29 in Southern Illinois.

LAURA SIMON ~ lsimon@semissourian.com

Clay Waller looks up as Cape Girardeau 
County Circuit Judge Benjamin Lewis ad-
dresses him Thursday at the Cape Girardeau 
County Courthouse. Waller pleaded guilty 
to second-degree murder for the death of 
his wife, Jacque Waller. 

INSIDE
! Details of the plea deal and location where 
Jacque Waller’s body was found, Page 5
! The reaction of Jacque Waller’s family, 
Page 5
! View the trail of evidence of the Waller 
investigation, Page 4

ONLINE

Friday and Saturday, June 7 and 8, 2013

Volume 109 • Issue 208

WEB: semissourian.com
Breaking 
News

Photo
Gallery

Social 
Media

Keep up with breaking 
news. Sign-up for text and 
email news alerts at semis-
sourian.com.

! Facebook:
facebook.com/semissourian

! Twitter:
@semissourian

WEATHER:

H: 78 L: 56
Times of clouds and sun

View photos of Notre Dame 
and Saxony Luthern high 
school valedictorians for 
the class of 2013 at semis-
sourian.com. 

Scan to go to 
our website

Classi� ed, 6B
Comics, 4B
Crossword, 4B

Daily Record, 6A
Dear Abby, 5B
SE Live, 14A

Movie times, 15A
Obituaries, 6A
Opinion, 8A

Speak Out, 8A
Sports, 1B
TV listings, 14A

Copyright © 2013 Rust Communications

BY JOHN PULLIAM
SOUTHEAST MISSOURIAN

Crew members of  the 
tugboat Holy Angel are be-
ing called heroes after res-
cuing a 22-year-old Cape 
Girardeau man from the 
Mississippi River south of  
Cape Girardeau. The res-
cue took place about 7 a.m. 
Thursday.

Gordon Putzke of  Excell 
Marine Corp., the company 

that owns the tugboat that 
was pushing cement barges 
owned by Buzzi Unicem, 
said the crew saw a man 
holding onto a log, waving 
at them, at about mile 40 
of  the river near Thebes, 
Ill. He said the boat had to 
go back for the man  — a 
diffi cult maneuver in the 
swollen river. The river was 
expected to crest Friday 
evening at 44.7 feet in Cape 
Girardeau.

“He was fi ne,” Putzke 
said. “They pulled him on 
the boat, and he was fi ne 
and conscious. These guys 
train for this all the time.”

Capt. Kenneth Kinder of  
the Scott County Sheriff ’s 
Department identifi ed the 
man as Dalton Toombs.

“The guy involved, he was 
alert, he was conscious, he 
was mobile,” Kinder said.

He said personnel from 
North Scott County Ambu-
lance District examined the 
man’s vital signs.

“He refused treatment,” 
Kinder said. “His family 

was there, and he was re-
united with them.”

The Cape Girardeau Fire 
and Rescue Squad met 
the tugboat and picked up 
Toombs, then brought him 
upstream. The squad was 
met by the Scott County 
deputies and the ambu-
lance in an area south of  
Route AB, near Tower Rock 
Quarry.

Kinder said Toombs was 
in the water overnight. He 
declined to say how the man 
ended up in the river.

Crew rescues man from Mississippi River
HOLY ANGEL tugboat crew pulled Cape 
Girardeau man from water near Thebes, Ill. BY DONNA CASSATA 

AND MATT APUZZO
ASSOCIATED PRESS

WASHINGTON — The 
government is secretly 
collecting the telephone 
records of  millions of  U.S. 
customers of  Verizon under 
a top-secret court order, ac-
cording to the chairwoman 
of  the Senate Intelligence 
Committee. 

The Obama administra-
tion is defending the Na-
tional Security Agency’s 

need to collect such records, 
but critics are calling it a 
huge overreach.

Sen. Dianne Feinstein, 
D-Calif., told reporters 
Thursday the court order 
for telephone records, fi rst 
disclosed by The Guardian 
newspaper in Britain, was 
a three-month renewal of  
an ongoing practice. The 
records have been collected 
for about seven years, ac-
cording to Sen. Harry Reid, 

Government collecting 
millions of phone records

Photo Galleries 
and Video

View photo galleries and video of Thursday’s 
events at semissourian.com.

See HEARING, Page 5A

See RESCUE, Page 7A See RECORDS, Page 5A

Editor Comment: 
We've been part of Lawrence since 1855. 
Our staff takes seriously the responsibility 
of bringing the community to life for our 
readers every day, in print and online. We 
are all honored to have won this recogni-
tion from the Local Media Association.

-Julie Wright, managing editor
Sports
School of Mines 
wins homecoming 
game against 
Jamestown, 41-22.
Read the story on F1 

Today
High 88
Low 51

On the Web
rapidcityjournal.com

$2.00  •  To subscribe, call us at (877) 525-6397  A publication of Lee Enterprises
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Costner memorabilia auction to
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Reservation back to college.

Weather, F6

URANIUM
MINING 

Editor’s note: Whether to allow a proposed uranium mine in Western South Dakota may be the most important environmental decision 
to face the region in decades. In advance of initial permit hearings that begin in Rapid City on Monday, the Journal has taken a deeper look at 

the proposal and the process to advance the knowledge of all those involved in the debate and decision-making process.

Today
How the state has eased 
regulations to favor mining 
companies; how the small town 
of Edgemont sees mining as 
a way to bounce back from 
economic hard times; and a 
closer look at Powertech, the 
company proposing the mine.

Coming Monday
A closer look at how in situ 
mining has led to a variety of 
environmental problems in other 
locations where uranium mining 
has taken place. Also watch for 
continuing coverage of the permit 
hearings this week and over the 
coming months in the Journal 
and at  rapidcityjournal.com.

