GateHouse Media Consumer Marketing Strategy

Utilizing central programs and partnerships to drive revenue and
audience development across multiple markets




GateHouse Media Consumer Marketing
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» Acquisition Strategy: Direct Response, Digital, Pricing
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> Best Practices



GateHouse Media- Circa 2013

Operates in 338 Markets Across 25 States * Reaches 10 million
people on a weekly basis ¢ Serves 128k Small & Medium Businesses
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435 Cqmmunity 353 Related 6 Phone
Publications Websites Directories

Daily
® Weekly

Peoria IL

Springfield IL
Rockford IL
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Utica NY
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New Media- Timeline

I . ﬁ nnnnnnnn
CONSOLIDATED
uuuuu

GateHouse Media’

The Progress-Index  Fosfer's Daily BDemoctal  The Columbus Dispatch

Q32013 Q4 2013 Q12014 Q2 2014 Q32014 Q42014 Q12015 Q2 2015

MEDIA G R ur

LocalMediaGroup DAILY*PRrEss  The Jlrotidence Journal HalifaXx
" %ee%ih;-ns Monroe Publishing Q3

SNEWMEDIA

* Focused primarily on investing in a high quality, diversified portfolio of local media
assets, and on growing existing advertising and digital marketing businesses.

* One of the largest publishers of locally based print and online media in the United
States as measured by number of daily publications.


http://www.newmediainv.com/
http://www.gatehousemedia.com/

New Media Today

New Media is the largest publisher of locally based print and online media in the U.S.

Portfolio Overview®

New Media Reach®

100%

125

DAILY
NEWSPAPERS

PRCPE

MARKETING

OF OUR DAILY
NEWSPAPERS HAVE
BEEN PUBLISHED FOR
MORE THAN 50 YEARS

275+

TOTAL COMMUNITY

PUBLICATIONS

490+

RELATED
WEBSITES

DIGITAL MARKETING
SERVICES BUSINESS

1) As of June 28, 2015.

OPERATE IN OVER 490 MARKETS
ACROSS 32 STATES

REACH OVER 22 MILLION
PEOPLE ON A WEEKLY BASIS

1,600

IN-MARKET SERVE OVER

SALES 215K

REPRESENTATIVES SMALL &
MEDIUM

BUSINESSES




Audience and Network Development

The audience continues to diversify......our audience
development strategies must be multi-faceted and nimble
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WHAT'S

THE NEWSPAPER A LETTER?
SAYS THEY MAY
STOP DELIVERING
LETTERS ON |
SATURDAY,

WHAT'S A
NEWSPAPER?




Audience and Network Development

In the small and midsize markets we serve, we are usually the primary, and sometimes the sole,
provider of comprehensive and in-depth local market news and information.

Increased consumption of digital content among all age groups is significantly expanding our
audience and adding value to our print products.

Our audience engagement continues to expand across multiple channels and is especially driven by
digital and mobile usage.

Through our digital services arm Propel, our services have also expanded to better serve the small
and medium businesses that dominate our markets.

The Consumer Marketing arm continues to play a larger role on the organizational team. Success
and focus in this area has had direct contribution on our company’s reach, revenue and EBITDA.

Our playbook: Cross functional teamwork and strategic partnerships enable us to provide central
support to our local markets enabling them to focus more fully on what they do best.....serve their
individual markets, continue to grow our audience...... and monetize it.




Consumer Marketing- Structure

Mission: The central marketing department drives consumer revenue and audience development
strategy across all locations. Our approach strives to achieve the right balance of centrally managed
tools and locally executed “feet on the street” actions.

Advertising Production

Consumer
Marketing

Vendor Central
partners services

Consumers Advertisers

|Il

“Agency model” supports our publisher driven
company structure.

Established network of common vendors and
partners enhances marketing strategy and
maximizes economies of scale.

Our “Playbook” is as much instructional is it is
strategy. Training, Guidance decks etc.

We employ best practice sharing across groups and
divisions. Tasks lists, FAQ’s etc.

