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During PNA’s recent Publishers’ Convention in 
Philadelphia, three Philadelphia-area advertising agency 
professionals spoke candidly about what they saw as the 
strengths and weaknesses of the newspaper industry, 
shared insights into their media planning and placement 
strategies, and provided suggestions about how 
newspaper sales reps can earn more of the advertising 
budget.

Newspapers are valuable assets for advertisers 
because:

• They are a trusted news source.

• Most newspapers are paid publications that people want to receive.

• Retailers like to align their message with reputable brands.

Some challenges arise when considering newspaper advertising as an option because of the 
decline in print circulation, lack of standardized print ad sizing, and limited digital inventory.

Since advertising clients want to measure their return on investment from all ad placements, 
and sometimes question the value of newspaper advertising, ad agencies are tasked with having 
to substantiate their media recommendations. As a result, identifying the optimal media mix for 
clients requires even more scrutiny and analysis. 

Media planners must have a thorough understanding of the target audience their client 
is trying to reach, which includes information about their media consumption habits. Research 
data from respected organizations such as Nielsen Scarborough and MRI helps planners identify 
and support the recommendation, but can also add cost to the media buy that may not be 
available. Any research information that newspaper personnel can provide that demonstrates the 
strength of their product, and advocates for the effectiveness of newspaper advertising, is 
extremely helpful and valuable.

Ad agency representatives 
offer valuable advice

By Jane 
Hungarter
Director of 
Marketing
PNA

continued on Page 2

WHAT DO AGENCIES WANT?
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Ad agencies encourage newspaper reps 
to schedule appointments to come in 
and present information about their 
properties to the agency decision makers. 
All three panel participants noted that 
newspaper ad reps are not knocking on 
their door as much as they did in the past. 
This is a concern since email 
correspondence is often overlooked.

Be prepared when you arrive for a 
meeting. Agency personnel are often 
dissuaded by sales reps who don’t take the 
time to ask meaningful questions about the 
challenges of the agency’s client or clients, 
or fail to learn about the industry in which 
their clients do business. They are also 
turned off when ad reps try to sell 
something that doesn’t make sense for the 
client. Be sure that your media kit is 
up-to-date as it raises a red flag if you share 
materials that are not current. Even if your 
publication is holding ad rates, update the 
pricing sheet with the current year.

As advertising agencies prepare for the 
new year, here are some useful tips that 
may help your news media organization 
earn a larger share of the media budget.

• Provide thoughtful media 
recommendations – clients desire an 
integration of products

• Think creatively - clients seek 
innovative ad programs since 
consumers’ capacity to take in more and 
more ads is diminishing

• Offer customizable digital solutions 
that are outside of programmatic buying

• Identify unique opportunities for 
advertisers to connect with their 
audience – provide access to events, 
sampling, “360 programs”, etc.

• Incorporate native – advertisers seek 
customized branded content solutions

• Offer rich media options – follow IAB 
standards, and provide good video 
production and delivery to help 
advertisers develop an emotional 
attachment with the consumer

• Promote the strengths of your 
newspaper’s brand - clients want to be 
associated with great content

When considering your resolutions for 
2018, be sure to include advertising agency 
outreach on the list. They welcome and 
encourage relationships with news media 
reps, and may provide a lucrative pathway 
to more local and regional business.

The 2017 PNA  Advertising Conference was recently held at the Hilton Harrisburg. One 
of the most popular sessions was the Managers’ Roundtable – an action-packed 
interactive session that covered topics most relevant to effective sales leadership.  

Here are the top 10 sales-related tips from sales managers across the 
Commonwealth.

Sales Tips
AcrossPennsylvania

Ad Managers

1. Do not allow anyone from your 
organization to contact ad sales reps 
between 11 a.m. – 4 p.m. Give the reps 
the time that they need to keep up the 
momentum for growing current accounts, 
and prospecting.

2. Close the easy deal 
first each day to get 
the positive energy 
flowing, and then 
follow-up with more 
difficult accounts.

3.When recruiting 
new sales 
talent, be sure 
to hire for 
character, and 
train for skill.

4. Assign your 
best sales 
reps to the 
best/most 
important 
accounts.

5. Talk up victories, and 
minimize defeats – it’s 
important for managers 
to be coaches that 
provide training and 
inspiration.

