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Top Notch Speakers Heading 
to Mega-Conference
Local media leaders to gather in Las Vegas, Feb 24-26

The 2014 Mega-Conference is heading west 
and features 22 sessions in total including 15 
breakouts sessions. Local media executives wanted 
more choices and more reasons to bring top-level 
advertising and digital managers. This program 
delivers on all fronts. The sessions feature a mix 
of print, digital, management, audience and news 
topics. The conference also features the industry’s 
largest trade show with 70+ R&D partners. The 
trade show is already on track to sell out. 

This conference is jointly presented by LMA, 
Inland and SNPA and offers a bonus market-
specific 2014 advertising outlook report from 
Borrell for early registration. Now is the time to 
make your attendance plans.

“The Mega-Conference is attended by some of 
the best and brightest in the industry... simply a 
tremendous opportunity to network, share best 
practices and brainstorm new opportunities,” says 
Gloria Fletcher, president, Sound Publishing and 
Chair of the LMA Board of Directors. “Add that to 
the outstanding speakers and the opportunity to 
get to know the exceptionally knowledgeable folks 
from the R&D community who will be on hand and 
you’ve got a conference that should not be missed. 
This gathering is certainly worth the investment of 
a few dollars and a few days... and it’s in VEGAS!”

Legacy + Innovation = Transformation
There is a dual transformation going on in the 

industry and this conference will examine all aspects. A 
sampling of the first-rate speakers and sessions include: 

Native Advertising: Leveraging  
Our Core Competencies

Newspapers are coming to native advertising 
with one big advantage over other media – 
content creation is what they do. But they may 
also encounter obstacles to successful native 
advertising in their own newsrooms. This session 
explores what native advertising is (and isn’t), what 
works (and what does not). Learn about the new 

Key Executives 
Mega-Conference
February 24 – 26, 2014 
Las Vegas, NV
Jointly presented by LMA, 
Inland, SNPA. Over 500 media 
professionals attended last 
year and early registration 
trends this year are strong. 
Don’t miss this one! 
www.mega-conference.com
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in the sale, it’s digital-only revenue. If print is involved and the digital revenue 
goes away if the print ad goes away, it’s not digital-only. So, for example, the 
digital component of an up-sold print ad would not be counted as digital-only.

Through the third quarter of this year, total digital advertising revenue 
was up 0.8% to $146.3 million and as a percentage of total advertising 
revenue stood at 24.4%. While total digital advertising is certainly an 
important metric, we watch digital-only growth more closely as it’s a 
better barometer of our digital success. So, through the third quarter, 
digital-only revenue grew by 9.1% and accounted for 58.4% of total digital 
advertising revenue. 

Now, the million dollar question – what are some of the top driving fac-
tors behind your digital revenue success? 

Off the top of my head things that stick out include having great revenue and 
content products, solid sales teams and leadership, strategically oriented 

incentive plans and clearly defined corporate goals and objectives.
A quick example is our SMB strategy. Here we are focused on 

increasing the number of active “mom and pop” accounts at our 
properties. This is a long-term strategy, a forever strategy, so we don’t sell 
“here today, gone tomorrow” products and services to customers. The 
product and services we offer are best of breed and offer measureable ROI 
for customers. 

Under our impressLOCAL product, we sell a variety of quality services 
important to small businesses like reputation intelligence, search engine 
marketing, mobile landing pages and digital display advertising. We use 
TruMeasure’s ROI dashboard to provide impressLocal customers with an 
easy way to see how their marketing spend is working to their benefit. 

Our daily deals product, Dealsaver, also addresses the SMB space by 
providing small retailers with a low-risk high-quality customer acquisition 
platform. Here, we provide retailers access to a high quality list of 
potential buyers and three plus years of data and experience on how to 
get the most from a daily deals experience.

To keep these engines running well, our reps are well and continuously 
trained on these products since we are the local experts. At the 
management level, our KPI reports are geared to the metrics that matter 
so fine-tuning from a best and worst practices standpoint can take place, 
quickly.

During your keynote at the recent LMA conference you talked about your 
sales structure, revamped incentive plans and returning digital sales to 

the sales channel. Tell us about the changes and modernization that you’ve 
made in this arena. And, what are your feelings on digital only sales reps?

For quite some time we’ve deliberately over-incentivized and over-empha-
sized digital sales. We recognize the power of the existing culture is strong 

and doing this has worked to our benefit and allowed us to move more quickly.
On the structural side, all sales, print and digital, report to the same 

sales leader. We believe it smart to leverage existing sales resources across 
print and digital and to do so in the most effective manner requires single 
leadership and direction. 

While general sales folk are trained to sell digital and print, we do 
have digital-only sales reps. Our digital-only sales reps are not digital 
generalists though. They’re product specialists selling specific solutions 
like dealsaver, impressLOCAL and Cars.com to local customers.

Local deals through your dealsaver.com brand have played a big role in 
your digital strategy. Does this remain an integral part? Do you think 

the daily deal business model is here to stay? 

As I mentioned earlier, Dealsaver is indeed a key part of our digital strategy, 
especially our SMB strategy. We believe, and our track record of success 

shows, deals can be a lucrative business, grow your customer base and also help 
diversify revenue streams. Dealsaver, after all, is an ecommerce play. 

You’ve entered the digital agency space with impressLOCAL. How’s that 
going so far? Plans to expand? What services are you offering? Separately 

staffed? Third party involvement? 

McClatchy has a long tradition of successful news-
paper publishing and part of that success has to 

do with embracing change and transitioning to meet 
the needs of the times. You’re a big company but still 
wrestle with the same issues as much smaller media 
companies. How do you decide where you should be 
focusing your digital strategy efforts?

Decisions on strategic focus points are made by 
our corporate team with input from executives 

around the company. We work hard to narrow our focus 
to make sure we don’t create clutter and slow progress. 
So, at any given moment only a handful of what you’d call 
corporate-driven strategic initiatives are being worked 
on across the company. This also allows for local market 
innovation and creative work. 

Your company is noteworthy for its trends both in 
terms of growing digital revenue and the percent-

age of total revenue that digital represents. Multi-part 
question –how do you define ‘digital only’ revenue? 
Where does digital revenue as a percentage of total 
sit right now? And, can you share what your digital 
revenue growth is year over year?

Our definition of ‘digital-only’ is simple. We look at 
it two ways. If there’s no print advertising involved 
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christian a. hendricks
Vice President, interactive Media
the Mcclatchy company
chendricks@mcclatchy.com

about christian a. hendricks 
Christian Hendricks has been with McClatchy since 
1992 and working “newspaper” digital since 1994. 
As vice president for interactive media, he works with 
McClatchy’s senior team to develop and drive their 
overall digital content, audience and revenue strategies.     
     The McClatchy Company dates back to 1857 and 
operates newspapers and digital properties in 29 markets 
spanning from Anchorage, Alaska to Miami, Florida. 
They deliver news and information to more than 40 
million people every month.
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Guest Columnist 
Christopher M. Lee
President, Deseret Digital

As local advertising continues 
its migration to digital platforms, 
publishers with strong local ad 
buyer relationships are taking 
advantage of these connections 
to grow new revenue streams 
built around areas of increasing 
digital ad spending.  Products 
such as search engine marketing, 
search engine optimization, 
email campaign management, 
reputation management, and 
social marketing are all growing – 
at the expense of traditional media 
platforms, particularly print.

