
2011 CSCMA Annual Promotional Display 
Competition 
Entry Categories 

1. Subscriber Acquisition – Promotions designed to gain new readers for a 
subscription commitment:  direct marketing, carrier contest, crew sales, kiosk, 
free-standing inserts, direct mail, and web or email sales programs. 

2. Subscriber retention and/or customer service – Promotions designed to gain 
subscription renewal or payment from existing subscribers. 

3. Single Copy – Includes all promotions for newspapers sold directly to the 
reader in single unit  increments (rack or dealer sales). 

4. Newspapers in Education– Promotions with the objective to gain program 
funding; or readership targeting teachers, students, or parents. 

5. Third party or other verified circulation – Promotions targeting readers where 
the newspaper is either provided without cost or purchased by a third party.  
This category may include business to business promotions that solicit purchase 
of newspapers for a designated audience.  

6. Brand Marketing – Programs designed and created by newspaper employees to 
grow the value of the brand.  Work created by advertising agencies is not 
eligible for this category. 

 



• Subscriber Acquisition – Promotions designed to gain 
new readers for a subscription commitment:  direct 
marketing, carrier contest, crew sales, kiosk, free-
standing inserts, direct mail, and web or email sales 
programs. 
 



Newspaper :  The Osceola Edition of the Pioneer 

City : Big Rapids, MI 

Circulation Group :  <25 thousand  (select from:  <25; 25 –  50; 50 –  100; >100 thousand) 

Category and Name :  Subscriber Acquisition 

Name of Entry: OE Free Trial Offer  

Submitted By :  Candy Allan 

Phone :  231-592-8376 

E-Mail :  callan@pioneergroup.com 

Title : Circulation Manager 

 

Objective : Leverage existing subscriptions to another paper to grow circulation for the Osceola Edition. 

Results:  The Osceola Edition had been struggling and Pioneer Group invested resources to overhaul the 
paper. While we stopped short of a complete redesign, more reporters were hired to improve and increase 
the content of the paper, as well as other changes to better serve the community. To entice people to take a 
fresh look, we ran a letter campaign to Pioneer subscribers in the Osceola Edition area, offering a six-issue 
free trial and reduced subscription rate for the first year. We followed up with people who accepted the 
free trial with phone calls and invoices. Of the eligible subscribers who received the letter, 46% took the 
free trial.  

Final results:   At the conclusion of the promotion, 51% of people who had accepted the free trial 
subscribed for a year. That figure represents 24% of people who were mailed the initial letter. It also 
generated some “buzz” in the community, as we had people who weren’t on the list call in asking about the 
promotion because their friends or family had mentioned it. Retention data on these starts is not yet 
available.   

 



The comments portion was helpful in that people 
who chose not to take the free trial often gave us 
information we used to tailor subsequent 
promotion offers. 

Of the people who returned this form for the free 
trial, 51% ultimately subscribed for one year.  

Retention data is not yet available. 



Newspaper :  The Herald-Times 

City : Bloomington, Indiana  

Circulation Group :  <25,000  

Category and Name : Subscriber Acquisition  

Name of Entry: Fall Special Free- Standing Insert  

Submitted By :  Tim D. Smith 

Phone :  812-331—4203                              

E-Mail :  tsmith@heraldt.com  

Title : Hoosier-Times Group Circulation Director  

 

Objective : Find a way to communicate our biggest subscription savings of the year to non-subscribers.  

Results:  We’ve gone to the dogs to sell subscriptions!  We used the power of the word STOP!, combined 
with the cuteness of a puppy and a really good discount to sell a huge amount of subscriptions during our 
Fall Special sales period.  We inserted single copy, had carriers and DM’s sampling and placed them in 
various high traffic pick-up areas.  

Final results:   This pup did not disappoint.  We had 765 Fall Special starts from 8/10/2010 to 
11/10/2010!     

 





 

Newspaper :  The Fort Madison Daily Democrat 

City : Fort Madison, Iowa 

Circulation Group :  <25  (select from:  <25; 25 –  50; 50 –  100; >100 thousand) 

Category and Name :  Subscriber Acquisition and Retention 

Name of Entry: Iowa Hawkeye Football Mania  

Submitted By :  Mary Older 

Phone :  319-372-6421 

E-Mail :  accounting@dailydem.com 

Title : Business Manager/Circulation Director 

Objective : Entice new subscribers while promoting our expanded coverage of Iowa Hawkeye Football. 

Results:  Iowa Hawkeye Football mania has hit Southeast Iowa and the Ft Madison Daily Democrat.  
Expanding our sports coverage of the Iowa Hawkeye home football games we now offer a great way to 
”Catch” all the game high lights. Introducing the Iowa Hawkeye Spirit Tubes.  By subscribing to the Daily  
Democrat for 24 weeks, new subscribers receive free the black and gold Iowa Hawkeye/Daily Democrat 
newspaper tube. Current subscribers can renew for one year and received the coveted Iowa Hawkeye Tube 
free.  This promotion is featured on our sample wrap distribution piece as well as house ads running in our 
paper and sister publications. This is a new promotion for The Daily Democrat and the promoter states we 
are the first in Iowa to start the newspaper spirit tube. This universal motor tube can be used to support 
any sport team from your local high school, to college to NFL.  The promoter does all the licensing with the 
schools and set up is very easy. We were able to use this promotion again during the winter bowl games. 

