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We have audio difficulties.
We will start shortly!

“I ti R&D Bit N Id i“Innovative R&D Bites: New Ideas in 
Just 4 Minutes”

Moderated by Peter Conti 
S l d M k i DiSales and Marketing Director 

LMA

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Upcoming WebinarsUpcoming Webinars
Go to ‐ localmedia.org

F ll F b k d T itt !Follow us on Facebook and Twitter!

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Chicago g
May 15-17

No questions todayNo questions today. 
Please email the R&D partner directly.

Question

Type your questions here.

Presenter email addresses will be available at the 
end of the presentation.

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Survey

Innovative 
R&D Bites

New IdeasNew Ideas 
in Just 4 
Minutes

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Innovative 
R&D Bites

John Pukas
Saxotech

Connect with
SALLY

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Do you really know this reader?

CONNECT WITH YOUR READERR

Targeted content  is clicked 43% more 
than randomly served content

Source: Omniture

Anonymous Readers
Present offers based on the real time users interaction with your site.

Loyal Anonymous Readers
Cookie based tracking, cookies are placed on the visitors computer, these cookies share the 
actions of the reader

Source: Omniture

Authenticated Readers
Users that have shared their information with you through registration, their engagement is 
tracked through their session file, this file tells you what, when and how they consume your 
content.

Multiple Personas

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Enhancing Customer Experience

Sally’s Profile

Email

Subscriber No

Name Sally Smith

Who is Sally?
• Sally visits your web site 

on her lunch break at 
work

Email supermom@gmail.com

Name

Email

Subscriber

Email supermom@email.com

Subscriber No products

Name Sally Smith

Age 34

Location Boston, MA

Device iPad

Interest Sushi

• Reads a story about local 
schools

• Decides to comment

• She is asked to provide 
her email address in order 
to comment

Device

Name

Age

Location

Interest

Using SAXOTECH progressive 
registration you can start to build 

an understanding of Sally

• Her email address is 
checked to see if she is a 
current subscriber

Enhancing Customer Experience

Sally’s Profile

Email

Subscriber No

Name Sally Smith

Getting to know Sally?
• Sally curls up on the 

couch after work to read 
your web site from her 
iPad

Email supermom@gmail.com

Name

Email

Subscriber

Email supermom@email.com

Subscriber No products

Name Sally Smith

Age 34

Location Boston, MA

Device iPad

Interest Sushi

iPad

• She catches up on the 
day’s news

• Decides to get some 
dinner

• Searches your web site 

Device

Name

Age

Location

Interest

Device iPad

Location Boston, MA.

Interest Sushi

SAXOTECH enables you to learn 
more about your readers, allowing 
you to better serve their content 

and advertising needs

y
for local restaurants

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Enhancing Customer Experience

Sally’s Profile

Email

Subscriber No

Name Sally Smith

Connecting with Sally?
• Sally continues to read 

your great content

• Sally is invited to share

Email supermom@gmail.com

Name

Email

Subscriber

Email supermom@email.com

Subscriber No products

Name Sally Smith

SAXO TIMES

Name Sally Smith

Age 34

Location Boston, MA

Device iPad

Interest Sushi

• Sally is invited to share 
more info with you in 
order to access even 
more content

• She can do this with a 
simple login form

• Or using her existing 

Device

Name

Age

Location

Interest

Device iPad

Location Boston, MA.

Interest Sushi

Name Sally Smith

Age 32
SAXO TIMES

SAXOTECH makes it easier for 
you to connect with readers and 

move them from casual readers to 
paid subscribers

g g
social networking login

Enhancing Customer Experience

Sally’s Profile

Email

Subscriber No

Name Sally Smith

Connecting with Sally?
• We know Sally is not a 

subscriber but regularly 
reads your content

Email supermom@gmail.com

Name

Email

Subscriber

Email supermom@email.com

Subscriber No products

Name Sally SmithName Sally Smith

Age 34

Location Boston, MA

Device iPad

Interest Sushi

• We also know she likes to 
read from her iPad

• We offer her an iPad 
edition subscription offer

• Maybe even an incentive 
of free lunch with an 

Device

Name

Age

Location

Interest

Device iPad

Location Boston, MA.

