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Who������
� Part of American City Business 
Journals

� The DBJ is the nation’s oldest 
weekly business journal

� Sister publications include 
Vogue, Vanity Fair, GQ, The New 
Yorker

� Published Fridays, nearly all 
delivered via the U.S. Postal 
Service



Who������
� denver.bizjournals.com

� Daily local breaking business 

� 3 p.m. e-mail updates

� Daily local breaking business 
news

� Industry access nationwide
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Bizjournals.com/denver/calendar







Who are the DBJ subscribers?

Female 33%

Male 67%

50

Median Age

Range between ages of 25 & 49

47%

College Graduate 85%

Post Graduate Degree 36%



Their companies have average sales 
of $217 million and are fast-growing (49%)

31%

27%
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8%

12%

22%

0% or negative
growth

1%-3% 4%-10% 11%-20% 21% or more
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� Average # of Employees:  465
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DBJ subscribers run sizeable businesses & 
strongly over-represent larger companies
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DBJ subscribers are top managers 
& key decision makers...

Owners, Partners, and Top 
Management

72%

Director and Middle Director and Middle 
Management

19%

Influence purchase or 
lease of… 

� Services
� Products

90%
78%



Top 10 Business Concerns Top 10 Business Concerns 
Of the SMB Business OwnerOf the SMB Business Owner

1.  Health insurance  

2.  Having enough money to retire

3.  U.S. economy

Small Mid-Size

1.  Health insurance

2.  Finding & keeping good employees

3.  U.S. economy

4.  Demands on time

5.  Finding & keeping good employees

6.  Safety & security of their business

7.  Finding trusted advisors

8.  Long-term survival

9.  Access to capital

10.  Competing with larger 
companies

4.  Safety & security of their business

5.  Having enough money to retire

6.  Demands on time

7.  Long-term survival

8.  Access to capital

9.  Finding trusted advisors
10.  Competing with larger companies



Finding Your Next Job…

“The best way to 
predict your future 

is to create it”… 
~ unknown
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� Network: The majority of job openings are never advertised (1 – 33 
jobs are posted.)

� Talk To Everyone: former co-workers, past clients and business 
acquaintances. Maintain touch points by sharing business news, acquaintances. Maintain touch points by sharing business news, 
remembering birthdays, etc. 

� Get Plugged In:Volunteer, join professional associations, expand 
your contacts through Twitters, Linked-In etc. 

� Get In The “Back Door”: Find an employee in the company and meet 
with them, ask them to be your advocate to the director of the position 
that best suits you. Go through a contact rather than HR. The HR 
department can often be over whelmed. 
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� Prepare, Prepare, PREPARE: Pick five or six 

companies and focus your efforts. Get the most out of your 
resume, utilizing key “buzz” words in it. 

� Do Your Research:Always read the paper, Book of List, 
Giving Guide, Power Book. Check for clues about the Giving Guide, Power Book. Check for clues about the 
company, read mission statements, ask people for 
information that may work at the prospect company. 
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� The Old School Style: On-line resume and cover 

letter often don’t produce results. Type and send 
them to the decision maker instead. 

� Make it Count: Always use key words, show 
research, follow up and enthusiasm. 
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� Interview: All scheduled interviews are the real drill, 
prepare with business news, company knowledge, 
hand written note from possible contact within the 
company and questions for the interviewer. 

� Never Say: “No, I don’t have any questions for you.” � Never Say: “No, I don’t have any questions for you.” 
Find two or three questions. It’s a deal breaker! 
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Studies confirm that 76% of decision makers want to do business 

with professionals that know them and their company. 
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� Non Verbal: 93% of whether or not communication is effective is 
determined by nonverbal signals. 

� Do it Right: Answer questions with “Meat”. Show them that you 
are serious but not desperate. Shake the hand firmly while looking are serious but not desperate. Shake the hand firmly while looking 
the interviewer in the eye. Dress for the interview, etc.

� Close The Deal:Go for the job. “After speaking with you this past 
half hour, has made Me more interested in the ______ position.  I 
can see some direct Links ____ (here), _____ (here) when you 
said… blah. Blah…“Can you tell me, what are our next steps?”

� Follow Up Is Key: Send handwritten thank you note in 24 hrs. 



your business &
Goals and the . . .Goals and the . . .

Job



� On personal stationery with two business cards write a personal note. 
Then cut out article, reference key points & content.

� Show research on company.

prospecting
Much more

Effectively . . .

� Show research on company.

� Provide your good solution to their pain- what can you do for them.

� Follow up with specific time and date: Monday from 11AM-Tuesday 6:30 
PM. (note call before and after business hours.  Thursday early through to 
late in evening. 

� Write to their business challenge. It’s the one common factor in the 
marketplace.



getting
To Know
The Front Page . ..

� breaking news on major 
issues that affect the most   issues that affect the most   
readers in our community

� important trends you need 
to know about 

� indexes on additional stories 
along with headlines broken      
out by sections



getting
To KnowThe Index. . .