Final results:  With this new promotion we were able to secure 30 new starts and had many subscriber 
renewals. We ran the promotion again in Jan for the bowl game and had great success. Subscribers have 
been very pleased with the tubes.     

 



v  Universal Motor Tube makes it easy to promote   
     any sports team. Tubes are of high quality. 
 
v  As a new subscriber a motor tube is needed and   
     The Hawkeye Tube serves a dual purpose, we still  
     need to buy tubes. 
 
v   Subscriber’s still inquire how to get the Iowa  
      Hawkeye tube and can get it free with a 
      one-year renewal. 
 
v  Spirit tubes can be used to help the local school  
     athletic boosters as a fund-raiser while it boosts,    
     new subscribers for the newspaper 

Sample of full-page Iowa Hawkeye Motor 
Tube 



Newspaper :  The Janesville Gazette 

City : Janesville, WI 

Circulation Group :  <25 thousand 

Category and Name :  Subscriber Acquisition 

Name of Entry:  Vote  

Submitted By :  Sara Miller & Lon Haenel 

Phone :  608-755-9430 or 608-755-9423 

E-Mail :  smiller@gazettextra.com or lonh@gazettextra.com 

Title : Marketing & Circulation Director 

 

Objective :  To capture momentum from the busy fall of 2010 election season to acquire new subscribers. 

Results:  An eye-popping campaign was developed that appealed to the patriotic senses.  The creative 
urged consumers to ‘Vote Informed.’  Benefit copy reinforces the watch-dog quality of newspapers and the 
precious rights protected by the First Amendment.      

Final results:   The campaign was exclusively responsible for growing new acquisition start pressure by 
13.6%, when compared to the same period one year ago.   

 



v  Strong creative speaks to consumers 
during the important Fall 2010 election 
campaign season. 
 
 
v  Reinforces how newspapers work hard 
everyday to create an informed populace and 
democracy. 
 
 
v  Strong offer carries new subscribers 
through the election season. 
 
 
v  Activated across three sales channels- 
web, call center, and mail back. 

Sample of Vote insert 



Newspaper :  The Janesville Gazette 

City : Janesville, WI 

Circulation Group :  <25 thousand 

Category and Name :  Subscriber Acquisition 

Name of Entry: Lucky 777  

Submitted By :  Sara Miller & Lon Haenel 

Phone :  608-755-9430 or 608-755-9423 

E-Mail :  smiller@gazettextra.com or lonh@gazettextra.com 

Title : Marketing & Circulation Director 

 

Objective :  To create urgency with a short-term expire date 

Results:   Creative was developed around a “casino” theme, along with a very aggressive offer: 7 months 
of 7-day delivery for $7 per month.  

Final results:    The one-time insertion in regional TMCs yielded 38 new customers, who placed their 
order on a pre-pay only basis.   

 



v  Short-term, aggressive offer. 
 
 
v  One-time Sunday drop in regional 
shopper products to non-subscribers. 
 
 
v  Pre-pay only 
 
 
v  Activated across three sales 
channels- web, call center, and mail back. 

Sample of Lucky 777  



 
 
 
Newspaper: Manistee News Advocate 
City: Manistee, Michigan 
Circulation Group: <25 thousand 
Category: Subscriber Acquisition 
Name of Entry: Gift Idea promotion- Local Authors 
Submitted by: Aaron DeKuiper 
Phone: 231-398-3124 
Email: adekuiper@pioneergroup.com 
Title: Circulation Manager 
  
Objective: Several local authors related to our paper released books recently.  Our 
goal was to generate new starts by giving away copies of these books.  We got a 
very good rate per book, and the authors also got increased visibility  
  
Results:  We generated 28 new starts over a span of about a month, which 
representated about 10% of our total annual starts from promotions.  This promotion 
also generated around $1700.00 with an expense of under $400.00.  By using the 
books as the call to action incentive, we were able to charge full price for each 
subscription to maximize revenue.    
  
Additionally, by teaming with local authors rather than a national chain retailer we 
were able to help promote local talent and the community while also increasing 
subscribers. 
  

  
  



    

Full-color Rack Card produced by local print shop at little expense 

  



Newspaper :  The Pantagraph 

City :  Bloomington, IL 

Circulation Group :  25 -50 thousand   

Category and Name :  Subscriber Acquisition 

Name of Entry: Bears/Packers blanket promotion 

Submitted By :  Jonell Kehias 

Phone :  309-820-3350 

E-Mail :  jkehias@pantagraph.com 

Title :  Circulation Marketing/Retention Manager  

Objective : Increase EZ Pay Subscribers 

Results: To take advantage of the storied rivalry between the Bears and Packers for the NFC championship on 
Jan.23, we ordered several boxes of  NFL officially licensed Bears and Packers blankets. We had to order both 
blankets from both teams because even though The Pantagraph is located in the heart of Bears country, we still have 
some misguided Packer fans in our distribution area – including our Publisher. We ran in-paper and online ads 
promoting the blanket as a premium to non-subscribers or subscribers who switched their method of payment to EZ 
Pay. We also alerted our telemarketers and kiosk vendor of the offer, and also let them offer the blanket as a 
premium. This was a quick-hit push that started on Jan 16 and ended Feb. 27. In that 6-week period we gained 27 EZ 
Pay subscribers and switched over nine 10-week subscribers to EZ Pay.    