Interest Sushi

Name Sally Smith

Age 32

SAXOTECH provides the tools to 
create seamless marketing 

opportunities

advertising partner

• And of course targeted 
advertising that is of 
interest to Sally

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Jerry

Presentation Based on Audience Behavior

SallyReport
Target
DeliverDeliver
Optimize

The Value of SAXOTECH Connect

• Increase Revenue
– Subscription Revenue

Increase CPM’s by more than 100%*– Increase CPM s by more than 100%
– Click-Thru Rates Rise Close To 200%*  
– Sign Larger Contracts = Increased Revenue

• Drive Readership and Engagement
M ti R d hi b Ob ti– Monetize Readership by Observation

– Increased Time Spent On Site
– More Page Views Per Visit

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Contact Information

John Pukas

VP of Business Relations

jpukas@saxotech.com

SAXOTECH

• Founded in 1993, Headquarters Tampa, Florida

• Worldwide reach – Leader in North America

• 5 of top 10 Newspapers for Circulation

#1 M d H t d P id• #1 Managed Hosted Provider

• 2010, 2011, 2012 Newsroom Purchase Leader

• Over 1000 newspaper & magazine customers

• Over 20,000 individual users

• 40% of all USA papers run a product in our Cloud

• Over 10 to 20% of the USA population consume 

content from a SAXOTECH web site each month

Innovative 
R&D Bites

B i GBrian Gorman
Wave2 Media 
Solutions

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Wave2 Media Solutions
Brian Gorman, Vice President of Sales 

Idaho Press-Tribune 
Obituaries Self-Service 

February 18, 2013

About Us

 Established in 2003 in UK, US since 2006
 Based in Westborough, MA Based in Westborough, MA 
 iPublish AdPortal - Self-Service Advertising
 Obituaries is our Leading Category
 Print and Digital Display Ads Standard
 Gannett Corporate Agreement 

 AdPortal Running in 80 Markets

 McClatchy  Pilot Media  Advance Publications  Hearst 

Copyright © 2008 Wave2 Media Solutions

 McClatchy, Pilot Media, Advance Publications, Hearst 
Newspapers, Scripps Howard, World Media, GateHouse 
and Pioneer News Group

 200 + Websites and Growing in the US

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Idaho Press Tribune

 28K Circulation Daily Newspaper
P  f Pi  N  G Part of Pioneer News Group

 Publish Print Obituaries and Legacy 
 Before Wave2

 Traditional Call Center Order Entry
 Fax, Email, Phone

Copyright © 2008 Wave2 Media Solutions

 Looking to Reduce Costs
 Remove the Uncertainty in the Process
 Add-on Revenue was a Plus

Idaho Press Tribune
Implementation

 Worked with Stacy Vogel, Ad Director

 ROI Built On Reducing Costs

 Planned to Couple it with a Rate Increase

 99% of Obits Come From Funeral Homes

 Taking Uncertainty Out of the Process

Copyright © 2008 Wave2 Media Solutions

 Creating Efficiency was Key

 Integration with Legacy.com Important

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Idaho Press Tribune
Project

 Promoted to Funeral Homes
 Funeral Home Visits with Training

 Project Took 45 Days

 100% of Obits to AdPortal on Day One

 Require Funeral Homes to Use AdPortal 

E d d T l t  Ch i

Copyright © 2008 Wave2 Media Solutions

 Expanded Template Choices
 Multi Column and Two Pictures

 Now 100% of Obits are Self-Service

Idaho Press Tribune
Results

 40% Increase in Obits Revenue
2011 t  2012 2011 to 2012

 25% Due to Rate Increase 
 Lineage Increased by 15% per Obit from Using Wave2
 Wave2’s AdPortal Ease of Use was Crucial 

