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printed publication that helps us slow 
down and focus. Maybe it's the feel of 
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rest assured you’re creating an enjoyable 
experience for your readers.
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family-owned company specializing in 
printing short-run publications. We are 
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for quantities up-to 100,000. We help 
many AFCP publishers print their 
glossy publications.
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Your best source for circulation and distribution supplies!
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DIRECTOR’S POINT OF VIEW

The state of our Industry 
Once again I find myself waiting 
for a connecting flight at O’Hare Air-
port reflecting on the state of the Free 
Community Paper Industry! I have to 
say based on my experiences the last 
two days, I feel really good about the 
industry and great about the people that 
are actively participating in navigating a 
path to its positive future.

I just participated in a strategic plan-
ning session in Minneapolis to identify 
the objectives that the Midwest Free 
Community Papers (MFCP) will be focus-
ing on for the coming 12 months. This 
experience has reinforced my belief that 
there are industry professionals with 
the insights, energy and commitment 
to actively drive their companies and 
fellow industry associates to succeed in 
this ever-changing environment. It also 
reenergizes me with the excitement that 
is contagious when you spend time with 
people who are so passionate about 
the industry they have invested their 
careers in.

I don’t want to give the impression 
this was a session seeing some kum-
baya, bed-of-roses future for publica-
tions. On the contrary, it was a realistic 
evaluation of what we need to be doing 
to help members move their compa-
nies in a positive direction. This process 
will require looking outside our normal 
comfort zone of doing more of what 
we always have done, to developing a 
clearer understanding of what our read-
ers want, what would make non-readers 
into readers and closely watching shifts 
in these factors as information sources 
change.

The one thing I am absolutely sure 
about is that the group of Board Mem-
bers MFCP has at their helm has a 
solid vision of their local market’s best 
interests and clearly uses that vision 
as the compass directing their publica-
tions. Armed with an unwavering belief 
in their opportunity to serve their local 

communities while at the same time 
providing for their employees, each of 
them focuses on maintaining a product 
that puts local content, local buying 
information and the good of their com-
munities at the forefront. Their passion 
for their products, their industry and 
their communities is not only obvious, it 
is profound.

As we look at the concept of “buy lo-
cal” in this issue of INK, I am confident 
that our industry needs to take the lead 
in educating our communities about the 
immense benefits of supporting local 
businesses as well as the long-term 
costs of not supporting them. The few 
dollars saved in the name of conve-
nience, may bring even more significant 
long-term costs to the communities they 
live in. No one in each individual market 
understands local better than commu-
nity papers, and no one is in a better 
position to educate businesses and resi-
dents on the many unseen benefits of 
those two groups working together.

Much like our dedicated associates on 
the MFCP Board, let’s concentrate our 
focus on how best to serve all of our 
stakeholders. That group would include 
our employees, readers, advertisers and 
community members who rely on our 
publications to provide the information 
that connects them all together. They all 
need to understand both the importance 
and the complexity of this symbiotic 
relationship.

Thanks again to the MFCP Board for 
reinforcing my belief in the people who 
participate in this incredible industry 
and for reigniting the enthusiasm that 
makes me feel good about the industry 
I have chosen to invest the last 42 years 
of my professional life with. Your devo-
tion to directing positive outcomes is as 
essential as it is inspirational.

Remember to not only “but local” but 
to remind those media buyers… “If it’s 
FREE, buy it!”

LOREN COLBURN
EXECUTIVE DIRECTOR
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STORY SPOTLIGHT
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Get to Know This Gold Partner 
It’s 8 a.m. Monday morning. 
You walk in the door, coffee in hand, 
ready to start your day. Your sales 
manager is sick today. There’s a note 
on your desk from your production 
manager. A full-page ad never made 
it in the issue and a 1/2 page pick-
up never got updated. And to top off 
your morning, the person who does 
your billing emailed you that $3,000 
was never invoiced last issue because 
they didn’t get the info from sales.

While you’re probably cringing right 
now and vowing that it will never hap-
pen to you, it can and unfortunately 
does. The good news is 
that it can be prevented 
with a good organization-
al system in place. This is 
where MaxPro comes in.

MaxPro Publishing is a 
solution developed by Lit-
tle Fish Big Ocean Inc. of 
Florida. Developed specifi-
cally for the independent 
publishing industry, Max-
Pro is perfect for bringing departments 
together. As soon as a company grows 
and departments are created, the lack 
of communication grows and begins 
to hinder smooth operations. From ad 
placement to billing and everything in 
between, MaxPro allows each depart-
ment to enter their information on 
a single, shared platform. With this 
“enter it once” philosophy, double-entry 
is a thing of the past. Errors from lost 
paperwork or miscommunication are 
virtually gone, including lost revenue 
for neglecting to place or invoice an ad.

So you’re probably thinking to your-
self, “Well, we’ve been using Excel all 
these years and we’re doing just fine.” 
Yes, that may be true, but have you 
ever wondered if you may be missing 
out on more business? Do you have 
access to all of your clients’ informa-
tion or do your sales people have it 
in their computers or phones? What 

if something happens to your sales 
people? There are so many potential 
problems that can come your way. Do 
you really own your data or can it walk 
out the door at any moment?

When business owners look at 
MaxPro or similar solutions, they 
compare it by face value.

Off-the-shelf products or basic online 
business solutions that are not geared 
towards publishers may cost less and 
seem like a viable solution. True, it costs 
less money, but there’s a reason for 
that. How much time are you going to 
spend trying to create workarounds for 

all of its shortcomings? 
If you want to com-

pare the real value, let’s 
look at your return on 
investment after a one- 
or two-year period. Did 
your sales team have 
more time to go get 
new sales? Were there 
fewer errors in place-
ment or maybe an 

advertiser that was about to drop out 
who renewed his contract?

Unfortunately, most people are 
looking for immediate results. “If 
I spent $300, I expect my sales to 
increase by $500 in a few months.” 
This thinking is short-sighted.

So often we hear, “Well, I’ll just hire 
an office assistant.” If you hired an as-
sistant for one person for, let’s say, $10 
an hour, it would run you roughly $20k 
plus taxes, benefits, etc. etc. So, for 
one assistant, you’re looking at about 
$25k/year. WHAT IF you could hire an 
assistant that worked 24/7, was avail-
able anywhere the internet is available, 
helped every person in your office and 
made filling in for someone easy? And 
this assistant would cost you LESS 
THAN 1/4 of a regular employee?

MaxPro was designed for those 
reasons.

CHRIS SEDLAK, Owner
Little Fish Big Ocean Inc.

TESTIMONIAL
“Our company has been 
using MaxPro software 
since September 2011. 
Since incorporating Max 
we have experienced 
increased sales and 
more efficiency in our 
composing process. The 
system has been greatly 
embraced by our sales 
reps, and our production 
department has had a 
load of responsibility 
removed from them. I 
highly recommend any 
publisher to explore the 
possibilities that MaxPro 
has to offer!” 
– Greg Ledford
Community First Media
Shelby, N.C.

Continued on page 8

“Spreadsheets 
work, but there’s 

a better way.”
– Chris Sedlak
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April 23-24, 2020
Westgate lakes resort & spa

orlando, florida

Silent Auction  

Donations  
Needed!

Contact Cassey Recore in the AFCP office:
cassey@afcp.org or call 1-877-203-2327

All proceeds from the silent auction go to the Bill Welsh 
Foundation to help provide scholarships for Rising Stars 

to attend the AFCP annual conference.

MUSIC MEMORABILIA

AUTOGRAPHED ITEMS

UNIQUE ARTWORK

ELECTRONICS

GIFT BASKETS

TIMESHARES

GIFT CARDS

SPECIALTY ITEMS

JEWELRY & WATCHES

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

If you participate in 
CVC online studies

we can tell you everything
you want to know

about your readers.

