March 15, 2018
Video Conference – Revenue

Additional upcoming “P2P” (Publisher-to-Publisher) video conference calls:
•

April 19 – Tactical cost-cutting

•

May 17 - Organizing your sales force

•

June 21 - Leveraging data to build audience and diversify revenue

•

July 19 - How your news coverage impacts your venue

•

Sept. 20 - Creating a digital agency

•

Oct. 18 - Revisiting your organizational structure

•

Nov. 15 - Diversifying revenue for success

Always the Third Thursday of the month!
Registration opens one month in advance of each call at www.snpa.org

Today’s conference moderator:
Tom Silvestri, president and publisher
Richmond Times-Dispatch

Revenue ideas submitted by:
Dothan Eagle / Alabama Group, Dothan, Ala.
Opelika-Auburn News, Opelika, Ala.
The Palm Beach Post, West Palm Beach, Fla.
Savannah Morning News, Savannah, Ga.
Valdosta Daily Times, Valdosta, Ga.
Idaho Press-Tribune, Nampa, Idaho
Indiana Media Group, Greensburg, Ind.
Washington Times Herald, Washington, Ind.
Marshalltown Times Republican, Marshalltown, Iowa
Lexington Herald-Leader, Lexington, Ky.
Commonwealth Journal, Somerset, Ky.
The Alpena News, Alpena, Mich.
The Daily News, Iron Mountain, Mich.
The Sault News, Sault Ste. Marie, Mich.
The Independent, Grand Island, Neb.
Omaha World-Herald, Omaha, Neb.
Traverse City Record-Eagle, Traverse City, Mich.
The Telegraph, Nashua, N.H.

The Press of Atlantic City, Pleasantville, N.J.
The Leader-Herald, Gloversville, N.Y.
The Daily Star, Oneonta, N.Y.
Fayetteville Observer, Fayetteville, N.C.
Steubenville Herald-Star, Steubenville, Ohio
The Advertiser-Tribune, Tiffin, Ohio
The Oklahoman, Oklahoma City, Okla.
Tulsa World, Tulsa, Okla.
The Post and Courier, Charleston, S.C.
Morning News, Florence, S.C.
Greer Citizen, Greer, S.C.
Morristown Citizen Tribune, Morristown, Tenn.
The Lufkin News, Lufkin, Texas
Culpeper Star Exponent, Culpeper, Va.
The Free Lance-Star, Fredericksburg, Va.
Richmond Times-Dispatch, Richmond, Va.
Charleston Gazette-Mail, Charleston, W.Va.
Ogden Newspapers, Wheeling, W.Va.

Accessing the slides after this call:

http://snpa.static2.adqic.com/static/P2P-03-15-18.pdf
We also will be sending this to you in an email,
along with a link to a recording of today’s call.

Richmond Times-Dispatch
Richmond, Va.
Retro Richmond
We’ve generated $42K from eight Retro Richmond wraps to
date.
The program should generate $67K annually.

Tom Silvestri, President and Publisher
Richmond Times-Dispatch
(804) 649-6121 • tsilvestri@timesdispatch.com

Washington Times Herald
Washington, Ind.
Hidden Treasures Here at Home
We have had good luck with a Hidden Treasures Here at Home....
Double Truck with small ads sold around the outside for small mom and pops
or local places that one might forget about being here locally, plus places to
visit or eat. Published along with a map of the region, with the locations
highlighted.
This has an Online Google Map component as well. It is published during
tourism season here ... April thru October.
The last time we did this, it was tied to a combined project with the Chamber
of Commerce, and brought in about $17K for the whole tourist season.
Melody Brunson, Publisher/Editor
Washington Times Herald
(812) 254-0480, ext. 127 • mbrunson@washtimesherald.com

Dothan Eagle / Alabama Group
Let’s Play Takeaway!
In a new contest last April, cash prizes were
offered to Alabama Group sales professionals to
“takeaway” from competing media any
advertisers/ad dollars that currently were not
running with the Dothan Eagle.

