
Blitz Selling 

Recipe for Success



Glen Nickerson

president of the Highlands News-

Sun and Highlands Sun with Sun 

Coast Media Group



Outline
• Why blitz?

• Contract blitzes

• Examples

• Money-making Ideas

• Tips

• Questions  



Why blitz?



IT REALLY WORKS!

Highlands News-Sun

Last year +36%

1st quarter +32%



Businesses 

need 

frequency 

advertising 

to 

effectively 

grow



You can package print 

and digital for small to 

medium sized businesses

+ =



You will level out your 

revenue peaks and 

valleys



You will train account 

executives to sell contracts



You reduce your reliance 

on the special section 

revenue train



Contract Blitz Types



Contract Blitzes – A Wheel of 

Fortunes!

1. Internal

2. External partner

3. Seminar

4. Four legged

5. Category 

6. Cold call campaign

7. Survey 



Internal Blitz
• Managed by the publisher 

and/or advertising 

management

• It can be seminar, four legged, 

category or a cold call 

campaign

• No outside marketing expert

• Requires dedicated time 

• Requires attention to the 

details

• No outside commissions



Internal Blitz

Pros:

• You save 10-15% on every contract

• You can shift some of the savings to 

better contest incentives

• You can add team events with savings

• You control the timeline

• You have less debate on rate



Internal Blitz
Cons:

• You lose additional push on the team

• You lose that out of town marketing 

expert pitch



External Partner

• Managed by a company and the newspaper

• It can be seminar, four legged, category, cold 

calls or survey results

• Typically database driven and appointment 

setting

• Most charge 10-15% per contract



External Partner
Pros:

• Partner keeps the 

newspaper on track

• Program has more 

credibility with local 

businesses

• Database and materials 

managed by partner

• Sales teams receive 

additional training from 

experts



External Partner

Cons:

• It’s more expensive

• There’s usually some 

debate on rate

• You’ll need to meet the 

partners timeline

• You’ll need to closely 

manage churn and future 

billing



Seminar Blitz
• Newspaper invites local 

businesses

• Survey results, marketing, 

digital or all of the above

• Dynamic speaker

• Large audience with 

incentives to book 

appointments

• Small audience with 

immediate meetings



Seminar Blitz
Pros:

• Newspaper positioned as an expert

• Engaged businesses

• Sales team learns new selling points

• Marketing advice ends with 

newspapers solutions 



Seminar Blitz

Cons:

• You can lose some potential sales if the 

follow up is poor

• A poor public speaker will not excite the 

businesses

• If you go cheap, it will send a message to 

the businesses

• Poor closers will not transform



Four Legged Blitz

• This can be done with account executives, 

managers and outside partners

• Pair up to make teams to sell B2B with a 

set script and package

• Four legged teams compete with each other

• Contests, breakfasts and dinners with cash 

giveaways



Four Legged Blitz
Pros:

• It’s fun with teams competing

• Cold calling opens hidden 

opportunities

• Team members learn from 

each other

• Team members motivate each 

other

• If properly incentivized, it will 

create greater volume of 

pitches 



Four Legged Blitz

Cons:

• Poor team pairing will 

result as such

• Some newspapers may 

not have the resources 

to do four legged blitz

• No shows will create last 

minute team changes



Category Blitz

• Select a specific category or a 

group of similar business 

categories

• It could be a restaurant blitz or 

every category under medical

• Gear all marketing materials, 

programs and presentations to fit 

the category

• Usually paired with a 

marketplace to help that category 

reach customers



Category Blitz

Pros:

• You can target a specific area of 

weakness in your revenue 

portfolio

• You improve a publication or 

section to help attract readers 

and advertisers

• AEs learn a specific approach 

to a category

• If you succeed, you’ve built 

marketplace



Category Blitz

Cons:

• If sales fail, you have may 

an unsupported section or 

publication

• If the section or 

publication is weak, the 

contracts will fade



Cold Call Blitz

• Target a select time period to cold call territories

• It can be done with teams or individuals

• Collect call reports and business cards

• Compile into a database

• Utilize to build an ongoing sales cycle of needs 

analysis, specs and presentations



Cold Call Blitz
Pros:

• It restores the prospect 

database

• Confirms the territories are 

not “tapped out”

• Gives managers a fresh list 

sales cycle candidates

• Improves AEs cold calling 

skills

• Forces AEs into some places 

they may not have tried



Cold Call Blitz

Cons:

• NONE, cold calling is awesome!