STORY SPOTLIGHT

Installation and implementation is quick and painless. 
Support is free and quick. MaxPro’s interface is designed 
to be friendly, not gray and drab. Users will find it easy 
to navigate and it’s virtually plug-and-play for new us-
ers. But most importantly, your data is safe, secure and 
backed-up, and all at your fingertips with support you can 
always count on.

“If you’ve ever thought about expanding your company 
by adding a new publication or beefing up your sales 
staff, then we need to talk,” said owner Chris Sedlak. “We 
are honored to be working with so many great businesses 
around the U.S. and look forward to helping you.”

Since 2008, Little Fish Big Ocean Inc. has been helping 
small businesses grow. Schedule a live online demo to see 
how your workflow can be improved by contacting Chris 
Sedlak at chris@maxpropublishing.com or by calling 407-
656-2777. And if you’re planning to attend the upcoming 
Annual Conference and Trade Show in Orlando, plan to 
stop by and chat with Gold Partner Little Fish Big Ocean!

“Run your business. Don’t let your business run you,” 
said Sedlak.

Gold Partner Little Fish Big Ocean
Continued from page 7
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This afternoon I printed 
out my travel itinerary for our 
upcoming conference in Orlando. 
My 14-year-old was hanging out 
in the Arcadia News office after 
school, bored and waiting for a 
ride home. Parents know the drill: 
phone in the face; sporadic open-
mouthed sighs with the occasional 
eyeroll to further illustrate the 
world-weariness; yet still attentive 
enough to pick up on every little 
thing that could perhaps – directly 
or indirectly – affect his life. He 
peered over his phone to see me 
pinning the American Airlines 
schedule to the corkboard.

“Where are we going?” he asked, 
placing a confident emphasis on the 
word we. “Is this the Orlando trip?”

I confirmed the destination and 
let him down easy on the insinuation 
of a family journey. We had talked 
about the idea of a Florida vaca-
tion when we learned of this year’s 
AFCP/FMA Conference location, but 
our school break doesn’t line up, so 
Disney World will have to wait. 

Which is fine by me, because 
this trip to Orlando is for me, my 
employees and my business. This 
trip is about growing my circle of 
friends, acquaintances and indus-
try professionals. It’s about what I 
can bring home to share with my 
employees, my family and my cus-
tomers. Every year I learn some-
thing new and every year I learn 
how to look at something old from 
a different angle. 

Like most of my fellow members, 
I’ve chosen to spend my profes-
sional life in an industry I love, 
which is currently being challenged 
on all sides. The reputation and 
relevance of newspapers seem to 
be assaulted regularly on a nation-
al scale, which makes it easy for ad 
buyers and marketing specialists 
to dismiss community publications 

as just another player on the same 
team. We see it nearly every day; 
and while I’m tired of arguing the 
same points to defend our industry, 
I’m not going to quit. Thankfully 
I’m not alone – we’re all survivors, 
finding our way together. 

Last year I attended the (23rd 
annual!) Saturation Mailer’s Coali-
tion breakfast round table with 
Donna Hanbery (it’s on Friday 

morning this year). There were 
about a dozen of us (publishers 
who use the U.S. Postal Service), 
sitting with two higher-ups from 
the USPS in Washington, D.C., and 
Donna was the acting mediator 
of the session. I’m really glad I 
didn’t miss that meeting because 
I needed those new D.C. relation-
ships last week while working on 
a CBD advertising issue. I know 
most of my local postal workers, 
but it will always be good to have 
contacts in Washington when it 
comes to federal institutions that I 
have to do business with.

I had an answer from our D.C. 
friends within 24 hours. It wasn’t 
what I wanted to hear, but I knew 
it was correct and my problem was 
solved. That is just one of many 
examples I can share to encour-
age others to come to Orlando. 

The Conference Committee is 
also excited to announce a last-
minute addition in the form of 
a closing keynote speaker. Mike 
Blinder is a lifelong media guy and 
industry advisor who believes in 
the power of our business so much 
that he just sidestepped retire-
ment and took ownership of Edi-
tor & Publisher (E&P) magazine. 
Mike’s message is “Time to Get 
Our Swagger Back!” and it encour-
ages us to focus on what we do 
best as an industry. Learn more 
about Mike and his message on 
page 10 in this issue of INK – and 
then come see him in person.

If you’re on the fence about 
attending this year’s conference, 
it’s time to make a decision. The 
AFCP/FMA special room block 
closes March 20th and after that, 
you’re either paying full price for 
the room if you’re coming, or 
you’re missing out on the opportu-
nity that is this year’s conference. 

See you in Orlando! 

On the fence? It’s decision time!
by Greg Bruns, 2020 Conference Committee Chair

Greg Bruns

It is an honor to be selected as the 
Conference Chair for the 2020 AFCP/
FMA Joint Conference in Orlando. I’ve 
been a member of AFCP for just over a 
decade, joining after I attended my first 
AFCP conference in Tucson in 2010, 
which was a convenient 90-minute 
drive from my hometown of Phoenix. 
Coming home from that conference I 
was ecstatic, having finally found some 
people who understood what I was 
going through! 

Part of my job as this year’s confer-
ence committee chair is to entice you 
to conference. If one person comes 
up to me in Orlando and tells me my 
columns in INK gave you that extra 
nudge that was needed to commit to 
the conference, I will have done my job 
and I will gladly buy you a drink.
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Closing Keynote Speaker 
	 Announced for Orlando!

“Time to get our 
SWAGGER 

back!”

MIKE BLINDER

There is no question that digital disruption is 
affecting our audience and profits. However, are we living a 
self-fulfilling prophecy by moving our focus away from lever-
aging our print publication assets as a core revenue source? 
There is profit for publications when we focus on what we do 
best!  

Mike Blinder is a sales street fighter who has generated 
$100 million in multimedia ad sales. And last September he 
surprised the entire industry with his purchase of Editor & Pub-
lisher Magazine. Mike will dissect the latest research and data 
showing that we are still a great industry, with great products 
and a great future ahead. As long as we keep our eye on the 
ball!

Mike has been in love with media his entire life. In high 
school he held part-time jobs as an intern at WPEN radio in 
Philadelphia and at Radio Shack, where he sold the first gen-
eration of home computers.

While attending George Washington University he held a full-
time job as a DC Deejay, becoming a station manager within 
five years. From radio Mike moved to TV and eventually print, 
starting one of the first digital newspapers in the United States 
where he was nominated by the Newspaper Association of 
America  as a “Digital Pioneer.” Today he owns one of the world’s 
most respected media consulting firms with over 350 newspaper 
clients worldwide where he has trained over 20,000 of their staff 
on how to innovate to embrace new media concepts.

Best known for his SMB (small- medium-sized business) 
marketing training sessions, Mike brings his lifelong learning 
and love of media together in entertaining and engaging class-
es to cities and towns across the world. Over 100,000 business 
leaders have attended his sessions on how to use all forms of 
media more effectively to guarantee maximum results.

Mike is also the CEO (Chief Evangelist Officer) of the Cu-
rated Experiences Group, the new owners of Editor & Publisher 
(E&P), a magazine that has served as the authoritative voice of 
news publishing for over 140 years. Mike is E&P’s new pub-
lisher.

The author of “Survival Selling,” Mike has won numerous 
media awards. He is the past president and board member 
of a number of media/marketing associations and has been a 
sought-after speaker at conferences around the world.

