
















How do you want to be 
known?





On being nimble…
Wally’s Place

Bagels
Bread
Deli













On being nimble…
Keeler’s Bay Variety







TIME FOR 
NEWSPAPERS

TO BE 
NIMBLE. 
AGAIN.











“CHANGING 
IMMEDIATELY TO WHAT 

THE MARKET NEEDS”



INFORMATION







CREATING A RESOURCE



SIMPLY SELLING STUFF FOR 
ADVERTISERS TO BUY IS NO 

LONGER THE ANSWER.



WE MUST PROVIDE OUR CLIENTS 
WHAT THEY NEED AS THEY DIG THEIR 

WAY OUT AND MOVE TOWARDS 
THE NEW NORMAL.



THE FIVE WAYS 
WE MUST CHANGE 

OUR SALES APPROACH



• Partnerships – Transition from SALESPERSON to ADVISOR
• We will analyze that they need and present it giving the 

Needs Analysis a rest
• We will set appointments and not cold call or stop in

#1 – FIVE WAYS WE MUST CHANGE OUR SALES APPROACH

Our customer approach will change



We will sell audience

#2 – FIVE WAYS WE MUST CHANGE OUR SALES APPROACH

• It’s not just PRINT
• It’s not just Digital
• It’s not just Special Sections
• Its not just Digital Contests and Promotion

Sell the audience



We will package

#3 – FIVE WAYS WE MUST CHANGE OUR SALES APPROACH

• Simplification is what the customer needs
• It isn’t selling the deal or section of the day
• It IS selling what they need plus content plus

audience
• And consider the commitment length



STAY TUNED FOR A 
BONUS LIST 

OUR COLLEAGUES LIST



We will become a center for ideas
#4 – FIVE WAYS WE MUST CHANGE OUR SALES APPROACH

• Ideas sharing email
• A virtual weekly ideas sharing video chat
• A newspaper webinar – Advertising
• A newspaper webinar – State of the market
• An eCommerce Webinar



We will be technology-based 
Sales Professionals

#5 – FIVE WAYS WE MUST CHANGE OUR SALES APPROACH

• Zoom, Google Meet, etc.
• Expert users. Expert hosts.
• Google Calendar
• Email templates
• Geek out



















SO, HOW ABOUT 
YOU?

HOW DO YOU BECOME MORE NIMBLE?





“MOST OF US LEAD BUSY BUT UNDISCIPLINED LIVES. WE 
HAVE EVER-EXPANDING “TO DO” LISTS, TRYING TO BUILD 
MOMENTUM BY DOING, DOING, DOING–AND DOING 
MORE. AND IT RARELY WORKS. THOSE WHO BUILT THE 
GOOD-TO-GREAT COMPANIES, HOWEVER, MADE AS MUCH 
USE OF “STOP DOING” LISTS AS “TO DO” LISTS. THEY 
DISPLAYED A REMARKABLE DISCIPLINE TO UNPLUG ALL 
SORTS OF EXTRANEOUS JUNK.”

JIM COLLINS – GOOD TO GREAT – PAGE 139



STOP DOING 



START DOING







BONUS 
OTHER WAYS SELLING WILL CHANGE



SCOTT CHAMPION – CEO – CHAMPION MEDIA

“We must do a better job of using 
email blasts to reach customers 
that we may not be calling on 
regularly to let them know what 
we have to offer.”



KELLY FREUDENSPRUNG – PUBLISHER - THE SALINE COURIER

“Be creative and encourage 
newspaper managers to have 
some added-value to all sales. This 
is a small way to say, “We’re glad 
you are open.”



DAVID R. STRINGER - PUBLISHER - THE LAWTON CONSTITUTION

“Sell the solution, not the product. 
Do not pitch anything unless you 
can explain specifically how it 
benefits the client.”



JASON GWINNOP - RETAIL ADVERTISING MANAGER 
MEDINA-GAZETTE

“Don’t be afraid to contact them 
for fear of appearing opportunistic 
– Many welcome the contact, 
especially if your product fits their 
business .”



KELLIE NICHOLSON - GENERAL MANAGER - ROCKET MINER

“Some business owners are lost, so 
we need to offer advice to help 
them innovate, as in selling online, 
delivering products, building a 
pick-up window, etc.”



DARIN CARRAGATA – MARKETING EXECUTIVE – YUMA SUN 

“DON’T BOMBARD THEM WITH OPTIONS-
Design a few highly appealing menu choices 
for our customers to choose from. They need 
to be appealing to potential customers to 
get them started and include options for 
current customers to grow into as their results 
increase. ”



JENNIFER MARSHALL - DIRECTOR OF OPERATIONS & 
ADVERTISING 

THE LEDGER INDEPENDENT

“We must be sensitive to our 
customers’ needs.  They are 
struggling like the rest of us so we 
need to determine how we can 
best help them attempt to regain 
a sense of normalcy.”



PARKS ROGERS – GROUP PUBLISHER – OPC NEWS, LLC

“On in-person calls, we should come fully 
masked, gloved and with hand sanitizer and 
wipes.  We should never be the party in an 
interaction that makes customers 
uncomfortable.  If our preparedness seems 
like overkill then we can back down (remove 
masks, etc.) but only at the lead of the 
customer.”



JAMIE KEITH - SALES & MARKETING DIRECTOR
APPEAL-DEMOCRAT / TCN NEWSPAPERS

“Email/call vs. dropping by unannounced 
(which no one likes). Set an organized 
structure to your emails and make them 
consistent and brief so clients want to get 
back to you. Ask if you can text a client.”



MORE IDEAS IN THE 
EBOOK











Patti’s Birthday!!!



Al Getler – 781-799-4769 – agetler@newspaperconsultants.com













Al Getler – 781-799-4769 – agetler@newspaperconsultants.com
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