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LMIA SPecIAL Offer

From Donna Barrett, 
President and CEO
Community Newspaper  
Holdings Inc., Montgomery, Ala

“Peer networking is the best part 
of the Mega-Conference. With key 

executives from three great organizations on 
hand, idea sharing is off the charts. I strongly 
encourage newspaper publishers to put this 
conference on their 2014 calendars.”

From Jennifer Parker, 
Editor/Publisher,  
CrossRoadsNews

 “The conversations (at the 2013 
Mega-Conference) were real and 
on point. The ideas were concrete 

and offered real playbooks for implementation. 
Whether it was luring SMBs with the strawberry 
margaritas of the Elkhart Truth’s Strawberry 
Agency, or the Paxton Media groups “modular” 
deals for mom & pop businesses, publishers, 
like me, left New Orleans less bewildered and 
more energized to embrace new things.

From Nelson Clyde, IV,  
Publisher Tyler Morning  
Telegraph, Tyler, Texas

“We attended the 2013 conference 
and found it to be topically rich and 
excellent for building and renewing 

relationships. The ripple effect of our attending 
the meeting has influenced the tone of our de-
cisions this year on a comprehensive basis. We 
have executed several new products and proj-
ects including research, digital data manage-
ment, and new advertising products and pack-
ages.”

Mega Conference Heads to Las Vegas
Register Early & Receive Free 
Borrell Outlook for Your Market

After successful stints in New Orleans, San Antonio and 
St Petersburg, the 2014 Mega Conference is heading west to 
Las Vegas. The event will take place February 24-26 at the 
fabulous Mirage Hotel & Casino.

Three powerhouse media organizations – Local Media 
Association, Inland Press Association and Southern 
Newspaper Publishers Association – have again partnered 
to create what has become an imperative gathering for top 
tier and revenue generating professionals in the local media 
industry. The 2014 Key Executives Mega-Conference, which 
attracted more than 550 attendees at the 2013 gathering, 
is now open for registration and LMA members are urged 
to include this continuing education opportunity in their 
Q1 2014 budgets and plans. The program for the 2014 Key 
Executives Mega-Conference is all about revenue and 
innovation and should not be missed.

According to LMA President Nancy Lane, “This year’s 
program features a diverse mix of topics and a lot of 
breakout sessions. We understand that we serve an industry 
that has different wants and needs. Our goal was to put 
together a program that offered something for everyone. 
Sessions include a heavy dose of digital topics, print 

 Continued on PAGe 3

Bonus for Early Registration

As a bonus, attendees that 
register early will receive a 

free 2014 advertising outlook 
customized for their market, 
compliments of Borrell Associ-
ates. The report will show how 
much local businesses are ex-
pected to spend on each form 
of media – newspapers, radio, 
online, TV, direct mail, yellow 
pages, cinema, local cable, out-
door advertising – and how 
that’s forecast to change from 2013. 
“Standing on stage blabbing about trends in local 
advertising is like handing out rice cakes.  They’re 
somewhat filling, but not very nutritious,” says 
Gordon Borrell, CEO, Borrell Associates. “Every 
local market is different, which is why we’ll be 
handing out reports tailored to each attendee’s 
market, forecasting ad spending across 12 media 
channels (newspapers, radio, TV, outdoor, online, 
etc.).   That makes any discussion about trends in 
local advertising three-dimensional and certainly 
a lot more actionable.  The reports and presen-
tation will also deliver a vital bit of information 
for anyone trying to play the digital advertising 
game:  How much could you be making in your 
market?”

Gordon Borrell

BUY TWO

G E T
O N E
FREE!
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We’re hearing a lot about this new wave of digital marketing, especially 
as it relates to the decline in banner advertising. How important is 

it to pay attention to this hot trend in digital advertising? Should media 
companies care?

It clearly is the hottest – and perhaps most controversial – digital 
advertising concept today.  As I mentioned, advertisers are desperately 

looking to engage consumers who, for the most part, are ignoring banner 
ads.  Today, it represents only about 5 percent of total digital advertising 
and is expected grow dramatically, but will still be a small percent compared 
to banners and search ads.  But I think media companies – particularly 
newspapers – should care because it represents an opportunity to differentiate 
publishers who have high-quality content that advertisers covet and are willing 
to pay a premium for. It goes directly to newspapers’ core competencies – 
engaging content creation and local sales.

Tell us about the various forms of native advertising and how they are 
integrated into what most media companies are offering in their digital 

arsenals.

There are essentially three 
forms of content marketing 

(although definitions vary). 
Native advertising typically is 
content created for an advertiser 
with the same look and feel as 
the publisher’s editorial content, 
but includes hooks back to that 
advertiser.   For example, Dick’s 
Sporting Goods could pay to have 
a publisher write a story about 
the best hiking trails in the area 
and include quotes from a Dick’s 
Sporting Goods hiking expert and 
include links to Dick’s site or a list 
of local stores. 

Sponsored content is another form, which is editorial content that is not 
created specifically for but may have some relevance to a particular advertiser 
who pays to have their brand associated with that content.  A local hospital, 
for example, may pay to sponsor a newspaper story or series of stories about 
wellness.   

And “branded content” is content – original or previously published – that 
a publisher licenses to an advertiser to use on their own digital platforms.  So 
a local auto dealer could publish on its site an article from the newspaper’s 
archive about how to buy a used car.

The key to all three is that the content is compelling enough to draw 
readers in, is highly discoverable through search and is pushed out through 
social media channels to increase the opportunities for it to be found and 
shared.

Sponsored content is, on the surface, diametrically opposite what legiti-
mate news organizations present. Are editorial standards applied? Is the 

content typically differentiated? How?

This is the biggest challenge with native advertising and the aspect that is 
generating the most debate.  Clearly, the opportunity for reader confusion 

exists which could lead to diminished trust in a publisher’s reputation.   For 
newspapers, in particular, trust and editorial integrity is at the core of their 
brand.   The phenomenon is still fairly new so there are no established best 
practices, but common sense dictates that native advertising is clearly labeled 
or otherwise differentiated from editorial content.    Most publishers are 
clearly labeling the content as “sponsored content” or “advertising content” 
and some are beginning to develop clear editorial standards and practices 
to communicate to marketers.   It will require that editorial and advertising 
departments work much more closely together than they have in the past.

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. 
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Inspire LMA provides leadership for its 
members and support for their endeavors 
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initiatives and leadership values through the 
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An OfficiAl PuBlicAtiOn Of

I want to explore the topic of native advertising 
but before we get into that, can you tell us a little 

bit about your background and how you developed your 
expertise in local media?

Sure.  Believe it or not, I have been involved with 
digital media for more than 30 years.  Right out 

of college I worked for a Knight Ridder Newspapers 
R&D project in Miami called Viewtron, which was 
the first, graphic-based interactive service in the U.S.  
After that was shut down, I moved to Washington, D.C. 
to work for what became America Online, conceiving 
and developing new areas of content.  For the past 20 
plus years, I worked for the Newspaper Association of 
America helping newspapers understand and leverage 
opportunities with emerging media platforms and 
models.

An elementary start – what exactly is native 
advertising? 

Native advertising is a subset of a larger category 
called content marketing, which essentially is 

quality content used by marketers to help build their 
brands.  It’s an effort by advertisers to cut through the 
clutter of traditional advertising by having their brand 
associated with more engaging content.  Typically, 
this content has a very similar look and feel to the 
publisher’s editorial content and can be articles, video, 
posts in social media feeds and other forms.

Q&A with randy bennett

A

Q

A

A

A

Q

Q

Q

Q

Randy Bennett
President, Bennett Media Solutions
e-mail: randylbennett@gmail.com
blog:  www.randylbennett.me
twitter: @randybennett
linkedin:  www.linkedin.com/in/randybennett/

A

NATIVE ADVERTISING: 
SHOULD PUBLISHERS 
CARE?

 Continued on PAGe 14

NatIVe aDVeRtIsINg WeBINaR 
On OctOBER 22nd, lMA’S PEtER cOnti hOStEd A wEBinAR fEAtuRing nAtivE AdvERtiSing 

cASE StudiES fROM SMAll And lARgE nEwSPAPERS. lMA MEMBERS cAn AccESS thE ARchivEd REcORding 
At nO chARgE viA lOcAlMEdiA.ORg undER thE wEBinARS tAB.

Newspapers like the Naperville Sun have 
embraced native advertising and are 
seeing revenue gains.
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innovation, forecasts, trends, case studies 
and more. We hope to also attract more 
top-level advertising and digital managers 
with this cutting-edge program that is 
highly focused on growing revenue.”

what You can Expect
A robust conference and trade show 

that features the latest trends, ideas 
and information to help you grow your 
business and plan for 2014 and beyond. 
Planners are fine-tuning the agenda and 
preliminary topics include:

Native Advertising
It’s hot and emerging. This session 

will look at several different approaches 
to this new and exciting opportunity area 
that happens to fit right into our core 
competency – content creation.

Read more about the topic in the Q&A 
with Randy Bennett beginning on page 2 
of this issue.

2014 Local Media Forecast
Noted analyst Gordon Borrell, CEO of 

Borrell Associates, will deliver this vital 
outlook and identify central indicators that 
are worth pursuing.

Digital Agencies 2.0
Digital agencies represent the hottest 

growth opportunity for many local media 
companies. As this space continues to 
emerge, new trends are developing. In 
addition to building websites and selling 
search, social and mobile, companies are 
now seeing opportunities in PR, inbound 
marketing and brand development. 
Agencies are also landing bigger accounts 
than they ever imagined.

Creating a Culture of 
Innovation

Silicon Valley companies have created 
cultures that are the envy of businesses 
all over the world. This session will look 
at ways that local media companies can 
foster innovation and produce dramatic 
results: open floor plans, transparency 
from the top down and regular company 
meetings with senior level executives.

R&D Roundtables
A fast paced session to help identify 

the hot new products and services being 
offered by the industry’s R&D partners. 
Pick a table and listen for seven minutes. 
When the bell rings, go to the next 
table of your choice. This is a great 
opportunity to learn about six products 
or services in a one-hour session with no 
sales pressure or obligation.

It’s Audience Development 
Not Circulation

The promise: shut down your 
circulation department and re-launch it 
as audience development.  Details from a 
company that has done it.

Social Media Revenue 
Strategies

Social is becoming a significant 
revenue stream on the digital side for 
many local media companies. This 
session will showcase several case studies 
using several different approaches.

Social Media Policies 
Do you have a social media policy?  

Do you need one? This session will 
address the need to develop such a 
policy (or not) at your company and 
will also showcase some examples from 
companies that have already done so.

Print Innovation
Per Clark Gilbert, CEO, Deseret Digital, 

we must continue to transform our core 

business while we develop new and 
disruptive business models. This session 
will showcase three awesome examples 
of new and innovative ideas on the print 
side of our business.

Monetizing Mobile
A directory publisher is selling $4 

million in the Chicago market via text 
messaging campaigns. A digital agency 
is selling packages that include a mobile 
website over the phone to service providers 
such as plumbers, electricians, pest control 
companies and lawyers. They now have 24 
inside sales reps selling these packages. Are 
local media companies monetizing mobile 
in meaningful ways? Yes!  This session will 
showcase two terrific case studies.

