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Contact
Lynn Brown

Circulation Sales & Marketing Manager
Messenger Post Media

585.394.0770 x310 
brown@messengerpostmedia.com







“-we are often lumped in                         
with pessimistic coverage of the 
newspaper industry as a whole.  

Nothing could be further                                
from the truth.”

“… a level of coverage that                        
not only isn't matched anywhere  

else, it isn't available                       
anywhere else.”



Contact:
Dena Sydow, Marketing Manager

231-439-9313 
dsydow@petoskeynews.com



• We spearheaded an 
awareness/image campaign 
based on national newspaper 
readership numbers that had been 
presented in an online webinar.

• We used local photos, when 
possible, and the tagline: 
Yesterday.  Today.  Tomorrow.



Creative Campaigns

• The ads featured the logo of 
the Petoskey News-Review, 
Gaylord Herald Times or 
Charlevoix Courier, depending 
on the publication in which the 
ad was placed.



Creative Campaigns

• The tagline, “yesterday, today, 
tomorrow,” was used to emphasize 
our strong history and plans for the 
future.

• Separate ads titled, “The daily  
adventure”, emphasize our value to
readers and the community and
stress our longevity.  

These ads are also tagged,  
“Yesterday.  Today.  Tomorrow.”



Creative Campaigns

• The print ads were supported 
by radio and television spots.

• A promotional ad targeting 
display advertisers was 
resurrected featuring the 
benefits of newspaper 
advertising.

Editorials
• Several staff editorials touched 

on changes in the newspaper 
industry and our plans to 
continue providing local news 
and information.



Survey customers
• A Marketing Intern was hired for 

the summer to conduct consumer 
and business surveys providing us 
with data on their "jobs to be 
done” and their perceptions of our 

products.

• When a small community in our 
coverage area lost their weekly 
newspaper after 125+ years, we 
held town hall meetings to 
determine how to fulfill their micro-
local news and information needs.

Community Meetings



Looking ahead

• We continue to seek ways to 
improve our offerings via an 
innovation team that is a sounding 
board for staff ideas generated 
from brainstorming lunches and 
contests.

• Television Spot

Click the link below to watch the television spot
http://www.suburban-news.org/media/videos/2009fall/NewsReviewPositivePressEntry.wmv



Contact:
Joe Boydston

jboydston@dailyrepublic.net



Unlike traditional Yellow Pages – both print and onl ine 
– we display business in Yolo County only. We value 

our local merchants.

As news organizations, we assist to serve our 
community. Part of this is our responsibility to pr omote 

our local economy, and YoloMarketplace is a tool.



Contact
John C. O'Connell | Executive Editor |

516-569-4000 x206 | joconnell@liherald.com



“Good reporters supply the 
unbiased content—the truth—that 
makes readers want to buy good 

newspapers. “

“Without balanced stories, filled with facts we can rely on, how can our opinions 
be properly informed?”

-John O’Connell, Executive Editor, The Herald

“Would President Nixon have 
resigned if Woodward and 
Bernstein not uncovered 

Watergate?”



Contact:
Lois Tuffin, Editor in Chief

Kawartha Media Group
705-749-3383, ext. 238



We published an editorial entitled "We're fine, thanks for asking" 
after so many readers spoke to use about concerns about our 
competitor - a daily - which is struggling:
http://www.mykawartha.com/news/article/39010. 

We have also built up our sponsorships to support our community 
as the daily withdraws from those partnerships.



“There is still a huge appetite for information. Tha t is 
clear. There is a particular thirst for local infor mation 

that Google and other services don't deliver.”

“We're more than the newspaper you're holding in 
your hands. 

We have to be.”



Contact
Scott Peterson, Editor in Chief

Lake Country Publications/Mukwonago Publications 
(262) 361-9130 / speterson@jcpgroup.com 



Lake Country Reporter in Hartland, WI made a positive impact on the City of 
Delafield, one of the communities in our service area that was celebrating its 
50th anniversary.

By producing a book of about 100 pages and special section on the days 
leading up to the event, it was a win-win for both the newspaper and the 
community .

The book was the first history book every published about the community. That 
book and the special newspaper section that followed helped kick off the 
celebration over the holiday weekend in July, 2009.



