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Welcome! We’re thrilled that Advance Ohio is a chosen partner in growing your business. As an 
advertiser, you have access to 5.14 million monthly readers of The Plain Dealer, cleveland.com and the 
Sun News. Your brand aligns with the rich legacy of our journalism and our trusted brand, which holds 
the number one position in the market as a news and information source (measured in unique visitors 
by Comscore). Together we’ll craft a customized marketing solution that attacks your marketing 
challenges, satisfies your advertising needs and achieves measurable objectives. Our mission is to 
exceed your expectations at every stage of your journey with us. We are truly at your service. 

Brad Harmon
Midwest Regional President
bharmon@advancelocal.com

Chris Quinn
Editor of cleveland.com 

and Vice President of 
Content at Advance Ohio 

cquinn@cleveland.com

David Knight
Chief Revenue Officer 

dknight@advance-ohio.com

WELCOME! 
YOU’RE IN GOOD COMPANY.
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SERVING YOU LOCALLY, 
REGIONALLY, AND NATIONALLY

The Plain Dealer, cleveland.com and Sun News 
comprise Advance Ohio, a dynamic media company 
equipped to serve our Northern Ohio market. A division 
of Advance Local, a leading national media company 
comprising 15 news and information websites that 
rank #1 among local media in their respective markets 
and 9th largest news organization nationally. Advance 
Ohio is part of Advance, along with Condé Nast and 
American City Business Journals.

National Connections with Extensive Reach

 9th largest publisher in the nation

 Network of nine local media 
groups – each of them holds  
the #1 position in their market

 700+ awards for  
journalism excellence

LOCAL

REGIONAL

NATIONAL

W E  H AV E  A  S T R O N G  F O U N DAT I O N  L O C A L LY  W I T H  T R U S T E D 
B R A N D S  A N D  T E A M S  W H O  A R E  E M B E D D E D  I N  T H E  H E A R T  O F 

T H E  CO M M U N I T I E S  T H E Y  S E RV E .
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POWERFUL TECH STACK
A powerful and sophisticated tech stack is necessary to fuel the science behind an effective 
audience targeting strategy. Great audience targeting is only achieved through cutting-edge 
technology and smart, experienced people who truly know how to use it. Advance Ohio is certified 
in: Premier Google Ads for Search, Google Analytics Certified, Google Tag Manager Certified, 
Google Ads Display, Google Video Advertising, and YouTube Advertising. In addition, Advance has 
been awarded the Microsoft Digital Advertising Partner of the Year for three years and is a Meta 
Business Partner. The Advance Local family of companies is a Google Premier Partner status. This 
accomplishment signifies that we are among the top 3% of Google Partners in the country. Our team 
members are experts in this field with most, if not all, Google Ads and Analytics certified.

26
NEWSPAPERS 

AND
MAGAZINES

15
NEWS & 

INFORMATION
WEBSITES

21M
SOCIAL MEDIA
FOLLOWERS

52M
PEOPLE REACHED 

PER MONTH

#1
COMSCORE

RANKED  
LOCAL NEWS
PUBLISHER 

BRAND

PREFERRED PARTNERS

TECH STACK

Business Partner

IS AMONG THE 

TOP 3% 
OF GOOGLE 

PARTNERS IN THE 
COUNTRY



www.advance-ohio.com  |  5

MARKETING STRATEGISTS
WE TIE EVERY MARKETING ACTION TO A 

MEASURABLE GOAL FOR YOUR BUSINESS, 
AND REPORT ON PROGRESS REGUL ARLY.

A DV E R T I S I N G  O N  A DVA N C E  O H I O -
OW N E D  M E D I A  A N D  B E YO N D
The advertising world is filled with 
choices. We can help you determine 
what you really need.

YO U R  B R A N D  S T O RY 
T O L D  V I S UA L LY
Exceptional content and creative.

U S I N G  DATA  T O 
YO U R  A DVA N TAG E
Make decisions based on 
data, not your gut.

