





SEAT CUSHIONS
The Corry Journal

Like those in many communities across Pennsylvania, the residents of Corry
love their local high school football team - the Corry Beavers.

To show their support of the team, The Corry Journal offers seat-cushion ad
sponsorships to local businesses. More than 40 business card-sized ads are
sold for $200 apiece. Previous year's cushions were well received by fans who
were spotted using them at other Corry High School sporting events, once the
football season ended.

Over 300 cushions, printed in the team colors of black and orange, are
distributed - for free, at the school’s first home football game in September.

LITTLE LEAGUE BASEBALL' WORLD SERIES

Williamsport Sun-Gazette

Each August, Williamsport is buzzing with activity as players, families and friends
arrive for the Little League Baseball® World Series. The Williamsport Sun-Gazette
has a long-standing tradition of supporting the event by producing several fan-
favorite keepsakes, including a special Little League Extra newspaper wrap, a Little
League Scrapbook, a series of trading pins, posters that highlight the trading pins
and a complementary pin trading booklet.

For the duration of the series, the front of the newspaper’s sports
section is wrapped with a special page, titled Little League Extra that
focuses on the day’s events, and includes other interesting content. A
strip ad is available at the bottom of the page. This wrap is then
repurposed as the front cover of that day's newspaper which is sold at
the venue.

The Grand Slam Parade, complete with each team riding on their own
float, kicks off the event. Information about each team, along with
photos from the parade, are used to create a Little League Scrapbook
that is available for purchase. Blank pages for autographs, and
advertising space on each page, rounds out the publication.

The Sun-Gazette also designs a series of unique trading pins that are
offered for sale. A corresponding pin trading booklet is produced and
distributed, free-of-charge, at the parade. Three full-page collectable

posters that include images of the pins are inserted in the newspaper during the week of the event.
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SPECIALTY
PUBLICATIONS

AREA GUIDE BOOK - [ —
Bucks County Herald » Lahaska . -A]- ea GUIde |

The Bucks County Herald publishes a regular feature titled “Destination” that focuses on
the history and makeup of one of the fifty towns that comprises its distribution area. Due
to the popularity of these stories, the Herald relaunched its Area Guide Book as a
twice-a-year compilation of these pieces. Corresponding QR codes allow readers to
conveniently dive more deeply into information about each community, including a
detailed map.

The revenue stream for this product is two-fold - including proceeds from both advertising
sales and distribution sales. The book retails for $5.00 and is available to retail outlets at
the wholesale price of $2.50. R e T W
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THE LOCAL PROPHET
Chestnut Hill Local » Philadelphia

he WIZARD WORLD'S TABLOID CHOICE
If you've ever wondered what Butterbeer really tastes like or want to watch eaka 10 00 s
someone catch the Golden Snitch in a high stakes Quidditch match, the [
annual Wands & Wizards event (formerly the Harry Potter Festival) in STREETS

Chestnut Hill is the place to go. While you're there, be sure to pick up a copy .'
of The Local Prophet, a free newspaper produced by Chestnut Hill Local, that GLEARED
contains interesting information about the festival, local advertising, and for

some extra magic - special effects.

The Chestnut Hill Local has been involved with the festival since day one.
For the first event, the newspaper developed a fourpage publication called
The Local Prophet (a nod to the newspaper in the Harry Potter books called
The Daily Prophet) to hand out to those in attendance. Since that time, it has
grown to 20-pages, and is strongly supported by local advertisers.

With the help of an augmented reality app, readers can scan photos in the publication with their smartphone to
have images move around on the page and allow music and video to begin to play. More than 10,000 copies of
the newspaper are published, which includes many that are distributed throughout Philadelphia as a
promotional piece for the event.

Due to the popularity of the Festival, and the local advertisers’ support of the event, The Local Prophet has been
a non-traditional revenue generator for the Chestnut Hill Local. Wands up to that!
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GET THE JOB
The Daily Item * Sunbury

Get the Job was published as a resource for people actively searching for jobs
or looking to make a career change. The newspaper also offered an online/
social media package through its partnership with monster.com. This package
included a 14-day posting on Monster, Career Ad Network and Twitter.

Get the Job reached The Daily Item and The Danville News audience of more
than 40,000 readers as well as an online audience averaging 28,000 readers.

Additional copies of this section were distributed to employment agencies.

Advertisers included local businesses looking for a new recruitment outlet, :mg-i;ﬁﬂfl-%a'ﬁaﬂ." . ':
and the net revenue from this publication was $2,300. g _:' i

GSVCC BUSINESS RESOURCE GUIDE & MEMBER DIRECTORY
The Daily Item * Sunbury

Working together, The Daily Item and the Greater Susquehanna Valley Chamber of
Commerce published a Business Resource and Directory of the Greater
Susquehanna Valley. The Directory had several advertisements from Chamber
members, and stories from a few members about their businesses that were
chosen by the GSVCC Staff.