Survey Results Blitz

• Survey your market for 

shopping intentions or name 

recognition (TOMA)

• Use a large or multiple 

seminars to release results

• Or use a cold blitz or four 

legged campaign to get 

appointments

• Provide research along with a 

marketing solutions



Survey Results Blitz

Pros

• Providing specific consumer data for the 

business

• It gives the newspaper credibility

• AEs have new source of presentation 

material

• Creates a sense of urgency to take action



Survey Results Blitz

Cons

• Surveys can be expensive and time consuming

• Poor survey setup will impact results and 

usage

• If AEs are not properly trained, they will not 

use it

• Surveys are only valid for two years



Examples from 

Newspapers



Internal & 

Four Legged



Internal four 

legged blitz 

generated $135k 

in just 3 days!

Partnered with 

AEs at our other 

newspapers!

Held breakfasts 

and dinners to 

give out cash! 



External 

Partner



Hugh Nicholson

Vice President Business Development The Americas,

NRS Media

3399 Peachtree Road NE, Suite 400, Atlanta, GA 30326 USA

T: 404.495.9596 | M: 705.794.8675

E: hugh.nicholson@nrsmedia.com W: www.nrsmedia.com

“The Austin American Statesman sold 

over $800k in new business in 7 weeks on 

this Program.” 

tel:404.495.9596
tel:705.794.8675
mailto:hugh.nicholson@nrsmedia.com
http://www.nrsmedia.com/














Hugh Nicholson

Vice President Business Development The Americas,

NRS Media

3399 Peachtree Road NE, Suite 400, Atlanta, GA 30326 USA

T: 404.495.9596 | M: 705.794.8675

E: hugh.nicholson@nrsmedia.com W: www.nrsmedia.com

“Here is another example of an ad package 

that sold over $1 million in 8 weeks in Tacoma 

with the Tacoma News Tribune.”

tel:404.495.9596
tel:705.794.8675
mailto:hugh.nicholson@nrsmedia.com
http://www.nrsmedia.com/






Survey Results 

& Seminar















Welcome
Greater Charlotte Area

Business Name Awareness Seminar

John W. Marling

Pulse Research

Portland, Oregon



2%

3%

6%

36%

54%Very likely

Somewhat likely

Not very likely

Not at all likely

Don't know

Likeliness of Using the First Business that 

Comes to Mind



62%

4%

2%

2%

3%

3%

4%

5%

7%

8%Tommy's Air Conditioning & Heating

4 Seasons Air Conditioning

Birch's Air & Heating

Boyd Brothers

All American Air

Dale's

Executive Cooling & Heating

Cliff's Air Conditioning

Other

Don't know

Air Conditioning & Heating Contractor

Businesses less than 2% in “Other” 3% need MAJOR air 

conditioning repair



43%

2%

2%

6%

6%

6%

11%

12%

12%Baer's Furniture

Rooms To Go

Savon Furniture

Bacon's

Badcock

American Signature Furniture

Havertys

Other

Don't know

Furniture

Businesses less than 3% in “Other” 11% buy furniture  



93%

1%

2%

4%Miracle-Ear

Hearx

Beltone Hearing

Aid Center

Don't know

Hearing Aids

3% use Audiologist



Brand Name Awareness Ad Packages
 50% savings

Affordable packages – 4 or 6 column inch ads

 Weekly consistency - reinforcement

3 to 7+ times per week

 Total impressions

3 times week – over 21 million impressions annually

7 times week – over 50 million impressions annually

 Consistency gets results

Increased Brand Name Awareness & More Sales!



Charlotte Sun committed to TOMA 

& BNA from 1997 – 2012.

It generated millions of dollars in 

advertising and still does to this day! 



Seminar Blitz







Tim Smolarick,

Publisher, The Venice Gondolier Sun

941-207-1010

tel:941-207-1010


“We held a blitz last year right before 

the "season". here is what we did to 

accomplish $220,000 in new business 

via contract.” Tim Smolarick

1. Gave reps thirty day lead time to set up two new 

businesses per class. Would cut that down to two 

weeks going forward.

2. Supplied either breakfast or lunch for 6 classes 

per week.

3. Guaranteed each visitor a drawing for an Ipad. If 

a contract was signed new client earned three 

additional chance.



