FINDING
SALES
PROFESSIONALS

PAPER

FREE

‘[he Free Paper Industry’s NEWS SOURCE

LE IN THE

TION OF THE ASSOCIATION OF FREE COMMUNITY PUB




If you participate in
CVC online studies
we can tell you everything
you want to know
about your readers.

Call (314)966-7711 for more inforlggtioh, or look at
the sample study at www.research.net/r/AFCP

CIRCULATION

VERIFICATION

COUNCIL

84}@ STEEL CITY CORP

Your best source for circulation and distribution supplies!

800-321-0350

scity.com

Greg Booras, National Sales Manager,
The Newspaper Manager - Mirabel Technologies

Office: 706-750-0016 « Cell: 563-508-4081
gbooras@mirabeltechnologies.com « www.newspapermanager.com

much for

Paying too

software?

That’s your sign,
you need The
Newspaper Manager!

@ THENEWSPAPER
VEREL[




OCTOBER2019

4| AFCP DIRECTORS
featu res: 6| DIRECTOR’S POINT OF VIEW
8| ASSOCIATE MEMBER PROFILE: KANTAR SRDS
9| MEMBER PROFILE: FREEBORN COUNTY SHOPPER
l'l'| FROMTHETOP
4| ASSOCIATION CONTACT INFORMATION
|5 | THE LEADERSHIP INSTITUTE
6| NOMINATEYOUR RISING STAR!

|’/ | RISING STARS: TOO MANY SALES PEOPLE

|8 | NEWSDAY GOES LIVEWITH SCS/TRACK

e k : 19| ONTHE HORIZON

7 FMA ANNUAL 20 | BUSINESS AND SERVICE DIRECTORY
CONFERENCE 22| CLASSIFIEDS

(1] The November INK will take a look at what is going on in the
E world of training in the Free Community Publication Industry.
= Whether the area of focus is sales, management, editorial or
raphics, professional gro is a critical means of business
r—) graphics, profe | growth tical fb
es improvement.
AFCP/NANI HEADQUARTERS: Free Paper INK is dedicated to
Loren Colburn, Executive Director keeping the industry informed on
C Recore, Assistant Executive Director key issues, topics and industry
assey / ] news. If you have any items of
135 Old Cove Road - Suite 210 interest that should be shared

Liverpool, NY 13090 with people throughout the Free

1 O INDUSTRY Toll Free: 877.203.2327 Paper Industry, simply email

them to loren@afcp.org. We wel-

RECRUITING TIPS Fax: 781.459.7770 come your input, appreciate your

Email: loren@afcp.org readership and look forward to
Web: www,afcp_org your contributions to our content.
Free Paper INK is not liable for
EDITOR / COMPOSITION: errors appearing in advertise-
Barbara Holmes ments beyond the cost of the
How many salespeople have you PO BOX 773840 spa_cg O?CUDIed by the erro_r, an(.j
hired in the last year? 7 or more notification must be made in writ-
/ 21% Ocala, FL 34477-3840 ing within ten days of publishing.
e Phone: 352.598.3500 The right is reserved by Free
Fax: 352.347.3384 Paper INK to edit, reject, or cut

any copy without notice.

NO CASH REFUNDS

Email: FreePaperINK@aol.com
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The opinions of the individual

Wendy MacDonald contributors or correspondents
10418 Bond Street do not necessarily reflect those
Overland Park, KS 66214 cr)rf;:te publication or its manage-
Office: 913.461.3721 '
Email: wendy@afcp.org Free Paper INK may include
AND TH E SU RVEY material produced under copy-
righted or syndicated ad service.
SAYS ) MISSION STATEMENT_ Permission of the publisher must
CRCR Bring news and resources to the attention of the be obtained before copying any
free paper industry by publishing a responsible of the material from any issue of
quality magazine. Free Paper INK.
DEADLINES: The deadline for classified ads, display Cover Photo:
ads and editorial is the 4th of every month. shutterstock.com
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LOGO e ZipBOOSt
Hiring Just Got Simple

Advertise with [your paper] and improve the way you hire. Target

your local community through print ads and the newly redesigned
[your website].com, now powered by JobBoard.io. With the addition

of the ZipBoost, your job posts will be distributed to 100+ job boards.

Advertise in Print

Find relevant candidates by reaching your local community

il

through trusted and well-established print campaigns.

Advertise Online

Reach more quality candidates and increase traffic to your job

posts when you advertise on [your website].com, now powered

by JobBoard.io. A newer, better job board solution, JobBoard.io

combines the power of a white-label job board solution with

the candidate traffic of ZipRecruiter.

ZipBoost

Available when you partner with [your paper], ZipBoost

distributes your jobs to 100+ job boards, making it easier

than ever to find quality hires.

For more information about ZipBoost and other AFCP Member Benefits,
contact the AFCP Office at: 877-203-2327

powered by ZipRecrUiter”



DIRECTOR'S POINT OF VIEW

LOREN COLBURN
EXECUTIVE DIRECTOR

YES IT IS TRUE THAT NOT MANY
parents are apt to say, "I want

my child to grow up to be a sales-
person.” But why? Where did the
sales profession earn this nega-
tive perception? According to the
Bureau of Labor Statistics, there
are 14,522,580 people employed
in sales related jobs. How could a
disrespected profession attract this
many people?

Somewhere along the way, sales
positions got equated to trying to
convince people to buy something
they don’t want to buy. The image
that sales people are only interested
in their sales commission and not
how their product can benefit the
buyer somehow permeated an entire
profession. Not to say that is not
the case with some people, as I am
sure we have all experienced that
pushy sales closer, but it certainly
is a small percentage of the over 14
million people making their living by
selling.

In preparing for this issue of INK,
I had the opportunity to talk to a
significant number of publishers
about the struggle they go through
to find and hire qualified sales
people. The problem is not unique
to any one publication or to any one
geographic market. So let’s take a
look at what some of the potential
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The Perception

of Sales Professionals

roots to the image and recruiting
problem might be for our industry.

This is where some of our publish-
ers may not like what I have to say.
This industry has traditionally been
very much straight commission sales
based with regards to compensation
plans. I understand the relationship
commission plays as an incentive to
sell more and I get the concept that
the company only pays for success-
ful performance. But I also appreci-
ate that irregular income fluctua-
tions can make budgeting in today’s
world a nightmare, bank loans much
more difficult to qualify for and par-
ents much more skeptical about the
status of the new job prospect.

The need for some type of bal-
anced compensation level may be
the key to attracting sales reps who
are willing to try their hand at ad
sales, especially for the first year or
two. Each candidate has different
needs and a one method plan may
be just too restrictive. And as you
design each plan, keep in mind that
if people are selling for a commis-
sion check, they will fit the stereo-
type rather than be selling because
they believe that your products can
produce positive results.