A BIG DECISION 
FOR THE 
BLACK HILLS
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Study 
area

A regional water issue

Though the proposed 
Dewey-Burdock uranium 
mine would be located in 
Edgemont, about 80 miles 
from Rapid City, this map 
shows why the mine is of 
interest to the entire Black 
Hills region. The rings 
shown are the outcrops – 
the places where rock 
reaches the surface – of 
three regional aquifers 
that provide water for 
people and animals in much 
of the region. The circles 
show the amount of 
uranium in surface water, 
which indicates 
underground uranium 
deposits nearby. The 
Dewey-Burdock proposal 
straddles the Fall River and 
Custer county lines near 
the Wyoming border. Mine 
proponents say the 
operation will not affect 
drinking water supplies, 
while opponents worry 
that any contamination 
could spread to aquifers 
and taint water supplies 
across the area. 
Opponents also worry that 
the Dewey-Burdock 
projects could open the 
door to mining of uranium 
deposits in the eastern and 
northern Black Hills..
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O
n Monday, a state 
panel will convene 
to consider whether 
to grant the first 
permit to a com-
pany that wants to 

mine uranium near Edgemont, 
south of Rapid City.

The question of whether to 
allow a new uranium mine has 
been hotly contested at meet-
ings, in the media and during 
discussions and protests across 
the Black Hills.

So it would seem likely the 
granting of the permit request 
would face heavy scrutiny from 
the state Board of Minerals and 
Environment.

And yet, the fate of the Dewey-
Burdock large-scale mining 
project, proposed by Powertech 
Uranium Corp., has never been 
much in doubt due to a decidedly 
hands-off approach to mining 
regulation by the state of South 
Dakota, according to a Rapid City 
Journal review. 

Among the paper’s findings:
• After drafting state laws on 

uranium mining in 2007 while 
anticipating a return of mining 
interests, those laws were weak-
ened in 2008 and gave the state 
less oversight of mining.

• In 2011, a bill —written by 
a Powertech lobbyist and passed 
by the state legislature — barred 
the state Department of Environ-
ment and Natural Resources from 
enforcing mining regulations, 
leading to confusion about how, 
or even if, state regulators can 
ensure the mine’s safe operation.

State takes 
hands-off 
approach 
to mining

A TWO�DAY JOURNAL SPECIAL REPORT

 » Uranium, A6

Joe O’Sullivan
Journal staff

EDGEMONT | Beryl Eberle ticks off the boom 
times threaded through Edgemont’s 120-
year history: a cattle town for large ranch-
ers; a bustling railroad stop; a weapon’s 
depot; and a hub for uranium strip mining.

But the larger ranchers are gone. The 
chemical weapons and WWII prisoners 

held by the depot are in the pages of his-
tory. And the old downtown mill that pro-
cessed uranium taken from strip mines has 
long been idled.

“We’ve had some up and downs, but 
right now we’re kind of at a lull,” Eberle 
said as she stood near the museum’s sketch 
of the old uranium mill. “There’s not much 
industry.”

Without something new to bring jobs 
and life to the community, she said, “we’re 
back to depending on the smaller ranches 
and the railroad.”

Seeking a return to prosperity
In town of Edgemont, near 
mine site, support for uranium 
mining is overwhelming

Keith Anderson 
ranches near 
the proposed 
Powertech 
uranium mine 
site, seen 
here, north of 
Edgemont and 
is a supporter 
of the project. 
People who live 
in and around 
Edgemont are 
largely in favor 
of the project.

Chris Huber, 
Journal staff

Joe O’Sullivan
Journal staff

Powertech Uranium Corp., 
the company that wants to begin 
mining near Edgemont, is a Cana-
dian firm that has built more 
water boilers than uranium mines.

In fact, the company, which 
used to build boilers, really only 
began delving into minerals in 
2005 and in its current incar-
nation as Powertech, has never 
drilled a well or mined anything.

Opponents of the mine also 
worry that the company has a 
shaky financial foundation, and 
has strong foreign ownership 
interests that may have no reason 
to protect the land and water in 
South Dakota.

Powertech: 
Is it really 
prepared?
Critics say company with 
no experience mining, 
foreign ownership, is not

 » Powertech, A7

 » Prosperity, A7
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Photojournalism At Its Best : The Saratogian (New York), Digital First Media, took 
a 1st Place in the Best Photojournalism category for their photo feature that ran in the wake 
of the tragic school shooting at Sandy Hook Elementary School. Photographer Erica Miller 
shared that just prior to this terrible event she was assigned to cover the death of two teen-
agers in a car wreck on I-87 (two died, their boyfriends/girlfriends seriously injured). “Let’s 
just say December was a hard month,” commented Miller.

Local Journalism Saluted  
in LMA Editorial Contest

At the heart of every local  
newspaper is its newsroom

ong hours, dedicated staff 
and resourceful approaches 

to covering events, news and 
happenings in communities across North 
America are commonplace day in and 
day out and the payoff is an informed 
community who is much better off for all 
of the deep digging and hard work. Once 
a year, LMA puts out the call for recog-
nition of these vital efforts its annual 
journalistic excellence contest and the 
results for the LMA 2013 Editorial Contest 
are now in.

The contest awarded recognition in 
38 categories and also bestowed two indi-
vidual honors. 

Mark Brackenbury, of the New Haven 
Register (Digital First Media) took the 
Editor of the Year honors and Jon Wells, 
of The Hamilton Spectator (Metroland 
Media Group) was awarded the Journalist 
of the Year honors.

Top Winners
Metroland Media Group led all com-

panies with an astounding 92 awards.  
They were followed by Digital First/21st 
Century Media with 35 awards; Observer 
Media Group took 20 awards; Black Press 
Community Media/Sound Publishing 
received 17 awards; and Lee Enterprises 
won 15 awards.

“Metroland is very pleased to be 
recognized by the LMA in such a sig-
nificant way,” said Ian Oliver, Metroland 
President & CEO upon receiving news 
of his company’s amazing 92 awards in 
the LMA Editorial Contest. “The awards 
are an endorsement of our unwavering 
commitment to editorial excellence even 
during challenging economic times. I am 
very proud of the editorial work that is 
done across Metroland”.

