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It’s Free And It’s
Worth a Million

by
Douglas

Fry

I grew up in a very conservative
family. We were taught that to ac-
cept things from others was a sign
of weakness. We could make it on
our own, thank you very much. We
were “financially modest” by any
standard. We were proud. And
that’s just plain wrong. But that
didn’t keep Mom for accepting
hand-me-downs from other families
that we got to wear. If someone
offered me an ice cream cone, for
example, I was supposed to thank
them for their generosity but de-
cline their offer. How crazy is that?
I really wanted the ice cream cone!
But our upbringing required us to
refuse the generosity of others.

With that background it should
come as no surprise that I ended up
making some bad decisions because
I thought I should always decline
the kind acts of others. One in-
stance might explain this a bit bet-
ter.

My Uncle Walt invited us over to his
home one afternoon. All eight of us
trooped over to his home and were
escorted to their basement.
Sprawled across a huge table was an
amazing Lionel Model Train Set. He
showed us how awesome it was by
starting a train around the track,
switching it to different tracks,
stopping, reversing the direction of
the train, dumping a load of Lincoln
Logs, blowing smoke from the tiny
smokestacks, even blowing a train
whistle remotely from the control
panel. This train set had a dozen
cars, three engines, lots of track, an
8’ x 8’ table to put it all on, scenery,
tunnels, bridges, even smoke drops
to drip into the smokestacks. It put
our single engine, two car, oval
track to shame.

Uncle Walt let us take turns run-
ning the trains around the track,
tooting the train whistle, simply
having a blast. After all 6 kids had
their turns I figured it was time for
us to go back home. But he started
talking about how his children were
all grown up and didn’t play with
their train set any more. Then he
dropped the bomb on us. He offered
to give us the whole set if we would
agree to play with it.

This is where my upbringing kicked
me in the pants. My parents were
standing right there. I assumed we
were supposed to thank Uncle Walt
for his kindness but that we had a
train set of our own that we were
quite happy with. I didn’t want to
disappoint my parents by breaking
the code of refusal so I spoke for all
us kids. Being the middle child I
was the one that had to do the hard
stuff and did exactly what I though
I was supposed to do. “Thanks Un-
cle Walt, but we have a train set at
home already.”

My dad stepped in, thanked Uncle
Walt, and contradicted me by saying
that we would be very grateful to
accept his gift. I was confused, but
happy. We took boxes and boxes of
stuff home and erected that beauti-
ful Lionel Train Set in our own base-
ment. We spent hundreds of hours

playing with it. It became the back-
bone of fun for those rainy days
when we couldn’t go outside. All six
kids had a lifetime of fun with it. In
fact, that train has gone on to other
families to be enjoyed as well.

Just because something is offered at
no cost doesn’t decrease its value.
Nor does it mean we should politely
refuse the gift. I have learned that
accepting a gift is gracious and adds
value to both the giver and the re-
ceiver. There are comparisons to
make between free gifts and free
publications.

Member publications are free to ev-
eryone in the community. In the
pages of these award winning publi-
cations is incredible value, a sense
of community, and the backbone of
commerce. Because it is free adds to
its value. Don’t be like me as a kid.
Accept the gift, enjoy it, read each
issue, be grateful for the offering,
and enrich your life. When you are
done with it, pass it along to others
to be enjoyed as well.

Uncle Walt is gone, but the lesson I
learned from him about generosity
and kindness resonate with me each
time I get to read a Free Community
Publication. I hope it does with you
too as you enjoy your local paper.
Toot Toot!



Bob Wright
Scholarships

Awarded For 2019
By Deborah Phillips, Bob Wright
Memorial Scholarship Chairperson

This was an unusual year for the
Bob Wright Memorial Scholar-
ship. We only received six appli-
cations. Each person had good
grades, wonderful goals and
community involvement. Their

essays were excellent. And, in
view of the fact they all have met
the scholarship requirements, all
six will each receive $1,000.

Congratulations to all of our
scholarship recipients! We wish
you success in continuing your
education.

The 2019 recipients are Maegan
Kee, Carson Kee, Jennifer Sherk,
Benjamin Austin, Lillian Austin
and Abigail Austin.

Maegan Kee of Cresson, Texas is
attending the University of Arkan-
sas as a senior. She is majoring in
Public Health with a minor in
Business. Her goal is to become a
Physician’s Assistant by age 26.
Maegan’s mother, Donna Kee, is
employed at the Wedgwood Shop-
ping News in Fort Worth, Texas.