Connections with key industry groups (AAM, SNA,
NAA) support services and training efforts.




Consumer Marketing- Structure

Analytics and Diagnhostics

Review property metrics/6
months

Evaluate new technology and
deploy

Develop price strategies
New revenue streams

Retention and member
programs

Metrics

Audience and Operations

Action plans for both marketing

and operations

Execute projects and
operational troubleshooting

Integration of new markets and

maximize network

Capture and share best
practices and identify talent

Corporate vendor relations

>

Analysis Action Results

—

Marketing Execution

Drive direct marketing
channels

Develop new order sources
Create consumer databases

Leverage systems and tools
for all properties

Support training and
communication- Newsletters

Collateral design & support



Consumer Marketing- Structure

A key component of our acquisition efforts is centralized
marketing function powered by the MAAX marketing tool

Email Data

Web
Mather Data Registration
Data

Axciom
Demographic
Data

New mover
Data

Subscriber
Data

(Circulation
Systems)

Central marketing provides higher level acquisition
and retention actions to complement locally executed
efforts.

Centrally managed channels provide a consistent and
steady stream of starts while maximizing cost
efficiencies achieved with the scale of the program.

Digital tools combined with demographic data from
MAAX provide a powerful and multi functional
platform.

Better control over the metrics enable enhanced
tracking and reporting delivered to the local
operators.




Consumer Marketing- Direct Response

Direct response is a key component to diversifying acquisition efforts. Direct mail is
one of the more successful initiatives employed centrally for the local operators
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Given the high retention, direct mail has been a key component for driving
long term ROI. Typically not cost effective for smaller markets.

Direct mail program regularly targets former customers. Strong response
driven by strategic planning and list management utilizing central
marketing’s MAAX.

Scale of total volume mailed across network delivers rate benefits and
extremely competitive CPQO’s....especially beneficial to smallest markets.
This creative line up is based mainly on the test results

* Publisher’s letter — 2.3% response rate

e Offer based package — 1.6% response rate

*  “Thisis The Place” self mailer — 1.3% response rate




Consumer Marketing- Direct Response

Central support combined with local business and
41]1&% community relationships enhance direct response efforts

* Utilize single copy and niche products as levers to reach

PP e readers for acquisition efforts: FSI, Post It notes, etc.
1,400

GROCERY GIVEAWAYY  « | ocal businesses and vendor partnerships help diversify

\i!@!ﬂl Prize|( 2nd Rrize
. 200

A /, ,

| 7.

é‘ /

51,000

arocery (| @) our established tactics, ex...reverse telemarketing.
Gift Card || gift Card
B |

| i s e Leveraging community relationships and events
maximizes sale presence at high traffic locations, builds

Gift Card . - .
e long lasting marketing partnerships.
18716624314 & & &P P

WS&iitinel

Local
images

263

For canplete s i

* Tools to engage with our local digital users provide a

Reverse “sales funnel” for to convert to regular paid audience.
telemarketing
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Consumer Marketing- Direct Response

One Day Sale Alumni Offer Themed e-mails
, a : NG
Y =B EEn NZ Memorial Da S‘ale K. Journa T
One sale from The Rockford Register Star CAPE COD Tl M ES y g:t’:‘:; F“z;ouv:z fezézeep;m:kl.les Cd
= oy Special Offer For Returning Subscribers Only Rockford Register Star
LR == Subscribe to the Rockford Register Star and R Choose Your Best Deal!

receive:

Memorial Day Sale! Get the Rockford Register Star for as The Journal Star for just $2.1
little as 97¢ per week.* .

« S2weeks v y for only $66.95

- Select a $10 gift card from the following
retallers: AMC Theaters, Starbucks, Bed Bath &

Beyond, Target. Schnucks, Chills, Menards,

Panera. Macy’s, PetSmart

+ Convenient home delivery

+ Unlimited access to rrstar.com and the E-Paper
« Hundreds of dollars of savings and discounts
In you Sunday p hweek

+ Be up to date on the latest news, events. school
& family and more

A 2.00/week g $2.00/week
gg,ﬁ%ﬁ“" @\sﬂsﬂ{mn élmafms
(SatSun) (Thurs-Sun)

Click Her Click Her

%] ONE CAPECOD TIMES cuck veee === ]
B9, R | | coiens| =%

Use of e-mail tools has shown good success in both acquisition and retention areas.