Individual newspaper top 
achievements were:

n  The Hamilton Spectator (Metroland 
Media Group Ltd.)- 14 awards 

n  Sioux City Journal (Lee Enterprises, 
Inc.)- 13 awards 

n  Antelope Valley Press (Antelope 
Valley Newspapers, Inc.)- 12 
awards 

n  Lawrence Journal-World (The 
World Company)- 12 awards 

n  StarNews Media (Halifax Media 
Group)- 11 awards 

n  The Oakland Press (Digital First 
Media/21st Century Media) - 11 
awards 

The Full List
The complete list of winners in all 

categories can be found on LMA’s website 
at localmedia.org/Contests. The award 
plaques and certificates are being pro-
duced and will be mailed to the newspa-
per’s publisher.

Extra Thanks!
LMA is especially grateful to the 

Walter Cronkite School of Journalism and 
Mass Communication in Phoenix, AZ, for 
judging the LMA 2013 Editorial Contest 
and to Newspaper Toolbox for hosting 
the online contest entry platform.

L

Ian Oliver President and CEO,  Metroland

“

“         Metroland is very pleased to be recognized by 
the LMA in such a significant way,” said Ian Oliver, 
Metroland President & CEO upon receiving news of 
his company’s amazing 92 awards in the LMA  
Editorial Contest. “The awards are an  
endorsement of our unwavering  
commitment to editorial  
excellence even during  
challenging economic  
times. I am very proud  
of the editorial work that  
is done across  
Metroland.
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Local Journalism Saluted  
in LMA Editorial Contest

At the heart of every local  
newspaper is its newsroom

Photo by Peter Casolino, Staff Photographer, New Haven Register.

Brackenbury  
Takes Top Editor Honors
     Thanks for giving Brack the award! He truly deserves 
it. One of the last great ones left in the business.

                                                                      — Peter Casolino, staff photographer

ark Brackenbury, manag-
ing editor of the New Haven 
Register (Conn.), has been 

selected as the Local Media 
Association Editor of the Year in the just 
announced 2013 LMA Editorial Con-
test.  Joining him in receiving the other 
individual honor bestowed in this contest 
is Jon Wells, of The Hamilton Spectator, 
who was recognized as LMA’s 2013 Jour-
nalist of the Year.

Brackenbury, who is in his 28th year of 
service at the paper, is called an unsung 
hero by Matt DeRienzo, Group Editor 
for Digital First Media/Connecticut. The 
New Haven Register is owned by Digital 
First Media.

“Unsung because over the course of 
his career at the New Haven Register, 
Mark has done the work while shunning 
every opportunity at the spotlight,” said 
DeRienzo in his nominating essay. “Time 
after time, people in positions below him 
or above him get credit for the work and 
leadership he has put into award-win-
ning and policy-changing journalism.”

DeRienzo praised Brackenbury’s 
strong convictions about the news and 
journalism and his quiet but consistent 
persistence that newsroom staffers up-
hold high ideals about the trade they are 
plying. “We once polled newsroom vet-
erans to see if anyone could remember 
Mark raising his voice,” shared DeRienzo. 
”There were only two documented cases 
in 27 years, and the facts were in dispute.”

In selecting ‘Brack’ for this award, 
judges from the Walter Cronkite School of 
Journalism and Mass Communication in 
Phoenix, AZ said that “Mark Brackenbury 
led his newspaper through an intense 
year of breaking news that might have 
brought most staffs to their knees. The 
newspaper's coverage of the Sandy Hook 
shootings, in particular, shows what a 
small staff is capable of.” 

"In addition to the number of edito-
rial awards earned by Digital First Media 
journalists this year, we are also honored 
that the LMA recognized the work and 
efforts of Mark Brackenbury,” said DFM’s 
Jonathan Cooper, VP/Media Relations. 
“Mark's talent, leadership, determination 
and drive have long been the backbone of 
the New Haven Register's newsgathering 
efforts and it is great to see him recog-
nized by LMA."

Leadership Counts
“Part of the job of a newsroom leader 

for some time now is to manage the 

head trash and anxiety that comes from 
industry changes while trying to keep the 
focus on journalism,” said DeRienzo. He 
went on to explain that while the New 
Haven Register newsroom was still in the 
throes of Sandy Hook coverage, every 
employee in the newsroom received a 
letter as part of the company’s bank-
ruptcy process saying that their positions 
were terminated and it would be up to 
the “new company” to hire them back or 
not. “Everyone kept their positions, pay 
and benefits when the dust settled, but it 
fell on Mark to reassure and keep people 
focused over many weeks of uncertainty,” 
added DeRienzo.

Calling news of the award a total 
shock, Brackenbury said that when he 
got the call, he wasn’t sure if someone 
was trying to sell him something. “I kept 
waiting for the punch line,” he mused.

Immediately after, though, he 
showed his true stripes and humility. 
“This really is the ultimate staff award. 
I'm honored to receive it because it is 
a testament to a lot of hard work by a 
lot of people under some challenging 
circumstances,” said the winner. “I'm 
proud to help lead a staff that approach-
es difficult stories with such compas-
sion and professionalism.”

When asked about his thoughts on 
modern day journalism, Brack acknowl-
edged the rough times and fast pace of 
change that the news business is un-
dergoing. “You have to keep adapting, 
learning new skills, new approaches. I 
try not to get caught up in the negative 
stuff (shrinking newsrooms around the 
country, etc.). At its core, journalism is 
still about telling good stories fairly and 
accurately, and about acting as a public 
watchdog. That hasn’t changed. It’s the 
part of the business I love and try to fo-
cus on,” said the LMA Editor of the Year.

