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With trusted local relationships, existing 
marketing & digital know-how and a real need by 
local SMB’s, the digital agency business model 
is proving to be a perfect, and lucrative, fit for 
local media companies and next month’s Digital 
Agency Summit will help attendees move the 
needle forward in this flourishing new revenue 
space. Presented by Local Media Association in 
conjunction with BIA/Kelsey, the summit runs 
November 6 – 7 in Chicago, at the easily accessed 
Sheraton Chicago O’Hare. 

This program will help sellers understand the 
underlying dynamics so they can better plot a 
course for success in this fast breaking ecosystem. 
“The next twelve to eighteen months could very 
well be the break out period for this opportunity,” 
says Rick Ducey, managing director for BIA/Kelsey. 
“Advertisers want to deal with few reps but have 
effective cross-platform and integrated solutions 
for their campaigns.” Local media companies are 
wise to heed the call and can draw inspiration, 
and courage, from the many local media insiders 
who are already in the game and who will be front 
& center at next month’s 
summit.

“The digital agency 
summit will focus on new 
and fresh opportunities 
not covered in previous 
conferences,” says summit 
committee member Mark 
Poss, CEO of RedWing 
Publishing and Big Fish 
Digital. “The average monthly 
billing on sales for our new 
agency Big Fish Digital is well 

over $1,000 per month per client. This program 
should help us push those numbers even higher as 
we learn about new opportunities.”

The time to get into the digital agency business 
is ripe. Of the amount of local advertising spent 
by U.S. businesses online, only 12.4 percent goes 
to advertising. The lion’s share, 72 percent, goes 
to online marketing services, and those are the 
services digital advertising agencies provide for 
businesses – things like search-engine optimization, 
online reputation management, web and mobile 
site design and social media management.

Designed specifically for local media companies, 
the agenda features a rock star cast of speakers who 
will deliver vital intelligence and delve into the best 
case studies/practices being employed by digital 
agencies owned by local media companies. Expect 
to learn about:
•	 The	Digital	Agency	Outlook	for	2014 – In 

this keynote, BIA/Kelsey analysts Rick Ducey 
and Jed Williams will focus on the biggest 
opportunity and growth areas for local media 
companies based on where SMBs will be 
spending their money. This session will set the 
stage for the entire two days.

•	 Best	Practices	for	Targeting	Franchises  – 
Franchises are a perfect target for local digital 
agency services and this session will include 
motivating data, case 
studies and research 
about this segment 
and then focus on the 
opportunity to go after 
this lucrative category.

•	 Selling	Agency	Services	
with	an	Inside	Sales	
Team – GateHouse 
Ventures/Propel 
Marketing is having great 
success selling digital agency services using an 
inside sales team. President Peter Newton will 
discuss their focus on the $125-$250/month 
price range with service categories such as 
electricians, lawyers and pest control using a 
small army of 26 FTEs in this department. 

•	 Staffing,	Structure,	Fulfillment	&	Reporting 
Training digital agency reps – Hear about one 
company’s intense two to four week training 
program for sales reps that are selling digital 
services products. Digital sales reps combined 
with campaign managers – Learn about the 
organizational structure at one company which 

Digital	 Agency	 Summit-Next	 Month-Chicago
Digital agencies are filling local needs and delivering new revenue

WHY invest in A DiGitAL AGenCY?
From Jed Williams, 
VP, Consulting, BIA/Kelsey

“Increasingly, advertisers don’t 
fork over the lion’s share of their 
advertising/marketing budget to 
access a publisher’s audience, as they 
may have traditionally. They expect 
measureable results – not just reach and 

traffic. They have more options than ever and with ‘owned’ 
and ‘earned’ channels such as database marketing, social 
media and content marketing, and unprecedented brand 
control. But these same businesses need help in tapping 
into multi-platform opportunities. 

The advertiser opportunity is local media’s invitation to 
transform into a full-serve digital solutions provider. The 
LMA and BIA/Kelsey Digital Agency Summit will empower 
media to understand key trends, emerging innovations 
and best practices for embarking on this transformation.”

 Continued on PAGe 5

From Rick Ducey, 
Managing Director, BIA/Kelsey

“The integration and analytics 
of digital media advertising 
solutions is becoming increasingly 
frictionless in their implementation 
across both legacy and pure play 
digital channels. This means 

that omnichannel campaign planning, buying and 
accountability in advertising will become more holistic 
from the buyer’s perspective, and successful sellers 
need to offer campaign level solutions, not just selling 
their own medium. The most effective way to do this 
is with the digital agency approach that more media 
companies are migrating to. Advertisers want to deal 
with fewer reps but have effective cross-platform and 
integrated solutions for their campaigns.” Mark Poss

Peter Newton
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As for general priorities for local media companies, I think some 
newspapers are stifled by tradition.  But I believe most of the LMA 
members embrace the traditional newspaper model and are simply taking 
it to the next level.  Let’s just put it this way… innovation means something 
different to each member and each newspaper and even to each market… 
our members are making the decisions that are right for them and LMA 
wants to help lend knowledge, training and support along the way.  Don’t 
forget LMA’s tagline is Innovate, Educate and Inspire.

Any	tips	on	how	media	companies	can	take	better	advantage	of	LMA	
membership?		

Be involved.  Ask questions.  Be willing to contribute to the conversation.  
And have a really good calendar!  There are so many positives happening 

with LMA it is really hard to keep track of all of them and which ones you want to 
be involved in or maybe which ones members of your team should be involved in.

Between summits, conferences, the Innovation Mission and local 
partnered events, there’s practically a live event for any need that may 
arise to boost knowledge, strengthen strategy positions, form alliances or 
just plain get inspired. Beyond these events, the numerous webinars, this 
newsletter, news updates on the website, and discussion on the LinkedIn 
forum Local Media Trends provide a chance to stay at your desk and learn. 
Again I say, get involved and you will reap huge rewards.

And, the latest two offerings from LMA truly blow me away – high level 
training is now available on Google AdWords and Advanced Digital Sales. 
These are both certification programs which require the trainee to pass 
rigorous testing to achieve certification status. There is simply no good 
reason why every local media company does not avail themselves of these 
professionally presented, affordable and effective options to educate and 
train their staff, and ultimately to bolster advertising revenue.

What	do	you	make	of	the	seismic	change	in	our	industry	over	the	last	
decade	and	what	lessons	have	you	learned	that	help	you	plan	for	the	future?		

Good grief… it is simply to stay flexible, nimble and keep moving forward.  
My husband coached many, many boys, who are actually young men 

now, how to be better baseball players, primarily how to be better infielders.  I 
just remember him telling the kids over and over again… good things happen 
when you are moving forward.  You need to move toward the ball, don’t sit back 
on your heels and wait for the ball to get to you.  Feels exactly the same with our 
industry… keep moving forward, don’t sit back and wait because you will miss 
the opportunity. 

Your	company,	Sound	Publishing,	has	a	terrific	reputation	as	a	progres-
sive	media	company	with	strong	community	ties	and	a	hyper-local	

connection	in	the	markets	it	serves.	How	do	you	maintain	relevance	of	your	
core	competencies	of	local	content	and	connection	to	readers/SMB’s	among	
so	many	choices	in	new	media?		

Hmmm good question and honestly one we grapple with every day, as does 
everyone in our industry.  Sound Publishing really is in a sweet spot (Yes, a 

beautiful spot as well).  We reach over 900,000 homes each week all in a relatively 
tight geography in the greater Seattle, WA area.  We have a diverse mix of prod-
ucts… dailies, weeklies, paid, free, print, digital, entertainment, news and the list 
goes on.  But I guess we try to stay really grounded to the local beliefs, wants and 
needs.  We rely on the people running each of these endeavors to bring ideas to 
the table that they think will work for their specific product or groups of products.  
We certainly share best practices but we are not a one-size-fits-all company.      

Finally,	you’re	a	robust	leader	of	a	vibrant	company	but	we	all	need	
inspiration.	To	whom	or	what	do	you	look	for	yours?		

I read a lot… about all kinds of different things.  But I also have a great group of 
friends in and out of the industry who are honest.  Sometimes brutally honest.  

I’m constantly asking them their thoughts on issues or situations.  We share a lot of 
information within our company as well.  We are about as close as you can get to 
an open book.  We are constantly saying “what if” or “I wonder.”  I’m still learning 
the culture of the Pacific Northwest so I talk to lots of readers.  It is amazing what 
you’ll find out if you just take the initiative to ask questions and then really listen.

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.
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Welcome	to	your	year	of	leadership	of	the	Local	
Media	Association	Board	of	Directors.	You’ve	just	

been	elected	Chairwoman	and,	although	you	are	an	
ardent	supporter	of	LMA	and	have	attended	most	of	its	
conferences	over	the	past	several	years,	many	members	
do	not	know	you.	Can	you	give	us	a	thumbnail	of	your	
background	and	how	you	came	to	be	in	the	local	media	
business?		

I’ve had the privilege of being a part of this industry 
for… my goodness, over 25 years.  I started right 

out of college with the start-up daily newspaper in my 
hometown of Woodward, Oklahoma.  The owner/publisher 
said to me… “I don’t know what you are going to do here 
but I’ll hire you.”  I was named publisher when I was 26.  
I’ll always be quite thankful to the publisher of that true 
community daily newspaper for taking a chance on me. 
I’ve been through quite a few mergers and acquisitions 
since then with American Publishing Company, CNHI, 
GateHouse and now with Black Press/Sound Publishing.  
What an adventure.  I feel blessed to have worked for, 
with and around some of the most talented leaders in 
our industry.  Only hope that I have and will keep doing 
a good job of listening and learning from each one. 