= One Day Sale e-mails customized by the corporate team = no cost to field.
= Locations supply e-mails and we send to vendor to append address.
= E-mails sent out AFTER we receive our appended records to maximize yield

= Offers/codes and updated front page controlled by site

Key guidance:

= The better and more robust your e-mail list, the better the results. Constant testing.

= Collecting e-mails should be part of every consumer transaction: calls, classified ads, events etc.



Consumer Marketing- Pricing

Mather Economics partnership:

* Retention friendly pricing

« Data and demo driven model
* Recently expanded partnership

Premium pricing:

- Ad value: Thanksgiving, food day

- Additive local content piece, higher
production value etc.

- Ancillary products: TV Times

Transactional fees:

« Activation fee for all new starts

- Vacation stop

8-Mar-15 ALL
all subscribers --> Targets Controls
Total Targets 5,855 552
Total Actives| 5197 ' 88.76% 507  91.85%
Total TempStop| 382 ' 6.52% 32 7 580%
Total Stops| 276 ~ 4.71% 13 2.36%
Incremental Stops 2.36%
Total Migrated to Renewal Rate 3,196 " 54.59% 0 " 0.00%
Gross Increase $0.54 " 10.2% $0.53
Net Increase $0.41 ' 7.8% $0.06
Old Average Price $5.30 [ $5.27
New Average Price $5.71 r $5.33
Total Reverts 654 | 11.17% 333 ' 60.33%
Revert Below Start Price[ 30 " 051% [ 3 " 0.54%
Revertto Original Start Price] 99 " 1.69% | 284  51.45%
Revert Above Start Price] 525 ° 897% | 46 ' 8.33%
Total COS 39 0.67% 2 0.36%
Upgrade Service [ 4 " o007% | 0 " 0.00%
Downgrade Service [ 35 " 060% | 2 " 0.36%
WEEKLY INCREMENTAL REVENUE| $2,044 1]
CUMULATIVE NET TO-DATE| $38,888 $68
Annualized| $90,341 1]
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Consumer Marketing- Retention

A solid retention plan is necessary to properly support acquisition efforts

* Retention is not just a “large papers” concept...... everyone
has a bucket.

* |t costs far more to replace a lost subscriber unit versus
investments in keeping the ones we already have.

* Improved retention means fewer stops, more stable revenue,
less cost and stronger audience base.

* There are no silver bullets. A comprehensive approach is the
only way to plug the holes and prevent new ones.




Consumer Marketing- Retention

* The blueprint of the retention strategy is the timeline of subscriber lifecycle.

* The number of times we touch the subscriber has direct impact on minimizing churn.

* Like acquisition, diversity is key. We need a mix of touch points: voice, print and digital.

Retention timeline

1stinvoice . 2n¢.:| TCN Call for Reminder Telereach Local
mailed mvt_;llcz payment letteror Call for action

30 days b/f 7 r::\l/seb/f by postcard: paymentby Dav24-28
expire expire Day3-7 Day10-14 Day18-24 Y

s 1 R <z ~rs k..
6 Date {} {}

Emailvalue Email
message: payment
Day7-10 reminder:

Day14-21

&)
o ‘ u < /“ . %
Your subscription TN B
expires in 7 days! r S 5
WEE ﬂi;ﬂ;:(lrgﬁ TO REACH YOU ?)%?'NING 12 "
Gall 1-888-620-1700 ' D) ¢
to renew your Don't forget to re-subscribe =N
Times Herald-Record subscription B a for uninterrupted service. / “a
Tives HERALD-RECORD = : S e O s
’a MISS OUTL | - i cnvpons sad eovos than v betere
: ‘Tﬁﬁ‘\"ﬂn




Consumer Marketing- Retention

Subscriber Invoice:

nnnnnnnn

The Register-Mail
— Legacy invoice process is inconsistent across | P
locations, most invoices are not user friendly. T —— =
123 Main Strest If Paid By If Paid
— New invoice design brings consistency and enhances R T
subscriber engagement and pay up rates. S — e .
— Invoice should be utilized as a sales piece. Value =

Customer Service:

\

promotion reinforces the relationship and to be
included in consumer facing platforms.

