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PROUD OF ALL OUR YEARS OF PARTNERING WITH AFCP!

CONGRATULATIONS
ON CELEBRATING 70 YEARS!
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Digital Display Rack

We're the name you've relied on and trusted for years, but
we're not resting on a strong past. We're innovating and
pushing for a successful future. One where the value of
print, the demand for digital, and the need for advertising
solutions are met with products, ideas and service you
can count on. The Steel City name is defined by reliability.
So know that our focus is on providing you with the best
tools for today and tomorrow.
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. [800] 321.0350 - scity.com - facebook.com/steelcitycorp
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Steel City Corp - Over 80 years meetiing the needs of print media.
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1 1 “BEST OF THE
BEST” AWARDS

(-] The September issue of INK will look at recent changes
E in consumer trends and how those changes are impacting
= advertising and marketing programs.We will also explore
r— how some publications are utilizing social media to enhance
ed print ad response.
AFCP/NANI HEADQUARTERS: Free Paper INK is dedicated to
Loren Colburn, Executive Director keeping the industry informed on
C Recore, Associate Executive Director | <o [Ssues: topics and industry
assey ’ : news. If you have any items of
135 Old Cove Road - Suite 210 interest that should be shared
Liverpool, NY 13090 with people throughout the Free
Toll Free: 877.203.2327 paper Industry, simply emal
. them to loren@afcp.org. We wel-
Fa)f' 781.459.7770 come your input, appreciate your
Email: loren@afcp.org readership and look forward to

Web: www.afcp.org your contributions to our content.
Free Paper INK is not liable for

1 6 DAVE NEU HARTH EDITOR / COMPOSITION: errors appearing in advertise-

Barbara Holmes ments beyond the cost of the
space occupied by the error, and
P.O. Box 773840 notification must be made in writ-
Ocala, FL 34477-3840 ing within ten days of publishing.
Phone: 352.598.3500 The right is reserved by Free
Fax: 352.347.3384 Paper INK to edit, reject, or cut

any copy without notice.

NO CASH REFUNDS

Email: FreePaperINK@aol.com

MARKETING REPRESENTATIVE: The opinions of the individual
Wendy MacDonald contributors or correspondents
3105 Camino Del Arco do not necessarily reflect those
Carlsbad, CA 92009 cr)rfet:te publication or its manage-
Office: 913.461.3721 '

Email: wendy@afcp.org Free Paper INK may include
material produced under copy-
righted or syndicated ad service.

. MISSION STATEMENT ) Permission of the publisher must
Bring news and resources to the attention of the be obtained before copying any
SIGNIFICANT free paper industry_ by publis_hing a responsible of the material from any issue of
quality magazine. Free Paper INK.
INDUSTRY CHANGES DEADLINES: The deadline for classified ads, display Cover Photo:

ads and editorial is the 4th of every month. Loren Colburn
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Greg Booras, National Sales Manager,
The Newspaper Manager - Mirabel Technologies

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

PRESIDENT
2 ¥ John Draper

The Free Star

P.O. Box 277

Pipestone, MN 56164

jdraper@pipestonestar.com

507-825-3333

FIRST VICE PRESIDENT

Lee Borkowski

| Richland Center Shopping News
272 North Main Street

Richland Center, WI 53581
Iborkowski@wcinet.com
608-647-2911

SECOND VICE PRESIDENT

John Hemperly

Engle Printing & Publishing
P.O. Box 500

Mount Joy, PA 17552
jhemperly@engleonline.com
717-492-2514

THIRD VICE PRESIDENT

Farris Robinson

Hometown News

2400 S. Ridgewood Avenue #22

d South Daytona, FL 32119

frobinson@hometownnewsmedia
group.com

386-322-5900

SECRETARY / TREASURER

Greg Birkett

Dubuque Advertiser

|| 2966 JFK Road

| Dubuque, IA 52002

% gbirkett@dubuqueadvertiser.com

IMMEDIATE PAST PRESIDENT

Charlie Delatorre

Tower Publications

4400 NW 36 Avenue
Gainesville, FL 32606
charlie@towerpublications.com
352-372-5468

EXECUTIVE DIRECTOR

Loren Colburn

AFCP / NANI

135 Old Cove Road, Suite 210
Liverpool, NY 13090
loren@afcp.org
877-203-2327

ASSOCIATE EXECUTIVE DIRECTOR
Cassey Recore

AFCP / NANI

135 Old Cove Road, Suite 210
Liverpool, NY 13090
cassey@afcp.org
877-203-2327

NANI BOARD MEMBER

Michael Van Stry
Coastal View News

4856 Carpinteria Avenue
Carpinteria, CA 93013
new@coastalview.com
A 3805-684-4428

RISING STAR REPRESENTATIVE
Ericka Winterrowd

Tower Publications

4400 NW 36th Avenue
Gainesville, FL 32606
ericka@towerpublications.com
352-372-5468

Paying too
much for
software?

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

MM

THE NEWSPAPER

Manager

AT-LARGE DIRECTORS

Greg Bruns

Arcadia News

3850 E. Indian School Road
Phoenix, AZ 85018
greg@arcadianews.com
602-840-6379

} Lisa Miller

New Century Press

P.O. Box 28

Rock Rapids, IA 51246
Imiller@ncpub.com
712-472-2525

Randy Miller

The Merchandiser

P.O. Box 840

Lebanon, PA 17042
randym@themerchandiser.com
717-270-2742

Barb Perry

Reminder Publishing, LLC

280 North Main Street

| East Longmeadow, MA 01028
bperry@reminderpublications.com
| 413-525-6661

Will Thomas
Exchange Media Group
P.O. Box 490
Fayetteville, TN 37334
will@exchange-inc.com
. 931-433-9737

Carol Toomey
Action Unlimited
100-1 Domino Drive
Concord, MA 01742
carolaction@aol.com
978-371-2442
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INDEPENDENT FREE PAPERS OF AMERICA

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!

|deally 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 1-225, just 13 miles from downtown Denver and minutes
from state parks, museums, shopping, restaurants, breweries, and go|1( 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




DIRECTOR'S POINT OF VIEW

LOREN COLBURN
EXECUTIVE DIRECTOR

July / August 2020

The Key to our longevity
s in the HiStOI’)’

THE TIME SPAN BRIDGING 70 YEARS
is a concept that is very difficult for me
to get my head around. Since that is far
more years than I have had the op-
portunity to experience (wink, wink), I
am going to say that I am just way too
young to be able to understand the full
impact of 70 years. But I still felt it was
important to better understand the sig-
nificance of an association existing long
enough to celebrate 70 years.

As any good researcher in modern
times would do, I relied on Google to
help me go back in time to get a deeper
understanding of the 1950’s. The results
of my research left me with more ques-
tions than answers. Why was AFCP able
to persevere for 70 years when soda
fountains, poodle skirts, sideburns,
coonskin caps, the milkman, Jell-O
molds and pogo sticks could not? Since
the clicks in Google couldn’t provide a
clear answer, I started flipping through
the printed pages in the INK archives for
my answers.

It was in those historical articles,
columns and stories that the key to the
longevity of AFCP became abundantly
clear. Issue after issue, year after year
and decade after decade they all de-
scribed the people that continually kept
AFCP moving forward through a con-
stantly changing marketplace. From the
very beginning in the early 50s right up
through today, it has always been about
the sharing and caring exhibited by so
many of the industry participants. They
gave of their time, their energy and
their precious resources to make sure
that every publication had equal oppor-
tunities for success.

The true sense of “family” that has
enveloped the industry since its begin-
ning is so unique in the business world,
and the fact that it is alive and strong
after 70 years of industry evolution

is amazing. From the idea exchanges
to the networking opportunities over
the years - it always seems to center
around making sure we all move for-
ward together. It is this esprit de corps
that has kept so many of us highly en-
gaged with AFCP through the years.

Being able to connect with our peers
has provided an invaluable resource to
help publications navigate the many
changes that 70 years have presented.
It also has provided a much needed safe
haven where we can openly seek ad-
vice, help and direction without the fear
of embarrassment or rejection. For me
personally, it's been my source of men-
tors, advisors, role models and most
importantly... friends. It just doesn’t get
any better than this.

So while the National Independent
Broadcasters, National Women’s Press
Association and Community Broadcast-
ers Association have all fallen by the
wayside in the last 70 years, the Associ-
ation of Free Community Publications is
still performing its mission - To help its
members enhance their profitability and
lead in strengthening the free publica-
tion industry.

To all the volunteers and members
who have participated and supported
this organization over those 70 years,
we offer a very sincere thank you. It is
our hope that you have gained as much
from the association as you have given
and we look forward to the next 70
years with great anticipation.

We understand that much will con-
tinue to change in the coming years,
but as long as the sense of community
we share stays strong, AFCP will be just
fine. You see, it's more than an associa-
tion - it's a family.

So until the next issue, tell all those
media buyers out there... “If it's Free -
Buy it!” [



STORY SPOTLIGHT

IKAPP ADVERTISING SERVICES
s also turning /0 in 2020!

IT 15 oNLY FITTING THAT AS AFCP CELEBRATES
its 70th anniversary, this month’s member feature
focuses on another 70-year-old: Kapp Advertising
Services.

Robert Kapp was just 24
years old when he discovered
his twin passions:
sales and service.
He sold appli-
ances for a short
time before pur-
chasing a small
’ @ local publication,
Robert Kapp the 2,300-cir-

culation Myer-

stown Advertiser
in 1950. Additional publications and
circulation were added through the
years, bringing The Merchandiser’s
current distribution of 11 editions
to over 288,000 homes in Central
Pennsylvania and Northern Maryland.
A two-edition monthly
magazine, Go Local, and | Myersiown Area
a variety of seasonal ‘ ER wle
niche pieces round out o
the present-day print side
of the business.

In addition to its
flagship publications,
the company has been
offering pre-print distri-
bution services to local
merchants and national
advertisers since 1970.
Commercial printing, web-
site design and hosting,
specialty products, email
blasts and email market-
ing services have been
added along the way.
“Robert Kapp had a vi-

sion and he worked hard
to succeed, providing !
jobs for the surrounding | St
communities,” said CFO

... and NOW (2020)

Judy Fetterolf. “His vision grew a company of over
70 years, starting with one edition and increasing
to eleven editions. There has been longevity in our
company, showing that Rob was doing something
right. The management that was at the helm suc-
ceeded in keeping his dream going.”

In addition to Robert Kapp, who passed away in
2019, the manage-
ment team at the
helm for many years
also included CEO Val
Stokes and Gen-
eral Sales Manager
Randy Miller, both of
whom had retired in
recent years, along
with Jim Snyder and
Jane Means. But the
company recently
suffered a deep loss
with the passing of
COO Doug Fabian in
April, bringing both
Stokes and Miller
back to their old jobs
on a temporary part-
time basis during this
time of transition.

“Doug was with
THEN (1950) Kapp for 15 months,”

said Stokes. “He
came in as a total outsider, but he
was so loved and well regarded.
He inspired the staff. The Facebook
| tributes from employees [after his
. death] said that he encouraged
them to be more than they thought
they could be. He was a wonderful
leader and a wonderful man. I'm
happy he was part of our team.”

The Coronavirus pandemic has
wreaked havoc with a lot of busi-
nesses, including Kapp Advertis-
ing, which recently had to cut staff
| hours by 50%. “We're doing what

again!

Continued on page 8
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STORY SPOTLIGHT

Continued from page 7

we have to do to continue to do business,” said
Stokes. “Hopefully we can gear back up and be in
good shape going forward.”

