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M’s bounce back with win B5 ‘Black dog’ theory tested D1

SANDPOINT – Ten days and 449 miles
ago, I loaded my bike with bags and gear at
the Anacortes Ferry Terminal, steeling
myself to ride across the state to Sandpoint.

My mind was clogged with misgivings,
fears that my legs weren’t up for the
journey. Or worse, that my backbone – the
figurative one – wasn’t. 

That’s when two women rode by me,
their bikes packed tall and wide. 

“We’re going to Maine,” they yelled. This
was no boast, just an excited statement of
fact, and it had the effect of making my
statewide trip seem not so hard after all. 

Today, on my last day of riding, I woke
with no worries. The wind was at my back,
Lake Pend Oreille beckoned and there was
a chance I’d meet again some of the bike
travelers I’d met along the way. I told them
all to lunch at Joel’s, a burrito shop in
Sandpoint. That’s where I’d find them. 

Aside from the distance, the hills, the
headwinds and the heat, there was always
one constant on my trip across Washington
on U.S. Bicycle Route 10 that kept me
moving – my eyes searching the horizon.

The people.
On my first day, those two Maine-bound

women kicked me off my scared perch, and
though I never saw them again, their
exuberance stayed with me. Every person 

TOUR DESHAIS
Reporting along Washington’s newest bike route

DAN PELLE danp@spokesman.com
Nick Deshais takes in the moment Friday on Bridge Street as he finishes his cross-state bicycle ride from Anacortes, Wash., to Sandpoint.

A STORY RIDDEN
Friends made, camaraderie found and a new tale to tell

By Nicholas Deshais

See DESHAIS, A7 mollyq@spokesman.comMOLLY QUINN

Elevation gain/loss

1,000

0

2,000

3,000

4,000

5,000

6,000 feet

61
miles

38
miles

63
miles

63
miles

40
miles

57
miles

41
miles

51
miles

Rockport

SandpointAnacortes

SOURCE: Adventure Cycling Association 

Colonial
Creek 
Campground

Winthrop Tonasket Republic Colville Ione

Newport
to Sandpoint

DAY 9 - 
FRI., 
JUNE 19

Newport

35
miles

N

90
90

5 97

2

U.S. Bicycle Route 10

WA S H I N G T O N

I D A H O
Seattle

Anacortes

B . C .

Spokane
Coeur
d’Alene

Anacortes

Rockport

Winthrop

Tonasket

Colville

0

miles

20

395

21

20

Seattle

Newport to 
Sandpoint

35 miles

OLYMPIA – Gov. Jay
Inslee and legislative
leaders seemed to con-
cur Friday that they are
closing in on an agree-
ment on the 2015-17 state
budget, something that 
has eluded them for 155
days.

But they didn’t com-
pletely agree on how
close, or the components
of that agreement.

In a series of news con-
ferences, Inslee and lead-
ers of both chambers
from both parties said
they are optimistic an op-
erating budget could be
passed in time to avoid a
partial government shut-
down. That prospect ex-
ists if the state enters its
new fiscal year on July 1
without authorizing
spending for many pro-
grams and salaries.

“There is no reason –
zero – why we can’t have
a budget done in one
week,” Inslee said. 

Both sides had moved
toward a “middle
ground,” he said, alth-
ough he thought Demo-
crats who control the
House have made signifi-
cant movements in re-
ducing spending and
dropping proposals for
new taxes, including a
capital gains tax on high-
income residents. Repub-
licans who control the
Senate have moved
somewhat less, the go-
vernor said, but enough
that a “framework” is
emerging in which both
sides could have “big pol-
icy wins” in the final bud-
get.

To do that, Inslee said,
legislators will have to
agree to close some tax
exemptions and come up
with $300 million or so to
close a gap between the
levels in the rival spend-
ing plans.

House Majority Leader
Pat Sullivan, of Coving-
ton, said House Demo-
crats have agreed to take
the capital gains tax off
the table if the Senate Re-
publicans agree to close
some tax exemptions or
“loopholes.” He wouldn’t
specify which ones, but
added, “We have a list of 

Sides
report
budget
progress
Democrats moving
more than GOP,
Gov. Inslee says

By Jim Camden
jimc@spokesman.com,
(509) 879-7461

See BUDGET, A4

NORTH CHARLESTON,
S.C. – In an extraordinary
emotional display of raw
pain and grace, the relatives
of those slain in a shooting at
a historic black church con-
fronted suspected killer 
Dylann Roof in court on Fri-
day. Through tears, some
reached for forgiveness.

