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Andrew Hanelly

Andrew 15 SVP. Strategy at
McMurry/TMG and for one semester
in college, was a sociology major.
Follow him on Twitter and Google+.

Jackie Roy

Jackie is a Digital Content Associate
at TMG and loves any race that
involves mud. Follow her on Twitter
and Google+.

“When | went here, all | wanted to be—I| mean from the time | was 13
years old and saw Lois Lane on television—I| wanted to be a newspaper
reporter.”

This 1s a quote from Nora Ephron when she received an Alumnae

Achievement Award from her alma mater Wellesley College in 2006. Corey Murray

Corey is a managing editor at TMG._
He's always on the lookout for new
interview candidates. So, if you know
a content expert who might be willing
to share insights on Engage, give him
a shout.

Ephron came to New York City in 1960s to work as a reporter at the New
York Post. Fifty years later, her dream career now ranks as the very “worst
job,” according to a recent survey by CareerCast com that graded 200
occupations.

Daniel Ford

Daniel is Web Editor for
JCKonline.com, while also studying
to be even more of a history nerd.

So, Is the once "glamorous” image of a confident, intelligent woman striving to
report the truth defunct? Amy Adams (who plays Lane in the next installment
of “Superman”) seems to disagree.

Let's not start to plan Lane’s funeral just yet. .

Rebecca Loveridge

Rebecca works in marketing at TMG.
On the weekends, she brunches like
it's her job. Follow her on Twitter.

There’s no doubt that with the changing online sphere, reporting has evolved
in the past half-century, but there’s a fine line between evolution and
extinction.

Dinosaurs went extinct—journalism didn’t. _ 2
Allison King

Allison is a former journalist who went
to the dark side {(marketing) nearly 20
years ago. She is a Marketing
Manager with the AAMC, a

. D.C -based not-for-profit association.
Follow her on Twitter.

| recently had the privilege of attending a breakfast meeting at The New York
Times where | met Michael Zimbalist, vice president of research &
development operations for the company. Zimbalist stated that in 2012, for
the first time in NYT history, the amount of money made from charging
for content exceeded advertising—which goes to show how powerful
content creators are today.

M.C. Tapera
Marisha 1s a member of TMG's

. . ) : uality control team.
But still, there are doubters and nonbelievers, ranging from relatives who e

wonder why | chose a career path with few jobs to former reporters who
(somewhat justifiably) fled the media industry.

Ricky Ribeiro

Ricky is an Online Content Manager
for TMG and a well-informed pop
culture enthusiast, which makes him
the ideal partner for trivia games.

Instead of listening to the #doubters (or #haters as some like to call them),
let's focus on successfully creating content and tailoring this creation to 2013.

The real question isn't if online killed the print (star), but more importantly,
how can 21st century journalists adapt to the changing times while also
refaining the narrative appetite that fueled great reporters like Nellie Bly (the
real life reporter who Lane was partly based on)?

Jimmy Daly

Jimmy is an Online Content Manager
with a background in both marketing
and writing. He's also a photographer,
runner and axe shredder. Follow him
on Twitter.

1. Use Social Media to Craft Your Narrative

As modern journalists, we have to recognize how consumers collect content
in this day and age.

Michael McCarthy

Michael, who i1s the editor in chief and
content director of Washington Flyer,
hopes to be the man his dog thinks

With recent breaking news stories, including the Boston Marathon bombings, b

many people turn to Twitter to acquire instantaneous news, often on their
cellphones—I'm sure most of you reading this first heard news of the
unfathomable marathon tragedy on social media. Most importantly, attendees
of the marathon took to the Web to let their friends and relatives know they
were OK.

Anuli AI{EHEQBU

y Anuli is a Digital Marketing Intern at
TMG who loves pretty things and
clever words. Follow her on Twitter
and Google+.

And today, social media isn’t just for Gen-Y audiences but also for older
generations. "Mobile devices are the preferred medium by which the young
(and not so young) get their news fix. Twitter and Facebook have altered the
way news Is broken and covered. And so on and so forth.” says Chris Cillizza
In an article for The Washington FPost.

- Adrian Babiak

Adrian is a marketing intern at
McMurmy/TMG by day, and by night,
delivers hot, delicious pizzas to the
" Maryland area. Follow him on Twitter
iz and Google+.

Yet, rapid news outlets like Twitter often blur the line between fact and fiction,
causing both skepticism and confusion. Rebecca Scherr

Rebecca, associate editor at TM(s,
has an interest in food, health and
wellness, all things digital, and D.C.

" Follow her on Twitter.

When dealing with hard news stories, accuracy should always trump speed.
However, for softer news, it is also important to add “fun” to the mix.

Social media should be a frendly, personable outlet to inform and engage
with readers, customers, fans, and followers. BuzzFeed, known for its mix of
news through photos and witty captions, successfully accomplishes this
engagement.

Brittany Siminitz

Brittany is the Marketplace Manager
for JCKonline. She idolizes Lucille
Ball and considers nachos to be a

) ; main food group.
But just because you may look good in red, doesn’'t mean you should wear L

the color to a funeral. When dealing with entertainment vs. news, you don't
necessarily have to pick sides, you just have to know when each Is
appropriate.

Scott Bolgiano

Scott has been TMG's Prepress
Manager for 14 years. He hopes to
have a novel in the 1Bookstore in the
Cillizza eloquently makes reference to this idea in his "Defense for Fun not-too-distant future.
Journalism,” stating, “To assume that journalists must fit into either a serious

or a fun mode is to sell journalists (and people) short. We contain multitudes. Chris Blose

Chns Blose 1s a managing editor at
TMG. When not working, he spends
his time making musical noises and
searching for adventure in the woods.
Follow him on Twitter.

