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ADVERTISING
Chief Revenue Officer

Chris Stegman .............................801.257.8791 ........................... cstegman@tribconnect.com

VP of Advertising

Jordyn Gallegos-Allen .............801.204.6313 ............................. jgallegos@tribconnect.com

Creative Director

Camille Durtschi ........................801.616.0713 ............................cdurtschi@tribconnect.com

Senior Account Executive

Todd Floyd .....................................801.204.6301 ................................... tfloyd@tribconnect.com

National Sales Executive 

Treasa Long ...................................801.204.6306 .....................................tlong@tribconnect.com

Director of Client Strategy 

Allison Claycomb ........................502.494.8048 ......................... aclaycomb@tribconnect.com 

Account Executive

Chrissy Souders ..........................602.810.0036 ............................ csouders@tribconnect.com

Stephanie McCuen ....................515.333.7142  ............................smccuen@tribconnect.com

LaRee Whitmer ...........................385.342.9245 .......................................... lwhitmer@sltrib.com

Digital Marketing Coordinator

Katie Growe .................................801.995.9026. ...............................kgrowe@tribconnect.com

Graphic Designer

Sam Pelkki......................................870.723.6841 .................................spelkki@tribconnect.com

Content Creator 

Anthony Solis ...............................801.200.3713 .................................... tsolis@tribconnect.com

Director of Advertising Systems

Jana Barker ...................................385.342.9231 .............................................. jbarker@sltrib.com

Credit and Collections Manager

Beth Cordova ..............................385.342.9232 ......................................... bcordova@sltrib.com

Advertising ....................................801.237.2700 .............................. connect@tribconnect.com

CONTACT US
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Since 1871, The Salt Lake Tribune has driven 

community engagement and dialogue forward 

with Pulitzer Prize-winning journalism. We’ve 

been a critical voice, free of bias and political sway, 

anchored by facts and truth. We’ve told the story of 

Salt Lake City in creative, compelling ways, stirred 

critics, and along the way earned trust from those 

who demanded the real story. Then we Embraced 

Change to Better Serve You

A New Way Forward

In late 2019, the Tribune ownership team, now 

free from the long-time constraints of a joint-

operating agreement, committed to pursue 

nonprofit 501(c)(3) status. The move would 

maintain The Salt Lake Tribune’s integrity and 

purpose and also allow us greater control over 

how we delivered our product in the digital era.

We moved fast. We shifted to six-day digital 

delivery and two-day print circulation (Sunday, 

Wednesdays), and we’re proud to say more 

than 4 million unique monthly users engage 

with us and our loyal followers from those 

print-only days are with us as well. Our 

community commitment is as strong today as 

it was the day of our first edition in April 1871. 

And it’s only getting stronger.

Trib Connect is Born

Along the way, we learned that we can give 

more to our Salt Lake City business community. 

We’re more than the best investigative 

journalists. We are a team of creatives with 

deep advertising and marketing knowledge 

that can help Salt Lake businesses thrive in a 

complex digital world. That’s why we created 

Trib Connect.

OUR STORY
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It would be lazy to simply plug your business 

into 4 million users or our loyal print readership 

and say that we’ve served you.

Sure, access to those resources is great. But 

we’ve decided to flip the typical marketing 

script and start with you. We learn your story, 

then help you tell it in the most effective way 

possible; and most importantly, we use analytics 

and insights to find your audience, not just a 

“big” audience.

Infographics. Surveys. Branded Stories. Email 

Marketing. Social Media Marketing. Yup. We 

have everything a boutique marketing agency 

has and more. But we’re also aligned with a 

media powerhouse that has a really big heart for 

your community! When you partner with us …

We Learn

We start with your business. Talk to us. We’ll 

Listen. We’ll ask questions, discover your needs 

and match the best digital, traditional marketing 

and advertising tools to your audience.

We Plan

We’ll put all of that into a plan that helps you 

target your audience on the channels—digital, 

print, social, you name it–that they frequent and 

where they’re looking for you!

We Execute

We’ll drive home your message with the right 

tactics. We’ll analyze results, adjust, and keep 

collaborating with you to achieve your goals 

today and tomorrow.
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DIGITAL DEMOGRAPHICS
User Analytics

Monthly traffic

• More than 2.2 million monthly unique 

visitors on sltrib.com

• They view 5.2 million page views a month

• 74% of users visit the website on mobile 

devices

• 22% are on desktop

• 4% are on tablets

Loyalists

• 18.4% of yearly users visited sltrib.com 

multiple times and came back to the site 

consistently to get updated information. 

• These readers are most likely to be 

inclined to support local businesses.

• These readers care innately about their 

community and the success of local 

people and businesses.
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The Salt Lake Tribune Website Meter

• sltrib.com allows users to read 3 articles 

a month without a subscription.

• The meter does not include the 

homepage, section pages or obit pages. 

• On the 4th article view, readers are asked 

to subscribe.

• About 10%-20% of our stories are placed 

under a subscriber-only paywall

• Print subscribers get free access to digital. 

• Subscribers are more inclined to support 

local businesses and are an incredibly 

valuable audience.

• Advertisements are served to both 

subscribers and non-subscribers.

• Having a subscription model has no 

effect on ad impressions. 

• There are exceptions to the meter: 

stories vital to public health and  

Amber Alerts.

46.4%
Women

53.6%
Men

Gender

Traffic by State

Arizona 6.3%

39.7% Other

37.6% Utah

6.4% California

 Colorado 6.8%
Texas 3.2%

Utah Traffic by City

South Jordan 3.8%
West Valley 3.8%
West Jordan 3.1% 
Provo 2.9%

Other 51.5%
34.9% SLC

Age

0

5

10

15

20

25

18-24 25-34 35-44 45-54 55-64 65+

15.8%10.4% 22.3% 20.5% 17.8% 13.2%

How readers get to sltib.com

23% Direct

49% Google

2% Twitter (X)

6% Facebook

20% Other

*Numbers based off of January - December 2023.
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A standard banner campaign includes any impression-
based Run of Site (ROS) order. 
The following creative sizes should be submitted:
• 970x250 px
• 728x90 px
• 320x50 px
• 300x600 px
• 300x250 px
• 1140x90 px

Static digital ad set creation is free, 

upgrade to animated/gif ads for only $50 per set!

Ad Size Cost

970x250 $7 CPM

728x90 $7 CPM

320x50 $7 CPM

300x600 $7 CPM

300x250 $7 CPM

DIGITAL ADVERTISING
Standard Banner Ads

Deadlines
Camera ready creative is due 2 days prior.
Creative request due 1 week prior.
*Files should be sent over as png, jpg or gifs (under 1MB). 
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The adhesion floorboard unit is a high impact ad 

that remains in-view as a user scrolls with a 95% 

viewability rate. 

Ad Sizes

• Desktop: 1140x90 or 728x90 px

• Mobile web: 320x50 px

*Note: Both desktop and mobile sizes must be supplied.

Available sections

• Homepage

• Sports

• News

• Politics

• Opinion

• Religion

• Arts & Living

*Files should be sent over as png, jpg or gif.
*Note: May purchase one, a few or site wide.
  May book one or several available dates. 

Floorboard Sponsorship

Section Rate Per Day

All Sections $1,200

News $400

Politics $125

Home $250

Sports $100

Opinion $125

Religion $125

Arts $100
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The homepage takeover positions

• 728x90 px above-the-fold on desktop

• 300x250 px above-the-fold desktop

• 320x50 px above-the-fold mobile

• 1140x90 px or 728x90 px floorboard on desktop

• 320x50 px floorboard on mobile web

• 300x250 px footer on mobile web

• 728x90 px footer on desktop

• (3) 300x250 px BTF on desktop

• (5) 970x250 px in-content on desktop

• (5) 728x90 px in-content on large mobile device

• 300x600 px on desktop

• (7) 300x250 px in-content on small mobile device

Homepage Takeover
The homepage is the No. 1 most frequented part of the site with up to 881,000 page views 

a month. Every homepage takeover offers each advertiser high viewability with:

• 100% SOV on homepage

• Up to 500,000 impressions per day

• 50,000+ daily page views

Ad sizes
• 300x600 px
• 300x250 px
• 728x90 px
• 970x250 px
• 320x50 px
• 1140x90 px

Deadlines

Camera ready creative is due 2 days 

before initial ad start date.

Creative request due 1 week before 

initial ad start date. 

*Files should be sent over as png, jpg or gifs 
(less than 1MB).
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Section takeovers run one 

advertiser exclusively on all ad 

units in the entire requested 

section. This includes section 

front, secondary fronts and 

article level. 

Sections

• Sports

• News

• Opinion

• Arts & Living

• Religion

• Politics

Ad sizes

• 300x600 px

• 300x250 px

• 728x90 px

• 970x250 px

• 320x50 px

• 1140x90 px

*Note: May purchase one, a few or site-
wide section takeovers. May book one or 
several available dates. 

Section Takeover

Mobile in-app
• 384,000 monthly page views

• Available for download on Android and Apple devices

• Run ads solely on The Salt Lake Tribune Mobile App or as part of 

your overall campaign

Available Ad Sizes

• 300x250 px (small mobile devices)

• 728x90 px (small and large mobile devices)

• 600x600 px

Section Rate Per Day

All Sections $4,750

News $1,250

Home $800

Politics $400

Opinion $675

Religion $375

Sports $300

Arts $300

Deadlines
Camera ready creative is due 2 days before initial ad start date.
Creative request due 1 week before initial ad start date. 
*Files should be sent over as png, jpg or gifs (less than 1MB).
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Deadlines
Camera ready creative is due 2 days before initial ad 
start date.
Creative request due 1 week before initial ad start date. 
*Files should be sent over as png, jpg or gif.

The Salt Lake Tribune has an e-edition 7 days 

a week in addition to the twice weekly printed 

newspaper. The e-edition of the newspaper 

is a digital replica of the newspaper and is 

accessible through sltrib.com/eedition or The 

Salt Lake Tribune mobile app. 

We now have options to place your e-edition 

ads surrounding the layout, or e-display 

ads inside the layout, like you’d see with a 

printed paper. 

E-edition ads have the ability to be animated 

or static. E-display layout ads are static and 

may have a clickable URL if it stands out from 

the design enough for the system to pick it up. 

E-Edition Ad Type Rate per day

E-Edition 1 Day $1,000

E-Edition 1 Day Takeover (exclusive) $2,000

E-Display Ad Type Rate per day

Full on-page ad (10.5”x20”) $1,500

Half on-page ad (10.5”x10”) $800

Quarter on-page ad (5.1”x10”) $450

Eighth on-page ad (5.1”x5”) $250

Sixteenth on-page ad (2.4”x25”) $137.50

Cover banner on-page ad 
(10.5”x3”)

$500

Section banner on-page ad 
(10.5”x3”)

$300

E-edition

E-EDITON EMAILS 
SENT PER DAY21,900

MONTHLY
E-EDITION USERS24,200

*As of 1/11/24

E-display ad example.

E-edition ad example.
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Splash Screen Sponsor
• Desktop - 300x250
• Tablet, Mobile 320x50

Interstitial Adverts 
• Mobile - 480x320

In-Flow Advert
• Desktop, Tablet - 768x1024
• Mobile - 300x250

Article View Banner / 
Leaderboard
• Desktop, Tablet - 728x90
• Mobile 320x50

Banner / Leaderboard
• Desktop, Tablet, Mobile - 

728x90

Article View MPU Advert
• Desktop, Tablet, Mobile - 

300x250

Menu Sponsor
• Desktop, Tablet, Mobile - 

320x50 or 300x250

Wrapper / Skyscraper
• Desktop - 160x600
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Why branded content? 

• Consumers look at native ads 53% more 
frequently than display ads.

• Native ads drive a 9% lift for brand affinity 
compared to banner ads.

• Native ads are more shareable (32%) than 
display ads (19 %).

Jan 3, 2020

Branded Content
Engaging and impactful content housed on SLTrib.com, delivered through our multimedia platforms 

and social networks.

• SLTrib.com
• The Salt Lake Tribune E-edition
• The Salt Lake Tribune Facebook & Instagram
• The Salt Lake Tribune Weekly Edition

• The Salt Lake Tribune Mobile App
• Top Stories Email Blast
• Programmatic Display Programmatic Native

Successful content campaigns include a promotion strategy to increase awareness, views 
and overall exposure. 4 proven tactics of successful content campaigns.

• Local content sites drive highest 
engagement 

• Social strategy is vital 

• Targeted native and programmatic ads 
drive awareness 

• Topic alignment drive results 



15

Articles
With simple production and ease of distribution 
it has a reputation as the “work horse” of 
branded content campaigns. 
Best for Target KPIs
•    Awareness
•    Education
•    Engagement
         o Average Attention Seconds
         o CTR to Client Site 
         o Direct Response/Conversion

Infographics
This product is particularly well-suited for 
displaying visually-driven narratives or data-
intensive content with photos, video, graphics 
and motion.
Best for Target KPIs
•    Awareness
•    Education
•    Engagement
         o Scroll Depth
         o Average Attention Seconds
         o CTR to Client Site

Video
Custom videos come in different formats and 
depend on the storytelling and goal of the 
campaign. 

Interactives
This product is particularly well-suited for 
displaying visually-driven narratives or data-
intensive content with photos, video and 
graphics, and may contain clickable hot spots to 
drive user engagement.
Best for Target KPIs
•     Awareness
•     Brand Favorability
•     Engagement
         o On-page Clicks
         o CTR to Client Site

Ad sizes
• 300x600 px
• 300x250 px
• 728x90 px
• 970x250 px
• 320x50 px
• 1140x90 px
• 1024x650px - Article photo
• 1200x628px - Social Photo

Deadlines
Reservation: 2 weeks prior
Camera Ready Art: 4 days prior
Art Request: 1 week prior

Product Rate

Article onsite
Includes written content

400-600 words
1,500

Additional Promotional 

Opportunities to Increase 

Article Traffic

Starting at $500

Types of Branded Content on SLTrib.com
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EMAIL NEWSLETTERS
Top Stories

The Daily Buzz

Utah Eats

38,134 subscribers

42.3% daily open rate

MREC folds into copy

Sent every morning

Previously named The Rundown

8,926 subscribers

39.8% daily open rate

MREC folds into copy

Sent weekday mornings

4,856 subscribers

47.1% daily open rate

MREC folds into copy

Sent on Wednesdays

Mormon Land
8,191 subscribers

47.8% open rate

MREC folds into copy

Sent on Thursdays

Open Lands
3,551 subscribers

47.4% open rate

MREC folds into copy

Sent Bi-Monthly on Thursdays

Obituaries
32,519 subscribers

41.14% open rate

MREC folds into copy

Sent on Thursdays

Sports Newsletters
How ‘Bout This Jazz

2,556 subscribers

32.4% open rate

Sent on weekly during season 

Eye on the Y

2,436 subscribers

32.2% open rate

Sent on Tuesdays

The TribUTE

2,888 subscribers

38.3% open rate

Sent on Fridays

Newsletter Rate

Top Stories

1 week

$2,000

7 sends

The Daily 

Buzz

1 week

$750

5 sends

Utah Eats

1 week

$200

1 send

Mormon Land

1 month

$500

 4-5 sends

Sports

1 week

$200

 1 send

Open Lands

1 week

$200

 2 sends

Obituaries

1 month

$2,000

 4-5 sends

New to Utah

 2 month

$250

 1 send

Email Newsletter Ad size

300x250 px

Obituaries Newsletter Ad size

728x90 px

*Numbers updated as of 10/01/2023

New to Utah newsletter coming soon!
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Product CPM

Pre Roll $20

Streaming TV $35

CTV (TV only) $45

Sports OTT $50

Streaming Audio $40
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Pre Roll 
Video advertisements that play before an online video. These ads are typically 

6 seconds, 15 seconds or 30 seconds. The short video advertisements can be 

a powerful marketing tool to get more traffic to your website. 

Streaming TV
With streaming ads, you can make the important distinction that there’s 

more than one person watching the program, where online mobile video is 

capturing an audience of one. Simply put, it’s used to consume content rather 

than browse content on the web. Reach the streaming generations with your 

TV spot.  It doesn’t matter if your customer is using Apple TV, Roku, their 

smart TV, or Blu-ray player to stream this content. 

Streaming Audio
Reach the audio streaming audience with short audio ads. Ask your sales 

representative if you have specific streaming platforms you prefer your ads 

are placed on.

AUDIO & DIGITAL 
ADVERTISING
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Every business owner wants (and needs) to 

rank high on search engines, and Search Engine 

Marketing is critical to that higher ranking. Our 

team makes sure your online ads align with your 

customers and works to ensure they show up in 

the right places to help you become one of the top 

names that pop up in relevant searches.