As a team, the group booked more than $33,000 in
targeted-account contest revenue and reactivated
77 dark accounts from competing media.
Download Excel template
See next slide for contest details
Steve Smith, Regional Publisher
Dothan Eagle / Alabama Group
(334) 712-7930 • ssmith@alsmg.com

Dothan Eagle / Alabama Group (continued)
Let’s Play Takeaway!
Here’s how “Let’s Play Takeaway!” works:
•
•
•
•

Use your ad sales meeting to review products from local print competitors and websites of local radio and TV
stations. Include direct mail pieces/advertisers and any other kind of ad spending.
Identify all advertisers on the sites and in the print products. Notate which of your reps are currently working with
each of those advertisers – and have your reps volunteer to call on advertisers that may not be on anyone’s
account list.
To qualify for this contest, the account should not have spent ad money with the paper in the past 60 days.
(Naturally, you should increase sales pressure on accounts that have run with your paper, but are also in the
competing media, regardless of the contest aspect.)

See next slide for contest prizes

Dothan Eagle / Alabama Group (continued)
Let’s Play Takeaway!
Cash prizes:
•
•
•
•
•

$500 will be awarded to the sales professional who generates the highest revenue amount directly related
to these account assignments
$250 will be awarded to the second highest revenue sales professional
$100 will be awarded for third highest revenue
$150 will be awarded to the sales professional who generates the highest number of sold accounts
$75 will be awarded to the sales professional who generates the second-highest number of sold accounts

“Revenue amount” will be determined by ad orders entered into the system by the deadline. Each ad director
should monitor and measure those amounts, which must be directly related to the “takeaway” account
assignments.
“Sold accounts” means individual businesses sold.

Opelika-Auburn News
Opelika, Ala.
Tastebuds
Previously known as “Just Menus,” Tastebuds is so
much more!
Restaurant menus are featured alongside articles
and columns all about food. Plus, participating
restaurants are listed on a map showing hungry
patrons exactly where they can be found.
Revenue: $12K
Cost to print: $3K
Rex Maynor, Publisher
Opelika-Auburn News
(334) 737-2558 • rmaynor@oanow.com

Ogden Newspapers
Recipe Cards
Recipe cards are published each day throughout the year.
Each month, use a different theme for the topic of the recipes published.
For example, search http://www.thenibble.com/fun/more/facts/foodholidays.asp or https://foodimentary.com/today-in-national-foodholidays/ to find food holidays to use. Or, you can come up with your
own themes such as Farm to Table, Soups and Sides, or Barbeque Side
Dishes. You can even do something unique like DIY Pet Treats.
Do a header to match the theme you have chosen and use it for the
entire month.
See next slide for examples from each month of the year

Ogden Newspapers (continued)
Recipe Cards
The recipe card examples are 2x5 with ad space being 2x1. (A good tip
is to schedule the ad for the same location every day.)
There are several ways to sell the ad space. One would be to open the
sales effort up to everyone for each day and make sure sales reps are
communicating when the ad is sold. The second (which seems to work
the best) is to assign a set amount of days to each sales rep. For
example, if there are 30 days in the month and you have 3 reps, each
rep is responsible for 10 days of recipe card ads.

If pricing is set at $31 for the 2x1 ad space, your revenue for a 31-day
month is $961. That would generate $11,532 for the year.
Kim Collette, Project Coordinator
Ogden Newspapers
(740) 633-1131, ext. 757 • kcollette@ogdennews.com

Examples by month:
January
February
March
April
May
June
July
August
September
October
November
December

The Leader-Herald
Gloversville, NY
Word Search Tab
This is a revenue idea that I started at my previous newspaper
as the advertising manager.
We did a 24-page Word Search tab. The price was $300 per strip
ad, and generated $5,400 in revenue.
The sales pitch offered two things:
1. You are getting a 6x3 strip advertisement, but the entire page
is about you. All of the words readers are looking for are
tailored to your business.
2. The reader will spend roughly 30 minutes looking at your
ad/puzzle.
Trevor Evans, Publisher
The Leader-Herald
(518) 725-8616, ext. 303 • tevans@leaderherald.com

View complete section

Savannah Morning News
Savannah, Ga.
Savannah Brunch Festival
We launched a fantastic new event here in Savannah in Q4 of 2017
... the Savannah Brunch Festival!
We have an existing and strong “foodie” brand here in the Coastal
Empire with events like Savannah Buds and Burgers Week,
Savannah Winter and Summer Restaurant Week and two editions of
a magazine titled Dine Savannah.
Savannah Brunch Festival was an extension of that brand and an
event that we hosted and it was a great success!
Laura Ray Iwanski, Digital Media Sales Director
Savannah Morning News
(912) 652-0230 • laura.ray@savannahnow.com

