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This busy time of year, my calendar is full of events 
that remind me of how important it is to balance my 
time — to focus on work, of course, and also on things 
at home and in my community. And I know the end 
of the year is really close when it’s time to get ready for 
our Bike MS: Cox Atlanta Ride. 

This 150-mile bike ride raises money for the Multiple 
Sclerosis Society, which Cox has supported for many 
years. And, although I grew up riding bikes, I really 
hadn’t ridden in recent years — that is until our employee 
kickoff for the Bike MS: Cox Atlanta Ride in 2010. That’s 
when I first met Eric Lee from Cox Media Group’s 
Atlanta radio team. 

I was there that day supporting the kickoff, and Eric, 
a longtime Cox employee, was introduced to speak to 
the group. Eric talked about how he and other Cox 
employees had ridden for a number of years in support 
of Bike MS — and how he then learned in 2008 that he 
had been diagnosed with the progressive disease.  

As I listened to Eric’s story, I knew I had to do more 
than just donate to the cause. So I walked to the podium 
and announced to the crowd that I wanted to be the 
fi rst to sign up for the Cox team. I quickly volunteered 
John Dyer (our chief financial officer) and Sandy 
Schwartz (president of Manheim) to join me, and we had 
a great time during the ride (although we did choose one 
of the shorter options). This year we recruited Marybeth 
Leamer (executive vice president of human resources 
and administration) and, who knows, maybe we will 
recruit Pat Esser (president of Cox Communications, 
Inc.) and Doug Franklin (president of Cox Media 
Group) to ride along in 2012.

Eric is a tremendous inspiration to us. And he is 
just one of many employees who personify the Cox 
Values and our commitment to corporate social respon-
sibility. We all wanted to support Eric and our employ-
ees by joining in this great event. By the way, under 
Dave Small’s leadership, the Cox team led the event 
with 184 registered riders and raised more than $94,000. 

At Cox, we always have taken corporate responsibility 
seriously. You can see it in how we value our employees 
as our most important resource; how rooted we are in 
the communities we serve; how we pursue the goals of 
diversity; and how we protect our environment.

I am grateful and proud that so many of you are 
intensely involved in your own communities, magni-
fying the impact we make every day. In this issue of 
InSide Cox, you can read about some of the great things 
your colleagues are doing, plus you’ll learn more about 
our national diversity partners, the great benefi ts our 
employees receive and updates on Cox Conserves, our 
environmental program about to mark its fi ve-year 
anniversary in 2012. 

Thanks for all you do every day to make Cox a great 
place for each other, our communities, our neighbors 
and the environment. Giving back feels good — and it 
paves the way for our future. 

Donna Wright and her family at Manheim Tampa made the cover 
of our last issue featuring “A Family Tradition.” She shares the 
overwhelmingly positive response she received: 

“ We all feel like local celebrities. I get emails almost every day, 
including from my mentor at The Atlanta Journal-Constitution 
and people I haven’t heard from in years. 

“ People ask if we posed for the photo. Our photographer told us just 
to be ourselves, and he caught us in the act of being a close family.

“ I’m fortunate to work with some of the best people from all walks of life. 
I love working with family — and my co-workers are my family, too.”

Going the Extra 150 Miles

Letter from the Editor
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Values in Action

One of our most popular features in InSide Cox anchors the back of the magazine. We 
used to call it Cox in the Community, a section where readers could fi nd plenty of photos 
and examples of Cox employees volunteering in their towns and cities.

Last issue, we changed the title to Our Values in Action, keeping the richness of the 
content unchanged. So many of you told us that’s what the section represents to you: 
seeing your colleagues exemplify what matters most, what represents us best — doing 
the right thing, as our founder, Gov. James M. Cox, said.

And that’s really the core of corporate social responsibility, the focus of this issue. 
Our sense of responsibility falls broadly into four categories — workplace, diversity, com-
munity and sustainability. Starting on page 4, and again in Our Values in Action starting 
on page 36, you’ll fi nd many great examples of how Cox and our colleagues are doing the 
right thing, location by location, all through the year. 

I hope you’ll also take this chance to learn more about our people and operations in 
Southern California, our media companies’ plans for next year’s elections, Manheim’s 
digital road show, CCI’s adorable mascots and more. And don’t miss a wild photo by one 
of our veteran photojournalists on The Back Page. 

And if you fi nd yourself lingering over the social responsibility articles or Our Values 
in Action, no worries. We’re all glad for the opportunity to do the right thing, no matter 
what you call it.



Solid Ground

Cox’s Commitment to 
Corporate Social Responsibility 
Runs Deep

At Cox, we believe in doing the right thing. 
Treating our customers the way we want to be treated. Reaching out 
to our communities to help when and where we’re needed. Giving our 
best on the job and to our neighbors every day. This simple philosophy 
worked for Gov. James M. Cox when he founded Cox Enterprises, Inc., 
over 100 years ago. And it works for Cox now, in all the markets, indus-
tries and neighborhoods we serve.

Our commitment to corporate social responsibility rests on solid 
ground. In these pages, you’ll see examples of the four pillars that uphold 
that commitment — workplace, diversity, community and sustainability —  
and are at the core of how we do business. To fi nd out even more, be sure 
to visit coxenterprises.com and click on Corporate Responsibility.

About 425 Cox employees, friends and family 
members volunteered this year to help build two 
homes for low-income families in Atlanta.

Photo: Jenni Girtman
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It’s a Culture
At Cox, you can explore opportunities within four operating companies spanning multiple industries across the 
country. You have a work environment that puts employees fi rst. And you work in a culture that values diversity and 
different perspectives. That culture is part of what made Cox Communications one of the Top 50 Companies for 
Diversity for the past fi ve years, according to DiversityInc. It also helped Manheim be named one of AARP’s Best 
Employers for Workers Over 50 three times.

It’s a World of Benefi ts
Compensation is more than just a paycheck at Cox. It includes benefi ts for your entire family, such as competitive 
healthcare coverage, a 401(k) plan with a company matching contribution, a company-funded pension, an adoption 
assistance program, an employee assistance program and fl exible work options to help you balance work and life, 
as well as domestic partner benefi ts. You can also take advantage of great employee discounts on autos, electronics, 
travel and more. Visit CoxTotalComp.com to learn more about the total value of working at Cox.

It’s Fuel for Growth
It’s important for you to have opportunities to grow professionally outside the normal workday. That’s why Cox offers 
training programs as well as tuition assistance to help you strengthen skills and develop new ones. 

More Than  
Just an Employer

Workplace

By Chris Martin

It’s a Job That Grows with You
At many companies, the cleaning lady is easy to overlook. But when Judy 
Hernandez was hired at Manheim New York Metro Skyline, she had a very 
different experience. 

“Cleaning lady — that was my name then,” recalls the 18-year Manheim 
veteran. At the time, she barely spoke English but wanted to learn. “Employ-
ees in different departments would teach me words and write them down 
on sticky notes,” Hernandez explains. Then she would take the notes home 
and put them on items around her house to learn the language.

Over time, she felt that she could offer more to the company. “I don’t 
think I was born to be a cleaning lady,” Hernandez recalls thinking. She 
asked her manager if she could start doing some work around the offi ce. 
She began by making copies of auto titles, and now she’s New York Metro 
Skyline’s offi ce manager.

“It’s very satisfying. I really like my job,” she explains with a smile. 
“A lot of people here really helped me, and I appreciate them.”

Cox companies believe in nurturing employees like Hernandez who want 
to grow on the job. This helps build a strong, knowledgeable and committed 
group of employees. 

Judy Hernandez, New York Metro Skyline’s 
offi ce manager.

Standing tall in Southern California 
are Laura Labonte of Manheim, 

Andy Shef of AutoTrader.com and 
Raquel Mamauag of Manheim.

Photo: Eric Myer
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Steps away from the U.S. Capitol, 64 teenagers 
from across the country gathered with leaders of the League 
of United Latin American Citizens (LULAC). Although the 
occasion was a gala dinner, the discussion focused on local 
activism, the importance of education, health issues like 
obesity and access to medical care. The students experienced 
more than an educational fi eld trip — it was a journey with 
a purpose.

LULAC is the country’s largest Latino civil rights and 
advocacy group and seeks to enhance housing, health and 
civil rights for the Hispanic population. As Cox’s newest 
national diversity partner, LULAC was invited to hold the 
dinner at the Newseum — the museum for news for which 
Cox was a founding sponsor. 

