
he industry event of the New Year — the Mega-
Conference — is a guaranteed heavy hitter 
with the power of the three preeminent media 

groups behind it. Local Media Association is again 
partnering with Inland Press Association and Southern 
Newspapers Publishers Association to co-present this im-
portant and visionary program beginning February 23 in 
Atlanta. This enriching conference has grown dramatically 
in just four years with over 700 participants connecting in 
Las Vegas earlier this year. 

This is the conference you definitely want to put in your 
2015 budget. A sampling of what is on the program:

Have you figured out how to
optimize content for $$$

Merging content and commerce in new ways will be 
a front & center topic. Expect insights from national pub-
lishers who are successfully monetizing their content in 
new ways and growing their franchise with new perspec-
tives and approaches.  

Learn how The Atlantic Media Company has strength-
ened their business with new ventures like Quartz. 

Get an inside look at why one of the top Silicon Valley 
VC firms, Andreeseen Horowitz, just invested $50 million 
with the expectation that it “will emerge from this period 
as a preeminent media company.”  Hear about their for-
mula for attracting young, mobile-oriented audiences and 
monetizing it.   

Learn new native content approaches that get down 
to the local market level and hear how small newspapers 
have successfully implemented programs that work  
for them.

But does mobile work
for the advertiser

Greg Stuart of the Mobile Marketing Association has 
studies that show that brand advertisers can get greater 
results by reallocating TV to a greater spend in mobile  
and print.

Have you been able to encourage 
innovation in your operation in 
ways that produce investable 
businesses?   

Learn new tools to harness good ideas into investable 
businesses from the Nashville Entrepreneur Center.

Do Millennials drive you crazy?
It’s probably because they are starting to outnumber 

you.  Learn how to attract and motivate them to be your 
readers and employees.

Breakout sessions that show how 
others are:
n Driving big video numbers without excessive spending
n �Reorganizing the newsroom to improve relevance, 

strengthen brand and be more compelling on a smart-
phone

n Finding new revenue from unlikely places
n Investing in a tablet-first publishing model
n �Beating TV stations to the punch for local dollars with 

“over the top” programs
n ��Converting digital readers into digital subscribers
n Making money from your advertisers’ Facebook pages.
n �Getting new dollars with smarter use of digital ad net-

works
n Growing “classified” categories
n �Almost two dozen different breakout sessions to choose 

from
All this and much, much more including:

n �One of the industry’s largest trade shows to learn what 
R&D partners can do to help develop new revenue, re-
duce costs and transform your businesses more quickly. 

n �Peer to peer networking and intelligence sharing at the 
Town Halls and workshop sessions. 

The excitement is building for this inspiring event that 
is certain to help media executives build relationships and 
gain intelligence to move the needle forward in 2015. Plan 
your attendance now and as always, feel free to contact 
LMA headquarters at 888-486-2466 or hq@localmedia.org 
for assistance. 

Full details, registration and hotel details at www.
mega-conference.com. 

#InnoCon14
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Why Little Data 
is a Big Deal

KEN DOCTOR 
Noted analyst and 

'Newsonomics' 
author to deliver 
opening keynote.

Into the Brave World of Customer-Centric Knowledge 
and the Dawn of Relationship Newsonomics

It’s a flipped world. Google and Facebook are the new mass media and news media 
is the new niche. Making the most of big lucrative niches means mining — and creating 
actionable intelligence from — audience and advertiser data. Leading media analyst Ken 
Doctor will sketch out the age of relationship business models in news and share best prac-
tices from top media companies. 

Mega-Conference Program Unveiled
Content + Commerce; Inspiration + Ideas

T
February 23-25, 2015

Atlanta Marriott Marquis Hotel
www.mega-conference.com
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AN OFFICIAL PUBLICATION OF Q& A with... 

$1.2 Million
& Growing
Susan Azzopardi was named by LMA as its 2014 Digital Sales Man-
ager of the Year. We caught up with her to get some insight into 
how she’s racking up such impressive revenue gains and getting all 
of her multi-media reps in on the action.  

Q  Congrats on your recent recognition from LMA as its 2014 Digi-
tal Sales Manager! You had a lot of people from your company 

pulling for you and I’d like to dig into some of the secrets of your 
success but first, can you give us a quick thumbnail of your media 
career to date? And some insight into your market characteristics and 
your company’s print/digital footprint? 

A   My background is print. I started my career at my hometown 
daily, working in a few different departments before landing in 

sales.  I spent some time at the National Post in Toronto and the 
London Free Press before coming to The Hamilton Spectator as the 
Retail Advertising Manager.  Metroland Media Group took over shortly 
after and their style of management really allowed me to flourish.  
Metroland encourages creativity and outside the box thinking.  I feel 
like I have grown more in these past few years than at any other time 
in my career.

Hamilton is a large urban market and certainly the size of the 
market allows for different opportunities.  We are a daily paper, well 
respected in the community with an incredibly robust website.

Q  I think it’s fair to say that, at least on the surface, you appear to 
be a bit of an anomaly. Conventional wisdom these days is that 

legacy print ad experts such as yourself may not be the best candi-
dates for digital sales and management yet you’ve clearly disproved 
the theory with significant digital revenue gains and widespread 
respect among your co-workers. Tell me about your learning curve 
when you took over the reins as Digital Director in 2012. 

A When I was first approached about the role as Digital Director 
it was as much a surprise to me as it was to members of the 

senior management team.  I was asked to present a digital strategy 
plan for the Advertising department to our Senior Management team.

 I recall feeling apprehensive initially as I didn’t feel as though I 
had enough digital knowledge or experience to effectively develop the 
plan.  While I had the passion and desire I didn’t really understand 
some of the basic fundamentals. 

I spent the next several days searching the web for information and 

googling industry reports to teach myself about digital.  I tapped 
into the knowledge of a former colleague who gave me a crash 
course in digital 101. 

What I realized the day of the presentation was that while I 
still knew very little about digital, it was evident that the team 
likely knew even less.  I think they were surprised at some of the 
content in my presentation, enough so that very shortly afterward 
the Director opportunity was presented to me.  What I didn’t re-
alize at the time was that the team had been discussing the need 
for such a role and had been considering outside candidates….
someone with a digital background… safe to say that I was not 
likely on the short list. 

The position was the first in our company.  No other division 
had a “digital asset” so it was mine to evolve.  There was no real 
structure to the position and I feel that was one of the benefits.  I 
think a common mistake, that we sometimes repeat, has been to 
build a huge structure and then the sales have not been there to 
support it.  In this situation, we started with few expectations, just 
the knowledge that we needed to get into the digital game as this 
was the way the industry was transitioning.

Q  After your self-immersion in all things digital, I under-
stand you began intense staff training and continue 

ongoing education with your staff. Can you share some particu-
lars about your approach initially and how you continue to 
reinforce and grow knowledge?

We had a couple of major obstacles to success in digital.  
One was a general lack of confidence in selling digital products.  
Another was that our “digital products” were really just banner 
inventory on our site and our reps didn’t really understand the 
value of this space in a way they could comfortably articulate to 
their clients. It was really more of a “did you want some digital” 
with that print order approach.  

A  nother obstacle was that our clients were also not 
comfortable with digital conversations.  They were being 

approached by many businesses promising to increase their SEO 
or build websites and they were feeling overwhelmed and 
confused.  

Two things needed to happen.  We needed to enhance our 
product suite to effectively compete in this space. (We had great 
relationships with our clients and were confident that given the 
opportunity they would prefer to buy from a trusted partner).  
And, we needed to offer support to our Reps and clients; work 
with them to develop their knowledge and skills. 

We partnered with Metroland Experts, an outside resource 
supplying digital solution products to us such as websites, SEO, 
Social Media management etc. and hosted a series of Client In-
formation meetings. Metroland Experts facilitated the meetings.  
They reviewed each of these solutions in a format that was more 
about sharing information then selling the product.  We wanted 
our clients to see that we were in the digital game and that edu-
cating them was an important part of the relationship

At the same time we held numerous training sessions with 
our reps to upgrade their skills.  We continue to host client ses-
sions regularly, likely over 30 this year focusing particularly on 
new advertising executions that we have implemented.  We also 
continue to coach and support our reps through four-legged calls 
to their clients.  

»CONTINUED ON PAGE 14

Susan Azzopardi
The Hamilton Spectator Director, Digital Operations 
sazzopardi@thespec.com
905-526-3291

“

“

       Print was threatened and there were 

many dollars at risk in this vertical.  We met 

with every builder to determine their goals 

and objectives and positioned multi-product 

bundles to secure our dollars.

Susan with Mark Krueger, Multi-Media Consultant at 
The Hamilton Spectator.
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Gene Carr, guest columnist
CEO, The Free Lance Star

Our Future is 
Digital but Print 
Needs More Focus

see newspapers adapting to 
the digital age faster today 
than at any other time and 

there is a real focus at most 
levels of every organization. There are 
new leaders emerging with new ideas 
and concepts and they are rolling these 
out quickly. Local Media Association 
has become the leader in focusing the 
time, resources and funding to help all 
of us move forward. 