Final results:   As of March 25 we have only lost one of our EZ Pay subscribers.  We have also used the 
blankets as a PR tool, donating them to several charities to use in auctions, where they have garnered us 
much goodwill.  Due to popular demand, we also offered them to our employees at cost.     

 

 



v Gained 27 new EZ Pay Subscribers and converted  
    9 regular subscribers to EZ Pay 
     donors 
 
v  Sold 17 blankets to employees 
      
v  Received calls from two charities asking for  
      blankets to be used as donations to auction. 
 
 
 
 

Sample of Bears/Packers Blanket ad 

http://www.pantagraph.com/app/advertising/demo/2011/04/012111_Blanket_Pencil.html 



Newspaper :  The Daily Journal  

City : Kankakee, IL 

Circulation Group :  25 - 50 thousand   

Category and Name :  Subscriber Acquisition 

Name of Entry: Try & Buy promotion  

Submitted By :  Craig Campbell 

Phone :  815-937-3870 

E-Mail :  ccampbell@daily-journal.com    

Title : Circulation Sales Manager 

 

Objective : We wanted to have an effectivepiece of sales collateral available for our District Managers and 
Carriers that could be used any time throughout the year for sampling 1 week free subscriptions. With this 
piece, we selected artwork that appealed to women, the primary buyers in most homes. The message of 
this piece was “Try before you buy”, giving the customer 6 free issues before they were asked to make a 
buying decision.   

Results:  Throughout 2010, 1,200 people opted-in for the “6 free issues” sample. Of the 1,200 that opted- 
in for the free sample, 43% ordered a subscription after their initial 6 free issues.    

Final results:   We found that having a printed promotional piece available to our District Manager team 
was invaluable, as they sampled aggressively. We hoped for a 10-20% range in terms of customers 
ordering after their initial free trial. The 43% return that we achieved surpassed our expectations and 
affirmed the strength of a good sampling program and creative print piece.   

 



v •1,200 total 1 week free trial subscriptions  
     generated with this promotion.  
 
v  Conversion rate from 1 week sample opt-in  
     to new subscription order was 43%.  
 
v  Flyer was an integral part of our 2010 sales  
    plan. It functioned as a filler in the transition  
    times between larger promotions. 

Promotional “Try & Buy” flyer  



Flyer’s back 



Newspaper :  The Daily Journal  

City : Kankakee, IL 

Circulation Group :  25 - 50 thousand   

Category and Name :  Subscriber Acquisition 

Name of Entry: School Donation Promotion  

Submitted By :  Craig Campbell 

Phone :  815-937-3870 

E-Mail :  ccampbell@daily-journal.com    

Title : Circulation Sales Manager 

 

Objective : Drive subscription sales, promote our newsroom’s “Education in Crisis” six -part series, and 
give new subscribers the opportunity to donate to a local school with a subscription purchase.  

Results:  Through a targeted Direct Mail campaign, as well as promotion through Single Copy inserts, our 
“School Donation” promotion achieved 200+ subscription sales. By purchasing a subscription, new 
customers donated a portion of their subscription payment to 44 different local elementary, junior high 
and high schools.   

Final results:   This promotion was very successful for us, and highly popular for attracting new readers. 
Our timing couldn’t have been better. We ran this promotion during May and June of 2010, a time when 
our local schools were struggling with well-publicized budget deficits. By promoting our newsroom’s 
“Education in Crisis” series, and promising to donate a portion of proceeds on all subscription sales sold 
during this promotion, we hit an emotional nerve with the public and got the results we needed.   
  

 



v •200+ new subscription orders sold during  
     promotion.  

 
v  44 local schools received donations from 
     new subscribers in this promotion.  
  
v  63% of all new orders paid.  
  
 
 
 
 

Free Standing Insert 



Direct Mail piece: Full page ROP Ad: 



Newspaper :  Peoria Journal Star 

City : Peoria IL  

Circulation Group :  50 - 100 thousand  (select from:  <25; 25 –  50; 50 –  100; >100 thousand) 

Category and Name :  Subscriber Acquisition 

Name of Entry: eJournal Star  

Submitted By :  Angie Lyons 

Phone :  309-686-3174 

E-Mail :  alyons@pjstar.com  

Title : Circulation Sales Manager 

 

Objective : To increase readership and  awareness our digital newspaper 

Results:  We did not start promoting our e-Journal Star  until October of 2010. We have promoted it as an 
additional product for $1.00 per month to our current 7 day print subscribers  

Final results:   From October to December  we  acquired  510 e-Journal Star subscribers. This number of 
subscribers will give us an additional $6120 in revenue  each year.  

 



v  Ad runs 2-3 times per week ROP 
      
 
 
v  Over 500 customers subscribed to it in the first 2      
months available  
 
 
v  These 510 subscribers will generate an additional 
$6120 in revenue  
    
 

Sample of ROP ad ran promoting e-
Journal Star 



• Subscriber retention and/or customer service – 
Promotions designed to gain subscription renewal or 
payment from existing subscribers. 
 



