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We have chosen a boutique hotel at a great rate. This will
be an event that will sharpen your focus and expand your

vision. Plan now to attend and save $50!
Ideally situated on the eastern edge of the Mile High City, Woolley’s Suites luxury hotel in
Aurora, CO offers an elegant ambiance in the plains, about 60 miles from the edge of the
Rocky Mountains. Woolley’s Classic Suites has a convenient location in Gateway Office
Park, adjacent to I-70 and near I-225, just 13 miles from downtown Denver and minutes
from state parks, museums, shopping, restaurants, breweries, and golf courses.

Arrive seamlessly with their complimentary scheduled shuttle service from Denver
International Airport, only 10 miles away. This IFPA Event is hosted where you'll feel right at
home: Woolley’s Classic Suites. Go to IFPA.com/events
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It’s All About
The Benefits
by John Foust
Raleigh, NC

At every step along
the way, the focus is
on features and
benefits.

Rob is the marketing director for an
outdoor apparel company. I remember a
conversation with him about his philos‐
ophy of promoting their products. “It’s
all about benefits,” he said. “Every time
a new product is developed – or an ex‐
isting product is improved – my task
starts with learning the features and
translating those features into mar‐
ketable benefits.

“I meet with the research and develop‐
ment team and ask questions like,
‘Where did this idea come from?’ and
‘Why did you decide on these specific
changes?’ I want them to walk me
through their thought process, so I can
understand how the product enhances
our customers’ outdoor activities.

“There’s a chain of communication,” he
explained. “I share the relevant details
with our sales team, so they can present
the new product to stores that sell our
products. That includes providing them
with information the stores can com‐
municate to their customers. Of course,
all of that is coordinated with our inter‐
national brand marketing.

“At every step along the way, the focus is
on features and benefits. For example,
we use wicking fabrics in many of our
products. A shirt which is made of
wicking material draws perspiration
away from the body and to the exterior
of the shirt, where it can easily evapo‐
rate. A shirt with wicking fabric is cool
and comfortable – and that’s important
to active people.The word ‘wick’ doesn’t
mean anything to a lot of folks, so it
needs a good benefits-oriented explana‐
tion.”

There’s a reason why advertising veter‐
ans have always preached the value of
product benefits. People don’t buy fea‐
tures, they buy benefits. If that strategy
is good enough for a successful interna‐
tional company, it’s good enough for the
businesses we encounter every day.

Here are a couple of takeaways from
Rob’s approach:

1. Stick to the facts. “There’s no need to
embellish the truth,” he said. “If a prod‐
uct is worth buying – if it is worth ad‐
vertising – it should offer honest
advantages to consumers. That’s why we
encourage all of our marketing folks to
avoid superlatives in their descriptions.
People are suspicious of words like
‘best,’ ‘tremendous’ and ‘fantastic.’

“Think about it. If you’re in the market
for a shirt to wear for hiking or boating,
would you be more likely to buy one
that is comfortable because it ‘evapo‐
rates perspiration quickly’ or one that is
described as ‘unbelievable?’ Solid facts
win that contest every time.”

2. Keep it simple. Rob has access to a lot
of technical product details, but he
knows it’s important to narrow it down

to simple, easy-to-communicate infor‐
mation. “The most effective marketers
make their messages easy to under‐
stand,” he said. “If they make it compli‐
cated, they’ll lose people.” The most
memorable benefits are communicated
with just a few words.”

When you’re working with an adver‐
tiser who needs ideas for a new cam‐
paign, keep features and benefits in
mind. That will answer the question,
“Why should people buy what we’re
selling?” And it will take a lot of sweat
out of the creative process.

(c) Copyright 2020 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. E-mail for in‐
formation: john@johnfoust.com
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The other day I received a call from a person that was considering joining IFPA.
They wanted to know what our standards are. I was happy to send them a copy of
our Code of Ethics. I think it would be good for us to look this over often to make
sure we are all doing business according to these guidelines.

Code of Ethics
As a member of Independent Free Papers of America, I hereby pledge
myself, and the organization which I represent, to:

Observe the highest standards of honesty in all business transactions, and
to avoid the use of any and all unfair business practices.

Advertise and publish only such circulation and distribution figures as can be
satisfactory substantiated.

Advertise and publish current advertising rates, and furnish rate cards to any
legitimate business firm upon request. Quote no rate which cannot be, earned
by any or all advertisers, and not engage in the practice known as “double
billing.”