With a thirst to show progress in 
growing digital revenue, publishers 
small and large are turning to these 
“digital agency” models. True to 
its mission, the LMA has provided 
settings for invaluable discussion 
and sharing of ideas around these 
topics.  

In our own experience at 
Deseret Digital Media, and in some 
other agency implementations 
we have observed, there is a 
risk that digital revenue can be 
pushed without a clear path 

to profitability. This has led us 
to establish a few principles 
as we grow our own KSL Local 
Interactive agency.

First, we sell our own media. 
We may open doors with clients by 
offering some digital ad products 
under others’ umbrellas, but those 
sales should always lead clients to 
buy our own media as well. Owned 
media buys raise awareness and 
recall to improve performance 
of direct response campaigns 
conducted through search. Our 
sales teams need training and 
certification on others’ platforms 
not only to be able to sell those 
services, but also to be able to sell 
against them.

Second, margins matter. It goes 
without saying, but our purpose 
is not to provide a free sales force 
to help vendors grow. Jointly 
beneficial, long-term relationships 
are possible, but some vendors 
are expecting us to teach and train 
our customers to use their media 
platforms at very low or, after sales 
commissions, negative margin 
to us. We should be wary of this. 
By necessity, lower margin sales 
should produce lower commission 
rates for sellers; otherwise, product 
line “loss leaders” can result in 
entire businesses becoming “lost 
leaders.” 

Third, build something 
sustainable. Recurring revenue 
streams are critical. Clients need 
strong fulfillment processes to 
ensure success. Aggregating digital 
dashboards and reporting can help 
justify continued client spend.

Fourth, remember who we 
are. Our primary business model 
continues to be to attract and 
grow audiences and connect 
them to trusted advertisers. Our 
advertising clients want to support 
local commerce and local media 
voices. They want to be associated 
with our media brands. We cannot 
let agency opportunities distract 
us from our primary mission. Our 
audiences -- and our advertisers 
-- need us to have strong voices, 
informing them so they can make 
a difference in their families and 
their communities.

digital agencies:
Proceed with caution

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 

Remember who we are. 
Our primary business 

model continues to be to 
attract and grow audiences and 
connect them to trusted 
advertisers.

Social Media Policies: 
Guidelines for Management 
and Staff

Just released from the Local 
Media Innovation Alliance

Social media has become intrinsic to media company 
operations. Social media platforms – Twitter and 
Facebook in particular, but increasingly sites such as 
LinkedIn, Instagram, Reddit and Pinterest – have become 
important tools to spread news, mine information, engage 
with customers and promote newspaper brands and products.

With most new media platforms, the road is filled with potential obstacles and 
detours that organizations need to recognize and be prepared for in advance. This 
is especially true for social media where messages are immediate, broadly dispersed 
and irrevocable and where business and personal activity can be blurred. For 
media companies in particular, destructive practices could hit at the heart of their 
journalistic values – accuracy and objectivity. 

In the latest report from the Local Media Innovation Alliance author Randy 
Bennett looks at the value of social media policies – how they can protect companies 

and provide guidelines for staff but, if not carefully crafted, 
could also have a chilling effect on the use of these important 
communication platforms.

Get the Report
 Obtain your copy by joining LMIA, an annual subscription 

based research club (and receive 12 reports at a sizeable 
discount from the monthly price) or purchase individual reports 
on an a la carte basis. The topics focus on emerging business 
models, new revenue streams and robust trends. The reports 

are presented in case study formats. LMIA subscribers also participate in other 
members-only benefits such as a LinkedIn user’s group that fosters discussion about 
each report. Note the special year-end offer below. Purchase the report at www.
localmedia.org/Foundation.

NEXT REPORT TOPIC: Digital Agencies

buY TwO

G E T
O N E
FREE!

A Special Offer for LMA Members
Buy two of the LMIA reports below and 

get the third FREE!
• Programmatic Buying
• Digital Video Advertising
• Native Advertising
• Investing in Start-Ups
• Social Media Policies

Use the coupon code B2G1F when  
purchasing your reports at localmedia.org/

Foundation or contact LMA HQ at 888-486-2466.
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Results are in for the 2013 Advertising 
& Promotions Contest which showcases 
the superior marketing and promotional 
work produced by local media 
companies across North America. This 
contest attracted hundreds of note-
worthy entries. Congrats to all! Full list of 
winners are found at www.localmedia.
org/Contests. And, remember, if you see 
a promotion that you’d like to learn more 
about, use the Membership Directory 
tool on the website to reach out to your 
peers at other media companies.

A shout out to this years’ judges’ 
panel of national advertising agency 
executives, media buyers and industry 
consultants for their time and hard work 
judging the voluminous stack of entries. 
Kudos too to Newspaper Toolbox for 
hosting online entry platform. 

AND tHE biG WiNNERS ARE...
Metroland Media Group Ltd. led 

all companies with an impressive 38 
awards. They were followed by Black 
Press with 33 awards and Antelope Valley 
Newspapers, Inc. with 27 awards.

“I am very proud of the sales and 
marketing teams across Metroland, who 
continue to focus on providing creative 
solutions for our customers,” said 
Metroland President Ian Oliver upon 
learning of his company’s big win. “We 
very much appreciate the recognition 
that we have received from LMA.”  

For weekly newspapers, Mississauga 
News led the way with 14 awards. 
Abbottsford News followed closely with 
9 awards. Rounding out the top weekly 
winners is Sound Publishing with 7 
awards and Peach Arch News with 5 
awards.

  For individual daily newspapers, 
the Antelope Valley Press led the 
competition with an impressive 27 
awards. The Hamilton Spectator took 
home 11 awards. The Durango Herald 
and South Bend Tribune both took 
home 4 awards.

 Antelope Valley Press Vice 
President/General Manager Cherie 
Bryant was delighted with her group’s 
accomplishment. “Our team made up of 
the advertising, marketing and design 
departments are not only talented but 
totally dedicated to the goal of making 
the Antelope Valley Press products 
work for our advertisers,” said Bryant. 
“You can have the greatest design 
in the world but if it does not make 
the cash register ring it defeats the 
purpose. We are fortunate to have a 
team that gets that.”  

From the best Promo-
tion to build circulation 
and Readership 
category…

Shore Publishing (CT) took 

first place for their Love Us, Like Us 
promotion.

“We created the Love Us, Like Us 
to build more fans on our Facebook 
pages and in turn, more viral sharing 
of our content!,” reported Publisher 
Lisa Miksis. “We partnered with a 
local business to provide a prize in 
exchange for exposure in all of the ads 
and throughout the campaign so there 
was no out of pocket expense on the 
part of the papers.  We gained 130 new 
Facebook fans through the two week 
promotion and have been climbing in 
fans ever since! “  

From the best Shopping 
Area Promotion Special 
Section category...

The Peace Arch News (Black Press, 
BC) took first prize for their Ocean Park 
Days promotion.

Ocean Park Day is an annual event 
sponsored by the Ocean Park Business 
Association. The Peace Arch News is a 
member and has always taken a lead 
in the coordination and execution of 
the media sponsorship of this event 
which includes the multi page feature 
with a schedule of events, individual 
ads from participating businesses and a 
comprehensive event map which gives 
the day a strong visual presence in the 
newspaper.