Please	give	us	some	insight	into	what	you	would	
like	to	see	accomplished	within	LMA	during	your	

year	of	board	leadership.	And,	what	are	top	priorities	that	
you	believe	local	media	companies	should	be	thinking	
about	these	days.

First off, LMA is on a very strong path now and it is 
my full intention to build on this tremendous founda-

tion for the good of our members. Let’s just keep it going! 

Q&A with Gloria Fletcher
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Hello Madame 
Chairwoman

Newly elected Chair of the LMA Board of 
Directors Gloria Fletcher at last month’s Fall 
Conference in St. Louis.

The annual business meeting of Local Media Association 
was held last month at the Fall Conference in St. Louis 
and, among other items, a new slate of officers took over 
for volunteer service to the organization. This month’s 
Q&A is with Gloria Fletcher, the new chairwoman of 
the LMA Board of Directors, and president of Sound 
Publishing in Washington.

A
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Clark	Gilbert	Named	‘Innovator	of	
The	Year’	by	Local	Media	Association	
New award created to recognize innovation in the local media industry

Clark Gilbert, CEO of Deseret 
Digital Media and Deseret News, 
and a well-recognized leader in the 
industry, has been chosen as the 
inaugural recipient of the Local Media 
Association’s new “Innovator of the 
Year” award. 

 The award was established 
this year to recognize outstanding 
innovation and advancement in 
the industry. The 
LMA board chose 
to recognize 
Gilbert at this time 
largely due to his 
Harvard Business 
Review article that 
addressed the dual 
transformation 
that is essential for 
the future of the 
industry.

 The article, 
“Two Routes 
to Resilience,” 
addresses 
the need to 
reposition the core 
business, known 
as “Transformation A,” and the 
importance of creating a separate, 
disruptive business to develop the 
innovations critical for future growth, 
known as “Transformation B.” Both, 
according to Gilbert, are necessary for 
a successful transformation.

 Earlier this year LMA hosted a 
webinar to review the top takeaways 
from the article. It was presented by 
Deseret Digital President Chris Lee, 
and was attended by more than 100 

senior local media executives in the 
U.S. and Canada. LMA members can 
access this webinar, at no charge, 
via LMA’s website. Transformation 
A&B: Rebuild Your Core While You 
Reinvent Your Business Model was 
originally presented on April 18, 2013 
and can found in the webinar archives 
at localmedia.org/webinars.

“Many LMA members made 
significant changes 
in their operation 
after attending the 
webinar,” said LMA 
President Nancy 
Lane, “It was the 
most impactful 
webinar in my 
nearly 13 years with 
the organization. 
While most LMA 
members can’t 
duplicate the 
situation that exists 
in Salt Lake City 
with Deseret Digital 
Media, they can 
learn from Clark’s 
teachings and 

adapt them to work in their markets.”
 Gilbert has been very willing 

to share his success stories and 
lessons learned with the industry 
and delivered the keynote address at 
last month’s Fall Conference in St. 
Louis. His comments on ‘Rebuilding 
Your Core While You Reinvent 
Your Business, resonated with the 
hundreds of attendees and easily 
demonstrated the intellect, passion 
and innovative spirit of the man 

Clark Gilbert, second from right, with the Innovator of the Year award presented to him 
at last month’s Fall Conference. He is joined by, from left, John Humenik, Arizona Daily 
Star, Nancy Lane, LMA and Jon Rust, Rust Communications.

by GlOriA fletcher, chAir, lMA 
bOArd Of directOrs, President, 
sOund PublishinG 

I’m writing this column on my 
return from the LMA Fall Conference 
in St. Louis and all I can say is what a 
week!  The gathering and its focused 
agenda was one of the, if not THE, 
best conferences this organization 
has presented.  Very inspirational 
and energizing with an alphabet 
soup of ideas to better reach readers 
and as such advertisers.  There is an 
undeniable and growing sense of 
excitement and confidence in our 
industry.   

If you were unable to be in St. 
Louis, I encourage you to take a look 
at LMA’s website for links to many of 
the presentations and to get involved 
in the post-conference dialogue. We 
heard about so many vital topics 
including the A-B transformation, 
ABCD sales approach, deals, Google 
AdWords, paywalls, metering and the 
list goes on and on.  And no doubt the 
conversations started in St. Louis will 
continue on our LinkedIn group Local 
Media Trends.

Going well beyond theory, the 
meat of the conference was in the 
many examples of how our industry 
peers are attacking the future! Such a 
tremendous amount of information 
was shared, debated and enjoyed by 
a rousing crowd of newsies, media 
buyers, and our R&D partners.

Let’s talk
LMA’s membership is growing and 

to put it simply, our year is going very, 
very well.  But yet... we keep asking 
ourselves how/what could we be 
doing better?  How can we reach more 
newspapers?  How can we continue 
to grow membership and conference 
attendance?  What would entice more 
members to attend a conference or 
maybe send more people from the 
team?  

In preparation for our LMA board’s 
strategic planning session in January, 
many of you may get a personal phone 
call from a board member.  We don’t 
want to put you on the spot, okay 
maybe we do, but it is only because we 
are very interested in your thoughts.  
We are really good listeners. To that 
end, I encourage all LMA members 
to reach out to me during my term as 
Chairperson. I am truly eager to hear 
your thoughts, better understand 
your needs and to help in any way I 
can. I’m can be reached at gfletcher@
soundpublishing.com.

Finally, I’d like to salute board 
member and Fall Conference planning 
committee chairman Matt Coen, his 
fellow planning committee members 
and all of the hardworking staff at LMA 
for an excellent fall conference. And to 
all my fellow attendees, it was great to 
see old friends and meet new ones. I 
look forward to working with you.

On to our future together!

Exhilarating Conference, 
exciting Future

behind the podium.
 Gilbert also hosted a visit by 

the 2011 LMA Innovation Mission. 
“Clark hosted our group during 
the 2011 Innovation Mission and 
that visit impacted all of us that 
attended in a very substantial way,” 
said Jon K. Rust, co-president, Rust 
Communications and chair of the 
nominating committee, “Since that 
time he has been gracious enough to 

host many other LMA members and 
participate in LMA conferences and 
events. No one is more deserving of 
this honor at this time in our industry. 
We are delighted to recognize one of 
the industry’s boldest and brightest 
innovators.”

 Gilbert received his award at last 
month’s Fall Conference in St Louis, 
the association’s largest event of the 
year.

It was the most impactful 
webinar in my nearly 

13 years with the organization. 
While most LMA members can’t 
duplicate the situation that exists 
in Salt Lake City with Deseret 
Digital Media, they can learn from 
Clark’s teachings and adapt them 
to work in their markets.

– Nancy Lane, LMA President
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tOP ten tAkeAwAys frOM 
the lMA fAll cOnference

The LMA Fall Conference held in St. Louis will be remembered as one of the 
best ever in terms of content, strategy and revenue-producing ideas. Here are my 
favorite takeaways in no particular order:

• The opportunity with digital agencies is even bigger than we imagined. We 
learned of success stories from large companies like McClatchy and Deseret 
to smaller groups of weeklies. If you are not in this space, there is a short 
window left to enter. Our recommendation is to invest now. 

• A tremendous opportunity exists with native advertising and it fits in nicely 
with our core competency. Finally, a digital initiative that we “get” better than 
anyone else! The Sun-Times community newspaper case study laid out a 
blueprint for others to follow. This seems like a no-brainer to us. 

• “We must grow our digital-only 
revenue; our future depends 
upon it.” Chris Hendricks from 
McClatchy made a compelling 
argument for this during his 
Thursday keynote session. Selling 
digital beyond print bundles 
and banner ads is essential for 
our growth on the ‘B’ side of our 
business. 

• Speaking of ‘B’, Clark Gilbert did a 
fabulous job of outlining the dual 
transformation that is underway 
in our industry. We must continue 
to innovate on the ‘A’ side of our 
business while we work to find new 
and sustainable business models on the ‘B’ side. But the ‘B’ side must always 
have separate staff, management and P&L in order to succeed. 

• SMBs want one-stop shops and they don’t like tech talk (or ‘geek speak’ 
as Mike Blinder would say). In a fascinating panel with four St. Louis-
based business owners and executives, we heard loud and clear about the 
marketing challenges they face. They get called on up to ten times per day 
and they consider us ‘vendors.’ They want to deal with one person to handle 
all of their needs (digital agency!) and they don’t want us to use words that 
they don’t understand. 

• Deals are growing and gaining in popularity. If you haven’t entered this space 
or ditched it after a failed try, consider a re-launch. McClatchy is growing this 
segment of their business in a big way. We also heard from a TV station in 
Traverse City, MI that is selling $1 million/year in deals and growing. 

• Print innovation is alive and well at many local media companies. Several 
sessions featured events, niche products, cause marketing and more. For 
most LMA members, this represents a growth opportunity but like everything 
else requires dedicated resources. 

• Our research and development partners are a valued resource. We should 
get to know them better. This was evident throughout the conference. 
From the demo by PaperG (creating a Web ad in less than 3 minutes) to the 
information that was shared at the SMB roundtables (both Vendasta and 
Local Market Launch were able to instantaneously give us a social media and 
search profiles of the SMBs on the panel), it was exciting to see the new tools 
and technology that can help us grow our business.