Fetterolf’s vision for the company’s future re-
mains bright despite the recent challenges. “In the
upcoming years, we will continue to focus on our
print publications by improving our customer and
community relationships, developing and providing
products and services that meet their needs,” she
said. “With the changing world, we will also con-
centrate on opportunities that bring the print and
digital market together. Our advertisers and read-
ers need to realize that we are not here to report
the news. We are here to provide a service, helping
them grow their businesses and getting their mes-
sage out to the community.”

When Robert Kapp purchased the Myerstown
Advertiser in 1950, he realized that if there was
a group of like-minded, service-oriented publish-
ers, they could help one another. He wasn’t able
to find such a group, so he set about working to
create one. He was instrumental in the formation of

L
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Your best source for circulation and distribution supplies!
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our "fm‘g[e Guide
S 0.09-3400

800-321-0350

scity.com

the National Association of Advertising Publishers
(NAAP), which begat both AFCP and IFPA, as well as
the Pennsylvania Association of Advertising Publish-
ers (PAAP), which later became the Mid-Atlantic
Community Papers Association (MACPA).

“Mr. Kapp named his company Kapp Advertising
Services, and drilled into everyone that service is
the most important word in the name,” said Stokes,
commenting on Kapp’s service-oriented nature. “His
commitment to service and industry education were
very important to him and he shared many ideas
that he brought back from AFCP, IFPA and MACPA
meetings.”

Fetterolf agreed that the company’s success, both
past and future, can be attributed to its customer
service. She said, “"We always go the extra mile for
our advertisers and readers. We provide a service to
our local communities which has worked in the past
and will continue to do so in the future.” [

Note: At this writing, Pennsylvania is working through
the stages of re-opening and Kapp Advertising has
just called back staffers to their full-time hours.

If you participate in

CVC online studies

we can tell you everything
you want to know

about your readers.

y

Call(314)966-7711 formore information, or look at

— —

the sample study atwww.research.net/r/AFCP

CIRCULATION

COUNCIL




Steel City Corp. is AFCP's
Longest-Running Advertiser

IT 1S WITH GREAT PLEASURE THAT WE FEATURE
AFCP’s longest-running advertiser in our 70th anni-
versary issue.

Steel City Corp. has been meeting the needs of
print media for over 80 years, and continuously ad-
vertising in Free Paper INK magazine for a little more
than half that time. From its first
ad in INK magazine in 1977 to now,
Steel City Corp. has been a familiar
and trusted provider of circulation
and distribution supplies.

In addition to poly bags, rubber
bands, motor route tubes, carrier
bags and other distribution accesso-
ries, Steel City offers an assortment
of single copy vending machines,
both coin-operated and free, in both
steel and plastic versions. There are
also a wide variety of indoor wire
racks, carts, stackables and point
of purchase displays from which
to choose, as well as a corrugated
display rack that is perfect for county National Sales
fairs or special events with its one-
piece, fold-and-go construction.

And should one of their racks ever
need repair, parts can be ordered

by phone and installation instruc-
tions are available on the website for
instant download.

Steel City is not content to rest on its past accom-
plishments though. Rather, it is constantly reviewing
and seeking to improve its products and processes.

“Technology and social media have created new
opportunities for us to continue to build our relation-
ships with our customers and provide new offerings
to them as well,” said National Sales Manager Jim
Smith. “A variety of platforms have allowed us to
expand our reach and become a better resource to a
greater number of publishers. An example of a spe-
cific product growth area has been in the digital dis-
plays category. That project has provided increased
revenue opportunities for publishers and enhanced
their placement in retail locations.”

Smith attributes Steel City’s success to not only
knowing how their own business operates, but also

stands ready to

Manager Jim Smith

serve, as evidenced
by the award given

to him by his em-
ployees on his 25™ an-
niversary with Seel City.

STORY SPOTLIGHT

|IDOSSP

knowing how their customers’ businesses operate.
“We spend a great deal of time reviewing industry-
related news and announcements, and attending
conferences with our employees,” he said. “When
we attend industry functions, we make it a point to
attend the sessions and learn the challenges and op-
portunities of our customers.”

It is this all-in approach that has
made Steel City a leading supplier of
not only supplies, but also informa-
tional resources to help customers in
their day-to-day operations. Knowl-
edgeable staff is just a phone call
away and ready to help find solutions
to maintain and increase circulation,
and regular newsletters offer promo-
tional and display tips, audience devel-
opment tricks, and proven strategies
for circulation management and

operations.

“I am proud of our willing-
ness to explore new ideas
and options for improving
our business and the busi-
ness of our customers,” said
Smith. “Being invited to be
a presenter at industry con-
7 ferences confirms our effort

- S to be that resource, and that
e is one of the reasons we have

been around for over 80 years.”

The past few months of economic turmoil has ob-
viously impacted the print industry, but

Smith firmly believes that print media will not only
survive but thrive.

“Publishers are rethinking all areas of their busi-
nesses and there are, and will continue to be, great
changes in the distribution of printed products,” he
said. “The industry continues to struggle with the
print vs. digital future. The past three months may
have expedited some long-range plans, but they
may not be the long-term solution for publishers. We
still believe in the value of a print product and un-
derstand it is @ major source of revenue. Obviously,
the outcome of that struggle will also have an effect
on Steel City Corp.” M

)
(D
<
Ml
<
o
L
A

O
O
=5
@)

July / August 2020




YOUR PAPER’S‘ + Q »

LOGO X ZipBOOSt

Hiring Just Got Simple

Advertise with [your paper] and improve the way you hire. Target
your local community through print ads and the newly redesigned
[your website].com, now powered by JobBoard.io. With the addition

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

Advertise in Print

Find relevant candidates by reaching your local community

il

through trusted and well-established print campaigns.

Advertise Online

I Reach more quality candidates and increase traffic to your job
posts when you advertise on [your website].com, now powered
i‘ by JobBoard.io. A newer, better job board solution, JobBoard.io

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

the candidate traffic of ZipRecruiter.

ZipBoost

Available when you partner with [your paper], ZipBoost

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

than ever to find quality hires.

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

powered by ZipRecrUiter@



CONFERENCE
NOTES

2020 Best of the Best Awards

by Cassey Recore, AFCP Associate Executive Director

THe 2020 Best oF THE BEST AWARDS
presentation certainly differed from the traditional
way we do things. Normally, the awards presentation
is shown at the annual conference to a packed meet-
ing room of our peers somewhere in a city far from
where most of us live. This year we had to adjust to
this fast-changing world and take the presentation
online where at least for now, most of us spend our
days communicating with others.

Even though we couldn’t be together in person this
year, we felt that the awards are such an important AFCP
member benefit that we knew we would have to figure
out a way to make it work. To publicly honor all of the
hard work and dedication that went into each and every
piece our members submitted. So that’s exactly what

of Seminole, Florida took first place.

In the “Most Improved” categories, first place
awards were given to Ocean Media Solutions of Stu-
art, Florida, All Island Media of Edgewood, New York
and The Action of Concord, Massachusetts.

As for the “General Excellence” (less than monthly)
categories, the publications who were awarded first
place are Tower Publications of Gainesville, Florida,
Valley Publications of Santa Clarita, California, Ex-
change publishing of Spokane, Washington and The
Action of Concord, Massachusetts.

The first place awards given in the “General Excel-
lence” (monthly) categories went to Appen Media
Group of Alpharetta, Georgia, Trader’s Publishing of
Cheyenne, Wyoming, All Island Media of Edgewood,

we did on June 25, 2020. The awards
were presented live via Zoom while our
members looked on from afar.

Nearly 1500 entries were submit-
ted this year in over 100 different
publishing categories.

As always, the competition was
tough but Tower Publications of
Gainesville, Florida took the Best of
Show award for the second year in a
row! Appen Media Group of Alpharet-
ta, Georgia followed just behind,
along with The Camrose Booster of
Camrose, Alberta and Arcadia News
of Phoenix, Arizona.

In the Special Advertising Design
Contest to promote “Buy Local”, Da-
vid Brown of Appen Media Group took
home the prize! And in the Andrew
E. Shapiro Cancer Awareness Promo-
tion category, Tampa Bay Newspapers

THE CAMROSE

New York, Community News Service
of Lawrenceville, New Jersey and
Arcadia News of Phoenix, Arizona.

And in the “General Excellence”
(weekly) categories, Ocean Media
Solutions of Stuart, Florida, Ex-
change Publishing of Spokane, Wash-
ington, The Florida Mariner of North
Port, Florida, Genesee Valley Penny
Saver of Avon, New York and Tampa
Bay Newspapers of Seminole, Florida
all took home first place awards.

If you weren’t able to join us for
the live presentation, you can find
the presentation posted at afcp.org.

We would like to extend a BIG
CONGRATULATIONS to all of our im-
pressive 2020 Best of the Best award
winners! We look forward to once
again seeing all of your great work in
2021! [
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1966 Awards

Reprinted from the Shopper Publisher, July-August 1966

“As a new medium fighting for national
quality that will make them acceptable.

29

At five o’clock on opening day of
the Chicago convention, four judg-
es, all national authorities from
the fields of journalism, adver-
tising, marketing and publishing,
rolled up their sleeves and began
the exacting job of studying the
195 entries - a new record high -
in the awards competition.

Four seven hours, they were clos-

eted in the awards room, checking

through what amounted to thousands
of pages from free circulation pa-
pers the country over.

CORRAL OUTDOOR

THEATRE

Shortly before midnight, their
long and difficult job was fin-
ished. Thirty-three papers had
emerged as winners of the 1966
Awards Competition, chosen because
they represented the cream of the
crop in areas ranging from general
excellence to use of color.

National publicity released by
NAAP brought these “tops in shop-
pers” to the attention of national
advertisers and agencies. Special
released designed for TV, radio
and press in winner’s home areas
were prepared on request. In each
issue of S/P beginning with Sep-
tember/October, a pair or more

of award winners will be featured
along with their winning entries.

Is It Worth It?

While this year’s competition sur-
passed all previous years in total




ANNIVERSARY

The National Association of Advertising Publishers

(NAAP) represents nearly 500 free community papers in the
United States and Canada, reaching more than eight million
homes weekly. You can buy any or all of these publications
with a single insertion order, a single check, with all details
handled by our national office. For information and details
about this medium that will work for you, contact NAAP.

ADVERTISING PUBLISHERS

221 North La Salle Street Chicago, lllinois 60601
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entries and total papers, there
were still only 51 papers in the
competition out of a possible
360. If the full benefits are to
be utilized, participation must
be increased. The competition is
an industry effort to build na-
tional acceptance for shoppers.
It is effective only to the de-
gree that its members are part of
it.

The awards competition is a heavy
work load. This year’s chairman
Victor Jose and his committee, as
well as the NAAP staff, rolled up
a tremendous number of man hours
before, during and after the con-
vention. The judges contributed
what constituted a full day’s
work from their pressured sched-

What's the ultimate end
of every ad campaign?

There’s one advertising medium that has shown an amazing,
unfiagging ability to produce results. Free Community Papers
(locally known as shoppers, reminders, pennysavers, free newspapers)
have a track record that is a little short of phenomenal.

Free Community Papers

ules. Publishers
spent time, effort
and money preparing
entries and ship-
ping them in from
all over the U.S.

Is it worth it? It
is for those who
enter the competi-
tion.

Publishers receive
three direct ben-
efits - a real op-
portunity to com-
pare their papers
with others, and to
be compared; judg-
ment (and critiques
if requested) by
outside authori-
ties; national and
local exposure and
publicity.

Beyond this there
is a major underly-
ing benefit for the
entire industry.