“We welcomed you Wed-
nesday night in our Bible
study with open arms,” said

Felecia Sanders, who sur-
vived the attack at the Ema-
nuel African Methodist
Episcopal Church, where
her son, Tywanza, died.
“You have killed some of the
most beautifulest people
that I know. Every fiber in
my body hurts ... and I’ll nev-
er be the same.”

“Tywanza Sanders was
my son, but Tywanza was
my hero,” she said. “May
God have mercy on you.”

Anthony Thompson, the 

Charleston families face
accused killer in court
By Joseph Tanfani 
and Richard A. Serrano
Tribune News Service

See FAMILIES, A4

has been a distraction from the work of the
NAACP, she said. 

“We want the focus back on the issues at
hand,” she said. “For us, it’s not about Rachel,
it’s about the work. She will have to answer for
her own actions.”

In the interests of mending its relationship
with the community, the NAACP is inviting
the public to a special meeting at 7 p.m. June 29
called Community Conversation: Moving To-
wards Healing. The meeting will be at Holy
Temple Church of God in Christ, 806 W. In-
diana Ave. 

“We want to assure people that we stand for
integrity,” Quarles-Burnley said. “We’ve been
here for 95 years, and we will work together so
that the legacy will continue.”

Naima Quarles-Burnley, the new president
of the Spokane NAACP chapter, acknowl-
edged Friday that the community is hurt and
angry about the actions of the chapter’s former
president, Rachel Dolezal. 

Dolezal resigned as president and was re-
moved from Spokane’s Police Ombudsman
Commission this week after it became known
that she had been lying about her race for years
by pretending to be black.

“We cannot allow the actions of one individ-
ual to derail the work of many,” Quarles-Burn-
ley said. 

The public firestorm surrounding Dolezal

NAACP acknowledges fallout 
Dolezal’s actions shouldn’t derail group’s mission, new president says 

By Nina Culver
ninac@spokesman.com, (509) 459-5473

NAACP
leader
Naima

Quarles-
Burnley: 

“We cannot
allow the
actions of

one
individual to

derail the
work of
many.”

Prices good through June 26, 2015

“Your Spokane & Cheney
ACE Hardware Stores”

GIFTS FOR
DAD Multi-Position

Folding Chair
8405540

$2999
Craftsman®
6-Drawer
Ball-Bearing
Tool Chest
& Cabinet
2392082

$9999
Craftsman®
104 Pc.
Mechanic’s
Tool Set
2136984

$4999
red hot buy red hot buy red hot buy

-
- A 1 Replate

Base: Spokane DMA (899,400 Adults 18+)
Weekly Net Print (including E-Edition) and Weekly Spokesman.com
Source: Nielsen Scarborough Spokane  R2 2016

LOCAL POLITICAL

Each week The Spokesman-Review 
reaches more than 285,000 
Inland Northwest adults.
With multiple print and digital options, we have advertising solutions that generate 
results and fi t almost any budget. Whether you want to reach our entire market or 
just a few zip codes, we have options for any size business.



2017 LOCAL POLITICAL PRINT RATE CARD 

Quarterly Investment Level – Print rate pricing has five (5) investment levels based on the 
advertiser’s quarterly Investment in newspaper products. Pricing discounts are built into each 
investment level to help fund incremental investment and thus incremental results. 

Frequency Thresholds - Results of a 3-year study, including 146,000 advertisers, in 14 U.S. markets 
found that advertisers generating strong, regular results from their advertising were adhering to local 
“momentum thresholds” when constructing advertising campaigns.  Advertisers not meeting these 
minimum thresholds have only a 20 percent chance of generating successful results. We have adopted 
these minimum frequency thresholds into our pricing to significantly increase the probability of our 
advertisers generating results. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

*Use Daily or Sunday Enhancer rates only when also purchasing other qualified products. 