Min. Monthly Budget

$750

Min. Monthly Budget

$500

Display CPM

$8

Display Advertising Geofence

SEM

Optimize your advertising spend with digital 

display advertising. Have your ads seen on sites 

your target audience visits. Let us know if there 

are specific sites you do not want your ads on. 

Ad sizes
• 300x600 px
• 300x250 px
• 728x90 px
• 970x250 px
• 320x50 px
• 1140x90 px

Mobile devices are used for more than 40% of 

online transactions. If your digital plan doesn’t 

include a mobile strategy, you could be leaving 

customers behind. We can specifically target 

content to regions, zip codes, even specific 

addresses to ensure your message gets to those 

who want it. 

Add-ons CPM

Address Match $6

Address Match 

+ MAIDS
$10
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Min. Monthly Budget

$500

QTY B2C CPM B2B CPM

0-25,000 $18 $28

25,001-500,000 $16 $26

500,000+ $13 $20

Email Marketing Social Media
We help companies and non-profits of all sizes 

communicate with their customers, establish 

relationships, engage and retain customers, 

and build credibility through email, social 

media, and mobile. Our team can help you 

create a fully integrated email marketing plan 

to produce verifiable results. We can help you 

develop effective email strategies that help your 

business by:

• Email strategy

• Email creative

• Targeted solutions

• Responsive mobile design

• List and growth management 

• Database segmentation

Minimum send of 10,000

Engage your customers with a good social 

strategy. We can help you develop effective social 

strategies that help your business:

• Generate high-quality leads

• Boost attendance to your events

• Generate foot traffic to a brick and mortar store

• Increase traffic to your website

• Build your brand’s reputation with customers

• Reach audiences to gain new customers

Our team can help you create a fully integrated 

social media marketing plan that produces 

results with:

• Posting strategies

• Consumer engagement

• Social advertising

• Targeted content distribution

• Lead generation
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The passion of a local partner, backed by the power of the USA TODAY NETWORK. Our 

premium USA TODAY NETWORK provides you access to a large pool of highly engaged, 

educated, local consumers with average HH income levels of $83K.

Extended Reach Advertising

Confidential Source: 2020 comScore Multi-Platform //GfK MRI Media + Fusion (Trended Nov-Dec 2019, Jan 2020/S19) – Desktop & Mobile. UVS= Jan-April 2020

$82.8K AVG 
HOUSEHOLD 

INCOME
46

STATES 127 
INDEX 

INFLUENCERS

REACHING

1 IN 2
US ADULTS

260
DAILY 

BRANDS

175MM+ 
MONTHLY 

UVS
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• High impact large ad placement can takeover user’s screen
• In-Article ad placement Serves on all device platforms  with responsive design
• Available on azcentral.com or across USA TODAY Network (geo-targeted)
• Great engagement rates deliver conversions, branding and awareness
• Static, carousel or rich media
• 3rd Party Tags not accepted for this proprietary ad unit, tracking tags may be implemented by 

our team

Paramount Ad

• Available on azcentral.com or across 
USA TODAY Network (geo-targeted)

• Great branding and awareness
• 3rd Party Tags not accepted for this 

proprietary ad unit, tracking tags may 
be implemented by our team

Gravity Ad
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• Standard IAB ad unit
• Served across desktop screens
• Available on azcentral.com or across 

USA TODAY Network (geo-targeted)
• 3rd Party Tags accepted

Billboard

• 300x250 Poster is Cross-platform
• 300x600 Half Page desktop only 
• 320x50 Mobile Only
• Available on azcentral.com or across USA TODAY Network (geo-targeted)
• 3rd Party Tags accepted

Standard Digital Display
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Ad Sizes Geo-targeted Audience + Geo-targeted

300x250 & 320x50 $7.00 CPM $10.00 CPM

300x250 & 320x50 & 728x90 $7.25 CPM $10.25 CPM

300x250 & 320x50 & 300x600 $8.50 CPM $11.50 CPM

970x250 $30.00 CPM $33.00 CPM

Pre-Roll 

920x508 & 1024x576
$30.00 CPM $33.00 CPM

In-article Paramount 

Landscape: 1366x585 I 1040x585 safe 

zone; Portrait: 645x768

$14.00 CPM $17.00 CPM

High Impact Paramount (desktop only)

Landscape: 1366x585 I 1040x585 safe 

zone; Portrait: 645x768

$40.00 CPM $43.00 CPM

Deadlines

Camera ready creative is due 2 days prior.

Creative request due 1 week prior.
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WEEKEND PRINT EDITION 
Mailed on Saturdays & Wednesdays

T R U T H .  E M P O W E R M E N T .  C O M M U N I T Y .

PULITZER PRIZE WINNER

I N D E X
Bagley Cartoon B1

Classifi ed Ads C8

Comics E1

Editorials B1

Faith A4-5

Legal Notices C9

Look Ahead A2

The Mix D1

Monson Column C1

Obituaries B8

Pierce Column D3

Puzzles D6

Sports C1

Weather C14

VOLUME 2  |  NUMBER 92

JAZZ DANCERS’ 
MOVES COME 
BY HARD WORK
PERFORMANCES • For team cap-
tain Halle Santiago and her team-
mates, dance routines are the 
product of hours of practice.
• STORY, C1

BREWING A 
BIT OF WEST 
WITH EAST
LOKI COFFEE • Hermie and 
Jake He are pouring a spe-
cial blend of java and coffee-
house atmosphere.
• THE MIX, D1

EDUCATION 
SPENDING: 
WHAT IS FAIR?
COST VS. OUTCOMES • Utah 
remains frugal compared to 
other states but points to out-
comes as being more import-
ant. • STORY, A3

WEEK OF JAN. 7-13, 2024

PHOTO ILLUSTRATION BY TODD ADAMS AND CHRIS SAMUELS  |  The Salt Lake Tribune

Three successive Utah attorneys general — from right, Mark Shurtleff, John Swallow and Sean Reyes — have come under scrutiny for a litany of issues.

Can Utah Pride Center regain 
trust after a turbulent year?

For the Utah Pride Center, 2023 was 
perhaps the most perilous year in its four 
decades as a resource for Utah’s LGBTQ+ 
community.

The nonprofi t ran up hundreds of thou-
sands of dollars of debt, mostly from the 
costs of staging the Utah Pride Festival 
in June, according to its new executive 
director, Ryan Newcomb. He was hired 
after two rounds of layoffs had reduced a 
staff of 19 to, as of the end of September, 

just two. Services were paused briefl y for 
what the center’s leaders called “an orga-
nizational reset.”

Newcomb sees his fi rst challenge as “re-
building trust” with the community by be-
ing more transparent about the organiza-
tion’s fi nances, he said when his hiring was 
announced in November.

How did the Utah Pride Center — which 
began in 1986, amid the AIDS epidemic, as 

By PALAK JAYSWAL  |  The Salt Lake Tribune

Please see PRIDE, A8

Community members and past employees talk about history of 
the LGBTQ+ organization — and what its future might hold.

FRANCISCO KJOLSETH  |  The Salt Lake Tribune

Employees of Goldman Sachs are among thousands participat-
ing in the Utah Pride Parade in Salt Lake City in June 2022.

Three in a row: Utah’s top
cops leave trail of trouble

n nearly every respect, the headline-dominat-
ing saga involving former Attorneys Gener-
al Mark Shurtleff and John Swallow, now 
nearly a decade in the past, remains the 

most sweeping political scandal in Utah history.
There were gold coins, private jets, country 

club golf courses, burner phones, and miss-
ing and erased computers. It featured a U.S. 
senator, poker barons, payday lenders 
and alleged scamsters. There were hun-
dreds of thousands of dollars changing 
hands, recorded meetings in a dough-
nut shop and favors purportedly done 
for friends and political allies.

The episode witnessed the end 
of the political careers of two state-
wide elected offi cials, the ascent of 
another, a series of unprecedented 
investigations and a slew of felony 
charges — all of which cost taxpay-
ers millions of dollars. In the end, 
no elected offi cials went to jail.

Coming into the Utah attorney 
general’s offi ce in the wake of that 
scandal, Sean Reyes vowed to be 
the new sheriff in town — to clean 
up the mess, instill a culture of 
ethics and integrity and swear 
off donations from problematic 
contributors upon which Swal-
low and Shurtleff had relied. 

Ideas for fi xing Utah’s attorney general woes include better 
oversight, better pay and giving the governor the power to 
hire and fi re the state’s top law enforcement offi cer.

By ROBERT GEHRKE  |  The Salt Lake Tribune

Please see ATTORNEY GENERAL, A6

JAZZ DANCERS’ 
MOVES COME 
BY HARD WORK

 For team cap-
tain Halle Santiago and her team-
mates, dance routines are the 
product of hours of practice.

WWW.SLTRIB.COM     Sunday ,  Jan.   7 ,   2024    B1 

Utah can’t afford to ‘teach ’em cheap’

T his is the year that Utahns should be all 
in on building the strongest and most 
effective system of public education 
possible.

Digging ourselves out from under the wreck-
age of lost learning caused by the COVID-19 
pandemic has provided an opportunity — and 
some funding — for some fresh thinking and ex-
perimentation.

A recent Salt Lake Tribune survey of 
post-pandemic strategies in Utah schools re-
vealed several that appear to have been effective 
in boosting reading levels. In supporting teach-
ers and improving educators’ connections with 
their students’ families. Helping students who 
were homeless or otherwise challenged in their 
personal lives. Showing students who might 
not otherwise have considered going to college 
a path to higher education through Advanced 
Placement courses and other opportunities.

The same is, we may hope, true of a new way 
of teaching reading in the primary grades. It is 
called Language Essentials for Teachers of Read-
ing and Spelling, or LETRS, and it has shown 
remarkable progress in a small pilot roll-out at 
Orem’s Westmore Elementary School.

Some of this stuff works. It needs to be 
watched, copied and funded.

Yet we approach the 2024 session of the Utah 
Legislature mostly in hopes that our proudly 
out-of-touch lawmakers just don’t make things 
worse for our schools.

It is up to all of us, not just parents and educa-
tors, to let our elected representatives know that 
shorting public education as a politically grand-
standing move in support of 
some odd version of family val-
ues is not something we want, 
not something we will tolerate.

For the foreseeable future, 
one fact remains undeniable. 
The vast majority of our chil-
dren will come up through the public school sys-
tem. It is therefore in everyone’s interest that 
such a system be as robust, as effective, as re-
sponsive, as creative as it can be.

This is true even for people who do not now 
have, never have had or never will have chil-
dren in the public schools. We are all surround-
ed by, receiving services from, doing business 
with, hiring or being hired by, operated on, read-
ing journalism produced by, protected and gov-
erned by public school graduates. They need to 
be the best.

And real education is not only embodied in 
the move to stress the STEM subjects — science, 
technology, engineering and math — important 
as those subjects are.

Real education of necessity stresses history, 
civics, geography, media literacy, philosophy and 

the arts. Falling short in those areas is a major 
cause of division and manipulation in our soci-
ety, a clear threat to the future of our civilization.

As former Utah Gov. Gary Herbert was fond 
of saying, when it comes to public education, it’s 
not all about the money. But it is some about the 
money. Public education is where our resources 
must be focused.

It goes far beyond the pointless and distract-
ing focus some in our political 
class put on imagined stacks 
of pornography in our school 
libraries or fantasied waves of 
transgender students kicking 
down locker room doors.

Beware, also, of activists and politicians who 
pick fights over diversity, at the K-12 and univer-
sity level, as another distraction from the real 
mission of education.

Diversity in our schools is not a theory or a 
warped dream. It is a fact.

Our schools are responsible for educating ev-
eryone, including ever-increasing numbers of 
students from families that have little formal ed-
ucation in their backgrounds and can’t begin to 
prepare their children for a rigorous schooling 
experience. Who are homeless. Who don’t speak 
English.

(One survey indicates there are more than 
100 different languages spoken by students in 
the Salt Lake City School District alone.)

The agricultural/industrial era of leav-
ing school in the eighth grade and making a 
good living is over. The days of Utah as a land of 

uniformity, where the schools could “Stack ‘em 
deep and teach ‘em cheap” are gone for good.

We must guard against the deliberate under-
mining of our public education system as some 
lawmakers look for more ways to divert revenue 
from the state income tax, once devoted by the 
state Constitution to education and education 
alone, to other uses.

And as legislators and other activists push to 
expand a taxpayer-funded voucher system for 
private and home schooling. A system that hasn’t 
even enrolled its first student yet.

The Utah Fits All Scholarship, created and 
endowed with $42.5 million by the Legislature 
in its 2023 session, ponies up enough to offer 
$8,000 to each of 5,000 students whose families 
are seeking alternatives to public and charter 
schools. And to have the taxpayer share in the 
cost, even as the state has no way to look to see if 
the schooling provided is worth the cost.

This is a lack of oversight no lawmaker should 
or would tolerate for public schools or other pub-
lic agencies. Yet, for this side hustle, a lack of ac-
countability is not a bug, it’s a feature.

As others have pointed out, it sounds far too 
much like offering state money to families that 
are already relatively affluent so they can send 
their children to elite country clubs and athlet-
ic facilities because public parks and rec centers 
just aren’t good enough for them.

This semester, er, legislative session begins 
Jan. 16. Be aware. Do your homework. Engage 
in a parent-lawmaker conference with your leg-
islator.

The Legislature is gearing up to solve 
education problems that don’t exist

E
very August, like many teach-
ers, I have back-to-school 
stress dreams. They have 
some common themes: ac-
cidentally coming to school 
in my pajamas, a classroom 

full of ornery students who throw 
things at me, getting lost in a lab-
yrinthian school, zombies — you 
know, the usual.

Once school begins and I get 
to once again get to connect with 
and teach my students, the stress 
dreams fade and I gear up for the 
real nightmare — Utah’s state 

legislative session and its often-di-
visive impact on our school com-
munities.

Like many teachers, I follow the 
session closely and grapple with a 
feeling of dread for the full 45 days 
and the days before, anticipating 
proposed legislation that would neg-
atively affect our students by add-
ing red tape, extra work for teach-
ers who are already maxed out on 
their time and energy and an un-
necessarily adversarial quality to 
the relationships between teachers, 
schools and the families they serve.

The first few numbered bills are 
now live on the Utah State Legisla-
ture website, and there are already 
a few to be wary of (and, looking at 
national trends as well as bills from 
previous sessions, we know more 
are coming).

HB 29, for example, would drasti-
cally increase the reach of partisan 
elected officials by allowing them 
(in addition to a school employee, 
student or parent) to challenge the 
appropriateness of any instructional 
material — book, worksheet, video, 
website or anything else a teacher 

may use in the classroom — from 
any school district within the area 
they represent. It would then be up 
to the district to determine if the in-
structional material constitutes a vi-
olation of state laws regarding por-
nography.

SARAH 
NICHOLS

CHRIS SAMUELS  |  Tribune fi le photo

A kindergarten class practices reading at Westmore Elementary School in Orem on Sept. 11.
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Utah gymnast Makenna
Smith is going with a 
1970s theme as the Utes 
change their music selec-
tions this season. > C7

Red Rocks shake up 
their music choices

If old guys rule, then Smith’s Utes will roll

I
n a basketball realm where 
younger players are associated 
with either stardom or star po-
tential, and older, more experi-
enced athletes have their place, 
much of it considered by some as 

secondary, Utah’s Utes are rewrit-
ing that presumed narrative. And 
they’ve got good reason and good 
company in doing so.

Namely, it works.
“Look at the Final Four last 

year,” says coach Craig Smith. 
“They were all veteran teams.”

Attempting to follow that form, 
among the Utes, the old guys rule.

“We felt like we had to get older,” 

Smith says.
Older and better.
“Experience matters,” he says. 

“It’s not the end-all, be-all. But it 
makes a difference.”

It has thus far this season, where 
Utah’s old guys are ruling and roll-
ing with that additional seasoning. 
They began January with an 11-2 
overall record and a 2-0 mark in 
the Pac-12. They ended last year 
by dusting the two Washington 
schools at the Huntsman Center, 
before turning their attention to 
consecutive roadies against Ari-
zona State and Arizona.

The way Utah handled the Hus-
kies last Sunday in a 95-90 victo-
ry speaks to the advantages of let-
ting the oldsters lead out. In that 
game, the Utes got off to a strong

GORDON 
MONSON

Utah guard 
Rollie Wor-
ster, right, 
passes the 
ball to a 
teammate 
during the 
Utes’ 85-43 
victory over 
Bellarmine 
on Dec. 20, 
2023, at the 
Huntsman 
Center.
TRENT NELSON  
|  The Salt Lake 
Tribune

RICK EGAN  |  The Salt Lake Tribune

Team captain Halle Santiago, center, and the Utah Jazz Dancers run through a routine in their dressing room before a game against the Brooklyn Nets on Dec. 18, 2023, at the Delta Center. 

