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Matt Walsh
Owner/Editor/CEO, 

Observer Media Group

Todd Handy
Vice President, 

Advertising Strategy & 
Performance, Deseret 

Digital Media 

Tom Shaw
Chief Digital Officer, 

Shaw Media 

Raymond Faust
Vice President Sales, 

Emerging Media, 
Minneapolis Star 

Tribune

Debbie Derda-Williams
Director of Interactive 
Sales, Federated Media 

Interactive

Kent Oglesby
New Media 

Development Manager, 
KY3-TV Springfield, 

Missouri

Sara Droke
Agency Director at 

Amplified 408 / Director 
of Emerging Media, 
WPSD TV- Local6, 
Paducah, Kentucky

Seth Long
Director of Digital 

Media, Sound 
Publishing, Inc, Seattle, 

Washington

Zach Chambers
Director of Strategic 

Partnerships, 
ReachLocal

Native advertising is on 
fire and Walsh will join 
session leader Todd 
Handy, Vice President, 
Advertising Strategy & 
Performance, Deseret 
Digital Media, and 
invited executives from 
Advocate Digital Media 
to present a variety of 
case studies from both 
large and small markets.  
Panelists will also share 
their business models.

Borrell Associates is predicting that by 2024, 95% of all digital advertising 
will be bought via programmatic. Panelists Handy, Shaw and Faust, 
along with session leader Chris Edwards, VP Sales & Marketing, The 
Gazette Company, will lay out the case for why and how to incorporate 
programmatic buying into your strategy.  Shaw will demonstrate how 
they have brought programmatic/extended audience inventory to the 
street using their traditional legacy sales reps.

With billions of ad 
spend out there, media 
companies need to up 
their email game and 
learn what is driving 
eyeballs and dollars 
in 2015 and beyond. 
Derda-Williams and 
session leader Ruth 
Presslaff, CEO, Presslaff 
Interactive Revenue, will 
showcase case studies 
from broadcasters and 
newspapers that are 
driving a lot of revenue 
via email marketing for 
their clients.

Droke and Oglesby will join session leader Matt 
Coen, President, Second Street, to highlight case 
studies from three companies that are doing big 
business when it comes to promotions. They will 
show how they leveraged promotions (centered 
around Facebook) that built long term value for 
their advertisers and added thousands of dollars of 
non-traditional revenue to the bottom line.

Long will join session 
leader Mike Blinder, 
CEO, The Blinder 
Group, and will 
show how adding 
simple “social 
streaming” to 
their suburban 
weekly websites 
has helped them 
generate hundreds 
of thousands in 
new revenue from 
new local advertising 
categories. 

The biggest complaint 
heard when it comes 
to reselling Google 
AdWords is the lack of 
profit. It’s a loss leader 
for many companies 
but a must-have for 
the client. SEO is also 
important and far more 
profitable. Chambers 
will join session leader 
Amie Stein, Director of 
Training & Development, 
LMA to talk about 
search strategies and 
how they are measuring 
profitability.

Best of Class Panelists at Next Month's Digital Revenue Summit

Set Your Digital Revenue
Growth Strategies

killer program featuring 
34 speakers awaits local 

media executives that want 
to be more successful in growing digital 
revenue. Co-presented by LMA and 
The Blinder Group, this gathering will 
be laser focused on one thing – packing 
two days with important knowledge and 
revenue driving ideas in eight high-
priority digital arenas. Attendees will 

return home energized and ready to 
take digital sales efforts to the next level.

The program will be to the point, 
filled with immediately actionable 
initiatives and is presented April 29-30 
at the affordable and easily acces-
sible Chicago Mart Plaza Holiday Inn.  
Outstanding speakers, session leaders 
and panelists were carefully chosen in 
response to a recent LMA survey which 

showed that industry executives at the 
CEO/GM/Publisher level believe that 
two thirds of the top areas of growth will 
come from the digital side. Presenters 
with keen digital expertise will deliver 
forward thinking information to help 
enlighten and inspire attendees. ROI is 
guaranteed or your money back.

A
High-growth topics dominate next month’s Digital Revenue Summit agenda; April 29-30, Chicago

» CONTINUED ON PAGE 4

Elizabeth Kalmbach, VP, Group Media Director at Kelly Scott Madison, will 
keynote the Summit on the latest media and consumer trends that are shaping 
innovative marketing solutions. KSM is a super-innovative agency with a heavy 
focus on digital and boasts a list of prestigious big-brand advertisers but also 
maintains a large base of local clients. Kalmbach will share a number of case 
studies detailing national and local ad campaigns that have driven positive results 
through deployment of new, ground breaking media concepts.

Elizabeth Kalmbach to 
Keynote Summit

Innovation in Action
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AN OFFICIAL PUBLICATION OF Q& A with... 

Driving the Digital 
Transformation
Q  Deseret Digital Media was formed five years ago as a fully 

separate business, distinct from your affiliated print and 
broadcast organizations. How important has structure and organiza-
tional development been in your success?

A Absolutely crucial. It turns out that in every industry where 
we’ve seen a disruption, every organization thinks they’re 

the exception, but nobody is. Leaders typically believe that they can 
adapt old models to the new reality, but when the environment is so 
distinct, as it is between print, TV and digital, adaptation isn’t 
enough. You have to adopt new business models, new operating 
realities, and distinct talent and capability. 

Q  What were some of the most significant learning moments 
that happened over the course of your transformation 

process?

A  It was vital that we not only create a distinct organization, but 
that we also infuse dynamism in that new entity. That is, it 

needed to be, a learning organization. Digital is so fluid and so fast, 
we needed to create a culture of learning and iteration. 
Yet, along the way I had a few moments of realization that adjusted 
expectations, plans and activities. First, in the first year, facing some 
of the inevitable mistakes that happen in digital and subsequent 
blowback from the guardians of traditional, it dawned on me just 
how hard this was to be. Transformation isn’t for the faint of heart, 
it is hard and it takes commitment, confidence and hope. If it were 

called adjustment, it would be much easier, but we are literally building a 
new media world. The last major transformation in news media hap-
pened before I was born, with the advent of television. No one is alive who 
went through that transformation, but I guarantee there was heartburn 
aplenty.

Also, failure is to be expected. Not long-term failure, but projects, 
ideas, initiatives, features, servers, ads, and organizational designs will fail. 
Have heart, and push on. This is new territory for all. Cheer on the suc-
cesses and learn from the failures.

Q   In your work with other media companies, what do you see as 
some of the biggest roadblocks to making transformation 

happen?

A   The most crucial roadblock is the industry itself. New ideas are 
rarely welcome, particularly as they are perceived to chipping 

away at traditional infrastructure, practices and economics. The aristoc-
racy of the old world rarely gushed about the sons of liberty, after all. So, 
one sees the traditional organization seek to protect what was rather than 
invest in what’s next and what it can become. That is, by far, the greatest 
roadblock. 

Q   Your work involves travel to media companies far and wide, 
including outside of the U.S., and has exposed you to many 

diverse perspectives.  What wisdom have you gained that might be 
appropriate for all local media companies to consider? 

A  First, let me applaud the heart and soul of this industry. Our 
cause is just. That is, freedom of expression and maintaining a 

careful eye on the human condition is a virtuous stewardship. We play a 
very important role in society and the progress thereof. I've seen the 
courage of journalists and media owners worldwide who carefully 
consider very difficult questions and examine them in depth. I'm 
particularly sympathetic to my new friends in Latin America, who have 
fought against waves of authoritarianism with real, personal tragedy as a 
result. Families worldwide are under great strain due to myriad eco-
nomic and social upheaval. We as media members owe it to the rising 
generation to do our best work in these turbulent times. That means not 
just being a watchdog on power, but being a watchdog for the most 
precious among us, our children. We should be very measured, and 
wary of societal whims and pleasures that in our heart of hearts we know 
have a negative effect on children. I believe that should be a heroic 
stance of media. If we are ever caught in an ethical quandary about how 
to report something, I would always air on the rights of children over 
adults. As an industry, media spends much energy investigating the 
plight of the poor and the disadvantaged, the glamour of the celebrity, 
the shocking behavior of those with little self-control, but don’t do 
enough to be a champion of the most powerless among us -- our 
precious children. 

»CONTINUED ON PAGE 18
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serves local media companies (newspapers, TV, 
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       Transformation isn’t for 
the faint of heart, it is hard 
and it takes commitment, 
confidence and hope. If it 
were called adjustment, it 
would be much easier, but 
we are literally building a new 
media world. 

“

“

Matthew Sanders
Senior Director and General Manager, 
Publisher Solutions at Deseret Digital Media
msanders@deseretdigital.com

Matt Sanders is shown here leading one of the sessions at 
last month’s DDM/LMA Digital Transformation BootCamp.

Matt Sanders joined Deseret Digital Media about five 
years ago when friend Clark Gilbert, DDM/Deseret News 
President & CEO, invited him to help develop their new 
content model and contributor platform, now known as 
DeseretConnect (which currently has more than 5000 
contributors delivering 2000 articles per month for their 
brands). Since 2013 Sanders has been more externally 
focused, building their B2B services arm, called DDM 
Publisher Solutions.

DDM is widely acclaimed as a leader in the digital 
transformation underway in the news media industry. 
We caught up with Sanders recently to pick his brain 
on some of the keys to DDM’s success and thoughts for 
helping other media companies achieve similar results.
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Myra Cortado works at Calkins Media running corpo-
rate development and actively participates in hack-
athons, think tanks and events like she’s described in 
her column. Here she’s shown pitching her team’s idea 
at the Local Media Hackathon held on the weekend 
prior to the 2014 LMA Innovation Conference & Tech-
nology Showcase in Philadelphia.  If you are a cool 
start-up that wants to partner with a forward-looking 
media local media company, you can tweet Myra at @
myracortado or at mcortado@calkins.com. 

he LMA Innovation Mission - you 
know, the trip that takes 25 lucky 

individuals to cool companies like 
LinkedIn, Pinterest, and Buzzfeed every 
spring — is officially sold out. It has grown 
so popular that you better place a deposit 
now if you'd like to join in 2016.    

It is no surprise that the trip continues 
to grow in popularity every year amongst 
forward-thinking executives. The unex-
pected insights the team gathers every year 
have given executives in our industry a rare 
chance to see the future of media first-hand. 

If you are one of the unlucky ones who 
didn't get your deposit in on time, fret not. 
There are many opportunities to witness 
innovation first-hand -- across the country 
and at different price points.  They include 
(but are not limited to) start-up tours, con-
ferences, networking events, hackathons, 
speaker series, and meetups. I've listed a few 
to be on the lookout for in 2015. I hope this 

will inspire you to tack on an extra day the 
next time you are in New York (or SF, Austin, 
Philadelphia...seriously, it’s everywhere!)

SXSW Interactive (Austin)
You've heard of this one already and 

there’s a reason for it. Tons of emerging start-
ups come here to launch their companies, 
and “grown-up” startups like SalesForce, 
Google, Twitter, and SailThru come here to 
throw the best parties. Just walking through 
their exhibition hall and meeting random 
companies gives you a good sense of what 
will be emerging in the media landscape. 

I'd also highly recommend attending 
the SXSW Accelerator Pitch presentations, 
where startups are judged by a panel of 
entrepreneurs and investors. 