Publisher: The organizing committee for the city’s 50th anniversary 
contacted our publisher about the idea for a book and other promotion. 
From there, the concept evolved and the fire was started.
Editorial: Editors, photographers and designers began a brainstorming 
session about what should be in the book and how to tell the story. The 
emphasis was put on photographs. The historical society contributed 
some, others came from the community and a few from our own files. 
Reporters and editors wrote small articles about aspects of the history of 
the community, and a conscious decision was made to tell the story more 
thematically. In the section, the stories were different, some of them 
based on first-person accounts written by old-timers in town. We also 
included a timeline and look back on how ads had changed in the 
newspaper in a half century.

Continued next slide

Here is how the promotion worked:



Sales: Customers were given the options to buy ads in the special section 
at three different rates: gold, silver and bronze based on size of ad. The 
gold got the best sponsorship play in the book. (Because of the advance 
production schedule of the book, after that book tie-in ended, customers 
could still take out ads, but they only got in the section.)
Production: A printer was found to do the perfect binding and lay out the 
specs for pages on gloss stock.
Circulation: Using our cover art as a model, the books were sold in 
advance of the event through the use of house ads online and in print. By 
the time the book hit the newsstands, it was already profitable.
Final result: The result was more than a 50 percent margin, a book (and 
section) that the editorial staff was proud of, a keepsake that the entire 
community was raving about and a successful coopera tive promotion 
between the newspaper and city to not only build ci vic pride, but also 
promote the celebration itself. Everyone was a winn er.





Contact
Christina Appen / christina@northfulton.com 





Contact
Barbara Lombardo
Managing Editor

blombardo@saratogian.com



The Saratogian is a daily newspaper that presents a balance of what people 
deem “positive” and “negative” news. This year, we took a huge “positive” leap 
forward: We introduced two weekly products that focus on what’s good in their 
respective neighborhoods – Ballston Spa Life and WG Life (short for the 
Wilton-Gansevoort area).

Each “Life” paper is 12 or 16 pages broadsheet, with full color on every 
page. They are delivered free to about 8,000 households on the weekend. 
While those markets are covered from a news perspective by The Saratogian, 
the weeklies are more neighborly and intensely local publications, providing a 
personal, positive reflection of the community. 

The Life papers contain photos of residents of all ages, along with human 
interest pieces, family activities, personal milestones, and history, business 
and entertainment. The Web sites are interactive, with readers able to share 
their own photographs. Readers and advertisers have been enthusiastic. 





Contact
Carol Goddard
Senior Editor

cgoddard@pioneerlocal.com 

Jay Beaton
Director of Circulation,

JBeaton@PioneerLocal.Com 
Office: (847) 486-7208



Last year, Pioneer Press organized a child safety seat inspection event 
that officials said was the biggest in the state’s history. We’ve held two 
more since then, each exceeding the previous one for participants. We’re 
gearing up for our fourth Aug. 8, which promises to be even bigger.

Background: The problem: many Chicago-area municipal police 
departments can no longer afford the staffing necessary to check whether 
residents’ children’s car seats are fitted properly. That’s a big deal, 
because nationally, 80 percent are installed incorrectly, and can actually 
cause injures to children.

The Illinois Tollway realized this a few years ago, and assigned State 
Police to stage seat inspection events around Chicago. We noticed that 
none had ever been held within miles of many of our readers, so we 
partnered with them for an August 2008 safety event at our Glenview 
headquarters.



We made a party out of it, by asking advertisers to donate free food and 
drinks. The local children’s museum, Kohl’s provided crafts for the waiting 
kids. This year the Glenview fire department brought a fire truck which 
provided much stimulation as families waited their turn. We also convinced 
AAA to provide fingerprinting services for free.

We ran full-page ads, and advance stories in our pa pers and on our 
Web site, pioneerlocal.com .

We didn’t rely entirely on our own powerful publicity engines, but also ran 
announcements in municipal and chamber newsletters and e-mail blasts, 
and delivered posters and packages of flyers to area day-car centers, 
recreation sites and libraries.



Parents from 19 towns took advantage of the free service. The state police 
said it was by far the most well-attended car seat safety event they had ever 
been involved in. This first event this year had the most techs ever at one 
event — 12 — and that still wasn’t enough to satisfy the need, and we had 
to send cars away at the end.