6. Conduct a company-wide survey to assess strengths and weaknesses 
within the organization, and request suggestions for the improvement of 
your current news media products.

7. Plan your special sections 
for the year at one time 
so advertisers can 
prepare.

8. Sell one major sponsorship for each 
special section, and include a strip ad 
on the front and back cover that says, 
“sponsored by.”

9. Create a “good news” section of 
the newspaper that is sponsored 
by an advertiser.

10. Run advertiser testimonials 
within the pages of your 
newspaper.

Top 10

from
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It will come as no shock to those in the 
news media industry that social media, and 
Facebook in particular, drives a large volume 
of news consumption. With two-thirds of 
Americans receiving at least some of their 
news on social media*, it is prudent for 
newspapers to use these outlets to help 
increase visibility and traffic.

On the national front, we can already see a 
large volume of journalists engaging with 
social media.  The Associated Press has 893 
journalists on Twitter, the Wall Street Journal 
has 823, and The New York Times has 811. 
Looking to Facebook, we see traditional news 
media companies filling the top ranks of top 
engagers among publishers on the platform.

While national news companies are 
working hard to maintain their presence 
across sites like Facebook, YouTube, Twitter 
and Snapchat, they are not alone in the social 
field. Local news media companies are also 
ramping up their presence to attract readers, 
build engagement, and drive traffic to their 
news properties.

In November 2017, MANSI Media sampled 
the daily news media population across 
Pennsylvania and compared circulation size, 
to Facebook “likes,” to create a benchmark 
for our members to evaluate their own social 
media presence.  When evaluating these 
numbers, we focused on the highest 
circulation day of the week (rounded down to 
the nearest thousand), and the likes listed on 
the main social media page for the media 
(rounded down to the nearest thousand).  
After collecting this information, we found 
the following:

• Daily newspapers average 800 Facebook 
likes for every 1,000 print subscribers.

• Daily newspapers with circulation 

between 10,000 and 25,000 have the highest 
number of Facebook likes as compared to 
their circulation. They average 1,250 Facebook 
likes for every 1,000 print subscribers.

• Daily newspapers with a circulation over 
100,000 average 500 Facebook likes for 
every 1,000 print subscribers.

• Newspapers that have the highest 
circulation on Monday average 700 Facebook 
likes for every 1,000 print subscribers.

While there is a lot of focus around 
Facebook and other social media outlets, it is 

important to remember that not all users 
visiting Facebook and other social media 
sites are news engagers. On the largest 
platform (Facebook), 65% of the U.S. 
population is present, but only 45% are using 
the site to find and engage with news.

Also, it is worth noting that likes do not 
translate directly into readership or revenue.  
While we are seeing some of the highest 
page reach numbers in recent history, that 
reach still only averages 12% of the total 
users who have liked the page***.  

If you have found new revenue streams 
from your Facebook presence, please share 
the details with us at marketing@pa-news.
org.

REFERENCES:
*News Use Across Social Media Platforms 2017, 
Pew Research Center
**Data Page, Editor & Publisher
***Facebook Page Posts Reached 12.37% of the 
Audience in February, Locowise

News Media's
Social Media Presence

Top 8 Publishers 
on Facebook
July 2017**

1. Daily Mail

2. Bored Panda

3. Huffington Post

4. CNN

5. NBC

6. New York Times

7. BuzzFeed

8. Fox News

By Matt Caylor
Director of Interactive Advertising, 

MANSI Media

Facebook likes benchmark
To determine how many Facebook likes 

your news media property should have to hit 
the benchmark set in Pennsylvania, simply 
follow this formula:

Circulation x .83 = Target Facebook likes

For example, if a newspaper has a 
circulation of 25,000, they would be 
expected to have 20,750 Facebook likes.

25,000 Circulation x .83 = 
20,750 Facebook likes

mailto:marketing%40pa-news.org?subject=
mailto:marketing%40pa-news.org?subject=
http://www.journalism.org/2017/09/07/news-use-across-social-media-platforms-2017/
http://www.journalism.org/2017/09/07/news-use-across-social-media-platforms-2017/
http://www.editorandpublisher.com/gallery/datapage/
https://locowise.com/blog/facebook-page-posts-reach-in-february
https://locowise.com/blog/facebook-page-posts-reach-in-february
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With ten years of experience as a sales 
manager, I was determined to draw from 
these experiences, and implement the ideas 
that I felt would be most beneficial to my 
sales team.