 Reduced Staff by .5 FTEs
 Used Wave2 PAGE Contract to License

Copyright © 2008 Wave2 Media Solutions

 Used Wave2 PAGE Contract to License
 300% ROI on Wave2 License in 2012
 Savings Year Over Year Every Year

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Moving Forward

Brian Gorman

505-366-6383

bgorman@wave2media.com

Stacy Vogel

Copyright © 2008 Wave2 Media Solutions

208-465-8149

svogel@idahopress.com

Innovative 
R&D Bites

Ronnie Willis
Libercus

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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ROI
FROM A

CMS
?

FROM A

Yes?Yes.
Ronnie Willis, product manager
rw@libercus.com

The Toledo Blade’s mission:

• More revenue from digital platformsg p
• Target platform: e-Edition
• More attractive for readers
• More valuable for advertisers

• Minimize vendor management

• Reduce costs without reducing 
headcount

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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• Streamline newsroom production

Libercus says: We can do 
more.

p

• Reduce desktop support needs

• Reduce internal IT infrastructure

All platforms, one system.

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Innovative R&D Bites: New Ideas in 
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• Entire newsroom together on one system

The results

• E-Edition becomes dynamic
• Updated stories
• Special e-Edition-only sections
• Interactive ads

• More than $300,000 savings in Year 1
• More than $700,000 in projected new 

revenue

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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• www.libercus.com

Intrigued?

• info@libercus.com

• Come visit the Libercus booth!

Innovative 
R&D Bites

Deborah 
Dreyfuss-
Tuchman
Adpay

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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The Funeral Director Efficiency Tool

2013 Mega-Conference
Buzz Session
February 19th, 2013

Presented by Deb Dreyfuss-Tuchman  
EVP Sales,  Adpay, Inc.

The Power of Your Local Obituaries 

 Key driver of print and digital audience 
 Generally receives three times the traffic and y

readership than other paper sub-sections
 Delivers solid and consistent revenue 
 An extremely important community service

Increasing the value of your obituaries

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Newspaper Obituaries Are Under Attack

“I am the Founder of 
Monster.com and 

successfully transitioned the successfully transitioned the 
job classified section of the 
newspaper to the internet 

and now we are successfully 
helping migrate the last 

standing classified section of 
the newspaper, the 

obituaries, to the web.”

– Jeff Taylor 
http://www.youtube.com/watch?v=PgMQrsJkEYsp y g Q J

An Obituary is Forever, 
But it Shouldn’t Take That Long to Place One

 Developed in conjunction with hundreds of funeral 
directors, local media partners, and Legacy.com.         
Ad  h  t d   i i  f  bit  d  t  Adpay has created a new vision for obituary order entry 
to meet your attackers head-on.

 Memoriams is the only Funeral Director efficiency tool 
that solves the #1 challenge with obituary placement, and 
it creates an unparalleled sales force for the industry. 

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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 Simple 4 step process

C  ll  

Designed by Publishers 
and the Funeral Director Partners You Serve

 Custom upsells 

 Paginated preview

 Direct imports of print and 
online data

 One payment for all markets

 Keep 100% of your local 
revenues

Memoriams Case Study

23,602 daily / 26,616 Sunday
Grand Junction, CO 

Five local funeral homes

B f  M i  Obit i  f  f l di t   i d f  Before Memoriams: Obituaries from funeral directors were received from 
faxes and e-mails, then rekeyed an sent back for proofing and pricing. 

With Memoriams:  Properly rated orders, with paginated previews, are placed 
directly through web order entry with custom upsells and local market 
configurations.