4. In the presentation we handle the attached 

presentation-quick and sweet

5. We have three expert closer reps in each 

class-more if needed

6. Limit the size of class-Ideal size is 12 

attendees with 4 in the room.

7. Instructor should leave the class after the 

presentation is complete and return in 10-

15 minutes to help sign some deals



8. Have the presentation even for 

one client. Never make a client 

feel unimportant because others 

did not show.

9. For those who do not sign up 

make sure at least a follow up 

appointment is created.

10. Compensate the reps for 

getting folks to the presentation. 

For ex. $50 per prospect



P A R T N E R I N G  F O R  S U C C E S S

MARKETING FOR 
TOMORROW



KNOW YOUR AUDIENCE

•Demographics

•Tendencies

•Base

•Seasonal

•Campaigns VS. Advertising



3 TYPES OF ADS-3 TYPES OF BUYERS

Ads

1. Branding Ads

2. Image Ads

3. Call to Action

Buyers

1. Spontaneous Buyer

2. Shopper

3. Not going to buy anything….today



THE AD

•Size

•Color

•Frequency



IT CAN BE CONFUSING

•Print

•Radio

•Television

•Internet

•Mobile



MISTAKES ADVERTISERS MAKE

•Quit Advertising

•Never change Ads

•Sell Like they Buy

•Eggs in one Basket

•Lose touch with Audience



PARTNERING

• Customize your marketing plan

• Reach audience

• Create many types of ad 

campaigns

• Personalized service

• Agency Quality



START NOW-HERE ARE THE BENEFITS

• We only have 30 packages.

• Instant marketing plan

• Social Season is beginning

• Sensible, aggressive plan drives revenue

• We want you to succeed and grow; our goal is 

clear.

• You could win an IPAD!

• Thank you



Are you really as good as you 

think you are at public 

speaking?



You May Want to hire 

an Expert!



Next Example is an 

EXPERT





The trick is to create “fear of loss” at the event so 

attendees believe they need to advertise in some 

way, since most of us are hearing those “pesky” 

objections:

“We don’t need to market, we use word of mouth"

“We don’t need to market, we have enough 

business”

I do that by presenting real world data on the 

massive lack of brand loyalty in our society and the 

fact that those businesses that do market do MUCH 

better than those that don’t.



Then, I bring in “The Secret To Marketing 

Success: “Reach & Frequency”

Training these business owners that targeting the 

right customer, ongoing is the way to aggressively 

market their business

Then, after talking to all forms of media (legacy, 

digital, social, etc)

I break down the 2 forms of marketing:

Frequency Branding-> “which protects your brand 

and establishes “Top of Mind Awareness”)

Instant Impact-> “which drives clicks, calls and 

customers”









Impressions Help Sell Inches!

Combining your local newspaper’s Website inventory and Programmatic Audience Extension with print products has 

helped many newspapers this year gain hundreds of new advertisers, resulting in millions of dollars of new advertising 

revenue!

One example is GateHouse Media’s Gastonia (NC) Gazette that offered a number of packages, at various price points 

that rewarded local businesses with high value programs in exchange for agreeing to advertise for a full year! Also, 

included with each package was a solution (provided by Propel Marketing) that helps advertisers monitor their online 

reputation and improve their Google Maps rankings.

Packages offered varied in price (depending on the size of the business) from 

$495/week to $75/ week. The Gastonia Gazette (and sister newspaper Shelby 

Star) have generated over $100,000 in new revenue in just a 5-day period 

using this model

Contact: Konrad LaPrade, Regional Ad Director, GateHouse Media

klaprade@gastongazette.com / 704-666-3085

Thanks for thinking of me!

Hope all is well

Mike

:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::

Mike Blinder| President - Blinder Group

(m) 917.865.4827 | @MikeBlinder

mailto:klaprade@gastongazette.com
tel:704-666-3085
http://www.blindergroup.com/
tel:917.865.4827
https://twitter.com/mikeblinder


Survey Results 



Armed with research about their readers' buying 

habits, ad reps for Jones Media newspapers are 

making measurable revenue gains.
How measurable? Try $248,000 in 2014 for The Daily 

Times, a 17,000 circulation paper in Maryville, Tenn., and 

$168,000 for The Greeneville Sun, a 14,000 circulation 

daily in Tennessee.