Like most sports teams, the 
Utah Jazz Dancers have their 
pre-game rituals.

Team captain Halle Santiago 
leads 21 other dancers through 
their warmups, before the state’s 
NBA franchise hosts the Brook-
lyn Nets at Delta Center on Dec. 18.

The room where they warm 
up is also their dressing room, 
where an hour earlier the dancers 
sat on the floor, in front of mir-
rors, curling their hair and apply-
ing mascara and the red lipstick 
that matches the holiday-themed 
outfits hanging above them in 
their cubbies. Hair straighteners 
are shared, gifts are exchanged, 
snacks are eaten.

The voice of Mariah Carey fil-
ters through the room, singing the 
iconic “All I Want for Christmas Is 
You.” Several dancers sing along, 
hitting Mariah’s high notes on 

“yooouuu” — and then laughing.
As the dancers stretch, they 

keep one eye on a TV set in the 
corner, which shows what’s going 
on in the arena as Jazz and Nets 
players warm up on the court.

Before leav ing the room, 
just before tip-off, the dancers 
take turns saying what they’re 

grateful for — with responses 
including parents, holidays and 
each other. They share a motiva-
tional saying, a prayer and a fi-
nal cheer.

The rituals are signs of the ca-
maraderie that comes from spend-
ing hours working with teammates.

The dancers (the team is 

officially called the Zyia Active 
Jazz Dancers, for the Utah life-
style apparel brand that spon-
sors them) have been at Delta 
Center for hours. Earlier that day, 
they were rehearsing on the same 
court — which was deadly quiet 
in the middle of the afternoon.

Not everything is fi gured out 

ahead of time, said Ashley Kel-
son, the team’s director and 
coach. For example, the dancers’ 
moves for the 90-second player 
introductions change with every 
game, she said.

Standing in the tunnel leading 
to the court, Kelson — clad in a 
velvet green blazer for the holi-
days — dons her headset, which 
she uses to listen to the Jazz’s di-
rector of game presentation, lis-
tening for cues to hold before en-
tering the arena.

Kelson tells the dancers that 
after the fi rst quarter, they will 
convene on the “porch” — the 
mezzanine area of the concourse, 
where fans can see them — and 
they can watch the game. Before 
their warmups, some dancers 
were on the “porch,” posing for 
photos with fans.

They wait in the tunnel, along-
side the Jazz’s stunt team (coached 
by Summer Wilson, who’s also the 

By PALAK JAYSWAL
The Salt Lake Tribune More than 

meets the eye
Beyond sequins and smiles, hours of work 
go into Utah Jazz Dancers’ performances.

Please see DANCERS, C5

Please see MONSON, C4

Jazz’s Olynyk and wife celebrate Christmas 
by reuniting dog and owner after four years

When Utah Jazz big man Kelly 
Olynyk and his wife, Jackie, caught an 
early flight to San Antonio this past 
Christmas day, they got wrapped up 
in an adventure neither one will ever 
forget.

Because Jackie has a job based in 
Austin, the couple flew out ahead of 
the rest of the team and rented a car, 
so they could spend some time doing 
things together before the Jazz played 

the Spurs on Dec. 26. They found 
themselves downtown around noon, 
looking for a place to grab some lunch. 
After sitting down to eat, they noticed a 
dog wandering around the parking lot.

Olynyk knew immediately what was 
about to happen.

“My wife is a huge, huge dog person,” 
he said. “She loves all dogs — anytime 
there’s a dog, she has to go pet it. She’s 
one of those people. So when she saw 
[this dog], she was all in.”

Jackie told Kelly they needed to go 

check on the dog. So they paid their bill 
and approached the dog in the parking 
lot, checking to see if it had a collar and 
tags. It didn’t. They went up to a per-
son in a nearby car, asking if they knew 
anything about the dog. They didn’t.

Again, Olynyk knew what would 
transpire next.

“She was like, ‘We’re finding some 
place for this dog, and if we can’t fi nd 
a place for this dog, we’re keeping this 
dog,’” he recounted.

By ERIC WALDEN  |   The Salt Lake Tribune

Kelly and Jackie Olynyk

Jazz big man Kelly Olynyk and his wife, Jackie, spent Christmas 
driving around San Antonio trying to reunite a lost dog with its 
owner. The dog, Harley, had been stolen and missing for 4 years. Please see OLYNYK, C4
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At top • Hermie He, left, and Jake He are shown at Loki Coffee in Salt Lake City on Dec. 12. Above • Jake pours milk into a latte at the coffehouse.

TRENT NELSON  |  Tribune fi le photo

Country superstar Tim McGraw — shown in 2022 — will 
perform at Delta Center in Salt Lake City on April 5.

Cafe’s aim: ‘West Coast vibe 
and East Coast effi ciency’

How busy is Loki Coffee, a new cafe 
in Salt Lake City? Sometimes the own-
ers, Jake and Hermie He, have to wait 
to find a place to sit.

The couple, who met while work-
ing at a Boston coffee shop, say their 
business at 325 E. 900 South aims to 
reflect their shared philosophy that a 
good coffee-shop experience depends 
on the people making the drinks as 
much as the beans used to brew them.

“You can make the best cup of cof-
fee in the world,” Jake He said, “but if 
you serve it with attitude, the person 
drinking [it] may not feel like it tastes 
any good.”

“The whole entire experience,” Her-
mie He said, “starts off, yes, with the 
product — but also the place and the 
people.”

Since the Hes officially opened Loki 
on Nov. 11, Hermie said, the place has 
been pretty packed, except on Mondays,

Boston transplants say 
they’re trying to create an 

“experience” at Loki Coffee.

By PALAK JAYSWAL
The Salt Lake Tribune

Please see LOKI COFFEE, D5

Fantasy Records

Rock singer Grace Potter will 
perform Feb. 24 at the Eccles 
Theater in Salt Lake City.

Bad Bunny, Journey among major 
acts slated for upcoming concerts

This article is part of The 
Salt Lake Tribune’s New to 
Utah series. For more articles 
on Utah’s food, culture, histo-
ry, outdoors and more, sign up 
for the newsletter at www.sltrib.
com/new-to-utah.

The new year has started, 

and there are plenty of con-
certs scheduled at Delta Cen-
ter, Eccles Theater, Kingsbury 
Hall and Maverik Center — as 
well as a full slate of Utah Sym-
phony shows — in the first four 
months of 2024.

Here’s a guide to what shows 
are on the schedule in January 
through April at the major ven-
ues in the Salt Lake City area.

Delta Center

301 W. South Temple, Salt 
Lake City. For tickets and 
information, go to deltacen-
ter.com.

Sunday, Jan. 14 • Play-
boi Carti, rapper, with open-
ing acts Ken Carson, Destroy 
Lonely and Homixide Gang.

By SEAN P. MEANS
The Salt Lake Tribune

Please see CONCERTS, D4
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By Heather Madsen

Utah may have started out as a small 
settlement amid Native American 
territory, but it has since grown into 

a richly diverse and culturally immersive 
space. With each passing year our residents 
find new ways to express themselves, build 
up their communities, celebrate their 
heritage, and express themselves through art 
and music. Some of the incredible events 
that we have hosted, and can continue to 
look forward to in coming years, include: 

Oktoberfest, Sundance, the Winter 
Olympics, Festival of Colors, and so many 
more. These hallmark events are dazzling 
and unforgettable, but they can also end 
up being a bit pricey. Luckily, Utah also has 
a large offering of free and family-friendly 
events that also live up to our stunning 
legacy, such as the Torchlight Parade and 
Fireworks Show.

The Torchlight Parade and Fireworks Show 
is a free event that Solitude Mountain 

Resort is hosting this Saturday, the 13th. 
They have a whole offering of events and 
shows which will run from 3pm till after 
sunset. The afternoon will kick off with an 
Alphorn concert, which is a genre of music 
that evolved from the long wooden horns 
the mountain dwellers in the Swiss Alps 
used to communicate across long distances. 
Following the concert there will be an 
hour long magic show at the Last Chance 
Lodge, that is geared towards children. 
After the show there will be an hour break 
so that guests can purchase refreshments 
and beverages, and then the highlight of 
the evening will begin at 6:30pm with the 
Torchlight Parade. 

Guests will head outside to watch the 
Solitude staff perform a synchronized ski 
routine while holding torches. The torches 
create a mesmerizing lightshow against the 
backdrop of the snow-white mountain, 
with twisting and flowing movements 
that are sure to enchant viewers of all ages. 
After the light show, the resort will also 
be setting off fireworks, to wrap up the 
evening in an impressive and explosive way. 
It’s a stunning (and free) evening you won’t 
want to miss! Find more information at 
solitudemountain.com/things-to-do/events-
and-activities/torchlight-parade-and-
firework-celebration_january-13.

2992 E Saint Marys Cir, 
Salt Lake City, Utah 84108

Crafted City Charm

Torchlight Parade and Fireworks Show

Indulge in a residence where meticulous care is a way of life. 
From the impeccably maintained four-car garage to the 
meticulously landscaped terraced gardens, this property 

radiates sophistication. Renovated by Mr. Warren Lloyd of Lloyd 
Architects, every detail of this home has been thoughtfully crafted 
to harmonize with its terraced lot. Nestled in one of the city's 
best neighborhoods, the immediate curb appeal is undeniable. 
The indoor spaces seamlessly blend luxury and functionality, 
featuring a main-floor primary bedroom with expansive windows 
and a well-positioned kitchen connecting to the outdoors. The 
lower level offers a theater room and kitchenette for both family 
life and entertaining. Step inside and witness the culmination of 
positive effort at every level, inspiring a commitment to precision 
and intention in your surroundings. This residence is the epitome 
of elevated living, reflecting the art of mindful homeownership.
Please see HOT PROPERTY, F2

*O� er, if any, is valid for new buyers who purchase a home in a participating community and deposit between 12/4/23 and 1/14/24, sign an agreement of sale, and close on the home. O� ers, incentives, and seller contributions, 
if any, vary by community and are subject to certain terms, conditions, and restrictions. Not all communities, not all home sites, and not all options and upgrades are included in this Savings Event so see the Sales team in 
your desired community for specifi c details. Toll Brothers reserves the right to change or withdraw any o� er at any time. Not valid with any other o� er. Regency at Desert Color is a 55+ active-adult community intended 
to operate under the Housing for Older Persons Act of 1995, as amended. One resident must be 55+. Listing Broker Toll Brothers Real Estate, Inc. Brokers welcome. Prices are subject to change without notice. Photos are 
images only and should not be relied upon to confi rm applicable features. This is not an o� ering where prohibited by law. 

Celebrate with Limited-Time Incentives* 

The new year is full of possibilities—especially when 
there’s a new home on the horizon. 

Limited-time incentives* are available now on select move-in 
ready homes, homes nearing completion, and home designs 
ready to be built for you in recreation-rich St. George, Utah.

Priced from the mid-$400,000s to the low $800,000s
RegencyatDesertColor.com/SLT
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Premium Position Rates Color

Enterprise Story 

(10.5”x20”)
$1,000

Hot Property $750

Listing Releases $500

Sound Off $350

Advertising Rates Color

Full Page (10.5” x 20”) $1,500

1/2 Page (10.5” x 10”) $750

1/4 Page (5.1” x 10”) $325

UTLIVING.COM SECTION
RatesThe Utah housing market is exploding, across the nation Utah 

is ranked number one for growth. UTLiving.com is a weekly 
publication distributed through The Salt Lake Tribune premium 
print edition and digital e-edition. It spotlights some of the most 
luxurious homes in Utah for sale, listing releases, hot properties, 
market watch, realtor advice and more. Reach an audience that 
is specifically interested in local real estate and purchasing or 
building a home.

Premium Positions
Hot Property
Front cover article featuring a weekly hot property
Listing Releases 
Front cover listing release highlights with property summary
Sound Off 
Front over weekly Realtor Q & A
Enterprise Story 
Featured 750-1,000 word article published in The Salt Lake 
Tribune, UTLiving section and hosted digitally on UTLiving.com. 

Deadline
Space reservation: Wednesday by noon.
Camera ready art: Wednesday by EOD.
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ENTERPRISE STORY

Hot Properties are an exclusive front cover and page 
2 article featuring a weekly hot property in UtLiving.
com, the real estate section in The Salt Lake Tribune’s. 
It is a local real estate section that is published every 
Sunday spotlighting local Utah real estate and lifestyle.

Premium Position and 
Advertorial
Your 165 word advertorial and photos have 
premium front cover positioning to get the 
attention, interest and information out to our 
powerful consumer audience spotlighting Utah’s 
most luxurious homes.

Target Specification
The section caters to an audience that is interested 
in purchasing new or existing homes, finding a realtor 
and all things real estate.

Deadlines
Space reservation: Monday 4pm.
Article and photos: Tuesday 4pm.
Advanced deadlines may apply on select holidays.

Our team of content creators will create a featured article 
published in The Salt Lake Tribune, UTLiving section and hosted 
digitally on UTLiving.com. Enterprise stories are 750-1,000 
words and will be shared on UTLiving.com social platforms.

Deadline
Space reservation: 2 weeks prior.
May send in final art at 10.5”x20”

Premium Position Rates Color

Enterprise Story $1,000

SLTrib.com Exposure Upgrade $1,000+

Additional Article Promotion $500+

Premium Position Rates Color

Hot Property

Includes written article

(165 words)

$750

Rates

Rates
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Nothing says community quite like a farmers 
market. They’re a staple for small towns, 
businesses, and close-knit neighborhoods 

and they offer some of the best options for affordable, 
sustainable, and delicious produce and goods. Not 
everyone is lucky enough to live in a town with an 
established farmers market, but don’t worry because 
the Salt Lake Downtown Farmers Market is open 
to everyone!

The market was established in1992 with the 
mission to provide more community gathering 
places, nutrition education, and to support local 
agriculture. It was almost an immediate success and 
the market continues to grow to this day. Today 
you’ll find goods from over 100 different farms and 
ranches at the market, from one of 16 surrounding 
counties. Now that’s a community market!

Since the market has grown so big, there are 
actually a few different days and times that it runs, 
so no matter your schedule, hopefully you’ll have an 
opportunity to visit. The Saturday Market is held 
at Pioneer Park and runs from now until October 
22nd from 8am - 2pm. The goods at this market 
range from vegetables and grass-fed meat to honey 
and flowers. The Art and Craft Market is also held 
during this time at Pioneer Park and features hand-
made items like jewelry, body products, fine art, 
and more.

If you’re not free on Saturdays though, there’s also 
the Liberty Park Market that is held on Thursdays 
at Liberty Park from 4pm to dusk. This market will 
feature many of the similar products, also from local 
vendors and farms, just on a slightly smaller scale.

There will even be a Winter Market from November 
to April so you don’t have to go without a

market during the colder months! The time and 
location will be announced for this market later

in the year, so don’t forget to check back in, but in 
the meantime, get yourself on over to one of

the amazing Salt Lake farmers markets!.

For more information visit www.slcfarmersmarket.org.

1862 E Herbert Ave,
Salt Lake City, UT 84108

Yale Crest Home

Salt Lake Downtown
Farmers Markets

BY HEATHER MADSEN

New construction in the perfect Yale Crest Location. This was 
a full tear down with new foundation and not a remodel. Only 
blocks from the emigration market, U of U and several parks, this 
location offers convenience and simplifies life like no other. The 
semi formal entry has a seamless flow to the chef's kitchen and 
great room. The backyard space flows effortlessly into this main 
level space with a walkout feature off the great room. The main 
floor is perfect for entertaining in the summer, and a warm stone 
fireplace decorates the living area to keep you smiling on those 
cold winter nights. With a private office and full bathroom to 
service, this space is sure to accommodate your needs regardless 
of the day's activities. The upper floor has two large bedrooms 
with a jack and jill full bath. Also, another laundry area and 
storage room, claim space upstairs. However, the big story here 
is the master suite. With a large master equipped with its own 
balcony, east and south facing views and fireplace, you're sure to 
never want to leave. The large master bath is in fact your private 
spa with plenty of space and a modern tile accent wall. The full 
daylight lower floor has two additional bedrooms and a spacious 
family room with a fireplace, perfect for game or family movie 
night. Full landscaping completes the property with a 2-car garage 
in process of being built.    

Please see HOT PROPERTY, G2

NOW MORE THAN EVER, 
CELEBRATE THE GOOD.