My approach to advertising sales 
management is pretty straight forward – you 
must lead by doing. The sales team that you 
oversee must know that you’re on their side, 
you’re there to support them, and you’ll do 
all that you can to help make them 
successful.

As we begin planning for 2018, I’d like to 
share some digital sales strategies that have 
worked well for me, in hopes that they may 
be of value to you and your news media 
organization team in the new year. 

SET A GOOD EXAMPLE
Let your sales team know that you, too, 

are actively selling. Get out of the office, and 
travel with your sales reps on a regular basis. 
Help them prepare for their sales calls in 
advance, and discuss the highs and lows of 
each meeting afterwards. Always provide 
useful and encouraging feedback.

Demonstrate an “I work for you” attitude.” 
If a team member presents an idea to you, 
do all that you can to make it happen. Make 
sure your door is always open, and 
encourage sales reps to stop by to talk. 
Allow sales reps to call you on your cell 
phone whenever they need you.

MAKE IT ABOUT THEM
Schedule meaningful one-on-one meetings 

with each sales rep every week. Focus the 
conversation on “how do we make you the 
most money?”. Invite your digital specialist to 
join the meeting and share multi-platform 
ideas.

During the meeting, review the gap plan 
account by account. Compare sales from last 
year to this year, evaluate monthly billing, 
identify initiatives for the month, as well as 
prospects to fill in the gap. Set key 
performance indicators (x digital contracts per 
quarter, achieve double-digit growth year over 
year, etc.). Strategize and agree on an action 
plan.

Implement a shared calendar where sales 
reps can schedule time with you for four-
legged sales calls, research assistance, help 
with building proposals, etc.

Set aside time each week exclusively for 

prospecting. A “power hour” can be very 
effective. Be sure to set rules (no emailing, 
working on ads, etc.), and allow no 
interruptions – this time is devoted to 
digitally-focused outbound calls only. Be 
prepared, and establish goals (complete 20 
calls and schedule five appointments, etc.). 
Develop a “getting the appointment” script, 
and allow sales reps to listen to, and learn 
from, their teammates. Encourage your sales 
reps to think strategically – for example, call 
roofers on a rainy day when they probably 
aren’t working. Reward the best 
achievements.

Do a boot camp product training. Since 
most news media organizations offer many 
advertising options, set aside 1- 1.5 hours 
each week to take a deep dive into each 
solution. Include homework (take a short 
quiz, pitch this solution to five businesses by 
the next Friday, share results with each other, 
etc.), and add an incentive program for each 
NEW BUSINESS secured.

CREATE FRIENDLY COMPETITION
Post and distribute a weekly sales 

leaderboard to create friendly competition, 
and give everyone a fair chance to succeed. 
Not having geographic territories can be 
demotivating - the “I saw it first” strategy 
may be okay for legacy reps, but makes it 
difficult for new reps to succeed.

CREATING A DIGITAL SALES CULTURE

By Stephanie Fairbanks
Advertising Sales Manager

Pocono Record

LEADING
by 
DOING

During my 22 years 
in sales, I’ve learned 

a lot of important skills 
and lessons along the way. 

continued on Page 5
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As news media organizations in Pennsylvania continue to 
offer more digital options to both readers and advertisers, 
generating revenue from these platforms remains a top 
priority.

We are pleased to announce the release of the Big Book 
of Monetizing Digital which includes information about 
PNA members' digital initiatives, a series of articles and 
white papers written by industry partners, the results of a 
recent PNA digital metrics benchmark study, a glossary of 
interactive terms, and a vendor guide.

  

For a more global perspective on digital revenue and news 
media organizations, PNA President Mark Cohen recently attended 
the WAN-IFRA Digital Conference in New York. These are his 
top-10 takeaways:

• The digital space is evolving at a speed that is difficult to grasp, 
and today's hot trail is tomorrow's dusty road. Be diligent in 
your research before choosing a digital and social agenda. 
However, choose an actionable plan, and be ready to pivot. Not 
having a plan is the worst choice a company/ publisher should 
make.

• Voice activated technology is growing and here to stay. News 
experiences will be the next horizon-specifically local. Revenue 
streams from this TBD.