What Lies Ahead
Brackenbury shared that he and 

some other Digital First Media proper-
ties are in the midst of what they call 
Project Unbolt. It is an effort announced 
earlier this year by DFM CEO John Pa-
ton to truly "unbolt" digital from a tra-
ditional print newsroom. While they’ve 
had a strong digital focus for years now, 
this aims to take things much further in 
that direction.  “It means changing our 
mindset — and our work habits — to 
truly become a digital newsroom that 
also produces a newspaper,” shared 
Brackenbury. “For a couple of years 

now we’ve had a small breaking news 
team that started at 6 a.m. Now we are 
moving to have everyone, with the excep-
tion of the folks working nights, on an 
earlier schedule that better reflects the 
reading habits of our site users.

Among the results over the 
past couple of months: 

n A significant increase in coverage 
of news events as they happen through 
tweets and Touts (45-second video clips) 
fed directly into live blogs on their home 
page. 
n Producing and publishing even 
“timeless” feature stories with a web 
schedule in mind, rather than as a tradi-

tional print-oriented Sunday story. So an 
enterprise story that ran in Sunday’s pa-
per may have been online with additional 
multimedia elements at mid-day Friday 
— or even on, say, Wednesday — when 
more people were watching.

“No doubt things will keep changing 
faster than we can keep up, but in the 
end what remains a constant is the need 
for good fundamental journalism, said 
Brack. “I am optimistic there will always 
be a place for that.”

SEE FOR YOURSELF
How this simple one page is
changing the way print is sold
www.pulseresearch.com/one

M

Look for a spotlight on  
Journalist of the Year Jon Wells  
in next month’s issue of Local  
Media Today.

““
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more. Instagram has also just confirmed 
for the program (this is exciting as they 
have not participated in many media 
conferences before this.) The case studies 
will also include two very specific verti-
cals – healthcare and automotive – that 
are prime targets for monetizing on the 
social and mobile front. Simply put, there 
isn't any other conference like this. If 
you are charged with growing social and 
mobile revenue at your company, this is a 
must-attend event.

The Social + Mobile - Show Me the 
Money conference is set for August 20-21 
in Chicago at the conveniently located 
Sheraton Chicago O’Hare hotel. 

According to a recent survey of SMBs 
conducted by Borrell Associates, 85% say 
that mobile presence is important yet 
only 19% of them are investing in mobile 
marketing. On the social side, 70% of 
them are using Facebook to promote 
their business but other players such 
as Google+ are increasing in popularity 
(now at 42%). 

Attendees can expect to leave Chi-
cago with the most effective strategies 
for helping SMBs to launch and sustain 
productive SoMo marketing campaigns.  
A unique aspect of this event is the 
networking with local media executives 
across all platforms including TV, radio, 
directory publishers, and pure plays who 
will also be in attendance. Rounding out 

the robust and full two day experience is 
the exhibit hall with R&D partners and 
related vendors. If you are selling social 
and/or mobile to local SMBs, this is a 
must-attend event.

Explosive growth projections, high de-
mand for superior knowledge and a real 
need for effective SoMo marketing strate-
gies combine to make this a tremendous 
learning resource and now is a critical 
time to hone your skills in these essential 
revenue segments. 

The Program
Planners are assembling some of the 
brightest minds in this space to address 
topics like:

n  How Major Brands are Using Social & 
Mobile

n  How Local Retailers are Using Social 
& Mobile

n  Working with Major Social Sites – 
Facebook, Twitter, Pinterest, Google+, 
You Tube

n  Using SoMo to drive Healthcare Rev-
enue

n  How Targeting Local Mobile Devices 
Drives ROI and Engagement

n  Navigating Social Media to find Car 
Buyers

n And much more!

Social + Mobile »    — FROM COVER

Learn - Engage - Reap
The 2014 ‘Social +  Mobile: Show Me The Money’ gathering will con-
tinue the tremendous momentum that started at last year’s inaugural conference 
and attendees can once again expect a superior program and high satisfaction 
from the entire experience!

        The Social-Mobile conference 
was a great opportunity to learn new 
ideas, meet vendors and gain insight 
from the best and strongest research 
available to our industry: time well 
spent, without a doubt.

Shelley Chakan
Digital Sales Manager
South Bend Tribune

        I really enjoyed this conference. I 
think there was a lot of great informa-
tion and I'm excited to take what I 
learned back into my market. My key 
takeaway was how desperately busi-
nesses need help with mobile site 
presence. Great conference.

Kelsey Martin
Digital Advertising Sales Manager
Steamboat Pilot & Today

“ ““ “

Special hotel room rate for at-
tendees of only $145 if booked 

by July 28, 2014
Presented by Local Media Association, 

Borrell Associates & Local Search Associa-
tion www.localmedia.org/Conferences

The Details
Social+Mobile –Show Me The Money

AUGUST 20-21
Chicago, Illinois at Sheraton Chicago O’Hare Hotel
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Bradner Brings 
Deep Experi-
ence to Green 
Valley and 
Sahuarita

Rebecca 
Bradner has been 
selected as the new 
publisher of the 
Green Valley News 
and the Sahuarita 
Sun. She also will 
be co-publisher of the Santa Cruz Valley 
Sun. All are part of Wick Communica-
tions.

Bradner has long been known as an 
industry leader and innovator in ad-
vertising and classified ads, especially 
during challenging times for newspapers 
across the country She replaced longtime 
publisher Pam Mox who recently retired 
iafter 24 years with the Green Valley News 
& Sun.

New  
Publisher in 
New Haven

Kevin Corrado 
has become the 
new President 
and Publisher of 
the New Haven 
Register, owned 
by Digital First 
Media. He will 
also lead opera-
tions at The Register Citizen,  The Middle-
town Press, Connecticut Magazine and 
DFM’s portfolio of Connecticut weeklies.

“Kevin is an experienced publisher 
with a strong leadership background,” 
said Guy Gilmore, DFM’s Executive Vice 
President for the Eastern Region. “His 
leadership style, his familiarity with the 
region and his community-focused ap-
proach made him the right choice to take 
over as President and Publisher of the 
New Haven Register.”

