
INTERNET ADVERTISING RATES

Newspaper Agency Corporation’s
Relationship to The Salt Lake Tribune
and Deseret News

The Newspaper Agency Corporation was founded
in 1952 by The Salt Lake Tribune and Deseret News to
manage the newspapers’ advertising, printing and cir-
culation.The two newspapers remain under separate
ownership and are editorially independent.

Internet Advertising Opportunities
The Salt Lake Tribune and Deseret News online edi-

tions jointly deliver more than 15 million page
impressions per month.* Advertisers can reach this
audience by posting an advertisement on the online
editions of The Salt Lake Tribune and Deseret News.

Internet advertising from The Salt Lake Tribune and
Deseret News online editions directs traffic to your
Web site or page and increases brand awareness.

Advertisers can track their ad campaigns via
Accipiter’s AdManager software program by entering
their user name and password.

Advertising Rates and Policies
All advertising rates are net and are billed month-

ly. To achieve a greater discounted level you must
have pre-signed or re-signed at the higher level. Con-
tract upgrades will be honored no more than 30 days
from the start of the advertising campaign.

Run-of-Site (ROS) – Run-of-Site refers to a
rotation of your ad throughout the online editions of
The Salt Lake Tribune and Deseret News. Advertisers
select the number of total monthly impressions to be
delivered. The system then delivers a random rota-
tion throughout all advertising areas of both papers’
online products. Under ROS, advertisers do not
specify where the ads will appear.

Run-of-Group (ROG) – Run-of-Group refers to
a rotation of your ad throughout a specified group of
pages (Group A, B, or C)* within the online editions
of The Salt Lake Tribune and Deseret News.Advertisers
are given more control by selecting the group desired
(from the pre-designated groups available) and then
selecting the number of total monthly impressions to
be delivered. The system then delivers a random
rotation throughout only the group of pages selected
within both papers’ online products.

Targeted by Section – Advertisers select the
section (i.e. Sports, Classified Automotive, Business,
etc.) that meets the desired audience profile. The
system then delivers the advertising to only the pages
that match the section requested. This way, advertis-
ers have complete control over where their advert-

ing message is delivered so that their products or
services reach those who would most likely be inter-
ested.

Targeted by Key Word – This targeting method
allows advertisers the ability to deliver a message
only when a key word is present in the stories on the
page. Advertisers select the key words (maximum of
three).The system then searches for those key words
and delivers the advertising banner or button to the
specific page. This is the ultimate in targeting, and a
powerful tool in directing your message to your pro-
filed audience.This is currently available only on the
Deseret News online site.

Sponsorships – Sponsorships are available on all
section fronts (i.e. Main, Sports, Classified, etc.).
Sponsorships are sold on a first-come, first-served
basis. Advertisers receive the entire inventory of
impressions, with a guaranteed minimum number
depending on the section. See your sales representa-
tive for availability and for more details.

E-mail list (top 10 stories) – The Deseret
News has developed an e-mail service that delivers
the top 10 stories each day to readers who have
registered for the service. Advertisers have the
opportunity to include an advertisement within the
stories listed.There are currently more than 51,000
e-mails sent out monthly. See your sales representa-
tive for more information about this uniquely pow-
erful marketing option.

Publishers’ Rights – All advertising is subject to
approval from The Salt Lake Tribune and Deseret News
regarding subject matter, form, size, wording, illustra-
tions and typography. The Publishers reserve the
right to reposition, classify, edit, reject or cancel any
advertisement at any time, before or after placement.
The Deseret News online edition does not accept
online advertising for massages, escort services,
astrology, entertainment services, (900) telephone
numbers, gambling, alcohol (including beer), tobacco,
tea or coffee; NC-17 or X-rated movies. Neither
online edition will knowingly accept advertising for a
book, motion picture or product involved in pending
litigation.

Site Aggregators – Publishers reserve the right
to review all potential advertisers’ Web sites at any
time, before or after placements, to determine
whether they are deemed “Aggregators.” Generally, a
site aggregator is viewed as a site that acts as a
portal/destination site containing content and
advertising from multiple entities. Publish-
ers reserve the right to selectively
determine whether to reject

advertising that is deemed
competitive or contrary to
the best interests of the
company.

Space Brokerage –
Advertising agencies who
wish to purchase bulk
space within our online
sites must meet the fol-
lowing two criteria:

1) Space must be
filled for a specific
advertiser from the
agency.

2) Contracts for
the space allocated
must be filled out by
the accounts and a
signed agency agree-
ment must accom-
pany the contracts.

We do not
allow agencies to
purchase bulk
impressions for
the purpose of
brokering the
impressions to
s e v e r a l
accounts.

— continued

Domain Name —
The unique name
that identifies an

Internet site. Domain
names always have

two or more parts,
separated by dots.

Run-of-Site

1-2 Month CPM 3-5 Month CPM 6+ Month CPM

Minimum
Monthly

Impressions

75,000/month

150,000/month

300,000/month

$7.20 $6.48 $5.76

$6.50 $5.85 $5.20

$8.00 $7.20 $6.40

$8.33 $7.50 $6.66

$7.50 $6.75 $6.00

$9.20 $8.28 $7.36

Run-of-Group

1-2 Month CPM 3-5 Month CPM 6+ Month CPM

Targeted by Key Word

1-2 Month CPM 3-5 Month CPM 6+ Month CPM

Monthly
Page
Views

0-10,000

10,000+ $35.00 CPM $30.00 CPM $25.00 CPM

$300/month $250/month $200/month

Targeted by Section

1-2 Month CPM 3-5 Month CPM 6+ Month CPM

Minimum
Monthly

Impressions

40,000/month

80,000/month

160,000/month

$14.25 $12.83 $11.40

$13.54 $12.19 $10.83

$15.00 $13.50 $12.00

320,000/month $12.86 $11.58 $10.29

Minimum
Monthly

Impressions

75,000/month

150,000/month

300,000/month

2000 INTERNET BANNER ADVERTISING RATES

Run-of-site: All sections and all pages that serve ads without exception. Run-of-group: a) All home pages (Main, Utah, World, Business, Sports, Opinion and Classified; b) Catego-
ry grouping (Entertainment, Outdoors, etc.); c) Classifieds (includes all sections of Classifieds). Targeted by section: (Sports, Classified Automotive, Business, etc.). Targeted by key
word: (like Jazz, Honda, .com, etc.). All banners must be 468x60 pixels, under 12k file size, and run at the top of the page. All prices listed are net.



