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Acquisition 
Timeline

2013 2014 2015 2016 2017 2018

Harris Enterprises

Gardner, MA News

Holden, MA Landmark Corp.

South Carolina Business Publications

Over $1 Billion of Acquisitions

Strong local news brands, at 
an attractive price, offer long 
term opportunity

Increasingly national footprint 
supports new business/product 
launches, at scale



Community Focused Solutions SMB Solutions Provider

GateHouse Media Reach

GateHouse Overview

TM



Accelerating Change

Groundwork
initiatives

AUG/ 
SEPT
2017

OCT
2017

Communicate 
Vision & Goals

NOV
2017

Work-stream planning 
(Sales, Consumer Revenue, 
Mfg. & Distribution)

Work-stream planning 
(Sales, Consumer Revenue, 

Mfg. & Distribution)

DEC
2017

Q1-3
2018

Initiatives and 
rollout underway

TM

Achieve "topline" growth, 
while improving EBITDA

Accelerate digital 
competency, performance 
and accountability

Enable more strategic cost 
reductions and investment

Instill confidence among 
employees; build a growth-
oriented culture

Stay attuned to the 
individual needs and 
opportunities of our markets



Promotions
Commercial 

Services Consumer

2018 Revenue Growth Targets

Functional Teams Drive Strategy and Execution

+35-45% +30-40% +20-30% +3-5% -1.0% - +1.0%

TM



Shift from 
distribution to 
marketing focus 
requires significant 
investment 
in new skills

Build-out of 100+ Person Consumer Marketing Agency

TM

Denise Robbins 
SVP Consumer

Marketing

VP Marketing 
Transformation & 

Innovation

Customer Care

Call Center 
Operations 

Self service 
solutions 

High 
Touch/Learning 
Lab/Escalations

Marketing 
Operations

Digital Operations

SFMC/Newsletter 
+ Email Execution

DM execution

VP Acquisition 

Media Buying

Onsite
optimization/ Test 

and Learn

Bundle Strategy* 

Audience 
Development/upper

Funnel

Off Platform
Strategy 

VP Planning

Regional Planning 
Directors

Financial Analysis 
and Forecasting

Revenue
Optimization 

Expense 
Optimization

VP Customer 
Experience and 

Retention

Loyalty

Win-back/STS

Customer 
Journey/Path to 

Purchase

Engagement/Mid-
funnel 

Optimization

Creative Services
Business

Intelligence
Director

Analyst/Data 
Engineer



Top Markets: Early Successes

Reallocation of traditional channel 
budgets drive 7% lift vs. prior year on print 
starts despite 21% reduction in media 
spend 

Meter changes and investment 
in paid digital channels lift digital 
subscriptions 70%



Transitioned to centralized 
B2B sales model (Jan.-June 2018)
§ Creating culture of urgency and 

accountability
§ Establishing consistent processes for goal 

setting and KPI tracking
§ Aligning staffing, compensation and 

product/solution sales with opportunity
§ Leveraging data and insights to create 

efficiencies and opportunity

2018 Successes (Patriot Group)
§ Outperforming other divisions on YoY 

advertising performance 
§ Top 25: Revenue +9% vs. prior year
§ Top 25 Digital Clients: +40% vs. prior year
§ Sales Engineers support $3mm in new 

business (54% new)
§ Digital revenue as % of total increased 4 

percentage points
§ Significantly reduced rep churn

Reinventing our B2B Sales Approach

TM



Centralized 33 dedicated sellers, 
operations and product team

Focus on Intelligent Auto products

§ Dynamic Facebook and Display
§ Vehicle Video Marketing

Achieved year-over-year revenue 
growth, beginning Q2

§ 50% of revenue is digital

Same Store YoY Revenue Results

GateHouse Auto Success

TM

GateHouse Auto Cars.com Auto Trader



Product
Consider content, 
technology and monetization 
in all product development

Re-focused Digital Organization on 3 Pillars

TM

Audience
Grow engaged audience and 
funnel to subscribe

Data
Improve use of data across 
content, subscription and 
advertising functions 



Metrics highlight significant efficiency 
opportunities – for savings and reinvestment
§ Manufacturing: Printing consolidation; press 

staffing (by press type)
§ Distribution: Staffing (District Managers, 

ICs); route realignments
§ Single Copy: Draw and return; elimination of 

low volume outlets
§ Drive SC revenue through price/ 

promotional efforts 

Robust Commercial Services business

Tightly managed operations enable highly 
competitive bids
Able to negotiate multi-property partnerships
2018 Commercial Services Sales: $10mm

Centralization Increases Operations Sophistication

TM



ThriveHive: Guided Marketing for Local Business

TM

30%+ 
CAGR

Recent product launches: 
GuidedMarketing.com 

ThriveHive Grader

Offices in: 
MA, NH, CO and NV 



Techstars

ThriveHive Awards & Recognition
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BEST OF PREPS
High School Sports 

Awards Banquet

BEST OF THE BEST
Readers Choice 
Awards Banquet

EXPOS/FESTIVALS
Men, Women, Seniors, 
Kids, Home & Garden

GateHouse Live!