(300 T
(800) 747-7181
8:00 a.m. - 6:30 p.m. Nion. - Fri

6:00 am. - 10:00 a.m. Saturday. Sunday and Holidays

our News, Your Views, Your Wa
With your subscription are many bensfits including:

Sign up for EZPay!
Save Time and Money

— Work with central marketing to better utilize the A
digital space (social networking and e-mail).

= Full access to galesburg.com and
the digital edition of Register Mail

Renewal Options

Notics Date: DB/10F13 Mt Gk

— Maximize CRM tools such as deals, newsletters and o P

P e | ARer 61 s000 LI
06183 & Manths 526,00 I

subscriber perks to enhance engagement. s 2n 0

ARer 15 $17.00 O

Caar Tip s The aaigermn

— Heavily promote and market EZ-Pay to current el i ek
subscribers and in acquisition pieces. e I — ,
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Consumer Marketing- Retention

EZ-pay :

— Consumers who pay by EZ-Pay are among highest retaining.

— EZ-Pay (credit card and bank draft) about 35% of subscriber base...at industry avg.

— Performance varies across divisions LMG near 50% Community Division under 15%.

— Manual credit card processing is a barrier to EZ-Pay growth, vendor supported solution
— Expand the use of online tools to allow for more credit card entries.

— EZ-pay conversion programs using email and bill inserts

SIGN UP FOR EZPAY ano er vour croice o GIFT CARDS sigN up FoR EZPAY (\@JB ﬁu[[eﬁfi}

AND CHOSE A $10.00 TARGET, CVS or iTunes GIFT
harged e

Chose a $10.00 Target, CVS or iTunes gift card
when you sign up for EzPay!

e -
Call 1-888-MY Paper or visit www.webaddress.com
(Call 1-888-MYPaper or visit www.webaddress.com

switcH T0 EZPAY AND SAVE $5 OFF YOUR INVOICE SAY GOODBYE TO BILL

Switch to EzPay now and save. Save $5.00 off your subscription now.

charged to your credit card every 4 weeks

Call 1888 123 1234 or visit www.mypaper.com

The Bulletin =

o Not

The ABulletin

s Eap RsC7
Call 1-888-MYPaper or visit www.webaddress.com wdearmaie (or Cauh. Orve S umo orty.
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Consumer Marketing- Retention

Join our EZ Pay Program ci, (.,

Repository of collateral provided by central design AR
services and collection from the network for all key e

strategies: EZ-Pay, Value promotion etc.

FREE WEEKS!

-~JUST SWITCH TO
EZ PAY TODAY.

CALL NOW 1 800 123-4567 =
www.clickpublicationurihere.com Join our EZ Pay Program
MON-FRI; 9:00 AM - 5:00 PM and get two weeks FREE!

ONE DAY EZPAY SALE - TODAY ONLY!
DON'T MISS OUT...

ML | L fc"f-

SWITCH T0
EZ PAY AND RECIEVE
GIFT CARDS

CALL NOW 1 800 123-4567
www.clickpublicationurihere.com
MON-FRE; 8:00 AM - 5:00 PM

Tue
X o s REposiTory
croct card every & wooks « Spea promotans kx ExPay CanionRep.com
T

THE EXAMINER CALL TODAY!

In paper and on line ads EZ-Pay e-mail offers

THE EXAMINER




Consumer Marketing- Retention

Value promotion:

Every consumer facing event is an opportunity to promote our value: products, services, benefits
= Print: in-paper, invoice, POP
= Voice: subscriber calls, events, outbound efforts

= Digital: online, e-mail, text/chat
Black Friday - Large (11).mov

The Coupon Savings in
Sunday'’s Journal Star is

$124.53

Who Reads
the Rockiord

I'H1

VALUE Register Star?
ofLOCAL M2 (i e
NEWSPAPERS

I1’S WHAT YOU GET OUT OF IT...