� The Index highlights people 
businesses, organizations and 
government agencies featured government agencies featured 
prominently in this issue

� The Index does not include 
companies or people listed in   
Leads, Top 25 lists, 
Newsmakers, Business Notes, 
Street Talk or advertisements



getting
To Know

� Top companies in a specific
sectors

The Lists . ..

sectors

� Complete contact information

� Rankings by size or revenue



getting
To Know

Valuable Resources . ..



getting
To KnowStrategies. . .

� Comprehensive entrepreneur 
coverage

� Offbeat - unique businesses 
with unique stories to tell

� Professional advice & 
information on getting 
connected from real experts

� Profiles on Denver’s best & 
brightest



gettingTo Know

� Spotlight on important sectors 
of the economy

Special Sections ...

of the economy

� Discussion of key issues in 
business by recognized experts

� Profiles of leaders and future 
leaders in these industries



gettingTo Know
Briefcase. . .

� Business Notes� Business Notes

� Awards given to local businesses

� Done Deals

� Businesses on the move

� People on the move   
and networking tips



getting
To Know

� Conventions

Leads . . .

� Meetings

� New Businesses

� Legal Transactions



getting
To Know

� From the editor

Opinion . . .

� From industry voices

� Letters from readers

� From YOU!



The Denver Business Journal

It’s about building

Your sphere of Your sphere of 

influence …



� Where to look: Power partners, strategize, search websites/phones.

How To Pick A Good 
Networking Event…

� What to look for: confirm attendee numbers, size, location, venue, secure 
display table, give a prize, is there microphone time or maybe become a sponsor.  

� What to stay away from:  Examine cost vs. quality of the event, give 
everything a try, are there familiar faces/people groups and geographic locations. 



Pre-event…

� What to do: Get attendee list (purge it against data base), build relationships 
with organizers, partner them into your network.

� Get industry knowledge:  On event & audience, look DBJ for 3 key 
stories, see if a sponsor of the event is a client, read the email alert and attend event 
with a oversize postcard marketing promotional.

� Make links: From people we know to people they know, in an organized way, for a 
specific purpose. Identify your power partners and work with them.

� Establish mutually beneficial relationship with others.

� It is a process: Give before you get, be client centered not self-centered, build 
relationships, not contacts and share your treasures in order to prosper. 

What is A network? Get one…



� When you arrive: Assess the room, determine your action plan, i.d. the 
three layers of the room, make contact with the sponsor that may advertise with a 
company you are interested in, connect to your power partners and have a referral 
ready.  Work the room in the clusters that form.

How To Work 
A Room…

ready.  Work the room in the clusters that form.

� Starting a conversation: It’s NOT a “Show up & throw up form 
of selling yourself & services, come with prepared “starter’s”, open ended  
questions and find their challenges “pain.” Let’s talk different  scenarios. 

� Quality vs. quantity:  It’s the difference between a suspect verses a true 
prospect. Let your 30 second commercial stand out from the pack, utilize the 
inductive approach, get an up front verbal contract and truly qualify if it is a lead for 
you or maybe one of your clients. 



� Referral – refer constantly but only 

What Networking is not…
What it is - A Contact Sport!

� It is NOT all about you.

� It is NOT a “Show up & throw up form 

� Effective networking is 
MUTUALLY  beneficial, it’s about 
building a ‘Spider Web’ of 
connectors.

� Gathering Information – expose 
their needs & challenges

� Referral – refer constantly but only 
to your customers/clients. Don’t get 
in the trap of  “Free consulting” 

� It is NOT about immediately 
getting the sale.

� It is NOT a “Show up & throw up form 
of selling yourself & services.

� It is NOT about handing out business cards,    
to see how many you can collect in one 

networking event. 

� Ancillary industries - Starbuck’s 
sells coffee but could sell muffins (An 
off shoot– your customer is a bakery = 
building a client relationship to the 
next level.



your business &
Breaking into

Editorial . . .

It’s about innovation



Telling your story
In the DBJ…In the DBJ…

� Understand the media organization’s mission 
before pitching your story:
*  News or features?
*  Local or national?*  Local or national?
*  General audience or niche?
*  Contributed articles

� News releases

� Learn the reporter’s beat



All news is publicity,

� Do your homework, make sure to 
pitch your story to the right person. 

� Staff Writer or freelancer? 

Not all publicity is news…Not all publicity is news…

� Staff Writer or freelancer? 
� Editor or reporter?
� What’s big to you may not be to others

� What’s surprising about your news?

� Figuring out the angle
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Subscribe Today - 52 issues for only $78.00
Subscription includes:

52 weeks of the DBJ ($2.00/week) $104.00

2 Power Book ($20.00/book)
$10 Off DBJ Events and Luncheons
Invites to chambers etc (Kelly’s Network)

Total Value                                                              $228.00     

You pay $78.00
normal cost: $98 (w/tax $102.00)

2 Book Of List ($79)
2 Giving Guide ($25)