Butler Top  
Editor at DFM

Digital First 
Media has 
selected David 
J. Butler as the 
company’s Editor-
in-Chief.  Butler, 
editor of the San 
Jose Mercury 
News and its sister 
papers in the (San 

Francisco)  Bay Area News Group, will 
oversee news and content operations at 
the Company’s 75 daily newspapers as 
well as all weekly and digital newsgather-
ing operations.

Most recently Butler has overseen 
DFM’s editorial operations throughout 
California as the West Editor. Butler 
succeeds Jim Brady who is leaving the 
company. 

Pfeifer becomes publisher of 
The Southern 
Illinoisan

Lee Enterprises 
has appointed 
John Pfeifer 
publisher of The 
Southern Illinois-
an. He succeeds 
Bob Williams, who 
has transferred 
to Provo, Utah, as 
publisher of The 
Daily Herald.

Pfeiffer returns to Lee a year after 
leaving to become vice president of 
sales development and training for the 
Community Publication Division of 
GateHouse Media Inc.

1013 Communications to  
acquire Tucson newspapers 
and websites

Wick Communications has entered 
into a preliminary agreement to sell its 
Tucson Weekly and Inside Tucson Busi-
ness publications to 1013 Communica-
tions. Terms of the transaction were not 
announced. Dirks, Van Essen & Murray 
is representing Wick Communications 
in the transaction.

Earlier this month 1013 Communi-
cations LLC acquired three other local 
publications, Marana News, Foothills 
News, Desert Times and related web-
sites from Tucson West Publishing, Inc. 
a division of News Media Corporation. 
Cribb, Greene & Associates represented 
Tucson West in the transaction.

Connor to  
Cullman;  
Millsap to  
Norman

Terry Connor, 
a 33-year newspa-
per veteran of the 
South and South-
west, has been ap-
pointed publisher 

of The Cullman 
Times. He moves 
to the newspa-
per from the 
Norman, Okla., 
Transcript, where 
he served as pub-
lisher for the last 
four years. Both 
papers are owned 
by Community 
Newspaper Hold-
ings Inc.

 “Terry is a son of Alabama and pos-
sesses the leadership skills to move The 
Cullman Times forward, on the print and 
digital fronts,” said Steve McPhaul, execu-
tive vice president and chief operating 
officer of CNHI.  “His background has 
given him a special understanding of the 

purpose and the mission of community 
newspapers.”

Oklahoma native Mark Millsap has 
succeeded Connor as publisher of The 
Norman Transcript. He moves to Nor-
man from Chickasha, where he was 
publisher of The Express-Star, another 
CNHI property. 

Millsap is an18-year newspaper 
veteran with experience at papers in Ala-
bama, Wisconsin and Louisiana before 
joining CNHI in 2011.  “We are fortunate 
to have someone of Mark’s proven ability 
to become the publisher in an important 
CNHI community like Norman,” said 
McPhaul. “His passion and commitment 
to excellence on the print and digital 
fronts will well serve the readers and the 
advertisers of The Norman Transcript.”

Happenings
Local Media
       MembershipNews

LMA’s Lindsey Leisher 
Estes and Amie Stein 
working the booth 
between interviews for 
potential media rep 
recruits at
the CNBAM conference 
(College Newspaper 
Business & Advertising 
Managers).

D
&

V
M

AMERICAN CONSOLIDATED MEDIA
HAS SOLD

We are pleased to have represented American Consolidated Media
in this transaction.

TO
ADAMS PUBLISHING GROUP

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

SUPERIOR PUBLISHING GROUP
15 publications

OHIO PUBLISHING GROUP
10 publications

CHESAPEAKE PUBLISHING GROUP
10 publications

Rebecca Bradner

Kevin Corrado

David J. Butler Terry Connor

John Pfeirfer

Mark Millsap
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“Still, the Globe didn’t lose all of its value at once. In 2010, when 
entrepreneur Aaron Kushner came calling only to be turned away 
by Times Co. management, a sale would likely have fetched $120 
million in the view of media appraiser Kevin Kamen. By February 
of this year, he’d adjusted his estimate down to $63 million, just $7 
million off the actual price Henry paid. (Kamen was similarly on 
target in guessing how much Tribune Co. would sell Newsday for; 
Cablevision CVC +5.2% paid $650 million for it in 2008.)” 

— Jeff Bercovici, Forbes Magazine, Aug. 3, 2013

Getting it right matters!
Considering selling your publication? You should have your 

title  nancially valued correctly and listed for sale. Call or come 
visit Kamen & Co. at our New York of ce on Long Island and 

select the proven experts at Kamen Group to assist you.

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, Uniondale, NY 11556    

Who can you call for 
accurate information?

When Forbes Magazine needed a media appraiser to judge the sale 
of The Boston Globe to entrepreneur John Henry, who did it call?

Kevin Kamen of Kamen & Co. Group Services

EXPANDED Membership Class  
is Just One of Many 2014 Innovations
The new class of membership is just one of several key initiatives being launched by 
LMA this year. "We are expanding our training division and hiring a second trainer," 
said Gloria Fletcher, president of Sound Publishing and chairwoman of the LMA 
board, "We are also launching a recruitment/onboarding program to help local media 
companies find top sales talent. On the conference side, we are undergoing a rein-
vention process. Our trade shows will be modernized and turned into technology 
showcases; our ‘Fall Conference’ has been rebranded to the ‘Local Media Innovation 
Conference.’ Expect to see new and different programs and formats. These are very 
exciting times for LMA. We invite everyone to join the innovation!"

        JOIN 
        THE
INNOVATION!

 ocal Media Association wast-
ed no time in spreading the 

word of its expanded membership 
offering (see cover story for more on 
this) and conducted a social media 
blitz and related contest to see just 
how far the many tweets and digital 
comments could spread in a short 
period of time. Hundreds of tweets, 
retweets, Facebook and LinkedIn 
user group posts shot through cy-
berspace within a few days after the 
announcement last month.