Carson Kee of Cresson, Texas is at-
tending the University of Arkansas
as a freshman. He has an 89.60
grade point average and has played
baseball since he was five years old.
His athletic experience has led him
to pursue a degree in Sports
Medicine. Carson’s mother is em-
ployed at the Wedgewood Shopping
News in Fort Worth, Texas.

Jennifer Sherk of Akron, Pennsylva-
nia will be graduating this year
from Ephrata High School. She is
planning to attend Millersville Uni-
versity of Pennsylvania in the fall.
Her grade point average is 4.137.
Jennifer’s grandfather, John Hock-
ing, started The Shopping News of
Lancaster County in 1965. Her
mother, Julie Hocking, is currently
the publisher and owner of the
Shopping News. And, of course,
Jennifer has worked at the paper
since she was a young girl. She
plans to major in secondary educa-
tion.



Lillian Austin of Millville, Massa-
chusetts will graduate this year
from Blackstone Millville Regional
High School. Her grade point aver-
age is 91.73. She plans to attend
Worcester State University and
study environmental science. Ac-
cording to one of her references,
“Lilly is an intelligent, empathetic,
and goal-oriented young woman.”
Her mother, Tammy Austin, is em-
ployed at the Valley Breeze in Lin-
coln, Rhode Island.

Benjamin Austin of Millville, Massa-
chusetts is attending the University
of Massachusetts Boston. His major
is Anthropology and his grade point
is 95.60. His mother, Tammy
Austin, is employed at the Valley
Breeze in Lincoln, Rhode Island.

Abigail Austin of Millville, Massa-
chusetts attends the University of
Massachusetts Boston. Her major
is History, but her passion is his-
torical archiving. She also works
at the UMass Boston University
Archives and Special Collections
as an archival assistant. She plans
to continue her education by get-
ting her master’s degree. Abi-
gail’s mother, Tammy Austin, is
employed at the Valley Breeze in
Lincoln, Rhode Island.



Gary’s Gallery
To keep you on your toes, TIP (The Independent Publisher) will include several photos from Gary Rudy’s vast

photo library. Try to identify each person and email those names to Douglas Fry (douglas@ifpa.com)



Being The Bearer Of
Bad News
By Shep Hyken

It’s never fun to share bad news
with a customer. Many people are
scared to be the bearer of bad news.
There are plenty of examples of bad
news – an order didn’t ship, some-
thing was damaged, a deadline is
not going to be met, etc. It doesn’t
really matter what the bad news is;
the key to managing the customer
experience is how you deliver the
bad news. This brings me to Dollar
Shave Club, who had to share the
news that they were raising their
prices.

While the price increase wasn’t very
much – just one dollar a month –
they still had to share the news with
their customers. The way they did it
was a classic lesson on how to share
negative information, hopefully
without upsetting the customer.

They sent a letter to their members.
(That’s what they call their cus-
tomers – members. After all, it is
the Dollar Shave Club. Not the Dol-
lar Shave Store. Clubs have mem-
bers.) The first couple of paragraphs
sum it up:

Hey Shep,

We’re emailing to let you know that as of
May 13, 2019, we will be increasing the
price of each Executive cassette by $1.
You are currently receiving these cassettes
on a 1-month basis. We believe in being
totally transparent with our Members,
even if it means delivering some tough
news.

We know. It’s a bummer. We don’t want
to do it.

The letter goes on to explain that
they haven’t raised prices since

2012 and they want to continue to
deliver the quality their members
expect. Sure, it’s only a dollar in-
crease, but nobody likes to pay
more for something.

Some important points to notice:
First, they used my name. Second,
their style was casual, which is in
alignment with their brand. Third,
they were very direct and to the
point. It’s all in the first sentence.

When delivering bad news, you can
do it in person or through some
type of written correspondence,
such as an email or a letter. Regard-
less of how the news is delivered,
consider the following steps:

1- BE PERSONAL.

2- BE DIRECT.
(Notice how Dollar Shave Club de-
livered the news in the first sen-
tence.)

3-APOLOGIZE.
Not because you’re at fault, but be-
cause you empathize with the cus-
tomer over the news.

4- GIVE AN EXPLANATION,
NOTAN EXCUSE.

5- THANK THE CUSTOMER

for their past business and for their
continued business in the future.

6- BE AVAILABLE
if the customer has questions.