This year, SXSW Interactive is March 
13-17. While "official" badges are $1,195, 

many of the events are free to attend. More 
information: http://sxsw.com/interactive 

BarCamp NewsInnovation  
UnConference (Philadelphia)

You know how when you attend a confer-
ence, you sit in the audience and listen to 
speakers? This "unconference" strives to flip 
that model on its head. This event empowers 
journalists, media executives, and devel-
opers to network and discuss solutions.  I 
participated in the Church+State Hackathon 
last year run by BarCamp's event organizer 
Technical.ly and loved it. Though I haven't 
been to BarCamp, it is Technical.ly’s  mar-
quee event so I imagine it is even better. This 
will be held on May 2 and tickets are $10. 
More information: bcniphilly.com

Pando Talks Monthly (SF, NY, LA)
Pando Daily is a media property that cov-

ers Silicon Valley tech and media news. They 
have a monthly speaker series that features 
tech CEOs who are making waves, and many 
are in the media space. Past media speakers 
include Michael Hayward (CEO of Whisper) 

and Jeff Weiner (CEO of Linkedin). Tickets 
are $20 and go on sale one week in advance. 

Upcoming speakers who would inter-
est LMA executives include Dave Goldberg 
(CEO of SurveyMonkey) on July 16 in San 
Francisco and Jason Hirschhorn (CEO of 
Media REDEF) on September 17 in New 
York. 

More information: http://pando.com/
events/

Street Fight Summit  
Start-up Tour (NYC) 

Street Fight is a daily newsletter that 
covers the "business of hyperlocal." I have 
attended their fall Future of Hyperlocal 
conference for the past few years. Last year 
they added a start-up tour of NYC start-ups 
for registrants of their conference. We toured 
Yelp, Yext, Adx, and Google. They haven't 
announced their fall conference date yet 
but it will be sometime in November. In the 
meantime, you can sign up for their newslet-
ter at streetfightmag.com.  

The ones I've listed above are in the 
country's tech hubs, but opportunities to be 
exposed to innovation are everywhere. Sign 
up for meetup.com or google "hackathons 
near me" — and just show up!

Many other opportunities 
to get in on the action

LMA Innovation Mission is sold out but…
Myra Cortado, guest columnist

Corporate Development and Strategic Partnerships

Calkins Media

Director on the Local Media Foundation Board

T

Lead your sales team with AccountScout, reaching 
dormant advertisers before you skip them!    

• Ad Management 
• eBilling & Receivables  
• CRM & Reminders  
• Ad Repository 
• eTears 
• Many, Many Sales Reports! 

303-791-3301 
sales@fakebrains.com 

www.fakebrains.com

Affordable 
Software, 

Since 1991 

“I have had the pleasure of using AccountScout on a daily basis. 
Customer service of this caliber simply makes my job easier; more 
importantly, it improves the efficiency of our business”  

- Lacey, Rushing Media  
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Do what all these publishers have done...Looking to
make money
this year?

Hello! Just wanted to share with you our first success story from
the Toolbox. This was sold by a relatively new sales team at our
Salisbury, Maryland publication which just started publishing
on May 14. It took them only 2 ½ days to sell this with $1,295
of incremental income. Nice! Thanks again!

HEATHER CREGAR, PROMOTIONS MANAGER
DELAWARE STATE NEWS, INDEPENDENT NEWSMEDIA INC.

I’ve been spending the last two weeks discussing the amazing
ideas of Newspaper Toolbox with several of our newspapers.
Everyone is excited to add the NEW IDEAS and FRESH LOOK
to our advertising promotions. One of our ad reps describes the
artwork as “Gorgeous!” Our graphic designers are also excited
about the quality of the campaigns, the ease of using the
designs, and the time that will be saved. Thank you for helping
us to an exciting start in 2015!

JOHN COOK, PUBLISHER, PHILIPSBURG JOURNAL, PA

We have been using Newspaper Toolbox for about one year and
I love the ideas! The website is very helpful. They have great
directories for just about everyone. We have even signed some
non-regular advertisers to a year contract of one a month
allowing us to get our foot in the door for further advertising
needs. I would recommend Newspaper Toolbox.

MICHELLE A. WILSON
ZANESVILLE TIMES RECORDER MEDIA, OH

“Dear Newspaper Toolbox,

Before we signed up for your service I was impressed with the
features but worried about the cost and whether it would fit into
our budget this late in the year. After you told us what it would
cost, it was a no brainer. In a time of tightening budgets, when
more is done by fewer people, my graphic art team was thrilled
with the easy to change layouts and downloadable files. So far
we have a 19:1 return on gross sales versus cost of this service.
It was a good investment for our daily newspaper.”

KEN CLEMENTS, ADVERTISING DIRECTOR,
IDAHO SATE JOURNAL, POCATELLO, ID

I just wanted to let you know that when we got the November/
December 2014 book I saw the ready-to-sell campaign for a
travel agent. I took it to a local travel agent who had only bought
smaller special-section ads in the past and hadn’t bought any ads
in the last few months. I showed them the ads and they immedi-
ately bought all seven ads for a total of $2,450.

GREG HORN, PUBLISHER, KAHNAWAKE NEWS

I have had wonderful success with this service. We do a weekly
advice column using Toolbox; it brings us a revenue of $23,400
per year, with just that one use.

In the first year, we brought in about $80,000 by using Toolbox
ideas. We did customize some of them to fit us, and we also kept
some the same. We are a five-day-a-week publication with about
5,000 daily subscribers.

MELISSA SPILLERS, ADVERTISING MANAGER
THE NEWS-EXAMINER, CONNERSVILLE, IN

“The Kankakee Valley Publishing newspapers purchased Toolbox
for 3 small dailies and 3 small weeklies. Through the first
3 months of 2014 these properties have generated $12,057.
We have paid the entire year’s subscription cost several times
over in Q1. I am very happy with the Toolbox service and highly
recommend it!”

SCOTT KOON, PUBLISHER,
MONTICELLO HERALD JOURNAL
KANKAKEE VALLEY PUBLISHING

SUBSCRIBE TO

www.newspapertoolbox.com Proud host of the
Local Media Association Contests

Follow The 
Money

Master media forecaster Gordon Bor-
rell will take the stage to share Borrell 
Associate’s digital revenue forecast for 
2015 and beyond. He will show attend-
ees how to ‘follow the money’ by iden-
tifying the hottest digital growth trends 
for the next 12-18 months. He will also 
share his thoughts on where local media 
companies should put their resources.

The program will then move into the drill 
down stage in which each of eight different 
topics, all identified as having high growth 
potential, will be probed with expert reviews, 
relative case studies and business models.

Native: 
A Must-Seize Opportunity
Moderated by Todd Handy, Vice President, 
Advertising Strategy & Performance, Deseret 
Digital Media

Programmatic: 
This is Going to Forever Change 
Digital Media Buying
Moderated by Chris Edwards, VP Sales & 
Marketing, The Gazette Company 

Email Marketing:
Three Great Case Studies 
Moderated by Ruth Presslaff, CEO, Presslaff 
Interactive Revenue

Promotions: 
This Category is About to Explode 
Moderated by Matt Coen, President, Second 
Street

Video: 
It’s Growing 47% In the Next Year – 
Do You Have a Plan? 
Moderated by Nancy Lane, President, LMA

Mobile: 
Who's Making Money and How?
Moderated by Neg Norton, President, Local 
Search Association

Social: 
Prospecting and Reselling
Moderated by Mike Blinder, CEO, The Blinder 
Group

Search: 
Is There a Profitable 
Business Model Here?
Moderated by Amie Stein, Director of Training 
& Development, Local Media Association

Digital Revenue Summit
April 29-30, Holiday Inn, Chicago Mart Plaza

LMA member registration price: $495
Room rates begin at $159/night

Full details at www.revsummit.com
Meeting planner Lindsey Leisher Estes is reached at 

(410) 838-3018 or Lindsey.l.estes@localmedia.org
Interested in Sponsorships or Exhibiting? 

Contact Al Cupo at 9215) 256-6801 or Al.Cupo@localmedia.org

Gordon Borrell

Digital Revenue Summit »    — FROM COVER

       This summit will absolutely drive 
digital revenue growth for those that 
attend. Mike Blinder and I have personally 
identified the best case studies in eight 
key areas: video, native, programmatic, 
mobile, promotions, social, email 
marketing and search. Panelists represent 
TV stations, directories, newspapers and 
radio stations; many have never been 
featured at an LMA conference before. This is a must-attend for 
local media companies that want to grow digital revenue in a 
serious way.

“

“
– NANCY LANE

LMA President

Bonus Offering: 
Google Analytics Training! 

LMA’s Amie Stein will conduct Google 
Analytics live training on May 1, in Chicago, 

following the LMA/Blinder Revenue Summit. It 
will cover the basics of navigating the Google 
Analytics platform, how to get access to your 
customers’ analytics, and how the data can be 
used to set goals, conversions, expectations 
and optimize campaigns for results.  Fees are 
$249 (LMA) per participant with a $50 discount 

for conference attendees.



March  2015  |  LOCAL MEDIA TODAY  |  5

ouldn't make it to the DDM/
LMA BootCamp last month? No 
worries. The first Local Media 

Innovation Alliance report of the year 
focuses on the top takeaways from the 
business track.

"Deseret Digital BootCamp: How to 
Transform Your Local Media Company" 
features 18 pages of takeaways from this 
fasci-

nating event. While nothing can adequate-
ly substitute for attending in person, this 
report provides a lot of actionable items 
and information that readers should find 
helpful as they continue to transform their 
media companies. 

The report is available now for just 
$159 and annual LMIA subscriptions – 
complete with 10-12 reports annually 

and quarterly Google hangouts with 
other media execs to discuss the 
reports and share information – are 
priced at just $995 for single market 
media companies. Multi-market and 
corporate media companies can join 
for just $1850. To order, visit www.
localmedia.org/Foundation. 

Bill Masterson
President & Publisher

Tulsa World

“TownNews.com has it 
right when it comes to 
the next generation of 
content management.”

Call 800.293.9576 today.

sk any media executive around 
the world to name the top 
innovators in our industry and 

you are likely to hear the name Deseret 
Digital mentioned over and over again.

So when the opportunity to partner 
with them on a series of BootCamps 
became available, we jumped on it. We 
conducted the first one in Salt Lake City 
last month with 35 attendees from the 
U.S., Europe and Central America.

Over two days we took a deep dive 
into their operations. Twenty-two 
Deseret executives participated and two 
tracks were offered - business and con-
tent. It was an educational experience of 
a lifetime.

My takeaways could fill 20 pages but 
for the sake of this column, I will limit 
this to my top ten. If I was running a 
local media company and attended this 
BootCamp, this is what I would do upon 
my return:

1 I would create a separate digital team. 
Clark Gilbert made the point that 
even if that means two people, do it. 

This is scalable and a must-do in order to 
truly transform.

2 I would train my senior staff on the 
role of exchange teams and I would 
create a few. Exchange teams need 

rules. They must have a bias toward the 
"new" - also know as transformation B.

3 I would develop a native advertising 
business plan. The exchange team 
would work out the details (I would 

be part of that team) and we would go to 
market quickly and start capitalizing on 
this enormous opportunity. Deseret is 
killing it when it comes to native.

4 I would show transformation A some 
love. This was an ah-ha moment for 
me. There are a lot of "post disrup-

tion jobs to be done" on the A side of our 
business.

5 Keeping with transformation A for 
a minute, I would hire a full-time 
events manager. The events division 

at Utah Media Group is now the largest in 
the state and revenue was $7 million last 
year. All local media companies can grow 

this part of their business.

6 I would create an e-commerce 
department (even if that meant one 
person to start with) and explore big-

ger opportunities with cars, homes, jobs, 
deals and travel. Great work going on at 
Deseret in these areas.

7 I would create an inside sales team 
to go after businesses that spend less 
than $300/month. The focus would 

be 100% on digital sales. I would start 
with part-timers to ensure profitability.