• Newsroom innovation through easier tools and analytics will be 
more important as we have less people.

• Moderating comments through technology is getting traction, 
and The Washington Post's ModBot is doing this with 90% 
efficiently and accurately. Swearing, racism and combative 
discussion can be filtered out with less editing needed.

• Branded content is about good storytelling, which is the 
bedrock of all that we do. Creating great content (use humor 
and creativity) that weaves a story, transfers to revenue. 
Newspapers are beginning to track market share of native 
content in the region. The battle is just beginning. Native scores 
highest for purchase intention and brand awareness. This is 
predicted to be 25% growth in 2018.

• Sit down with ad agencies and help brainstorm native video 
ideas.

• Is our future with social media? Split decision here. Some 
estimate that search and social will eat 90% of future growth 
of digital revenue. 

•  We are not algorithms... we are you - (shot at aggregated 
news). Leverage this in your market.

• It's not always about big data. It appears that building 
relationships is back in vogue. Business relations still matter 
and are more important than ever.

• Digital news-only companies rely on themselves, and we have a 
major advantage because we do not. Expect fallout from some 
digital news organizations who cannot garner enough revenue.

PNA's Big Book 
of Monetizing Digital

BIG   

Events

A S S O C I A T I O N

P E N N S Y L V A N I A

BOOK OF

BIG   

Voter 
Engagement

A S S O C I A T I O N

P E N N S Y L V A N I A

BOOK OF

OTHER EDITIONS 
OF THE 

BIG BOOK SERIES

Click 
image to 

download.

JUST RELEASED: 
Pair up legacy print reps 

with younger reps who live 
and breathe digital media. 
Having a digital sales 
specialist go out on a 
four-legged call with a 
multimedia sales executive 
helps the legacy rep work 
digital lingo into their 
everyday language.

MOTIVATE, 
MOTIVATE, 
MOTIVATE!

Most advertising sales reps 
know how to be successful 
– some just find excuses not 
to. As a manager, people 
respect what you inspect, so 
take the time to meet with 
each of your reps each week. 
Help keep them on track by 
discussing clients and 
prospects, and set a 
meaningful and measurable 
course of action.

I worked for an organization 
that was instrumental in 
teaching me about the 
importance of teamwork. 
Every time someone finalized 
a contract, the receptionist 
would play a special song for 
that sales rep over the 
loudspeaker, and the details 
of the contract would be 
announced. Everyone in the 
building stopped what they 
were doing to come and 
celebrate with the rep, and 
watch them write the 
contract details on a white 
board.

Be sure to celebrate 
success. For every digital 
sale, give credit to BOTH the 
digital specialist and the 
multimedia sales executive – 
WIN-WIN! Sharing success 
stories in sales meetings, and 
giving email recognition, 
makes everyone want to have 
success. 

Cheers to a successful year 
ahead.

continued from Page 4

Access the Big Book 
of Monetizing Digital here. 

http://panewsmedia.org/why-newspapers/big-book-series/big-book-of-monetizing-digital
http://panewsmedia.org/why-newspapers/big-book-series/big-book-of-monetizing-digital
http://panewsmedia.org/why-newspapers/big-book-series/big-book-of-monetizing-digital
http://panewsmedia.org/why-newspapers/big-book-series/big-book-of-events
http://panewsmedia.org/why-newspapers/big-book-series/big-book-of-growing-audience
http://panewsmedia.org/why-newspapers/big-book-series/big-book-of-special-sections
http://panewsmedia.org/why-newspapers/big-book-series/big-book-of-industry-promotion
http://panewsmedia.org/why-newspapers/big-book-series/big-book-of-voter-engagement
http://panewsmedia.org/why-newspapers/big-book-series/big-book-of-monetizing-digital
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Ad design and campaign planning are instrumental to media sales 
success. Campaigns that work provide results for the advertiser, 
whereas unsuccessful campaigns potentially result in churn – when 
an account moves the media buy to a different channel hoping for 
future success.  

It is important to recognize 
that successful advertising 
campaigns have two parts: 
the what – or message to be 
communicated, and the how 
– the way it will be delivered. 
Essentially, the what is the 
strategy, and the how is the 
tactics. 

