
Tips for Conference Attendees:

• Please mute your computer so background noise is not distracting.

• Questions can be typed into the chat box at any time.

• This call is scheduled for 60 minutes.  We will be recording the call, and that recording will be made 

available to participants after the call.  If you have to leave the call before the end of this video 

conference, you won’t miss anything!  

• A PDF version of today’s PowerPoint will be available to all participants after the call, too.

• We welcome your feedback.  Please send your comments and suggestions to edward@snpa.org

Today’s video conference call will begin shortly.



November 15, 2018 
Video Conference – Non-Traditional Revenue



Watch for an announcement of eight new P2P calls to be held in 2019.

Always the Third Thursday of the month!   

Registration opens one month in advance of each call at www.snpa.org

More P2P video conference calls coming in 2019:

Today’s conference moderator:
Tom Silvestri, president and publisher

Richmond Times-Dispatch

http://www.snpa.org/


Participants registered for today’s call:

• John Cash, chief revenue officer, APG Media of TN/NC/VA, and general manager, The Greeneville Sun, 

Greeneville, Tenn.

• Rachel Cook, The Post and Courier, Charleston, S.C.

• Don Cooper, general manager, Temple Daily Telegram, Temple, Texas

• Cindy Durham, communications director, SNPA

• Scott Embry, director of advertising, The Post and Courier, Charleston, S.C.

• Mike Fishman, publisher, Citizen Tribune, Morristown, Tenn.

• Stacie Goldberg, advertising manager, Sun Coast Media Group, Port Charlotte, Fla.

• Betsy Griffin, advertising and marketing sales director, APG Media of Chesapeake, Easton, Md.

• Brian Jarvis, president, NCWV Media, Clarksburg, W.Va.

• Thom Kastrup, executive vice president and chief revenue officer, BH Media Group

• Dena Matthews, advertising manager, Bay City Tribune, Bay City, Texas

• John Powell, sales and marketing manager, The Daily Reflector, Greenville, N.C.

• Melanie Ropp, The Post and Courier, Charleston, S.C.

• Tom Silvestri, president and publisher, Richmond Times-Dispatch, Richmond, Va.

• Misty Simons, The Post and Courier, Charleston, S.C.

• Art Smith, online manager, The Parkersburg News and Sentinel, Parkersburg, W.Va.

• Edward VanHorn, executive director, SNPA

• Greg Watson, chief marketing officer, SNPA

• Phyllis Weber, advertising director, The Roanoke Times, Roanoke, Va.

• Laura Welborn, regional publisher, Southeastern Indiana Media, Greensburg, Ind.



http://snpa.static2.adqic.com/static/P2P-11-15-18.pdf

We also will be sending this to you in an email, 

along with a link to a recording of today’s call.

Want to receive a recording of previous P2P calls?

Email edward@snpa.org to request any/all of the following:

• Revenue

• Tactical cost-cutting

• Organizing your sales force

• Leveraging data to build audience and diversify revenue

• How your news coverage impacts your revenue

• Best revenue ideas of 2018

Accessing the slides after this call:

http://snpa.static2.adqic.com/static/P2P-11-15-18.pdf
mailto:Edward@snpa.org


Richmond Times-Dispatch

Richmond, Va.

Going all in on a Major Food Event

WHAT: A Taste of Richmond is a unique dining experience and a foodie’s delight. The bi-

annual event showcases what’s new, and what’s delicious, in Richmond’s noted restaurant 

industry by bringing together dozens of local restaurants, bakeries and chefs for a small-plate 

feast. Attendees sample from as many locations as they choose throughout the evening, and 

local wineries and craft distilleries are also on hand to provide samples and drinks. 

WHO: RTD Events organizes the event within RTD Advertising, with cooperation from RTD 

News. 

WHY: As the restaurant industry in our area has evolved and been featured in regional and 

national media, so has interest in engaging dining experiences and local celebrity chefs. A 

Taste of Richmond is popular amongst this growing audience for local dining, and this event 

is an opportunity for attendees to get to see local celebrity chefs in action during live 

demonstrations; talk with restaurateurs while sampling their specialty dishes; and experiment 

with different cuisine and restaurants all at one event.