8 I would start a community con-
tributor network. This would require 
another exchange team.

9 I would choose my six or seven top 
areas of editorial focus and invest 
more in those topics while greatly 

reducing costs in all other areas of cover-
age (only pick topics where 'we can be 
the best').

10 I would make culture changes in 
my building. Even if I had very 
limited resources, I would find a 

way to make office space more open, col-
laborative and transparent. I would get 
rid of offices even for top managers. 

The executives that attended the 
BootCamp are going to make bold 
changes upon their return. I had the op-
portunity to debrief with many of them. 
They plan to pursue many of the items on 
the list above.

My recommendation to local media 
executives that truly want to transform 
their business is to attend one of our 
upcoming DDM BootCamps. The next 
one takes place in Chicago on April 27-28 
(register at www.localmedia.org).

I attend a lot of conferences, events 
and training sessions. And I lead Innova-
tion Missions and tours. Nothing in my 
career has compared to this experience 
at Deseret Digital. I'm eager to hear 
about the transformation stories that will 
start to develop as time goes on.

Thanks Deseret for your willingness 
to share your failures as well as your suc-
cesses! I can't wait to attend the content 
track on the next go-around.

LOCAL MEDIA
ROCKS

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

Nancy Cawley Lane writes a blog about disruption in local media and her thoughts are  
definitely worth the read. Check it out at  https://www.linkedin.com/today/author/11309770

Transformation – 
The Deseret Way

A

LMIA Releases First Report of 2015

COMING SOON!
LMIA has several  reports in 

the pipeline including two that 
will be ready for release very soon:

• Events: Lots of innovation go-
ing on in this part of our business

• Innovation Mission Follow-
up: Attendees six months later

• Programmatic:  Case studies 
feature a wide mix of companies 
— both big and small

C
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oogle Analytics training is now available from LMA, via a periodic series of four 
webinars or at an in-person training event in Chicago.

Sales Team: Analytics Certification-Training
This training is intended to arm your sale professional with the competence, and confi-

dence, to have meaningful conversations with their advertisers regarding the importance of 
analytics. This training prepares your sales professional to become Google Analytics Certified 
(the exam is administered by 
Google). 

The next training class is a 
four-webinar series beginning 
April 13. Alternatively, a live day 
of training will be held on May 1 
in Chicago, immediately follow-
ing the conclusion of the Digital 
Revenue Summit.

Content Team: Google  
Analytics Training

Are your editors, reporters and audience development managers just scratching the sur-
face when it comes to using analytics to understand your audience? Do they know how to use 
the data to drive content decisions that will result in more audience engagement and reach? 
This training will help everyone gain a better understanding of what data is available and 
how to apply it in a practical fashion. As a bonus, this training prepares them for the Google 
Certification exam too.

The next training class if a four-webinar series beginning March 9. Future dates will be 
scheduled. 

To learn more about these and other LMA training opportunities from its Center for 
Professional Development, contact Amie Stein at amie.stein@localmedia.org or visit www.
localmedia.org.

G

LMA Can Help You Understand 
Web Analytics and Reporting he LMA board has been busy in 2015. They already met two times over a seven-

week period for a total of 18 hours. And four committees also spent a lot of 
time on conference calls in between the meetings. 

The board tackled four key areas for the year: membership growth, the creation of a 
local media tech expo, a new mission statement and a three-year plan for the LMA train-
ing division. 

"We are pleased to unveil the new mission statement," said LMA Board Chair Cliff 
Richner, "It perfectly describes what we do every day of the year. It's a source of pride 
for our organization and for our members as well."

So without further ado, here it is:

LMA Mission Statement: 
We are intensely focused on helping 
local media companies discover new 

and sustainable business models.
"This is what drives us everyday," said Nancy Lane, President of LMA, "Every 

member of our team wakes up every morning with this one goal in mind. It fuels our 
conference programs, webinar topics, training offerings and more. I can't think of a better 
statement to describe LMA in a nutshell."

T
From the LMA Board Meeting…
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Into 2015: Relationship Newsonomics and 
Nine Other Dominating Trends
From Ken Doctor, Author, Media Analyst

The Elements of a Successful Video Digital 
Strategy 

From Christy Oglesby, managing editor for audience 
growth, Cox Media Group

Arming, Incenting and Organizing  
Your Sales Team
From Chris Edwards, vice president of sales and market-
ing, The Gazette Company (Cedar Rapids, Iowa) and 
Fusionfarm

The Next Big Thing: Three “Must Do’s” to 
Allow Innovation in Your Organization -- and-
Why You Want to Do This
From Michael Burcham, CEO, Nashville Entrepreneur 
Center / co-chair of the National Advisory Council on 
Innovation and Entrepreneurship (NACIE).

Revenue: How Do We Best Position Print in 
Today’s Media Landscape?
From Jason Taylor, President and Publisher, The 
Clarion-Ledge

Event Marketing: Revenue-Building Events 
for Smaller Newspapers
From Lu Shep Baldwin, Event Marketing Director,  
Jones Media

Let’s Discuss Business Models
From Jim Moroney, Chairman, President and CEO  
of A. H. Belo Corporation, and Lisa Reese, VP  
Publishing, Calkins Media

Consumers Love Mobile ... Should  
Marketers?
From Greg Stuart, CEO of the Mobile Marketing  
Association

Next Generation Loyalty: 5 Aspects of 
Games to Effectively Recruit and Retain  
Millenials
From Ryan Jenkins, Next Generation Catalyst

s we take this issue to press, the Mega-Conference is wrapping up in 
Atlanta and from all accounts, the event is keeping attendees alert, en-
gaged and learning. “Fantastic conference, learning a lot in Atlanta,” is a 

recurring comment. Bright people, terrific discussions and leading edge presenta-
tions dominated.

Jointly presented by Local Media Association, Inland Press Association and 
Southern Newspaper Publishers Association, the conference drew a huge industry 
attendance and a ton of tweets. Check them out at #2015MegaConf and don’t miss 
the bounty of dynamite presentations that are now available for viewing at www.
localmedia.org under the Events tab. A sampling of what you’ll find there:

Mega-Conference
Rocked!

A

Millennials have never had to 
adapt to technology, it's all they've 

ever known. good multi-taskers 
#2015MegaConf

Video revenue will b $600K  
by year three at @calkinsmedia  

Really like what they r doing there!! 
#2015MegaConf

Choices boost capacity. Ownership 
produces outcomes. Develop-

ment triggers devotion. #recruit-
ingmillennials @TheRyanJenkins 

#2015MegaConf

You will only be as successful as 
your salesforece is successful. Or-
ganize. Hire. Train. @jmoroney_jim 

#2015MegaConf

Believe it or not, one example 
of successful digital events is 

live surgeries, Jason Taylor tells 
#2015MegaConf

Cutting print frequency confirms 
the death of newspapers. It's a 

mistake!! @jmoroney_jim 
#2015MegaConf

LMA President Nancy Lane along with, from left, Ben Shaw, Markus Feldenkirchen, Hauke 
Berndt and André Eckert give #2015MegaConf a thumbs up!.
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Time for the Local Media Industry to Pivot; 
Our Future Depends Upon It

e are doing less and less for audiences and 
charging more and more,” said industry analyst 

Ken Doctor, “I’ve yet to see an industry that can 
get away with that.”

Doctor opened the fifth annual Mega-Conference with 
some sobering statistics and challenged the industry to 
think differently. He set the stage for several days of pro-
gramming dedicated to new business models and innova-
tion on both the print and digital sides of the business. 

The truths outlined by Doctor included the fact that 
our industry has experienced no revenue growth for seven 
years and that cost cutting has been the only way to main-
tain margins of 5-25%.

Some other observations included:
n  $500MM has poured into digital-only national news 

start-ups and they have hired 6,000 journalists over the 
past few years at very good wages.

n  Social is the x-factor; it’s the secret sauce of start-ups. 
This isn’t the case for most in our industry. Most dailies 
are seeing 8-12% of their traffic coming from social re-
ferrals. Deseret is the leader at 30%. But Quartz is at 60% 
and BuzzFeed is at 75%.

n  Mobile is the new desktop; desktop is the new print. 
By 2020, desktop will account for less than 25% of time 
spent online. Mobile will continue to explode; most of 
the 13-15% increase in digital revenue over the next few 
years will come from mobile. Tablet sales slowed to 4% 
last year and will continue to do so.

n  Digital paywalls have hit a bump. 52% of U.S. dailies 
have a paywall but there is now increased pricing 
resistance. This is a mismatch according to Doctor, “less 
product for a higher price will result in a decrease of 
circulation revenue over the next few years.”

n  Technology will become all-pervasive. The future will 
be about programmatic, social and analytics. “We are 
entering the new world of little data,” said Doctor.

n  We are addicted to counting the wrong things – pa-
geviews and clicks! That must end sooner rather than 
later.

n  Digital news start-ups spend 60-70% of their budget 
on content creation; that number drops to 12.5% for 
newspapers.

Session topics at the 5th annual Mega-Conference, a 
program designed for senior-level newspaper executives, 
included programmatic, video, social, data, events, sales 
structure and more. A lot of great work was showcased 
at this event from a lot of smart people. But I kept asking 
myself, is it enough? 

I don’t think it is. I think it’s time for a major pivot per 
the “Lean Startup” principles. If the local media industry 
wants to develop a sustainable business model for the 
long term, I think some fundamental changes are in order:

1 Banner ads don’t work. BuzzFeed and Quartz don’t 
even accept them on their sites. They are both in-

tensely focused on developing marketing plans that work 
for their customers. Increasingly this means native adver-
tising and e-commerce. Local media companies would 
be wise to develop a “customer-first” mentality when it 
comes to digital and work towards replacing banner ads 
with more results-oriented options.

2 Forcing legacy reps to sell digital doesn’t work and 
what’s more, it reduces print revenue (the source that 

still pays the bills). We are incenting our sales teams to sell 
lower priced advertising and we are often paying double 
commissions on this business. Let traditional reps sell 
legacy products. Guess what will happen? Your core busi-
ness may actually show growth! And let digital specialists 
concentrate on fueling new growth.

3 We need to hire or acquire expertise. I love what The 
Dallas Morning News is doing in this area with their 

recent acquisitions of agencies. According to CEO Jim Mo-
roney, “we are leveraging our brand and buying expertise 
to grow in areas outside of our core competencies.”

4 We need to be obsessed with shareability. People get 
their news and information from social media and 

that represents a huge opportunity for local media com-
panies. At Deseret, their reporters are expected to have 
a minimum of 1,000 followers on Twitter. Is it a surprise 
then that they are leading the industry with 30% of their 
traffic coming from social referrals? I know a lot of journal-
ists that don’t tweet at all. Come on man!!

5 There needs to be an intense focus on analytics and 
first party data. This requires an investment but the 

payoff can be huge. Can you really afford not to do this?

6 Events need the same attention and focus that digital 
has received at your company. They are that impor-

tant. Hire someone to solely focus on events and watch 
your revenue grow. This is basic “transformation A” and 
yet so many are not investing in this area. They are letting 
out-of-towners come in and take this market share. It’s 
time to take it back.

7 Digital paywalls aren’t going away anytime soon but 
many progressive media companies are launching 

free regional portals. These sites feature much different 
content than the newspaper site and they often are more 
lucrative when it comes to revenue. They are attracting a 
younger audience that is never going to pay for content. 
Mark Medici’s dual site strategy at The Atlanta Journal 
Constitution and other Cox properties is a great example 
to check out. Russmedia out of Austria has perfected this 
model probably better than most (vol.at) and is another 
great example.