• Second Street knows how to throw one heck of a party. Seriously, that was 
one of the best LMA parties ever at the St. Louis City Museum. Our heartfelt 
thanks goes to Matt Coen and his team.

• Finally, the conference sessions hinted at what’s next on the horizon: video 
advertising, real time bidding, inbound marketing & more. We are already on 
these emerging opportunities at LMA. Expect to hear a lot more about them 
soon. 

Chris Hendricks, left, of McClatchy 
made a compelling argument for 
growing digital only revenue in his 
presentation at the Fall Conference. 
Bill Davis of Red Wing Publishing 
caught up with Hendricks for 
continued discussion after the session.
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combines the role of the digital 
rep & the campaign manager to 
handle fulfillment.  Reporting – 
Learn about tracking tools and 
how to utilize them to shift and 
tweak campaigns to maximize 
results for customers.

•	 Single	Market	Case	Studies 
Presented by Mark Poss, Red 

Wing Publishing/Big Fish Digital 
and Emily Walsh, The Observer 
Group/Digital Observer Media, 
both LMA members and both 
operating successful single market 
agencies. They will share their 
strategies, success stories, lessons 
learned, and plans for the future. 
Both have made significant 
investments in this space and 
plan to invest even more in the 
coming year.

•	 Roundtables 
You pick the session best suited 

for your needs: Sales Structure, 
Marketing Materials, Hottest 
Opportunity Areas

•	 Native	Advertising/Sponsored	
Content	–	A	New	Opportunity	
Area	
Many digital agencies have 
added content marketing to their 
portfolio of products. Three local 
media case-studies will showcase 
some of the options available in 
this exciting and emerging space. 

•	 Email	Marketing	–	An	Important	
Part	of	the	Digital	Agency	
Package 
Ruth Presslaff of Presslaff 
Interactive will share several 
approaches to email marketing 
services including reselling, 
targeting, niche, and more.

•	 Video	–	An	Important	&	Growing	
Part	of	the	Digital	Agency	
Product	Mix	
Forecasters are predicting huge 
growth in video advertising over 
the next five years. Smart digital-
agencies are already selling the 
heck out of it. This session will 
look at some great case studies 
and also share the latest BIA/
Kelsey forecast for this segment 
(being released this fall).

•	 Next	Steps	–	Top	5	Ideas	to	Bring	
Back	Home 
LMA President Nancy Lane will 
moderate this wrap-up session 
that will help the group identify 

the five biggest ideas that 
were shared at the conference. 
Attendees will discuss how they 
plan to implement these when 
they get home.

 
THE DETAILS 
     Full agenda, online registration at 
localmedia.org. LMA HQ is reached at 
888-486-2466.

All sessions held at Sheraton 
Chicago O’Hare. Room rate of $155 
plus tax if booked by October 18. Hotel 
has the right to increase the room rate 
after this date. Reach the hotel directly 
at (888) 627-8117.

Ruth Presslaff

new tO diGitAl AGency 
services? 
NovembeR 5, 4:30 Pm

Plan to arrive a day early to participate, 
at no extra cost, in this late afternoon 
90-minute bonus session. It will 
introduce digital agency newcomers 
to the fundamentals by providing 
a thorough overview of different 
options and structures in this space. It 
is perfect for those looking to start a 
digital agency, or for those that would 
like to revisit some of their practices.

GOOGle AdwOrds 
certificAtiOn trAininG 
NovembeR 4-5

$299 for LMA members/conference 
participants

With the LMA Google AdWords 
Certification Training, you will increase 
ad revenue by capturing your share of 
the $6 billion spent locally last year 
on paid search.  “For me, this training 
is better than the program Google 
offers itself. I felt more engaged and 
the practice tests show you where to 
follow-up for more study and builds 
confidence for taking the actual 
certification exams.“ - Michael M. 
Messerly, Publisher, The Portsmouth 
Daily Times.

Continued from PAGe 1

Two pre-summit opportunities are available and all who are traveling to Chicago 
are encouraged to consider these extra offerings.

bONUS
o p p o r t u N i t i e s

See related story on page 10 for more details about the Google AdWords 
certification training offered by LMA

At last month’s Fall Conference, four local St. Louis business owners and executives 
took part in a panel in which they candidly discussed their marketing needs. Attendees 
were told loud & clear by these Smb leaders that they want a “one-stop shop” to 
handle their digital and print marketing needs.
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Released just last month, the 
Advanced Digital Sales Course, part of 
the Sales Certification training program 
offered by LMA, is gaining traction in 
the field with many reps now onboard. 
Publishers and ad directors who seek 
industry-specific, advanced digital 
sales training, conducted by the highly 
qualified Stephen Warley, 
are encouraged to speak 
to LMA’s Peter Conti to 
learn more about this 
offering and to get a sample 
of this demanding and effective 
curriculum. Reach Conti at peter.conti@
localmedia.org or 804 360 9434.

The multi-module online training 
program is ideally suited for reps that 
need to up their digital sales skills, for 
use as a tool to qualify prospective digital 
sales employees or, as LMA President 

Nancy Lane suggested in her column 
last month, for use as a must-pass for 
continued employment. Considering 
the dollars and competition at stake in 
the digital advertising space, the modest 
investment in this training tool is well 
worth the price.

Conti says a compelling reason to 
use this training program is 

the unique content as well 
as the case studies. “The 
digital focus is laser tight 

and teaches reps how to 
use multi-platform proposals to 

develop business,” says Conti. “One 
aspect of this training that is truly unique 
is that there are lessons aimed at the top 
local digital ad spending categories of 
automotive, financial, health care, home 
services & restaurants. The outcome is 
reps that are armed with specific tools 

and training to set client expectations, 
develop digital ad formats, and manage 
long-term digital campaigns.”

Another special element to this 
program is numerous case studies 
including specific examples of digital 
advertising at work. Trainer Warley, who 
hails from the broadcast industry, brings 
a worthwhile outside perspective from 
his significant experience as a driving 
force behind numerous Digital Sales 
Innovation summits. Over the years, 
Warley has videotaped chats with local 
business owners to discuss the pros 
& cons of digital advertising, the best 
way for the client to target his digital 
ad budget and what is reasonable for 
the business owner to expect in terms 
of results. “This hands-on approach, 
applied to Warley’s training is super 
valuable,” says Conti.

Advance	Your	Digital	Sales	Skills
Custom built digital sales 
training now available from LMA

“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

MORe inFORMAtiOn is AvAiLABLe At 
LOCALMeDiA.ORG/ResOURCes. 

COntACt: LMA sALes & MARketinG DiReCtOR PeteR 
COnti, PeteR.COnti@LOCALMeDiA.ORG OR 804-360-9434.

The Advanced Digital Sales 
Certification course consists of 26 
modules divided over six different 
sections. Each module runs about 15-
25 minutes in length and students are 
expected to take the course in parts. 
Students stop and start at will and can 
replay sections as desired. In total the 
course takes about six to seven hours 
to complete.  

Successful completion requires 
students to take and pass several tests 
along the way. Certification is issued 
to only those who achieve a 90% or 
better total score. 

Advanced	Business	
Development

The most overlooked opportunity 
in local advertising sales today is 
using digital tools to develop new 
business. At a time when cold calling 
is becoming a less effective sales 
method for most local media sellers, 
the emergence of search tools, social 
media and monitoring tools are 
creating a new approach for getting 
the attention of local advertisers.  
Modules in this section include:

Prospecting in the Digital Age 
-  Social Prospecting Tactics - Using 
LinkedIn for Business Development 

- Digital Conversation Starters - 
Focusing Your Leads - Inbound Leads 

Multi-Platform	Proposal	
Development	

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

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

Setting	Client	Expectations
The most intimidating aspect of 

selling digital advertising is how to 
best establish expectations for clients.  
Forget the digital jargon and metrics.   
Most local advertisers only care about 
the unique metrics of their business. 
Students will learn when, where and 
how to share digital success stories 
and disarm  prospects in the process! 
Modules in this section include:

Presenting Digital Advertising 
-  Responding to Digital Objections - 
Monitoring Digital Ad Campaigns 

Digital	Advertising	Formats
All digital advertising isn’t created 

equal and each digital advertising 
format has its own unique marketing 
strengths.   Understanding the 
nuances of each format will help 
reps pitch the best mix of digital 
advertising opportunities for each 
of their prospects.  Modules in this 
section include: Display Ads - Online 
Video Advertising - Social Media 
Promotion - Mobile Marketing - Deal 
Promotions -Email Marketing 

Digital	Sales	Ideas	By	Ad	
Category

Hard to believe Web advertising 
has been around for almost 20 years 
now. Over that time, each advertising 
category has developed preferences 
for different digital advertising formats 
and they are constantly changing. This 
section will review the basic marketing 
needs and digital advertising 
preferences of the following local 
advertising categories:

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

Key	Digital	Ad	Sales	Habits
In this final section local sellers will 

learn about the habits of other local 
sellers who have been successful at 
selling local digital advertising.   Some 
of those habits include ongoing 
education, time management, 
experimenting, sharing ideas and 
constantly connecting with new 
prospects.

Six Sections: 
Twenty Six Modules
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Let us help you
increase your

sales revenue

- sales calendar planning tool
- sales support
- ready-to-sell money-making ideas
- reader contests
- themed special sections
- extensive editorial library

and more!