SLIDE 1 of 4

Tom Silvestri, President and Publisher

(804) 649-6121 • tsilvestri@timesdispatch.com
Download flyer

http://snpa.static2.adqic.com/static/Taste-of-Richmond.pdf


Richmond Times-Dispatch (continued)

Richmond, Va.

Going all in on a Major Food Event

HOW: Featured restaurants, bakeries, wineries, distilleries and other vendors 

pay a fee to participate in A Taste of Richmond. In addition to vendor fees, 

higher-tier sponsorships also are available. For their participation, vendors are 

included in promotions and communications, and sponsors receive additional 

logo placement in promotions and during the event. Revenue from vendor fees 

and sponsorships make up a significant portion of the event’s profit, along with 

ticket sales. Tickets to the event are sold at two price points: general admission 

and a VIP experience that includes front-row seating during celebrity chef 

demonstrations.

WHEN: In order to create two dining experiences and keep the event fresh for 

return audiences, as well as new attendees, the second event during the year 

has a holiday theme. A Taste of Richmond Holiday shifts local merchandise 

vendors to a holiday marketplace and boasts an early shopping opportunity for 

foodies along with the ticket price. The themed event give us an opportunity to 

keep a consistent brand for our audience, but create a specialty event to bring in 

attendees during the busy holiday season. 

SLIDE 2 of 4



Richmond Times-Dispatch (continued)

Richmond, Va.

Going all in on a Major Food Event

THE MONEY: 

Revenue:

• Sponsorships: 

• 15K-20K per event

• Sponsorships range in cost from 1.5K to 10K = 45% of revenue

• Restaurant & Retail Vendors:

• 30-45 vendors

• 4.5K+ per event

• Vendor fees range from $100-$250 = 10% revenue 

(note: restaurants required to provide 500+ food samples – a cost to the restaurant)

• Ticket Sales:

• $45 General Admission

• $85 VIP (premium reserved seating + goodie bag)

• 15K-20K per event = 45% revenue

SLIDE 3 of 4



Richmond Times-Dispatch (continued)

Richmond, Va.

Going all in on a Major Food Event

THE MONEY: 

Expenses:

• Venue (minimum capacity of 500+) = 40% of cost

• Audio Visual = 15% of cost

• Kitchen Stage/Transportation = 10% of cost

• Alcohol = 10% of cost

• On-site marketing/signage/program = 10% cost

• Marketing = 10% cost

• Miscellaneous (including supplies, ticket processing tax/fees, charitable donation) = 5%

• Goodie bag donations = 0%

Profitability: 25%-35% = 10K-20K per event with 400-500+ attendees

SLIDE 4 of 4

Tom Silvestri, President and Publisher

(804) 649-6121 • tsilvestri@timesdispatch.com



• Replaced stale holiday book with a VR video 

store

• Embedded video and e-commerce links into the 

tags

• Ad packages also included digital, ROP, shared 

emails and sponsored content

SLIDE 1 of 3

Idea shared by: Thom Kastrup, Executive Vice President and Chief Revenue Officer

BH Media Group

For more information, contact:

Todd Sears, President and Publisher

tsears@owh.com

Omaha World-Herald

Omaha, Neb.

VR Video Applications: Holiday Book



Omaha World-Herald (continued)

Omaha, Neb.

VR Video Applications: Holiday Dining

• 21 restaurants promoted giving away 50 - $10 gift 

cards when you found Herald the Elf embedded in the 

restaurant VR video.

• This increased engagement because you had to 

search for the Elf each week.

• We gave away $1,000 worth of gift cards each week

SLIDE 2 of 3



Omaha World-Herald (continued)

Omaha, Neb.

VR Video Applications: Benefits

• We are showing them how we can bring their stores and products directly to shoppers.

• We are creating a small video business because we are providing some of the video inside the VR video.

• All of this gives us the ability to change the script from our traditional dialogue to what we now can do to ultimately help 
them sell more product.

• As of Nov. 7, there is over $120,000 committed to run through December. 

SLIDE 3 of 3

Idea shared by: Thom Kastrup, Executive Vice President and Chief Revenue Officer
BH Media Group

For more information, contact:
Todd Sears, President and Publisher

tsears@owh.com



Citizen Tribune

Morristown, Tenn.

