
rebranded conference. An intense focus on 
growth and reinvention. An inspiring experi-

ence. The Local Media Innovation Conference 
is the place to be this fall for forward-thinking local 
media executives that are looking to transform their 
business. The conference runs September 30-October 2 
in Philadelphia.

Lewis D'Vorkin, Chief Product Officer, Forbes Media 
will deliver the keynote address on October 1. "Why 
Forbes?" said Nancy Cawley Lane, president, Local Me-
dia Association, "Because their transformation has been 
incredible and the lessons are extremely applicable to 
local media companies of all sizes. D'Vorkin will chal-
lenge and inspire us. He is the perfect person to keynote 
this conference and we couldn't be more pleased."

Lane blogged about the good work going on at 
Forbes in May after reading one of D'Vorkin's blogs. She 
was particularly impressed by their culture changes, use 
of contributors, taking down of silos and native advertis-
ing strategy. D'Vorkin will expand on these areas and 
more during his keynote presentation. 

LinkedIn's Corporate Communication Manager, 
Yumi Wilson, will present during the Innovation Confer-
ence as well. 'What Every Local Media Executive Needs 
to Know About LinkedIn' will also include input from 
several publishers that are using the platform in new 
and interesting ways to grow their business. Wilson will 

follow up the general session with a breakout workshop 
that is designed to get into more detail. 

The Innovation Conference will also feature a 
Technology Showcase with modern banks of monitors, 
stand-up booths, quick-bite segments and live demos 
on the latest technology gadgets including tablets, 
phones, watches, fitness devices, Glass, etc.

THE AGENDA
The conference planning  team, led by three people 

who are downright bullish on local media - LMA Presi-
dent Nancy Lane, Deseret Digital President Chris Lee 
and Metroland Media VP/Business Development Terry 
Kukle -are industry heavy hitters themselves and are 
personally dedicated to stamping the ‘excellence’ ribbon 
on every single session. Expect to learn and be inspired 
by this dynamic program which will include sessions 
like:
	 n	 Building a successful native advertising strategy
	 n	 Local media hackathon
	 n	 Pragmatic innovation
	 n	 	Leveraging social media to grow revenue
	 n	 The Lean Start-up
	 n	 Transforming your sales organization
	 n	 Lessons from Innovation Mission x 6
	 n	 	Much, much more

MEET MEDIA BUYERS
Akin to speed dating, registered attendees are offered 

the bonus opportunity to meet one-on-one with media 
buyers who are special guests of LMA. Offered as an 
incentive for early registration, these appointments fill 
up quickly and are scheduled on a first-come, first-
served basis. Meetings are scheduled for a day and a half 
beginning at 9AM Tuesday, September 30. Register for 
the conference and make sure to check "yes" during the 
registration process to receive information on available 
meeting slots.

n	 	As of press time, media buyers who will be partici-
pating are:

n	 Dave Gusse, ACG
n	 	Marsha Lawrence, Walmart, Media Vest clients 

(Novus Media)
n	 Matt Spahn, PlanitRetail 
n	 Rick Baranski, USSPI
n	 John Hyland and Ryan Adams, Centro 
n	 Karin Levi, Walgreens (Novus)
n	 Tamika McDaniel, Staples (Novus) 
n	 	Stage Stores & Publix (Intersect Media Solutions)
n	 Adam Lombard, Family Dollar (NSA)
n	 	Kim Hansen, Toys R Us, CVS, and Office Depot 

(NSA)
n	 Cathy Petritz, Sears (NSA)
n	 	Jennifer Grimm, Dick's Sporting Goods, World 

Market, Bed, Bath & Beyond, Old Navy, Gander 
Mountain and more (Novus)
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n	 	What Local Media  
Companies Can Learn from 
the Transformation at Forbes 
Presented by Chief Product Office 
Lewis D'Vorkin, Forbes Media  
The transformation at Forbes Media 
has been remarkable, leading to the 
company's best financial performance 
in the last six years.  Silos are gone; 
contributors are a vital part of the 
audience development strategy; na-
tive advertising is an important growth 
driver; leadership has instilled a start-
up culture centered on innovation and social engagement 
is a top priority. This was no easy task, but the company's 
management made the tough decisions, took risks and 
hired the right talent to get the job the done. Local media 
companies can learn a lot from Forbes Media's experi-
ence. D'Vorkin will talk about why our business model must 
change and how our future depends upon it.

n	 	What Every Local Media 
Executive Needs to Know 
About LinkedIn 
Presented by Corporate Commu-
nication Manager Yumi Wilson, 
LinkedIn  
LinkedIn is a powerful tool that will 
enable you to earn 'thought-leader' 
status in your community; elevate 
your personal brand as well as your 
company's brand; recruit top talent; 
prospect new customers; show up 
higher in search results and much 
more. All local media executives need to be using this 
platform to its full potential; this was a major takeaway from 
the recent Innovation Mission. In this session Yumi Wilson 
will spend the first thirty minutes discussing the basic must-
do's when it comes to leveraging the LinkedIn platform. In 
the second half, a panel of local media executives will share 
how they are using LinkedIn to grow their business, expand 
their reach and connect with customers and prospects. 
There will be a breakout session afterwards for those that 
are interested in taking a deeper dive with Yumi on how to 
implement these strategies.

n	 	Crowdfunding – A Hot New 
Opportunity 
Presented by Terry Kukle,  
VP Business Development,  
Metroland Media  
Learn how local media companies 
can get into this space to drive rev-
enue and engagement while help-
ing local entrepreneurs, charities, 
schools, the arts and many other 
areas of the community with their fundraising efforts. It fits 
in nicely with other cause marketing programs already in 
place and offers opportunities to go after new ones.

  According to presenter Terry Kukle, “My session is going to 
discuss the various forms of crowd funding but specifically 
how community media outlets can leverage this phenom-
enon to engage with their community and in the process 
generate revenue for both themselves and the campaign 
starters.”

A

Forbes and LinkedIn to Headline 
Local Media Innovation Conference

Two-track agenda; media buyer meetings; technology showcase

Lewis D'Vorkin

SESSION SPOTLIGHTS 

Terry Kurkle

Yumi Wilson

EARLY BIRD
REGISTRATION RATES AVAILABLE NOW!

Local Media Innovation  
Conference & Technology Showcase

SEPTEMBER 30-OCTOBER 2
Hyatt Regency Penn’s Landing, Philadelphia, PA

Full agenda, online registration and hotel details at 
localmedia.org

COME TO PHILLY EARLY AND GET  
GOOGLE ADWORDS CERTIFIED!

Google AdWords training will prepare you for the 
Google-administered certification exams. 

MONDAY & TUESDAY, SEPTEMBER 29-30
www.localmedia.org/training     (additional charges apply)
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       Presenting Flavor 574 as its own 
brand allows us to use a design and tone 
that appeals to those who aren’t  
interested in the tra-
ditional newspaper 
brand, without alien-
ating those who are 
fiercely loyal to it.

“

“

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

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

LMA Headquarters: 
116 Cass Street  

Traverse City, MI 49684 
888-486-2466; 

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

www.localmedia.org
LMA OFFICERS & DIRECTORS

Chairwoman of the Board / SNI Vice-
Chairwoman / LMAF Treasurer 

Gloria Fletcher | Sound Publishing, Inc.

First Vice Chair / SNI Treasurer 
Clifford Richner | Richner Communication, Inc.
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Gordon Borrell | Borrell Associates

Treasurer 
Suzanne Schlicht | The World Company

Secretary 
Matt Coen | Second Street, Inc.

Immediate Past LMA Chairman/ 
Current SNI Chairman 

John Humenik | Wisconsin State Journal

Directors: 
Roy Biondi | This Week Community Newspapers 

Henry Bird | Community Newspaper Holdings, Inc. 
Robert Brown | Swift Communications 
Brandon Erlacher | The Elkhart Truth 

Kevin Kampman | Winston-Salem Journal 
Terry Kukle | Metroland Media Group Ltd. 

