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mIssION stAtemeNt
Bring news and resources to the attention of the 
free paper industry by publishing a responsible 

quality magazine.

Free Paper INK is dedicated to 
keeping the industry informed on 
key issues, topics and industry 
news. If you have any items of 
interest that should be shared with 
people throughout the Free Paper 
Industry, simply email them to 
loren@afcp.org. We welcome your 
input, appreciate your readership 
and look forward to your contribu-
tions to our content.

Free Paper INK is not liable for er-
rors appearing in advertisements 
beyond the cost of the space 
occupied by the error, and noti-
fication must be made in writing 
within ten days of publishing. the 
right is reserved by Free Paper 
INK to edit, reject, or cut any copy 
without notice.

NO CAsH reFuNds

the opinions of the individual 
contributors or correspondents do 
not necessarily reflect those of the 
publication or its management.

Free Paper INK may include mate-
rial produced under copyrighted or 
syndicated ad service. Permission 
of the publisher must be obtained 
before copying any of the material 
from any issue of Free Paper INK. 

deAdLINes:  the deadline for 
classified ads, display ads and edi-
torial is the 4th of every month.

Cover Photo:
michelle Farnham, rising star
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th The April issue of INK will focus on the upcoming trade show 

in San Diego in April as well as the Associate Members who 
will be participating. Trade shows can be very efficient and 
valuable tools for your business – stay tuned to find out how!

mailto:loren@afcp.org
http://www.afcp.org
mailto:DJNeuharth@aol.com
mailto:FreePaperINK@aol.com
mailto:wendy@afcp.org
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If you are not participating in the CVC online survey 

program you’re missing out on additional data that can 

increase revenue in 2016.  View the new expanded 30 

question survey template at research.net/r/cvc2016.  

Call (800) 262-6392, or email tbingaman@cvcaudit.com 

for more information.

“What were you thinking?”

SEMULOVSKAEPSATADRUO
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Carol toomey
Action Unlimited
Concord, mA
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978-371-2442

eXeCutIve dIreCtOr
Loren Colburn
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Liverpool, NY
loren@afcp.org
877-203-2327

At-LArge DirectOrS

John draper
The Free Star
Pipestone, mN
jdraper@pipestonestar.com
507-825-3333

greg Ledford
Community First Media, Inc.
shelby, NC
greg@shelbyinfo.com
704-484-1047 x111

regIONAL / stAte  
rePreseNtAtIves

daniel Alexander
Denton Publications, Inc.
elizabethtown, NY
dan@denpubs.com
518-873-6368

Lee Borkowski
Richland Center Shopping News
richland Center, WI
lborkowski@wcinet.com
608-647-2911

terri drake
Giant Nickel
Kennewick, WA
drake@giantnickel.com
509-783-5455

Jim Haigh
Government Relations Consultant
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jimhaigh@fast.net
610-965-4032

randy miller
The Merchandiser
Lebanon, PA
randym@themerchandiser.com
717-270-2742

Wendy murray
Senior Life Magazine
North Ft. myers, FL
murwendy@aol.com
239-707-6722

dave Neuharth
Editor – Free Paper INK Magazine
Summerfield, FL
djneuharth@aol.com
352-347-4470

rich Paulsen
Southwest Iowa Shopper
Creston, IA
publisher@crestonnews.com
641-782-2141 x230

russell quattlebaum
The Southeast Sun
enterprise, AL
sales@southeastsun.com
334-393-2969

Farris robinson
Hometown News
south daytona, FL
frobinson@hometownnewsol.com
386-322-5900

steven silver
Yankee Pennysaver
Brookfield, ct
steven@ctpennysaver.com
203-775-9122

trevor slette
The Shopper
Windom, mN
trevors@windomnews.com
334-393-2969
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vincent grassia
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Publishing
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EDITOR’S VIEWPOINT

Training: 
 An Invaluable Benefit
Without a doubt, the print   
industry depends on sales to pay the bills. 
Working the phones to solicit classified 
ads or walking the streets to sell display 
ads has been the lifeline of the history.