In the first year:
•
•
•

Over 800 in attendance, 250 of those in our VIP
section
Over 35 vendors/restaurant booths
Over $42,000 in revenue
Learn more

Lexington Herald-Leader
Lexington, Ky.
Political Advertising Guide
We are currently going after political dollars as a strategy and expect
to triple what we did in 2014’s mid-term year.
There is a projection that – in 2018 – more than $8 billion will be
spent on political ads and advocacy overall and $3.5 billion of that will
be on local and state mid-terms.
Our political guide is now being used to get in front of local and state
candidates and incumbents. Download a copy
View a PDF of the 2014 results
Rufus Friday, President and Publisher
Lexington Herald-Leader
(859) 231-3248 • rfriday@herald-leader.com

The Telegraph
Nashua, N.H.
Wrappers and Posters
We sold wrappers to go on the outside of our paper for The Big Game.
The wraps ran once a week, the day before the game. The entire project
was full color.

Strip with full page: $1,700
Strip with 1/2 page: $995 (Front page of wrapper or front page of sports
for strip placement)
Half page: $650
Quarter page: $450
Eighth page: $250
See next slide for info about posters
Autumn Williams, Advertising and Marketing Director
The Telegraph
(603) 594-1211 • awilliams@nashuatelegraph.com

The Telegraph (continued)
Nashua, N.H.
Posters
In addition, we printed posters every day for a week and a half
including the day of the Big Game, which gave us 11 - 12 days’
worth of posters. Each poster featured one player from the
Patriots team who the community viewed as the most exciting or
some of the more famous players (for example: Tom Brady, Rob
Gronkowski, Bill Belichick).
We sold strip ads for $450 with color. The posters ran on the
back page of sports with jumps on the front page and the front
page of sports.
Revenue: $14,240
View more posters: here and here

Tulsa World
Tulsa, Okla.
RockNRoll Contest
This project is simple and we used decade dress themes (70s,
80s and 90s).
Each rep was given a real 45 record to break once they broke
their sales record. The contest is still going on and the reps are
having fun with it.
Download PDF with full details

See next slide for “how it works”

Bill Masterson, Jr., President and Publisher
Tulsa World
(918) 581-8502 • bill.masterson@tulsaworld.com

Steubenville Herald-Star
Weirton Daily Times
Steubenville, Ohio

Business Development Corporation
Glossy magazine
The BDC uses this magazine to market its business.
This is a 24-page, 9 x 11.25” magazine and it’s sold by
one outside sales rep.
Revenue: $13,450
Download letter from BDC
Tammie McIntosh, Publisher
Steubenville Herald-Star/Weirton Daily Times
(740) 284-7327 • tmcintosh@heraldstaronline.com

Steubenville Herald-Star
Weirton Daily Times
Steubenville, Ohio

Jefferson County
Chamber of Commerce Book
Glossy magazine
The Chamber uses this magazine to market the
Chamber and as a handout at the annual Chamber
Dinner.
This is a 64-page, 5.62 x 8.63” magazine and it’s sold
by inside sales.
Revenue: $26,177
Tammie McIntosh, Publisher
Steubenville Herald-Star/Weirton Daily Times
(740) 284-7327
tmcintosh@heraldstaronline.com

Marshalltown Times-Republican
Marshalltown, Iowa
Points of Pride
Our local Chamber was working on building pride within our community. Our
newspaper decided to develop a list of things in our town for which every
resident could be proud. Our staff contacted dozens of community leaders to
get input on the list. We decided to name the publication “Points of Pride.”
Over 100 places, organizations, businesses and events were named. Our
editorial staff wrote a paragraph and took a photo of each entry, our ad staff
sold over $20,000 in ads and we compiled it all into a 64-page glossy
magazine. The publication was inserted into the newspaper and a digital copy
went on the website. We also did an overrun and distributed copies at various
high-traffic drop points around town.
The magazine was an enormous success – readers loved it, advertisers were
pleased, and our chamber was ecstatic.
Mike Schlesinger, Publisher
Marshalltown Times-Republican
(641) 753-6611, ext. 243 • mschlesinger@timesrepublican.com

Traverse City Record-Eagle
Traverse City, Mich.
Healthy Community Advertising Package
This goes beyond the standard print/digital packaging, by
including targeted banner ads with the larger packages, a
choice of magazines that are required to purchase, a weekly ad
in our SMC, a logo sponsorship on our summer running series,
and a healthy amount of added value to allow for larger sale
ads.
See next slide for inside pages

Shawn Winter, Director of Advertising
Traverse City Record-Eagle
(231) 933-1413 • swinter@record-eagle.com

Traverse City Record-Eagle (continued)
Traverse City, Mich.