Mike lives in Tampa Bay, Florida with his wife, daughter and 
Golden-Doodle, Ginger.
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I had a friend of 
mine who was looking 
for work this past holi-
day season. He had been 
recently let go from his 

previous employer and needed a job. Finding full-
time work in late October was tough for him so he 
took a job working temporarily for Amazon deliver-
ing packages. 

He’s a pretty easygoing guy, loves music and 
used the 8-10 hours a day he worked hopping in 
and out of his car listening to a variety of classic 
and southern rock. Occasionally I would get texts 
from him declaring his love for some random 70’s 
classic. The work was boring and unfulfilling but it 
was a job and he needed it – even if it was on a 
temp basis.

So the guy worked 54 straight days from No-
vember 1st till December 24th and delivered a total 
of 5,778 packages. 
That’s an average 
of 107 packages per 
day. He was one of 
many hired to per-
form the same task 
all over my little 
town of Gainesville, 
Florida (Go Gators!). 
I have to be honest, 
I freaked out when I 
heard that number. 

Don’t get me 
wrong; I use Amazon 
all the time. It’s easy, 
simple and conve-
nient. But I couldn’t 
help but think that 
was 5,778 pack-
ages full of items 
that could have been 
purchased locally. 

Multiply that by the other 20 drivers all doing the 
same thing in my town and that’s tens of thousands 
of packages that weren’t purchased locally. That’s 
an incredible number of sales, items and goods that 
used to be purchased at your local hardware store, 
bookstore and grocery store.

I get it. Times change and our industry knows 
better than most how difficult it can be to stay 
relevant, to stay pertinent, to stay local. But I was 
amazed at the sheer volume that was happening in 
my own backyard. You know as publishers we often 
talk about how great our circulation is but most 
people don’t know what 30, 40, or 50,000 copies 
of something looks like. Ever taken a client to the 
printer to see what 30,000 magazines actually looks 
like? They freak out! Well, that was me when I 
stopped and thought about that number…5,778! 

I don’t think we’re going back to the way it was 
– Prime Delivery is just too good of a deal. But 

what I do know is our 
businesses are about 
as local as it gets. For 
years, even genera-
tions, some of us have 
been reliant upon 
our revenue coming 
from locally-owned or 
independently-owned 
businesses. And 
we should be doing 
everything we can to 
focus on these amaz-
ing places that dot 
the landscape of our 
communities.

by Charlie Delatorre

FRO
M

 TH
E TO

P
FROM THE TOP
WITH CHARLIE DELATORRE

Prime Delivery 
  vs. Buying Locally

CHARLIE DELATORRE
AFCP PRESIDENT
TOWER PUBLICATIONS
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FEATURED ANALYSIS

The Survey Says...
Interesting Insights…
83.3% of publications be-
long to their local Chamber 
of Commerce

44.4% belong to their lo-
cal Rotary Club

72.2% of publications 
support multiple youth 
programs within their com-
munities

61.1% of publications 
support at least one local 
senior group

Strongest Ad Categories…

1.	Restaurants

2.	Home Improvement

3.	Real Estate

4.	Medical Service Providers

5.	Local Events
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FEATURED ANALYSIS

Buy 
Local!
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Are home values rising 
where you live? Is your local econo-
my thriving? Does your community 
have enough money to maintain 
its roads, schools and emergency 
services? Are there plenty of jobs 
available?

If you answered no to any of 
these questions, did you know that 
there’s something you can person-
ally do to help revive your local 
economy? Evidence shows it’s as 
easy as buying local.

Take Shakespeare & Co., a small 
independent bookstore in New York 
City, for example. The American 
Booksellers Association reported 
that after years of intense com-
petition from Amazon and big box 
superstores, independent bookstore 
ownership fell by almost 40 percent 
from the mid-90s through 2009. 

The original Shakespeare & Co. 
bookstore succumbed in 1996; but 
as the “Buy Local” movement grew 
and more customers chose to spend 

their dollars in neighborhood stores, 
Shakespeare & Co. was able to 
make a comeback in 2018. Owner 

Dane Neller, who recently opened 
his third bookstore, said, “Book-
stores are back and they’re back in 
a big way.” 

The American Booksellers Associ-
ation notes that independent book-
stores act as community anchors, 
serving a unique role in the cultural 
life of communities while creating 
economically vibrant neighborhoods. 
With its inviting café, onsite publish-
ing and custom while-you-wait book 
printing, Shakespeare & Co. is more 
than just a bookstore. It’s what 
Neller calls a “cultural sanctuary.”

From big cities like New York to 
small towns such as Malad City, 
Idaho – population 2,104 – buying 
local has made an impact.

Hess Lumber opened in Malad 
City in 1935. Owner Doug Crowther 
began working in the store as a kid, 
and now he hopes to teach a new 
generation of kids how to work.

It started simply enough. The new 
Hess Lumber store was equipped 

Why Buy Local?

FEATURE STORY

These are some of the print ads available for use when you join Independent We Stand. Visit:  IndependentWeStand.org to sign up.
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Did You Know?
•	 Small businesses accounted 

for 65% of all net new jobs over 
the past 17 years. 

•	 Small businesses employ 77 
million Americans. 

•	 89% of consumers agree that 
independent businesses contribute 
positively to local economies. 

•	 Residential neighborhoods 
served by a successful indepen-
dent business district gained, on 
average, 50% more in home val-
ues than their citywide markets.

•	 Independent retailers return 
more than three times as much 
money per dollar of sales than 
chain competitors. 

•	 Independent restaurants re-
turn more than two times as much 
money per dollar of sales than 
national restaurant chains. 

•	 If independent businesses re-
gained their 1990 market shares, 
it would create 200,000 new small 
businesses, generate nearly $300 
billion in revenues and employ 
more than 1.6 million American 
workers.

•	 If just half the U.S. employed 
population spent $50 each month 
in locally owned independent busi-
nesses, it would generate more 
than $42.6 billion in revenue.

•	 For every square foot a local 
firm occupies, the local economy 
gains $179 vs. $105 for a chain 
store. 

Sources: Small Business Administration; 
Intuit Small Business Innovation Study; 
American Express OPEN Independent 
Retail Index; Civic Economics/American 
Booksellers Assoc., U.S. Dept. of Labor. 
Reprinted with permission from Inde-
pendentWeStand.org.

Remind your customers to support local businesses – including yours! – 
with these social media campaigns, also available for download at 
IndependentWeStand.org when you join.

with a cardboard baler to 
compress boxes and packag-
ing material for recycling. 
Soon, Hess began baling 
cardboard for two 
neighboring com-
panies as well. 
The little side 
business grew 
to include over a 
dozen businesses 
in town using 
the service. The 
small monthly 
fee Hess charges 
the other busi-
nesses for the 
service pays for 
the forklift time 
to transport the 
cardboard, while 
simultaneously 
creating jobs for 
the high school 
students who run 
the program. 

“It keeps them 
moving and doing stuff,” said 
Crowther. “That’s what I was 
raised doing, and we had that 
opportunity because of the 
family business.”

A common misconception 
about small businesses is that 
small stores can’t compete 

with big box stores and online 
retailers because they don’t 
have the same buying power. 
However, many independent 

small business-
es belong to 
buying groups 
that give them 
that boost in 
buying power 
on necessities 
such as inven-
tory and adver-
tising so that 
their prices can 
stay in line with 
the market.

The current 
tendency for 
local govern-
ments and 
economic devel-
opment organi-
zations to think 
about job cre-
ation in terms 
of attracting 

and retaining large compa-
nies needs to be changed. A 
report by the Initiative for a 
Competitive Inner City (ICIC) 
suggests that comparable ef-
forts to strengthen and grow 
small businesses may have 

“Small, locally-
owned businesses 

are really the 
lifeblood of local 
economies and 

local communities. 
And without your 

support, they 
can’t survive.”