Over the past years I have observed 
many operations that put an emphasis 
on training. in-house sessions, outside 
trainers and the cost were part of the 
annual budget. Others did not emphasize 
training and sometimes hired reps and 
turned them lose without any training. 
the ones that stuck to their budgets for 
training usually excelled in business.

training is the focus of this issue of 
INK. As a result, we have featured rob 
Zarrilli in an article. 

rob has been on both sides of the 
coin, working in the free paper industry – 
where he learned to fine tune his training 
abilities – and outside of the industry as 
a trainer and as the dean of the Leader-
ship Institute (tLI). the numerous train-
ing sessions by tLI have resulted in over 
50 different training classes provided by 
volunteers in the free paper industry, 
who in turn attend training sessions done 
by rob. A huge thank you to the Associa-
tion of Free Community Papers (AFCP) 
for funding tLI.

As we know, times in the print industry 
have changed.  the web has become a fac-
tor that we never dreamed of, if you have 
been around this industry as long as I have.

training possibilities have also 
changed.

the web has offered opportunities with 
podcasts and webinars. experts in the 
training field can reach across the country 
and provide valuable training for those 
who take the opportunity to participate.

A webinar is a living meeting that 
takes place over the web. the meetings 
can be a presentation, discussion, or in-
structional session. Participants can view 

documents and applications via their 
computers, while shared audio allows for 
presentation and discussion.

Podcasts are a form of digital media that 
consists of a series of audio, video, digital 
radio, PDF or ePub files subscribed to and 
downloaded through web or streamed on-
line to a computer or mobile device.

tLI has done an excellent job on both 
sides of the coin. the web has provided a 
great tool for tLI to use to make training 
tools for AFCP members to use and take 
advantage of.

the Online Learning Center currently 
offers classes that members can use to 
train their sales staffs without travel ex-
penses. the classes can be completed at 
your office during normal business hours 
or from any location at any time. the 
classes offer credits for their certification 
as an Associate Advertising executive.

You can’t beat the AFCP Podcasts Ar-
chive staring the Podfather, rob Zarrilli.

to date, 28 live Podcasts have been pre-
sented by rob. And the good news is that 
these valuable training programs are avail-
able in the archives on the AFCP website.

the sales tools you need to educate 
your sales team are just a computer 
away. go to www.afcp.org.    

While Podcasts and Webinars are a 
work in process, douglas Fry of IFPA 
notes that their share group (a group 
of similar positioned people who get 
together to talk about their jobs/chal-
lenges/successes on a monthly basis) 
has proven valuable.

the same goes for AFCP with their 
Peer-to-Peer scheduled sessions that are 
headed by board member dan Alexander.

No travel costs, no paying the fees for 
a facility to conduct training sessions, no 
charge for sales reps to attend, and no 
need to worry about food service.

What a deal!

DAvE NEuHARTH
EdITOr

http://www.afcp.org
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Uncomplicated Pricing...

Lower Price Point...

Improved Marketing Materials...

Proven Advertiser Results...

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

RISING STArS
risingSTA

R
S

The Rising Stars Need Your help
by David Sickels, 2014 Rising Star

david sickels

oK, i realize this 
request might be a stretch if 
you’re not listening to sarah 
mcLaclan singing sad music, 
but this is important stuff:  
the rising stars are seek-
ing donations for our second 
annual silent auction at this 
year’s san diego conference 
April 28-30.

Last year the AFCP’s rising 
stars group raised more than $5,000 with its inau-
gural rising stars silent Auction, and honestly, that 
really blew our socks off. the generosity of members 
of the AFcP is truly first class, and we thank you 
from the bottoms of our hearts.

that money is being used to create scholarships 
to offer new, young professionals in the free paper 
industry the opportunity to attend the AFCP confer-
ence through the rising stars program. As a mem-
ber of the program myself, and I’m sure most of you 
can relate based on your own conference experi-
ence, I can assure you it’s an event well worth the 
cost of admission.

the group was able to raise those funds thanks 
to your donations. Last year we collected 25 total, 
which included everything from a Nolan ryan-signed 
baseball (thanks Loren Colburn!) to a vacation in st. 
myers Beach in Florida (thanks Wendy murray!). 

this year our goal is to ramp it up, but we’ll need 

your help to do it. We’re hoping to collect at least 35 
items this go-around.

