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City and Regional Magazine Association
32nd Annual Conference

SCHEDULE or EVENTS

Saturday, May 31, 2008

10 am — noon Board of Directors Meeting

1-5pm Ad Sales workshop with Jenaé Rubin of Sales
Powerhouse

4-5pm Private session for Financial Standards Survey
Participants

5:30- 6 pm Private reception: New CRMA Members & the Board
of Directors

6—7:30 pm Welcome Reception

Sunday, June 1, 2008

8am-9am Opening General Session---Continental Breakfast
9 am-10:15 am Concurrent Sessions---first session
10:15 — 10:45 am Refreshment Break with Exhibitors
10:45 — noon Concurrent Sessions---second session
Noon — 1:45 pm Luncheon---Keynote Presentation
Michael Rogers, Facing the Digital Future
1:45 - 3:00 pm Concurrent Sessions---third session
3:00 - 3:30 pm Refreshment Break with Exhibitors
3:30 — 4:45 pm Concurrent Sessions----fourth session

6:00 pm Host Reception sponsored by Memphis Magazine
and the Memphis Convention and Visitors Bureau

Monday, June 2, 2008

8am-9am General Breakfast Session---Continental Breakfast

9 am-10:15 am Concurrent Sessions---fifth session

10:15 - 10:45 am Refreshment Break with Exhibitors

10:45 — noon Concurrent Sessions---sixth session

Noon — 2:00 pm Lunch on your own.....optional city tour with box
lunch

2:00 — 3:15 pm Concurrent Sessions---seventh session

3:15—3:45 pm Refreshment Break with Exhibitors

3:45 - 5:00 pm Concurrent Sessions----eighth session

6:30 — 7:30 pm Pre-Awards Cocktail Party

7:30 - 9:30 pm CRMA's Annual City Magazine Awards Dinner

ADVERTISING

CHAIR: John Lunn, Cincinnati Magazine
CO-CHAIR: Diane Loveless, Gulfshore Life Magazine

SUNDAY, JUNE 1, 9:00 — 10:15AM

Managing the Interactive Shift

(Joint session with Advertising, Marketing, Management)

The “interactive shift” is the fundamental shift from publishing media whose core
advertising benefit is to“display an advertising message to a targeted audience”,
to media that “create an interaction with individuals in a target audience”. For
publishers and their staff, acting out this fundamental change is at the heart of
unitizing the online options. Embracing the “Interactive Shift” means changing how
we develop, sell, and market online and print products.

Some are thriving in developing and selling new media products, others are
not. An understanding of this fundamental change in the expected value advertis-
ers are looking for is the key to success.

Among the issues to be addressed in this two part session: The competition
you didn't know you have. Understanding how search, and pure play web organiza-
tions are already eating your lunch. Best practices, typical online product develop-
ment timeline. Strategically picking the next online product to develop. Creating a
corporate culture for evangelizing interactive media packages. Repositioning print
so it is an essential part of your interactive packages. Motivating salespeople to
sell online. Separate or integrated, how should you sell print and online? Monitizing
your website. Monitizing webinars. Monitizing newsletters.

Speaker: Josh Gordon, Smarter Media Sales

10:30 — 11:45AM
Managing the Interactive Shift (Part 1)
(Joint session with Advertising, Marketing, Management)

1:45-3PM

Best Practices of Selling Multi-Platform Brands

How do we protect our print brand and gain a better understanding of how to sell
our multi-platform media brands? In this session we gain a better understanding of
successful print brand and knowledge of some pitfalls to avoid while uncovering
three specific aspects of understanding our media brand. We'll learn how to better
articulate our brand message to our clients, how to integrate our brand across mul-
tiple platforms and lastly how to seamlessly close sales across all our platforms.
Speaker: Michela 0°'Connor Abrams, President and Publisher, Dwell.