– Bill Brunelle
Independent We Stand

Continued on page 17
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How Can I Get Involved?
Choose to buy locally!

•	 Seek out a local business 
you’ve never been to and see what 
they have to offer.

•	 Get your prescriptions filled at 
a local pharmacy.

•	 Eat lunch at a local eatery in-
stead of a chain restaurant.

•	 Purchase birthday gifts at a lo-
cal gift shop.

•	 Frequent your community’s 
Farmer’s Market for your produce.

•	 Join a locally-owned gym.
•	 Visit a local nursery for your 

lawn and garden needs.
•	 Get your outdoor power equip-

ment from the local hardware store 
instead of a national chain.

Tell your community!
•	 Inform your friends about that 

great new shop/gym/nursery you 
found.

•	 Take your friends out to eat at 
that great new restaurant.

•	 Post a picture on Facebook of 
that awesome birthday gift you gave 
your Mom, along with a picture of 
the store it came from.

•	 Watch for “Buy Local” posters 
in your community’s storefronts and 
make a special effort to visit those 
establishments.

•	 Suggest to the owners of the 
local businesses you frequent that 
they register their business with In-
dependentWeStand.org, where their 

listing will appear in a searchable 
national database!

A study in Grand Rapids, Michi-
gan, found that if 600,000 people 
shifted 10 percent of their spending 
to local stores, the following would 
be created locally within one year:  
1,600 jobs; $137 million in new 
economic activity; and $53 million in 
new wages.

Think about the impact 
you can have with every 

purchase you make!

Source:  www.IndependentWe-
Stand.org, www.civiceconomics.
com/localworks INK
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Mother’s Day Facebook Buy Local ad 
campaigns are also available for download 
when you join Independent We Stand.

the same payoff.
The ICIC report, which examined 

small business job creation in 10 
large U.S. cities, found that small 
businesses (defined as no more 
than 250 employees) made up at 
least 99 percent of all businesses in 
the cities. Micro businesses (de-
fined as one to four employees) 
accounted for the largest number 
of businesses, but the small busi-
nesses created up to 72 percent of 
the available jobs. 

Big cities don’t have to be the 
only demographic benefiting from 
the information gleaned from the 
ICIC report. Independently owned 
businesses in small towns across 
the country are banding together 
and reaching out to their communi-
ties about the benefits of buying 
local. 

There are two ways you can 
teach and inform your customers 
and community about the impor-
tance of buying local. 

First, consider joining – and 
promoting to your customers – 
Independent We Stand (IWS), an 
association of independent business 
owners across the country that are 
united to inform their communities 
about the importance of buying lo-
cal to boost local economic develop-
ment. A free basic membership lists 
your business in the IWS  “locals 
only” search engine and on mobile 
apps so customers can find you via 
a keyword search. It also gives you 
access to downloadable marketing 
materials.

A $49 premium membership in 
IWS does all that plus links to your 
social media accounts, lists your 
business hours, generates leads, 
integrates YELP reviews, allows you 
to customize the marketing ma-
terials, and more. A full list of the 
benefits available with a premium 
membership is listed on the IWS 
website. 

A second way to teach and inform 

Continued from page 15

Continued on page 18



Online retail shouldn’t just be for 
Amazon! These Google-approved 
tips will help locally-owned small 
businesses to reach new customers 
via online retail:

1. Claim Your Google My Busi-
ness Listing – This is the easiest 
way to increase your chances of 
appearing in a Google search. Your 
listing will show up in the right-
hand side of a user’s Google results, 
showing your business name, loca-
tion, operating hours and more. To 
claim your free listing, visit business.
google.com.

2. Get Your In-Store Products 
Online – It might be easier than 
you think to reach new customers 
online when they’re searching for a 
particular item. Pointy has a plug-in 
device that connects your existing 
point-of-sale system and barcode 
scanner, automatically building your 
online inventory as you scan each 
item.

3. Use Google’s Free Tools to 
Get More Customers – Google’s 
“Grow My Store” tool provides you 
with a report offering specific advice 
to optimize your website and drive 
more traffic to it. The “See What’s In 
Store” tool works with online inven-
tory tools like Pointy, adding your 
inventory to your “Google My Busi-
ness” listing.

4. Easily Advertise Online to 
Local Customers – People often 
search for a business or product 
“near me.” By using a partner such 
as Pointy, you can target the local 
consumers who matter most to your 
business.

5. Use Events to Get More 
People into Your Store – Since 
consumers can buy almost anything 
online, when they choose to go 
to a local store they’re looking for 
something more such as customer 
service, knowledgeable staff and 
superior products. Plan an event to 
bring them in.

March 2020
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Google Tips
Did You Know...
•	 When you spend $100 at 
an independent business, $68 
returns to the local commu-
nity. Spend that same amount 
at a national chain and it 
drops to $43.  
•	 Locally-owned businesses 
reinvest in the local economy 
at a 60% higher rate than 
chains and  internet retailers.  
•	 Small businesses create 
more than half the non-farm 
private gross domestic prod-
uct (GDP).  
•	 Locally-owned and operat-
ed businesses create higher-
paying jobs for you and your 
neighbors.  
•	 More of your tax dollars 
are reinvested in your com-
munity to fund local schools, 
hire more police  officers and 
improve roads.  

*Sources: Civic Economics – An-
dersonville Study of Retail Eco-
nomics; U.S. Chamber of Com-
merce – Small Business Nation; 
Civic Economics – San Francisco 
Report on Retail Diversity; U.S. 
Dept. of Commerce, Bureau of 
the Census; Buy Local Berkeley. 

Here are a few more Mother’s Day Facebook Buy Local ad campaigns.

your customers and community 
about buying local is by joining 
the new “Start Us Up” coalition. 
“Small business” and “entrepre-
neurship” are popular buzzwords 
in this election cycle and every 
candidate will claim to have a 
plan to support America’s busi-
nesses. But the Start Us Up coali-
tion members have come up with 
a bipartisan plan for policymakers 
at all levels of government that 
is focused on creating new jobs 
and leveling the playing field for 
small businesses and startups. 
It focuses on the four pillars that 
new business owners need:

1.	 Opportunity:  A level play-
ing field and less red tape;

2.	 Funding:  Equal access to 
the right kind of capital every-
where;

3.	 Knowledge: The know-how 
to start a business; and

4.	 Support:  The ability to 
take risks.

To view the full bipartisan plan, 
visit www.startusupnow.org.

Sponsored by STIHL, Inc., Do it 
Best Corp., Nationwide Marketing 
Group and PPG Paints, Independent 
We Stand is a national association of 
independent business owners united 
to inform their communities about 
the importance of “Buying Local.” For 
additional information, visit www.
IndependentWeStand.org or call 888-
787-8IWS (8497).

Continued from page 17
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RISING STARS
risingSTA

RS

In our line of work, we’ve come to 
embrace the importance of shopping local. It 
couldn’t be more significant to the fabric of our 
communities and therefore, our publications. In 
some ways it’s an unwritten mission statement 
that we are in the business of helping our clients 
succeed and capture local dollars in the face of 
dynamic and unapologetic digital change. 

But has anyone noticed how one-sided this 
sometimes feels? 

Recently our sales team 
sat in on a meeting of local 
main street merchants. The 
topic was generally “market-
ing.” Although we were in 
attendance with businesses 
we’ve served for many years, 
we weren’t invited to speak. 
Instead, the focus of the 
discussion was on how each 
business should tag one 
another in Facebook posts to 
boost viewership. There was 
also a segment on purchas-
ing a type of Google device to 
help with SEO. There was no 
mention of print. 