If you’re like most of us and don’t have signed 
memorabilia or a condo to share, that’s OK! We’ll 
take anything you think will catch bidders’ eyes. 
Acceptable items include jewelry, artwork, gift 
cards to national chains like starbucks and Amazon, 
electronics, gift baskets – you name it. No matter 
the size or value of a donation, the rising stars will 
benefit from it.

donations can be shipped to the hotel, or carried 
with you and brought to the registration table by 
Wednesday, April 27. even if you can’t attend the 
conference this year, we can still accept your dona-
tion!

shipping and the costs related are the sole re-
sponsibility of the donor. starting bid suggestions 
will be considered at the discretion of the rising 
stars. For items such as trips and timeshares, we 
ask you to please provide photos.

All forms necessary to donate are av ailable online 
at www.afcp.org.

Any items that need to be shipped to the con-
ference can be sent to sheraton san diego Hotel 
& marina, 1380 Harbor Island dr., san diego, CA 
92101. Please keep in mind there is no refrigeration 
available at the hotel.

For questions, please contact Alix Browne in the 
AFcP office at alix@afcp.org or at 877-203-2327.

http://www.afcp.org
mailto:alix@afcp.org
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FEATuRE STOrY

if Moses shapiro, Who founded Metro in 
1910 with his five sons, found himself in the middle of his 
company’s current headquarters, he would likely say, “I’m 
glad to see that nothing has changed.” While he would be 
dazzled by the gleaming computers and note the absence 
of the engraving plates and “ad mats” that held metro’s 
earliest advertising art, shapiro would instantly recognize 
that Metro had stayed true to its mission of providing state-

of-the art advertising solutions to its news media partners. 

a long list of “firsts”
When moses shapiro and his wife esther arrived in 

America from russia, they had no inkling that they would 
launch an enduring family business that would usher in 
many “firsts” in retail advertising and newspaper publish-
ing. their business got off the ground once moses rec-
ognized that his son Jack’s illustrations for a prominent 
New York City menswear retailer could be reproduced 
and used by newspapers to promote the same clothing 
brands sold by retailers in other cities. this idea — that 
advertising art could be syndicated — was the first of 
many groundbreaking innovations pioneered by metro.

From day one, metro has built its success around two 
key principles:  seizing the opportunities that spring from 
technological advances, and creating strong and endur-
ing partnerships with its clients. During the first decades 
of the 20th century, when all five Shapiro brothers were 
involved in the business, metro salespeople took to the 
road, building enduring relationships with clients and 
listening to their needs. Based on that feedback, metro 
took the concept of syndicated advertising to the next 
level by introducing specialty services for jewelry, cloth-
ing, furniture and department store retailers. 

After the stock market crash of 1929, when many 
Americans had to buy goods “on credit,” metro created 
a specialty “credit” service. during this period, metro 
also made the switch from etched printing plates to “mat 
casting,” enabling the company to provide better service 

to its client companies at a lower cost.

ongoing innovation

As metro expanded its presence in the retail and news-
paper advertising industries, the shapiro brothers contin-
ued to innovate. In 1937, metro launched Plus Business, 
a vehicle for sharing advertising ideas and revenue-build-
ing strategies with its clients that is still being published 
today. the following year metro responded to the needs 
of its clients by introducing the first newspaper special 
section. these topic-driven sections offered newspapers 

opportunities to connect with targeted groups of readers 
while attracting new or additional advertising revenue.

