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Philadelphia is a critical market 
for a strong national media buy 



Philadelphia is one of the few markets to “move 
the needle” as part of a national buy 

1.  U.S. Census Bureau 
2.  https://business.phila.gov 

BIG POPULATION 
2nd largest market on the East Coast 

BIG BUYING POWER 
$176 Billion in buying power ranks 5th 
in the U.S.1 

BIG BUSINESS BASE 
330 Fortune 500 Companies have a 
presence in the region2 



The 4th largest media market in the country, 
Philadelphia is strategically located between the 
financial and political capitals of the world 

Source: Nielsen 2014 
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Ranked 6th in the country for the highest disposable 
income, Philadelphians have  
big spending power 

Source: Nielsen 2014 Base: Philadelphia DMA 
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A few Fortune 500 companies that 
call Philadelphia their home 

Source: https://money.cnn.com 



Philadelphia continues to be on the  
forefront of innovation  

1.  Source: www.selectgreaterphiladelphia.com 
2.  Source: www.cooperhealth.org 
3.  Source: www.ushistory.org 

HEALTHCARE 
From the 1st hospital establishment in the United States in 1751,3 to recently 
welcoming MD Anderson – the #1 cancer center in the  
country – Philadelphia is known for world-class medical treatment.2 

EDUCATION 
Philadelphia is a national leader in education with 92 colleges and 
universities fueling the talent pipeline for the region.4 
4 out of the 10 best liberal arts colleges are in the region.5 

TECHNOLOGY  
With 6,500 IT-producing businesses in the region that develop cutting edge 
technology, Philadelphia has one of the highest concentrations of workers 
in IT occupations among the nation’s 15 largest Metro areas.1 

ENTREPRENEURIAL SPIRIT 
Philadelphia is becoming an increasingly attractive venue for 
entrepreneurship and business incubation.1 

4.   Source: www.phila.gov  
5.   Source: www.usnews.com 



The Philadelphia region is filled with fans who 
are active and passionate about sports   

Source: https://www.phila.gov 

Philadelphia is one of only 
12 U.S. cities to have all 
four major professional 
sports teams 

And other professional sports teams are taking hold in the region.  
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“Big Philly” has the biggest media brands 
with the biggest reach 



“Big Philly” offers the top multimedia 
properties in the region to reach your target 

“Big Philly” has the biggest media 
brands with the biggest reach 

Source: Scarborough Research 2014 R2 Philadelphia DMA; comScore Media Metrix, Aug – Oct 2014 



“Big Philly” reaches an audience twice as large 
as the next closest media property in the region 

Average Weekly Reach 

*Includes Bucks County Courier Times, Burlington County Times, and The Intelligencer. Reach is calculated using the Integrated Newspaper Audience 
(combined 1-week reach for print properties and their websites), evening news for television, and morning drive time for radio. 
Source: Scarborough Research 2014 R2 Philadelphia DMA 
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“Big Philly” drives higher engagement and purchase 
interest for your brand than alternatives in TV & Radio 



Source: 2013 Nielsen National Cross-Media Engagement Study 

Print/Online news is the top combination for 
engaging consumers with ad messages 

Nielsen Ad Engagement Index 



Source: 2013 Nielsen National Cross-Media Engagement Study 

Print/Online news engagement is 
highest in contrast to other mediums 

In an era of multi-tasking distraction, news in print and digital 
provides the strongest quality ad impressions in your media buy 



Percent rating 7-10 on a 10-point scale 
Source: 2013 Neilson National Cross-Media Engagement Study 

Higher ad engagement drives 
higher likelihood to purchase 

Ad Impact on Likelihood to 
Purchase Products/Services 



No other property provides the vast reach 
into the region across multiple platforms 

1Combined print and digital unduplicated audience 
Source: comScore Media Metrix & Mobile Metrix Aug- Oct 2014; reflects browser access only; 
Scarborough 2014 R2; Base: Philadelphia DMA 

2.9 3.8 2.0 
Average Monthly unique 

users on Philly.com  
Average Monthly 

unique users on mobile 
Monthly readers of Inquirer and 

Daily News 

MM 

PHILLY.COM 

 2.9 Million monthly unique users
 Avg. Household Income: $107,079
 Average Age: 42
 54% Male / 46% Female
 16.6 average minutes / visitor

 1.1 Million read the Sunday Inquirer
(534,532 Daily)

 238,899 read The Daily News
 Avg. Household Income: $87,405
 Average Age: 54
 54% Female / 46% Male

THE INQUIRER  
AND DAILY NEWS 

 3.8 Million monthly unique users
 22.3 Million monthly page views
 64% HHI of $75,000 or more
 40% Male / 60% Female
 38% of visitors are age 35 or less

PHILLY.COM MOBILE 

MM MM 

8.5 MM unduplicated loyal brand users
across multiple platforms each month 

1	
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The Philadelphia Inquirer dominates local 
suburban readership in PA and NJ 



Source: Scarborough, 2014 R2; Base: Philadelphia DMA 
*Newspaper audience is based on the average weekly audience of the daily edition
*Non-daily publication audience is based on the average issue of the publication

The Inquirer is read by nearly twice as many 
people than any other newspaper in the region 

Average Weekly Readership 



Source: Scarborough, 2014 R2; Base: Philadelphia DMA; *All Other Sunday Newspapers includes Bucks County Courier Times, Burlington County Times, Camden 
Courier Post, Delaware County Times, The Intelligencer, Lansdale Reporter, Norristown Times Herald,  
South Jersey Times, Pottstown Mercury, West Chester Local News 

More people read the Sunday Inquirer than 
all other Sunday newspapers combined 

Sunday Readership 

The	
  



Source: Scarborough, 2014 R2; Base: Pennsylvania Suburban Counties (Bucks, Chester, Delaware, Montgomery) 
*Newspaper audience is based on the average weekly audience of the daily edition
*Non-daily publication audience is based on the average issue of the publication

The Inquirer’s readership dwarfs that of its 
closest competitors in the PA suburbs 

Suburban Readership 



Source: Scarborough, 2014 R2 
Base: South Jersey Counties (Atlantic, Burlington, Camden, Cape May, Cumberland, Gloucester, Mercer, Salem) 

The Inquirer is the #1 most read paper 
in South Jersey overall and on Sundays 

South Jersey  
Overall Readership 

South Jersey 
Sunday Readership 

278,947 



Source: Scarborough, 2014 R2; Base: Philadelphia DMA 
*Newspaper audience is based on the average weekly audience of the daily edition

Inquirer readers have enormous 
buying power, more than $73 Billion 

Total Buying Power  
(in	
  Billions)	
  