Oct. 26 | Loveland Living Planet Aquarium

www.TopWorkplaces.Net
Email Connect@TribConnect.com for Sponsorship Opportunities
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 MIKE LINDSAY 
801-580-5567

MikeLindsayHomes.com

CONDOS & TOWNHOMES

HUGE DOWNTOWN SPACE!
American Towers opportunity! 

Nearly 3,000 sq ft of wide-open, 
sunbathed space ready for you to 
finish! Two bdrm suites. Large 
office area. Great room concept 

potential. Very high floor w/
dramatic views & lots of light! 

Two secure garage parking 
spaces. Amazing amenities from 
24 hour doorman to indoor pool 

& rooftop terraces. $985,000
48 W Broadway, #2302 (300 S)

 MIKE LINDSAY 
801-580-5567

MikeLindsayHomes.com

LUXURY HOMES
OLYMPUS PARK ESTATE!

Grand Mt. Olympus views captured by giant windows. Private, 
gated grounds w/amenities galore. Nearly new modern 

farmhouse design w/exciting large spaces, fabulous finishes & 
amazing décor. Wonderful great room overlooking the salt water 
pool & waterfall. Extensive covered outdoor living areas. Seven 

plus bdrm suites. Private casita. Spectacular library/dining, 
sunroom w/slide away glass opens fully to the outdoors. Deluxe 
master retreat with a true spa bath & wardrobe rooms for royalty. 
Rec & family spaces. Special home fitness center. Sport court & 
pickleball. Elevator to all floors. Indoor ball court. Amazing in 

every way! $12,750,000
4033 S Parkview Dr (4000 E)

GATED MILLCREEK GEM!
Beautiful custom chateau in a tranquil streamside community! 
Amazing location in the heart of Millcreek! Grand scale & the 

perfect open floor plan. Complete main floor living. Dream 
kitchen w/giant island. Luxurious master retreat. Spacious rec & 
family areas. 6 bdrms. Beautiful fireplaces, beamed & vaulted 
ceilings. Rich millwork, stone & tile accents throughout! HOA 

maintains the yard! $1,850,000
1846 E Honey Creek Ln (3550 S)

PALLADIAN VILLA!
Architectural gem on fabulous Yale Avenue. Incredible Italian 

details. The most stunning windows, moldings and scale. Grand 
tall living room. Elegant formal dining. European kitchen w/

timeless designer cabinets. 3 bdrms. Den, office & flex spaces. 
Family room w/built-ins. Amazing private yard. Patios, deck & 

outdoor living amidst gardens.  NEW PRICE $1,695,000
1120 E Yale Ave (1080 S)

Hot Property 
Continued
Address: 1862 E Herbert Ave, Salt Lake City, UT

Cost: $2,590,000 

MLS#: 1837532

Beds: 5 

Baths: 4

Square footage: 4,902

Style: Single Family 2-Story

Year Built: 2020

Listing Broker: KW Salt Lake City Keller 

Williams Real Estate

2121 McClelland  #201

Salt Lake City, UT 84106

801-326-8800

FIND YOUR 

NEXT HOME 

ONLINE AT

UTRERC.COM

Get Content Online Every 
Day of the Week!

Follow Us on Social @utlivingspaces
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Guidelines Rates
• Preprints are billed at the 

quantity and size indicated on 

the accepted insertion order.

• The word “advertisement” 

must be used in 8-point type 

on sections that resemble 

news matter. Layout and 

copy are subject to regular 

advertising policies.

Preprint advertisers are billed 

based on the ordered quantity, 

which is at the advertiser’s 

discretion that is reflected on 

the accepted insertion order. 

The ordered quantity may be 

equal to, greater or less than 

the circulation distribution 

projections provided by The 

Salt Lake Tribune. Circulation 

distribution projections, 

updated monthly, are based 

on forecasts and trends. 

All circulation distribution 

projections are provided for 

estimate purposes only and 

may not be representative 

of amounts ultimately 

distributed. Any order placed 

by an advertiser constitutes an 

acceptance of the publisher’s 

advertising policies.

PREPRINT RATE CARD

Size Rate (CPM)

Single Sheet $34.00

4 Tab /2 Std $37.00

6 Tab $43.00

8 Tab / 4 Std $48.00

10 Tab $50.00

20 Tab $75

30 Tab $100

40 Tab $125

50 Tab $150
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Preprint Zone Report

Salt Lake County
Zip City Circulation

84090 South Jordan 223

84020 Draper 468

84044 Magna 230

84047 Midvale 437

84065 Riverton 448

84070 Sandy 425

84081 West Jordan 234

84084 West Jordan 349

84088 West Jordan 317

84092 Sandy 735

84093 Sandy 694

84094 Sandy 443

84095 South Jordan 486

84096 Herriman 203

84101 Salt Lake City 79

84102 Salt Lake City 333

84103 Salt Lake City 831

84104 Salt Lake City 183

84105 Salt Lake City 793

84106 Salt Lake City 953

84107 Salt Lake City 703

84108 Salt Lake City 946

84109 Salt Lake City 897

84111 Salt Lake City 191

84112 Salt Lake City 3

84113 Salt Lake City 5

84114 Salt Lake City 2

84115 Salt Lake City 268

84116 Salt Lake City 352

84117 Salt Lake City 1,027

84118 Salt Lake City 246

84119 Salt Lake City 409

84120 West Valley City 547

84121 Salt Lake City 1,450

84123 Salt Lake City 624

84124 Salt Lake City 787

84128 West Valley City 243

84129 Salt Lake City 631

84150 Salt Lake City 11

Single Copy Salt Lake County 1,674

Circulation Subtotal 19,880

Utah County
Zip City Circulation

84003 American Fork 109

84004 Alpine 29

84005 Eagle Mountain 26

84042 Lindon 17

84043 Lehi 80

84045 Saratoga Springs 20

OREM
Orem

(84057-84097)
122

84062 Pleasant Grove 52

PROVO
Provo

(84601-84606)
144

900 UT S. Utah County 153

Single Copy Utah County 151

Circulation Subtotal 903

Northern Utah
Zip City Circulation

84010 Bountiful 659

84014 Centerville 193

84015 Clearfield 50

84025 Farmington 134

84037 Kaysville 151

84040 Layton 197

84041 Layton 5

84054 N. Salt Lake 193

84075 Syracuse 71

84087 Woods Cross 152

Box Elder Box Elder County 43

Cache Cache County 261

Morgan Morgan County 18

Weber Weber County 383

Single Copy N. UT Single Copy 429

Circulation Subtotal 2,939

Tooele County
Zip City Circulation

84029 Grantsville 57

84074 Tooele 325

Single Copy Tooele Co. 86

Circulation Subtotal 468

Southern Utah Counties
County Circulation

Beaver 15

Carbon 127

Dagget 0

Duchesne 0

Emery 12

Garfield 0

Grand 0

Iron 51

Juab 45

Millard 52

San Juan 0

Sanpete 59

Sevier 71

Washington 223

Wayne 0

S. UT Single Copy 462

Circulation Subtotal 1,117

Eastern Utah Counties
County Circulation

Summit 2,632

Wasatch 228

Single Copy 142

Circulation Subtotal 3,002

Deadlines
Space reservation: Monday prior to publish date.
Receiving: Wednesday prior to publish date by 3pm.
Dock Address: Ogden Standard Examiner, 332 Standard Way Ogden, UT 84404

Full Run Distribution 
(ROP + Online Users): 
93,000

*Preprints are full run only.
*Circulation figures provided 
are preprint eligible only. 
These figures are estimates 
and subject to change. 
*ROP Full Run Circ - 50,359

Report updated as of 12/4/2020
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Image area: 8.25” x 5.25”

Bleed: 8.75” x 5.75”

Image area: 8.25” x 10.75”

Bleed: 8.75” x 11.25”

Image area: 9.75” x 10.75”

Bleed: 10.25” x 11.25”

Image area: 16.75” x 10.75”

Bleed: 17.25” x 11.25”

Deadline: 18 Days Prior
QUANTITY

PRINT AND 
DISTRIBUTION OVER-RUNS Rush Print Fee*

10,000 - 19,999 $71 cpm $58 cpm $10 cpm

20,000 - 29,999 $59.50 cpm $49 cpm $5 cpm

30,000 - 49,999 $42 cpm $31.50 cpm $3 cpm

50,000 - 99,999 $35 cpm $25 cpm $2 cpm

100,000 + $30 cpm $21 cpm Included

QUANTITY
PRINT AND 

DISTRIBUTION OVER-RUNS Rush Print Fee*

10,000 - 19,999 $75 cpm $60 cpm $5 cpm

20,000 - 29,999 $63 cpm $51 cpm $4 cpm

30,000 - 49,999 $49 cpm $37 cpm $2 cpm

50,000 - 99,999 $39 cpm $28 cpm Included

100,000 + $36 cpm $25 cpm Included

QUANTITY
PRINT AND 

DISTRIBUTION Rush Print Fee*

50,000 - 74,999 $20 cpm $7 cpm

75,000 - 99,999 $17 cpm $4 cpm

100,000 + $16 cpm $3 cpm

QUANTITY
PRINT AND 

DISTRIBUTION OVER-RUNS

10,000 - 19,999 $115 cpm $100 cpm

20,000 - 29,999 $79 cpm $63 cpm

30,000 - 49,999 $69 cpm $53 cpm

50,000 - 99,999 $62 cpm $46 cpm

100,000 + $53 cpm $38 cpm

*Rush Print Fee is an additional charge for past deadline orders. This fee does not 
guarantee distribution on your desired date. Please contact your sales rep for details.

WEPRINT RATES
Half Blast 8.5”x5.5”

Single Sheet 8.5”x11”

Big Sheet 10”x11”

4 Page Tabloid 11”x17”
(Folded to 8.5” x 11”)

Large Coverage 

Large distribution through The Salt Lake 

Tribune Sunday newspaper.

Customized Buys 

Efficient targeting by zone, radius and 

drive-time tools.

Affordable 

Averaging pennies per household.

Full Suite of Services 

Design, printing, research, media, 

content distribution and more.

Benefits
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Deadlines

Benefits
High Impact Advertising

Targeted front-page advertising above the fold.

Affordable

Averaging pennies per household

Full Suite of Services

Design, printing, research, media, content 

distribution and more

Artwork

Artwork that requires production 

needs to be received 4 weeks prior to 

insertion date. There is no additional 

charge for production of artwork.

Camera Ready Art

Camera ready artwork needs to be 

received 3 weeks prior to insertion date.

Other Terms

***All notes must be developed within 

60 days of printing***

Rush/late charges may apply to late 

orders (see sales executive for details).

STICKER NOTE

Size 2-7/8” x 2-3/8”

Additional Options

Sticker Note: 2.875” x 2.375”

Image area: 2.75” X 2.25”

Bleed: 3” X 2.5”

*Larger size, die-cut, sequential number, 

scratch and win, 6 or 8 panel sticker notes 

and other options available on a per bid 

basis. Placement restrictions may apply.

Quantity
Print + 

Distribution

20,000-

49,999
$45 CPM

50,000+ $35 CPM
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Advertising Rates Color

Full Page (10” x 20”) $1,437.50

Half Page (10” x 9.95”) $718.75

Quarter Page (4.91” x 9.95”) $359.38

Rates

The Spectrum & Daily News, part of the USA TODAY Network, brings daily news to southern 

Utah. Printed daily that is also available online thru the e-edition available to subscribers. 

The Salt Lake Tribune advertisers have a special discount that is available. 

Special Print Advertising 

Deadlines

Camera ready creative due 2 days prior.

Creative request due 3 days prior.

The Spectrum & Daily News | SUNDAY, DECEMBER 24, 2023 | 1B

SPORTS

• Unethical sales practices

• High-pressure sales tactics

• Developer misrepresentation

• Booking date unavailability

• Rising maintenance fees

Timeshare Resolution
Eligibility RequirementsTIMESHARE CONTRACT

RESOLUTION EXPERTS

Consider us the

TIMESHARE CONTRACT RESOLUTION, LLC © 2023. All Rights Reserved.

DISCLAIMER: Timeshare Contract Resolution, LLC is not attorneys or a credit repair company. We help resolve timeshare contracts only. We do not provide advice on legal matters or 
credit repair, nor do we offer credit repair services. We do not buy, sell or trade timeshare. Our timeshare advocacy services are not free.

DO YOU NEED TO EXIT YOUR
TIMESHARE CONTRACT?

Are you a timeshare owner who feels as 
though you were misrepresented by your 
timeshare developer by way of misleading 
sales practices? You may be eligible to exit 
your timeshare contract. Call us today and 
let’s resolve your timeshare woes.

Escape

Are a timeshare owner who can’t book the dates you want or is battling the burden of 
rising maintenance fees and wants out of your timeshare contract?

In our experience as a timeshare advocacy group, it is not uncommon for a timeshare 
owner to fall victim to misrepresentations and unethical sales practices by their Timeshare 
Developer.

If you one of those timeshare owners call Timeshare Contract Resolution today, as you may 
be eligible to exit your timeshare contract. We help to resolve your timeshare headache by 
advocating for a successful timeshare exit resolution.

Our proven timeshare exit process, with the help of our partner attorneys, has helped 
hundreds of timeshare owners resolve their timeshare. LET’S HELP EXIT YOUR TIMESHARE

435-565-6470
CALL US TODAY AT

More bowl coverage in Sports Extra 
Find more scores, photos and more in Sports Extra,
our subscriber-exclusive, eNewspaper section.

Here’s to hoping that buzz about con-
ditions being so ripe in the NFL that one

(or more) of the 32 teams will hire a
woman as general manager is not a mi-
rage.

You know the deal. The intention
means well, supported by leaguewide
initiatives. The pipeline has no shortage
of qualifi�ed candidates. Markers of pro-
gress are popping with numbers.

Yet we’re still talking about the NFL
here. Ask the Black men who have paid
dues to become head coaches but are
too often passed over for white coaches
with lesser resumes.

Just because it should be a level play-
ing fi�eld doesn’t mean it is.

It was enticing, though, to hear Com-

missioner Roger Goodell maintain at the
close of the NFL meetings last week,
cautiously, that the hiring of a female
GM would be “fantastic.”

Maybe history is just around the cor-
ner for women aspiring to become GMs. 

NFL lists women deserving of general manager job

Jarrett Bell
Columnist

USA TODAY

See BELL, Page 3B

The transfer portal has become such a key
aspect of how rosters are built in the Bowl
Subdivision that December’s early national
signing day has almost become an after-
thought.

But don’t be fooled: The transfer portal may
make headlines this month, but national
champions are still built the traditional way —
by identifying and developing prospects over
the course of multiple seasons instead of rely-
ing on short-term rentals.

According to the composite rankings com-
piled by 247Sports.com, this year’s recruiting
class is topped by wide receiver Jeremiah
Smith, a longtime commitment to Ohio State.
The top-ranked quarterback in this cycle is
Julian Sayin, who is headed from his home
state of California to Alabama.

While most prospects sign national letters
of intent this month, some wait until the 

GETTY IMAGES; ILLUSTRATION BY BEN LANDIS/USA TODAY NETWORK

Pen to paper

Quarterback
Dylan Raiola
is Nebraska’s
top recruit
since Tommie
Frazier in
1992. KENNETH

FERRIERA/

LINCOLN

JOURNAL STAR

VIA AP

Tide, Huskers lead signing day winners
Paul Myerberg USA TODAY

See FOOTBALL, Page 2B

The NFL’s 2023 regular season is
drawing to a close. And while the pri-
mary focus might be on the upcoming
playoff�s and whichever teams will –
and won’t – qualify, there’s certainly
plenty at stake individually for several
players aside from the elusive quest for
Super Bowl glory.

With three weeks (and 48 league-
wide games) to go until the postseason
commences, there’s still time for a few
records to be broken – including one
very signifi�cant one that wouldn’t even
necessarily carry the asterisk now easi-
ly attached to the current 17-game
season.

Here are 10 marks that could fall be-
fore the by the fi�nal snap of Week 18:

1. Highest passer rating

San Francisco 49ers sophomore QB
Brock Purdy has been a paragon of effi�-
ciency thus far in his brief NFL career.
And that’s been especially true in 2023,
when he leads the league with a 119.0
passer rating, currently the fi�fth-high-
est mark in NFL history. Purdy has fi�n-
ished above 130.0 in six games this sea-
son – do that again, and he will have en-
tered uncharted territory. Push his fi�nal
seasonal fi�gure beyond 122.5, and “Mr.
Irrelevant” will make Aaron Rodgers’ 12-
year-old standard irrelevant.