In the 1950s, when offset printing became the most 
popular form of commercial printing, metro left “mat 
casting” behind and produced its first “proof books.” the 
term “clip art” stems from this period, when the produc-
tion staff of large retailers and newspapers physically 
clipped desired images from the books to build ads. 

the range of metro’s images expanded dramatically dur-
ing the 1950s and 60s to meet the needs of the company’s 
growing client base, which now included newspapers of 
every size and scope throughout the united states and 
canada. in the mid-1960s, Metro introduced its Holiday 
Advertising Service — a once-a-year collection of winter 
holiday-themed ads and special section covers designed to 

help newspapers boost their fourth-quarter sales.

technology opens doors

While Metro’s first 50 years focused on expanding 
its advertising art offerings — first via etched printing 
plates and ad mats, then in printed “clip art” books — the 
company’s second 50 years reflect both the explosion of 
technology and its impact on news media and publishing. 
in the 1980s, when the first iBM and Macintosh personal 
computers — as well as the World Wide Web — made their 
debuts, Metro launched classified Dynamics, which deliv-
ered auto, real estate and recruitment advertising images 
to clients’ desks. By 1989, metro had transferred all of its 
creative content to floppy disks, making it easier than ever 
for newspaper production departments to access metro im-
ages and create high-quality ads for their advertisers.

Just two years later, in 1991, Metro swapped its floppy 
disks for LaserArt cD-rOMs, which offered far greater 
storage capacity, faster speed and greater durability. 
technology was exploding, and metro made its mark by 
adding services aimed at boosting ad revenue through the 
use of spec ads and the addition of color. In addition to 
adding spec ads and color digital files to its LaserArt cD-
rOms, metro launched sales spectaculars, which supplied 
themed small-space spec ads and served as the precursor 

to today’s metro interactive Ad designer spec Ad Library.

going digital 
the turn of the century was a major turning point 

for metro. With the launch of metroCreativeConnection.
com — Metro’s online gateway to all of its ready-to-use 
images, spec ads, ideas, photos, logos/trademarks, auto 
photos and marketing/sales materials — in 2000, metro 
subscribers gained instant access to everything they 

metro Creative graphics: 
 Creating opportunities for Over a Century 
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FEATuRE STOrY

1910’s 1920’s 1930’s 1980’s 2000 - Present

Metro
launches first
syndicated art
services to
newspapers

Plus Business
launched
as first trade
publication
designed
for ad
departments

Themed
Special
Sections
introduced
to expand
newspaper
ad sales
beyond ROP

Women gain
right to vote
(1920)

Prohibition
begins
(1920)

Great
Depression
(1929)

Image content
delivered on
LaserArt
CD-ROMs (1991)

Spec ads and
color digital files
added to LaserArt
CD-ROMs (1997)

Sales Spectaculars
service supplies
themed small-space
spec ads (1994;
now called MiAd
Spec Ad Library)

First digital presses
sold (1993)

First smartphone
is produced (1999)

(2000) MetroCreativeConnection (MCC) goes live to provide online access to all content
(2008) Print Special Sections expand to online with e-Sections
(2008) Overnight custom ad design service, ADS On Demand, launched for print and digital
(2009) Metro interactive Ad Designer (MiAD) enables sales teams to personalize spec ads online 
(2009) Online e-Editions give online viewing access to services for all
(2011) Presentation-ready Fully Templated Print Special Sections launched
(2012) Multi-platform Ad Packages for print, Web and mobile multimedia ad sales added
(2014) MiAD mobile app for iPad released for digital ad presentation
(2015) Next-generation of MCC website launches to meet evolving online demands
(2015) Online interactive SearchBooks connect directly to content for download
(2016) MiAD Wizard launches for fast spec ad personalization
(2016) e-Connect Specialty Websites help clients expand online offerings 

World War II

1950’s Rock ‘n
roll popularized

First Super
Bowl played
(1966)

Neil Armstrong,
first man on the
moon (1969)

U.S.
Bicentennial
(1976)

(1940’s)
Printed
proofbook
pages replace
mats to
accommodate
offset presses

Classified
Dynamics
delivers auto,
real estate &
recruitment
advertising
(mid-80s)

Metro introduces
images delivered
on floppy disks
(LaserArt – 1989)

First IBM personal
computer (1980)

First Macintosh
computer (1984)

World Wide Web
invented (1989)

Social Media appears online
Facebook, 2004; Twitter, 2006; Instagram and Pinterest, 2010
The first generation iPad was released (2010)

1940-1970’s

World War I
ends (1919)

1990’s

needed to boost advertising revenue.