Bad news is unavoidable. No matter
how careful we are, life isn’t perfect.
You’re going to have to give bad
news to someone eventually. But
the bad news doesn’t have to be all
bad – as long as you deliver it tact-
fully. Dollar Shave Club did just
that. So turn that frown upside
down, and turn bad news into a
good customer experience!

Shep Hyken is a customer service expert,
keynote speaker, and New York Times
bestselling business author. For informa-
tion, contact 314-692-2200 or
www.hyken.com. For information on The
Customer Focus™ customer service train-
ing programs, go to www.thecustomerfo-
cus.com. Follow on Twitter: @Hyken

(Copyright © MMXIX, Shep Hyken)



HOLDYOURHORSES!
byKevinSlimp
kevin@kevinslimp.com

If youʼve heard me speak at
a conference over the past two
or three months, youʼve heard
me discuss the differences
between newspapers.

For someone as young as I
am (no snickering, please), I
have seen a lot of changes in
our industry over the past 25
or so years. Aside from the
technological changes,which
are obviously numerous, much
has altered the way we think
about newspapers.

As a speaker, I remember
it was just a couple of de-
cades agowe saw the “great
divide” as an imaginary line
separating paid-circulation
newspapers from free papers.
In the “old” days (10or more
years ago), I was one of the
few speakers you might find at
both “paid” and “free” conven-
tions. There was a general
distrust between the two sides,
and as a consultant/trainer/
speaker, you had to choose
a side. Somehow, I became a
fixture at both types of con-
ventions and built a consult-

ing career working with both
types of papers.

Today,newspaper ownership
is more of an indicator of how
and what a newspaper is doing.
The differences betweenpaid
and free papers has become
fuzzier.Itʼs not unusual – it
might even bemore common–
to seenewspapers publishing
both free and paid papers.

I often speak aboutmy an-
nual survey of U.S. and Canadi-
an publishers, themost recent
of which was just completedin
April. At conferences,the thing
that seemsto surprise publish-
ers more than anything else
is howmany thingsARENʼT
changing at newspapers.

Itʼs easy to read social me-
dia postsand headlines about
buyouts, closings andmergers,
believing the entire industry
must be in a flux. As I men-
tioned in my previous column,
most papers arenʼt going out
of business any time soon.
Interestingly, most publishers
report their papers are doing
just fine financially.

According to the 2019sur-
vey of publishers, 85percent
of newspapers havenʼt changed
hands since 2015.Anda large
majority of newspapers that
did change hands, moved from
one group to another group (5

percent of newspapers) or from
one private owner to another
private owner (4percent of
newspapers).

In similar numbers to
previous surveys, 56percent
of publishers reported their
papers are locally owned, not
part of any group ... not even a
small group.

56percent.
I did not misspeak.
Only 15percent of news-

papers in the survey are part
of large national (13percent)
or regional (2percent) groups.
So, while you might feel like
every paper is being bought by
Gatehouse or Gannett or Ad-
ams, itʼs just not the case.Sure,
a few are. Maybe more than a
few.But, statistically, they are
a drop in the bucket compared
to the number of newspapers
remaining in local ownership.

Another area that continues
to stir confusion amongpub-
lishers is the benefitof digital
efforts.While most respondents
feel it is important tohave a
digital presence, 56percent
believeit either “is” or “might
be true” that their paperswould
do just as well or better without
a digital/online version.

Donʼt getme wrong. Iʼm not
saying for a heartbeat that any
newspaper should dump its
digital presence.What Iʼm say-
ing is digital is not “the goose
that laid the goldeneggs” yet,
assuming it ever will be.

Hereʼs how I see it. One
of my businesses is a book
publishing company.Weʼve had

somepretty big hits lately, in-
cluding a #1best seller (Where
Do We Go From Here?) in May.
In the bookbusiness, we know
that approximately 90percent
of our saleswill come from
printed books.Knowing that,
we put the bulk of our efforts
into producing the best printed
bookswe can.

Still, the five to eight
percent of revenue we receive
from Kindle versions is worth
the effort to create digital
versions of our books.We
would never, however, release
a digital version first. The
printed version comesfirst,
then the digital, because thatʼs
where the readers are and the
money is.

It appears, from questions
related to income and profit,
print – in newspapers– is still
where the money is. Recent
events at newspapers in New
Orleans is perhaps even more
confirmation that print is still
king, when it comesto news-
papers.That may or may not
change ten years down the
road, but for now itʼs true.

Okay, Iʼm off my soapbox.
Whatʼs the moral of this
column? Your paper probably
isnʼt so different from most
other papers.

