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Uncle Andy’s Digest
9 Grove St
Auburn, ME 04212

(207) 783-7039

jimbo@uncleandys.com
term expires Sept. 2020

New View Media Group
5 Vista Drive
Flanders, NJ 07836

(973) 252-9889
Fax 240/332-7489

joe@mjmediallc.com
term expires Sept. 2020

JOE NICASTRO
Director

Cityview
5619 NW 86th Street
Johnston, IA 50131

(515) 953-4822
Fax (214) 823-8866

shane@dmcityview.com
term expires Sept. 2020

SHANE
GOODMAN
Director

Advantage News
235 A East Center Drive
Alton, IL 62002

(618) 463-0612
Fax (618) 463-0733

EricMcRoy@AdVantageNews.com
term expires Sept. 2020

The World
403 US Rt. 302 Berlin
Barre, VT 05641

(802) 479-2582
Fax (802) 479-7916

dphillips@vt-world.com
term expires Sept. 2020

DEBORAH
PHILLIPS
Director of Finance

2019-2020
Officers

RICK WAMRE
President

Advocate Community
Newspapers
6301 Gaston Avenue
Dallas, TX 75214

(214) 560-4212
Fax (214) 823-8866

rwamre@advocatemag.com
term expires Sept. 2020

JOYCE FRERICKS
Vice President

Star Publications
522 Sinclair Lewis Avenue
Sauk Centre, MN 56378

(320) 352-6577
Fax (214) 823-8866

joyce@saukherald.com
term expires Sept. 2020

MANUEL KARAM
Director

Genesee Valley Pennysaver
1471 Route 15
Avon, NY 14414

(585) 226-8111
Fax (214) 823-8866

manuelkaram@gvpennysaver.com
term expires Sept. 2020

JANE QUAIROLI
Director

Kapp Advertising
P.O. Box 840
Lebanon, PA 17042

(717) 273-8127
Fax (214) 823-8866

janeq@themerchandiser.com
term expires Sept. 2020

DOUG FABIAN
Past President

Kapp Advertising
P.O. Box 840
Lebanon, PA 17042

(717) 273-8127
dougf@kappad.com

JIMBO
MARSTON
Sargent at Arms

ERIC MCROY
Director
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“...it can be independence forever for
those who value it sufficiently... if they
give their allegiance to an association

such as this one, they will be
dedicated to keeping the spirit alive,
and they will be doing it by helping

each other.”

-- Victor R. Jose IFPA Founding Conference
September 20, 1980
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Gary’s Gallery
Can you name each person in these

photos?
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My parents had six children. Of them I am number three. As a result of the large
family I guess my parents felt that losing one or two wouldn’t be that big a deal. So,
I got to do things as a kid that most families wouldn’t have allowed. I climbed
mountains, stayed away for weeks at a time hiking, and biked around the Puget
Sound. You’ve already heard that I rodemy bicycle to Canada for a week on two
different occasions. They were great adventures but there was a one day
expedition that we did each year that really showed what we were made of.

If we left our home early Saturday morning, headed north, crossed a mile long
floating bridge, headed west, turned to the south, went over Mount Walker,

circumnavigated Hood Canal, and looped back north to home we could bicycle
125 miles in a day.The first time we tried it we finished in about 14 hours.The next
time it took 12.The last time we rode that 125 mile route we did it in an astonishing
time of 10.5 hours. By todays standards that is slow as a turtle, averaging just over
12 miles per hour.

Now, with carbon fiber bikes, wheels, lighter than air tires, and aerodynamic
underpants we can knock out a 125 mile ride in about 15 minutes. OK, maybe a
little longer. It’s not that I’m in better shape than when I was 16, far from it, it’s what
one gets used to that determines how far you can go.

It’s pretty much the same idea with sales. I started out with 8 ads my first week as
an account rep. I thought for sure I would get fired. But I kept at it, seeing as many
businesses as would allow me the time. Never being a super star sales person I just
kept hammering away, seeing each business each week not matter what they said.
When I was promoted to Publisher of the Ad-Pak in Wilmington, NC I was all the
way up to 30+ ads each week. Then I was made the Publisher. I kept calling on
customers and since I felt more “sales oriented” as the publishermy account list and
ad sales continued to grow. Before I left that paper I had a week high of 65 ads.

If I had gotten used to simply selling 8 ads each week I would be in a different
business. Each week I sold just one more than the week before. I didn’t become
comfortable with mediocrity. If we work at improving each issue of our
publications there is no telling how far we can go. It doesn’t matter if you are in
sales, production, design, or front office— get used to improving each week.