39
EVENTS

108
EVENTS

118
EVENTS

TM



Promotions deliver 
measureable results

2018 Revenue +55% 
versus prior year
§ 2800 Promotions, +76%

Deliver measurable results 
for advertisers – leads, 
emails, data

Part of an integrated advertising 
solution, with a traditional 
branding/awareness campaign

Blockbuster Bucket List 

§ 2 Week promotion, 117 
markets participated 

§ Incremental Revenue: $1mm
§ 122K Entries, as of 

September 26th

Promotions

TM



Rugged Events

TM

One of the largest race 
companies in North America 

75 Events annually Avg. 3,000 
participants/ event



The Rugged Maniac Experience



Invested in mobile 
deals platform, 
January 2018
§ Text-based promotional 

offers
§ Marketing solution for 

non-traditional 
advertisers

Leverage scale to develop a 
national platform

13 Markets launched
§ Significant learnings 

inform future roll-out

TapOnIt Mobile Deals Platform
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Southern Kitchen

TM

Stories, recipes and heritage 
of food in today’s south

Brand-building 
opportunity via local 
papers and sites

Advertising, event 
and commerce 
opportunities



BridgeTower Media

Locally 
focused 
B2B 
portfolio

• Diversified revenue streams drive 25% of total revenue: Events, Thought Leadership, Best Companies Group

• 600K Database supports 3rd party and internal marketing programs

• SC Manufacturing Expo (9/11-12): Nearly 3000 attendees, $660K revenue



Community at our Core: Newsroom Heroes Campaign



Strengthen local news brands with focus on 
high-interest, high-engagement topics

Expand data-driven reporting projects; 
develop smart content partnerships

Leverage strong central resources 

§ Content, data, design & editing

§ #EmbraceOurFuture

#DoJournalismWithImpact



The Austin, TX–based CND opened 
in May 2014

§ Operates 21x7 
§ 295 Employees

Provide news production support for:

§ Design & Editing (600+ publications)

§ Community Content 

§ National Wire Desk 

§ More Content Now (niche content)

§ News Innovation Team, aka de//space

§ National Data Reporting team

§ National Audio Studio

§ Accountability & Training

§ Digital Development and Audience 
Support

The Center for News and Design



More Content Now
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§ Audio studios in 30+ newsrooms

§ News audio and podcasts embedded into 
online news/sports stories - creates 3X 
engagement!

§ Morning updates for all sites available on 
smart home devices (Alexa, Google, Siri)

§ Seven markets utilize centralized, ‘human 
read’ audio production resources 

§ Five produced in our Portsmouth NH studio
§ Two produced by Spoken Layer

100	Programs

500,000	downloads	per	month

Digital Audio

TM



First #DoJournalismWithImpact award 
winner
§ Editor: Pam Sander

§ Recognized for: Toxic water coverage; 
Port City Life product launch; strong 
digital planning

Hurricane Florence
§ Continual coverage, with regional 

and national support
During times of disaster, a newsroom 
finds its true worth in a community. 
Everywhere I go now, people thank me 
for the incredible, nonstop coverage 
from our editors, reporters and 
photographers throughout the region. 
Reporters and photographers climbed in 
boats with law enforcement to 
document rescues. Others 
communicated up-to-the-minute danger 
areas. Editors worked from the Hampton 
Inn, homes and shelters to get the 
stories told to our online and print 
audiences. I am in awe of their 
journalistic talent and passion.
-Pam Sander

Wilmington Star News
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The Fayetteville Observer (NC)
§ “10 Newspapers That Do It Right”
§ 5 Runners Up: Sarasota, Canton, 

Daytona, Erie and Springfield
§ Eugene Register-Guard also recognized

Walking While Black, The Florida Times-
Union (Jacksonville) with Pro Publica
§ Paul Tobenkin Award for Race Reporting; 

Al Nakkula Award for Police Reporting; 
ONA’s University of Florida Award for 
Investigative Data Journalism

In the Shadow of the Wind Farms, Center 
for News & Design (Austin)
§ SABEW Award for Innovation; Scripps-

Howard finalist for Multimedia Journalism
One War, Two Races, Sarasota Herald-
Tribune
§ Society of Professional Journalists’ Award 

for Investigative Reporting; Hillman Prize 
finalist

Columbus Monthly
§ 1st Place, General Excellence (<30K), 

National City & Regional Magazine Awards 

Industry Recognition
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The Hawk Eye (Burlington, IA)



Easy-to-use, platform enabling 
dynamic, multimedia-rich stories 
§ WordPress-based
§ Supports News and Native 

Advertising
§ Reduces vendor reliance; puts 

data and analytics back in our 
control

§ Developed by de//space, 
GateHouse News Innovation 
team

§ 32 editorial projects to date with 
average session duration of 5:50

§ 16 native campaigns with 2x the 
click through rate

APME Innovator of the Year: Architect/Narrative

TM