I have always been appreciative of 
the larger companies who are willing 
to share and invest in technology and 
applications that allow others like our-
selves to be able to try and launch new 
ideas and to grow our revenue streams. 
We have learned so much from their 
successes and from the ideas that didn’t 
quite work according to plan. LMA, 
both through its Innovation Mission 
trips and conferences, helps to facilitate 
this. No one could have envisioned the 
changes that have occurred to news-
papers and all media companies. To 
ignore the digital age is akin to burying 
your head in the sand.    

 I do see a concerning trend occur-
ring in our industry that is receiving 
very little attention — less focus on print 
than ever before in our history. It is hard 
to imagine an industry outside of ours 
that derives over 70% of its revenues 
from print (advertising, circulation and 
commercial printing in some cases) 
that would neglect it like we are doing. I 
rather doubt that this would ever occur 
in a Fortune 500 company or, for that 
matter, any consumer driven business 
that would put the lion share of its rev-
enues on the back burner with so little 
focus as we are doing. 

As I interact with publishers and 
owners, too many have come to the 
wrong conclusion that there is noth-
ing that we can do to stop the declines 
other than try and offset some of the 
losses with digital as print will just keep 
declining. One thing that we know for 
sure is that when we say we can’t, we 
will never succeed. I see failures with so 
many publishing companies that have 
forgotten about their customers. Many 
publishers have priced their home 
delivery subscriptions beyond what 
consumers are willing to pay.     

 I do see some publishing companies 
growing revenues year over year and 
focusing in on their core products but 
too few. Here at The Free Lance-Star 
and its portfolio of companies we are 
growing revenue year over year and we 

are growing paid circulation too. 
There are many publishing compa-

nies launching magazines and focusing 
on new revenue streams particularly 
within the medical industry, which tra-
ditionally has not been a viable newspa-
per advertiser. 

I see more newspapers bringing back 
in house ad design and now under-
standing that the advertiser’s message 
must be a call to action and designed to 
get results.

 I see the need for better training and 
investing in our sales executives and no 
organization does this better than LMA. 

There are many other ways that 
publishers are succeeding and growing 
their print business — it comes with 
great people, leadership, belief, com-
munication and with great community 
focused print products. While our future 
is digital, print is viable and needs more 
focus. Don’t neglect it.  

 I close with the deepest gratitude 
to Local Media Association for award-
ing me the 2014 Lifetime Achieve-
ment Award. As I look back at the past 
winners, it is a Who’s Who of industry 
executives that made a difference in 
how we own and operate media com-
panies today. I learned so much from 
so many as well as the many wonderful 
conferences that have taken place. LMA 
is where many of us truly learned this 
business and we depended on each 
other and have made lifetime friends. To 
the many associates and colleagues that 
have worked so hard on my behalf and 
to LMA, Thank You!!

I       There are many other 
ways that publishers are 
succeeding and growing 
their print business — it 
comes with great people, 
leadership, belief, 
communication and with 
great community focused 
print products. While our 
future is digital, print is 
viable and needs more 
focus. Don’t neglect it.

“

“

Calling All Newsrooms
he annual LMA Editorial Excellence 
Contest is underway and this is a heck 
of a competitive contest.
With 42 different catego-

ries including the coveted Editor 
of the Year and Journalist of 
the Year, a win gives brag-
ging rights – great for local 
marketing and brand-
ing – and is validation 
of the often selfless 
and hard work being 
performed around the clock by 
dedicated newsmen and 
women in communities far 
and wide. 

AccountScout is the Brains 
of your Organization 

Contact us to discuss 
how AccountScout 
can optimize your 
workflows. 

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

Sound Publishing President Gloria Fletcher presented Gene Carr with the 2014 LMA
Lifetime of Achievement Award at last month’s Innovation Conference.

Get ready to rumble everyone!

Be recognized for the fine work you are producing! 
Deadline is Friday, November 21

Online entry is made simple thanks to Newspaper Toolbox. 
Full details and entry at www.localmedia.org/Contests.

A sampling of the more than 
three dozen categories:

n Best Front Page
n Best Editorial Writing
n Best News  Photo
n Best In-depth Reporting
n Best Sports Photo
n Best Special Section
n Editor of the Year
n Journalist of the Year

T

Reigning Editor of the Year Mark Brackenbury, New 
Haven Register, taking the stage at the Innovation 
Conference to accept his award.
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t's hard work. You can't fake it. 
Want to create an exciting work 
environment that will foster a 

fabulous culture of innovation? Then 
consider the following:

1  Get creative with employee ben-
efits/perks. Take a look at your 

current offerings. Would these be 
attractive to the kind of people you want 
to recruit? If not, get working on it. 
Creative time off (like Centro's "Ferris 
Bueller days"), monthly happy hours or 
providing free coffee/soft drinks goes a 
long way and doesn't cost a fortune.

2 Work space matters. Get rid of the 
cubicles, walls and even private 

offices. When people start working 
together, amazing things will happen.

3 Reward success AND failure. That's 
right. True innovation happens 

when people aren't afraid to fail.

4 Don't be afraid to pivot. All new 
ventures should be closely moni-

tored. Pivoting is a normal and expected 
activity. Right Matt Coen?

5 Develop a mission statement that 
resonates and motivates the team. 

If possible, they should be part of 
developing it. Post it on the walls. Make 
sure that all new projects are in line with 
the company's mission. Taglines are 
great too. The LMA team often recites 
our 'Innovate. Educate. Inspire.' tagline.

6 Allow employees to work from 
home when possible. It is efficient 

and reinforces your trust in them. They 
will reward you by working longer and 
harder.

7 The CEO and top-level executives 
must be accessible, open and 

transparent. Without this, none of the 
other things on this list will work.

8 Create fun in the workplace. What 
does your environment say about 

your culture? Do you have a lounge with 
pool tables or ping pong? What would a 

prospective top employee think if they 
visited your office versus one of the 
disruptors?

9 Empower your employees in all 
ways possible. Trust them to make 

decisions. One of the many signs at Face-
book said: Done is better than perfect.

10 Schedule an internal hackathon in 
the next three-six months. But bring 

in some outside tech talent to work with 
the teams. Make sure that all depart-
ments are represented on each team. 
Schedule it during work hours if you can. 
Amazing things will happen.

11 Host regularly-scheduled company 
meetings with the CEO and top 

executives (could be weekly, monthly or 
quarterly). The purpose is to communi-
cate and take questions. The atmosphere 
needs to be fun (happy hour, coffee & 
donuts, pizza at lunch, etc.) All the big 
guys do it (Facebook, Twitter, Google, 
etc.); you can too.

12 Get rid of people that can't adapt to 
a culture of innovation. One bad 

apple can derail an entire department, 
especially when that person is in 
management.

I continue to be inspired when I visit 
the big disruptors and get to witness 
their culture in action. I know that legacy 
businesses have a long way to go but 
there are so many things that we can 
and should be doing. Deseret Digital is 
a great example. It starts at the top with 
Clark Gilbert and Chris Lee. Forbes Me-
dia is another good one to follow. Want 
a smaller example? Red Wing Publish-
ing, led by CEO/owner Mark Poss, just 
changed their company name to Big 
Fish Works. Poss is doing many of things 
listed above and as a result, he is attract-
ing top talent and growing the digital 
side of his business in a big way.

Yes, we can do this. Get out of your 
comfort zone and think like a disruptor. 
Our survival depends on it.

I

12 Ways to Create a 
Culture of Innovation

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

Markus Feldenkirchen, CEO, 
PPI Media and Brendan King, 
CEO & Co-Founder, VendAsta 
at the offices of Automattic 
(parent company of Word-
Press), one of the stops on 
the 2014 Innovation Mission.

LOCAL MEDIA
ROCKS

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

ate last month LMA and 
Deseret Digital Media sealed a 
new partnership that pro-

vides a significant opportunity for LMA 
members to grow their digital prowess 
and strategies exponentially. Intended 
specifically for digital media operators 
(publishers, digital managers, content 
managers, ad managers and editors) 
who need to grow, engage and monetize 
local audiences, the Deseret Digital 
Media Bootcamp provides a two-day 
learning experience intended to acceler-
ate digital abilities quickly.

DDM, a proven leader in all things 
digital, has delivered this bootcamp to 
companies around the world and now, 
through this partnership with LMA, is 
making it available in North America for 
the first time. 

Training will occur at DDM offices 
in Salt Lake City, Utah on December 
10-11 with a maximum of 60 partici-
pants. There are two tracks of training 
– Business Development and Audience 
Growth – and attendance is limited to 
30 per track. Reservations accepted on a 
first come, first served basis. 