Chris Lee | Deseret Digital Media 
Peter Newton | Gatehouse Media 
Mark Poss | Red Wing Publishing 

Ben Shaw | Shaw Media 
Kim Wilson | The South Bend Tribune

LMA STAFF
President 
Nancy Lane 

843-390-1531 | nancy.lane@localmedia.org

Vice President of Operations 
Al Cupo 

215-256-6801 | al.cupo@localmedia.org

Sales & Marketing Director 
Pete Conti 

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

Classified Avenue Director of Sales 
Deanna Lewis 

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

Sales & Marketing Manager 
Lindsey Leisher Estes 

410-838-3018 | lindsey.l.estes@localmedia.org

Training & Development Director 
Amie Stein

Local Media Today Editor 
Deb Shaw 

888-486-2466 | debshawlma@gmail.com

HQ STAFF 
888-486-2466 | e-mail to hq@localmedia.org

Operations Manager 
Bonnie Pitozzi
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Janice Norman

Membership Manager 
Valerie Donn
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Clara Cherry

Local Media Today is printed courtesy 
of Sound Publishing, Inc., the largest 
community news organization in the state 
of Washington.

The digital edition of Local Media Today is 
published courtesy of Realview, a leading 
provider of stunning online and mobile 
publishing solutions. More about them at 
realviewdigital.com.

AN OFFICIAL PUBLICATION OF Q& A with... 

Let’s eat! And tap 
content marketing 
while we’re at it.
Earlier this year, you launched a content 

driven product called Flavor 574. Edify us! 

Flavor 574 is a food publication 
supported by the newsroom and 
advertising staffs of The Elkhart 
Truth, but presented as its own 
brand. There is a website updated 
daily with local restaurant news 
and features about our region’s 
unique food culture and a quarterly 
digital magazine geared toward 
readers who like to interact with 
and spend more time with content. 

We launched Flavor574.com in 
April 2014 and published the first 
issue of the digital magazine in 
June.

 Q It’s easy to think of pseudo-restaurant guide when you 
consider Flavor 574 but even after a cursory look at the 

site it’s quickly evident that it’s so much more. Your content is 
fun, lively, well written and graphically very appealing. Tell us 
about the back story. The impetus behind it and what was 
involved in getting this up and running please?

A Well thank you, that’s just what we were going for! We 
started Flavor 574 because we recognized that readers of 

the Truth were excited about and highly engaged with the 
food-related content we were publishing once a week in the 
newspaper. On a larger scale, we also saw a lot of movement in 
the region toward independent restaurants and local food 
producers. We saw this as an opportunity not only to bring our 
existing readers more of what they love, in a new and exciting 
way, but also to expand our reach to neighboring communities 
and reach new audiences. Presenting Flavor 574 as its own brand 
allows us to use a design and tone that appeals to those who 
aren’t interested in the traditional newspaper brand, without 
alienating those who are fiercely loyal to it. 

Since we were building a totally new brand and aiming to 
reach a new audience with it, we started the social media ac-
counts for Flavor 574 a few months ahead of the website launch. 

That allowed us to build up our following and generate some buzz in the 
community while going through the website construction behind the 
scenes. 

We went down the wrong road a few times during the launch. We 
had to continually refocus and ask ourselves about the audience we 
wanted to reach. Sales initially wanted to focus on restaurants and 
creating a guide, something that the daily newspaper has done multiple 
times. Sales also had to think about the selling process to niche audi-
ences instead of thinking about mass. This drove pricing models in new 
directions. It required a great deal of communication and brainstorm-
ing. This was something we had never done before.    

 
 Q Who feeds the content machine? How have newsroom and 

advertising staffs adapted?

A The Elkhart Truth's newsroom and sales staff are both integral to 
Flavor 574's operation. We have one editor dedicated to Flavor 

574, Gwen Ragno, and a handful of freelance writers and columnists, 
but the majority of content comes from the reporters within The Elkhart 
Truth newsroom.

It's been a bit of a challenge to integrate workflows, but we've made 
lots of progress over the first three months and are still working out the 
kinks. The newsroom has been the first to embrace the shift, thanks to 
some company-wide efforts to become a more flexible and adaptive 
team.

Sales has made some good progress and has booked enough revenue 
through the end of the year to cover our costs. But we made a few mis-
takes and are actively changing our strategy to make sure we achieve 
our revenue goals. One of those mistakes was thinking print newspaper 
sales people would have no trouble selling this. It ended up just being 
one more sales initiative on the pile of special sections, digital services 
and ROP they are already tasked with selling. We have since regrouped, 
changed our approach and now have dedicated sellers. 

 Q
 

How are you driving new revenue with this product? Is content 
supported financially by the businesses being covered? 

A Flavor 574 is supported partially by traditional display advertis-
ing, and partially by content marketing plans customized to 

each client’s specialties and needs. Flavor 574 is serving as a sort of 
testing ground for these new content marketing offerings as we teach 
our market and our own staff how to use them while maintaining the 
highest level of quality. We’re transparent about what is paid content 
and what is editorial content, but present it in a way that readers value 
both equally. 

»CONTINUED ON PAGE 14

Brandon Erlacher
Publisher, The Elkhart Truth (Indiana)

With contributions from  
Special Projects Editor, 
Gwen Ragno 
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Six Letter Word for Core Strategy
I ’m thinking of a 

six-letter word 
that should drive 

nearly every decision you 
make at your organization. 
It should be at the heart of 
your content strategy. The 
key to your ad strategy. The 
focus of your company 
culture.

And though you won’t 
exactly find this word 
called out as one of the 11 
takeaways of Local Media 
Association’s 2014 Innova-
tion Mission, the more I 

read through the IM Report and think about my weeklong 
experiences with 25 forward-thinking media executives 
visiting some of the world’s leading media and technology 
companies, the more I notice how each experience, each 
takeaway, and the mission in general evolved around this 
word.

Mobile? Nope.
Social? Sorry.
Native? Nada.
Growth? Give up?
The secret sauce that makes these great companies 

great: people.
The other words above – and an endless list of others 

(including some five-letter words like money) – are all 
secondary to the real focus at great companies. People.

I recently blogged on Deseret Digital Media’s Innova-
tion Wire about one company we visited that sure opened 

my eyes to this idea in a very unexpected way. I walked 
into eBay/PayPal thinking the company was old news – a 
once dominant website whose time had passed. I was 
wrong. With their mobile-first strategy they are poised to 
disrupt (read: revolutionize) your commerce experience.

“Mobile, mobile, mobile,” they exclaimed.
My second revelation at eBay came when they clarified 

that for them – and this is key – mobile is the person, not 
the device. In other words, it’s not about the technology. 
It’s about people, and finding innovative ways to serve 
those people wherever they are, regardless of the device in 
their hands.

Rewind two days, traveling nearly 3,000 miles from 
Silicon Valley to New York City, and we find ourselves at 
BuzzFeed, a truly disruptive media organization seeing 
tremendous success by identifying and meeting its audi-
ence’s needs.

On the surface, we’re in a conference room having a 
conversation about data-driven content and sales strate-
gies. Our analysts, they tell us, scour data to understand 
user behavior (read: the things people do on our website). 
We write articles to feed that behavior, they say. We craft 
native advertising pieces that our users (people) will not 
only read, but will share with their friends (other people) 
across social networks (communities of people linked 
together by technology). Yes, these guys are so together, 
even their advertisements get shared.

The more people they get to their site (most of their 
traffic comes from side-doors like social) the more native 
advertising articles they can sell and the more money they 
make (in part, to pay all of their creative, hard-working 
people).