As long as we are on unpopular
sales compensation subjects, we
should also mention the infamous
“chargeback programs” and “com-
missions on payments rather than
on sales” plans that are popular in
our industry. The salesperson gets
permission from accounting to sell
an advertiser on credit and proceeds
to sell an ad. Then 90 days goes
by and we want to take back the
commission or refuse to pay com-
mission as the sale is not complete.
Why wouldn’t the commission be
deducted from the accounting per-
son’s paycheck? They made the bad

judgment call. Or when the graphics
department puts the wrong phone
number in the ad and a credit has to
be issued, we don't deduct the sale
from the graphics person’s com-
pensation. When it comes to sales
compensation, we historically are
one tough industry.

So what is my point? I believe we
each need to do a thorough review
of those sales compensation plans to
make sure they are fair, reasonable
and rewarding for the type of pro-
fessional sales effort we expect from
our sales reps. Put all the aspects
of your sales compensation plan
through the “How would I feel if one
of my kids came home and said, ‘Do
you think I should take this job?"”
filter. If there is a part or parts of
the plan that you would be skeptical
about recommending for your kids,
look for a way to improve the plan
going forward.

It is tough to compete with
medical sales positions that carry
a national average base salary of
$95,296 and an average total in-
come of $156,785. Obviously, the
medical industry works on different
margins than publishers, but the
reality is we need to have compen-
sation plans that compete for sales
professionals that will be driven by
understanding the customer’s needs
and helping them build their busi-
ness through effective advertising
rather than a “do anything to earn
commission” motive.

That doesn’t mean some of them
won’t chase one of the golden sales
opportunities along the way, but your
advertisers and your publications will
benefit from the solid performance
of a professional sales rep in the in-
terim. They must really believe that
the best thing for their customers is,
“If it's FREE, buy it!” [
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POTLIGHT

Kantar SRDS:

Connecting media buyers & sellers

FACE 1T. YOU'RE NOT AVAILABLE TO ANSWER

the phone 24/7/365, so there's a good chance

you’'ve missed calls from media buyers wanting

to place advertising in your area. With agen-

cies and their clients needing developed media

plans quickly, there is little time for shopping
around or meeting with sales reps.

This is where AFCP associate member Kan-
tar SRDS can help. This affordable, all-in-one
resource connects media buyers and media
sellers in such a way that they can increase
their efficiency and ultimately plan smarter
campaigns.

Media has evolved so much in recent years
that it can be difficult to find data that is stan-
dardized, current, and organized according
to the customer’s desired market. The SRDS
media-planning platform helps agencies and
brands quickly build integrated ad campaigns

that compare both digital and traditional media

across multiple audiences.

The extensive, media-specific SRDS data-
bases cover rates for newspaper, business,
consumer and geographic audiences, allowing
media buyers to make informed buying deci-
sions to reach a specific market. Buyers can
not only evaluate different advertising options
side-by-side, but also reach out to media reps
directly from within SRDS.com. The SRDS
profiles include data from the industry’s lead-
ing research companies for online advertising,
consumer demographics, audience data and
more.

As a newspaper, i.e. a media seller, your
goal is to make sure that your paper’s data
is available to media buyers when they want
it = which could very well be when your office
is closed. There are thousands of brands in
today’s complex media landscape, and SRDS.
com allows media buyers to navigate that
landscape in order to identify and evaluate
their best options.

You can maintain a constant presence in
their market by keeping your basic profile cur-
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Michael Forgash is ready to answer your questions.

rent, but basic information may no longer be
enough. You may also want to consider adding
a paid visibility enhancement program that will
give your newspaper higher ranking in the me-
dia buyer’s search results by providing more
compelling data to decision makers. Visibility
packages can showcase your newspaper'’s
unique marketing options, add promotional
copy to your profile, and even show up in your
competitor’s listings.

Wouldn't you like to have an advantage over
your competitors?

For additional information, contact Michael
Forgash at Michael.Forgash@srds.com, or call
917-421-9071. M



STORY SPOTLIGHT

Getting to know the
Freeborn County Shopper

AFCP MEMBER THE FREEBORN COUNTY SHOPPER
in Albert Lea, Minnesota, began publishing in 1974
as the Showcase Shopper. Since its inception, it has
not only served the community of Albert Lea, its city
of origin, but also a large portion of Southern Minne-
sota and Northern Iowa.

The Freeborn County Shopper is much more than
just a shopper publication, and its involvement in
the Albert Lea community is evident to residents and
businesses alike. In 2018, it was voted the Albert
Lea-Freeborn County Chamber’s Small Business of
the Year. Currently, more than 2,400 people follow its
very active Facebook page, filled with timely posts of
things to do and places to dine; both promotion of,
and special deals from, its advertisers; and commu-
nity outreach and benefit drives.

Publisher Julia Thompson said, “Over the years the
Freeborn County Shopper has progressively become
more involved in helping our community. We have
supported many non-profit groups, collected items
for the food shelf and even switched our Christmas
gift exchange into a donation to the Humane Society.
I'm proud to be a part of it all.”

In addition to its audited 16,000-circulation weekly
shopper, the company also produces several special
sections and annual guides.

Its 64-page Community & Relocation Guide is filled
with information specific to Freeborn County and
Northern Iowa communities. The contents include fun
things to do such as annual events, attractions, mu-
seums, recreation, parks and camping; helpful infor-
mation regarding senior living, health and wellness,
finances, employment and education; location informa-
tion for churches, dining, shopping and points of inter-
est; and, of course, plenty of associated advertising.

Another popular annual guide is the incredibly
detailed 100-page Freeborn County Fair Guide, chock
full of everything you could possibly want to know
regarding the annual fair. Its pages list daily events,
the judging schedule, general rules and requirements
for each and every category, the vendors and live-
stock sale buyers, contest entry forms and a map of
the fairgrounds, complemented by a large volume of
advertising.

The 24-page Farming in the Heartland Guide, pub-
lished each spring and fall, includes all the seasonal
information farmers (and weekend warriors) need

at their fingertips. Articles cover such topics as crop
insects, beneficial weeds, water quality, fertilizers, hy-
droponics, engaging youth in the industry, and more.

The Freeborn County Shopper’s additional special
sections - the Good Life magazine, Summer Fun
Guide, Wedding Count Down and Fall Home Guide -
all focus advertising and content on specific themes
throughout the year. Taken together, they reach a
wide target market and their long shelf life provides
a good return on investment for their advertisers.

The Freeborn County Shopper’s staff of 6 has over
100 years of combined experience in the shopper
business, and a long history of providing a top qual-
ity product and service to the community.

“We are very fortunate that half of our employees
have the longevity that some companies only dream
about,” said Thompson. “"The employee with the most
seniority has 38 years under her belt. That’s unheard
of these days.”

Following its acquisition by Shopper Enterprises
in 1977, the Showcase Shopper was renamed the
Freeborn County Shopper.