Healthy Community Advertising Package

Morning News
Florence, S.C.
2018 Medical Directory
A comprehensive guide to physicians and
healthcare providers in the Pee Dee Region
Download letter to healthcare providers and
physicians (includes categories and contact
form)

Jane Comfort, Regional Advertising Director
Morning News
(843) 317-7232 • jcomfort@florencenews.com

Commonwealth Journal
Somerset, Ky.
2018 Pulaski County Worship Directory
Published Saturday, Dec. 30, by The Commonwealth Journal,
Somerset-Pulaski County Chamber of Commerce and the
Somerset-Pulaski County Ministerial Association.

A complete pictorial and information guide of the OVER 200
churches and worship centers in Pulaski County in a full-color, highquality, high-gloss 6” x 9” book.
Distributed FREE in the Commonwealth Journal, the Pulaski
County Chamber of Commerce and in high-traffic areas around
Pulaski County.
Robert McCullough III, Publisher
Commonwealth Journal
rmccullough@somerset-kentucky.com

Four ad sizes:
• Full Page ......................$365
(Full Page with bleed - $375)
• Half Page Banner...........$195
• 1/4 Page Banner............$115
• Sponsor Ad......................$70
Deadline: Thursday, Dec. 14 at 5 PM
One Single Payment for the Entire
Year!

The Alpena News
Alpena, Mich.
Desk of Cards
We sold advertisements on a deck of cards.
Revenue: $22,425

Christie Werda, Advertising Manager
The Alpena News
(989) 354-3115 • cwerda@thealpenanews.com

The Free Lance-Star
Fredericksburg, Va.
Downtown Fredericksburg Contest
Each year we do a scavenger hunt in cooperation with our
downtown merchants, the city of Fredericksburg tourism and the
city of Fredericksburg economic development

The promotion has become more and more successful over the
years and it’s a big boost to downtown Fredericksburg traffic and
store sales. Read last year’s news story summary for more
details.
This would be a good promotion for anyone with a downtown
cluster of merchants.
Bill Smith, Advertising Director
The Free Lance-Star
(540) 845-3009 • bsmith@freelancestar.com

The Oklahoman
Oklahoma City, Okla.
Mathis Brothers Outlet – Fall Campaign
Goal:
• To support Mathis Brothers Furniture’s Labor Day campaign
• To show Mathis Brothers a creative way to maximize results
of its campaign
• Drive more traffic/ups
• To track results and get credit for the audience we delivered
See next slide

Wayne Snow, Vice President of Sales
The Oklahoman
(405) 475-3771 • wsnow@oklahoman.com

The Oklahoman (continued)
Oklahoma City, Okla.
Mathis Brothers Outlet – Fall Campaign
Description:
For their Labor Day Weekend sale, they invested in a Gatefold. To enhance their campaign, we printed rack cards, and
placed in approximately 300 metro area racks, for 4 days (Friday, Saturday, Sunday and Monday), and sent an Email Blast to
our opt-in subscribers.
Labor Day Weekend Results: With 1/10 of what they spent in TV, we delivered 50% of the ups they claimed TV delivered.
$1,000 Fall Storewide Shopping Event @ Mathis Outlet / Mathis Scratch & Win Campaign
For the Mathis Brothers Fall Storewide Shopping campaign, they invested in 4 – ½ page color ads, to run each Saturday. To
help track results of our readers, we developed and proposed a $1,000 Shopping Spree. We ran 3 – 2x8” ads on Friday and
Saturday, and an Email Blast to our opt-in subs.
See next slide

The Oklahoman (continued)
Oklahoma City, Okla.
Mathis Brothers Outlet – Fall Campaign
We produced and delivered 500 scratch cards to the Outlet Store prior to launch.
•
•

Each card was a “WINNER”, with 499 cards offering an in-store discount of $25 off any purchase of $299 or more (approx.
$12,000), provided by Mathis Brothers (helps identify “intent/interest”) with expiration date (October 1st because the last ad
ran Sept. 30th)
One scratch-off revealed a $1,000 shopping Spree courtesy of Mathis Outlet and The Oklahoman.