M A R K E T I N G  CO N S U LTAT I O N : 
M A K I N G  YO U R  OW N 
T E A M  B E T T E R
Not every business needs 
a marketing agency.



View case studies and our portfolio: advance-ohio.com/work/
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A DVA N C E  O H I O  I S  A  F U L L- S E RV I C E  AG E N C Y  O F F E R I N G :

MARKETING STRATEGY, RESEARCH & 
CAMPAIGN MANAGEMENT
Understand the business through the consumer’s 
eyes, their path to decision. (White-board meetings, 
Basecamp, Collaborative planning sessions).

DATA – CONSUMER INTEREST  
& INTENT
Reach a relevant audience at the moment when 
they are primed to receive, remember and act on 
the message.

DIGITAL MEDIA
Using insights forged from our  proprietary 1st and 
3rd party data, we craft campaigns that provide 
an effective actionable roadmap to the intended 
results.

AUDIENCE ACTIVATION PROGRAMS
An effective and manageable option with a 
high rate of return and engagement, audience 
activation programs grow your customer 
base and data set with digital display ads on 
cleveland.com enticing an engagement with a 
giveaway. Audiences enter for a chance to win, 
responding to survey questions, participating 
in brackets, or other interactions. These are 
also sent to over 65,000 cleveland.com readers 
inviting them to enter and opt-in for future 
offers. These opt-ins, names, and emails can 
be shared with the client generating a new 
leads list or list-matching opportunity for future 
connections.

GOAL DEVELOPMENT, REPORTING & 
OPTIMIZATION
Our investment in enhanced reporting 
technologies enables us to better analyze 
campaign performance.

FULL-SERVICE CAPABILITIES

BRANDING
• Stakeholder focus groups and trainings

• Brand research and strategy

CREATIVE DEVELOPMENT  
& EXECUTION
An in-house creative team of 40+ people with skills 
ranging from visionary/brand identity specialists 
to videography and photography specialists to 
traditional content creators to fulfillment designers.

CONTENT MARKETING
Telling relevant and engaging stories that matter to 
your customer and you, using any effective channel 
and medium (photo slideshows, video, podcasts, 
infographics, sponsored articles, website copy, 
social media posts and more).

SOCIAL MEDIA MARKETING 
With paid placements we take your social media 
content to where your target audience lives.

WEB DEVELOPMENT
Discovery meeting and audits to develop a 
complete understanding of the needs of the user, 
and functional and visual requirements

SEARCH ENGINE OPTIMIZATION
Our SEO campaigns focus on getting more of the 
right people to your website, and to your business.

SEARCH ENGINE MARKETING
Campaigns are built and managed on an individual 
basis providing you a custom solution and ensuring 
optimization to produce results.

http://advance-ohio.com/work/


CREATIVE/PRODUCTION
The Advance Ohio Creative Team is multi-disciplined with expertise in branding, content generation, graphic 
design, videography, and more. Our team functions at a high level, visioning collaboratively with our clients, 
and delivering specifically desired or requested creative elements. 

VIDEOGRAPHY
Video is a premium resource for brand engagement, improving awareness, and establishing credibility with 
interactive video content. Video is best utilized in the Awareness and Engagement stages of the buying cycle 
to: tell the client’s story, introduce a new product or service, connect emotionally with current, lapsed and 
potential customers, showcase a business and location, differentiate from competitors and improve social 
media engagement. 

CREATIVE CAPABILITIES
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Not only will you have a dedicated team consisting of the individuals highlighted below, they are 
supported by our national Advance Local team, including specific teams dedicated to search, quality 
assurance, analysis, creative strategy, social, account management and fulfillment. The Advance 
support system adds an AdOps team in New Jersey, designers in Ohio and Michigan, and a Search 
team. These additional layers of support offer significant value to our clients large and small, and an 
incredibly deep bench for our local teams.