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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The Daily Sentinel Results

 Increased average order size by 32%
 Increased revenue per obituary order by $54 Increased revenue per obituary order by $54
 Decreased internal resources on category
 60% of obituaries placed also had at least 2.5        

out-of-market newspaper insertions
 Virtually eliminated errors and make-goods for 

participating funeral director accountsparticipating funeral director accounts
 Ease-of-use generated funeral director satisfaction

Creating Happy Funeral Directors

 "Memoriams.com has made my job as a Funeral Director easier and 
now I no longer spend hours contacting out-of-state newspapers to g p g p p
post obituaries. I can now say with confidence to a family "I'll take care 
of all of the obits for you." 

– Miles Hartford, Apollo Funeral & Cremation Services

 “I would highly recommend Memoriams.com on many levels for other 
funeral service professionals. This has been a very valuable tool in the 
services we provide to those who place their confidence in our firm.” p p

– Charles Segal, Segal Funeral Home

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Getting Started is Easy

 NO setup fees, per ad fees or revenue shares
 30 day go-live
 Adpay handles all payment processing 
 Sales templates and marketing strategies
 Newspaper & funeral director training

Mega-Conference Special Offer

Sign up and go live by April 1st to receive a  
kick-off breakfast for your funeral directorsc o  b ea ast o  you  u e a  ecto s
and an incentive program for your launch.

Deb Dreyfuss-Tuchman

EVP, Sales

847.998.9923

ddt@adpay.com 

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Innovative 
R&D Bites

Kreg Peeler
SpinGo

Innovative R&D Bites: New Ideas in 
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Innovative 
R&D Bites

Barry Shawgo
salestouch

Innovative R&D Bites: New Ideas in 
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OPUBCO Communications Group

Spring 2013 Case Study

In their own words…

Spring 2013 Case Study

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Visit us online or 
here at the conference

Innovative 
R&D Bites

Michelle 
Mastrobattista
Propel 
Marketing

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Michelle Mastrobattista
t @ l k timmastro@propelmarketing.com

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Innovative 
R&D Bites

Bob Behringer & g
James Luttrell
for Southern 

Lithoplate

Synergy for 2013

The Color Experts 

Effective Software 
Solutions for Publishers

Dedicated to Print

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Partners’ Products

Maker of NewsXtreme, Ink Presetting and InkMiser Optimzation
Optimization of plates and calculation of ink densities saves 
production hours and cuts down on waste. Improved print quality

Maker of Intellitrax News, Capsure and eXact
Featuring press side automated color management scanning 
of print on press helping achieve faster makeready , reduced 
waste

Provider of Prepress and Pressroom Optimization 
Includes leading digital thermal and violet offset plates 
achieving permitting optimum ink/water balance, finer 
screening/dot reproduction and longer plate run length

Paper Waste Makeready time savings study

• Examine and quantify production improvement against 
industry averages for makeready savings and reduction in 
paper waste for 4-month test period after implementation 
of press-side scanning and ink presetting applications

• Northeast printer/publisher involved in contract production 
of inserts outserts additional commercial work

Paper Waste, Makeready time savings study

of inserts, outserts, additional commercial work, 
averaging seven such jobs per day

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Methodology/Assumptions

Four-color runs on various stocks 

Press operator self-reports filed using TrashTracker™ software

Study period September thru November (August benchmark)

Average jobs per press:  7/day

Working days /year: 250

A h t/ i l t t $ 11

Methodology/Assumptions

Average sheet/page equivalent cost: $.11 

Press budgeted commercial hourly rate: $400

Industry average to 4/C process color OK: 100 pages/sheets PPU 

Paper Waste SavingsPaper Waste Savings

Waste Sheets Mean Ind ave. Differential %

September 192 400 208 52.0

October 186 400 214 53.5

November       190 400 210 52.5

Average 195 400 204.5 52.7

Annual projected paper waste savings ROI =  $40,617 

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Time to Color OK (Makeready savings)Time to Color OK (Makeready savings)

August (pre-installation) benchmark time to color OK:  19 minutes 29 seconds (19:30)
September through November average time to color OK:  15 minutes 20 seconds (15:20)

Avg. time savings per makeready:  4:10

Annual projected makeready time savings ROI =  $46,637

Total Paper Waste Makeready time savingsTotal Paper Waste, Makeready time savings

ROI

Paper Waste savings: $ 40,617
Time Savings: $ 46,637

TOTAL $ 87,254

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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P t t k f i 2013!Put our synergy to work for you in 2013!