Source: Scarborough, 2014 R2; Base: Philadelphia DMA 

The long-trusted voice of the region 

Daily Sunday 

Total Readership 534,532  
(Avg. Issue) 

1.1 million  
(Avg. Sunday) 

Pennsylvania 431,086 847,381 

New Jersey 99,408 203,578 

Men 47.9% 45.5% 

Women 52.1% 54.5% 

Average Age 55 54 

Average HHI $85,783 $87,405 

Married 55.8% 55.7% 

Single/Widowed/ 
Divorced/Separated 44.2% 44.3% 

Own home 75.8% 78.1% 

College Graduate or 
more 38.7% 36.0% 

Presence of Children: 1+ 21.5% 28.7% 
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The Daily News is Philadelphia’s heartbeat,  
an unapologetic daily dose of the issues, personalities 

and passions that animate our city 



Source: Scarborough, 2014 R2; Base: Philadelphia DMA 

The Daily News is the second-largest 
newspaper in the region 

Average Weekly Readership  



Source: Scarborough, 2014 R2; Base: Philadelphia County 
*Newspaper audience is based on the average daily audience of the daily edition 
*Non-daily publication audience is based on the average issue of the publication 

The Daily News is the most read 
paper in Philadelphia County 

Average Day Issue Readership 



Source: Scarborough, 2014 R2; Base: Philadelphia DMA 
*Newspaper audience is based on the average weekly audience of the daily edition
*Non-daily publication audience is based on the average issue of the publication

The Daily News readers command 
$30 Billion of buying power 

Total Buying Power 
(in Billions) 



Sources: Scarborough, 2014 R2 Philadelphia DMA 

Philadelphia’s heartbeat with the 
attitude that makes this city unique 

Total Readership 238,899 
(Avg Issue) 

Men 67.5% 

Women 32.5% 

Average Age 50 

Average HHI $70,155 

Married 48.0% 

Single/Widowed/ Divorced/
Separated 52.0% 

Own home 73.4% 

College Graduate or more 20.0% 

Presence of Children: 1+ 46.6% 
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Philly.com is the premier online media property  
in the region 



Source: comScore Media Metrix, Aug – Oct 2014 
Digital First Media  bought Journal Register Company 

With more than 2.9 Million users, Philly.com  
is the region’s most popular media website 

National 



Source: comScore Media Metrix, Aug – Oct 2014 
Digital First Media  bought Journal Register Company 

Philly.com has a larger local audience than 
other top media sites in our region 

Local 



Source: comScore Media Metrix, 2011-2013 

Philly.com continues to see a  
dramatic increase in new users 

Philly.com Average Unique Users 



Source: comScore Media Metrix, Aug – Oct. 2014 
Digital First Media  bought Journal Register Company 

Desktop visitors spend the most total 
time visiting Philly.com 

(in Millions) 
Philly.com Total Minutes 



Source: comScore Mobile Metrix Jan - Mar. 2014 
Digital First Media  bought Journal Register Company 

Total time spent by mobile visitors on Philly.com 
is greater than other sites  
in the region 

(in Thousands) 
Philly.com Total Minutes 



Source: comScore Media Metrix, Aug – Oct 2014; Scarborough, 2014 R2; Base: Philadelphia DMA 
Digital First Media  bought Journal Register Company 

Philly.com users command more 
than $71 Billion in buying power 

Philly.com Total Buying Power in Philadelphia 
(in Billions) 



Source: Scarborough, 2014 R2; Base: Philadelphia DMA; comScore Media Metrix, Aug – Oct 2014 

Award-winning news and commentary 
by leaders in every field 

Unique Visitors (Avg. Month) 2.9 million  

Page Views (Avg. Month) 38 million 

Men 54.5% 

Women 45.5% 

Average Age 42 

Average HHI $107,079 

Married 54.6% 

Single/Widowed/Divorced/ 
Separated 45.4% 

Own home 72.8% 

College Graduate or more 49.4% 

Presence of Children: 1+ 51.6% 



1comScore Mobile Metrix Aug – Oct 2014 
Source: comScore multi-platform, Aug - Oct 2014 

You can reach an additional 3.8 MM1

unique visitors on Philly.com mobile 

Philly.com Mobile 

Expand your reach even further by adding 
mobile.philly.com – which only has 3%  
duplication with Philly.com desktop users!    

ADVERTISER BENEFITS 
REACH: The Philly.com consumers on-the-go 
TARGET: By channel and location 
HIGH IMPACT: With ONLY your ad on the page 
TURNKEY: We build mobile landing pages for  
advertisers that don’t have them 
RESULTS: Click-through rates on Mobile  
average from 0.15%-0.25%  



Source: comScore Mobile Metrix, Aug – Oct 2014; browser access only 

The mobile space is exploding with 
Smartphones in every pocket and  
tablets on the horizon 

Total mobile unique 
visitors 3.8 million 

Page Views  22.3 million 

HHI under $75,000 36.1% 

HHI $75,000+ 63.9% 

Women 59.8% 

Men 40.2% 

Age under 35 38.7% 

Age over 35 62.3% 
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The Inquirer and Daily News Coverage 



Daily News coverage every day 

Range of Coverage 



The Inquirer news coverage every day 

Range of Coverage 



The Inquirer news coverage every day 

Range of Coverage 



Click to edit Master title style 

Print Advertising Opportunities 



Impactful advertising opportunities 

Range of Coverage 

- 



Advertorial: Communicate your message 
to consumers in an informative, in-depth 
format 

SPECIAL ADVERTISING SECTIONS 

• Focus on Retirement
• Focus on Education
• Auto Show Preview
• New Car Model Preview
• Mega Jobs
• 55+ Living
• Gift Guide
• New Model Preview
• Bryn Mawr Day
• Festival of Homes
• Downtown Haddonfield

SPECIAL ADVERTISING SECTIONS 
Unlike traditional editorial content, you can 
either supply the content or work with our 
team to shape the content in order to meet 
your business’s unique needs.  



Pre-Prints: The Philadelphia Inquirer 

Philadelphia Media Network (PMN) offers pre-print distribution in The 
Philadelphia Inquirer, The Philadelphia Daily News, an opt-in Sunday Select and 
a select market publication. Pre-print distribution varies by product and is 
available by ZIP code, sub-ZIP and ZIP code clusters in select markets. Quarterly, 
PMN provides updated estimates of pre-print quantities required for distribution. 
PMN net preprint rates are based on the cost per thousand (CPM) 
of the quantity ordered by the advertiser. 