It’s More About What You Get
Used To Than Talent
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Junky Ads—
Letting Form
Overwhelm
Content
By Bob Berting
Berting Communications

The basic rule in all ad design is that the
eye has to be drawn to the ad and the
reader has to be motivated to actually
read the ad without succumbing to dis‐
traction or irritation. Certainly the se‐
lection of type faces is important with
the emphasis on headings in sans serif
type which reads cleaner and body copy
in serif type, preferably in the 9 to 12
point range. The visual syntax of ad de‐
sign is important and the popular “Z”
path of ad elements is critical to the ini‐
tial scanning pattern, which directs the
eye around the ad (optical path).

WHATYOU SAY IS MORE
IMPORTANT THAN HOW

YOU SAY IT
However, in spite of all discussion about
the attractiveness of the ad, what really
helps the reader to buy is the content of
the advertising, not its form—what ben‐
efits you are going to promise.

Many times, over-zealous graphic
artists over-design ads so that the con‐
tent is obscured and the important mes‐
sage is lost. The ad literally goes gray
and the reader’s eye passes over it.

OVERDESIGNING COMES
IN SEVERAL FORMS

These forms are the following:

1. Reverse type, whichmany times is too
small and not readable.

2. Greatly exaggerated borders, which
are distractive.

3. Graduations of dark to light and copy
which doesn’t show up well in the
process. The maximum screen for black
type is 30 percent: the minimum screen
for white reverse is 30 percent.

4. Backgrounds of prints and designs
with type superimposed over them.
Usually the type is difficult to read.

5. Toomany boxes, sunbursts, and other
visual elements that distract from the
content of the ad.

THE BALANCE BETWEEN
GOOD AD DESIGN AND
POWERFUL HEADINGS

Don’t overlook the fact that the heading
can be 80 percent of the ads effective‐
ness. There should always be a definite
contrast between the heading and the
rest of the ad. The message of the ad can
be divided into units of thought which
will incorporate sub-heads and body
copy into each unit of thought.

THE FINAL ANALYSIS
Advertisers must provide reasons for
people to shop with them.

They must give benefits to reach the
subconscious mind of the consumer,
motivating them to shop at their busi‐
ness.

The salesperson and the artist have to
work as a team to decide the exact im‐
age to be projected for an advertiser.
The graphic artist has to be creative, not
only for a single ad but for ongoing
campaigns that will not only tell the
story, but build readership for the ad‐
vertiser.

See Bob’s website at www.bobberting.com
where you can opt-in to receive his Ad‐
vanced Advertising Sales MonthlyMemo,
learn about his consulting service and see
how he can become a columnist for your
publication. You can also purchase his
three e-book bundle for the newspaper
industry, and learn more about all his
training services including his tele-semi‐
nar and webinar programs. Bob is a pro‐
fessional speaker, sales trainer, and
publisher consultant and has conducted
over 1500 seminars for newspaper adver‐
tising salespeople, management, cus‐
tomers, and print media associations.
Contact Bob at bob@bobberting.com or
317-849-5408.

What really helps the
reader to buy is the

content of the
advertising.
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2020 USPS
Rate Changes
By Donna Hanbery
Saturation Mailers Coalition

On October 9, 2019, the Postal Ser‐
vice filed its proposed price adjust‐
ments for Market Dominant and
Competitive products. The cumula‐
tive CPI that limits the price changes
the Postal Service can make, when
considered on an aggregate, class ba‐
sis, was 1.9%. For publishers that use
the mail for distributing free papers,
to all homes, or do total market cov‐
erage (TMC) programs combined
with private carrier circulation, the
proposed rates for saturation mail
brought directly to the local Postal
station (the DDU) or entered at the
SCF, are increases below the CPI rate
cap. For mail entered at the SCF,
there was no change in the current
rates. The current rates for those
products will continue in 2020.

For mail brought to the DDU, the rate
change was an adjustment of approxi‐
mately 1%. (The rate for saturation
flats brought to the DDU with an ad‐
dress increase from 16.1 to 16.3 cents.
EDDM flats (the simplified address
format) at the DDU increase from
16.2 to 16.4 cents. In a call with asso‐
ciation executives that took place in
advance of the filing, the Acting Vice
President for Postal Service Pricing,
Steven Phelps, explained that the de‐
cision to not increase the SCF rate
was based on the much higher than
CPI increase last year, and in recogni‐
tion of the hardship that this surprise
increase had on mailers. SMC and
our members have been talking to the
Postal Service about last year, and the
adverse impact of “surprise” rates on
mailers’ papers and programs
throughout the last year. The decision
to NOT change rates was welcome
and appreciated.