2. Most sacks

It’s been two years since Pittsburgh
Steelers star T.J. Watt tied Michael Stra-
han’s “offi�cial” – since 1982 – sack rec-
ord by fi�nishing with a fl�ourish (5 in the
last 2 games) to reach 221⁄�2. Now, Watt
has a league-high 16, but three other
star pass rushers – the Minnesota Vik-
ings’ Danielle Hunter, Los Angeles
Chargers’ Khalil Mack and Cincinnati
Bengals’ Trey Hendrickson – all have at
least 15. Getting to 23 will be no easy feat

10 NFL
records
that could
be broken
this season
Nate Davis
USA TODAY

49ers quarterback Brock Purdy
throws against the Cardinals in
Glendale, Ariz. RICK SCUTERI/AP

See NFL, Page 2B
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©2023 $3.00 QEAJAB-53015s

Get the latest news, sports and more

See today’s top headlines, local breaking news,
area scores, things to do and subscriber
exclusives at thespectrum.com.

Subscriber-only eNewspaper

Use your computer or app to access your paper online.
Subscribers also get access to USA TODAY’s eNewspaper,
plus updated news and sports Extra sections.

Tide, Huskers lead 
signing day winners 
SPORTS, 1B

SUNDAY, DECEMBER 24, 2023 | THESPECTRUM.COM PART OF THE USA TODAY NETWORK

Note to readers
We will not be printing a paper on
Monday but will be providing it to you
via the eNewspaper. You can always
find the latest news on our website,
mobile app, newsletters and social
media. Subscribers can access the
eNewspaper by going to our website
and clicking on eNewspaper in the
black navigation bar.

Utah added about 34,700 new jobs
in the 12-month period between No-
vember 2022 and November 2023, a
2% year-over-year increase.

The unemployment rate, adjusted
for seasonal variations, remained near
historic lows at just 2.8%, but it was
rising, having gone up a tenth of a per-
centage point from the previous
month, according to fi�gures reported
by the Utah Department of Workforce
Services.

"Utah remains in a job-growth
mode centered around the 2% range,"
said Mark Knold, Chief Economist at
the DWS. "This is slightly below the
state's long-term average and the
economy has rotated around this focal
point for the past several months."

The growth rate had slowed in re-
cent months, which Knold attributed
to a slowing infl�ux of new workers.

"Reduced in-migration this year is a
leading reason for Utah’s growth mod-
eration," he said. " Also, the infl�ation-
fi�ghting procedures employed by the
Federal Reserve are producing more of
an economic dampening eff�ect this
year than they did last year. But given
those headwinds, Utah is still pushing
forward with job growth."

Utah still outpaced most other
states for job growth, and the unem-
ployment rate was still much lower
than the national average of 3.7%.

The private sector counted a 1.8%
year-over-year increase in jobs, led by
big jumps in the Leisure and Hospital-
ity Services industry sector (10,000
new jobs) and in education and health
services (8,500). Two sectors counted
job losses, with 3,800 fewer jobs re-
ported in trade, transportation and
utilities and 100 fewer jobs in natural
resources.

More in-depth analyses and data
tables are available at https://
jobs.utah.gov/wi/update/index.html.

Job growth rises nationally

Hiring across the U.S. picked up in
November as striking auto workers
and actors returned to the fold, and
businesses continued to largely shrug
off� high infl�ation and interest rates.

Employers added 199,000 jobs and
the unemployment rate fell from 3.9%
to 3.7%, the Labor Department said
Friday.

Economists had estimated that
186,000 jobs were added last month,
according to a Bloomberg survey.

Are wages increasing?
Average hourly earnings rose 12

cents to $34.10, keeping the yearly in-
crease at 4%, down from a high of 5.9%
last year. That’s good news for a Feder-
al Reserve seeking to slow increases 

Utah job
growth slowed
in November
even as it
picked up
across the U.S.
David DeMille
St. George Spectrum & Daily News

USA TODAY NETWORK

See GROWTH, Page 5A

Can putting money directly in the
hands of people experiencing home-
lessness make a diff�erence? A new Cali-
fornia study on basic income suggests it
can.

Ben Henwood, a professor at the Uni-
versity of Southern California Suzanne
Dworak-Peck School of Social Work,
partnered with the nonprofi�t Miracle
Messages to give 103 people in the San
Francisco Bay area and Los Angeles
County $750 per month for a year. The
six-month report is preliminary, but
Henwood said the fi�ndings provide in-
sight into ways to help address the
problem.

“They’re just segments of the popu-
lation, given the income disparities,
that despite having jobs and working,
they’re not making enough to just aff�ord
basic needs and they’re getting priced

out of the housing market,” he said.
Miracle Messages CEO and founder

Kevin F. Adler said the $2.1 million study
grew out of a pilot program from the
nonprofi�t that gave 14 unhoused people
$500 per month. In that study, he said
the funds donated funds allowed two-
thirds of the people to secure housing.

“What we’ve seen is most of the
money being spent on a mix of housing
and food security,” Adler said. 

Google’s nonprofi�t arm, Kimberly
Lynch, Scott Layne and the Homeless
Policy Research Institute funded the
study.

People purchased transportation,
donated money to nonprofi�ts

Just over 750 people were enrolled in
the new study and 103 were chosen at
random to be eligible for the $750 a
month. On average, participants were
47 years old, and 78% were minorities.

“A lot of ways they sort of resembled
the overall homeless population here in
Los Angeles in terms of their break-
down,” Henwood added.

Nearly a third of the people used the

money for food and roughly 20% used
it for housing; 11% to 12% used it for
clothing and transportation; while 6%
used it for health care and 13% used it
for other expenses, as determined by
the research group.

Henwood said the funds enabled
people to be more resourceful; they
fi�xed broken vehicles, caught up on
debt and, purchased memberships to
sustain their lives.

“It was a lot of diff�erent resourceful-
ness, but clearly for some people, it
helped them become more fi�nancially
independent, using those funds to put
themselves in a better situation,” he
said.

The greatest change was the num-
ber of people who left shelters and
were able to secure housing because of
the program. Of the 30% who started
the program unsheltered, only 12% re-
mained unsheltered at the six-month
point.

“The money has reduced the num-
ber of unsheltered, the time unshel-
tered and made it so people have less 

Ben Henwood, a professor at the University of Southern California Suzanne Dworak-Peck School of Social Work,
partnered with the nonprofi�t Miracle Messages to give 103 people in the San Francisco Bay area and Los Angeles County
$750 per month for a year. JEFF CHIU/AP FILE

Study: Unhoused use
funds on food, shelter
Pilot program shows
people given guaranteed
income improved lives
Krystal Nurse
USA TODAY

See INCOME, Page 5A

Laura VanBlaricum did the math. She
couldn’t return to work – not with the
cost of infant care in her Michigan com-
munity, on the low wages she was earn-
ing. 

Left with no choice, she dropped out
of the workforce, like millions of Amer-
ican women have had to do. It was 2020.

A year later, she tried again. She
bounced around a couple of diff�erent
jobs, looking for a company that would
provide her with a livable wage and a rea-
son to stay, until fi�nally, in early 2022, she
found one.

VanBlaricum works as a machine op-
erator and assembler at a manufacturing
plant that molds plastic parts for auto-
motive companies in Standish, Michi-
gan. The job is physically demanding.
Shifts can run 12 hours in the hot, gruel-
ing conditions necessary to heat and
shape the plastic. Many employees of
Vantage Plastics, as a result, don’t last
long. 

Yet VanBlaricum remains – in part,
she says, because one of the benefi�ts of
this job is too good to give up. 

Vantage Plastics is one of more than
169 employers participating in Michi-
gan’s Tri-Share program, a cost-sharing
approach where the state, the employer

and the employee each pay for one-
third of the price of child care, eff�ective-
ly giving families a 66% discount. For an
expense that runs higher, in most
places, than in-state college tuition,
and exceeds some families’ mortgage
payments, that workplace benefi�t can
amount to a substantial raise. 

The program has provided tremen-
dous fi�nancial relief to VanBlaricum,
who is saving thousands of dollars an-
nually. Tri-Share allows her family of
fi�ve to aff�ord many goods and services
they previously did without, including
cable and internet. 

Michigan child care model may be the answer 
Emily Tate Sullivan
EDSURGE

See CARE, Page 2A

I
rving Berlin was a Jewish immigrant who loved America. As his 1938 song “God Bless America”

suggests, he believed deeply in the nation’s potential for goodness, unity and global leader-

ship. h In 1940, he wrote another quintessential American song, “White Christmas,” which the

popular entertainer Bing Crosby eventually made famous. h But this was a profoundly sad

time for humanity. World War II – what would become the deadliest war in human history – had

begun in Europe and Asia, just as Americans were starting to pick up the pieces from the Great

Depression. h Today, it can seem like humanity is at another tipping point: political polarization,

war in the Middle East and Europe, a global climate crisis. Yet like other historians, I’ve long thought

that the study of the past can help point the way forward. h “White Christmas” has resonated for

more than 80 years, and I think the reasons why are worth understanding. 

Yearning for unity

Christmas in America had always re-
fl�ected a mix of infl�uences, from ancient
Roman celebrations of the winter sol-
stice to the Norse festival known as
Yule.

Catholics in Europe had celebrated
Christmas with public merriment since
the Middle Ages, but Protestants often
denounced the holiday as a vestige of
paganism. These religious tensions
spilled over to the American colonies
and persisted after the Revolutionary
War, when slavery divided the nation
even further.

After the Civil War, many Americans
pined for national traditions that could
unify the country. Protestant opposition
to Christmas celebrations had relaxed,
so Congress fi�nally declared Christmas
a federal holiday in 1870. Millions of
Americans soon adopted the German
tradition of decorating trees. They also
exchanged presents, sent cards and
shared stories of Santa Claus, a fi�gure
whose image the cartoonist Thomas
Nast perfected in the late 19th century.

The Christmases that Berlin and
Crosby “used to know” were those of the

1910s and 1920s, when the season ex-
panded to include the nation’s fi�rst pub-
lic Christmas tree lighting ceremony
and the appearance of Santa Claus at
the end of Macy’s Thanksgiving Day Pa-
rade.

Despite these evolving secular infl�u-
ences, Christmas music and entertain-
ment continued to emphasize Chris-
tianity. Churchgoers and carolers often
sang “Silent Night” and “Joy to the
World.”

‘The best song anybody ever
wrote’

Berlin’s inspiration for the song
came in 1937, when he spent Christmas
in Beverly Hills. He was near the fi�lm
studios where he worked but far from
his wife, Ellin – a devout Catholic – and
the New York City home in Manhattan
where they had always celebrated the
holiday with their three daughters.

Being apart from Ellin that Christ-
mas was particularly diffi�cult: Their in-
fant son had died on Dec. 26, 1928. Ir-
ving knew his wife would have to make
the annual visit to their son’s grave by
herself.

By 1940, Berlin had come up with his
lyrics. In his Manhattan offi�ce, he sat at
his piano and asked his arranger to
take down the notes.

“Not only is it the best song I ever
wrote,” he promised, “it’s the best song
anybody ever wrote.”

Berlin had connected his lonesome
Christmas to the broader turmoil of the
time, including the outbreak of World
War II and fraught debates about
America’s role in the world.

This new song refl�ected his re-
sponse: a dream of better times and
places. It evoked a small town of yes-
teryear in which horse-drawn sleighs
crossed freshly fallen snow. It also
imagined a future in which dark days
would be “merry and bright” once
again.

This was a new kind of Christmas
carol. It did not mention the birth of Je-
sus, angels or wise men – and it was a
song that all Americans, including
Jewish immigrants, could embrace.

Berlin soon took “White Christmas”
back to Hollywood. He wanted it to ap-
pear in his newest musical, one that
would tell the story of a retired singer
whose hotel off�ered rooms and enter-
tainment, but only on American holi-
days. He titled the fi�lm “Holiday Inn”
and pitched it to Paramount Pictures,
with Crosby as the lead.

Fighting for ‘the right to dream’

Raised in Spokane, Washington,
Crosby had launched his music career
in the 1920s. A weekly radio show and a
contract with Paramount led to star-
dom during the 1930s.

With his slim build and protruding
ears, Crosby did not look the part of a
leading man. But his easygoing de-
meanor and mellow voice made him
immensely popular.

“Holiday Inn” premiered in August
1942. Reviewers barely mentioned the
song, but ordinary Americans couldn’t
get enough of it. By December it was on
every radio, in every jukebox and, as
the Christian Science Monitor news-
paper noted, in nearly “every home and
heart” in the country.

The key reason was the nation’s en-
try into World War II.

“White Christmas” was not overtly
patriotic, but it made Americans think
about why they fought, sacrifi�ced and
endured separation from their loved
ones. As an editorial in the Buff�alo
Courier-Express concluded, the song
“provided a forcible reminder that we
are fi�ghting for the right to dream and
for memories to dream about.”

This made it a song all Americans
could embrace, including those not al-
ways treated like Americans.

Affirming faith in humanity

Berlin and Crosby didn’t set out to
change how Americans celebrate
Christmas. But that’s what they ended
up doing.

Their song’s universal appeal and
phenomenal success launched a new
era of holiday entertainment – tradi-
tions that helped Americanize the
Christmas season.

Like “White Christmas,” popular
songs such as “Have Yourself a Merry
Little Christmas” (1943) tapped into a
longing for being with friends and fam-
ily. “Rudolph the Red-Nosed Reindeer”
(1949) and other new songs celebrated
snow, sleigh rides and Santa Claus, not
the birth of Jesus.

“White Christmas” had already sold
5 million copies by 1947 when Crosby
recorded “Merry Christmas,” the fi�rst
Christmas album ever produced. On
the album, “White Christmas” ap-
peared alongside holiday classics such
as “Jingle Bells” and “Santa Claus Is
Coming to Town.”

Hollywood followed suit. In the
popular 1946 fi�lm “It’s a Wonderful
Life,” for example, bonds of family and
friendship proved their value just in
time for Christmas.

Faith was affi�rmed, but it was a faith
in humanity.

Since the 1940s, the Christmas sea-
son has become even more inclusive. A
2013 Pew Research survey found that
81% of non-Christians in the U.S. cele-
brate Christmas. Yes, the holiday has
also become more commercial. But
that, too, has made it all the more
American.

DREAMING OF A

‘White
Christmas’

Irving Berlin 
and Bing Crosby 
helped make Christmas 
a holiday that all 
Americans could celebrate

Ray Rast Gonzaga University |  THE CONVERSATION
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Russian-born American composer
Irving Berlin. GETTY IMAGES PHOTOS

American entertainer Bing Crosby as
seen in 1945. 
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Not a weekend goes by that Theresa Krakauskas isn’t unwind-
ing with TV. Lucky for her, there’s plenty to choose from: “Mad
Men” on AMC+. Horror movies on Netfl�ix. Or another rewatch of
the hit Broadway play “Hamilton” on Disney+.

In all, she subscribes to nine streaming platforms. That’s in ad-
dition to a Barnes & Noble subscription to get discounts on e-
books, a Freekibble subscription to donate food to shelter animals
and a premium account for the virtual pet website Neopets.

Welcome to the subscription economy. How many subscrip-
tions are you paying for? You may have more than you think.

It’s not just streaming services Hulu, Netfl�ix and Apple TV+.
Like the gym memberships and magazine subscriptions of yore,
we binge digital subscriptions, whether for meal kits, clothing,
toys or ride-hailing services.

Then those businesses charge our credit and debit cards month
after month with the relentlessness of metronomes −� whether we
are still using these services or not.

According to some estimates, the subscription economy has
more than quadrupled over the last decade.

Subscriptions off�er convenience and access to premium fea-

Subscription
binge HOW BUSINESSES GET RICH

WHEN YOU FORGET TO CANCEL

Managing subscriptions

How can I fi�nd all my subscriptions?

Regularly monitor your debit card and credit card statements.
Also check all the services billed through Apple or Google
stores.

h Apple App store: On your iPhone, go to settings, tap profi�le
then subscriptions. Make sure you have checked the box
marked renewal receipts so you are alerted.

h Google Play: On an Android device, go to the Play store, tap
the menu icon and look for subscriptions.

How do I stop unwanted subscriptions?

Keep an eye out for renewal notices and notices about price
increases in your inbox. Set up calendar alerts to avoid
automatic renewals. Use a subscription management app.

Jessica Guynn and Bailey Schulz
USA TODAY

GETTY IMAGES

See SUBSCRIPTIONS, Page 3D

“No honest business should
depend on their customers
forgetting that they’re paying
money to turn a profi�t.” 