That’s the next point: focus on the people inside your 

organization as well as those you’re trying to reach out-
side.
LMA referred to this as “company culture” in mission 
takeaway #1. Fellow attendee and publisher at The Elkhart 
Truth, Brandon Erlacher, captured this eloquently in a 
blog post at www.erlacher.com that not only helped me 
further recognize the connection between people and 
everything I learned on the trip, but was also impactful 
enough to be republished in LMA’s IM Report.

“Experiencing the energy in many of the innovative 
companies we visited on this year’s trip… was over-
whelming,” wrote Erlacher. “LinkedIn. Google. BuzzFeed. 
Simulmedia. Automattic. There was buzz. Smiles. Fun 
and creativity. Trust. Collaboration. Real-time commu-
nication whether in-person or via Skype/Hangouts. You 
could feel the electricity in the air. Yet, the staff was highly 
engaged and working. The Executive Suite and HR were 
not running the show by pushing out orders via the chain 
of command.”

He goes on to list four areas on which management 
(read: people who set the tone for the other people in 
the organization) can focus to affect positive change in a 
company’s culture.

He concludes, “Culture and leadership is about people, 
not systems and buildings.”

I’ll take it a step further and say it should all be about 
people. That six-letter word: P-E-O-P-L-E. Say it with me. 
People. Now go make a difference for the people you em-
ploy by improving culture, giving them the tools they need 
to succeed, and empowering them to make a difference 
for the hundreds, thousands, millions or hundreds of mil-
lions of people they’re trying to reach and serve.

Chris Jones, 
guest columnist

Director/DDM Publisher  
Solutions/Innovation Wire 

Deseret Digital Media

Social & Mobile:  
Show Me The Money

August 20-21, Chicago
ESPN Joins SoMo’s Impressive Speaker Lineup

F acebook, LinkedIn, Instagram, Pinterest, 
Google and now ESPN are some of the 

headline companies who are sending 
representatives to this month’s ‘Social+Mobile: Show 
Me The Money’ event set for August 20-21 in Chicago. 
LMA, Borrell Associates & Local Search Association 
have attracted a lineup of stellar speakers from some of 
the world’s leading companies in this space and there is 
still time to register for this two-day gathering being 
held at the convenient Sheraton Chicago O’Hare.

Full details and registration are just a click away 
at www.localmedia.org. Alternatively, LMA HQ staff 
stands ready to assist at 888-486-2466.

 “Really top notch speakers at this conference,” says 
Gordon Borrell, president of Borrell Association. “These 
folks are following the ROI.”

“I don’t ever remember seeing a conference with 
this many heavy hitters,” says LMA President Nancy 
Lane.” The focus is all about monetizing social + mobile 
and we have also assembled some of the best case stud-
ies from local media across all platforms. ROI guaran-
teed or your money back!”

T  he latest addition to the program is Jon 
Paul Rexing Sr., ESPN’s Sr. Director of Sales 

for ESPN Local. With a heavy focus on SoMo, 
ESPN has been targeting local ad budgets in five 
major markets (New York, Boston, Chicago, Dallas 
and Los Angeles). Mobile and social both play 
important roles in their strategy, especially as it 
continues to evolve. In this session, Rexing will 
explain how these two areas have emerged as key 
drivers, while highlighting some case studies. He 
will also discuss ESPN's decision to discontinue 
their local apps in order to prioritize developing a 
more integrated local app strategy and why this 
strategy has proven to be very effective.

“Very excited that Jon Paul will be joining us,” 
says LMA President Nancy Lane. “ESPN is doing 
a great job monetizing social and mobile and he’ll 
share many lessons for local media companies.”

Heavy  
Focus  
on  
SoMo
Jon Paul Rexing

Last
 Call!

Among the big names who will be speaking  
at this conference are:

Lutz Finger, Director/LinkedIn and ‘Big Data Guy’
PJ MacGregor, Instagram, Brand Development Lead
 Joel Meek, Pinterest, Head of Partner Online Sales & Opera-
tions
Ted Zagat, Facebook, SMB ads
 Greg Stuart, Mobile Marketing Association, Global CEO
Luke Edson, YP.com, Vice President
 Jon Paul Rexing Sr., ESPN, Sr. Director of Sales, ESPN Local
 Lindsay Jacaman, The Dallas Morning News, General Manager, 
Digital Marketing Services
Matt Baldwin, President, SSRS Research & Marketing
Plus Many More!

YOU CAN’T IGNORE SOMO 
The growing forces in social + mobile are red hot and alert media 
companies are actively pursuing and implementing the strategies 
to capture their share of eyeballs and revenue. This conference 
is perfect for local media executives across all platforms includ-
ing TV, radio, directory publishers, newspapers, pure plays and 
more. If you are selling social and/or mobile to local SMBs, this is 
a must-attend event.

Register now at www.localmedia.org or call  
LMA HQ at 888-486-2466.
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Vacation Packages Start as Low as $12 Each
- Ask us about Volume Discounts. 

Minimum purchase required.

Increase Your Subscription and Display Ad Traffic
- Offer your customers an exciting vacation.

Stand Out from the Competition
- This offer can tip the scales in your favor.

Target New and Repeat Customers
- When your customers rave about their vacation, 

they’ll have to mention how they got it.

Energize Sales Staff and Call Centers
- Powerful way to say "Thanks" to employees.

Create The Buzz
- A free vacation is something to talk about!

a s s o c i a t i o n

Reward Customers with a 2 or 3 Night
Hotel Certificate and Increase Your

Newspaper's Revenue Starting Today!

CALL SUNRISE PREMIUMS TODAY!
(212) 813-2881

www.SunrisePremiums.com   //   Info@SunrisePremiums.com

To find out more about how Sunrise Premiums
can help you get more business,
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LMIA Releases New Reports
T wo brand new reports from the Local Media 

Innovation Alliance are now available and take 
deep dives into ‘Video in the Newsroom’ and 

‘Crowdfunding & Micropayments’. Rich with actionable 
information and significant insights and examples, these 
extensive reports help media executives get quick traction 
on the subjects covered. Available at www.localmedia.org

VIDEO IN THE NEWSROOM
For several years, analysts have predicted that now is the 

time when video will take off and produce real numbers in 
terms of views and dollars. So far, that prediction has been 
exaggerated with news video existing almost solely as an 
editorial attempt. But the time may finally be here when 
video becomes a revenue stream all its own, contributing 
to the bottom line and bolstering overall audience and 
engagement with a news brand.

Readers will learn:
n	 How Bobbie Jo Buel-Carter, editor of the Arizona 

Daily Star, is making a big push for video with original pro-
gramming and sponsorships to go along with news video 
segments.

n	 How Pat Walker and Mike Jameson, from Calkins Me-
dia, have helped the company’s Pennsylvania newspapers 
focus on video for more than a year and the tens of thou-
sands of dollars they’re generating each month by tapping 
into their reporters’ subject-matter expertise in exciting 
ways.

n	 Insights from CineSport, a company that works with 
publishers on their video shows by supplying equipment 
and training as well as packaging. Sil Scaglione, manag-
ing editor of public partnerships, explains best practices 
learned from working with newspapers.

n	 What newsroom video advocate 
and longtime photojournalist Colin 
Mulvany has learned by all of the video 
editing he’s done to supplement his 
visual storytelling. He shares specifics 
on how to achieve real impact with news 
videos.

RAISING REVENUE:  
CROWDFUNDING AND  
MICROPAYMENTS

As competition for digital revenue grows, 
more media companies are embracing an 
entrepreneurial spirit and looking at outside-
the-box revenue streams. In addition to new ad 
products, content marketing and social media 
services, some companies are going directly to 
readers for additional revenue through crowd-
funding and micropayments.