 According to ad rep Kathi Nicholson 
who organized and sold this promotion, 
“This special section garnered $6,100 in 
revenue for Peace Arch News who also 

contributed the front page 
cover map and 
entertainment 
schedule ad at 
no charge.”

top 
Newspapers 
Honored

Christmas 
came early to an 
elite group of just 
22 newspapers 
who got news late 
last month that they 
were crowned with 
the Newspaper of 
the Year distinction. 
Awarded in six 

circulation categories, four for non-
dailies and two for dailies, judges from 
the Missouri School of Journalism 
were asked to award 1st, 2nd and 3rd 
place winners and where they deemed 
appropriate, to bestow Honorable 
Mention awards.

Remarkably, the Observer Media 
Group took a total of three awards – two 
1st places and one honorable mention. 
“When my wife informed me of the news, 
I asked her to double check whether 
LMA made a mistake,” said Matt Walsh, 
Editor and CEO of the Observer Group. 
“All I can say is we have a great group of 
colleagues who are incredibly passionate 
about what we do. We talk about it all the 
time: Our ultimate goal is to be “best in 
the world.” But we’re thrilled with this!”

Special thanks to the Donald W. 
Reynolds Journalism Institute, Missouri 
School of Journalism, Columbia, MO for 
judging this contest and to Newspaper 
Toolbox for hosting the online contest 
entry platform.

Newspapers of the Year: 
Non-Dailies 
 
under 10,000 circulation 
1st Place Winner
The Taos News, Taos, NM 
Santa Fe New Mexican

2nd Place Winner
Jackson Hole News & Guide, Jackson, WY
Teton Media Works, Inc.

3rd Place Winner
Payson Roundup, Payson, AZ
World West LLC

Honorable Mention
Half Moon Bay Review, Half Moon Bay, CA
Wick Communications

Gaylord Herald Times, Gaylord, MI
Schurz Communications

Pelican Press, Sarasota, FL
Observer Media Group

between 10,000 and 22,500 
circulation
1st Place Winner 
Longboat Observer, Longboat Key, FL
Observer Media Group

2nd Place Winner
Howard County Times, Baltimore, MD
Baltimore Sun Media Group

3rd Place Winner
Livonia Observer, Detroit, MI
Gannett

between 22,500 and 37,500 
circulation
1st Place Winner
Sarasota Observer, Sarasota, FL
Observer Media Group

2nd Place Winner
Langley Times, Langley, BC
Black Press

3rd Place Winner
St. Albert Gazette, St. Albert, AB
Great West Newspapers, LP

Over 37,500 circulation
1st Place Winner
The Gazette, Gaithersburg, MD
Post-Newsweek Media

2nd Place Winner
Fairfax County Times, Reston, VA
Post-Newsweek Media

3rd Place Winner
The Surrey-North Delta Leader, Surrey, BC
Black Press

Newspapers of the Year: 
Dailies

under 30,000 circulation
1st Place Winner
Lawrence Journal-World, Lawrence, KS
The World Company

2nd Place Winner
Rapid City Journal, Rapid City, SD
Lee Enterprises

3rd Place Winner
Southeast Missourian, Cape Girardeau, MO
Rust Communications

Over 30,000 circulation
1st Place Winner
Waterloo Region Record, Kitchener, ON
Metroland Media Group

2nd Place Winner
Sioux City Journal, Sioux City, IA
Lee Enterprises

3rd Place
Bucks County Courier Times, Levittown, PA
Calkins Media

Honorable Mention
Arizona Daily Star, Tucson, AZ
Lee Enterprises

WATCH SUBSEQUENT ISSUES FOR SPOTLIGHT 
COVERAGE OF EACH OF THESE NOY WINNERS.

Winners Announced in Two Contests!
2013 Advertising & Promotions Contest

 Newspaper of the Year
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YOUR NEW DIGITAL AGENCY HAS

THIS IS YOUR TEAM. GO.

45 DAYS TO GENERATE REVENUE.

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

LOcAL meDIA
R o c k s

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

ONE DREAM YEAR ENDS 
AS ANOtHER bEGiNS…

I am thrilled to report that 
2013 was truly a magical year for 
our association and marked the 
third year of tremendous growth. 
We are seeing increases across 
the board: new memberships, 
conference attendance, high 
participation levels in our new 
sales training division and sales 
certification program and more. 

We launched a new sales 
training division in April and hired 
Amie Stein, a former Scripps executive to run it. Since that time she has 
trained nearly 200 sales reps and managers to become certified in Google 
AdWords. She has also conducted custom training in areas such as social, 
basic sales and strategic planning. The reviews from her work have been 
outstanding. 

Conferences and partnerships have been key to this growth. The Mega-
Conference held in conjunction with Inland Press and SNPA has been a 
huge success and continues to grow. This year we also added events with 
Borrell Associates, the Local Search Association and BIA/Kelsey. These 
niche events addressed social, mobile and digital agencies. Over 330 
people attended these two new events. And our own Fall Conference was 
stronger than ever and beat the impressive prior year’s numbers by a nice 
margin. 

Our sales certification program now has over 200 participants in the 
basic sales course and the newly launched advanced digital. We are 
helping to train multi-media reps with a web-based e-learning system 
that is affordable and effective. 

We conducted our best Innovation Mission ever in 2013. Some 
attendees have reported revenue well into the six-figures as a result of 
attending. If you have never attended one of these study tours, I hope you 
will in the future. They are inspiring but also produce a strong ROI. We 
have a lot of repeat attendees for this reason. 

Our Local Media Innovation Alliance issued eleven amazing research 
reports on topics such as native advertising, programmatic buying 
and social media policies. We will continue to report on new trends, 
sustainable business models and new ways to monetize. 

We continue to add value to the LMA membership every year. In 2013, 
we offered more than 30 webinars FREE OF CHARGE as well as a three-
day virtual advertising conference. More than 1,000 registrations were 
logged for these free events. 

As we look ahead, we couldn’t be more excited for the new year and 
new opportunities. For 2014 we will expand our sales training division. 
The truth is, Amie is already mostly booked for Q1 and booking into Q2 
right now. We will also expand our sales certification program with the 
launch of sales management and specialty modules. We are working with 
the R&D community to better meet their needs. Expect to see changes 
in the traditional trade show approach as we work to modernize this 
experience and make it better/more engaging for both local media execs 
and our industry R&D partners. Our Mega-Conference attendance is 
trending well ahead of last year so we hope you are planning to attend 
(Feb 24-26 Las Vegas). Our board will once again meet for strategic 
planning in mid-January. We are considering a lot of other new and 
exciting options for 2014 and beyond. 

As always, we welcome your feedback and ideas. Let us know how we 
can better serve you and the industry. Happy holidays! May your New 
Year be healthy, peaceful and profitable!

Welcome Schmitty, a.k.a. 
Kaskas. With these admitted 
nicknames on her profile 
page at South Central Media 
where she works as Client 

Services Team Leader, Kristin 
Sartain is clearly one to share. And, she continued that inclination when 
she became the 1000th member to join the group discussion at Local 
Media Trends, LMA’s LinkedIn group designed to give voice to the many 
thoughts, ideas and debates in local media today.

 “I joined the LinkedIn group as a result of 
registering and attending the Digital Agency 
Summit in Chicago,” said Sartain.”I’ve already been 
engaged by the content that’s been shared on the 
Local Media Trends page. It’s so important for those 
of us in the industry to learn and grow from our 
relationships with each other.”