Subscribe fully to the copyrights principle, and respect the copyrights of others
to the same extent which we expect others to respect our own copyrights.

Not knowingly permit to the use of any false titles, confusing technical data,
descriptions, misleading or inaccurate terms or claims in any advertising copy.

Maintain a spirit of friendly cooperation and assistance towards our fellow
craftsmen, and extend a helping hand wherever possible.

Continually endeavor to raise and enhance the quality level of our profession.
Maintain a dignity of manner in our craft and the services connected with it,
and in the appearance of our places of business, and in all other forms of public
contact.

Agree that all of the following actions specifically constitute unethical business
practices as applied to all publishers, and all publications and editions thereof,
paid or free, which are a part of the publisher's organization:
1. Deliberate setting of advertising rates below cost
2. Making false statements regarding circulation
3. Requiring advertisers to purchase space in combination only
4. Unpublished rates not available under the same terms to all advertisers
5. Double billing

Recognize and subscribe to the authority of the officers and Directors of
Independent Free Papers of America in all matters of interpretation of this
Code of Ethics.

Agree to cooperate fulling in any investigation by the Board of Directors, or
any duly appointed Ethics Committee of this Association, of any alleged
instance of unethical conduct.

IFPA Code of Ethics
Th
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You’ll Place Your Logo Here
Title This Whatever Works for You

Marketing Messages
5 questions, 5 answers

1 What is the 2nd largest search engine?
Surprisingly, the 2nd largest search engine behindGoogle is YouTube.The public mostly sees YouTube as a
video streaming platform, but as amarketer, you should view it as a search engine. According toOberlo, 2
billion people use the platform everymonth, and it owns 37% of all internet mobile traffic. Use SEO tactics and
create content for YouTube that will boost your business.

2 What is a Snapchat filter?
A Snapchat filter is an overlay on images and videos created in the app. Users can make their faces
look like dogs, look cartoonish, change the pitch of their voice, and even put on branded filters from
companies. It allows users to communicate with creative looks and keeps Snapchat communication
unique and interesting. Brands can create filters and pay Snapchat to include them in a location for a
certain amount of time. Users in those locations can use the business’s custom filter on their photos.
Users then share their photos with their friends and the brand gets exposure.

3 Are impressions or clicksmore important?
Clicks and impressions are not the same thing. Google considers an impression to be when 50% of
your ad is seen for a second or more. A click is counted when someone clicks your ad. Your marketing
strategy should help you decide if you want impressions or clicks. If you want brand awareness, your
campaigns would be optimized for impressions, so more people see your name. To boost sales in the
near term you should run a campaign for clicks. You can drive better results with both an impression
or clicks strategy by focusing on your ad’s offer.

4 How to send your customers text messages?
Sending a text message to a customer may be the fastest and most effective way to communicate with
your buyers. You can get your message out quickly and send updates or reminders. Text messages are
more effective than email because buyers are always on their phones, but they don’t always check
their email. If you’re interested, look into services like TextMagic, SimpleTexting, and ClickSend for
text communications.

5 How canmy business location helpmy sales?
If you’re a local business and your market is almost exclusively in your town, you may benefit from
tying your business to the town. Online, you need to claim your business on Google My Business and
confirm the location of your store. When local people perform a search for a business like yours, you
can easily come up as a top result.

The world of advertising and marketing is always changing. From social media use to
psychological messaging, every day there are new questions. We cover everything from the
simple questions to the deep and complicated ones.
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Are you using
this benefit
to educate
your
advertisers
and position
your
publications?

Do you see the page to the left? I’ll give
you a minute...

Page 8 is just an example of what you’ll
receive each week beginning this
month. Will Thomas and his creative
staff are sharing their weekly email with
IFPA members. You can personalize the
content with your logo, your own mar‐
keting messages, and make it your own.

Youmay have a few questions about this
new IFPAmember benefit. I’ll try to an‐
swer them here. But if you have ques‐
tions or need the personal touch setting
things up please email me at dou‐
glas@ifpa.com or give me a call at
931.922.4171. I will also be sending out
more information via email, texts, and
video explanations over the next month.

WHO?
To whom should you send this informa‐
tion? Anyone you want to inform, edu‐
cate, and impress. That especially
applies to your customers, both those
that currently run in your publications
and those that do not. This information
will position you as the experts in mar‐
keting, publishing, and technology.