R E S O U R C E  T E A M S

Sales Director Digital Strategy Manager Quality Assurance Manager Account Executive

CREATIVE CONTENT / SOCIAL QUALITY ASSURANCEPERF. ANALYTICS DIGITALSEARCH

ACCO U N T  T E A M

YOUR TEAM
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OHIO’S #1 NEWS SOURCE

At The Plain Dealer and cleveland.com, we’re 
known for the deepest, most meaningful 
reporting in our market, brought to you by 
reputable journalists with a deep sense of 
responsibility to be the voice of Ohio’s people. 
We strive to be a trusted community partner, 
connecting and informing our audience, and 
helping community businesses to grow.

Comscore December 2022

OUR GOAL IS TO PROVIDE THE BEST, UNBIASED, 
FACT-BASED LOCAL NEWS COVERAGE.
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DIGITAL SOLUTIONS
Target exactly who you need to reach, anytime, anywhere.

• Digital Display Ads

• Rich Media

• Geo, Contextual and  
Behavioral Targeting

• SEM/SEO

• Re-Messaging

• Sponsored Articles

• Video

• Social Media

• Targeted Email

• Special platforms for: job listings, auto listings, 
obituaries, celebrations and for sale ads.

Sources: US Census Bureau, BIA Advisory Services, Sperling’s, 2022 Comscore  

8,000,000
MONTHLY UNIQUE 

VISITORS

36.5%
HIGHEST PERCENT OF 
MONTHLY CLEVELAND 

COMPUTER USERS

C L E V E L A N D . CO M  AU D I E N C E  PR O F I L E

3,022,994
ADULT POPULATION

54
MEDIAN AGE

226,000+
BUSINESS LOCATIONS

$71,549
MEDIAN HOUSEHOLD 

INCOME
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PRINT SOLUTIONS
Advertising in The Plain Dealer and Sun News 

Reaches an Engaged Audience
We have all sorts of options for print ads that appear in The Plain Dealer and Sun News and 
subscribers can access a daily digital edition for The Plain Dealer (an exact replica of the printed 
paper), as well as online at cleveland.com. After all, we have been providing Ohio’s trusted, consistent 
and award-winning news and information content for 180 years. Our newspaper reaches an 
engaged audience that give newspapers their attention and actively consume content. It’s the ideal 
environment for advertising to influence brand choice and direct response.

PR O D U C T S
• Newspaper Ads
• Front Page Notes
• Front Page Banners, SkyBoxes, 

Gatefolds, Spadeas
• Preprint and Print & Deliver Inserts
• Commercial Printing
• Special Content Sections

JUST KEEPING THE PEACE

Criminal trespass   
Campus Drive, South Euclid

A resident said Jan. 2 that her neigh-
bor came onto her property despite being 
given a trespass warning the previous day. 
She said the woman, 34, stood behind her 
vehicle with hand weights and proceeded 
to do squats before returning to her own 
home. Surveillance video confirmed the 
story. Trespass charges were pending.

Traffic stop   U.S. 422, Bainbridge Township
A New Jersey man was stopped by 

police at 9:20 a.m. Jan. 26 for weaving. 
The man, 29, had a blood alcohol level 

of .19, more than twice the legal limit. 
He told an officer he was on his way to 
a court appearance in Michigan to face 
drunken-driving charges. Bainbridge 
police cited him for operating a vehicle 
while intoxicated and for violating lanes 
of travel. In addition to a rescheduled 
appearance in Michigan, he will face 
charges in Chardon Municipal Court.

Traffic stop   
Chillicothe Road, Russell Township

Responding to a Feb. 20 call reporting 
a possibly impaired driver, an officer saw 
the vehicle commit a lane violation before 
he initiated a traffic stop. He noted that it 
took “a while” for the car to stop, during 

which time he saw multiple lane viola-
tions. The driver checked out OK. She 
explained that she was trying to open  
a bag of potato chips while driving.

Assist person   Richmond Road, Lyndhurst
At 6:50 p.m. March 23, police were 

called to the Colony House Apart-
ments, 1424 Richmond Road, where 
it was reported that two women were 
fighting. Police arrived to find that 
the women were not fighting, or even 
arguing. It was learned that one of the 
women was praying out loud and the 
other was trying to get her to pray a lit-
tle more quietly.