The meeting later con-
cluded with our attendees feeling confused and 
disappointed. Sadly, this was not an outlier; this 
same type of event comes in different shapes and 
sizes – a chamber of commerce hosting a summit 
on social media strategies, or even hearing from 
a client that she is promoting her Small Business 
Saturday sale on Facebook. 

Local businesses lament the fact that Amazon, 
Carvana, or any number of other technology com-
panies have negatively affected their sales. They 
hang “Shop Local” signs in their storefronts and 
they are quick to tell their clients to keep dollars 
in the community. Yet, do these same businesses 
truly care about practicing what they preach? Cer-
tainly, in many cases the answer is “yes.” But on 
the whole, it sometimes feels like the “Shop Local” 

movement forgot about media providers. 
On a recent sales call, I visited a business that 

had a banner on the wall that read, “Don’t raise 
problems without offering solutions.” In the spirit 
of this statement, it’s not enough to talk about the 
issue above and stop. So what can we do in the 
face of this trend? 

The answer, I think, is to change our approach. 
We know our products work, so why are we so 

keen to nod our heads and 
commend sales prospects 
for a strong “media mix”? 
Has this strategy helped to 
change the trend in print ad-
vertising sales in our indus-
try? I know for us it has not. 

Local print revenue is con-
tinually reinvested in some 
way or another. Whether it’s 
compensating employees, 
paying local taxes, spon-
soring charities – or even, 
yes, shopping local – print 
advertising revenue usually 
comes back in the commu-
nity to keep the ecosystem 
strong. But you and I know 
this already. Our customers 

need to be made aware as well. 
What I’m challenging us to do is to feel good 

about raising up our print product under the ban-
ner of “Advertise Local.” It may take time for this 
idea to set in with your customers. They some-
times only see threats that affect them directly, 
and Facebook has been a friend that provides 
cheap or free advertising when traditional retail 
revenues are in jeopardy. But shopping local is not 
a part-time idea. It applies to all of the businesses 
that keep dollars in the community. 

So in 2020 and beyond, don’t stop at “Shop 
Local.” Tell your clients to advertise local; not only 
because we reach thousands of homes, are read 
by thousands of people, or influence thousands of 
readers, but because it’s the smart thing to do.

Where Does “Shop Local” 
	 Begin and End?

“What I’m 
challenging us to do 
is to feel good about 
raising up our print 
product under the 

banner of 
‘Advertise Local’.”

by Manuel Karam, 2019 Rising Star
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events.careertrack.com

Creative
Leadership

Enroll Today - Limited Seating!

Motivate and re-energize your team by developing an 
environment of creativity and collaboration
• Create a team environment that’s supportive, productive and fun

• Strengthen  morale and keep employees satisfied

• Inspire  your people to reach – and exceed – their potential

• Gain  more credibility and respect from your coworkers, colleagues and employees

• Discover  the secrets to a foolproof reward system

• Eliminate  negativity, lackluster work and poor attitudes from your team

PHONE
1-800-556-3009

ONLINE
www.careertrack.com

FAX  
913-967-8847

MAIL   
CareerTrack
P.O. Box 219468
Kansas City, MO 
64121-9468

Offered as part of the 
TLI Management Certificate Series 

 
Being presented by CareerTrack 

Wednesday, April 22, 2020 
Noon – 6:30 PM 

 

Immediately prior to the AFCP Annual Conference and Trade Show 
 

Westgate Lakes Resort & Spa 
Orlando, Florida 

Offered as part of the 

TLI Management Certificate Series
Being presented by CareerTrack 
Wednesday, April 22, 2020 

Noon - 6:30 PM
Immediately prior to the AFCP Annual Conference and Trade Show 

Westgate Lakes Resort & Spa 
Orlando, Florida 

$90 Fee covers all training materials

AFCP Management Certificate Series
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“Dedication makes dreams come true.”
– Kobe Bryant 

The tragic death of basketball great Kobe Bryant 
in a helicopter crash sparked a nationwide outpouring of sym-
pathy. Tributes poured in from his teammates and his former 
opponents. He received praise from every corner of Ameri-
can society and memorials to Bryant were created around 
the country. These tributes honor more than his exceptional 
success on the basketball court, but also honored him for the 
man he was. Bryant set an example for hard work and dedi-
cation that is an inspiration to us all. 

Bryant was blessed with a strong body and natural athletic 
ability, but this is not what made him a champion. At six-foot-
six he was an inch shorter than the average NBA player, and 
he was dwarfed by the 20+ players who top seven feet. 

Every player who shared the court with Bryant possessed 
extraordinary athletic abilities. So what set Kobe Bryant apart 
and made him a champion? The answer is really quite sim-
ple—it was Bryant’s dedication to excellence and his willing-
ness to work hard to achieve his goals. 

During a press conference, his high school coach said that 
even as a young man Bryant accepted “no excuses, no short-
cuts, no days off.” Jeremy Treatman, who covered Kobe’s high 
school career, told CBS, “He was doing things I never heard 
of, like getting a key from a janitor, coming into the school at 
4 or 5 a.m. and taking 500 shots. He took 500 shots every 
day before school and 500 shots ever day after school.” 

While many players are born with natural talent, very few 
are born with Bryant’s drive and will to excel. Even when he 
had reached the pinnacle of success, he continued to hone 
his skills and practice harder than any of his teammates. He 
understood that success is a journey not a destination, mak-
ing him one of the most reliable and consistent players in 
professional sports. 

While few of us will ever be able to sink a game winning 
shot from half court, we can emulate Bryant’s “no excuses, 
no shortcuts” approach to life. We can refuse to accept limita-
tions and commit to preparing ourselves to become a cham-
pion in our own “game.” 

Every player does their best during the game. What makes 
a champion is the work they do when no one is watching. A 
champion’s dedication to their profession is what makes their 
dreams come true.

THE LEADERSHIP INSTITUTE
theLEAD

ERSH
IPinstitute

The Leadership Institute is 
a structured sales 

and sales management 
training program 
sponsored by the 

Association of Free
Community Publications. 

To date, 2,265 free 
paper professionals have at-
tended classes at the AFCP,  
state and regional confer-
ences, earning over 13,841 

class credits in 
87 different course 

curriculums.  A total of 124 
people have completed all 
the requirements and been 

certified as Associate 
Advertising Executives 

(AAE) by the AFCP Board!

by Jim Busch

The LEADERSHIP Institute
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The heart of community publication 
peer to peer networking!

AFCP Annual Conference & Trade Show

April 23-24, 2020
Westgate Lakes Resort & Spa

Orlando, Florida
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Florida sunshine in April... 
NOT WITHOUT ME!

Joint Conference & Trade Show

Association of Free
Community Publications

&
Florida Media Association 

April 23-24, 2020
Westgate Lakes Resort & Spa

Orlando, Florida

STORY SPOTLIGHT
ADvertising ADvice

Tailored for selling
by John Foust

Have you fallen into 
an order-taking rut? Are you 
passively relying on your 
accounts to tell you what 
and when to advertise? Are 
you following their creative 
directions like a police art-
ist? (“Make the hair longer, 
make the ears bigger.”) Are 
you keeping up with events 
in their industries? Do you 

know which products are selling? Do you know what 
offers have worked in the past? What about seasonal 
merchandise? Should they consider featuring those 
products in a separate ad – or a bigger ad? 

There’s no excuse for being in a rut. If we look, 
we’ll find plenty of opportunities. 

We can learn a lot about selling by studying other 
salespeople. Each time someone tries to sell us 
something, we see the good and the bad come to life 
– from a consumer’s point of view. 	

I remember a trip to a clothing store to buy a new 
suit. I had shopped there before and knew I would 
have no trouble finding what I wanted. I was a hot 
prospect, ready to buy. 	