The cover photos represent the four seasons in the Susquehanna Valley.

The Business Resource and Directory was published and distributed to the GSVCC
office, and The Daily Item staff delivered copies to the advertisers that participated.
The Directory is available to all GSVCC members and is given to new businesses
upon opening in the Greater Susquehanna Valley. This is a great resource for
business to business marketing.

GSVCC MAP

The Daily Item * Sunbury

In partnership, The Daily Item and the Greater Susquehanna Valley Chamber of
Commerce published a map of the Greater Susquehanna Valley. The map includes
several advertisements from Chamber members, a map key and the cover has a
well-recognized photo of the Valley.

The map was published and distributed to the GSVCC office and The Daily Item
staff delivered copies to the advertisers that were included on the map. The maps
are also available to all GSVCC members upon request and The Daily Item hands
them out to new businesses opening in the Great Susquehanna Valley.

Map advertisers included GSVCC members, and the project yielded net revenue of
nearly $21,000 and a profit of more than $15,000.
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SUSQUEHANNA VALLEY WINE & BREW GUIDE
The Daily Item ¢ Sunbury

The Daily Item published the area’s premiere Winery & Brewpub edition. Using one of
four layouts, advertisers were able to showcase your business in a full color, magazine-
style guide.

The Winery & Brewpub Guide reached The Daily Item and The Danville News audience
of more than 40,000 readers as well as an online audience averaging 28,000 readers.

The Guide was also placed at six local wine and brewfest events. Revenue from this
publication was more than $9,000 with $6,600 in profit.

ADULT COLORING BOOKS
The Daily News « Huntingdon

Due to the popularity of adult coloring books, The Daily News produced two of its own.
The first book included illustrations of area buildings, and local businesses paid to
sponsor the pages.

The second book, released in time for Easter, featured illustrations of area churches.
Newspaper subscribers received the coloring books for free, and others could purchase
them for $10.

AREA EATS

The Indiana Gazette

Local restaurants have a unigue opportunity to promote their businesses in The Indiana
Gazette's magazine — Area Eats. Approximately 25 restaurants purchased either a
half-page, full-page and double-truck ad space. They are also encouraged to include a
coupon offer.

Area Eats is distributed to approximately 80% of households in Indiana County through
both the daily newspaper and the corresponding TMC product.

BANANA SPLIT FESTIVAL TAB
The Latrobe Bulletin

The Latrobe Bulletin produces the official tab for the Greater Latrobe-Laurel Valley
Regional Chamber of Commerce’s annual Banana Split Festival — which attracts
more than 20,000 people each year.

The tab, which includes maps and a list of the shows at the festival, is inserted into
the newspaper, and overrun copies are available at the Chamber’s festival booth.
The Chamber cross-promotes the tab, and ten percent of the proceeds are given
back to the Chamber.
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HOTEL WRAP RTINS et

The Latrobe Bulletin

From Memorial Day through Labor Day, The Latrobe Bulletin produces a four-page
cover wrap, with ads, that is included with the newspapers that are dropped off at
four local hotels. Travelers are exposed to information about area businesses.
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BRIDAL GUIDE

Observer-Reporter » Washington

The Observer-Reporter's Bridal Guide was completely redesigned to feature
100 percent local content. The cover was chosen through a photo contest that
generated $11,000 in revenue in 2018.

Inside the book, a number of area weddings are featured, and a comprehensive
reception venue guide that breaks down price, capacity, when to book, etc.,
and more, is included. The publication generated nearly $25,150 in revenue.

An interesting twist is that the O-R doesn't use its newspaper to deliver this
product. It is direct mailed to brides-to-be and women aged 28-35 making more
than $100,000 in the Pittsburgh DMA. With revenue diversification top of mind
for many in our industry, the O-R sees this product as the first step in building a
standalone niche publication division. - SN R unbigeayt

Link to e-edition on issuu.com:
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Observer-Reporter  Washington

It had been more than 10 years since the ObserverReporter included a
television book in their newspaper. After receiving many reader requests
to reconsider this decision, the publication relaunched TV Weekly, and it's
been a win-win for everyone.

Working in conjunction with PNA affiliate member Advantage Newspaper
Consultants to sell advertising space in the publication, approximately 40
local advertisers committed to a 52-week contract yielding the Observer
Reporter more than $200,000 in advertising revenue. Circulation revenue
also increased by more than $450,000 as the cost of all subscriptions was
increased by $.50 to compensate for the addition of this premium product.