$187

75¢ PROUDLY SERVING BEREA, BROOK PARK AND MIDDLEBURG HEIGHTS SINCE 1928 THURSDAY, JANUARY 6, 2022

94th Year, No. 2   Home delivery: 216-515-2002

Illustration by Chris Morris, Advance Local

YEAR IN REVIEW

Best of the blotter 2021

Beth Mlady   Special to Sun News

Brook Park City Council was informed 
in October that the roof and walls of the 
recreation center natatorium are in bad 
shape. As a result, council on Dec. 21 
authorized the mayor to execute a con-
tract with Bud Griffith of Construction 
Resources Inc. to prepare drawings, spec-
ifications and bid packages as the next 
step in fixing the facility.

The contract covers design services, 
but it also authorizes a roof study “for the 
overall City Hall building,” according to 
the legislation. The maximum contract 
cost is $171,600.

“As you know, this has been in discus-
sion for the past four years, and whether we 
reopen the pool or not, something has to be 
done,” Mayor Mike Gammella told council 
at the Dec. 14 council caucus. “And I think 
everyone here concurs with that.”

Beth Mlady   Special to Sun News

Berea has received a financial boost 
for its senior services, with the Cuyahoga 
County Division of Senior and Adult Ser-
vices awarding more than $100,000 in 
grant money.

The city’s Active Senior Network will 
receive $30,000, its Dinner to Your Door 
program will get $51,376, and the Senior 
Wheels transportation service will 
receive $23,000.

Berea Administrator of Social and 
Senior Services Natalie Guzzo said the 
city received county grants in the past, 
but this year’s award exceeded her expec-
tations.

“I was so excited,” she said in an inter-
view. “I didn’t know if we would get the 
money for all three areas because I had 
never applied for it before. I was thrilled.”

BEREA 

County awards 
$100,000 for 
senior services

BROOK PARK 

Council OKs 
rec center roof 
study, bid prep 
for repairs

You can look at the Sun newspapers’ weekly police blotter reports in two ways: As a cause for hand-wringing over 

the state of society — or as a source for an eye roll and a chuckle. Let’s leave the social analysis for another day.  

For now, here’s a look at blotter reports that caught our eye in 2021 for their sheer entertainment value.  

SEE BLOTTERS, A9

SUN LIFE

Fit for a change
Dreading getting started on that  
New Year’s resolution to get in shape? 
Maybe what you need is a new way of 
working out.   B1

SPORTS

Soccer all-star teams
Cleveland.com’s 2021 high school  
soccer all-star teams are highlighted  
by players of the year Luciano Pechota  
of St. Ignatius and Peyton Gellin  
of Chagrin Falls.   B4

PICK OF THE BLOTTER

Joyride in boss’ car
A man called at 8:28 p.m. Dec. 18 and 
said his boss’ car was stolen from the 
BP gas station parking lot by a loitering 
customer.  The car had been running 
with keys in the ignition.   A2

SEE BROOK PARK REC CENTER, A4

SEE BEREA SENIOR SERVICES, A5

VATICAN CITY

Pope: Pray for refugees
In an Easter message highlighting 
hope, Pope Francis on Sunday invoked 
prayers for both the Ukrainian and 
Russian people, praised nations 
which welcome refugees and 
called on Israelis and Palestinians 
forge a “climate of trust.”    A4

MASTERS

Rahm pulls away
After a rainy week at the Masters, 
the sun shined on world No. 1 
Jon Rahm, who passed Brooks 
Koepka early in the final round to 
win his first green jacket.   B1

$3 MONDAY, APRIL 10, 2023   THE PLAIN DEALER   CLEVELAND.COM   MN   

Customer service: To subscribe or report delivery issues, call 216-999-6000
Lotteries, A2 Go & Do, A2 Nation & World, A4 Forum, A8 Deaths, A9 Sports, B1 TV listings, B8 Mostly sunny

63 ° / 36 °

Top Ohio counties for working 

at home are Delaware and 

Franklin in central Ohio.