The Inside Problem

The short history of the free
circulation industry has been

one of fantastic growth. Papers
have sprung up by the hundreds in
every part of the country, but
their concepts of good and bad
publishing and advertising are
frequently “hit or miss”, based
on personal judgment of the char-
acteristics and needs of their
immediate area.

As a result, there are today more
kinds, sizes and varieties of
shoppers than any ad agency could
classify with a computer. But the
important variance is not in me-
chanics. It’s in quality. O
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Past NAAP — AFCP Presidents

# Start
1 1950
2 1951
3 1952
4 1953
5 1954
6 1955
= 7 1956
ad 8 1957
< 9 1958
W 10 1959
a'd 11 1960
Ll 12 1961
~ 13 1962
— 14 1963
2 15 1964
~ 16 1965
17 1966
< 18 1967
19 1968
20 1969
21 1970
22 1971
23 1972
24 1973
WIVERS 54 25 1974
s> Ll 1975
27 1976
28 1977
29 1978
30 1979
31 1980
32 1981
33 1982
34 1983
35 1984
36 1985
37 1986
38 1988
39 1990
40 1991
41 1992
2 1994
13 1996
44 1998
45 2000
46 2002
47 2004
48 2006
19 2008
50 2010
51 2012
52 2014
53 2016
54 2018
55 2020

End
1951
1952
1953
1954
1955
1956
1957
1958
1959
1960
1961
1962
1963
1964
1965
1966
1967
1968
1969
1970
1971
1972
1973
1974
1975
1976
1977
1978
1979
1980
1981
1982
1983
1984
1985
1986
1988
1990
1991
1992
1994
1996
1998
2000
2002
2004
2006
2008
2010
2012
2014
2016
2018
2020
2022

President
John S. Morgan
S.T. Barkman
Floyd A. House
H.E. Von Haden
W.J. Van Allen
Lynn Leet
Mack Bennett
A.K. Fox
L.U. Tollefson
Delbert Kistler
Victor Green
Robert S. Kapp
Elmer H. Verneer
Gordon Davis
Thomas S. Wallace
Joseph M. Sklenar
Max L. Colgrove
James McLaughlin
Victor Jose
Rudy Van Drie
Dwaine C. Lighter

Gilbert M. Selznick

William E. Mitten
Richard Luzadder
J.R. Carson
James Start
John Holmes
Victor G. [anno
James O'Day
Roger Miller
Shirley Colgrove
James Crosby
Gladys Van Drie
Thomas Karavakis
Stan Henry
Terry Burge
Edward B. Marks
Craig Trongaard
Bruce Gotts
].J. Blonien
Lee Borkowski
Dick Mandt
Robert Barrington
Gordon Lowry
Dan Holmes
Loren Colburn
Bill Welsh
Jim Kendall
Orestes Baez
Scott Patterson
Carol Toomey
Greg Birkett
Shane Goodman
Charlie Delatorre
John Draper

Publication
Alma Reminder
Berlin Shopping News
Pennysaver
Fort Reminder
The Reminder
Buyers Guide
Shoppers Guide
Westside Shopper
Luverne Announcer
Fort Reminder
The Banner Gazette
Merchandiser
Sioux Center Shopper
Pennysaver
Scotsman Press
Sklenar Publishing Co.
Pennysaver
Flashes
The Graphic
Ames Advertiser
The Algona Reminder
Reporter
The Windsor Press
Osceola Shopper
Tip-Oft Shopping Guide
Fox Valley Shopping News
Holmes Publishing Co.
Scotsman Press
Shopper and Foto News
Town Crier
Advertizer Advocate
The Valley Shopper
Ames Advertiser
Towne & Country Shopper
Chanry Communications Ltd.
Burge Publishing Corp.
Marks-Roiland Communications
Woodward Communications
Access Communications
Enterprise Newspapers
Trade Lines
The Flyer
Antigo Shoppers Guide
Add Inc.

The Berkshire Pennysaver
Scotsman Press
Maverick Media

The Flyer
Maryland Pennysaver
Carolina Moneysaver

Action Unlimited
Dubuque Advertiser
Big Green Umbrella Media
Tower Publications
Pipestone Publishing

City & State

Alma, MI
Berlin, WI
Angola, NY

Fort Atkinson , WI
Plymouth , WI
Mount Pleasant , MI

Otsego , MI

Des Moines , IA
Luverne, MN

Fort Atkinson , WI
Pekin, IN

Myerstown , PA
Sioux Center , IA

Skaneateles , NY
Syracuse , NY
Ames, A
Mansfield , PA
Eaton Rapids , MI
Richmond , IN
Ames, IA
Algona, IA

Toms River , NJ
Hamburg , PA
Kissimmee , FL
Jonesville, MI
Yorkville , IL

Whiting , IA
Syracuse , NY
Merrill, WI
Brattleboro, VT
Alief , TX

West Des Moines , [A
Ames, IA

Waupaca, WI
Levittown , NY

Houston, TX
Jericho, NY
Dubuque , IA
Adrian, MI

West Allis, WI
Eau Claire, MI

Tampa, FL
Antigo , WI
Columbus , OH
Lee, MA

Syracuse , NY
Syracuse , NE
Tampa, FL
Baltimore , MD
Charlotte, NC
Concord , MA
Dubuque , IA
Des Moines , IA
Gainesville, FL
Pipestone , MN




FROMTHETOP
WITH JOHN DRAPER

I'VE BEEN FORTUNATE
as a publisher to have
been part of the AFCP
family since 2008. This
is 12 of the 70 years
that AFCP has been
serving the free paper industry. When I first came
to the board that summer of ‘08, I was welcomed
by men and women who showed a deep love for
AFCP. The culture was one of getting things done
not to build themselves, but rather to build up the
members and put their success at the forefront of
all.

From day one my AFCP experience brought me in
contact with publishers from all across the country.
These individuals were just that, individuals. I con-
nected with men and women from varied geogra-
phies representing the industry’s largest and small-
est operations. Regardless of their backgrounds or
mine, we had something in common. We all wanted
and needed a strong
association to help us
maintain strong pub-
lications within our
communities.

Over the past 12
years my connections
increased in number
and my AFCP family
grew. Some of these
have retired or moved
on, but they're still
there if called upon. A
few have passed yet
their impact remains.
My cell phone is full
of resources quick
to offer assistance
or just commiserate
about the business of
publishing. Time and
time again the AFCP
family is there for me

AFCP FaMiLY
Connections

by John Draper

* 1950 - 2020 -

dOl3H1 WOY4

when needed - just like it has been for every other
member for 70 years.

I certainly cannot speak to all 70 years of AFCP
tradition or lore, but I can speak to the fact that this
member-first mantra was deeply seeded before my
arrival and it remains so today. I think it is a key
component to building the familial culture in which
we all look out for one another.

The challenges we face in 2020 are like none
other. This can be agreed to by all generations
of publishers. The challenge of competing for ad
budgets is not new, but it is certainly more wide
spread than in the past. The challenges created by
the COVID-19 pandemic are strong, real, and new.
These have created budget challenges that affect
staffing, distribution, re-investment, profitability
and pretty much every aspect of how we operate.

Looking back can teach us much about facing the
challenges ahead. The vast majority of us cannot go
it alone. We need resources. We need training. We
need inspiration. We
need a family. His-
tory has shown that
when we collabo-
rate and inspire one
another, we can face
and defeat the chal-
lenge of the day.

I'm proud to be a
part of an associa-
tion that has strived
to inspire for the
past 70 years and
has kept the industry
family at the fore of
all they do. [

%‘
JOHN DRAPER

AFCP PRESIDENT
THE FREE STAR
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Reminiscing with Dave Neuharth

Dave

o
<
)
o
L
=
Z
Z
<

What stands
out Is the
success of

July / August 2020

Neuharth

The

Leadership
Institute

(TLD),
which Is

considered

the top
training

program in
the print

industry.

THOUSANDS OF HOURS OF VOLUNTEER
service, leadership, training, camarade-
rie, conferences all across the country,
and working to help the financial state-
ments of members are some of the
benefits provided by the Association of
Free Community Publications (AFCP).

In 2020 the association is celebrat-
ing its 70th year of being the top free
paper association in the country.

The volunteers who have contributed
thousands of hours to AFCP over the
years are numerous. Many of the past
officers and board members of the as-
sociation are to be commended for this
service.

In 1950 John
S. Morgan, the
publisher of the
Alma Reminder, in
Alma, Michigan,
convinced pub-
lishers in the free
paper industry to
form a free paper
association. They
named it the Na-
tional Association of Advertising Pub-
lishers (NAAP).

Several years later, in an effort to
raise revenue, NAAP published a rate
book offering display ads. The book
noted that its 78 members had a circu-
lation of 317,692. The cost of a one-
column-inch ad in all publications was
$52.90. The cost of a full page ad in all
publications was $2,274.89.

In 1957 the board hired an executive
director, S. T. Barkman, a retired shop-
per publisher, to lead the association.

For the next 20 years NAAP was not
flush with funds and survived on volun-
teer help.

The association was made up of
shoppers and in 1980, the board opted
to open membership to companies who
also owned suscription newspapers in
addition to shoppers.

Vic Jose, a longtime supporter of
NAAP, did not agree with the board’s

John S. Morgan

decision. The NAAP
board member and
former associa-
tion president, and
publisher of The
Graphic in Rich-
mond, Indiana,
abruptly resigned
from the board.
With the support
of others, he led a
split of NAAP members and they formed
a new association, the Independent
Free Papers of America (IFPA).

After that change, the NAAP board
officially changed the name of the
association to the Association of Free
Community Papers (AFCP).

In the early years the control of
AFCP was handed over to Smith &
Bucklin, a management firm in Chi-
cago, that managed the finances and
scheduled conferences for a period of
18 years.

In 1999 the
AFCP board moved
in another direc-
tion and named
Craig McMullin as
its executive direc-
tor. The contract
with Smith &
Bucklin ended and
the association set Craig McMullin
up an office and
staff for McMullin in Colorado.

McMullin was a long-time member of
AFCP and served as the association’s
treasurer. He was the former chief
financial officer of the Denver Post Cor-
poration and Midwest Newspapers.

Under his direction, with huge in-
creased amounts in classified revenue,
the association set up many member
benefit programs and invested funds.
The association was on a roll. Mem-
bership circulation soared from over
10 million to over 30 million. Revenue
grew from $660,000 to near $4 million.