Find out how at our
CONSTANT REVENUE WEBINAR
October 25 at 11:15 am

Reserve today at
info@newspapertoolbox.com 1.877.444.4034

www.newspapertoolbox.com

New Board Takes Over Helm at LMA
Every year during the 

annual business meeting 
held at the LMA Fall 
Conference, the largest 
gathering of members 
during the calendar year, 
a new slate of officers 
and board members are 
elected. Service to Local 
Media Association’s board 
is on a volunteer basis and 
means a minimum of three years of 
service and sometimes more if the 
board member is invited to join and 
accepts the additional duties rotating 
through the Officer chairs. The 
responsibilities are great as the board 
is the guiding force behind 
the strategic direction of 
the organization and plays 
a major role in fine tuning 
the many initiatives that 
are developed each year. 

Three new industry 
professionals joined the 
LMA Board of Directors last 
month. Kevin Kampman, 
publisher, Winston-Salem 
Journal, Ben Shaw, chief digital officer, 
Shaw Media and Peter Newton, 
president, GateHouse Ventures/Propel 
Marketing have all accepted their 
nominations and election.

The new slate of officers 
for the 2013/14 fiscal year 
are reflected on the board 
roster found on page 2 of 
this issue.

Leaving the board 
after many years of 
fruitful service are Jon 
Rust, co-president, Rust 
Communications and 
Jennifer Parker, editor & 

publisher, CrossRoadNews. “It was 
an awesome experience sitting at the 
same table with some our industry’s  
sharpest publishers  and partners 
as we wrestle with the enormous 
technological advances that are 

reshaping our industry,” 
said Parker of her service 
to LMA. “While it is not 
always clear what that 
new future will ultimately 
look like, the industry 
should be comforted by 
the knowledge that the 
Local Media Association 
is on the case seeking 
innovative and money-

making solutions that will help 
transform the newspaper industry into 
the next century. LMA cares about our 
industry, and its leaders are not sitting 
still.”

Kevin  
Kampan, 
Publisher, 
Winston Salem-
Journal

“I have been 
an admirer and 

supporter of LMA for a long time. It 
is a privilege to be able to serve on 
its Board of Directors. I hope to be 
able to bring some of what I have 
learned in my more then 30 years 
of living and working community 
newspapers to the group. I also am 
very excited to be able to learn and 
grow as I serve the organization.”

Ben Shaw, 
Chief Digital 
Officer, 
Shaw Media

“LMA has always 
been an inspiring 
and innovative 

group. I look forward to fueling 
these pursuits and serving our 
membership in this capacity!”

Peter Newton, 
President, 
GateHouse 
Ventures, Propel 
Marketing

“I’ve been 
extremely impressed 

with LMA events that I’ve attended, 
some of which I’ve participated in.  
I’ve found (LMA President) Nancy 
Lane, (LMA Vice President) Al Cupo 
and the team to be wonderful to 
work with, and importantly, very 
strategically oriented.  LMA brings 
excellent value to its members 
and looks far beyond the next six 
months or one year horizon.  I 
hope to build upon this legacy and 
to contribute with my somewhat 
‘outsider’ perspective.”

New Board Members

JOn RusT

JEnnIfER PARkER
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Google	Glass	and	journalism
by ivAn lAjArA, life editOr,                
dAily freeMAn 
eAst reGiOn enGAGeMent editOr, 
diGitAl first MediA

Editor’s note: Enhance your 
appreciation of this story by viewing the 
numerous links that Ivan Lajara was 
good enough to include. Access the digital 
version at localmedia.org/news

	Google Glass — the high-tech 
wearable augmented reality device— has 
the potential to reshape journalism for 
both consumers and producers.

 I should know. I’m a journalist.
So when Google opened its Glass 

“Explorer” program, in which a group of 
people would be selected to get a pair, 
I applied on Twitter using the hashtag 
“#ifIHadGlass,” sending a pitch about 
why I should be chosen to be one of the 
8,000 experimental participants.

I vowed to “make journalism evolve at 
the pace that it needs to.”

And even though my idea was sincere, 
I didn’t think I would be selected.

 I was selected.
 So I obtained a pair. And it was time 

to deliver.
I have now spent two and a half 

months with the device, both as a 
consumer and producer. And although 
it is still in very much in the early stages, 

I have come to the conclusion that it can 
disrupt the news industry once again.

I know, just what you wanted to hear.
In the short time with the device, 

I’ve used it during a live forum with a 
congressman; I’ve covered festival and 
fairs; I’ve even teamed with an area film 
festival to improve our live coverage; 
I’ve taken and posted photos and videos 
about the community 
that have received many 
thousands of views.

I’ve been doing 
explainers and have 
been developing Glass 
techniques, tips, tricks for 
journalists, and thinking 
about news apps from a 
user’s point of view. There 
are as things you can do 
with Glass as there are 
story ideas.

What	it	means	for	journalism
Currently, Google Glass can help 

improve journalism by enhancing 
live coverage, communication and 
engagement. It’s much easier to take 
photos and videos with Glass. It’s the 
equivalent of having a phone ready to 
take a picture or video right in front of 
you at all times.  You can easily cover 
fires, protests, floods, conferences, fairs, 
you name it. The coverage benefits 

from having eyes on the ground, and 
allowing your audience to be part of that 
experience.

Another way Glass can help 
journalists is by improving 
communications and engagement. You 
could be at an event while having a video 
conference in which your intended 
audience could see what you are 

covering. This could be to 
help reporters, or for the 
reporter at the scene to 
give the newsroom a live 
sense of the scene. You 
can also make calls and 
send and get emails.  

I do have a longer list 
of things you can’t yet 
do with Google Glass, 
though I’m pretty sure 
they will be developed. 

I’m my ideal scenario, you could host a 
public live video stream of an event via 
Glass via Hangouts on Air (there’s a way 
around it, but it ends up being easier to 
use a phone instead), where you could 
theoretically video conference with 
newsmakers or at news event and share 
that while having live participants. 

As far as apps go, the current news 
apps act like small updates, and I would 
like to see media organizations develop 
apps that provide news and information 
that matter to one’s daily life: What’s 

the price of that house I’m looking at 
right now and what are the crime stats 
in that very area? How expensive is that 
restaurant and what’s the story behind 
its building? What’s that song I’m 
hearing and is the band playing nearby? 

The potential to improve journalism 
(and yes, money guys, to monetize 
this) is there. Sure, Glass is just a tool, 
but it’s a tool that changes the way we 
experience news. The question is will the 
news industry be blind to Glass?

Connect your customers  
with their audiences. 

• No contract

• Wholesale rates

• Customized proposal 
development

• Monthly webinars/
trainings

• White labeled 
solutions

SYNC2media.com   
303.571.5117, ext. 19

Ivan Lajara wearing Google Glass
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Hard-working and full of energy, Dan 
Calhoun has taken the prize as LMA’s 
Advertising Director of the Year for 2013 
and received his award at last month’s 
Fall Conference in St. Louis.

His publisher, Mark Segal, says 
that Calhoun took the Philadelphia 
Gay News by storm when he joined 
the company three years ago and has 
plied a combination of leadership, 
coaching, communication, creative, 
and networking skills to enable the 
company to expand their reach among 
local businesses, meld a group of sales 
people into a true team, boost their 
civic & events involvement and achieve 
significant revenue increases in the 
process.

Among other accomplishments, 
Calhoun created and champions the 
‘Best of Gay Philly’ special edition. “This 
issue is not only the third largest of the 
year, a corresponding reception has 
become the ‘must go to event’ every fall,” 
says Segal, who in true to publisher form, 
is quick to point out the sponsorship 
revenue is also noteworthy. 

Calhoun definitely relishes his role as 
a pioneer in the new media landscape. 
Drawing on a core philosophy that if 
something isn’t changing or growing it 
is dying, Calhoun views print media as 
changing and very 
much alive. “You can 
view the Internet as 
the demise of print 
journalism, or as an 
opportunity.  How 
will we look in ten 
years?  Who is going 
to pioneer these 
changes?  I see it as an 
opportunity and that 
is how I know I am in the right field,” says 
LMA’s Ad Director of the Year.

Background
Multiple internships – in operations 

for concert arena Live Nation, and 
government & community relations for 
Comcast Cable – and a stint as Senior 
Director of Marketing & Membership 
for the YMCA of Philadelphia ultimately 
led Calhoun into the publishing 
business. During his time at the Y, 
Calhoun decided to pursue his MBA 
and took a job with a trade magazine for 
geriatricians. 

“Shortly after graduating, I received 
a call from a former employee of mine 
at the YMCA.  She told me her boss was 
leaving and that I should apply and be 

her boss again! When I interviewed with 
the Philadelphia Gay News publisher 
Mark Segal, everything flowed very 
naturally.  He offered me the opportunity 
to be creative in my role, which is a 
necessity for me!” 

Style
Calhoun advocates a team approach 

to his management style and it is clearly 
working. 

Publisher Segal reports that the ad 
department has registered revenue 
gains of over 8% this year and Calhoun’s 
leadership and inclusion approach has 
led to increased retention of ad sales 

staff and a solid 
foundation for a 
strong team that 
works together 
to reach goals 
while continuing 
to increase 
their individual 
performance. The 
retention of sales 
staff has increased 

significantly over the past year, to over 
80%, and regular training and motivation 
of his staff has led to the revenue 
increases.