I left Atlanta inspired by the great work going on but 
also concerned about our ability to execute all of these 
new strategies. It’s time to invest in our future and stop 
cutting our way to profitability. I’m excited to watch it 
unfold. Let the disruption continue!

"W
By Nancy Lane
President, Local Media Association
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Non-Dailies 
between 
22,500-37,500 
Circulation

Columbia Flier
Baltimore, MD
Baltimore Sun Media Group
Judges Comments:
Editorial: Clear and concise writing with especially nice feature stories (e.g. the one 
about the mother and son fundraising and running the half marathon). Good compel-
ling photos - good use of color. 

Typography: Easy to read fonts/masthead the paper adopted in 2014 is a lovely im-
provement. 

Advertising:  Clear and easy to read.

Other Comments: Found good stories to cover — appreciate this as a reader.

From Editor Melanie Dzwonchyk: 
‘‘Our mission is to inform our readers and tell them stories through great reporting, compelling writ-
ing and arresting photography. We don't do it for the awards but we are gratified and honored that 
the Local Media Association has recognized the work of our staff."

arlier this year, LMA 
unveiled an elite 
group of 23 newspa-

pers who took honors in the 
coveted 2014 Newspaper of 
The Year contest and in Janu-
ary we began a continuing 
series of spotlighting these 
publications. In this edition 
we congratulate the win-
ners in Class C, representing 
non-daily newspapers with 
circulation between 22,500 
and 37,500.

Special thanks to the 
Medill School of Journalism, 
Media, Integrated Marketing 
Communications, North-
western University, Chicago, 
Ill. for judging this contest 
and to Newspaper Toolbox 
for hosting the online contest 
entry platform.

E

SECONDColumbia Flier
THURSDAY, AUG. 21, 2014 | 46th Year, Number 35
COLUMBIAFLIER.COM

STAFF PHOTO BY JEN RYNDA

Downtown
looking up

Town Center growing
as employment hub PG 14

NEWSSTAND PRICE $1

#1 Keller Williams Team in Maryland

maryland
moveswith
bob lucido

The Bob Lucido Team
of Keller Williams Select Realtors

410-465-6900

Thank you to all of our clients for helping us to achieve a record-setting

97 homes sold during
the month of july!

State’s second-highest court strikes down zoning referendum PG 6State’s second-highest court strikes down zoning referendum PG 6

Abbotsford News
Abbotsford, BC
Black Press Community Media
Judges Comments:
Editorial:  Clean writing and good variety of stories. The ‘Run For 
Water’ feature was nicely done. Good photos that add to stories. 

Typography:  Clear layout and reader friendly fonts. Good use of 
graphics to notify readers of parts of stories that are online.

Advertising: A lot of advertising but nicely laid out and easy to 
read.  Good classified section — well organized. 

Other Comments: Nice — an enjoyable read!

From Editor Andrew Holota:
“While community newspapers have faced significant challenges in the past decade, they remain as 
important and integral as ever to the fabric of an informed, engaged community. The Abbotsford News 
team strives to follow our mandate of providing a dynamic, accurate reflection of our city to print and 
online readers, and we're very honoured to be recognized for our efforts.”

THIRD
Running 
to help

Runners hit the road at the start of the 5K event at the Run for Water on Sunday morning on Bevan Avenue. Approximately 4,500 people participated in the seventh 
annual race series, which also included 10K, half-marathon, full marathon and ultra marathon distances. JOHN MORROW  Abbotsford News

Run for Water 
draws 4,500 
participants;
raises $250,000 
for clean water 
in Ethiopia
A24

131 KM
IN ONE DAY
Peter Schofi eld 
completes every   
Run for Water 
distance in less 
than 19 hours A7

A B B O T S F O R D

abbynews.com

WEDNESDAY
MAY 28, 2014

Online all the time. In print Wednesday & Friday. mmmmmmmmm

facebook.com/myabbynewstwitter.com/abbynews

your life 
     your community.

ALAN JACKSON 
PLAYS ABBY

POLICE GET 
THEIR MAN

SPCA WANTS 
CHARGES LAID

  Letters . . . . . . . . . . . . . . . . . . . . . . .A9
  Sports . . . . . . . . . . . . . . . . . . . . . .A22
 Viewpoint . . . . . . . . . . . . . . . . . .A8
  Classifieds . . . . . . . . . . . . . .A26

A14 Country superstar will 
make a stop at Abbotsford 
Centre in September

A3 Robbery suspect 
arrested close to targeted bank 
on South Fraser Way

A3 Animal cruelty cited in case 
of supposedly stolen dogs which 
actually died of heat stroke

85¢

FRASERGLEN 
GOLF COURSE & TRAINING CENTRE

36036 South Parallel Road, Abbotsford 
(Exit 95 - Whatcom Rd. off Hwy#1)

ProShop: 604.852.3477  •  fraserglen.com

FRASEERRGGGLLEEN
NINE & WINE SUNDAYS 5PM!

$2000
Ladie’s Night Tuesdays

STARTS MAY 13!
9 HOLES ONLY $20+tax

18 HOLES ONLY $30+tax

TWILIGHT ON NOW!
3PM-6PM   $26+tax

6PM-DUSK   $20+tax

See our website
for more details!
fraserglen.com

Follow us on: INCLUDES: 
9 HOLES GOLF AND 6OZ 

GLASS OF HOUSE WINE OR 
A SLEEVE OF LAGER

+gst

Newspaper of the Year

Sarasota Observer
Sarasota, FL
Observer Media Group
Judges Comments:
Editorial: Solid and clear writing. 
Good variety of stories (hard news 
and features) and a lot of stories to 
choose from. 

Typography: Clean and attractive 
layout (front page and front of sections especially); good use of color 
with easy to read fonts and headlines.

Advertising: Attractive color advertising that is well organized.

Other Comments: An impressive paper and impressive amount of 
coverage. Fun to read.

From Executive Editor Kat Hughes:
"We're always thrilled when the Local Media Association recognizes 
our work. And while we're grateful for the Honorable Mention rec-
ognition, we liked it more the previous two years when the Sarasota 
Observer was Newspaper of the Year in its category both years. The 
latest results remind us of that cliché: You can't rest on laurels. We 
need to step it up — and we will!"

HONORABLE 
MENTION

YOU. YOUR NEIGHBORS. YOUR NEIGHBORHOOD.

OUR TOWN

Opinion ................8A
Classifieds  .......10B

Cops Corner ...... 12A
Crossword ........... 9B

Permits ............... 7B
Real Estate ......... 6B

Sports ............... 17A
Weather .............. 9B

INDEX
Vol. 11, No. 1  |  Four sections

YourObserver.com

SARASOTA

FREE •  THURSDAY, NOVEMBER 27, 2014

+ Observer on the 
hunt for displays 

We’re making our list of the 
best holiday lights displays 
in Sarasota and checking 
it twice. Do your neighbors 
go all-out with thousands of 
lights for their holiday decora-
tions? Is your house the talk 
of the neighborhood? Send 
us your recommendations for 
best holiday displays (includ-
ing addresses) by Dec. 8. The 
top displays will be featured 
in our Dec. 18 edition. Send 
your recommendations to 
Staff Writer Amanda Morales 
at amorales@yourobserver.
com.

DIVERSIONS
An early Guy Peterson 
house is as stylish now 
as when it was built. 
INSIDE

SHOPPING
Find the hottest 
local deals  
with our Gift  
Guide. INSIDE

TALKIN’ TURKEY
Students share 
their Thanksgiving 
traditions.
PAGE B1

bserver
Happy Thanksgiving! 

+  The gift of music
Riverview High School 

received a donation of 
$5,000 during a break in 
the Kiltie Band Fall concert 
on Nov. 20. Members of 
the Band Seven Years Past 
presented a check to the 
Riverview High School Music 
Department for $3,500 from 
the battle of the bands at 
Rock for a Cause Oct. 11.  
The Community Foundation 
of Sarasota County decided 
to increase the total amount 
to $5,000 with an additional 
donation of $1,500. 

+  Coming together 
for the community

All Faiths Food Bank 
called on volunteers to 
help distribute 7,000 
Thanksgiving dinners 
Saturday. Families in 
need picked up a pack-
age that included a frozen 
turkey with side dishes. 
The meals were made pos-
sible by a $35,000 grant 
from the Kathleen K. 
Catlin Foundation of the 
Community Foundation of 
Sarasota County.

Volunteers Jason, Karen 
and Amanda McGuire

Crew 
purchases 
Osprey 
property
After six years at Bay 
Preserve, Sarasota 
Crew wants to expand 
the program to new 
rowing facilities.

Sarasota Crew is expanding — 
by 3.2 acres.

The nonprofit youth rowing or-
ganization purchased three par-
cels of land on Bayview Lane in 
Osprey for $975,000 Nov. 10. 

The crew has been launching 
out of Bay Preserve in Osprey 
since 2008; before that, it used a 
launch at Historic Spanish Point.  
Since the program began in 2002, 
however, it’s attracted more ath-
letes, and now it needs a new 
space. 

“We’ve seen substantial growth 
since 2002,” said Susan Kenyon, 
executive director of the organi-
zation.

The site at 120 Bayview Lane is 
already home to eight buildings 
and a dock. Kenyon said the dock 
would probably have to be refur-
bished to accommodate Sarasota 
Crew. 

The organization is working to 
build a long-term plan for growth 
and hopes the new property can 
be the centerpiece. However, 
plans for the bayfront parcel are 
not solidified, Kenyon said. 

“It’s exciting for us. … We hope 
to have more information soon,” 
she said.

Sarasota Crew is applying to 
the county to rezone part of the 

File photo

Sarasota Crew members com-
pete at the Sarasota Invitational 
Regatta in February. 
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If you tell Chris Jett you 
haven’t been to a food truck 
in Sarasota, he won’t hold it 
against you.

Jett, the co-owner of Sara-
sota’s first licensed food truck 
and a founder of the SRQ Food 
Truck Alliance, might have rea-
sons to feel personally affront-
ed. Still, he knows many people 
may not be familiar with his 
truck, Baja Boys, or the more 
than 20 other trucks involved 
with the SRQ Food Truck Alli-
ance.

For those who haven’t pa-
tronized one of those busi-
nesses, Jett does pose one 
question: Why not?

The answer may lie with 
county and city rules, not con-
sumers. Food trucks, a bus-
tling trend nationwide, are 
just beginning to establish a 
foothold in Sarasota. The SRQ 
Food Truck Alliance, formed 
earlier this month, is focused 
on reforming Sarasota County 
and city of Sarasota regulations 
governing food trucks.

The group lists a variety of 
those regulations as major ob-

stacles to success. As a com-
parison, Jett points to a battle 
in Chicago over regulations 
that prevent food trucks from 
operating within 200 feet of a 
brick-and-mortar restaurant. 
In Sarasota, regulations are 
four times as stringent, pre-
venting mobile vendors from 

operating within 800 feet — the 
length of more than two foot-
ball fields — of a traditional 
restaurant.

The SRQ Food Truck Alliance 
has attempted to enlist outside 
help as it pushes for new regu-

keep on truckin’  by David Conway | News Editor

MEAL PLAN
The SRQ Food Truck Alliance formed to reform city and county 
regulations — but, first, it’ll have to reach out to local officials.

File photo 

Michelle Jett, co-owner of the Baja Boys food truck, is one of the vendors hoping to see Sarasota offi-
cials revisit the regulations on mobile vendors.