3:15-4:30 PM

Utilizing Consumer Research to Sell Wealth, Auto & Jewelry Categories

Learn to present consumer market data in a way that does not overwhelm your cli-
ents. We tackle the big ticket categories like Automotive, Jewelry, Fashion, Wealth
and Financial with consumer data that translates into sold proposals.

Speakers: Andrew Clayton, Research Director for CurtCo Media

MONDAY, JUNE 2, 9:00 - 10:15AM

Internet Session II: Handling Web Objections.

You've been handed your hot new online magazine product but something whacks
you between the eyes on your way to that first big sale, web specific objections!
Online products are more diverse than their print counterparts and so are the
objections. In this session, we tackle the toughest web objections.

Speaker: Josh Gordon, Smarter Media Sales

10:30-11:45AM

Stress Free Selling: Rate Integrity — Stop the Discounting Madness!

Regardless of what your competitors are doing, you can sell on rate. Discounting
creates more problems than solutions: People who buy on price leave on price, leaving
you to replace customers instead of grow them. The two avenues to stop the discount-
ing are; build your rate card to create advertiser success and second, understand the
psychology of discount requests and surmount them.

Speaker: Jenaé Rubin, Sales Powerhouse, Inc. & www.magazineadvertisingsales.com

1:45-3PM

Best Practices of Top Sales Reps & Sales Team Strategies

Learn how superstar sellers continue to reach and exceed their budgets month af-
ter month, product after product. In this session we'll review what top CRMA sales
reps do to stay on top of their quotas and what their managers do to keep them
motivated. Plus, we'll review sales team strategies and dynamics that work today.
Slated Speakers: Maureen Sullivan, San Diego Magazine, Jeff Ditmire, Orange
Coast and Joy Bateman, Memphis Magazine

3:15-4:30 PM

Best Ideas Session: Ancillaries/Special Sections/Convergence Media

Always a favorite session, this year we share new ideas from Ancillary publica-
tions, Special Sections and Convergence media.

Slated Speakers: Laura Groninger, Indianapolis Monthly, Mike Kernemann,
Madison Magazine, Linda Lundeen, Milwaukee Magazine and Jamie Aymerich,
Sarasota Magazine

MARKETING

CHAIR: Marilyn Carter, Texas Monthly
CO-CHAIR: Tiffany Thom, Madison Magazine

SUNDAY, JUNE 1, 9:00 — 10:15AM

Managing the Interactive Shift

(Joint session with Advertising, Marketing, Management)

The “interactive shift” is the fundamental shift from publishing media whose core
advertising benefit is to“display an advertising message to a targeted audience”, to media
that “create an interaction with individuals in a target audience”. For publishers and their
staff, acting out this fundamental change is at the heart of unitizing the online options.
Embracing the “Interactive Shift” means changing how we develop, sell, and market
online and print products.

Among the issues to be addressed in this two part session: The competition you
didn’t know you have. Understanding how search, and pure play web organizations are
already eating your lunch. Best practices, typical online product development timeline.
Strategically picking the next online product to develop. Creating a corporate culture for
evangelizing interactive media packages. Repositioning print so it is an essential part of
your interactive packages. Motivating salespeople to sell online. Separate or integrated,
how should you sell print and online?

Speaker: Josh Gordon, Smarter Media Sales

10:30 — 11:45AM
Managing the Interactive Shift (Part 1)
(Joint session with Advertising, Marketing, Management)

1:45-3PM

Renewing the Romance: Marketing Programs to Help Retrieve Advertisers You've Lost
What is reasonable to expect? Industry averages. Analyzing lost business. Stemming
attrition. Programs that build relationships with a client beyond the single rep who calls on
him; magazine team relationships, centralized databases. How to continue positioning the
magazine as a resource—staying in front of clients—without wearing them out.
Speakers: Amy Saralegui, Los Angeles Magazine, Jennifer Garcia, Texas Monthly,
Natalie Paulson, Sacramento Magazine.