Regardless of entry point, there was
no change in the rates for mailings
that exceed 4 ounces, that are priced
at the pound rate.The pound rate for‐
mula for pieces over 4 ounces remains
the same as current rates.

The more disappointing announce‐
ment and decision, although not a
surprise, was the decision to increase
the price of a detached address label
(DAL), currently at 4 cents, to 5 cents
for any detached address label if the
card has any advertising or marketing
content on it. Cards with any adver‐
tising are being called Detached Mar‐
keting Labels (DML) and the USPS
justifies the big price jump based on
the value of the card to mailers as a
premium product. For DALs with no
marketing content other than an ad‐
dress, the increase in rate goes from 4
to 4.5 cents.

The decision to separate the pricing of
cards used with nothingmore than an
address, and cards containing adver‐
tising or marketing copy, was first an‐
nounced six years ago when the
Postal Service wanted to raise the rate
for a DAL from 1.7 to 5 cents. This
USPS proposal was met with wide‐
spread industry opposition, and case
stories, showing how the revenue
from a card often helped keep a
mailer or paper in business or sus‐
tained marginal zones.

The pricing for the DAL/DML and
concerns that mailers market it like a
solo piece that competes with other
postal service products, like EDDM
Retail, has been a sore spot with the
Postal Service for years. As an indus‐
try advocate for shared mail pro‐
grams and free paper publishers that
mail, I have consistently tried to argue
that mailers don’t “get a DAL” unless
they are paying for a full saturation
shared mailing, that shared mail pro‐
grams, like free papers, are frequent
and predictable mailings that help
support local postal stations. Current
regulations and pricing do not give
the frequent mailer any better pricing
than the occasional mailer. This
change in DAL/DML pricing, and the
Postal Service’s narrow-minded focus
on how a card can bring value and a



• The rates for periodicals increased
in line with the 1.9% increase, within
county periodicals getting a smaller
increase of approximately 1.5%.

• The Postal Service continues to
press the PRC, as part of its to be re‐
sumed 10-year rate review, to allow it
to increase prices over CPI and to
seek greater pricing flexibility.

Overall, with the exception of the
25% increase in DMLs the price
change was not a setback for shared
mailers and publishers that use the
mail. But there remains much the
Postal Service and industry could do
to improve how pricing is done for
shared mail programs, and to create
more incentives and opportunities for
the Postal Service to work with the in‐
dustry to grow andmaintainmail vol‐
umes.
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more premium price for mailers, will
need to be a topic for discussions
with the USPS SMC members and
free paper publishers in months and
years to come.

One highlight of the filing was the
news that the Postal Service will con‐
tinue to offer promotions that are
very similar in scope and timing to
the promotions offered last year for
2020. Mailers that can send a qualify‐
ing, promotion eligible, mail piece,
may be able to qualify for an up front,
2% discount, by participating in
different promotion programs run‐
ning from February 2020 until the
end of the year. Throughout 2019,
AFCP and Paper Chain worked with
free papers to provide instructions,
and an example of an approve ad
copy, that publishers could use in
their pieces to earn an up-front, 2%,
postage discount. Promotions that
saturation shared mailers can do in
2019 include the Tactile and Interac‐

tive Mail piece and Engagement Pro‐
motion, running six months from
February through July 2020, the
Emerging and Advanced Technology
Promotion, beginning March and
ending August 2020 and the Mobile
Shopping Promotion beginning Au‐
gust 2020 and ending in December.

OTHER HIGHLIGHTS OF
THE FILING INCLUDE THE

FOLLOWING:
• The first-class stamp will remain at
55 cents. A private individual had
successfully challenged the big jump
from 50 to 55 cents and that pricing
proposal was sent back to the PRC for
further justification and considera‐
tion. No doubt that decision had
some impact on holding the line on
the first-class retail rate.

• The prices for priority mail and ex‐
press mail, used by businesses and
consumers, increased by over 4%
with retail prices increasing 4.9% on
average.
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IFPA Board
Minutes

TREASURER'S REPORT:
DEBORAH

January thru September Income is
$396,313. which is $81,000 more than
budgeted.

Expenses $36,994 less than budgeted.
$141,820 Net Income through Septem‐
ber 30. So far, $135,455 more than bud‐
geted. Joyce made a motion to approve
the treasurer's report. Seconded by Eric.
All in favor. Motion passed.