Ad Placement
Banner ads will be placed at the top of the Web page

and buttons along the side. Advertising draws a combi-
nation of impressions from both Salt Lake Tribune and
Deseret News online editions.
several accounts.

Campaign Reports
Advertising is managed by Accipiter AdManager soft-

ware, ensuring that your message is delivered with max-
imum effectiveness. AdManager software provides real-
time feedback of the total number of ad impressions, ad
clicks and click-through rates.This enables advertisers to
create their own reports daily and see the results of
their Internet advertising campaigns, simply by accessing
the online data.

Ad Sizes
NAC offers two ad sizes that comply with the Inter-

net Advertising Bureau’s standards:

Banner Index Button
468W x 60H (pixels) 125W X 125H (pixels)

The file size of your ad must be 12k or less and in GIF
file format (for faster download times). Advertisers
should be aware that certain file types (i.e., Java, Shock-
wave, GIF animation and other similar file types) may
increase download times; are not supported by some
browsers; and may not be accepted by NAC.

Changes of Policy
NAC and the publishers of The Salt Lake Tribune and

Deseret News reserve the right to change, amend or elim-
inate advertising policies with 30 days advance notice.
Submitting an advertisement for publication or distribu-
tion represents the advertiser’s agreement to abide by
the policies of NAC, The Salt Lake Tribune and Deseret
News.

Identification & Indemnification
Advertisers who purchase ad impressions from NAC

on either of our online newspaper sites must have either
the company’s registered URL or name in one of the
frames of the ad. Under no circumstances do we accept
advertising without identifying the company. The adver-
tiser agrees that it is responsible to third parties for the
content of advertisements placed. In the event that NAC,
The Salt Lake Tribune or Deseret News becomes liable to
any third party as a result of an advertisement, the adver-
tiser agrees to indemnify any or all of them for damages
owed to the third party and for the fees and costs asso-
ciated with the controversy.

Credit Terms
All advertising must be paid in advance or the adver-

tiser must have prior credit approval by NAC’s credit
department. All bills are due 30 days after they are
received. Payments will be credited to the oldest out-

standing balance first. Cash discounts are not available.
Credit applications are available by fax. For credit infor-
mation call (801) 237-2816 or fax the credit department
at (801) 237-2520.

How to Place an Ad
For more information on how to develop an Internet

marketing strategy, contact your account executive at
(801) 237-2713 or call Trent Eyre (New Media Manager)
at (801) 237-2008 or e-mail him at teyre@nacorp.com.

Print Advertising Opportunities
NAC offers many opportunities to advertise in The

Salt Lake Tribune and Deseret News print editions. Contact
our advertising department at (801) 237-2713 for details.

GLOSSARY OF INTERNET 
ADVERTISING TERMS
This is a list of terms used with this rate card. For a complete
list of Internet terms, ask your New Media account executive.

Accipiter’s AdManager – Accipiter AdManager allows
Web-site publishers to deliver targeted advertising and
in-depth tracking of visitors to their sites.This software
tracks and reports ad impressions, ad clicks and ad click-
through rates.

Ad Click – When users or visitors click on ads.

Ad Impressions – Audit Bureau of Verification Services
defines an ad impression as an advertisement that was
delivered to a qualified visitor.We define it as the deliv-
ery of an online advertisement (linked banner or button)
to a page of information requested by a Salt Lake Tribune
or Deseret News online edition visitor.

Audit Bureau of Verification Services (ABVS) –
The interactive auditing unit of the Audit Bureau of Cir-
culations (ABC).

Banner Advertisement – A graphical image, usually in
the shape of a rectangle, used as an advertisement on a
Web site.

Button Advertisement – A graphical image, usually in
the shape of a square, used as an advertisement on a Web
site.

Click-through – The result of  “clicking on” an adver-
tisement that links to the advertiser’s Web site or anoth-
er page within the Web site.

Cost-per-click – A media term used to describe the
cost per single click-through of an ad to a client’s Web
site.

Cost-per-thousand (CPM) – A media term used to
describe the cost-per-thousand ad impressions. CPM is a
standard pricing model on the Web.

GIF – (Graphical Interchange Format) — A com-
mon and compressed file format, developed by Com-
puServe, used to create Web ads and other images.

Page Impressions – The combination of one or more
files presented to a viewer as a single document as a
result of a single request received by the server.

URL (Uniform Resource Locator) — The standard
way to give the address of any resource on the Internet
that is part of the World Wide Web (WWW). A URL
looks like this: http://www.matisse.net/ seminars.html or
telnet://well.sf.ca.us or news:new.newusers.questions
etc. The most common way to use a URL is to enter it
into a browser program, such as Netscape or Explorer.

Source: SRDS Interactive Advertising Source, May 1998.
ABVS Interactive, Inc., a subsidiary of the Audit Bureau of Circulation,
May 1998.