The event was designed “to connect students to the 
political process on a national level so they could go back 
to their communities and take action on the local level,” 
says Jason Resendez, director of corporate relations and 
development for LULAC’s National Educational Service 
Centers, Inc. “It’s not as hard to talk to your school super-
intendent if you’ve talked to a White House representative.” 
Equipping students to engage in grassroots initiatives 
supports several LULAC goals: educational attainment, 
economic empowerment and enhanced political infl uence. 
LULAC is preparing citizens of the future. 

LULAC’s and Cox’s partnership makes sense. LULAC 
operates community centers where low-income Hispanics 
can learn to use and access technology such as the Internet. 
Cox Communications, Inc. (CCI), provides technology 
and technology education in centers and schools in the 
communities they serve. 

Cox has long believed in “bridging the digital divide” —  
enabling technology access for those who would not other-
wise have it. As part of its national partnership with LULAC, 
Cox has committed to donate $500,000 worth of broadcast 
time to air educational public service announcements that 
will raise awareness of the importance of Internet access in 
a child’s education.

“We are proud of the partnership with Cox and its dedi-
cation to providing Internet, phone and television service 
to the Latino community,” says Brent Wilkes, LULAC’s 
national executive director. “Our goal is to empower our 
communities for important tasks such as schoolwork, 
job training, job searches, managing money and English-
language courses.”

Cox’s national partnerships with two other diversity 
organizations refl ect our core company values: a commit-
ment to diversity and to our communities, as well.

The Human Rights Campaign is the nation’s largest 
organization for lesbian, gay, bisexual and transgender civil 
rights. And the National Urban League empowers African-
Americans socially and economically.  

The company also supports local organizations across 
the country, including chapters of the NAACP, National 
Association of Asian-American Professionals and Women 
of Color in Technology.

For more information on Cox’s diversity partnerships and 
how to get involved, visit coxenterprises.com and click on 
Corporate Responsibility. 

Cox, National Partners  
Share Commitment to Diversity

Diversity

By Jay Croft 
and Chris Martin

High school student Amanda 
Martinez speaks at the LULAC 

event hosted by Cox at the 
Newseum in Washington.

lulac.org

Cox Enterprises 
Diversity Strategy

Cox drives business 
results by fostering 
inclusion and expand-
ing the diversity of 
our people, custom-
ers, vendors and 
communities. 

hrc.org nul.org

Cox companies have been recognized as great places to work. 
Among citations, Cox Communications, Inc., made DiversityInc’s 
list of the Top 50 Employers, and Manheim was cited by AARP 
as a great place to work for people over 50.

Along with LULAC, Cox’s national diversity partners are the 
Human Rights Campaign and the National Urban League.
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After years of encouraging volunteerism at the Atlanta 
Community Food Bank, AutoTrader.com wanted to make an even 
greater impact during these tough economic times. 

AutoTrader.com already had strong relationships with dealerships 
and with several Major League Baseball teams, including the Atlanta 
Braves. The Braves already had a relationship with Chevrolet and with 
the Atlanta Community Food Bank. 

The concept is simple, and open to the community at large. Bring 
10 cans of food to a participating Chevrolet dealership and get a ticket 
to a game. Stay for a test drive, and earn the chance to win a VIP expe-
rience at the game. With every test drive, AutoTrader.com makes a 
$10 donation to the local food bank. AutoTrader.com employees also 
hold their own canned food drives.

Last year, the program collected more than 11,500 pounds of food 
in two weeks. In 2011, AutoTrader.com expanded the drive to four weeks 
and added a second market, Chicago, and team, the Cubs. Former Brave 
John Smoltz and current Cub Kerry Wood served as spokesmen. Dona-
tions stayed in their respective communities. 

“Our goal has always been to set a really strong foundation and 
grow it each year,” says Michele Blondheim, director of community 
relations for AutoTrader.com. “We support several other Major League 
Baseball teams, and it would be great if we could duplicate and replicate 
in those cities.”

“We’ve come up with a pretty nifty idea,” says Bill Bolling, founder 
and executive director of the Atlanta food bank. “We have shared values, 
we have shared goals and we put the promotion together with partners 
that were natural and ones that we can sustain over time.” 

Blondheim says the drive to serve is an example of the heart of Cox 
and AutoTrader.com. “Community service is one of our core company 
values and something that we truly live every day.”

Drive Away Hunger  
Fueled by Teamwork

Community

By Deborah Geering

Foundation 
Pledges Support for 
Civil and Human 
Rights Center
In September, the James M. Cox Founda-
tion pledged $500,000 to the National 
Center for Civil & Human Rights, due to 
break ground in Atlanta late this year. 

The center will feature exhibitions, 
permanent collections and interactive 
education opportunities to engage visi-
tors in the struggle to secure and express 
human rights. 

The pledge joins a previous $1 million 
contribution by the foundation to secure 
the Morehouse College Martin Luther 
King, Jr. Collection (King Papers) and 
a $750,000 gift by Anne Cox Chambers. 

Jill Otwell makes a donation to 
AutoTrader.com’s Drive Away 

Hunger campaign.

Frances Reyes and Bob Stuth get 
ready to deliver food donated 

to Drive Away Hunger.

For more examples of Cox employees 
making a diff erence in their communi-
ties, see Our Values in Action starting 
on page 36.
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Green Power 
Energizing Cox Operations

Sustainability

By Elizabeth 
Olmstead

The centerpiece of Cox’s commitment 
to the environment is Cox Conserves. 
Employees are helping everywhere. 
To fi nd out what you can do or to learn 
more, visit CoxConserves.com.

 

When Oakland, Calif.’s KTVU 
TV’s Chief Meteorologist Bill Martin 
isn’t giving weather reports, he’s out 
hitting the waves. While surfi ng one 
day, he was recognized by a viewer.

“All of a sudden someone paddled 
up next to me,” says Martin. “I assumed 
he wanted to say something about the 
current weather pattern or something 
like that, but he didn’t. He told me 
how impressed he was with KTVU’s 

commitment to the environment and how progressive the 
station is for being one of the fi rst companies with a fuel cell.”

Stories like this show the importance of Cox Conserves —  
our plan to reduce our carbon footprint — not only to the 
environment and our business, but also to our company’s 
reputation in the community. 

Fuel cells, like the one at KTVU, combine hydrogen fuel 
and oxygen from the air to produce electricity, heat and 
water. Because they operate without combustion, they are 
virtually pollution-free and are more effi cient than internal 
combustion engines, extracting more energy from the same 
amount of fuel. Without moving parts, they’re a quiet and 
reliable source of power.

In addition to the KTVU facility, fuel cells have been 
installed at Cox Communications, Inc. (CCI), San Diego 
and Rancho Santa Margarita. San Diego’s mayor applauded 
CCI for its fuel cell in his 2011 state of the city address.

“The Cox Conserves initiative clearly gives us a compet-
itive advantage, because we are the fi rst telecommunications 
provider in Southern California to embrace this technology,” 
says Sam Attisha, vice president of business development 
and external affairs, Cox California. “It lessens our impact 
on the environment, increases our bottom line, reduces our 
energy costs and water usage, and solidifi es our reputation 
as a leader in the community.”

Cox chose California for fuel cells based on state incen-
tives and the amount of power our businesses consume in the 
area. Electricity rates are high in this state and are expected 
to continue increasing.

“Fuel cells provide us with protection from future electric 
cost increases,” says Steve Bradley, Cox Enterprises’ director 
of energy, alternative energy and business continuity. “They 
generate power 24/7, so they are truly reducing centralized 
power requirements.”

In San Diego, the fuel cell at the Euclid Avenue facility 
provides 100 percent of the building’s electricity require-
ments, and Rancho Santa Margarita’s fuel cell generates 
almost 60 percent of the building’s electricity needs.

“We plan to complete more fuel cells in California by 
the end of the year and are exploring other states for future 
projects,” Bradley states.

Cox Conserves’ alternative energy projects — solar instal-
lations and fuel cells — annually prevent more than 21,000 
tons of greenhouse gases from entering the environment, 
equivalent to that generated by 1,000 average-sized homes. 

Bill Martin, KTVU

Solar cells at CCI’s location in 
Rancho Santa Margarita.

Fuel cells at Cox locations in 
California are part of the 
energy-saving strategy.
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Our employees are our most 
important resource.

We are committed to having a 
diverse workforce that refl ects 
the communities we serve. 

Our customers are our lifeblood. 

We embrace new technology. 

We invest in new business
opportunities.

We believe it’s good business to be 
good citizens of the communities 
we serve through volunteerism and 
fi nancial support.

