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Dear CPM Members,
While CPM and our members have been
looking forward to the arrival of Spring, and
the always appreciated incremental business
the warmer weather brings, we can all agree
that life is anything but normal at this time.

I am seeking solid information that will help
you to better assist your local retail and
service businesses as they face many
changes that virtually no one has ever
experienced. Your companies still need to
publish on your regular schedules and
businesses must remain open. I will put this
info together over the coming days and get it
to all as quickly as possible.

I will be reaching out to the Michigan
Retailers Association (MRA) as their
members are your clients. I want MRA to
know that our association and members want
to assist businesses throughout the state to
weather the economic storm this virus has
brought and I will seek their input and provide
suggestions on how we can help each other
do just that. I will also be contacting other
industry professionals throughout the country
for their insight to pass on to our members.

While many have been reporting on local
Covid-19 info, it would be beneficial for ALL
CPM Members to provide weekly updated
info from your community leaders to your vast
readership. While there is a plethora of Covid-
19 information available online and on
virtually every news broadcast, each state is
implementing their own guidelines and
restrictions (much of which changes almost
daily). Small communities need a way of
conveying their local messaging to residents,
too. By doing so you play a key local
informational role to your residents.

With social distancing a reality and the
suggestion of limiting travel (even locally),
business owners will find it increasingly
difficult to attract people to their locations.
Businesses need local support now more

than ever to get through these unprecedented
times. Business owners should consider
utilizing advertorials with their photo and their
own words in your publications to describe
what they are doing to help customers at this
time; maybe they offer curbside pickup,
revised hours of operation, etc. They also
need to convey that it’s important for local
support during this crisis, so they will be there
for the community when the virus is under
control. Perhaps you can propose that your
advertisers offer a significant discount on
products and/or services through the use of
gift cards or certificates to sell now that can
be used immediately or for the period of time
they deem necessary, if people are not
comfortable venturing out. Also suggest that
for those who want to buy the
cards/certificates but do not want to buy them
in person, these can be prepaid and mailed
to them as another way of assisting. This will
help businesses to secure much needed
operating revenue now and help residents to
save money as well. The more local
businesses that offer this, the more people
will be inclined to shop locally. Many of our
members are offering discounted rates during
this time.

It’s important to remind people that you are
not profiting from Covid-19 - you are surviving
to remain a valued and contributing business
partner within your community. Just as your
clients’ businesses must do whatever they
can to remain open during this time,
publishing companies must also keep the
lights on.

Feel free to call me if you have questions or
just need to vent. Please know that your
board of directors and I are committed to
assisting you any way that we can. We are
truly all in this together.

My best,

Jack

By Jack Guza
CPM Executive Director
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The Envelope Manufacturers
Association (EMA) 2019 U.S. Mailing
Industry Economic Job Study revealed
that the overall impact of both
employment and revenue generated by
the Mailing Industry remained strong in
2018, the most recent year for which
data is available.

The U.S. Mailing Industry includes
employment at the U.S. Postal Service
(USPS) and the broader business
industry like printers, publishers,
packaging delivery companies and
paper manufacturers that rely on USPS
as a supply chain partner.

The Mailing Industry accounts for 7.3
million jobs, which represents 4.6% of
the country’s total employed persons.
The U.S. Mailing Industry had $1.58
trillion in sales revenue in 2018 and
accounted for 4.3% of the total U.S.
economic output.

A comparison of the Mailing
Industry with the U.S. Auto industry
shows that they create a similar
number of jobs although the Mailing
Industry generates about 50% more
in sales revenue.

Of the 7.3 million jobs, 80% depend on
delivery infrastructure, most of which
are operated by the USPS.  In addition,

the USPS directly represents almost
46% of the delivery sector’s
employment and accounts for 8.7% of
the total jobs.

Between 2014 and 2018, the number
of jobs in the Mailing Industry declined
by 209,000 jobs (-2.8%) while the
revenues climbed by $123.4 billion
(+9.5%).

There are three main job categories in
the U.S. Mailing Industry: mail
production and distribution; mail
management (associated with handling
the mailing of letters and packages)
and mail advertised jobs (generated by
sales of products and services, both
electronic and traditional).

While mail production jobs dropped by
3.8% between 2014 and 2018 due to
less traditional mail being produced
and mailed, mail and packet

distribution jobs increased by 20%
(275,000 jobs). A growth in USPS jobs
of 2.8% occurred in this category. Mail
management jobs declined by 20%
(420,000 jobs) as more and more
businesses used email interactions and
there was less work associated with
handling letters and packages. In the
mail advertised jobs category, gains
and losses largely offset each other.
Traditional mail advertised jobs
declined by 3.9% or 122,734 jobs,
mostly due to fewer jobs generated by
non-catalogue direct sales and direct
response magazine sale ads.
However, jobs associated with
electronic shopping and mail order
houses grew by 51% or 105, 578 jobs.