Paywalls, Memberships Models 
& Google Surveys

Charging for content can come in 
different forms. This session will explore 
three of the most common, as well as 
hybrid approaches like Google surveys in 
conjunction with a metered paywall.

Mega conference
Continued from PAGe 1

the DetaIls: ThE KEy ExECuTIvES MEgA-CoNFErENCE Bringing Media 
SolutionS together. FEbruAry 24-26, 2014, ThE MIrAgE, LAS vEgAS, NEvAdA. 

Co-prESENTEd by LoCAL MEdIA ASSoCIATIoN, INLANd prESS ASSoCIATIoN, 
SouThErN NEWSpApEr pubLIShErS ASSoCIATIoN. $695/MEMbEr, $795/NoN-MEMbEr, 

Through JANuAry 24. rEgISTrATIoN AT WWW.LoCALMEdIA.org/CoNFErENCES

‘Remote Miss’ Exhilaration
guESt cOluMniSt StEPhEn PARkER 
cO-PuBliiShER, nEw JERSEY hillS 
MEdiA gROuP • SPARkER@nEwJERSEY-
hillS.cOM

My last official role as past chair of the 
Local Media Foundation was to accompany 
the LMA contingent presenting the 2013 
Innovation Mission report at last month’s 
WAN-IFRA World Expo in Berlin, the world’s 
largest newspaper trade show drawing over 
8,000 attendees over three days.  

I am happy to report that Nancy Lane, 
Mark Poss, and Ben Shaw did us all proud on 
the world stage.  Like everyone I devoured the 
LMIA Innovation Mission report when it was 
issued in August and I avidly watched Nancy’s 
presentation at the LMA conference in St. 
Louis last month, but I found myself hearing 
new things during the polished presentation 
in Berlin.  Judging by the lively Q&A that 
followed, so did the rest of the international 
community who still look to Silicon Valley as 
the world’s technology capitol.  The level of 
interest took me a bit by surprise until one of 
the attendees explained that our I.M. and the 
subsequent report provided access and insight 
not easily available to off-shore media.  If you 
haven’t already done so, purchase the report 
online at http://tinyurl.com/LMA2013IM then 
watch Nancy, Mark, and Ben’s brilliant color 
commentary from Berlin on http://youtube/
M3fdCZpXXtU.

LMA’s appearance on the world stage 
represents yet another milestone in the history 
of our organization.  From our inaugural visit 
to the innovative media houses of Scandinavia 

back in 2008, 
when we were an 
eager but passive 
audience, to Nancy 
and my active 
participation in a 
WAN-IFRA study 
tour of several 
European media 
houses in 2012, to 
our featured role 

in last month’s World Expo we are now full 
participants on the world stage. This fulfills 
one of our organization’s goals:  to break down 
silos between different media organizations 
at home and abroad.  Much as our conference 
with Inland and SNPA works domestically, 
our relationship with WAN-IFRA exposes 
our membership to news and views from 
innovative media houses overseas. Present at 
the creation of this partnership back in 2008, 
I am grateful to have played a small role in its 
on-going development.   As the NYT’s Thomas 
Friedman is wont to observe, woe to those 
unwilling to accept that the world is indeed 
flat. 

Berlin Wall-posts:    
1) Hosted by a city that knows quite a 

bit about Walls, the Expo was full of chatter 
devoted to the on-going debate about 
paywalls.  According to Nieman Journalism 
Lab resident guru Ken Doctor, who moderated 
the opening panel discussion, one-third of 
U.S. newspapers now have paywalls, and early 
adopters are seeing growth taper off.  The good 
Doctor says that Paywall 2.0, as exemplified by 
the New York Times, will mean “selling more 
products and services to consumers”.

2)  Axel Springer, the influential 
German media company whose eponymous 
founder backed up his pro-West editorials 
by building his modern headquarters within 
feet of the Berlin wall, is selling two of its 
largest print newspapers in order to focus 
more resources on digital.  The ensuing 
consternation among Springer’s European 
publishing peers is not unlike that triggered 
among U.S. publishers by news of the Grahams 
selling the Washington Post. 

Back in 2008, the LMA delegation to 
Scandinavia marveled at the continued 
durability of European “media houses” and 
mourned the weakness of U.S. counterparts. 
Now it appears that the worm has turned.  
“English-language media own a massive upper 
hand,” according to Ken Doctor. “Digital 
disruption favors those 
who can reach global 
audiences at practically 
no incremental 
distribution.”  Since a 
significant portion of 
the educated, affluent 
world communicates 
in English, not German 
or Swedish, Doctor believes that, at least for 
the moment, the global advantage goes back 
to media such as WSJ, NYT and the Financial 
Times. 

Springer has the resources and the vision 
to remain a major player. For more on its 
innovative efforts in emerging technologies, 
see page 11 for the details on LMIA’s latest 
report:  Investing in Start-ups. 

3) On the flight over I read Malcolm 
Gladwell’s latest, David and Goliath:  

Underdogs, Misfits and the Art of Battling 
Giants.  A lot of the content will resonate with 
print publishers.  While not specifically cited 
by Gladwell, ours is an industry that until 
just a few years ago would be characterized 
as Goliath.  To most observers today, it is 
decidedly a David-caliber underdog. In just 
one of many well-written examples, Gladwell 
depicts the Nazi’s World War II bombing of 
London as a mismatch of David and Goliath 
proportions.  England, like our industry, 
got complacent and allowed a beaten foe to 
supplant it as Goliath. But we all know how 
that battle turned out. Through tenacity, 
strong leadership and something Gladwell 
refers to as the “remote miss” effect, England 
survived—then took a gamble on a risky 
counter-attack in North Africa--and ultimately 

prevailed. Gladwell posits 
that German efforts 
to intimidate had the 
unintended consequence 
of triggering 
among survivors an 
exhilaration--a sense 
of invulnerability--that 
ultimately promotes 

a willingness to take the risks necessary to 
produce successful outcomes.  

I would characterize ours as a “remote 
miss” industry.  Print media is like London 
after the Blitz—bloodied but unbowed--and 
still in the fight of its life.  We have survived a 
terrible shelling—and now we need to channel 
that “remote miss” exhilaration and take a few 
calculated gambles to regain the offensive—
especially as we gird for our next battle—this 
time with “mobile” forces.

All the world’s a stage, 
and each of us   

 must play a part.
– Shakespeare according to Elvis in  

“Are You Lonesome Tonight”.  

stephen Parker
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Drake Named Local Digital Innovator of the Year
Armed with a bachelor’s 

degree in journalism, a bit 
of experience as a stringer 
and a whole lot of ambition, 
Monica Drake couldn’t say 
yes fast enough when she 
was offered a 10-hour a 
week reporter’s job at The 
Oakland Press in 2010. In 
short order, Editor Glenn 
Gilbert recognized the jewel 
in his midst. Soon hours 
grew, job duties expanded 
and two promotions later, 
Drake now wears the hat of 
Community Engagement editor. It is her 
work in this arena that snagged her the 
coveted Local Digital Innovator of the Year 
award in LMA’s 2013 Best in Digital Media 
contest.

Drake’s use of social media brought 
her to the fore in this competitive 
contest and judges took special note of 
her efforts to make the newspaper not 
only an outlet for news but a place to 
interact with the community.  “We’re 
so proud of Monica and her work that 
earned her this nationally acclaimed 
award,” says Jim O’Rourke, publisher for 
21st Century Media’s Michigan group.” 
Leveraging and maximizing social to keep 
our communities in the know is such an 
important facet of our business.  And, 
Monica is clearly making it happen.”   

Some of her outreach efforts include 
an ‘open office’ policy where community 
members can drop in for technology help 
or assistance with creating a blog link 
to The Oakland Press. To date, thanks 
to a concerted effort by Drake to recruit 
local voices, almost 200 community 
bloggers are featured on their website, 
and their entries are occasionally featured 
on the opinion page. “While we try 
to drive traffic to our bloggers’ pages, 
they, in turn, drive traffic back to us by 
embedding a widget onto the side of 
their blog which includes all of the latest 
Oakland Press stories,” says Drake.

Drake also hosts a monthly blog/
social media seminar for the community. 
Drake is a blogger herself and writes 
about mental health awareness after an 
epidemic of suicides among youth in her 
community.

“Social is such a large part of the 
digital world now and it was very 
impressive to hear about the way Drake 
utilizes social to better her community 
with news, information and facts,” 
commented the judges from Centro. 

her work
The Oakland Press, a mid-sized daily 

in the Detroit area, boasts over 3 million 
page views per month, close to 7,000 likes 
on Facebook and is closing in on 15,000 
followers on Twitter. According to Editor 
Gilbert, “She knows the days are gone 
when only print can be utilized to increase 
viewership.”

“I think social media is a great tool 
for the media and great way to make 
the community feel hands-on in the 
news gathering experience,” says Drake. 
Whether walking down memory lane with 
historical posts, helping locals find missing 
pets or asking for opinions on national 
topics, Drake uses social media to coalesce 
the community and fortify the connection 
with The Oakland Press as the central 
source for the local conversation. For 
instance, a simple post on Facebook with 
a picture of the old Huron Theatre, which 
burned down on New Year’s Eve in 1986, 
evoked an outpouring of comments and 
shares – to date, the post has drawn over 

1,200 comments, shares and likes. 
The popularity of using social media 

to identify missing pets has led to a 
partnership with a local pet organization 
which notifies the public about all missing 
pets within metro Detroit. About once a 
week, Drake now posts a photo of a missing 
pet from Oakland County, and readers like 
to share this on their personal Facebook 
pages. More than once, this has happily 
resulted in the reunion of pet and owner.

Hard news has a prominent place 

in the social media space as well. On 
an hourly basis each day Drake posts a 
question regarding the most interesting or 
controversial subjects in the news. When 
writing about a death, Drake will search 
for public posts related to the person 
on Facebook, Twitter and Instagram in 
order to find friends and family of the 
deceased. She will also do this to help 
other reporters find sources for their 
stories. Usually this consists of messaging 
about 20 of the subject’s friends on 
Facebook, asking for an interview. In 
one case, immediately following the 
Associated Press story about the death 
of Sgt. Kyle B. McClain, a soldier from 
Rochester, MI serving in Afghanistan, 
Drake went to Facebook to find the man’s 
wife. Approximately five minutes after 
messaging his wife, Mrs. McClain called 
Drake and The Oakland Press was, in 
turn, the first media to interview her. In 
another story about a high-profile case 
of a son accused of killing his father, 
Drake found the suspect’s girlfriend on 
Facebook, who was willing to talk.

the tools
Drake’s arsenal of tools includes 

Facebook, Twitter, the video platform 
Tout, the photo sharing program Olapic, 
Google Voice, SmugMug (which is used 
to create galleries which are featured on 
http://media.theoaklandpress.com), 
Storify (to create a story pulling from 
Twitter feeds, Facebook posts, YouTube, 
Instagram or Google and embed it 
anywhere), RebelMouse (to link all social 
media accounts to one page — making 
an automatic feed of all your updates), 
NewHive (to create interactive flyers 
advertising events that are happening at 
The Oakland Press) and ScribbleLive (to 
create chats with the community).