F. JournalStar
We’ve Got You Covered

Our local news team reports what is most important to you —
schools, 1d local happenings
s our community and

Civic and community news. Updates on local schools
and kids’ activities. Coverage of local teams & games.
Info on sales and offers from local retailers. There'’s something
for everyone in the Rockiord Register Star.

[T'S ALL INSIDE YOUF \|
PAPER. GET YOURS TODAY

AND ALL THE VALUE THAT
COMESWITH I'T

New Ways to Get the News.

Today, it's digital, print, and mobile, too!

Call xxx 000 x00¢

or visit www.urlnewspaper.com
We call it our All-Access Subscription, and it's ec.sy.lust,

b and free for all of our regular print subscribers. With All Rccess,
Save Over $7,072 Annual!'ll You're connected — 24/7 — to all the breaking news and latest scores.
with Conpan, Store Discounts & And now, it's on all devices, all the time.

Faund Only In the Mafl Tribune & Sanday Mail Tribuse. The value is what's |
D E add logo here NOT A SUBSCRIBER YET? IT'S FAST AND EASY!
INSI A L 1-888-My-Paper

www.MyPaperToday.com




Consumer Marketing- Summary

The three B’s of audience development and consumer marketing:

e Base Foundations
— Infrastructure enhancements and efficiencies.
— Insource and outsource partnerships.
— Staff development: training, webinars, newsletter etc.

e Benchmarking and tracking
— Acquisition efficiency profile CPO and CPU
— Start/stop gap management: non-renewals
— Industry metrics and trends.

e Best Practices
— Intracompany engagement: Power of the network
— Outreach: contacts and colleagues.
— Industry resources: NAA
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Consumer Marketing- Summary

N From a recent publication by NAA, The Newspaper Association of America....

The 5 principles of Consumer Marketing and Audience Development

Know your audience and make sure it knows you.
Digital extends our strategy and is critical to the future path.
Own the local franchise........ across all platforms.

Continuity in leadership and connection to the community is key.

i & W N PR

Adherence to sound marketing principles and execution of best practices.

22
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o - - Teacher
- e subsidies

Sold over 9,000
copies; a 580%
Increase over typical
Thursday sales

The premium-priced Thanksgiving
Day edition brought in $17k in
additional SC revenue and $25k in
additional HD revenue

DAILY & SUNDAY CIRCULATION
21,000/23,000

SALES SOURCE(S)

Primary and secondary displays in single copy
retail outlets

TARGET AUDIENCE

Holiday shoppers seeking a competitive
advantage

Thanksgiving Day

The Biggest of the Year!

Find the most sales fliers & deals in the Thanksgiving day paper.

Ready for Hollday Shopping?

Pick up the Heally BH) Thankagiving Day
Mall Tribune from ane of these retallers.

MEIFSR Walgremns MCOGONYILLE
Bt Mactet et Goncdean Cotee
e [ Pory Exprasso
v \ Wineo M ke Smokes Applegte Rom
By e =
= . =, W e Mariet Dicids Maruet Human bea
(i | Darvr's Canerl Mariary
| A & & Shemi's Food 4 Len #Beven Albertyory
= "N ; 24 The S Human Rean e bariet
e = Z Seferrey ek EALEPOBT
S Hurman bean Duich Bros AMPH
- - ‘Walgresns Shoit Stop Mariet WPt
- Naws ik Smokas Fair Cy Markt Puy's Food Pleca
9 - - Sbuda BHder &
#ail Tribune & g P
Oxda i Sinp N Go Mariet
o oo —
Get Ready to Shop! Vedmiiigiatries  Sopiman Ry Faad ace
Find the most sales filers, deals and S Humnegn oo
i mnn:ﬁm Iln:yl::pahhr. i m""‘“w’n“ ot ey
A o M e
The BIGGEST Mail Tribune of the year Ton & Corery bartec il e
for only $2.501 o u
Call1:200.258.6041 to mubearibe Mail Tribune
Tha mast salsa filars, desis & meney-saving conpons of the year!