Unlike industry conferences and 

seminars, where helpful information 
and context is shared about best prac-
tices and trends, the DDM Bootcamp 
will help those charged with daily digital 
operations perform at a higher level 
through proven techniques and learn-
ing methods. This supports the DDM 
mission to reach hundreds of millions 
of people by connecting more deeply in 
media organizations and building trust 
therein while deriving revenue to help 
support their reach efforts. 

Participants will undergo a pre-train-
ing assessment of current capabilities, 
in-person training intended to foster im-
mediate improvement, and several post-
training follow ups and certification.

Pricing:
LMA Members................................$795
3-4 Attendees.................. 10% discount
5-7 Attendees.................... 5% discount

Contact LMA Sales & Training 
Director Amie Stein at amie.stein@
localmedia.org for more information or 
to reserve your spot. 

Can't make the December dates? 
Budget for 2015. Four boot camps 
will be scheduled next year.

L

BREAKING NEWS
Major Digital Training Opportunity
LMA partners with Deseret Digital Media
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he just announced results offer 
a bevy of inspirational designs 

and marketing initiatives that 
are the driving force behind a heck of a 
lot of revenue at media companies across 
North America. A complete summary is 
found on LMA’s website and members are 
urged to peruse these for inspiration and 
ideas. Give a shout out to fellow members 
and chances are good that they will gladly 
share details of what’s working and the 
mechanics behind their success. Don’t 
forget — LMA’s website also has a fully 
searchable member directory that makes 
it easy to get in touch with peers in the 
industry.

Topping the list of winners this year 
is Metroland Media Company with a 

remarkable 31 awards. "I am very proud 
that Metroland's advertising efforts have 
received industry leading recognition 
alongside our editorial accomplishments," 
said Metroland President Ian Oliver. "We 
continue to be focused on innovating for 
both consumers and advertisers, in-print 
and online."

Following Metroland was Black Press 
with 25 awards and Antelope Valley News-
papers, Inc. with 23 awards.

Individual honors were given in the 
Digital Sales Manager of the Year category 
and the Q&A this month is with first place 
winner Susan Azzopardi –check it out on 
page 2. Azzopardi, who has a traditional 
print background, rose to the occasion 
when offered the job as Director of Digital 

Operations – the Q&A reveals a lot about 
how she and her team are on track to bill 
$1.2 million in new digital revenue this 
year.

Advocate Digital 
Media's Jennifer Love 
was the runner up 
for this award. Asked 
for a thought on the 
win and any driving 
factors on boosting 
digital revenues, 
Love said “I am very 
honored and proud 
to say it’s all in the 
team you build around you. We are dedi-
cated in educating, not only 

ourselves, but our clients as well. The key 
to our success is building a relationship 
with your client and providing them with 
solutions specific to their needs.”

Special thanks to Newspaper Toolbox 
for hosting the online entry process of this 
contest and to the panel of judges, which 
included national advertising agency 
executives, media buyers and industry 
consultants, for the time and energy 
devoted to reviewing the voluminous stack 
of entries.

T

Jennifer Love

53
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CaleNdar

Please call Heidi at

614-837-4641 for a tour.

NOW ENROLLING

Inspiring Children’s Natural Curiosity to Learn

EDUCATION-SCHOOLS

Various Breeds, sizes,

colors. Most Non Shed/ Hypo-

allergenic. All health
guaranteed.

Call 740-332-4968 or visit:

blueribbonkennelsof
ohio.com

LOST CAT
Zak, gray cat, white under chin.

Lost May 12, indoor cat, has claws.

Reward!!!! Call Carol
(828) 577-6681

Email: annpie37@y
ahoo.com

PETS

HOME STAY FAMILIE
S NEEDED

for students studying abroad.

Help a child while fostering

relationships and connections

that last a lifetime. Stipend paid.

Info please call 805-439-2598

EDUCATION-SCHOOLS

EDUCATION-SCHOOLS

$15 + 1 Hour

is all it takes to start

your own business.

Learn more about Avon
!

Call Anita Albaghli, IS
R

614-837-6883
To schedule your

in person appointme
nt

SAY YES TO AVON!

SUMMER SALES ARE

HEATING UP!

HELP WANTED

MAYFAIR VILLAGE

A skilled nursing center

is currently looking f
or qualified

STNA’S & RN’S to fill
our FT/PT & PRN

positions. Only seriou
s applicants

should apply. Compe
titive wages!

All positions require a

background check, drug screen.

Experience working in a

long-term care facility preferred.

If interested, please s
top by:

3000 Bethel Road

to complete an applic
ation,

- OR - feel free to em
ail

your resume to:

Kelly_Richards@lcca
.com

Mayfair Village is an
EOE

HELP WANTED

REYNOLDSBURG

Minister’s Wife & Retired Teacher

has full time openings for infants

& toddlers. Licensed by Ohio, reg.

w/Action for Children & Franklin

County. CPR, Non-Sm
oker, Fenced

Yard, Hot Meals, Snacks, Formula

provided, & Toilet training, Ref-

Tax Statement Pre-School Prep

Mon - Fri 7am - 5pm

Call: (614) 864-1165

SPECIAL OFFER!!

Eyebrow Threading $
8

Eyebrow/ Upper lip t
hreading $12

We also do eyelash e
xtensions,

tinting, body waxing
and more.

Elegant Eyebrow Thr
eading

1366 Cherry Bottom R
d., Gahanna

614-437-2695

ALWAYS NEIGHB
ORS, LLC.

Hilliard’s Premier Home Health Care.

The BEST in home care provided by

aides who are part of the Hilliard

community. Neighborly, trus
tworthy.

Neighbors helping Neighbors

Call Cyndi Taylor at
614.562.3857

HELP WANTED

M.I. SUNSHINE CLEANING
CO.

Local Family Business-Residentia
l

Licensed, Bonded, Insu
red, Ref. Avail.

Free Estimates ∂ 61
4-286-3911

Romake Bilingual Pre
school

* NOW ENROLLING FOR SUMMER & FALL *

6wks - 12yrs. 1357 Brice Road.

www.romake.com 614-759-8710

M-F 4:30AM-11:30PM & Sat. 6AM-8PM

SUMMER EXPERIE
NCED

Babysitter - Hillia
rd Area

Has openings for a
ll ages.

Hours: 6:30am - 5:
30pm, M-F.

Healthy breakfast
, lunch and

afternoon snacks. G
randmother

of 3 has 10 years e
xperience.

QUESTIONS OR IN
TERVIEW:

Call Tammy a
t:

(614) 949-1523

! GAHANNA AREA !

Loving home environment for

children from newborn

through age 5.

20 years of experienc
e..

References available.

Call Cindy at 614-478
-2914

PRINCIPLES BUILDING A

LIFETIME FOUNDATION

TODDLER MONTESSORI CLA
SSES

Fall Registration

Summer Classes

June 2nd - Aug. 15th

18 Month - 36 Month

The Only Montessori Toddler Class in NW Area!

Choose 2 Days, 3 Days or 5 Days

AM or PM Session For Preschool (3yr-5yr)

Half Day or All Day Kindergarten

Extended Care 7:30am-6pm

Low Child-Teacher Ratio

Several Foreign Language Lessons

Spanish Lessons Every Day

2855 Snouffer Road • Columbus, OH 43235

614-761-2727

$10.50 per hour

HELP WANTED

"Absolutely" D
ial Dan

THE GUTTE
RMAN

Gutter Cleaning Drain Lines

Snaked ∂ Repaired
∂ Replaced

Member BBB ∂ (614) 268-04
70

CLINTONVILLE GUTTER
S

FREE Gutter Inspection w/cleaning

Free Est. Licensed/Insured
. Visa/MC

New Gutters & Repairs • BBB

614-267-5555

HELP WANTED

DO YOU OFFER

EDUCATION
SERVICES?