The Philadelphia Inquirer offers pre-print distribution on Tuesday, Thursday, Friday 
and Sunday.   

The Philadelphia Daily News provides pre-print distribution weekly on Thursday. 

The Philadelphia Advantage – A verified, reader requested Sunday Select 
product that is delivered weekly. The Philadelphia Advantage provides 
targeted delivery of popular advertising inserts plus shopping news.  The 
distribution is targeted to select ZIP codes that are highly desired by our 
advertisers on a distribution day that is important to their business. The 
Philadelphia Advantage is distributed weekly on Saturday. 

Shopper Express – Philadelphia Media Network (PMN) provides a Select Market 
Coverage (SMC) product weekly called Shoppers Express. The SMC is carrier 
delivered to 180,00 homes weekly on Saturday and Sunday. Distribution of the 
SMC product is non-duplicated and provides a one-stop shop method of 
executing an extended reach ad buy to non-subscribers of The Philadelphia 
Inquirer. 

Pre-print 
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Digital Advertising Opportunities 



Custom advertising opportunities are available 

Philly.com advertising opportunities 
overview 

HOMEPAGE TAKEOVER:  
Surround-sound quality with use of roadblock and rails, creating high impact 
and visibility. Time frames for such ownerships vary from one day to one month. 

LEADERBOARD: 728x90 unit displayed on Philly.com header and footer. 

SLIDING BILLBOARD: 972x30 expands to 972x200 beneath the Philly.com  
navigation bar, above the fold. 

MEDIUM RECTANGLE: 300x250 unit displayed right rail, above and below the fold. 

HALF PAGE: 300x600 ad unit in right rail, above the fold. 

SKYSCRAPER: 160x600 within article pages only. 

PENCIL: 972x75 ad unit displayed beneath the Philly.com navigation bar, above the fold. 

RAIL: 200x600 clickable branding placement – typically tied in with 
sponsorships/takeovers.  

CHANNEL SPONSORSHIP: Specific channel sponsorships in an exclusive 
manner – 100% SOV. 

AD CURTAIN, FLOATING UNIT & INTERSTITIALS 

NEW IAB RISING STAR AD UNITS: portrait/filmstrip/billboard/sidekick/pushdown 

PRE-ROLL & CUSTOM VIDEO SPONSORSHIP INTEGRATION OPPORTUNITIES 



Deliver your message to your 
desired audience 

Targeting Methods 

  BY CHANNEL: Target users within content that is
relevant to your brand:  Sports, News, Lifestyle,
Entertainment, Business, Food, Health

  BEHAVIORAL: Pinpoint users based on their online
behavior (i.e. those that visited the Health section but
are somewhere else on the site)

  GEO-TARGETING: Pinpointing users within a desired
location - down to the zip code

  DAY-PART TARGETING: Reach users during the time of
day they will be most receptive to your message



Newsletter sponsorships are an effective 
way to put your message in front of 
potential customers  

300X250 

300X250 

NEWSLETTERS: 

• This Morning’s Headlines

• Sports Wrap-Up

• Phillies Newsletter

• Business Update

• Health (Thursday)

• Dining In & Out (Thursday)

• Weekend Planner (Friday)

• Lifestyle (Wednesday)

Align yourself with specific Philly.com content 



Marketing Emails. Define your target consumer 
and let us reach them through our audience 
database  

Sample Selects 
• Age
• Behavior
• Career
• Family
• Finance
• Gender
• Geographical
• Presence of Child
• Housing
• Income
• Lifestyle
• Ethnicity/Race
• Sports
• Vehicles & Transportation

Reach targeted consumers at home, at work and on mobile devices 



580,000+ Opt-in subscribers are waiting to 
receive your exclusive offers and event 
announcements  

Entertainment Deals: Local entertainment 
offers ranging from arts to music 

Travel Deals: Travel sales and last-minute 
specials on hotels, cars, flights and more 

Auto Deals: Discounts, rebates and service 
specials from local automotive dealerships 

Shopping Deals: Sale announcements, 
discounts, offers, and coupons from retail 
and food stores 

Personal Technology: Special offers on 
electronics 

Tickets: Upcoming concerts and events, 
presale ticket offers and more 



Numerous video opportunities are available 
to drive engagement and brand awareness 

Sponsor a custom video programming 
series that has content relevant to the 
advertiser and desired by users of 
Philly.com 

Fully surround this content in an 
environment that will provide a 
consistent branding presence, as well 
as the high engagement and CTRs 

Extend your broadcast reach with 
pre-roll (Highest viewed videos are in 
Sports and Entertainment Channels) 

Sponsorship of an editorial video 
series, with advertiser’s brand 
seamlessly integrated within 
content 

PRE-ROLL:   SPONSORED VIDEO:       CUSTOM IN-BANNER VIDEO: 



Chats and blogs 

BLOGS: With over 21 Million impressions each 
month, top blogs include: Frequent Flyers, Phillies 
Zone, High Cheese (Phillies), Moving the Chains 

CHATS: Topics cover a variety of content, 
and can be customized for a client/
topic   



Source: Facebook, Twitter December 2014 

Leverage our reach on social media to 
deliver your message to thousands of users 

Likes on  
Facebook 

Followers on 
Twitter 

PHILLY.COM 
77,279 
THE INQUIRER 
45,055 

DAILY NEWS 
10,780 

PHILLY.COM 
85,000 

THE INQUIRER 
95,000 

DAILY NEWS 
57,200 



Source:	
  

2015 Editorial Calendar 

MOVIES VISUALARTS POPMUSIC

PREVIEW

The Inquirer’s critics pick the most

interesting, important, exciting events

and productions, now through summer,

on the arts and culture scene.

www.inquirer.com/
entertainment

The Clothesline
Muse Painted Bride Art
Center, March 14-15.

“Robocop” is
back on duty.

Abelardo
Morell photos.

Arcade Fire
plays March 17.

TELEVISION A proliferation of fresh shows, 2. GALLERIES Punk design and Versailles, 9. THEATER New
plays, a pair of rarities, 10. CLASSICAL MUSIC All about artists, repertoire, 11. DANCE Local talent shines

again, 13. MUSEUMS Multifaceted festivals, the brain, 14. BOOKS A season of literary return, 17.