“I do a lot of coaching.  By giving my 
employees the opportunity share their 
ideas, especially with special advertising 
issues, they take ownership of the 
project/idea and want it to succeed.  
Their co-workers want their teammate 
to succeed.  And, by encouraging and 
assisting my team, they want me to 
succeed,” explained Calhoun.

Calhoun credits Publisher Mark Segal 
for giving him a wide berth to be creative 
and try new things and doesn’t expect 
every idea to work.  “As long as we’re 
bringing in the advertisers we have a free 
range of ideas to explore,” says Calhoun.

  

I do a lot of coaching.  
By giving my employees 

the opportunity share their ideas, 
especially with special advertising 
issues, they take ownership of the 
project/idea and want it 
to succeed.  

YOUR NEW DIGITAL AGENCY HAS

THIS IS YOUR TEAM. GO.

45 DAYS TO GENERATE REVENUE.

CONTENT, SOCIAL & SEARCH
    @dreamlocal    dreamlocal
dreamlocal.com (207) 593-7665

Calhoun	Crowned	with	Top	Ad	Honors

• I have an amazing staff.  I treat them 
with the respect they deserve.  I never 
yell at them, okay maybe once!  All of 
our increased sales are due to our sales 
reps.

• We’ve changed the conversation with 
advertisers from an “asking for the 
sale” approach to offering them the 
opportunity to reach our audience.  

• We want our client’s advertisement 
to be successful more than they do.  
Because it means they will come back 
and see the value of what you offer.  
It’s easier to keep an advertiser than to 
gain a new one.

• We have not lost sight of small 
business. A small business with a small 
ad for an extended period of time gives 
you a base to start with every week.

• Be efficient.  Rather than working 
on ads for a one-off, give them an 
incentive to sign up for multiple issues.  
Gain their trust, over deliver.  Once you 
relationship is solid, they will begin to 
ask you which issues they should be in.

• Again, be efficient!  Look at your 
processes between departments.  Is 
everything really necessary or is it to be 
able to point the finger at someone for 
a mistake.  If you have a team, rather 
than a staff, everyone will take pride in 
their work.  

• Being efficient has allowed me to have 
less staff, trim the fat so to speak!  My 
sales reps are making significantly more 
money because they have mastered 
their craft and can reach out to more 
potential advertisers because they 
have their clients are in commitments/
contracts.  They’re working smarter.

• New ideas are always floating around.  
You just need to listen!  Listen to your 
staff who are the ones making the 
calls, listen to your advertisers and their 
thoughts, listen to the photographer 
and writers who are getting comments 
in the community, read the comments 
readers make.  Don’t get defensive 
when someone offers suggestions, 
even if it is the dumbest thing you have 
ever heard!  

• Not all ideas have to be yours! I have 
great relationships with “sister” 
publications across the country.  We’ll 
bounce ideas off of each other and 
talk about our successes.  Don’t 
copy it exactly; just adapt it for your 
community.

• Make your sales reps create action 
plans on how they are able to achieve 
their goals.

• That’s not to say that I don’t have 
ideas, but I can’t give away all my 
secrets!

secrets to dan calhoun’s success  

Dan Calhoun making remarks after 
accepting his award at last month’s fall 
conference.
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All training concludes with the Google-administered Advertising 
Fundamentals exam and one advanced-level exam. Participants must pass 
both to become certified. 
Sales	&	Marketing	Kits	

For those already selling search, another initiative offered by LMA is SEM 
sales & marketing kit that can be customized to your market with your company 
branding materials and color schemes. The kit includes a customer facing sales 
deck that is designed as a stand-along search presentation or a supplement to 
your integrated solution campaign. It also includes six stand-alone pieces which 
may be used as sales collateral, house-ads or direct mail pieces.

Each kit can be customized within 5-7 business days.
To	learn	more	about	all	of	these	offerings,	reach	Amie	Stein	at	amie.stein@

localmedia.org,	901-361-3641,	or	go	to	www.localmedia.org/Resources

Local search is a $6 billion business 
and local media companies are 
increasingly tapping this revenue thanks 
in large part to the Google AdWords 
training program now offered by LMA. 
One recent graduate developed four 
new accounts, within just two weeks of 
certification, worth $3500 in brand new 
monthly revenue.

The AdWords training is intense, 
but effective, and successful graduates 
will be proficient in selling SEM to local 
businesses. LMA’s Amie Stein is “able to 
take a great deal of complex information 
and organize, share, and teach a group 
of media professionals in two short days 
what would take a person weeks to learn 
on their own,’ says one recent graduate 
of the training. Stein, LMA’s training & 
development director, is a Google expert 
and has delivered her high impact, no-
nonsense Google AdWords training 
to hundreds of reps since joining the 
organization recently. Early reviews are 
excellent. 

“We were very impressed by the 
training and in depth knowledge 
that was provided by Amie,” says 
James Bissell, manager of product 
development, Pittsburgh Post-Gazette. 

“Our digital managers went through the 
two day seminar, developed a better 
understanding of Google AdWords, 
and found some great new ideas to 
implement in our sales efforts.  We know 
have Google certified managers and have 
generated four new sales in the last two 
weeks which are worth about $3500 in 
monthly revenue.”

Another student, Maureen Cramer 
of the Kenosha News, said “The course 
took the mystery out of Google AdWords. 
It was still challenging but I left the class 
feeling prepared to take the certification 
exams. Amie did a great job organizing all 
the material into manageable modules. 
She was super knowledgeable and able to 
answer questions from the class.”

888-397-9494  /  marketing@legacy.com

Redefine Your Online 
Obituary Strategy 

Introducing... 
The Next Generation of Obituaries

Elevate your brand and drive your obituary 
strategy with our new innovative, digital 
experience.  Designed with funeral homes 
and consumers in mind, this new product adds 
value and provides solutions to your online 
goals, including a dynamic business model to 
best position you for the future. 

Visit www.legacy.com/LMT to learn more. 

Search	no	more:	
Google	 AdWords	 Training	 Grows	 Revenue

Recent trainees undergoing the mock 
exam in preparation for the Google-
administered certification exams.

several Options  
lMA members can access the Amie stein Google Adwords 
certification training program in several different  ways:

1. Media companies can bring Stein to their site for two full days to conduct 
in person training

2. Reps attend locally convened two-day training sessions offered by 
LMA in partnership with state press associations or industry events. 
Upcoming opportunities are: 
• Minneapolis (Burnsville), MN, October 23-24 
• Madison, WI, October 29-30 
• Chicago, IL, November 4-5 (immediately prior to the Digital Agency 
• Summit held at same    location. See cover story for more about the  
   Summit.) 
• Columbia, MO, November 14-15

3. Participate in the online training module, via live webinars, that are 
offered as a set of seven one-hour sessions most calendar months. 
Get on the list for next set of webinars by contacting Stein at 
amie.stein@localmedia.org. 

4. 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.

“Amie was able to take a great deal of complex 
information and organize, share, and teach a 
group of media professionals in two short days 
what would take a person weeks to learn on their 
own. her approach was organized, efficient, and 
expert in providing the attendees the knowledge 
they needed not only to master Google Adwords 
but the Google certification exams as well. for the 
time-starved executive or media sales person, i 
cannot imagine a more productive way to increase 

their knowledge base and prepare for Google Adwords certification 
than in the training Amie offers through the lMA program.”

-Nicole McQuestion, 
Business Development Strategist: media partners, 

Dream Local Digital

nICOLE MCquESTIOn
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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
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ABARTA
HAS SOLD

We are pleased to have represented ABARTA in this transaction.

THE PRESS OF 
ATLANTIC CITY (NJ)
67,000 daily circulation
77,000 Sunday circulation

TO

BH MEDIA GROUP
a subsidiary of Berkshire Hathaway

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

Gilmore	Named	EVP	East	for	Digital	First	Media
Guy Gilmore 

has been named 
Executive Vice 
President East 
for Digital First 
Media. Gilmore, 
who has served 
as Publisher 
of the Pioneer 
Press in St. Paul, 
Minn. since 
2005 will continue in that role, and will 
immediately oversee Digital First Media 
operations for all Digital First Media 
properties in Minnesota, Michigan, 
Ohio, Pennsylvania, New York, New 
Jersey, Connecticut, Massachusetts and 
Vermont.

“Guy’s leadership on key initiatives 
for Digital First Media, as well as his 
record of success while leading the 
Pioneer Press and TwinCities.com, 
makes him the right choice for this 
position,” said John Paton, Chief 
Executive Officer of Digital First Media.

“I look forward to working with the 
leadership team of the eastern region 
markets on digitally focused growth 
opportunities and to meet the challenge 
of realigning legacy operations to 
support the Company’s future,” said 
Mr. Gilmore. “These markets are on the 
verge of crossing over – reaching the 

point at which digital revenue growth 
exceeds print decline – and I will do my 
utmost to help drive the initiatives that 
will result in cross over.”

Greg Mazanec has been named 
Associate Publisher for the Pioneer Press 
and TwinCities.
com and will 
also report 
to Gilmore. 
Mazanec 
most recently 
served as Vice 
President, Multi-
Media Sales 
for the Pioneer 
Press and 
TwinCities.com.