3:15-4:30 PM

Forging Partnerships With Custom Ad Creative

Offering localized ad creative as a tool to woo clients. Creating programs that fill gaps in
editorial content (e.qg. shelter, beauty). Marketing or Custom Publishing departments can
conceive, design, and produce single advertorial pages to create “friendly” adjacencies
where none might exist editorially.

Speakers: Libby Farris, Texas Monthly, Randy Stone, Atlanta Magazine

MONDAY, JUNE 2, 9:00 - 10:15AM

Bye Bye Bingo Card

Delivering response numbers to advertisers without the use of bind-in cards. How to
answer (perhaps old-fashioned) clients who “just want big numbers” that bingo cards
generate. Alternative response mechanisms and measurement tools. Focus on travel
category and titles who carry lots of travel pages.

10:30-11:45 AM

Revenue Generating Events

How to generate revenue from events without shutting down your marketing team for
months at a time. How to tap into community organizations as merchandising channels,
event resources.

1:45 - 3PM
Package Pricing
How to value bundled packages of ad space, promotion, events, and online programs.

3:15-4:30 PM

Online Marketing Programs

Building databases and newsletter programs. Promoting online programs online and off
line. Using online tools to make advertisers’ lives easier.

MANAGEMENT

CHAIR: Michael Zivyak, Berkshire Living
CO-CHAIR: Daniel Brogan, 5280 Magazine

SUNDAY, JUNE 1, 9:00 — 10:15AM
Managing the Interactive Shift
(Joint session with Advertising, Marketing, Management)
The “interactive shift” is the fundamental shift from publishing media
whose core advertising benefit is to“display an advertising message
to a targeted audience”, to media that “create an interaction with
individuals in a target audience”. For publishers and their staff, acting
out this fundamental change is at the heart of unitizing the online options.
Embracing the “Interactive Shift” means changing how we develop, sell,
and market online and print products.

Among the issues to be addressed in this two part session: The
competition you didn’t know you have. Understanding how search
and pure play web organizations are already eating your lunch. Best
practices, typical online product development timeline. Strategically
picking the next online product to develop. Creating a corporate culture
for evangelizing interactive media packages. Repositioning print so it is an
essential part of your interactive packages. Motivating salespeople to sell
online. Separate or integrated, how should you sell print and online?
Speaker: Josh Gordon, Smarter Media Sales

10:30 — 11:45AM
Managing the Interactive Shift (Part 1)
(Joint session with Advertising, Marketing, Management)

1:45 - 3:00 PM

Societal Changes Challenge Managers: How are the Best Responding?
Managers are facing multiple new challenges; virtual work forces,
flattened corporate structures, a new generation of ambitious and cyber-
savvy workers and a challenging economy. Michael will talk with the
group about how smart managers are coping and what's next to come.
Speaker: Michael Rogers

3:15-4:30 PM

Ancillary Session: A Look to the Future

Can't decide whether or not to launch that Home & Garden, business,
wedding or fashion ancillary publication? Samir Husni, aka “Mr.
Magazine”™, the Chair of the Journalism Department at the University
of Mississippi will talk about the best trends in niche market publications
that you can apply to your own publishing group.

MONDAY, JUNE 2,9 - 10:15 AM

Leading Your Magazines in a Challenging Economy

As we head into a challenging economy, it is important to take a fresh,
new look at everything we do. From marketing to editorial to ad sales to
production, the bottom-line is getting more scrutiny than ever. Publishers
from different size publications tell you what questions they're asking and
what answers they're getting.

10:30-11:45 AM

Managing a Multi-Platform Brand

Michela 0'Connor Abrams, President and Publisher of Dwell, the award-
winning design and lifestyle media company will discuss how to manage
a property that has lots of moving parts. From the print publication to

the website, to conferences and events to licensed products, Michela
will tell you how she does it and the best ways you can do it in your own
organization.