One thousand voices and growing. Get in on the 
action at LinkedIn, group name Local Media Trends.

one 
thousand 
and 
growing 
– you in 
yet?
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The BIG REVEAL
of our NEW WEBSITE

COMING
SOON

NEWSPAPER TOOLBOX IS...
• a low-cost monthly subscription of money-making ideas
• an interactive sales calendar to plan your sales strategies
• thousands of ready-to-sell themed templates
• winning reader contests
• an extensive editorial library and matching images
• horoscopes, crossword puzzles, Sudoku, recipes, and kids’ pages
• unique money-making themed special sections
• constant sales support
• 13 years’ worth of archives, full of optimal

revenue-generating opportunities for you to draw from
and much more!

1.877.444.4034
www.newspapertoolbox.com
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Google AdWords  Sem SALeS mADe eASY
One of the newer resources offered 

by LMA is top notch, professional 
Google AdWords training from 
expert Amie Stein. Since joining LMA 
earlier this year, Stein has brought 
this certification 
training to 65 media 
companies/200+ 
sales reps and the 
impressive post-
training reviews 
underscore both the 
effectiveness of Stein’s approach and 
the importance of adding this tool to 
your digital arsenal.

“Having just completed the two day 
Google AdWords Certification course 

I can make two emphatic statements. 
1. My head is ready to explode. 2. 
This may be the best training I have 
ever attended,” says Joe Mathes, 
Delta Publications. “The material 

was excellent and 
Amie Stein was 
outstanding. I would 
recommend LMA’s 
Google AdWords 
Certification training 
to anyone who 

desires a better understanding of the 
Google AdWords and Display networks 
and to anyone who looking to make 
money for their newspaper in the 
process.”

Over $6 billion 
was spent locally 
last year on paid 
search and that 
number is growing 
exponentially. After 
undergoing the LMA 
training, reps will 
be able to maximize 
search campaigns for 
clients and sell more 
of this in-demand 
service. Stein is one 
of the best in the 
industry and has 
worked with and 

trained hundreds of sales professionals 
during her career. Those who complete 
her program are well equipped to take 
the Google-administered exams for 
final certification - of the recent class 
who took Stein’s training in Chicago, all 
who have taken the exams passed with 
high grades. 

training Opportunities
LMA members can access the 

training program in several different 
ways:
1. Media companies can bring Stein 

to their site for two full days to 

conduct in person training.
2. Reps attend locally convened two-

day training sessions offered by 
LMA in partnership with state press 
associations or industry events. 
Upcoming opportunities are: 
*Philadelphia, PA, December 10-11 
*Atlanta, GA, January 23-24

3. Participate in the online training 
module, via live webinars, that are 
offered as a set of seven one-hour 
sessions most calendar months. 
The next set begins January 13 
and runs over the course of three 
weeks. Register by contacting Stein 
at amie.stein@localmedia.org. 

4. Buy the ‘train the trainer’ module 
in which Stein consults with your 
certified professional to bring them 
to trainer status so that they can 
train your own sales professionals.

All training concludes with the 
Google-administered Advertising 
Fundamentals exam and one 
advanced-level exam. Participants must 
pass both to become certified.  Google 
now offers these exams at no additional 
charge. 

To learn more about all of these 
offerings, reach Amie Stein at amie.
stein@localmedia.org, 901-361-3641, or 
go to www.localmedia.org/Resources

Radio, TV, Directory, Agency and 
Newspaper Executives attended Google 
AdWords Training in Chicago prior to 
LMA’s Digital Summit last month.

“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
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Join our next webinar on December 19th
Get more details online at:

pulseresearch.com/one
Contact:   John Marling   (503) 784-5772   marling@paper.net

ONE PAGE SALES PRESENTATION
 Find out how a suburban newspaper did 
 $206,000 in new ad sales in two weeks.

 

Digital Agency Summit Top Takeaways
bY NANcY LANE, PRESiDENt,                  
LOcAL MEDiA ASSOciAtiON

More than 160 packed the meeting 
room at the Sheraton Chicago O’Hare 
last month to attend the LMA/BIA-
Kelsey Digital Agency Summit. Attendees 
included a mix of media companies 
including broadcasters, pure plays 
and directory publishers in addition to 
newspapers. And attendees came as far 
as Sweden, Austria and Brazil to learn 
about this emerging opportunity. 

Top analysts from BIA/Kelsey set 
the stage in the opening session with 
projections on where this space is going. By 
2017, this will be a $45 billion opportunity 
and spending on traditional media channels 
will increasingly shift to digital including 
online, mobile, social and ERPM (email, 
reputation, presence and management). 

Search revenue will continue to 
surge going from $6 billion today to $8.6 
billion in 2017. While this is not the most 
profitable part of the digital agency mix, 
it is essential to offer it and to have your 
staff trained and certified to sell Google 
AdWords. 

Mobile local ad spend will go from 
$1.4 billion to $10.8 billion in 2017 (over 
50% growth rate per year). Local video 
advertising revenue will also experience 
explosive growth. 

For the average SMB, their annual 
spend on their website and online 
properties (everything from social to 

reputation to email) will go from $4,359/
year to $5,831 in the next twelve months. 
Research continues to reinforce the 
need for help from outside partners. The 
average SMB does not have the time to 
manage Facebook, email marketing, 
search, LinkedIn, reputation monitoring, 
video and more. As a result, their 
online presence is often uneven and 
fragmented. A single seller that is able to 
bundle products and services is what the 
average SMB wants and needs. 

Traditional media will still rule for 
the next five years according to the 
BIA/Kelsey team but adding digital is a 
“multiplier” for your clients.

case studies – five different  
approaches to agency models:

Hearst LocalEdge – 15 core products 
with 94 total bundling variations; 117 
total markets. Pricing starts as low as 
$395/month. They use some outsource 
partners like VendAsta and Constant 
Contact. They have a huge fulfillment 
team. Belo, Morris, NY Daily News, 
Newsday and WEHCO are all clients. 

Gannett Local – pricing is $1,000-
$1,500/month, 50+ fulfillment team.

Propel Marketing – distinct packages 
that match long-tail SMB; packages range 
from $139-$499/month. 

AutoTrader – fully-integrated product 
offer: website, mobile site, SEO, SEM, 
Social, email, etc. They recently acquired 
haystack to add SEM & SEO to VIN 
Solutions.

Yodle – laser-focused on website, 
SEM, SEO, and on core verticals such 
as legal. Very committed to a telesales 
approach. 

Local Media Association and BIA/Kelsey Teamed Up for Two Incredible Days

The summit attracted over 160 attendees, 
including folks from Sweden, Austria and 
Brazil, to learn about the quickly growing 
and lucrative digital agency business 
model.By 2017, the digital 

agency space will be 
a $45 billion opportunity and 
spending on traditional media 
channels will increasingly 
shift to digital

 Continued on PAGe 9

The session on Native Advertising/
Sponsored Content session was 
moderated by Jed Williams, left, VP 
Consulting and Senior Analyst, BIA/Kelsey 
and panelists included Aswini Anburajan, 
Director of Partner Development, 
BuzzFeed, Peter Newton, President, 
GateHouse Ventures, GateHouse Media, 
Lindsay Jacaman, GM, Digital Services, 
Dallas Morning News/Speakeasy, and 
Kelly Benish, VP Sales & Marketing, Search 
Influence.
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The second session focused on 
staffing, structure, training, fulfillment, 
reporting, product mix and more. 