Chris Cobler, editor at the Victoria 
Advocate (Texas) won the quick hit 
five-day contest for best tweet about 
LMA’s new class of membership.  
His tweet “Innovate, good times, 
come on over to @LocalMediaAssoc 
w/apologies to Kool & the Gang. 
#jointheinnovation” got him a free 
registration to an upcoming LMA 

conference. Congrats Chris!
“Thanks for the hundreds of other 

posters in helping to fan the flames 
of innovation at LMA!,” said LMA 
President Nancy Lane. “Let’s keep 
it rolling everyone. This is a great 
time for LMA and we are so proud 
to share our good news. Mention us 
anywhere you can and encourage 
all media companies to ‘Join the In-
novation’.”

BIA KELSEY, LEADING IN LOCAL:  
THE NATIONAL IMPACT
May 7-9, 2014, Atlanta, GA
BIA Kelsey says that local is the clear-cut 
growth opportunity for brands, franchises and 
multi-location businesses, with $53 billion in 
national-to-local revenues expected by 2017. 
LMA VP/Operations Al Cupo will be attending 
and reporting on points of interest for LMA 
members.

ASSOCIATION OF ALTERNATIVE  
NEWSMEDIA
May 9, 2014, Monterey, CA
LMA’s Training & Development Director Amie 
Stein will be conducting a full day Sales 
Process workshop for a group of California 
advertising professionals, in affiliation with AAN. 

GOOGLE ADWORDS REGIONAL TRAINING
May 19-20, 2014, Chicago, IL
LMA’s Amie Stein is offering a two-day Google 
AdWords training at the Holiday Inn Chicago 
Mart Plaza. This training is available to all LMA 
members and is especially attractive for those 
attending the Local Media Revenue Summit, 
beginning May 21st, at the same location. 

INNOVATION MISSION
June 1-6,  New York City & Silicon Valley
LMA President Nancy Lane will lead a group 

of 22 senior level executives on the organiza-
tion's 5th annual Innovation Mission. She will 
be accompanied by Peter Conti, LMA's sales 
& marketing director. Together they will write a 
report that covers the key takeaways. 

PPI OPEN DAYS
June 23-24, 2014, Hamburg, Germany
Alongside the CIO of the Times of India and 
other internationally acclaimed news media in-
novators, Nancy Lane, president of LMA, will be 
sharing top revenue ideas from North America 
with this European-based audience of 200+ 
newspaper executives. 

ASSOCIATION OF ALTERNATIVE  
NEWSMEDIA, ANNUAL CONFERENCE
July 10-12, Nashville, Tennessee
LMA’s Amie Stein will be attending and speak-
ing at AAN’s annual convention.

OHIO BAR ASSOCIATION LAW AND  
MEDIA CONFERENCE
October 10, Columbus, Ohio
LMA President Nancy Lane will join representa-
tives from the FTC and Poynter to talk about 
how local media companies are using native 
advertising.

To schedule training or to discuss conference 
speaking opportunities, contact Lindsey Estes at 
Lindsey.l.estes@localmedia.org.

The LMA staff is on the go 
speaking at various industry 
events and conducting training 
across North America. 

with LMA... The upcoming schedule includes:

L

Gloria Fletcher @ggfletcherok:
Ever just want to be part of some-
thing positive? Join LMA #Join-

TheInnovation

Myra Cortado@MyraCortado:
If you are in local media, LMA 

is leading the charge. Join LMA 
#JoinTheInnovation

Mark Poss@ImPossters 
We don't know what we don't 

know. Let's find out together. Now 
all local media companies can 

#jointheinnovation

Presteligence@Presteligence
As a partner to media companies, we 
value how LMA propels the industry 

into a forward-thinking direction. 
Thank You! #jointheinnovation

Brandon Erlacher @bserlacher
What r u waiting for? New ideas, 

amazing staff and @goborrell and @
cleepost on board!  
#jointheinnovation

Big Fish Digital @BigFishDigital
A - Very cool - First media associa-

tion to knock down platform walls @
LocalMediaAssoc  
#jointheinnovation

Samantha Johnston @girlonfyre
Congrats @LocalMediaAs-

soc Thank you for blazing the 
trail.  #JointheInnovation

Gareth Charter @gcharter 
Newspapers blur the lines of 

digital media by opening LMA 
membership to all. #jointhein-

novation

Terry Ward @TerryRWard 
A new day 4 @LocalMediaAssoc as we 
welcome all local media companies 2 
join, share, learn, innovate & disrupt 

w/ us. #JoinTheInnovation

Todd Handy @ToddHandy
We're all in this disruption together. 

All local media are now invited to join 
@LocalMediaAssoc  
#jointheinnovation

Second Street Lab @secondstreetlab
Cross-media inclusiveness will result 
in best practices! #jointheinnovation 

#news #media
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ontent marketing. Sponsored 
content. Native advertising. 
Brand journalism. Branded con-

tent. Advertorials. Content created spe-
cifically for – or sponsored by – marketers 
is perhaps the hottest trend in digital 
advertising. Unfortunately, not everyone 
agrees on what these terms really mean. 

Regardless, of what we call it, the key 
is to get advertisers to create or sponsor 
content that looks like editorial content. 

According to Wikipedia, “Native 
advertising is a web advertising method 
in which the advertiser attempts to gain 
attention by providing valuable content 
in the context of the user's experience; 
it is similar in concept to an advertorial, 
which a paid placement is attempting to 
look like an article.” 

Is it meant to trick readers into believ-
ing they are reading a traditional editorial 
piece, or is it designed to promote a prod-
uct or service in a way that makes people 
more comfortable with the format? It is all 
in the presentation. Getting it right is the 
real trick.

What they do agree on is this: digital 
banner ad engagement continues to 
decline (by one estimate 99.8% of banners 
ads are ignored) while programmatic 
buying is turning display ads into a com-
modity. Meanwhile, mobile and social 
platforms are exploding. Advertisers 
who want to cut through the clutter and 
publishers who are seeking new forms of 
revenue have embraced native advertis-
ing as a promising new form of marketing.