Eden Iscil
Public policy manager, 
National Consumers League

A stubborn lack of inventory and
high mortgage rates kept many pros-
pective homebuyers at bay for most of
2023.

Homeowners are holding on to their
homes – and the sub-5% mortgage in-
terest rates – instead of selling their
homes to buy another at today’s elevat-
ed rates. With 85% of homeowners
locked into pandemic-era low interest
rates, it’s not surprising that existing
home sales were down 15% year over
year in October. Housing inventory was
down 6% during the same timeframe.

But with mortgage rates steadily
dropping over the past six weeks, aver-
aging 7% for a 30-year fi�xed mortgage,
down from nearly 7.8% at the end of Oc-
tober, experts believe 2024 could be the
year that prospective homebuyers fi�nal-
ly catch a break.

Which markets are poised to see the
strongest combined increase in home
sales and listing prices in the coming
year?

Five of this year’s top 10 metro areas
are in Southern California, which is pro-
jected to perform better than the state
as a whole. These markets will see an
estimated average sales growth of 13.1%
in 2024, compared to a sales decline of
4.1% for other California areas in the top
100, according to an analysis by Realtor-
.com.

“Now that we’re seeing the beginning
of an aff�ordability turnaround, home-
buyers are still looking for markets
where they can capitalize on lower
prices,” says Realtor.com Chief Econo-
mist Danielle Hale. “Even in some of the
more expensive markets, we’ll see dou-
ble-digit sales growth as sales start to
rebound from their historic lows, helped
by mortgage rates which are expected to
fi�nally relent.”

Greater percentage of
homeowners without a mortgage

The top markets in Midwestern and
Northeastern states are more aff�ord-
able, with all of the top fi�ve markets in
those areas except for Worcester, Mas-
sachusetts, showing median listing
prices lower than the national average.
In these areas, 37.9% of homeowners
live in homes without a mortgage,
which insulates them from the impact
of higher interest rates. Their local
economies are fueled by education,
health care and manufacturing, which,
except for Toledo, Ohio, are projected to
have strong enough job growth to keep
unemployment below the estimated
national average of 4.2% at the end of
2024. 

These areas also have a high quality
of life, with recreation, culture and edu-
cation that’s appealing to homeowners,
according to the report.

The California dichotomy

Five California metros have made the
top 10 list of housing markets but none
are in the Bay Area or among Northern
Californian metros. The top fi�ve Califor-
nian metros are Oxnard, San Diego, Riv-
erside, Bakersfi�eld and Los Angeles.
These fi�ve areas are expected to have
sales growth of 13%, on average, in
2024, compared to an average decline of
4% for other Californian metros in the
largest 100 list.

However, these California metros are
still predicted to have historically low
sales levels despite large improvements
over depressed 2023 numbers. 

Where else is hot?

Other housing markets that could see
increases in the near year are Rochester,
New York; Springfi�eld, Massachusetts;
and Grand Rapids, Michigan.

Aff�ordability key in 2023’s hottest real estate markets 
Swapna Venugopal Ramaswamy
USA TODAY
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LEGAL NOTICES ARE $1.80 PER LINE, CLASSIFIED 
ADS ARE $1.78 PER LINE, WITH A $5 PUBLICATION 
CHARGE.  
• One E-Edition day is included with the cost of print.
• Additional E-Edition days are $50.
• Legal notices are published as 1, 2, 3 and 4 column widths. 
Please email your ad copy and requested dates of 
publication to legals@sltrib.com.

PRINT OBITUARY (SAMPLE PRICING)
Single Photo — $240
• 12 lines of text, averaging 30 characters per line
• Additional lines are $5 per line averaging 60 characters  
   per line
• One emblem (such as a flag) is about $10 more
Two Small Photos — $225
• 9 lines of text, averaging 30 characters per line
• Additional lines are $5 per line averaging 60 characters  
   per line
    

Advertising Rates Color

Full Page (10.5” x 20”) $1,638

Half Page (10.5” x 10”) $819

Quarter Page (5.1” x 10”) $409.50

Eigth Page (5.1” x 5”) $208

Sixteenth Page (2.4” x 5”) $104

Front Cover Banner (10.5” x 3”) $500

Section Banner (10.5” x 3”) $375

Doubletruck (23” x 20”) $3,000

Spadea (15.6” x 20”) $4,000

Rates

The Moab Time-Independent is part of The Salt Lake 

Tribune network, bringing daily news to southern Utah 

on moabtimes.com. Printed and distributed every 

Thursday to all those in Moab city, and also available 

online thru the e-edition available to all. 

The Salt Lake Tribune advertisers have a special 

discount that is available. 

Special Print Advertising 

Deadlines
Space reservation is due Thursday prior by 4 PM.
Publish-ready creative is due Friday prior by noon.
Creative with changes due Thursday prior by noon. 
Advanced deadlines may apply on select holidays.
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Deadlines
Reservation: 4 days prior
Camera ready creative: 2 days prior 
*Files should be sent over as png, jpg or gif.

URL supplied to direct clicks.

Complete reporting after campaign

Pageviews: 69,648
Unique visitors: 29,095
Acquisition stats:

Direct entries: 16,882 (43% of visits)

Search Engines: 14,407 (37%)

Social Networks: 6,241 (16%)

Deadlines
Space Reservation: Monday - 3 days prior
Camera Ready Art: Tuesday - 2 days prior 
*Files should be sent over as png, jpg or gif.

Sign up for the newsletter at  
moabtimes.com/this-week-in-moab

This Week in Moab brings you the latest 
stories from The Times-Independent right to 
your inbox.

• 1,000 Subscribers

• 60% Open Rate

• Sent Thursday mornings

• 1 advertiser per Thursday

• Ad size 300x250 / png file for creative

• URL to direct clicks

• Full reporting

Newsletter Ad Rate

Moab Newsletter
1x week send

$100

Moab NewsletterStandard Banner Ads
Run of Site (ROS)
MoabTimes.com

DIGITAL SERVICES

Ad Sizes Rate

970x250

1 Week

(7 days)

$250

728x90

320x50

300x250
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TAB DOUBLETRUCK
*SEE REP FOR DETAILS

PRINT ADVERTISING

Deadlines
Space reservation is due Thursday prior by 4 PM.
Publish-ready creative is due Friday prior by noon.
Creative with changes due Thursday prior by noon. 
Advanced deadlines may apply on select holidays.

General Policy
The publishers reserves the right to decline 
publication of any news or advertising copy submitted. 
Special promotions are not covered by contract rates 
except when expressly stated by the newspaper’s 
representatives. Political Advertising: Same as other 
display advertising, with payment in advance. 

FULL PAGE
$1,250

10” X 21”

FRONT COVER 
BANNER

$750
10” X 3”

EIGHTH PAGE
$250

4.9” X 5.25”

QUARTER PAGE
$400

4.9” X 10.5”

HALF PAGE
$700

10” X 10.5”

SIXTEENTH PAGE
$75

2.379” X 5.25”

HALF PAGE VERT.
$700

4.9” X 21”

ARIZONA
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DIGITAL ADVERTISING
TribuneNewsNow.com
$150/Week (5 ad sizes)
300x250, 320x50, 728x90, 300x600, 970x250

Guidelines Rates
Payment Policy: Invoices are due and payable on receipt. 

There is a service charge of one and one-half (1.5) percent per 

month after 30 days. The minimum service charge is $5.00 per 

month. Payment in advance is requested until credit has been 

established.

•Mechanical Specifications: Page size: 6 columns (9.8889 

inches) by 21 inches. Gutter width: 0.1111 inches.

Deadlines
Receiving: Thursday prior by 10 AM.
Address: 218 W. 2nd St., Casa Grande, AZ 85122 Attn: Delia

PREPRINT RATE CARD

Size Rate (CPM)

8 Tab pages or less $65

8-15 Page Tab $70

15-24 Page Tab $76

24-32 Page Tab $82

# Supplements/yr. Discount

12-24 Supp/yr. 4%

25-37 Supp/yr. 6%

38-52 Supp/yr. 9%

All prices are per 1,000 copies
Tab page = 10” x 11.5”

Annual Contract Rates

Contact

801-237-2700

advertising@yourtrib.com

tribunenewsnow.com

The Tribune serves the communities of 
central Navajo County, Arizona.
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Fulfill Your Child’s Potential 
at Rowland Hall

At Rowland Hall, we believe an 
exceptional education does more 
than simply prepare students for 
college and career—it also builds 
engaged citizens who meaningfully 
contribute to their communities and 
make an impact on the world.

Rowland Hall understands that 
inspiring tomorrow’s leaders requires 
engaging students in deep learning 
today. For nearly 155 years, we have 
prepared students to thrive in a 
dynamic world by fostering curiosity, 
compassion, and joy throughout the 
educational process.

Within a warm, values-aligned 
community, Rowland Hall provides a 
meaningful educational experience 
to students in preschool through 12th 

grade. Our curriculum offers a broad 
knowledge base in math, science, 
world languages, English, and history, 
and is enriched by electives in the 
arts, debate, competitive sports, and 
hands-on opportunities like robotics 
and maker spaces. Through deep-
learning opportunities, as well as 
a robust social-emotional learning 
program that emphasizes service to 
others and character development, 
we build student confidence, enabling 
our learners to see themselves as 
creators and problem solvers.

As a leader in the independent-
school space, Rowland Hall sets the 
standard for teaching and learning 
excellence. We invite you to learn 
more at rowlandhall.org.

801-355-7485 | RowlandHall.org
ROWLAND HALL PreK-12 Rowland Hall Values

• Think Deeply. Rowland Hall students learn how to think by discovering 
how to ask questions, think critically, take risks, and solve problems 
creatively.

• Learn for Life. Rowland Hall students are led on a joyful educational 
journey that culminates with intellectual, social, and emotional 
empowerment, giving them the understanding, perspective, and 
confidence to thrive.

• Welcome Everyone. We believe that everyone deserves respect and a 
place in our community. It is a community for belonging and support. We 
know that educational excellence is possible when each member of our 
community has a voice and feels safe to be their true self.

• Live with Purpose. We believe that our students’ success, now and in 
the future, depends on how they engage with the world around them, 
including their ability to treat others with respect and understanding; 
these are necessary ingredients for living productive, responsible, and 
thoughtful lives. When we feel passionate about our contributions—and 
model that passion for students—we lead, and live, with intention.

• Relationships Matter. Rowland Hall teachers cultivate meaningful, 
trusting relationships with students, because relationships are an essential 
ingredient for learning.

Advertising supplement produced by The Salt Lake Tribune Januray 30, 2022  |  7

27 C Street, Salt Lake City, UT 84103 | dioslc.org/schools
MISSION UTAH CATHOLIC SCHOOLS PROVIDE A CHRIST-CENTERED INCLUSIVE ENVIRONMENT DEDICATED TO 
FAITH FORMATION, ACADEMIC EXCELLENCE AND THE INDIVIDUAL GROWTH OF OUR STUDENTS.

UTAH CATHOLIC SCHOOLS

There are 16 accredited Catholic 
schools along the Wasatch front, with 
locations in Ogden, Bountiful, Salt Lake, 
Holladay, Kearns, Riverton, Tooele, 
Sandy and Draper.  Our teachers and 
administrators are dedicated and highly 
qualified setting high standards for 
student achievement.  

A Catholic education teaches more that 
strong academics; it teaches lessons 
for life.  Accepting students of all faith 
backgrounds, we offer a faith-centered 
education that combines academic 
excellence with Christian values. Our 
curriculum incorporates national and 
state standards, while also enriching our 
students lives with the arts, technology, 
languages, extra-curricular activities 
and athletics. Utah Catholic schools 
have a well-deserved reputation, with 

99% of our students graduating from 
high school.  In addition, 98% of these 
students continue on to exceptional 
universities in the state and around the 
country, many with tuition scholarships. 

Utah Catholic Schools instill in our 
students the value of service to others 
and prepare these students to be 
productive citizens and future leaders.  
We foster a safe and welcoming 
environment that is inclusive of all.  
During these times, education matters 
like never before.  We invite you to 
take a personal tour and discover how 
your child can benefit from attending 
one of our Utah Catholic schools.

NOW ENROLLING! 16 Accredited Schools Along the Wasatch Front
Infant–12th Grade  •  All Faiths Welcome

www.dioslc.org/schools99% Graduation Rate • 98% College Bound

ELEMENTARY/MIDDLE
Blessed Sacrament ................................Sandy .....801-572-5311................................. utbscs.org

J.E. Cosgriff ...............................Salt Lake City .....801-486-3197...............................cosgriff.org

Kearns-Saint Ann .....................Salt Lake City .....801-486-0741...........................ksaschool.org

Madeleine Choir School..........Salt Lake City .....801-323-9850..................................utmcs.org

Our Lady of Lourdes ...............Salt Lake City .....801-364-5624....................lourdesschool.org

Saint Andrew ................................... Riverton .....801-253-6020........ saintandrew-school.com

Saint Francis Xavier .............................Kearns .....801-966-1571...........stfrancisxavierschool.org

St. John the Baptist Elementary .......Draper .....801-984-7108...................sjbelementary.org

St. John the Baptist Middle School. .Draper .....801-984-7614..........................sjb-middle.org

Saint Joseph Elementary ...................Ogden .....801-393-6051....................stjosephutah.com

Saint Marguerite ................................. Tooele .....435-882-0081.....................stmargschool.org

Saint Olaf .........................................Bountiful .....801-295-5341.................................stolafs.org

Saint Vincent de Paul ......................Holladay .....801-277-6702.............. stvincents-school.org

HIGH SCHOOLS
Juan Diego High School.....................Draper .....801-984-7650................................... jdchs.org

Judge Memorial High School Salt Lake City .....801-517-2100.................judgememorial.org

Saint Joseph High School...................Ogden .....801-394-1515..................... stjosephutah.org

EDUCATION SECTION
Be a part of a feature section that is specifically 
targeting those looking to enroll their children in 
a private or a charter school. Be seen by the many 
parents who are currently finding alternative 
schooling options for their children.

Benefits
• Reach a Captive Audience   

Reach an audience with children who are 
looking for schooling options.

• Educate and Spread Awareness  
Educate the public about what sets your 
school apart from others.

• Grab Attention     
Grab the attention of an audience that is currently 
focused on the education of their children.

EDUCATION SECTION 2021 Premium Plus Standard Stand Alone Business Card

School Section Ad 9.75”x10” 9.75”x5” 4.8”x5” 4.8”x5” 4.8”w x 2”h

E-edition 

Approx. 400,000 page views per day
• • • • •

Programmatic Digital Display
100,000

 Impressions

100,000

 Impressions

75,000

 Impressions

Advertorial 800 words 400 words 200 words

Email Blast Ad (500x500px) 100k Sends • • • • •

Package Totals $2,000.00 $1,500.00 $1,000.00 $225.00 $125.00

Advertisement 
Advertorial

Stand Alone Ad
4.8”x5” ad

Deadlines
Space reservation: January 22, 2024
Publish ready creative: January 23, 2024
Creative with changes: January 22, 2024

Advertorial: January 23, 2024

Publication Date: January 28, 2024

Standard
4.8”x5” ad

+ advertorial

Plus (H)
9.75”x5” ad

+ advertorial

Plus (V)
4.8”x10” ad
+ advertorial

Premium
9.75”x10” ad
+ advertorial

8,645 peoplein Salt Lake who visited sltrib.com in the last month are students
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Why we care what the LDS Church  
prophet looked like and why we may 
never know if this photo is really him.  
• Page 2

IS THIS    
 THE REAL 
 JOSEPH  
 SMITH?

192 N D  S E M I A N N U A L  G E N E R A L  C O N F E R E N C E

COURTESY OF DANIEL LARSEN  |  Photo by Jim Mathis

This recently discovered daguerreotype purportedly shows 
church founder Joseph Smith.

SUNDAY, SEPTEMBER 25, 2022  »  WWW.SLTRIB.COM

Most popular • Boomshakalaka! 
Columnist Gordon Monson picks 
the ‘people’s prophet.’ >> Page 12

Tithing lawsuit • Is former Utahn James 
Huntsman a ‘religious dissident’ or a 
victim of fraud by the church? >> Page 16

Called to serve ... then fall in love • 
Latter-day Saints who met their future 
spouse on their mission. >> Page 8

SUNDAY, MARCH 27, 2022  »  WWW.SLTRIB.COM

Past missteps • Oaks says the church 
doesn’t apologize, but it hasn’t stopped the 
question of whether it should. >> Page 8

Gordon Monson • You’ve heard my 
wish list for changes, so here are 20 
things I like about the church. >> Page 20

Geography • Who are the Heartlanders 
and why do they insist the Book of 
Mormon took place in the U.S.? >> Page 12

Addressing real issues with real talk, Jean Bingham,  
Sharon Eubank and Reyna Aburto near the expected end  
of their remarkable, even radical, Relief Society run. • Page 2

WHY THIS   
POWER TRIO
STANDS OUT

192ND ANNUAL GENERAL CONFERENCE

Courtesy photos

The general presidency of The Church of Jesus Christ of Latter-day Saints’ female Relief 
Society • Jean B. Bingham (right), Reyna Aburto (below left) and Sharon Eubank.