Greg Walls from LocalEdge talked 
about Hearst’s incredible training 
program. They assume that 50% of each 
class of hires will turn over in the first 
six-seven months and plan accordingly. 
They hire hunters and provide 
a career path. They are having 
success with three types of 
people: sales reps that can bring 
a customer base with them, 
recent college grads (those 
with high GPA’s, good extra curricular 
activities and graduating on time) and 
former military. 

Their hiring ratio begins with one 
manager to five sales reps. Eventually 
they move that to eight to one. They hire 
one fulfillment rep for every ten sales reps 
and one retention rep for every ten sales 
reps. 

The training is extensive and includes 
Google AdWords certification. Focus is 
then on products and sales and includes 
time in the field, in the classroom and 
role-playing.  The average LocalEdge 
sales rep handles $4 million/year in sales!

On the legacy side, they provide 
core training including products and 
processes.

When they hire new reps, they hire 
them based on where they live. They let 
them go to work right from home and 

caution against having them come to 
the office. Their managers meet the reps 
out in the field on a regular basis. They 
have one day in the office that is used to 
motivate, share success stories, conduct 
follow training and one-on-one meetings. 

Ryan Moffat from AdTaxi talked 
about the spin-off of AdTaxi Express. The 
company launched this in May to go after 
SMBs that spend less than $1,000/month.  

They have sold 800 campaigns 
since launching. They call it a 
“point and shoot” approach 
for multi-media reps to sell 
with a focus on the digitally 
inexperienced client. 

Packages range from $500-$1,000. 
There are three major components: web 
development, SEO and SEM. This is the 
foundation of every digital strategy for 
local SMBs. If a local business doesn’t 
have these, then there is no point in 
selling them any other digital offerings. 
AdTaxi Express is very entry-level with a 
straightforward approach. It is perfect for 
the traditional staff to sell.

There were more than a dozen 
sessions at the Digital Agency 
Summit focusing on topics such as 
native advertising, video advertising, 
monetizing social, opportunities with 
franchises and much more. All of 
the takeaways will be covered in the 
December Local Media Innovation 
Alliance report. To order a copy visit: 
http://www.localmedia.org/Foundation/
LocalMediaInnovationAlliance.aspx.

Thank you to our Fall Conference  
Silver Level Sponsor

 

NEWSCYCLE Solutions
www.newscyclesolutions.com 

 
John Pukas, VP Business Relations • jpukas@saxotech.com 

Mike McLaughlin, Regional Sales Manager • mmclaughlin@saxotech.com

Continued from PAGe 8

From Pete Baalen, 
Advertising Director, 
The Herald Bulletin, CNHI
“I thought the conference was excellent 
with a lot of takeaways. I love the refer-
ence, I think Shannon Kinney made it 
in her presentation about Facebook….
putting your business on Facebook is 
like opening up a new phone line, al-
lowing customers and potential cus-

tomers to communicate with that business. Yet, most busi-
nesses do not respond to posts from people on their social 
media outlets like Facebook. Would you not answer your 
business phone? Absolutely not, so why would we not an-
swer posts from social media outlets?”
 “Definitely food for thought, and something that I’m 
now talking about with my boss and with our customers.”

From shad Burner, 
Sales Director, rustmedia
“Overall, the summit was really strong. 
We identified several actionable items 
that we will implement in 2014. Most 
importantly, we saw even more confir-
mation that what we are doing really 
does make a difference for small and 
medium-sized businesses in our com-
munities. If we can help them move 

the dial, we know that we are on the right track to growing a 
strong, new revenue stream for our company.”
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COMMUNITY NEWSPAPER HOLDINGS, INC.
HAS SOLD

We are pleased to have represented 
Community Newspaper Holdings Inc. in this transaction.

PICAYUNE (MS) DAILY ITEM
5,100 daily circulation

POPLARVILLE (MS) DEMOCRAT
2,000 weekly circulation

TO
PICAYUNE NEWSMEDIA LLC

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

Potent Visionaries Lead Local Media Foundation  
The strength of the Local Media 

Foundation lies not only in its mission 
to educate and guide media companies 
through their digital transformation to 
better serve local communities. It is also 
significantly enhanced by some of the 
brightest minds from the community 
newspaper and local media industries 
that make up the Foundation Board 
of Directors. Just last month, two new 
board members were ratified to join this 
impressive team.

From calkins Media, 
Myra cortado

In her role as Director of Corporate 
Development and Strategic Partnerships 
at Calkins Media, Myra Cortado is 
responsible for vetting and launching 
new ventures and strategic partnerships 

at Calkins, including reviewing digital 
start-ups for potential partnership 
opportunities.  She brings a unique, 
non-industry perspective to the position 
and to the LM Foundation board. Prior 
to working at Calkins, Myra worked at 
J.P.Morgan in their New York, London 
and Hong Kong offices. Myra is a 
graduate of the School of Foreign Service 
at Georgetown University and holds an 
MBA from Columbia Business School. 

 “Newspapers have an enviable base 
of assets: local audiences, relationships 
with advertisers, and most importantly, 
a well-known brand with a strong 
reputation in the community,” says 
Cortado. “These assets don’t diminish 
in value as the world goes digital. In 
fact, there is a lot of opportunity for 
newspapers and digital start-ups to work 
together and generate new business 
models. I am excited to be a member of 

the Foundation and be in a position to 
help newspapers navigate through this 
exciting environment.”

From Presslaff interactive 
Revenue, Ruth Presslaff

Presslaff Interactive Revenue founder 
Ruth Presslaff has been working in 
the media since her college days and 
brings significant media and marketing 
experience to the Foundation.  A 
quick trip across some of her favorite 
cities took Ruth from running her 
college radio station in New Orleans to 
Affiliate Relations in New York City and 
Washington, D.C., to Director of Network 
Sales in Chicago, followed by a return to 

DC to become VP of Affiliate Relations 
for the United Stations, all by the ripe 
age of 25. 

Presslaff started The Media 
Gallery, Inc., now Presslaff Interactive 
Revenue, as a means of bringing 
media companies innovative, 
interactive products. After years of 

successfully developing interactive 
platforms, Presslaff steered the 
company toward a dedicated focus 
on database marketing, believing 
the collection of local data and 
the development of audience 
relationships and revenue 
opportunities, will eventually 
outweigh the value of individual 
transmitters and printing presses. 
Further, that the combination of 
local media and local data is lucrative 
beyond measure. 

On her service to the Local Media 
Foundation, Presslaff says “I’m eager and 
excited to be part of the LMA Foundation 
Board.  Its people, events and mission 
are uniquely interesting and inspiring.  I 
appreciate the opportunity to help the 
Board reach its goals and to be of service 
to this great group.”

Newspapers have an 
enviable base of assets: 

local audiences, relationships with 
advertisers, and most importantly, 
a well-known brand with a strong 
reputation in the community. 
These assets don’t diminish in 
value as the world goes 
digital.

‘The combination of local 
media and local data is lucrative 
beyond measure.” 

Mega-conference, Las Vegas
February 26-28

LMA/blinder Revenue Summit,  
chicago 
May 21-22

Local Media Foundation  
innovation Mission
New York and Silicon Valley

June 1-6

LMA Fall conference, Philadelphia
September 30 – October 2

Social+Mobile and  
Digital Agency Summit 

Dates will be announced soon. 

SAVE THE DATES
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Understanding the Buying Process
Face first 

I went down, 
hitting the ice 
with a bone- 
jarring but 
padding-muted 
thud. My first 
visit back to the 
ice rink after 
10 years was 
becoming an 
unsuccessful 
attempt at 
grace and speed. In a wobbly and very 
ungraceful manner, I pulled myself 
up, wondering why I had forgotten 
something as basic as gloves to protect 
my wet, red and scraped hands. I also 
wondered why it all seemed so difficult.