More than $42k in additional

Circ revenue




‘ JOUI'Ilal Star Journal Star RS

Subscribers, stay warm and up-
to-date with digital versions of the
Journal Star. F'emE:ter for free
access at pjstar.com/allaccess

530

Registrations

Due to the snowy road conditions, some deliveries may be running late
this morning. Subscribers can register for free digital access at
pjstar.com/allaccess.

2.60%

RESPONSE RATE

Like - Camment - Share - March 2at 7:14am - @

Write a comment...

DAILY & SUNDAY CIRCULATION N JO
ubscriber Services urnal {ar
54,009/65,387 aldl
Subscribers, stay warm and up-to-date with
EA L Els SO %R CkE S) . digital versions of the Journal Star.
m al ! Face OO ! Wltte r Due to the weather, you may experience delays in your home delivery service.
Remember. as a Journal Star subscriber you have full digital access.
TA R G ET A U D I E N C E :Vegister for FREE ACCIESS at www.g'star.ccmlallact.:ess.
N e apologize for any delivery delays that you may experience.
Current Subscribers —

Journal Star Customer Service




Che Enterprise

Reader value
Daily Deal

Coupon for free item from a
local establishment....high
perceived value.

Deal ads run in a prominent spot on page 2
and news promotes on the front page.

Additional deals delivered to active home
delivery subscribers via a weekly e-mailed
newsletter.

Utilize social media tools such as Twitter
and Facebook to notify followers of deals.

|3
DAILY
DEAL

It Pays to
Subscribe!

%Y SCHOOL PEACE 4
CAM .
THE WALLS OF ISRAELI SCHOOL
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anaIMEdiﬂG rl':',iu F:J Thanksgiving Day

0ll

ORDERS

Don't miss Thanksgiving Edition of the Times Herald-
Record! 13 weeks of 7-day delivery for $2.30 per week!

I Teachers aim | subscribe to the Times Herald-Record by Friday,
HERALD- § 5 spread skills | November 21,2014 and receive 13 weeks of 7-day

BN 37 rrser e b ik s delivery for just $2.30 per week AND our
Thanksgiving paper packed with savings for your
holiday shopping.

In adotion to the conveniénce of home delivery, you'll get
unlimited digital access to Recordonline.com and
the eEdition, for local news at your ingertips, on any
device

1.2%

RESPONSE RATE

Plus, with coupons and sales flyers totaling In the
hundreds of dollars each week, you will more than pay
Dack the cost of your Subscription

Click HERE or below or give us a ¢all at 1-888-620-
1700 Monday through Friday from 6 am to 3 pm.

Local Media Group Cl ok HolS | for the B‘G ”M'_ =)

10 Dailies- 165K daily..215K Sunday
SALES SOURCE(S): E-mail

TARGET AUDIENCE: Former Subscribers

CPO: $4.91
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SMG

SEACOAST MEDIA GROUP

Self managed
rewards program

4x business
partner growth

Seacoast Media Group

DAILY & SUNDAY CIRCULATION:
11,624/ 17,097

CUSTOMER RETENTION
Subscriber Rewards Card

TARGET AUDIENCE
New and existing subscribers

S/

Get your FREE
Subscriber Rewards

Card today!

Visit: www.seacoastonline.com/rewards
or call 1-800-439-0303.




A GATEHOUSE NEWSPAPER Journal Star IbLikepage
Ourn r , -
a ta Gallon of gas in 1989: 97 cents. Subscription to Sunday Journal Star in

436

[ pjstar.com 490 cents.
Sign up for delivery of the Journal

Journal Star ifr Like Page
| 4 Sponsored - @

Get engaged for just 90 cents a week (no diamond ring required.)