the transition to an online platform opened the door 
to a wide range of new opportunities for both metro and 
metro subscribers. Both then and now, any member of a 
client publication’s staff can access and download metro’s 
content and services using metroCreativeConnection. the 
shift to a digital platform coincided with major changes 
in the media landscape that resulted in the downsizing of 
staffs at publications across North America. Challenged 
to maintain revenue levels despite having fewer hands 
on deck, publishers were in need of creative advertis-
ing solutions that could be accessed quickly and easily 
by multiple members of publications’ advertising teams, 

including sales managers and representatives. 

additions and refineMents

metro responded to those needs with several new of-
ferings, all aimed at harnessing technology to boost ad 
revenue. By introducing online special sections in 2008, 
metro expanded advertising revenue opportunities for cli-
ent publications. After the introduction of metro’s over-
night custom ad design service, Ads On demand, that 
same year, metro users were able to capitalize on every 
sales opportunity despite time and staffing constraints. 

the following years saw important additions to metro’s 
lineup of services and big leaps in creativity and flexibility 
for publications, including miAd, which allows users to 
create spec ads and finished ads right on screen with only 
a Web browser and an internet connection, and ready-to-
sell, fully-templated print and digital special sections. 

recent refinements have focused on adding mobile into 
the mix and making metro’s creative imagery, editorial 
content and design elements easier to access on the go. 
multiplatform Ad Packages for print, Web and mobile were 
launched in 2012, followed by the miAd mobile app for 
iPad in 2014. In 2015, metroCreativeConnection received a 
complete overhaul to meet the current demands of pub-
lishers large and small. the site’s Intuitive navigation and 
innovative search features enable any user to generate 
everything from ideas to layouts to targeted, presentation-
ready ads in minutes—with no time lost on training. the 
revamp also introduced online, interactive searchBooks 

that connect directly to content for instant downloading.

soMe things never change

this year, metro has already added two new features—
miAd Wizard, which allows sales teams to produce 
polished, presentation-ready spec ads for print, Web and 
mobile in a matter of minutes—and e-connect Specialty 
Websites, a service designed to help metro users expand 
their online offerings through the development of adver-
tiser websites. Future enhancements to metro’s products 
and services will not only reflect the changing media 
landscape, but will continue to respond to the specific 
needs of publishers and their publications.  

As the publishing industry and technology evolve, so 
will metro’s services and content. the only thing that will 
never change is the company’s commitment to harness-
ing technology and forging strong partnerships with cli-
ent publications.
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lynda.com: 
 The Full Toolbox for Training!

by Coastal view News Staff

the publishing business changes every day. 
New programs and services hit the market all the 
time to make jobs easier and products better. Within 
one of these services lies the key to maximizing the 
potential of a publication’s most valuable and critical 
asset, its staff. 

Lynda.com boasts a library 
of over 4,200 online courses 
that cover technical skills, 
creative techniques and busi-
ness strategies. each course 
is comprised of anywhere 
from a few to a hundred 
videos in which experts walk 
learners through the process 
of completing a specific task.

“We know that people learn 
differently, and we’ve broken 
things into such small-sized 
bites on purpose so that you 
can come into the service 
and get the one answer you 
need as quickly as possible. 
And many of our members 
use it for that reason alone, 
and other people love to 
spend 10 hours teaching 
themselves something,” says 
Lynda Weinman, co-founder 
of lynda.com and company 
namesake.

universities use it. the 
government uses it. more than half of the Fortune 500 
companies use it. And the clincher for publishers—16 
of the top 20 media companies use lynda.com. the 
company, which started in Ojai, Calif., in 1995, was 
acquired by LinkedIn last year for $1.5 billion. 

“It really starts with our world class content,” said 
Jolie miller, senior manager of Content for Business, 
It and education at lynda.com. “We want to empower 
our learners to have their own success stories. We 

want people to walk away learning more than they 
even expected to.”

In a newsroom, a lynda.com subscription can be a 
vital tool for increasing efficiency and cultivating new 
staff skills. rather than sit down and train an em-
ployee on a topic, a publisher can assign a lynda.com 

course. rather than fall 
behind on the rapid-paced 
changes in social media, 
marketing and computer 
software, a publisher 
can stay on top of it all 
by completing whichever 
lynda.com courses suit 
specific needs. 