We are committed to helping shape 
a better world through responsible 
company and individual actions.

What Responsibility
Means to You

Our Values 

“ We have opportunities to get 
involved in ways that people at 
many other companies don’t. 
It helps people stay at Cox. It’s 
why people want to work here.” 

Amy Berry, community relations 
manager, CCI, San Diego

“ Cox puts its commitment into 
action by considering diversity and 
inclusion when making many key 
business decisions.”

Emily Chambers, regional VP, 
human resources, CMG, Dayton

“ I love everything Cox puts into 
their employees as far as training 
and benefi ts go.”

Mario Vidal, HR manager, 
Manheim, West Palm Beach, Fla.

“ I love these values. These values 
are important to me.”

Gretchen Lick, sales rep/sales 
support, Manheim, San Francisco 
Bay Area

“ At Cox Arizona, we sell our recyclables and donate the proceeds to 
charities. We call our program TWIG — Turning Waste into Growth. 
We are able to do this because Cox is committed to conservation 
and sustainability.”

Zainab DeFlorias, executive assistant, CCI, Phoenix

“ Cox believes in its people. It believes 
in the community. It treats people 
right, and that makes you feel good.”

Jeff  Holub, marketing director, 
KTVU & KICU-TV, San Francisco

“ You get spoiled with the compila-
tion of all the benefi ts — the 401(k) 
matching, the discounts, opportuni-
ties at other companies within Cox, 
not to mention the pension.”

Brian Boatright, platform services 
manager, AutoTrader.com, Atlanta

Cox employees lend a hand at the Special 
Olympics Summer Games at Emory University 
in Atlanta this spring.

Photo: Jenni Girtman
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And All through the House: Cox Home Security
By Loraine Fick
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How do you make sure not a creature is stirring in your house, 
even when you’re away? With Cox Home Security, launched this July 
by Cox Communications, Inc. (CCI), customers can manage and monitor 
their homes inside and out via a user-friendly touchscreen, Internet con-
nection or smartphone. 

CCI is continuously exploring how to offer products and services to 
customers how, when and where they want them. The recently established 
New Growth and Development group, led by Vice President David Blau, 
saw key opportunities in home security.  

Instead of a keypad located at the door, the next-generation Cox Home 
Security system uses a touchscreen that operates like a tablet computer and 
can be used in the kitchen, den or home offi ce. Advanced security features 
such as cameras and motion sensors work wirelessly through a broadband 
connection. Customers can operate the system remotely, and alerts are 
sent by email or text message. 

“Every installation is customized by needs and budget,” says Vince 
Groff, CCI executive director of strategy and development. “One family 
may want a video camera near the pool for safety reasons. Another may 
want a text message alert sent to them when their children arrive home 
from school.” 

Beyond protecting a customer’s home, the comprehensive automation 
system helps families optimize many daily activities. The system includes 
the option to add home automation controls to manage lighting and 
temperature and will potentially support connected healthcare and inde-
pendent living solutions in the future. And when Cox Home Security 
is bundled with other Cox services, it also saves money for customers. 

Building on this year’s launch in Tucson, Ariz., CCI plans to expand 
Cox Home Security to other markets in early 2012. 

To fi nd out more, visit cox.com/homesecurity.
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Instead of a keypad located at the door, the 

next-generation Cox Home Security system 

uses a touchscreen that operates like a tablet 

computer and can be used in the kitchen, 

den or home offi ce.

Next year will be a big one in American politics, 
with a presidential election and key congressional races. 
And a big year for politics means a big year for political 
spending — estimated as high as $4 billion — which means 
big opportunity for Cox Media Group (CMG). It doesn’t 
hurt that CMG has media properties in many important 
swing states (Florida, Ohio, Pennsylvania, Virginia, 
North and South Carolina, and Nevada, for example). 

To help make the most of this opportunity, CMG lead-
ers gathered for the division’s first political summit in 
August. The two-day event brought together more than 
85 employees to share ideas and best practices on maxi-
mizing 2012 political revenue across television, radio, 
newspapers, digital and direct mail (Valpak). Also, politi-
cal advertising experts from both the Obama and McCain 
campaigns of 2008 discussed their predictions and the 
potential impact of campaign advertising in 
CMG markets. They agreed next year’s 
political season will be the longest 
and involve the highest spending 
in U.S. history.

“We are better positioned 
as an integrated company to 
exceed our revenue goals 
than we ever have been,” 
says Paul Curran, CMG’s 
vice president of reve-
nue. That’s significant, 
as CMG took in more 
than $ 90 mi l l ion in 
political revenue in 2010.

CMG’s multimedia 
approach gives political 
advertisers more opportu-
nities to use different media 
from the same company than 
many other organizations can 
offer. For example, TV has long 
been the strongest medium for politi-
cal spending, but radio also offers strong 
potential revenue growth, as does digital among 
CMG websites. 

CMG collaboration also cuts across geography. For 
example, TV and radio stations in Orlando are exploring 

ways to work together 
with radio stat ions in 

Jacksonville, Miami and 
Tampa and newspapers in 

West Palm Beach to provide 
“CMG Florida” offerings for 

political advertisers in this key 
swing state. 

“We’re all working together proactively, 
and there’s a lot of buzz among participants following 

the summit,” explains Curran. “We’re sharing political 
information and finding more ways to collaborate to 
boost political spending with CMG.”

CMG Ready to Win Big in 2012 Elections
By Chris Martin

CMG’s multimedia approach gives politi-
cal advertisers more opportunities to use 
different media from the same company 
than many other organizations can offer.

Photo: Tetra Images/Corbis Images



Manheim’s Traveling Digital Training
By Andrew Flick

Manheim is bringing the Manheim Digital 
Experience Tour, a traveling training showcase 
of the company’s high-tech innovations, to every 
operating location in the continental United States 
this fall. 

“Customers want to engage the Manheim market-
place anytime and anywhere,” says Joe George, group 
vice president of Manheim Digital. “We want to 
empower them to do that, and an important part 
of the process is showing everyone how our digital 
offerings complement the great work already being 
done at our auction locations.”

During the training, employees also learn about 
CoxTotalComp.com and other benefi ts of working 
for a Cox company.

To keep up with the Manheim Digital 
Experience Tour, follow Joe George 
on Twitter @jpgeorge. 
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Mobile Website
Launched in February 2010, the mobile website has attracted 
more than 2 million visits and acts as a gateway for customers 
to conduct business on demand. Key features include:

Bid and Buy: Lets dealers buy, place a bid or auto-bid on any 
OVE.com inventory from a mobile device.

Make an Offer: Invites buyers to make an offer on 
designated vehicles.

Simulcast Proxy Bidding: Enables proxy bids on Manheim 
Simulcast listings.

My Buying Activity: Allows customers to easily track recent 
OVE.com buying activity from Manheim’s mobile website, 
including units with live bids, on offer, won and lost.

Mobile MMR: Puts the digital version of the company’s industry-
leading wholesale vehicle pricing guide, the Manheim Market 
Report, at customers’ fi ngertips.

Manheim App 
Now the full power of the Manheim digital market-
place is in the customer’s hand. The Manheim 
app, available on Apple iPhones and Google 
Android smartphones, allows customers to scan 
vehicle identifi cation numbers (VINs) and easily 
capture MMR results, as well as view CARFAX 
and AutoCheck reports. 

“What impressed me most was how easy the 
Manheim app is to use,” says Ken Robinson of 
Ken’s Toyota Kars in Laramie, Wyo. “I barely had 
to hold the app over the bar code and zap! It 
scanned the VIN right away. This will help me 
be more effi cient as I research and buy cars.”

More than 85,000 customers log in to Manheim.
com each week, and there have been nearly 
50,000 downloads of the Manheim app.
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Unlimited data.
No extra overage charges. 
No slowing you down.

**Monthly charges exclude taxes, Sprint Surcharges [incl. USF charge of up to 14.4% (varies quarterly), Administrative Charge (up to $1.99/line/mo.), Regulatory Charge ($0.40/line/mo.) and state/local fees by area]. Sprint Surcharges are not taxes or gov’t-required charges and are subject to change. Details: 
sprint.com/taxesandfees.