When identifying a 
strategy, begin by outlining 
the plan of attack, the communicable idea, and the specific selling 
points. Then build the tactics to support the strategy by framing the 
execution -  specifically the corresponding images, language, tone, 
and the media that will be included in the campaign. 

A strong strategy requires an understanding of three key elements 
of advertising: the product (or service), the consumer, and the 
marketplace. 

First, help the advertiser evaluate the strengths, weaknesses, 
opportunities, and threats (SWOT) of the product as it relates to 
consumers, competition, and the marketplace. Be honest in the 
assessment. In the age of the Internet, transparency is paramount. 
Consumers have access to unlimited amounts of information, 
including peer-to-peer reviews and recommendations, to support 
decision-making.

Next, it is important to understand the audience to whom the 
advertiser is selling. What is their relationship to the product? How do 
they perceive the product or the advertiser? What fundamental need, 
want, benefit, or demand will the product fulfill? Be clear and concise 
with content and graphics to support the message that’s being 
conveyed. Then, create a multimedia plan that includes print, online, 
and social, to deliver the message to the target audience.  

Finally, a campaign cannot be successful without knowing how the 
advertised product and the advertiser themselves compare to the 
competition in the marketplace. How many competitors are in the 
marketplace? How will the advertiser’s ads communicate the 
product’s USP (unique selling point) and present a competitive edge? 

After defining the strategy and tactics, focus on the fundamentals 
of ad design.  Below is a checklist of six key elements to consider:

1) Advertising goal: The most common advertising goals are to build 
brand awareness, provide information, persuade to act, support other 
marketing or business efforts, or encourage immediate action. Some 
ads may have a combination of these goals; however, only one 
should be emphasized to reduce confusion.

2) Buying stage: Most consumers move through a five-step process 
to decision-making. These steps include problem recognition, 

information search, evaluation of alternatives, purchase, and post-
purchase evaluation. Depending on the type of product under 
consideration, the process may move quickly or slowly, and 
consumers may skip stages. Determine what decision points 
consumers might use make a purchase choice. Be sure that the ad 
concept and messaging is in alignment.  

3) Message strategy: An effective advertising message is designed 
to lead the consumer from product use to a personal or professional 
value statement. In other words, a restaurant might advertise its 
home-cooked meals and close with a statement such as “just like 
mom used to make” to connect the audience to the feeling and 
comfort of being “at home”.  

4) Creative elements:  Collectively, these elements – headline, 
tagline, visuals and images, body copy, and close - bridge the ad 
concept and its visual design. The key is to make sure that the 
message is strong, concise, and short! With too much copy, the 
reader loses focus often before processing the intended ad message. 
For the restaurant ad referenced above, perhaps a nice graphic of a 
family sitting at a table and a server that looks like “mom” bringing 
the meal with a smile on her face, would support the value 
statement.  

5) Be a minimalist:  Always reduce the content in an ad as far as 
possible while preserving the message. By eliminating extra copy, 
pictures, or logos that don’t add value to the design, the ad is refined 
and concise to ensure the message remains clear.    

6) Ad testing: The best way to understand if an ad might work before 
it is released into the marketplace is to test it among friends, family, 
and/or colleagues. Talk to unbiased people who may not be familiar 
with the advertiser to see how they respond to the ad. Does it make 
sense? How do they feel when they look at it? Did it keep their 
interest? This is not a time to be defensive. Be open to critical 
comments, and adjust as necessary. This exercise may have just 
saved you a churned account!  

Advertising Design and Campaign Planning 
to Help Reduce Churn

By Renee Tacka
Adjunct Faculty, 

Graham School of Business, 
York College of Pennsylvania
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On the ROadOn the ROad
A S S O C I A T I O N

P E N N S Y L V A N I A

J a n u a r y  9 ,  2 0 1 8 ,  S o m e r s e t 
We’re hitting the road and bringing valuable advertising training to western Pennsylvania! Especially for sales reps 
and managers. Features an extensive session on understanding and responding to the competition with the latest 
data research available. Also includes a refresher on sales strategies focused on closing the sale, handling objections 
and other basics of sales. Registration only $39 per person for PNA members with lunch included. Discounts offered 
if sending more than two reps or managers. To register, email natashag@pa-news.org or phone (717) 703-3012 by 
January 4.  More information is available at: www.panewsmedia.org.