On the revenue side, while producing
the mail saw a slide in revenues of
$18.8 billion between 2014 and 2018
due to fewer mail pieces being
produced, delivering the mail had a
gain of $9.8 billion. The major gain in
overall revenue generated by the
Mailing Industry came from the sales of
products and services, which rose by
$102.6 billion.

Mailing industry revenue growth
combined with declining employment
points to growing industry productivity
and the delivery system of the USPS
remains the core of its success.

By Kathi Rowzie 

The 2019 U.S. Mailing
Industry Economic
Job Study

The U.S. print, paper and mail value chain account for 7.3 million jobs –
4.6% of all employed Americans!
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November’s announcement of the
merger of Gannett, once considered the
apex of all newspaper chains, and
Gatehouse rocked our industry. Gannett
was once the strongest voice for the
newspaper industry, but it was
Gatehouse that absorbed Gannett.
Gatehouse, however, has since adopted
the Gannett name.

Now McClatchy Company, owners of the
Sacramento Bee, Kansas City Star and
27 other daily newspapers across 14
states, has filed for bankruptcy
protection.

These announcements and others have
been reason for concern for small
groups and independent publishers
across America.

I believe, however, the future is different
for community papers than what awaits
many daily publications.

The marketing manager at one of our
regional banking chains explained it to
me this way: “I won’t advertise in a daily
newspaper where readers only look for
last night’s scores and skim the
headlines,” she said. “But I regularly buy
ads in weekly papers that are read page
by page and remain in the house a week
or longer.”

Community newspapers and shoppers
are still the most effective way to reach
a broad market. They also create
consensus, cooperation and
“hometown” pride. But community
papers, too, also will have to change if
they want to remain viable.

FIRST, CHANGES NEEDED: THE
PRINTED PUBLICATION
Community newspapers will need to
think smaller in their pursuit of
advertising dollars and bigger in the
variety of services they provide their
community.

The average size of print ads will
continue to shrink and so will the number
of local retailers who are interested in
any kind of traditional advertising.This
can be offset, however, with monthly
pages of smaller ads sold in annual
packages to health professionals,
automotive tire, parts and service
centers, women’s clothing and decor
boutiques, places to eat, drink and party,
home construction firms and repair
centers and any other common themes
a paper’s sales manager can imagine.

A themed page can be built around 12
same size ads, published a specific
week of every month, at a contract price,
for example. The paper should charge its
regular rate for the ad space and add
$10 per spot for process color. That
charge would cover the printing cost and
please the advertiser who is used to

paying five to 10 times as much for
process color. The lower price and being
on the same page with like businesses
should guarantee advertiser retention.

An increase in advertising revenue also
will come from the creative sales of
additional community support pages.
These full pages, best produced in full
color, cheer on and congratulate
everything from the local basketball
team’s successful season to the
induction of an Eagle Scout or Catholic
Education Week to FFA week.

The increased offering of community
betterment pages opens an entirely new
list of potential advertisers including
medical and law offices, manufacturing
and processing plants, and public
service agencies that don’t normally do
display advertising. But remember, these
should always be offered as community
support pages and never as “signature”
pages.

There are also unlimited dollars
available in ads solicited for well-written
and produced “keepsake” sections.
These are special tabloids produced to
recognize a special anniversary of a
local community organization, business,
institution or industry, the founding or
expansion or any other memorable
occasion such as local citizens involved
in World War II or Vietnam. (Continued
on page 5.)

By Peter Wagner
Founder and Publisher,
The N’West Iowa REVIEW

“Power Selling Print and Digital
Advertising in the Future”
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Power Selling by Peter Wagner Continued from page 4

Additional publishing income ideas
include publishing A to Z Guides for
surrounding communities that feature a
photo and copy about something
exceptional in that town that starts with
the letter A, then the letter B and so on.
The revenue comes from selling
advertising to businesses in that town.

Finally, don’t overlook selling strip ads, at
a premium, on the bottom of the paper’s
school pages, sports pages, farm pages,
society pages and even the local
opinions page. A local law firm or
community college would be a great
prospect for the opinions page location.

Remember, advertisers buy the local
newspaper for the audience it reaches.
Consider publishing as many editorial
and advertising pages as possible in
process color. Nobody buys a black and
white television today so why would they
be interested in a black on white
newspaper?

Finally, consider restructuring the
paper’s subscription price. The paper
has to be at a price that will encourage
the greatest number of subscribers.
There are greater margins in ad dollars
than subscription dollars. Don’t sacrifice
advertising revenue for circulation
dollars.

SECONDLY, THE ONLINE PRESENCE
Community newspapers are never going
to completely disappear but there is no
denying online publishing is the future.