When I arrived, all the salespeople were huddled 
around the front desk, talking and telling jokes. Ex-
pecting someone to follow me, I walked directly to the 
suit section and found my size. I glanced at the front 
of the store and realized that – even though I was the 
only customer in the store – no one had noticed me. 

I picked out a suit and tried on the jacket. It 
looked like a good possibility, so I took the trousers 

into the dressing room, rolled up the legs and put 
them on. Then I put the jacket back on and stood in 
front of the mirror. With a few standard alterations, 
the suit was just what I wanted. 

Another glance toward the front desk still revealed 
no signs of life. So, having made a decision to buy, 
I found the alteration department and asked for the 
tailor. 

There I was – standing at the mirror, pants rolled 
up 12 inches, coat sleeves reaching my knuckles, 
price tags hanging from the sleeves, tailor on the 
way with pins and chalk. Then a salesperson walked 
up and said, “Can I help you?” (No kidding, that’s 
what he said.) 

“What a relief,” I thought. I was afraid I was going 
to have to write up the sale myself. (I wonder if they 
would have paid me a commission?) 	

In spite of the inattention, I did buy the suit. But 
that’s all I bought. The store was staffed with poor 
observers. In addition to taking ten minutes to rec-
ognize a customer, my salesperson missed a chance 
to sell a couple of shirts and ties to go with my new 
suit. If he had been good at his job – if he had been 
more than an order taker – perhaps he could have 
sold another suit, as well. He made a sale and lost a 
sale at the same time. 

Months later, I walked through that shopping mall 
again. The store was no longer there. 

Copyright 2019 by John Foust. All rights reserved. John 
Foust has conducted training programs for thousands of 
newspaper advertising professionals. Many ad departments 
are using his training videos to save time and get quick re-
sults from in-house training. E-mail for information: john@
johnfoust.com



YOUR PAPER’S
LOGO +

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.

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

powered by

Find relevant candidates by reaching your local community 
through trusted and well-established  print campaigns. 

Advertise in Print

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  

Advertise Online

Available when you partner with [your paper], ZipBoost  

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

ZipBoost

Reach more quality candidates and increase traffic to your job

the candidate traffic of ZipRecruiter.

than ever to find quality hires.
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You just have to love an AFCP 
Conference in Florida!Association of Free

y Publications
&

 

Orlando, Florida

Joint Conference & Trade Show

Association of Free
Community Publications

&
Florida Media Association 

April 23-24, 2020
Westgate Lakes Resort & Spa

Orlando, Florida

Along with money making 
ideas...you’ll take home a tan!

In the real world of 
advertising sales, many pub-
lications could fall into these 
categories:   

1.	 Sausage Grinder
This publication pushes im-

mediate income and has their 
salespeople push one-time 
promotions and bring ads in on 
a crash basis. Their salespeople 
are perceived as order takers. 

All activity is on a treadmill and there is a great deal 
of stress and turnover on the sales staff. The publica-
tion lives from week to week.

2.	 Stepping Stone
This publication is obsessed with designing beauti-

ful specialty tabloid covers and ads that are works 
of art. Since the emphasis is on ultra-creative ad 
design, there could be a lack of attention to content 
of campaigns and long-range programs. Response to 
ads could be diminished.

3.	 Pro-Principle
This sales staff is highly trained to be advertising 

professionals. Their customers are committed to long 
range programs because they perceive their salespeo-
ple as trusted advisors who want to tell the story of 
their business in a creative, thoughtful, and purpose-
ful way. The customers are committed to the publica-
tion as a major player in their media mix strategy.

How advertising salespeople can be pro-principle
Primarily they must be believed and trusted in the 

customer’s eyes. They have to be a trusted advisor 

and counselor, not an interviewer who drones on and 
on with progressive questioning tactics. They must 
know competitive media. How can a contract or long-
range program be sold to a prospect if the prospect 
doesn’t believe the paper is a key player in their media 
mix? The pro-principle salesperson has to know the 
advantages and disadvantages of all competing media 
and be able to make precise comparisons accordingly.

Know layout and copy backwards and forwards
The pro salesperson must be able to explain type 

faces, headline selection, overall ad design, creative 
copy, and how the flow of ads are developed into a 
strong campaign.

They need to get their customers involved in the 
creative process of their ads by getting them to par-
ticipate in the design of rough layout sketches to be 
submitted to the layout artist. In regard to creativ-
ity, there might be several meetings to go over a 
concept, to thoroughly understand customer needs 
and see how their ego will play a part in the process. 
Patience will win out and the happy ending will be 
a strong, comprehensive ad campaign… and a very 
happy customer.

Sell long range programs
Finally, ask the customer for all the reasons why 

people buy from them. These reasons can be con-
verted into headings for individual ads in an ongoing, 
long-range program.

Bob is the author of three e-books for the newspaper in-
dustry as well as a professional speaker, advertising sales 
trainer, publisher marketing consultant, and columnist. 
He is the president of Berting Communications and can be 
reached at bob@bobberting.com or 317-849-5408.

STORY SPOTLIGHT
salesTALKbyBO

B

sausage grinder,  stepping stones, and
	 Pro-Principle

by Bob Berting
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AssociationCONTACT 
INFORMATION

AFCP
Association of Free Com-
munity 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 Association, Inc.
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

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 Association 
P.O. Box 408
Hamburg, PA  19526
800-450-7227
610-743-8500 – FAX
info@macpa.net 
www.macpa.net 
MACnet (Advertising Network)
info@macnetonline.com
macpa.midatlanticbids.com
Alyse Mitten

MFCP
Midwest Free Community 
Papers
P.O. Box 4098
Mankato, MN  56002
304 Belle Avenue, Suite 3
Mankato, MN  56001
507-388-6584
507-525-0808
director@mfcp.org
www.mfcp.org
Kelly Coy

PNAWAN
Pacific Northwest Associa-
tion of Want Ad Newspapers
c/o Exchange Publishing
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 Association
P.O. Box 456
Columbia, TN  38402
104 Westland Drive 
Columbia, TN  38401
931-223-5708
888-450-8329 – FAX
info@sapatoday.com
www.sapatoday.com
Douglas Fry

CPM
Community Papers of 
Michigan
1451 East Lansing Drive
Suite 213B
East Lansing, MI  48823
800-783-0267
517-333-3355
517-242-0203 – Cell
517-333-3322 – FAX
jackguza@cpapersmi.com 
mifreeads.com
Jack Guza

FCPNY
Free Community Papers of 
New York
621 Columbia Street Ex-
tension, Suite 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)

national regional

state
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Joint Conference & Trade Show

Association of Free
Community Publications

&
Florida Media Association 

April 23-24, 2020
Westgate Lakes Resort & Spa

Orlando, Florida

$89 room rate means...
staying an extra day or two 
is really a good idea!

It’s Audit
Time Again!
Remember to 
return it promptly!

Questions? 
Call the NANI Office 
at 877-203-2327.

We’re one month into 2020. You made 
resolutions. Some of them you kept.

Publishing soft ware

Here are some resolutions we 
would have suggested:
1. Find a publishing management software 
    that’s easy to use.
2. Save money on an accounting system.
3. Teach your sales people how to keep 
     track of their accounts.
4. Find an integrated credit card payment 
    system that’s PCI compliant
5. Run off  bills with the push of a button.
6. Compare sales numbers with many 
     choice reports.