Miller	becomes	publisher	
in	Helena	and	Butte,	MT	

Tyler Miller, publisher of the Daily 
Record in 
Ellensburg, 
Washington, 
has joined Lee 
Enterprises as 
publisher of The 
Independent 
Record in 
Helena, 
Montana, and 
The Montana 

Standard in Butte. 
“Tyler brings a strong record of 

achievement in all areas of print and 
digital publishing,” said Nathan Bekke, 
Lee Enterprises group publisher. “He 
has developed innovative sales and 
marketing teams, fostered award-
winning news coverage, created 
partnerships with local businesses and 
devoted impressive personal time to 
community service.” 

Miller, 34, joined the Daily Record 
in 2008 and was promoted to publisher 
in 2010. He previously managed retail, 
classified and digital advertising for 
Colorado Community Newspapers, 
covering 13 communities in the Denver 
region. His career also includes serving 
as a sales and marketing executive for the 
Idaho Statesman in Boise, and as retail 
and online sales manager for The Daily 
Universe student newspaper at Brigham 
Young University in Provo, Utah

Parra	named	to	lead	
in	Muskogee	

Jeff Parra has 
been named 
publisher of 
the Muskogee 
Phoenix. Parra is 
a 14-year veteran 
of the newspaper 
industry who 
most recently 
served as 
regional 

operations director for American 
Consolidated Media and publisher of the 
Waxahachie, Texas, Daily Light.

“Jeff is a great match for the 
Muskogee Phoenix and its dedicated, 
hard-working team,” said Steve 
McPhaul, executive vice president 
and COO of Community Newspaper 
Holdings Inc. “His leadership will be a 
great asset to the newspaper and the 
community.”

A native of Kansas City, Kan., Parra 
began his newspaper career at The 
Joplin, Mo., Globe under Ottaway 
Newspapers in 1994. Parra has served 
as associate publisher at the Suburban 
Journals of Greater St. Louis LLC; the 
Commercial Appeal in Memphis, Tenn.; 
and the Macomb Daily in Mt. Clemons, 
Mich.

“I’m very excited to join a highly 
respected company,” Parra said. “I look 
forward to working with a great 
team and getting involved in the 
Muskogee community.”

Deegan	named	
manager	of	CNHI’s	
Monster	products	

Roxanne Deegan has been 
named CNHI’s Monster products 
manager, a newly created 
position. Deegan most recently 
was classified advertising 
manager of the Mankato, Minn., 

Free Press.
In her new 

role, Deegan will 
coach classified 
advertising 
teams to 
capitalize on 
the partnership 
between CNHI 
and Monster 
through lead 

generation and by upselling enhanced 
products.

“I am enthusiastic about this new 
role, and I will be excited to watch 
Roxanne develop it to its full potential,” 
said Jeff Jones, CNHI’s vice president of 
classified revenue. “She understands the 
Monster product, she’s a sales driver, 
and she’s a dynamic leader. I know she’ll 
do great work for our classified business 
and with our sales teams.”

A native of Mankato, Deegan began 
her newspaper career at the Mankato 
Free Press in 2004 as an inside sales 
representative. In 2008, she was named 
the classified advertising manager. Free 
Press Publisher Jim Santori said Deegan 
will build on a strong sales record. “This 
is a great opportunity for Roxanne,” said 
Santori. “She has been the company’s 
leader in employment product services 
and now has the opportunity to help 
others learn from her success.”

Happy	Birthday	to	
The	Watauga	Democrat

The Watauga Democrat (NC) 
celebrated its 125th year of publication 
with a celebration at its Boone office. 
Staff, community members and the 
leadership of Jones Media, the Watauga 
Democrat’s parent company, gathered at 
the newspaper headquarters to mark the 
occasion and anticipate decades more to 
come.

“A business doesn’t stay in business 
for 125 years unless it builds a bond of 
trust in the community,” said president 
and CEO Gregg Jones. “We thank you for 
that.”

Jones said that the news 
organization’s leadership believes 
fighting for the progress of Boone and 
Watauga County is the most essential 
thing it does.

“We’ve been around a long time, 
and we intend to be around a whole lot 
longer,” Jones said.

GuY GILMORE

GREG MAzAnEC

TYLER MILLER

JEFF PARRA

ROxAnnE DEEGAn
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In just two years, Jason Holmes has 
made a believer out of his publisher 
Dan Easton. “I’m blown away by his 
achievements,” says Easton of Holmes’ 
accomplishments in their digital 
business. Holmes runs the boutique 
digital agency Advocate Digital Media 
and has been chosen as the 2013 LMA 
Digital Manager of the Year.

A sister company to the Victoria 
Advocate and Texas Community 
Media, ADM focuses on digital 
advertising across their own brands and 
targeted digital display, pre-roll video 
solutions, mobile and other targeted 
solutions. They also offer social media 
management, promotion and creative 
services to local, regional and a handful 
of statewide businesses.  

From a background in creative 
services on the vendor side of the 
industry, Holmes 
wound his way 
through technical 
support and then into 
local newspapers, 
primarily in 
advertising 
production. A 
meeting with Gordon 
Borrell in 2000, at 
America East, led to 
the development of 
a business plan and 
structure for Vindy.
com – the website 
for the Vindicator 
(OH). It was a successful enterprise and 
Holmes and his colleagues were able 
to build a nice digital business over the 
next few years centered on Vindy.com, 
their marketplace solution and a local 
entertainment site, Valley24.com. 

Holmes joined the Victoria Advocate 
in May of 2011 and at the time, the 
company was already considered to 
be a relatively progressive company in 
terms of its digital presence, especially 
given their market is a rural south Texas 
community of about 180,000 across 7 
counties. “While we had made great 
strides in terms of the development 
of our digital platform and content, 
we were still not fully capitalizing on 
our digital audience from a revenue 
perspective,” says Publisher Easton. 
“During the interview process, Jason 
commented on how much opportunity 
he saw in our small south Texas 
community. While I certainly have felt 
the same way, I was skeptical given our 
track record. Two years later, I’m blown 
away by his achievements.”

As of the 
first quarter of 
2013, digital 
revenue has 
grown to 
17% of total 
revenue 
compared 
to just 8% 
in 2011 and 
this is from 
truly digital 
products, as 
opposed to 
allocations and 
bundling that 
depends on 
traditional print advertising for the sale. 
The first quarter of 2013 concluded with 
digital comprising 22% of the company’s 
overall profit margin – a remarkable 
achievement for any newspaper 
company.

The	Approach
Asked about how he is achieving such 

noteworthy results, Holmes is quick with 
his answer. “Flat out commitment from 

the top,” he says. He 
added that there is 
a “real belief in the 
innovators dilemma 
theory that motivates 
a publisher/ 
ownership group 
to make difficult 
decisions, such as 
creating a digital 
business that isn’t 
handicapped by the 
traditional, successful 
businesses interests.” 
A willingness to 
risk future success 

of the core business by introducing 
competitive, possibly more efficient 
products and services has been 
instrumental to their success says 
Holmes. 

Hired to drive digital revenue, 
Holmes’ role expanded to oversee 
all digital operations. In 2012, he 
was promoted to General Manager 
of Advocate Digital Media where he 
works with a seven-person team (three 
in sales, four in production). 

Reaching	Out
Another of Holmes’ initiatives 

was to host a local digital marketing 
conference in the community, inviting 
local businesses and marketers to learn 
about digital marketing. 

Holmes recruited Gordon Borrell 
as the keynote speaker and elevated 
the Advocate Digital Media brand as 
the digital marketing experts in the 
community in addition to conveying 
excellent information to local 
businesses. 

Digital	Kudos	to	Jason	Holmes
Advocate Digital Media G.M. takes top honors

Jason continues to 
bring fresh, innovative 

ideas that drive revenue for the 
Advocate and is valuable member 
of our organization. Given his 
incredible accomplishments over 
the past two years, I can only 
imagine he’ll continue to 
do in the future. 

– Dan Easton, Publisher

A Current Example of Jason Holmes Work
 Torin Bales is a high end jeweler in Victoria, Texas. Although he works 
with an agency for some of his buys he turned to ADM when he was ready to 
get serious about digital. 
 His existing website was dated, no mobile site and poor SEO. The ADM 
team built a new, incredibly flexible responsive design site that is head and 
shoulders above any independent jeweler site. Torin’s comment to Holmes 
was that he’d shown it to some of his friends in the industry and they have 
been blown away. “You’re going to get some calls.” 
 To market the site ADM put together a pre-roll video that will be 
running on local and national websites geo-targeted to the Victoria market 
and other markets the jeweler is targeting. ADM also launched his digital 
display campaign which includes site and search retargeting, behavioral 
targeting and a custom SEM campaign all managed in-house. 
 According to Holmes: The key to being a successful digital marketing 
company is defining the customers goals, their idea of what success looks 
like and then executing the plan. It’s not about “checking off the digital 
marketing box” and then moving on. You have to be the solution – even 
if you’re working with vendors to fulfill campaigns you’d better make sure 
your team understands what they’re offering and not just selling to make a 
number or pitching a product that a customer doesn’t need. You’re setting 
yourself up to lose out to a digital boutique agency (like ADM) in the future 
and ruining your relationship with local business owners. 
 Holmes says they could have easily sold Torin a digital marketing 
package that would have limited success and drive traffic to his existing, very 
dated site. However, his site and overall web presence wasn’t adequate and 
had little chance of converting customers and getting them into his store. The 
need was really to fix that and then build the campaign that would show off 
the investment he’s made in his new site and drive people to his site and then 
into his incredibly beautiful store. 
 View their work at www.torinbales.com

Jason Holmes with his 
award, presented at last 
month’s fall conference.