In this report readers will learn:
n	 What makes a successful crowdfunding campaign 

and how publications have used this tool to launch or com-
plete specific editorial projects.

n	 How Lindsay Miller, editor of the weekly (Little Rock) 
Arkansas Times, used an environmentally-oriented crowd-
funding platform to cover an oil spill in a local neighbor-
hood.

n	 About the Breaking News Network and their work 
toward launching a collaborative branding campaign to 
encourage journalism funding.

n	 Early insights and lessons from Metroland Media’s 
recently launched FuelLocal initiative.

 

About LMI A Membership
Designed specifically for local media executives, the 

Local Media Innovation Alliance is a membership-based 
research club that provides monthly reports and related 
webinars on:

n	 Emerging business models
n	 Digital revenue opportunities
n	 New and developing trends
Annual subscriptions are available beginning at $1750/

year. Alternatively, reports are available on an a la carte 
basis at $259 each.

For more information on LMIA membership, see LMA’s 
website at localmedia.org under the Foundations tab or 
reach out to Peter Conti, LMA Sales & Marketing Director, at 
peter.conti@localmedia.org.
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W ould you be pleased if 20-25% of 
your revenue came from digital? 
According to many in the industry, 

separate sales staffs are the only way to 
accomplish this. And despite hearing this 
message for years, most local media 
companies remain committed to an 
integrated sales team.

Russmedia Digital takes it a step further 
as we learned during the recent Local 
Media Innovation Mission. They encourage 
their print and digital reps to aggressively 
compete against each other. “We do not 
integrate print and digital, and are actively 
trying to lure money away from print,” 
said Gerold Riedmann, CEO, during the 
opening session of the Innovation Mission, 
“Keep things separate. Integration never 

works.”
Is this strategy working? At Russmedia 

digital now accounts for 25% of their total 
revenue; this is impressive since print is still 
very strong in Europe.

The Innovation Mission attendees 
discussed this during the debriefing session 
held at the end of the study tour. Many had 
tried hiring digital-only reps in the past but 
could not make it work. The ROI was not 
there. But many also admitted to not having 
the right plan/strategy in place and often 
paying double commissions for four-legged 
sales calls. Executives from Deseret Digital 
that were in attendance on the IM reported 
how well this strategy continues to work 
for them. Their digital reps also compete 
directly with the print reps and are housed 

in a separate office building with a separate 
P&L. It works extremely well.

Gordon Borrell often shares his scat-
tergram slide at conferences that shows the 
famous ‘green zone.’ All media companies 
in this zone represent the top performers 
in terms of percentage of total revenue 
that comes from digital. ALL of them have 
separate traditional and digital staffs. There 
is not one company that bucks the trend by 
using a completely integrated staff.

IM attendee Suzanne Schlicht, COO, 
The World Company, told us today that she 
separated print and digital reps at one of her 
properties immediately upon her return. 
She admits that this is not easy and that 
there are cultural issues to deal with, but she 
is convinced that this is the right move for 
the future. Dana Robbins, Group Publisher, 
Metroland Media Group also left the IM 
feeling the need to make structure changes. 
"And not just hiring digital-only reps," said 
Robbins, "but creating digital businesses."

At LMA we think it’s time to give this 

structure another look. Digital products 
have come a long way and new ones have 
emerged. Keep the staffs separate; let them 
compete and see if you can move the digital 
needle.

We understand that smaller local media 
companies will still need to have traditional 
reps selling digital. We think that equates 
to 10% of their sales at best (per Borrell 
research) and expectations should be real-
istic. In this case, hiring one or two digital-
only reps is worthy of consideration. The 
key is implementation and if you worry too 
much about stepping on toes, the strategy 
won't work.

The 44-page Innovation Mission report 
shares 11 top takeaways and provides more 
information on this topic. Order for only 
$299 at www.localmedia.org (IM attendees 
paid $5,000 to attend and travel to the study 
tour this year so this is an incredible bar-
gain. ROI guaranteed or your money back.) 

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

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

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

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

select the proven experts at Kamen Group to assist you.

info@kamengroup.com   www.kamengroup.com

KAMEN & CO. GROUP SERVICES
NY (516) 379-2797 • FL (727) 786-5930 • FAX (516) 379-3812

626 RXR Plaza, Uniondale, NY 11556    

Who can you call for 
accurate information?

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

Kevin Kamen of Kamen & Co. Group Services

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

Integrated Sales  
Teams Don't Work

Besides the 'stepping on toes' reason identified, the other 
reasons why implementing digital-only reps fails is the 
lack of a commission structure for digital-only reps that 
matches what legacy reps make (on an average). Another 
is a half-hearted implementation or a 'let's try it before we 
commit to it or announce it to everyone!' While to some it 
may seem intuitive, I encounter instances where investing 
in the right devices for the reps (Android AND Apple/iOS, 
tablet, etc.,) is not undertaken.
Lastly, organizations are overly concerned about losing 
their print dollars to digital dollars. That is going to hap-
pen regardless - question is would they rather have the digital dollars or would they 
rather forgo them to a competitor (typically, out of market)? Digital-only reps tasked 
with focusing half their time on current legacy customers and the other half on 
brand new target audience may result in higher success. Think Digital :)

- Pino Shah, Chief Digital Officer at Red Wing Publishing

Could not agree more. Let's face it - sellers come in all shapes 
and sizes. Some are good, some not so good. Some legacy sell-
ers are amazing, some digital sellers are substandard. But, the 
key is this- is your seller calling on the right people with the right 
budgets and the right decision authority to capture the digital 
dollars? And, is the seller well versed in the digital industry- pro-
grammatic, mobile, video, rich media, social, etc., etc.? If not, and 
they aren't talking to the right folks, it's not terrible, but you won't 
close the digital sales. If not, and they are talking to the right 
folks, it's a train wreck. They can't connect with the digital folks 
like they should- building rapport, easing concerns, validating strategies, etc. 
At Deseret Digital Media, our rule is this- "digital buyers get digital sellers." If there is a 
separate team buying digital, a digital seller will work with them. But, if it's a legacy buyer 
buying digital, we'll still send a digital seller so they can walk the legacy buyer through the 
pitfalls, ins and outs, etc. We've seen both models, and are 100% committed to and stand 
by digital sellers, not integrated.

- Todd Handy,  Vice President, Advertising Strategy & Performance,  
Deseret Digital Media

If you're not going to have a separate digital 
sales staff, something as simple as having a dif-
ferent business card (with little or no reference 
to the legacy media) for the reps to hand out on 
a call will help open a discussion around non-
print budgets. And, if calling on a standing print 
customer, perhaps have a different rep call on 
them to pitch your digital products.

-Dean Abbott, Director Sales Training, Bor-
rell Associates
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Your SALES will INCREASE with Newspaper Toolbox- GUARANTEED!

1.877.444.4034
newspapertoolbox.com

Here’s what you get
with your monthly subscription:
• Thousands of ready-to-sell signature pages in a wide variety of

advertiser categories
• Revenue-generating ideas to build an interactive year round

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

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

• Timely newsletters containing tips, tricks and news from your industry
• Sales sheets to support your marketing efforts
• FREE quarterly Sales Planning webinars
• Ready-to-sell ad templates
• Ad campaign proposal templates to help your sales teams build

professional looking proposals
• And much more

MORE SALES!

MORE
TOOLS,
MORE
IDEAS,

MORE
TOOLS,
MORE
IDEAS,

JULY-AUGUST 2014

A MONTHLY SUBSCRIPTION SERVICE OF READY-TO-SELL ADVERTISING CONCEPTS, READER CONTESTS, SPECIAL SECTIONS, AND EDITORIAL CONTENT

VIEW THE COMPLETE INDEX ON P.2

Vol. 15, No.4 - 60 PAGES

See our ready-to-sellconcept with QR Codeson page 6

WEB & PRINT TEASERS

8-WEEK
READY-TO-SELL AD
CAMPAIGN
Discover our
first series from
page 11 to 13

A special layout for the

GARAGE SALE SECTION
of your classifieds

See on page 8

ALL THESE NEW FEATURES!

