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The $20 millio
n Joplin Public Library 

is a
mong over tw

o dozen projects 

preparin
g to tu

rn dirt 
across 

the Ozarks.

Profi le
s start o

n page 10
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It’
s 

tim
e to make th

e doughnuts 
again in 

Sprin
gfi e

ld.

The lo
ngtim

e D
unkin’ D

onuts 
adverti

sin
g sl

o-

gan is
 perti

nent a
s t

he natio
nal f

ra
nch

iso
r p

lans 

a re
tu

rn
 to

 th
e so

uth
west 

M
iss

ouri 
mark

et. 
An 

Aug. 3
1 p

ro
perty

 p
urch

ase
 o

n S
outh

 C
ampbell 

Avenue fi r
st 

re
porte

d by Sprin
gfi e

ld Busin
ess 

Journ
al k

ick
ed off 

th
e buzz on so

cia
l m

edia.

But Hurts
 Donut Co. opera

tors 
sa

y th
ey’ve 

been m
aking th

eir 
boutiq

ue d
oughnuts 

by th
e 

tru
ck

load si
nce

 opening downtown to
 m

uch
 fa

n-

fare
 in

 la
te 2013.

 N
ow, t

heir 
“E

merg
ency

 D
onut 

Vehicl
e” i

s h
eaded to

 th
e so

uth
 si

de.

On th
e sa

me day
 a D

unkin’ D
onuts 

fra
nch

ise
e 

co
mmitt

ed, H
urts

 D
onut o

wners 
Tim

 a
nd K

as 

Clegg si
gned a fi 

ve-year l
ease

 fo
r t

heir 
se

co
nd 

Sprin
gfi e

ld st
ore,

 th
is 

one in
 th

e G
alle

ry
 E

leven 

ce
nter.

Competit
ion is

 ri
sin

g in
 th

e d
oughnut b

usi-

ness,
 a

nd th
e ti

ming o
f t

he m
oves 

pits
 lo

ca
ls 

Hurts
 and S

t. 
Georg

e’s 
Donuts 

against 
natio

nal 

ch
ains D

unkin’ a
nd K

ris
py K

re
me. 

Until
 c

on-

su
mers 

vote w
ith

 th
eir 

walle
ts 

when both
 st

ore
s 

are
 open by year’s

 end, th
ey’re

 votin
g w

ith
 so

cia
l 

media co
mments,

 lik
es a

nd sh
are

s.

“I 
will 

take Dunkin’ 
Donuts 

over 
Kris

py 

Kre
me a

ny d
ay

” w
as a

mong th
e c

omments 
in 

fav
or o

f t
he N

ew E
ngland-b

ase
d ch

ain, p
art 

of 

th
e D

unkin’ B
ra

nds G
ro

up In
c. 

(N
asd

aq: D
NKN) 

th
at n

ow m
ark

ets,
 “A

meric
a ru

ns o
n D

unkin’.”
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National m
arketin

g fi r
m 

buys Marlin
 Network

by Bria
n Bro

wn · b
bro

wn@
sb

j.n
et

W
hat h

ad been th
e la

rg
est 

loca
lly

 

owned 
adverti

sin
g 

fi r
m 

in th
e Sprin

gfi e
ld are

a is 

now a divisi
on of an Ir-

vine, 
Calif

.-b
ase

d co
mpany 

known to
 m

ark
et n

atio
nal 

names W
al-M

art,
 Johnso

n 

& Johnso
n and M

ars.
 

On Aug. 31, 
Advantage 

Sales 
& M

ark
etin

g LLC 

acq
uire

d Sprin
gfi e

ld ad-

verti
sin

g and mark
etin

g 

fi r
m M

arli
n N

etw
ork

 In
c. 

Term
s o

f t
he deal w

ere
 not 

disc
lose

d.
W

ith
 14

0 e
mployees a

nd a
nnual 

gro
ss 

re
venue o

f o
ver $

15
 m

illi
on, 

acc
ord

ing to Sprin
gfi e

ld Busin
ess 

Journ
al lis

t re
se

arch
, M

arli
n Net-

work
 has a

 cl
ient li

st 
th

at r
epre

se
nts 

so
me 8

0 fo
od and b

evera
ge b

ra
nds 

with
 co

mpanies 
su

ch
 as 

Unile
ver, 

Nestl
e and Starb

uck
s.

M
arli

n 
Netw

ork
 

CEO 
Dennis 

M
ar-

lin
, 

who 
launch

ed 

th
e c

ompany in
 19

85 

and 
intro

duce
d 

an 

employee st
ock

 own-

ersh
ip plan in 2012

, 

will 
lead th

e S
prin

g-

fi e
ld 

divisi
on 

for 

Advantage. 
He sa

id 

th
e fi r

m’s 
employees 

would re
main.

“T
hey

 ar
e t

he b
en

e-

fi c
iar

y of t
his 

tra
nsac

-

tio
n bein

g an
 ESOP co

mpan
y,”

 M
arl

in 

sai
d. “W

e u
sed

 an
 in

dep
en

den
t t

ru
st-

ee
 to

 neg
otia

te 
th

at 
on th

eir
 part

.”

Fans o
f D

unkin’ D
onuts 

and H
urts

 

Donut C
o. li

t u
p so

cia
l m

edia afte
r 

their n
ews b

roke la
st 

week. 