Claim information for AT&T, T-Mobile and Verizon is derived from publicly available information as of 8/31/11. Based on similarly priced options for Verizon, T-Mobile and AT&T smartphones. AT&T, T-Mobile and Verizon offer additional data options. May require up to a $36 activation fee/line, credit approval, deposit. Up to $350/line early termination 
fee (ETF) for advanced devices and up to $200 ETF/line for other devices (no ETF for Agreements cancelled in compliance with Sprint’s Return Policy).Everything Data: Offer ends 11/12/11. Talk Plan: Includes 450 Anytime Min./month. Add’l Anytime Min.: Up to $0.45/min. Nights: Mon-Thurs. 7pm-7am; Wknds: Fri. 7pm-Mon. 7am. Partial 
min. charged as full min. Any Mobile, AnytimeSM: Applies when directly dialing/receiving standard voice calls between domestic wireless numbers as determined when the call is placed using independent third-party and Sprint databases. Standard roaming rates/restrictions apply. Only available with select Sprint plans and while on the Nationwide 
Sprint or Nextel® National Networks (excludes calls to voicemail, 411 and other indirect methods). Messaging: Includes text, picture and video for domestic messages sent or received. International messages sent or received from the U.S. are $0.20/msg from outside the U.S. are $0.50/msg. SMS voice messages may incur an additional data 
charge of $0.03/KB. Data: Premium content/downloads (games, ringers, songs, certain channels, etc.) are add’l charge. Text to 3rd parties to participate in promotions or other may result in add’l charges. Sprint Radio includes access to select radio channels and song downloads (cost varies). Sprint TV® includes select channels. For full Sprint TV 
lineup, visit sprintchannels.mobitv.com. Content and channel lineup subject to change. GPS reliability varies by environment. International services are not included. Email includes use of Sprint Mobile Email, Microsoft Direct Push technology via Active Sync™, Versamail, IBM Lotus Notes Traveler® or BlackBerry® Internet Service (BIS). Voice/Data 
Usage Limitation: Sprint reserves the right, without notice, to limit throughput speeds, and to deny, terminate, modify, or suspend service if off-network in a month exceeds: (1) voice: 800 minutes or a majority of minutes; or (2) data: 300 megabytes or a majority of kilobytes. Prohibited network use rules apply. See in-store materials or 
sprint.com/termsandconditions for specifi c prohibited uses. Direct Connect®: Nextel and PowerSource™ devices operate on the Nextel National Network. Sprint devices operate within certain EVDO Rev A coverage areas on the Sprint 3G network. Group Connect®: Group Connect (21 max. participants) currently operates between parties on the 
same push-to-talk network platform. International Direct Connect

SM
 not included. Individual-Liable Discount: Available only to eligible employees of the company or organization participating in the discount program. May be subject to change according to the company’s agreement with Sprint. Available upon request on select plans and only for 

eligible lines. Discount applies to monthly service charges only. No discounts apply to add-ons $29.99 or below. Other Terms: Nationwide Sprint and Nextel National Networks reach over 278 and 279 million people, respectively. The Sprint 3G network (including roaming) reaches over 282 million people. Coverage not available everywhere. Not 
combinable with other discounts. Other restrictions apply. See store or sprint.com for details. ©2011 Sprint. Sprint and the logo are trademarks of Sprint. Other marks are the properties of their respective owners.

Call: 866-639-8354
Click: www.sprint.com/cox
Visit a Sprint Store
sprint.com/storelocator
Mention this code: Corporate ID: NACOX_ZZZ

Unlimited data while on the Sprint network. Off-network data usage cap 
applies. Price after discount. Reg. $79.99/mo. ($69.99 Everything Data 
Plan 450 + non-discountable $10 Premium Data add-on)  Requires a 
two-year Agreement. Other monthly charges apply. See below.**

Everything Data Plan
$

/mo..6249

It seems everyone is saying they have the best unlimited 
plan. Here’s the truth. Our competitors love to limit you to 
2GB of data usage. After that, they slow you down or 
charge you extra. At Sprint, for only $6249/mo, we give you 
Unlimited data plus Unlimited text and calling to any mobile. 
All while on the Sprint network.

May the best unlimited plan win.

15329

Special offers for employees of Cox

Your connection gets slowed 
down after 2GB of data usage. 
Bye-bye, high speeds.

You get dinged with extra charges  after you hit 2GB 
of data usage on your smartphone. Hello, high bills.

Manheim Pensacola employees learn about new digital tools during a small-group training session.



Radio Station Reporter Gets the Show on the Road
By Loraine Fick
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When commuters tune in to STAR 99.9 in Milford, 
Conn., the friendly, upbeat voice they hear guiding them 
through traffi c is Tommy Edison, a 17-year veteran of the 
station. What they couldn’t know is that Edison has been 
blind since birth.

So how can a person who can’t see traffi c report on it? 
Edison works at a console in a regular broadcast studio, 
but his real tools are police scanners and phones — a net-
work of volunteer callers updating him on delays and 
road conditions all over the broadcast area. While other 
traffi c reporters rely on notes or an electronic template 
to keep the details straight, he does it all by memory.

Edison’s schedule is full: He covers drive time on 
STAR 99.9 as part of the morning show and then heads 
home around 9:00 a.m. Then it’s back to report on traffi c 
on STAR 99.9 and WPLR-FM at 3:00 p.m. Every week-
end, he hosts the Saturday Night Retro Rewind, featur-
ing hits from the ’80s and ’90s. 

“I love the people I work with. I come in every day 
and have fun, on mike and off,” Edison says. “I’m here to 
have a good time and take as many with me as possible.”

Says Chris Eagan, operations manager and afternoon 
show host, “Tommy has a big, friendly personality, and 

he’s great at his job. He’s interested in all kinds of things. 
His enthusiasm is infectious.”

One of those other interests: movies. Edison reviews 
fi lms and posts his critiques online at blindfi lmcritic.com. 
First-time visitors to the site have to wonder: If he can’t 
see, how can he review movies thoroughly for a sighted 
audience? They fi nd out that Edison’s critiques offer a 
unique angle. Without visual distractions, he can focus 
on plot, character and dialogue more keenly than sighted 
reviewers. He has racked up tens of thousands of views 
on YouTube.

“Next I’d like to do television. There really aren’t any 
blind people on TV. I’m not a crusader, but I want to break 
down doors and go places I’m not expected to be,” he says.

To fi nd out more, visit star999.com and check out 
blindfi lmcritic.com.

In Business20

“ Next I’d like to do television. There really 

aren’t any blind people on TV.”

Important News about Employee Life Insurance Benefi ciaries

This Open Enrollment period, complete the NEW online 
Employee Life Insurance Benefi ciary Designation form.

The online form saves time, reduces paper usage and, most important, 
allows you to view and change your designations at any time. 

During this fall’s Benefi ts Open Enrollment period, complete an online 
Employee Life Insurance Benefi ciary Designation form — even if you’ve 
already completed a paper form. On January 1, all paper forms are void.

After Open Enrollment, you can update your information at any time by 
accessing InSite and selecting My Tools > My Benefi ts > My Benefi ciaries.

Update Your Form — You Might Win a Kindle Fire!
All eligible employees who complete the online benefi ciary designation form by January 31 will be entered into a drawing 
to win a newly released Kindle Fire. If you completed your form during Benefi ts Open Enrollment, you’re already entered!

Make sure your 
life insurance 
benefi t goes to 
the ones who 
need it most.
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These Little Digeez Go a Long Way
By Morgan Walraven

Little Digeez mascots are a big hit 
with customers and employees.

Photo: Cristin Bowman

The words “huggable” and “high tech” usually 
don’t go together. But with its colorful little Digeez 
mascots, Cox Communications, Inc. (CCI), just might 
be changing that.

Since their 2008 introduction, the Digeez have been 
featured in TV commercials, print ads and marketing, 
and stuffed-animal versions are sold at CCI’s retail stores. 
They’ve found their way into the lives of customers and 
employees, including as a trick-or-treat item given away 
in store and a wedding cake topper. The Digeez have 
resonated with all market segments and ages.

“From the very beginning, the Digeez have been a hit 
with customers and our employees,” says Joe Rooney, 
senior vice president of brand marketing, advertising and 
social media. “They were designed to be likeable, much 
like the CCI brand.” 

Indeed, the mascots embody what CCI wants its 
brand to be, agrees Mark Greatrex, CCI’s chief market-
ing offi cer. “The Digeez personify our friendliness and 
approachability.”

Rooney, Greatrex and their marketing team measure 
the effectiveness of a brand icon by asking if it attracts 
attention, is branded well and communicates the right 
message. For the Digeez, the answer is yes to all three. 
The Digeez add warmth to customer relationships, build 
brand recognition and encourage engagement. 