Newspaper :  The Janesville Gazette 

City : Janesville, WI 

Circulation Group :  <25 thousand 

Category and Name :  Subscriber Retention and/or Customer Service 

Name of Entry: Advanced Renewal  

Submitted By :  Sara Miller & Lon Haenel 

Phone :  608-755-9430 or 608-755-9423 

E-Mail :  smiller@gazettextra.com or lonh@gazettextra.com 

Title : Marketing & Circulation Director 

 

Objective :  To encourage subscribers to pay subscription in advance of established billing cycle 

Results:   Oversized postcard is mailed to all subscribers 30 days prior to receiving their billing statement.  
The creative reinforces Gazette brand and benefits.  Call-to-action is Gazette Reader Rewards card which 
is earned by subscribers paying at least 26 weeks in advance or EASYPAY.   

Final results:   Program has produced over 3,530 renewals.  Payments range from six to 12 months in 
term length.  Total circulation revenue directly attributed to campaign is in excess of $619,000. 
  

 



v  Mailed to all subscribers 30 days in 
advance of usual billing cycle. 
 
 
v  Promotes the benefits of the Gazette. 
 
 
v  Special premium included in renewal 
payment of at least six months: Gazette 
Reader Rewards Card. 
 
 
v  In 2010, campaign produced over 3,500 
renewals and more than $619,000 in 
revenue. 

Sample of 
Advanced Renewal campaign 



Newspaper :  The Janesville Gazette 

City : Janesville, WI 

Circulation Group :  <25 thousand 

Category and Name :  Subscriber Retention and/or Customer Service 

Name of Entry:  EASYPAY & Retention Life Cycle  

Submitted By :  Sara Miller & Lon Haenel 

Phone :  608-755-9430 or 608-755-9423 

E-Mail :  smiller@gazettextra.com or lonh@gazettextra.com 

Title : Marketing & Circulation Director 

 

Objective :  To grow the life-cycle length of Gazette subscribers, thereby reducing churn. 

Results:   In an effort to defend a hyper-aggressive rate increase, the Gazette created stronger retention 
life-cycle marketing practices.  At a current discount of 10% off standard, EASYPAY is the most aggressive, 
standard rate.  In addition to EASYPAY playing a key role in preventing increased subscriber churn, our 
fall of 2010 rate increase– a 12.5% rate hike-- has further elevated the value of EASYPAY in our customers’ 
lives. 

EASYPAY is promoted at every possible opportunity:  web, telemarketing, e-mail marketing, direct mail , 
insert media, ROP, billing statements and stuffers, and billing envelopes- both circulation and advertising,  

Final results:   Since our September 2010 rate increase, we have grown our circulation volume.  In fact, 
we’ve grown our volume of EASYPAY customers by over 15% since August 2010.  Our 5,800+ EASYPAY 
customers account for more than 27% of our entire home delivery base.     

 



v  Enrollment forms included with every circulation 
billing statement. 
 
v  ALL billing customers receive telemarketing 
pressure to enroll in EASYPAY, usually 1-3 days after 
receiving their statement in the mail.  They continue to 
receive telemarketing pressure as they approach their 
service suspend date, as well. 

 
v Website banner ads with EASYPAY pull-through to 
support ongoing campaign. 
 

EASYPAY & Retention Life Cycle  

GazetteXtra.com banner ad for EASYPAY pull-through 
 

EASYPAY registration forms inserted into 
subscriber billing statements 



EASYPAY & Retention Life Cycle  

Subscriber 
billing 
statement and 
envelopes 

Last Day Paper flier delivered by shortage drivers 
 



  

 
 
 
Newspaper: Manistee News Advocate 
City: Manistee, Michigan 
Circulation Group: <25 thousand 
Category: Subscriber Retention/Customer Service 
Name of Entry: Bingo! 
Submitted by: Aaron DeKuiper 
Phone: 231-398-3124 
Email: adekuiper@pioneergroup.com 
Title: Circulation Manager 
  
Objective: To create a buzz in the community by giving readers a fun game to play 
during the winter months.  Bingo cards were inserted in all papers on one day 
and numbers were printed in the paper throughout an entire month.  Subscriber 
retention and single copy sales were aided by the level of reader interest in the 
month-long game.  Also, our advertising department got the chance to sell the 
number ads for extra revenue opportunities.  All winning cards were entered into a 
drawing for local prizes. 
  
Results:  Amazing interest in this winter game!  Somewhere around 25% of all 
readers participated in the game, and during the final days to enter the drawing 
we received well over 500 cards each day.  Readers loved it!  The cost of the 
prizes and the Bingo cards themselves was relatively low.  It was nice to run a 
"value added" promotion to bolster reader's opinion on the value of the newspaper 
as a whole.    
  

  
  



Full-color Rack Card produced by local print shop at very little expense 



Full page, full color 
rules ad laid out all 
the details for 
readers and also 
covered the 
newspaper on all 
angles. 
  
Bingo number 
sponsors get 
additional visibility 
as part of complete 
sponsor list, below 



• Single Copy – Includes all promotions for newspapers 
sold directly to the reader in single unit  increments (rack 
or dealer sales). 
 