Management of The Salt Lake Tribune
www.sltrib.com

Publisher ........................................................................Dominic Welch
Editor...........................................................................James E. Shelledy
Web Edition Editor................Tony Semerad  tsemerad@sltrib.com
Address:143 South Main Street, Salt Lake City, Utah 84111. The
Salt Lake Tribune is published every morning (daily and Sunday).

Management of the Deseret News
www.deseretnews.com

Publisher ............................................................Wm. James Mortimer
Editor...................................................................................John Hughes
New Media Director ..........David Schneider daves@desnews.com
Address: 30 East 100 South, Salt Lake City, Utah 84110

The Deseret News is published every Monday through Friday
afternoon, and every Saturday and Sunday morning.

The online editions of both newspapers are updated daily.

Please direct all inquiries about advertising to your Newspa-
per Agency Corporation sales representative or an NAC manag-
er listed below.

Management of Newspaper Agency 
Corporation’s Advertising Department

Advertising Director......................................................Ed McCaffrey
emccaffrey@nacorp.com........................................................237-2712

New Media Manager ..........................................................Trent Eyre
teyre@nacorp.com...................................................................237-2008

Retail Advertising Manager ..............................Timothy W. Collum
tcollum@nacorp.com...............................................................237-2718

Classified Manager........................................................Diana Butcher
dbutcher@nacorp.com ...........................................................237-2777

Marketing and Research Manager ......................Cynthia M. Cook
ccook@nacorp.com .................................................................237-2909

Credit Manager ..........................................................Nancy Apushian
napushian@nacorp.com.........................................................237-2819

If you have any questions,
feel free to call our New Media
specialists at 801-237-2008.

Updated 6/13/00 - LS

Run-of-Site

1-2 Month CPM 3-5 Month CPM 6+ Month CPM

Minimum
Monthly

Impressions

150,000/month

300,000/month

600,000/month

$2.70 $2.43 $2.16

$2.43 $2.19 $1.95

$3.00 $2.70 $2.40

$3.12 $2.81 $2.50

$2.81 $2.53 $2.25

$3.44 $3.10 $2.76

Run-of-Group

1-2 Month CPM 3-5 Month CPM 6+ Month CPM

Targeted by Key Word

1-2 Month CPM 3-5 Month CPM 6+ Month CPM

Monthly
Page
Views

0-10,000

10,000+ $30.00 CPM $25.00 CPM $20.00 CPM

$225/month $188/month $150/month

Targeted by Section

1-2 Month CPM 3-5 Month CPM 6+ Month CPM

Minimum
Monthly

Impressions

40,000/month

80,000/month

160,000/month

$10.74 $9.67 $8.60

$10.20 $9.18 $8.16

$11.30 $10.17 $9.04

320,000/month $9.69 $8.72 $7.75

Minimum
Monthly

Impressions

150,000/month

300,000/month

600,000/month

2000 INTERNET BUTTON ADVERTISING RATES

Run-of-site: All sections and all pages that serve ads without exception. Run-of-group: a) All home pages (Main, Utah, World, Business, Sports, Opinion and Classified; b) Catego-
ry grouping (Entertainment, Outdoors, etc.); c) Classifieds (includes all sections of Classifieds). Targeted by section: (Sports, Classified Automotive, Business, etc.). Targeted by key
word: (like Jazz, Honda, .com, etc.). All banners must be 468x60 pixels, under 12k file size, and run at the top of the page. All prices listed are net.



GETTING STARTED ON THE WEB
A step-by-step guide to building and promoting a profitable Web site.

STEP 1)  WHY HAVE A WEB SITE?
Determine the primary reason you want to be on the Internet.Your purpose may be as general as to let the
world know you exist by posting the online equivalent of a brochure, display ad or newsletter. Or it may be

as specific as to increase sales via an online catalog.

✦ Who is the audience for your site?
✦ Do you want to inform or entertain? 
✦ Will the site be designed for children or adults? 
✦ Does your target audience access the Internet from work, school or home?
✦ Do you want the site to be accessed by as many people as possible, or are you targeting a 

select market?

Determining your audience helps you plan and organize the proper material needed to build an effective
and meaningful site.Your site should be well organized, both for the benefit of your visitors and to make it
easier to maintain. Map out your site in storyboard or schematic form, perhaps as a flow chart. It really
helps to have some way to visualize the structure, whether you’re working alone, with colleagues or
co-workers.

Spend as much time as you can surfing the Web at this stage.Take a close look at the sites you like, and
print out the pages or record the address for NAC’s creative department.

STEP 2) WHAT WILL BE THE CONTENT?
The content of your site will most likely be a combination of information that you currently have
and information you will have to create.

Most sites contain customer service information providing answers to questions people ask most
often.The more your customers can get answers from your site, the less time has to be spent
answering those same questions on the phone.

Select content by thinking from the perspective of your audience. How can you add value to their
online experience? How can you make your Web site different than an electronic version of a
printed page? In other words, how can you add interactivity? 

The home page should draw your audience in, not overwhelm them with information.The layout
should be simple and the text brief. Add graphics to communicate your image and message. Use
only the most compelling information. Add headings and bold text, where appropriate, to make
reading easy.Try to limit the length of a  Web page to three screens.

Encourage feedback via e-mail. You will get invaluable information from your audience. Measure
traffic to your site.Track viewers’ paths through your Web pages, so you can adjust your
content accordingly. Trial run or soft launch your Web site to friends, family and co-workers.

STEP 3) MARKETING AND PROMOTION
Creating a brilliant Web site is fruitless if no one knows about it. With more than
500,000 sites on the Internet, capturing attention can be a challenge. NAC’s New Media

Department offers marketing and promotional help as part of its online package.