14  |  LOCAL MEDIA TODAY  |  October 2013

Digital	 and	 Print	 Innovation	 Among	
Hot	Topics	at	LMA	Fall	Conference
by nAncy lAne, President,                 
lOcAl MediA AssOciAtiOn

Nearly 270 local media executives 
gathered in St Louis for the annual 
Local Media Association Fall 
Conference. This exceeded the 
impressive numbers from last year’s 
well-attended event in Atlanta by 
about 5%. 

The program featured a wide 
variety of topics and included 
keynotes from Clark Gilbert, CEO, 
Deseret Digital and Deseret News 
and Chris Hendricks, VP-Digital, The 
McClatchy Company. The program 
was balanced with a healthy mix of 
topics relating to digital and core. 
There were sessions that addressed 
emerging trends such as native 
advertising, digital agencies and 
culture changes. And others that 
focused on print such as events, niche 
publications and cause marketing. 
The program also featured two 
broadcasters and Monster.com. 
Finally, digital topics such as deals, 
paywalls and search were also covered 

in depth. 
One of the highlights of the entire 

conference was a workshop with 
four local St Louis business owners 
and executives. For over two hours, 

attendees worked in small groups 
to solve the problems of each SMB 
after learning about their marketing 
challenges. The session was 
moderated by conference chair Matt 
Coen, president of Second Street, and 
received high marks from attendees. 

“It was probably the best 
conference in my 16 years of being 
involved with the organization,” said 
Nancy Lane, president of Local Media 
Association, “The sessions, social 
events, networking and trade show all 
added up to an amazing experience. 
The feedback has been incredible 
since we returned.”

Second Street’s Matt Coen, chair of 
the conference planning committee, 
said “It was great to have LMA in St. 
Louis.  The sessions were fantastic 
and I think everyone left ready to head 
home with actionable strategies to 
go grow their revenue heading into 
2014.”

The trade show featured a record 
number of exhibitors. In total 35 
participated this year. Attendees 

valued the opportunity to meet with 
the R&D partners during the week. 
The exhibit hall never seemed empty 
as demos were going on all day long. 
Newspaper executives were impressed 
with the new tools and technology 
that were being showcased. A live 
demo from PaperG was trending at 
the conference (designing a web ad 
in three minutes or less while on a 
sales call). And attendees sitting at 
tables with Vendasta and Local Market 
Launch were treated to instantaneous 
social and search trends on the 
businesses represented by the SMB 
panel. 

A big highlight was the Wednesday 
party at the City Museum hosted 
by Second Street. Matt Coen and 
his team put on a first-class event 
and LMA members enjoyed the fun 
venue and the opportunity to further 
network. 

“Great conference!” said Emily 
Walsh, chief digital office for The 
Observer Group. “I think it was the 
best one yet. Some of our takeaways 
were Google Consumer Surveys, 
Hiring Strategies, Clark Gilbert’s “Be 
the Best in the World”, Audience 
Extension, Deals and Native 
Advertising.”

Don’t	Miss
Up next is the Local Media Digital 

Agency Summit being held in Chicago 
on November 6-7. BIA/Kelsey is 
sponsoring this event and the program 
is top-notch. It is the only event of its 
kind dedicated to this emerging space. 
See the cover story for more on this 
gathering. Registrations are already 
strong. For more information visit 
www.localmedia.org/Conferences.

Get the details at:
PulseResearch.com/One
Contact:  John Marling  (503) 784-5772  marling@paper.net

“NO TIME” SALES SOLUTION
  New One Page AdSeller Presentation

Create a one page presentation in seconds - 
that businesses will make time to view. 

A must attend session covered ‘The Hottest Revenue opportunities for Digital 
Agencies’. Panelists were, from left, Ryan Christiansen, Director of Digital Sales, The 
Denver Post,  emily Walsh, Chief Digital officer, The observer Group and do media, and 
Chris edwards, vice President of Sales and Customer Care, Source media/Cedar Rapids 
Gazette, Fusion Farm.

matt Coen and his team at Second Street 
threw a heck of a party for conference 
attendees at The City museum.  All 
enjoyed the evening including the LmA 
staff shown here.  From left, Amie Stein, 
Al Cupo, Deanna Lewis, Nancy Lane, Peter 
Conti & Lindsey Leisher estes. 

Second Street President matt Coen chaired 
the Fall Conference planning committee. 

for top takeaways, read 
nancy lane’s column on 
page 4 and be sure to 
check the lMA web site for 
copies of the presentations. 
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As I mentioned in my previous 
column, this month I would take a closer 
look at how to deal with individual sales 
objections. The 
most common 
objection is, 
and no great 
revelation here, 
price. 

Most of the 
time price is 
really just a 
normal concern, 
not an objection 
to overcome. 
If it really is 
an objection than perhaps, you did not 
do the proper needs analysis. What you 
really want to do is help the client resolve 
their price concern. You want to facilitate 
the discussion around price concern. 
Example: “You are charging me $1,400 for 
this proposal but your competitor said 
they can do one for $1,000.”

When the objection from a client is 
over cost, you need to 
help them in justifying 
the cost. One good 
way to do this is to 
break down the costs 
into smaller chunks to 
show the value of each 
service or product in 
the proposal. You’ll 
want to focus on the unique values of 
each item in the proposal, pointing 
them out as items the client may not get 
from the competition. The client may 
just want to be sure that they are not 
overpaying for the campaign you have 
proposed. Identifying the unique value 
is what they need. They want to be able 
to justify the expenditure. So, isolate the 
client’s concern and reinforce the value 
proposition by highlighting the benefits 
while continuing to identify the features 
that may also be of value.

Often an advertiser raises the price 
concern because it is very hard to view 
it as a tangible product or service. There 
is an old saying attributed to John 
Wanamaker of the famous department 
store by the same name. He said, “Half of 
my advertising works. I just don’t know 
which half.” When you buy a loaf of bread, 
you understand the value of the product, 
when you buy a magazine you know what 
you are getting, when you buy a car, the 
value is inherent. However, advertising is 
what I term squishy. You can control the 
impact and you can measure it, but there 
are so many layers and expectations that 
it is hard to get a grip on its substance. It is 
usually the sum of different products and 
services working in concert to achieve the 
desired result. That is why the discussion 
of price requires the ability to peel back all 
the layers and demonstrate the value of 
each layer.

If you have been able to verbalize 

the value and still have a price issue, it 
could be that the client lacks confidence 
in the outcome. Be sure you addressed 
the projections for outcomes at each 
phase of the marketing plan. Go back 
over them with your prospect. You can 
instill confidence by pointing to an ROI. 
Also, this is a good time to have some 
case studies ready. You’ll want to relate 
the projected outcome. Also, don’t forget 
to have references and testimonials 
available. They come in handy to bolster 
the client’s confidence. 

If you have not been able to make 
the case for the value proposition and 
the return on investment, you should 

suggest that you are being sensitive to 
the budget, that you could speak to your 
sales manager about terms or accepting 
smaller payments over time to lessen 
the burden. Then ask an open-ended 
question such as “What terms would 
work for you?” Another response you can 
use is to negotiate with the client, but 
avoid haggling. Haggling would be just 

lowering your overall 
price. Instead, look for 
items or services that 
can be omitted, thus 
reducing what you are 
delivering, and bring the 
cost down. By stripping 
out some elements of the 
proposal, you can bring 

the cost to within their budget.
If the objection focuses on a 

competitor’s price then you will need to 
step back and explain that you are not 
selling a commodity, there are no true 
“apples to apples” comparison. Your 
program or proposal should be a package 
deal of products and services for the 
client and you should not fill it with CPM 
or banner-pricing breakdowns as this 
will only invite comparisons and often 
make for a confusing proposal. Help 
your prospect understand that you are a 
specialist in advertising. Your package is 
tailored for their needs. 

Finally, very often a price objection 
is really a different objection in disguise. 
When faced with an objection, you want 
to be able to identify the objection and 
qualify it as the only true objection. 
Ask the prospect if it is the only reason 
holding them back from purchasing. 
You want to identify all the potential 
objections and deal with them in a 
manner that resolves each issue. One way 
is to use the phrase, “Tell me more about 
your concern.” This will usually start 
the conversation and you’ll need to ask, 
“What else is of concern?” thus ensuring 
that you’re uncovering all the objections.

Of course, there are many more 
objections, but price is the most common. 
Guiding your client through their price 
concerns can turn an objection into a 
positive and that makes for a win-win 
situation for you and the client.

PETER CONTI
Sales & Marketing Director,
LMA

Is Your Pricing a Common 
Sales Objection?

Identifying the 
unique value is what 

they need. They want to be 
able to justify the 
expenditure. 

American 
Consolidated 
Media 
Announces 
New CEO

Scott A. Wright has been 
named Chief Executive 
Officer of American 
Consolidated Media (ACM), 
and took the reins late last 
month. He joined ACM in July 
2011, most recently serving as 
Chief Operating Officer. 

Prior to joining ACM, 
Wright served as President 
and Chief Operating Officer of Journal Register Company (JRC). He has 
worked in the newspaper industry for 28 years in capacities ranging from 
account executive to publisher. His tenures include time with Scripps 
Howard, Ottaway Newspapers, Pulitzer, 21st Century Newspapers and Journal 
Register Company. 