Native advertising is part of a larger 
category known as content market-
ing. As consumers increasingly ignore 
traditional ads, the use of compelling 
content to engage audiences is proving to 

be an effective 
way of increas-
ing exposure 
and elevating 
an advertiser’s 
brand. As the 
San Francisco Chronicle frames it in a na-
tive advertising white paper: “After all, we 
know this — people don’t want to be sold 
to, they want to be inspired, educated and 
guided on what matters to them each day. 
And that is what Content Marketing does.”

Native advertising is set to explode. 
Last year, eMarketer predicted that the 
native niche would hit $2.85 billion by 
2014. According to the Content Market-
ing Institute, organizations are invest-
ing about one-third of their marketing 
budgets on content marketing — and the 
majority are planning to increase their 
spending in the next year. However, fewer 
than half of them think their content is ef-
fective. Clearly, media organizations need 
to create compelling content in order to 
provide a good ROI for native advertisers. 

It’s clear that advertisers of all shapes 
and sizes are moving toward content 
marketing. According to a recent survey 
by marketing advisory firm Demand 
Metric, more than 85 percent of market-
ers are engaged in some form of content 
marketing, 80 percent of CMOs believe 
custom content should be central to 
marketing and 78 percent see custom 
content as the future of marketing. 
The research also claims that content 
marketing costs 62 percent less than tra-
ditional marketing and generates three 
times as many leads per dollar spent.

People rarely click on display adver-
tising by choice. You want to be sure 
that your native advertising garners a 
reader’s attention and compels them 
to become actively involved with the 
content. Learn how-to-increase engage-
ment through a variety of proper user-
interface techniques.  

There are many different approaches 
to native content and just as many 
names for it but one thing is sure - every-
one is looking for a way to insert the 
content so that it makes the user more 
open and favorably disposed to the 
commercial message. They are resisting 
the urge to disguise an ad or place it in 
your face in a way that can’t be missed. 
There may not be one acceptable ap-
proach but many approaches. However, 

the best seem to work on the principle of 
the feed, the ability to provide a seamless 
experience where the information flows 

within the total content of the site. The 
chase for the native advertising Holy Grail 
is in full-force.

ADVERTISING SALES MANAGER 
Privately held media company in Southern New England is seeking a results-oriented 

leader to drive our advertising sales team to goal and beyond!  The Advertising Sales 
Manager will develop our sales staff with coaching through daily field time calling on small 
business owners. This is not a desk job!

 You will directly assist the local sales staff while also being responsible for the overall 
revenue performance of the team. Excellent presentation and closing skills are needed, as 
is the ability to build rapport with staff and customers.

 If you have 1-2 years of sales management experience in local media, including a solid 
understanding of digital media services, then please apply today!  We offer a competitive 
base salary with unlimited commission potential, paid vacation, medical benefits and a 
401K. Please forward cover letter & resume to joboard@localmedia.org

        JOIN 
        THE
INNOVATION!

Join us July 9, 
 in Washington, D.C. for our first-
ever Native Advertising Summit. 
This summit will provide informa-
tion, case studies, ideas and more 
to launch and/or grow your native 
advertising strategy. It is perfect  
for local media executives that  
are already selling native or for 
those that plan to do so in the next 
six months. This one-day invest-
ment could be worth six and/or 
seven figures to your company. For 
more information go to localme-
dia.org/conferences.

Peter Conti 
Sales & Marketing 

Director, LMA

Native Advertising

By Any Name….
Just Do It!
C

        According to the Content 

Marketing Institute, organizations 

are investing about one-third of 

their marketing budgets on content 

marketing — and the majority are 

planning to increase their spending 

in the next year.

“
“

Send news about your company, people, events to Editor Deb Shaw at

debshawlma@gmail.com

LocalMediaToday
wants to hear from you!

~ HELP WANTED ~
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We are combining the resources of our two newspapers in central 
Maine and introducing CentralMaine.com which will offer read-
ers of the Kennebec Journal and Morning Sentinel a deeper more 
frequently updated digital experience.

Approximately one month after the new sites are live, we will 
institute a paywall in the form of meter.  Users of the sites will be 
able to read five articles per month before triggering the paywall.   
The homepage, video plays, obituaries (we view as a public ser-
vice in our markets), classified verticals won’t count toward the 
meter.   (And these rules are subject to change at any time!)

The pricing model was constructed to drive Sunday home 
delivery subscriptions.   So whether you get seven-day or Sunday-
only home delivery, you get unlimited to access to our digital 
products.  Digital products include access to both websites and 
the electronic editions of all three papers. A digital-only subscrip-
tion will cost more than Sunday home delivery.  

I continue to be amazed at how many people use the elec-
tronic (replica) editions of our papers.  They love the ability to 
go from the front page to the back page and see the choices our 
editors made for page one.  An endless river of stories seems to 
be au courant online, but I’m not sure everyone has time for the 
endless river.  

We know that consumer’s time spent with mobile is 
disproportionate (currently) with the percentage of ad 

dollars being generated from this sector but presumably that tide 
will eventually shift.   What mobile products do you have in place 
or are you planning to be properly positioned? 

We’ve had a very full plate of projects to execute in the 
last 18 months and mobile is the area to get our atten-

tion once we re-launch the websites and the meter.   One of the 
reasons we chose responsive design is so our mobile experience 
would be updated and optimized at the same time.   That’s one of 
the key benefits of responsive.   

Once the metered experience is underway, we will look to 
launch separate mobile products that focus on a particular task 
like finding fresh eggs in Maine or exploring Maine’s many is-
lands.   We think mobile is ideal for these type of experiences. 

From an advertising perspective, we are talking to marketers 
about audience and not about device.   Mobile represents up to 
20% (and growing) of our monthly audience so when marketers 
omit the mobile channel they are missing a sizeable piece of our 
audience.    We are more focused on targeting in-market audi-
ence across platforms.   

What is your company doing in the native advertising 
arena?  