Spring ‘24 Deadlines 
Space reservation: 
March 22, 2024

Publish ready creative:
March 26, 2024
Creative with changes: 
March 25, 2024

Publication Date: 
March 31, 2024

Fall ‘24 Deadlines 
Space reservation: 
September 20, 2024

Publish ready creative:
September 24, 2024
Creative with changes: 
September 23, 2024

Publication Date: 
September 29, 2024

Every April and October, members of the Church of Jesus Christ of Latter-day Saints turn to The Salt 
Lake Tribune and their website for in depth coverage of all conference sessions. An estimated 60% of 
Utahns will participate in conference proceedings. 

LDS GENERAL CONFERENCE
SPRING & FALL SPECIAL SECTION

Dlb. Business Card
9.75”x2” ad

$240

Business Card
4.8”x2” ad

$120

1/4 Page
4.8”x5” ad

$450

Half Page (H)
9.75”x5” ad

$750

Half Page (V)
4.8 ”x10” ad

$750

Full Page
9.75”x10” ad

$1,620

6  >  GENERAL CONFERENCE  »  SUNDAY, SEPTEMBER 25, 2022 THE SALT LAKE TRIBUNE

The recent discovery of a daguerre-
otype purported to be the only known 
photo of Joseph Smith opened up a con-
versation about what the founder of The 
Church of Jesus Christ of Latter-day 
Saints looked like — with some histori-
ans doubting that the image was really 
him.

If the photo evidence is scarce, movie-
makers tend not to worry so much about 
whether actors look exactly like the his-
torical figure they’re portraying. So when 
it comes to portraying Joseph Smith in 
movies, the variety over the years has 

been striking.
What’s tricky with portraying a reli-

gious figure like Smith isn’t the look; it’s 
matching the attitude, according to Casey 
Griffiths, associate professor of church 
history and doctrine at Brigham Young 
University.

With Smith, Griffiths said, it’s “the 
same challenges associated with any re-
ligious figure, in that the actor and their 
image becomes associated with the per-
son. And that puts a lot of pressure on the 
actor.”

Viewers can, he said, “blur lines be-
tween the actor and the role, and we car-
ry this huge set of expectations, some 
of which are really emotional with a 

religious figure like Joseph Smith, that 
sometimes the actor just doesn’t want or 
feel the need to live up to.”

Here are six actors who portrayed Jo-
seph Smith on film, with commentary 
from Griffiths about how they fared.

Vincent Price

“Brigham Young” (1940) • Long be-
fore he made his name with monster 
movies (and narrating Michael Jack-
son’s “Thriller”), Price put his serious-ac-
tor chops on display playing the 19th-cen-
tury church founder in this Western epic 
about a pioneer couple (Tyrone Power 
and Linda Darnell) trekking with Young 

(Dean Jagger) to Utah. 
The movie’s finale, which depicts the 

Mormon cricket infestation and the “mir-
acle of the gulls,” was considered a tri-
umph of special effects in its day.

“It’s kind of Vincent Price before he be-
came a caricature of himself,” Griffiths 
said. “This is a much more dignified, un-
derstated performance. … He gives a great 
performance that’s very sympathetic.”

Richard Moll

“Brigham” (1977) • A much-maligned 
biopic of Young, Griffiths said “that mov-
ie isn’t nearly as bad as it’s reputation. I 

Joseph Smith on film: Six actors who 
played the prophet — 
and how they did.

By SEAN P. MEANS
The Salt Lake Tribune

The Church of Jesus Christ of Latter-day Saints

Nathan Mitchell portrays Prophet Joseph Smith in the 2005 movie, “Joseph Smith: The Prophet of the Restoration,” produced by The Church of Jesus Christ of Latter-day Saints. 

Please see MOVIES, NEXT PAGE

SUNDAY, SEPTEMBER 25, 2022  <<  GENERAL CONFERENCE  <  7WWW.SLTRIB.COM

Courtesy of 20th Century Fox

Vincent Price, portraying Joseph Smith in the 
1940 Western epic “Brigham Young.”

mean, it’s bad, but it still gets credit for 
dealing with some of the controversial 
stuff.”

The 6-foot-8 Moll made his film debut 
as Joseph Smith, seven years before he 
would start a run as the hulking bailiff 
Bull on the sitcom “Night Court.” Moll’s 
presence is one of the reasons the movie 
gets ridiculed, though Griffiths said, “I 
was actually surprised that I liked him.”

Jonathan Scarfe

“The Work and the Glory” trilogy 
(2004-2006) • Scarfe played Smith in 
this three-part adaptation of Gerald N. 
Lund’s historical novels, depicting the 
fictional Steed family against the back-
drop of the church’s creation and migra-
tion to Utah. (Fun fact: The series was 
bankrolled by the late Utah Jazz owner 
and auto dealer Larry H. Miller.)

“He’s my wife’s favorite Joseph Smith 
— she says he’s the cutest,” Griffiths said, 
acknowledging that Scarfe “is really 
charismatic.”

Recalling a scene in which Smith 
describes his “First Vision,” Griffiths 
said Scarfe “kind of captured the won-
der … and this openness. ‘I can’t be-
lieve this happened to me, but it’s hap-
pening to me.’ And as someone who is 
coming from outside of church culture, 
I thought he did a really good job invest-
ing in the character.”

Nathan Mitchell

“Joseph Smith: Prophet of the 
Restoration” (2005) • Mitchell is the 
screen Smith most current Latter-day 
Saints know, since he played the found-
er in a much-screened church-produced 
biography. Griffiths said Mitchell “real-
ly does a nice job portraying Joseph as a 
human figure, as an emotional person.” 
In his research, he also learned Mitchell 
in his private life spends more time as a 
youth minister than as an actor, match-
ing “that pastoral spirit that a lot of peo-
ple like to associate with Joseph Smith.”

Dean Cain

“September Dawn” (2007) • Grif-
fiths had no comment on this hammy 

anti-Mormon melodrama, which depict-
ed the Mountain Meadows Massacre 
and laid the blame largely on Brigham 
Young (Terence Stamp). And Griffiths 
stayed silent regarding Dean Cain, the 
former Superman, who appeared in 
flashbacks as Smith. Griffiths did joke 
about “Napoleon Dynamite” star Jon 
Gries’ portrayal of Young’s enforcer, 
John D. Lee: “Uncle Rico gives a good 
performance in that movie.”

Paul Wuthrich
“Witnesses” (2021) • This recent en-

try in the Latter-day Saint cinema genre 
deals with Smith’s translation of gold 
plates into the faith’s signature scrip-
ture, the Book of Mormon — but Wuth-
rich’s Smith is a supporting player, as 
the focus is on the three men who swore 
to Smith’s translation and how they suf-
fered because of their public testimony.

Wuthrich, Griffiths said, “did come 
across as very young to me,” though 
the actor was trying to capture Smith 
from 21 to 38. 

“He did capture the earnestness, and 
the relationship between [Smith and the 
three witnesses].”

Movies
 ≥ Continued from PREVIOUS PAGE

Monday - Saturday
10:00 - 5:00

838 East 9400 South
Sandy, UT  84094

(801)523-3553
(888)566-4625

Locally
owned 

Since 1977

Shop Our
Downstairs

Home 
Office Gallery

ANNIVERSARY SALE
Through Oct. 11th

45    ANNIVERSARY SALE Utah’s Exclusive 
SIMPLY AMISH

Furniture Dealer

Bedroom 

Dining

Design your Dining
VintageOak.com/Simply-Amish

Over 50 Solid Wood Dining Sets on Display

Table, Leaf and 4 chairs

Utah’s
Exclusive
Simply Amish
Furniture Dealer
ADDITIONAL 10% OFF

Leather Zero Gravity Recliners,  4 color choices

By FLEXSTEEL

Large
Selection

Ask about our In Stock Amish Dining Sets

Kentwood Bedroom Set 

Queen Bed, Dresser, 
Night Stand & Mirror $1999

Additional Savings on Utah Crafted Leather

8 - Way Hand Tied Springs & Full Top Grain.  
USA Premium Leather Furniture is made in Utah

ADDITIONAL 10% OFF$1499

th

SALE PRICES PLUS WE WILL PAY THE SALES TAX

463,679 people who visited sltrib.com in the last month 
attend religious services regularly.

7,191
PRINT

SUBSCRIBERS

DIGITALLY-ACTIVATED 
PRINT SUBSCRIBERS

9,763

*As of 1/11/2024
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2024 THINGS TO DO SECTION

THINGS TO DO SECTION Premium Plus Standard Stand Alone Business Card

Things to Do  Section Ad 10”x10” 10”x4.9” 4.9”x4.9” 4.9”x4.9” 3.583” x 2”

E-edition 

Approx. 400,000 page views per day
• • • • •

Email Blast Ad (500x500px)  

100k Sends
• • • • •

 sltrib.com + Mobile App 
100,000

 Impressions

100,000

 Impressions

100,000

 Impressions

Advertorial 800 words 400 words

Branded content article on sltrib.com with 

homepage exposure and social media 

promotion via SLTRIB social network

• •

Package Totals $2,250.00 $1,750.00 $1,000.00 $225.00 $125.00

52%

36%

of individuals who identify as LGBTQ+ in Utah 
interact with The Salt Lake Tribune on a regular basis 
via sltrib.com, mobile app, or The Salt Lake Tribune 
weekly editions.

of individuals who identify as LGBTQ+ visit sltrib.com 
and our mobile app multiple times a week.

Advertisement 
Advertorial

Stand Alone
4.9”x4.9” ad

Deadlines
Space reservation: May 20, 2024
Publish ready creative: May 21, 2024
Creative with changes: May 20, 2024 
Advertorial: May 20, 2024

Publication Date: May 26, 2024

Standard
4.9”x4.9” ad

Plus (H)
10”x4.9” ad
+ advertorial

Plus (V)
4.9”x10” ad
+ advertorial

Premium
10”x10” ad

+ advertorial

Advertising supplement produced by The Salt Lake Tribune February 21, 2021  |  11

801-355-7485 | RowlandHall.org
ROWLAND HALL PreK-12

Five Things to Look 
for When Choosing an 
Independent or Private 
Kindergarten Program 
Choosing a kindergarten program—
one of the first steps of a child’s 
lifelong learning journey—may 
feel daunting. What makes one 
program better than another? What 
sort of community will be best for 
our family? To help guide your 
search, Rowland Hall provides five 
things to look for when selecting a 
kindergarten program.

Enthusiastic and Inspired 
Teachers
Early childhood learning is built on 
trust and meaningful relationships—
research affirms that the most 
important factor in a student’s 
success in school is whether they 
believe their teachers want them 
to succeed. Additionally, teachers 

who are committed to their own 
professional growth are able to 
deliver the research-based teaching.

A Warm and Inclusive 
Community
Look for a warm and inclusive 
community where you and your 
family will be valued. Also, consider 
if your participation is welcome—
at the classroom level and in the 
parent-school organization. Parents 
and caregivers are a vital ingredient 
in the supportive environment in 
which students thrive. Plus, getting 
involved at school is a way for you 
to get to know other families who 
share your values. 

Evidence-Based Curriculum
All school curricula are not created 
equally. An evidence-based 
curriculum is most effective in 
supporting student growth and 

learning. While it may not always 
align with the way today’s parents 
were taught, it provides young 
children with the foundation they 
need to tackle the challenges of 
the future. Furthermore, this kind 
of high-quality early childhood 
education offers students 
opportunities to apply and integrate 
learning in authentic ways that are 
meaningful to them—leading to 
learning that sticks.

Just-Right Challenges
A strong kindergarten program 
is designed to connect individual 
students with challenges that 
optimize their learning. Children 
benefit from a dynamic approach to 
curriculum where special interests 
and individual skill levels are 
blended into integrated projects, 
studies, and play experiences. 
Children should be encouraged to 

learn from firsthand experience and 
to progress at their individual pace.

Direct Coaching and 
Instruction in Social-
Emotional Learning
A robust social-emotional learning 
(SEL) program that builds skills 
around empathy, identifying and 
managing strong emotions, and 
peaceful problem solving, including 
issues of equity and inclusion, is 
integral to a high-quality early 
childhood education. When 
students are proactively supported 
by teachers who have received SEL 
training, every child is well known, 
and no one slips through the cracks. 

Learn more about Rowland 
Hall’s kindergarten program at 
rowlandhall.org/beginningschool

Utah is bursting with things to do, from festivals to 

exploring the great outdoors, Utahns enjoy knowing what’s 

going on in the busy beehive state. Share your story in The 

Salt Lake Tribune Things to Do  issue with branded content 

placement and display next to editorial content written by 

The Salt Lake Tribune journalists. 

Benefits
• Reach a Captive Audience  

Reach an audience with interest and connection to 
specific communities, like the outdoors community, 
concert going crowd, and LGBT+ community in Utah.

• Educate and Spread Awareness  
Educate the public about what your company does to 
support our strong community.

• Grab Attention       
Grab the attention of a supportive and influential audience  
who embrace the local, blooming  community in Utah.

THINGS TO DO 
SECTION
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2024 VOTER GUIDE

When you advertise in the Election Guide special section, we deliver not only swing voters, but a chance to 
state your platform in your own words. This section will be in both English and Spanish delivered through The 
Salt Lake Tribune e-edition and premium print editions distributed across the Wasatch front and in prominent 
Spanish speaking communities throughout the valley.

Voter Guide Full  Page Package

The Salt Lake Tribune Election Guide Full Page + 1200 Word Advertorial & Photos Premium Print & Digital Edition Subscribers 

The Salt Lake Tribune Sunday + Midweek Combo Main/Local Premium Print & Digital Edition Subscribers 

sltrib.com Digital Impressions Zip Code/Demo Targeted 200,000 Impressions 

sltrib.com Political Section Floorboard 1 Day Exclusive 24 HR Sponsorship 

The Rundown Political Newsletter Total Investment: $4,750

Voter Guide Half Page Package

The Salt Lake Tribune Election Guide Half Page + 600 Word Advertorial & Photos Premium Print & Digital Edition Subscribers 

The Salt Lake Tribune Sunday + Midweek Combo Main/Local Premium Print & Digital Edition Subscribers 

sltrib.com Digital Impressions Zip Code/Demo Targeted 200,000 Impressions 

sltrib.com Political Section Floorboard 1 Day Exclusive 24 HR Sponsorship 

The Rundown Political Newsletter Total Investment: $3,300

Voter Guide Quarter Page Package

The Salt Lake Tribune Election Guide Quarter Page + 300 Word Advertorial & Photos Premium Print & Digital Edition Subscribers 

The Salt Lake Tribune Sunday + Midweek Combo Main/Local Premium Print & Digital Edition Subscribers 

sltrib.com Digital Impressions Zip Code/Demo Targeted 100,000 Impressions 

sltrib.com Political Section Floorboard 1 Day Exclusive 24 HR Sponsorship 

Total Investment: $1,800

Ad Only Rates

Full Page: $2,000

Half Page: $1,000

Quarter Page: $500

Deadlines 
Space reservation:  
October 14, 2024

Creative with changes: 
October 15, 2024

Publish ready creative: 
October 16, 2024

Publication Date:  
October 20, 2024

of Utah Democrat registered voters visit sltrib.
com or mobile app on a monthly basis 

of Utah Republican registered voters visit 
sltrib.com or mobile app on a monthly basis 

47.6%

32%

Advertisement 
Advertorial

Full Page
9.75”x10” ad

Quarter Page
4.8”x5” ad

Half Page
9.75”x5” ad
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WHEN
Saturday, Aug. 19, 2023
La Caille Restaurant & Winery
3:00 p.m. - 9:30 p.m.

VIP: Doors open at 3:00 p.m. 
GA: 5:00 p.m.

WHO
With 1,000 VIP guests in attendance, 
and 2,000 total attendees, your 
business will gain valuable exposure 
while investing in local food and drink 
businesses. Salt City Utah Wine and Dine 
is the promotional destination for brands 
looking to maximize involvement in the 
community.