That is not to say that you’ll get phone
calls by the hundreds as you send out
these emails but as with all advertising it
is cumulative. When that advertiser
thinks of who can help them with their
marketing, social media, print ads, etc.
they will think of you.

JUST EMAIL?
Do we have to use this information as
emails only? No! In addition to email‐
ing your 5 Questions 5 Answers via
MailChimp, Constant Contact, or what‐
ever service you use, you are free to use
the information in many other ways.

For example: you could create a printed
piece with several important topics to
be stuffed into your bills or other physi‐
cal mailings you do. You could post
some of the ideas on your social media.
You could run a weekly or monthly arti‐
cle in our own publication with this as
the sole content. You might consider
putting some of this information on

your website.There is even possibility of
texting a topic once a week to your
clients. You are free to use the content
any way that will educate, benefit, and
position you.

WHEN?
You should already be receiving a
weekly email from Exchange Media
Group with the content white labeled
starting this month. Each week you’ll
get the 5 Questions 5 Answers informa‐
tion. Count on it.

DO I HAVE TO USE ALL THE
CONTENT?

No. Use whatever you feel is useful and
pertinent to your company. Use a little
or all of it. It’s your choice.

WHAT DOES WHITE LABEL
MEAN?

White Label means that all the branding
has been removed so you don’t have to
worry about some other company’s in‐
formation showing up. You’ll receive a
Word document that you can simply
paste into a MailChimp, Constant Con‐
tact, or other email program template.
You can set up your template to look
any way you wish, with your own logo,
address, links to your website, links to
your email address, whatever you want.

HOW LONG?
We have partnered with Exchange Me‐
dia Group to supply this timely content
for the next year. You will not run out of
content.Think about it. Howmuch time
would it take you to come up with this
much information on your own? Do
you have that much extra time? Do you
have the expertise to answer these ques‐
tions on your own? Do you know all
about the wide variety of topics dis‐
cussed? If you answered “No” to these
questions then you need to plan right
now to use this great new benefit.

email me at
douglas@ifpa.com or
give me a call at
931.922.4171
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strategy should have a marketing plan
for a long range program which will be
serviced by the salesperson who sold
them the program.

B. A publication’s ability to attract and
retain new customers is related not only
to its products and services but the way
it services existing customers. This ser‐
vice generates a reputation that creates a
powerful image in the marketplace.

Customer retention is based on these
factors:

• Image and reputation of the publica‐
tion. How does it fit in the media mix of
the customer? Strength of their reader‐
ship?

• Trust and believability of the salesper‐
son

• The plan of action for the customer
will include the following promises by
the salesperson who sold the account:

1. I will design a compelling advertising
campaign to present your products in
the most creative way possible.

2. I will work with you as your market‐
ing partner to fine tune your ad cam‐
paign and adjust it to changing market
conditions

3. I will treat your advertising dollars as
if they were mine and do everything I
can to control costs.

4. I will keep you up to date with market
conditions by my communication with
other business owners

FINAL WORD ON
CUSTOMER RETENTION

Customer satisfaction is a strong pre‐
dictor of both customer retention and
repurchase behavior.

See Bob’s website at www.bobberting.com
where you can opt-in to receive his Ad‐
vanced Advertising Sales Monthly
Memo, learn about his consulting service
and see how he can become a columnist
for your publication. You can also pur‐

chase his three e-book bundle for the
newspaper industry, and learn more
about all his training services including
his tele-seminar and webinar programs.
Bob is a professional speaker, sales
trainer, and publisher consultant and has
conducted over 1500 seminars for news‐
paper advertising salespeople, manage‐
ment, customers, and print media
associations. Contact Bob at bob@bob‐
berting.com or 317-849-5408.
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Many times, after the sale there is a let‐
down in the manner in which a new
customer is serviced. A lot of business is
lost because the intensity of caring
drops off and the customer is taken for
granted.

The salesperson who sold the account
doesn’t know why the new customer has
lost interest—could it be no respon‐
se—or media competition?

Many times a publication has no ser‐
vice/retention policy which involves the
salesperson who sold the account and
now is going to service the account

Important factor is trust…actions speak
louder than words.

THE 4 ELEMENTS OF
TRUST ARE:

Competence—they look to salesperson
for answers to their problems. Salesper‐
son has to take responsibility for their
own career growth and sales expertise.
Do things for customer to have faith in
them.