On August 6 of 2009 the free paper

Vic Jose
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Oh, the Places
we've been!

industry was stunned when McMullin was killed in a
motorcycle accident. He was returning to his home in
Idaho Springs, Colorado, from a West Coast trip when 1999 — Ritz Carlton Pentagon City
he blew a tire on the Interstate in southern Utah. He Washington D.C.
was only 52 years old at the time. « 2000 — Drake Hotel
In February of 2010 the AFCP . o
board of directors named Loren Chicago, lllinois
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Colburn as its executive director. * 2001 - Ritz Carlton
He was the longtime publisher of Phoeniz, Arizona
the Scotsman Press in Syracuse, e 2002 — Adams Mark Resort
New York. Daytona Beach, Florida
Colburn had served on the AFCP + 2003 - Flamingo Hilton Hotel and Casino
board since 1997 and was the past Las Vi Nevad
. as Vegas, Nevada
B president and treasurer of the as- .
Loren Colburn sociation. He received numerous * 2004 - Sheridan Hotel
awards and honors from AFCP and Savannah, Georgia
the Free Community Papers of New York (FCPNY) for » 2005 — Hyatt Regency
his service. San Francisco, California
Under his leadership AFCP has continued its mission * 2006 — Doral Country Club

to provide the best in benefits for its members. One of
the key benefits are the many conferences which have

Miami, Florida
e 2007 — Marriott Hotel

provided excellent training and entertainment at many . \ )
great places in America. (See the sidebar at right.) New Orleans, Lf)Ulsana D OTIVERS 17 O
Every conference we attended had great training * 2008 —WVest Mission Hills Resort
programs and awards ceremonies. On the other side of Palm Springs, California
the coin, are memories of the many attractions in the * 2009 — Sheraton Hotel
areas we visited. AFCP took advantage of these, and Myrtle Beach, South Carolina
several stand out in my memory. s 2010 —The Westin La Paloma
In 2002 AFCP combined with the Community Pa'—. Tucson, Arizona
pers'of Florida ((.IPl-j) and the Southga§tern Advertlsnjg e 201 | —Tradewinds Island Grand Resort
Publishers Association (SAPA) for a joint conference in ]
Daytona Beach, Florida. It was the first joint confer- St. Pete Beach, Florida
ence of the free paper industry and a record of over * 2012 — Downtown Sheraton Hotel
400 persons attended. Atlanta, Georgia
For the Friday evening recep- e 2013 — Marriott City Center
tion, the attendees were brought Denver, Colorado
by bus to the Daytona Internation- * 2014 - Disney’s Coronado Springs Resort
=== al Speedway where race cars were Orlando. Florida
™= | part of the program. Everyone had ’ ) )
1Y the opportunity to slide through e 2015 — Savanah Marriott Riverfront
fl the window into a NASCAR race Savannah, Georgia
Ml car and ride shotgun for three laps e 2016 — Sheraton Hotel & Marina
| around the world’s most famous San Diego, California
Gordon Lowry NASCAR track. The speed was e e seitee]
limited to 175 miles per hour, but .
this was fast enough to put a large smile on the faces Loutvlle, Semicy
of those who took advantage of the opportunity. * 2018 — Inner Harbor Hyatt Regency
In the 2005 and 2016 conferences in San Francisco Baltimore, Maryland
and San Diego, we were privileged to visit two World ¢ 2019 — Golden Nugget Hotel and Casino
Continued on page 18 Las Vegas, Nevada INK
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Continued from page 17

War II decommissioned aircraft
carriers for our receptions.

In San Francisco we trav-
eled by boat across the bay to
Alameda to visit the USS Hor-
net. In San Diego our hotel was
close to the famed USS Midway.
We were escorted through the
carriers, on deck and below
deck, and treated to entertain-
ment for our receptions.

In 2006 AFCP again joined
with CPF and a record attendance was set with the
conference at the Doral Country Club in Miami.

With both associations flush
with revenue from their clas-
sified networks, the attendees
were treated to food, drinks,
entertainment and training that
included one of the top names
in the industry, Tom Hopkins.

The Friday evening reception
was held on the water in Miami
at the famous Vizcaya Museum.
First class entertainment was
provided and AFCP and CPF
picked up the cost — over $125,000.

On Saturday afternoon the reception, with an open
bar and food, was on the Doral golf course. A putting
tournament was held with the
first long putt hitting the hole
providing a prize of $1 million.
No one won the million. Over i
800 members took advantage ;
of the noon reception. The cost
was $85,000.

With the decrease in classified
revenue in the industry, associa-
tions now have to control expens-
es; but AFCP continues to provide
great benefits for its members.

Included in these member
benefits are the annual conference, the “Best of the
Best” awards competition, online forums, conference
speakers and trainers, members resource contacts,
the largest trade show in the community publishing
industry, The Leadership Institute (TLI) professional
certification training, the AFCP digital toolbox, indus-
try surveys, supporting PaperChain, The Rising Stars
program, keeping members informed on changes
with the USPS, and publishing the industry’s main
source of news - Free Paper INK.

USS Midway

Tom Hopkins

Hoping for $1 Million!

July / August 2020

What stands out is the suc-
cess of The Leadership Institute
(TLI), which is considered the
top training program in the print
industry.

AFCP director Carlos Guzman
made the proposal for TLI, and
it was accepted by the board of
directors and kicked off at the
2006 conference in Miami.

Rob Zarrilli was named the
Dean of The Leadership Institute. Through the years he
has directed the successful program sponsored by AFCP.

The original goal of TLI was to develop a core of
great leaders by establishing a
Sales Management College. At
the 2006 conference, eight 50-
minute TLI classes were provid-
ed with Tom Hopkins and Elaine
Buckley as the instructors.

The plan was for TLI to be
ongoing. Certificates of Achieve-
ment would be awarded, and
testing and degrees would be
part of the program.

Today the upgraded requirements for attendees
are to complete 15 unduplicated TLI class credits,
pass the comprehensive AAE Exam, and to have at
least two years of on-the-job experience in the ad-
vertising industry.

If successful, participants will be awarded a certi-
fied Associate Advertising Executive degree and the
member will be invited to participate at the gradua-
tion ceremony conducted at the next annual confer-
ence.

To date, 2,265 persons have attended the classes
at the AFCP, state and regional conferences, earning
over 13,841 class credits in 87 different course cur-

Carlos Guzman

Rob Zarrilli

The inaugural staff of The Leadership Institute (TLI) in-
cluded (L-R) Charlie Delatorre, Jim Busch, Jon Cantrell,
Bill Bowman, Chris Dayton, Tim Rychel, Rob Zarrilli, Susan
Kremers, Bill Osborne and David Tomasini.



riculums. A total of 124 people have completed all the
requirements and been certified as Associate Advertis-
ing Executives by the AFCP Board of Directors.

One might think that it was sales reps who led the
way in earning degrees, but they’d be wrong. The
degrees were also earned by some of the top manage-
ment members in AFCP member publications, includ-
ing those listed in the sidebar at right.

Along the way, we've lost some keys members of
the association.

In November of 2014, Will “Bill”
Welsh died in his winter home
in Arizona. He was 68 and had
recently retired.

Welsh served on the AFCP
board of directors for many years,
including as its 47th president
from 2004 - 2006. He was the

TR (Nl recipient of numerous awards and
Bill Welsh credited with the growth of the
association. He served as pub-
lisher of several newspaper groups in Nebraska City,
Nebraska.

In his honor the AFCP board established the Bill
Welsh Foundation to honor the impact he had on the
industry. The foundation has been supported by the
association’s members and vendors.

In May of 2016, Brian Gay died
following an illness. Gay served
the free paper industry in many
activities. He was the owner and
publisher of a shopper in Iowa.
He was 70 years old.

After he sold the publication,
he worked for Pitney Bowes for
a while before being named the
Brian Gay executive director of the Midwest

Free Community Papers (MFCP).
He wrote a monthly column for INK for many years. The
articles centered around sales and sales management.

Victor “Vic’ Jose died in December of 2014 in his
hometown of Richmond, Indiana. He was 92.

Before his retirement he was the owner of a weekly
shopper in Richmond. His publications won many
awards with NAAP and IFPA.

After he retired, he authored a book titled, “The
Free Paper in America: Struggle and Survival,” about
the free paper industry.

Members can thank AFCP for being the largest and
best association in the industry. The benefits and
memories it has provided will long be remembered.

Now we will look ahead to the next 70 years. [M

70"ANNIVERSARYCELEBRATION

Notable TL| Graduates

in Top Management Positions

* Loren Colburn

Executive Director of AFCP
* Terri Drake

Giant Nickel in Washington
* Randy Miller

Kapp Advertising in Pennsylvania
* Shane & Jolene Goodman

Big Green Umbrella Media in lowa
* Mitchel Shakour

Monadnock Shopper News in New Hampshire
* John Draper

Current AFCP President
* Glen Fetzner

Ocean Media in Florida
* Dan Alexander

Sun Community News in New York
* Patricia Abraham

Carolina Panorama in South Carolina
* Doug & Jean Sutton

Santa Clarita Gazzette in California
* Lee Borkowski

Woodward Communications in Wisconsin
* Carol & Joe Toomey

The Action in Massachusetts
» Steve Harrison

Genesee Valley Media in New York
* Barb Powers

Exchange Publishing in Washington
* Rich Paulsen

Creston Publishing in lowa
* Farris Robinson

Hometown News in Florida
* Hans Appen

Appen Media Group in Georgia
* Bridgette Stewart

HiLites in New York
* Tony Onellion

North Shore Plus in Louisiana
* Julie Thompson

Southern Minnesota Shoppers in Minnesota
* Michael Van Stry

Coastal View News in California
*  Deb Weigel

Oelwein Publishing in lowa
* Gladys Van Drie

Retired former publisher in lowa
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FEATURED ANALYSIS

The Survey Says...

What decade was your Are the current
community publication operators the original
started? owners or family?
25.0% 80.0%

70.0% 67.5%
200% W7 5% _—
15.0% - T 15 5% 50.0% -
40.0% -
10.0% - I 75% 7.5% [ 32.5%
30.09% -
5.0% -
20.0% -
0.0% - 10.0% -

1.940'5 1950's 1950'5 1970'5 1980’5 1.9”'5 2000
or later 0.0% -

eamer

Was your original free distribution publication any
of the following?

70.0%

60.0% 57.5%

50.0% -

40.0% -

30.0% -

20.0% -

10.0% -

0.0% -
Pure shopper Shopper with more Free circulation Free circulation niche Other (please explain)
publication withunder than 10% editonial community publication (senior,
10% editorial newspaper {20% or automotive, real
more editorial) estate, etc.)

How many days does the "daily newspaper" in your
market publish their print publication?

60.0% 55.0%

50.0%
40.0%
30.0%
20.0%
- 7.5% 7.5% _— 10.0% 7.5% 10.0%
0.0% = mm > = N =
All 7 days! 6days Sdays 4 days 3days 2days lday No "daily" in
my market

20 July  August 2020




FEATURED ANALYSIS

Does your company offer any

of these product options?

60.0%

50.0% 37.8%

30.0% = 24.3%

iy I l I 16.2% 16.2%

10.0% .

0.0% - S 0 = Sl 5 . - - . : . . .:
- Y =

& &

y é?\\ ‘ tg@ ) \é\\é‘ 5 '\"\ \(‘*’\& ‘gf" r 3"6’ (b"o é&’ F e?
& Sl ;}”' & ,}é ~ o o \sff' il O
4 & 5° PR & &é @o & & &8 és,e
&S F e & & N TE & W
& & ¢ & Nl
é., é\ 6\0
S $ & s
What free community publication associations
do you belong to?
= Current Member = Former Member
80.00%
70.00% -
60.00% -
50.00% -
40.00% -
30.00% -
20.00% -
10.00% -
o.m N ] L] . ] S ] - L - ) - ] l ] - ] - L . ] - L] S ] -ﬂ
] & N < > < s
& & s@q’ & & & FEE & & F S &
\'é' Q
Have you or someone from your company ever
served on the board for an industry association?
70.0% Te1 1%
60.0% -
50.0% -
40.0% -
LR 7 19.4% 19.4%
:g'g : 8.3% 8.3% l 2 i 2.8% 28% 2.8% 2.8%
0.0% - , . W e om M o e
L & & QG& & \x&‘s“ & & Qv.,s‘ £ & E
Q
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When the Industry was in its Infancy

IT’s BEEN 70 YEARS
since the founding of
our association - and,
basically our industry.
Though I'm not quite
that old, I can say that
“I remember it well.”
You see 1949 is the
year that my grand-
parents, Mel and Reva
Murphy, founded their
publication. My grandfa-
ther was a tool and die
maker, my grandmother a
stay-at-home mom. They
wanted to find a busi-
ness that they could run together. Several out-of-town
relatives were talking up a local publication that they
received every week for free. It was called the Hi-Lites.
My grandparents were intrigued and wanted to know
more about the publication that was delivered free to
every home and filled with nothing but advertisements.