Relax. Enjoy the view. Most
papers are doingfine financial-
ly.Not all, but most. If youʼre
like most, youʼre doing just
fine. Donʼt feel like everybody
else knows something you
donʼt.Enjoy the experience and
put out a goodnewspaper.

Perhaps itʼs time to take a breath beforegetting carried away

Hold Your Horses!
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Publication
for Sale:

Multi-Generational
Owned community
shopping guide for sale
in beautiful south cen-
tral Lower Michigan.

Family owned for over
70 years,The Salesman
Publications' owner is
ready to retire and is
selling her weekly/Sun-
day publication that
home delivers nearly
50,000 copies via inde-
pendently contracted
carriers in Jackson, Cal-
houn and Northern
Lenawee Counties.

Established advertiser
base with room to
grow.

Send inquiries to P.O.
Box 1765, Jackson, MI
49204.



Full load? or
Half-load?

By John Foust, Raleigh, NC

Greg used to help his uncle sell and
deliver firewood on weekends. No
doubt, that influenced one of his
first phone calls when he started
selling advertising for his local
newspaper. His prospect asked,
“Why are you asking so many ques-
tions?” and he said, “I’m just trying
to figure out if you need a full load
or a half-load.”

Greg’s sales manager told me it was
one of the most honest things she
had ever heard a salesperson say.
“He was doing the right thing by
asking questions to discover
needs,” She explained. “When the
prospect wondered what was going
on, Greg admitted that, yes, he was
calling to talk about a possible ad
campaign, but he couldn’t recom-
mend anything until he learned
about the prospect’s business.

“Although he no longer talks about
full loads and half-loads, he still
does a great job of learning about
his prospects and how they need to
market their products,” she said.

When you think about it, it’s easy
to see that firewood and advertising
have a lot in common. Both serve
specific purposes and both occupy
measurable space. A full load of ad-
vertising is a big campaign splash
with a sizable budget, while a half-
load is something less than that.

LET’S SEEWHERE THIS
FIREWOOD COMPARISON

LEADS:
1. What’s in the truck? In other
words, know your product. In order
to help your advertisers decide be-
tween full loads, half-loads, or other
options, it’s important to know as
much as possible about what you’re
selling. If your prospects know
more about your newspaper’s ad-
vertising products than you, you
won’t have much credibility.

2. What do they want? It’s a waste
of time to try to sell firewood to
someone who doesn’t have a fire-
place or a woodstove. And it’s just
as wasteful to try to sell advertising
to someone who doesn’t need it.

Know your prospect. Not everyone
needs everything that is being sold.
That is one of the biggest lessons of
selling.

3. Deliver to the right place. At one
time or another, everyone in the
selling profession has made the
mistake of talking to the wrong con-
tact. While that person may be per-
fectly willing to spend time on the
phone or in an appointment, he or
she may not be in a position to
make – or influence – buying deci-
sions.

In order to find the right contact,
consider saying something like, “In
order to save time for you, I wonder
if you can tell me who makes deci-
sions about your company’s adver-

tising?” Then… “What is the best
way to get in touch with that per-
son?”

4. Tell the truth. Don’t try to sell a
full load to someone who needs a
half-load. If they find out later that
they bought the wrong thing, they’ll
feel burned. Not only will they stop
advertising in your paper, they’ll tell
all their friends about it.

Like the old saying goes, “Honesty
is the best policy.” That goes for
selling firewood or advertising or
anything else.

(c) Copyright 2019 by John Foust. All
rights reserved.

John Foust has conducted training
programs for thousands of newspa-
per advertising professionals. Many
ad departments are using his train-
ing videos to save time and get
quick results from in-house train-
ing. E-mail for information: john-
@johnfoust.com



Are we looking at
what is becoming the
United States of
Amazon?
Peter Wagner

Being part of a community – be it a
town, neighborhood, church or so-
cial/service organization - was just
about everyone’s desire when I was
growing up as the youngest of two
boys in a traditional family of four.

A dozen years later, when my wife
and I were starting our first paper, I
came to realize every town needed
five things to exist: a locally owned
and managed bank willing to sup-
port civic endeavors, a local school
system with programs and sporting
events that brought the people to-
gether, a community newspaper to
create consensus, at least the sem-
blance of retail stores offering a
good selection of the everyday ba-
sics from groceries, clothing, auto
parts to greeting cards and finally,
because I live in Northwest Iowa, a
locally owned and managed cooper-
ative elevator.