ORDERS

Journal Star ilr Like Page
' a Sponsored - @

Act now — these prices haven't been around in 25 years. Get up to 70%
off a new subscription.

: Sign up for delivery of the Journal

M Star

What can
you get for.
s1,00 ™ 55,99

Unlike - Comment - Share - gh23 212 F 1 Loaf of Bread Ga"m‘ of M“k - C

DAILY & SUNDAY CIRCULATION
41,300/51,200

SALES SOURCE
Email, Social Media, Single Copy Insert

TARGET AUDIENCE

Single Copy buyers, former subscribers and
Facebook Users, ages 18 to 65 living in the
Peoria area.

CPO: $10.09




CAPE’ EOD TIMES
+16%

Newsstand Sales

+118%

Revenue Increase

DAILY & SUNDAY CIRCULATION
33,000/ 37,000

SALES SOURCE(S)
Single Copy Sales

TARGET AUDIENCE
New Buyers

i KEEP
uP WITH
THE

e EXTRA' EXTRA!
CAPE

KEEPER?

We're celebrating our anniversary with

a very special Cape Cod Times Keepsake
Diamond Anniversary Edition!

You won't want to miss this chronicle of the
biggest events of the Cape and Islands over
th st 75 , and featur

Relive 75 years of 6 past./S yedrs, and ieatuning

Cape & Islands history! - « Stories - both local and national - that
\\ wBe sure m:s"'gw the shaped our world for generations along with
. CAPE COD TIMES - Photos - including rarely seen images from
., KEEPSAKE DIAMOND __ the Cape Cod Times' archives

ANNIVERSARY EDITION

T  ON NEWSSTANDS Look for this Cape Cod Times Keepsake
"'/1' SEPT. 3, 201 1! " Diamond Anniversary Edition on newsstands
1 ‘ L o Saturday, September 3, 2011 Price: $2.00
Don't wait- reserve yours now! It's easy.

Huge 80-Page Reserve yours, and order gift copies for family

;. H and friends. Call (508) 862-1523 or email
sPe cial Section circulationservices@capecodonline.com to
Pull-out! reserve your copy of this special edition.

CAPE'COD TIMES

Keepsake Diamond Anniversary Edition
Coming Saturday, Sept. 3, 2011

RESERVE YOURS NOW!




B Journal Star
3.01%

RESPONSE RATE

’r
ORDERS

DAILY & SUNDAY CIRCULATION
54,009/65,387

SALES SOURCE(FS)
Email, Facebook, Twitter

TARGET AUDIENCE
Former subscribers, targeted Facebook and
Twitter users

‘ Journal Star
i 22 hours ago ¢

Is your New Year's resolution to stay more informed? Sign up for
a one-year digital subscription for only $20.14:

http://bit.ly/K8E7dF
Like - Comment - Share 2
Iy 35 people ke this, Top Comments =

K Journal Star

All the 2014 News for $20.14

Ring in 2014 with this great offer!
One year Digital Subscription to Pjstar com and e-Journal Star for $20 14
Stay informed and up-to-date with a Journal Star Digital Subscription.

The pjstar.com website includes -Breaking news. Access to blogs. photo galleries
and much much more

The e-journal Star is an exact replica of the print edition with the ability to search,
download and access up to 30 days of archives.

News for $20.14
Click HERE to sign up today

Journal Star (st about4hours ag0
Ring in 2014 with  t-jear digtal subscrption for ony $20.14.Thats 60% of - sign up now
DEydsaLK

CPO: $7.98



Che Columbus T
B lﬁl] ﬂttll Experience. Discover. Pursue. flfg %tgm READE RM@M
dispatchcom
GO WILD AT THE )
Sgb‘#‘éﬁﬁi WITH WILDLIGHTS 'wl""l"s%
(November/December 2014)

Prizes:

+ $10,000 in Cash - $5,000 (1}, 52,500 (1), $250 (10)