Zachary Smith   zsmith@cleveland.com

While the onset of the pandemic in 
2020 forced many businesses and employ-
ees to learn how to work from home, the 
trend has continued for many, especially 
in some counties in Greater Cleveland.

As of 2021, 14.8% of Ohioans were working 
from home, according to the latest estimates 
from the Census Bureau. That’s more than 
triple the rate of Ohioans who worked from 
home in 2019, before the pandemic, at 4.6%.

In Greater Cleveland, three counties 
break the top 10 for remote work among 
the state’s 30 largest counties, the popula-
tions covered by the survey data.

Geauga County ranked fifth in the state, 
with 18.9% of its 44,629 workers aged 16 and 
older working remotely. That was followed 
in the area by Cuyahoga County at No. 8 

statewide, with 17.7% of its 580,885 workers 
being remote, and Medina County at No. 10, 
with 17% of its 73,579 workers being remote.

The county with the highest rate of remote 
workers was Delaware County, just north of 
Columbus, with 32.1% of its 116,974-person 
workforce working from home.

The number of remote workers varied 
from state to state, with nearly a quar-
ter of workers being remote in 2021 in 
Colorado, Maryland, Massachusetts and 
Washington.

Before the pandemic, only about 20% 
of people in the United States who said 
they could do their job from home did, 
according to a study conducted by the Pew 
Research Center. That same study found 
that in October 2020, 71% of those sur-
veyed were working from home, with 54% 
wanting to work from home permanently.

It seems that the percentage of people 
who wanted to work from home are still 
able to, as another Pew Research Center 
from 2022 shows that 59% of employees 
who can do their responsibilities at home 
still do so most or all of the time.

Why workers choose to telework in 

2023 is different from in 2020, with one 
of the main reasons now being a bet-
ter work-life balance, with less concern 
about being exposed to COVID-19 than 
in 2020, according to the Pew Research 
Center survey. 

LABOR TRENDS

Remotest idea: Cuyahoga, Geauga,  
Medina are leaders in work-from-home

Cuyahoga County ranks eighth 
in Ohio in percentage of its work 
force (17.7%) that works remote.   
Jenny Kane, Associated Press

More than a dozen tax 

issues are on ballot for 

the election on May 2.

Cliff Pinckard   cpinckard@cleveland.com

Thousands of voters in Cuyahoga 
County will decide on tax issues May 2, as 
schools, cities and a library have levies or 
bond issues on the primary election ballot.

Early voting has started at Cuyahoga 
County Board of Elections, or get an 
application for a mail-in ballot at boe.
cuyahogacounty.gov/voters/vote-by-mail.

According to the elections board, 
there are five tax increases for a library 
or schools. Thirty communities also have 
offices or issues on the ballot, whether 
it’s voting for municipal court judge, city 
council members or charter changes.

Here is a summary of the tax increase 
requests:

SCHOOL DISTRICTS

Beachwood: Issue 1 is a 3.95-mill bond 
issue that will raise $65 million to build 
two new elementary schools and to 
update the Fairmount Early Childhood 
Center, which also serves as the Board of 
Education offices. The bond issue would 
cost $138.25 per year for each $100,000 
of the county auditor’s appraised value of 
a home. The bond issue would be repaid 
over 37 years.

Garfield Heights: Issue 2 includes 
a 2.6-mill bond issue and an 8.6-mill 
additional tax levy. The bond issue will 
raise $19.5 million for construction and 
improving school buildings. It will cost 
$81 per year per $100,000 of a home’s val-
uation. The additional tax will cost $301 
per year per $100,000 of a home’s valua-
tion. The tax will be used for “the acquisi-
tion, construction, enlargement, renova-
tion and financing of general permanent 
improvements for a continuing period of 
time.” The bond issue would be repaid 
over 37 years.