An announcement ad was scheduled in The Oklahoman following the campaign to announce the winner of the promotion,
with photo.
Result: We delivered 102 furniture shoppers/ups to their Outlet Store over a 3-week period, and had 2 winners of a $1,000
Shopping Spree at their store.

Morristown Citizen Tribune
Morristown, Tenn.
The Kids Design an Ad
We partnered with the County Middle Schools and their Arts
departments.
We sell 40 businesses the opportunity to support the Arts in our
County and have Middle School students design their ads to go
into a special publication in the paper and online.
We sell the sponsorships in February to take to the teachers before
Spring break and to have back by the first of April for the special
publication.
See next slide

Morristown Citizen Tribune (continued)
Morristown, Tenn.
The Kids Design an Ad
We supply the students with the business logo, mission statement and/or other pertinent info. When
we get them back, we judge the top 40 and place them in quarter-page blocks and put a border
around them with the company's name, address, phone number and website.
We also award first-, second- and third-place for each school and an overall first, second, third and
two honorable mentions. Each of the winners get gift cards and certificates. We also give each of
the teachers gift cards to help replenish their art supplies.
This generates $10,000 in advertising revenue.
Mike Walker, Sales & Marketing Director
Citizen Tribune
(423) 581-5630, ext. 350 • mwalker@citizentribune.com

Idaho Press-Tribune
Nampa, Idaho
New Sunday Section
In mid-2016 the Idaho Press-Tribune made some changes that
resulted in the elimination of its Monday edition, a dramatically
reduced TV book and an overhaul of the daily comics published.

All of these changes were made in an attempt to reduce costs and
they seemed like good decisions at the time. They did save the
company a significant amount of expense, but it also pushed more
than 2,000 subscribers to cancel.
This 32-page tab section is an evolved version of some of the most
traditional print newspaper elements, designed to bring subscribers
back and increase advertising revenue.
See next slide

Idaho Press-Tribune (continued)
Nampa, Idaho

Since the launch, we’ve sold almost a dozen new advertisers on
contracts worth roughly $50K annually.
View feedback from readers about Lazy Sunday Section
Matt Davidson, Publisher and President
Idaho Press-Tribune
(208) 465-8101 • mdavidson@idahopress.com

View complete Lazy Sunday Section

Valdosta Daily Times
Valdosta, Ga.
150th Anniversary
We celebrated our 150-year anniversary in 2017.
In celebration, we prepared a hardbound coffee table style history
book entitled “150 Years of The Valdosta Daily Times.” We had
reader-submitted photos and information along with many archived
photos and items from the newspaper. The book has brought in
over $15,000 in sponsor ads and over $23,000 in book sales so
far. The book was very well received by our audience and we are
still selling books.
The book was put together and printed by Pediment Publishing. My
contact was Ashley Ainley ashley@pediment.com.
Jeff Masters, Publisher
Valdosta Daily Times
(229) 244-1880 • jmasters@cnhi.com

The Greer Citizen
Greer, S.C.
Just Say No
We print this as a black-and-white tab and it serves as a
coloring book for the elementary schools in our area.
We sell page sponsorships mainly to our non-traditional
advertisers.
Last year we went into 18 elementary schools. Two schools
are not in our distribution area, but have requested these to
give to their students. It is a great way to engage young
students with the newspaper and the advertisers feel that
they are helping to promote a good cause in the community.
Steve Blackwell, Publisher
The Greer Citizen
(864) 877-2076 • sblackwell@greercitizen.com

The Greer Citizen
Greer, S.C.
12 That Make a Difference
This was a new tab for us last year. In addition to the revenue, we
were able to generate a lot of good will, as a lot of those featured
were the "shakers and movers" in the community.

We held a reception and presented each person honored with a
plaque that they could display in their respective businesses.
View centerspread graphic on next slide

Steve Blackwell, Publisher
The Greer Citizen
(864) 877-2076 • blackwell@greercitizen.com

The Greer Citizen (continued)
Greer, S.C.