Pioneer Press reporter Irv Leavitt created the event and helped organize it. 
The lead organizer was circulation director Jay Beaton. About 20 others 
from Pioneer worked on the project, some behind the scenes and some 
volunteering on-site at our Glenview headquarters. 







Contact
Becky Lucht

Marketing/New Business Development Manager
blucht@muskogeephoenix.com / 918.684.2815



This was to help our auto dealers 
stimulate business during the bleakest 
of times for them, to help them launch 
their version of the stimulus packages. 
We ran a full page, full color ad, 
featuring the owner or general 
manager, for all the participating 
dealers in our market area, allowing 
them to make a  positive statement 
about their business and auto 
purchase options.   
This was a win-win project because 
of the community buzz created, as 
well as the creation of goodwill with 
these important customers.



We created readership ads based around other national events.



In this ad, we took a report released by 
the Wharton School of Business, which 
had granted our company permission 
to use the data, and created the 
attached ad. The purpose was to 
show the necessity of continuing to 
advertise in a soft economy.

Don’t go dark when customers and consumers need you
because they need you as much as you need them.



Contact
Todd Hamilton

Publisher/editor - THE INTERIOR NEWS
Managing editor - HOUSTON TODAY
Publisher - THE NORTHERN DAILY

Phone: 250-847-3266
todd.hamilton@interior-news.com



As the economic crunch hit 
our resource-based 
community extremely hard 
(forestry, mining, tourism) 
The Interior News 
(Smithers, B.C., Canada) 
set out to balance all the 
negative news with 
positive economic stories 
in our area.
The series (which runs 
weekly) is entitled: "We are 
okay!"











Contact
Deb Bodine, Editor-in-Chief

Toronto Community News - The Scarborough Mirror
416-493-4400



The Scarborough Walk of Fame is the signature event of Stand UP 
Scarborough, a not for profit civic pride initiative founded in 2003 to 
focus on and promote the positive aspects of Scarborough and help 
counteract many of the negative media stereotypes which adversely 
affect our community. Stand UP Scarborough has since disbanded, but 
its legacy lives on in the Scarborough Walk of Fame. 

The Scarborough Walk of Fame showcases Scarborough citizens, past 
and present, whose accomplishments bring pride to the community and 
inspire our young people to follow in their footsteps and reach for the 
stars!  Individuals whose achievements are recognized well beyond 
Scarborough’s borders are honoured for excellence in their various fields 
of endeavour; sports, arts and culture, science, health, education, 
entertainment and community contributions. 



Selecting the inductees

The selection process begins with soliciting nominations from the residents 
of Scarborough themselves through The Scarborough Mirror, 
insidetoronto.com and the Walk of Fame website. 

Once the nominations close, committee members are provided with all the 
material and as a group we go through every nomination to come up with a 
short list of names.  

A grading form is filled out for each remaining nominee, by each committee 
member, based on four criteria:

• If the nominee was born in Scarborough or spent their formative or 
creative years here;



Selecting the inductees

• If the nominee has demonstrated pride/commitment to be associated with 
Scarborough;

• If the nominee has exhibited inspirational leadership to others;

• If the nominee has achieved excellence in their field.

After averaging the numbers and coming up with a numerical score, these 
nominees are discussed at greater length with regard to specific categories 
and the final slate of inductees is then presented to the Scarborough Walk 
of Fame for their final approval.





2009 Pre-Event Special Section



2009 Post Event Coverage



Contact:

Donna M. Donovan

ddonovan@uticaod.com

The Observer-Dispatch



The Observer-Dispatch

Big Value Campaign



The Observer-Dispatch

Miss A Day. Miss A Lot



Nancy L. March
Editor

The Mercury
24 N. Hanover St.

Pottstown, PA 19464
610.970.4470

nmarch@pottsmerc.com



News that our parent company Journal Register 
Co. filed for Chapter 11 reorganization caused 
some concern among readers, so we decided to 
launch a promotional campaign reminding 
our community that we were not closing or 
going away. The response was positive and the 
campaign boosted our morale as well as 
answered the question on the minds of our 
readers and advertisers. The Mercury is a vibrant 
part of this community and intends to stay that 
way. In the end, the potentially negative 
effects of doom-and-gloom predictions about 
the newspaper industry spawned a renewed 
appreciation of our role as a newspaper 
in our community.