HThe Inquirer | SUNDAY, JAN. 26, 2014 | INQUIRER.COM | A

PUBLICATION 
DATE

PUBLICATION 
DATE

PUBLICATION 
DATE

RESERVATION 
DEADLINE

RESERVATION 
DEADLINE

RESERVATION 
DEADLINE

MATERIALS 
DEADLINE

MATERIALS 
DEADLINE

MATERIALS 
DEADLINE

JANUARY

FEBRUARY

MARCH
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PLAYIN’THE
OLDIES
PHILS BANKING ON
CORE FOUR TO KEEP
THE HITS COMING

24-PAGE PHILLIES PREVIEW WRAPPED AROUND TODAY’S DAILY NEWS

STAFF PREDICTIONS: PAGE W-18
SCHEDULE: CENTERSPREAD

PHILLIES
PLAYERS:
PAGES W-15, 16

Chase Utley (35)

Jimmy
Rollins
(35)Carlos Ruiz (35)Ryan Howard (34)

2014 PHILLIES SEASON PREVIEW
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01/15 01/07 01/12

01/02 12/31 12/31

12/31 12/29 12/29
01/25 01/21 01/21

01/02 & 01/04 12/31 12/31 & 01/01

01/30 01/28 01/28

02/13 - 04/06 02/11 02/11

02/02 01/30 01/30

02/08 02/04 02/04

02/01 01/27 01/28

All Month

All Month

Normal

Normal

Normal

Normal

All Month Normal Normal

02/27 - 03/08 02/25 02/25

02/13 - 04/06 02/11 02/11

02/17 - 02/23 02/13 02/13

02/19 02/11 02/16

03/19 03/11 03/16
03/22 03/05

03/02

03/06

03/0403/12, 06/11, 09/24

02/27 02/25 02/25

03/16 03/13 03/13

03/16 03/13 03/13

03/16 - 04/07 03/13 03/13

03/17 - 04/06 03/13 03/13

All Month Normal Normal

EDITORIAL CALENDAR

EXPANDED COVERAGE:

EXPANDED COVERAGE: 

EXPANDED COVERAGE: 

SPECIAL SECTIONS: 

SPECIAL SECTIONS: 

SPECIAL SECTIONS: 

ADVERTORIALS: 

ADVERTORIALS: 

ADVERTORIALS: 

INQ -         NFL Playoffs Preview
INQ -         Travel - Florida East Coast

ALL -    NCAA Men’s Basketball Tournament
INQ -         Union Soccer Season Opener
INQ -        Spring Fashion
INQ -        Travel - Summer Cruises

INQ, DN -      Super Bowl
INQ, DN -        Phillies Spring Training Preview Run
INQ -           Heart Health
INQ -           Travel - Florida West Coast
DN -  Black History
DN -  Flower Show
INQ, P.COM - Phillies Spring Training
INQ, P.COM - NFL Scouting Combine

INQ -        Spring Arts Preview
DN -         Sports Calendar
DN -         Mummers Parade

DN - Sports Calendar
DN - Spring Training Guide

INQ -        Selection Sunday
DN -         Sports Calendar
DN -         March Madness Section
DN -         March Madness Brackets Sponsor
DN -         Spring Arts

INQ -        55+ Living

INQ -            55+ Living

INQ -        Festival of Homes 
INQ -        55+ Living  
INQ -        Philly.com’s Top Work Places
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SUN. MON. TUES. WED. THURS. FRI. SAT.

1
MLB: Mets at Phillies,
1:35 (CSN)
CAR: NASCAR, Dover
International Speedway,
1 (Fox)
SOC: U.S. vs.Turkey
at Harrison, N.J., 2
(ESPN2)
AFL: Soul vs. San
Antonio, 5 (ESPNEWS)
TEN: French Open,
men and women, fourth
round, 5 a.m.- 1 p.m.
(Tennis); 1-4 p.m. (NBC)

2
MLB: Mets at Phillies,
7:05 (CSN)
NFL: Eagles OTAs
TEN: French Open,
men and women,
fourth round, 5-10 a.m.
(ESPN2); 10 a.m.-
7 p.m. (Tennis)

3
MLB: Phillies at
Nationals, 7:05 (CSN)
NFL: Eagles OTAs
TEN: French Open,
men and women
quarterfinals, 8 a.m.-
1 p.m. (Tennis), 1-7 p.m.
(ESPN2)

4
MLB: Phillies at
Nationals, 7:05 (CSN)
TEN: French Open,
men and women
quarterfinals, 8 a.m.-
1 p.m. (ESPN2); 1-7
p.m. (Tennis)

5
MLB: Phillies at
Nationals, 4:05 (CSN)
MLB: Amateur draft,
Secaucus, N.J., 7
(MLB)
NFL: Eagles OTAs
NBA: Finals begin, 9
(ABC)
TEN: French Open,
mixed doubles final,
6-9 a.m. (Tennis);
women’s semifinals 9
a.m.-2 p.m. (ESPN2);
11 a.m.- 2 p.m. (NBC)

6
MLB: Phillies at
Reds, 7:10 (NBC10)
TEN: French Open,
men’s semifinals,
7-11 a.m. (Tennis), 11
a.m.-2 p.m. (NBC)

7
MLB: Phillies at Reds, 4:10
(CSN)
RAC: Belmont Stakes,
Elmont, N.Y., 4:30 (NBC)
SOC: U.S. vs. Nigeria at
Jacksonville, 6 (ESPN)
MLS: Vancouver at Union,
7 (TCN)
TEN: French Open,
women’s final, 9 a.m.-1 p.m.
(NBC)
AFC: Soul at Tampa Bay, 5
(ESPN3)

8
MLB: Phillies at Reds,
1:10 (CSN)
CAR: NASCAR at
Pocono Raceway, 1
(TNT)
TEN: French Open,
men’s final, 9 a.m.-
2 p.m. (NBC)

9
NFL: Eagles OTAs

10
MLB: Padres at
Phillies, 7:05 (CSN)
NFL: Eagles OTAs

11
MLB: Padres at
Phillies, 7:05 (CSN)
NFL: Eagles OTAs

12
MLB: Padres at
Phillies, 1:05 (CSN)
NFL: Eagles OTAs
GLF: U.S. Open, first
round, Pinehurst No. 2,
Pinehurst, N.C., 9 a.m.
& 6 p.m. (ESPN), 3
(NBC), 5 (ESPN2)
World Cup: Brazil vs.
Croatia, 4 (ESPN)

13
MLB: Cubs at
Phillies, 7:05 (CSN)
GLF: U.S. Open,
second round,
Pinehurst No. 2,
Pinehurst, N.C.,
9 a.m. & 5 p.m.
(ESPN), 3 (NBC)
World Cup: Mexico
vs. Cameroon, 12
p.m. (ESPN2)
World Cup: Spain
vs. Netherlands, 3
(ESPN)
World Cup: Chile
vs. Australia, 6
(ESPN2)

