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Executive Summary 
 
San Francisco’s Mid-Market neighborhood was often a forgotten part of the city’s 
downtown districts. Commuters on Muni buses or in taxis would stare out the windows at 
the corridor of shuttered businesses and throngs of homeless people lining the streets. 
Drug dealing was rampant and the area was a virtual no-go zone after dark. When I 
moved into San Francisco in 2005 and began working in this neighborhood, this became 
my daily reality. 
 
But for the last few years, this situation has been turning around. Investors have seen 
opportunity for growth in this area and Mayor Ed Lee and the SF Board of Supervisors 
have incentivized investment in the neighborhood through tax breaks to keep major 
players like Twitter from leaving the city. As the neighborhood keeps on growing, there 
is a stronger need for those who live and work in the community to get more connected to 
what is happening around them. San Francisco’s Mid-Market is where the need for 
integration between business elites and the less well-heeled community has hit a peak. A 
disconnect exists that is tearing the newly developing neighborhood into cold factions 
harboring discontent for each other. 
 
The Mid-Market News is a hyper-local news blog geared toward reporting the stories of 
what has become San Francisco’s most dynamic neighborhood. It is a digital platform 
that combines long-from, in-depth writing with short community-focused videos. We 
issues related to affordability, community programs, technology, business, politics, 
gentrification and more. Our main competitors are Central City Extra, Hoodline, SFist 
and SocketSite. But unlike these outlets, Mid-Market News specializes in a defined 
neighborhood — Market Street from Octavia to Powell and doesn’t pretend to be a 
catchall for other city news. 
 
Our office is located at 25 Taylor St. inside the WeWork building above the Golden Gate 
Theatre, an asset that can be used for private events. Mid-Market News utilizes social 
media marketing and a Wordpress platform but may expand into a print version that 



could be part of the San Francisco Neighborhood Newspaper Association (SFNNA), an 
association that generates passive revenue. As the managing editor of the Castro Courier, 
I have political access to this association. The multi-million dollar company Zendesk has 
already allowed us to join the exclusive Mid-Market Business Association, another 
opportunity to expand our readership, ad potential and story ideas. There is also solid 
potential for advertising based on the existing businesses and new startup capital flowing 
through the area. 
 
Market Street is iconic and kinetic. Many struggling artists are being forced to leave San 
Francisco because of the rising cost of living. Mid-Market News aims to build bridges to 
encourage those who work in the neighborhood to spend time and resources affiliating 
with the existing community. By doing this, our team also seeks to erode the negative 
social barrier that exists between the art community and the tech world. 
 
Business overview 
 
We are a husband and wife sole proprietorship using the domain name mid-
marketnews.com. We target millennials who live and work in the community with online 
news, video and a variety of social media platforms including Facebook, Twitter, 
Instagram and Tumblr. We target those who work in or near the area and those who live 
in the community in order to encourage both demographics to integrate into community 
places and activities.  
 
Profitability could pose a problem in the first year of the business, so the $5,000 KIVA 
business loan we have been approved for may prove necessary until we firmly establish 
our advertising base and printed brand in the neighborhood. However, by the fourth 
quarter of the first year we could be in the black. 
 
Assessments have been made conservatively with the realistic trends of local advertisers 
ramping up in September and October before elections and cooling off near December 
and January. Further, we don’t expect 100-percent retention for our advertisers and know 
many will likely drop out. This is the same type of cycle the San Francisco Neighborhood 
Newspaper Association (SFNNA) has dealt with for years. 
 
 Q1 Q2 Q3 Q4 Q5 Q6 
Revenues $1000 $400 $2,800 $10,005 $20,375 $15,445 
Expenses $3,968 $9,288 $8,688 $8,188 $10,388 $10,088 
Profit/Loss -$2,968 -$2288 -$5,888 $1,817 $9,987 $5,357 
 