Call to place your ad today:

(614) 785-1200

Calendar
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HUGE 2013 CLEARANCEUsed executive

Driven Demo

Featuring
2013 Honda Ridgeline

Touring

- Fully Loaded
- Huge Price Reductio

n

MODEL FB2E2DEX
MODEL GE8G2DEX

IDEAL
Honda

ID
EA
L

Ho
nd
a

Like us on facebook
905.238.3480 | 401 Dixie Auto Mall

www.idealhonda.com

Limited time lease and finance offers available through Honda Financial Services Inc. (HFS), on approved credit. Selling prices and payments include freight and PDI (ranges from $1,495 to $1,640 depending on 2013 model and $1,695 on advertised 2014 models), EHF tires ($29), EHF fi lters ($1), A/C levy ($100 except Civic and Fit DX models), and OMVIC fee ($5). Excludes taxes, license, insurance, and registration. ΩRepresentative bi-weekly lease example: 2013 Civic DX Sedan (Model FB2E2DEX) on a 60 month term with 130 bi-weekly payments at 1.99% lease APR. Bi-weekly payment is $87.40 with $0 down or equivalent trade-in, $0 security deposit and first bi-weekly payment due at lease inception. Total lease obligation is $11,362.23. 120,000 kilometre allowance; charge of $0.12/km for excess kilometres. †Representative bi-weekly finance example: 2013 Civic DX Sedan (Model FB2E2DEX) on an 84 month

term with 182 bi-weekly payments at 1.99% APR [including $1,600 Finance incentive and $431 individual dealer contribution deducted from the negotiated selling price before taxes]. Incentives apply only to Finance contracts through HFS, and can be combined with subvented rates of interest offered by Honda as part of a low rate interest program. Complete price of $16,970. Cost of borrowing is $1,077.28 for a total finance obligation of $16,016.28 with $0 down or equivalent trade-in.
μLimited time 0.99% APR lease offers on a new 2013 Fit DX (Model GE8G2DEX) // 2013 Civic DX Sedan (Model FB2E2DEX) // 2013 CR-Z // 2013 Accord EX Coupe 6MT (Model CT1A7DJ) // 2013 Accord LX Sedan 6MT (Model CR2E3DE) // 2013 CR-V LX 2WD (Model RM3H3DES) for a maximum of 24 // 24 // 24 // 36 // 24 // 36 months. Representative lease example: 2013 Accord LX Sedan 6MT (Model CR2E3DE) on a 24 month

term at 0.99% lease APR, the monthly payment is $440.70 with $0 down or equivalent trade-in, $0 security deposit and fi rst monthly payment due at lease inception. Total lease obligation is $10,576.80. 48,000-kilometre allowance; charge of $0.12/km for excess kilometres. ˆReceive 0.99% purchase financing on any new 2013 Fit DX (Model GE8G2DEX) // 2013 Civic DX Sedan (Model FB2E2DEX) // 2013 CR-Z // 2013 Accord EX Coupe 6MT (Model CT1A7DJ) // 2013 Accord LX Sedan 6MT (Model CR2E3DE) // 2013 CR-V LX 2WD (Model RM3H3DES) models for a maximum of 36 // 48 // 24 // 48 // 24 // 48 months. Representative finance example: 2013 Accord LX Sedan 6MT (Model CR2E3DE) on a 24 month term at 0.99% APR and complete price of $25,765, the monthly payment is $1,084.65. Cost of borrowing is $266.60 for a total finance obligation of $26,031.60 with $0 down or equivalent trade-in.
§Limited time

1.99% APR lease offers on a new 2014 CR-V LX 2WD (Model RM3H3EES) // 2014 Odyssey models for a maximum of 24 // 24 months. Representative lease example: 2014 Odyssey LX (Model RL5H2EE) on a 24 month term at 1.99% lease APR, the monthly payment is $592.44 with $0 down or equivalent trade-in, $0 security deposit and first monthly payment due at lease inception. Total lease obligation is $14,218.56. 48,000-kilometre allowance; charge of $0.12/km for excess kilometres. ΔReceive 1.99% purchase financing on any new 2014 CR-V LX 2WD (Model RM3H3EES) // 2014 Odyssey models for a maximum of 36 // 36 months. Representative finance example: 2014 Odyssey LX (Model RL5H2EE) on a 36 month term at 1.99% APR and complete price of $31,820, the monthly payment is $911.27. Cost of borrowing is $985.72 for a total finance obligation of $32,805.72 with $0 down or equivalent trade-in.

◆$1,000 // $1,500 // $2,000 // $1,500 // $2,000 // $3,500 // $2,000 // $2,500 // $4,000 // $5,000 // $5,000 customer cash incentive is valid any new 2013 Fit (except DX, model GE8G2DEX) // 2013 Civic Coupe and Sedan (except DX Sedan, model FB2E2DEX) // 2013 Accord Coupe (except EX Coupe 6MT, model CTA7DJ) // 2013 Accord Sedan (except LX Sedan 6MT, EX-L V6 Sedan and Touring V6 Sedan, models CR2E3DE, CR3F8DJN and CR3F9DKN) // 2013 Accord EX-L V6 Sedan and Touring V6 Sedan // 2013 Crosstour EX 2WD and EX-L 2WD (models TF3H3DJ, TF3H5DJNX) // 2013 Crosstour EX-L 4WD and EX-L 4WD NAVI (models TF2H5DJNX, TF2H5DKNX) // 2013 CR-V (except LX 2WD, model RM3H3DES) // 2013 Odyssey // 2013 Pilot // 2013 Ridgeline models when registered and delivered between September 4th and September 30th, 2013. Cash incentive is available for all Honda retail customers

except customers who lease or finance through HFS at a subvented rate of interest offered by Honda as part of a low rate interest program. All advertised lease and finance rates are special rates. Cash incentive will be deducted from the negotiated price before taxes. For all offers: license, insurance, PPSA, othe
r taxes (including HST) and excess wear and tear are extra. Taxes payable on full amount of purchase price. Offers only valid for Ontario residents at Ideal Honda. Dealer order/trade may be necessary. Vehicles and accessories are for illustration purposes only. Offers, prices and features subject to change without notice. See Ideal Honda or visit HondaOntario.com for full details. ◆◆Based on Association of International Automobile Manufacturers of Canada (AIAMC) data reflecting sales between 1997 and December 2012.

LeAse for 60 monthsΩ with $0 security

deposit bi-weekly lease only available

on 48 & 60 month terms

finAnce for 84 months† $16,970 selling

price includes freight, pdi, levies and

omvic fee excludes license and hst

2013 civic dx
lease or finance bi-weekly for

$88@ 1.99%

$0DOWN
PAYMENT /OAc

Apr

the I can’t belIeve I can get

legendary honda qua l I t y at I ncr ed Ib ly loW Pr I c eS

durIng the 2013 clearout So I’d better hurry In today event

cLeArOUT
The Honda Model

Or geT greAT DeALs On OTher 2013 MODeLs

ON SELECT 2013 HONDA MODELS. LEASE FOR 24

MONTHSµ OR FINANCE UP TO 48 MONTHS.ˆ

LEASE OR FINANCE STARTING FROM

0.99%
APR

$5000♦OR GET UP TO

CASH INCENTIVES ON OTHER SELECT

REMAINING 2013 HONDA MODELS.

the 2014s have arrIved
!

coMe In today and See For yourSelF.
The best selling
car in Canada for
15 years running.

♦♦

Apr

% lease APR. Bi-weekly payment is $87.40 with $0 down or equivalent trade-in, $0 security deposit and first bi-weekly payment du

$77@ 1.99%

$1,430 DOWN PAYMENT/OAC

LeAse for 60 MonTHsΩ wiTH $0 secUriTy DePosiT.

bi-weekly lease only aVailable on 48 & 60 MonTH TerMs.

2013 fit dx
lease bi-weekly for

named one of car and Driver’s 10Best

for the 7th year in a row.

401 Dixie AutoMall

905-238-5500
401dixieinfiniti.ca

401-Dixie infiniti

the new infiniti q50 hAS ARRiVeD

a weekly advertising feature  ~   September 25, 2013

PORTLAND, OR: The mighty 

S-Class or powerful AMGs may 

defi ne the spirit of Mercedes-Benz, 

but it is the C-Class, and more to 

the point, the E-Class, that are the 

foundation upon which everything 

Daimler is built.

Until the CLA came along last 

year, I often found the brand to be 

aloof, stolid - maybe even austere.

Having just driven several 

versions of the 2014 E-Class, I can 

say the new body styling is vivacious, 

while the mechanicals and safety 

features are leading edge.

The shape begins with an 

aggressive grille, big frontal 

air intakes and available LED 

headlights wrapped in a body that 

owes much to the ground breaking 

CLS.
There are a number of ways to 

mix and match the E-Class (not 

to mention options) so bear with 

me on the pricing, engine and fuel 

economy numbers. I have purposely 

left out the AMG high performance 

versions of the E-Class, as they will 

merit a story on their own in the 

near future.
The sedans are all equipped with 

4Matic all-wheel-drive with pricing 

starting range from $57,800 to 

$75,600. The E 350 4Matic wagon 

starts at $75,300. Coupe prices 

range from $62,000 to $73,800. 

Cabriolets are all rear-wheel-drive 

with prices starting at $69,800 for 

the E 350 and $80,800 for the E 

550.
There are four engines available, 

starting with the 2.1-litre BiTurbo, 

four-cylinder diesel in the E 250 

with 195 hp and 369 lb/ft of torque. 

It has a 0-100 km/h acceleration 

time of 7.9 seconds and a combined 

fuel economy rating of 6.1L/100 

km, making it the most frugal large 

non-hybrid sedan on the road.