All you need to promoteyour back-to-school section

A new page to
help you makemoney with your

weekly puzzlesand horoscopes
Page 10

All new in this issue:

Your mother’s
recipe, our
delectable
ingredients!

Your partner in creatingmemorable moments

Include
opening hours here

INSERT SPECIAL
OF THE WEEK

INSERT SPECIAL
OF THE WEEK

INSERT SPECIAL
OF THE WEEK

INSERT SPECIAL
OF THE WEEK

GROCERY STORELOGO HERE

123 Anystreet, Yourtown000-000-0000

Your signature
fruit salad,
our fresh
produce!

123 Anystreet, Yourtown000-000-0000

Your partner in creatingmemorable moments

Include
opening hours here

GROCERY STORELOGO HERE

Page 35

CLICK HERE

Rick Ducey.

Ron Josey

Toddy Handy

Native Ad Summit 
Reflections
Speakeasy President Mike Orren penned a 
live-ish blog from last month’s LMA – BIA/
Kelsey Native Ad Summit. A few excerpts:

NATIVE ADVERTISING OUTLOOK
Presented by Rick Ducey of BIA/Kelsey and Ron Josey of JMP Securities

n	 	Mobile passed desktop a year ago. Mobile ads are 
59% of Facebook revenue.

n	 Analysts are (like me) bullish on smartwatches.

n	 	Internet ads to reach $50 billion this year, driven by 
mobile, video, social and… (wait for it) native.

n	 	Mobile has biggest gap between attention and spend, 
save for print– which is upside down.

n	 	First native definition of day: embedded into content 
and marked as ad, but more impactful than banners. 
(Seems to lack differentiation from advertorial.)

n	 	Those who sell native ads (FB, Yahoo, Twitter) think 
native ads are good.

n	 10x clickthrough versus banners. (Low bar.)

n	 	Consumers more likely to see than banners. (I won-
der when term “native-blindness” will be coined?)

n	 32% would share a native ad.

n	 Only 42% of brands and a third of agencies using.

n	 	Objectives are awareness and branding, NOT (ahem) 
instant purchase.

n	 	FB’s revenue and stock took off when they put ads in 
the stream. (Not sure I’d call FB stream ads “native.”)

n	 	FB is no longer an experimental budget. Taking 
money from traditional, especially out of home.

Mark Orren
Speakeasy President

HOW TO PRICE NATIVE ADS 
Presented by Rick Ducey of BIA / Kelsey and Todd Handy of Deseret 
Digital Media.

RICK:
n	 	Social native will be $9.4 billion by 2018 — 2/3 of 

social spend

n	 	Display is becoming … challenged.

n	 	Publisher survey: Native is second most important 
stream after targeted (Not sure those will be able to be 
split out soon)

n	 	Top obstacle: Insufficient reporting and ROI metrics

n	 	Can’t really be CPM… more packages and sponsor-
ships which are harder to decode where the value is.

n	 	$4.58 average FB CPM; Buzzfeed-$5

TODD:
n	 	Adds engaging and sharable to the definition of Na-

tive

n	 	“not just moving an ad from right rail to content rail- 
rearranging deck chairs” (Amen, brother. Testify.)

n	 	Native creates more inventory, while CPMs on display 
are down.

n	 	Got user complaints when native “ask a chef” feature 
missed one week 

n	 	Pricing all over the map. Don’t worry if you don’t 
know how to price if you’re making money

n	 	Charge for:
   • creation  • social actions   

   • impressions (site and social)
   • article actions • engagement time
   • completions • scroll depth
   • brand lift • guarantees?

n	 	Deseret has Brandview product. Original pricing 
didn’t work. Content creation around $2,500 per 
article. 

n	 	Should be evergreen and mobile-enabled

n	 	Likes sponsorship model because minimizes risk.

Speakeasy is a strategic content marketing, social 
media and promotions agency based in Dallas, 
Texas. Access Orren’s entire Native Ad Summit blog 
at http://www.yourspeakeasy.com/106207/live-ish-
blog-lma-and-biakelsey-native-ad-summit/
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L ast month’s LMA/BIA Kelsey’s Native Ad Summit in Washington D.C. was “a big time 
home run” according to one participant. A “solid nuts and bolts, get it done” pro-

gram said another. Native advertising is quickly evolving into major revenue streams for 
many media companies and this program took attendees from concepts to strategic execu-
tion strategies. 

Attendees heard the latest on this hot trend that is quickly evolving into serious & pro-
ductive initiatives and all LMA members can now access many of the presentations on 
LMA’s website, localmedia.org.

A few thoughts from some of the attendees:

Native Ad Summit Gets High  
Marks – Delivers Key Intelligence

From Scott Stanford
General Manager, Media Division,  
The World Company

I thought the native advertising 
summit was very good. As we begin to 
develop our strategy for native, it was 
especially helpful to hear Todd Handy of 
Deseret Media, Mike Orren of Speakeasy, 
David Arkin of Gatehouse, Jay Small of 
Informed Interactive and Katie Wilson 
of Quad Cities discuss their experiences 
selling native advertising. I came away 
with a much clearer picture on how we should approach 
developing content on behalf of SMBs and the right price tag 
for those services.

Brandon Erlacher's discussion of the Elkhart Truth's 
Flavor 574 program was impressive, an excellent example of 
how a newspaper can leverage its strengths into a powerful 
niche product that bundles great content, native advertising, 
email marketing and traditional advertising into a powerful 
program. (Editor’s note: see the Q&A about Flavor 574 begin-
ning on page 2)

Amie Stein's intro session on Tuesday was a great refresher 
and the chance to discuss ideas with other media who have 
lunched or are thinking about launching native ad programs.

From Joyce Beverly, 
Publisher, Fayette Woman

Native advertising is a no-brainer 
that is not exactly a no-brainer. Thanks 
to LMA for bringing us together to dis-
cuss the details and strategies we need 
to implement so that our customers 
and readers can have something we 
already know they want.

Key take-away for me: Do it now. 
Do it right.

From Mark Poss, 
CEO, Red Wing Publishing

Our company does not have a Native 
Advertising strategy but this conference 
gave me everything I need to lay out a 
plan.  It was really a high impact day in 
that it provided a lot of detail around 
developing good content, staffing, pric-
ing and packaging.  The presenters, and 
attendees as well, were very open in shar-
ing their early experiences - good and 
bad - in this rapidly developing area.  This 
summit was a solid nuts and bolts get it done event.

From Kelly Lunsford
Director of Partnership Strategy, 
Simpli.fi

Native advertising is quickly evolving 
revenue stream in the local space that 
everyone is trying to figure out. You  
could tell by all the engagement and 
collaborative discussion that occurred 
during the Q&A sessions immediately 
following each speaker.  

I love the willingness to share in the 
industry, and this LMA Conference offered specific informa-
tion utilizing amazing resources like Todd Handy at Deseret 
Digital Media, David Arkin at GateHouse Media, Mike Orren 
at Speakeasy, Sponsors HubShout & Search Influence.  Each 
speaker was awesome and transparent about their experienc-
es thus far with native advertising, sharing pricing strategies, 
platforms and tracking tools. 

From Mike Orren
CEO, Speakeasy

I thought it was a great group to dis-
cuss this hot topic in our space. I've been 
to several Native Advertising gatherings, 
but this one provided the most action-
able information from companies really 
engaging in the space.

Chad Hill
CEO, HubShout

My overall perspective is that native advertis-
ing is in its awkward teenage years.  It is trying 
to define who it will be when it grows up. Is it 
sponsored content, content discovery and is 
an Adwords ad really a native ad? I think LMA’s 
Native Ad Summit showed some of the beauti-
ful examples of what it can be and some early 
examples of native ad metrics. 