Newspaper :  The Janesville Gazette 

City : Janesville, WI 

Circulation Group :  <25 thousand 

Category and Name :  Single Copy 

Name of Entry: Biggest Saver Contest  

Submitted By :  Sara Miller & Gordy Dresdow 

Phone :  608-755-9430 or 608-755-9481 

E-Mail :  smiller@gazettextra.com or gdresdow@gazettextra.com 

Title : Marketing & Single Copy Manager 

 

Objective : Raise single copy sales and promote savings by using Gazette coupons. 

Results: The Gazette implemented this contest in 2010 to raise single copy sales. Each week The Biggest Saver 
was awarded with a $100 grocery gift card of their choice and their next 4 weeks FREE. One participant realized the 
savings in our paper were so great, she now receives a total of 60 home delivered Sunday papers per week.   

Final results:  Total savings during 5-week contest was over $5500 with 200 participants.     

 



Sample of Biggest Saver ROP Advertising 



Additional Sample of Biggest Saver ROP Advertising 

Weekly ROP 
ad pulling 
participation 
into contest. 



Newspaper :  The Janesville Gazette 

City : Janesville, WI 

Circulation Group :  <25 thousand 

Category and Name :  Single Copy 

Name of Entry: Gazette’s Gobblin’ Give -A-Way  

Submitted By :  Sara Miller & Gordy Dresdow 

Phone :  608-755-9430 or 608-755-9481 

E-Mail :  smiller@gazettextra.com or gdresdow@gazettextra.com 

Title : Marketing & Single Copy Manager 

 

Objective : Increase single copy sales by providing a register to win contest permitting consumers to enter 
as many times as they want. Official entry blanks only available in the paper on select dates during the 
4-week contest. 

Results:  Two Thanksgiving turkeys were given away at each participating grocery store. The turkeys were 
in the form of $25 gift cards. The Gazette bought one from each store with each store donating one. 

Final results:   18 out of the 20 grocery stores that sell our paper participated. Over 3,500 register-to-win 
slips were collected from the stores. The three Sunday editions that had the entry blank achieved a 5% lift 
over the preceding three Sundays.     

 



v  18 out of the 20 grocery stores that 
sell our paper participated 
 
v  Over 3,500 register-to-win slips 
were collected from the stores 
 
v  The three Sunday editions that had 
the entry blank achieved a 5% increase 
over the preceding three Sundays 

Sample of  The Gazette’s  
Gobblin’ Give -A-Way 



Newspaper :  The Pantagraph 

City :  Bloomington, IL 

Circulation Group :  25 -50 thousand   

Category and Name : Single Copy 

Name of Entry: Fannie May 

Submitted By :  Jonell Kehias 

Phone :  309-820-3350 

E-Mail :  jkehias@pantagraph.com 

Title :  Circulation Marketing/Retention Manager  

Objective :  Take advantage of a popular single copy insert to increase sales 

 
Results:  Local chocolatier Fannie May inserts a hugely popular $10 coupon in a single copy insert every holiday 
season. We capitalized on this sought-after FSI by promoting via rack cards and we gained permission from the local 
store manager to put an actual news rack inside the store during the weekend the flier hits so folks could purchase 
additional papers on site. While the insert was only in the Friday paper, we pulled extras from returns and stuffed 
them in Saturday and Sunday papers sold at this store rack. So customers were always buying a current paper AND 
receiving the insert. 

Final results: Over the three day weekend we realized sales of 216 papers from this store rack. We also 
established a relationship with this retail outlet that will hopefully yield future results for both circul ation 
and advertising. We also promoted the insert with rack cards on all our racks and this helped yield a 4% 
total sales bump for the day. 

     

 

 



v  Corner card in Fannie May rack  
 
v  Rack card that appeared on all our racks 
 
v  Sold more than 200 papers from store rack and 
     sales bump throughout all papers   
 
v Win for the store as they gained additional sales  
     and Win for The Pantagraph as we sold additional 
     papers  

 

Sample of Point of  Purchase materials  



Newspaper :  The Pantagraph 

City :  Bloomington, IL 

Circulation Group :  25 -50 thousand   

Category and Name : Single copy 

Name of Entry: Bracelet promotion  

Submitted By :  Jonell Kehias 

Phone :  309-820-3350 

E-Mail :  jkehias@pantagraph.com 

Title :  Circulation Marketing/Retention Manager  

Objective : Increase single copy sales 

Results:  A good advertiser who owns a high-end jewelry store was looking for a unique way to promote 
his business. He offered us 20 Tiffany-style bracelets which we hid in our racks. We promoted this in-
paper, online and with rack cards.  Also, our #1 humorist/columnist mentioned it in his column.    

The lure of free jewelry, especially from this well-known store, proved a real draw and boosted our single 
copy numbers for those days by 317 on Friday and 279 on Sunday. We also saw a bump in Thursday sales 
as we ran clues in that day’s Pantagraph.      

Final results:   Besides the single copy increase, we cemented a valued relationship and when the jeweler 
retired in early March of this year, he gave The Pantagraph the lion’s share of his very large advertising 
budget because we had become such a valued promotional partner.     