CT Basketball Promotion

We have two high schools here in Hamblen County (East High and 

West High) with a boys and girls varsity basketball team. We also 

chose two other high schools (Jefferson and Grainger County) in our 

coverage area -- boys and girls varsity basketball teams -- to target 

this promotion. Our idea was to target first the businesses that 

actually had kids playing basketball and approach them first. We 

generated a target list, put together the fact sheet and spec ads and 

a game plan for selling it. 

4 high schools x 2 programs (boys & girls) x $420 per team = a total 

print, online and social revenue of $3,360.

SLIDE 1 of 2

Idea submitted by Mike Fishman, Publisher



Citizen Tribune (continued)

Morristown, Tenn.

CT Basketball Promotion

Right out of the gate, the first targeted business was a small regional 

pizza chain that was interested in all eight teams, if we would give 

them a discount. We were able to sell out this brand new promotion 

in 15 minutes, make it very simple and find $3,000 in new money.

This is an advertiser that appreciates new ideas, especially when it 

comes to partnering with the school systems.

SLIDE 2 of 2

Idea submitted by Mike Fishman, Publisher

For more information, contact:

Mike Walker, Sales & Marketing Director

(423) 581-5630, ext. 350 • mwalker@citizentribune.com

Download flyer

http://snpa.static2.adqic.com/static/CT-Basketball-Promotion.pdf


The Parkersburg News and Sentinel

Parkersburg, W.Va.

Books on High Schools and History

We have had success doing books that so far have focused on two things: 

high schools and history.

Last year we published a book on the 100th anniversary of the construction 

of a local high school. PHS100 was published in time for Christmas sales. 

We aggressively promoted the book through the newspaper, social media 

and directly to alumni via email. The book continues to sell. So far we have 

sold around 1,700 copies of the book.

We followed up this year with a book on the other high school in town. PSHS50 follows the same format as the first book and 

highlights the 50 years since the forming of Parkersburg South.

SLIDE 1 of 2

Art Smith, Online Manager

(304) 485-1891, ext. 281 • asmith@newsandsentinel.com



The Parkersburg News and Sentinel (continued)

Parkersburg, W.Va.

Books on High Schools and History

Also this year we published a book of historical photos. 

Working with a local library we put together a 144-page book 

with hundreds of photos. The book is a follow-up to a book we 

published in 2001. We also are republishing that book. 

Early sales are nearly identical for both books with most 

people ordering a combo pack of the two.

We are running ads that feature all four books, giving readers 

several choices from our "book store."

Learn more in this column

SLIDE 2 of 2

Art Smith, Online Manager

(304) 485-1891, ext. 281 • asmith@newsandsentinel.com

http://www.newsandsentinel.com/opinion/local-columns/2017/07/historical-photos-are-windows-to-the-past/


Sun Coast Media Group

Port Charlotte, Fla.

Newcomer’s Guide: Welcome to Paradise
A newcomer’s guide to living the good life in Southwest Florida

Sales: $145,000

Profit: $120,000 -- All new revenue

Reason for Product:

High growth new mover population is often hard to reach.

Strategy behind the project:

Reach new movers into the community before buying habits are established, by 

purchasing a new movers list and direct mailing a newcomer’s guide to each new mover.

Description:

Create a community resource guide to include all necessary town and county information 

a new mover would need to get started. Include annual fairs, festivals, events, shopping 

and restaurant destinations, plus culture, arts, attractions and sporting venues.

Stacie Goldberg, Advertising Manager

(941) 205-6402 • sgoldberg@sun-herald.com



NCWV Media

Clarksburg, W.Va.

Mobile Wallet

We just completed the develop-
ment of our own digital coupon 
system that allows a business to 
utilize text message keywords to 
gain mobile phone numbers, geo 
target and text targeting.  

This is how we are attempting 
to sell it.

Brian Jarvis, President

(304) 626-1453 • bjarvis@theet.com

Download details

http://snpa.static2.adqic.com/static/Digital-wallet.pdf


The Roanoke Times

Roanoke, Va.

12 Cheers! 

• Concept was a contest designed for restaurants to 

showcase their best cocktails during the holidays.

We called it 12 Cheers. (Like 12 Days of Christmas)

• Created an online contest to hold the voting.

• Sold an integrated campaign, including digital and 

print.

• Then held online voting to determine the winner of the 

12 Cheers Cocktail contest. Ran ads to promote 

results and engagement. Pretty cool.