14
MLB: Cubs at Phillies,
3:05 (CSN)
GLF: U.S. Open, third
round, Pinehurst No. 2,
Pinehurst, N.C., 12 p.m.
(NBC)
World Cup: Colombia vs.
Greece, 12 p.m. (ABC)
World Cup: Uruguay vs.
Costa Rica, 3 (ABC)
World Cup: England vs.
Italy, 6 (ESPN)
World Cup: Ivory Coast
vs. Japan, 9 (ESPN)
AFL: Pittsburgh at Soul,
6 (TCN)

15
MLB: Cubs at Phillies,
1:35 (CSN)
GLF: U.S. Open, final
round, Pinehurst No. 2,
Pinehurst, N.C., 12 p.m.
(NBC)
World Cup:
Switzerland vs.
Ecuador, 12 p.m. (ABC)
World Cup: France vs.
Honduras, 3 (ABC)
World Cup:
Argentina vs. Bosnia-
Herzegovina, 6 (ESPN)

16
MLB: Phillies at
Braves, 7:10 (CSN)
World Cup: Germany
vs. Portugal, 12 p.m.
(ESPN)
World Cup: Iran vs.
Nigeria, 3 (ESPN)
World Cup: Ghana
vs. United States, 6
(ESPN)

17
MLB: Phillies at
Braves, 7:10 (CSN)
World Cup: Belgium
vs. Algeria, 12 p.m.
(ESPN)
World Cup: Brazil vs.
Mexico, 3 (ESPN)
World Cup: Russia vs.
South Korea, 6 (ESPN)
NFL: Eagles
mandatory mini-camp

18
MLB: Phillies at
Braves, 12:10 (NBC10)
World Cup: Australia
vs. Netherlands,
12 p.m. (ESPN)
World Cup: Spain vs.
Chile, 3 (ESPN)
World Cup: Cameroon
vs. Croatia, 6 (ESPN)
NFL: Eagles
mandatory mini-camp

19
World Cup: Colombia
vs. Ivory Coast, 12 p.m.
(ESPN)
World Cup: Uruguay
vs. England, 3 (ESPN)
World Cup: Japan vs.
Greece, 6 (ESPN)
MLB: Phillies at
Cardinals, 8:15 (CSN)
NFL: Eagles
mandatory mini-camp
GLF: U.S. Women’s
Open, first round,
Pinehurst, N.C., 3
(ESPN2)

20
World Cup: Italy vs.
Costa Rica, 12 p.m.
(ESPN)
World Cup:
Switzerland vs.
France, 3 (ESPN)
World Cup:
Honduras vs.
Ecuador, 6 (ESPN)
MLB: Phillies at
Cardinals, 8:15
(CSN)
GLF: U.S. Women’s
Open, second
round, Pinehurst,
N.C., 3 (ESPN2)

21
World Cup: Argentina vs.
Iran, 12 p.m. (ESPN)
World Cup: Germany vs.
Ghana, 3 (ESPN)
World Cup: Nigeria vs.
Bosnia Herzegovina, 6
(ESPN)
MLB: Phillies at Cardinals,
4:10 (CSN)
GLF: U.S. Women’s Open,
third round, Pinehurst,
N.C., 3 (NBC)
AFL: Cleveland at Soul, 6
(CBSSN)

22
World Cup: Belgium
vs. Russia, 12 p.m.
(ABC)
World Cup:South
Korea vs. Algeria, 3
(ABC)
World Cup: United
States vs. Portugal, 6
(ESPN)
MLB: Phillies at
Cardinals, 2:15 (CSN)
GLF: U.S. Women’s
Open, final round,
Pinehurst, N.C., 3
(NBC)

23
World Cup:
Netherlands vs. Chile,
12 p.m. (ESPN)
World Cup: Australia
vs. Spain, 12 p.m.
(ESPN2)
World Cup: Croatia vs.
Mexico, 4 (ESPN)
World Cup: Cameroon
vs. Brazil, 4 (ESPN2)
MLB: Marlins at
Phillies, 7:05 (CSN)

24
World Cup: Italy
vs.Uruguay, 12 p.m.
(ESPN)
World Cup: Costa Rica
vs. England,
12 p.m. (ESPN2)
World Cup: Japan vs.
Colombia, 4 (ESPN)
World Cup: Greece vs.
Ivory Coast, 4 (ESPN2)
MLB: Marlins at
Phillies, 7:05 (CSN)

25
World Cup: Nigeria
vs. Argentina, 12 p.m.
(ESPN)
World Cup: Bosnia
Herzegovina vs. Iran, 12
p.m. (ESPN2)
World Cup: Ecuador
vs. France, 4 (ESPN)
World Cup: Honduras
vs. Switzerland, 4
(ESPN2)
MLB: Marlins at
Phillies, 7:05 (CSN)
NHL: Awards night,
Las Vegas

26
World Cup: United
States vs. Germany,
12 p.m. (ESPN)
World Cup: Portugal
vs. Ghana, 12 p.m.
(ESPN2)
World Cup: South
Korea vs. Belgium, 4
(ESPN)
World Cup: Algeria vs.
Russia, 4 (ESPN2)
MLB: Marlins at
Phillies, 7:05 (CSN)
NBA: NBA Draft,
Brooklyn, N.Y., 7
(ESPN)

27
NHL: Draft at Wells
Fargo Center
MLB: Braves at
Phillies, 7:05 (CSN)

28
World Cup: Round of 16,
Group A, first place vs.
Group B, second place,
12 p.m. (ABC)
World Cup: Round of 16,
Group C, first place vs.
Group D, second place, 4
(ABC)
MLB: Braves at Phillies,
2:05 (CSN)/7:15 (Fox)
NHL: Draft at Wells Fargo
Center
AFL: Soul at Iowa, 8:05
(TCN)
MLS: Union at New
England, 7:30 (CSN)

29
World Cup: Round of
16, Group B, first place
vs. Group A, second
place, 12 p.m. (ESPN)
World Cup: Round of
16, Group D, first place
vs. Group C, second
place, 4 (ESPN)
MLB: Braves at
Phillies, 1:35 (CSN)

30
World Cup: Round of
16, Group E, first place
vs. Group F, second
place, 12 p.m. (ESPN)
World Cup: Group G,
first place vs. Group
H, second place, 4
(ESPN)
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SETH WENIG / ASSOCIATED PRESS

California Chrome will attempt to win horse rac-
ing’s first Triple Crown since 1978 in the Belmont
Stakes on June 7.