I had lost to time, and to some 
extra pounds, the basic steps of how to 
skate in a manner that would avoid the 
embarrassment of crashing like a splayed 
spider.  

We often attempt to do difficult things 
that we have not done repetitively in a 
manner that belies our expertise.  

If you are a sales rep, you may 
wonder at times, why your skills seem 
to lack certain finesse. Often, the reason 
could be that you are experiencing a 
setback of the fundamentals of selling 
techniques. 

Let’s address one of the fundamentals 
of sales. Specifically, we’ll take a look at 
the Buying Cycle.

We need to review how advertisers 
buy. Think about their purchasing 
process. The odds are that the steps are 
always the same. 

For example, if you are away from 
home, and hungry, you may stop when 
you see a pizza place (at least, I always 
do). You may know of the place because 
you saw an ad in the local restaurant 
guide. So, you may want something to 
eat but you have now turned that into a 
need. And after you have made up your 

mind, you decide if it is feasible for you 
to get a slice of pepperoni pizza.

You check your wallet and you see 
that you have a $5 bill, so you go ahead 
and step into the pizza place. You have 
started your project to get a slice of 
pepperoni pizza. 

But once you enter the restaurant you 
are faced with a variety of other choices. 
There is calzone, stromboli, meatball 
subs and many more. So, you need to 
evaluate your choices. Do you still want 
pepperoni pizza? You decide to stick 
with your original plan, and you order 
the pepperoni pizza, which is less than 

the $5 you have. So, in your mind, you 
approve of the decision. You hand over 
your $5, wait for them to warm up your 
slice, and begin to implement (eat it).

Now, think about the process you 
have gone through. It is the same for 
the advertiser who is buying from you. 
Of course the more complex or more 
expensive the process is, it will probably 
take longer for the advertiser but it is still 
made up of these seven steps.

Here are the basics of the 
buying cycle:

1. Need
2. Feasibility
3. Start
4. Evaluate
5. Decision
6, Approval
7. Implement

You can’t even get close to making a 
sale if you don’t understand these basic 
steps and repeat them to yourself over and 
over again. The continuous reinforcement 
of the process prepares you to make the 
right moves when you begin the sales 
process with a client.

Look for the proper progression and 
the tools that you need to complete this 
cycle and you will begin to maintain your 
balance as you skate through the sales 
process. 

PEtEr conti
Sales & Marketing Director,
LMA

Connect your customers  
with their audiences. 

• No contract

• Wholesale rates

• Customized proposal 
development

• Monthly webinars/
trainings

• White labeled 
solutions

SYNC2media.com   
303.571.5117, ext. 19
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Local Media  
Association  

R&D Members

Contact Al Cupo  
 al.cupo@localmedia.org  

for R&D Membership 
 information

 
 

Become a R&D Member  
today to receive the  
following benefits:

 
• Right to vote on all Local  
Media Association issues 

• Monthly logo and contact  
listing in Local Media Today 

• Verbal acknowledgement at 
the annual business luncheon 

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

• Premium listing in the  
exhibit/sponsor brochure at 
LMA conferences and events

MediaNews Group Founder Dean 
Singleton Announces Retirement

Noted industry leader William Dean 
Singleton, founder and chairman of 
Media News Group, is retiring this month. 
Singleton, 62, will continue as non-
executive chairman of The Denver Post.

Along with the late Richard B. Scudder, 
Singleton founded the company in 1984 
and built it to become the nation’s second 
largest newspaper company as measured 
by daily circulation.  Scudder died in 2012 
at the age of 99.

“It is time for me to begin working 
on my bucket list,” said Singleton.  “It 
has been an honor to assemble and lead 
the newspaper industry’s finest group of 
professionals. My long-time friend John 
Paton has begun a transformation of 
MediaNews into an exciting digital news 
company.  I retire confident of its future 
under John’s dynamic leadership.”

“Dean is a newspaper legend and you 
don’t replace a legend. Our job now will be 
to build on the great company Dean has 
created,” said John Paton, CEO of Digital 
First Media and MediaNews Group.

Singleton began his newspaper career 
at the age of 15 as a part-time reporter 
in his hometown of Graham, Texas, and 
bought his first newspaper at age 21.

cNHi announces inaugural class 
of the President’s circle

 Jim Falzone, Scotty Maxwell and 
Robyn McCloskey have been named to the 
inaugural class of Community Newspaper 
Holdings Inc.’s President’s Circle award. 

 “I am pleased to announce the 
inaugural class of the CNHI President’s 
Circle,” said Donna Barrett, CNHI president 
and CEO. “This award will be presented 
annually to CNHI executives from a 
variety of backgrounds. Winners will be 
selected for their willingness to take on new 
challenges, while maintaining a high level 
of performance in their primary roles.” 

Falzone is the general manager of the 
North of Boston Media Group in North 
Andover, Mass., which is the largest 

news-gatherer with the most circulation 
in the North of Boston area. “Receiving 
the 2013 CNHI President’s Circle award is 
a prestigious honor that would not have 
been possible without the help of many 
others,” Falzone said. “I look forward to 
working with this team on many important 
projects in 2014. We share the same 
unwavering passion and dedication to 
newspapers and digital media.”

 In addition to his role as advertising 
director of Enid, Okla., News and Eagle, 
Maxwell is an executive on CNHI’s 
corporate sales and marketing team. “I 
am humbled to be selected among such 
a distinguished group,” said Maxwell. “I 
have been blessed with great mentors 
and colleagues since the beginning with 
CNHI.”

 McCloskey, publisher of Kokomo, 
Ind., Tribune, also serves as a CNHI 
team leader, providing leadership to 
sister newspapers. “I appreciate both 
the recognition of my efforts and the 
opportunities to work with several talented 
and committed individuals across the 
company,” McCloskey said. “Awards 
of this nature provide all employees 
additional motivation, inspiration and 
the resolve to achieve both personal and 
professional growth.”

Digital First Media 
Announces Sales Leadership  
Appointments

Digital First Media has appointed 
Tom Wiley as Executive Vice President 
Sales and Kirk MacDonald as Executive 
Vice President Sales Development and 
President of AdTaxi. 

“Kirk and Tom are proven digital 
sales leaders who understand the rapidly 
changing landscape and the need 
to constantly find new ways to serve 
advertisers,” said John Paton, Chief 
Executive Officer of Digital First Media. 
“The expansion of our AdTaxi business 
and the ongoing digital transformation 
of our sales business make these 
appointments key to our future growth.”

Lee announces Enterprise of the 
Year award

Lee Enterprises, Incorporated has 
chosen the Arizona Daily Star as its 2013 
Enterprise of the Year.

“Publisher John Humenik and his 
team delivered amazing results across the 
board,” said Mary Junck, Lee chairman 
and chief executive officer. “They drove 
double-digit digital growth, double-digit 
growth in cash flow, double-digit growth 
in Sunday circulation units and mobile 
audience numbers that fly off the charts. 
As always, they also produced an endless 
stream of outstanding journalism,  from 
human interest stories that touch the heart 
to investigative journalism that helps make 
the community stronger.”

Dean Singleton, left, with Harrison 
Cochran at the LMA 2005 Fall Conference 
in Denver.
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media that are opening opportunities 
for creativity and revenue in native 
advertising.