• Restaurants got hyped about it and sent emails to their 

database to solicit votes.

• Idea generated $6,000 in incremental revenue.

Idea Submitted by:

Phyllis Weber, Advertising Director

For more information, contact:

Alicia Lovern, Advertising Sales Manager

(540) 981-3268 • alicia.lovern@roanoke.com

Download PDF

http://snpa.static2.adqic.com/static/12Cheers.pdf


The Charlotte Observer

Charlotte, N.C.

Brew Card for Brewery Tours

• This works if you have a lot of Micro Breweries in your market, have lots of emails in your database and still have a Daily 

Deals Platform. Charlotte did.

• We ran a Deal Saver that gave the consumer a Brew Card for $20. Sold 13 breweries.

• For their money, they got to go to each brewery and take a tour, have a tasting and get a nifty Pint glass from the brewery.

• If they went to all 13 breweries, we then mailed them another nifty Pint Glass with our logo on it.

• We sold 650 cards and made $13,000 in incremental digital revenue.

• Remember – you need a deals platform with Second Street or another vendor to pull this off – it is pretty laborious 

to execute. A robust email database to send the deals to is also critical.

Phyllis Weber, Advertising Director

(540) 981-3398 • phyllis.weber@roanoke.com

(formerly with The Charlotte Observer)



Temple Daily Telegram

Temple, Texas

Day for Women

The Temple Daily Telegram’s Day for Women each February is one 
of the largest annual events in the community and a nice 
profit-maker for the newspaper, generating approximately 
$22,000 in revenue and a net of about $12,000. Revenue is 
generated by sponsorships, booths in an exhibit area and ticket sales.

Approximately 50 businesses pay $275 for a booth where they give samples and sell products. Many of these are home-
based and direct-sales entities. They are there because approximately 400 (mostly) women will attend the six-hour event. 
They would never have the opportunity to visit with that many potential customers in one day. Each attendee is issued a 
“Passport” that must be signed by each exhibitor in order to be eligible to win a grand prize.

The highlight of the day is a luncheon with a featured speaker. The luncheon is attended by 250 to 300. Tickets are $25 each.

The day also includes dozens of door-prize drawings, fashion shows and product demonstrations.
LEARN MORE

Don Cooper, General Manager

(254) 774-5203 • dcooper@tdtnews.com

http://www.tdtnews.com/news/article_b3d8304c-1449-11e8-93e6-737dc1e78c80.html


Southeastern Indiana Media

Greensburg, Ind.

Reality RV

Reality RV is similar to the ever popular Survivor on TV. With reality television 

shows on hundreds of channels nightly, we have held this contest in the past over 

week-long periods and have also revised it to be held over three sequential 

weekends. Our plan is to hold this again during the summer of 2019.

A local RV dealer provided the pop-up camper for Reality RV and garnered 

attention in all three of our markets in southeastern Indiana.

We placed eight readers in the camper at the beginning of a community festival in 

Greensburg, moved midweek to Rushville, then again at the end of the week to our 

remaining paper in Batesville -- at another festival.  This let all of our communities 

participate in the fun. The winner was awarded the $10,000 camper they have 

spent the last seven days in (or three weekends). 

SLIDE 1 of 3

Laura Welborn, Regional Publisher

(812) 663-3111, ext. 7001 • laura.welborn@indianamediagroup.com

Download flyer

http://snpa.static2.adqic.com/static/Reality-RV.pdf


Southeastern Indiana Media (continued)

Greensburg, Ind.

Reality RV

In the best tradition of reality television, participants were 

limited as to what they could bring from home and could not 

leave the immediate area of the camper without permission. 

They competed in both reward and immunity challenges 

varying from mental to physical – and were popular with the 

community as they watched the individuals compete.  

Local businesses from all three markets participated by 

providing meals and sponsoring reward and immunity 

challenges from balancing eggs on a fork to differentiating 

between gummy worms and real worms (while blindfolded) 

to being the individual who could get the most apples out of 

a barrel – while “bobbing for apples.”   

SLIDE 2 of 3



Southeastern Indiana Media (continued)

Greensburg, Ind.