David Conway

Chris Jett, co-owner of Baja Boys, said any characterization of 
food trucks as unsanitary and unsightly was outdated, citing the 
praise his business has received from customers and media.
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WHAT’S
INSIDE

ART OF GIFT GIVING.  Finding the perfect present for Secret Santa is simple.  PAGE 8 SANTA SIGHTINGS.  See inside for a complete list of  St. Nick’s area appearances. PAGE 16 SEASON SNAPSHOTS.  Learn how to set up your own photo booths for parties.  PAGE 30SOUTHERN CHARM.  For a little DIY fun, use Mason jars for crafty gift ideas. PAGE 38

Chilliwack Progress
Chilliwack, BC
Black Press Community Media
Judges Comments:
Editorial:  Great in-depth reporting (I par-
ticularly enjoyed the feature about the dad 
in Afghanistan) and clear  concise writing. 
Solid photography too. 

Typography: Visually pleasing  reader 
friendly layout. Good clear fonts used in 
headlines and articles.

Advertising: A lot of advertising but 
doesn't take away from stories.

Other Comments: A very enjoyable read 
— impressive!

From Editor Greg Knill
“At a time when the world is awash in 

information, when global events are only 

a click away and headlines pop hourly 
into a smart phone, local newspapers 
play a critical role in the communi-
ties we serve. We remain the only true 
source of local information – informa-
tion that cuts through the online chatter 
and Facebook gossip to deliver fair and 
accurate accounts of our world to our 
readers.

It takes a real team effort to achieve 
success. As resources shrink and 
responsibilities grow, the ability of any 
news organization to work as a cohe-
sive unit is paramount. Fortunately 
at the Chilliwack Progress, we’ve got 
that team. From the front office to the 
press hall, there is a passion to present 
our readers with the best product we 
can, either in print, online and through 
social media.”

45930 Airport Road
604-795-9104
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2014 Malibu LT
White Diamond Tri Coat
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MSRP $32,045
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save
$7798

Retail 85¢
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News

Food Truck
Food trucks are 

back in the ‘Wack.

News

 Vedder Fire
Fire crews battle a blaze on 

Vedder Mountain.
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The
ChilliwackProgress

Friday

Ruth & Naomi’s Mission executive director Bill Raddatz and cook Steve Ivan are cooking up a plan to feed lunch to kids during the 
teachers’ strike. JENNA HAUCK/ PROGRESS

Strike may 
delay, but 
not stop Fox 
school runs

Eric Welsh
The Progress

One of the Terry Fox Foundation’s 
most effective fundraisers will go ahead, 
no matter how long the BC school strike 
drags on.

Each year, close to 1,400 schools 
t h r o u g h o u t 
B.C. and the 
Yukon teach 
their students 
about Terry 
Fox and his 
Marathon of 
Hope, raise 
money and do 
a run in their 
neighborhood. 

Terry Fox 
F o u n d a t i o n 
S c h o o l 
C o o r d i n a t o r 
Kirsten Fox 
says this year’s 
National School 
Run Day is 
scheduled for 
Sept. 24. Even 
if students were 

back in school today, it’s unlikely every-
one could get themselves organized by 
that date.

But Fox says that date is more of a 
suggestion or guideline than anything 
set in stone.

“Everyone I’ve spoken to has com-
mitted to holding an event whenever 
they can,” she explained. “If that’s not 
September, then we’re completely happy 
to support them in October or November 
or any other time.”

Even April is a viable option, and very 
symbolic. On April 12, 1980 Terry Fox 
started the Marathon of Hope in St. 
John’s, Newfoundland.

Help for hungry kids in the downtown core
Jennifer Feinberg
The Progress 

Ruth and Naomi’s Mission 
has brainstormed a way to 
help feed hungry children in 
Chilliwack — at least while the 
teachers’ strike is on.

They are reaching out to the 
community in the downtown 
core since some of the free meal 
programs for inner-city kids are 
now on hold pending resolution 
of the labour dispute.

They became aware of a gap-
ing need around the downtown 
core, and took action, said Bill 
Raddatz, executive director of 
Ruth and Naomi’s Mission. They 
are joining forces with Bowls 
of Hope to provide nutritious 

lunches and snacks.
It’s students who would have 

otherwise been helped through 
programs at McCammon, 
Bernard, Little Mountain and 
Central elementary schools.

“Speaking with some of the 
principals of these schools, we 
estimate that roughly 30 kids 
per school are going hungry 
every day,” said Raddatz. 

That’s about 120 at least. 
Many of these young learners 
have lunch and then go hungry 
until the next day.

“They go without snacks after 
school and no dinner,” he said. 
“So we here are, coming to bat 
for these kids.”

Here is the plan:
“Those (families and the 

students) who counted on the 
lunch program at the above 
listed schools, can come to the 
Mission on Monday to Fridays 
for lunch,” Raddatz told The 
Progress.

Lunch will be served from 
1 p.m. until 2 p.m. starting 
Monday, Sept. 15. Bowls of 
Hope is working on the soup 
aspect, while the Mission will do 
the sandwiches and snacks.  

“We will continue to provide 
this service until the strike is 
over.”

The folks at the downtown 
mission are not stopping with 
lunch. They also plan to start 
a Family Feast hour between 6 
p.m. and 7 p.m.

“This is for the poor and 

working poor of Chilliwack who 
only qualify for this new service 
if they have children.  

“All children must be accom-
panied by a legal guardian.  This 
meal service will be offered 
daily except Sundays. 

They’re looking at their 
Sunday programming and the 
plan is to have something in 
place by November.

They’re working with the 
faculty and PAC of Chilliwack 
Central Elementary School 
with an eye to “stepping up and 
providing snacks for their after 
school program,” as well.

The meal provision will be 
addressing hunger in the neigh-
bourhood in a practical way.

Continued: SUPPORT/ p5

Students raised 
$1.4 million for the 
Fox foundation last year

Continued: FOX/ p7

Everyone I’ve 
spoken to has 

committed 
to holding 
an event 

whenever they 
can

~ Kirsten Fox
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Welcome
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Canada.
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AutoConX Systems delivers increased Automotive 
revenue and cost savings to Dix Communications 

Dix Communications is a family-owned busi-
ness bringing news and multimedia marketing 
and advertising opportunities to communities 
since 1890. Dix Communications owns and 
operates seven daily newspapers, several weekly 
newspapers, radio stations and a multitude of 
digital products.  Dix was looking to replace 
their existing auto vertical with a cost effective 
solution that also did a better job of integrating their digital automotive platform with print.  
Dix Communications introduced a new Auto Magazine to coincide with the switch in auto 
platforms, both the print and digital products carry the Ohio Auto Finder name.

Dix selected AutoConX Systems to host their automotive vertical. “The thing that stood out 
to us about the AutoConX system was the fact that they were print publishers too.  The system 
was designed to work with and complement print”, stated John Kridelbaugh, Product and 
Sales Development Director

Since launching with AutoConX Systems, in March of 2014 the results have been solid:

100% increase in number of paid online auto vertical dealers 
239% increase in advertising revenue from online auto vertical
23.3% increase in site visitors
60.9% increase in site page views
374% increase in site visitors from search 
467% increase in dealer leads

For more information on AutoConX Systems, please visit www.autoconx.com or contact 
Trisha Snow, trisha@autoconx.com

Swift taps into Compass to chart future business
The Borrell Compass provides unlimited 

online access to Borrell’s estimates of local 
and national spending on advertising and 
promotions directed to consumers in markets 
across the U.S. Compass tracks spending by 
each of 100 local business categories, across more than 30 marketing channels (including 
digital formats, promotions and mobile) for each year 2008 through 2019.

Swift Communications, an independently owned media company, is a client of Borrell 
Associates. With operations in Colorado, Nevada, California, South Dakota and Wisconsin, 
Swift serves resort, traditional and agriculture communities via newspapers, magazines, 
websites, digital programs, event management and more. The Compass data plays an 
essential role in the business plans and budgets prepared by Swift’s management team. 
Compass estimates and forecasts are studied and analyzed as the media company plans for 
the coming year.

“Before the first draft of a Swift business plan is started, our marketing team provides 
various Compass advertising spending and forecasts to staff,” said Valerie Richardson, Mar-
keting Services Manager for Swift Communications. “We set goals and strategically plan 
based on the current and forecast opportunities in our market areas. Aligning our organiza-
tion’s goals with insights centered around credible market data allows us to set the stage for 
the future, rather than focus on the past." 

In addition to using the Compass data for business plans and budgeting, Swift recog-
nizes the data is beneficial for day-to-day operations. With various markets and custom 
markets available in the Compass, Swift advertising managers can get a quick snapshot of 
spending estimates in the marketplace and have the ability to view the big picture or drill 
down to specific business segments. 

For more information about the Borrell Compass, visit www.adspending.com
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You may not realize how diverse your obit audience really is. 
Visit sales.legacy.com to download your free audience guide 

to learn more about the insights we discovered. 

Give them what they want.

Get real-time audience analytics to increase
reader engagement and digital revenue.

www.cxense.com

Who’s on Your Obituary Site?
Did you know that 10% of visitors are veterans? That 

women make up 70% of visitors, or that you have as 
many visitors under the age of 34 as over 65? At Legacy.
com, we did some digging to find who is visiting obituary 
sites.

Why do people visit?
1. Mourners come to find out about the death of 

a specific person, pay their respects and find service 
information. They visit our site less than four times in a 
six-month period and make up 56% of the total audience 
on the site. 

2. Browsers are habitual obituary readers or those 
who want to stay informed. They visit the site repeatedly (at least 4 times within a six-
month period) and on average, they view more than 5 pages per session. Browsers make up 
44% of total audience on the site.

Who’s Visiting?
We found ‘personas’ on your site. From 24-year-old Kat, the “Young Sympathetic” 

persona to John, the 71-year-old “Veteran” and Tina, the 44-year-old “Experience Mom” to 
Edith, the 89-year-old “Mrs. Peabody.” Want to know who else is visiting your obituary site? 
Download the entire audience guide at sales.legacy.com.

A persona is a representation of the goals and behaviors of a group of users using all 
available data, with a few fictional personal details to make a realistic character that is 
easier to understand. Through these personas, we hope to bring to life the key patterns of the 
people you’ll find on our website. View at sales.legacy.com.

Deseret uses Cxense to drive engagement
For publishers to build and 

retain a loyal and engaged audi-
ence, they need to understand 
what their readers want, across 
sites and devices. Armed with 
this insight, publishers such as 
Deseret Digital Media can now 
provide their audience with an 
optimal online experience, motivating them to read and share content, come back more 
often, and stay longer on site. 

Technology such as real time analytics and Data Management Platforms (DMPs) are 
now available to help publishers understand their audiences and intelligently target con-
tent and advertising to increase digital revenue and give users a better experience.

Cxense works with publishers around the world, including Deseret Digital Media, to 
help them get the most out of their data – how to gather it, understand it and use it to 
make their businesses stronger. 

“As we continue to evolve our business model to a more balanced portfolio consisting 
of ecommerce, non-display advertising, native advertising, and display, we needed to in-
vest in technologies that leverage the unique characteristics of each business model and 
enhances them to create a holistic solution across all of our products –  and we’ve found 
such a solution with Cxense” says Eric Bright, Vice President of Marketplace Commerce 
at Deseret Digital Media. 

Visit www.cxense.com  today to sign up for a free 30-day trial of Cxense Insight or 
contact Dennis Mulcahy on (801) 245-0887 / dennis.mulcahy@cxense.com.
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AdPortal Digital 
Obituary Platform
The industry’s first complete obituary 

solution for community publishers.

SCHEDULE
your demo

TODAY!

(800) 638-7990 • slp.com P.O. Box 9400, Wake Forest, NC 27588

Dedicated to print.