STEP 4) MAINTENANCE
Don’t make the mistake of assuming that once it’s online, it’s finished. If you want
people to return to your site, fresh material, promotions and information

encourages people to return. Working with the same people throughout will
ensure consistency.

For more information, contact NAC’s New Media Department 
at (801) 237-2008 or teyre@nacorp.com

Updated: 4/4/00 DW



Web Site Design

Database 
Integration

E-commerce
Solutions

Online Forms

WHERE UTAH BUSINESSES TURN FOR
INTERNET SOLUTIONS ...

THE SALT LAKE TRIBUNE AND DESERET NEWS

The Salt Lake Tribune and Deseret News have established themselves as “Utah’s
most popular news Web sites.” Building on that reputation, NAC’s New
Media Department can help build and develop your website.

By developing online brochures, e-commerce enterprises and solu-
tions, and dynamic Web sites, along with an aggressive marketing cam-
paign, your business can take advantage of Utah’s huge online market and
expand nationally and internationally. Let the experience of NAC’s New
Media Department take your business to new frontiers.

For rates and more information, contact 
Trent Eyre at (801) 237-2008 / teyre@nacorp.com

Source: Media Audit Ranker Report, Summer 1999.

www.NBO.com
An NAC New Media
Department Client

Updated - 4/4/00 DW

Internet 
Marketing 

& Advertising



THE NEWSPAPERS’ ONLINE EDITIONS
UTAH’S HOTTEST WEB SITES

NAC represents both The Salt Lake Tribune and Deseret News.Your online advertising runs on both The Salt Lake Tribune’s
Utah OnLine and the Deseret News Web edition — Utah’s hottest and most visited Web sites.

UTAH ONLINE
www.sltrib.com

In 1994 The Salt Lake Tribune launched Utah Online, a Wasatch-Front-based
dial-up news and information bulletin-board service. On Nov. 26, 1995, Utah
Online moved to the World Wide Web.

Since then, the Web edition of The Salt Lake Tribune has grown into one
of the most popular news sites in the country. Utah OnLine, an umbrella
name for the Tribune’s wide-ranging Web services, now offers stand-alone
Web sites catering to the entertainment, movies, outdoors and politics

— in addition to its well-known main news edition, at http://www.sltrib.com.

Utah Online includes up-to-the-minute local news, drawn from the pages of Utah's largest and only
statewide newspaper. But users also can enjoy information about goings on around the state, skiing and
other recreation information, chat and personals, weather reports updated hourly, and much more. Utah
Online's   `More on the Web' system offers additional stories, links, photo galleries and other resources
not available in The Tribune's print edition.

Utah OnLine aims to reach readers who are new to the Tribune’s Web site by offering a complete,
appealing and Web-oriented supplement to the printed product. And throughout, Utah Online has been
designed so experienced Web users and novices alike can quickly and comfortably access the news over
the Internet.

In addition to other awards, Utah OnLine has been named the Society of Professional Journalism’s best
news Web site in Utah for 1997, ’98 and ’99.

DESERET NEWS WEB EDITION
www.deseretnews.com

The Web edition of the Deseret News is the complete online
source for news and information about Utah and the
Intermountain West.A special effort is made to ensure that
everything from the printed Deseret News is included in its Web
edition, from special graphics-enhanced section cover pages to
maps, charts and fact boxes. But it doesn't stop there.Also
included are online exclusives — like the daily Web extra —

and articles featured only on DeseretNews.com chosen from various wire and original-content
sources.

The newspaper's Web edition has special pages related to such diverse topics as the Utah Jazz,
Sundance Film Festival, state Legislature, localized stock-market information, photo galleries of
prep championship tournaments, and politics.

DeseretNews.com offers personalized news via e-mail, personalized front-page headline lists,
access to the Associated Press wire, quick polls, and Newspaper in Education information
for students and teachers.There also is a database of more than 2,300 movie reviews as
well as movie listings from nine Utah counties, and extended coverage of each general
conference of the LDS Church.The Deseret News was the first daily newspaper in Utah
to publish on the Web.

The Deseret News' Web edition also pays particular attention to the design and
speed of its site to encourage repeat visits and avoid the "World Wide Wait."

Average daily page views of DeseretNews.com have doubled over the past 12
months.” – New Media Director, Deseret News.

Updated - 4/12/00 DW

Total Combined 
Ad Requests

for March 2000  

Home Pages
3,397,855

Classifieds
3,939,273

Sports
2,133175

Local
398,463

World/Nation
697,374

Business
445,948

Other Areas
3,211,015

Total  15,061,609



DEMOGRAPHIC PROFILES FOR ONLINE USERS

Eleven percent
of adults in the
Salt Lake    mar-
ket said The Salt
Lake Tribune and
Deseret News
Online Classifieds
was their preferred
advertising source
when  looking for a
new or different job.
That’s more than tel-
evision, radio, Yellow
Pages, weekly publi-
cations and all other
Internet sources com-
bined! 