“I definitely think involvement is 
growing on Twitter, while Facebook, 
which is still popular, is more at a 
standstill,” says Drake. “On our Oakland 
Press Twitter account, we receive about 
100 new followers each week, while on 
our Facebook page, we receive about 
20 new likes. Media galleries are also 
very popular -- usually the most viewed 
links on a daily basis on our website with 
between 2,000 and 9,000 views each day.”

Almost every story posted on the 
website also is linked on their Twitter 
account. All of their reporters use the 
video platform Tout, which can best be 
described as Twitter for video. They are 
able to shoot 45-second videos right 
from the scene and it is automatically 
uploaded straight to the homepage of 
their website via a widget on the right-
hand side.

what lies Ahead
“I definitely see online and social 

media becoming more and more 
important as it relates to journalism 
in the years to come,” says Drake. 
Increased interactivity, community 
involvement in the news gathering 
process and only increasing use of 
social media and blogs means Drake 
is focusing on how to position The 
Oakland Press for the future. 

She is currently incubating a 
mobile media lab, with the help of the 
community engagement editor for 
all of 21st Century Media’s papers in 
Michigan. Drake envisions taking her 
workshops and focus groups on the road 
and partnering with journalism courses 
in high schools and colleges to speak to 
their classes, host workshops at assisted 
living homes to teach seniors how to use 
social media, etc.

Facebook is one way Drake promotes her 
monthly workshops.

Drake’s call for community contributions 
about The Huron Theatre drew a 
mega-response.

• use social media to find sources. 
To find people to interview, I will search 
for public posts related to a topic or, 
if about a death, I will search for the 
victim’s name on Facebook, Twitter 
and Instagram in order to find friends 
and family of the victim. For instance, 
immediately following the Associated 
press’ story about the death of Sgt. Kyle b. 
McClain, a soldier from rochester serving 
in Afghanistan, I went to Facebook to 
find the man’s wife. Approximately five 
minutes after messaging his wife, she 
called me and The oakland press was, in 
turn, the first media to interview her. In 
another story about a high-profile case of 
a son accused of killing his father, I found 
the suspect’s girlfriend on Facebook, who 
was willing to talk.

• post questions on Twitter relating to 
your articles and not just the headline with 
a link. 

• Never make a Facebook post or 
Twitter post which looks like an ad. Then 

people will start to view your account as 
spam. 

• Start hosting chats on your website 
and polls to get the community involved. 
I have found the most popular chats are 
about sports. 

• host small contests. I think this gives 
incentive to people to start engaging on 
social media who normally wouldn’t. For 
a paper with a small budget, this could be 
as simple as, “Submit a photo and it could 
be featured in the paper” or “Share your 
opinion and it could be featured in the 
paper.” people love to see themselves in 
print. This not only will encourage people 
to engage in social media but will also 
encourage people to buy the paper if they 
are featured in it.

Another way to provide prizes, free of 
charge to the newspaper, is to partner with 
a local business. See if a restaurant will 
give a gift certificate for a contest and then 
the business will get free advertisement 
when you write about the contest.

Monica drake tips for the trade

The Oakland Press Community Engagement Editor  
Monica Drake (left) teaches a reader about community 
journalism at a recent workshop.
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Act like a Start-up
As the local media industry 

continues to transform, it might 
be a great time to invest in start-
ups or at least start thinking like 
one. 

In June of this year, 
attendees from the Local Media 
Innovation Mission spent a day 
at the Plug and Play Tech Center 
in Silicon Valley. This company 
is an incubator for start-ups and hosts up to 350 in their building at any given 
time. One of the top nine takeaways from the Innovation Mission was “to act 
like a start-up”. 

Start-ups are nimble and solely focused on the new business at hand. They 
also are not encumbered by legacy issues. They have a different look and 
feel to them. The working space is likely open and transparent. The attire is 
usually jeans and t-shirts. Entrepreneurial types are drawn to work at start-up 
companies. They don’t have a problem attracting top talent. 

So how does a local media company act like a start-up? Clark Gilbert has 
been a proponent of separating the new and disruptive business unit from the 
legacy business for a long time. For most LMA members, this is easier said than 
done. Gordon Borrell has preached for years about the need for separate digital 
staffs. Again, most LMA members have not been able to make this happen. So 
while it is a great idea, it is really tough to act like a start-up when running a 
legacy business.

Perhaps there is another way. An opportunity exists to invest in start-ups. A 
group of us recently went to Berlin to participate in the World Publishing Expo. 
As part of our experience, we spent a full day visiting with two of the most 
innovative media companies in the world – Axel Springer and Russmedia. 

Both of these companies are investing heavily in start-ups. We met at 
Russmedia’s Berlin office. This is their start-up headquarters (they don’t own 
any newspapers in Berlin). We learned about their strategy to incubate ideas 
out of this office and how they go about doing this with a separate staff and 
separate company. 

We also visited with the top executives at the Axel Springer Plug and Play 
Accelerator, located down the street from their corporate headquarters. 
Through a partnership with the Plug and Play Tech Center, they are hosting 
eight-ten start-ups in this new venture capital division of their company. 
Candidates are chosen from over 100 qualified applications. Axel Springer 
takes a 5% ownership stake in each company and provides Euro $25K, office 
space, resources, workshops and more. At the end of each 16-week class, the 
start-up companies pitch their products to the investment community. 

As a result of the Innovation Mission, attendee Shannon Kinney, CEO, 
Dream Local Digital, opened an office at the Plug and Play Tech Center. 
Her employee in that office now has access to amazing resources and top 
entrepreneurial minds that she wouldn’t have otherwise. Other LMA members 
are also in discussion with Plug and Play. 

Our industry has struggled on the disruption side. It’s not easy to be the 
disruptive innovator when you are running a legacy business. In fact, it is 
counter-intuitive. So maybe investing in start-ups is worthy of consideration. 

The Local Media Foundation board of directors will be discussing this 
opportunity at the next board meeting. We think there could be an opportunity 
for local media companies to invest together to fund promising start-up 
companies. The LM Foundation could facilitate and even lead such an effort. If 
you are interested in this concept, please email me at nancy.lane@localmedia.org. 

Note: The top takeaways from the European study trip are the subject of 
the October Local Media Innovation Alliance. ‘Investing in Start-Ups; Two 
European Case Studies’ is now available for purchase at localmedia.com/
Foundation. 

A first hand look at the start up partnership 
during the 2013 Innovation Mission.

The 
heartbeat 
of every 
newspaper 
is the 
hardworking 
team of 
journalists, 
editors and 
photographers 
driving content and once a year, 
LMA helps bring recognition to the 
outstanding work being produced in 
communities across North America. 
The 2013 LMA Editorial Contest is now 
accepting entries in 42 noteworthy 
categories, across five different 
circulation/frequency classes, covering 
the broad range of editorial excellence 
such as Best Breaking News Story, 
Best Continuing Coverage, Best News 
Photo, Best Headline, Best Sports 
Coverage, etc.

individual honors
This contest also 

awards individual honors 
for Editor of the Year and 
Journalist of the Year. Does 
your team include someone worthy 

of this recognition? Criteria includes 
the highest levels of commitment to 
quality journalism and the community 
it serves. 

The Editor of the Year award 
recognizes an an editor who has made 
outstanding contributions to his or her 
publishing company. The Journalist 
of the Year recognizes a body of work 
which advances public understanding 
of life within the communities served 
by the newspapers.

Entry details
Local Media Association has 
partnered with Newspaper Toolbox 
and the online contest entry system 
is tailored for LMA members to make 
the process quick and easy. Find 
the full set of contest categories, 
circulation/frequency classes, 

specific contest guidelines 
and online entry forms at 

localmedia.org under the 
Contests tab.  All entries 

must have been published 
in your newspaper(s) between 

September 1, 2012 August 31, 
2013. Questions? LMA HQ staff 

stands ready to help at 888-486-2466.

2013 Editorial 
Contest Underway

HURRY!
deadlines 

November 22nd
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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

Diverse New Revenue from SEM
Over 62 media companies have 

now taken advantage of LMA’s 
Google AdWords training and are on 
their way to boosting revenue with 
this important search tool. Google 
AdWords expert Amie Stein, who 
joined LMA specifically to bring this 
training to members, has now taught 
hundreds of reps how to proficiently 
sell SEM. This is a competitive 
marketplace and the trusted 
relationship that local media reps 
already have with SMB’s is the perfect 
springboard to bring this added digital 
offering to Main Street.

Recently, Stein trained the entire 
digital staff at the Las Vegas Review-
Journal. “If I had to sum it up, I’d say 
that the training was a huge success,” 
said Ad Director Chris Trares who 
also wears the hat of Director of 
Digital Sales for parent company 
Stephens Media. “Having our entire 
digital services staff Google AdWords 
Certified at the same time not only 
gave them more knowledge and 
confidence, but it also provided a 
tremendous team building experience.  
We’ve already seen new revenue 
opportunities created and closed just 
days after certification.”

training Opportunities
LMA members can access the Amie 

Stein Google AdWords certification 
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: 
*Columbia, MO, November 14-15 
*Philadelphia, PA, December 10-11 
*Atlanta, GA, January 23-24

A testament to the effectiveness of 
this training is the fact that of the nine 
members of the Las Vegas Review-Journal 
Digital Sales Team who have taken the 
Google AdWords certification exams, every 
single one has passed.  From left, Chris 
Trares, Charlie Hanks, Lee Bachlet, Christy 
Cuthbert, Lori Cox, Elizabeth Martinez, 
Bryan Nelson, Tonya Wren, Gloria Garcia, 
Shareese Ellison, Ryan Arcoraci.

Making Money with Search
Amie Stein 

presented to 
attendees at 
the LMA Fall 
Publishers’ 
Conference and 
spoke about 
ways to increase 
paid search 
revenue. Here are a few of her tips:

1. Google Grants:  Google awards 
nonprofit organizations $10,000 per 
month in in-kind paid cpc search.  Not 
only are most nonprofits unaware 
of the grant program, those who 
are on average spend $330 of their 
$10,000 budget per month.  The key to 
maximizing the optimization of these 
dollars is a strategic approach with 
professional management.  Target 
nonprofits in your community to 
identify partnerships to increase their 
exposure by offering professionally 
managed campaigns.  Guidestar.org 
is a great resource to ascertaining a 
full list of organizations with 501c (3) 
status in your state.

 
2.  Product Listing Ads:  One of 

the newest search ad types on Google, 
PLA’s yield click-through rates two and 
three times over general text ads.  Q4 
is a great time to target product centric 
customers and incorporate these ad 
types into their campaigns.  Not only 
are the CTRs higher, they also trend 
lower CPC.  An additional benefit to 
using PLAs is the only opportunity to 
serve two ads (text and PLA) on the 
same search result page.