In 1995, Boone Newspapers purchased the Free-
born County Shopper and its sister shopper (the
Mower County Shopper) in Austin, Minn. Together
the two separate facilities comprise what is now
known as the Southern Minnesota Shoppers Inc. [
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FEATURE STORY

industry Recruiting Tips

WE REACHED OUT TO SOME MEMBERS TO ASK
where they find their advertising sales people, and this is
what they told us:

Q. What have you found to be effective when looking
for advertising sales people?

A. Elaine Buckley from My Living Magazines in Stu-
art, Florida, said, “We use Indeed and Zip Recruiter, but
I like LinkedIn too. It is only $200 for an ad and it also
works. I have a pool of both past applicants and people
that I used to work with, and I try to recruit those sellers
who are experienced. Lastly, referrals have been a great
source to recruit sellers. We pay the referring rep $250
after the first 90 days, and $250 after the next 90 days.”

A. John Hemperly from Engle Printing & Publishing
Co., Inc., in Mount Joy, Pennsylvania, publishes ads in his
own publications.

A. Liliana Zambrano from El Clasificado and EC His-
panic Media in Los Angeles, California, said, “We usually
place recruitment ads in Indeed, Craigslist, empleosla-
tino.com and within our own publication, El Clasificado.
Also, referrals work very good for us. We look for sales
people that have the skills to sell, the ambition to make
money, a great attitude and the willingness to learn.”

Q. What types of things are you doing to keep good
sales people?

A. “Our compensation plans are very attractive for
our sales people,” said Zambrano. “We're constantly
training on new products and opportunities. We provide

a great teamwork environment and have a sales support
team to help with administrative duties, which allows our
sales reps to focus on sales. We also have a dedicated
sales development team that helps prospect, nurture po-
tential leads and set appointments for our sales reps. We
create competitive contests to keep them motivated. Our
outside sales reps have a lot of autonomy, so we focus
on the results with them.”

A. “Lots of recognition and awards always motivate
competitive sellers,” said Buckley. “We offer a generous
base and an attractive commission plan. I spend lots of
field time with our sellers as well.”

A. “It's not hard to keep the good ones,” Hemperly
said. “"They write their own commission checks based on
their ability and passion for the work.”

Q. What pay structure have you found to work the
best for advertising sales people?

A. Engle Printing & Publishing uses a 100% commis-
sion pay structure, according to Hemperly.

A. Zambrano said, “"We have found that a small base
salary and an attractive commission that varies by prod-
uct type works the best for us.”

A. “We use a four-tier Commission Plan: Diamond,
Platinum, Gold and Silver,” said Buckley. “It is all predi-
cated on whether they meet certain revenue goals; and
the higher the plan, the more commission percentage we
give them! This is a commission-plus-base-pay plan, and
we do offer a small auto allowance.” [

CRM Software: How does it improve your sales team?

CusTtoMER RELATIONSHIP MANAGEMENT (CRM)
software is technology that manages all your company’s
relationships and interactions with both current and
potential customers. It uses data analysis about the
customer’s history with your company to improve the
relationship, specifically focusing on customer retention
and ultimately, sales growth.

We reached out to a few more individuals for their
thoughts on how CRM software can improve your sales
team. Here’s what they said:

“Account executive turnover leads to advertiser
turnover and lost revenue,” said Robin Smith of Stream-
lined Office Solutions in Evans, Georgia. "Having a CRM
system will help you minimize the losses by providing a
roadmap of just how to stay in touch with your advertis-

ers. A CRM will help the new account executive get up to
speed with their new territory quickly.”

Mark McCormick from Mirabel Technologies said, “A
good CRM should improve the efficiency of your sales
force in a dozen ways, including allowing them to priori-
tize accounts, manage the contact frequency of ac-
counts, keep detailed notes on their communications,
and access relevant order data. If you want to know the
importance of an organized CRM, try to sell a business
without one.”

“CRM software improves the sales team because each
territory is available from the CRM,” said Doug Fabian
from Kapp Advertising in Lebanon, Pennsylvania. “If you
lose a sales rep, you still have the complete territory and
data. Training is simple. It keeps track of everything.” [}



FROM THE TOP
WITH CHARLIE DELATORRE

by Charlie Delatorre

I USED TO WORK FOR
someone who thought
that people didn’t matter.
That may be a bit of an
oversimplification, but he
outwardly talked about how systems mattered more
than the people within them. He believed a good
procedure, a well thought out policy and a process
followed flawlessly meant more to an organization
than the people within.

Do you agree?

It is an interesting question. What is more impor-
tant, the system or the person operating within the
system? Which do you value more in your organiza-
tion? Is Tom Brady a great quarterback or is he a
product of a system?

Sure, the simple answer is that people matter.
We are in a relationship business where we empha-
size customer service
and preach relation-
ship selling. But I
often see reps spend-
ing more time in front
of a computer send-
ing emails, filling out
CRM’s and completing
reports for the next
sales meeting rather
than doing what they
should be - selling!
As owners, manag-
ers and team leaders,
that’s our fault.

Of course these
things are an impor-
tant part of the sales
process and I've sold
plenty of ads through
email and text mes-
sage. But, at some
point, we have to

People Matter

realize that the technology we are requiring may

be holding back our people from doing what our
industry has always been known for - building the
relationships that have held our businesses together
for decades.

In case you can't tell, I'm a people-come-first
kind of guy. I have invested plenty over the years in
systems, but our biggest asset has always been the
person making the call, building the ads, and deliv-
ering the books. No system can operate effectively
without the right person in place. Systems, proce-
dures and policies are simply tools; who uses them
is what matters.

This issue is all about finding sales professionals,
but keeping them and keeping them happy should
be an even bigger priority. Look, I get it. Great
sales reps can be a challenge. Since it's football
season, let’s equate a great salesperson to a NFL
wide receiver. Thev can have big personalities and
big egos. They can be
moody but charming,
easily dissatisfied but
competitive. They can
be self-absorbed yet
obsessed with a team
win.

But without the Pa-
triots wide receivers,
Tom Brady doesn’t
complete a single
pass. Without our
people, none of us are
in business. M

CHARLIE DELATORRE
AFCP PRESIDENT
TOWER PUBLICATIONS
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FEATURED ANALYSIS

Interesting Facts from the Su rvey...

27.7% of the respondents have NOT hired a salesperson in the last year!
44.7% of the respondents hired three or more salespeople in the last year.

The 48 responding companies hired over 114 salespeople last year and 24 of those (over 21%) were positions cre-
ated by EXPANSION!

6.5% of respondents NEVER use ads in their own publications to recruit salespeople!
Over two-thirds of the respondents utilize their experienced salespeople to train new salespeople.

The most critical characteristic respondents were looking for in a new salesperson is ENTHUSIASM! This was fol-
lowed closely by a high level of confidence.

What is the average length of service for What reason did you hire a salesperson?