Reliability—salesperson has to position
themself to be a problem solver in cor‐
recting problems efficiently—insist on a
high level of performance from every‐
one at the publication who comes in
contact with customers

Intentions—emphasize their needs
come first and you’ll do whatever it
takes to earn their complete trust and
satisfaction.

Appearance—have a well groomed
professional appearance, good posture,
a broad vocabulary, a clear voice, and
frequent eye contact. These factors will
help the customer to view the salesper‐
son as a representative of a reliable pub‐
lication.

THE MOST IMPORTANT
WORD IN ADVERTISING

SALES..RETENTION
A. The ability of a publication to retain
its customers over a specific period of
time—a commitment to advertise
through a contractual agreement. The

What’s really
important...
service and
retention
after the sale
by Bob Berting Berting Communications
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Everyone knows digital media has ex‐
ploded and print circulation is in de‐
cline, but marketers who buy into the
mistaken notion that print is dead and
buried are doing themselves a disser‐
vice and missing out on a very real and,
ironically, novel way to connect with
their target audience.

Print hasn’t disappeared, but its role
sure has changed. Newspapers, for ex‐
ample, are no longer the cornerstone of
marketing. Heck, neither is TV! People
have more news and entertainment
choices than ever before and myriad
ways to consume them. Advertisers
have to embrace an integrated content
marketing approach. What’s funny is
that print, once the old-fashioned con‐
tent marketing staple, can now actually
feel unique—a way to break thought the
digital advertising clutter.

Global spending on paid media is esti‐
mated to hit $542.55 billion by
year-end, according to eMarketer, and
digital marketing is soaring. This year,
U.S. marketers spent more on digital
advertising than on TV for the first
time. Meanwhile, global print advertis‐
ing is expected to decline 8.7 percent to
$52.6 billion, according to estimates by
Group M.

But “billions” is quite a ways from
“zero.” Advertisers still believe in the
value of print, just as consumers do. In
fact, in the U.S., 90% of adults still read

print magazines.

Publishers are reevaluating the role
print will play in their portfolios, with
some choosing to print less frequently,
or in cases like The Independent, which
has morphed into a digital-only news
company, not at all. In October, The
Media Briefing, a news platform for
global media professionals, took an in‐
-depth look at the state of print. Chris
Sutcliffe, its news editor, proposes that a
“pop-up publication” called The New
European could represent the future of
print news. Print could serve “as an arti‐
fact for expounding on topics and deliv‐
ering analysis that requires time to
digest,” he writes. In earlier commen‐
tary, Sutcliffe notes that “a print product
doesn't necessarily have to have
a lengthy run in order to be successful.”
There are merits in niche publications
produced to serve a clear communica‐
tion need.

Mediaplanet takes a cross-platform ap‐
proach to raising awareness, producing
niche print magazines in partnership
with the world’s leading newspapers
along with corresponding digital con‐
tent. As digital’s dominance increases, a
print offering becomes even more
unique – a way to rise above the white
noise. Here’s when and why brands are
opting for the power of print.

Standing out amongst the ever-growing
volume of digital content can be chal‐

Print Is Not
Dead
by Jackie Lisk
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lenging. Advertisers use print as a way
tomake a lasting impression with an au‐
dience. Last year, The Content Market‐
ing Institute (CMI) predicted a surge in
print magazines from brands, many of
which view print as a less competitive
medium. The content marketing com‐
pany Contently won the Best Brand
Publication award at the 2016 Digiday
Content Marketing Awards for its print
magazine, Contently Quarterly. Its edi‐
tor-in-chief, Joe Lazauskas, calls it one
of the most important things that they
do.

There is something human and substan‐
tial about a print publication. Sales
teams can leave printed materials with
clients and prospects. Executives can
use print collateral as tools at confer‐
ences and tradeshows. Mediaplanet
produces many of its niche campaigns
in partnership with such events, a strat‐
egy that makes it possible for clients to
distribute copies in-person, in addition
to reaching readers via newspaper dis‐
tribution and on our digital platforms.

Lincoln Electric, a global manufacturer
of welding products, launched its new
print magazine last year to help fill a
need for its audience and its sales team.
Its marketing communication manager,
Craig Coffe, tells CMI that the maga‐
zine is bolstered by its digital presence
and also serves as a way to drive online
traffic. This feels like a good time to
mention that Mediaplanet takes an inte‐
grated approach to its content by pro‐
moting multimedia elements like bonus
digital content and interactive social
media features in our print pieces. Just
sayin’.