Market
Online in 

last 30 days

Visited The 
Salt Lake

Tribune and/or
Deseret News 
sites in last 

30 days

Percentage of Adults 100% 55% 18%

Number of Adults 628,000 345,900 115,300

Male 49% 53% 57%

Female 51% 47% 44%

18-24 13% 16% 13%

25-34 21% 25% 26%

35-44 24% 27% 29%

45-54 18% 19% 20%

55-64 10% 7% 7%

65 or Older 14% 5% 6%

Own 75% 76% 76%

Rent 25% 24% 24%

Married 67% 69% 67%

Single 18% 20% 18%

Divorced 10% 8% 11%

Widowed 5% 3% 4%

Bachelor’s Degree or Higher 32% 41% 46%

Some College or Technical Training 33% 34% 37%

High School Grad or Less 35% 25% 17%

Executive, Professional, Technical 29% 41% 44%

Sales, Clerical 24% 25% 21%

Blue Collar 22% 20% 20%

Retired 15% 6% 8%

Homemaker 7% 5% 5%

Not Employed 4% 3% 4%

Below $25,000 14% 8% 8%

$25,000 - $34,999 17% 14% 11%

$35,000 - $49,999 25% 25% 29%

$50,000 - $74,999 24% 25% 22%

$75,000 or More 20% 28% 30%

Market Share

Gender

Age

Homeownership

Marital Status

Education Level

Occupation

Household Income

Source: Belden Associates, Survey of the Salt Lake Market, 1999.



Information on The Salt Lake Tribune and Deseret News
online users compared with online adults in the Salt
Lake primary market.

Updated 5/18/00 - DW

Adults 
who have 
accessed 

Internet in 
last 30 days

Adults 
who have 
accessed

Trib/News 
online in last

30 days Index

Adults 
who have 
accessed 

Internet in 
last 30 days

Adults 
who have 
accessed

Trib/News 
online in last

30 days Index

Used computer to get information or shop for products or services 63% 72% 114                

Used computer to obtain entertainment news and information 40% 51% 128                

Used computer for investing 19% 26% 137                

Used computer to do banking or pay bills 20% 27% 135                

Used computer to arrange travel 28% 36% 129                

Used computer to access local company Web sites 26% 38% 146                

Used computer to look for a job 16% 26% 163                

Used computer to look for a vehicle 18% 28% 156                

Used computer to look for a rental home or apartment 5% 7% 140 

Used computer to search for real estate to buy 11% 14% 127                

Have purchased anything over the Internet in the last 12 months 35% 44% 126                

In the last 90 days:

Purchased Books 12% 18% 150                

Purchased compact discs 9% 10% 111                

Purchased video tapes 4% 5% 125                

Purchased computer software 14% 18% 129                

Purchased clothes or shoes 6% 9% 150                

Purchased home furnishings or decorations 3% 2% 67                  

Purchased a car, truck or van 1% 1% 100                

Purchased a home or other real estate 0% 1% 167                

Purchased stocks or bonds 4% 7% 175                

Rented a car 2% 4% 200                

Booked airline travel 13% 21% 162                

Booked a hotel or motel 7% 13% 186                

Purchased computer hardware 1% 1% 100                

Purchased other products or services 6% 7% 117                

How to read: 12 percent of online adults purchased books over the Internet in the last 90 days, compared to 18 percent of adults accessing The Salt Lake Tribune/
Deseret News in the last 30 days. This represents an index of 150 (The Salt Lake Tribune/Deseret News users are 50 percent more likely to purchase books).



“FTP MY URL TO YOUR PROXY?!?”

USEFUL INTERNET TERMS AND ACRONYMS

Applet — A small Java program that can
be embedded in an HTML page. Applets
differ from full-fledged Java applications in
that they are not allowed to access certain
resources on the local computer, such as
files and serial devices (modems, printers,
etc.), and are prohibited from communicat-
ing with most other computers across a
network.

Backbone — A high-speed line or series
of connections that forms a major pathway
within a network.The term is relative, as a
backbone in a small network will likely be
much smaller than many non-backbone
lines in a large network.

Bandwidth — How much stuff you can
send through a connection. Usually meas-
ured in bits-per-second.A full page of Eng-
lish text is about 16,000 bits.A fast modem
can move about 15,000 bits in one second.
Full-motion full-screen video would
require roughly 10 million bits per second,
depending on compression.

Baud — In common usage, the baud rate
of a modem is how many bits it can send
or receive per second.

Bit (Binary DigIT) — A single digit
number in base-2, in other words, either a
1 or a zero.The smallest unit of computer-
ized data.

Bps (Bits Per Second) — A measure-
ment of how fast data is moved from one
place to another.

Browser — A client program (software)
that is used to look at various kinds of
Internet resources.

Byte — A set of Bits that represent a sin-
gle character. Usually there are eight Bits in
a Byte, sometimes more, depending on
how the measurement is being made.

Certificate Authority — An issuer of
Security Certificates used in SSL connec-
tions.

Client — A software program that is used
to contact and obtain data from a server
software program on another computer,
often across a great distance. Each client
program is designed to work with one or
more specific kinds of server programs,
and each server requires a specific kind of
client.

Cookie — The most common meaning of
“Cookie” on the Internet refers to a piece
of information sent by a Web server to a
Web browser that the browser software is
expected to save and to send back to the
server whenever the browser makes addi-
tional requests from the server.

Cyberspace — Term originated by
author William Gibson in his novel Neuro-
mancer, the word Cyberspace is currently
used to describe the whole range of infor-
mation resources available through com-
puter networks.

Digerati — The digital version of literati,
it is a reference to a vague cloud of people
seen to be knowledgeable, hip or other-
wise in-the-know in regards to the digital
revolution.

DSL (Digital Subscriber Line) — A
method for moving data over regular
phone lines. A DSL circuit is much faster
than a regular phone connection, and the
wires coming into the subscriber’s premis-
es are the same (copper) wires used for
regular phone service.

Domain Name — The unique name that
identifies an Internet site. Domain names
always have two or more parts separated
by dots.

FAQ (Frequently Asked Questions)
— FAQs are documents that list and
answer the most common questions on a
particular subject.

Fire Wall — A combination of hardware
and software that separates a LAN into
two or more parts for security purposes.