2019 PHILADELPHIA POST
EVENT SURVEY RESULTS:

DOUGLAS
After reading the comments the event
was well accepted. 83% out of 100% ap‐
proval rating. We are working with Tim
and Ryan and Tim and to make a video
presentation where Ryan will further
expand on real CVC data using it to
prospect, sell, and retain customers.
Also, Douglas received a note from the
video company from the conference
that the video should be ready in a day
or two.

2020 PUBLISHERS
SUMMIT: SHANE

On track. Have put together a list of 15
different subjects.The basic idea is to do
a rapid fire piece using 12 presenters in
12 hours over a day and a half. Will be
trimming the list and asking the help of
board members to present topics. Will
be a 30 minute presentation, 20 minute
Q & A and ten min to regroup and get
organized for the next session. Hope‐
fully people will walk away with a lot of
information on 12 different subjects and
immediately apply it to their businesses
to either build revenue or save money.

SHARE GROUPS
Sales Managers: Doug. The Sales Man‐
agers SHARE Group meeting continues
to be strong and remains valuable to
those on the call.

Publishers: Joe; Had a good call and
good group. Topics are group driven.

Specialty Publications: Rick; Shane pre‐
sented a program on Chamber publica‐

IFPA BOARDMEETING,
THURSDAYOCTOBER 17,

2019.
President Rick Wamre called the meet‐
ing to order at 9:00am (EST)

Board members present: Doug Fabian,
Eric McRoy, Shane Goodman, Joyce Fr‐
ericks, Deborah Phillips, Joe Nicastro,
Jimbo Marston and Executive Director:
Douglas Fry

IFPA/AFCP UPDATE: RICK
Rick sent the letter to AFCP and Charlie
was going to send it to the board. No
update yet.

tions. Only draw back was low atten‐
dance. Have made the call quarterly. In
January planning on discussing rate
cards and media kits. Hopefully by pub‐
licizing the topic in advance we will get
better attendance.

NATS: JOE
Talked with his developer. Can set up
free standing system. Joe can do a demo
for the board and then they can decide
if they want to go through with it. Demo
could be done in ten minutes in a board
meeting.

Communications Committee: Manuel
not on the call

ONLINE ADS: ERIC
34 Publishers serving our Google Ad‐
sense Adwords code. About $130. for
IFPA. Click to Call functionality of this
alternative solution does not exist.
Reached out to developers and they will
charge about $500 to write a custom ap‐
plication for us. Not convinced it is
worth the money. Still searching for a
solution.

WEBSITE: JOYCE
All up to date. Eric questioned if we are
using Google analytics on IFPA website,
if so is anybody seeing it? Douglas can
get a report for next meeting.

AD AWARDS: DOUGLAS
Sent out plaques on the 16th. Douglas
has spoken to some publishers who
have said they are "swimming" in
plaques. He asked what the board
thought of just sending certificates.
Feelings were mixed. Rick suggested
asking the winners their preference
prior to purchasing the plaques in the
future. Shane share that other organiza‐
tions send one plaque with all awards on
it. The cost for the current system is ba‐
sically a wash. We will talk about it for
next year after surveying the winners.

Old Business: None. New Business:
None

Deborah made a motion to adjourn.
Eric seconded it. All in favor. Meeting
adjourned at 9:40am. (EST)
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Gary’s Gallery
Sometimes the shots taken at a long
ago event are just too much fun to
pass up. Can you name every person

in these photos?
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Creating
Believable
Advertising
by John Foust

An audience must
temporarily suspend
rational judgment in

order to enjoy a story
or presentation.

“Willing suspension of disbelief ” is a
cornerstone of entertainment. The term
was coined in 1817 by poet Samuel Tay‐
lor Coleridge, author of “The Rime of
the AncientMariner.” It refers to the fact
that an audience must temporarily sus‐
pend rational judgment in order to en‐
joy a story or presentation.

The person on the screen is an actor, not
the actual person he or she is portray‐
ing. People who wear capes can’t really
fly.The woman in a magic act isn’t really
cut in half.

Suspension of disbelief is a good thing.
We do it with ease. It makes mystery
novels interesting. It makes ghost sto‐
ries around the campfire more fun. And
it keeps us on the edge of our seats when
we go to action movies.

All of this is fine in the entertainment
business, but things are different in the
real world. Consider this profession of
advertising. Suspension of disbelief is
not necessary. It’s an ad creator’s job to
encourage willing belief. Here are three
points to keep in mind:

1. Tell the truth. It all starts here. Once
someone catches a person in a lie, it’s
hard to believe anything else that person
says. The same goes for advertising.
Stretch the truth and pay the price in the
marketplace.

