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about INMA. The International Newsmedia Marketing Association (INMA) is the world’s leading provider of global best 
practices and marketing ideas for newsmedia companies looking to grow amid profound market change. With nearly 2,000 members in 
82 countries worldwide, INMA produces magazines, newsletters, conferences, reports, award competitions, and other services to harvest 
the world’s best ideas to grow audience, revenue, brand, and profitability for newsmedia companies. The 79-year-old association has 
offices in Dallas, Antwerp, and New Delhi. To become a member of INMA, please visit www.inma.org.