Next up is a 3.5-litre V6 found 

only in the E 300 and producing 248 

hp and 251 lb/ft with a sprint time 

of 7.4 seconds and combined fuel 

rating of 8.9L/100 km.

A second 3.5-litre V6 producing 

302 hp and 273 lb/ft is used in a 

variety of E 350 offerings and, once 

again, bear with me.

Acceleration times in the 4Matic 

coupe and cabriolet are 6.4 seconds, 

6.2 seconds in the coupe and 6.6/7.1 

in the sedan/wagon. Fuel numbers 

are: 8.6/9.1L/100 km in the sedan/

wagon, 8.9L/100 in the coupe and 

9.0L/100 in the coupe and cabriolet.

Lastly come the 4.6-litre twin 

turbo V8 making 402 hp and 443 

lb/ft with a 0-100 km sprint time of 

4.8 seconds for the sedan and coupe 

All in the E-Class family

continued on page  20

BY JIM ROBINSON

METROLAND NEWSPAPERS

WHEELSTALK.COM

fi rst
DRIVE

Mercedes-Benz E-Class for 2014
For 2014, the Mercedes-Benz E-Class (E 550 Cabriolet shown) has aggressive new exterior styling while retaining all 

the build quality and safety advances that keep the brand on the cutting edge of the automotive industry.
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Marketing Spotlight on LMA Members
Take a bow, all 135 of you who are winners in the LMA 2014 Advertising & Promotions Contest!
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NEWS
Executive Leadership 
Team Expands at Wick

Arizona-based 
Wick Communica-
tion has made two 
additions to their 
executive leader-
ship team. Michael 
Shepard and Ran-
dall (Randy) Rick-
man have joined the 
company as Regional 
Publishers. Both 
executives have ex-
tensive backgrounds 
in the newspaper 
industry.

Michael Shepard 
most recently 
served as Senior 
Vice President for 
Business Operations 
for The Seattle Times. 
A second-generation 
newspaper hand, he earned a degree in 
communications from Washington State 
University.

Randy Rickman most recently served as 
General Manager at The Pueblo Chieftain, 
a 40,000 daily newspaper and commer-
cial print operation located in Southern 
Colorado. His newspaper career began as 
an apprentice pressman at the Quad City 
Times (Iowa) in 1979.

 

Laboy Takes over in 
Montrose 

Vincent Laboy has 
been named to suc-
ceed Francis Wick as 
the publisher for the 
Montrose (CO) Daily 
Press. Prior to taking 
this position with 
Wick Communica-
tions, Laboy served in 
a variety of manage-
ment roles with Lee 
Enterprises. 

According to Tom Yunt, President & 
CEO of Wick Communications. “Vincent 
is an excellent addition to our Publisher 
ranks and senior leadership team and I'm 
confident that he will continue the Daily 
Press success and legacy created by his 
predecessor, Francis Wick.”

Lancaster newspaper 
has new name: LNP

The Lancaster, Pennsylvania-based In-
telligencer Journal/Lancaster New Era and 
its Sunday edition, the Sunday News, now 
share the new name LNP. Since the morn-
ing and evening papers were consolidated 
in 2009, the newspaper company had held 
on to the three separate names of its dailies 
and Sunday newspaper.

The corporate name also changed, 
from Lancaster Newspapers to LNP Media 
Group Inc.

Sound Publishing  
is Growing

Sound Publishing Inc., a Black Press 
subsidiary based in Washington state, has 
acquired the three times per week Daily 
World, in Aberdeen, Washington, from 
Stephens Media. The transaction also 
includes the Montesano (WA) Vidette, the 
North Coast News (Ocean Shores, WA) and 
the South Beach Bulletin (Westport, WA). 
All are weekly newspapers.

“We feel quite fortunate to add the 
Aberdeen cluster of quality news products 
to Sound Publishing” said Gloria Fletcher, 
President of Sound Publishing. “Of course 
we value the products but more impor-
tantly we value the people and the com-
munities these products faithfully serve.”

Johnston Takes Over 
in Michigan

Tricia Johnston is 
the new publisher at 
The Holland (Mich.) 
Sentinel, a GateHouse 
Media-owned com-
pany. She succeeded 
Pete Esser, who led 
The Sentinel for the 
past several years, 
upon his retirement.

  “She is a true 
professional with 
great vision. She will bring a collaborative 
approach with great energy and innovative 
ideas for our clients and readers,” said Dan 
Tollefson, senior group publisher for the 
Michigan Community Division of Gate-
House Media.

“I was fortunate to grow up in a house-
hold where there was always a newspaper,” 
says Johnston. “Newspapers like The Senti-
nel are critical and it’s exciting to be a part 
of the vehicle that brings people together.” 

Randall Rickman

New, better pricing 
for Sales Certification 
Training
Best Pricing for LMA members; 
Preferred Pricing for LMA Press 
Association Partners

LMA’s Sales Certification Program 
offers new, very affordable prices on 
its Basic Sales Certification Course and 
its Advanced Digital Sales Certifica-
tion Course for all LMA members. Plus, 
media association partner members now 
get preferred pricing. The Basic course 
now starts at $295 for members (and 
reduces with 5 or more participants) and 
$345 for partners; the Advanced course is 
now $395 for members (volume dis-
counts available) and $445 for partners.

These online courses empower media 
salespeople to progress from transac-
tion-focused selling to true consultative 
selling. Each course has been designed 
to equip a sales rep with the tactics they 
need to improve their local media sales 
and to find more prospects immediately. 

Hundreds have taken the online 
courses over the last 18 months since its 
introduction. “The options with the LMA 
training certification program had every-

thing we needed for training on digital 
expertise, digital sales skills, and most of 
all, the online video library for individual 
training,” says Dale Z. Darling, VP Sales, 
Deseret Digital Media.

Full details at www.localmedia.org/
Training. 

Newspaper Digital 
Audience Hits  
New Peak

According to a new study from NAA, 
conducted by ComScore, the audience 
engaged with newspaper digital content 
reached a new peak in August 2014, 
rising 18% to 164 million unique visitors 
(adults 18+) from 139 million in August 
2013. 

Along with the rise in unique visi-
tors, the proportion of the total online 
audience reached by newspaper digital 
platforms has grown. Eight in 10 adults 
engaged with newspaper digital content 
in August 2014. That compares with a 
reach of two-thirds (65%) of adults in 
June 2013.

The reach of newspaper digital con-
tent was highest among those ages 25-34. 
More than eight in 10 are also reached in 
the 35-44 and 45-54 age segments.

Vincent Laboy

Michael Shepard

Tricia Johnston

L M A BRIEFS
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ocal media executives looking for ways to monetize their core, 
digital and offshoot endeavors converged on the City of Broth-

erly Love last month and the buzz at this vibrant gathering 
was infectious. “Business is good” was heard repeatedly as hundreds 
gathered in Philadelphia to participate in LMA’s inaugural Local Media 
Innovation Conference and Technology Showcase. The upshot was 
quickly evident – the event was in sync with what folks came to learn. 

“Spectacular. Stunning. Timely. Powerful”, said one. “Every session 
offered actionable solutions”, said another. “Superb” and “an outstand-
ing opportunity to exchange thoughts and ideas” said yet another.

Formerly called the Fall Publishers’ & Ad Directors’ Conference, the 
new name for this event signaled not just a rebranding but an ener-
gized and updated approach to sharing cutting edge intelligence that 
could be instantly actionable.

According to newly inducted LMA Chairman of the Board Cliff Rich-
ner of Richner Communications, “The new, less formal format of the 
conference was great.  Chris Lee, Terry Kukle and the entire conference 
committee did a great job planning and, as always, Nancy, Al, Pete, 
Lindsey and the rest of the LMA staff made sure everything ran flaw-
lessly.”

The sessions covered both growth and reinvention strategies; most 
presentations are now freely available on LMA’s website under the 
Conferences tab.