Reality RV

We had issues with online voting in the past, but it will now 

be interactive – with readers being the deciding factor in who 

continues on. Readers will vote for the contestants they want 

to see continue by voting online.  Funds raised will go to a 

nonprofit.  The individual with the fewest votes will be 

eliminated. 

Issues we had to deal with included criminal background 

checks, medical, photo and contestant releases, as well as 

overnight security.

SLIDE 3 of 3

Laura Welborn, Regional Publisher

(812) 663-3111, ext. 7001

laura.welborn@indianamediagroup.com



Bay City Tribune

Bay City, Texas

Trick-or-Treat

The Bay City Tribune invited trick-or-treaters to stop by the office for 
candy and pictures with their Halloween costumes. We took the photos 
and published them in the next issue. 

We had 55 groups of kiddos participate. 

Oxea, a local chemical plant, sponsored the pages. It brought in an 
additional $500. 

We are trying to find a Santa to come in December and invite the kids 
for pictures with Santa.

Dena Matthews, Advertising Manager

(979) 245-5555 • classified@baycitytribune.com



The Post and Courier

Charleston, S.C.

Tour of Homes

SLIDE 1 of 3

Scott Embry

Director of Advertising

(843) 937-5405 

sembry@postandcourier.com

OUR GOALS

2 0 1 8  F a l l  T o u r  o f  H o m e s

Revamp an old idea

W e  t o o k  a n  i d e a  t h a t  w a s  s t a r t i n g  t o  n o t  

p r o d u c e  a n d  r e v a m p e d  i t  t o  i n c r e a s e  

p r o d u c t  v a l u e  a n d  h i g h e r  p a r t i c i p a t i o n .  

Increase Engagement

O u r  t o u r  o f  h o m e s  w e r e  o n l y  p r o d u c i n g  a b o u t  1  

v i s i t o r  p e r  o p e n  h o u s e .  B y  o f f e r i n g  a  f r e e  y e t i  

t o  o n e  o f  t h e  b u y e r s ,  w e  a v e r a g e d  6  c o u p l e s  

p e r  l i s t i n g .  

Rebrand

I n  a n  e f f o r t  t o  g a i n  n e w  c l i e n t s  a n d  r e p e a t  

c l i e n t s ,  w e  r e b r a n d e d  t h e  t o u r  w i t h  a  n e w  

l o g o  a n d  c o l o r  s c h e m e ,  s o  t h a t  a g e n t s  a n d  

b r o k e r s  w o u l d  r e c o g n i z e  i t  e a c h  y e a r .  

High Exposure

W e  p r o m o t e d  t h e  t o u r  t o  a g e n t s  2  w e e k s  b e f o r e  

t h e  F a l l  T o u r  o f  H o m e s  r a n .  W e  s o l d  o u t  a l l  o f  

t h e  s p o t s  b e f o r e  c r e a t i v e  d e a d l i n e .  T h e  

p r o m o t i o n  o f  t h e  t o u r  i t s e l f  c h a n n e l e d  t h r o u g h  

o n l i n e  b a n n e r  a d s ,  a n  e m a i l  o f  6 5 , 0 0 0  

s u b s c r i b e r s ,  a n d  a  h i g h - i m p a c t  a d .  

F a l l  T o u r  o f  H o m e s  h a s  b e e n  a  p r o d u c t  T h e  P o s t  a n d  C o u r i e r  

h a s  s o l d  f o r  y e a r s .  I t  w a s  $ 5 9  f o r  t w o  d a y s  a n d  f e a t u r e d  a  

l i s t i n g  i n  t h e  p a p e r  a s  a  p a r t  o f  t h e  t o u r .  



The Post and Courier
(continued)

Charleston, S.C.

Tour of Homes

SLIDE 2 of 3

RESULTS

A  c o m p a n y  i s  a n  a s s o c i a t i o n  o r  c o l l e c t i o n  o f  i n d i v i d u a l s ,  w h e t h e r  n a t u r a l  p e r s o n s ,  l e g a l  

p e r s o n s ,  o r  a  m i x t u r e  o f  b o t h .  C o m p a n y  m e m b e r s  s h a r e  a  c o m m o n  p u r p o s e  a n d  u n i t e  i n  o r d e r  

t o  f o c u s .

We sold out the spaces in the tour 
increasing our tour from 15 homes 
(on avg.) to 29. 