Monetizing Mobile –  
An $8 Million Case Study 

Text messaging is often overlooked 
when local media companies think 
about monetizing mobile. In Chicago, 
selling text message campaigns to 
local SMBs has resulted in a revenue 
stream of $8 million. It is easy to 
sell and is delivering great results 
for the clients. “Coaches” handle 
the fulfillment and that frees up the 
sales reps to keep selling. Mobile 
marketing guru Dick Larkin serves as 
Commando in Chief at Commando 
Marketing, a company he co-founded 
in 2001. His specialty is mobile and 
loyalty marketing for locally focused 
businesses.

Re-Inventing the Local  
Media Consortium

When the Newspaper Consortium 
rebooted as the Local Media 
Consortium in October, it did more 
than change its name. Pivoting 
from its long-term relationship with 
Yahoo!, the LMC is leveraging the 
scale of its membership (more than 
800 newspapers and 200 broadcast 
outlets with a combined monthly 
digital footprint of 200 million users 

and 2 billion page views) to forge 
new partnerships, explore new 
development opportunities and 
allow members to work together 
to innovate. Rusty Coats, executive 
director, will explain how the Local 
Media Consortium evolved, where 
it is headed and why all local media 
companies should consider joining.

The 2014 Advertising  
Outlook in YOUR Market

As marketers continue to adjust 
media spending, local advertising is 
gaining in popularity.  In 2014, for 
the first time, local advertising will 
surpass $100 billion, or 37 percent of 
all U.S. advertising expenditures.  But 
what’s happening in your market?  
Gordon Borrell, CEO of Borrell 
Associates, will not only offer insights 
on the biggest national trends but will 
also give attendees a forecast for their 
specific markets.  

Bonus: Register by Jan. 10 to 
attend the Mega-Conference and 
receive a custom Borrell report for 
your defined market geography!

Prior to the session, each attendee 
that registers by Jan. 10 will receive a 
report for his or her market, showing 
how much local businesses are 
expected to spend on each form of 
media – newspapers, radio, online, 
TV, direct mail, yellow pages, cinema, 
local cable and outdoor advertising 
– and how that’s forecast to change 

from 2013.  The report offers a bonus:  
It will answer the question, “How 
much could we be making in online 
ad revenue?” by estimating your 
company’s revenue potential. 

What Will the Digital Natives 
Do?

First, Amazon founder Jeff 
Bezos bought The Washington 
Post for $250 million of his own 
money.  Then, eBay founder Pierre 
Omidyar pledged an identical sum 
to build a bottoms-up digital news 
organization. How will these digital 
natives change the practice of 
journalism and the delivery of the 
news? What new revenue streams and 
business models will they introduce? 
Start thinking about what they are 
thinking about with a panel of digital 
savants assembled by our moderator. 
Confirmed panelists include:
• Rob Barrett, VP of Yahoo News/

Finance and former digital chief 
of L.A. Times 

• Eric Bright, head of eCommerce 
for Deseret News and lifelong 

eMerchandiser 
• John Temple, founding editor of 

Omidyar’s Civil Beat and former 
managing editor of WaPo and 
invited panelist Henry Blodgett, 
founder, Business Insider, a 
media company funded in part 
by Bezos 

• Moderated by Alan D. Mutter, 
industry consultant and author of 
“Reflections of a Newsosaur”

Thank you to our Fall Conference  
Silver Level Sponsor

 

vSplash 
www.vsplash.com

Anthony Bratti, Senior Vice President of Sales • anthony@vsplash.com
Brian Talty, Director of Sales • brian@vsplash.com

Continued from PAGe 1

the details: 

2014 Key Executives Mega-
Conference • Feb. 24 - 26, 2014 
The Mirage, Las Vegas, Nevada
Basic registration ($695) includes 
all sessions, Tuesday & Wednesday 
Continental Breakfast, Monday 
Welcome Reception, Tuesday’s 
Luncheon, and Tuesday Evening 
Special Event. 

The Mirage room rates are $185 
a night, plus tax. The deadline 
for reserving rooms in the Mega-
Conference block is Monday, 
Feb. 3, or when rooms sell out. 
Registrations are already strong and 
room sell out is expected.
Full agenda, online registration 
and hotel link at www.mega-
conference.com

In 2014, for the first 
time, local advertising 

will surpass $100 billion, or 
37 percent of all U.S. 
advertising expenditures.
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We launched impressLOCAL in 
2012 and have been rolling out to 

McClatchy markets since then. Results 
have been quite favorable and, as a 
result, we expect to complete McClatchy 
launches by mid-2014. This may sound 
like a long time, but we’re testing and 
refining the product and our strategy 
in real-time to make sure it delivers for 
our customers. 

We’re also investing heavily in 
training our sales reps, both general 
and product specific, on the 
nuances of selling impressLOCAL’s 
product components. To make sure 
we get it right, training is provided 
not only by our own but in consort 
with our key vendors.

While impressLOCAL is 
a McClatchy product and 
TruMeasure is a McClatchy-owned 
company, we have signed other 
companies on to these services. Of 
recent note, we added The Seattle 
Times and Virginian-Pilot to our 
customer list.

Looking ahead to 2014 and 
beyond, can you share some of 

the digital revenue initiatives that you 
are incubating?

I’ve already noted our SMB strat-
egy with impressLOCAL and deal-

saver as anchors.
We’re also spending a lot of 

time working to maximize revenue 
opportunities ad exchanges afford 
publishers. We’re not simply 
looking at it from a sell-side 
remnant perspective, but looking 
at it from a high quality inventory 
sell-side perspective and an agency 
buy-side or audience extension 
perspective.

Mobile is also being invested 
in heavily from a monetary and 
mind-space standpoint.  Next 
year we’ll completely redo all our 
smartphone and tablet products, 
both apps and desktop, with 
an eye towards the use case for 
consumers, not simply pushing 
content to a platform. We’ll also be 
keenly focused on monetization of 
the rapidly growing ad inventory 
mobile is and will continue to 
create.

Finally, but certainly not 
inclusive of everything we’ll 
do, we’ll continue to refine our 

all-access and digital-only paid 
subscription strategy. This year 
was the first year where digital-
only readers were asked to pay for 
our content and digital access was 
added to all print subscriptions. 
While results have been very 
favorable, exceeding both revenue 
and volume expectations, we 
believe there’s still more to be 
made and we’ll get at it in 2014.

Finally, please put yourself in the 
shoes of a small market, limited 

resources media company. Any tips 
to really push the digital strategy? 
Particular wisdom to share? Pitfalls 
to avoid? 

Everyone has limited resources 
when looked at through the lens 

of opportunities. The key is to not try to 
do everything. It’s better to be an inch 
wide and a mile deep here as opposed 
to a mile wide and an inch deep. Simply 
put, pick your battles. 

Here’s an example.  I’d love to 
develop and execute a big-time 
email strategy for McClatchy. Sure, 
I know there’s money to be made 
in email, but I also know we’d have 
to take resources away from other 
more important, and perhaps 
more lucrative, projects to move 
the email needle. So, rather than 
adding another project to the wide 
array of initiatives underway and 
strain resources, we’ve elected 
to pass for now, keeping an eye 
on developments rather than 
engaging. Here we’re saying, “no,” 
for now.

Reach out to other media 
companies, big and small for 
help. We’re an industry steeped 
in individual-market-itis, and it’s 
hindering us. Truth be told, we’re 
not very receptive to the idea we’re 
all pretty much the same, that 
things in Trenton are not really 
that much different than things in 
Tuscaloosa. But we can change that 
if we want to do so.