Lee Borkowski

TOEMEGY They reached out to the publishers of the Hi-Lites, Ben

and Cora Jenson. And, in perfect alignment with the
culture of our industry, the Jensons were welcoming
and happy to share their story and knowledge in spite
of the fact — and aware that - my grandparents would
be starting a publication a mere 14.5 miles away.

Armed with a little information and a mindset to
make it happen, my family’s business was launched in
August of 1949. The business was run from the dining
room table of the multi-generational family home.
That table is where ads were built, pages were pasted
up and bundles were assembled for the post office.
Long hours, uncertain futures. Everybody from great
grandma on down to the youngest child was involved.
The shopper was definitely a family business. And
once ink gets in your blood, it's hard to get it out.

This phenomenon became apparent as small busi-
nesses sprouted up all over the nation. There was
competition - but it was with the daily newspapers -
and it was fierce. The founders of these small busi-
nesses relied heavily on each other and our state and
national organizations to help them find their way
and battle the giants.

Imagine the challenge of building a business then
compared to today. What did we need to learn first?
How did we find out about each other? How did the
national associations keep everyone informed?

I called Gladys Van Drie to ask those very ques-

tions. Her husband Rudy had launched a shopper in
Ames, Iowa. Kay Fox of Des Moines made a trip to
see Rudy and urged him to join and attend AFCP.

The first conference Rudy attended was in Des
Moines. The conference was a success and Rudy
learned a lot. He was determined that they both attend
the next annual meeting in Kansas - close enough to
drive to, but too far to make it back for a night's sleep.
Funds were very tight in the early years, so Gladys and
Rudy spent the night sitting in the lobby of the hotel.
She said it was worth every sleepless second, and
something she looks back on with fond memories.

The following year Rudy had T-shirts printed prior
to conference that said, "My Daddy publishes a Shop-
per”. He sold out, and the profit from those shirts
paid for their hotel room and trip costs.

Gladys also told me of the sharing and caring that
happened in the early days as it still does today. She
mentioned many folks from days past, most of whom
are gone now: Tom Karavakis, John Morgan, Mel Jacobs,
Kay Fox, Ron Clare, and Joe Sklenar to name a few. As
she stated, there is no other industry with the dynamics
of the Free Paper Industry. Ink was in their blood.

The innovation and drive of those who paved the
way to where we are today is a marvel to me.

I think every publication has a memorable back-
story and The Paper, located in Milford, Indiana has
a good one! The Paper is owned and still operated by

Mevin Murphy



the Baumgartner family. Years ago I traveled to their
site for a visit.

They have a lovely facility. One of the highlights
for me was seeing their 10x15 hand-fed, old-style
Gordon platen press. It's a beauty! Also, on display
with the press is a refinished California type case,
numerous locking coins, make-up rules, pica mea-
suring rules and burnishing rollers.

On my first visit, someone said that the press
was “the goose that laid the golden egg”. I've al-
ways remembered that. A year or so ago I reached
out to Ron Baumgartner to ask about the press. He
didn’t recall ever hearing the press referred to as the
“golden egg” but he did recall a rather funny story.

Ron’s parents started the family business in a
rather small shop. The press was an integral part of
all that they produced - business cards, small hand-
bills and flyers. And it was in this shop where Ron
grew up that ink began coursing through his veins.

Technology at The Papers moved forward toward
offset printing in the 60s and 70s for both the news-
papers and the commercial print shop. The Gordon
press fell into disuse and became a space burden
in the tight quarters of their shop. Ron and his wife
Gloria lived just a few city blocks from the shop in a
house that had a garage in the basement. Ron used
a lift truck to move the press down the sloping drive
and into the basement, where it sat undisturbed for
years. At some point Ron removed the garage door
and bricked up the basement.

A few years later, a major expansion of their print
facility was to take place. Ron’s mother thought
that creating
an old letter-
press equip-
ment display in
their new and
expanded front
office would
be a great
idea. The only
problem was
that the press
was trapped
in Ron’s base-
ment. It took a
lot of men and
some really big
wrenches to
dismantle the
press and carry

California type case.
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it up the one-
flight wooden
stairway. It was
then sandblast-
ed, painted and
reassembled.
The California
type case was
refinished as
well. If ink is in
your blood and
you ever get to
Indiana, a stop in
Milford is a must!
I have to
admit that I miss
the old days
- the smell of
melted wax, the
Comp 4 typeset-
ting machine,
X-acto knives
and burnishing
sticks — and the camaraderie of the team, some of
whom you became closer to than your own brothers
and sisters, and who actually became family.

Gordon platen press.

Greg Birkett became family at his company in
Dubuque, Iowa at the tender age of 10. He lived across
the street from the Dubuque Advertiser, and he liked to
hang out there. His first job was picking up string off
the floor of the inserting area. It paid a whopping 25
cents and a bottle of pop. It really wasn’t pay - more
just a kindness from the owners, Jack and Marge Aird,
towards a young boy. What that kindness did was instill
a shot of ink in his blood that’s still there today.

Greg wasn't the only young man the Airds men-
tored. They also mentored Tim Steines. His family
owned a farm just down the road. He started hanging
around a bit and was put to work in the print shop
where he helped with the printing of football programs
and more. Years later he’s still there, and he still has
ink in his blood. Both Greg and Tim now have an own-
ership stake in the company. Their “family” business.

The free paper industry is a family, too, and that
has been so evident these past few months as we
pull together to help one another navigate the un-
charted waters of the pandemic. Just like in days of
old, families are working from home.

And AFCP is working to find them where they are,
to help them compete against a common enemy. [
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NAAP’s First President, John S. Morgan
Celebrates 30 Year Anniversary

Reprinted from NAAP News, March-April 1979
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When President Jim 0’Day raps his gavel,
bringing NAPP members to attention at this
year’s 30th annual convention, NAAP’s first
president, John S. Morgan, will celebrate 30
years of active and constructive participa-
tion in NAAP and also mark his 30th year of
perfect attendance at NAAP conventions.

John, and his Tovely wife Ferne, were among
the original pioneers that met in January,
1950, with a handful of other “shopper” pub-
lishers from Wisconsin, Minnesota and Michi-
gan at Chicago’s Palmer House Hotel to initi-
ate the formation of NAAP.

“We all got together, about 20 of us, in
Chicago, to figure out a way we could get
national advertising for our papers. We

solid and his devotion to NAAP is some-

thing we can all count on and be proud of.
He is always cheerful, eager to offer his
sage advice, and willing to lend a helping
hand whenever needed. We are fortunate to

have John Morgan among our number,” says Jim
0’Day.
In 1935, John Morgan graduated from Michi-

gan State University with an undergraduate
degree in metallurgical engineering. Almost
immediately after graduation, he took a posi-
tion with the Pontiac Motor Co. in Pontiac,
Michigan.

“I realized very quickly that I was not
cut out to be inside all the time. I had a
friend, Cecil Hay, who Tived in Charlotte

were businessmen, who we
felt needed each other and
we had one common cause

- we were all Tlooking for
new business. Nothing has
change it seems,” Morgan

ALMA

(Michigan), who owned a
shopper. He talked me into
going into business with
him. We chose Alma (Michi-
gan) as the best location

said.
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Detroit at the Statler Hil-
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and we have come a long way
since.”

For 30 years, as a past
president, a key commit-
tee member and as a mentor
to new and young free-cir-
culation publishers, John
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“John is a rock. He is 1ng was QOne by Offﬁet'
solid, his business is The Alma Reminder, Circa 1939 “This is the way it was
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in those days for

a one man paper.
You had to have a
lot of patience and
realize that it was
going to take time
before you were
going to be suc-
cessful. There were
many, many days
that I worked at
least 14 hours,”
Morgan says.

The ALMA REMINDER
became a permanent
fixture in the com-
munity and began to
produce the finan-
cial returns Morgan
sought by the mid’” 1950°'s, nearly 20 years after
he began his business.

Second Generation

In 1969, John Morgan Jr. graduated from his
father’s alma mater, Michigan State University,
and joined the family business.

“Our son John had been working in the business
off-and-on for 10 years when he graduated from
college, so he had some background. Right away
he bought the EDMORE ADVERTISER, began the CAR-
SON CITY REMINDER about the same time and about
two years ago, he began publishing the MIDLAND
ADVERTISER,” says Ferne Morgan, proudly.

John Morgan Jr. now runs the family busi-
ness. His parents spend their winter months in
McAllen, Tex., and summer months spoiling their
grandchildren back in Alma, they say.

John gets in as much golf as the weather
permits, some fishing here and there and Ferne
swims, plays bridge once a week and goes danc-
ing, both ballroom and disco, as often as pos-
sible.

It has been and continues to be a good life
for the Morgans and NAAP has been Tucky to have
been a part of that life.

At 66 years of age, with more than 40 years in
the publishing busi-
ness, John Morgan’s
words of wisdom to
new publishers seem
appropriate: “When
you get up in the
morning to go to
work, expect to put
in a 12 hour day.
Don’t expect to sell
a lot of advertising
right away. Success
is still 10 per cent
inspiration and 90
per cent perspira-
tion.”

John Morgan

Ferne Morgan

" We're in the cloud!

o For Mac and PC users.

» Perfect for working at home.

« Accessible from anywhere in the world.

» One software for ALL your newspaper needs.
o All'this and we are still the least expensive. '

o World’s Best Service.*

Merrimac

PLUS
*According to Carol Toomey Publishing software

207.452.2476 « sfobes@merrsoft.com

Somebody once said...

66é

<

Value is not determined by
those who set the price. Value
is determined by those who
choose to pay it.

Simon Sinek

If you participate in

CVC online studies

we can tell you everything
you want to know

about your readers.

Call (314)966-7711 for more information, or look at

the sample study’atwww.research.net/r/AFCP
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What's the most significant change?

NO ONE CAN DISPUTE THAT THERE HAVE BEEN
numerous changes, both large and small, in the
Free Paper Industry throughout the last 70 years.
We asked several past AFCP presidents and indus-
try leaders to tell us, in their own words, what the
most significant change was that they’ve seen in the
industry and how that change affected either them
personally or their publications. Some ideas were
similar; others were quite unique. Here's what they
had to say.

CONSOLIDATION OF PUBLICATIONS

Maybe the most significant change in the free
paper industry has been the consolidation of pub-
lications through acquisitions by the newspaper
chains. Many of the family-owned operations sold
out to corporations, and that certainly changed our
industry and our free paper associations, including
AFCP.

While some in our industry may see that as a
negative, I see opportunities. Many of the large
chains have squeezed the life out of the local free
papers and focused their efforts on digital, creating a
crack in the door for independent publishers to enter
(or re-enter) the market. Of course, the COVID-

19 pandemic has slowed things down immensely,
but this will be temporary. The future is bright. And
many of those free papers that have been marginal-
ized by the chains may soon be purchased back by
local owners, if there is anything left to buy.

Chuck Offenburger, a now-retired but well-known
columnist for the daily newspaper in the Des Moines
market, told me that the newspaper he worked for
would have never allowed us to do what we have
done (launching numerous community magazines,
events and other offerings). He may be right, but I
would also like to think that we earned everything
we have accomplished by engaging with our readers
and advertisers, getting involved in our communities,
investing in our content and continually improving
our distribution systems.

Very few people in our communities could name
the editor or publisher of the daily newspaper today.
I am not sure I can either, as the names seem to
change by the month. People know who we are
because we are highly visible and actively involved,
and we truly care about the people and the busi-
nesses in the communities we serve. They are our
lifeblood — not some corporate shareholders in
another state. This approach isn’t rocket science,
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but it seems to me to be a model that has worked
in the past, and I am confident it will continue to do
so in the future.
Shane Goodman, President and Publisher
Big Green Umbrella Media
Johnston, Iowa
AFCP’s 53rd President (2016 - 2018)

CORPORATE OWNERSHIP

The most significant change I've seen is the many
sales that resulted in a switch from independent to
corporate ownership.