You can’t put a website on your coffee
table. If you want to show-off design,
print is your medium. There is a reason
why catalogs are still popular, even for
businesses that do the bulk of their sales
online. Print is also absolute. It is what
it is. Your work can’t be altered and
shared in bits and pieces or endlessly re‐
vised.

The Columbia Journalism Review calls

print “the new ‘newmedia.’” It describes
its resurgence, and notes publishers that
have recently launched new print
projects, including Tablet, Politico, Cal‐
ifornia Sunday Magazine, Dogster, and
CNET.The article explains that, in some
ways, launching a print presence is sim‐
pler since digital’s emergence because
you can more easily find and connect
with audiences and measure their re‐
sponse to topics, which makes it easier
to create a print publication that truly
meets their needs.

1 It is easier to cut through the clutter

2 Print is tangible

3 It is a component of a diverse, cross‐
-platform strategy

4 Print is beautiful

5 Print is novel

What’s old is new again, and in this case,
new and old can work together in inno‐
vative and powerful ways.
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I am amillennial. I watch movies on my
laptop, “Google” things I want to know
more about and check my Instagram
way too many times in a day. I use my
phone to keep in touch with my family
and friends who live in different parts of
the world and I use Google Maps al‐
most every day as I try to navigate the
city of Dallas on my own.

Besides the many books I can’t seem to
let go of to fully embrace the Kindle app
on my phone, there is very little print in
my life. And I don’t think I am alone in
this.

Since the invention of the printing press
in the 1440s, print has changed the way
people communicate and has created
opportunities for marketers to have a
bigger reach. Then came the start of the
digital revolution around the 1960s,
which eventually led to where we are to‐
day – a place where digital reigns and
digital marketing is the norm. While
digital’s distant cousin (print) is still
alive, it is obviously no longer the go-to
when it comes to marketing.

PRINT HAS ITS PERKS
Yet, in a world that is saturated with
digital marketing, print marketing has
its perks and can play an important role
in helping companies stand out.

PERK #1: PRINT IS IN.
Print that is well designed, contains rel‐
evant content as well as beautiful visuals
is “in” with millennials. Coming across
a print like this, even if it is an advertise‐
ment, makes me stop and study it. I
think this is true for many millennials
because it is not something we come
across often. And if, after taking time to
study it, there is no conversion, we may
end up taking the print home to frame.
Yes, you read that right. I know that
might sound funny, but it’s true. Besides
doing it myself, I’ve known a few mil‐
lennials who have framed an ad or two
because of its design. Also, those who
later see the framed print will ask about
it – which is free advertisement for you
and more than likely a future Google
search of your company.

PERK #2: PRINT IS
MEMORABLE.

A 2009 case study by Millward
Brown and a 2012 case study by
USPS both show that print engages the
senses in a way that digital does not.
When our brain processes physical ma‐
terial, the parts of the brain associated
with sight, emotions and spatial aware‐
ness are activated. This means that long
after someone reads a printed ad, they
will be able to recall (and emotionally
respond to) what they read better than
if they read a digital ad. And since peo‐
ple do not usually respond to an adver‐
tisement until later, according to USPS,
making sure people remember your ad‐
vertisement is pretty important.

PERK #3: PRINT
INCREASES TRUST.

A survey by Marketing Sherpa shows
that 82 percent of Americans trust print
ads over any other medium. By the way,
following tv ads, direct mail ads came in
at a close 76 percent. While there
doesn’t seem to be a lot of evidence as to
why this is, I would say that printed ads
are so few and far between (unlike the
way too many intrusive digital ads we
are exposed to each day), that when I
see one, I am aware that someone real
took the time to create it for something
real. And if it is clearly and beautifully
communicated, I am likely to trust it
even more.

PERK #4: PRINT HELPS
YOU STAND OUT.

Print helps you stand out among your
competitors. According to a UK survey,
the combination of email and direct
mail marketing create more “brand
awareness”, “increased ROI” and “cus‐
tomer experience”. Because print mar‐
keting is so rare nowadays, strategically
combining beautiful print marketing
with your digital marketing will not
only set you apart, but will communi‐
cate that your brand is willing to take
that extra step to be personal, practical
and stunning.