And they keep evolving. This year, CCI kicked off 
the Digeez Critters, a series of 3˝ vinyl collectibles. Each 
month, a new animal-themed Digeez character is intro-
duced, driving traffi c to Cox Solutions Stores and spark-
ing interest through social media sites such as Facebook, 
YouTube and Twitter. So far, Digeez Critters have included 
Hopper the frog, Whiskers the cat and Buzzby the bee, 
with Pinky the pig and a mystery critter to come in the 
next few months.

Plans for more editions are already in the works. “We 
are implementing a holiday campaign that will include 
all nine CCI regions,” says Greatrex. “For the fi rst time, 
we’ll have a marketing program featuring the Digeez 
that the entire company is working on.”

Want Digeez of your own?  
The Digeez are available at Cox Solutions Stores 
in CCI markets.
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Clark Howard, the longtime Cox radio host
and noted penny-pinching consumer advocate, 
is riding high this fall with his fi rst New York Times 
No. 1 best-selling book.

Clark Howard’s Living Large in Lean Times 
debuted at No. 5, climbed to No. 3 and clinched 
the top spot in the Sept. 4 listing. 

In the book, Howard says that wealth is not out 
of reach, but rather quite attainable. He lists more 
than 250 tips, including how to:

•  Locate missing and unclaimed money 
in your name.

• Lower your student loan payment.
• Find legitimate work-at-home opportunities.
•  Get unlimited texting and emailing for less 

than $10 per month.
•  Know the kind of personal info not to post 

to social media sites.
•  Determine the best mortgage rate.

For more on Howard and his book, check out 
ClarkHoward.com.

Clark Howard Hits No. 1
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It’s home to Disneyland and Knott’s Berry Farm, nine famous beaches, suburban shopping 
splendor and, of course, scores of sun-worshipers. Orange County, Calif., one of the 10 most 
populous counties in the United States, is also home to several Cox businesses, including 
AutoTrader.com, Cox Communications, Inc. (CCI), and Manheim.

Thrive in the Sunshine
Where Cox Businesses

By Deborah Geering

Orange Count
y

>

Size and population 798 square miles, 34 incorporated cities, 
almost 3 million people

Average temperature 70 degrees

Oldest city Anaheim, incorporated in 1870

Accommodations About 55,000 guest rooms in 500 hotels. About 
20,000 of those rooms are in Anaheim, home to Disneyland.

John Wayne Airport In 1979, the county board of supervisors 
renamed Orange County Airport after the Duke. The actor, who 
had died that year, called Newport Beach home.

Other famous residents and/or natives Kobe Bryant, Will Ferrell, 
Steve Martin, Richard Nixon, Bonnie Raitt, Tiger Woods

O.C. cameo appearances in film and television The final scene 
in “Rain Man,” the opening harbor scene in “Gilligan’s Island,” 
a mall chase in “Kindergarten Cop,” much of “Beaches.”

“Cox has a long-standing relationship with the Orange 
County community,” says Theresa Yeoh, public relations 
manager for CCI California. “It’s a place you can work 
and call home. The people, the weather, the beaches —  
it’s just a great place to do business and support 
our customers.” 

Let’s take a look at O.C.’s (no “the,” please) close 
relationship with Cox, and all that Orange County has 
to offer … on our way to the beach, of course.

Jackson Horspool hits the beach with 
his mom, Tina Williams, and stepdad, 
Marcus Williams, both of CCI.

Photo: Karen Knauer

Los Angeles
Orange County



Mission San Juan Capistrano.

Photo: Richard Cummins/Corbis Images

 

Has donated about $7 million in cash and in-kind 
services to the community since 2000

Supports Injured Marine Semper Fi Fund, Blind 
Children’s Learning Center and the Illumination 
Foundation mobile medical unit providing free 
care to the needy

Holds an annual Cox Cares Carnival for Boys 
& Girls Clubs of Capo Valley, Irvine, Laguna 
Beach, Aliso Viejo and San Clemente

Cheryl Ryan Marketing supervisor, Cox Media

Favorite off-the-beaten-path place to send visiting 
friends: The Ramos House Café in San Juan Capis-
trano. It’s in “old San Juan,” which makes you feel like 
you have stepped back in time. 

Favorite tourist destination: I love the beach, but I’m 
really a sucker for Disneyland.

Favorite Orange County activity: Friday night picnics on 
the beach with my family. And seeing Broadway plays 
at Segerstrom Center for the Arts with my mom. 

Michelle Chiarenza 
Facilities administrator, CCI

Favorite tourist destination: Montage Resort 

What’s the best thing about Orange County? Access 
to so many destinations and activities — skiing, 
surfi ng, wine tasting, bike riding 

Best suburban icon: South Coast Plaza. Shopping, 
shopping, shopping!

Art Yoon Director, governmental affairs, CCI

Favorite tourist destination: Laguna Beach 

Prettiest spot in the county: Emerald Cove 

Favorite Orange County activity: Surfi ng

Community Impact

Generates about $19 million a year in local taxes

Employs roughly 1,200

Provides at least one service to 90 percent 
of households in some communities

Art Yoon and his wife Chris, Aliso Beach Park, Laguna Beach.

Photo: Karen Knauer
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Milestones

1996  Introduced high-speed Internet and 
digital phone service to the market; one 
of the first to offer digital cable service

1999  Introduced bundled services

2000s  The fi rst cable system in the market to 
deliver voice, video and data through 
one broadband network

2003  Introduced high-definition TV

2007  Became the first cable company in the 
market to install solar panels

2010  Became one of the first markets in the 
country — and the fi rst in Orange County —  
to offer a quadruple-play bundle with TV, 
Internet, voice and wireless 

Get to Know Orange County26 27



Citrus crops were an early anchor of the 
economy of Orange County, founded in 1889.

One of the company’s five original regions, 
it has operated since 1999

189 paying dealers generate about 
$741,000 a month in billing

Customer searches for luxury vehicles 
trump most other markets

Regional O.C. office houses a training 
facility for the entire West division

Annual dealer softball tournament raises 
thousands of dollars for local charities

Jennifer Quarton Advertising consultant, 
AutoTrader.com

Favorite place to send visiting friends: Avila’s 
El Ranchito — great Mexican food and fun 
environment

Favorite tourist destination: Laguna Beach —  
fun beach city with great restaurants

The best thing about Orange County: Great beaches 
and the weather cannot be beat

Favorite Orange County activity: Bike rides and 
restaurant/beach hopping

Cynthia Ferguson Regional sales director, 
AutoTrader.com, Southern California and Las Vegas

Favorite place to send visiting friends: Taco Mesa in 
Costa Mesa — amazing and healthy Mexican food

Favorite tourist destination: Newport Beach Harbor 
to rent a Duffy boat or go kayaking

Prettiest spot in the county: Laguna Beach

Favorite Orange County activity: Boating and golfi ng

Disneyland opened in Anaheim, Calif., in 1955.

Photo: Mindy Schauer/Corbis Images

In operation for 35 years, Manheim California is the longest-running vehicle 
auction in Southern California. “For dealers in the region, this is their 
trading post,” says Richard Steffy, assistant general manager. “This is 
where they buy their products and sell them.” 

The facility, once a carpet mill, is undergoing a major facelift to be 
completed by the end of 2011.

Wednesday auctions attract up to 1,400 dealers, plus another 500 online. 
“We keep the restaurants around here busy for lunchtime,” Steffy says.

The auction site is also home to Total Resource Auctions — California. 
Manheim also has operations in nearby Riverside and Fontana.

Get to Know Orange County28 29

Richard Steffy Assistant general manager, 
Manheim California

Favorite off-the-beaten-path place: Santiago Park

Favorite tourist destination: Disneyland

Best O.C. icon: Anaheim Angels “A” sign

Prettiest spot: Newport Beach



Cox Continues to Launch Bright Futures for Students
By Keating McCarthy

This spring, 10 high school students received great news about their futures: They were selected 
to benefi t from The Jim Kennedy Scholarship Fund for Children of Cox Enterprises Employees. 
For several, this made their plans to attend college possible.

Each year, the fund selects 10 college-bound seniors to receive a $10,000 award to help cover 
college costs for freshman year. As long as students meet renewal criteria, they will receive the 
award for three additional years. 

These scholarships are personally funded by Jim Kennedy, chairman of Cox Enterprises, 
and is open to any high school senior whose parent has worked full time at a Cox company for 
at least three years, including Cox Communications, Inc., Cox Media Group, AutoTrader.com 
and Manheim. Recipients are selected by an independent committee based on fi nancial need 
and demonstrated commitment to personal development.