Solid Technology Powerful Product Performance Peerless Quality Steady, Reliable Service Bedrock Value 

With today’s publishing and printing challenges, newspapers need 
their prepress vendors to be solidly committed to the industry. 

Southern Lithoplate always has been, always will be 
that kind of committed partner.

A partner where commitment to quality, value and performance 
is backed by a 100% satisfaction guarantee. If you’ve been looking for 
a rock solid partner you can lean on… Call us or click.

STRENGTH. 
STABILITY. 

COMMITMENT.

Southern Minn Media’s Digital 
Obituaries Success in 2014

APG Media’s Southern Minn Media 
have implemented Wave2’s new AdPortal 
Digital Obituaries Platform.  It includes 
three modules: AdPortal Obits—the indus-
try leading self-service solution for print 
obits; AdPortal Digital Obits—Wave2’s 
digital display of the obituary which runs 
on a publisher’s website; and Lasting 
Memories—a personalized website dedi-
cated to commemorating the deceased’s life.  All three are available for purchase during 
the obituary submission process.  

Bundling Lasting Memories with every obit purchase pushed the revenue increase to 
over 41% over the same period in 2013.  Newspapers have been increasing the rates on 
their print obits for many years.  Many have found that when the rates are raised people 
buy smaller obits and the revenue increase does not match the rate increase.  Southern 
Minn saw this 41% increase without raising its print rates!

Southern Minn had a very traditional print obituary process prior to June 2014.  
Before Wave2, obits were taken via email, fax or over the phone and input into their 
front end system by newsroom staff.  By the end of 2014 more than 90% of obituaries 
were input through Wave2’s AdPortal by funeral homes.   This saved the internal staff an 
enormous amount of time and resulted in a 17% increase in lineage over their traditional 
obituaries.  

Implementing AdPortal Obits results in better designed print obits, a digital version of 
the print obit and Lasting Memories which positions a publisher for the upcoming transi-
tion to digital while protecting their print revenue.  

Contact: Ron Ensley, SVP Regional Publisher, (507) 444-2367, rensley@owatonna.com 

Minneapolis Star Tribune Finds Southern Lithoplate 
Replica HSV® the Best Option for Quality, Efficiency

Since 2014, the Minneapolis Star Tribune has been print-
ing the rival St. Paul Pioneer Press under a five-year agree-
ment. This expansion of its commercial business has boosted 
the number of pages flowing through the pressroom by about 
one-half. To help ensure that strict production schedules 
and award-winning quality standards are met, Southern 
Lithoplate keeps the Star Tribune’s presses well supplied with 
Replica HSV® violet photopolymer digital plates.

“I cannot overemphasize the value of quality control,” said 
Kevin Desmond, senior vice president of operations. “Southern Lithoplate delivers high-qual-
ity plates. There is no batch-to-batch or plate-to-plate variance. We count on every plate being 
perfect. Perfection is not an achievable goal, but Southern Lithoplate gets us close.”

The Star Tribune boasts ample capacity to serve newspaper readers and advertisers with 
five Goss Headliner presses. The prepress department transitioned from conventional plate 
production to computer-to-plate technology in 2008. 

“We have weekly press runs that require our plates to last more than 200,000 impressions,” 
Desmond noted. “The Replica plate consistently achieves the number of impressions we 
need.”

Speed, cost and reliability were key factors in the decision to adopt Replica plates. The Star 
Tribune also has been impressed with Southern Lithoplate’s service approach.

“We have a direct relationship with our sales executive and with Southern Lithoplate 
management,” Desmond said. “In terms of consumables and equipment, Southern Lithoplate 
supports us in using our plates, chemistry and processors at the highest level of efficiency. We 
use the metaphor that the trains have to run on time. Southern Lithoplate’s trains run on time. 
We have never experienced any inventory emergencies involving printing plates or chemistry. 
I consider this to be a win-win relationship.”
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Chamber Snags Sherpa for Social  
and Email Engagement

The Madison Chamber of Commerce wanted to boost 
engagement in the community and with member businesses. 
In the past, they dabbled in social media and held about 
4,000 member emails. They needed help, so they contacted 
the Sherpa at Supplemental Oxygen Digital (sO2).

Holy RSSing, Batman! 
The Chamber had poor social media results – their Face-

book and Twitter were linked; all content posted on one flowed to the other. And poor best 
practices continued as all the posts were sell, sell, sell! 

Social media is a cocktail party
Our Sherpa explained that social media engagement is like a cocktail party: speak, listen 

and ask questions. Someone who talks and talks, especially about selling widgets, is never 
popular at parties. We took over the Chamber’s social media, and began engaging like Don 
Draper… at a cocktail party.

Do email, not snail mail
The Chamber wanted an E-newsletter, but didn’t have the time or expertise to design and 

manage one. We designed, wrote and sent it, with SpongeBob Mac ‘N Cheese headlines that 
popped! Check out our YouTube Channel to learn about “Mac ‘N Cheese” headlines!   

Here are the numbers! 
We created and sent over 30 newsletters, delivered over 114,000 times and increased the 

Chamber’s member engagement. We grew Twitter followers 70% to 2,721, increased Facebook 
engagement and grew Likes organically 22% to 1,074.

Let the Sherpa at sO2 help your merchants breathe easier as they scale the digital  
mountain.

Connecting with SMB’s by  
'Speaking their customer’s language'

When our company began working with the 
Scripps Newspaper chain, we started our sales 
training at the Corpus Christi Caller Times.  Our 
training is unique and focuses on the “buying 
factors” the business owner’s potential custom-
ers might care about. 

The final phase of our training involved call-
ing on an account to test what we had just taught 
and an inactive account, Harbor Place Indepen-
dent Living, was selected. This client had been 
called on previously with no results. Using our new approach, we did some advance research 
which involved understanding the types of things family members consider when choosing an 
independent living facility for their loved one.

When we walked in, the business owner recognized the sales rep from previous visits, 
raised his hand and said, “Listen guys, I’ve got your rates…I’m good”. Using our new approach, 
we replied “Sir, let me explain why we came over to see you.  We had a quick question, if a 
son or daughter was interested in your facility for their parent, would they be able to walk in 
and speak to any of the residents, or do you have specific residents that you would prefer they 
speak to?”  He replied, “They can speak to ANY of the residents…and I’ll walk away.”  

Quick note: Ask a prospect a question that is specific to their business (make it potentially 
significant to the type of sale they may gain and closed-ended) and they will answer the ques-
tion 95% of the time!

We continued our pursuit with a question about whether the prospect could sample the 
food. His response was quick and proud. “Definitely, we have a great chef, our food is excel-
lent,” he said and added “they can even spend the night.  Why are you asking?”

Another quick note: We now have the business owner’s attention by asking the same ques-
tions his potential customers ask.  Now we have to successfully take his answers and transition 
to gaining his agreement to have a deeper conversation.

The owner was engaging with us now so we explained that we believed we could help him 
attract exactly the types of prospects that would appreciate an independent facility just like his 
if we could just ask a few more questions. He agreed to give us another five minutes or so. 

As the old saying goes…time is money.  If you’re wasting someone’s time…you get less 
time. However, if you are potentially making someone money… you get more time.  We were 
there for almost an hour, with the business owner willingly giving us incredible reasons to 
choose his independent living facility.  When we came back in a few days with both print and 
digital solutions…the business owner loved them. Actually, he had no choice…after all, they 
were his ideas!

Remember:  If you want to gain credibility… speak their language!!!
Contact: mike@salestransformationnow.com
www.salestransformationnow.com
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The Leading Edge in Newspaper 
Recruitment Classified Platforms

Superior Candidate Engagement Tools

Introducing CareerPointe, a World-Class Recruitment Classifieds 
Platform for the newspaper industry that delivers improved revenue 
opportunities, real time metrics and enhanced candidate experience 

tools for better user experience and candidate engagement.

Unparalleled Functionality
Enhanced Revenue Opportunities

www.careerpointe.com

CONTACT US FOR A DEMO
George Dratelis 
(508) 309-2012

partnerships@careerpointe.com

Off road vehicles dealership drives  
digital revenue with Simpli.fi

Challenge
This Off Road Vehicle dealer  

challenged his advertising rep to 
drive increased store visits, sales 
and improve brand recognition 
across three demographic market 
areas. This advertiser had never 
used online marketing to reach 
their customers and was hesitant to allocate budget to targeted display. 

Solution
Budgeting $750/month (retail), the advertising rep created a targeted display campaign 

made up of site retargeting, search retargeting and contextual targeting. This blend of tactics 
enabled the advertiser to visit users who had been to their site within a defined recency 
period, users searching for Off Road Vehicles & related content within in the three geographic 
locations surrounding the advertiser. Simpli.fi’s multivariate algorithm worked constantly to 
optimize the campaign and increase performance throughout the flight of the campaign.

Results
Over the course of three months, the campaign drove 2,166 direct website visits (.18% Click 

Through Rate) and increased sales. While the advertiser asked to keep sales numbers confi-
dential, he offered this quote: "Your assistance in helping us take our first steps in the digital 
media space has been results-driven with dealer customer visits and increased sales during 
our campaign. Your understanding of our budgets and working to maximize our return is 
greatly appreciated. I can't thank you enough!”

Turn your newspaper/publisher job board  
into a candidate magnet!

Suppose there was a way to capture a job 
candidate in college or at anytime in their lives 
and keep them for their entire career? Every 
time they go to look for a new job or search for 
a free career-building educational opportunity, 
they come back to you. 

Look no further than CareerPointe™, the Recruitment Classifieds Platform developed 
exclusively for the newspaper/broadcast media business. Using the award-winning Tracklet™ 
technology  from CareerLeaf and the most powerful job matching and candidate search tools 
in the industry, CareerPointe™ keeps candidates coming back to your job board like a magnet. 

For the newspaper/broadcaster, the data mining opportunities are endless. Why would 
someone go hopping around the web looking for a job when they can do it all with your job 
board, and use your free tool with the simple click of a mouse? In a year or so you’ll have a 
brand new revenue stream, matching employers to candidates quickly and efficiently. You’ll 
have new ad opportunities and a better-educated workforce to select from. 

Your job board and your niche networks are prominently featured on your recruitment 
platform.  Your in-house sales system bolts onto CareerPointe™ for a seamless process. 

At the end of the day, no matter how you look at it, the candidate is king. Without them 
you have no employers and no revenue. Doesn’t it make complete sense to focus on the 
candidate? A great user experience keeps them engaged and gets them employed. It helps 
build your user- and reader-base, and with the CareerPointe™ niche networks your revenue 
opportunities are endless. 

Additionally, Careerpointe™ includes CareerNews powered by Sociative, a news portal 
featuring articles from the top thought leaders and social media influencers of our day. Com-
bined with the power of  Careerleaf’s technology, both Careerleaf and Careerpointe™ believe 
they will help to transform the way job boards serve all of their customers.
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Baranski to Seatlle
Sound Publishing’s alternative 

weekly, Seattle Weekly, welcomed me-
dia veteran Bob Baranski as their new 

publisher. He most 
recently worked as 
the Vice President 
of Sales and Associ-
ate Publisher at the 
San Diego Business 
Journal.

“Politics, arts, 
culture and music 
have always been an 
important part of my 
life,” says Baranski. 

“Seattle obviously has a lot of that, and 
the chance to work here, where this 
talented staff grapples with those things 
every day? I couldn’t imagine a better 
job.”