My tip to local media is to continue work-
ing on the native ad metrics. Trackability is the 
primary reason so many ad dollars have flooded 
to mediums like search ads. Page views, time on 
page, social engagement and organic rankings 
are the starting point. While the industry works 
to standardize these metrics we also need to 
find ways to make the content more valuable 
to the business each day. I would recommend 
looking at ways to promote the content on the 
client's site with social media content for the 
SMB's profiles and introductory content that 
can be used as a teaser in client newsletters and 
even their website.

HHHBONUSHHH

LMA hosted a  
Content Marketing  
webinar on July 10.

 If you missed it, all LMA members 
can replay if for free by accessing the 

webinar archive on LMA’s website.

Scott Stanford

Mike Orren

Mark Poss

Kelly Lunsford

Joyce Beverly

        I came back convinced that, 

done right, native advertising offers 

clear opportunities for our news-

paper.  I got a lot of questions an-

swered, from how to price and pack-

age native to the right way — and 

wrong way —  to develop and dis-

play native advertising content.

“

“

TIPSTOPTIPS
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Virtual Ad Conference
Hits Home Run
A wealth of info now available  
– excellent training tools

L ast month’s three-day Virtual Advertising 
Conference featured an array of sessions 
and speakers covering many aspects of 

sales and sales management that were aimed 
squarely at local media companies. “Very, very 
helpful” said one attendee; “very strong presenta-
tions; obscure concepts became much more 
clear” said another.

This well attended and no-cost event convened 
multiple live webinars and these are now acces-
sible on LMA’s website for replaying. Sales manag-
ers are encouraged to take a look at the webinar 
archives and assess the merits of using some of 
these sessions for sales training tools.

“Our speakers were on the mark with many 
pertinent lessons,” said Peter Conti, LMA sales 
& marketing director. “In my view, many of these 
webinars would be excellent tools to use in sales 
meetings and to cultivate both sales and sales 
management strengths.” 

All VAC session webinars are accessed  
under the Webinars tab on LMA’s website,  
localmedia.org.

Additionally, several follow up blogs summarized  
key points from several sessions including:
	 n	 	Recruiting, Hiring & Compensating Competitive Sales 

Forces
	 n	 	Successful Selling to SMB’s and Retaining Their Business
	 n	 		Lessons from the 2014 Innovation Mission: What every 

ad director should know
	 n	 Product Packaging for Effective ROI Campaigns
	 n	 Local Media Update
	 n	 	Always Be Prospecting – The Evolution of Prospecting in 

a Digital Age
	 n	 Top 10 Ideas to Grow Digital Revenue
	 n	 Native: The Next Frontier
	 n	 	Selling with Social – Using the Latest & Greatest Social 

Platforms to Drive Revenue

Access these reports under the News tab/blogs at 
LMA’s website, localmedia.org.

2015 Mega-Conference

February 23-25
Atlanta, Georgia

Jointly presented by LMA, 
SNPA & Inland

SAVE
THE 

DATE



August 2014  |  LOCAL MEDIA TODAY  |  9Su-LMT-10x12.5:Layout 1  6/10/14  1:51 PM  Page 1



10 |  LOCAL MEDIA TODAY  |  August 2014

Beacom to lead in 
Mt. Vernon

Jamie Beacom 
has been named 
general manager 
of the Mt. Vernon 
Register-News and 
moves to Mt. Ver-
non from the Ashtabula Star-Beacon; 
both are part of Community News-
paper Holdings Inc.   "I look forward 
to becoming a part of the team at the 
Register-News and working to make it a 
top performer for CNHI," Beacom said.

Beacom began his career with the 
Star Beacon in 2003 as a sales represen-
tative and has spent the past six years as 
the director of advertising sales.

"Jamie is an industry veteran with 
a strong track record. He has high 
expectations for quality products and 
understands that the mission for the Mt. 
Vernon Register-News is to be a leader 
in local news and information," said 
Keith Blevins, executive vice president 
and chief operating officer for CNHI. 
"With his proven leadership abilities 
and his passion for quality community 
journalism, he is ideally suited to be the 
general manager in Mt. Vernon."

Rossi Role Expands
 Steven B. Rossi has 

been named President 
of Digital First Media, 
in addition to his 
previous role as Chief 
Operating Officer.

Rossi has been 
serving as COO since January and had 
been an Executive Vice-President of 
Digital First Media for the previous 
two years. His distinguished career in 
newspaper includes c-level positions 
with MediaNews Group; Chief Finan-
cial Officer of Knight Ridder; President 
of Knight Ridder Newspaper Division; 
Knight Ridder Newspapers and Execu-
tive Vice-President and the Philadel-
phia Inquirer and Daily News.

Funk to lead in  
Oklahoma

Jeff Funk, publisher 
of the Enid News & 
Eagle, is the new presi-
dent of the Oklahoma 
Press Association.

Funk, who directs 
operations of the seven-day daily news-
paper and the digital news sites, was 
elected to a one-year term. In addition 
to his role at the News & Eagle, Funk 
also serves as publisher of the Stillwater 
News Press and as a team leader for 
CNHI, assisting with nine other Okla-
homa publications.

Francis Wick Buying Daily Paper
Francis Wick, Pub-

lisher of the Montrose 
Daily Press and Wick 
Group Manager, and 
his wife Mandy Wick 
will acquire an undis-
closed daily news-
paper Sept. 1, 2014. 
Francis will depart his 
family’s company, Wick Communica-
tions, late August to assume ownership 
of the publication.

Francis will continue to serve as a 
valued member of the Wick Commu-
nications Board of Directors. Prior to 
being named publisher in Montrose, 
Francis worked for Swift Communica-
tions in Summit County, CO

Taylor leaves Chattanooga;  
joins Gannett 

Jason Taylor, who has served as 
president and general manager of the 
Chattanooga Time Free Press since 
2007, is leaving the newspaper for a 
position with the Gannett Co. 

Taylor, 39, was appointed president 
and publisher of The Clarion-Ledger 
(Miss.) and East Group regional presi-
dent, where he will oversee the Hatties-
burg American (Miss.) and Montgom-
ery Advertiser (Ala.) in addition to The 
Clarion-Ledger. Taylor succeeds Leslie 
Hurst, who retired at the end of July.

D
&

V
M

AMERICAN CONSOLIDATED MEDIA
HAS SOLD

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

TO
NEW MEDIA INVESTMENT GROUP

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

SOUTHWEST PUBLISHING GROUP
10 publications

VALLEY PUBLISHING GROUP
6 publications

OKLAHOMA PUBLISHING GROUP
4 publications

Jamie Beacon Jeff Funk

Steven B. Ross

Francis Wick

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 

Local Media
       MembershipNews

Borrell Associates has released 
its Political Advertising Outlook 
and the dollars are big. This 
year, more than $8 billion will 
be spent on advertising to 
support political candidates. 
That’s billion with a “B.” It will 
include all of the 30,000 plus 
contests taking place this year, 
from town school board seats 
to the U.S. Congress. At a cost 
of more than $40 per qualified 
voter, when all the dust has 
settled, it appears that political 
ad spending has morphed from 
an occasional event to an omni-
present and growing industry.

In related news, Gatehouse 
Media has launched the website 

masspoliticalnews.com, offer-
ing readers everything from a 

news quiz to test their political 
savvy to updates on key  

races at all levels. News junkies, 
voters and candidates will defi-

nitely be checking this out.
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SYNC2 Media has earned a space 
among our trusted partners, 

providing Swift Communications 
with a set of capabilities and digital 

tools that help us serve local 
businesses with efficient and updated 

integrated marketing solutions. 

Ongoing communication and a sense 
of collaboration that start by listening 

and adjust to the customer 
needs distinguish SYNC2 Media 

among the multiple solutions you can 
find in the digital space.