 
3.  Ask for larger budgets:  Focus 

on ROI and ensuring your campaigns 
are tightly connected to trackable and 
convertible performance.  Make sure 
that your landing pages are related 
tightly to the search and contain 
actionable items.  These can include 
email acquisition, e-commerce, 
registration, social connections, and 
call and app tracking.  Spend time 
analyzing analytics to understand visits 

to contact pages, increased time spent 
on site and deeper navigation into site 
in order to have solid conversations 
with your advertisers regarding the 
return on their search investment. 
Position yourself to demonstrate a 
reason to increase monthly budgets.

 
4.  Target top search categories:  

Top paid search spending industries 
are 1.  Finance & Insurance 2.  General 
Retail 3. Jobs and Education 4. Home 
& Garden 5. Vehicles 6. Computers 
& Consumer Electronics 7. Internet 
& Telcom 8. Business & Industrial 9. 
Occasions & Gifts.  Don’t forget to 
incorporate search into your verticals 
such as employment categories 
with high volume ongoing needs, 
automotive and real estate.  B2B 
categories offer great opportunity to 
form business relationships you might 
not have with core product lines.

 
5.  Gain Share:  Target dollars being 

spent in your market in broadcast 
and in directories.  Search is a natural 
migration for directory dollars and 
the window is wide open to ask for 
them.  Video offerings on the Google 
platform, including YouTube provide 
great opportunities to ask for television 
dollars in your market.

 
6.  Train Your Sales Team:  

Whether you are currently offering 
paid search or not, it is sure to be a part 
of the overall marketing conversation 
with your advertisers.  Arm your sales 
people with at minimum the basics 
of search so they can have intelligent 
conversations regarding its role in their 
advertising and marketing plans. The 
competitive landscape for professional 
search management services is strong, 
give your organization a competitive 
advantage by having certified Google 
professionals on your team; take it to 
the next level and work toward partner 
status with Google.  You can contact 
Amie Stein at amie.stein@localmedia.
org for more information.

Google AdWords 
expert Amie Stein

3. Participate in the online training 
module, via live webinars, that are 
offered as a set of seven one-hour 
sessions most calendar months. 
Get on the list for 2014 webinar 
dates, starting in January, by 
contacting Stein directly.

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.

5. 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
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Thank You to our  
Fall Conference  

Platinum Sponsor 

 

Brainworks
www.brainworks.com

 
Rick Sanders   General Manager   rsanders@brainworks.com 

Frank Collingsworth   Business Development Officer   fcollingsworth@brainworks.com 
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Attracting 8,000 attendees from all 
parts of the globe, the WAN-INFRA World 
Publishing Expo convened last month 
in Berlin, Germany and Local Media 
Association was very much a part of this 
dynamic gathering. The LMA delegation 
included Nancy Lane, President, LMA; Ben 
Shaw, Chief Digital Officer, Shaw Media; 
Mark Poss, CEO, RedWing Publishing; Steve 
Parker, Co-Publisher, North Hills Media 
Group; Matt Coen, President; Second 
Street, Anthony Habayeb, SVP Alliances 
& Development, Propel Marketing; Neil 
Greer, CEO, Impact Engine; and Markus 
Feldenkirchen, CEO, ppi Media.

LMA’s involvement included a featured 
spot on the Revenue stage in which the 
LMA group shared lessons from the 2013 
Innovation Mission and showcased the 
thriving relationships that local media 
publishers have with their R&D partners. 
The LMA delegation continued the learning 
and sharing with a post-conference study 
tour that included side trips to two of 
Europe’s most innovative media houses, 

Russmedia and Axel Springer. The top 
takeaways from those visits, which focused 
on their start-up strategies, is covered 
in the October Local Media Innovation 
Alliance report. (Can be purchased 
at localmedia.org/Foundation or by 
contacting LMA HQ at 888-486-2466.)

“LMA’s participation at WAN-IFRA’s 
2013 World Publishing Expo was a hit. 
It was really inspiring to attend a media 
conference that was so well attended and 
run,” commented LMA delegate and LMA 
Foundation board member Ben Shaw. 
“Almost 8,000 media executives attended 
the three day event that filled up four halls 
in Berlin, Germany.”

Shaw praised the opportunity to share 
key takeaways from the Foundation’s 
2013 Innovation Mission on the Media 
Port Revenue Stage, to showcase the great 
partnerships that LMA has with its R&D 
Members via case studies and get to know 
the dynamic members of WAN-IFRA’s 
team. “It was a great chance to share 
what LMA is all about and energizing to 
‘cross-pollinate’ with our international 
colleagues.” 

featured Session
Noted American author and 

media expert Ken Doctor took part 
in the opening session in Berlin and 
addressed the gathering on the topic 
of “10 Truths As We Turn to 2014.” He 
started with a single word description of 
2013 in news publishing: sobering. He 
then looked ahead at the 10 of the most 
impactful facts that look ready to shape 
the year ahead:

1. The print ad decline continues 
unabated. 
Worldwide newspaper revenues are 
down 39% or $51 billion; $99 billion 
will be spent on digital advertising 
(but 2/3 of that are controlled by five 
companies such as Google).

2. Consolidation and layoffs are the 
order of the day. 
Only more cost cutting will preserve 
the relatively meager 5 to 10 percent 
profit margin many publishers now 
crank out, down by two-thirds or 
more from good old days. So in 
anticipation of continuing print ad 
losses, we’re seeing new rounds of 
layoffs.

3. Long-term private investors enter 
the U.S. newspaper market. 
Billionaires are buying newspapers 
in the U.S. led by Warren Buffet and 
the creation of BH Media. The big 
question for 2014: Will we see these 
new private owners pump breath 
into their companies, taking a longer-
term view, and laying down a multi-
year path to revival? Will they, as 
2013’s most famous new newspaper 
owner has promised, provide 
runway?

4. Jeff Bezos Amazonizes The 
Washington Post. 
According to Doctor, Bezos sees 
an enduring brand with massive 
metro penetration and hundreds 
of thousands paying customers. He 
also sees lots of data that has gone 
untapped. 

5. Paywalls 2.0 debut.  
The early adopters are seeing the 
growth in this space level off. One-
third of U.S. newspapers now have 
paywalls. 2.0 will mean “selling more 
products/services to consumers” per 
the New York Times lead. 

6. We’re on the brink of mobile-
mainly. 
News companies worldwide report 
around a third of their traffic 
is coming from smartphones 
and tablets. Within a couple of 
years, that traffic will amount to 
more than 50 percent of all news 
traffic, as it already does at certain 
moments of the news cycle. How 
prepared are news publishers to 
take advantage of this big shift? In 
product development, the national/
global players have a lengthening 

lead on most local publishers. The 
big dilemma, as 2014 move closer to 
40 percent mobile audience: mobile 
advertising. Guess who already 
dominates there? Google, which pulls 
in 53 percent of mobile ad dollars in 
the U.S. The runner-up: Facebook.

7. New strategies will be tested. 
How about Aaron Kushner in Orange 
County with 300 new hires? What’s 
the payoff in circulation, reader 
revenue, and advertising? As DFM’s 
Thunderdome rolls out for a full year, 
will it be a hit or a miss?

8. Selling more stuff adds up to more, 
or less. 
2014-2016 will be the age of selling 
more stuff; beyond one size fits all. 
Digital services, events, sponsorships, 
content marketing, and education, to 
name the top of the list.

9. Local commerce becomes a more 
nuanced battleground 
We’ll see if Patch really regroups 
and reinvests in the halfway-there 
success that Tim Armstrong has 
described — or if it’s left gurgling, 
further stretched in resources and 
on its journey to the digital museum. 
While the moves into local digital 
services have gotten far less attention 
than Patch, that’s where the action 
is: thousands of sales people are 
selling marketing services to tens 
of thousands of small and medium 
businesses. 

10. The news crisis continues. 
It’s easy to become inured to the loss 
of journalism. It’s mounting every 
day across the world. While it can 
range from upsetting to life-changing 
to energizing (for the lucky) for those 
laid off or bought out — for readers, 
it’s mainly a tale of loss. They know 
less about more, at a time when 
democratic societies are struggling 
and often failing to deal with 
fundamental issues before them. As 
we reshape the business of news, 
we’ve got to ask better questions 
about how those reshapings affect 
what readers get — and what they 
don’t.

This article includes contribution from 
Ken Doctor, a news industry analyst and 
the author of Newsonomics: Twelve New 
Trends That Will Shape the News You 
Get . He also runs the book’s companion 
website, newsonomics.com.

LMA Joins Global Gathering in Berlin

FOR MORe INsIght INtO 
thIs DYNaMIC WORlD 
PUBlIshINg eXPO, see 
steVe PaRKeR’s gUest 

COlUMN ON Page 3.
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“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

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

A+ for Advanced Digital Sales Training Course 
Sample module available for viewing 

The Advanced Digital 
Sales Course, part of the Sales 
Certification training program 
offered by LMA, is racking up 
students and early reviews are 
a good indication that this is 
exactly the training that media 
companies need and appreciate.  

For usefulness, the training is 
getting grades of 4.8 on a scale of 
5, and post-training evaluations 
point to high levels of usefulness 
and satisfaction. “The (Advanced 
Digital Sales Certification) training 
provided me with an overall sense of 
security to sell digital advertising,” said 
one recent graduate.

The multi-module online training 
program is ideally suited for reps that 
need to up their digital sales skills, for 
use as a tool to qualify prospective digital 
sales employees or for use as a must-pass 
for continued employment. With a clear 
shift of advertising dollars to digital, this 
training is vital for media reps and the 
modest investment is easily justified.

A sample of one of the modules, 
Prospecting in the Digital Age, is 
accessible at http://tinyurl.com/AdvDig

 “One unique part of the Advanced 
Digital Sales Course is that the 28 
modules are broken down into five 

main categories, one being ‘Business 
Development Using Digital Tools’. 
In this category, there are modules 
for Prospecting in the Digital Age, 
Social Prospecting, LinkedIn, Digital 
Conversation Starters, Focusing Your 
Leads and Inbound,” says LMA Sales & 
Marketing Director Peter Conti. “This 
program not only teaches you how to 
best sell digital ad products and services 
but how to better use digital tools to 
increase your leads.” 

The training is demanding and 
certification is awarded only when a 90%, 
or better, passing grade is achieved. LMA 
members receive the preferential pricing 
of $495 pp and volume discounts are 
available. Contact LMA’s Peter Conti to 
learn more about this offering, at peter.
conti@localmedia.org or 804 360 9434.

One day last month, the local fire 
chief in Elkhart, Indiana discovered 
an issue of The Elkhart Truth dated 
January 6, 1891 at the bottom of a 
drawer of an antique desk. He was 
good enough to pass this relic along 
to Truth publisher Brandon Erlacher. 

“Love to see this history,” 
observed Erlacher, who points out 
the heralded message in the top 
right skybox. “Don’t fail to read 
every ad in this paper. There is 
money in it.”

The Advanced Digital Sales Certification 
training is a self-paced online training 
course consisting of over two dozen 15-25 
minute individual video modules. It in-
cludes a library of materials as well. 

