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Print media is a tough business. This is not breaking news. 

My first boss after business school, Wes Edens, has recently in-
creased his holdings in print assets like daily newspapers, when Gate-
House Media, a company he and his private equity firm control, 
struck a deal to acquire the nation’s largest newspaper chain, Gannett. 
The GateHouse/Gannett merger widens the distribution gap between 
the combined entity and the next-biggest newspaper publisher. Inci-
dentally, GateHouse owns The Savannah Morning News, among its 
many titles. 

Wes taught me lessons I retain today: You’re 
smart. If it doesn’t make sense to you, then it 

probably doesn’t make sense. Don’t discount 
your own ability to analyze things. 

So ask for explanations.  By ex-
ample: An idea is a relatively easy 
thing to develop. Success comes 

when you focus on execution and 
overcome uncertainty by assuming 

risk. Or: You don’t have to be the 
first person to recognize oppor-

tunity, but you’d better be the 
most dogged in pursuing it. 

Wes had (and 
still has) an un-
canny ability to 
identify distressed, 

underpriced assets 
and buy and repair them. 

When I was with him, those things were mortgage loans, 
par- ticularly ones issued and held by savings-and-loans that failed 
during the crisis that decimated the s-and-l industry. It turns out that 
the institutions were troubled, but many of the home loans they held 
were perfectly fine. When the federal government, in the form of the 
Resolution Trust Company, rushed to liquidate billions (if not tril-
lions) in s-and-l assets, smart guys like Wes stood ready to buy the 
stuff in bulk. 

Think of a newspaper as an asset with embedded value and a di-
minished owner. It’s a community resource with a strong brand iden-
tity. But it is burdened by its connection to an antiquated business 

model: Print ads are hard to sell, and printing publications is expen-
sive. Meanwhile, people are falling over one another in a rush to give 
away, free of charge, the information that newspapers provide, faster 
than newspapers can provide it. And print publishing organizations 
don’t have the free cash or collective expertise to reshape themselves. 
So, what would a smart guy do? Leverage the brand value and blow up 
the delivery systems.  In 10 years, will you be able to (awkwardly) hold 
the local morning paper in your ink-stained hands? Don’t bet on it. 

If Wes is buying newspapers, they must be 1) in trouble, 2) po-
tentially transformable, and 3) pretty cheap. After all, he bought the 
Milwaukee Bucks before you ever heard of the Greek Freak. 

Magazines share newspapers’ pains. The Skinnie has been a 
bi-weekly staple for more than 16 years. That’s a pretty good run. 
Business has been tough for year or two. My team has worked hard 
to trim costs, often at their own personal expense. We have refocused 
our efforts to conceive and create content that will continue to engage 
our readers – you. And we remain committed to the organizations and 
people who count on us to build awareness for their work. Our fun-
damental belief – that an open forum for free, untainted expression is 
important – hasn’t changed. 

But we don’t have the wherewithal to do “a Wes.” So we will take 
baby steps. Rather than converting to a subscription model, we will 
continue to reach every household in our market. Concurrently, we 
are trying to build digital capacity so that you can interact with us in 
more ways than reading our book every other week. Please follow us 
on Instagram, @the_skinnie_magazine. Teri Grayson, who has been 
on our team from the early days, is posting compelling pictures, news 
and deals that are germane to your Skidaway life. This online presence 
lets us share your photos that might not make it into our pages be-
cause of space constraints. Moreover, as we have always believed our 
magazine represents “a dialogue” with our readers, Instagram provides 
us a platform to conduct the dialogue in real time. 

Please, support our work by frequenting our advertisers. Tell the 
businesses that you think could benefit from our quality and reach to 
consider working with us. And connect with us today on Instagram at 
@the_skinnie_magazine. Thank you for your continued loyalty.   

To contact The Skinnie with your ideas, responses, letters and more, email us at mail@theskinnie.com
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