) Retirements
your sales team? ol

45.00%
40.00%
35.00%
30.00%

25.00% |
20.00%
15.00%
10.00% -
5.00%
0.00% - T T T )

1-5years 6 - 10 years 10-15years Over 15 years

How important are these characteristics when hiring a salesperson?
M Critical ®Important ~NotImportant ¥Don't Even Consider This!
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FEATURED ANALYSIS

What does your training process consist of?

We have them work with one of our experienced sales people for training. % (18.09%
Sales Manager is responsible for training. - [ 6s.83%
We have a formal training program each new hire goes through. _ 40.43%
We utilize the AFCP Online Learning Center as part of our training. 36(17%
We hand them a map and a rate card and turn them loose! F 51%
0.00% 10.00% 20.00% 30.00% 40.00% 50.00% 60.00% 70.00% 80.00%
Do you use any type of personality testing? How many salespeople have you
hired in the last year? 7 or more
HYes-Always! M Yes-Sometimes. MNo-butweusedto. M No-neverhave. / 2.1%

What methods do you use to recruit new salespeople?

H Always HEOften “Sometimes ®Occasionally  Never

Ads in our publication
Employee Referrals
Indeed

ZipRecruiter

Craig's List

Recruiting Firm

I

0.00% 10.00% 20.00% 30.00% 40.00% 50.00% 60.00% 70.00% 80.00% 90.00% 100.00%
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CONTACT
INFORMATION

‘national

AFCP

Association of Free Community Publications
135 Old Cove Road, Suite 210

Liverpool, NY 13090

877-203-2327

loren@afcp.org

www.afcp.org

Loren Colburn

IFPA

Independent Free Papers of America
104 Westland Drive

Columbia, TN 38401
866-224-8151

931-922-4171

douglas@ifpa.com

www.ifpa.com

Douglas Fry

CANADA

Blain Fowler

c/o the Camrose Booster
4925 48th Street
Camrose, AB,

Canada T4V1L7
780-672-3142
780-672-2518 - FAX
cbads@cable-lynx.net

NAMPA

North American Mature Publishers Assoc.
P.O. Box 19510

Shreveport, LA 71149-0510
877-466-2672, 318-636-5510
318-525-0655 - FAX
nampa.gary@gmail.com
maturepublishers.com

Gary Calligas

Joint Conference & Trade Show

regional
CPNE

Community Papers of New England
403 U.S. Rte. 302 - Berlin

Barre, VT 05641

802-479-2582
dphillips@vt-world.com
www.communitypapersne.com
Deborah Phillips

MACPA

Mid-Atlantic Community Papers Assoc.
P.O. Box 408, Hamburg, PA 19526
800-450-7227

610-743-8500 - FAX

info@macpa.net
macpa.midatlanticbids.com

Alyse Mitten

MFCP

Midwest Free Community Papers
P.O. Box 4098, Mankato, MN 56002
507-388-6584, 507-525-0808
director@mfcp.org

www.mfcp.org

Kelly Coy

PNAWAN

Pacific Northwest Association of Want Ad
Newspapers

P.O. Box 427, Spokane, WA 99210
800-326-2223, 509-922-3456
509-455-7940 - FAX

ads@pnawan.org

www.RegionalAds.org, www.PNAWAN.org
Kylah Strohte

SAPA

Southeastern Advertising Publishers Assoc.

P.O. Box 456, Columbia, TN 38402
931-223-5708

888-450-8329 - FAX
info@sapatoday.com
www.sapatoday.com

Douglas Fry

ﬁ
| YOU

| State

CPM

Community Papers of Michigan

1451 East Lansing Drive, Suite 213B
East Lansing, MI 48823
800-783-0267, 517-333-3355
517-333-3322 - FAX
jackguza@cpapersmi.com
mifreeads.com

Jack Guza

FCPNY

Free Community Papers of New York
621 Columbia Street Extension, Ste. 100
Cohoes, NY 12047

518-250-4194

518-464-6489 - FAX

ads@fcpny.com

www.fcpny.com

FMA

Florida Media Association
P.O. Box 773840

Ocala, FL 34477-3840
352-237-3409
352-347-3384 - FAX
FMAclassifieds@aol.com
FloridaMediaAssociation.org
Barbara Holmes

WCP

Wisconsin Community Papers
P.O. Box 1256

Fond du Lac, WI 54936-1256
101 S. Main Street

Fond du Lac, WI 54935
800-727-8745
920-924-2651
920-922-0861 - FAX
janderson@wisad.com
wisad.com

Janelle Anderson (ext. 108)
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THE LEADERSHIP INSTITUTE

The LEADERSHIP Institute

The Leadership Institute
is a structured sales
and sales management
training program
sponsored by the
Association of Free
Community Publications.

Association of Free Community Papers

To date, 1,814 free
paper professionals have
attended classes at the
AFCP, state and regional
conferences, earning over
10,935 class credits in
66 different course
curriculums. A total of 8|
people have completed all
the requirements and been
certified as Associate
Advertising Executives

(AAE) by the AFCP Board!

by Jim Busch

"My core belief is that if you’re complaining for more
than three minutes, two minutes ago you should have
done something about it.”

— Caitlin Moran

WHEN I STARTED MY BUSINESS CAREER LONG AGO IN
the dark ages, the business book market was flooded with
titles from the Far East. Lots of people in three piece suits
were reading the Sun Tzu’s Art of War and the Musashi’s
Book of Five Rings. I joined in and read these books and
discovered that they were packed with lots of common sense
dressed up in oriental costumes.

I did like Miyamoto Musashi’s rules for Samurais and kept
his list in my office for years. This list included such practi-
cal advice as, “The way is in training” and “Know the ways of
all professions,” but my favorite was “Do nothing that has no
purpose.”

My grandfather must have been a Japanese sword master
in a previous life because he always told me not to waste my
time on things that didn’t accomplish something worthwhile.
The Zen masters, and my grandfather, recognized that the
greatest waste of time was to worry or complain. Neither of
these activities lead toward any tangible goal.

All worry does is cause anxiety stirring up the stomach and
raising your blood pressure. Worry uses up valuable “band
width” in the brain that could be used to work out a course of
action that could eliminate the problem at hand.

Complaining is simply worry turned inside out. We kindly
share our concerns so that everyone around us can be as
miserable as we are. The funny thing is that our supply of
trouble isn’t diminished by sharing it with others. Though
complaining might offer a moment of cathartic relief from our
troubles, the main thing complaining accomplishes is gum-
ming up the brains of others with worry over our perceived
problems.

Whining and worries are part of the make-up of the human
psyche, but we don’t have to let them run the whole show. As
Caitlan Moran says in the quote above, one minute is more
than enough time to waste on these time wasters. Get over
it and move on to, “I have this challenge. What can I do to
overcome it?”