My grandmother sold to Dickson Media in 1994.
Gary Greene, the president of the company, was
very committed to having the papers he owned con-
tinue to operate independently, with a focus on being
community-centric. He encouraged us to always do
what was right for the customer and the employees.
Under his leadership, I would say I learned the most
and had the most personal growth of any time in my
career.

In 1999, the paper was sold again - this time to a
newspaper chain. That's when things really changed.
There was a laser focus on the bottom line and
return for shareholders. Decisions were no longer
based on what was good for the community or the
employees. Many decisions showed preference to
the daily newspaper we previously had always com-
peted against.

Since I served as the AFCP president in the early
90s, I've seen editorial departments decimated,
ads designed in India, inquiries routed to customer
service call centers and much more. I've also seen
members excel at transitioning their 100% shoppers
to quality editorial products, at creating niche publi-
cations, and at driving digital revenues.

Fortunately, there has been one constant over the
years. That is the sharing, caring and collaboration
that takes place at the state, regional and national
association levels. This is an industry that moves,
grows and evolves together. May it always be so.

Lee Borkowski, Regional Manager
Richland Center Shopping News
Richland Center, Wisconsin

AFCP’s 41st President (1992 — 1994)

TECHNOLOGY

Having been born the same year as AFCP (NAAP)
and spent virtually my entire career with ink on



my fingers, I have a lengthy (though not particularly
learned) perspective on our history.

The biggest change in our industry can be encom-
passed by one word: technology.

While in grade school, my first job in the business,
aside from delivering papers, was India inking the text
on hand-lettered grocery ads with a speedball pen.
T-squares, x-acto knives, and Varitypers were the tools
of the day, and it's amusing to look back at how crude
our early publications were, especially in comparison to
the colorful, computerized high-tech pages of today. It's
truly an astonishing transformation.

And yet every veteran publisher I know would readily
acknowledge that by far the most profound techno-
logical development has been digital communications.
Quickly and relentlessly, the Internet became an exis-
tential threat, creating seemingly infinite new competi-
tors and stealing our most profitable asset, classified
advertising.

In a few short years, I went from a helluva bright
guy with all the answers to just another struggling
businessman with all the questions, a humbling but
valuable experience that many of you shared. In
the process we reinvented ourselves, learning to do
more with less, mining every niche for new revenue
streams and recognizing that our real product was
information, not merely printed words. Our business
model evolved.

On this 70th anniversary I think it is important to
note that the energy and ideas I gained from AFCP
were always vital to my success, especially during chal-
lenging times. I treasure my relationships with these
incredibly bright, collegial (and often outrageous) fellow
publishers.

I would add that, under younger, imaginative owner-
ship, my former publication recently celebrated its 65th
anniversary and is proving that there can certainly be a
healthy future for community media!

Terry Burge, Retired
AFCP’s 36th President (1985 - 1986)

COMPUTERS & INTERNET

The most significant change I've seen is computers
and the Internet. I remember writing up ads at a car
dealer’s location, taking dictation on the used cars, and
afterwards he would ask me to give him a copy. I would
have to copy the car descriptions by hand before I fi-
nally figured out that I needed to bring carbon paper (if

Continued on page 28
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Grocery Prices

in the 1950s

Apples, 39 cents/two pounds
Box of chocolates, $1.86/pound
Bread, 12 cents/loaf

Cabbage, 6 cents/pound
Campbell’s Tomato Soup, 10 cents/can
Cheese, 45 cents/pound
Chicken, 42 cents/pound
Chuck Roast, 59 cents/pound
Coffee, 37 cents/pound

Eggs, 49 cents/dozen
Grapefruit, 25 cents/six fruit
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Green Beans, frozen, 24 cents/half pound

Hamburger, 89 cents/three pounds
Kraft Cheese Slices 29 cents/pack
Lamb Chops, 49 cents/pound
Lettuce, 25 cents/two heads
Margarine, |9 cents/pound
Mushrooms, 49 cents/pound
Onions, |5 cents/five pounds
Oranges, 69 cents/two dozen
Palmolive, 2| cents/three containers
Peanut Butter, 29 cents/jar
Pineapple, 25 cents/each

Pork and Beans, 25 cents/three cans
Pork Roast, 39 cents/pound
Porterhouse Steak, 95 cents/pound
Potatoes, 35 cents/five pounds

Rib Roast, 29 cents/pound

Ritz Crackers, 32 cents/box

Sirloin Steak, 55 cents/pound
Sliced Bacon, 35 cents/pound
Sugar, 43 cents/five pounds

T-Bone Steak, 59 cents/pound

Tide Powder, 67 cents/giant pack
Toilet Paper, 5 cents

Toothpaste, 29 cents

Turkeys, 49 cents/pound
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Continued from page 27

you know what that is). When copy machines were
invented, I would leave, go buy a copy, and bring it
back. Now, I visit a customer and he emails the copy
to me. So much easier!!!

Truly, each of us can now take care of more cus-
tomers with more accuracy. There’s no last-minute
running to customers at deadline time. Less stress.
Life is easier and the quality of the ads has greatly
improved.

Carol Toomey, President

Action Unlimited

Concord, Massachusetts

AFCP’s 51st President (2012 - 2014)

INTERNET

The biggest change to our industry is without a
doubt, the Internet. It has helped us be more ef-
ficient and brought down costs significantly. It has
also hurt us in significant ways, for instance, the
demise of classified ads.

I can remember having to drive back to the
office, pick up a proof, and then drive it out for
customer approval. Later, how excited we were to
get a fax machine that allowed us to fax a proof
(if the customer had a fax machine). However,
getting email where we could send and receive
information instantly was a game changer. We
could support our customers 24 hours a day from
anywhere in the world! All of this led to digital
clip art, instead of cutting art out of the monthly
books, and more efficiency in the art and editorial
departments.

On the downside, the first thing the Internet did
was to render our classified ads irrelevant. I remem-
ber when I moved to Austin to work at the Austin
Shopping Guide. The daily American Statesman had
four huge sections of classifieds every Sunday. All we
needed was to take a small percentage and we were
golden! Today, even the dailies have a hard time
mustering a few pages of classifieds. And now almost
all of our products are available online - instant ac-
cess for all our readers! It sounds great, and yet it
has somehow made it harder for us to generate a
profit.

You asked how this impacted me personally, and
my business, and again there has been good and
bad. On the plus side, during my career we were
able to take advantage of the changes to build new
profit centers, and take significant costs out of our
businesses over the years. On the downside, this is
what ultimately forced me out of the business and
into a new industry where I didn’t feel the Inter-
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net would have a continued impact on our ability to
make a profit.
Scott Patterson, Retired
AFCP’s 50th President (2010 - 2012)

INTERNET

The most significant change was the rapid adop-
tion of the Internet, and more specifically the Search
function.

The effects of the Internet were far reaching.
News, business advertising and classified advertis-
ing changed dramatically, forever. Many papers were
not able to survive these changes. Hyperlocal pa-
pers, strong niche papers and papers with a strong
Internet presence did the best.

Wishing all publishers the very best!

Jim Kendall, Retired
AFCP’s 48th President (2006 - 2008)

AGGREGATING CLASSIFIED ADS

I believe the most significant change that I saw
in the industry was the result of a strategic planning
session held, if I remember correctly, in Vail, Colo-
rado.

AFCP had built up significant debt with our man-
agement firm, Smith Bucklin. We had gathered to
discuss our options and Craig Trongaard came up
with the suggestion of aggregating classified ads to
be run by all member publishers in their local pub-
lications. Out of this suggestion, NANI was born;
and because of this suggestion, AFCP enjoyed many
years of abundant revenue. All other national, state
and regional associations created their own classified
advertising programs and collectively we realized a
period of growth that is unsurpassed in Free Paper
history.

Because of the revenue realized through the clas-
sified program, AFCP was able to hire a full time
executive director and provide a formal physical loca-
tion with staff. Ultimately we were able to provide
robust educational opportunities that helped grow
our annual meeting attendance from 75 in Chicago
during the mid-80s to more than 800, I believe, in
Phoenix by the late 90s. Nothing changed the face
of AFCP and the Free Paper Industry as much as
the growth and added purpose provided by this one
simple suggestion. It brought papers and publish-
ers together for a common cause and it highlighted
the extreme effectiveness of our local papers on a
national scale.

This affected me personally by providing the mo-
tivation and interest to become involved at a leader-
ship level in AFCP. The success of the NANI program



provided the purpose and value of AFCP that encour-
aged me to work my way through the ranks to the
position of AFCP President. The exposure and network-
ing opportunities provided me with more insight, infor-
mation and business strategy than I could have ever
realized otherwise. Ultimately I sold my publication to
Add, Inc due to the relationships I forged in AFCP with
Tom Karavakis, Steve Huhta and, more than any other,
Gordon Lowry.

Beyond the exit opportunity AFCP provided me as an
owner, I also spent ten years as the Executive Direc-
tor of FCPNY based on the relationships that I made
through AFCP, a position that lasted until my retire-
ment in 2018.

I owe a debt of gratitude to AFCP for a career that
was enhanced by my participation and association with
the members of this fine organization, and to Craig
Trongaard for a simple suggestion that fed the revenue
to accomplish everything that so many people contrib-
uted to, and benefited from, through AFCP.

Dan Holmes, Retired
AFCP’s 45th President (2000 - 2002)

TRANSITION FROM COLD TYPE TO OFF-
SET PRINTING

My main memory from my working career was the
transition from cold type to offset printing. This was in
the early 60s and it was quite a change from linotypes
to scissors and paper.

Mary and I owned a shopper in western Iowa, in and
around Onawa, and we used a strip printer for our ad-
vertising type setting. It was a long piece of something
similar to 35 mm negative film that you pulled through
a light box to expose one letter at a time. Positive film
was in the box and had to be taken out and developed
in the dark. We used large jars to hold the developer.
It was quite a labor-intensive job, especially if the
positive film did not advance to the next letter and you
over-printed one letter on top of the other. Our 12 pt.
type was done on our typewriter. For us to sell, set and
print about eight pages a week was about all we could
do.

For a while we printed the shopper on a sheet fed
printer. Our shop was all in our basement; but when
a web printer started up about 60 miles away, we
started going there and what a difference in print
quality! Inserting, if any, was all done by hand and
back then the USPS made us label those zips that
had foot delivery.

We sold that shopper to John Holmes when I was
activated back into the Air Force in 1968.

We agreed on a price and terms on the phone and

Continued on page 30
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Average Income — $3,210

House — $8,450
New Car—-$1,510

Gallon of Gas — |8 cents

Inventions

Atomic Clock — 1955 England
Breeder Reactor — 1951 USA
Computer Modem — 1958 USA
Credit Card — 1950 USA
Hovercraft — 1955 England
Hydrogen Bomb — 1952 USA
Lunar Probe — 1959 Russia
Microchip — 1958 USA
Nuclear Power — 1956 England
Robot — 1954 USA

Satellite — 1957 Russia

Solar Cell — 1954 USA
Transistor Radio — 1953 USA
Video Recorder — 1956 USA
Video Tape — 1956 USA

TV Shows

77 Sunset Strip, 1958 — 1964

Adventures of Rin Tin Tin, 1954 — 1959

Bonanza, 1959 — 1973
Gunsmoke, 1955 — 1975
Lassie, 1954 — 1973

Perry Mason, 1957 — 1966

Phil Silvers Show, 1955 — 1959
Rawhide, 1959 — 1966

The Lone Ranger, 1949 — 1954
Twilight Zone, 1959 — 1964
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Joint Conference and Trade Show -

Continued from page 29

never had a contract or any paperwork on the deal.
John collected our receivables and sent us a check
each month until everything was resolved.
Craig Trongaard, Retired
AFCP’s 38th President (1988 — 1990)

FREE

We have been championing FREE for a long time
with our FREE distribution model, so it should come
as no surprise that our customers like and value
FREE advertising on these platforms.