“

Your clients 
have needs

We can help!

print • digital •mobile • email • and more

• No contract 

• Wholesale rate 
to LMA members

Edwin Ruis
Integrated Revenue Director

Swift Communications
TO LEARN MORE, 
CONTACT A SYNC2 
BUSINESS DEVELOPMENT 
SPECIALIST 
303.571.5117   
info@sync2media.com  
sync2media.com

E arlier this summer Second Street 
conducted a well attended 
Promotions Summit featuring a 

slew of cross industry speakers who 
shared specifics and perspectives on the 
use of promotions to boost revenue & 
social engagement, drive meaningful 
traffic, grow databases and much more. 

An extensive post-summit report has 
been assembled and Second Street is 
making it available to LMA members at 
no charge. Included in it are top take-
aways and speaker insights including:

n	 	A recap of Gordon Borrell's key-
note on why revenue is shifting 
to promotions

n	 	Which promotions are generat-
ing significant digital revenue for 
media companies

n	 	How promotions are driving 
serious results for advertisers

n	 	Actionable next steps for you to 
find success with promotions in 
your market

“The Promotions Summit was a 
fantastic event where media profession-
als shared their ideas on how to capital-
ize on the immense opportunity with 
online promotions,” said Second Street 
President & co-founder and LMA Board 
Member Matt Coen. “We're thrilled to be 
able to share the top 10 takeaways in the 
Promotions Summit Report."

Download the report at  
http://solutions.secondstreet.com/
promotions-summit-report-down-
load.html.

Promotions Report 
Available – Free!

One of the promo-
tions outlined 
in this report 

comes from LMA mem-
ber Shaw Media. Key 
Lime Cove, a regional indoor water 
park, was looking to drive foot traffic 
during a slow season and increase 
awareness about their business, so 
they agreed to feature a deal on Shaw 
Media’s deals site. 

As a result of their annual deal 
with Shaw Media, Key Lime Cove has 
increased their weekday visits, created 
upsell opportunities, offset seasonal 
slowdown, attracted a broader regional 
audience, grown social engagement, 
and generated significant revenue.

Over  
$500,000  

So  
Far!

    To date, we’ve done a half 

million dollars with just this one 

account doing deals,” says J. 

Tom Shaw Jr., chief digital offi-

cer, Shaw Media.

““
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Great color is hard to ignore.
Process color that brings your  
publication to life.

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

206-504-1854www.soundpublishing.com

Digital Contest  
Results Unveiled

T he uber-competitive LMA Digital 
Contest results were unveiled late last 
month and among the many notewor-

thy achievements was Bliss Communication’s 
Lon Haenel who took the coveted Innovator of 
the Year award. Judges praised, among many 
attributes, his ability to weave together several 
technology platforms and the resultant substan-
tial growth in digital revenue and circulation 
increases at the newsstand.

Bliss General Manager Mary Jo Villa pointed 
to Haenel’s execution of a new enterprise-wide 
online content management system implementa-
tion as a tremendous accomplishment especially 
because he masterminded the entire strategy 
from consumer pricing & sales and integration 
with the core circulation data base, to content 
development & presentation, and advertising 
sales strategy… all the while continuing his role as 
circulation director.

In other results, Metroland Media led the over-
all award count with 14 followed by Shaw Media 
and Bliss Communications, each with 11. Calkins 
Media took 9, Seaton Publishing garnered 8 and 
Black Press took home 7 awards.

 

BEST COMMUNITY WEBSITE HONORS WERE 
BESTOWED AS FOLLOWS: 
 CLASS A  
(Monthly unique visitors LESS than 100,000)

1ST PLACE- Shaw Media, Kane County Chroni-
cle, www.kcchronicle.com
2ND PLACE- Bliss Communications, Inc., The 
Janesville Gazette / Local Matters Digital, www.
gazettextra.com
3RD PLACE - Black Press, Abbotsford 
News,  www.abbynews.com

CLASS B
(Monthly unique visitors 100,001-500,000)

1ST PLACE- The World Company, The Lawrence 
Journal-World, 
www.ljworld.com
2ND PLACE - Post Community Media LLC, The 
Gazette, www.gazette.net  
3RD PLACE - Truth Publishing Company, The 
Elkhart Truth, www.elkharttruth.com  
HONORABLE MENTION- Post Community 
Media LLC, The Gazette, www.somdnews.com 

CLASS C  
(Monthly unique visitors more than 
500,001)

1ST PLACE- Sonoma Media In-
vestments, The Press Democrat,
www.pressdemocrat.com
2ND PLACE- Calkins Media, Greater 
Philadelphia Media, Bucks County Cou-
rier Times, Burlington County Times, The 
Intelligencer, www.buckscountycourier-
times.com; www.theintell.com; www.burling-
toncountytimes.com
3RD PLACE- Lee Enterprises, Sioux City Journal, 
siouxcityjournal.com
HONORABLE MENTION- Halifax Media Group, 
StarNews Media, www.myreporter.com

 In the Innovator of the Year category, Shan-
non Kinney, founder and client success officer at 
Dream Local Digital took 2nd place and the team 
at Local Yokel Media, LLC took third place. 

A big shout out to the folks from BIA/Kelsey for 
judging this contest and for their very thoughtful 
comments on the entries, and to Newspaper Tool-
box for hosting the online contest platform. There 
were a total of 18 categories represented in the 
2014 Best in Digital Media Contest and full results 
are now available at localmedia.org. 

Ha enel takes Innovator  
of the Year honors

Loni Haenel

Awards will be mailed to the winning newspaper's publisher and winners will be recognized at the LMA Innovation Conference and Technology Showcase in Philadelphia beginning September 30th.



August 2014  |  LOCAL MEDIA TODAY  |  13

W e’ve been talking a lot 
about native advertis-
ing recently and for a 

good reason. BIA/Kelsey 
estimates that $11 billion will 
be spent on social ads by 2017 
and more than 40 percent of 
that will go to native ads. So, 
native spending in the context 
of U.S. social media advertising 
will climb to $4.57 billion in 
2017, from $1.63 billion in 2012. 
In every year in the forecast 
period, native spending will 
grow at a faster rate than 
display advertising.

At our recent Native Advertising Summit in Washing-
ton, D.C., we had over 50 attendees trying to figure out 
how to capture their piece of this revenue pie.

One presenter was Ron Josey, Managing Director, 
Sr. Internet Analyst, Equity Research at JMP Securities 
who elaborated on the native ad spending numbers. 
Josey said that native is a combination of mobile, video 
and search. These three formats are embedded in native 
throughout. Alone, mobile and video are the fastest 
growing advertising areas.

The three-year (2013-2016) CAGR for mobile alone is 
almost 60 percent. Their forecast also calls for drops in 
banner ads, classifieds, email and sponsorship. There-
fore, if these formats are in a decline as a media com-

pany you’ll need to position yourself to capture revenue 
from the formats of mobile and native advertising to 
make up the difference.

Marketers are still catching up to the changes in 
consumer behavior across TV, radio, desktop, print and 
mobile. In one eye-opening slide, Josey displayed the 
2013 consumer time spent with a medium vs. ad spend-
ing in that category (see chart).

There was a close balance in TV, digital (except mo-
bile) and radio. However, the shocker is that print and 
mobile were extremely lopsided. Time spent with print 
is only 5 percent (of total time) whereas the ad spend-
ing for print is at 21 percent (of total ad spending). On 
the flip side, time spent with mobile is at 20 percent and 
the ad spending was a low 5 percent. What this means 
is that eventually the market will balance itself out and 
that print ad spending will decline to meet the time 
spent with the medium. On the other hand, there is a 
huge opportunity to capture lost print dollars through 
mobile ad spending.