Here are some of my thoughts on taking
control of that future in your local
community: Publish a daily blast email
newsletter. Have subscribers to this free
service acknowledge, when signing up,

that the paper also may send them
worthwhile commercial messages.
Those advertiser emails might
include a list of the daily
specials at the local
restaurants or the advance
notice of a business
liquidation sale.

Produce a live two-or-three-
minute online news

broadcast. Schedule two a day,
weekdays, at 10 a.m. and 4 p.m.

and repeat that broadcast until a
new one is recorded. Consider starting

with an audio version and later moving to
a videocast when you are able to create
a small in-office studio.

Run regular website contests in
cooperation with local grocery stores,
health centers, local manufacturers and
banks. Do an Ugly Sweater contest at
Christmas and Mother/Daughter Look-
Alike contest for Mother’s Day. Sell the
package to a specific sponsor to cover

both the prize and use of the website. 

Produce an interactive calendar so
individuals can list their upcoming
events, closings, location changes, all on
your website. Our online calendar is tied
to the sponsorship of our full-page
monthly printed calendar in our N’West
Iowa REVIEW.

Offer live video coverage of your
community with specially placed
cameras. Position one on Main Street so
viewers can watch the downtown traffic.
Set another where it is possible to see
the current weather conditions including
rain, blizzard and wind conditions.
Snowbirds really appreciate seeing the
weather back home as much as knowing
at-home temperatures.

The list is endless, but the future is
bright. Lots of changes are coming and
many are already here. But don’t worry;
instead, get involved. The future belongs
to the innovative and determined.

Want more information and motivation to
help you tell your publication’s story?
Experience more GET REAL straight talk
from one of America’s leading
newspaper and shopper publishers and
sales trainers. Ask your group or Press
Association to schedule one or more of
Peter W Wagner’s seminars on selling,
producing and growing your community
paper. Contact him at
pww@iowainformation.com or CELL
712-348-3550.  Or contact Peter direct
for proven sales training for your staff.
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Today there are sequels to movies and
many times a 2nd or 3rd sequel is
nowhere near the creative attraction of the
original movie. We see automobile styles
that are almost look-alikes. We see
shopping malls that look alike. Too many
retailer newspaper ads look alike. Maybe
it’s a lack of creativity, or maybe it’s a lack
of courage to be different and the concern
of being too different.

The Optical Weight of The Ad

A good rule of creative advertising is to be
“instantly recognizable” either by a
distinctive layout style, use of type faces,
unique style of art, use of a particular color
or some other element that is different
from the competition. Another important
factor is to understand the optical weight
of the ad, which is the upper left quadrant
of the ad. Creativity can start in that
quadrant namely with a newly designed
logo, the start of a provocative heading, a
dominant eye-catching graphic and
possibly spot color.    

Focus Groups

What’s really interesting is how focus
groups look at high profile retailer
advertisers and how they perceive one
store versus another. A series of full page
ads might be presented with the logos
covered. The members of the group would
be asked to identify which ads belonged
to which stores. Surprisingly few made the
right identification as to store identity. 

Encourage your advertisers to identify
themselves more creatively

As part of your consultative process, you
must provide guidance on how to
accomplish that process. Awaken their
creativity. Challenge them to be different.
Here are a few suggestions:

• Localize their business: use the name of
the city or shopping community in the
signature section of their ad or an
illustration of an immediately recognizable
landmark place nearby.

• Use testimonials and pictures of actual
customers praising their business
merchandise, or service (you may need a
signed release to do this).

• Use the business salespeople in the
ads—talking to customers or individually
talking to the reader.

• Use humor, particularly a humorous
slogan. Also a campaign can be
developed using clever and provocative
headlines. Readers will gravitate to that
type of advertising because they are
intrigued by this approach and want to see
what will happen in the next ad.

Sometimes getting attention can be as
simple as creating a large dominant
headline with a lot of white space and very
little copy. Never underestimate the power
of being unique and different. Your
publication can stand out in the
marketplace by constantly taking the
creative initiative. 

Bob is the author of 3 best-selling e-books
for the newspaper industry “Dynamic
Sales and Image Power”—“Advanced
Selling Skills For The Advertising Sales
Pro”—and his latest e-book ”Power Selling
Tools For The Advertising Sales
Consultant”. Any one book is 19.95…any
two books is 35.00…all three books are
bundled at 49.95.You can order Bob’s
books on his website:
www.bobberting.com.

Read Bob’s books and discover how his
vast experience and know-how can help
you achieve much more business for you
and your publication. You’ll greatly benefit
from the wisdom of one of America’s top
advertising sales experts.

Bob is a professional speaker, advertising
sales trainer, publisher marketing
consultant, and leading columnist in many
national and regional newspaper trade
association publications. He is the
President of Berting Communications and
can be reached at bob@bobberting.com
or 317-849-5408.