It may be human nature to complain about what happens
to us but if you’ve been complaining for more than sixty sec-
onds, you’re wasting valuable “problem solving” time! [
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RISING STARS
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Nominate Your Rising Star for this
CAREER DEVELOPMENT opportunity

Since 2009 AFCP MEMBER PUBLICATIONS
have added value to their organizations through
participation in the Rising Stars program. Add your
name to this growing list of success stories by nomi-
nating one of your talented industry professionals
today. The nomination deadline is December 1, 2019.
Nomination forms are available from the AFCP office
or online at www.afcp.org.

“Encourage growth and teach leadership skills to
young professionals.” This simple mission of the Ris-
ing Stars program truly embodies what the program
is all about.

The Rising Stars program acknowledges individu-
als who represent the best of our up-and-coming
industry professionals. If accepted into the program,
nominees will receive free conference registration,

a meal plan, up to $500 in travel reimbursements
and specialized training sessions during the confer-
ence. With ongoing participation, a Rising Star can
be selected to attend two additional annual confer-
ences; so with enough conferences under his or her
belt, a Rising Star could accumulate nearly enough
TLI credits to graduate - without ever paying a cent
to attend.

After the conference, growth and skill development
continue. Each month the Rising Stars maintain their
peer connections through participation in a focused
conference call. This affords them the opportunity to
remain engaged as we digest industry topics and as-
signed training/discussion lessons.

Association of Free
Community Publications
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Westgate Lakes Resort & Spa
Orlando, Florida

As a member benefit, it is hard to find one that
offers as much to an individual and the publication
alike. Whether pounding the streets in sales, de-
veloping graphic arts campaigns, instituting digital
initiatives, or covering local news, the Rising Stars
program offers leadership training to all.

We encourage you to take advantage of this great
membership benefit by nominating your young pro-
fessional for selection into the program.

These individuals should show the promise of, and
a commitment to, impacting their publication and the
industry in a positive manner through professional
achievement. Nominees must also show they not
only perform their jobs to a high standard, but they
also have a commitment to furthering their knowl-
edge and abilities. Nominees must actively work in
the free paper industry for a member of AFCP and
are required to have been employed for more than
one year. Nominees must not be older than 35 as of
December 31, 2019.

Recipients will be recognized during the 2020 con-
ference in Orlando, where their training opportunities
will begin. Again, the nomination deadline is De-
cember 1, 2019 and you can find nomination forms
online at www.afcp.org.

If you have specific questions you can contact the
AFCP office or AFCP board member and program
chairperson John Draper at jdraper@pipestonestar.

com. [M




RISING STARS

You have toO many sales people!

by Cory Regnier, Rising Star

LOOK AROUND THE OFFICE AND JUST START
counting all the sales people.

You've got Brian, Karen, Aaron and Bob. Okay, so
Brian works in HR, Karen works in graphics, Aaron
works in accounting and Bob . . . What does Bob do
anyway?

The point is that regardless of the department or
label on their business card, everyone you work with
is a potential sales person.

Think about that for a second. The majority of
people working in any given office are secret agent,
zero-commission sales associates.

Now, I am not advocating getting rid of the sales
department by any means. There is no substitution
for the closers who are out there hitting the pave-
ment and being the face and voice of your business
on a professional level.

What I am saying is that everyone in the office
knows about your products, everyone in your office
knows and speaks to others in your community and
everyone in your office has first-hand experience
with the results your products can offer.

The part that takes a little bit of effort here is nur-
turing that culture throughout all departments.

Here are three simple things anyone can do to
grow company outreach:

1. Shop local. When you and your co-workers are
seen frequenting the businesses within your cover-
age area it builds a sense of community. If you are
spending your dollars with them, it is much more
likely that they will follow suit. And as we all know,
building strong relationships is the best way to retain

and grow your customer base.

2. Work your publication into the conversation.
One of the easiest ways to reinforce a current adver-
tiser’s spending habits is to tell them where you saw
their ad. Likewise, if you are visiting a business that
doesn’t advertise, casually mention that you wish
you knew about their amazing sale/deals and ask
where they did advertise it. This opens the door to
then suggest this really great publication you know
of.

3. Sell the business, not just ads. When it comes
to people deciding where to place their advertising
dollars, knowing that a place has great people at
the helm can ease a potential advertiser’s anxiety
about where to do so. When people ask about you,
let them know where you work and how great it is to
work for that company. Let them know about upcom-
ing projects and that award you just won. Take it one
step further and let them know what other services
your company provides that they may not know
about.

Now isn’t that simple? At no point did you actually
sell them anything except the idea that they should
be using your services and a starting point to do so.

With perhaps the exception of Bob, anyone in your
office can start planting seeds that have the potential
to grow into increased revenue.

As far as having too many sales people, I'm not
sure that really exists. However, with the right
mindset and the help of your coworkers, I hope you
realize that you have more sales people than you
thought. M

7~
PUBLISHERS ¢ o
MAKE \ )
MONEY
selling NANTI ads!
i P e rove i For more information, call
L www.afep.org/nani 87 7 - 203 - 23 2 7

LOWEST PRICE EVER!

If you got a price before, ask again.

Convert your QB and/or other system you
have. We can combine your history of up
to 4 systems into this one efficient one.

« Display ad entries and billing

« Classified ad entries and billing

« One step safe credit card payments

« All your accounting needs

« Post office mailing and/or
subscription mailings

« Two dedicated support people

i Wi

Merrimac

PLUS
Publishing software

( Helping newspapers succeed. )

Everything you need to run a newspaper.

%
2>
T
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207.452.2476 « sfobes@merrsoft.com



FEATURE STORY

Newsday gsoes live with SCS/ Track

AFTER SUCCESSFULLY GOING LIVE WITH SCS/
ClassPag at the beginning of the summer, Newsday
Media Group, the country’s 10th largest newspaper by
circulation, has now gone live with SCS/Track. News-
day Media Group is the publisher of the Long Island
daily Newsday, as well as the 79-edition Hometown
Shopper weekly.

SCS/Track replaces several systems which had
previously been tightly integrated and customized
by Newsday's talented staff. The workflow was heav-
ily paper-based and the company was looking for a
more standard solution that required less day-to-
day attention from the IT department. Knowing that
SCS had implemented a paperless workflow at Times
Review Media Group (also on Long Island), Newsday
turned to the vendor they’'ve worked with for nearly
15 years.

It turned out to be a wise decision, as the Newsday
and SCS teams had SCS/Track up and running in a
few weeks. “The system is up, stable and all produc-
tion work is now running through SCS/Track,” said
Greg McDonald, Newsday'’s director of editorial sys-
tems and content delivery. “It was a pleasure working
with the SCS team to bring this project to life.”

McDonald continued, “[The SCS] team did a fantas-
tic job. I kept coming up with requests to try and get
all the pieces to come together and wondered when
the well was going to run dry, but Mike [Grabowski]
kept finding solutions and turning around what was
needed. Jon [Ebling] has the patience of a saint deal-

ing with users. He has a genuine knack for just listen-
ing to users and understanding where the request is
going and coming up with thought-out solutions.”