1:45-3:00 PM

Using Your Financial Leverage to the Fullest

Understanding the credit markets and utilizing them to achieve your
business objectives is both prudent and smart of any management team
and/or owner. The right type of credit facility and amount of financial
leverage can help a business manage seasonal fluctuations in its cash
flows. The wrong type of facility or too much leverage can burden the
business with excessive demands on its cash flows and actually devalue
it.

Speakers: Kim Mac Leod, Mark Young

3:15-4:30 PM

Forecasting & Goal Setting

The best techniques to help you do your job better. Three different-sized
regional magazine publishers offer their perspectives.

EDITORIAL

CHAIR: Mary Helen Tibbs, Memphis Magazine
CO-CHAIR: Jay Stowe, Cincinnati Magazine

SUNDAY, JUNE 1, 9:00 — 10:15 AM (JOINT WITH ART DIRECTION)

What Does it All Mean?

Like all aspects of magazine publishing, the internet has had a major impact on how
art directors and editors approach their jobs. With the extension of our brands to
the web and other mobile media, we are challenged to think in multiple formats.
Industry insiders share their views on how art directors and editors can best
embrace the web.

10:30 — 11:45 AM

What Does it All Mean, Part Il (JOINT WITH ART DIRECTION)

Continue discussion of the new role of editors and art directors as their publications
embrace the internet.

1:45-3:00 PM

The Art and Practice of Ambitious Reporting

What topics are “too ambitious” for a city magazine? None, with the right approach.
We’'ll hear from three writers who have tackled larger-than-life subjects, scored the
“ungettable” interviews, and turned numerous big ideas into an impressive body

of written work. Panel will include Hampton Sides, contributing editor at Outside
and author of Ghost Soldiers and Blood and Thunder, Robert Draper, author of
Dead Certain: The Presidency of George W. Bush, and freelancer for both GQ and
Texas Monthly, and Mike Sager, author of Revenge of the Donut Boys and Deviant
Behavior, A Novel, former editor at the Washington Post, Rolling Stone, and writer
atlarge for Esquire and GQ.

3:15-4:30 PM

Non-traditional Narratives: How to re-think and re-energize your feature well
Certain elements are constants in good writing, and more often than not those
elements come together in a straightforward, linear narrative form. But other, more
inventive approaches—photo essays, oral histories, and comic strips, among
other things—can take a dutiful but humdrum story to the next level. Three or four
editors and writers will talk about stories they’ve done employing “non-traditional”
narrative techniques, and how to present ideas and information in way that
enhances the final product without appearing gimick-y.

Panel to include Rebecca Burns of Atlanta magazine and award-winning illustrator
Steve Brodner.

MONDAY, JUNE 2,9 - 10:15 AM

Brand: New Ideas

Has your publication established a distinct brand identity on the web? Are you still
simply posting your print version online each month? Readers expect more. We'll
discuss how editors can move beyond the blog and expand the magazine’s print
message online.

Panel will include Jon Friedman, editor of Media Web for Marketwatch.com and
Simon Dumenco, “The Media Guy” at Ad Age.

10:30-11:45 AM

Amateur Hour: A discussion about print media in the Age of the Internet. How must
magazines adapt and who can you trust?

The business of print media has changed dramatically in recent years and
traditional journalists must rise to the challenges presented by the Web, as well

as the prevalence of “citizen journalism.” As we adapt and adopt our new roles, a
new generation of journalists is entering the market. How are they different from the
journalists that came before them, and what does that mean for us, who will employ
them in the near future?

Speaker: Nick Lemann, author, New Yorker writer, and Dean of Columbia’s Graduate
School of Journalism, offers his insights.

1:45 - 3:00 PM

First Impressions

The front of the book is a magazine's most valuable real estate. Boston's James
Burnett, New York’s Carl Swanson, and Philadelphia’s Michael Callahan will
discuss their FOB strategies, and how magazines with—and without—a specific
FOB editor create and manage content.