Native advertising is simply advertorial with a 2.0 name.   
Newspapers originally invented it.   Since many small 

businesses have expertise to share, native advertising is a great 
way for them to share their expertise through publishers’ chan-
nels.   It is simply another component we can offer to local 
marketers.  

We think our Source section offers unlimited opportunities 
for native advertising integration both in print and online.   We 
see native opportunities for our Source sponsors to share the 
stories of farmers, fishermen, furniture makers, and the people 
who make up Maine’s local food economy.   We are poised to 
help marketers create this content with text, video, photos, and 
interactive elements.   

Put yourself in the shoes of a small market, local media 
company publisher who has more digital priorities than 

resources to allocate.  What one or two items should be on the 
top of their to do list?

It all starts with quality journalism.  Focus on exclusive 
news and information.  Offer content that readers can’t 

get anywhere else.   For us it is local business news, high school 

sports, outdoor sports coverage, and our latest offering – Source 
– focused on the local food scene.   And for goodness sake, don’t 
give it away for free.   Readers will pay for quality exclusive infor-
mation they can’t get anywhere else.  

When the community views your product as indispensable, it 
becomes the indispensable environment for marketers.  Espe-
cially in small local markets, the product matters more than the 
platform.

Finally, what does your digital diet consist of?  Other than 
your own sites, what are your daily habits when it comes 

to your personal digital consumption? And what sites do you visit 
for the sheer fun of them?

I am obsessed with Twitter.   It is my go-to application 
when standing in line at Hannaford.  That’s how I stay 

plugged into the newspaper and digital media industries by fol-
lowing journalists, thought leaders, and the judges on The Voice.  

I continue to be blown away by the power of Facebook.  Over 
Easter we went to visit my in-laws in Tennessee and my husband 
posted a selfie he took with his mother.   Within ten minutes he 
had comments from family and friends from Peru, London, the 
Czech Republic, and Florence.   That’s pretty amazing.  

And I still visit boston.com multiple times a day to stay in 
touch with the city and see what they off creating this time!   I 
happily get home delivery of the Sunday Globe (which our 
MaineToday independent carriers deliver in Maine) so I could 
get access to their suite of digital products.   The journalism and 
presentation of content on BostonGlobe.com continues to set the 
standard.   

I always love to check in on WashingtonPost.com because that 
combination of Jeff Bezos and Marty Baron is sure to produce 
digital innovation with journalism at the heart of it.   And full 
disclosure, we are participating in the Post’s local publishers pro-
gram where we will soon offer digital access to WashingtonPost.
com as an added benefit to our home delivery customers.  

For fun?  I guess the closest is watching MineCraft videos on 
YouTube with my son.   I still haven’t figured out why kids like 
watching videos of other people playing MineCraft but it did 
amuse us during our long Maine winter.  Now with the arrival of 
spring, it is time to put down the devices, get outside and enjoy 
all this amazing state of Maine has to offer.  

Local Media Association  
R&D Members

Contact Al Cupo  
 al.cupo@localmedia.org  

for more information
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Q& A                      »Lisa DeSisto CONTINUED FROM PAGE 2

A couple of weeks ago we sent out a 
Classified Avenue survey to participants 
and I really appreciate the feedback I 
received from so many of our publishing 
partners. We are working on ways to 
give some ‘disruptive innovation’ to 
our network and your comments will 
definitely help me along this path.

Our winter sales were a bit on the 
dull side but I’m happy to report that 
last month saw an uptick. Between 
improving weather, a new season of 
opportunities and a concerted effort 
to ‘‘spark’ Classified Avenue, we had a 
very good April and I am expecting the 
momentum to continue into May.

Meanwhile, the 2x2 Network is looking to expand its members 
and I encourage all LMA members to take a look at joining in. 
There is no cost to join – only a new revenue opportunity for you! 
This network runs just like Classified Avenue except instead of the 
ads being liner ads for your classified section, the 2x2 Network sells 
display ads to run ROP. We split the revenue from the 2x2 Network 
50/50 with the participants (calculations based on circulation).  We 
have some great advertisers ie: Satellite  
providers, Online colleges, etc. 

Call or email me to discuss how this can work for both of us!

Deanna Lewis 
Director of Sales,  

LMA Staff
deanna.lewis@localmedia.com
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 IN 100 YEARS, A LOT HAS CHANGED IN MEDIA, EXCEPT THE  
NEED FOR TRANSPARENCY AND TRUST — EXPERIENCE COUNTS. 
A century ago, publishers, advertisers and agencies came together to bring order to a troubled 

media world. The result was the formation of an independent auditing organization that paved 

the way for the age of advertising. Today, its nonprofit mission to deliver confidence in a chaotic 

media landscape is more important than ever. With deep experience in digital media platforms 

and unique tools like the Consolidated Media Report and the Media Intelligence Center, AAM is 

enabling its members to keep pace in the new world of media.

 

See why the leading minds in media are counting on 

AAM for the next hundred years at auditedmedia.com/100
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Call 615-440-5522 to add these to your editorial package. 
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LEMON MOUSSE 
CHEESECAKE

Chicken & 
Dumplings

Raspberry 
Crunch Squares

For more than 150 years, the YMCA 
has built a healthier America+ Every typewriter 

has a story
NEW YEAR, 
NEW DIET

RECIPE: Red beans 
and rice with kielbasa
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spry
FEBRUARY 2014
SPRYLIVING.COM

SWEET SPOT
150-Calorie 

Chocolate Dessert
 Page 12

Are the Pills You’re 
Taking Harming 

Your Bones?
Page 7

DON’T FLAKE 
Soothe Dry Skin With 
These Top Products   

Page 2

The BEST New 
Diet-Friendly 

Frozen Dinners 
Page 12

JOIN US ON FACEBOOK! FACEBOOK.COM/SPRYLIVING

Winning advice from 
champion ice skater
Kristi Yamaguchi, 
Olympic moms 
and more

      SPECIAL
        REPORT

Why Healthy 
People Have 
Heart Attacks
(pg 14)

Pass 
It On!

Good
Health ...
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