So why so much talk about mobile when it comes 
to native advertising? Well, because mobile is the ideal 
medium for native advertising. On mobile’s smaller 
screens, the stream is the experience. And, advertising 
can be built into that stream. You see native advertising 
every time you use Facebook, Twitter or any other social 
media on a mobile device. Native advertising is the only 
type of ad served on social mobile.

As explained in a recent Business Insider article, “ 
In-stream native ads look, feel, and function seamlessly 

across mobile and PC, which is precisely what brands 
want, as they seek to build cross-device campaigns.”

“Twitter started the native-social ad trend with 
Promoted Tweets in early 2010. The social network is 
now among the most influential voices in arguing that 
TV and digital ad spend can work hand-in-hand. Twitter 
now offers a suite of three different in-stream native ad 
products.

“Now, LinkedIn is making major investments in its 
native strategy and Pinterest is piloting native ads on its 
platform.”

“We believe image- and video-sharing networks such 
as Pinterest, Vine, and Snapchat will soon be offering 
some of the most effective types of native ads, centered 
on pictures. Photos are the most shared type of content 
on the Web; 43% of global Internet users have shared a 
photo in the past month.”

Sixty-seven percent of agencies and marketers said 
that they are somewhat or very likely to spend on native 
advertising in the next six months. Just this fact alone 
should alert you that now is the time to go native.

Peter Conti 
Sales & Marketing 

Director, LMA

Go Native, Go Mobile

Newspaper of the Year 
Contest Underway
NEWSROOMS 
– YOUR TIME 
IS NOW!
I t’s the big one Elizabeth….the annual Newspaper of the Year/General 

Excellence contest has begun! LMA’s annual contest crowns just a select 
few to wear the Newspaper of the Year crown – one in each of six circula-

tion classes – four for non-dailies and two for dailies. 
The criterion for this contest is, in simple terms, excellence. Judges examine 

the newspaper on the whole and look at things like content, connection to com-
munity, writing, editing, photography, layout, design, balance of advertising and 
editorial, and typography. A win here is not only a feather in the cap of the team 
driving the success but also brings tremendous marketing clout to your brand.

The NOY 2014 contest requires submission of three separate issues – your 
choice of one from three different months, June 2013, December 2013, and May 
2014.

An online entry system, compliments of Newspaper Toolbox, enables elec-
tronic entry and an easy to use submission process. Full details and online entry 
at www.localmedia.org/Contests.

HURRY! Deadline is mid-August.
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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

Q& A                      »Brandon Erlacher CONTINUED FROM PAGE 2

Part of our mission with Flavor 574 is to foster an audi-
ence that is highly engaged with everything we do. We 
chose food as the niche topic for this new publication 
because, through The Elkhart Truth's 125-year history 
in the community, we know that food is a topic that our 
readers are particularly passionate about.

One perfect example of this is in our email newslet-
ters. Flavor 574 has a relatively small list compared to 
the newspaper's, but open rates range from 40 to 60 
percent — compared to an industry average of around 
17 percent. A recent web ad that ran on both got three 
times the click-through rate on Flavor as it did on the 
Truth. 

So we're able to offer our advertisers the opportunity 
to get in front of a focused, highly engaged community 
of readers. The challenge now is teaching our advertisers 
that the value of that engagement outweighs the inevita-
bly smaller readership numbers. 

 Q
 

What kind of feedback have you received? 
Success stories you want to share from either the 

paper’s standpoint or from client/advertiser testimoni-
als? 

A
 

We have been successful generating significant 
readership and engagement that continues to 

grow. Advertisers have been impressed with the ROI 
they receive from the product mix (display advertising, 
radio, content marketing (native), and print). We have 
been surprised at usage patterns and track when 
readership occurs, for how long and on what device. 
This will drive future product development and advertis-
ing opportunities.

 Q
 

How you are promoting and marketing Flavor? I 
am especially interested in knowing the relation-

ship between it and The Elkhart Truth. I know you are 
linking stories…are you also reverse publishing? 
Describe the social media role in Flavor.

 

A
 

We present Flavor 574 as a sister publication to 
The Elkhart Truth. They share a support system, 

and even some audience, but each has its own personal-
ity and purpose. We do cross-link between Flavor 574 
and The Elkhart Truth often, but Flavor does not 
reverse-publish content from the Truth or vice-versa. 
The Truth brand supports Flavor by sharing certain 
content on its social media channels. Social media has 
also been crucial in building Flavor’s audience beyond 
our existing Elkhart County community. Rather than 
relying on that, though, we are also putting a heavy focus 
on building a healthy organic search presence. 

 Q Can you share some of the Flavor outgrowth 
efforts that are underway? 

A We actually launched two video series last week. 
King in the Kitchen is hosted by Marshall King, 

longtime food writer for The Elkhart Truth. It is pro-
duced in partnership with our local public television 
station, WNIT, and airs as a segment of its weekly show 
“Experience Michiana.” The other show is focused more 
on cooking tips, techniques and simple recipes, hosted 
by local chef Randy Z. It is produced for us by a freelance 
videographer and we have the flexibility to feature 
ingredients or products from sponsors.

 Q
 
What’s next?

A
 

Live events will be an important piece of the 
puzzle, from cooking shows, to wine tastings to 

strategic sponsorships. 
We are rebuilding our recipe engine to be more 

robust and searchable, and allow users to upload, share, 
categorize and comment. We want to make sure that 
Flavor will support the usage of a recipe 'real-time' in a 
format that works on a tablet sitting on the counter in 
the kitchen. 

 We also plan on expanding the coverage and reach 
of the product through content creation and curation 
in broader areas. Typically, we have been restricted 
to creating content within the circulation of the daily 
newspaper. Now, through newsroom structure changes, 
columnists, content marketing (native) opportunities 
and partnerships with other media brands, we can cover 
a much broader area in a very focused way.  

 Q What is your advice to other papers (large and 
small) on developing a similar project?

A This is not just another special section or 
newsroom beat. It is taking various content 

sources (reporting, feature, columnists, native, video) 
and creating a product that is fun to read, as well as 
being informative. Food is a great category because it is 
so much more than fuel for our bodies. Conversations 
happen around dinner tables about family, business and 
life. There is joy in cooking. It is about touching the 
reader’s heartstrings, not just creating content and 
selling advertising around it. We offer the advertiser so 
much more than an ad. We are providing them an 
opportunity to connect on a deeper level with a very 
passionate audience. 

Other newspapers should think about the integration 
of a product like this throughout the brand. Our food 
writer now has their byline in Flavor, not the newspaper. 
Food oriented content is published through Flavor, and 
is linked to by the newspaper website. The newspaper 
needs to support and lend its strengths and content to 
the new product, and must be careful not limit the scope 
to traditional territories, advertisers and circulation 
areas. 

Brandon Erlacher is reached at berlacher@elkharttruth.com



August 2014  |  LOCAL MEDIA TODAY  |  15

AAM and CAC: Joining Forces to Build the Most 
Comprehensive Source of Newspaper Data

Data Integration
AAM and CAC are working on a multiphase 
project to incorporate CAC into the Media 
Intelligence Center, AAM’s database that’s 
accessed by thousands of media buyers.  
 
Greater Visibility 
When CAC data is fully integrated in 2014, 
the Media Intelligence Center will house 
independently verified data for nearly 2,000 
daily and weekly papers that are members of 
AAM or CAC.  

Learn more at auditedmedia.com and certifiedaudit.com.

 

More Resources 
CAC recently relaunched its website with 
enhanced navigation, new resources and  
more information. 

 

Established Credibility 
AAM is celebrating its centennial in 2014. 
For 100 years, the organization has provided 
credible,transparent data that has helped 
newspapers and advertisers communicate. 

Together, the Alliance for Audited 
Media and the Certified Audit of 
Circulations address the needs of 
the media industry by serving as a 
source of reliable media data. 

Here’s how:
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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