1 Digital Intro
2-7: Business Development Using Digital Tools
2 Prospecting in Digital Age
3 Social Prospecting
4 LinkedIn
5 Digital Conversation Starters
6 Focusing Your Leads
7 Inbound
8-10: Multi-Platform Proposal Development
8 Multi Platform
9 One Page
10 Niches
11-13: Setting Client Expectations
11 Presenting
12 Objections
13 Monitor
14-19: Digital Ad Formats
14 Display
15 Online 
16 Social Media
17 Mobile Marketing
18 Deal Promotions
19 Email Marketing
20-25: Digital Sales Ideas by Business Category
20 Automotive
21 Retail
22 Healthcare
23 Financial Services
24 Restaurants
25 Home Services
26 Sales Habits

A Blast From 
The Past 
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888-397-9494  /  marketing@legacy.com

Redefine Your Online 
Obituary Strategy 

Introducing... 
The Next Generation of Obituaries

Elevate your brand and drive your obituary 
strategy with our new innovative, digital 
experience.  Designed with funeral homes 
and consumers in mind, this new product adds 
value and provides solutions to your online 
goals, including a dynamic business model to 
best position you for the future. 

Visit www.legacy.com/LMT to learn more. 

 Veteran newspaperman John A. Kirkpatrick, who 
most recently served as president of the PA Media 
Group, a new company that includes The Patriot-News 
in Harrisburg and the website PennLive.com, has joined 
Lancaster Newspapers as president.  
 Kirkpatrick had been with The Patriot-News for 
22 years — as editor, then publisher and president — 
and said he was drawn to the “unique opportunity” 
offered by Lancaster Newspapers, a company led by 
the Steinman family with a strong local presence, in a 
county with a diversified economy and diverse population. 
 A veteran newspaper journalist, who talked his way into his first 
reporting job at the Hanover Evening Sun, and would go on to lead the 
Harrisburg Patriot-News to its first Pulitzer Prize in 2012. He was also editor 
of the San Francisco Examiner during the epic 1989 earthquake and said that 
experience taught him something about how news organizations ought to 
operate. On that harrowing night, “everyone knew they had to be at their 
best,” he recalled. 
 “If you can tap into the collective intelligence of an organization,” 
Kirkpatrick said, “you can do remarkable things.”

Kirkpatrick joins 
lancaster Newspapers
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Cohen to akron
A Seattle news executive who is a Cincinnati native will be the 

new publisher of the Akron Beacon Journal. Mark Cohen, 57, chief 
operating officer and vice president of operations of Seattle-based 
Pioneer Newspaper Group, will become publisher Nov. 18.

Rick O’Connor, president and chief executive officer of Black 
Press Group Ltd., said “I am confident that Mark has the right mix 
of experience and leadership skills for the Beacon and the requisite 
understanding of the Ohio marketplace.”

Cohen said he wanted to come home to Ohio and liked where 
the Akron region was heading. “You look at some of the opportunities — without 
mentioning names — and there’s some real opportunity out there. Even though our 
industry is in a transition, we can still be aggressive and take a look around and say, 
‘Here’s where we should be and here’s where we should not be,’ ” he said.

The Overlooked Revenue Category: Online Video 
tue., nov. 12, 3 to 3:30 p.m. Et

QUICKB I T E 

Did you know that online video makes up 17% of local online ad 
spending? This webinar will be full of new ideas that will help 
you capture more ad dollars in this important revenue category. 
Presenter: Emily Walsh, Chief Digital Officer, The Observer Group

30 Minute Webinars

2 Routes to Resilience: Transformation A & Transformation B
thurs., nov. 14, noon to 12:30 p.m. Et  
Eventually, your company will need to transform itself in 
response to market shifts, groundbreaking technologies or 
disruptive startups. For companies to be successful in the long 
run, a dual transformation will have to take place within. 
Transformation A is all about rebuilding the core business while 
Transformation B is about developing new sustainable business 
models. Based on a groundbreaking report co-authored by 
Clark Gilbert of Desert Media, this webinar will explain the 
ideas and principals behind the concept of dual transformation. 
Presenter: Chris Lee, President, Deseret Digital Media

LMA-BIA/Kelsey Digital Agency Conference Recap 
tue., nov. 19, 3 to 3:30 p.m. Et     
If you missed it, or even if you were there, you will not want to 
miss this round up of the hottest takeaways from November’s 
Digital Agency Conference in Chicago. Presenters: Nancy Lane, 
President, LMA; Rick Ducey, Managing Director, BIA/Kelsey

WEBINAR REGISTRATION AT LOCALMEDIA.ORG/WEBINARS. 
MISS A WEBINAR? ACCESS ARCHIVES ON LMA WEBSITE
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Thank You to our Fall Conference  
Gold Level Sponsor 

 

VendAsta Technologies 
www.vendasta.com

 
Brendan King   CEO   bking@vendasta.com

Jeff Tomlin   VP Marketing   jtomlin@vendasta.com
George Leith   Director of Sales   gleith@vendasta.com

According to a recent McKinsey 
survey, as businesses continue to 
embrace digital tools and technologies, 
especially when engaging with 
customers, senior level executives are 
stepping up their own involvement in 
shaping and driving digital strategies. 
Companies are making digital marketing 
and customer engagement a high 
strategic priority, says the report, but 
most executives estimate that at best, 
their companies are one-quarter of the 
way toward realizing the end-state vision 
for their digital programs. 

LMA members are increasingly 
tapping an important tool in this 
development - the Local Media 
Innovation Alliance and the monthly 
reports that are produced by this 
research club. Designed to spot 
significant trends that are worthwhile 
for media executives to consider, LMIA 
delivers monthly reports with related 
webinars. Local media companies can 
join LMIA via an annual subscription 
(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

two new Reports now Available
Investing in Start-Ups – An Opportunity 
for Local Media Companies

This 
report 
looks at two 
European 
case studies 
- Russmedia 
and Axel 
Springer. 

C-Level Digital Enterprise Activity 
LMIA reports provide important direction

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

LMA President Nancy Lane recently 
led a small group study tour in Berlin, 
Germany with five LMA members. The 
group visited with these two fascinating 
companies and the report shares their 
takeaways. Author Lane says “It is an 
interesting, thought-provoking read. I 
especially like how Russmedia spells out 
their top eight beliefs and then aligns 
their company’s strategy around these 
beliefs. And I love how both companies 
are embracing start-ups. I think there 
is a lot to learn from these two amazing 
companies.”

Programmatic Buying: Pros and Cons of 
Automated Sales 

This report tackles the complex sub-
ject of programmatic buying, also re-
ferred to as RTB (real time bidding) and 
ad exchanges. The report digs deep into 
a lot of background information and 
features three case studies: Cnhi, Mor-
ris and the Milwaukee Journal Sentinel. 
Noted industry expert Randy Bennett, 
also the subject of this month’s Q&A 
on Native Advertising on page 2, is the 
author.

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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HARTE-HANKS, INC.
HAS SOLD

We are pleased to have represented Harte-Hanks, Inc. 
in this transaction.

PENNYSAVER
9,000,000 weekly distribution

TO
OPENGATE CAPITAL

CAL DVM Inc. 
a subsidiary of Dirks, Van Essen & Murray
Santa Fe, NM   t: 505.820.2700     www.dirksvanessen.com

In 1992, Allan 
Rusbridger 
went to work for 
Britain’s liberal 
newspaper 
the Guardian 
as the editor 
of a weekend 
supplement. 
Rusbridger 
sought to infuse 
the supplement 
with more hip 
and relevant articles, such as one that 
featured a visit to a nudist colony. 
Within the newspaper, Rusbridger was 
considered “middlebrow.” But, the 
weekend edition’s circulation soared. 
A recent profile in The New Yorker 
magazine recounts a telling story about 
Rusbridger’s journalistic instincts:

“When Kurt Cobain died, the 
section ran an extensive account of 
his life and death. “All the graybeards 
came and said, ‘Why are we doing 
this?’ ” Rusbridger recalls. “I said, ‘Our 
daughters are crying. That’s why we’re 
doing this.’ ”

Rusbridger is now the editor of the 
Guardian. Rusbridger has a reputation 
as a steely and cool-headed editor. The 
Guardian has survived through 192 
years. Under Rusbridger’s helm, he has 

guided the Guardian through articles 
that have become the trademark of the 
paper: the 2010 publication of a trove of 
WikiLeaks documents, exposure of the 
atrocities that were committed in Iraq 
and Afghanistan, and published the top-
secret digital files provided by Edward 
Snowden.

The Guardian is the third most 
popular English language site in the 
world (behind London’s Daily Mail 
and the New York Times). They have 
84 million monthly visitors according 
to ABC. But, its print circulation has 
declined to 192,000–half of what it 
was in 2002. The paper has been 
hemorrhaging money over the last few 
years. 

The Guardian is pinning its hopes 
on its digital versions. They’ve launched 
an American and an Australian version. 
From all accounts, I am inclined to think 
they will make it in the digital realm. 
In The New Yorker article, Rusbridger 
pondered the question of a free news 
site, “It’s a grand experiment, he 
concedes: just how free can a free press 
be?”

“Jeff Jarvis, the Internet evangelist 
who teaches journalism at the City 
University of New York and who 
advises Rusbridger, says that eventually 
the Guardian will have to generate 

more revenue from its digital edition, 
abandon its print newspaper, or reduce 
the number of days it publishes. “Every 
day they wait is dollars gone,” he said. 
As for printing only on certain days, he 
says, “Die Zeit, in Germany, is a good 
model. One day a week in print and the 
rest digital.””

“Rusbridger can envisage a paperless 
Guardian in five to ten years. He also 
“can imagine,” he says, printing on only 
certain days. For the moment, with 
digital dollars composing only a quarter 
of the company’s revenues, “if you want 
to support the kind of journalism we do, 
you can’t kiss goodbye seventy-five per 
cent of your revenues,” he said. “But all 
that will change.””

“Eventually, Rusbridger predicts, 
between the Guardian’s worldwide 
reach and a more aggressive effort to 
reach its younger, liberal, well-educated 
audience, ad dollars will pour in. “It 
will work for us because of scale and 
innovation,” Rusbridger told me. “With 
a rigid pay wall, you end up with a small, 
élite audience, with restricted access for 
everyone else. We want a large audience 
and international influence, and not 
just with élites. That appears to be an 
attractive mission for advertisers.” The 
Guardian doesn’t need to be profitable, 
so long as its losses are reduced and the 

(80-year old) Scott Trust can continue 
to subsidize them with its other 
businesses.”

The Guardian is very different kind of 
newspaper than the newspapers that are 
members of Local Media Association. 
Most don’t have a trust or a worldwide 
audience. The industry is debating the 
merits of pay walls, what kinds of, and 
how to implement them. It is going to 
take a lot of testing, and a lot of time, 
to get it right. There may even be more 
than one model in the end. Every local 
paper has a different set of dynamics–
some are dailies, some are weeklies, 
some are the only newspaper in town 
and others tussle with competitors. But 
at the recent LMA conferences we have 
heard debates from both sides. The 
industry is in flux, and LMA remains a 
sounding board for local newspapers. 
One of its missions is to educate and 
LMA will continue to host the debate 
with meaningful dialogue as we all 
struggle to find the Holy Grail of website 
revenue. 