Flame — Originally, flame meant to write
in a passionate manner in the spirit of
debate. Flames most often involved the
use of flowery language and flaming well
was an art form. More recently flame has
come to refer to any kind of derogatory
comment no matter how witless or crude.

FTP (File Transfer Protocol) — A very
common method of moving files between
two Internet sites.

GIF (Graphic Interchange Format) —
A common format for image files, especial-
ly suitable for images containing large areas
of the same color.

Hit — As used in reference to the World
Wide Web, “hit” means a single request
from a Web browser for a single item from
a Web server; thus in order for a Web
browser to display a page that contains
three graphics, four “hits” would occur at
the server: one for the HTML page, and
one for each of the three graphics. “Hits”
are often used as a very rough measure of
load on a server,

Home Page (or Homepage) — Several
meanings. Originally, the Web page that
your browser is set to use when it starts
up. The more common meaning refers to
the main Web page for a business, organi-
zation, person or simply the main page out
of a collection of Web pages,

HTML (HyperText Markup Lan-
guage) — The coding language used to
create Hypertext documents for use on
the World Wide Web. HTML looks a lot
like old-fashioned typesetting code, where
you surround a block of text with codes
that indicate how it should appear. Addi-
tionally, in HTML, you can specify that a
block of text, or a word, is linked to anoth-
er file on the Internet.

HTTP (HyperText Transfer Protocol)
— The protocol for moving hypertext
files across the Internet. Requires a HTTP
client program on one end, and an HTTP
server program on the other end. HTTP
is the most important protocol used in
the World Wide Web (WWW).

Hypertext — Generally, any text that
contains links to other documents —
words or phrases in the document
that can be chosen by a reader and
which cause another document to be
retrieved and displayed.

Internet (Upper case I) — The
vast collection of inter-connected
networks that all use the TCP/IP
protocols and that evolved from
the ARPANET of the late `60s and
early `70s.

Intranet — A private network
inside a company or organiza-
tion that uses the same kinds of
software that you would find on
the public Internet, but that is
only for internal use. As the
Internet has become more
popular many of the tools
used on the Internet are
being used in private net-
works, for example, many
companies have Web
servers that are available
only to employees.

ISDN (Integrated Ser-
vices Digital Net-
work) — Basically a way
to move more data over
existing regular phone
lines. ISDN is rapidly
becoming available to
much of the United
States and in most
markets it is priced
very comparably
to standard ana-
log phone cir-
cuits.

Domain Name —
The unique name
that identifies an

Internet site. Domain
names always have

two or more parts,
separated by dots.



ISP (Internet Service Provider) — An
institution that provides access to the
Internet in some form, usually for money.

Java — Java is a network-oriented pro-
gramming language invented by Sun
Microsystems that is specifically designed
for writing programs that can be safely
downloaded to your computer through
the Internet and immediately run without
fear of viruses or other harm to your com-
puter or files.

JPEG (Joint Photographic Experts
Group) — JPEG is most commonly men-
tioned as a format for image files. JPEG for-
mat is preferred to the GIF format for pho-
tographic images as opposed to line art or
simple logo art.

Modem (Modulator, Demodulator)
— A device that you connect to your
computer and phone line that allows the
computer to talk to other computers
through the phone system. Basically,
modems do for computers what a tele-
phone does for humans.

Netizen — Derived from the term citi-
zen, referring to a citizen of the Internet, or
someone who uses networked resources.
The term connotes civic responsibility and
participation. See Also: Internet 

Network — Any time you connect two
or more computers together so that they
can share resources, you have a computer
network. Connect two or more networks
together and you have an Internet.

Newsgroup — The name for discussion
groups on USENET.

Password — A code used to gain access
to a locked system. Good passwords con-
tain letters and non-letters and are not
simple combinations such as virtue7.

Plug-in — A (usually small) piece of soft-
ware that adds features to a larger piece of
software. Common examples are plug-ins
for the Netscape browser and Web server.
Adobe Photoshop also uses plug-ins. The
idea behind plug-ins is that a small piece of
software is loaded into memory by the
larger program, adding a new feature, and
that users need only install the few plug-ins
that they need, out of a much larger pool
of possibilities. Plug-ins are usually created
by people other than the publishers of the
software the plug-in works with.

POP (Point of Presence, also Post
Office Protocol) — Two commonly used
meanings: Point of Presence and Post
Office Protocol. A Point of Presence usu-
ally means a city or location where a net-
work can be connected to, often with dial-
up phone lines. So if an Internet company
says they will soon have a POP in Belgrade,
it means that they will soon have a local
phone number in Belgrade and/or a place
where leased lines can connect to their
network. A second meaning, Post Office
Protocol refers to the way e-mail software
such as Eudora gets mail from a mail serv-
er. When you obtain an SLIP, PPP or shell
account you almost always get a POP

account with it, and it is this POP account
that you tell your e-mail software to use to
get your mail.

Portal — Usually used as a marketing
term to describe a Web site that is or is
intended to be the first place people see
when using the Web. Typically a “portal
site” has a catalog of web sites, a search
engine or both. A portal site may also offer
e-mail and other service to entice people
to use that site as their main “point of
entry” (hence “portal”) to the Web.

Posting — A single message entered into
a network communications system. (e.g. A
single message posted to a newsgroup or
message board).

PPP (Point to Point Protocol) —
Mostly known as a protocol that allows a
computer to use a regular telephone line
and a modem to make TCP/IP connections
and thus be really and truly on the Inter-
net.

Security Certificate — A chunk of
information (often stored as a text file)
that is used by the SSL protocol to estab-
lish a secure connection. Security certifi-
cates contain information about who it
belongs to, who it was issued by, a unique
serial number or other unique identifica-
tion, valid dates and an encrypted “finger-
print” that can be used to verify the con-
tents of the certificate. In order for an SSL
connection to be created, both sides must
have a valid security certificate.