L

Keynote #1
Local Media Lessons From 
Transformation At Forbes
Lewis DVorkin, Chief Product Officer, Forbes
n �The 97-year-old start up: Forbes reinvented itself and business journalism along 

the way
n �Pervasive disruption and traditional journalism colliding with digital revolution/

social media/mobile gave them no choice
n "We made a bet on the individual content creator”
n �Turned content model upside down – now rely primarily on a contributor model 

(over 1,500 contributors)
n �Changed compensation model — contributors get paid by audience size, not word 

count or story length
n �Changed advertising model — native advertising is central. “As long as we’re clear 

about who’s speaking, the audience doesn’t care. They just want to know who it’s 
coming from.”

n �Nearly 50% of audience comes from mobile now. Audience moving faster to mo-
bile than are advertisers and agencies.

n �Ad viewability’ is something new coming into the advertising picture – focus shift-
ing from a ‘served’ impression to a ‘viewed’ impression

n Forbes’ native solution is called ‘Brand Voice’

Building A Successful Native Advertising Strategy
Chris Lee, President, Deseret Digital
n �Audience transition to mobile yields ‘an order of magnitude’ revenue problem – 

revenue metrics significantly lower in mobile 
n Native advertising becomes increasingly important as a result
n Sponsored content needs to reside with other content but be transparent as paid
n Highest quality content is essential: Publish awesome!
n Find a way to measure brand lift for clients; not just CTR
n �Management of sponsored content and production should be separate from edito-

rial division
n �Organizational conflict needs to be overcome – editorial division needs to “leave it 

alone or it will fail”
n Deseret’s native solution is called ‘Brand View’

Local Media Innovation 
Conference & Technology Showcase
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Pragmatic Innovation
Moderated by Gareth Charter, panelists included Matt Walsh, CEO, The Observer 
Group; Doug Phares, CEO, Sandusky Newspaper Group; Kerry Oslund, VP Digital 
Media, Schurz Communications

From Doug Phares
n �Accept flops and move on – he had several with various niche 

sites
n ’East of the City’ bimonthly magazine was an offshoot from the 
now defunct entertainment site and it has legs. “We had $100K in 
ad contracts before the first edition.”
n Native advertising with a spin: Sunday Stories is the print 
wrapper for Sunday preprints and it contains sponsored content. 
“It’s worth about $300,000 in a mid-sized market.”

From Matt Walsh
n �Early entry into digital services saw many mistakes – trade-

mark dispute, under-priced services, deadline problems and 
more

n �2014 brought a renewed effort beginning with almost four full months of mea 
culpa’s for their early disasters

n �Two new and more expensive hires were made – a technology/development expert 
and an experienced agency executive with a master’s degree in Internet marketing

n �”Heaven smiled on us” with these hires and the ensuing $400K account from a big 
client that their new rep attracted

n �Focus now is on larger clients with real budgets. “We still offer our services to 
smaller businesses but when they find out how much it will cost, many say no 
thank you,” Walsh says.

n �This year, the newly named Observer Digital Media will generate $730,000 in 
revenue, not too far off its goal of $800,000. Walsh said, “and by 2016, the agency 
will be profitable.”

n �Rule of thumb for budgeting for new initiatives is to anticipate investing what it 
takes in annual revenues to get to break even. “If you think you’ll break even at 
$600,000 in revenue, that’s what you’ll have to invest.”

From Kerry Oslund
n �His office features the ‘hall of failure’. A spectacular one was their big investment in 

a WIMAX company which was intended to deliver Internet services to the com-
pany’s newspaper subscribers in rural areas underserved by cable. The effort fell 
victim to superior LTE technology; the BIG lesson - Schurz now invests incremen-
tally in new initiatives 

n �The company now ‘fires bullets instead of cannonballs’ when funding new initia-
tives. “We start with $50,000, set a goal and if the initiative hits its target, we invest 
another $20,000.” 

n If goals aren’t met, they bail
n Current promising initiative is RedPost, a single copy kiosk with digital signage 
n �Key to this initiative is audience data. The kiosks track the wifi signals of people’s 

cell phones, tracking how long they spend in front of the kiosks watching the two-
minute loop of story promotions and making note of which ads are playing during 
that time.

n Single copy sales are up 8% in the four markets where these boxes are being used

The Lean Start-Up
Matt Coen, President & Co-founder, Second Street
n �Entrepreneurs are everywhere
n �Validate learning at every stage – the only thing to know for sure when starting a 

new initiative is that it will turn out differently than you expect
n Avoid the ‘just do it’ approach – chaos ensues otherwise
n �Take a scientific approach – accept extreme uncertainty but test assumptions; 

build, measure & learn
n �Be ready to pivot – keep one foot in the direction you intended while letting the 

other explore another avenue
n Find moments of pivot quickly
n �Practice MVP – minimum viable product. Pursue the minimum you have to do to 

test what you are trying to accomplish
n Innovation accounting means focusing on pertinent metrics, not ‘vanity metrics’
n Three milestones: Establish the baseline; tune the engine; pivot

Doug Phares

Keynote #2
What Every Local Media Executive 
Needs To Know About Linkedin
Yumi Wilson, LinkedIn, Corporate Communication Manager
n �LinkedIn is a recruitment tool and a content platform; their Pulse app integrates 

professional news with reader interests 
n Media companies should have a company page on LinkedIn
n �Updates that get the most action – insider views; tips & practices; fun facts & 

quotes; employ-
ment opportunities

n �”Your biggest fans 
are your employ-
ees.” The idea is to 
empower them to 
help amplify your 
content

n �Top company pages 
are NPR & Mash-
able. Check them 
out for examples of 
excellence.

n �LMA President 
Nancy Lane 
switched her blog 
to LinkedIn’s 
publishing plat-
form and reports a 
20-30X engagement 
boost as a result

SPECIAL BONUS FOR LMA MEMBERS: October was LinkedIn month on the 
LMA webinar calendar. If you missed any of them, they can be accessed via the 
webinar archives on LMA’s website at localmedia.org. ‘What Every Local Media 
Executive Needs to Know About LinkedIn’ originally played on October 13; 
‘How to Develop an Exciting & Compelling LinkedIn Profile & Why It Matters to 
Your Business’ in October 20; and ‘LinkedIn For Journalists’ on October 27.

Inspired Approach & Actionable 
Agenda Gets High Marks
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Thank You  

 

Brainworks is a proud R&D Partner of LMA 

We enjoyed meeting so many LMA members and Brainworks partners at the 
Innovation Conference & Technology Showcase. 

For more information on how we can partner with your  
local media company, please visit www.brainworks.com
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Brainworks is a proud R&D Partner of LMA 

We enjoyed meeting so many LMA members and Brainworks partners at the 
Innovation Conference & Technology Showcase. 

For more information on how we can partner with your  
local media company, please visit www.brainworks.com
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Programming for Pizza
t was a Friday night cocktail 
party with a gregarious host. 
Chris Wink pumped up a lobby 

full of computer programmers as well as 
anyone can expect of, well, computer pro-
grammers. The lobby was in the building 
that houses Philadelphia’s public radio 
station WHYY. 

Wink is a co-founder and editor of 
Technical.ly a Philadelphia-area technol-
ogy news network. His company con-
nects organizations and people through 
news, events and services. Their role this 
weekend was to connect Local Media 
Association with local programmers for 
our inaugural local media hackathon on 
the weekend just before the start of the Local Media 
Innovation Conference. 

For the uninitiated, a hackathon is an event (usu-
ally a weekend) in which computer programmers 
collaborate on software to come up with solutions 
for a goal. In this case, the goal was to offer applica-
tions or software solutions for local media compa-
nies. 

A new experience for me, the vibe was punky and 
fun as Wink got things rolling amidst a respectable 
supply of local Philly beer and large platters of gour-
met sandwiches that definitely helped fuel the brain-
storming party. Armed with two very large white-
boards, Wink jotted away as the ideas sprouted. On 
hand was a mix of local media company sponsors 
(Calkins, Metroland & Swift) to help the program-
mers shape their ideas. 

Saturday morning the boards took 
up the head of a large room as Wink 
stood by and whittled down the ideas 
to a Top 10 of solid goals. 

The 30 programmers in the room 
and the media sponsors then selected 
which ideas they wanted to work on. 
Teams were organized, final projects 
selected and the six teams were off and 
running. For two full days they toiled, 
tried, experimented and at the end of 
the Sunday session the programmers  
shared the fruits of their labor. An 
panel of independent industry judges, 
including LMA President Nancy Lane, 
listened, asked questions and ultimate-

ly judged the top three.
 A main theme of all these projects – even with 

the sponsor’s instructions of collaboration between 
business units and content units – was to be a focus 
on the media company audience. Common themes 
that were highlighted were:

1. We don’t know enough about our audience
2. We have data available but we’re not connect-

ing the dots
3. We need to start with what we have and work 

toward the goal (starting now is better than not act-
ing)

The top three went on to present their projects 
and solutions at the Local Media Innovation Confer-
ence hackathon session. The Data Punks impressed 
the room of local media attendees as their large geo-
graphic unfolded across the screen.

Peter Conti 
Sales & Marketing 

Director, LMA

REMINDER MEDIA INC.
HAS SOLD

We are pleased to have represented ReminderNews 
in this transaction.

TO
HARTFORD COURANT
a subsidiary of Tribune Company

REMINDERNEWS
15 weekly publications and
related products

D
&
V
M

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

n	 	State-Of-The-Art 
Equipment

n	 	Professional Customer 
Service

n	 	Prepress Technical 
Support

n	 	Competitive  
Pricing

COMMERCIAL PRINTING DIVISION
Andrew Taylor

ataylor@soundpublishing.com

206-504-1854

In living color.
Process color that brings your publication to life.

I

Check out LMA’s Sales 
Certification training programs at 

www.localmedia.org or contact Pete Conti 
at peter.conti@localmedia.org for details. 