Of course, there are laws protecting
consumers from bait-and-switch pro‐
motions and other deceptive schemes.
But what about exaggerations and un‐
substantiated claims? Although most of
them are not technically illegal, these
seemingly innocent copy techniques
can be just as misleading.

Consumers are confused when compet‐
ing advertisers each claim to be the
“best.” And they are suspicious when
every sale is promoted as “the biggest
sale in our history.”

2. Use evidence. Just like attorneys are
well armed with facts to back up their
positions in the courtroom, advertisers
should support their claims with evi‐

dence. Saying, “This new widget will
save money” is not nearly as effective as
saying, “The XYZ Board’s tests show
this new widget can save up to 10 per‐
cent on your energy costs.”

A testimonial is another form of evi‐
dence. To be believable, testimonials
should feature real customers, not pro‐
fessional actors. Real customers add au‐
thenticity to marketing campaigns,
because they have actually used the ad‐
vertised product.

3. Focus on benefits. Every advertiser
wants people to believe their products
and services are the right choices. The
fastest way to do that is to talk in terms
of benefits.

Benefits generate belief. Think of the
things you have bought for yourself. Ev‐
ery purchase was based on the benefits
those things would provide. You chose
Residence A over Residence B, because
it offered better features, location and
price. Car A was a better fit for you than
Car B, so you chose Car A.

Willing suspension of disbelief and will‐
ing belief are both based on trust. When
we go to a movie, we say, “I trust you to
entertain me.” And when we encounter
the right kind of advertising, we say, “I
trust the information in this ad to be re‐
liable.”

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

John Foust has conducted training pro‐
grams for thousands of newspaper ad‐
vertising professionals. Many ad
departments are using his training
videos to save time and get quick results
from in-house training. Email for infor‐
mation: john@johnfoust.com
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Traditional
Network
Stations
Don’t Usually
Report Their
Lower
Viewership
by Peter Wagner

The networks are
suffering a huge
decline in their

viewership.

I’m amazed at how the traditional, over-
the-air, television networks consistently
report that “newspapers are dead.”Their
anchors report that story time and
again, but never report their own losses
in viewership.

The most recent example took place on
the October 6, 2019, broadcast of CBS
News Sunday Morning hosted by Jane
Pauley.

I usually enjoy the Sunday morning’s
excellent reporting and off-the-wall fea‐
ture stories. But I resent the network’s
obsession with condemning the future
of the printed newspaper.

The specific comment on October 6 was
part of a piece about a new HBO pro‐
duction honoring the importance of
Jimmy Breslin and Pete Hamill in glory
days of New York journalism.They were
“deadline artists,” the cross-network
promotion story stated, “in a time when
newspapers were still king.”

But the negative comments didn’t end
there. In an attempt to hammer their
point, the segment was introduced by
Jane Pauley saying the “Newseum in
Washington, DC, would be closing later
this year as so many newspapers had
over the last decade.”

“Over 1,800 newspapers have recently
closed, merged or reduced the number
of days they’re printed,” Pauley said.

She didn’t add that Gannett Company,
the national newspaper publishing
chain which includes USA Today, has
been known for providing much of the
Newseum’s funding, is entering a
merger with Gatehouse Media. Gate‐
house, which is reportedly assuming to‐
tal management and the Gannett name,
is known for running a much tighter fi‐
nancial operation.

But evenmore importantly, what Pauley
didn’t report, and the network never re‐
ports, is that network and cable viewer‐
ship is also greatly reduced. Especially
over-the-air network numbers.

An associate recently told me about a
comment made by a relative who man‐
ages a network TV station in a major
metro market.

“The total number of households
watching the five network, over-the-air
stations in his city,” the station manager
shared, “did not even total the equal
time viewership any one of the stations
had ten years ago.”

More importantly, TV Guide, which
should be a positive spokesperson
boosting the television industry, re‐
ported in its October 10 issue, that
2019’s fall premiere week attracted a
smaller audience than last year, as it has
year after year for the last five years. In

2015 the new season introduction week
attracted 33.9 million viewers across
America. In 2016 that number dropped
to 29.9 million and in 2017 to 27.1 mil‐
lion.

This fall, only 22 million viewers both‐
ered to turn on their television sets to
catch the new season of over-the-air
network programing. That’s 13 million
viewers, or over one-third less viewers,
than five years ago.