What keeps me getting out of bed in the morning
is that our publication still delivers incredible value
and results to the businesses using us. We need to
continue to spread the word about the results we de-
liver for other businesses and get more businesses to
understand that now more than ever, a good media
mix is important. We also need to keep good content
so our readership stays strong. That is going to be
important going forward.

Greg Birkett, General Manager & Owner
Dubuque Advertiser

Dubuque, Iowa

AFCP’s 52nd President (2014 - 2016)

FROM THROW-AWAY TO VALUABLE
ASSET

In the early years of publishing our paper, all free
papers were often referred to as “throw-aways” by
our competitors, the paid press. Convincing our cus-
tomers to advertise in our papers was a difficult sell.
Because we delivered to every home, instead of only
subscribers, our customers soon felt the impact the
minute our paper hit the streets. Those were produc-
tive years.

A New Day Dawns - Save The Date!

AFCP & MFCP Are Pleased To Preseﬁ

April 22-23, 2021 in Des Moines

The paid press began to notice that we were valu-
able assets and tough competition and began pur-
chasing free papers to eliminate the competition or
supplement their papers.

In one of the AFCP conferences I attended, the
speaker told us one of three things would occur in
the next phase of our business:

1.  We would buy more papers and expand our
territories;
2. We would sell; or
3. We would go broke or discontinue publishing.
In the following years I saw many of my peers
sell, and some of them did expand and buy more
papers. Since I was not the financial risk taker that
my husband Rudy was, purchasing more papers was
not an option. I sold my paper in 1990.
Gladys Van Drie, Retired
AFCP’s 33rd President (1982 - 1983)

DECLINE OF THE INDUSTRY

The most significant change I saw was the tough,
but predictable, decline in our industry. The big sur-
prise for me was how fast it happened. Sadly, we let
the “Angie’s Lists” of the world capture our natural
customer base. So many small businesses thrived
and grew using our media, but that demand has
become fragmented. Less response for our ads, less
readership ... death spiral. Those small advertisers
allowed us to move up the food chain to medium size
and larger advertisers. Now that’s gone.

I was fortunate enough to leave the industry as it
declined. Many bad decisions by clueless investors
hastened the downturn. At the end I was caught sur-
prised by the speed of the decline in print, including
newspapers, which “fell off the cliff”.

Harry Buckel, Retired

Somebody once said...

€6
It’s ok if you disagree
with me. I can’t force

you to be right.
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THE LEADERSHIP INSTITUTE

The LEADERSHIP Institute

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

Association of Free Community Papers

To date, 2,265 free
paper professionals have
attended classes at the
AFCP, state and regional
conferences, 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

"I make the most of all that comes and the least of all
that goes.”

— Sara Teasdale

I STARTED MY ADVERTISING CAREER SELLING YELLOW
page advertising. The company offered outstanding train-
ing, lucrative compensation and great perks. Despite this,
we experienced a lot of turnover due to stress. We earned
a small salary, but commission made up the biggest part of
our pay.

The company used an “Annual Net Commission Plan.” The
company’s goal was to grow revenue in the phone books
and this was the driver of our pay plan. We were assigned a
certain amount of revenue, the amount our accounts were
currently spending. It was assumed that all advertisers would
renew their program, so we were only paid commission on
any increase over the current billing.

For example, if we had two accounts each billing $100 per
month and we increased them each $10 per month, we were
paid commission on the $20 increase. If we sold one a $10
dollar increase and the other canceled their advertising, we
not only earned nothing but we also had to replace the $90
loss before we could earn any commission again.

This was calculated on an annual basis, but paid monthly.
So if we had a few good months followed by a few bad
ones, we could end up owing the company money. As you
can imagine, this was very stressful. I saw people break
out in hives, turn to drinking and get severely depressed.
We had an inordinate number of ulcer patients on our sales
force.

We found that if a person could survive for 18 months,
they were likely to become a long-term employee. We had a
number of sales people with their 20 and even 30 year ser-
vice pins.

What was the difference between the “lifers” and the peo-
ple who couldn’t handle the pressure? The difference could be
found in where they placed their focus.

People who focused on the accounts they lost were con-
sumed by stress and worry. The reps who remained focused
on finding new accounts and who celebrated their gains were
not only successful, but remained happy and healthy.

During this time of economic stress, it is easy to focus on
what we’ve lost. But as the poet Sara Teasdale tells us, the
secret to surviving this challenging time is to make the least
of what we've lost and the most of the opportunities which lie
before us. [
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Say “I Do” to the

CREATIVE PROCESS

by John Foust

ADVERTISING IS A
business which is
fueled by creativ-

ity. Once you get a
handle on how to get
ideas — ideas that
work - you'll have a
big advantage over
the competition.

No matter how
much you sell, it all
comes down to how
much your ads will
sell. When the ads get
results, your advertis-
ers will be happy. And
when they’re happy, they’ll keep running ads.

If you've ever recycled old ideas because you
couldn’t think of anything better, maybe it's time
for a new approach. One way to generate ideas is
to look elsewhere for a spark. For example, my wife
and I recently went to a wedding. Along the way,
she mentioned the old British rhyme about things
that a bride is supposed to wear: “Something old,
something new, something borrowed, something
blue.” A saying as simple as that could provide the
starting point for a new advertising idea. Let’s take
a look:

Something Old: Think history. If an advertiser
has been in business for a number of years, that
can give you plenty of inspiration.

You can use vintage photographs from their files
to demonstrate a sense of tradition and stability.
You can feature a side-by-side comparison of their
first building and their current building. (“Look how
we’ve grown! And it’s all because we have a com-
mitment to our customers.”) You can even feature a
quote from the company’s founder - with a tie-in to
their continuing business philosophy.

Something New: Although the words “new and
improved” have become an advertising cliché, the
general concept has been around for a long time
because it is effective. Consumers like newness - as
long as it’s relevant.
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What is new with your advertisers? Do they have
new products? Have new features been added to old
products? Do they have new services? New loca-
tions? New hours of operation? Is there new man-
agement?

If you use this technique, be sure to show how
the new things are better than the old ones. Empha-
size benefits.

Something Borrowed: Why not find someone
else to speak for your advertiser? A testimonial from
a real-life customer can be a powerful advertising
message.

A testimonial adds a couple of important elements
to an ad campaign. First, by featuring someone who
represents the advertiser’s target audience, a testi-
monial can help consumers identify with the compa-
ny. Second, a customer can say things that wouldn’t
be believed if the advertiser said those same things.
(“Their widgets are great” has more weight than
“Our widgets are great.”)

Something Blue: Consumers get the blues. They
have problems that need solving. Can your adver-
tiser reduce energy bills? Or help improve students’
grades? Or take the hassle out of building a custom
home? Show people how your advertiser can solve a
specific problem, and they will pay attention to the
message.

This approach to creativity can be seen as a two-
step process. First, get inside information about
your advertisers, their products, their services and
their customers. Then look for idea sparks from
outside sources. [

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
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Developing Sales Power inYour
MARKET BATTLEFIELD

by Bob Berting

WHAT CAN BE DONE
to develop greater
sales and image power
in your market battle-
field? Although there
are many activities
that can be worked to
achieve greater recog-
nition in the market-
place, there are certain
guidelines that will give
an immediate plan.
These guidelines will
help your salespeople
be accepted as advertising consultants, help publish-
ers give direction to their sales management, and
serve as a yardstick for recruiting quality people.

Six BuiLbiNG BLock GUIDELINES

1. Have all salespeople work with customers as a
trusted friend and advisor. In this time of crisis, it is
important to ask “How can I to help you?” and “What
can I do for you?”

2. Don't keep bombarding customers with doz-
ens of ways to advertise. They should be sold on the
publication as the major player in their media mix
and on an ongoing program that requires consistent
advertising on a set basis. Many well-meaning pub-
lishers will constantly start new promotions and put
pressure on their salespeople to sell them. The end
result is that the customer sees the salesperson as
a peddler and order taker who wants to constantly
add more costs and changes to a set program, not a
trusted advisor.

3. Itis absolutely vital that salespeople know and
understand their media competition to effectively
compete against them.

4. All advertising plans submitted to prospects
must feature programs with consistent, repetitive
advertising. Salespeople should always present
plans, packages, campaigns, and programs, even
when the customer is not sure how much they want
to invest during these stressful times. The key is to
show advertisers how to be innovators and be pre-

pared for a sustained period of advertising that will
keep their top-of-mind awareness going through a
critical time frame.

5. If possible, think about a revival of a cross
functional team involving salespeople, graphic art-
ists, telemarketers and marketing support people.
Publications with these teams will achieve a greater
relationship with their customers and will see greater
response to their creative efforts.

6. Have a recruiting and interviewing policy that
requires new salespeople to have the following traits:

e Excellent Communication Skills — Can they
paint word pictures verbally?

e Good Attitude and Values - Hire people you
can trust, especially if you know they will be a part
of a cross-functional team.

e Good Work Ethic — Are they goal oriented?
Can they manage their time, especially customer
contact time?

e Creativity — Are they innovative? Do they
have good ad design ability? Can they put together a
marketing plan?

The bottom line is that a publisher can win on the
battlefield by constantly working on their branding
and top-of-mind awareness.

The harsh reality of most competitive battlefields
is that few come in second and do well in today’s en-
vironment. Consequently every effort must be made
to develop a tough sales force that has the right at-
titude toward the publication and the customer, and
the skill of selling advertising programs to develop
top-of-mind awareness for their advertisers. [

Bob is the author of four best-selling e-books for the
newspaper industry as well as a professional speak-
er, advertising sales trainer, publisher marketing
consultant, and leading columnist in many national
and regional newspaper trade association publica-
tions. He is the president of Berting Communications
and can be reached at bob@bobberting.com or 317-
849-5408.
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CONTACT
INFORMATION

'national

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
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regional

CPNE

Community Papers of New
England

403 U.S. Rte. 302 - Berlin
Barre, VT 05641
802-479-2582
dphillips@vt-world.com
www.communitypapersne.com
Deborah Phillips

MACPA

Mid-Atlantic Community
Papers 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

state

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)



ONTHE
HORIZON

JULY 7-10, 2020 : OKOBOIJI, 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.

oct.

OCTOBER 11-14, 2020:

SAN DIEGO, CA

North American Mature Publish-
ers Association (NAMPA). National
Convention, Sheraton San Di-
ego Hotel and Marina, Sandiego,
California. For information contact
Gary Calligas at 877-466-2672 or

2021

APRIL 22-23, 2021 :

DES MOINES, IA

Association of Free Community
Publications (AFCP) and Midwest
Free Community Papers (MFCP).
Joint Annual Conference and Trade
Show, Des Moines, Iowa. For in-
formation contact Loren Colburn at

sept.

SEPTEMBER 11-12, 2020 :
DENVER, COLORADO

Independent Free Papers of Ameri-
ca (IFPA). Leadership Summit,
Woolley’s Suites, Aurora, Colorado.
For information contact Douglas
Fry at 931-922-4171 or email:
douglas@ifpa.com.

email: nampa.gary@gmail.com.