207.452.2476 • sfobes@merrsoft .com

Here’s a hint: 
You could knock off  all 

of these resolutions 
when you switch to

20/21ON THE 
HORIZON

O
N

 TH
E H

O
RIZO

N

MARCH 6-7, 2020 : 
DES MOINES, IA
Midwest Free Community Pa-
pers (MFCP). 65th Anniversary 
Spring Convention, Renaissance 
Des Moines Savery Hotel, Des 
Moines, Iowa. For information 
contact Kelly Coy at 507-388-
6584 or email:  director@mfcp.
org.

MARCH 6-7, 2020 : 
ATLANTA, GA
Southeastern Advertising Pub-
lishers Association (SAPA). Hilton 
Garden Inn, Atlanta, Georgia. 
For information contact Douglas 
Fry at  931-223-9708 or info@
sapatoday.com

MARCH 27-28, 2020 : 
PHILADELPHIA, PA
Mid-Atlantic Community Papers 
Association (MACPA). Annual 
Conference, Embassy Suites, 
Philadelphia, Pa.  For informa-
tion call 800-450-6631 or email 
info@macpa.net. 

APRIL 23-24, 2020 : ORLANDO, FL
Association of Free Community 
Publications (AFCP) and Florida 
Media Association (FMA). Joint An-
nual Conference and Trade Show, 
Westgate 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 FMAclassifieds@aol.com.

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

To list your conference information 
in Free Paper INK, 

send it to:  
FreePaperINK@aol.com

To list your conference information 
on the AFCP website, 

send it to:   
Loren@afcp.org

julymar.

apr.

We’re two months into 2020. You made 
resolutions. Some of them you kept.
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ARE YOUR MEDIA SALES… HELP YOUR TEAM… 

ASK-CRM is a newspaper-centric CRM 
designed to maximize your sales efforts.   

robin@ask-crm.com, 301.800.2275, www.ask-crm.com 

High-Quality,  
Free Print & Digital Content

Food and Recipes
Lifestyle and Health
Home and Garden

Visit familyfeatures.com or contact Cindy Long @ 913-563-4752

Community Publications Business and Service Directory

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

CIRCULATION SUPPLIES

“from the basic to the innovative!”

 
 

800-321-0350
-  Make sure you see our ad on page 4  -

STEEL CITY CORP

DIGITAL REVENUE CONCEPTS
START A BUSINESS DIRECTORY WEBSITE

 
 

Perfect add-on to your Wedding & Home 
Improvement Special Sections

www.idealdirectories.com
From the owners of Page Flip Pro & SiteSwan

AUDIT & READERSHIP STUDIES

                             CVC Audits and
                             Readership Studies

 
Third Party Print & Digital Verification
Increased Exposure to Media Buyers

Learn What Your Readers Want
Call 800-262-6392 or visit www.cvcaudit.com

CLASSIFIED SOFTWARE & WEB DEVELOPMENT

$100,000 Classified Solution
for a LOW Monthly Fee

www.allysites.com  800-247-7318

ds Sof t ware

CREATIVE SERVICES

●  PRINT DESIGN
●  WEB AD DESIGN
●  BILLBOARD DESIGN

●  LOGO DESIGN
●  PAGINATION
●  CUSTOM SOLUTIONS

855-614-5440      WWW.TCSDIRECT.COM

DIRECT MAIL OR PRINTING

INSURANCE
   FOR EMPLOYEES 

   ✦  Group Life
   ✦  Group Health

   FOR SUBSCRIBERS 
   ✦  Affinity Group
         Insurance Plans

804-273-9797
www.agu.net

ENTERTAINMENT CONTENT

✶  ASK MATT
✶  CHEERS & JEERS
✶  MOVIE REVIEWS
✶  CELEBRITY INTERVIEWS
✶  BEHIND THE SCENES
✶  DAILY BEST BETS
✶  DID YOU KNOW?
✶  ReMIND ReWIND

Providing its partners with free entertainment 
content from our stable stable of publications, 
including TV Guide, TV Weekly, Channel Guide, 

HOPPER, and ReMIND magazine.

888-584-6688  ntvbmedia.com/edge

E-COMMERCE CLASSIFIED SOLUTIONS

BLUEFIN PLACE AD
THE BEST SELF-SERVICE AD PLACEMENT

SOLUTION AVAILABLE TO PUBLISHERS
978-662-3323

WWW.GETBLUEFIN.COM

DIGITAL SALES TRAINING

INCREASE YOUR DIGITAL MARKET SHARE
HANDS-ON DIGITAL SALES TRAINING

800-917-0820
info@sparkdigitalsalesgroup.com

APPRAISALS & BROKERING
Newspapers

Magazines - Shoppers
Book Publishing

KAMEN & CO. GROUP SERVICES
516-379-2797     WWW.KAMENGROUP.COM
For more information - see our ad on page 31

Confidential
Customized - Comprehensive

ADVERTISING SERVICES & SOLUTIONS

EDITORIAL RESOURCES 

248-572-6100         www.ansnewspapers.com 

Helping reinvent American newspaper 
distribution through improved delivery, 

circulation and marketing support services.

DISTRIBUTION SERVICES FOR PRINT MEDIA

DIGITAL MARKETING PLATFORM

The leader in local digital.

303-656-1355
info@adcellerant.com

Unifying the sales process, marketing execution,
and reporting in a single toolkit.

CRM - CUSTOMER RESOURCE MANAGEMENT

 DIRECT MAIL or PRINTING

EMPLOYMENT AD BUILDING

Rebuild your employment ad business!

powered by

Contact the AFCP Office at 877-203-2327
to find out more about this member benefit!

CONTENT AND DATA MANAGEMENT

Digital Publishing Solutions For
News and Media Organizations

www.townnews365.com
800-293-9576

Online Solutions.
Bottom-line results.

For more information - see our ad on page 5

For more information - see our ad on page 5
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Feature News
Free Content

www.napsnet.com
email: printmedia@napsnet.com • 800-222-5551

News to Use

Grow revenue and lower costs.
by providing the leading self-serve advertising platform for print, 

digital and social media advertising.

Schedule your demo today!

ipublishmedia.com

Information and inspiration
newspaper professionals need

to evolve and prosper in
today's ever-changing 
business environment.

Subscribe to success
editorandpublisher.com/subscribe

Community Publications Business and Service Directory

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

 

PRINTING

NEWS AND INFORMATION

MERCHANT CARD PROCESSING

PRINTING AND PROMOTIONAL SUPPORT

800-270-1769

PUBLICATIONS PRINTING

✔  MAGAZINES
✔  JOURNALS
✔  CATALOGS

✔  GUIDEBOOKS
✔  HIGH QUALITY
✔  SHORT-RUN PUBLICATIONS

800-647-0035      CUMMINGSPRINTING.COM

Creative Circle
MEDI A SOLUTIONS

•

MEDIA CONSULTING

Design.  Content.  Ideas.
Software.  Training.

401-455-1555
www.creativecirclemedia.com

Providing the knowledge, 
experience and technology to 

help publishers grow and thrive!

MEDIA SELLER SOLUTIONS

Premium visibility packages deliver your 
information where media decisions are made!

847-375-5000  ❖   kantarmedia.com

SRDS Solutions for Media Sellers

THE NEWSPAPER MANAGER

CRM   SALES   PRODUCTION   BILLING
INTEGRATED MARKETING

Ph: 706-750-0016   gbooras@mirbeltechnologies.com

www.newspapermanager.com

PUBLISHING SOFTWARE

   

SEARCH PLATFORMS

800-944-3276 (ext. 0)
AUTOCONX.COM

SEARCH ENGINE
PLATFORMS

MARKETPLACES
AUTOMOTIVE
REAL ESTATE

RECREATIONAL
AGRICULTURAL

VERTICAL & HORIZONTAL

 
 

maxp

PUBLISHING SOFTWARE

LEGAL & PUBLICE NOTICE AUTOMATION

Your Legal Notice Experts

866-672-1600
info@legalnoticeservice.com

L E G A L  
N O T I C E
S E R V I C E

Our proprietary system automates the entire 
process, saving time, money, and manpower.