Sold out

Previous years only resulted in 0-1 
potential buyers per listing. This year 
resulted with 6 buyers (on avg.) per 
listing. 

High Engagement

Years prior we averaged $800 per 
tour. This year resulted in $2,871 in 
revenue. 

Revenue

The email promoting the tour 
delivered to 62,719 subscribers with 
an open rate of 7.5%. 

Email

The parallax ad delivered 26,822 
impressions with 67 clicks and a high 
click-through rate of 0.25%

Parallax 

Banner Ads were delivered on our 
mobile app. 52,482 impressions were 
delivered with a click-through rate of 
0.11%. 

Banner Ads

71% of people that RSVP’d to the tour also 
opted-in to our Post and Courier email 
database. 

Database Increase

64% of people that RSVP’d to the tour also 
opted-in to our Post and Courier Real 
Estate E-Newsletter. 

E-Newsletter Increase

Our agent and broker clients were 
really impressed with the high turnout 
of the tour. 

Happy Clients

2 0 1 8  F a l l  T o u r  o f  H o m e s



The Post and Courier
(continued)

Charleston, S.C.

Tour of Homes

SLIDE 3 of 3

Scott Embry

Director of Advertising

(843) 937-5405 

sembry@postandcourier.com

CREATIVE
examples

2 0 1 8  F a l l  T o u r  o f  H o m e s



The Greeneville Sun

Greeneville, Tenn.

Around the Clock in Greene County

“Around The Clock in Greene County” focuses on a 24-hour time 
period and was published Sept. 29, 2018. “Around Town” will be 
published again on Dec. 29, and will emphasize more than a 24-hour 
time period. Next year, it will become a quarterly publication.

Around The Clock in Greene County:
Revenue: $7,510

Commissions: - $751

Printing (9,500 copies): - $3,219

Profit: $3,540 (47%)

SLIDE 1 of 4

John Cash, Chief Revenue Officer

APG Media of TN/NC/VA

General Manager, The Greeneville Sun

(423) 359-3165 • john.cash@greenevillesun.com Download the PDF of the first edition

https://issuu.com/greenevillesun/docs/aroundtheclock1809-september2018


The Greeneville Sun (continued)

Greeneville, Tenn.

Around the Clock in Greene County

• $10,000 minimum revenue goal for each, although printing 

costs would increase if we add eight- or 16-page increments. 

Although $7,510 for the first one, many advertisers wanted to 

wait until this was published before committing to the next one.

• 9,500 copies printed and distributed in the daily newspaper, and 

additional copies for advertisers.

• We used Publications Press out of Montgomery, Ala., to print 

them.

• Sales staff and managers took all the photos over a weekend, 

and photos are chosen that represent different hours. No 

involvement from editorial staff.

• Modular size ads only.

SLIDE 2 of 4

Download flyer

http://snpa.static2.adqic.com/static/AroundTheClock-1.pdf


The Greeneville Sun (continued)

Greeneville, Tenn.

Around the Clock in Greene County

• Many readers posted very positive messages and asked that 

the newspaper publish more of these types of sections.

• One of our sister papers, The Rogersville (Tenn.) Review, 

started these in 2015. They called it “A Day in The Life of 

Hawkins County” and have similar revenues and profit for their 

pubs. Past editions can be found on their website in the Special 

Edition Library at the bottom of their home 

page: http://www.therogersvillereview.com/

SLIDE 3 of 4

Download flyer

http://www.therogersvillereview.com/
http://snpa.static2.adqic.com/static/AroundTheClock-AdSizes.png


The Greeneville Sun (continued)

Greeneville, Tenn.

Around the Clock in Greene County

SLIDE 4 of 4

John Cash, Chief Revenue Officer

APG Media of TN/NC/VA

General Manager, The Greeneville Sun

(423) 359-3165 • john.cash@greenevillesun.com



APG Media of Chesapeake

Easton, Md.

E-Commerce Gift Basket

This idea has not been implemented yet.  It’s an e-commerce gift basket that dovetails with a high-end luxury magazine 
that the company produces, Shore Monthly.

Betsy Griffin, Advertising and Marketing Sales Director

(443) 239-0307 • bgriffin@chespub.com



More P2P video conference calls coming in 2019:

Watch for details in the SNPA eBulletin and on SNPA.org