Goalkeeper Zac
MacMath and
the Union have
two matches this
month, as MLS
goes on a break for
the World Cup.
RICH SCHULTZ /
ASSOCIATED PRESS

Jimmy Rollins could
become the Phillies’ all-time
hit leader this month.

YONG KIM / STAFF PHOTOGRAPHERS

4 (ESPN2)
ins at

05 (CSN)

Ivory Coast, 4 (ESPN2)
MLB: Marlins at
Phillies, 7:05 (CSN)

vs. Switzerland, 4
(ESPN2)
MLB: Marlins at
Phillies, 7:05 (CSN)
NHL: Awards night,
Las Vegas

World Cup: Algeria vs.
Russia, 4 (ESPN2)
MLB: Marlins at
Phillies, 7:05 (CSN)
NBA: NBA Draft,
Brooklyn, N.Y., 7
(ESPN)

p: Round of
E, first place
F, second
m. (ESPN)

p: Group G,
vs. Group
place, 4

Jimmy Roll
become the
hit leader t

YONG KIM / STAFF

BEST BETS
June 7, 4:30 p.m., NBC10

Belmont Stakes: Warning to California Chrome: Many dreams have ended in Elmont, N.Y.
June 12, 4 p.m., ESPN

World Cup: The biggest event world-wide opens with host Brazil taking on Croatia. The U.S.
doesn’t play until June 16, when it faces Ghana (6 p.m., ESPN).
June 26, 7 p.m., ESPN

NBA Draft: The Sixers will have two top-10 picks and five more in the second round. Might be
worth watching just to keep track of the trades.

-MARK PERNER
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SHORE,
WHY
NOT?
Killer winter, weird spring. The ocean’s calling. This is your guide.

BY CHUCK DARROW
Daily News Staff Writer
darrowc@phillynews.com, 215-313-3134

L ET’S face it. When it
comes to summer at
the Jersey Shore, man
(and woman and child)
doesn’t live by sand,

sun and surf alone — not to men-
tion boardwalks, casinos and
bars.
There must be even more to
keep one’s attention focused (and,

in some cases, their wallets open).
And so it is that in addition to
more personal pursuits — from
getting a suntan to hitting a big
slot-machine jackpot — Shore
townsoffer visitors theopportuni-
ty to enjoy large-scale, public, of-
ten multiday events. Whether
your interest is jazz, bluesor coun-
try music, barbecue, film, wildly
decorated boats, aerial acrobatics
or celebrating ethnic pride, the
Shore has it covered betweenMe-

ContinuedonNextPage

ED HILLE / STAFF PHOTOGRAPHER

As the tide rolls in
(here, in Wildwood), a
summer of events will
roll out all up and
down the Shore.
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SPECIAL SECTIONS: 

SPECIAL SECTIONS: 

SPECIAL SECTIONS: 

ADVERTORIALS: 

ADVERTORIALS: 

ADVERTORIALS: 

ALL -        Phillies Home Opener
ALL -        Penn Relays 
INQ, DN - NHL Playoffs Preview
INQ -         NHL Playoffs
INQ -         NFL Draft Preview
INQ -         NFL Draft Coverage
INQ -        Travel - Family Vacation
DN -          Masters 
DN -          Easter Fashion 

INQ -        Wedding Fashion 
INQ, DN - NBA Draft 
INQ, DN - NHL Draft 
INQ -         Travel - Maryland
DN -          US Open in Lancaster  

INQ, DN - Broad Street Run
INQ, DN - Dad Vail Regatta
INQ -        Down the Shore
INQ -        6th Annual Inquirer Brewvitational
INQ -        Travel - Virginia
DN -         Mayoral Primary Poll

INQ -        Phillies Baseball Preview
DN -         Sports Calendar
DN -         Phillies Baseball Guide

INQ, DN - Shore Guide
DN -          Sports Calendar
DN -          Kentucky Derby DT
DN -         Wizard World
INQ -        Focus on Education
INQ -        Retirement Guide - Business
INQ -        Devon Horse Show
DN -         Summer Arts

DN -         Sports Calendar 
DN -         Belmont DT
INQ -        Living Well (Men’s Health) 
INQ -        Readers Choice Winners Section
DN -         Art Thief

INQ -        55+ Living
INQ -        Golf Section

INQ -        55+ Living

INQ -        Festival of Homes 
INQ -        55+ Living
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All Month
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All Month

08/03

08/16

08/28
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09/01
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(09/07), (09/06)

09/13

TEAM-BY-TEAM
SCHEDULES, F6

TOP-25 TEAM
RANKINGS, F7

FIVE PLAYERS TO
WATCH IN 2014, F8

SUBURBAN ONEWILL
LOOKDIFFERENT, F3

His size, 6-foot-6 and 275
pounds, screams offensive line-
man. But don’t be fooled by that.
Roman Catholic’s Manny Taylor
was an underdog when he attend-
ed the Big Man Academy camp at
Rutgers a couple of months ago.

Many of the participants had
accounts on the recruiting web-
site hudl.com.

Taylor had none.
Many had videos touting the

greatest hits and blocks from
their varsity games.

Taylor had no video, because he
had yet to play a varsity game.

“Yeah, it’s weird,” the senior
said of attending the camp and

four days later accepting a schol-
arship offer from Rutgers after
having played zero snaps of varsi-
ty football.

“I look at guys out here now
that have been playing all their
lives and are still trying to get
that offer. And I felt like I just
went to a camp.”

Taylor’s case is unusual, said
Tom Lemming, recruiting ana-
lyst for CBS Sports Network.
But, Lemming said, a program
such as Rutgers or Temple some-
times takes a chance on a player
who has a lot of athletic ability
and size for his position but little
or no varsity experience.

Basketball was Taylor’s sport
through his freshman year,
which he spent at Life Center in
Burlington County, playing for
former Louisville star Pervis Elli-
son. Taylor said that he didn’t
follow football much while going
up, and that the variety of the

See TAYLOR on F2

LOU RABITO
"@lourabito

By Rick O’Brien
INQUIRER STAFF WRITER

P at Shurmur recalls the countless
pass-and-catch sessions in the
backyard, watching his son
make surprisingly crisp and ac-
curate throws.

The youngster, when it came to orga-
nized play, showed more natural ability
on offense. “He’s never been a good tack-
ler,” his father said with a laugh.

Jon Runyan remembers the Tuesday af-
ternoons, while at home and recovering
from another exhausting NFL game,
when he would test his namesake’s hand-
eye coordination.