 

 



v Increased Single Copy sales by 317 on  
    Friday,  Nov. 12 and  279 on Sunday,  
    Nov. 14  
     
v  Increased Thursday, Nov. 11 sales as well 
 
v  Single copy theft only increased 2.7% for  
     those days 
 
v http://www.pantagraph.com/app/advertising/demo/2011/04/JackBox_NOV10_300.html 
 

Sample of print/POP/online promotional ads 



Newspaper :  The News-Gazette 

City : Champaign, IL 

Circulation Group :25 –  50 thousand 

Category and Name : Single Copy 

Name of Entry: Free Friday 

Submitted By :  Melinda Carpenter 

Phone :  217.351.5601 

E-Mail : mcarpent@news-gazette.com  

Title : Free Friday 

 

Objective : To increase sales numbers while directing traffic to stores. 

Results:  During the 3 week period compared to start of the program, there was an increase of 471%. The 
newspapers were purchased by the stores at a reduced rate and passed out free to their customers.   

 



Sample of in-store signage 



Sample of ROP ad 



Newspaper :  The News-Gazette 

City : Champaign, IL 

Circulation Group :  25 – 50 thousand  

Category and Name : Single Copy 

Name of Entry: Start Smart with News-Gazette and Walgreens 

Submitted By : Melinda Carpenter 

Phone : 217.351.5601 

E-Mail : mcarpent@news-gazette.com 

Title : Single Copy Manager 

 

Objective : Increase sales while directing traffic into stores 

Results: During the 13 week promotion the Walgreens saw a noticeable increase in traffic, which 
produced a 39.2% increase on daily newspaper sales and 24% increase of Sunday sales. Revenue increase 
over previous year $2050.  

 



Sample ROP ad 



Sample store signage 



Newspaper :  The Daily Journal  

City : Kankakee, IL 

Circulation Group :  25 - 50 thousand   

Category and Name :  Single Copy  

Name of Entry: Value Ad Pack Promotion  

Submitted By :  Milford Wichelt 

Phone :  815-937-3325 

E-Mail : mwichelt@daily-journal.com   

Title : Single Copy Sales Manager 

 

Objective : Our study revealed a significant positive correlation between our Weekend edition sales and 
the number of pages of advertising inserts. We decided to test whether inserting Wednesday edition 
returns into select papers and marketing them as a “value pack” for our normal Saturday price of $1.75 
would increase our Saturday sales, increase revenue and build relationships with key vendors.  

Results:  Through effective POP materials and convenient packaging, we were able to increase Weekend 
and Wednesday edition numbers, sales and revenue. Several vendors who advertise in our Wednesday 
edition loved the additional exposure their ads received, as well as the extra value for their customers.    

Final results:   This promotion is ongoing as it helps build our Weekend and Wednesday edition sales, 
increase revenue, and has built a strong bond between our vendors and The Daily Journal.    

 



v  2% increase of Weekend edition sales and 
     revenue from prior year.  
 
v  Sold an additional  9,618 Wednesday  
     newspapers during first quarter.   
  
v Built good relationships with store 
    vendors. 
 
  
 
 



Newspaper :  The Daily Journal  

City : Kankakee, IL 

Circulation Group :  25 - 50 thousand   

Category and Name : Single Copy  

Name of Entry: T.D. Pete’s Promotion  

Submitted By :  Milford Wichelt  

Phone :  815-937-3325 

E-Mail :  mwichelt@daily-journal.com    

Title : Single Copy Sales Manager 

 

Objective : Drive Single Copy sales, increase revenue, and show our ability to drive store traffic to a key 
strategic partner like T.D. Pete’s.   

Results: Through ROP ads and creative Single Copy POP materials, our promotion resulted in 7,070 
Single Copy sales.  

Final results:   This promotion was very successful for our newspaper. We ran this promotion during 
May and October of 2010. By promoting the 10 gallons of gas and free newspaper we increased our daily 
Single Copy numbers, increased revenue and ended up with even better results than expected.   
  

 



v  7,070 Single Copy sales.  
 
v  2010 realized a 160% increase in Single  
     Copy sales year-over-year at T.D. Pete’s.  
 
v  Promotion built a good relationship 
     with T.D. Pete’s.     



• Newspapers in Education– Promotions with the 
objective to gain program funding; or readership targeting 
teachers, students, or parents. 
 



Newspaper :  The Janesville Gazette 

City : Janesville, WI 

Circulation Group :  <25 thousand 

Category and Name :  Newspaper In Education 

Name of Entry: 3 rd  Annual NIE Golf Scramble  

Submitted By :  Sara Miller 

Phone :  608-755-9430 

E-Mail :  smiller@gazettextra.com 

Title : Marketing & Newspaper In Education Coordinator 

 

Objective : Create awareness of NIE with a fun-filled day of golf. Money raised helped provide 
newspapers in our area schools. 

Results:  The Gazette’s NIE program started its annual golf scramble fundraiser in 2008. Each year 
awareness and participation has gone up. Numerous golf challenges are held on the course to raise money 
for NIE. 4-person best ball competition with 1 st place plaques awarded to the winning team. Boxed lunches 
were served to all of our players and appetizers were provided after the event while numerous raffle prizes 
and giveaways were handed out. Hole sponsorships also contributed to amount raised. 

Final results:   Over $2900 was raised in one afternoon for NIE.      

 



v  Over $2900 raised in one 
afternoon. 

 
v  Each year awareness and 
participation grows. 