Market Analysis 
 
Mid-Market News serves the area from Octavia to Powell on Market Street with 
coverage as far north as Sutter Street and as far south as Folsom Street. The main zip 
code is 94102. Of the 849,774 people who live in San Francisco, 33,236 of them live in 
94102, making it the 11th largest zip code out of the 27 in the city. It is 60 percent male, 
and 100 percent urban. The greater District 6 area has 104,429 people, 74 percent of them 



being white-collar workers. About 65 percent of those living in District 6 have either a 
bachelor’s or a master’s degree. The largest demographic age of women and men is 
between 25 and 30 years old. What this means is that Mid-Market News caters to a 
largely young, urban professional crowd. Those between the ages of 25-44 make the most 
money in this area, averaging close to $70,000 per year, according to SFrealtors.com, and 
more than 70 percent of them are part of non-family households. Many of the jobs in the 
district are technology-based, such as those at Twitter, Zendesk, Yammer, Zoosk and 
Spotify. One of our competitors, Hoodline, has thousands of followers online after less 
than one year in the market. Most San Francisco Neighborhood Newspaper Association 
members print more than 10,000 monthly edition copies. This is the print and online 
range that Mid-Market News aspires to. 
 
The ultimate goal is to build up the brand and audience by bootstrapping and seek 
funding from advertisers and donors. There are two parts to our target market: audience 
and advertisers. As an audience, Mid-Market News targets 25-35 year-old millennial 
white-collar workers who seek hyper-local connection to the neighborhood they work in. 
These people tend to be in the know faster about obscure aspects of pop culture, 
technology or tangible realities than their neighbors or colleagues. There is a quality 
about them that seeks not only to be right, but also to be right before anyone else knows 
it. In this capacity, factoids, funnies and granular shifts in both city hall and the streets 
can be appealing to this audience. Everything from the newest cocktail at the newest bar 
to what their supervisor eats for lunch can be attractive. So can news about the boarded-
up building across the street from a potential reader’s office. Underground events that 
don’t have marquees and are out of the realm of the major daily paper advertising can 
also connect to the sensibilities of this target readership. Our target advertisers are 
businesses that belong to the Mid-Market Business Association and businesses that exist 
in WeWork above the Golden Gate Theatre.  
 
Strengths: 

• Office: 25 Taylor St., WeWork building 
• Location: Mid-Market is a dynamic place to be at its most exciting time 
• Activity: Formerly boarded-up buildings are now coming alive and the Strand 

Theater has already become the new ACT Theatre 
• Interns: We have three interns set to begin working with us this summer 
• Journalism: We have journalism resources and knowledge that we can pass down 

to interns in order to capacity build. We also possess the knowledge and software 
to layout a newspaper for a print edition and already have contacts to a reliable 
printing press sourced 

• Membership: Mid-Market Business Association at $250 per year 
• Flexibility: We can cover anything in any way we want and are entirely 

independent. Nobody can prevent us from reporting on controversial topics 
• Access to UC Berkeley students 
• Low cost of CMS: Wordpress 



• Ownership of domains names with “Mid-Market News” keywords along with 
Instagram, Twitter, Tumblr and gmail accounts with the same name and 
consistent branding, along with a Facebook page 

• Bootstrapping moxie: We are not hemorrhaging money 
 
Weaknesses: 

• Lack of content 
• Lack of trained staff members to work beats 
• Lack of money to pay staff 
• Lack of reliable revenue streams for the future 
• Lack of traction – more content and community marketing is needed 
• Not enough capital to do print editions 
• Name not well recognized or followed 

 
Opportunities: 

• Growing neighborhood with lots of changes 
• New start-ups, such as Pledge1percent.org, are looking to fund new ventures 
• Success of other companies with crowd-funding techniques such as GoFundMe 
• Companies that could become patrons of the arts  
• Membership at the San Francisco Neighborhood Newspaper Association 
• New UC Berkeley Graduate School of Journalism students looking for clips  
• Possibility, if growth and continuity of publishing is steady, for UC Berkeley 

Journalism to take over Mid-Market News as a J-200 publication 
• Opportunities for businesses to sponsor our parties at WeWork by offering 

coupons for drinks or food nearby or by showcasing food at the mixers 
 
Threats: 

• Competition amongst personal blogs, online news sites and traditional media: 
Hoodline, Central City Extra, SFist, SocketSite, SF Chronicle, SF Examiner, Bay 
Area Reporter, SF Weekly, Eater SF, Urban Spoon, KelsEats 