“I would have him run across the room
and wing the ball at him,” he said. “I said
to him, ‘At the very least, you’re going to
have good hands.’ ”

La Salle quarterback Kyle Shurmur and
St. Joseph’s Prep lineman Jon Daniel Run-
yan, two of Pennsylvania’s top high
school senior players entering the season

that begins Friday, have benefited immea-
surably over the years from the pointers
passed along by their football-savvy fa-
thers.

Pat Shurmur is in his second stint as an
assistant coach with the Eagles, this time
as offensive coordinator for Chip Kelly’s
speedy offense. The ex-Michigan State
center also has been a coach in St. Louis
and Cleveland.

Jon Runyan was a nail-spitting, no-
holds-barred offensive tackle in the NFL
for 14 seasons, including nine with the
Eagles. Standing 6-foot-7 but consider-
ably slimmer than his final-season weight
of 330 pounds, he also is finishing his
second term as a U.S. congressman in
New Jersey’s Third District.

Last Friday, a day after the Eagles’ pre-
season win over the visiting Steelers, Pat
Shurmur watched Kyle and the Explorers
play in a scrimmage at Haverford School.

“For the most part, I stay in the back-
See FATHERS on F2

Jon Daniel Runyan and Kyle Shurmur, helped by their famous
fathers, enter the season as two of the area’s top senior players.

Jon Daniel Runyan Kyle Shurmur
Age 17 17
Year Senior Senior
Height, weight 6-5, 280 6-4, 215
Position OL-DL QB
Birthplace Houston East Lansing, Mich.
Hometown Mount Laurel, N.J. Philadelphia (Old City)
Favorite pro athlete LeSean McCoy Tom Brady
Favorite actor Will Ferrell Russell Crowe
Favorite movie Anchorman Cinderella Man
Favorite food Chicken wings Cheesesteak
Favorite musician Jason Aldean Drake
Favorite TV program ESPN’s SportsCenter HBO’s Hard Knocks
No. 1 hobby Playing golf Playing Call of Duty on Xbox
College Michigan Vanderbilt
College major Undecided Undecided
Parents Jon and Loretta Pat and Jennifer
Siblings Alyssa, 14; Bella, 12 Allyson, 22; Erica, 21; Claire, 11

Southeastern Pennsylvania Football Preview
LOCAL HIGH SCHOOL SPORTS | INQUIRER.COM/RALLYPA

BIG-TIME
BLOODLINES

Meet the Players

La Salle’s Kyle Shurmur (top) and St. Joe’s Prep’s Jon Daniel Runyan (bottom, right) have
fathers with strong Eagles ties. Pat Shurmur is their offensive coordinator and Jon Runyan
(bottom, left) manned the right-tackle position for years. MATTHEW HALL / Staff Photographer

“When he comes home from a practice or game, I ask him how things went as his father
and not as a coach,” said Eagles offensive coordinator Pat Shurmur, watching a La Salle
scrimmage from the stands with his daughter Allyson.

Roman’s Taylor commits to Rutgers before first action.

No varsity snaps? No problem

“When you just see the tools that he has, the upside is through the
roof,” Roman Catholic coach Joe McCourt says of Manny Taylor (right),
a senior lineman who is making his varsity debut. LOU RABITO / Staff
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ALL -        Eagles Training Camp
INQ -        Shore Dining by Craig LaBan
INQ -        US Open Women, Lancaster 
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DN -         Baseball All-Star Game
DN -         Dog Days Pets
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INQ -         Fall Fashion
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INQ, DN - Fantasy Football 
INQ -        PA High School  Football Preview
DN -         Sports Calendar
DN -         Sexy Singles
DN -         Art Thief

INQ, DN - Pope Attending Meeting of Families
DN -         Sports Calendar
DN -         Football Guide
INQ -       Eagles Preview
DN -         Eagles Playbook Begins
DN -         Art Thief

INQ -        55+ Living
INQ -        Focus on Retirement

INQ -        55+ Living

INQ -        Jobs Spotlight on Success
INQ -        55+ Living
INQ -        Festival of Homes

*

08/16 *
*

09/30*

* Tentative
* Tentative

08/23

focus on

RETIREMENT
Your guide to everything retirement in the Delaware Valley

Give it a whirl: Hobbies and pastimes to try
Contrary to old

dogs, you’re never
too old to learn new
tricks. In fact, learn-
ing new skills is doc-
tor-recommended,
as research suggests
it’s the most e!ective
means of preventing
cognitive decline in
seniors. Keep agile as
you age by picking up
any of the following
hobbies and pas-
times.

Get creative.
Set up an easel

and recreate the sur-
rounding landscape
with pastels, water
colors or colored
pencils. Fashion a
handmade quilt sewn
from scraps of cloth-
ing you’ve outgrown.
Snap photos on your
digital camera and
start an online scrap-
book. Oil painting,
charcoal sketching,
mixed media sculpt-
ing — choose a me-
dium and get to work.
To paraphrase famed
inventor Thomas
Edison, “Genius is
one percent inspira-
tion and ninety-nine
percent perspiration.”

Make wine or brew
beer.

Tap into the many
resources at your dis-
posal — books, blogs,

advice columns, your
local brewer’s sup-
plies store and its
employees — and
start concocting your
own wine, beer or
both. Don’t expect
too much of your first
few batches though.
Write them o! as
“experimental.” The
best brewers and
vintners can spend a
lifetime, or multiple
generations, perfect-
ing their recipes and
processes. But once
you’ve got a brag-
worthy batch, share
your bottles with
friends and family as
gifts.

Beautify your com-
munity.

Many municipali-
ties have a volunteer
squad organized to
beautify the commu-
nity. Members plant
flowers, pick up trash
and generally im-
prove the aesthetic
appeal of a town.
If your community
doesn’t have one,
start one.

Join a book club.
Share your loves

of reading and social-
izing simultaneously.
Take notes while you
read and bring them
with you to meetings
so you can join the

discussion, but don’t
spend all of your
time talking. Listen
to what others have
to share about the
books. Their takes
on the content may
be entertaining and
enlightening.

Let it grow.
Vegetable gar-

dening is not some-
thing you know; it’s
something you learn.
Seeds, soil, sunlight,
drainage, shade,
temperature — there
are many variables
to understand and
consider when plant-
ing, pruning and
harvesting. Start
small with herbs and
some tomato and
pepper plants, and
then expand your
garden the next year.
If you’re an old pro,
share your expertise
with rookies at the
community garden or
start a blog.

Let it blossom.
Flower gardening

can become a very
involved hobby, as
well. Start small with
simple landscaping
designs and hardy
perennial plants.
Time, patience and
practice will bring
more intricate de-
signs and delicate

flowers. Whatever
you decide to plant
will result in a beauti-
ful outcome for both
you and your neigh-
bors to enjoy. And
as a bonus, stoop-
ing and squatting to

pull weeds and dig
in the dirt is great
low-impact exercise.
Just be careful not to
overdo it in the direct
sunlight, and use a
gardener’s mat to
protect your knees.