MAILROOM CONTROL SYSTEMS

The leader in US Newspaper
Mailroom Controls.

888-3069-0639 (x83)
www.miracomcomputer.com

 
www.miracomcomputer.com

EDITORIAL RESOURCES NEWS FEATURE CONTENT PROVIDER

SELF SERVE NEWPAPER ADVERTISING 

STREETSMART PUBLICATION DISPENCERS
StreetSmart offers a Complete

Selection of Publication Dispensers
Visit our website - www.goplastics.com

or Contact Michelle for assistance. 

866-366-6166    WW W.GOPLASTICS.COM

PUBLISHING SOFTWARE

603-323-5077   WWW.MERRSOFT.COM

 FULLY INTEGRATED
  EASY TO USE
  AFFORDABLE
  FREE DEMO

 DIRECT MAIL
  COMMERCIAL BILLING
  GENERAL ACCOUNTING
 PAYROLL

SOFTWARE SYSTEMS FOR PUBLISHERS
SCS BUILDS TRUSTED SYSTEMS

Find out why our customers call us “the best 
tech support team” and say “we wish we could 
contract with SCS to support all our products.”

phil@newspapersystem.com                           800-568-8006

MEDIA ACCESS - COMMUNITY PUBLICATIONS

WHAT CAN INK 
DO FOR YOU?
Keep you informed.

Connect you with
industry professionals.

NETWORK ADVERTISING

Take advantage of our ability to access
over 9 million households!
 For more information contact the

AFCP Office at 877-203-2327
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ADVERTISING SALES 
MANAGER  All Island 
Media, Inc. publishers of 
Pennysaver, Town Crier and 
Trends is looking for an 
experienced sales man-
ager to work in our Long 
Island office. This position 
will provide leadership and 
direction to Display Sales 
Representatives. 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 workflow 
and printing deadlines, abil-
ity to work with other staff 
writers as well as freelance 
writers and control the 
budget for the department. 
This candidate needs to be 
a people person with neu-
tral views, yet a passion for 
accuracy in reporting. Con-
tact Publisher Jon Cantrell 
at 904-264-3200 or jon@
opcfla.com

GRAPHIC DESIGNER. 
Full time with benefits, two 
weekly and two monthly 
newspapers plus community 
magazines. Fleming Island 
Florida, just outside Jack-
sonville. Contact Jon Cant-
rell at 904-710-8181. Send 
resume 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 Rob-
ertson, steve.robertson@
myhorrynews.com.

ADVERTISING SALES 
MANAGER needed for 
Florida’s largest group of 
community newspapers. 
Salary, liberal bonus and 
benefit package available 
for the right individual. 
Please send your resume 
with cover letter and salary 
requirements in confidence 
to: Farris Robinson, Presi-
dent, to E-mail: Opportu-
nity@Hometownnewsol.com 
Or Fax: 772-465-5301-EOE

NEwSPAPER GRoUP. Five 
well-established weekly 
newspapers in Houston 
suburbs. Circulation from 
1,000 to 25,000. Staff, 
circulation, and printing de-
partment 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 community 
with special delivery rights. 
Time to retire and go fish-
ing. 352-804-1223

kAMEN & Co GRoUP 
SERVICES, LLC 

Multi-Media Appraisers, 
Accountants, Brokers & 
Contract Negotiators

WEST TOWER 6th FLOOR
UNIONDALE, NY 11556
www.kamengroup.com
info@kamengroup.com 

516 379 2797 - New York
516 242 2857 - New York
727 786 5930 - Tampa

“Kevin Kamen works relentless-
ly. Whenever he speaks about 

the publishing business or com-
panies, I pay close attention.” 
– Paul Tash, President/CEO of 

The Tampa Bay Times & former 
Chairman of the Pulitzer Board

Proud to be the expert 
media valuation resource 
for FORBES wealth & media 
reporters six straight years: 
2015, 2016, 2017, 2018, 
2019 & 2020. Each year, 
we assist FORBES with 
determining the current 
market valuation of media 
tycoons listed in the an-
nual “FORBES 400 Richest 
American’s Directory.” As 
both appraisers & accoun-
tants Kamen & Co under-
stands that valuing a media 
company consists of closely 
examining both tangible 
and intangible assets; not 
only financial documents. 
Our valuation reports aver-
age 25 customized pages, 
take about five weeks to 
complete and include a 
narrative, standardization 
grading analysis and finan-
cial projections. We provide 
the most comprehensive, 
independent valuation 
within the entire valuation 
community. As the leading 
media financial valuation & 
accounting firm domestically 
and internationally servicing 
the print, digital, broadcast, 
tech, publishing, film, video, 
domain, internet, social 
media and cable industries 

we have developed business 
relationships globally and 
we care about each client 
and respect their privacy. At 
Kamen & Co our continuum 
of multi-media valuation, 
brokering, accounting and 
contract negotiation finan-
cial services allows us to 
meet the expectations of 
our growing clientele list 
from NYC to Los Angeles to 
Honolulu to London, Israel, 
Ireland, Denmark, Japan, 
Estonia, Spain, Germany 
and Norway. With 43 years 
experience within the pub-
lishing arena we confiden-
tially provide exceptional 
customized and confidential 
service to both large and 
small business entities. We 
have assorted multi-publish-
ing and B2b business prop-
erties listed with our firm 
for sale across the globe; 
kindly contact us for specific 
opportunities. If you are 
considering selling your free 
distribution publishing entity 
we would be delighted to 
assist you too! We strive to 
meet multi-media business 
challenges with foresight & 
precision. Expert Court Wit-
ness, Accounting, Tax Debt 
Management, Entity Forma-
tion, Valuation, Financial Ad-
visory Services & Contract/
Labor Negotiations.

booST REVENUE by run-
ning pay-per-call ads in 
unsold ad space. Classified 
or display. Prompt regular 
payments. No invoicing 
needed. No commitment! 
Contact Leigh Ann at Amer-
ican Classified Services. 
618-351-7570.

CoNTACT:
Phone:  877.203-2327
Fax:  781.459.7770
Email:  afcp@afcp.org

CLASSIFIED
ADVERTISING

INFO
RATES:
Up to 30 words
$25 per issue
(additional words -  
90 cents per word)

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

PUBLICATION 
BROKERS

PUBLICATION 
BROKERS

EmPLOymENTEmPLOymENT

www.afcp.org 

PUBLICATIONS
FOR SALE

PER INQUIRy
ADVERTISING

LOOKING TO SELL 
your publication?

Make sure you place 
your ad in

INK MAGAZINE!
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Uncomplicated Pricing...

Lower Price Point...

Improved Marketing 
Materials...

Profitable Sales For
Selling Members

National Coverage...

Convenience of a One 
Order Buy...

Proven Advertiser
Results...

Reliable - Audited
Publishing Performance...

Association of Free Community Papers
7445 Morgan Road - Suite 203, Liverpool, NY 13090
Call (877) 203-2327 or visit afcp.org

“The mission of AFCP is to help its members 
enchance their profitability and lead in 
strengthening the free publication industry.”



Association of Free Community Publications
in conjunction with the

Florida Media Association

Westgate Lakes Resort & Spa
Orlando, Florida

April 23-24, 2020

Register Now!
$89 Room Block Closes Soon!

135 Old Cove Road – Suite 210
Liverpool, NY  13090

The Free Paper Industry’s News Source
www.afcp.org

PRSRT STD
U.S. Postage 

Paid
Permit #22

Slayton, MN

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.

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.