Server — A computer, or a software
package, that provides a specific kind of
service to client software running on oth-
er computers.The term can refer to a par-
ticular piece of software, such as a  WWW
server, or to the machine on which the
software is running (e.g. Our mail server is
down today, that’s why e-mail isn’t getting
out). A single server machine could have
several different server software packages
running on it, thus providing many different
servers to clients on the network.

SMTP (Simple Mail Transfer Proto-
col) — The main protocol used to send
electronic mail on the Internet. SMTP con-
sists of a set of rules for how a program
sending mail and a program receiving mail
should interact. Almost all Internet e-mail
is sent and received by clients and servers
using SMTP, thus if one wanted to set up an
e-mail server on the Internet one would
look for e-mail server software that sup-
ports SMTP.

Spam (or Spamming) — An inappro-
priate attempt to use a mailing list, or
USENET or other networked communica-
tions facility as if it was a broadcast medi-
um (which it is not) by sending the same
message to a large number of people who
didn’t ask for it.The term probably comes
from a famous Monty Python skit that fea-
tured the word spam repeated over and
over.

SQL (Structured Query Language)
— A specialized programming language for
sending queries to databases. Most indus-
trial-strength and many smaller database
applications can be addressed using SQL.
Each specific application will have its
own version of SQL, implementing
features unique to that applica-
tion, but all SQL-capable data-
bases support a common
subset of SQL.

T-1 — A leased-line con-
nection capable of carry-
ing data at 1,544,000 bits
per second. At maximum
theoretical capacity, a T-1 line
could move a megabyte in less than 10
seconds. That is still not fast enough for
full-screen, full-motion video, for which you
need at least 10 million bits-per-second.
T-1 is the fastest speed commonly used to
connect networks to the Internet.

T-3 — A leased-line connection capable of
carrying data at 44,736,000 bits per sec-
ond. This is more than enough to do full-
screen, full-motion video.

TCP/IP (Transmission Control Proto-
col/Internet Protocol) — This is the
suite of protocols that defines the Internet.
Originally designed for the UNIX operat-
ing system, TCP/IP software is now avail-
able for every major kind of computer
operating system.To be truly on the Inter-
net, your computer must have TCP/IP soft-
ware.

URL (Uniform Resource Locator) —
The standard way to give the address of
any resource on the Internet that is part of
the World Wide Web (WWW). A URL
looks like this: http://www.matisse.net/
seminars.html or telnet://well.sf.ca.us or
news:new.newusers.questions. The most
common way to use a URL is to enter into
a WWW browser program, such as
Netscape or Explorer.

Web — See:WWW 

WWW (World Wide Web) — Fre-
quently used (incorrectly) when referring
to “The Internet,” WWW has two major
meanings — first, loosely used: the whole
constellation of resources that can be
accessed using Gopher, FTP, HTTP, tel-
net, USENET, WAIS and some other
tools; second, the universe of hyper-
text servers (HTTP servers) that
are the servers  that allow text,
graphics, sound files etc. to be
mixed together.

If you 
have any

questions,
feel free to

call our 
new media

specialists at
801-237-2008.
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The new online classifieds can help make finding your next job, vehicle, pet
or house that much easier. The new innovative features such as the Auto
Finder and the Hyper Links loaded within the line ads will make you ask
yourself, “Why didn’t I think of that?” Take a stroll today through the
new online classifieds, you may be surprised at what you’ll find.

� Yellow Page Directory
A convenient Yellow Page directory helps you
find company addresses and numbers that
you need.

� Bookmarks
Now you can conveniently
bookmark the front page of the
classifieds for an easy return.

� Auto Finder
Features This innovative
feature notifies you by e-mail when
your request for a specific ad is
available.

� Expanded Search Capabilities
Now you can search up to four keywords.

� Customized Search
Limit your search to any publication
date within the last eight days.

More New Features

� Classified Hyper Links
E-mail and Web address are linkable
throughout the classifieds.

� Reader Friendly
With larger type, shaded boxes and bolded
key words, any ad will be easy to find.

� Ad Basket This allows you to

highlight multiple ads and print them with
the click of a button.

� Geographical Limits
You can refine your search to a certain  geo-
graphical area based upon your zip code.

THE NEWSPAPERS’ ONLINE CLASSIFIEDS



Ever since 1988, when The Salt Lake Tribune and Deseret
News first published online, the online classifieds have become
a major player in online visits and sales.

With nearly 2.5 million page impressions and 12,000 line
ads in July 1999, the online classifieds have become a powerful
market tool for those selling merchandise and services.

The Salt Lake Tribune and Deseret News recognized the
strength of the online classifieds and have recently upgraded
their classified system to better serve the advertisers.

The Salt Lake Tribune and Deseret News online editions offer
the opportunity to be an industry leader and gain a
competitive advantage.

Some of the new features include:

� Weekly and Daily Featured Items

� Increased Banner Advertising
Opportunities NAC has doubled the classified banner and
button advertising space.

� Artistic Internet Ads Maximize Internet creativity with

use of  animation.

� Classified Hyper Links Linkable e-mail and Web

addresses throughout the online classifieds.

� Quick Up-Load Time Take advantage of NAC’s new servers, resulting in classified searches displayed at

lightning speed.

� Easy-To-Use Management Tools Keep up to date on the effectiveness of your ad campaign.

� High Impact, Low Rates Advertise at affordable prices to expose your business to new online

customers.