The Observer-Reporter receives the television listing pages from
Gracenote which include spaces to place the local ads.
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https://issuu.com/kgreenalm/docs/20180418_bridalguide
https://issuu.com/kgreenalm/docs/20180418_bridalguide

PITTSBURGH CATHOLIC MAGAZINE PITTSBURGH
Pittsburgh Catholic CathOIIC

DISABILITY AWARENESS MAGAZINE

Like most newspapers, looking at ways to give our readers more and increase
revenue is always at the forefront of our minds. Therefore, in the summer of “Hard
2009, Pittsburgh Catholic introduced Pittsburgh Catholic Magazine. The "
newspaper saw a need and filled it. This high-quality, glossy publication but to
focuses on specific content of interest to readers, such as the family, senior
citizens, education and disability awareness. The content is generally local, and
people jump at the chance to submit stories at no cost, particularly those
involved in the non-profit sector; the publication is very frugal when procuring
content. The magazine is a niche publication that gives writers a chance to
submit copy, provides valuable information to readers and offers an opportunity
for advertisers, who prefer a glossy publication to newsprint, to reach its
readership.
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CAREGIVER CENTRAL PA GUIDE
Press And Journal « Middletown ﬁlver
CentralPA

2018 GUIDE

Caring for an aging friend or relative has many rewards, as well as many
challenges. Having been down this path themselves, the owners of the Press And
Journal wanted to create a guide that would be a useful tool for caregivers. As a
result, the Caregiver Central PA Guide was created. The publication includes a
local resource directory for services such as cleaning, medical devices and legal
issues, a list of help lines, a summary of national support services, plus some
interesting seniorrelated articles.

The annual directory is inserted into the Press And Journal’s sister publication,
Woman, because of the demographic audience it reaches. Research indicates
that the typical caregiver is an employed woman, age 49, who is caring for her
69-year old mother - a perfect match for WWoman's readership.

PSU GUIDE

Press And Journal « Middletown

For the past several years, the Press And Journal has been producing its PSU
Guide as a way to introduce Penn State University students, as well as faculty and
staff, to businesses in the greater Middletown and Central Pennsylvania areas.

The publication allows area advertisers the opportunity to reach a demographic to
which they may not normally connect.

Copies of the publication are distributed to incoming freshman students during
orientation, and are also placed in every apartment on campus, as well as in all
off-campus housing. Several hundred copies of the Guide are also handed out
during an annual community event held the first week of classes.

The Guide's content is generated by Press And Journal staff and features local
information of all kinds - recreation, shopping, entertainment and services. The
goal is to provide new and returning students with a valuable resource guide that covers everything from health
information and car repair/servicing, to the best walking and hiking trails in Central PA, that they can use
throughout the year.
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WORD SEARCH BOOK PRESS  ENTERPRISE

Press Enterprise * Bloomsburg

The Press Enterprise created an advertisersponsored Word Search Book.
Due to the popularity of the various puzzles that are published each day,
the newspaper wanted to offer puzzle enthusiasts a standalone piece that
had shelf life.
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Recognizing that puzzles are especially popular with the adult 50+
population, advertisers offering products and services targeted to this
audience were asked to sponsor a word search that contained hidden
terms related to the nature of their business. The newspaper'’s staff
searched each potential advertiser's website, identified key words related
to their business, and designed a prototype puzzle, which was then
presented. Being proactive reduced the work required of the advertiser and made it easier for them to agree to
participate. A corresponding ad from each sponsor was published next to their puzzle.
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DISCOVER NORTHERN MERCER COUNTY
The Record-Argus * Greenville

To help attract visitors to its small community and educate local residents about
the area’s history and upcoming events, The Record-Argus produces an annual
publication titled Discover Northern Mercer County. A recent edition focuses on
interesting facts and urban legends related to Mercer County, including torpedo
testing on Pymatuning Lake during WWII, the Underground Railroad that ran
through the area, and locally produced TNT. Did you know that Mercer County is
the birthplace of the parachute? It also features unique things to do that many
people may not be aware of.

The publication is popular with local advertisers who want to help promote the i .
area in addition to highlighting their business. It is inserted into the newspaper, i lLi'i‘-f*"‘\
and is also distributed at 50 area locations, including the Chamber of Commerce,
campgrounds, convenience stores, restaurants, hotels, the local hospital, library, SUMMER 2017
and real estate offices.

MEMORIAL BOOK
The Record Herald * Waynesboro

Working with the local funeral directors in the area, The Record Herald offers
grieving families the opportunity to include the name and photo of their deceased
loved one in the newspaper’s annual Memorial Book. For an additional $25 added
to the cost of an obituary, the deceased is featured in a yearend commemorative
book that recognizes those who have passed away, organized by month, during
the calendar year.

The book is printed and available in time for the holiday season. Many readers
purchase multiple copies to send to out-of-state relatives. This initiative has
generated more than $20,000 in revenue.
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ewsMedia

Pennsylvania NewsMedia Association
3899 North Front St., Harrisburg, PA 17110

phone: 717.703.3000 * fax: 717.703.3001
www.panewsmedia.org