So, for those of you debating whether
you should nix the print for your busi‐

ness, please don’t. Instead, make it per‐
sonal, practical and stunning, and then
print away. Most millennials will appre‐
ciate it and so will your company.

Print
Marketing: A
Millennial’s
Perspective
by Amanda Crowe
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We Are All In
The
Subscription
Business
by Shep Hyken

I can’t think of any
business that wouldn’t
want their customers to

come back.

I have an idea about renewals. Most
people think that a renewal applies to
some type of subscription. You renew
your subscription to a magazine, a
maintenance contract or a software pro‐
gram. But what if renewal had a broader
meaning?

What if renewal simply meant that the
customer comes back—again and
again? While repeat business may not
be as steady as a subscription renewal, it
can still be tracked in a similar way. A
business with a true subscription model
can predict renewals. Over time, any
business can track return customers
who, in a sense, are renewing their trust
in the business to purchase from them
again.

Let’s broaden the idea of subscription.
Typically, a subscription means ongoing
and recurring revenue to a company
from customers paying on a schedule‐
—monthly, quarterly or yearly. It can
utilize something as simple as a sub‐
scription card, or a formal legal contract
that binds the customer for a certain
amount of time. Either way, it is an
agreement that says, “I’ll pay you for on‐
going products or services until the sub‐
scription runs out or I stop renewing.”
When you take away the formality of
the subscription, you have business as
usual. The customer is not under any
obligation or agreement to keep doing
business with you. You have to prove
your value to get them to come back.
When you do, they will. Customers
coming back, again and again, is akin to
them renewing their subscription with
you.

I can’t think of any business that
wouldn’t want their customers to come
back. I have written many times about
how your goal is to always focus on the
next time. In other words, what are you
doing today to get the customer to come
back next time? Assuming what you sell
is a good product that does what it’s
supposed to do, the way youmanage the
customer’s experience is what will in‐
crease the likelihood of the customer re‐
turning.

This makes sense for something a cus‐
tomer may buy on a regular basis. They
experience your service often and over
time, doing business with you becomes
a habit. Every time the customer comes
back, it’s a form of renewal. But what
happens when the product is something
the customer may buy every few years?
Maybe it’s a car. Ormaybe it’s a big piece
of machinery that may not be replaced
for another ten years. You may deliver
an amazing customer experience when
the customer buys, but what happens
over the next few years—or ten—when
there is minimal contact?

You can’t wait until just before you think
the customer may buy from you again.
For those types of purchases, it’s even

more important to have a proper “re‐
newal” strategy. Throwminimal contact
out and create a schedule of more regu‐
lar contact in between purchases.This is
of the utmost importance. A formal
schedule of customer contact is your ul‐
timate renewal strategy. It shows you’re
with them every step of the way—after
the sale—and until the next time they
buy.

When do you start working on getting
the customer to come back next
time—or renew their subscription?
Here’s the answer: the day they buy
from you the first time.

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 Twit‐
ter: @Hyken Copyright 2020
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IFPA BOARD MEETING,
THURSDAY MAY 21, 2020
President Rick Wamre called the meet‐
ing to order at 9:05am (EST) Board
members present were: Deborah
Phillips, Shane Goodman, Manuel
Karam, Jane Quairoli, Jimbo Marston,
Joe Nicastro, Joyce Frericks, Eric
McRoy and Executive Director: Dou‐
glas Fry

MINUTES:
Jimbo made a motion to accept the
minutes of April 16, 2020. Seconded by
Deborah. Motion passed.

TREASURER'S REPORT:
DEBORAH

In April $16,250 in stimulus money was
sent to members. It was very much ap‐
preciated. Rebate money was sent as
well. Things are looking good and the
investments are bouncing back.

Joyce made a motion to approve the
Treasurer's report. Joe seconded it.
Treasurer's report approved.

SEPTEMBER EVENT IN
DENVER:

The event is still on hold. The hotel is
willing to hold the contract indefinitely.
However, the board will need to decide
whether or not to move forward. Dou‐
glas suggested a timeline of the end of
June to still allow time to get everything
else in place. The board members are
willing to travel but something to con‐
sider is that airfare may be non refund‐
able. Airlines are issuing credits. Can
finalize the decision on the next meet‐
ing.

COVID-19 STIMULUS
FUND

Douglas has received tons of emails and
thank you cards. Everyone is very grate‐
ful.