As Rusbridger concedes “… a pay 
wall is not out of the question. Is there 
an economic model for the kind of 
journalism we’re doing? We’re all trying 
our different routes to get there. No 
one can honestly say they’ve got the 
answer.”

To Pay, or Not to Pay, That is the Question

PeteR CONtI
Sales & Marketing director,
LMA

Choices abound when it comes 
to charitable giving so, as you 
consider year end donations, please 
earmark a few dollars to support 
the industry that employs you. The 
Local Media Foundation needs your 
support. The LMF exists to assist local 
media companies with the digital 
transformation and uses donations to 
provide research, best practices and case 
studies to the industry. All amounts are 
appreciated. No donation is too small. 

About lMf
The Local Media Foundation has 

a reputation for being innovative and 
leading edge. Programs such as the 
recent Innovation Mission are indicative 
of the organization’s commitment to 
assist the community media industry 
during this time of unprecedented 
change. Along with Local Media 
Association, both organizations strive to 
provide a leadership role in the industry 
by suggesting solutions to problems 
instead of just reporting on them or 
covering them at conferences.

The Local Media Foundation is a 
501(c)(3) charitable trust and donations 
are tax deductible. All contributions will 
be recognized in Local Media Today’s 

December edition (funds received after 
November 15 will be recognized in a later 
edition). Contributions of any amount 
are welcome and appreciated.

• Platinum Level: $10,000 and 
over (At the Platinum Level, 
customized plans are available 
including choice of initiatives 
and/or the donors name attached 
to a project.)

• Gold Level: $7,500 - $9,999
• Silver Level: $5,000 - $7,499
• Bronze Level: $2,500 - $4,999
• Transformation Level: $1,000 - 

$2,499
• Innovation Level: $500 - $999
• Digital Level: $250 - $499
• Community Level: $100 - $249
• Friend of the Local Media 

Foundation: $35 - $99

Donate at localmedia.org/
Foundation. Questions? Please contact 
Nancy Lane, President, (843) 390-1531, 
nancy.lane@localmedia.org

Foundation Drive Wants You!
Local Media Foundation donors to be 
saluted in next month’s newsletter
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1.877.444.4034
www.newspapertoolbox.com

Everything
you’ll need to
get your sales
back on track!

TOOLBOX, May-June 2013, Page 7
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NOTE TO THE AD PRODUCTION DEPARTMENT: If you would like to work with the layers

of our Photoshop page layouts (PSD file), please contact us at production@newspapertoolbox.com.

What’s “in” is consta
ntly changing when i

t

comes to good food
and trendy outings.

Here are a few great
ideas if you’re on the

lookout for original a
nd fun things to do.

You’ve probably alrea
dy noticed the return o

f

typically masculine fa
re in bars as well as i

n

stylish restaurants. “W
oodsman” cuisine is

now in the spotlight, in d
irect competition

with the health-food
craze of the last few

years. Don’t be surpri
sed to see menus featu

-

ring cuts of meat such
as whole piglet, pig’s

feet, marrow bone, as w
ell as wild gamemeats

including venison, bis
on, rabbit, and elk.

Another growing tre
nd is traditional and

regional cuisine, whe
re old-fashioned clas

-

sics are revam-
ped with modern

ingredients and lo-

cally grown produce.
These types of meals

can be enjoyed in
a variety of setting

s,

including urban war
ehouses with moder

n

decors and renovated
rustic log cabins.

Niche restaurants, wh
ich serve only one typ

e

of meal, are also ver
y much the trend. Fo

r

example, there are res
taurants that only serv

e

soups, meatballs, or
desserts. Specialty ic

e

cream restaurants mig
ht serve up some foie

gras ice cream or bacon crème bru
lée!

Cupcakes and macaro
ns are still all the rag

e

for a sweet tooth, but c
ake pops, little cakes o

n

sticks, are gradually st
ealing the spotlight.

Different themes for
evening entertainmen

t

are becoming comm
on, such as pubs tha

t

serve tapas all evenin
g, wine bars that offe

r

wine tastings, and vi
ntage bars where retr

o

themes include the
1950s or 1920s. An

d

some dance bars featu
re all 1980s music for

true disco fans.

The last word
in trendy outings

For a twist, choose a
pub where tapas

are served all evening
or a bar where

dozens of wines can b
e tasted.

Rio
Restaurant

JazzyClub

COCO
LOUNGE

THE BEER BARREL
Come taste the world’s BEST BEERS

The Salad Bowl
FRESHNESS
in every bowl

ROMANA
Receptional Hall

FRENDZ
MARTINI LOUNGE

PH
OT

O:
JU
PI
TE

RI
M
AG

ES
/T
HI
NK

ST
OC

K

The mock ads shown

on our pages cannot be

found in our page folders

because they may not

be reproduced.

They are meant to

illustrate the ad potential

for our concepts.

Page 6, November-December 2012, TOOLBOX

TOOLBOX, November-December 2012, Page 7

The clients that we suggest you visit in our ready-to-sell concepts are in categories

of advertisers that have been successfully visited by sales teams throughout the country.

NOVEMBER 22, 2012

Forget about roasted
turkey: the first eve

r

Thanksgiving meal w
as an impromptu gat

h-

ering around a shar
ed meal of deer me

at,

corn, and shellfish!
The occasion arose

in

1621, when members
of theWampanoag tri

be

heard English settle
rs from the Cape Cod

colony firing shots in
the air, a threat to the

ir

carefully negotiated m
utual protection agree

-

ment. After their in
itial alarm, the Nati

ve

Americans learned th
at the English were si

m-

ply hunting deer for a
fall harvest celebratio

n.

Their leader, Massaso
it, ordered a few of h

is

own men to join the
hunt, after which bo

th

English settlers and
Wampanoag feasted

together for three day
s.

There are claims to
Thanksgiving that da

te

even before that, ne
arly all of them rela

ted

to immigrants, of c
ourse: Spanish expl

or-

ers landing on our sho
res

in the sixteenth centu
ry

— in today’s Florida

and Texas — apparently

observed Thanksgiv
ing

masses in honor of th
eir

successful voyages, a
nd

British explorer Mar
tin

Frobisher celebrated
a

“Thanksgiving” in w
hat

is now Canada. Wh
at we do know is th

at

President Lincoln of
ficially proclaimed t

he

event a holiday in 18
63.

Today, we can be sur
e that Thanksgiving t

ra-

ditions vary around
the country, as imm

i-

grants continue to m
ake up the fabric of o

ur

society. Mexican A
mericans might ser

ve

capirotade, or Mex
ican bread puddin

g,

Cuban Americans m
ight squeeze in a bla

ck

beans and rice dish,
and Asians might pr

e-

pare lumpia (pastries
) or fish. Many secon

d-

generation American
s claim they enjoy a t

ra-

ditional Thanksgivin
g dinner with extend

ed

family and a secon
d, multicultural fea

st,

where traditional dish
es from the home cou

n-

try are served up in
the same celebrator

y

spirit. Now, that’s a g
reat way to keep the o

ld

with the new!

The old and the new

Whatever kind of foo
d

is served at the table,

fellowship and gratit
ude

have to be on the me
nu.

CATERER

GOURMET SHOP

BAKERY/PASTRY SHOP

FOOD MARKET
• • •

GROCERY STORE

SPECIALTY FOOD

STORE

BUTCHER
• • •

FISH STORE

BOOK STORE
(RECIPE BOOK)

• • •

GREETING CARD STORE

BAKEWARE STORE

• • •

BULK FOOD STORE

For most of us, Th
anksgiving means tw

o

things: eating past the
“full” mark and gettin

g

together with family.
The two are unforgiv

-

ably interconnected: f
or happy families, tra

v-

eling home and sitt
ing around the dini

ng

room table all togeth
er is an occasion to

be

celebrated with traditional Thanksg
iving

dishes, usually on th
e heavy side of the d

iet

scale. For those of u
s from families where

relationships are tens
e, eating mashed spu

ds,

gravy, and pie galore
is an easy strategy fo

r

dealing with the stres
s.

The best remedy for
the Thanksgiving syn

-

drome of overeating i
s not to follow Grann

y’s

adage and snarf dow
n a bowl of green Je

llo

and run around the
dining room table five

times. That might hav
e worked for the ancie

nt

Greeks but it won’t m
ake up for a glut of sa

t-

urated fats and refin
ed sugar. No, the be

st

remedy is to decide in
advance that one mod

-

erate serving will do.
You can take heart th

at

leftovers will allow y
ou to continue the fea

st

for days to come.

If you are the cook in
charge of the meal, it

is

possible to lighten ev
en the most tradition

al

of dishes. Shop for a
fresh turkey rather th

an

a frozen one; it will b
e juicer and tender wi

th-

out needing to be ba
sted with butter. If yo

ur

family won’t mind a
naked-looking turkey

,

remove the skin befo
re cooking. Opt for v

eg-

etables that can be se
rved naturally, with j

ust

a bit of butter, rather
than with heavy, crea

my

sauces. Use more mi
lk and less butter in

the

mashed potatoes, an
d try serving your p

ie

with a light frozen yo
gurt. And leaving out

a

tray of fresh fruit wil
l stave off any urges

to

have second helping
s of sweets througho

ut

the evening!

Remedy for a stuffed belly

May your stuffing be tasty,
may your turkey be plump.
May your potatoes and gravy
have nary a lump.
May your yams be delicious,
and your pies take the prize,
and may your Thanksgiving dinner
stay off your thighs.

— Unknown

If you are the cook in
charge

of the meal, it is poss
ible to lighten

even the most traditio
nal of dishes.

RESTAURANT

PASTA STORE

FLORIST
• • •

PARTY SUPPLY STORE

WINE/LIQUOR STORE

FRUIT/VEGETABLE

STORE
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NOTICE: Please call us with all your comments

and suggestions at our toll-free number: 1-877-444-4034.

Who knew November could be
so lucrative?

Why travel the world
when you could have

a great winter vacatio
n at a destination righ

t

here in NorthAmeric
a? Here are a few idea

s

for you to consider.

GRAND
CANYON,
ARIZONA
Situated within
the Grand Ca-
nyon National
Park, the Grand

Canyon plunges to a
depth of 1,500 metre

s

and is one of the m
ost impressive gorge

s

on the planet. Its str
ata expose two billio

n

years of geological h
istory. Plateaus, plain

s,

deserts, forests, rivers
, and waterfalls creat

e

breathtaking scenery
everywhere you look

.

THE FLORIDA KE
YS

The Keys consist of
822 low-lying island

s

that stretch into the G
ulf of Mexico. Abou

t

30 of them are inhabi
ted. The island of Ke

y

West is the most sout
herly point in the con

-

tinental U.S. and ha
s a tropical climate

.

Spectacular sunsets
can be seen from fa-

mous Mallory Square
.