For more information about the scholarship, visit The Jim Kennedy Scholarship Fund page 
at insite.coxenterprises.com or contact your human resources representative.

The Scholarship Fund is a component fund of The Community Foundation for the National Capital Region (CFNCR), a 501(c)(3) charitable organization, 
and is not a program of Cox Enterprises, Inc. Scholarship Fund applications are reviewed and recipients are selected by an independent committee 
appointed by CFNCR.

Macy LeBlanc
Dana LeBlanc, Cox Media Group, Lafayette, La.

•  Volunteered with Toys for Tots, 
Relay for Life, Habitat for Humanity 
and Special Olympics

•   Involved in Senior Beta, Future 
Business Leaders of America, 
4-H and student council

Kyleigh Lesjak
Dawn Lesjak, Manheim, Milwaukee

•  Member of the student council, National 
Honor Society, Key Club, Science Club 
and JV Dance Team

•  Volunteered with the Leukemia & 
Lymphoma Society

Kevin Craven
Joseph Craven, Cox Communications, Inc. 
(CCI), Hampton Roads, Va.

•   As an Eagle Scout, built a play set 
for a church preschool 

•  Recipient of the Eagle Scout Award 
and the Bronze Palm Award

•   Active in the Key Club 

Tyler Donaldson
Lonnie Donaldson, CCI Hampton Roads, Va.

•  Volunteered in a soup kitchen, a food 
bank and neighborhood cleanups through 
the Boy Scouts of America

•  Participated in band and orchestra
•  Excelled in academics

Tiffany Mascarenhas
Joyce Mascarenhas, Manheim, 
Anaheim, Calif.

•   Excelled in rigorous AP classes and made 
the Principal’s High Honor Roll every year

•  Violinist in the school orchestra and 
member of the concert choir

•   Volunteered with St. Jude Medical Center

Gabrielle Rodriguez
Maria Elena Rodriguez, Cox Radio, 
San Antonio

•   Volunteered with Special Olympics, a local 
health fair and a special needs program

•  Established a local fundraising effort 
for save.Darfur.org 

•  Active with the English Honor Society

Amira Johnson
Rhonda Swan Johnson, The Palm Beach 
Post, West Palm Beach, Fla.

•  Founded Inner Beauty, a program to 
help young women develop self-esteem

•  Visited the elderly through a church 
junior missionary program

•  Plans to volunteer with the Urban League 

Marcus Johnson
Malcolm Johnson, Manheim, Denver

•  President of the Computer Science 
Independent Study 

•  Served as student council treasurer 
and received Most Valuable Program-
mer award

•  Volunteered to help feed the homeless

Viviana Aleman
German Aleman, formerly with Manheim, 
Dallas-Fort Worth

•  Recipient of the Yellow Jacket Award 
for students with a GPA of at least 3.0

•  Student of the Week in Geography
•  Active in Hispanic Youth Association 

and DECA

Nicole Baird
Mark Baird, Manheim, Central Florida

•  Placed fi rst for solo performance 
in the Dance America Competition 
and was chosen for nationals

•  Active in the Latin Club and Drama Club
•  Relay for Life team captain for three years

2011 Scholarship Winners

The Jim Kennedy Scholarship Fund The Jim Kennedy Scholarship Fund30 31
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Valpak Finds New Ways to Share Deals
By Teresa Crowder

With couponing hotter than ever in the digital-and-mobile 
marketing age, Valpak is uniquely poised to combine its 
powerhouse direct-mail business with a multimedia suite 
of high-tech products.

“Our current base and brand name have given us a great opportu-
nity to assume our rightful position in the digital landscape,” says 
Michael Vivio, president of Cox Target Media, noting the company’s 
four decades of coupon expertise and instant recognition of its 
blue envelope.

Competition for the mobile couponing dollar is fi erce, but 
Valpak adds value with personal deals targeted to neighborhoods, 
lifestyles and preferences. The hyper-local focus appeals to consum-
ers and advertisers alike. “We have a fantastic national brand built 
on great long-term local relationships,” says Vivio. “We are uniquely 
positioned to lead the way into the digital future.”

Valpak’s goal is to make sure that anywhere con-
sumers look for savings — in the mailbox, online or on 
their phone — they fi nd Valpak offers. “Right now we 
are focused on using all our print and digital assets 
together to create a product combination unparalleled 
in the industry,” says Vivio. “For Valpak, success not 
only means we have delivered meaningful results for 
our advertisers, but we have helped make consumers’ 
lives better with great savings.” 

“Like” Valpak on Facebook and follow 
@Valpakcoupons on Twitter.

Tech Talk Tech Talk32 33

Check Out Some of Valpak’s Cool New Offerings

“ We have a fantastic national 

brand built on great long-term 

local relationships.”

Valpak.com — Newly redesigned based on extensive con-
sumer research, the site provides a customized local 
e-commerce hub that features traditional free coupons 
next to prepay Valpak Deals coupons. 

SMS text coupons — Consumers can text the code found 
on Valpak coupons to Valpak, and a coupon is texted back. 

Valpak deals — At Valpak.com consumers can purchase 
limited-time deals at 45 percent off or more. Unlike other 
“deal of the day” models, offers last up to a week or a month 
and can be promoted with inserts in the Valpak envelope. 

Hyper-local deals — Valpak was the fi rst to offer location-
based coupons with junaio’s Augmented Reality app, 
and Valpak has proprietary apps for the iPhone, Android, 
Palm Pre, Blackberry and Windows 7 platforms. Con-
sumers can go to Valpak.com, download the free app for 
their smartphone and find local savings opportunities 
anytime, anywhere.

QR codes — Printed on the blue envelope and on 
coupons inside, these codes can be scanned by 
smartphones and link to videos, microsites, contest 
entry portals and more. Valpak is the national QR 
code leader and will have more than 200 million 
codes in circulation by the end of the year.

Download a free QR reader app to scan this code 
to visit CoxConserves.com and learn about efforts 
to reduce our company-wide carbon footprint.to educe ou



Slee ping In
Here’s something many of us haven’t done since we were kids: On the 
weekend, get to bed at a reasonable time and then allow yourself to 
wake up naturally the next morning. There’s something to be said for 
easing into the day slowly.

Sunlight
We’ve been warned: Stay out of the sun or you could develop skin cancer. But some 
experts believe we’ve been warned too much. Sun exposure is the best source of vita-
min D, which helps the body absorb calcium, improves immune function and may even 
ward off heart disease. The jury’s out about how much sunlight is safe, so limit your 
exposure to a few minutes at a time. 

Healthy Living Healthy Living34 35

By Loraine FickNot-so-guilty pleasures you can just plain enjoy

Red Wine
Study after study suggests: A glass of red wine could be good for your heart. 
Resveratrol, the potent antioxidant from the skins of red wine grapes, seems 
to be why. And if you have that glass while socializing with friends and family, 
you’ll give your heart another healthy boost. Don’t start drinking just for the 
health benefi ts, though, and stick to one glass. 

Chocolate
But not a typical candy bar — choose dark chocolate. It’s packed with antioxidants 
that can help prevent certain cancers and keep your arteries unclogged. Recent 
studies show promising results for increasing blood fl ow to the brain so you stay 
sharp as a tack. Just go for high cocoa content and low sugar. 

Saying No
Heading the PTA at your children’s school. Picking your neighbor up at the 
airport for the third time this month. Baking a cake at 11 p.m. for a charity 
fundraiser. It’s easy to spread yourself too thin so there’s not enough time 
left to recharge. Help others out when you can, but don’t forget yourself. 
With a little R&R, you can jump back in with fresh energy.

Sources: mayoclinic.com, cdc.gov, health.usnews.com

From all  of us at InSide Cox, happ y holidays 

and best wishes for the coming year!

Naughty   but Nice

ome naughty things are always naughty: living on donuts and littering, 
for example. And some things just seem nice, like doing too much for 
others and neglecting yourself. And some things on the naughty list can 
be good for your brain, heart and sanity, especially the closer we get 
to the holidays. So stop, breathe, indulge (and maybe even sleep in).

S



AutoTrader.com employees 
serve lunch during fi eld 
day for the Brookhaven 
Boys & Girls Club. 

Our Values in Action 37
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AutoTrader.com Leadership Program mentors and mentees planned, organized and 
hosted a fi eld day and lunch for the Brookhaven Boys & Girls Club near Atlanta. More 
than 110 kids enjoyed a variety of activities including kickball, three-legged races, dodge 
ball and jumping gyms. 