SCS/Track went live in July of 2019, just a few
weeks after the launch of SCS/ClassPag at all News-
day publications.

AsouTt NEwspAy MebpiA GROUP:

Newsday Media Group (NMG) is one of the nation’s
most dynamic media organizations, providing robust
content and successful marketing solutions to Long
Island and New York City through its portfolio of print,
digital and video products. With 19 Pulitzer Prizes,
multiple New York Emmy awards and countless hon-
ors for outstanding journalism, Newsday reaches five
out of 10 Long Island adults each week. In addition to
Newsday, NMG properties include amNewYork, New
York City’s most widely circulated free daily paper and
Hometown Shopper, one of the Northeast’s largest
groups of weekly shopper publications.

AsouTt SCS:

SCS offers an extensive line of publishing-related
applications, including Layout-8000™. More than
300 sites producing over 2,000 publications in 10
countries in five languages use SCS mission-critical
software every day. SCS is privately held by Richard
and Martha Cichelli. You can learn more about SCS at
www.newspapersystems.com. [l
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ON THE
HORIZON

OCTOBER 8, 2019 : ALBERT LEA, IA
Midwest Free Community Papers
(MFCP). Fall Training Conference,
Albert Lea, Iowa. For information
contact Kelly Coy at 507-388-6584
or email: director@mfcp.org.

OCTOBER 9, 2019 : DES MOINES, IA
Midwest Free Community Papers
(MFCP). Fall Training Conference,
Des Moines, Iowa. For information
contact Kelly Coy at 507-388-6584
or email: director@mfcp.org.

OCTOBER 10, 2019 : DUBUQUE, IA
Midwest Free Community Papers
(MFCP). Fall Training Conference,
Dubuque, Iowa. For information
contact Kelly Coy at 507-388-6584
or email: director@mfcp.org.

OCTOBER 13-16, 2019 : MEMPHIS, TN
North American Mature Publishers
Association, Inc. (NAMPA). National
Convention, The Guest House at
Graceland, Memphis, Tennessee.
Contact Gary Calligas for additional
information: gary@maturepublish-
ers.com or 877-466-2672.

2020

FEBRUARY 7-8, 2020

CLEARWATER BEACH, FL
Independent Free Papers of America
(IFPA). Publishers Summit. For infor-
mation contact Douglas Fry at 931-
922-4171 or email: douglas@ifpa.com.

MARCH 6-7, 2020 : ALTOONA, IA
Midwest Free Community Papers
(MFCP). Spring Conference and
Trade Show, Prairie Meadows, Al-
toona, Iowa. For information contact
Kelly Coy at 507-388-6584 or email:
director@mfcp.org.

MARCH 27-28, 2020 :
PHILADELPHIA, PA

Mid-Atlantic Community Papers As-
sociation (MACPA). Annual Confer-
ence, Embassy Suites, Philadelphia,
Pa. For information call 800-450-
6631 or email info@macpa.net.

APRIL 23-24, 2020 : ORLANDO, FL
Association of Free Community Pub-
lications (AFCP) and Florida Media
Association (FMA). Joint Annual
Conference and Trade Show, West-
gate Lakes Resort & Spa, Orlando,
Florida. For information contact
Loren Colburn at 877-203-2327 or
email: loren@afcp.org; or Barbara
Holmes at 352-237-3409 or FMA-
classifieds@aol.com.

JULY 7-10, 2020 : OKOBOIJI, IA
Midwest Free Community Papers
(MFCP). 65th Anniversary Celebra-
tion, Okoboji , Iowa. For information
contact Kelly Coy at 507-388-6584
or email: director@mfcp.org.

CREATE AN UNFORGETTABLE
JOURNEY FOR YOUR READERS

There's something about reading a
printed publication that helps us slow
down and focus. Maybe it's the feel of

NOZI4OH FHLNO

the paper, or the smell of the ink, or even
the perceivable effort that has gone into
creating it. When you choose to print,
rest assured you're creating an enjoyable
experience for your readers.

Cummings Printing is a third-generation,
family-owned company specializing in
printing short-run publications. We are
an excellent source of heat-set printing
for quantities up-to 100,000. We help
many AFCP publishers print their
glossy publications.

Cummings

Publication Printers Since 1914

Contact sales at 800-647-0035
or info@cummingsprinting.com.

cummingsprinting.com

4 Peters Brook Drive | P.O. Box 16495 | Hooksett, NH 03106-6495 | 800-647-0035




apr Community Publications Business and Service Directory

CREATIVE SERVICES DISTRIBUTION SERVICES FOR PRINT MEDIA

TIMES-SHAMROGK
GREATIVE SERVIGES

ADVERTISING SERVICES & SOLUTIONS
REAT SE R

AMERICAN NEWSPAPER SOLUTIONS

@ PRINT DESIGN ® LOGO DESIGN Helping reinvent American newspaper
@ WEB AD DESIGN @ PAGINATION distribution through improved delivery,
@ BILLBOARD DESIGN @ CUSTOM SOLUTIONS circulation and marketing support services.
metrocreativeconnection.com 855-614-5440 WWW.TCSDIRECT.COM 248-572-6100 WWW.ansnewspapers.com
APPRAISALS & BROKERING CRM - CUSTOMER RESOURCE MANAGEMENT E-COMMERCE CLASSIFIED SOLUTIONS
Newspapers ARE YOUR MEDIA SALES... HELP YOUR TEAM... BLU EFIN PLACE AD

Magazines - Shoppers
Book Publishing

THE BEST SELF-SERVICE AD PLACEMENT
SOLUTION AVAILABLE TO PUBLISHERS

S

Confidential 978-662-3323
Customized - Comprehensive [ ar i WWW.GETBLUEFIN.COM
KAMEN & CO. GROUP SERVICES ||| ASK-CRM #s<cuisanouspaper-contic Cav
516-379-2797 WWW.KAMENGROUP.COM tools to streamline media selling ~ designed to maximize your sales efforts. BIUEﬁn TeChnOIOgy Partners
For more information - see our ad on page 4 robin@ask-crm.com, 301.800.2275, www.ask-crm.com Advertising Solutions for Publishers
AUDIT & READERSHIP STUDIES DIGITAL MARKETING PLATFORM EDITORIAL RESOURCES

CIRCULATION . / High-Quality,
R C\;C A:dlt;tar;d adant Free Print & Digita| Content
COUNCIL eadersnip studies =
Third Party Print & Digital Verification .T.he leader in local _dlgl’ral._ Food and Recipes
Increased Exposure to Media Buyers Unifying the sales process, marketing execution, || Lifestyle and Health
and reporting in a single toolkit. Home and Garden 4

Learn What Your Readers Want

- - . . ) 3
Call 800-262-6392 or visit www.cvcaudit.com info%(;?ag)esﬂéegsnst.scom Visit familyfeatures.com or contact Cindy Long @913-563-4752 4

CIRCULATION SUPPLIES

DIGITAL REVENUE CONCEPTS EMPLOYMENT AD BUILDING

“from the basic to the innovative!” START A BUSINESS DIRECTORY WEBSITE ® o ]
: : - .o ZipBoost
ideal directories || ° -
STEEL CI I Y CORP Launch your BIG idea today! Rebuild your employment ad business!