LOUISIANA
Louisiana is a great p

lace to visit to soak u
p

lots of history, cultur
e, and nature. Visitor

s

flock here to sample
Cajun food, listen to

jazz, enjoy the warm
weather, and to watch

the alligators. Louisi
ana’s wetland ecosys

-

tems are the most im
portant in the United

States and contain se
veral natural treasure

s,

including the Missi
ssippi river, marshe

s,

and impressive cypre
ss forests.

WHISTLER, BRITI
SH COLUMBIA

An international

hotspot for winter
sports, the village
ofWhistler is nest-
led in the valley
between Whist-

ler and Blackcomb
mountains, whose
peaks soar to an
altitude of 2,284
metres. This area
receives more than
10 metres of snow
every year! With its

3,307 hectares, Whis
-

tler Blackcomb has t
he biggest skiable te

r-

rain of any ski centre
in North America.

OLD QUEBEC, QU
EBEC

Old Quebec is a UN
ESCO World Heritag

e

Site. Quebec is the on
ly fortified city north o

f

Mexico and is a per
fect example with it

s

churches, the Citadel,
the Chateau Frontenac

,

the Place-Royale, and
its beautiful old hous-

es and cobbled street
s.

North American vacatio
ns

This concept can be customized to suit your market and your needs.
TOOLBOX, November-December 2013, Page 15

Find this concept under

VACATIONS/TRAV
EL in

our ready-to-sell co
ncepts
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Use the texts
on the opposite
page and sell

this concept for
5 consecutive

issues!

INN
• • •

BED & BREAKFAST

TRAVEL INSURANCE

COMPANY
• • •

TOURISM OFFICE

HOTEL
• • •

LUGGAGE STORE

TRAVEL AGENCY
• • •

MOTEL

SPA
• • •

SPORTING GOODS

STORE

CONDO RENTAL SERVICE

• • •

COTTAGE RENTAL SERVICE

SKI AREA & RESORT

• • •

SWIMWEAR SHOP

CROSS-COUNTRY RESORT/PARK

• • •

HIKING AND SNOWSHOEING TRAILS

SPONSOR

It helps us keep our region unique

The personality and charm of a municipality thrive along with

its economic stature. A town that can count on its people to

buy locally is a town envied by all others.

SPONSOR

It supports economic

investment in our region

An economically dynamic region attracts investment. The more

investment there is, the more our municipality and region earn

in tax revenues. This, in turn, attracts other investors. Investors

are like consumers — they are attracted to deals that work!

SPONSOR

It makes a difference

to the environment

Buying locally made products and doing business with companies

from our region is a way to be active in protecting the environment.

The less our goods are transported from far away, the less

we contribute to greenhouse gas emissions.

SPONSOR

It helps support

community organizations

Our non-profit organizations receive a lot of financial support

from business people in the region, and these donations

are essential. When our local economy is in good health,

our organizations are in good health.

SPONSOR

SPONSOR

SPONSOR

It means a bigger choice

of products and services

A company depends on business to thrive. When business

is good, a company will expand, bringing new products

and services to the region.

SPONSOR

The healthier our businesses are,

the more tax revenue we gain

Thriving companies are able to grow, and as they do,

their tax contributions grow. This means revenue for

our municipality and benefits for everyone.

I want to invest in my region

Buying locally is logical, unavoidable, and efficient. It is an

important strategy for keeping our region dynamic in every way.

Together, if we shop local, we can help our

community grow and thrive!

Why shop elsewhere

when I can get it
here?

SPONSOR

The best gift I can

give is to shop close
to home.

SPONSOR

Don’t go down the

highway, we’ve got

it all right here!

SPONSOR

I want to grow
with my region;

I shop local!

SPONSOR

Buying locally
makes sense,

dollars and cents.

SPONSOR

I shop local

because I’m proud

of our region.

SPONSOR

My local merchants

offer the best kind

of service there is.

SPONSOR

At a local store,

you’re more than

just a postal code.

It keeps more jobs close to home

We can’t keep or create jobs locally if our region isn’t

in good economic shape. It’s just good logic.

SPONSOR

Page 42, July-August 2013, TOOLBOX
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The American English version of the text on this page is available in the page folder.

This concept can be customized to suit your market and your needs.

TOOLBOX, November-December 2013, Page 41

Refer to the lists of potential clients shown on our signature pages to maximize every

business opportunity. They are meant to help you target the best advertisers for each page.

Because Christmas i
s a time for entertain

-

ing family and frien
ds, why not impress

your guests with an a
ppealing new décor i

n

your home? Of cours
e, embarking on reno

-

vations at this time o
f year is never appea

l-

ing. There’s no time
to redo the kitchen o

r

the living room floor
ing between gift shop

-

ping, preparing Chris
tmas party menus, an

d

getting to appointme
nts with the hairdress

-

er and esthetician. W
ith this in mind, hom

e

staging is the dream s
olution, and it doesn’

t

have anything to do w
ith putting your home

up for sale!

Making your home
more attractive is an

easy undertaking tha
t can give it a fresh

,

new look. The first s
tep is to rearrange th

e

furniture, a simple ex
ercise that can trans-

late into some surpris
ing results. This is als

o

an opportunity to de-
clutter the main room

s

of your home by putt
ing away some acces

-

sories, even if just
temporarily. After al

l,

you have to make ro
om for the Christma

s

tree and other decora
tions.

Changing the cushio
ns, drapes, rugs, and

throws can give a w
hole new look to a

room. If you’d reall
y like to paint som

e

walls but don’t have m
uch time, you can, in

a single morning, p
aint one accent wal

l.

Another suggestion: s
hop around for an ele

-

ment that will steal t
he spotlight, such as

a

luxurious chandelier
, a small decorativ

e

fireplace, or an impre
ssive work of art.

By following these
few tips, your guests

will be sure to notice
your new décor. It’s

guaranteed to be a
topic of conversatio

n

over the holidays!

Home staging

for a new décor

at Christmas time

Why not just change
a few elements

in your décor instead
of embarking

on major renovations
?

Find this concept under

HOME - RENOVATION/

DECORATION/REA
L ESTATE

in our ready-to-sell co
ncepts

PAINTING STORE

LIGHTING STORE

FURNITURE RENTAL

SERVICE
FURNITURE STORE

PAINTING CONTRACTOR

WINDOW TREATMENT

STORE

HOME STAGING SERVICE

INTERIOR DESIGNER/INTERIOR DECORATOR
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Every year, we try to
find ways to let

veterans know that th
eir brave serv-

ice during war and
in peacetime is

appreciated. “Honori
ng all who ser-

ved” is a tradition tha
t dates back to

1954, when President
Eisenhower si-

gned into law a decr
ee naming No-

vember 11 as Vetera
ns Day. Before

that, the event had bee
n known as Ar-

mistice Day. Althoug
h many restau-

rants and businesses o
ffer discounted

meals and special dea
ls to veterans in

recognition of their s
ervice to home

and country, expressin
g some gratitude

for our soldiers’ brave
ry is something

that each and every on
e of us can do.

Attending a Veterans
Day ceremony

is a great way to sho
w our veterans

that we care. Likewise
, sending a note

of thanks or a “happy
day” card to a

veteran in the family
or neighbour-

hood is a friendly ge
sture that says

“thanks”. If you do
not personally

know any veterans,
your local VA

chapter will happily
receive a card

addressed to all its m
embers.

VETERAN FACTS
AND STATS

• The United States C
ensus Bureau’s

2011American Comm
unity Survey

shows that in that ye
ar, there were

25.1 million military
veterans

• 1.6 million of them
were women

• 2.3 million were bla
ck; 1.2 million

were Hispanic; nearly
265,000 were

Asian-Americans; a
bout 153,000

were American India
ns or Alaska

Natives; nearly 27,50
0 were Native

Hawaiian or other
Pacific Islan-

ders; leaving some 17.
2 million non-

Hispanic white
• 9.2 million veterans

were over age

65; 1.8 million were y
ounger than 35

• 26.3 percent of vet
erans had a ba-

chelor’s degree or h
igher degree;

92.3 percent of vetera
ns had a high

school diploma or equ
ivalent (com-

pared with 28.5 pe
rcent and 86

percent, respectively,
in the general

population)
• 3.5 million veterans

had a service-

related disability

The community
gives back
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IMPORTANT NOTICE: All photos must be reproduced with their credits. It is the responsibility of publishers to ensure

that photo credits are included wherever they appear in our pages. This applies to print and Web reproduction.
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Find this concept in our

ready-to-sell conce
pts by

typing in VETERANS DAY

ADVERTISER

ADVERTISER

ADVERTISER

ADVERTISER

ADVERTISER

ADVERTISER

ADVERTISER

ADVERTISER

ADVERTISER
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NOVEMBER 11, 2013

More and more store
s are starting Black F

riday on

Thanksgiving Thursd
ay, so it’s worth your

while to

stay tuned to all the d
etails. The big players

release

their mega-sale flyers
early in the fall, whil

e local

boutiques tend to adv
ertise a bit closer to t

he date.

Either way, before yo
u launch your holida

y shop-

ping blitz, be sure to
have a good idea of w

hat you

want, where to find i
t, and exactly when y

ou need

to get there.

Look for deals in bed
ding, home décor, dis

hware,

brand-name clothing
, and, of course, ele

ctronics.

The hottest bargains
this year will be on

laptops,

tablets, and eReaders
. Smartphone accesso

ries are

also great Black Fri
day buys. Although

traditio-

nally a retail shopping
event, mobile phone s

ervice

providers and the reta
il stores who sell the

ir plans

are jumping on the ba
ndwagon with superb

rebates

on smartphone pack
ages. If it’s time for

you to

renew your plan, kee
p an eye out for good

one-off

deals on time and bon
us services.

The desktop compu
ter seems to be lag

ging in

popularity these days
, but what that means

for con-

sumers is wild discou
nts on top-quality ha

rdware.

It is now possible to
set yourself up with

up-to-

snuff equipment for
homework or home

office

for under $500!

Don’t ignore local
shops, where Black

Friday

shopping is catching
up with big city box

stores.

Check the ads and fl
yers in your weekly

for great

deals on sports equi
pment, toys, and oth

er great

Christmas gift ideas.

Check your

local ads and flyers!

This layout is also available in black & white.

Page 6, November-December 2013, TOOLBOX

November 29, 2013

Find this in our ready-to-

sell concepts by ty
ping

in BLACK FRIDAY
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ADVERTISER

ADVERTISER

ADVERTISER

ADVERTISER

ADVERTISER

ADVERTISER

ADVERTISER

Like it or not, for m
ost of us the cold w

eather

arrives good and soli
d by the first day of

winter,

on December 21. So
you’d better get to w

ork if

you want to make y
our home warm and cozy

before the winter sea
son!

ADEQUATE INSUL
ATION

For a home to be hea
lthy and comfortable

, it has

to be airtight, well in
sulated, and well ven

tilated.

If the walls and floor
s are cold, if the hea

t is not

evenly distributed, i
f heating costs are

exorbi-

tant, or if there is m
old on the walls the

n the

home is not properl
y insulated. Consult

a spe-

cialist in order to cho
ose the right kind of

insula-

tion and consider hir
ing him or her to ins

tall the

materials. For insula
tion to be efficient it

should

not be packed down
and there should be n

o gaps

around it.