BENEFITS

RUN OF SHOW

Opportunities to showcase your company through 

• event signage
• online & social media presence 
• event-related collateral materials
• pre-event emails 
• advertising and promotions 
• digital in-event onscreen acknowledgment
• Portion of the proceeds from event goes to 

helping support local journalism 

3:00 p.m. — Doors Open for VIP
3:30 p.m. — Wine Tasting/Food Pairing for VIP 
5:00 p.m. – 9:30 p.m. — Event open to all attendees
9:00 p.m. — Last Call at Bars
9:30 p.m. — Event ends

* Live entertainment throughout the event including a magician, 
tarot, interactive bingo, raffles, and a late-night concert!

SALT CITY WINE & DINE
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PAST PARTNERS OF SALT CITY EVENTS
Past Sponsors:
Smith’s, La Caille, Dented Brick Distillery, Salt 
Flats Spirits, Eight Settlers, Maverick Gaming 
and The Wendover Nugget, Shades Brewing, 
Proper Brewing Co., Doterra, Prohibition, Flanker 
Kitchen & Sporting Club, Green Mountain Grill, 
Utah Transit Authority, Pirate O’s

Previous Food Vendors:
Bewilder Brewing, Carvers Steakhouse, Cluck 
Truck, Cuisine Unlimited Catering, FLANKERS, 
Garage Grill, Good Spirits Bar & Grill, Green 
Mountain Grills, Honest Eatery, Icy Mountain, 
La Caille, Les Madeleine, The Nugget 
Steakhouse, Pat’s BBQ, Prohibition, Shades 
Tap House, Sicilia Mia, Boar’s Head, Stratford 
Proper, Sweet Vinyl Bakeshop, Toscana, Waffle 
Love, WB Eatery

`Previous Drink Vendors: 
IG Winery , Dented Brick Distillery, La Caille, 
Prohibition, Proper Brewing Co., Roots Coffee 
& Co., Salt Flats Spirits, Shades Brewing, Vida 
Tequila, Wasatch Brewery, 

Previous Entertainment:
Chris Clouse, Blaine Long Trio, Rodney 
Reyes, Jay Warren, Bri Ray, Maddie Wilson, 
Prohibition Burlesque Show 

Event and Ticket Info:
SaltCityWineAndDine.com
Vendor and Sponsor Contact:
Connect@TribConnect.com

201,291 people who visited sltrib.com in the last month 
have had wine, beer or spirits in the past week. 
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Event & Special Section 
The Top Workplaces Program identifies 
organizations that excel at organizational health 
and workplace engagement. We do that through 
our brilliantly simple and scientifically sound 
employee feedback survey.

We conduct the Top Workplaces Program in 
partnership with more than 40 prestigious media 
partners across the United States, such as The 
Washington Post, The Chicago Tribune, and The 
Boston Globe.

WorkplaceDynamics recruits participating 
organizations, administers the survey, and creates 
the list of top-ranking organizations. Participation 
is free.

What’s in it for you? Consider the benefits of being 
named a Top Workplace:

Assess, reward and improve your organization: 
The results from the Top Workplaces survey can 
help you assess the health of your organization. 
Use them to honor your achievements and set 
new goals.

Boost recruiting: Attract and retain the best talent. 
Employees want to work at companies recognized 
as leaders that operate by a strong set of values.

Raise your business profile: Use the Top 
Workplaces logo on company materials and 
websites to help spread the word about your 
successful work environment. Your customers and 
business partners will take notice. That awareness 
can help create new business opportunities, too.

Earn public recognition: Your achievements will 
be recognized by local media, in print and online.

Benefits
• You will be recognized in a special edition of 

The Salt Lake Tribune and receive an online 
profile on topworkplaces.com.

• Becoming a Top Workplace is a great way to 
attract and retain the best talent.

• You can use the Top Workplaces logo on 
company materials and websites.

• The Top Workplaces program is evaluated 
on the basis of the brilliantly simple 
WorkplaceDynamics survey. The results of 
which can be used to assess the health of your 
organization.

Sponsorship

TOP WORKPLACES 

Sponsor Level Price

Presenting $25,000

Gold $10,000

Breakfast $15,000

Diversity & Inclusion $15,000

Supporting $2,000

Sept. 12, 2024 Hyatt Regency 
Salt Lake City, Utah

255,058 peoplein Salt Lake who visited sltrib.com in the 
last month are employed full time. 



47

SALT CITY BEST

13 Main Categories
• Eat & Drink
• Education
• Entertainment
• Health & Beauty
• Home & Garden
• Law
• Motors
• Outdoor Adventures
• Real Estate
• Services
• Shopping
• Things to Do
• Winter Sports

Promotion
• The Salt Lake Tribune Weekly Print Edition
• SLTrib.com + Mobile App
• The Salt Lake Tribune Daily E-Edition
• The Salt Lake Tribune Newsletters
• Salt City Best featured display & content in 

The Salt Lake Tribune
• Salt City Best Nomination Ballot
• Salt City Best Voting Ballot
• Exclusive Voting Pages
• Salt City Best Presenting Sponsorship
• Salt City Best Winners Results Magazine
• Targeted Email
• Targeted Digital Display
• Targeted Social Media
• YouTube Pre-Roll

The Salt Lake Tribune presents Salt City Best to engage the community in celebrating the places, 
restaurants and local businesses we love. 

The nomination period requires an email address from a user for the purpose of helping to verify 
unclear nominations. There is no registration or email necessary for voting. Salt City Best does not 
cost anything for a business or organization to be nominated, voted upon or to win.

Our results will be tabulated by a 3rd party which will result in naming a Gold, Silver and Bronze 
winner for each category voted upon. Results are then released via a special winner’s magazine as 
well as online at SaltCityBest.com.
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Web Design
Basic landing page         $700 + URL purchase

Seo add on with Google events       $150

Minor web changes with admin access to site (Wordpress)    $150/hr

Social Media Management
Profile creation  with optimization       $500

Profile optimization        $250

1 Static post         $75

1 Reel 15-30 sec        $150

Monthly social content creation and post packages:

12x static posts 1x reel (3 static per week)     $750 ($1,050 value)

12x static posts 4x reels (3 static 1 reel per week)    $1,150 ($1,500 value) 

20x static posts 8x reels (4 static 2 reels per week)    $2,000 ($2,700 value)

1 monthly photoshoot + reel recording per package. 

CREATIVE SERVICES
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Brand 
Guidelines.

90 S. 400 West, Suite 600
Salt Lake City, UT 84101

tribconnect.comA
bo

ut
 U

s.
 

Our Background. What We Do.

Trib Connect is the advertising agency for the 
Pulitzer Prize winning Salt Lake Tribune. The 150 
year old company has transitioned to digital and 
broadened the audience reach. 

We are a print and digital advertising company for 
our own products and clients. 

We help connect consumers with local businesses. 
Our products reach your target audience.

We are committed to delivering the best 
advertising products and services to help 
businesses thrive. 

We have the luxury of developing creative and 
innovative solutions like an agency, but backed by 
the reach of a digitally savvy media company. Our 
advantage is that we are part of The Salt Lake Tribune. 

There has never been a more dynamic time to engage 
customers across the spectrum of media. Trib Connect 
creates solutions for our clients to be seen by their 
target demographics and have better success with 
their advertising efforts. 

Today we have solutions as we integrate traditional 
media with the ever-changing mobile consumer: 
newspapers, magazines, live events, mobile devices, 
web, in-home mail, social media and more. 

Main Logo Style.

Lo
go

ty
pe

.

The main logo for the brand is the horizontal logo with black text and the 
orange mountains. The mountains can be used on their own as an emblem or 
accent to the page after the logo has been used as a whole. 

There should always be at least 0.25” margin around the logo. If space does 
not pertain to that, the stacked logo can be used with the same margin. 

Montserrat.
Primary Typeface Weights

Lato.
Primary Typeface Alternative

Italic.

Bold.

Regular.

AaBbCcDdEeFfGgHhIiJjK LlMmNnOo
PpQqRrSsTtUuVvWwXxYyZz
0123456789 (&?!/,:;-_*”)

AaBbCcDdEeFfGgHhIiJjK LlMmNnOo
PpQqRrSsTtUuVvWwXxYyZz
0123456789 (&?!/,:;-_*”)

AaBbCcDdEeFfGgHhIiJjK LlMmNnOo
PpQqRrSsTtUuVvWwXxYyZz
0123456789 (&?!/,:;-_*”)

Ty
po

gr
ap

hy
. The type for the brand should match the clean 

and modern aesthetic. Montserrat is a clean 
and  bold san-serif font that should be used for 
things such as headers, sub headers and ads 
with small amounts of text on them. Lato is an 
alternative font if Montserrat is not available.

When there are larger sections of text, a serif 
font should be used as it is easier to read. 
Corona is the main serif font for the brand and 
if that is not available, Olympian can be used as 
an alternative. 

In keeping with the clean look of the brand, 
text should be mainly used in black and on 
occasion in white. Text should not be used in 
bright, hard to read colors. 

AaBbCc

Color Palette.
Main Color System

Black

Off Black

Gray

White

Orange

Teal

Yellow

CMYK  75 / 68 / 67 / 90
RGB  0 / 0 / 0
HEX  #000000

CMYK  64 / 56 / 56 / 32
RGB  84 / 84 / 84
HEX  #545454

CMYK  27 / 20 / 20 / 0
RGB  187 / 189 / 191
HEX  #BBBDBF

CMYK  0 / 0 / 0 / 0
RGB  255 / 255 / 255
HEX  #FFFFFF

CMYK  0 / 78 / 100 / 0
RGB  242 / 92 / 5
HEX  #F25C05

CMYK  64 / 0 / 35 / 0
RGB  4 / 217 / 196
HEX  #04D9C4

CMYK  6 / 13 / 90 / 0
RGB  242 / 211 / 53
HEX  #F2D335

Th
e 

Co
lo

rs
.

The main brand colors are the gray 
scale colors. Secondary colors are to 
be used minimally as accents. The gray 
scale gives a grounding, professional 
feel and the secondary colors give it 
adequate energy. 

Secondary colors should not be 
used as main colors as they will be 
overpowering and stray from the 
consistent, professional feel of the 
brand. Color can be added by use of 
photos.

T h e  d i f f e r e n c e  b e t w e e n  a n 

e x p e r t  a n d  s o m e o n e  w h o 

w a n t s  t o  s o u n d  l i k e  a n  e x p e r t 

i s  t h e  e x p e r t  k n o w s  w h e n  t o 

s a y  “ I  d o n ’ t  k n o w ” .

B
ra

nd
 V

oi
ce

. 

Enthusiastic
not
bombastic

Proud
not
Prideful

Witty
not
goofy

Respectful
not
irresponsible

Knowledgeable
not
know-it-alls

S o m e t i m e s  y o u  h a v e  t o  m a k e 

p e o p l e  u n c o m f o r t a b l e  t o  g r a b 

t h e i r  a t t e n t i o n ,  b u t  w e  n e v e r 

t a k e  i t  t o o  f a r  a n d  a r e  n e v e r 

i m m a t u r e ,  h u r t f u l  o r  o f f e n s i v e . 

O u r  p a s s i o n  i s  b a s e d 

o n  a c t u a l  p o t e n t i a l ,  n o t 

h y p e r b o l e .

W e  k n o w  w e ’ v e  c r e a t e d 

s o m e t h i n g  g r e a t .  W e  a l s o 

k n o w  t h a t  p e r f e c t i o n  i s  a 

p r o c e s s ,  n o t  a n  a c h i e v e m e n t .

O u r  h u m o r  i s  s m a r t .  N o t  s i l l y , 

c h i l d i s h ,  o r  s l a p s t i c k .

Voice Style.

Trib Connect is an enthusiastic, fresh and witty 
brand. it has the history and knowledge of The Salt 
Lake Tribune that is respectful and professional.

We take pride in our 150 year history of The Salt 
Lake Tribune and are excited to continue the 
success with advertising in this digital age. We are 
experts in our field and want to share that passion 
of potential with those we work with. 

Options One.

Options Two.

Options Three.

The white logo should be used 
whenever there is a colored 
background. 

If there is a black or dark gray 
background the white with 
orange mountains should be 
used. 

When there is a light gray 
background, the main logo can 
be used. If it is darker, the white 
logo should be used. 
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Corona LT Std.
Secondary Typeface Weights

Olympian LT Std.
Secondary Typeface Alternative

AaBbCcDd 
EeFfGg
123456789
(+;%@*)

Regular.

Italic.

Bold.

AaBbCcDdEeFfGgHhIiJjK LlMm
NnOoPpQqRrSsTtUuVvWwXxYyZz
0123456789 (&?!/,:;-_*”)

AaBbCcDdEeFfGgHhIiJjK LlMm
NnOoPpQqRrSsTtUuVvWwXxYyZz
0123456789 (&?!/,:;-_*”)

AaBbCcDdEeFfGgHhIiJjKLlMm
NnOoPpQqRrSsTtUuVvWwXxYyZz
0123456789 (&?!/,:;-_*”)
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Image Selection. 
Visual Storytelling

Images selected for use within the brand should 
be minimal and to the point, clear, inclusive, 
vibrant, and have a sense of energy. As seen with 
these examples, the colors are minimal and 
pop. There is a good contrast level that isn’t too 
dramatic. The models are inclusive and have a 
good sense of style and bring life to the page. If 
there is not a model in the picture, there is an 
interesting angel that gives an edge. 

9

Tr
ib

Co
nn

ec
t.c

om

font: Montserrat Bold
ab cd efghijklmnopqrstuv wxyz

12345678910

Graphic Design 
Basic logo design      $500

Logo + branding one sheet     $700

Logo and branding guide book    $1,000

Logo reveal animation    $75

[Logo Questionaire Form]

Logo only Logo + branding one sheet
(Dynamic logo, emblem, color pallete, brand font)

Logo + branding guide book
(Dynamic logo, emblem, color pallete, brand fonts, about us, brand voice,  and selection of stock photos with brand vibe)

Additional Hourly Services
Design services (publication design, event promotion packages, interactive pdf forms, etc.) 

Custom office stock photo shoot (15 photos) 

Studio headshots 

On-site Headshots
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Video marketers overwhelmingly say that video 

has helped increase client understanding of 

their product or service, and many say video has 

had a direct help in increasing sales. Our video 

production experts will help you from beginning to 

end to create the right video for your business. All 

video production includes filming, editing, music 

and opening/closing branding. 

Reel Creation Bundles: (vertical)

Set of 3 reels     $500
Set of 5 reels     $750

Commercial Creation: (horizontal)

30 sec commercial (with shoot)   $2,500
60 sec commercial (with shoot)   $3,500

Editing Services:

20% discount for using only your footage
15-30 sec video (your footage)   $350

Motion graphics               $150/hr

[Video Questionaire Form]

Video Production
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Whether you need images of your employees 

for your website, product images for a menu, 

or documenting an event, our professional 

photographers have you covered. We offer a 

wide range of photographic services to provide 

you with anything you need. All our photography 

products include photo editing and access to the 

edited photos. 

Some of the options available are:

• Professional headshots (Traditional 

professional as well as more casual) 

• Event photography

• Real estate 

• 360 degree and virtual tours

• Personalized stock photography 

Pricing starting at $250. 

Inquire if you have a need that is not listed.

Photography
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Mormon Land
Mormon Land explores the contours and complexities of LDS news. It is hosted 

by award-winning religion writer Peggy Fletcher Stack and Managing Editor 

David Noyce. 

1.24 million episode listens in 2023

Published weekly on Spotify, iTunes, SoundCloud and sltrib.com

10-20 second spot, played twice during the episode

PODCAST COMMERCIALS

Podcast Rate Per Episode

Mormon Land $1,000
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PODCAST PRODUCTION
The number of monthly podcast listeners in the US is approaching 130 million and climbing every day. 

We’ll help you develop, create and distribute an engaging podcast that showcases your expertise and 

reaches your audience. Podcast production includes use of studio, sound editing and video add on. 

Podcast Studio Setup

• Recording setup for up to 4 podcasters

• High quality sound recording equipment

• Mounted TV with HDMI hookup

• Lighting setup and disco ball

• Secure location in the heart of downtown

• Packages include producerin studio during recording and editing of podcast

1 Podcast episode up to 30 min    $500
1 Podcast episode up to 60 min    $1,000
1 Season of 10 podcasts 20-30 min episodes   $3,500
1 Season of 10 podcasts 60 min episodes   $7,000
Podcast hosting fee       $80/mo
Video add on per package     $2,000
Studio rental only       $65/hr
View a tour of our podcast room and listen to our podcasts on tribconnect.com/podcast



Address

90 S. 400 West, Suite 600

Salt Lake City, Utah, 84111

Contact

801-237-2700

connect@tribconnect.com

www.tribconnect.com