Sample of 3 rd  Annual Golf Scramble Fundraiser 



Additional Samples 3rd Annual NIE Golf Scramble Fundraiser 

Trophy art for 1 st  place plaques 

Web ad for awareness & alternate registration 



• Third party or other verified circulation – Promotions 
targeting readers where the newspaper is either provided 
without cost or purchased by a third party.  This category 
may include business to business promotions that solicit 
purchase of newspapers for a designated audience.  
 



Newspaper :  The Janesville Gazette 

City : Janesville, WI 

Circulation Group :  <25 thousand 

Category and Name :  Third party or other verified circulation 

Name of Entry: AirFest Wrapper  

Submitted By :  Sara Miller & Lon Haenel 

Phone :  608-755-9430 or 608-755-9423 

E-Mail :  smiller@gazettextra.com or lonh@gazettextra.com 

Title : Marketing & Circulation Director 

 

Objective :  To grow total circulation volumes by using ABC’s barter provisions. 

Results:   Working in conjunction with regional air show organizers, we developed and executed a plan to 
reach regional households via Third Party distribution under ABC Barter Rules.  

Final results:   Total circulation audience of 11,000 households.  Each household received a copy of 
newspaper with full-color wrapper, which promoted AirFEST.  Bartered show admission tickets were used 
by Gazette for EASYPAY sales & marketing premiums.  One-day distribution resulted in net increase in 
paid circulation of 2.3% for May 2010.     

 



v Full-color 
wrapper enveloped 
daily edition and 
delivered to non-
subscribers via 
carriers. 
 

Sample of  
3 rd  Party 

AirFest Wrapper 



Newspaper :  The Janesville Gazette 

City : Janesville, WI 

Circulation Group :  <25 thousand 

Category and Name :  Third party or other verified circulation 

Name of Entry: UW -Whitewater Program (no artwork for this entry)  

Submitted By :  Sara Miller & Lon Haenel 

Phone :  608-755-9430 or 608-755-9423 

E-Mail :  smiller@gazettextra.com or lonh@gazettextra.com 

Title : Marketing & Circulation Director 

 

Objective :  To grow circulation by providing area university with newspapers for public distribution. 

Results:   Over 17,000 annual copies of Gazette daily edition are paid for by UW-Whitewater for campus-
wide distribution.  Copies are available at dining halls, University Center, and other campus locations.  

Final results:   Since the university purchases papers through their Irving Young Auditorium, the Gazette 
makes a profit on the program.  We provide enough papers to move our daily average up about 0.3% 
during school months.  Students love it.  Also, it exposes these young adults to their local daily newspaper, 
rather than the usual list of regional and national papers available at college campuses.     

 



  Newspaper: Manistee News Advocate 
City: Manistee, Michigan 
Circulation Group: <25 thousand 
Category: Third Party 
Name of Entry: Sponsored Campground program 
Submitted by: Aaron DeKuiper 
Phone: 231-398-3124 
Email: adekuiper@pioneergroup.com 
Title: Circulation Manager 
  
Objective: To increase circulation and advertiser views by providing free newspapers 
to guests at local campgrounds during the summer.  We partnered with a local 
grocery store chain to pay for the papers at a reduced rate. 
  
Results:  A good partnership!  Camping is huge in this area in the summer.  The 
program ran from Memorial Day through Labor Day on Saturdays.  Campers got a 
free Saturday paper.  The newspaper got increased net circulation and visibility.  And 
the sponsor got increased foot traffic by including copies of their sales circular in 
each paper.  The papers were bulk dropped at the campground offices so anyone 
who didn't want one didn't have to take one, and there were no mess/litter issues to 
deal with.     
  

  
  
  
  



Newspaper :  The Pantagraph 

City :  Bloomington, IL 

Circulation Group :  25 -50 thousand   

Category and Name :  Third Party Sales 

Name of Entry: Hospital Patient Program  

Submitted By :  Jonell Kehias 

Phone :  309-820-3350 

E-Mail :  jkehias@pantagraph.com 

Title :  Circulation Marketing/Retention Manager  

Objective :  Have local hospital purchase papers for patients 

Results:  We met with the administration of one of our local hospitals and offered them the opportunity to 
purchase papers for their patients at a discounted rate. While we had been selling them 20 newspapers a 
day for their gift shop, we  wanted a deeper relationship that would garner them good PR in a competitive 
environment and garner us heftier sales. They are now purchasing on average 125 patient papers per day, 
which are “wrapped” in a Advocate/BroMenn Kraft.     

Final results:   The hospital is extremely pleased with the positive comments they have received from 
patients, and from the service provided. We deliver a different number of papers to various units so it is a 
turnkey operation for the hospital. As this hospital is undergoing a huge capital campaign and continues to 
expand its campus, we expect the number of papers to grow. 

 



v  We allow the hospital to change their message  
      quarterly. Ads come in camera-ready, so no 
      ad make-up on our end.  

 
 

v  Often the hospital leaves room for us on the  
     wrap, which allows us extra promotional 
     opportunity.   
 

Sample of hospital wrap 



• Brand Marketing – Programs designed and created by 
newspaper employees to grow the value of the brand.  
Work created by advertising agencies is not eligible for 
this category. 