 

Quarterly Investment Level 1 x time 
rate 

3 x per 
Week 

8 x per 
Month 

16 x per 
Quarter 

Less than $3,000 per Quarter 
  Daily  $26.07 $15.64 $14.34 $9.91 
*Daily with Enhancer Products $22.94 $13.76 $12.62 $8.72 
  Sunday $33.00 $19.80 $18.15 $12.54 
*Sunday with Enhancer Products $28.05 $16.83 $15.43 $10.66 

$3,000 to $5,999 per Quarter 
  Daily  $23.47 $14.08 $12.91 $8.92 
*Daily with Enhancer Products $20.65 $12.39 $11.36 $7.85 
  Sunday $29.70 $17.82 $16.34 $11.29 
*Sunday with Enhancer Products $25.25 $15.15 $13.88 $9.59 

$6,000 to $8,999 per Quarter 
  Daily  $22.16 $13.30 $10.97 $8.42 
*Daily with Enhancer Products $19.50 $11.70 $9.65 $7.41 
  Sunday $28.05 $16.83 $13.89 $10.66 
*Sunday with Enhancer Products $23.84 $14.31 $11.80 $9.06 

$9,000 to $14,999 per Quarter 
  Daily  $21.38 $12.83 $9.00 $8.13 
*Daily with Enhancer Products $18.81 $11.29 $7.92 $7.15 
  Sunday $27.06 $16.24 $11.39 $10.29 
*Sunday with Enhancer Products $23.00 $13.80 $9.68 $8.74 

$15,000 or more per Quarter 
  Daily  $20.60 $12.36 $7.11 $7.83 
*Daily with Enhancer Products $18.12 $10.87 $6.25 $6.89 
  Sunday $26.07 $15.64 $9.00 $9.91 
*Sunday with Enhancer Products $22.16 $13.29 $7.65 $8.42 



2017 LOCAL POLITICAL PRINT ENHANCER RATES  

Enhancer products are regular print or digital products directed at audiences based on content, 
geography, or may be products targeted to non-subscriber households. Use of enhancer products 
helps the advertiser reach minimum frequency thresholds and greatly increases potential results. 
Results from a 3-year study suggested that advertisers who invest a minimum of 25% of advertising 
campaign dollars into Enhancer products significantly increase results. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Quarterly Investment Level 1 x time 
rate 

3 x per 
Week 

8 x per 
Month 

16 x per 
Quarter 

Less than $3,000 per Quarter 
Generations,  Health (Mon. & Tues) $16.95 $10.17 $9.32 $6.44 
Features, Food, Outdoors, Arts & Ent (7) $21.45 $12.87 $11.80 $8.15 
Classifieds $21.45 $12.87 $11.80 $8.15 
Zoned Voice Editions (North, South, Valley) $9.57 $5.74 $5.26 $3.64 
Business (Tues – Sun) $19.80 $11.88 $10.89 $7.52 
Special Sections $16.50 $9.90 $9.08 $6.27 
Wed TMC & Sunday SMC $9.57 $5.74 $5.26 $3.64 

$3,000 to $5,999 per Quarter 
Generations,  Health (Mon. & Tues) $15.25 $9.15 $8.39 $5.79 
Features, Food, Outdoors, Arts & Ent (7) $19.31 $11.58 $10.62 $7.34 
Classifieds $19.31 $11.58 $10.62 $7.34 
Zoned Voice Editions (North, South, Valley) $8.61 $5.17 $4.74 $3.27 
Business (Tues – Sun) $17.82 $10.69 $9.80 $6.77 
Special Sections $14.85 $8.91 $8.17 $5.64 
Wed TMC & Sunday SMC $8.61 $5.17 $4.74 $3.27 

$6,000 to $8,999 per Quarter 
Generations,  Health (Mon. & Tues) $14.40 $8.64 $7.13 $5.47 
Features, Food, Outdoors, Arts & Ent (7) $18.23 $10.94 $9.03 $6.93 
Classifieds $18.23 $10.94 $9.03 $6.93 
Zoned Voice Editions (North, South, Valley) $8.13 $4.88 $4.03 $3.09 
Business (Tues – Sun) $16.83 $10.10 $8.33 $6.40 
Special Sections $14.03 $8.42 $6.94 $5.33 
Wed TMC & Sunday SMC $8.13 $4.88 $4.03 $3.09 