McClatchy Reorganizing
The McClatchy Company is reorga-

nizing its corporate operations, expand-
ing sales and marketing and folding 

McClatchy Interac-
tive, its digital hub, 
into the rest of the 
company. Chris 
Hendricks, its cur-
rent VP of interac-
tive media and LMA 
board member, will 
shift into the role 
of VP of products, 
marketing and inno-
vation, where he will 

oversee audience and business develop-
ment and product management among 
other duties. 

Mark Zieman will continue in an 
expanded role as VP operations includ-
ing overseeing an expanded corporate 
advertising department.

Humenik Promoted
Lee Enterprise has promoted John Hu-

menik to Vice President – News. He suc-
ceeds Joyce Delhi who is stepping down 

after nine years of 
celebrated leader-
ship. Humenik, who 
is a former Chairman 
of the LMA board 
of directors and is 
the immediate Past 
Chairman of the LM 
Foundation board, 
will remain as presi-
dent and publisher of 
the Wisconsin State 

Journal, and president of Capital News-
papers Inc. in Madison while working 
with Lee newsrooms in 50 markets across 
22 states.

In a tandem move, Nathan Bekke, 
group publisher and publisher of the 

Casper Star-Tribune is moving to the cor-
porate office as Vice President – Consum-
er Sales & Marketing, a new position. He 
will lead all activities related to building 
digital and print audiences, including ac-
quisition, retention, revenue generation, 
customer service and marketing.

Nesbihal promoted at  
Packet Media Group 

Michele Nesbihal, who joined the 
Princeton, NJ-based Packet Media 
Group in 2012 as its circulation director, 

has been promoted 
to General Manager. 

“Michele has 
extensive sales and 
management experi-
ence in the newspa-
per and publishing 
industry. With her 
drive, focus on detail 
and execution along 
with intelligence 
and excellent people 

skills, she will bring positive change with 
major positive results for our company,” 
said Packet Media Group president and 
publisher James B. Kilgore.

Philly Weekly and  
South Philly Review sold

After 27 years of ownership by Review 
Publishing, Philadelphia Weekly and the 
South Philadelphia Review have been 
sold to Broad Street Media, LLC.

"Philadelphia's history with news-
papers goes back to Ben Franklin," 
said Perry Corsetti, who will take over 
as president of the new media com-
pany.  "We love being part of that history 
and the history of South Philly Review 
and Philly Weekly.  I hope people will be 
as pleased with us as we are with acquir-
ing both papers."

According to Stuart Richner, one 
of the owners of BSM, "We are excited 
about the opportunity this offers us 
to expand BSM into Center City and 
South Philly.  This acquisition allows 
us to build on the success of our other 
publications, the Northeast Times and 
Star, two strong newspapers in northeast 
Philadelphia."

 
BH Media Group Acquires  
Atlantic City Weekly

BH Media Group, the parent com-
pany of The Press of Atlantic City, has 
acquired Atlantic City Weekly and its 
associated website from Review Publish-
ing Limited.

Mark Blum, currently the publisher 
of The Press of Atlantic City and of the 
Catamaran publications, will oversee 
the operation of AC Weekly.  Blum was 
controller for The Press of Atlantic City 

from 1989 to 1993 and took the role of 
the publisher of The Press of Atlantic City 
in August of 2013 and of Catamaran with 
its acquisition in October of 2014.

AC Weekly has been publishing since 
the 1970s, back when it was called the 
Whoot.  

Parent Named Publisher  
in Michigan

Digital First Media has named Jean-
nie Parent as Publisher of the Michigan 
Region which operates four daily media 

properties including 
The Oakland Press 
and The Macomb 
Daily along with 30 
weeklies across the 
state of Michigan.

“Jeannie’s experi-
ence in the Michigan 
market, coupled 
with her fluency in 
all aspects of ad-
vertising sales will 

add depth to the Michigan team. Her 
management experience positions the 
Michigan Group to accelerate revenue 
growth and execute on the business 
plan,” said Guy Gilmore, Executive Vice 
President of Digital First Media East. 
Parent, a Michigan native, most recently 
served as Senior Vice President of Sales 
for Digital First Media Corporate Divi-
sion and brings more than 25 years of 

international experience in the media 
business. 

In CNHI News
Robin L. Quillon, 

a veteran newspaper 
executive, has been 
appointed publisher 
of the Cumberland 
Times-News (Md.). 
Steve McPhaul, chief 
operating officer of 
Community News-
paper Holdings, 
Inc., the paper’s 
parent corporation, 

said Quillon will continue to also serve 
as publisher of the Tribune-Democrat 
(Penn.) and as regional executive for 
CNHI.

John Dilm-
ore, editor of the 
Claremore Daily 
Progress (Okla.) 
since November, has 
also been named 
publisher of the 
paper. Mike Beatty, 
regional executive 
for CNHI, said “John 
has shown great 
leadership, and his 

combination of newsroom and business 
experience will allow the newspaper to 
continue to grow right along with Clare-
more and Rogers County.”

REVIEW PUBLISHING 
HAS SOLD

We are pleased to have represented Review Publishing 
in this transaction.

D
&

V
M

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

SOUTH PHILADELPHIA (PA) REVIEW
56,000 weekly distribution

PHILADELPHIA (PA) WEEKLY
65,000 weekly distribution

TO
BROAD STREET MEDIA

Member NEWS...Local MediaToday

Bob Baranski

Michele Nesbihal

Chris Hendricks

John Humenik

Jeannie Parent

Robin L. Quillon

John Dilmore
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“Kevin Kamen works relentlessly. Whenever he speaks about the 
publishing business or companies, I pay close attention.” 

— Paul Tash (Mr. Tash is Chairman of the Pulitzer Board 
and CEO/Chairman of the Tampa Bay Times.), August 1, 2014

“Kevin Kamen is one of the world’s best-known and most-proli c brokers 
of media properties and companies.” 

— Gypsy C. Gallardo, CEO/Publisher of 
The Power Broker Magazine, July 30, 2014

Whose judgement do they trust?
 “Kevin Kamen correctly predicted as far back as 2010 that a buyer would 
be willing to pay $42 million to $51 million for The Journal … ‘They paid 
about $4 million to $5 million more than they should have,’ Kamen told 
WPRI.com … Kamen suggested Gatehouse was motivated to pay a premium 
in part to ensure a competing newspaper chain didn’t get The (Providence) 
Journal instead.”

— Ted Nessi, WPRI 12, Providence, Rhode Island, July 23, 2014

 Considering selling your publication? You 
should have your title  nancially valued 
correctly and listed for sale. Call or come visit 
Kamen & Co. Group Services to assist you.

Getting it 
right matters!

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    

Whose voice do 
industry leaders seek?   

Just ask them.

Videos Growing in Classifieds
In January’s issue, I wrote about how classifieds can get 

more innovative. One thing I mentioned was video. Are you 
incorporating video at all in your digital marketplace? 

You will want to consider it in the near future. There are some 
startup companies out there already jumping on this bandwagon.  
Check ‘em out!

Firmplay out of Cambridge, Mass. has a video help wanted 
site. They are only in two markets right now, Boston & NYC, but 
they are sure to expand. At this time they have mainly tech type 
companies but they do have big companies like Hubspot & 
Vistaprint listing on their site.  They offer a really detailed look into 
the company along with perks and employee interviews. I think this 
could easily be adapted for local markets.

Reachoo is a video classified site that makes things really easy 
for the advertiser. The advertiser shoots a video with their iPhone, goes onto the Reachoo 
mobile app and uploads. Reachoo distributes to partner sites such as Oodle, Facebook and 
more.  

Shopvido is another site mostly selling general merchandise and autos. A lot like a small 
ebay.  Of course Ebay has a video option now as well. 

Other categories I think that would do great with video are obviously Real Estate, even 
rentals; Auto; and the Service Directory.  Pretty much any category would work, but if you test 
in a couple categories to start then you can see where it will take off. 

If any of you are doing video classifieds, please shoot me an email, I would love to hear 
from you! 

Deanna Lewis 
Director of Sales,  

LMA Staff
deanna.lewis@localmedia.com

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

with LMA...
The upcoming schedule includes:

BORRELL LOCAL ONLINE 
ADVERTISING CONFERENCE
March 2-3, New York City
LMA President Nancy Lane will be speaking about 
native, digital services and sales structure.

MISSOURI PRESS ASSOCIATION ADVERTISING 
MANAGER’S CONFERENCE
March 11-12, Lake Ozark, Missouri
LMA’s Amie Stein will be a speaker at the Spring 
Conference, facilitating sessions on digital training and 
revenue development.

CHARLESTON POST & COURIER
March 16-17, Charleston, South Carolina
LMA’s Mike Martoccia will be providing ‘Selling to 
SMBs and Digital Sales Training’ for the media com-
pany’s sales teams.

CERTIFIED AUDIT OF CIRCULATION 
BOARD MEETING
March 18, Nashville, Tennessee
LMA Vice President & CAC board member Al Cupo will 
be attended the board meeting, held held in conjunc-
tion with the NAA Media Exchange in Nashville.

AMERICA EAST
March 30-April 1, Hershey, Pennsylvania
LMA’s Al Cupo & Amie Stein will be on hand at 
Pennsylvania News Media Association’s America East 
Media Business and Technology Conference . Amie 
will conduct two ½ sessions on Monetizing Social. Al is 
part of the planning committee for this event.

NATIONAL ASSOCIATION OF BROADCASTERS
April 11-16, Las Vegas, Nevada
LMA’s Amie Stein will be conducting Google Analytics 
training.

DESERET DIGITAL MEDIA BOOTCAMP
April 27-28, Chicago, Illinois
LMA’s Nancy Lane and Amie Stein will be attending 
and facilitating this two-day concentrated digital train-
ing learning experience intended to accelerate digital 
abilities. Co-presented by LMA and Deseret Digital 
Media.

WAN-IFRA 67TH WORLD CONGRESS
May 30-June 3, Washington, DC
LMA President Nancy Lane will be a speaker at the 
World Association of Newspapers and News Publishers 
67th World Newspaper Congress and 22nd World 
Editors Forum.

CHARLESTON POST & COURIER
May 26-27, Charleston SC
LMA’s Mike Martoccia will be providing ‘Selling to 
SMBs and Digital Sales Training’ for the media com-
pany’s sales teams.

GEORGIA STATE PRESS ASSOCIATION
June 5-6, Jekyll Island GA
LMA’s Amie Stein will be facilitating training on Event 
Marketing and Advanced Digital Sales Development.

LOCAL MEDIA FOUNDATION 
6TH ANNUAL INNOVATION MISSION
June 7-12, New York City and Silicon Valley
LMA President Nancy Lane will lead a small group of 
senior level executives on this week-long study tour 
with visits to a diverse mix of innovative media and 
technology companies. SOLD OUT!

NEW YORK NEWS PUBLISHERS ASSOCIATION
June 15, New York
LMA’s Amie Stein will be a speaker, facilitating train-
ing on Monetizing Social/Mobile/Video/Native and 
Advanced Digital Sales Development.

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

Ad Sales Training Available from LMA
Self guided, online sales certification training is an 

excellent and affordable tool for training new hires 
and further developing digital sales skills, especially 
for print reps that need to expand their digital ex-
pertise. LMA offers two programs and each requires 
the trainee to achieve a 90%+ score on the final exam 
before certification is awarded. 

Two Courses Available

1. Basic Media Sales - The course consists of eight online modules (self-paced 
video and assessments). The course covers everything from digital marketing to 
how-to-sell an integrated (print and digital) solution. Covers the fundamental ba-
sics of selling.

2. Advanced Digital Sales - The course consists of 26 modules, divided into five 
segments, that covers everything from finding leads using social media to how-to-
sell digital products and services by business category.