 
 



Newspaper :  The Janesville Gazette 

City : Janesville, WI 

Circulation Group :  <25 thousand 

Category and Name :  Brand Marketing 

Name of Entry: Radio Brand Commercials  

Submitted By :  Sara Miller & Lon Haenel 

Phone :  608-755-9430 or 608-755-9423 

E-Mail :  smiller@gazettextra.com or lonh@gazettextra.com 

Title : Marketing & Circulation Director 

 

Objective :  To enhance direct response efforts during the 4th quarter.   

   To defend aggressive rate increase. 

Results:     Tied strong benefit copy with the Gazette’s branded music bed for brand awareness.  Benefit 
points included local content, home delivery convenience, value, saving money with coupons, 1st 
Amendment rights, local advertising, and watch-dog journalism.        

Final results:   Despite aggressive rate increase, the Gazette experienced no loss in home-delivery 
volume; higher home-delivery rates grew net revenue in the 4th quarter and beyond.  Subscription starts in 
the 4th quarter were well above the same quarter in 2009: over 12% more.  

 



v  Hear radio commercials by clicking icons 
 

v Used to reinforce Gazette brand during 
critical 4 th quarter sales & marketing push 
and defend aggressive rate increase. 
 

 Brand Radio Commercials mp3s radiospot1.mp3

radiospot2.mp3

radiospot3.mp3

radiospot4.mp3



Newspaper :  The Pantagraph 

City :  Bloomington, IL 

Circulation Group :  25 -50 thousand   

Category and Name :  Brand marketing 

Name of Entry: First. Best.  

Submitted By :  Jonell Kehias 

Phone :  309-820-3350 

E-Mail :  jkehias@pantagraph.com 

Title :  Circulation Marketing/Retention Manager  

Objective :  Create brand awareness of The Pantagraph as First.Best.  

Results:  The ads use local people --readers and advertisers telling the audience why The Pantagraph 
is First.Best. Subjects are  photographed in their environment and images are computer enhanced by 
making the background black and white and keeping the testimonial person in color, putting emphasis on 
the person and the quotes. 
Quotes are about various ways readers get information, print, online, mobile or tablet. Body copy is taken 
from “sound bites” of interviews. Using local people creates a buzz, especially if they are well known in the 
community.  
 
Final results:   The Pantagraph has embraced this Lee corporate-wide initiative and have secured 
testimonials from several well-known community leaders including Illinois State University president A l 
Bowman and Red Cross Executive Director Lyn Hruska. We also had some fun with this campaign around 
the holidays, securing a testimonial from none other than Santa Claus. 

      



v   Testimonials are used in a variety of ways from rack      
       cards to in-paper and online testimonials.  
 
v  The advertising testimonials have become so popular 
      that we have a waiting list of advertisers who want  
      their success story to be featured in this series. 
 
v  While it’s difficult to measure the success of an 
     awareness campaign early in its implementation,  
     anecdotal evidence has given us cause to believe this is working. 
   
http://www.pantagraph.com/app/advertising/demo/2011/04/110610_FirstBest_300.html 
 
 
    
 

Sample of First. Best. testimonials 



Newspaper :  The Pantagraph 

City :  Bloomington, IL 

Circulation Group :  25 -50 thousand   

Category and Name :  Brand Marketing 

Name of Entry: eChristmas Card 

Submitted By :  Jonell Kehias 

Phone :  309-820-3350 

E-Mail :  jkehias@pantagraph.com 

Title :  Circulation Marketing/Retention Manager  

Objective : Send holiday greetings to subscribers in a new, creative way   

Results:   Instead of the traditional in-paper advertisement on Christmas day thanking our subscribers for their 
readership and wishing them a Merry Christmas, we developed a very moving e-card with sound and movement that 
features local staff and area pictures. We sent this out to all of our subscribers who have provided us with their email 
address.   
 

Final results: We had approximately 50 comments on our ecard – subscribers, advertisers and even 
carriers commented on it. 

 



v  The e-card carried our First.Best theme and featured  
     many of our local columnists and reporters. Below is  
     link: 
     http://www.pantagraph.com/app/advertising/ 
    clientpages/holidaygreeting2010/HolidayGreeting2010.html  
 
v We used flash animation and music to create a  
    multi-faceted message.  
 
v  Sending the e-card was another way we reinforced to  
    our advertisers and subscribers that we are more than  
    merely a print provider.   
 
 

E-Card screen shot and link 



Newspaper :  The Journal Times 

City :  Racine, WI 

Circulation Group :  25 -50 thousand   

Category and Name :  Brand Marketing 

Name of Entry: Carrier Recruitment 

Submitted By :  Jennie Puchter 

Phone :  262-631-1760 

E-Mail :  jennie.puchter@lee.net 

Title :  Circulation Operations Manager 

Objective : Carrier Recruitment  

Results:   The goal oriented carrier marketing program coupled with an easy to use electronic contractor 
application www.journaltimes.com/carrier has resulted in several hundred qualified contractor applicants.  The 
concept was adapted from a program originally created by Michael Rehberg.   
 

 



 
v Each ad targets an audience that is seeking a specific 
goal.  The ads are consistent in their goal oriented 
theme and are careful to avoid the perception route 
profits may be appropriate as a primary source of 
income. 
 
  

Carrier Recruitment Advertising 