Omaha World-Herald
Omaha, Neb.
Win Back Big!
The goal of this campaign was to get appointments with people who
used to do business with us but have not in at least one year.
In addition to a letter that went out to clients from Terry Kroeger,
multiple additional incentives were offered:
•
•

First, just for meeting with the sales rep, they are entered into a
drawing for a $5,000 ad package.
Second, if they choose to advertise with the paper again, they
can select one of the offered bundles or take a standard 25%
discount off all advertising.
Keely Byars, VP of Advertising
Omaha World-Herald
(402) 444-1110 • keely.byars@owh.com

Download full details

The Post and Courier
Charleston, S.C.
Monetizing Newsletters
We changed our focus, added or redirected staffing to
oversee all newsletters and craft daily news newsletters,
and changed our sales approach.

Download full details here
Scott Embry, Director of Advertising
The Post and Courier
(843) 937-5405 • sembry@postandcourier.com

Charleston Gazette-Mail
Charleston, W.Va.
Non-Profit Advertising in our Monday e-Edition
We eliminated our Monday print edition.
Advertisers were not keen on paying for the e-edition. We decided
to feature non-profit advertising in the Monday e-edition thinking
community influencers would see an impact from these ads and
begin to advertise businesses. I cannot tell you if these have had
an effect as we have been in a constant state of turmoil, but it
might work for a paper exploring the elimination of a day of their
print edition.
Susan Shumate, Publisher
Charleston Gazette-Mail
(304) 348-4877 • susan.shumate@wvgazettemail.com

View a copy of Monday’s e-Edition,
which includes non-profit ads

Culpeper Star-Exponent
Culpeper, Va.
Hometown Christmas
The Culpeper Star-Exponent hosted a Holiday Marketplace on
Dec. 10 from 11 a.m. to 4 p.m. Vendors included direct sales
companies like Scentsy and Lularoe, two local authors, a florist,
as well as local crafters and artisans.
In conjunction with the Holiday Marketplace, a glossy magazine
was distributed in the Sunday, Nov. 26 paper. The magazine
contained content, ads from vendors appearing in the show, other
local advertising and promotion for the marketplace.
Lynn Gore, General Manager and Advertising Director
Culpeper Star-Exponent
(540) 825-0772 • lgore@starexponent.com

See additional details
on the following slides
Download full details

The Sault News
Sault Ste. Marie, Mich.
We Salute You
One thing that we did back in 2016 for The Sault
News that yielded us $9,590 in print revenue was
“We Salute You.”

This was a glossy magazine that had 88 internal
pages with pictures of local veterans and
advertising. This year we are going to do it again but
we are going to include online, as well as get
sponsors for the Second Street promotion. This will
allow people to go online and enter their own photos
and stories, instead of them having to come to us to
scan and get information for the book.
David Zewicky, Publisher
The Sault News
(906) 203-9694
dzewicky@gatehousemedia.com

Indiana Media Group
Greensburg, Ind.
Section Planning
This is our timeline for section planning. It could
help others challenged with meeting deadlines.
Download Excel template
Laura Welborn, Regional Publisher
Southeastern Indiana Media
(812) 663-3111, ext. 7001
laura.welborn@indianamediagroup.com

The Press of Atlantic City
Pleasantville, N.J.
Storm Ready Guide
Our Storm Ready Guide generated $26,000 in
revenue in 2017.
Michelle Rice, VP of Sales and Marketing
The Press of Atlantic City
(609) 272-7100 • mrice@pressofac.com

The Daily Star
Oneonta, N.Y.
Grad Tab
The "Grad Tab" is a 24-page broadsheet section published
annually.
This section features photos of the graduation class at all schools
in our readership area. It publishes the Thursday prior to
graduation weekend.
Advertisers have the opportunity to show their support by
congratulating the featured students.
Revenue in 2017: $7,718
View additional page
Fred Scheller, Publisher
The Daily Star
(607) 441-7214 • fscheller@thedailystar.com

The Daily News
Iron Mountain, Mich.
Highlighting A Charity Each Week
Once a week we highlight a local area charity and sell telemarket ads to support the editorial.
This is going over well with readers and annual revenue is expected to be $7,500 to $10,000.

We had no problem finding more than 52 non-profits in our area.
Corky DeRoeck, Publisher
The Daily News
(906) 774-2772, ext. 11 • cderoeck@ironmountaindailynews.com

The Palm Beach Post
West Palm Beach, Fla.
Obituary Profitability
By discontinuing free death notices and charging a fee to list the death notices in our paper in print and online, we grew
obituary revenue year-over-year. We also saved on newsprint, as we had fewer death notices listed once we no longer
printed them all for free.