Perfect add-on to your Wedding & Home Contact the AFCP Office at 877-203-2327
800_321 _0350 Improvement Special Sections to find out more about this member benefit!
www.idealdirectories.com

For more information - see our ad on page 2 . .
pag From the owners of Page Flip Pro & SiteSwan

powered by ' ZipRecruiter

CLASSIFIED SOFTWARE & WEB DEVELOPMENT

Exchange

Classified Ads Software

ENTERTAINMENT CONTENT
Providing its partners with free entertainment

content from our stable stable of publications,
Y including TV Guide, TV Weekly, Channel Guide,
HOPPER, and ReMIND magazine.

Digital Sales Group * ASK MATT

“lgniting digital media advertising sales!” * CHEERS & JEERS
* MOVIE REVIEWS

DIGITAL SALES TRAINING

$100,000 Classified Solution INCREASE YOUR DIGITAL MARKET SHARE ¥ CELEBRITY INTERVIEWS
for a LOW Monthly Fee HANDS-ON DIGITAL SALES TRAINING * DAILY BEST BETS
y MEDIA
. 800-917-0820 * DID YOU KNOW?
www'a"ySItes'com 800-247-7318 info@sparkdigita[sa[esgroup,com 888-584-6688 ntvbmedia.com/edge * ReMIND ReWIND

CONTENT AND DATA MANAGEMENT DIRECT MAIL or PRINTING INSURANCE

Digital Publishing Solutions For|| Direct Mail? et e e

News and Media Organizations . + Group Health
9 Turn-Keg Saturatlon FORfS_Ul_SSCRIBERS
www.townnews365.com DlreCt Mall programg + ?nghrlrﬁgrgg% .

800-293-9576 o E@gg o F@&; o E})@ﬁﬁ@bﬂ@

Online Solutions. | | jeffeultimateprintsource.com 909-947-5292 x-320

Affinity Group Underwriters

TownNews Bottom-line results. www. UltimatePrintSource.com 804-273-9797

Your Go-To Guide for Community Publication Business and Service Support

INK
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apr Community Publications Business and Service Directory

LEGAL & PUBLICE NOTICE AUTOMATION

NEWS AND INFORMATION

PUBLISHING SOFTWARE

Your Legal Notice Experts Subscribe to success [M] THE NEWSPAPER MANAGER
LeohL editorandpublisher.com/subscribe . .
formation and inspiraion How Publishers Profit
Our proprietary system automates the entire nemtzpeavzle\:ep;oﬁssgmls; ir:ed EES’P CRMSALES PRODUCTION BILLING
process, saving time, money, and manpower. toda F:‘a Pe . INTEGRATED MARKETING
866-672-1600 .}fS ever-changing EDITOR& PUBLISHER Ph: 706-750-0016 gpooras@mirbeltechnologies.com
. “oLem VY business environment.
info@legalnoticeservice.com Www.newspapermanager.com

NEWS FEATURE CONTENT PROVIDER
News to Use

MAILROOM CONTROL SYSTEMS

PUBLICATIONS PRINTING

Cummings

Publication Printers Since 1914

o«/&/‘%/
by MIRACOM

www.miracomcomputer.com

The leader in US Newspaper |||

é v MAGAZINES v GUIDEBOOKS
Mailroom COntro|SI < % Free content v JOURNALS v HIGH QUALITY
i“ffwv:na%f/ v CATALOGS v SHORT-RUN PUBLICATIONS
888-3069-0639 (x83) www.napsnet.com =
Wwwlmiracomcomputerlcom email: prlntmedla@napsnet com - 800-222- 5551 800-647-0035 CUMMINGSPRINTING.COM
MEDIA ACCESS - COMMUNITY PUBLICATIONS NETWORK ADVERTISING SEARCH PLATFORMS

SEARCH ENGINE

Y WHAT CAN INK PLATFORMS
L MARKETPLACES
2. DO FOR YOU? AUTOMOTIVE
0 . national/advertisingnetworkin. REAL ESTATE
m Keep you informed. RECREATIONAL
1 . Take advantGge of our ability o access AGRICULTURAL
0z Connect you with over 9 million households! utoConX VERTICAL & HORIZONTAL
- industry professionals. For more information contact the S Y s T E M S 800-944-3276 (ext. 0)
e FesPaer sy s NEWS SOURCE AFCP Office at 877-203-2327 AUTOCONX.COM
MEDIA CONSULTING PRINTING AND PROMOTIONAL SUPPORT
Design. Content. Ideas.
.. -
Software. Training. ne PREFERRED
| |
LT . ;
[ ] Providing the knowledge, LI B Mgrkeﬂng Solutions
° experience and technology to m www.oreferredms.com
help publishers grow and thrive! - P ‘ Grow revenue and lower costs.
401-455-1555 by providing the leading self-serve advertising platform for print,
- - ligital | ial media advertising.
Creative Circle ] ; ' 800_270-1 769 digital and social media advertising
MEDIA SOLUTIONS www.creativecirclemedia.com
MEDIA SELLER SOLUTIONS PUBLISHING SOFTWARE SOFTWARE SYSTEMS FOR PUBLISHERS
SRDS Solutions for Media Sellers . SCS BUILDS TRUSTED SYSTEMS
- — - prestellgence Find out why our customers call us “the best
Premium visibility packages deliver your tech support team” and say “we wish we could
information where media decisions are made! | | \ANAGE CONTENT FOR PRINT AND DIGITAL PUBLISHING contract with SCS to support all our products.”