When you advertise online, your advertisement runs on both sites. Long-standing
features of the Web editions include the new online classifieds and Utah’s largest dig-
ital newspaper archive, which contains more than 600,000 searchable articles pub-
lished in The Salt Lake Tribune and Deseret News since 1988.

Here’s what one of our advertisers said about advertising online.

“If you put ad banners on, say, Yahoo, you’re not going to get Utah  
customers ... that’s challenging to do on the Internet. But not with the
Tribune and Deseret News sites, we get more bang for the buck.We’ve
seen monthly enrollments more than triple since the start of the ad
campaign.”— Todd Clark, Internet Marketing Manager, Zions
Bank

http://classifieds.deseretnews.com

http://classifieds.sltrib.com

Why advertise on The Salt Lake Tribune and
Deseret News online classifieds?
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WANT YOUR STOREFRONT ONLINE? 

HOT NEW eCOMMERCE SITES FOR YOUR EXPANDING BUSINESS:

IMAGINE: how easy it would be to launch your business on the Internet with a
team of experts just one phone call away. Now you can ... call 877-378-9232.

IMAGINE: people shopping at your store 24 hours a day, seven days a week when
your competitors are closed.

IMAGINE: what it would be like to offer all your products on the Internet with
pricing options, coupons, specials and room to grow.

eMALL BENEFITS TO YOUR BUSINESS:

• Eliminates production roadblocks — programmers on call 24 hours a day, seven days a
week.

• Reduces production learning curve — page-by-page online instructions and on-call help.

• Serves the non-computer user with friendly turnkey eCommerce sites — simply fax
your company information and we will setup your store for you.

• Increases sales through effective merchandising options — sales and features, cross-
selling and up-selling, multiple mall listings and customer survey ability.

• Allows flexible pricing options for your wholesale and high-volume customers.

• Encourages repeat customers through the use of our many service options.

• Attracts new customers — build an unlimited, international customer base with
access 24 hours a day, seven days a week.

• Offers free advertising — your products are automatically advertised on the
emall.sltrib.com and emall.deseretnews.com Web sites, linked to the award-win-
ning sites of The Salt Lake Tribune and Deseret News.

emall.sltrib.com emall.deseretnews.com



emall.sltrib.com AND emall.deseretnews.com

A cost-effective turnkey service unparalleled in the market includes ...

NAC OFFERS TWO OPTIONS FOR ALL NEW STORES:

Self service –You build your store and we act as the host. Set up your store for FREE on the
Internet at emall.sltrib.com and emall.deseretnews.com. Open your store by selecting “Create a Store” and fol-
low the online Tutorial and User’s Guide. You will soon be ready to receive orders on the Internet. Your
store will be billed at the monthly storefront services rates listed below.

Full service – We build and host your store for a nominal fee. Simply return the enrollment form
and provide your store data. Our professional designers will create your store, and within five business
days you will be open to receive orders.

PRICING OPTIONS:

Storefront services* –

$34.95 per month for stores with up to 25 products

$59.95 per month for stores with up to 50 products

$89.95 per month for stores with up to 100 products

Short-term store – $49.95 with no more than four products. Short-term stores are active for the
length of the advertising campaign, but no longer than 30 days or store fee will be reassessed for
each fraction of a new 30-day cycle. Short-term stores are a custom fit for display-ad clients.

*One-time store setup – There is a one-time set-up fee of $399 for stores with up to 100 prod-
ucts.Additional products may be included at $.50 per product.Ten scanned images are included.
Additional scanning is $2 per image.

For information about how to become part
of The Salt Lake Tribune and Deseret News eMalls, call

877-378-9232.

• FREE 24-hours-a-day, 7-days-a-week toll-free technical support
• No hardware or software investment
• Easy setup and maintenance, with special editing features
• Snap-on functionality for existing Web sites
• Built-in features for service businesses
• Full featured shopping cart
• Online, e-mail and fax order notification
• Total security for your customers

• Customized logos and graphics
• Unlimited custom shipping options
• Multiple pricing and payment methods
• Real-time credit card processing
• Customer survey ability 
• Multiple eMall listings
• Online order status, tracking and reporting
• Exceptional store management tools
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ONLINE NEWSPAPERS SECTIONS AT A GLANCE

ÒAverage daily
page views of

Deser etNews.com
have doubled

over the past 12
months.Ó

Ð New Media
Director, 

Deseret News.

DAILY EDITION
Business (Tues.-Sun.)

Stock Quotes
Classifieds

Employment
General
Legal Notices
Merchandise
Real Estate
Rentals
Pets/Livestock
Service Directory
Personals
Transportation
Auto Reviews
Classified Index

Home Page
Obituaries

Opinion
Commentary
Public Forum

Religion
Science
Sports
Travel
Utah (Local)
World
Weather

ENTERTAINMENT
City Lights
Film Finder
Comics 
Arts 
Dining 
Home Front 

Television 
Calendars

OUTDOORS
Utah Bound
Rec Roundup
Explore Utah

WEB FEATURES
Utah Politics
Notable News
Tribaccess Online Archives

DAILY EDITION
Business

Stocks
Classifieds

Employment
General
Legal Notices
Merchandise
Real Estate
Rentals
Pets/Livestock
Service Directory
Transportation
Auto Reviews
Classified Index

Education
Focus
Health & Fitness
Home Page

Home & Garden
Legislature
Obituaries
Opinion
Religion & Ethics
Technology & Science
Sports

Winter Sports
Prep Sports

Travel & Leisure
Utah (Local)
Weather
World & Nation
2002 Olympics

ENTERTAINMENT
Arts & Events
Food
Life!

Movies
Television 
TV listings

WEB FEATURES
Archives
The Wire

NAC Sites

At Home in Utah

Mauve titles indicate similar sections
in both online papers.
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