By Bob Berting
Berting Communications

“Create Instant Recognition
For Your Advertising”
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Jim was a super salesperson. He was so
good that he broke all kinds of sales
records at the publishing company where
he worked. He consistently brought in
more new business than anyone else on
the advertising staff. And his numbers
always ranked at the top of the weekly and
monthly sales reports. 

Karen, Jim’s former manager, told me that
he was the most disciplined team member
they had ever had. “Jim was sell-sell-sell all
the time. He came to the office every
morning at seven o’clock, so he could
leave voice mail messages on his
prospects’ office phones. Then throughout
the day, he followed a routine of
prospecting and writing proposed media
schedules. Everything he did was geared
toward closing the deal, so he could move
on to the next prospect. If he lost a sale, it
didn’t slow him down at all. He just brushed
it off and kept going. 

“Jim generated a lot of revenue, but the
picture wasn’t as rosy as it sounds,” Karen
explained. “After he made a sale, he left
everything else in the creative
department’s hands. He was the one who
had direct contact with his accounts, but he
never developed any kind of strategic
guidelines to follow. The creatives were on
their own, because there was nothing
specific to help them differentiate Advertiser
A from Advertiser B. As a result, a lot of
those ads didn’t work – and advertisers

didn’t renew their contracts. That put Jim in
a position where he had to prospect and
sell even harder to make up the lost
revenue. It was constant churn.” 

After a year or so, Jim left for a job in
another industry and Karen started
insisting on three steps for her team to
incorporate in the sales process. 

1. Set realistic expectations. “It all starts
here,” she said. “If people think that putting
just any kind of ad in our paper – or on our

web site – will automatically bring new
customers, they are wrong. It’s the sales
person’s job to establish the right
expectations. An ad with a photo, a slogan
and a logo will take many repetitions to

create brand awareness. But an ad which
promotes a timely offer or seasonal sale
will be more likely to create immediate
results.” 

2. Get the right kind of information.
“Most advertisers know enough to help us
put together workable ad campaigns,” she
said. “We just need to ask the right
questions and make the effort to
understand their businesses.” 

The questions should be simple and open-
ended. What kind of results did they get
from previous campaigns? What worked?
What didn’t work? How are they different
from their competitors? How can people
benefit from using their products and
services? That’s the kind of information that
helps a creative department produce
strong ads. 

3. Monitor results. “It’s common sense to
follow up frequently to see how the ads are
working,” Karen said. “If something needs
to change, it’s best to find out before
contract renewal time.” 

(c) Copyright 2020 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 results from in-
house training. E-mail for information:
john@johnfoust.com

By John Foust
Raleigh, NC

Ad-Libs
The Super Salesperson Who
Wasn’t So Super, After All
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Don Rush
President
Sherman Publications
666 S. Lapeer Rd.
Oxford, MI 48371
Phone: (248)628-4801
Fax: (248)628-9750
Cell: (810)636-3798
don@shermanpublications.org

Marty Bennett
Vice President
Community Shoppers Guide
117 N. Farmer - P.O. Box 168
Otsego, MI 49078
Phone: (269)694-9431
Fax: (269)694-9145
Cell: (269)370-9469
shoppersguide@sbcglobal.net

Jon Jacobs
Past President
Buyers Guide
P.O. Box 128
Lowell, MI 49331
Phone: (616)897-9555
Cell: (269)208-9223
Fax: (616)897-4809
Jon@lowellbuyersguide.com

Fred Jacobs
Sec./Treasurer
J-Ad Graphics
1351 North M-43 Highway
Hastings, MI 49058-0188
Phone: (269)945-9554
Fax: (269)945-5522
Cell: (269)838-0881
fred@j-adgraphics.com

Bettie Watson
Director
Salesman Publications
102 N. Main Street - P.O. Box 205
Concord, MI 49237-0205
Phone: (517)524-8540
Fax: (517)524-8570
Cell: (517)740-9461
ads@salesmanpublications.com

Elaine S. Myers
Director
C&G Newspapers
13650 11 Mile Road
Warren, MI 48089
Phone: (586)218-5012
Fax: (586)498-9631
Cell: (248)672-0998
emyers@candgnews.com

George Moses
Director
The Marketeer
110 E. North St., Suite A
Brighton, MI 48116
Phone: (810)227-1575
Fax: (810)227-8189
Cell: (517)404-7807
gmoses@georgemosesco.com

Wes Smith
Director
View Newspaper Group
1521 Imlay City Rd.
Lapeer, MI 48446
Phone: (810)664-0811
Fax: (810)667-6309
Cell: (810)338-7888
wsmith@mihomepaper.com

5198 Windsor Hwy. 
Potterville, MI 48876

Phone/Fax: (800)783-0267
mifreeads.com

Jack Guza, Executive Director
EMAIL jackguza@cpapersmi.com

Dana Risner, Business Manager 
EMAIL danarisner@cpapersmi.com