3:15-4:30 PM

The Overhaul

Redesigning your publication is a tricky business. Revamping a magazine beyond
the cosmetic requires art and editorial to work together in ways we’re not used to,
but the result is worth the effort. We'll hear from Atlanta’s editor Rebecca Burns and
design director Hector Sanchez, who've successfully combined their ideas into a
common vision.

ART DIRECTION

CHAIR: Michael McCormick, Philadelphia magazine
CO-CHAIR: Brian Johnson, Minnesota Monthly Magazine

SUNDAY, JUNE 1, 9:00 — 10:15 AM (JOINT WITH EDITORIAL)

What Does it All Mean?

Like all aspects of magazine publishing, the internet has had a major impact
on how art directors and editors approach their jobs. With the extension of
our brands to the web and other mobile media, we are challenged to think in
multiple formats. Industry insiders share their views on how art directors and
editors can best embrace the web.

10:30 - 11:45 AM

What Does it All Mean, Part Il (JOINT WITH EDITORIAL)

Continue discussion of the new role of editors and art directors as their
publications embrace the internet.

1:45 - 3:00 PM

Keep it Fresh

Staying current on trends and keeping a fresh-looking magazine is something
that challenges every art director. Everyone asks themselves: Can | really
produce one more Best of, Top Docs, and Cheap Eats in a fresh and interesting
way? In this informative session, a design director of a nationally recognized,
single-topic magazine, will share their work and insight about keeping a
publication current, provocative and interesting—even though the subject
remains the same.

3:15-4:30 PM

Big Ideas, Little Budget

At some point, every magazine has to cut corners—especially in a tough
economy. And no magazine—no matter their budget is immune. This
interactive session/panel discussion will feature great work from participating
CRMA art directors, which used little-to-no budget, but yielded amazing
results.

MONDAY, JUNE 2,9 - 10:15 AM

Inside lllustration

You would be forgiven for thinking PJ Loughran has been cloned. In his
relatively short career, PJ has not only contributed his award-winning work to
such magazines as Rolling Stone and Esquire and served as creative director
for Agency.com, but was also an adjunct professor at Parsons School of
Design, and has become an accomplished musician— having released two
albums and toured with the likes of R.E.M., and Maroon 5. In this session,
Loughran will not only show highlights of both his illustration and web work,
but also speak to the state of illustration in publications and how to work with
and direct an illustrator.

Speaker: P. J. Loughran

10:30-11:45 AM

Worth a Thousand Words

Although not every magazine employs a photo editor, photography is
undeniably important to every magazine. In this informative session, a
nationally recognized photo editor will show work and share stories on the
gathering, producing and wrangling of photography for a magazine. Whether
you have a dedicated person on staff or you are art and photo director in one,
don’t miss this session.

1:45 — 3:00 PM

The High Priest of Portfolio

For the past two decades, Robert Priest has served as the creative force
behind many of the world’s most preeminent publications. Whether at Esquire,
GQ, Newsweek, House & Garden, or most recently Portfolio, Priest has
displayed a remarkable ability to tap into the essence of a magazine’s mission
and translate it into a visual identity, a talent that has established him as

the “Michaelangelo of magazine design.” In this session, Priest will walk us
through his process for creating Conde Nast Portfolio’s distinctive look as well
dealing with the trials and tribulations of being involved with the year's most
anticipated magazine launch.

Speaker: Robert Priest

3:15-4:30 PM:

Elvis Has Left the Building

Covers plague every art director. In this final session, a panel of CRMA art
directors will discuss the process of producing covers. Topics will include:
who is involved, how the process works, getting great results on the
newsstand and not losing sanity in the process. To cap off the conference,
participating art directors will be invited to submit specially produced cover
designs for a (hopefully) enjoyable “Will it sell, or not?” activity. Always a
favorite session, this year we share new ideas from Ancillary publications,
Special Sections and Convergence media.