But the times are changing. Every-
thing is becoming multi-location
and regional. Few small-town banks
are still locally owned and managed.
Most large corporate banking orga-
nizations are less interested in sup-
porting local projects such as the
rebuilding of the aging baseball field
or the use of their lobby for a charity
bake sale.

Local K to 12 schools have been in-
tegrated with other nearby school
districts and the “hometown” foot-
ball team has disappeared. The ex-
citement of Friday Night Lights has
drifted down the road and so has
the weekly gathering of fans and the

exceptional local spending that
went with it.

Entire main streets have gone the
way of the earlier mentioned local
school. In many small towns only a
bar and a convenience store/gas sta-
tion exist for the purchase of essen-
tials such as milk, bread and a six-
pack of beer. Many small communi-
ties are simply thankful that a new
Dollar Store recently decided to
build on the highway at the edge of
town.

What were once local cooperative
elevators have merged and re-
merged over the last 10 years to
eliminate even the hint of competi-
tion.

And the nation’s newspapers, with
no community to support them, are
disappearing. It is reported that
1,800 have closed in the last 15
years. Newspapers reflect the vital-
ity of the community they serve.

The problem with all of this is the
buyers, at least for the moment, de-

pend more on the internet rather
than local suppliers for everything
from prepared boxed meals to on-
line college degrees to buying a new
car. I can understand the magic and
power in all this online buying, but
it will surely lead to a smaller “com-
munity”.

There was a time when shopping for
groceries or a new dress was a social
experience. Two shoppers would
bump into each other while working
their way down aisle three or
headed for the dressing room and
stop to catch up, share a recipe or
two or plan to meet for coffee.

Just a few years ago there was a time
when a trip to the elevator included
a visit with the counterman about
anything and everything from the
weather to the upcoming election.
Now everything is ordered from the
elevator by email.

Once, when a family thought it was
time to buy a new car it was the cen-
ter of every conversation. They’d
discuss the pros and cons with ex-
tended family or those gathered
around the table at the local café.
Now it’s possible to order the car on
the internet and have it delivered to
your door just a few days later. In
many cases this and other factors
have left entire counties without a
single car dealer to provide the fol-
low-up care or service.

Bookstores have all but disappeared



What’s Ahead?
Publishers
Summit
January 31 -

February 1, 2020

Clearwater
Beach, FL

Popular interactive event
for Publishers sharing

keys to success.

Digital
Workshop
June 7 & 8,

2019

Chicago
O’Hare, IL
Will Thomas will share his

knowledge of all things digital:
internet ads to social media.

Sales
Management
September 27
& 28, 2019

Philadelphia,
PA

The last Leadership Summit was a
huge success. We will build on
that success to include Sales
Management professionals.

and so have “record” shops.

The abundance of streaming ser-
vices are cutting deeply into the
working capital of bigger city televi-
sion stations.

As for newspapers, they were the
first writers of local history. News-
papers were, and still are, the origi-
nal social media.

The local paper disseminated news
of the happy and caring times from
births to who had Sunday dinner at
whose house to weddings. They
were the source for the weekly up-
date of who was ill, where the fund-
raiser was going to be that weekend
and what exciting new things there
were to see, do and eat.

More importantly, the local paper
delivers balanced, credible news
and shopping opportunities to the
majority of the community, not just

the few that are friends on some
store’s Facebook list.

If we can bank on-line, order any
piece of clothing on-line, get an ed-
ucation on-line, vote on-line, order
our groceries, insurance and new
car on-line what happens to our
community?

Will we, as a society, all look back
one day and see social media was
the start of the decline of society
and not beginning of a “brave, new
world”? So, what can we, the pub-
lishers of newspapers and shoppers
do to change the trend locally?

Here in Sheldon we are publishing a
series of 22 monthly process-color
pages promoting the value of “com-
munity.” Each ad features a local,
highly visible, spokesperson sharing
the featured firm’s history, unique
offerings and services, connection
to and commitment to Sheldon.

The story is written by a staff writer
and approved by the client before it
is published. All 22 participating
businesses are listed monthly on the
strip along the left side of the page.
All 22 pay $60.00 as one of the
sponsors. There is no additional
charge the month the company is
featured. The promotion, just one of
many focused on community build-
ing that we currently have running
in our various publications, has
been well accepted. It will produce
$27.720 in revenue over the 22-
month schedule.