Discover why ‘bird’
is the word.

Bird watching,
or birding, can be
enjoyed solo, with a
partner or in a group.
It’s easy to learn

Learning to play an instrument is harder – and more humbling – for
adults than it is for children, but it’s also highly rewarding.

Seasonal jobs for older Americans

Here are five
seasonal jobs perfect
for retirees and older
Americans:

1. Holiday worker
Retailers beef up

sta! from October to
January for the holi-
days and trim down
immediately follow-
ing. Not interested in
stocking shelves or
selling clothes? Try
other holiday jobs,
such as posing as
the Easter Bunny for
photos, cashiering at
a haunted house, or

selling produce at a
farmer’s market.

2. Golf course em-
ployee

In exchange for a
free or discounted
membership and
hourly pay, you may
enjoy working in the
pro shop at your local
course. Other pos-
sibilities? Bartending
or o"ce work. Dude
ranches, cruise ships,
wedding venues and
sports arenas also
need temporary sta!
in the spring and

summer months.

3. Tour guide
Your advanced

degree and many
years of experience
make you an insight-
ful curator at the art
museum, arboretum
or zoo. You can also
lead historical walk-
ing tours of your local
community.

4. Tax preparer
If a steady pay-

check from Janu-
ary to April sounds
enticing, help others

file their federal and
state taxes. If your
background isn’t in
finance or account-
ing, take a tax prepa-
ration course from a
community college
or large firm such as
H&R Block or Jack-
son Hewitt. You don’t
need to be certified
in most states, but
good luck finding
work without formal
training.

5. National or State
Park employee

Scenic landscapes,
protected wilderness,
fresh air and a free
spot to park your RV
for the summer — no
wonder nearly a third
of national park em-
ployees are age 50-
plus. From checking
passes at the gate to
leading ranger talks,
there are thousands
of seasonal jobs ideal
for seniors at our na-
tional and state parks.
Also, look for posi-
tions with park con-
cessioners—private
contractors that oper-
ate services, including
dining, campgrounds
and bus tours.

By choice or necessity, you’re not ready to retire from the work-
force completely, but you would like to punch the clock part-time.
For many older employees like you, working a few months of the
year and taking the rest o! is ideal.

From checking passes to leading talks, there are thousands of
seasonal jobs ideal for seniors at our national and state parks.

1. According to the U.S. Fish and Wildlife Service, birding is
America’s No. 1 sport, with 51.3-plus million birders throughout
the country. 2. Protect your knees, gardeners. Planter gardens and
raised beds reduce the need to squat and stoop.
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The Philadelphia Inquirer Zones 



Source:  AAM Audit 2014 

The Inquirer’s Thursday Food Section 
is available in four ROP zones 

Additional ROP Zoning (Thursday Food Zone) 
This configuration allows advertisers to 
micro-target a print campaign specific to 
the geography that best represents the 
advertiser’s target consumer, adjacent to 
news and information that our readers turn 
to week after week. 

Thursday Food Zone Circulation 

Daily Inquirer Sunday Inquirer 

Bucks Co / NE Philadelphia 31,339 64,784 

Chester Co / Delaware Co / Main Line 63,254 112,732 

Montgomery Co  / NW Philadelphia 40,448 76,834 

New Jersey 28,936 57,533 



Source:  AAM Audit 2014 

The Inquirer’s Classified Section is 
available in five ROP zones 

Classified Advertising Zones Daily & Sunday 

Circulation 

Classified Zone Daily Inquirer Sunday Inquirer 

Bucks Co / NE Philadelphia 31,339 64,784	
  
Chester Co / Main Line 32,572 54,417 

Delaware Co / Center City 
Philadelphia 30,682 58,315 

Montgomery Co  / NW Philadelphia 40,448 76,834 

New Jersey 28,936 57,533 



Source:  AAM Audit 2014 

From regional to neighborhood news, you can connect 
with these community-minded readers  
on a personal level every day 

Circulation 

Local “B” Zone Daily Inquirer Sunday Inquirer 

Philadelphia & PA Suburbs 135,041 254,350 

New Jersey 28,936 57,533 

With two zones in Pennsylvania an NJ Suburbs, the local “B” 
section provides flexibility to target potential customers near 
your store locations, seven days a week. Friday Weekend 
Entertainment section is also available in these zones. 

Inquirer Local “B” News Section/Weekend Section 
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We have the tools to measure and optimize 
your “Big Philly” ad performance 



Source: We use a third-party media research company, Research and Analysis of Media (RAM), that  
provides quantitative analysis of advertising for hundreds of media companies throughout the world.  

Our RAM analysis quantitatively gauges 
and improves your campaign ROI 



Key Takeaways 
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Additional Information 
Regional Readership Overlap, Holiday Shopping, 

Gift ideas, Inserts, Black Friday	
  



Source: Scarborough, 2014 R2; Base: Philadelphia DMA 

The audience is brand-loyal with few Inquirer 
readers reading other regional publications 
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89% of the Philadelphia market will use newspapers 
when it comes to shopping this holiday season 

Question: In which, if any, of the following ways do you use newspapers for holiday shopping? 
Source: 2014 RAM Holiday Survey - Philadelphia



Question: In which, if any, of the following ways do you use newspapers for holiday shopping? 
Source: 2014 RAM Holiday Survey - Philadelphia; 12014 RAM Holiday Survey - USA 

71% will use newspaper advertising 
for a gift idea 1 



Question: Which of the following do you use to make shopping decisions? 
Which is your main source (#1 choice) for holiday specials? 
Source: 2014 RAM Holiday Survey 

Newspaper inserts outpace other 
media to drive shopping decisions 



Source: 2014 RAM Holiday Survey - Philadelphia 

Newspapers are the #1 source 
for holiday specials 
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For questions or comments on this presentation, please contact Matt Broad 

Key Contacts 

Jeff Stachowski 
Advertising Director 
215.854.2247  
JStachowski@philly.com 

Fred Groser  
Sr. Vice President, Sales & Marketing 
215.854.5505  
FGroser@philly.com 

ADVERTISING CONTACTS 

Matt Broad 
Director, Marketing Solutions & Business 
Development 
215.854.2914 
MBroad@philly.com 

MARKETING CONTACT 

Tony Cuffie 
Vice President, Local Advertising 
215.854.5542 
TCuffie@philly.com 
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