Thank you to Larry Hochberger, publisher of the Chestnut Hill Local (Philadelphia), for his 
easy-to-implement promotional idea. Download and print one of the many customizable marketing 
flyers available on the PNA website, and include it with your monthly advertising invoices. It’s a 
great way to remind advertisers about the benefits of newspaper advertising, and best of all, the 
additional piece of paper will not increase your mailing cost.

If you have a great promotional idea that you’d like to share, please contact Jane Hungarter at 
janeh@pa-news.org or 717-703-3041.

Bill stuffer touts the benefits 
of newspaper advertising! 

PENNSYLVANIA NEWSPAPERS  

MOST USED ADVERTISING SOURCE

Results were based on a random sample of 600 adults throughout Pennsylvania (using mobile 

phones and landlines), and have a margin of error of plus or minus 4 percentage points. AMERICAN OPINION RESEARCH

609.683.9055 • www.imsworld.com

#1Newspapers            source 

of shopping information

53% of consumers visited a store  

or advertiser’s website after seeing 

an ad in a print newspaper or on  

a newspaper website

Printed newspapers

Internet

Television

Radio

Shoppers

Social media

Other

47%

11%

8%

3%

3%

1%

15%

NEWSPAPER 

ADVERTISING 

FAR EXCEEDS 

OTHER SOURCES

MOST USEFUL SOURCE OF ADVERTISING

TV fragmented, and  

only 17% of consumers  

say they watch TV 

commercials

38% ignore the commercial  

but keep the same station

27% change the station

20% listen to the commercial

17% lower the volume

10% change to a CD

MOST  

CONSUMERS 

DON’T LISTEN  
TO ADS  

ON RADIO

MOST CONSUMERS MAKE A PURCHASE  

AT LEAST MONTHLY AS A RESULT OF 

NEWSPAPER PRODUCTS

Newspapers: 61% | In the mail: 38% 

Another website: 37%  | Television: 21% 

Social media: 20% | Radio: 11%

Six-in-10 adults

consider newspaper 

inserts important 

sources of sales  

and shopping 

information

Printed newspaper or

newspaper website

Social media

Non-newspaper
websites

Television

Radio

Don’t know

38%

23%

16%

11%

3%

5%

0% 10% 20% 30% 40%

Only 27% of 

consumers 

read direct mail 

advertising; most  

just glance at it  

or throw it away

37%

36%

27%

throw away 

without reading

just skim or  

glance at

read 
thoroughly

http://www.chestnuthilllocal.com/
http://panewsmedia.org/why-newspapers/marketresearch/marketing-sheets
mailto:%20janeh%40pa-news.org?subject=
mailto:%20janeh%40pa-news.org?subject=
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Education:
Colleges, universities and 

professional schools

Entertainment:
Bars/Night clubs
Bowling centers
Family entertainment centers
Symphony orchestras

Financial:
Accountants
Check cashing/Payday loan 

services
Credit unions
Investment firms
Personal credit management 

services
Tax preparation services 

Health and Fitness:
Diet/Weight loss centers
Health clubs

Home Decorating: 
Bedding/Mattress stores
Children’s/Teen furnishings 

retailers
Furniture repair and upholsterers
Furniture stores

Home Maintenance and Repair:
Architectural services
Fire and water damage restoration 

contractors
Home builders
Modular home retailers
Outdoor furniture retailers

Medical:
Allergists
Alternative medicine facilities
Cosmetic surgeons
Dentists and orthodontists
Drug stores
Hair replacement centers
Hearing aid centers
Orthopedic physicians
Medical supply stores
Mental health professionals
Ophthalmologists/Laser 

eye surgeons
Pediatricians
Vascular surgeons

Religious:
Houses of worship
Religious bookstores

Retail:
Athletic footwear stores
Auto dealerships
Boat dealers
Bookstores
Bridal shops
Comic book stores
Jewelry stores
Maternity shops
Motorcycle dealers
Office furniture dealers
Pawn shops
Rent-to-own stores
RV dealers
Truck dealers
Used car dealers
Video stores

Services:
Caterers
Car washes
Child day care services
Concierge services
Dating services
Resume services
Towing services

Specialty:
Banquet/Party centers
Conference centers and exhibition 

halls
Florists
Tanning salons

The spring season is a robust 
sales period for many categories 
of business, including those listed 
below. Encourage retailers in 
your market to take advantage of 
this opportunity by advertising in 
your newspaper to reach valuable 
customers. 