The networks are suffering a huge de‐
cline in their viewership and yet they
continue to point a finger at print as be‐
ing the only victim of one generation’s
dependency on social media.

There is a difference in television and
print and a major reason so many com‐
munity newspapers are continuing to
do so well.

That reason is easily summed up in the
word local! Locally owned and pub‐
lished community newspapers still have
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a solid connection with all that is local.

Television stations are forced by eco‐
nomics to plant themselves in major
markets. Their broadcast news depart‐
ments have to cover huge geographic ar‐
eas, sometimes crossing state lines, in
their attempt to be all things to all view‐
ers. That hit-and-miss reporting fails to
create the loyalty and following desired
and needed by small community and
even many regional businesses.

Local papers, in contrast, are able to
concentrate their coverage of their
hometown and nearby rural area. They
are both capable and committed to re‐
porting the latest information about the
town’s school district, from the city
manager’s office and county courthouse,
regarding the downtown business dis‐
trict and the local churches.

They are stories alive with personality.
That includes details from the weekend’s
football games, the most recent meeting

of the local Kiwanis club, a report of
some honor given a local citizen and the
upcoming events at the senior center.

Time and again I have watched the
Main Streets of small towns without a
newspaper disappear. Community
newspapers, produced by families in‐
vested in the town’s future, are that com‐
munity’s guarantee they will continue to
exist and prosper.

Large town television stations have
enough problems without using their
time and energy taking potshots at
newspapers. According to recent na‐
tional reports younger Americans are
disconnecting from cable and even their
rooftop antenna at an alarming pace. In‐
stead they are circumventing traditional
broadcast distribution and turning to
the many streaming services now being
offered. Streaming services with no lo‐
cal news or consensus building local in‐
formation.

Newspapers have a great future and an
important story to tell about their per‐
manence and readership. But to make
sure the community knows and under‐
stands the facts, the entire staff from
publisher to news staff to sales team
need to get out on the street and tell it.
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The Survey
Shouldn’t Be
the Last
Thing the
Customer
Remembers
About You
by Shep Hyken

I’m all for getting customer feedback.
There are different ways to go about it.
Ask customers on the way out of a store,
call them on a phone or send follow-up
surveys via email. I wrote about surveys
a few years ago. The gist of that article
was about gettingmore customers to fill
out those surveys. Two areas were cov‐
ered: timing (when the survey was sent)
and length (how long it takes customers
to complete). Without rehashing the
entire article, timing is important.
Don’t wait two weeks to send the sur‐
vey. And don’t make it too long.

Think about what you’re asking the cus‐
tomer to do when you send them a sur‐
vey. Let’s say you own a restaurant. On
the way in, you want your customers to
be greeted warmly before enjoying
great food and friendly service. At the
end of their meal, you want them to ex‐
perience genuine appreciation as they
leave. That final part of the experi‐
ence—the genuine appreciation as they
leave—makes for a great last impres‐
sion. The next day, you send the cus‐
tomer a survey.

Now, there is nothing wrong with that
survey. After all, this is where you get
feedback. But consider this. After that
wonderful experience and that fond
“farewell until next time,” this becomes
the new last impression. Let me repeat,
so it’s very clear:

The survey is your new last impression.

That is why it’s important that the sur‐
vey is done the right way. Here are a few
dos and don’ts to consider:

• Don’t send the survey too soon. I once
received a survey before I even left the
property of a hotel I was staying at.

• Don’t wait too long to send the survey.
I’ve received surveys two weeks after
my experience with a company. I can
barely remember what I did yesterday,
let alone two weeks ago. Okay, this is a
slight exaggeration, but you get the
point.

• Don’t make the survey too long, caus‐

ing “survey fatigue.”

• Don’t send the same survey over and
over again to the customer who visits
you over and over again. Please, re‐
member me as a person, not a repeat
transaction.

• Do send the survey to the customer at
the right time, which varies depending
on your type of business.

• Do personalize the introduction to the
survey. Make the customer feel like a
valued person and not, as mentioned
above, a transaction.

• Do thank the customer once they re‐
spond, and if they have a specific sug‐
gestion, let them know they have been
heard.

We spend a lot of effort, and even
money, to turn prospects into cus‐
tomers. We do our best to create a good
customer experience. Don’t let the last
impression be tainted with a survey that
is improperly delivered. The last im‐
pression, good or bad, is a lasting im‐
pression.

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
training programs, go to www.thecus‐
tomerfocus.com. Follow on Twitter:
@Hyken
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