Independence: Issue 3 is a renewal of 
a tax levy and also a proposed increase. 
The renewal is for $4.25 million and the 
increase is for $3 million, averaging 13.96 
mills. It will cost $453 for each $100,000 
of appraised value of home. School offi-
cials say the increase would be used to 
fund things like tuition-free pre-kinder-
garten for 4-year-olds, armed law-en-
forcement officers at each building and 
additional programs geared toward pre-
paring students for their futures.

Megan Sims   msims@cleveland.com

The Tanglewood National Golf Club 
near Chagrin Falls is up for sale, and the 
current owner wants it to remain a golf 
course.

The club has been managed by Bir-
mingham Associates LLC for 14 years.

In 2012, the Tanglewood Lake Home-
owners Association, representing the 
nearby housing development, reached 
an agreement to buy the 132 acres where 
the club is located from Birmingham 
for $1 million. The association’s goal 
in the purchase was to prevent future, 
unwanted development.

The association agreed to a long-term 
lease with Birmingham, whose owners 

now want to sell the management of the 
club and the improvements to the land 
so they can retire, said Steve Ekovich, an 
executive director of Leisure Investment 
Properties Group, which is acting as 
co-broker and golf consultant on the sale.

The “storied” golf course has been on 
the market since January for $2.2 mil-
lion, Ekovich said, adding that he has 
received interest.

“We have buyers from California, 
New York, obviously Ohio and Michi-
gan. We’ve got interest from all over the 
world,” he said. “But I think it’s note-
worthy that people are interested in a 
Cleveland-area asset because the superb 
demographics Chagrin Falls has.”

CUYAHOGA COUNTY    
MAY ELECTION

Five school and 
library districts 
seeking tax 
increases

REAL ESTATE

For sale: Open design, walkable property, 
great views, 18 holes included

$2.2 million: The 132-acre  

Tanglewood National 

Golf Club has hosted pro 

tournaments, weddings 

and other formal events.

Tanglewood National Golf Club in Chagrin Falls, owned by the Tanglewood Lake Homeowners Association since 2012  
and managed by Birmingham Associates LLC for 14 years, is for sale at $2.2 million.   Leisure Investment Properties Group

WALK-OFF
NO. 1

WILL BRENNAN COMES THROUGH IN 
THE CLUTCH AND JOSH BELL DRIVES 
HOME THE WINNING RUN AS THE 
GUARDIANS WIN IN 12 INNINGS.   B1

SEE LABOR TRENDS, A6

SEE MAY ELECTION, A3

SEE REAL ESTATE, A3

Source: 2022 Nielsen-Scarborough, 2022 Comscore

READ AT LEAST 
1X A WEEK:

554,100

68% 
OF PLAIN DEALER 
PRINT READERS 

ARE “PRINT 
EXCLUSIVE” 

TOTAL BRAND 
AUDIENCE:

1,459,900
WE REACH NEARLY HALF OF ALL 

CLEVELAND REGION ADULTS
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Drive awareness and consideration of your brand to a hyper-targeted, local audience. All of these 
tactics combine to activate your audience, at an extremely economical price.

qualified leads for your brand

BRANDING MESSAGES
(Impressions)

email MESSAGES
(Direct Communication)

brand engagement/
enticement

(Participate for a  
Chance to Win)

bounce back email 
with Offers, 

Driving Purchases 
or Foot Traffic

Murdick’s Fudge 
of Mackinac Island 
partnered with us for 
a giveaway promotion, 
offering five free slices 
of the delicious fudge 
to one lucky winner. 
This was promoted on 
our site, touting the 
giveaway, and invited 
the audience to enter to 
win. Digital display ads 
offered an introduction 
to the offer and to the 
fudgery. Big results 
came when an email 
communication was 
sent to our readers.

In less than a week’s 
time, 3,761 individuals 
entered to win five
Slices of Murdick’s 
Fudge.

Audience Activation Campaign Examples

ENTERED BY

3,700+
IN THE U.S.