To list your conference information in Free Paper INK, send it to:

To list your conference information on the AFCP website, send it to:

877-203-2327 or email: loren@
afcp.org; or Kelly Coy at 507-388-
6584 or email: director@mfcp.org.

FreePaperINK@aol.com

Loren@afcp.org

The Leadership Institute

Lighting the Way

Specialized Training Classes

Designed Specifically For
Community Publication Professionals

Seven Classes Available Online at
AFCP’s Online Learnming Center

Leads to Professional
Associate Advertising Executive
(AAE) Certification

Another member benefit of the

Association of Free Community Papers

Association of Free Community Papers
a c 135 Old Cove Rd. - Suite 210, Liverpool, NY 13090
(877) 203-2327 or visit afcp.org

M=TRO
HERE - HELP

Through every decade, deadline and challenge,
Metro is here with up-to-the-minute advertising,
editorial, sales and creative resources to help
you support local businesses and readers.

Visit metrocreativeconnection.com to preview the latest ads

and images, including our new COVID-19 library.

Not seeing what you need?
Call 800-223-1600 or
email service@metro-email.com

to request it!

M=TRO

CREATE. SELL. PROFIT.
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afcp Community Publications Business and Service Directory

CREATIVE SERVICES DISTRIBUTION SERVICES FOR PRINT MEDIA

TIMES-SHAMROGK
GREATIVE SERVIGES

ADVERTISING SERVICES & SOLUTIONS
- L. PRC .

AMERICAN NEWSPAPER SOLUTIONS

@ PRINT DESIGN ® LOGO DESIGN Helping reinvent American newspaper

@ WEB AD DESIGN @ PAGINATION distribution through improved delivery,

@ BILLBOARD DESIGN @ CUSTOM SOLUTIONS || circulation and marketing support services.
metrocreativeconnection.com 855-614-5440 WWW.TCSDIRECT.COM 248-572-6100  Www.ansnewspapers.com

CRM - CUSTOMER RESOURCE MANAGEMENT E-COMMERCE CLASSIFIED SOLUTIONS

HELP YOUR TEAM... BLU EFIN PLACE AD

THE BEST SELF-SERVICE AD PLACEMENT
SOLUTION AVAILABLE TO PUBLISHERS

APPRAISALS & BROKERING
Newspapers
Magazines - Shoppers
Book Publishing

ARE YOUR MEDIA SALES...

Confidential 978-662-3323
Customized - Comprehensive ar inste WWW.GETBLUEFIN.COM
KAMEN & CO. GROUP SERVICES |||ASK-CRM #s«-crMisanewspaper-centric cm
AMEN & ROUP SERVICES |||ASK"CRN e ierons| | BlU€fin Technology Partners
robin@ask-crm.com, 301.800.2275, www.ask-crm.com Advertising Solutions for Publishers

AUDIT & READERSHIP STUDIES DIGITAL MARKETING PLATFORM EDITORIAL RESOURCES

CIRCULATION . High-Quality,
cve Au_dltg and Free Print & Digital Content
N Taagd Readership Studies -5

Third Party Print & Digital Verification The leader in local digital. Food and Recipes

Increased Exposure to Media Buyers Unifying the sales process, marketing execution, Lifestyle and Health < m}uzmm

and reporting in a single toolkit. Home and Garden 4 ¢
Learn What Your Readers Want
Call 800-262-6392 or visit www.cvcaudit.com in fo%oa:zgesl?e_:a:snst.scom Visit familyfeatures.com or contact Cindy Long @ 913-563-4752 \g
CIRCULATION SUPPLIES ENTERTAINMENT CONTENT

“from the basic to the innovative!” START A BUSINESS DIRECTORY WEBSITE Providing its partners with free entertainment

. . . content from our stable stable of publications,
including TV Guide, TV Weekly, Ch | Guide,

TV ideal directories || ™ ird i rii

STEEL CI COR p Launch your BIG idea today! * ASK MATT

* CHEERS & JEERS
Perfect add-on to your Wedding & Home = Ny MERVIEWS
800-321-0350 Improvement Special Sections D | + sermo THE scenEs
. - . * DAILY BEST BETS
www.idealdirectories.com MEDIA * pib you kNow?
Make sure you see our ads on pages 2 and 8. * ReMIND ReWIND

From the owners of Page Flip Pro & SiteSwan || 888-584-6688 ntvbmedia.com/edge

CLOUD SOLUTIONS DIGITAL SALES TRAINING INDUSTRY INFORMATION
PRO'MGE Y WHAT CAN INK
Making Complex Publishing Simple - i DO FOR YOU?

Cloud Solutions to Help Reduce Costs g dz;zﬁ:’d ::l’;:”g;;ms, f .
- Automated Workflow - Color Correction ' N Keep you informed.
. S . . : INCREASE YOUR DIGITAL MARKET SHARE n .
Ink Optimization Press Registration F ANDS.ON DIGITAL SALES TRAINING Y . Connect you \A./lfh
-426-7171 800-917-0820 n industry professionals.
age.com info@sparkdigitalsalesgroup.com The Free Paper Industry's NEWS SOURCE
CONTENT AND DATA MANAGEMENT DIRES AR IDRPRIRINTENG
. . . . . L} L .
Digital Publishing Solutions For| | Direct Mail? || Associate Members
News and Media Organizations . . < o
, o Tprn—Keg .Saturatlon Receive |_|St|ng
rewnewESee-com Direct Mail Pl'OgTamS as part of their AFCP
800-293-9576 | [ o E@Cé‘g] ° Fagt ° Profitable Associate Membership
Online Solutions. jeff@ultimateprintsource.com 909-947-5292 x-320 Ca” TOday Wendy MaCDonald
TownNews Bottom-line results. www.UltimatePrintSource.com 913-461-3721

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

INK
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afcp Community Publications Business and Service Directory

LEGAL & PUBLICE NOTICE AUTOMATION PUBLISHING SOFTWARE
Your Legal Notice Experts News to Use [M] THE NEWSPAPER MANAGER

NOTICE
SERVICE

e

i . Feature News
( () 7 Free Content

www.napsnet.com

O  Shatmilic o

How Publishers Profit

CRM - SALES - PRODUCTION - BILLING
INTEGRATED MARKETING

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

v\QRTH 441

Our proprietary system automates the entire
process, saving time, money, and manpower. \m,m:&z

866-672-1600

info@legalnoticeservice.com email: printmedia@napsnet.com - 800-222-5551 WWw.newspapermanager.com
MAILROOM CONTROL SYSTEMS PAID CONTENT PUBLICATIONS PRINTING
poered. } M[o[D U]
= 7 MIRACOM : Cumml ngs
www.miracomcomputer.com i 5 i Publication Printers Since 1914
. y/ Publish life’s stories. ij
The leader in US Newspaper ; s v MAGAZINES v GUIDEBOOKS
. e Low-cost, turnkey solution to publishing © A
Mal I room ControIS. ky paid content on all platforms. { v JOURNALS v HIGH QUALITY
Ay ; v CATALOGS v SHORT-RUN PUBLICATIONS
888-3069-0639 (x83) S
Www.miracomcomputer.com modulistnews a&)/ / 800-647-0035 CUMMINGSPRINTING.COM
MARKETING PLATFORM PRINTING SEARCH PLATFORMS
The Only Turnkey Solution Got Pr i nt? S SRMa
Designed Specifically for ®
Local Community Publishers! . . Mﬁﬁ'fg{,,%ﬁ\f,fs
Send it to the Ultimate PrintSource REAL ESTATE
BECOME YOUR for the Best Service, Quality and Price RECREATIONAL
COMMUNITY HUB @i AGRICULTURAL
° VERTICAL & HORIZONTAL
L O C ABLE Inserts, Direct mail, Rackcards, NCR U"OCO“X
X , Y S TEMS 800-944-3276 (ext. 0)
Publisher Network www.UltimatePrintSource .com AUTOCONX.COM
MEDIA CONSULTING PRINTING AND PROMOTIONAL SUPPORT SELF SERVENNEWPAPER ADVERTISING

Design. Content. Ideas.

Software. Training. ] ..'_. § = PREFERRED

I:l Providing the knowledge, n ..l. = MOrkeTlng Solu-l-lons -Eheduleyourdemo today.\__">t
|
]

o experience and technology to ™
help publishers grow and thrive! www.preferredms.com

Grow revenue and lower costs.

by providing the leading self-serve advertising platform for print,

401-455-1555

digital and social media advertising.
Creative Circle - ) 800'270'1 769 .
MEDIA SOLUTIONS www.creativecirclemedia.com ipublishmedia.com
MEDIA SELLER SOLUTIONS PUBLISHING SOFTWARE SOFTWARE SYSTEMS FOR PUBLISHERS
SRDS Solutions for Media Sellers : SCS BUILDS TRUSTED SYSTEMS
" — - E prestellgence Find out why our customers call us “the best
Premium visibility packages deliver your tech support team” and say “we wish we could
information where media decisions are made! | | \aNAGE CONTENT FOR PRINT AND DIGITAL PUBLISHING contract with SCS to support all our products.”

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

Software Consulting Services, LLC

inf i .con 3 3 SCS builds trusted newspaper systems
847-375-5000 + kantarmedia.com Info@presteligence.com 3303056960 phil@newspapersystem.com e 800-568-8006
MERCHANT CARD PROCESSING PUBLISHING SOFTWARE STREETSMART PUBLICATION DISPENCERS
i X FULLY INTEGRATED X DIRECT MAIL
Merchant Card Processmg X EASY TO USE X COMMERCIAL BILLING StrgetSmart offers_ “ Co.mplete

Request a free quote- X AFFORDABLE X GENERAL ACCOUNTING Selection of Publication Dispensers

) x FREE DEMO X PAYROLL Visit our website - www.goplastics.com

1-888-697-8831 - msgpay.com M e",im ac or Contact Michelle for assistance.

hello@msgpay.com

Ecommerce - POS m PLUS

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

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

ADVERTISING SALES
MANAGER All Island
Media, Inc. publishers of
Pennysaver, Town Crier and
Trends is looking for an
experienced sales 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

free paper

CLASSIFIED
ADVERTISING

. EMPLOYMENT

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

PUBLICATIONS
FOR SALE

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

YOUR PUBLICATION?
MAKE SURE YOU PLACE

YOUR AD IN

RATES:

Up to 30 words

$25 per issue

(additional words -
90 cents per word)

PUBLICATION
BROKERS

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

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

INK CLASSIFIEDS

PUBLICATION
BROKERS

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.

WWW.AFCP.ORG

PER INQUIRY
ADVERTISING

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




Selling a NANI ad
just got easier!

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...

For More Member Information To Start Selling Ads Today! Contact the AFCP Office at...

Association of Free Community Papers “The mission of AFCP is to help its members
a cp 7445 Morgan Road - Suite 203, Liverpool, NY 13090 enchance their profitability and lead in

Call (877) 203-2327 or visit afcp.org strengthening the free publication industry.”



A monthly publication provided by
the Association of Free Community

135 OLD COVE ROAD
SUITE 210

A o PRSRT STD
Publications. INK’s mission is to LIVERPOOL, NY 13090 U.S. Postage
bring news and resources to the free Paid
community publication industry. Permit #22
Slayton, MN

afcp

ASSOCIATION OF FREE
COMMUNITY PUBLICATIONS

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

Send INK the details and any photos

for consideration to loren@afcp.org. WWW.AFCP.ORG

AFCP & MFCP Are Proud To Announce
Joint Conference & Trade Show

Des Moines
April 22-23, 2021

Mark your calendars and prepare for a city and
experience you will find absolutely amazing!