Senior Vice President John Cash said Pulse 

Research's AdSeller program accounts for the successful 

change in how the sales staff does business. The program is 

based on detailed surveys of readers' current and future 

buying habits, which is used to create annual plans for 

current and potential advertisers.

http://www.thedailytimes.com/
http://www.greenevillesun.com/
http://www.pulseresearch.com/


AdSeller

AdSeller gives your sales team the upper hand 

when competing for local advertising dollars. 

An easy to use online tool, AdSeller allows 

your sales staff to create advertising 

presentations in the office, on the go, on in 

front of a potential client. Backed with the most 

current shopping data available, your sales 

staff become valued consultants.



5 Pulse Recommendations
SNPA & FPA SALES BLITZ
1.  Teasers:  setup appointments for sales blitz

Free use of research if paper promotes 
upcoming Pulse of America survey



2.  Prospects –
Best business category opportunity for community 

newspapers based on actual sales results from over 5,000 

Adseller ad reps 

Combined close ratio, average sale and most sold



Most Sold



Highest close ratio



Highest Average sale



3.  Best Ad Packages for sales blitz
Pulse recommendations 







4.  Target inconsistent advertisers 

Focus on businesses that do 

advertise, but not consistently with 

Adseller to sell frequency contracts



5.  FREE AdSeller program

Free One Page AdSeller presentations 

for any SNPA & FPA publication that 

hosts survey





External 

Partner



The salespeople and the advertisers easily 

understood the print and online hybrid program and 

SOLD IT FOR A ONE WEEK BLITZ. They basically 

received both for one low weekly price. 

The salespeople were even surprised at the 

different new non-advertising accounts we were 

able to pick up from the concept.”

RICK WELCH

The Messenger in Madisonville, Ky.







Cold Calling 

Blitzes







Category 

Blitzes







Money Making 

Ideas



Once a year, in February, we publish our “Hometown Connections” 

book/magazine.

We consider it a “everything you ever wanted to know about Madison County” 

book.

Within the book/magazine we expand on…..

Madison County history

Every elected official, their picture and phone number

Taxes, Permits and voting – along with a district map

Every public and private school, addresses and phone numbers

Schools that are “over the county line” but our county students still 

attend

Hospitals, nursing homes, Health Care

Leisure Activities, recreational activies

All area churches and phone numbers

Banks, businesses and servires, shopping, and insurance agencies

Libraries and post offices

Ets, etc etc



We insert/stuff these into one of our editions and then deliver others all around 

the town in doctor offices, motels, chamber of commerce, banks and 

restaurants. We periodically deliver more inserts continually throughout the 

year. We also pass them out during our town’s Down Home Days parade and 

Homecoming parade.

The advertisers know that the exposure lasts for one full year and that we 

continually keep the Hometown Connections magazine in circulation throughout 

the year.

This is our biggest project all year long in editorial content and in money 

revenue!

The book/magazine is usually around 80 pages.

Thank you,

Emerald Greene Parsons

Greene Publishing, Inc.

Madison County Carrier

Madison Enterprise-Recorder

850-973-4141

tel:850-973-4141


1. Observer preps.com

Online preps sports site focus on local sports integrated with local school 

social media. Launched with $25,000 in revenue for the first 4 months.

2. Healthy West Orange challenge. 10 week challenge in print and online 

generating $28,000 in new revenue to start the year. The challenged 

included 16 advertisers challenging the community to become a healthier 

community launching into a movement to become one of the top 10

healthiest communities in the Nation. The contest ended with a Health & 

Wellness Expo.

Dawn Willis // Publisher
tel 407-656-2121

http://preps.com/
tel:407-656-2121
http://www.orangeobserver.com/
http://www.orangeobserver.com/


Observer preps.com

We also hosted a Chamber After Hours as the launch. 

The launch including High School marching bands, 

cheerleaders and football players. Including amazing 

tailgating food. The Initiative has been a big hit. We are 

currently launching T Shirts at weekly games.

This is a big push for the younger market and families to 

be connected with Observerpreps.

Expense for T Shirts was sponsored by a local T' shirt 

company. The overall expense was minimal based on the 

initiative being primarily online coverage.

http://preps.com/
















CONTRACT BLITZ



If you fail…



Schedule your blitzes



Divorce your special 

sections losers!



Don’t listen to your AEs