OF THOSE WHO ENTERED

70%
OPTED IN TO FUTURE

COMMUNICATIONS

A photography shop partnered with us for a 
promotion, offering a camera giveaway to one 
lucky winner. This was promoted on our site, touting 
the giveaway, and inviting the audience to enter 
to win. Digital display ads offered an introduction 
to the offer and to the featured business. Then an 
email communication was sent to our readers. 

The program opened November 19. On December 3, 
an approximate 120,000 emails were sent. Between 
these two tactics, 2,764 individuals entered to win 
the camera, and the camera shop added the 18% of 
the “opt in” audience to their own CRM.

94%
SURVEY 

PARTICIPATION

18%
COMMUNICATION 

OPT-INS

ACTIVATE YOUR AUDIENCE 
AND DRIVE LEADS
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EXTENDED REACH PRE-ROLL 
AND OTT/CTV/TVE

Serve non-skippable video ads to your audience 
before and throughout video content  

Video placements that are :15 to :30 seconds in length and run on a network made up of high-profile 
news, sports, and entertainment sites with targeting across all devices including connected TVs. 
We can leverage our 1st- and 3rd- party data to target these ads to your desired audience. Our reach 
history as storytellers allows us to help create the content that a user will respond to. 

INTERNET USERS SPENT 6 hours and 48 minutes
PER WEEK WATCHING VIDEOS ONLINE IN 2019.
limelight, 2019
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PODCASTS

Sponsorship of cleveland.com’s quality podcasting 
content is simple and effective, and reaches our 
audience alongside stories and content trusted by 
the listener.

C L E V E L A N D . CO M  P O D C A S T 
D OW N L OA D S

Buckeye Talk
618,700

180,810
Orange and 
Brown Talk

39,830
The Cleveland 
Baseball Talk

7,031
The Wine & 
Gold Talk 

11,920
Terry’s 
Talkin’

35,570
Today in 
Ohio

34,900
College Football 
Survivor

30 Days as reported by Apple Podcasts through Dec. 2022

TOP
10

FOOTBALL
PODCAST
AS REPORTED BY
APPLE PODCASTS

TOP
20
SPORTS

PODCAST
AS REPORTED BY
APPLE PODCASTS
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HELPING OUR COMMUNITY

E N G AG I N G  O U R  CO M M U N I T Y  T H R O U G H  E V E N T S  A N D  PR O G R A M S 
E XC LU S I V E  T O  C L E V E L A N D . CO M  A N D  T H E  PL A I N  D E A L E R

CO M M U N I T Y  S E RV I C E S  W E  PR OV I D E :

Legals  •  Obituaries  •  Private Party  •  Marketplace/Directories  •  Job Fairs

VIRTUAL
CAREER FAIR

HIGH SCHOOL

O N  A N D  O F F  T H E  F I E L D
Standouts

COLOR CODES

Dark Pink
HEX: da1c5c
R: 218
G: 28
B: 92
CMYK: 9, 100, 48, 0

Purple
HEX: 3c3795
R: 60
G: 55
B: 149
CMYK: 93, 94, 0, 0
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2023 CALENDAR OF EVENTS
There’s always something happening in our 
community, and our journalism, programs 
and events reflect that. There are dozens of 
ways to activate our audience, either through 
participating in one or more of the initiatives 
listed here, or developing a customized print and 
digital campaign that elevates your brand and 
converts your key audiences.

 Audience Engagement Campaigns / 
Sweepstakes

 Special Section      Event

SEPTEMBER
 Top Nurses Awards (Sept. 19)

OCTOBER
 Medicare – Enrollment Guide (Oct. 22) 

 A Guide to Medicare (Oct. 26)

NOVEMBER
 Season’s Greetings (Nov. 22)

DECEMBER
 Holiday Showcase (Dec. 4) 

JUNE
 High School Standouts (June 8)

 Top Workplaces (June 22)

APRIL
 Mother’s Day Showcase (April 24)

 Women’s Summit (April 20)