+ Columbus Zoo an VIP Experiences with Jack Hanna

+ The Wilds VIP Exp ith Jack Hanna

+ Behind The Scene The Zoo

+ Behind The Scenes Tours of The Wilds Prizes will be drawn
+ Two Free Wildiights Tickets Per Entry December event

el

+ Inwitations to Dispatch Media Group Wildlights Preview Event ahEheZon daging
+ ZooM
- ZooTi
- Zooml Eﬂ.’hﬂnﬂmﬂm
+ Zooml t h
1Spaich - peape
Experience. Discover. Pursue.
Entry ¢
Kiosk
Dispat
ubsc

N | ENTER TO WIN A
$3 5 O K ”; $10,000 SHOPPING hhgregg

SPREE TO HHGREGG appliances & electronics

| N C R E M E N TA L A D R EV E N U E - coe (September 2014/0ngoing)

= @
-3

Colum
Iner 3
- Minim Prizes:
g + Grand Prize winner: 510,000 shopping spree to hh. greqq

= Addit

— o Dispdich REnDERmM

Experience. Discover. Pursue.

Entry(

+ Kiosk

+ Reads —

+ Subsc '?}31!1‘_""1'

(uitn $10,000 CASH ON ICE

DAILY & SUNDAY CIRCULATION print + pigital neo  Grarch 2010

+ Minim

139,291 Daily 237,208 Sunday g | -

Collect e: athImb Blue Jackets

and
- gencrate subscrption saes for The Columbus Dispatch.
Plan:
Simultaneously ran a contest promotion with The Columbus. BI Jackets ql ving
reader winn

amyunm remprlz pukaqes in 30 day s s le: dl na pt

Direct mail, Single Copy Inserts, TMC, TV, o e e ek

. - . . . . Columbus Blue Jackets provided:
Radio, Digital, Billboards, in store signage
1 1 1 . + Promotion through social media pages, e-newsletters, etc.

+ Management of on-ice experience/pre-game event

Cl_\_SH ONICE

The Columbus Dispatch provided:

+ $10,000 Grand Prize
TARGET AUDIENCE e esporai

+ Contest management, lead generation

New subscribers and Dispatch readers

* 3,500 leads in 30 days (3,000 “no purchase necessary” entries,
500 subscription sales (5% lift))

+ Additional contest playoff games 1 & 2 generated 1,800 leads in 3 days




Kahsan i ‘com

.r').‘r}

Targeted premium

3.1% response

$13 CPO

DAILY & SUNDAY CIRCULATION print + pigital
4,000/4,500

SALES SOURCE
Single Copy FSI

TARGET AUDIENCE
New subscribers

STAY. INFORMED...

Nobody covers local news like the Newton Kansan.
Start a NEW subscription to the Newton Kansan
and we’ll also cover you the next time severe
weather strikes with your

Monitors for these alerts and more: Tornadoes, Civil Emergencies, Earthquakes,
Hurricanes, Thunderstorms and 67 Other Hazards...

- - |GET YOURS TODAY! [k
Use the easy order form below, or for faster service, [l

Call: 1-316-283-1500 or e-mail:

circulation@thekansan.com

(a $49.90 retail value)

m Please start my NEW subscription to the Newton Kansan today!
[[] 28 Weeks for only $70.00 [ 52 Weeks for Only $135.00
(compared st newsstand price: $130.00) (compared at newastand price: $260.00)
R ive a FREE Midland HH54VP Pocket Weather Radio with your NEW paid subscription.
Credit Card #: iration Date: / Signature,
DOvisa OMaster Card Olbizcover O American Express
N FREE Midland HH54VP
Deli Address- Pocket Weather Radio!
City: State: Zip: < ‘W- '
Billing Address (if Different from delivery): Bt &
City: State: Zip: s
Phone ¥ |
E-mail: ES &
Offer valid only to new subscribers within uo-nmnumhuuddmyw who have not subscribed - S =
in the past 30 dayz. One special offer per per year. 5: PPl e ¢
. o HURRY, n-ogummuzou i The Newton Kansan
paying by credit card or check, please detoch and mail in d to:
’lc-:;lmmn G:'mwu;romzs;m:;‘s;u (316) 283-1500