The top three: 
THIRD PLACE – A team from Calkins Media, and pro-

grammers, focused on using data-driven decisions across 
the enterprise including analyzing what content the news-
room should produce. 

SECOND PLACE – The team of Swift, Metroland, and 
programmers, focused on solving everything every 
publisher and editor has said at least once – “how do I get 
my sales team to read the product?” It used multiple data 
feeds to alert sales reps when clients are mentioned online 
to ensure sales teams are aware of mentions and can then 
act on these mentions.

FIRST PLACE – A non-media members’ team of pro-
grammers known as the Data Punks created a simple tool 
that allows readers to rate an article by positive, neutral 
or negative (actually Like, Meh or Hated It!). It differs 
from Facebook likes and story comments and it provided 
reporting of 
these ratings via 
geo-groupings 
mapped out on 
an infographic. 
It enables an 
editor to figure 
out what stories 
are rated highly 
in different 
cities.

Data Punks Prevail! Get a taste of what the hackathon 
winners created at http://nims.servermill.org
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Local Media Association R&D Members

Contact Al Cupo, al.cupo@localmedia.org , for more information

 
Become a R&D Member  

 
• Right to vote on all Local Media Association issues • Monthly logo and contact listing in Local Media Today 
• Quarter page advertisement in the annual R&D partner issue of Local Media Today • Premium listing in the 

exhibit/sponsor brochure at LMA conferences and event

The $500K 
Video Program

t last month’s Local Media 
Innovation Conference & Tech-
nology Showcase, one of the 

‘Growth’ track breakout sessions show-
cased how Calkins Media in the Philadel-
phia region is turning video production 
into a new revenue stream. And killing it 
while they’re at it! 

2014 will see about half a million dol-
lars of new revenue from video and the 
‘on air’ personalities, staffers from the 
newspapers, are having fun and becom-
ing local celebrities at the same time.

Calkins Philadelphia Region President 
& General Manager Mike Jameson shared that many newsroom 
personnel have been essentially repurposed to push the needle 
in video. They started small and initial steps included the hiring 
of a consultant to teach the staffers how to produce videos and 
become show hosts, the purchase of iPhones and an editing sta-
tion, and the conversion of their old dark room into a make-shift 
studio. 

“Very low cost of entry,” said Jameson in describing their 
initial efforts.

The flagship video program is the daily News Update, a short 
5 minute program that highlights top news of the day along with 
sports and feature segments. The Courier Times News Update 
program has a sole sponsor, the local hospital, who pays $9K 
per month for the rights. St. Mary’s Hospital gets a pre-roll, an 
ever-present onscreen logo throughout the News Update pro-
gram and associated promotion on social media, in-paper and 
anywhere else the Courier Times promotes the News Update 
program.

Asked how they arrived at the $9K/month price tag, Jameson 
admits they wing it. “When it comes to pricing, we have one 
strategy,” said Jameson. “We make it up.” So far, it’s working. The 
hospital has continuously renewed for six-month terms since 
the News Update partnership began.

A
When Mark Zimmaro joined Calkins 11 years ago, 

the ‘old normal’ career track had him covering sports 
and then moving into a news beat in the Burlington 
County Times newsroom. The ‘new normal’ has seen  
Zimmaro morph from municipal meetings reporter 
to on-air host of a weekly football program and made 
his dog, Blake, a local celebrity who has his own Twit-
ter account.

Zimmaro, video reporter for the Burlington 
County Times, covers a lot of local sports and among 
his duties has taken on hosting the weekly Game On 
video program which focuses on the local high school 
football scene. Every Thursday in football season the 
15 minute program previews the upcoming games, 
talks with a panel local insiders, interviews players, 
and highlights the games to watch. Of course the pro-
gram is a hit — it’s high school football after all — but 
it’s the quirky feature at the end of the program that’s 
getting the buzz. 

Zimmaro’s dog Blake, a mixed breed, 50#, ador-
able rescue dog, ‘picks’ the winner of the game of the 
week through a variety of approaches that Zimmaro 
cooks up. ‘Blake’s Takes’ is now a routine part of the 
Game On program and the loveable Blake has be-
come a true local personality in his own right. 

It all started when Calkins Media Philadelphia 
Region President Mike Jameson got his team to move 
into the video realm and brought in a consultant to 
give pointers about how to shoot video and become 
‘on air’ personalities. This basic training included 
homework assignments and Zimmaro used his re-
cently adopted dog Blake as a test subject for his skills 
development projects.

Zimmaro took to the medium and his skills have 
flourished, all the while making Blake the subject of 
his increasingly goofy videos.  Colleagues at the paper 
got good chuckles from his collaborations with Blake 
so when Zimmaro took over hosting duties for the 

Game On program, he decided that Blake, a natural 
on camera, needed to be a part of it. He’s made regu-
lar appearances ever since.

This year, Zimmaro has turned to Hollywood 
for inspiration for his Blake’s Takes feature. Filmed 
weekly in his basement, Zimmaro has themed his 
dog and his picks along such lines as Raiders of the 
Lost Ark, Apollo 13 and The Godfather. Week four of 
the 2014 football season featured Blake in ‘Blaxetrix’, a 
spoof on The Matrix, and the big pick involved the red 
toy for the Rancocas Valley Red Devils or the blue toy 
for the Northern Burlington Greyhounds. 

Blake picked red and improved his record to 3-1 
when the Red Devils easily prevailed over the Grey-
hounds in a 40-19 win.

“It’s hard to imagine how I got to this point with 
it because using Blake was just a goofy thing in the 
beginning,” says Zimmaro. “I do enjoy it. When I’m 
editing I sit in my cubicle and make myself laugh  
out loud.”

Game On!
Videographer’s dog becomes local celebrity

Calkins Media Philadel-
phia Region President & 
General Manager Mike 
Jameson sharing details 
of their video program at 
the InnoCon.

Reporter turned videographer 
Mark Zimmaro and his beloved 
dog Blake have become local 
celebrities.
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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:

DIGITAL AGENCY SUMMIT
November 11-12, Chicago
LMA’s Nancy Lane, Al Cupo, Lindsey Estes & 
Amie Stein welcome media industry execu-
tives to this revenue-centric event; presented 
in partnership with BIA Kelsey.
New to Agency Services? 
Pre-con bonus session on Monday,  
November 10  
Amy Stein and a panel of experts will offer a 
pre-con bonus session. Specifically designed 
for those who are new to digital agency 
services or considering entering this space, 
this late afternoon session will cover how to 
launch with a small staff and small resources, 
realistic revenue expectations and the various 
infrastructure choices a media company can 
establish.

CHICAGO RAPID INNOVATION TOUR
November 12-14, Chicago
Beginning at 4PM on Wednesday, November 

12 and concluding at Noon on Friday, No-
vember 14. LMA President Nancy Lane, with 
an assist from LMA’s Lindsey Estes, will lead 
a small group on a mini-Innovation Mission. 
Visits to include: Groupon, Salesforce, Centro, 
Razorfish, Chicago Tribune, Aggrego/Sun-
Times, ESPN & more. A lot of punch will be 
packed into these 20 hours!

GOOGLE ADWORDS REGIONAL TRAINING 
November 13-14, Chicago, Illinois 
LMA’s Amie Stein conducts regional Google 
AdWords two-day training workshops and 
next up is Chicago in November. Open to all, 
her intense training prepares attendees to 
take the Google-administered certification 
exams.

DESERET DIGITAL MEDIA BOOTCAMP 
December 10-11, Salt Lake City, Utah 
In partnership with LMA, Deseret Digital 
Media is hosting a two-day concentrated 
digital training learning experience intended 
to accelerate digital abilities quickly. Maxi-

mum of 60 participants. There are two tracks 
of training – Business Development and 
Audience Growth – and attendance is limited 
to 30 per track. First come, first served basis 
for reservations. Additional training dates in 
2015 to be announced. See related story on 
page 5.

ALBERTA WEEKLY NEWSPAPER 
ASSOCIATION SYMPOSIUM
February 14-15, Alberta, Canada
LMA’s Amie Stein will be conducting two 
modules of training at this industry gathering.
In her Leadership & Training module, she’ll 
conduct three sessions
• Mastering Sales Fundamentals
• �Time Management and Modeling for 

Leaders
• �Managing Performance and Developing 

Your Teams
 In her Social Media & Social Selling module, 
she’ll conduct two sessions:
• Social Platforms 101
• Social Selling

KEY EXECUTIVES MEGA-CONFERENCE
February 23-25, Atlanta, Georgia
LMA is partnering with Inland Press Associa-
tion and Southern Newspapers Publishers 
Association to present this expansive industry 
gathering. Last year this event attracted 
over 700 attendees and the 2015 program 
promises to deliver key intelligence on the lat-
est and emerging best local media practices 
for driving revenue, audience and company 
performance. 