Innovative 
R&D Bites

Pa l CampPaul Camp
Content 
That Works

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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OpportunityOpportunity

The 
“average”
bride will 

spend 

There’s 
nothing 
average 

about the 

There will 
be 2.1 
million 

ddi  

Bridal is a 
$53.5 
billion p

$26,000 on 
her 

wedding

about the 
average 

bride

weddings 
in the U.S. 
this year

market in 
the U.S. 

Untie The Knot in your market

• 65% of The Knot’s 
online revenue is 
LOCAL

• Local ad revenue 
grew 12.5% in the 
last quarter

• Local advertisers 
spend an average of 
$2,300

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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“ the thing we bring to“…the thing we bring to 
the table is... local”

Andrew Walker Ad Sales Manager The Elkhart (IN) Truth— Andrew Walker, Ad Sales Manager, The Elkhart (IN) Truth

How The Elkhart Truth fights back
• 299 wedding 

vendors in Indiana 
advertise on 
theknot.com

• theknot.com takes 
$700,000 out of the 
market

• Elkhart/Goshen 
alone is a $30 7 alone is a $30.7 
million bridal 
market

• Local vendors will 
spend $1.3 million 
on advertising 
annually

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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The Greatest Local Stories 
Ever Told

• The Truth made • The Truth made 
announcements 
exciting again

• Easy to share via 
social media

• Wrapped user-
posted content in 
context that 
changes daily

• In one month, bridal revenue increased 

The Results?

126% over all of 2012

• The sales team sold 26 different 
advertisers on the site — the majority as 
annual contracts

• It d t  t k  dit i l 15 i t  t  • It used to take editorial 15 minutes to 
prepare an announcement for 
publication, now it takes 3-5 minutes

Innovative R&D Bites: New Ideas in 
Just 4 Minutes



45

Keys to Success

• Get buy in from the • Package print and • Get buy-in from the 
sales force and 
involve team in 
planning the project

• Promote, promote, 
promote again 

• Package print and 
online, but don’t cut 
your rates when you 
package

• We’re more than a 
newspaper today    promote again 

• Sell the quality of the 
audience, not CPM

newspaper today. . . 
so don’t act like one

Opportunity

Marry user-
generated 

content with 
social media 
wrapped in 
context and context and 

generate 
new 

revenue 
today.

Innovative R&D Bites: New Ideas in 
Just 4 Minutes
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Innovative 
R&D Bites

THE END

CONTACT US
Name Company Email Address
John Pukas Saxotech jpukas@saxotech.com

Wave2 Media bgorman@wave2media co
Brian Gorman 

Wave2 Media 
Solutions

bgorman@wave2media.co
m

Ronnie Willis Libercus rw@libercus.com
Deborah Dreyfuss-
Tuchman Adpay ddt@adpay.com
Kreg Peeler SpinGo kreg.peeler@spingo.com
Barry Shawgo AdMall barry@sdsinc.com

mmastro@propelmarketing.
Michelle Mastrobattista Propel Marketing

mmastro@propelmarketing.
com

Bob Behringer & James 
Luttrell

Southern 
Lithoplate

(Steve Mattingly) 
smattingly@slp.com

Paul Camp
Content That 
Works

paul@contentthatworks.co
m

Innovative R&D Bites: New Ideas in 
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Innovative 
R&D Bites

THE END

Innovative R&D Bites: New Ideas in 
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