Each year the AutoTrader.com summer intern class chooses a community project to 
participate in. This year the interns partnered with the Atlanta Community Food Bank 
to help feed local families. 

Building a Playground in Charlotte

Cox properties of greater Charlotte, N.C., 
served as offi cial playground sponsor as part of Hands 
On Charlotte’s 9/11 Week of Service, making a $10,000 
fi nancial donation and in-kind donations up to $5,000 
to help build a neighborhood park in Lincoln Heights, 
a low-income neighborhood. The week of service 
commemorated the 10th anniversary of Sept. 11, 2001, 
by recreating the spirit of community and selfl essness 
that emerged following the attacks.

Fifty employees from Cox Media Group’s WSOC-TV/ 
WAXN-TV and WSOCTV.com, AutoTrader.com, Valpak 
and Manheim Statesville assembled equipment 
and landscaped the new park. Manheim North Caro-
lina and Manheim Darlington in South Carolina were 
also part of the playground sponsorship.

AutoTrader.com 

Special Olympics: 

Helping 
the Games 
Go On 

Cox in the Community
At Cox, we are deeply committed to helping our communities 
become even better places to live, work and play. 

Our Values in Action

Throughout the year, every year, teams of dedi-
cated Cox employee volunteers get in the action with 
Special Olympics. 

AutoTrader.com has been a partner of Special Olym-
pics Georgia since 2005. This year the company’s vol-
unteers, family members and friends clocked more 
than 1,050 hours during the Special Olympics Georgia 
Summer Games in Atlanta, working the events and 
cheering on athletes. More than 100 Cox Enterprises 
Atlanta employees managed the soccer venue at the 
Games in May by running soccer skill drills, encouraging 
teams and handing out awards to the athletes. Cox Media 
Group’s WFTV 9 Family Connection in Orlando is a 

key media sponsor, providing PSAs, news coverage and 
inclusion in the weekly 9 Family Connection Minute 
during morning and midday news. 

Cox divisions also help ensure the Games have the 
funding needed to continue. Cox Communications 
Omaha sponsored the 2011 Cox Classic tournament, 
which benefi ted Special Olympics Nebraska and other 
local charities. Manheim Southern California employ-
ees raised $2,000 to help the Kiwanis Club of Fontana 
fund the Special Olympics area meet, where hundreds 
of athletes of all ages and abilities competed in track 
and fi eld, swimming, basketball and more. 

Mike Wysong, Cox Enterprises director 
of applications design and development, 

runs soccer drills during the Special 
Olympics Georgia Summer Games.

Photo: Jenni Girtman



Thirty-fi ve Cox Enterprises employees in 
Atlanta participated in the 2011 Georgia 
Walk Now for Autism Speaks, and the 
team raised $7,730 for autism awareness, 
advocacy, research and family services. 

Cox Enterprises, Inc. 

Cox Media Group

Cox Enterprises employees and family members walked in the 2011 Georgia Walk Now 
for Autism Speaks.

By working on this house, Cox Radio Tulsa employees enabled 
a single mom to be reunited with all four of her children.  
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Thanks to the Statesman Swim Safe for Austin Kids program, more 
than 570 at-risk children learned how to swim this summer.

This summer, the Statesman Swim Safe for Austin Kids 
program (a partnership of the Austin American-Statesman, 
the City of Austin Parks and Recreation Department and 
the YMCA of Austin) provided free swim lessons to over 
570 at-risk children. Established in 2000, the program has 
helped more than 11,300 kids in kindergarten through 
third grade learn to swim. 

For the second year, Cox Media Group Ohio and American 
Rivers held a press conference to raise awareness of the 
local Clean Sweep of the Great Miami River effort. As part 
of the event, more than 100 employees and family mem-
bers volunteered to clean up the Wolf Creek portion of the 
Great Miami River, collecting more than 2,800 pounds of 
trash including 1,000 pounds of recyclables. 

A team of fi ve volunteers from Cox Radio Atlanta partici-
pated in the Bowl for Kids’ Sake, raising nearly $5,000 to 
benefi t Big Brothers Big Sisters of Metro Atlanta. 

On June 30, more than 25 Cox Radio Tulsa employees 
helped build a 1,500-square-foot Habitat for Humanity 
home for a single mom with four children. They hung siding 
on the house and a utility shed and installed supports for 
the front porch.

In Los Angeles, Cox Reps’ Change for Change in-offi ce 
campaign raised $300 to buy school supplies for 65 chil-
dren at WomenShelter of Long Beach. Thanks to support 
from local stores, Cox Reps purchased enough supplies 
to equip the students well for the January 2012 semester. 

Working with Halogen TV, the San Diego Padres and 
Soles4Souls, Cox Communications California challenged 
the San Diego community to help collect 20,000 pairs of 
shoes for children in need. New or gently worn shoes were 
collected at Cox San Diego’s retail stores and employee 
campuses and at PETCO Park before a San Diego Padres 
game. Afterwards, 1,000 pairs of shoes were distributed to 
homeless and foster youth from local nonprofi ts including 
Casa de Amparo, San Diego Youth Services and St. Vincent 
de Paul Village.

In June, Cox Communications 
Las Vegas donated $500 to 
Autism Speaks on behalf of 
employee Gina Molendyk and 
her son Robert as part of its
My Cox Charities program. Launched in May, the program 
recognizes the commitment of its employees to the south-
ern Nevada community by randomly selecting one of the 
nonprofi t organizations nominated by employees. 

Cox Communications Louisiana employees donated and 
delivered 1,500 school supplies, including backpacks, pen-
cils, rulers, crayons, jump ropes, word search games and 
lanyards, to Highland Elementary School in Baton Rouge 
on Aug. 10, the fi rst day of classes. 

More than 40 Cox Communications Oklahoma employees 
in Tulsa and Oklahoma City spent a day working with 
Rebuilding Together to assist two elderly families with 
basic home repairs and renovations to make their homes 
safer and more energy effi cient. 

Cox Communications Omaha sponsored the 2011 Cox Clas-
sic to benefi t local charities, including Ronald McDonald 
House, Special Olympics Nebraska and Youth Emergency 
Services. Cox VIP guests enjoyed prime viewing space and 
private shuttle service to and from the tournament, courtesy 
of Manheim Omaha. Since Cox Communications’ partner-
ship began in 2000, the tournament has raised more than 
$1.8 million for local charities.

On July 9, Cox Communications Virginia held its second 
annual Kids’ Safety Festival in Virginia Beach. Thousands 
of children and their families benefi ted from free vision 
screenings offered by the Lions Club, fi re safety taught by 
local fi refi ghters and free photo IDs provided by the sheriff’s 
department. Cox Communications offered Internet safety 
tips and Cox Charities information. 

Cox Communications, Inc.

A child donates a pair of shoes for Soles4Souls. 

Children of all ages had the opportunity to spin the prize wheel and 
win a gift during Cox Communications Virginia’s second annual Kids’ 
Safety Festival.

>



Manheim partnered with the National Independent 
Automobile Dealers Association (NIADA) to present the 
fi rst-ever Dealer’s Edge National Community Service 
Award to Chacon Autos for its outstanding charitable 
contributions. As part of the award, Chacon Autos 
received a check for $5,000 to be donated to its charity 
of choice, the Dallas Education Foundation. 

Manheim Central Florida employees participated in 
Orange County District 4’s back-to-school event by 
raising $1,000 in just two weeks to purchase hundreds 

of school supplies. Employees also volunteered at the 
distribution event on Aug. 13 to hand out backpacks 
and school supplies to children in need. 

Manheim San Antonio employees honored long-time 
colleague Pam Severance, who passed away three years ago, 
by raising more than $2,000 for the Fisher House during 
Sunshine Yellow Day. The Fisher House offers military 
families a home away from home while their loved ones 
receive specialized military hospital/VA medical care.  

Manheim

Employees at Manheim Central Florida raised $1,000 to purchase school supplies for Orange County District 4’s back-to-school 
event that benefi ted hundreds of children.

For Sunshine Yellow Day, Manheim San Antonio 
employees sold yellow stickers to colleagues 
and dealers in an attempt to color a Corvette 
bright yellow — the color vehicle driven by their 
late colleague Pam Severance. Money raised 
was donated to the Fisher House.
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KIRO 7’s mobile tweetup team members Brad Brotherton, Michelle 
Millman and Jenni Hogan visit with staff at a Uwajimaya grocery store.