AMERICA EAST
March 30-April 1, Hershey, Pennsylvania
LMA’s Amie Stein will be on hand at Pennsyl-
vania News Media Association’s America East 
Media Business and Technology Confer-
ence to conduct two ½ day boot camps on 

Monetizing Social. This training is focused on 
helping news media personnel understand 
the advertising opportunities across various 
social platforms and how to translate them 
into meaningful strategies for revenue 
development.

NATIONAL ASSOCIATION  
OF BROADCASTERS 
April 11-16, Las Vegas, Nevada 
Amie Stein will once again be conducting 
Google AdWords training at NAB this April in 
Vegas.

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

Thank you

The best thing for us was the great response to our new MAST 10X platform — it gets us 
really excited to find out how well this idea resonates with you! If you want to hear more 
about Vendasta and our transformative MAST 10X program, contact us at 306.955.5512, 
email sales@vendasta.com or visit us at tinyurl.com/mast10x

We had an amazing time at the LMA conference, and we hope you did too. 

tinyurl.com/mast10x

LMA Staff, from left, Al Cupo, Amie Stein, Nancy Lane, Pete Conti, Lindsey Estes, 
Deanna Lewis, Mike Martoccia
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Q& A                      Susan Azzopardi »CONTINUED FROM PAGE 2

“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.

Q  At the time of your nomination for the LMA 2014 Digital Sales Manager of the Year 
award, your revenue gains in digital were impressive at $350K over prior year. What 

are some of the strategies and products you’ve created to move the needle? 

A  The first thing we did this year was insist on 100% participation from all of our sales 
reps.  This was actually a metric that came from corporate, who had also insisted on 

an average monthly billing of $4000 per rep.  Based on this, and taking into consideration 
what each rep had billed the previous year, we set specific digital targets for our reps and 
managed them.  We offered incentives for monthly and quarterly achievement and we 
constantly kept their personal targets in the forefront.  We met with reps regularly to review 
strategies, built client proposals together, offered “printernet” bundles or special impression 
campaign pricing to support our goals.  

Once we had achieved our 100% participation we stepped our game up and focused on 
growing our billings, rewarding reps who sold 1 million impression campaigns.  

As our annual target became closer we started to count down our dollars to target with a 
large visual in the department.  We achieved this target just last week! In 2014 we are on track 
to bill $1.2 million. Total billings in 2013 were $746K.

Q  What metrics do you watch and how do you use these metrics to maximize revenue?

A  We watch the numbers. What is our target, how far from target is any particular rep, 
how many impressions are available, is our special position inventory SOLD OUT, 

and then we react.  

Q  Can you share an example or two of how you work with the 
editorial division to create sales opportunities? And, please 

describe some of the multi-media offerings that result from these collabo-
rations.

A   We have collaborated on a number of projects with our Editorial 
team,   particularly around special community events.  What’s great 

is that our Editorial team is always mindful of including banner inventory 
on any niche site that they are developing. For instance, we currently have a 
SpecVotes site for our municipal election that has banner inventory.  

One of the best multi-media collaborations was our War of 1812 project.  
We produced a broadsheet section and incorporated the layar technology 
within our editorial and advertising content.  This was a terrific way to add in more visual 
content including video.  We also created a video trivia contest that we promoted within the 
section and on thespec.com.  

Editor’s note: Layar technology is an interactive print solution.  Images and content can be 
enhanced.  It allows you to associate additional links, slideshows and videos etc with print and 
image content.  Example: In the War of 1812 project, they had a photo of a soldier trio.  When 
you use the layar app technology and hover your smartphone/ipad over this image, a video 
plays. 

Q   I understand you charge your reps with varying digital sales tasks depending on their 
selling styles and digital comfort levels.  Tell us about this. 

A   Not all sales reps are created equal and at least from a digital perspective it was 
obvious that there were early adapters and then there were a lot of other folks.  For 

some the only pressure we applied was to have at least one digital billing in the month, 
regardless of the amount.  Forcing the sale was not going get us the buy in or the results 
long-term.  We let them bite off little amounts, the bundles for example that were easy to 
execute.  

For others the expectations looked different.  We coached them to be collaborative with 
their clients and develop annual customized multi-media programs.  This required a lot of 
four-legged calls but had many benefits.  Each time was an opportunity to coach and develop 
the reps as well.  This worked amazingly well with our Real Estate team.  Many of the local 
builders were further ahead with their marketing tactics and were looking for digital solu-
tions.  Print was threatened and there were many dollars at risk in this vertical.  We met with 
every builder to determine their goals and objectives and positioned multi-product bundles 
to secure our dollars.

Q   How has your sales culture changed since the focus has shifted to digital? How do 
you get your reps to recognize that multi-media is part of the core portfolio?

A   As well as things are going from both a revenue and budget perspective, it is 
sometimes disappointing when you consider the opportunity vs. the dollars.  There 

is lots of work to do.  There is still a percentage of the team that don’t position digital as a 
regular part of our day to day selling.  But, I feel very satisfied that we have turned a corner 
and are heading in the right direction.  We have challenged print reps to do what they 
know…sell!  Making it second nature is the next step.  We focused on removing the barriers 
to make digital selling easier.  The next step is theirs.  We always tell them, you know this 
stuff.  Just ask for the order.

Q  On the client side of the equation, how are you helping local merchants understand 
the importance of multi-media marketing and how do you manage their expecta-

tions as they get more involved in the services that you and your team are offering?

A   We really do try to get in front of as many clients as possible.  We are trying to sell 
multiple solutions and that is not something managed through email or on the 

phone.  
Our client information sessions are very effective and we have at least a 50% closing rate 

when we have our clients in.  Whether they buy or not, we still view it as an opportunity to 
share information and educate them about our product suite.  We have been on many, many 
four-legged calls with our reps.  We share results and best practices with our clients and en-
courage bundling of solutions for optimal results. 

Managing expectations is still a challenge sometimes but one thing that is vital is that we 
remain connected with our clients, not be afraid to share results and offer alternative solu-
tions to drive the campaign further.

Q   Finally, can you share a ‘best practice’ or two from your experience in the digital 
arena? Would be especially interested to learn about integrative solutions or 

packages that have worked especially well.

A  We have positioned many integrated bundles to our sales team this year and it has 
been a very effective way to add digital into the equation.  We include value add 

within these bundles.  The bundles make it easier for reps to sell multiple products at one 
time to their clients so this solution actually has multiple benefits.  While the bundles can be 
customized, clients cannot opt out of the digital portion.  

We also have recently started to forward interactive pdf sales sheets to our clients.  These 
sales sheets offer multiple products that the client can simply check the “best fits” for their 
business and forward back to the rep.  This has had surprising results.  It is a particularly good 
way for those reps who may not feel comfortable selling digital to ensure that the message 
is reaching the client.  I think a common fear with reps initially was that they were going to 
lose print dollars to digital and they felt they needed to protect this from happening.  I think 
through offering these integrated solution packages, both the rep and the client have seen the 
value of combining these two powerful mediums and illustrates how effective the  
pairing can be.
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Put Your Brand Story in Front 
of Thousands of Advertisers 
Newspapers audited by AAM and CAC are part of a rich network of industry data used by thousands of 
top advertisers and agencies. In the past year they’ve been included in nearly two million media queries 
and more than 400,000 report downloads and actions.

• AAM’s sophisticated database, the Media Intelligence Center, has more than 5,000 active registered
 users and is relied upon daily to analyze newspaper distribution and geographic information.

• We have data dissemination partnerships with leading organizations like SRDS, Gfk MRI, NDX, 
 Nielsen and others, which greatly expands the reach of AAM-audited data.

• We also directly feed ZIP code-level data to leading advertisers and agencies, including 
 ACG Media, Best Buy, Newspaper National Network, NSA Media and more.

Gain visibility for your brand.
Discover the value of AAM-audited data and learn more about joining the 2,000 
newspapers audited by AAM and CAC. Visit auditedmedia.com/datavalue today.

Is your newspaper audience data being seen by top advertisers?
The newspapers audited by AAM and CAC are part of a rich network of industry data.
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Call 615-440-5522 to add these to your editorial package. 

OCTOBER 2014   SPRYLIVING.COM

THE QUEEN OF 
TRANSFORMATION

ON WHAT KEEPS 
HER GOING

MEREDITH
VIEIRA

NURSE KNOW-HOW 
9 Top Tips for 

Fighting Cancer 
Page 6

SALAD SOLUTION
A Tasty Way to Get 

Your Greens
Page 8

Could You Be Addicted 
to Your Lip Balm?

Page 16

Your Mantra for 
Tough Times

Page 2

Reinvention
The

Issue 
The Best Diet 
for Easing IBS

Page 4

•Make fi tness fun

•Get a youthful glow 

•Beat the busy syndrome

Now providing the most 
diverse 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
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