Ultimately, it is important to know yourself, know your publication, and
know your audience.

Anita Ferrer

- Anita Ferrer works in editonal at
McMurry/TMG and adds some spicy
fl Spanish flavor to everything she does.
Follow her on Twitter.

2. Integrate Your Content

NYT's Zimbalist spoke about the transformations the newspaper and website
has made to remain on top, one of which includes the integration of content,
citing John Branch’'s “Snowfall" published to the New York Times' website last
winter. Branch's storytelling merges narrative, photos, and video clips in a
way that makes even the content consumer reading the article on a
beachside villa feel as if he were trapped in the avalanche in Tunnel Creek.

Stephanie Schaefer
Stephanie writes for JCKonline com.
She loves cupcakes and power-ballad

As content creators, this is the type of reporting we should strive for: Sy aongs.

storytelling that so fully ignites a reader’s senses, he or she can't help but feel

like they've lived through the experience.
Michael Wolcott

Michael makes wideos for a living ...

and for fun. What better way to cash
B inon a life spent primarily staring at a
television.

Regardless of what form of content we are shaping, whether it be editorial or
advertorial, we can all learn from this integrated form.

3. Retain Your Passion for Storytelling Kim Caviness

Kim Caviness, SVFP of content at

< TMG, loves all things design and

= planning menus for dinner parties,
imaginary and real.

If you're not passionate about your craft, your art will be lackluster.

John Clanton, multimedia producer, shares his fascination with his career

choice in his uplifting aricle for Tulsa World, “It's not about the money to me.
It's about discovery. I'm chasing down ideas, exploring the city, meeting new
people and trying fo connect readers to their lives with that perfect moment.”

David Murray
Dawvid Murray is editor of
ContentWise, an ezine devoted to

i : ] content marketing, and program
Clanton goes on fo say the art of discovery—which has led him to feed a chairman of the Content Marketing

balloonfish, watch seniors learn to belly dance, and take pictures on the floor Awards: he's a widely published
of the state Senate—make his job fulfilling and worthwhile. journalist, and a longtime observer of
communication i1ssues.

My colleague Daniel Ford reiterates this passion for writing on his blog:
“Words give meaning to my life. An endless, wandering. emotional, and
persistent stream of words will forever define me,” he says.

Ernie Smith

Ernie, a social media journalist at
TMG, would live in a coffee shop if he
could. You might know him from his
popular Tumblr, ShortFormBlog. Yell

| couldn’t agree with both Clanton and Ford more. So far, in my short T TN TN

post-graduate career in the journalism field, I've found out how Olympic gold
medals are made, spoke to Shaqguille O'Neal about fashion, and received
inspiration from a 12-year-old entrepreneur—just to name a few experiences |
wouldn’t change for a heftier paycheck.

Tracy Richardson

Tracy Richardson is a Marketing
Coordinator at McMurry/TMG. She
spends way too much time with her
chihuahua.

S0, with all do respect for CareerCast.com and finance majors across
the country, actuarial science may pay the bills, but journalism (even in

Rob Bat
today’s day and age) is still No. 1 on my list—#LoisLaneLives! S

Rob has wrtten about the diamond
and jewelry industry for JCK and
other pubs for more years than he'd
' like to admit. He also moonlights as
an unsuccessful comedian.
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Written by: Stephanie Schaefer

Stephanie writes for JCKonline.com. She loves cupcakes and power-ballad
sing-alongs.

Kate Ottenberg

Kate Ottenberg is TMG's Director of
Video Publishing and Media
Relations.

Brock Fanning
Brock is a web developer at TMG
Custom Media.

Peggy Jo Donahue ay 27 2013 at 11,44 am

AWESOME post, Stephanie. Having been a writer now for more

than 30 years, | can safely say it is worth it — even with all the
tumbles and turns of the past five years (and, I'm proud to say that my son,
Bill Donahue, i1s also a member of our proud ranks!). Journalism does live
and always will. And, | LOVE that you worked in Lois Lane and Nellie Blyl

Glenn Pierce

Glenn Pierce, Senior Art Director.
p TMG.

Nick Stamoulis sy 28, 2012 at 3:50 pm

'
A lot of the employees here at Brick Marketing graduated with
degrees focused on Marketing Communications, but yet they
spend a large percentage of their time writing articles. Even though they
haven't been trained as journalists, they need to put their strong
communication skills to good use for creating content. Journalism may be
shifting focus from print to screen, but you still need people who have the
ability and know-how to research and craft compelling articles, regardless
of if they will be printed on paper or published to the web.

Andi Gabrick

Andi is a managing editor at TMG.
Her magazine "problem” started early
{ in life, with a subscription to Sassy
magazine.

Jane Ottenberg
Jane is co-CEOQ and co-founder of
TMG.
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Angie is the Director of Creative
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Richard Creighton
. Richard Creighton is co-CEO and
\ co-founder of TMG.

Matt McLaughlin

Matt, a managing editor at TMG,
spends as much time as he can
playing - with his kids, at the poker
table and on the basketball court.
Follow him on Twitter.

Kevin Hambel

Kevin is a senior art director at TMG.
Studied banking and finance for three
B vears and switched majors at the last
minute. VWhen not working here he's
trying to work on his house.

Megan Manning

Megan is a Marketing Services
Manager at McMurnyMMG. She loves
sports as much as she loves shoes.
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