SUPPLEMENTARY
HEATING

Some homes are e
quipped with a sec

ondary

source of heating to f
ight off the rigours of

winter.

A wood, gas, or oil b
urning appliance can

give a

big boost in making y
our home more comfo

rtable.

Choosing the right lo
cation for this applia

nce is

extremely important
— if possible it should

be

located in the baseme
nt, in the middle of the

home, or close to a
staircase. That way,

the

heat will be distribut
ed more evenly. Be

sure to

purchase an appliance
with controlled comb

ustion

or one that is EPA-c
ertified by the U.S.

Envi-

ronmental Protection
Agency.

AHEATED FLOOR

Heated floors are
really appreciated in

bathrooms, but they
are also increasingly

common elsewhere i
n the house. An elec

-

tric heated floor can
be installed under

ceramic and stone
tiles or floating

floors. According
to some

experts, hardwood
flooring

should be avoided, a
s it can

warp with the heat.
Heated

flooring is installed o
n a ply-

wood underlay or in
an insu-

lated concrete slab.

Make your home

more comfortable be
fore

the cold weather arri
ves.
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This concept can be customized to suit your market and your needs.

Page 16, November-December 2013, TOOLBOX

GARAGE DOOR VENDOR

• • •

SOLARIUM VENDOR

ROOFING SPECIALIST

• • •

RENOVATION CONTRACTOR

BANK/FINANCIAL INSTITUTION

PRUNING SPECIALIST

CHIMNEY SWEEPING SERVICE

Quick! Let’s renovate before the winter!
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Find this concept under

HOME - RENOVATION/

DECORATION/REA
L ESTATE

in our ready-to-sell co
ncepts

HARDWARE STORE

TOOLBOX, November-December 2013, Page 11

Find this concept under

HEALTH/MEDICAL

in our ready-to-sell

concepts

The mock ads shown on our pages cannot be found in our page folders because

they may not be reproduced. They are meant to illustrate the ad potential for our concepts.

AUTO DEALER
• • •

AUTO REPAIR SHOP

MEN’S CLOTHING

STORE

LAWYER

HAIR SALON

PLUMBER

ANY BUSINESS

OWNED OR CO-OWNED

BY MEN

ELECTRICIAN
HARDWARE STORE

ROBERT JOHNSON

THOMAS ROSS

You’ll love

the sales you

make with

this page!

GARY ANDERSON

GARY’S
SPORTS BAR

Wear a moustache

for the cause

and we’ll give you

A FREE BEER

Come show us

your moustache and

we’ll give you a

FREE GIFT

Donate to our

in-store fundraiser and g
et

A FREE GIFT

ROSS
SPORTING GOODS

JOHNSON & SON
GROCERSJOHNSON & SON
GROCERS

SHOE STORE
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Local Markets, Quality Content 
Drives Network

Classified Avenue continues to be above budget, 
with a few new advertisers coming on within the last 
couple of months.  I hear again and again that our 
network (your papers!) provide the highly desired quality 
content and superior reach into local markets, a truly 
unique proposition. This is exactly the motivator for 
many advertisers to come back after trying internet-only 
advertising. 

The 2x2 network had a strong start to this year but has 
slowed a bit so I’m making an appeal for more members. Hear thee! Hear thee! If you 
haven’t yet joined (remember, there’s no cost), please consider doing so now. The ads 
are great quality, many from the education sector and are sent to you camera ready. 
Reach out to me for more details or questions. 

Also, I’d like to remind all that I am here to serve our ad clients, our member 
newspapers and your readers so please share if you have any complaints or concerns 
about any ads that I place with you. I know the biggest concerns are with the few 
Employment Opportunities ads we run. I can assure you they have been checked 
out.  One of them has run consistently for over nine years and, in the rare case where 
there has been a problem, this account has promptly and fully taken care of it. But, 
remember, I can only help you if you make me aware of the need.

Finally, as we turn to Thanksgiving later this month, I want to give gratitude for all 
of our member newspapers (among many other things!). You’re the best!

 If you have any questions about either of the networks, you can reach me at 888-
486-2466 or deanna.lewis@localmedia.org

LOCAL PAPERS. MILLIONS OF READERS. DEEPLY DISCOUNTED RATES.

avenue

avenue

Local papers. Millions of readers. Deeply discounted rates.

LOCAL PAPERS. MILLIONS OF READERS. DEEPLY DISCOUNTED RATES.

avenue

avenue

Local papers. Millions of readers. Deeply discounted rates.

DeaNNa leWIs
director of Sales, LMA Staff
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Choose CNS Printing as
your printing specialist.

At CNS Printing,
we specialize in
top-quality printing,
on-time delivery
and very competitive
pricing. Our goal
is to hit the bullseye
on every job,
for each and
every customer.

CNS Printing
7801 N. Central Dr.
Lewis Center, OH 43035

(614) 984-2088

Bullseye.

In the August Local Media Innovation 
Alliance report on this very topic, 

which you authored, you dug deep into what 
several media companies are doing with 
native advertising. Are there any common 
approaches that are developing and that 
are bearing fruit? 

The report profiled three very 
different media 

companies – a small weekly 
publication, a group of 
community dailies and a 
large metro newspaper – 
who are taking different 
approaches to content 
marketing.    The Cape 
May (N.J.) County Herald 
has always published 
press releases for free 
and is now charging for 
them and including them 
in advertising packages 
for both the Web and in 
print.  The Chicago Sun-
Times’ group of community 
dailies are seamlessly and 
prominently integrating 
advertising content into 
their sites.  And the San 
Francisco Chronicle is 
focused on sponsored 
content and providing 
content for advertisers to  
use on their own channels.

All three are rethinking content flow 
and making determinations on where 
newsrooms are involved and where 
they are not, how native advertising is 
vetted and how editorial and advertising 
departments begin to chip away at the 
Chinese wall traditionally separating the 
two departments.

What kind of revenue potential exists 
with native advertising? How is pric-

ing typically approached?

eMarketer forecasts that native 
advertising will grow from $1.8 

billion today to more than $3 billion by 
2017.  It is still early in the game, but 
newspapers who have embraced native 
advertising are seeing some revenue 
gains.   As shared in the LMIA report, The 
Naperville Sun had sold 30 accounts in 
the first six weeks and native ads were 
generating three times as much revenue 
as traditional ads.  Cape May generated 
$15,000 from political advertisers 
for their press release program and 
additional $1,000 a month from other 
local marketers.  And the Chronicle sold 

10 sponsored content packages in 10 
days at $5,000 a month.   In these three 
cases, pricing is based on packages that 
vary based on the quantity of content 
developed and other advertising (e.g. 
print ads) that might be included.

Finally, put yourself in the shoes of 
a limited resource, smaller market 

media company. How do you go about 
beginning a native advertising program? 
Any simple entry points? ‘Must do’ tips? 
Pitfalls to avoid? 

As with any new 
form of advertising 

– particularly forms that 
are being embraced by 
advertisers – newspapers 
should be experimenting 
and learning, without 
betting the farm.   Native 
advertising is a low-
risk, low-investment 
proposition, at least to 
start.   The first step is 
to read the LMIA report 
to understand how 
other newspapers are 
approaching this.   Then 
convene leadership from 
editorial and advertising 
to discuss what form 
of native advertising to 
pursue, who will create, 
edit and tag the content, 
how it will be vetted, how 
it will be labeled and 
how it will be distributed 

through social channels.  Next, the 
team needs to determine where on 
the site native advertising will appear.  
And finally, create clear standards 
and practices and examples to share 
with potential advertisers so they 
know what is acceptable.  I would start 
with advertisers that are particularly 
focused on building their brands (as 
opposed to pushing merchandise) 
which is where native advertising is 
most effective.

I think it’s critical to get buy-in across 
the organization up front.  If editorial is 
not on board, this will be an uphill battle 
for the advertising department.   And 
don’t risk editorial integrity.  It’s not 
worth it.   If there is any question about 
whether an article or approach crosses 
the line, don’t do it. 

As I said earlier, this form of 
advertising goes straight to newspapers’ 
core competencies and is a real 
differentiator.  The potential is there and 
it makes sense to begin experimenting 
now  -- even if it’s only one or two native 
ads a month – to get that much further 
up the learning curve.
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INteResteD IN WORKINg WIth Us tO BRINg gOOgle 
aDWORDs tRaININg tO YOUR state OR RegION? CoNTACT 

AMIE STEIN AT AMIE.STEIN@LoCALMEdIA.org or 901-361-3642 To LEArN 

MorE AbouT ThE googLE AdWordS TrAININg progrAM.
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Native Advertising

NATIVE ADVERTISING:  

LEVERAGING CORE COMPETENCIES 

FOR NEW REVENUE

PRICE: $259

To purchase the LMIA 
Native Advertising Report 
visit www.localmedia.org/
Foundation. The report is 
$249 or you can buy 
three LMIA reports for 
the price of two (chose 
from Programmatic 
Buying, Video 
Advertising, Investing in 
Start-Ups and Native 
Advertising).
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No matter the size of your audience, an audited analysis of your media metrics is an essential 

part of communicating with advertisers. It’s time you told them your story with AAM’s Community 

Newspaper Audit. Designed for newspapers with a total average circulation of less than 25,000, 

you can experience the same transparency and accuracy you’ve come to expect from AAM––

streamlined to fi t your budget.   

LEARN HOW THE LIHUE GARDEN ISLAND IS USING AAM’S COMMUNITY 
NEWSPAPER AUDIT TO TELL A MORE TRANSPARENT STORY 

Read the Garden Island’s Community Newspaper Audit case study at auditedmedia.com/gardenisland

The new AAM. Trust and confi dence for the new world of media.

The  New  Audit  Bureau  of  Circulations

AAM-3029 LMA Print Ad.indd   1 8/15/13   11:58 AM
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Call 615-440-5522 to add these award-winning magazines to your editorial package.

Your ONE source for the 
best and most diverse 

newspaper-distributed magazines
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Homemade Fruit Roll-ups
(page 14)

kids’ 
STUFF

COOKIES 
FOR THE CURE

Pass the Polenta Chicken and Rice 
Casserole 
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WHITE HOUSE

M I D W E S T  E D I T I O N+ AN ENCHANTED CHRISTMAS
Lorrie Morgan mixes music  
and memories for holiday show

Handyman Hints
Smart tips for the
home and shop

High-Protein, 
High-Flavor
Wrap Recipe
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Top Sports for Kids 
Who Hate Exercise

Page 3

Lasting
Allergy Relief—

No Shots Required
Page 2

 Boost Your 
Metabolism With 

This Menu
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STRONG, 
Confi dent, 
Healthy

PLUS: Jillian’s workout 
for healthier bones (pg 7)

START RUNNING 
AT 40-PLUS!

Stride on over to our 
Fitness 4.0 blog for begin-
ner’s tips and inspiration.
Spryliving.com/blogs

Get motivated—
and moving—with 
insider advice from 
Biggest Loser trainer 
JILLIAN MICHAELS