$9,000 to $14,999 per Quarter 
Generations,  Health (Mon. & Tues) $13.89 $8.34 $5.85 $5.28 
Features, Food, Outdoors, Arts & Ent (7) $17.59 $10.55 $7.40 $6.69 
Classifieds $17.59 $10.55 $7.40 $6.69 
Zoned Voice Editions (North, South, Valley) $7.85 $4.71 $3.30 $2.98 
Business (Tues – Sun) $16.24 $9.74 $6.83 $6.17 
Special Sections $13.53 $8.12 $5.69 $5.14 
Wed TMC & Sunday SMC $7.85 $4.71 $3.30 $2.98 

$15,000 or more per Quarter 
Generations,  Health (Mon. & Tues) $13.39 $8.03 $4.62 $5.09 
Features, Food, Outdoors, Arts & Ent (7) $16.95 $10.17 $5.85 $6.44 
Classifieds $16.95 $10.17 $5.85 $6.44 
Zoned Voice Editions (North, South, Valley) $7.56 $4.54 $2.61 $2.87 
Business (Tues – Sun) $15.64 $9.38 $5.40 $5.94 
Special Sections $13.04 $7.82 $4.50 $4.95 
Wed TMC & Sunday SMC $7.56 $4.54 $2.61 $2.87 



Print Ad Color – Color pricing for print ads is based on the size of the display ad and is expressed as a 
percentage of the space charge. Simply add the appropriate percentage (in the table below) to the 
space charge to determine the additional cost for color.           
 

               Print Mechanicals 
 
 
           

 

 

 

2017 DIGITAL PRODUCT PRICING EXAMPLES 

Many of our digital advertising products qualify as enhancers to our print products and offer additional 
reach and frequency. Digital advertising is an important part of the portfolio mix to produce positive 
results momentum.  Use of digital enhancer products helps the advertiser reach minimum frequency 
thresholds and increases potential results. 

Digital Enhancer Product Ad Size Impression 
Minimums 

Time 
Frame Price 

ROS (Geo-Targeted) on Spokesman.com 728x90 and 300x250 25K Week $14.04 cpm 
ROS (Geo-Targeted) on Spokesman.com 728x90 and 300x250 100K Month $11.88 cpm 
ROS (Geo-Targeted) on Spokesman.com 728x90 and 300x250 300k Quarter $10.80 cpm 
ROS (Non-Targeted) on Spokesman.com 728x90 and 300x250 40K Week $11.70 cpm 
ROS (Non-Targeted) on Spokesman.com 728x90 and 300x250 160K Month $9.90 cpm 
ROS (Non-Targeted) on Spokesman.com 728x90 and 300x250 480K Quarter $9.00 cpm 
Customized off-site Targeting 1 See sizes below 25K Week $10.00 cpm 
Customized off-site Targeting 1 See sizes below 100K Month $10.00 cpm 
Customized off-site Targeting 1 See sizes below 300k Quarter $10.00 cpm   
Premium Super Leaderboard 2 See sizes below 15K Day $300 flat 
Premium Desktop Dashboard 300x100 40K Day $350 flat 
Premium Desktop Anchor 728x90 40K Day $750 flat 
ROS of SR Mobile 320x50 20K Month $150 flat 
Mobile Header 320x50 150K Month $1000 flat 
Mobile Big Ad 300x250 50K Month $500 flat 
1Customized off site Targeting sizes include: 1200x628, 728x90, 468x60, 320x50, 300x600 and 300x250. 
2Super Leaderboard sizes include: 1280x100, 970x90 and 728x90 
 
 
Contact your Sales Executive or call 509-459-5095 for any questions or to talk about other customized 
digital solutions. 

Columns Inches 
1 1.556 
2 3.222 
3 4.875 
4 6.542 
5 8.208 
6 9.875 

Ad Size 1 x time 
rate 

3 x per 
Week 

8 x per 
Month 

16 x per 
Quarter 

Less than 30” 35% 20% 15% 15% 
30” to 59.75” 25% 15% 12% 12% 
60” to 119.75” 20% 12% 10% 10% 
120” or more 15% 10% 8% 8% 