More at
 www.localmedia.org 

under the Training tab.
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efore I remark on my experience at the Deseret 
LMA Boot Camp, some context…

2015 will mark the return of ad markets to pre-
2008 levels.  In fact we (Borrell Associates) project total US 
local ad spend for 2015 to be $115 billion, representing a 15% 
increase over 2008 total US local ad spend of $100 Billion.   
The challenge for traditional media, of course, is that busi-
nesses are spending those dollars very differently than they 
were five years ago.  

The chart below outlines that shift: In 2008 traditional 
media received 88% of all local dollars spent, this year we 
project that share to shrink to 59%

I think we can all agree this shift is happening, will con-
tinue to happen and leaves media companies with a choice 
of two broadly different identities to claim: 

1. Analog Nesters - These companies want to 
maintain profit margins and have resolved that digital, while 
interesting, erodes margins. These businesses must produce 
the best possible print or broadcast product at the highest 
possible margins.  They maintain a single staff selling both 
digital and analog products but remain focused on products 
with the highest margins. Our prediction: They will realize 
their dream of maintaining profit margins, but total profits 

will continue to decline as their businesses become smaller. 

2. Digital Investors - These companies desperately 
want to see growth again and have resolved that their analog 
operations will continue to shrink. They’re plowing more 
and more resources into digital, either incubating their own 
ventures or acquiring them. They’re building out separately 
named digital agencies and hiring new staff.  These com-
panies are willing/able to sacrifice short term profits and 
make the necessary investments in new digital businesses to 
transform and align against new markets for long term top 
and bottom line revenue growth.

If you count yourself among the Digital Investors, the 
LMA Deseret Digital BootCamp will be among the most 
valuable investment of time and attention available.   It’s 
your opportunity to learn from a company that is making the 
transition and demonstrating results in revenue growth, digi-
tal transformation, and mobile ready revenue. Twenty-two 
Deseret leaders with insights from the strategic to the tactical 
address attendees on best practices in the space.   

Nancy Lane of the LMA 
captured 10 of the most 
actionable takeaways in her 
column on page 5. These 
are actions leaders can take 
immediately- read them and 
do all you can.

The challenge, as I see it 
though, is that transforma-
tion must start from the top. 
It’s a matter of leadership, 
and the leadership I saw in 
action is what truly reso-
nated with me over those 
two days.  

What I mean is that Clark 
Gilbert has created a culture 
in which all understand and 
share the same vision, are 

instilled with similar values and are committed to the same 
principles for making decisions and evolving the business. 
That’s not at all to say everyone at Deseret has the same idea 
for products, solutions, etc.  In fact their thoughts are as dis-
parate as in any company I have had the opportunity to work 
with, but that is by design.  

A prime example is the positive friction that occurs 
between folks in digital advertising and digital commerce.  
Those in advertising see value in many of the same things 
we all do — clicks, time on a page, etc. Those on the com-
merce side see things differently- their goal is a transaction 
(as it is defined by the user, i.e., what the user is on the site 

to accomplish- revenue/purchase or otherwise) and note 
that traditional ads are not viewed favorably by users, detract 
from that experience and can lead to loss of audience.  At 
Deseret these groups use real time testing to navigate for 
optimal results — revenue for Deseret and utility/experience 
for the user. This simply would not occur without opposing 
points of view, and would dissolve without a shared vision 
and strong culture.

Transformation is a strategic issue that cannot be ad-
dressed with tactical solutions. All the strategy in the world 
won’t get you anywhere without tactical execution.  Boot-
Camp was absolutely unique in that it delivered against both.  
For the sake of your successful transformation and for that of 
the strength of local media I recommend you get to Chicago 
in April for the next session of BootCamp.

Are You an Analog Nester 
or a Digital Investor?

Genius at work! Participants designing campaigns during native 
advertising product design exercise at last month’s DDM/LMA Boot-
Camp.

Clark Gilbert, CEO of DDM/Deseret News, is widely known as one of 
the country’s leading change agents in local media. He discussed lo-
cal media’s dual transformation with BootCamp participants.

eseret Digital Media, in partner-
ship with the LMA, is offer-

ing another opportunity for a 
limited number of folks to attend its DDM 
BootCamp, a concentrated digital training 
learning experience. The next event will 
be held in Chicago on April 27-28 at the 
Holiday Inn Mart Plaza.

The BootCamp is designed for all local 
media operators who need to grow, en-
gage and monetize the local audience.  At 
the core of the program, DDM provides 
two-days of training courses intended to 
accelerate digital competencies in a com-
pany's daily digital operations.

There are two tracks of training – Busi-
ness Development and Audience Growth. 
Deseret provides 30/60/90 day follow up 
after your return to ensure good results 
and benchmarking. 

Participants will be trained first-hand 
by some of the leading digital media think-
ers and operators. They have grown their 
audience of unique visitors from 4 million 
to 25 million, almost 500 million page 
views, and 100 million Facebook followers, 
all in four years. They include:

 
n Chris Lee, President
n Russell Banz, VP of Product

n  Todd Handy, VP of Ad Strategy  
and Performance

n Eric Bright, VP of e-Commerce
n  Matthew Sanders, GM of Publisher Solu-

tions and Deseret Connect
n Brett Atkinson, GM of KSL.com
n Saul Leal, GM of FamilyShare Network
n Burke Olsen, GM of Deseretnews.com
n  Dan Hartman, VP of Business Develop-

ment, Utah Media Group Events

Details and registration at 
at www.localmedia.org. 

D

Accelerate Your Digital Competencies
April BootCamp Open for Registration

Samantha Johnston, 
General Manager of 
The Aspen TImes, 
called her experience 
at last month’s 
inaugural BootCamp 
“the best training in 
the history of ever.”

Samantha Johnston

B

Grey Persons
Director, Borrell Associates, Inc. 
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Q& A                      Matthew Sanders »CONT. FROM PAGE 2

From an industry standpoint, the fundamentals are common. Traditional news 
media models are eroding. Newspapers in Latin America and Asia tend to be in better 
health than in the U.S. and Europe, but they face an even more daunting reality – that 
their readers will soon shift behavior to the internet, but go straight to mobile.

I also observe the similar protectionist tendencies in every market, from Ohio to 
Chile, among newspaper owners. It turns out that protectionism never, ever wins in any 
setting. It always ends up with distorting or destroying economies or companies rather 
than investing in competitive, vibrant businesses.

Q  If a media company decided to focus solely on three digital products or market-
places, where would you recommend they start?

A  Getting the audience what matters is job one. We recently wrote an article about 
the importance of an audience-first mentality: http://solutions.deseretdigital.

com/innovationwire/matt_sanders_chris_jones_ddm_model_digital_success.html
By starting on the demand-side of the media question, companies will inevitably disci-
pline their investments toward those that will have the greatest impact on the business. 
If we sit back and think we can think up what the market “should” want with content, 
commerce, ads, etc., we lose. If we research, test, pilot, and then scale when we’re confi-
dent, we win. Audience growth is crucial. The more audience a media company engages, 
the more degrees of freedom and data they have to test and deliver other services, like 
travel, events, classifieds, deals, and the like. 

Q  LMA members consist of media companies of all sizes, with varying degrees of 
resources and talents. Are there a couple of tips you can give that would apply to 

most when it comes to pushing their digital agendas?

A  One of the most important virtues, and the one perhaps I admire more than any 
other, is humility. We are in an era in which it is impossible to know everything, 

and in particular it is difficult to retool someone with a particular history, heritage, and 
skill set and expect them to thrive in a foreign environment. Humility is not weakness, it 
is learning, it is courageous, and it requires courage to financers currently unknown. So, 
I would put on the top of the agenda, the commitment to invest in digital DNA, even if it 
has no connection or history with the news industry. Bring them in and orient them to 
the noble aspirations of news media, and let them loose to help you build a new 
business. Too many in the industry believe they can simply adapt old models, and 
believe they are smart enough to do so. We have some pretty smart folks here at DDM, 
but not one of us is smart enough to adapt an old news model to the new platform of 
digital. Instead, we chose to adopt an entirely new model and infuse it with the tradi-
tional standards of journalism. 

Q  What’s the best recipe for growing digital revenue in 2015?

A  First, hire some distinctly Digital DNA on the content and sales side. 
Second, attract new audience and engage existing via web-only and contributor 

content plus some aligned syndicated content. 
Third, sprinkle in some native advertising revenue to begin monetizing mobile engage-
ments. Fourth, launch an eCommerce initiative in local events or travel bookings.

Q  We all know that mobile ad spend is at the tipping point of overcoming non-
mobile digital dollars and is a disruption to the revenue stream. Getting the 

attention of millennials is yet another challenge.  What are the basics that every single 
media company should be doing to overcome these disruptions and capture maxi-
mum mobile audience and advertisers?

A  Mobile time spent is growing much faster than any other media type, but 
revenues and spend on mobile ad formats do not keep pace. Furthermore, social 

media is an engagement medium that many traditional businesses are uncomfortable 
with. But it is where mobile and millennial interaction takes place. Thus, we need to 
innovate how we engage audience where they want to be, and learn how to make it 
worth their while to come to our sites to read engaging native advertising, and then trust 
us with transactions. Audience first, always. 

Q  You’re spearheading the DDM/LMA Digital Transformation Boot Camp , an 
intensive hands-on digital media training program. What are the goals of this 

training and what can media companies expect in terms of practical results from this 
involvement?

A  Well, this kid has come on the heels of dozens and dozens of strategy days we 
have conducted with executives here in our offices over the last four years. It is 

also informed by our work with our publisher partners. We’ve observed in both groups 
lofty aims, yet deep frustration in being unable to actually operate and execute on those 
goals.  We designed Boot Camp to be an in-depth operational look into our organization. 
We hope our participants will glean a handful of immediate, tactical steps they can take 
action on, and see some immediate improvement.  We want them to leave with a 
combination of confidence in the fundamentals we teach and hope they can make it 
happen! 

We also offer ongoing participation in our benchmark survey, to help participants 
see their own progress or provide better understanding around their ongoing, agonizing 
frustration. Participants also get a real view into our own struggles and mistakes, which 
we share with candor and openness. They’ll see that we foster an environment of itera-
tion, which is euphemistic for we expect failure from time to time, followed by rapid, 
productive learning.

Q  Finally, turn back the clock a few years and the tides of social media and mobile 
have yet to fully come in.  What do you think is the next digital wave to hit and/or 

what are you preparing for next?

A  Really good question. I believe mobile and social networks will continue to have 
impact on our role as media companies I suspect that investments in user 

experience and in e-commerce will be imperative for us. What I mean by that is, from 
Web, to mobile, to story design, to graphics, to transactions, we will need to consider 
user experience and design in everything we do. I'm not so sure that any of us are that 
good at this yet. It turns out that the rising generation doesn't necessarily expect great 
design, it’s that they don't know anything else! They don't know anything besides 
improving, and remarkable user experiences.

Matt with BootCamp audience
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WE CELEBRATE
your community, your health, your love of food,

your passion for the game and your favorite 
personalities with our collection of
newspaper-distributed magazines. 



www.realviewdigital.com

MAXIMIZE
YOUR AUDIENCE

Contact us today

Get your Realview rapid conversion from print to 
digital, with article pop-ups for easy mobile reading,  
plus must-have special digital features, starting at $199! 

Upload your print ready PDF now and receive:

multiple new revenue opportunities 

subscription-based e-publishing 

e-editions compatible with all devices

optimized mobile website

full article extraction for easy reading

automated, easy to use

GO DIGITAL
Newspaper

packages from

only $199
per month.

Click here to read

The Realview Times