See next slide for a graphic showing how we turned a cost center into a profit center

Ellen Sanita, Multi Media Sales Manager
The Palm Beach Post
(561) 820-4501 • Ellen.Sanita@coxinc.com

The Palm Beach Post (continued)
West Palm Beach, Fla.

The Fayetteville Observer
Fayetteville, N.C.
Favorite Santa Photo Contest
The results were strong. We sold two sponsors.

Lynnie Guzman, Advertising Director
The Fayetteville Observer
(910) 486-2726 • lguzman@fayobserver.com

The Lufkin News
Lufkin, Texas
Entertainment Guide
We are a community 7-day newspaper with 9,000 circulation.
We have always had a TV Guide, generating around $15K per
year. When Advantage Newspaper Consultants contacted us
about having them coming out to sell it, I was reluctant.
We decided to turn it into an ENTERTAINMENT guide, which was
the key to our success. We committed to LOCAL content being in
the guide: local entertainment, local sports, local movie reviews.
We even added a local food critic to do weekly restaurant
reviews.
See next slide

View complete issue

The Lufkin News (continued)
Lufkin, Texas
Entertainment Guide
Last year was our first year to relaunch this once-stale product
and we had $90K in sales! This year, we had many renewals and
some new customers and sold $120K!!! It’s an easy once-peryear sale.
Contact info for the company that comes out to help us sell it:
Saundra Stringer, Division Sales Manager
Advantage Newspaper Consultants
910-323-0349 Office
903-730-1166 Cell
sstringer@newspaperconsultants.com
www.newspaperconsultants.com
Tammy Kedrowicz, Advertising Director
The Lufkin News
(936) 631-2630 • tkedrowicz@lufkindailynews.com

The Advertiser-Tribune
Tiffin, Ohio
Winter Sports
To promote the beginning of High School Winter Sports, The Advertiser-Tribune publishes three 12-page broadsheet sections
with team photos, coaches’ comments about the upcoming season and league predictions from the 14 area high schools and
two universities in our readership area. One section features two facing pages (shown on next screen) with the boys and girls
basketball schedules from each school, sponsorship ads along the left and right side, plus two banner ads across the top of
the page.
Banner ads are sold at $200 each and the 1x2 sponsor ads are $50 each.
See next slide for full-page graphics
Michelle Steinmetz
Advertising Director and Circulation Marketing Manager
The Advertiser-Tribune
(419) 448-3238 • msteinmetz@advertiser-tribune.com

The Advertiser-Tribune (continued)
Tiffin, Ohio

The Independent
Grand Island, Neb.
Best of Grand Island
Revenue total with print and digital was $74,761.
Link to flipping book:
http://gidedicated.com/special/2017/09/Best_of_Gran
d_Island/
See next slide
Terrie Baker, General Manager
The Independent
terrie.baker@theindependent.com

The Independent (continued)
Grand Island, Neb.

Opelika-Auburn News
Opelika, Ala.
Readers Choice
Vote for Me Special Section
Revenue: $10K
See next slide

Rex Maynor, Publisher
Opelika-Auburn News
(334) 737-2558 • rmaynor@oanow.com

Opelika-Auburn News
Opelika, Ala.
Readers Choice
Winners Special Section
Revenue: $37K
Rex Maynor, Publisher
Opelika-Auburn News
(334) 737-2558 • rmaynor@oanow.com

Join us again on April 19:
“Tactical Cost-Cutting" is the subject of our next P2P video conference call.

To register:

Thursday, April 19, from 2-3 p.m. (EDT).

•

Send an email by April 13
to Edward VanHorn
(edward@snpa.org) with
the subject line: P2P.

•

Include details about at
least one tactical costcutting measure that your
newspaper has found
successful.

•

Check your in box for
instructions for joining the
conference.

The price of admission: submit a successful cost-cutting idea by April 13.
Publishers who submit an idea will gain access to the video conference and
the entire collection of ideas submitted. Send one idea, get many more.
In submitting your idea, please give us:
•
•
•
•
•

A short description of your cost-cutting measure.
Results experienced at your paper, for example: how much money did you save
and were there other positives that came out of this step?
Suggestions for other newspapers that want to take this idea and implement it.
Supporting materials that other newspapers would find helpful.
Contact name, number and email of the person who can provide more
information, if another SNPA member has follow-up questions.