Looking for programs worthy of your as-
sociation or group meeting? Call me at
712-348-3550 (cell) to discuss my two
newest sales training programs [1] How
to sell print advertising in a social media
mentality and [2] How to include more
digital dollars in your future sales. Or
email me at pww@iowainformation-
.com.

SOL
D

OUT



IFPA Board Meeting
Minutes
IFPA BOARDMEETING,

THURSDAYMAY 16, 2019
President Rick Wamre called the
meeting to order at 8:00 am CST.
Board members present: Jane
Quairoli, Manuel Karam, Doug
Fabian, Joe Nicastro, Rick Wamre,
Shane Goodman, Deborah Phillips,
Joyce Frericks and Douglas Fry.

Treasurer Report- Deborah Phillips:
Net income was down for April.
Had to pay income tax to IRS this
month. Motion to approve report:
Joyce Frericks. Seconded, Joe Nicas-
tro. Motion passed

SHARE Groups- Doug Fabian:
Good Sales Managers call this
month. Had Derek Price from
Green Shoot Media. He offered a
free download for a special section.
Good call, good group, and good at-
tendance.

Publisher SHARE Group- Joe Nicas-
tro: Had four people. Joe was not
available for the the group so he
could not give an update.

Specialty Publications- Douglas Fry:
Next two months planned. Mark
Guerringue will be presenting
“Home & Garden Event” and Eric
McRoy presenting “Bridal Event.”

Communication Committee-
Manuel Karam: Douglas sent out
some test emails. One a full html
and one simple text based email
promoting the digital workshop one
week apart. Pretty similar response
for both. 44% open rate for the
fancy html and 5.1% click through
rate and one registration and for the
text based email 46.5% open rate
with 2.5% click rate and two regis-
trations. Douglas stated that it
doesn't matter if fancy or not, the
same people are responding at a

similar rate. This is a better than av-
erage open rate but not most read-
ers are not acting on it. The
challenge to the Communication
Committee is coming up with ideas
to spark interest and action. Rick
suggested talking about it face to
face in June and bounce ideas
around. Rick asked for additional
analysis for the June meeting.

IFPA Sales Training- Rick Wamre:
Sign ups for the online training are
down from last year. Have added
one more sign up for Diane Ciotta’s
Advanced Sales Training series. Pos-
sible challenge, many people have
participated in both trainers ses-
sions.

Events- Digital Workshop: Douglas
Fry: 24 people preregistered for the
event. Have a few rooms available
for last minute people. Will Thomas
has everything in place for the
event. Food and Beverage taken care
of. We will get a few more regis-
trants by the time the event starts.

September event- Doug Fabian: All
set with Tim, Ryan and venue in
Philly. Eric will do the beginning
session on Friday. The committee is
challenged to figure out ways to bet-
ter communicate with members.
Marketing plan is needed that is
different and will invite members to
attend. Douglas suggested getting
the Communications Committee
involved.

Publishers Summit- Douglas Fry:
Working on a different venue as the
hotels around the Holiday Inn use
the same meeting spaces IFPA uses
and he cannot get different dates
other than what we have been us-
ing. The end of the month is avail-
able but some members have
expressed concerns about being out

of their offices at that time. Also, it
is Superbowl weekend as Jane Q
noted.

Editorial and Advertising awards-
Jane Quairoli: Jane has the spread-
sheet done and would like Douglas
to review and then she will email it
to the board. Douglas: Have done a
few mailings and email blasts and
are on track for the end of July.

No Ad Sense report. However, Deb-
orah noted that a payment was re-
ceived from Google for the AdSense
activities.

TIP- Douglas Fry: one more person
has expressed interest in running
TIP. After much discussion it was
suggested that combining with an-
other publication might spread out
the workload. Rick suggested
putting it on the agenda for June.

Membership- Excel spreadsheet of
non renewing members. Shane
offered to make calls to some mem-
bers. Douglas will assign four or five
to each member to call and find out
why people are not paying dues or
renewing membership. Rick asked
that everyone share their feedback
with Douglas and he can add it to
the June discussion.

Rick called for: Old Business

Joe Nicastro: Regarding Display Ad
network. Jeff has sold out to Gate-
way Communications. They have
instructed him to focus on getting
all their papers from another group
involved and not get any outside pa-
pers at this point. Joe has spoken
with Tim Bingaman and they are
working on some other leads.

New Business: None. Other Busi-
ness-None

Rick asked for a motion to adjourn-
Deborah made a motion to adjourn,
Joe seconded the motion, all were in
favor. The meeting adjourned at
8:39 am EST.
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