ACM publishes over 100 local publications which serve 18 geographic 
regions across Texas, Oklahoma, Kansas, Minnesota, Wisconsin, Ohio, 
Maryland, Delaware and Michigan. The publications consist of daily and 
weekly newspapers, shoppers/specialty publications, associated websites and 
mobile applications.
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Metro e-Connect
The new multimedia ad program that is changing the way we connect.

With Metro e-Connect, you have what you need to take the lead with multimedia
advertising. This integrated, flexible, cost-effective, multiplatform program is also easy
to launch and easy to manage. Providing your ad team with the resources it needs to
deliver real solutions for your advertisers’ evolving needs, while expanding audience

engagement, Metro e-Connect translates into a win-win for all.

Find out more now! Go online to metrocreativeconnection.com/e-connect,
call 800-223-1600, email service@metro-email.com or scan the QR code to 
see how you can immediately implement and benefit from Metro e-Connect.

your advertisers and audience!

W W

LMAWOW2013

Key Executives 
2014 Mega-Conference 

february 24 – 26, The Mirage, Las Vegas

SAvE 
T h e  
DATE

The fourth annual Mega-Conference, 
presented jointly by Local Media Association, 
SNPA and Inland Press Association, has been 
set for February. Plan for this stellar event 
in your 2014 budget. 

Details on the agenda, registration and 
exhibitor opportunities will be announced 
shortly.

Digital	Video	Advertising:	
Fast	Forward	to	New	Revenue

New LMIA Report Released

Author Randy Bennett, who wrote 
last month’s Local Media Innovation 
Alliance’s report on Native Advertising, 
has hit another home run with the current 
report on Digital Video Advertising and 
the implications for modern monetization 
approaches. Video consumption is 
growing practically exponentially with 
users spending an average of 24 minutes 
per day in 2012 viewing videos online, up 
41% from the prior year. 

This report not only shines the 
light on important trends in video 
consumption but digs deep into 
opportunities for local media companies 
to maximize their video advertising 
potential. The report looks at projections 
over the next few years and explores 
several case studies. 

Available for purchase at $259. 
Alternatively, annual subscription to the 
LMIA research club provides monthly 

reports and other benefits at significant 
discounts compared to the single 
copy price. Subscription and ordering 
information at www.localmedia.org/
Foundation. 

About the Local Media Innovation Alliance
Subscription in LMIA is open to all local media companies. It is a research 

club that delivers monthly reports such as this one with related webinars that 
feature the profiled companies. The topics focus on emerging business models, 
new revenue streams and exciting trends. The reports are presented in case 
study formats. LMIA subscribers also participate in other members-only benefits 
such as a LinkedIn user’s group that fosters discussion about each report.
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1. LMA President nancy Lane joyfully 
welcomes the crowd to the opening 
session of the 2013 LMA Fall 
Conference.

2. Mike Vinci, 22nd Century Media, is 
flanked by media buyers Dave Gusse, 
ACG, and Cathy Petritz, Alliance Media.

3. Deseret Digital Media’s Clark Gilbert 
riveted the crowd with his keynote on 
‘Rebuild Your Core While You Reinvent 
Your Business.”

4. Lifetime Achievement Award winner 
Betsy Wilson with Steve Parker, new 

Jersey Hills Media Group.
5. Many thanks Brainworks, the platinum 

sponsor of the Fall Conference. Shown 
here are Business Development 
Manager Frank Collingswoth, left, & 
Director of Sales Rick Sanders. “Another 
great conference.” said Sanders 
afterwards. “The LMA team goes out 
of its way to make attendees – and 
especially vendors – feel appreciated 
and to provide them with whatever 
they need to have a successful 
conference.”

6. Small newspaper Group’s Lisa Gerding 
and Jennifer Grimm of novus Print 
Media in the exhibit hall.

7. Colorado was well represented at the 
LMA Conference as evidenced by this 
group of nine.

8. The World Company’s Susan Cantrell, 
left, and Colleen Brady with This Week 
Community newspaper’s Roy Biondi 
at the silent auction. Close to $9,000 
was raised to benefit the Local Media 
Foundation, thanks to many generous 
donations and pledges!

Photo Captions

P h O T O  
GALLERy

View all of the pics from the conference on LMA’s Facebook page!

CONFERENCEfall Local Media  
Association  

R&D Members

Contact Al Cupo  
 al.cupo@localmedia.org  

for R&D Membership 
 information

 
 

Become a R&D  
Member today to  

receive the  
following benefits:

 
• Right to vote on all Local  
Media Association issues 

• Monthly logo and contact  
listing in Local Media Today 

• Verbal acknowledgement at 
the annual business luncheon 

• Quarter page advertisement 
in the annual R&D partner issue 
of Local Media Today 

• Premium listing in the  
exhibit/sponsor brochure at 
LMA conferences and events
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Stay Connnected!
 Stay connected with Local Media Association all the time! We are 

committed to making sure our members and non-members are 
up-to-date with the latest industry news and with LMA events. 
Our social media connections provide industry insiders a way to 

connect, share ideas and to gather feedback from others.

   

/Localmediaassociation @LocalMediaAssoc Local Media Trends Group

 

The judging for Local 
Media Association’s annual 
Best of Digital Media contest 
has concluded and the 
results are in. This contest 
recognizes excellence in numerous 
categories and, given the lightning fast 
pace of the digital evolution and the 
superior use of these tools among LMA 
members, the judging was demanding 
and time-consuming. Kudos to Centro 
for their hard work in selecting the best of 
the best in this uber-competitive contest. 

Some of the categories that are 
awarded include:
• Best Community Website 
• Best Layout & Design 
• Best Use of Social Media 
• Best Local Community Initiative 
• Best Web / Print Combination 
• Best Blog Initiative 

Metroland Media Group takes 
top company honors with a total of 
14 awards. Eight awards went to 21st 
Century Media. Six awards each are 
bestowed on Lee Enterprises and Post-
Newsweek media. On their heels, This 
Week Community News takes 5 awards.

The full list of winners and judges 
comments can be found at localnews.
org/Contest. 

Congratulations to all!

BEST OF 
DIGITAL 
MEDIA

Drumroll Please!
Digital Contest
Results Unveiled

rebAte checks cOMinG sOOn
3rd Quarter audit underway now

By now, all Classified Avenue members should have 
received their 3rd quarter audit requests for tearsheets and 
affidavits. As most already know, these items need to be 
returned in order to process your rebate checks. If you missed 
the audit email, let me know ASAP and I’ll get it to you. 

Meanwhile, I turn your attention to more on the spam & 
scams front.

There has been another surge of emails coming through 
from people or ‘companies’ wanting to place employment 

ads.  The jobs are usually for administrative help, and they usually have a gmail, yahoo 
or other generic email address. Many have grammatical errors in the ad and most say 
they would like to place an ‘advert’.   Their intention is to have job seekers fill out forms 
with private information so they can steal identities etc.    Please be on the lookout for 
these ads, especially in your self-serve section.

I have to say, I have become quite expert at sniffing our fraudulent ads and welcome 
you to reach out to me any time you have questions on the legitimacy of an ad, either 
placed by Classified Avenue, or by an advertiser placing directly to you. I’m happy to help.

jOin tOdAy
Not yet a member of either Classified Avenue or our 2x2 network? These robust 

networks with hundreds of member publications and millions of circulation attract 
quality advertisers seeking to reach national and regional audiences. Most often, I sell 
the ads, give them to you for placement, and share revenue via the quarterly rebates. 
Alternatively, you sell the ads and take a giant commission for doing so. Either way, 
you get ads and revenue. And, there’s no cost to join. Reach out to me to see if we 
should be doing business together.

Deanna.lewis@localmedia.org; 207-384-5022

LOCAL PAPERS. MILLIONS OF READERS. DEEPLY DISCOUNTED RATES.
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Local papers. Millions of readers. Deeply discounted rates.
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Local papers. Millions of readers. Deeply discounted rates.

DeAnnA LeWis
Director of Sales, LMA Staff

ADvERTIS ING 
MANAGER 

HELP 
W A N T e D

Prescott newspapers, Inc. 
has an opening for an 
experienced Advertising 
Manager. The right person 
for this key position will 
manage a fast paced 
advertising department.  
key responsibilities include 
planning and leading 
a diverse sales staff.  If 
you have previous sales 
management experience 
and want to join a fun and 
progressive media company, 
as well as work and live in 
one of the most scenic areas 
of Arizona, submit your 
letter of interest and resume 
immediately to:  PnI, Attn:  
Human Resources, 8303 E 
Highway 69, Prescott Valley, 
Az 86314, or email:  
pnihr@prescottaz.com.  
Excellent benefits.  nSE EEOE
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No matter the size of your audience, an audited analysis of your media metrics is an essential 

part of communicating with advertisers. It’s time you told them your story with AAM’s Community 

Newspaper Audit. Designed for newspapers with a total average circulation of less than 25,000, 

you can experience the same transparency and accuracy you’ve come to expect from AAM––

streamlined to fi t your budget.   

LEARN HOW THE LIHUE GARDEN ISLAND IS USING AAM’S COMMUNITY 
NEWSPAPER AUDIT TO TELL A MORE TRANSPARENT STORY 

Read the Garden Island’s Community Newspaper Audit case study at auditedmedia.com/gardenisland

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

The  New  Audit  Bureau  of  Circulations

AAM-3029 LMA Print Ad.indd   1 8/15/13   11:58 AM
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