In Seattle, KIRO-TV’s Family Connection partnered with 
Brotherton Cadillac to host a mobile “tweetup.” KIRO 7’s 
traffi c reporter Jenni Hogan and other staff members went 
mobile and visited as many Twitter followers as they could 
in three hours, collecting $8,500 for The Moyer Foundation’s 
Catch a Cure for Cancer campaign.

A dozen employees from The Atlanta Journal-Constitution 
are volunteering each week throughout the school year to 
serve as big brothers and big sisters for students at Wood-
land Elementary School in Atlanta as part of Big Brothers 
Big Sisters of Metro Atlanta. 

WFTV 9 Family Connection and WRDQ 27 Community 
Connection in Orlando partnered with Hope Now Inter-
national to hold the 7th Annual Back to School Bash, which 
provided free backpacks stuffed with school supplies to 
more than 12,700 local students, and massages, yoga classes 
and bags with school supplies to 200 teachers. The students 
also received free haircuts, immunizations, health screen-
ings and key information to start the school year off right. 

WPLR-FM in Connecticut donated $8,000 of airtime, online 
space and digital media to promote Walk a Mile in Her 
Shoes, an international men’s march to stop rape, sexual 
assault and violence against women. More than 700 people 
participated in the event, which raised over $50,000 to sup-
port local rape crisis services and domestic violence shelters. 

WQNU-FM in Louisville, Ky., partnered with Kids Center 
for Pediatric Therapies to support and promote Walk & Roll 
for Kids. The station donated $5,000 of airtime, online space 
and digital media to promote the event; the $166,000 raised 
helps pay for the center’s services to 166 children for a year. 

WSB-AM/FM in Atlanta helped generate a record-setting 
$1.3 million for the Afl ac Cancer Center and Blood Disorders 
Service of Children’s Healthcare of Atlanta during the 11th 
annual News/Talk WSB Care-a-Thon. The stations donated 
about $350,000 in airtime, online space and digital media 
to promote the fundraising event. 

WSB-TV employees and staff from The Atlanta Journal-
Constitution helped decorate 200 shoeboxes and fi ll them 
with toiletry items as part of United Way of Metropolitan 
Atlanta’s annual Shoebox Project. WSB-TV hosted a deco-
rating party and the station’s female anchors recorded 
public service announcements promoting the Shoebox 
Project, which collected more than 17,200 shoeboxes for 
homeless women and children in metro Atlanta.

WSOC-TV in Charlotte helped generate more than 14,000 
pounds of food, enough for a meal for 10,052 people in the 
Metrolina region, during its summer food drive for the 
Second Harvest Food Bank. Collections totaled 30 percent 
more than last year.

In July WWRM-FM in Tampa partnered with St. Joseph’s 
Children’s Hospital to collect toys for hospitalized chil-
dren. The station hosted an all-day toy drive and donated 
$29,000 of airtime, digital space and online media to 
promote the event. 

WPLR-FM’s morning personality AJ (in the pink shirt) hosted and 
participated in Walk a Mile in Her Shoes, a men’s fundraising march 
in high heels to stop violence against women.
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People Moves 
Recent Promotions and New Hires

Did you know?
Some Cox locations offer incentives for 
commute alternatives. Check with your 
local offi ce for more details.

P
ho

to
: S

im
on

 J
ar

ra
tt

/C
or

bi
s 

Im
ag

es AutoTrader.com

Andrew Brand to director of operations fi nance, from senior 
business manager. Sherry Briggs to director of implementa-
tion, from manager, VINsolutions. Steven Karson to director 
of strategic initiatives, from senior delivery manager. Michael 
Salicco to regional sales director, from district sales manager. 

Cox Communications, Inc.

Jeremy Bye to vice president of wholesale and carrier accounts 
for Cox Business, from vice president of fi eld engineering. 
Adam Naide joins as executive director, marketing – social 
media. John Spalding to chief privacy offi cer, in addition 
to his role as vice president of government affairs. Kelly 
Williams to vice president, product strategy and manage-
ment, from vice president, product operations – wireless.

Cox Enterprises, Inc.

Randy Earley joins as vice president of audit services. Elton 
O’Neal to advisory and assurance director, from senior audit 
manager. Kalpana Oommen to advisory and assurance 
director, from senior audit manager. 

Cox Media Group

Colleen Brewer joins as vice president of sales, Austin 
American-Statesman. Chris Heisel to director of software, 
from senior manager of software implementation, CMG 
Digital and Strategy. Clarence Jackson to director of facili-
ties and maintenance, The Atlanta Journal-Constitution, 
from maintenance and facility manager, CMG Ohio Print 
Technology Center. Michelle Lenzo to regional sales director, 
from senior account executive, Cox Digital Solutions. Tom 
Raponi to vice president and general manager of KTVU-TV 
and KICU-TV, from vice president and general manager of 
KICU-TV and director of sales for KTVU-TV and KICU-TV. 
Katie Reid to senior director of revenue, from general sales 
manager. Lisa Searcy to director of marketing, Cox Radio 
Houston, from director of marketing for KKBQ-FM and 
KTHT-FM. Alan Segal to director of business development 
and intelligence, from senior manager of business intelligence 
and platform specialists, CMG Digital and Strategy. Steve 

Smith joins as director of radio programming. Cedric Thomas 
joins as director of sales, CMG Pittsburgh. Kara Womack to 
director, digital products and services, from manager, user 
experience, CMG Digital and Strategy. Linda Wood to direc-
tor of product development, from senior manager of product 
development, CMG Digital and Strategy. 

Manheim

Cliff Anderson to general manager of Manheim Nevada, 
from general manager of Manheim Texas Hobby. Carol 
Christofolo to vice president of supply chain management, 
from vice president of fi nancial processes. Victor Ferlaino 
to general manager of Manheim St. Louis, from general 
manager of Manheim Cincinnati. Steve Green to general 
manager of Manheim Texas Hobby, in addition to his role 
as general manager of Manheim Houston. Anita Jamison 
to general manager of Manheim Cincinnati, from assistant 
general manager of sales and marketing of Manheim Nash-
ville. Michael Meyer to general manager, from auction 
manager of Manheim El Paso. Cheryl Munce to general 
manager of Manheim Toronto, from vice president of strat-
egy, online and business development, Manheim Canada. 
Don Wallace joins as director of e-business/product devel-
opment, Manheim Canada. 

Retirees

Ingrid Molinazzi, senior executive assistant to the chairman 
of Cox Enterprises, has retired after 36 years with Cox.

Connie Ward, videotape editor at WSB-TV, has retired after 
33 years with Cox. 

Kenneth Wattley, videotape editor at WSB-TV, has retired 
after 33 years with Cox.

Allene Williams, supervisor of human resources data man-
agement at The Atlanta Journal-Constitution, has retired 
after 30 years with Cox.
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Out for a Spin

I’m a pilot myself, and the Dayton Air Show is my favorite event to photograph. 
Air show veteran Sean Tucker and I have become fast friends, though this fl ight 
was the fi rst time I have actually been in the airplane with him. Sean talked me 
through fl ight maneuvers as I stretched the camera behind my head from the 
front of the cockpit to capture this shot. It’s a blast to fl y with the best.

The Back Page

The Back Page 
Images of Interest from around Cox

Ty Greenlees, chief photographer, Dayton Daily News

Unwrap Some Deals for the Holidays

Want more? Go to insite.coxenterprises.com 
for all discounts and deals

’Tis the season to take advantage of employee discounts.

Tap into travel bargains, big savings on electronics
and much more to make the season bright.

Family Visiting? 
Keep them happy and busy at these 
great venues with special discounts:

•   Busch Gardens and Worlds 
of Discovery Parks

•  Colonial Williamsburg
•  The Newseum
•  Biltmore Estate
•  Georgia Aquarium

Computers for Less
Great gift-giving options — maybe for you?

•  Discounts on Apple hardware 
and software

•  Cox Employee PC Buyback Program
•  Refurbished Cox PCs through 

Apto Solutions
•   Discounts on Dell computers and 

related products
•  HP and Compaq consumer 

product discounts

Travel Made Easy
If you’re traveling this season, avoid the trials 
and trouble with TripIt, a free app that orga-
nizes air, car and hotel bookings, dining res-
ervations and activities in a single master 
itinerary. Go to Cox Travel and click on Cox 
Travel Cool Links, then the Tripit link. While 
you’re there, check out airport parking and 
car rental bargains.



2012 
Benefi ts Open 

Enrollment

November 14
through

December 1

For more 
information, 
contact HR.

your health matters
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