• New funded startup could take over our niche 
• Lack of readership leading to stalled traction 
• SFNNA could decided not to accept us 
• The publisher and editor could get new job prospects that threaten the viability of 

day-to-day operations at Mid-Market News 
 
Profit and Loss Model 
 
Online ad rates: 
Side box ad=300x250 pixels ($200) 
Top and bottom banner ads=728x90 pixels ($400) 
 
For each story that we lay out online, we have the potential for three side ads (more than 
three with longer stories) and two banner ads to accompany it. This could bring in 



anywhere from $0 to $1500 per article with three side ads and a top and bottom banner 
sold. For a publication schedule of three new stories per week as the target, that could 
bring our online ad revenues up to $4,500.  
 
Print ad rates: 
 
Full page: $800 
1/2 page: $450 
1/4 page: $225 
1/8 page: $120 
 
Expenses: 
So far we have spent under $100 on just business cards. Our WeWork offices cost $695 
per month, but this is money that is already written off as business expenses to our 
publisher, Alexandra Kostoulas, for her other business, The San Francisco Creative 
Writing Institute. We currently do not pay for content. 
 
For a print edition, 15,000 monthly copies at 12 pages would cost $1,750 ($1,200 for 8 
pages) to print and $500 to distribute if I used my current suppliers from the Castro 
Courier, which I have been editing since 2009. Web hosting costs $46 per month.  
 
For advertising representatives, we would offer 50 percent of their sales to them and seek 
to employ 2-4 of them. They would have to go outside of the established list of 
advertisers that we cultivate in order to bring in new revenue and would communicate 
through a Google spreadsheet that shows the names of current clients and all meetings set 
up with others so as not to approach the same business twice with different people. 
Overall, ad sales representatives, both for online and print ads would not bring additional 
costs. The publisher of the Castro Courier has already expressed interest in doing this for 
Mid-Market News and currently has contacts to several businesses and the SF Chamber 
of Commerce. Membership to the Mid-Market Business Association through Zendesk 
could also bring opportunity for extended ad revenue both online and in print. 
 
Gross Margins: 
If our total costs were $2,900 per month, to run a print and online edition, we would need 
to sell 12 quarter page ads in print, for example, to even turn a profit. However, if we 
were able to secure SFNNA membership, the association sells advertising to all its 
newspapers that usually ranges between $2,000 and $3,500 per month. Average monthly 
sales for the Castro Courier, for example, total about $4,000. What’s more is that the 
Castro Courier doesn’t even place online ads, so that is a market that we could leverage at 
the same time to double up on our revenue and increase our margins. 
 
Mid-Market News would not begin doing print editions until we had secured either 
$1,700 per month in online revenue or investment capital. This would offset our printing 
and distribution costs. We would not begin paying writers until we secured at least $500 
in online advertising. Therefore, our initial loss would come from our print edition. 
 



Go-to-market plan 
 
We launched out site in early 2015 and have been growing ever since. Facebook ads have 
recently reached 10,000 people online and raised our like total on the website. Facebook 
is a place where many millennials read their news and we will continue targeting through 
ads and links in this manner. However, all of this social media will be designed to 
redirect traffic back to our Wordpress site. Once we have 10,000 people who have 
viewed the site, a sales team of 2-4 people will be employed to go after large corporate 
customers along with small businesses. 
 
There are several channels we will use to communicate. One will be our Wordpress 
platform. The other will be our social media platforms (Twitter, Facebook, Tumblr, 
Instagram). We plan to invite businesses from the Mid-Market Business Association to 
after-hour mixers at WeWork and host beer parties with our friends at the San Francisco 
Homebrewers Guild (which has over 800 members on its listserv) to build recognition 
before we begin doing print copies. This is part of our bootstrapping plan. We hope to 
have print copies to distribute to both businesses and residential apartment complexes 
within one year of publication, which could greatly help our visibility in the 
neighborhood.  
 
Seasonal events at WeWork will be used to build our brand by communicating with the 
community and providing businesses, friends, advertisers and local leaders with an 
opportunity to mingle and drink free beer. We will also promote our parties before and 
after on social media and our website and newspaper to build community interest. 
 