Advertising Prospecting 
Categories for Spring

The Media and Advertising 
Use in Pennsylvania study 
conducted by American Opinion 
Research found that advertising 
in Pennsylvania newspapers is 
ranked as the most valuable and 
useful – significantly ahead of 
radio, television, magazines, 
social media, and the Internet. 
Six in 10 Pennsylvania 
consumers make a purchase at 
least monthly as a result of 
newspaper advertising. Share 
this customizable marketing 
flyer with your advertising 
clients to help add a little 
“spring” to their 2018 sales!

Spring Ahead with 
Advertising Sales

Click image 

to download.

Need something to help you stand out at your next 
sales call? 

Contact PNA’s Sales and Marketing Hotline. Whether 
you’re looking for information about a particular 
category of business, consumer media preferences, 
co-op related data, or just “something” that will give 
you the sales edge, we will provide you with materials 
and statistics that will make a positive impression 
with your clients.

Sales and Marketing Hotline

717-703-3041

PNA’s Sales and 
Marketing Hotline

http://panewsmedia.org/docs/default-source/marketing-documents/marketing-sheets/2017-spring-ad-flyer-ii.pdf?sfvrsn=2
http://panewsmedia.org/docs/default-source/marketing-documents/marketing-sheets/2017-spring-ad-flyer-ii.pdf?sfvrsn=2
http://panewsmedia.org/docs/default-source/marketing-documents/marketing-sheets/2017-spring-ad-flyer-ii.pdf?sfvrsn=2
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A TIME FOR TRANSFORMATION

March 12-14, 2018
Hershey Lodge & Convention Center  Hershey, PA

MARK YOUR CALENDAR NOW!

These information-packed sessions will offer 
practical tips to increase revenue!

Building a More Productive Sales Operation
Improve your sales performance by incorporating helpful ideas to overcome advertiser objections.

The Events Event
Boost your bottom line by hosting an event.

Accelerating Revenue Growth Through Promotions
Profitable customizable promotions can help your advertisers connect with their customers. 

Classifieds Redux
Classifieds can be profitable once again thanks to the use of data – particularly with auto and real estate customers.

A S S O C I A T I O N

P E N N S Y L V A N I A

America East is presented by www.america-east.com
Registration available soon!

http://americaeast.panewsmedia.org/
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A S S O C I A T I O N

P E N N S Y L V A N I A

www.newspaperconsultants.com | 910-323-0349 | info@newspaperconsultants.com

“My reps really enjoyed selling this product and we 
beat our goal by $50,000.” 

Matt Miller, Observer-Reporter

Boost your annual advertising 
revenue with a new or existing  

TV magazine!

Mark Cohen • President
markc@pa-news.org •  717.703.3076

Tricia Greyshock
Vice President, Association Services
triciag@pa-news.org • 717.703.3070

Lisa Knight • Vice President, Advertising  

lisak@mansimedia.com • 717.703.3043

Jane Hungarter • Director, Marketing
janeh@mansimedia.com • 717.703.3041

Brian Hitchings • Director, Client Solutions 

brianh@mansimedia.com • 717.703.3049

Wesley Snider • Director, Client Solutions
wesleys@mansimedia.com • 717.703.3056

Matthew Caylor 
Director, Interactive Media
matthewc@mansimedia.com • 717.703.3040

Louella Reynolds
Manager, Statewide Ad Network  

louellar@mansimedia.com • 717.703.3020

Jaci Lehman
Communications Manager 

jacquelynnl@pa-news.org • 717.703.3071

The only thing harder than 
finding good salespeople  

is keeping them.

DATA-DRIVEN TALENT RETENTION® FOR MANAGERS 
FROM THE CREATORS OF ADMALL® 

TeamKeeper.com

CRMs help you manage and develop accounts.
TeamKeeper helps you manage and develop people.

RetentionCoaching Development EngagementTalent Insight

INTRODUCING

Happy 
Holidays!

from your friends at A S S O C I A T I O N
P E N N S Y L V A N I A

http://www.newspaperconsultants.com/
www.teamkeeper.com