Dunkin’ D
onuts 

is b
ack in

 th
e m

ix a
s u

psta
rt 

Hurts
 Donut jo

ckeys 
for m

ore m
arket s

hare

See
 D
ON

UT
S on

 p
ag

e 2
0

Dennis 
Marli

n 

has n
o im

med
iate 

plans t
o re

tir
e.

See
 M
AR

LI
N on

 p
ag

e 2
0



In the next year, SBJ 

readers plan to buy... 

94% 76%

86%

75%

50%

88%

19%     Copier/Fax/Printer

63%     Copier/Fax/Printer Supplies

05%�����1HZ�&RPPHUFLDO�2IÀFH��3XUFKDVH�

17%�����1HZ�&RPPHUFLDO�2IÀFH��/HDVH�

59%�����&RPSXWHUV�/DSWRSV

30%     Computer/Software Support

39%�����2IÀFH�)XUQLWXUH

17%     Temporary Employment Services

06%     Employment Recruiters

53%     Accountants

49%     Financial Planners

93%     Cell Phones/Smart Phones/Tablets

45% ����&RPPHUFLDO�/RDQV

Regularly read SBJ Do not read a daily 
newspaper

Make purchasing 
decisions for their 

organizations

Frequently purchase 
products & services 
from ads seen in SBJ

�&LUFXODWLRQ�9HULÀFDWLRQ�$XGLW����������6%-������5HDGHUVKLS�6XUYH\

Are paid subscribers 5HDGHUV�DJH����
����DUH�PDOH

7KH�6SULQJÀHOG�%XVLQHVV�-RXUQDO�FRPELQHV�3ULQW��

Digital and Event marketing to reach and 

engage business readers in the Southwest Missouri 

region. With 24/7 coverage of the local business 

ODQGVFDSH��WKH�%XVLQHVV�-RXUQDO�KDV�EHHQ�WKH�

regional business authority for over 36 years. 

SBJ is also the leading B2B marketing resource 

for businesses that need to connect with other 

business professionals and their decision makers.

Reach over 36,000 business readers each week.

86%�LQÁXHQFH�
buying decisions.  



Digital Business Readers

�&LUFXODWLRQ�9HULÀFDWLRQ�$XGLW����������6%-������5HDGHUVKLS�6XUYH\
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SBJ Readers Invest Ample Time Reading the Print Edition

5.1%

/HVV�WKDQ
��PLQXWHV

31.5%

/HVV�WKDQ
���PLQXWHV

44.9%

������PLQXWHV
13.1%

������PLQXWHV
4.7%

����PLQ

SBJ readers have 

high household income 

levels.

33,064 Unique monthly visitors

130,000 Monthly page views

1.28 Minutes Avg. time on site

4,814 )DFHERRN�/LNHV

8,359 Twitter followers

78,000 Email newsletters sent weekly

Our Readers Prefer Print AND 
Online Content.

11% 12%

35%

23%

29%

SBJ readers hold high positions.

SBJ readers are 

highly educated.

8% High School Only

13% Some college

50% College Graduate 

29% Masters Degree 
 or higher

33% Owner/Partner

13% President/CEO

5% VP

19% Executive/GM/
 Department Head
30% Other

63% spend 15 minutes or more!
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62% 

24%

12%

2%

Print

Digital Edition

sbj.net

Social Media

70% are executive

79% college or higher

70% earn more!



2017 Print 

Media 

Rates

Full Island 1/2 3/8 1/4 1/8

52x $1,210 $1,140 $995 $885 $730 $265

26x

Consecutive
$1,490 $1,315 $1,130 $960 $760 $475

26x

Non-Consecutive
$1,675 $1,475 $1,255 $1,085 $890 $605

13x $2,050 $1,815 $1,535 $1,290 $1,035 $675

7x $2,475 $1,960 $1,775 $1,490 $1,125 $775

Open $3,470 $3,140 $2,685 $2,275 $1,760 $1,125

Presenting Sponsor  
 $4,800

Supporting Sponsor  
 $1,200

90 Ideas Prices Separately

Discounts may apply with 
print & digital packages

Event Sponsorships

Rates

Digital Rates

sbj.net desktop

Page Position Rate

Sitewide
Archive/Search 
Sponsor

$600

Sitewide Search Ticker Sponsor $600

Sitewide
Run of Site Impression 
Campaign

$200

Homepage Large Tile Rotation $200

Homepage Top Banner $650

Homepage In-Headline Rotation $150

Articles & Archive Large Tile #1 $660

Articles & Archive Large Tile #2 $330

Articles & Archive Large Tile #3 $220

Articles & Archive Top Banner $500

Articles & Archive In-Article Small Box $150

Articles & Archive
Most Popular Articles 
Sponsor

$400

sbj.net enews

Page Position Rate

M/W/F Blast Tower $600

M/W/F Blast Top Banner $360

M/W/F Blast In-Article Small Box $105

Daily Update/TIB Large Tile #1 $770

Daily Update/TIB Large Tile #2 $600

Daily Update/TIB Large Tile #3 $330

Daily Update/TIB Top Banner $650

Daily Update/TIB In-Article Small Box $175

Daily Update/TIB Text Ad $50

Quick Connect Large Tile #1 $100

Quick Connect Large Tile #2 $75

Quick Connect Large Tile #3 $50

Quick Connect Top Banner $100

Quick Connect In-Article Small Box $35

in ninety minutes 