SHARE GROUPS:
Groups are meeting together on
Wednesdays. Had 22 attendees this
week.

MARKETING 5 IN 5:
Open to suggestions to best market it to
members. Begins June 1st. Members
can use it as mail stuffers, on their social
media, in their papers or on their web‐
sites. Douglas will work on a tutorial.
Shane mentioned that it would be a
good SHARE call topic. Possibly even
have Will on to answer questions.

Old Business: None

NEW BUSINESS: DSA
RENAME

Douglas suggested renaming the Distin‐
guished Service Award to the Doug
Fabian Distinguished Service Award for
his contribution and service to the orga‐
nization. Shane made a motion to ap‐
prove the renaming. Seconded by all.
Motion passed.

NEW BUSINESS: IFPA/
AFCP BOARDS JOINT

ZOOM MEETING
Douglas met with Loren and Cassie
from AFCP. They are still exploring op‐
tions. He will have an outline by the
next board meeting.

Joe made a motion to adjourn. Jane sec‐
onded it. All in favor. Meeting ad‐
journed at 9:38am (EST).

IFPA Board
Meeting
Minutes
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In this stressful time of the virus, the
newspaper industry is making a come‐
back with advertising sales counselors
who come up with new ideas, new con‐
cepts, new discoveries and technology.
We don’t have employees. We don’t have
staff. We have team players in search of
creative possibilities. An idea, a new
technology is worthless until someone
accepts it, runs with it and molds it into
something you can sell. Implementation
of that which is new, requires team
effort.

THE POWER OF TEAMS
When problems are so complex, many
times it takes teams to solve them.
Whether it’s implementing new ideas or
breaking down silos and barriers, teams
are how publications can achieve more
business today. When it comes to teams
and communicating, trust is critical. To
work, teams need a shared language ,
the ability to learn, and above all, to be
a problem solving force.

Today, many sales teams are selling me‐
dia buyers and advertising prospects on
dynamite marketing packages.

This selling effort is enhanced by what is
called “first brain selling” reaching
prospects with presentations that sell
with emotion and justify with facts. The
premise is: If you want to reach, per‐
suade, or motivate people, you have to
make emotional contact with them first.
There are 5 skill areas that are effective
in this emotional contact:

1. Eye communication

2. Posture and movement

3.Dress and appearance

4. Gestures and smile

5.Voice and vocal variety

The concept is that ideas need to be pro‐
cessed so that a presentation to an ad‐
vertising prospect has to be directed to
the first brain of the prospect before go‐
ing to the new brain, which is rational,
conscious, intellectual and processes
logic and facts. The emotional factors in
the presentation can include: Stories
and examples—Humor—Analogies‐

—References and quotations—Layouts
and visual aids—DVD discs

THESE SUCCESSFUL SALES
TEAMS HAVE CHARISMA,
CREDIBILITY, AND TRUST
They get ahead because they know how
to connect. They have developed into
master communicators who get their
sales messages across effectively, power‐
fully, persuasively and memorably. They
are trusted advisors who are experts in
all advertising solutions. They ask the
right questions and help the advertiser
reach their business objectives with the
right combination of ideas and solu‐
tions.

PUBLICATION
SALESPEOPLE ARE

THINKING ALL THE TIME
If they are thinking of failing, the publi‐
cation might fail. If they have the feel of
success the publication can succeed. As
a business friend of mine says “Words
inspire and ideas stun, but only deeds
can get it done”. Another friend says “If
you eat the bread, you’ve got to bake the
bread.”

ADVERTISING
SALESPEOPLE HAVE TO

FEEL SATISFIED
They need to have a sense of belonging.
Every human being needs a vision and
are happy being part of a team… a team
that has a constant challenge to give
their very best. Giving their very best in
the middle of a critical, stressful time of
the Coronaviris is what is needed. Their
very best includes marketing advice,
great marketing ideas, the right amount
to spend, smart advertising program‐
ming, and creative promotional
ideas. These teams must have solid
plans for advertisers and then faithfully
execute those plans.

IT’S A NEW WORLD
If newspaper advertising teams believe
in the power of their publication, it will
be a major opportunity to become a
trusted advisor to the advertisers in
their market. This can be a challenge or
an exceptional opportunity.

Team Players
In The
Newspaper
Industry
By Bob Berting
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