The Local Media Consortium, 
formally known as the Yahoo 
Consortium, is an effort focused 
on greatly reducing individual-
market-itis and leveraging the scale 
of our industry for our common 
good. It’s a “cult of the willing” 
formed to remove the barriers 
limiting our ability to execute at 
scale as an industry. If you haven’t 
heard about it, give me a shout. I’ll 
point you in the right direction.

Q
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Honor Roll

LIFETIME GIVING LEVELS   2013 LIFETIME

The Local Media Foundation thanks the  
following individuals for their support of the 

Personal Giving Campaign in 2013

Thank You

Platinum Level ($10,000 and over)
     Jon K. Rust    $500.00  $10,200.00 
 Rust Communications, Inc.

     Consumer News Services, Inc. $18,240.00* $18,240.00 
 ThisWeek Community News

Bronze Level ($2,500 - $4,999)

     Steve Parker    $500.00  $4,500.00 
 Recorder Community Newspapers 

Transformation Level ($1,000 - $2,499)

     Joe and Madonna Smyth  $500.00  $1,500.00 
 Independent Newsmedia Inc. USA

     Mark and Becky Poss  $500.00  $1,300.00

 Red Wing Publishing

     Matt Walsh    $500.00  $1,000.00 
 The Observer Group, Inc.

    Gene Carr    $250.00  $1,000.00 
 American Community Newspapers 
     Nancy Lane    $390.00  $1,495.00 
 Local Media Association
 

Innovation Level  ($500 - $999)
     Rick O'Connor   $500.00  $750.00 
 Black Press 

     Gloria Fletcher   $125.00  $800.00 
 Sound Publishing

Digital Level  ($250 - $499)
     Michelle Novak   $250.00  $250.00 
 Presslaff Interactive Revenue 

Community Level  ($100 - $249)
     Kevin Kampman   $100.00  $200.00 
 Winston Salem Journal 

     Deb Shaw    $50.00  $150.00 
 Local Media Association 
 
*Thanks to ThisWeek Newspapers for the printing and layout of Local Media Today. 
This saves the association $18,240 in expenses. We are very grateful.

There is still time to donate!  
 

Please consider a year-end donation to 
help the industry that employs you.  
All donors will be recognized in the  

January edition of Local Media Today.   
 

Donate Now! 
Go to www.localmedia.org/Foundation/Donate.aspx or  

call LMA Headquarters at (888) 486-2466

A
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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 verifi ed data for 
nearly 2,000 daily and weekly papers 
that are members of AAM or CAC. 

More Resources
CAC recently relaunched its website with 
enhanced navigation, new resources 
and more information about CAC’s 
relationship with AAM. 

Learn more at auditedmedia.com and certifi edaudit.com.

Industry Support
The project was driven by media buyers 
and supported by both organizations.

“I think it is important for Novus and for 
many, many agencies and advertisers to 
have that common database. It’s going 
to make life easier. While Novus is used 
to digging out information, there are a 
lot of agencies that aren’t. I think a lot of 
publications that aren’t AAM-audited get 
overlooked.”

– Marsha Lawrence, director of media 
investment at Novus Media Inc., and 

CAC director

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

Here’s How:

The  New  Audit  Bureau  of  Circulations
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The newspaper obituary business is 
under attack. Not just by Jeff Taylor and 
his company Tributes.com, but from 
Facebook, funeralOne, Imorial, Ultimate 
Tributes and the growing list of online 
obituary websites. Funeral directors, one 
of the newspaper industry’s most loyal 
advertisers, are told every day by their 
trade organizations, trade magazines, 
corporate groups and industry vendors 
that they no longer need newspapers. As 
the argument goes, the Funeral Director 
can place obituaries on the Funeral 
Home’s website, another online site like 
Tributes.com or Facebook for a fraction of 

the cost. And, it lasts forever. These news-
paper competitors assume that newspa-
pers will take the Funeral Directors for 
granted and that their business will 

always be there. The status quo creates 
an opening for online competitors. They 
have the single purpose of convincing the 
Funeral Director that it is possible to 
offer cheaper online only obituary 
services to the bereaved.

 Newspapers have a new tool at their 
disposal to reinforce this important 
advertiser group.  More so, this platform 
is turning Funeral Directors into a sales 
force for the newspaper industry. Memori-
ams makes it easier for Funeral Directors 

to work with their local newspapers. It is 
proven to increase print obituaries and 
upsells by at least 30%. 

 Studies show that Funeral Directors’ 
number one challenge with print obitu-
aries is the process of placing them in 
unfamiliar out-of-area newspapers. 
Memoriams solves this pressing problem 
by making it easier to immediately price 
and place out-of-area obituaries. "Memo-
riams has made my job as a Funeral 
Director easier and now I no longer 
spend hours contacting out-of-state 
newspapers to post obituaries," said 
Miles Hartford, Funeral Director. "I can 
now say with confidence to a family 'I'll 
take care of all of the obits for you.'" 

 Ultimately, where the bereaved family 
places an obituary is their decision.  
However, the Funeral Director is the 
gatekeeper; making recommendations to 
the family.  By providing Funeral Direc-
tors a new tool that addresses their 
largest obituary challenges, newspapers 
can fight off online competition. “I just 
want to thank you for this service; every-
thing has been much easier than the 
previous method when placing an obit," 
said John B. Clark, Funeral Director.

Contact us at sales@adpay.com or 
(303) 268-1527.

ADVERTISEMENT

Media Solutions

®
Get started now for FREE!
Contact us at sales@adpay.com 
or (303) 268-1527

No setup fees
No per obituary fees
No serving or hosting fees

  30% increase 
       in obituary
              revenues

Jeff Taylor, Founder of Monster Says He is 
Taking Away Newspaper Obituaries Next

“I am the Founder of Monster.com 
and successfully transitioned the 
job classified section of the news-
paper to the internet and now we 
are successfully helping migrate 

the last standing classified section 
of the newspaper, the obituaries, 

to the web.” —Jeff Taylor, 
Founder of Monster.com Newspapers have a new tool at their 

disposal to reinforce this important ad-
vertiser group. More so, this platform 
is turning Funeral Directors into a 
sales force for the newspaper industry.  
Memoriams.com makes it easier for  

Funeral Directors to work with their local 
newspapers. It is proven to increase print 
obituaries and upsells by at least 30%. 

Studies show that Funeral Directors’ 
number one challenge with print obit-
uaries is the process of placing them 
in unfamiliar out-of-area newspapers.  
Memoriams.com solves this pressing 
problem by making it easier to immedi-
ately price and place out-of-area obitu-
aries. "Memoriams.com has made my job 
as a Funeral Director easier and now I 
no longer spend hours contacting out-of-
state newspapers to post obituaries," said 
Miles Hartford, Funeral Director. "I can 
now say with confidence to a family ‘I'll 
take care of all of the obituaries for you.'" 

Ultimately, where the bereaved fam-
ily places an obituary is their decision. 
However, the Funeral Director is the 
gatekeeper; making recommendations to 
the family. By providing Funeral Direc-
tors a new tool that addresses their larg-
est obituary challenges, newspapers can 
fight off online competition. “We cannot 
sing the praises of this program enough. 
Memoriams.com has become an essen-
tial part of our day-to-day business," said 
John B. Clark, Funeral Director.

.com