Bundled solutions for CMS, editorial, e-edition & apps @
WWW.PRESTELIGENCE.COM

Software Consulting Services, LLC

847-375-5000 + kantarmedia.com info@presteligence.cor 330.805.6960 phil@newspapgﬁz;;:':r;‘j::t;dn:ewmpersymms 800-568-8006
MERCHANT CARD PROCESSING _ STREETSMART PUBLICATION DISPENCERS
Merchant Card Processing X EASYTOUSE X COMMERCIAL BILLING StreetSmart offers a Complete
Request a free quote: ),: QSZ‘E’E,‘,’;,.‘,,B;E i ﬁf,“,’,fgff“’““”””‘; Selection of Publication Dispensers

Visit our website - www.goplastics.com
or Contact Michelle for assistance. R
N

l

ADIVISIONOE GO PLASTICS u.c_
\LC,

1-888-697-8831 - msgpay.com
hello@msgpay.com

Ecommerce - POS m PLUS

Mobile - Software MSG PAYMENT SYSTEMS 603-323-5077 WWW.MERRSOFT.COM 866-366-6166 WW W.GOPLASTICS.COM

Merrimac
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. EMPLOYMENT

ADVERTISING SALES
MANAGER All Island
Media, Inc. publishers of
Pennysaver, Town Crier
and Trends is looking for
an experienced sales
manager to work in our
Long Island office. This
position will provide
leadership and direction
to Display Sales Repre-
sentatives. Applicants
must have a proven track
record of motivating and
leading sales in a similar
environment. Please send
resume in confidence to
jobs@lipennysaver.com

NEWS EDITOR. Publisher
seeking a News Editor
with experience in both
print and electronic media.
We're looking for someone
with a proven track record,
excellent writing skills, a
Journalism Degree and a
desire to take advantage
of all print and digital op-
portunities in this growing
Florida Market. We work in
a fast-paced environment,
so the ideal candidate will
be able to work well under
pressure to meet work-
flow and printing dead-
lines, ability to work with
other staff writers as well
as freelance writers and
control the budget for the
department. This candi-
date needs to be a people
person with neutral views,
yet a passion for accu-
racy in reporting. Contact
Publisher Jon Cantrell at
904-264-3200 or jon@
opcfla.com

WWW.AFCP.ORG

free paper

CLASSIFIED
ADVERTISING

. EMPLOYMENT

GRAPHIC DESIGNER.
Full time with benefits,
two weekly and two
monthly newspapers plus
community magazines.
Fleming Island Florida,
just outside Jacksonville.
Contact Jon Cantrell at
904-710-8181. Send re-
sume to jon@opcfla.com

LIVE AND WORK in fabu-
lous Myrtle Beach, S.C.
The Myrtle Beach Herald
has an immediate opening
for an experienced sales
rep. Email resume to Steve
Robertson, steve.robert-
son@myhorrynews.com.

ADVERTISING SALES
MANAGER needed for
Florida's largest group of
community newspapers.
Salary, liberal bonus and
benefit package avail-
able for the right indi-
vidual. Please send your
resume with cover letter
and salary requirements
in confidence to: Far-

ris Robinson, President,
to E-mail: Opportunity@
Hometownnewsol.com Or
Fax: 772-465-5301-EOE

PUBLICATION
BROKERS

KNOWLES MEDIA
BROKERAGE SERVICES
Appraisals-Acquisitions
Sales-Mergers
Gregg K. Knowles,
Licensed Broker.
Office 712-792-2179
Cell 661-333-9516
Go to my WEBSITE
for listings:
www.media-broker.com

RATES:
Up to 30 words
$25 per issue

(additional words -
90 cents per word)

PUBLICATION
BROKERS

KAMEN & CO. GROUP
SERVICES
www.KAMENGROUP.com
www.twitter.com/kamen-
group
info@kamengroup.com
516-379-2797
Kamen & Co Group Services
626 RXR Plaza
Uniondale, NY 11556
We are the leading finan-
cial valuation multi-media
publishing firm in the
industry serving both the
domestic and international
publishing audience. Our
office values book publish-
ing, social media, video,
newspaper, shopper,
magazine and broadcast
entities as well as invest-
ment co’s that deal within
the media sector. At Ka-
men & Co Group Services,
our continuum of pub-
lishing advisory services
allows us to meet each cli-
ent’s needs. APPRAISALS,
BROKERING, CONSULT-
ING. We have publishing
properties for sale across
the globe; contact us for
specific markets and op-
portunities. Confidentially
email us at info@kamen-
group.com and/or feel free
to call us at our New York
corporate office 516 -379-
2797. Follow us at twitter
too! www.twitter.com/ka-
mengroup. KAMEN & CO:
Proud to be the expert
media financial valuation
resource for FORBES 400
list of America’s Richest
People 2016 and 2015

WANT TO PLACE YOUR
OWN CLASSIFIED AD?

DISCOUNTS:
10% off for 6 months
20% off for 12 months

INK CLASSIFIEDS

PUBLICATIONS
FOR SALE

NEWSPAPER GROUP.
Five well-established
weekly newspapers in
Houston suburbs. Circula-
tion from 1,000 to 25,000.
Staff, circulation, and
printing department in
place for new owner. Email
grafikshop@sbcglobal.net
or call 713-977-2555.

FOUR FREE MONTHLY
PUBLICATIONS in North
Central Florida. Two are in
a high-end gated commu-
nity with special delivery
rights. Time to retire and
go fishing. 352-804-1223

BOOST REVENUE by
running pay-per-call ads
in unsold ad space. Clas-
sified or display. Prompt
regular payments. No
invoicing needed. No com-
mitment! Contact Leigh
Ann at American Classified
Services. 618-351-7570.

ARE YOU
NURTURING A

GOTO

CLICK oN

FOR AN
APPLICATION.
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Phone: 877.203-2327
Fax: 781.459.7770
Email: afcp@afcp.org




THIS MONTH’S FEATURED
Association of Free Community Publications

MEMBER
BENEFIT
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o ZipBoost
o ,

Job-Searching Features and Hiring Product

powered by ' ZipRecruiter

AFCP provides this product to enhance your employment section with powerful job
search feature and hiring product powered by ZipRecruiter, the fastest-growing
online employment marketplace.

Available as a specific site for each participating publication or as a generic local
jobs site, the numerous features will help readers of each members publication find
highly relevant jobs, locally and nationwide, through an easy-to-navigate job search
tool and one of the nation’s largest job alert email services, which gives them
access to over 8 million jobs from ZipRecruiter every month.

With the national unemployment rate at near record levels and the competition for
talented workers among businesses growing every day, it’s more important than
ever for job seekers to be able to easily look for and evaluate relevant job opportu-
nities as they plan their next career move.

In addition, employers purchasing print classified advertisements and online job
postings from the member publication will receive a ZipBoost, which puts jobs in
front of ZipRecruiter’s highly engaged audience of millions of active job seekers via
a distribution network of 100+ job boards.

This partnership between ZipRecruiter and member publications of the Association
of Free Community Publications (AFCP will assure job seekers and employers maxi-
mum exposure in this highly competitive employment environment.



A monthly publication provided by
the Association of Free Community
Publications. INK’s mission is to
bring news and resources to the free
community publication industry.

afcp

ASSOCIATION OF FREE
COMMUNITY PUBLICATIONS

Got a newsworthy event going on
with your business or your staff?

Send INK the details and any photos
for consideration to loren@afcp.org.

COMMUNITY PUBLICATIONS
NETWORKING AT ITS FINEST!
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135 Old Cove Road
Liverpool, NY 13090
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WWW.AFCP.ORG

April 23-24, 2020

Westgate Lakes Resort & Spa
Orlando, Florida

A joint conference of the Florida Media Association and the Association of Free Community Publications