“everyone tends to 
wear a lot of hats in small 
companies,” says miller. 
“You have the ability to ac-
cess all the content, which 
makes wearing all those 
hats possible.”

Lynda.com’s library 
features over 700 authors 
who develop scripts that 
are edited and approved 
for quality and simplicity of 
content. they are recorded 
at the company’s 12.5-acre, 
state-of-the-art produc-
tion facility in Carpinteria, 
Calif. Lynda.com adds 25 
new courses each week. A 

monthly subscription buys access to the full library of 
courses, and company memberships can be purchased. 

Courses can be found by searching by topic and 
filtering by various categories. Miller highlighted a 
handful of courses from among the hundreds that 
could benefit publishers:  Developing resourcefulness, 
Creating Better Blog Content, grammar Fundamentals 
and small Business marketing Fundamentals.

in a newsroom, a 

lynda.com subscription 
can be a vital tool for 

increasing efficiency and 
cultivating new staff skills.

and the clincher for 

publishers – 16 of the top 
20 media companies 

use lynda.com.

www.lynda.com
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It’s Just More work for the
 Teacher and the Student!

by Dennis Wade,  Trainer – Speaker – Publisher

give a Man a fish, feed hiM for 
a day.

teach a man to fish, feed him for a 
lifetime.

We are all called to teach.
We are all called to learn.
teaching is work. In reality, teach-

ing someone something new often 
requires a great deal more energy and 
time than does just doing the work 
yourself. teaching requires patience. 
What we have to 
learn to do, we 
learn by doing. 
But until some-
one that knows 
what they are 
doing teaches 
us how to get 
it done, we are 
all fishing and 
floundering!

Learning is 
work. We all 
need to be 
taught. Learning 
requires pa-
tience. the right people are willing to 
help you learn and know that frustra-
tion is a positive by-product of learn-
ing. Learning by observing and paying 
close attention will be productive as 
long as you are open and willing. the 
actual doing will likely be more difficult 
than you expect it to be. everything is 
hard at first but know that repetition is 
the mother of education. so do it over 
and over and over – wrong, until you 
get it right.

When endeavoring to learn, ask 
for help from someone who actually 

knows how to do that which you want 
to learn. the right people want to and 
are willing to help, if you will just ask. 
the first step in asking for help is get-
ting past your disinclination to ask, for 
fear of being rejected or judged. If you 
don’t ask, the answer is always no.

Be wary of the overzealous “I can 
do anything” person who says they 
can help when they really have no 
idea what they are doing. Choosing 
the right teacher is half of the solu-

tion. the other 
half is mak-
ing sure you 
are the right 
student. the 
right teacher 
is willing to 
teach and has 
no reservations 
about issuing 
necessary cor-
rection with-
out damaging 
the will of the 
student. the 
right student is 

willing to learn and accepts correction 
without being offended.

Find the folks with the battle scars. 
You can’t actually see the scars but 
you can tell they are there by the 
confidence these warriors exude when 
they walk the walk and talk the talk. 
they are the finest teachers.

When you stop learning you stop. If 
you stop teaching, others stop.

For regular doses of Dennis’ great per-
spectives – visit rightthingrightwayright-
now.blogspot.com
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iMagine this scenario:  you’re lying on a 
gurney in a hospital. You’ve just been given the anesthetic 
for your surgery when you hear the following conversation.

“Welcome to our staff, Bob. Here’s everything you need 
to get started. this is a list of the surgeries performed 
here and a price list. With your plumbing experience, I’m 
sure you’ll pick up this surgery thing with no problem. 
Your patient is waiting, so knock ‘em dead, doc!” 

Of course, this would never happen – it takes years 
of training to become a surgeon – but this is how many 
sales people in our industry begin their careers. they are 
given a price list and a few papers and sent out to call on 
prospects and advertisers. While selling advertising may 
not be quite as complex as being a 
surgeon, today’s sales people need 
to be well trained to succeed in a 
competitive environment that offers 
business owners an ever-growing 
choice of ways to market their en-
terprises. salespeople today not only 
need to understand their company’s 
products, pricing and procedures, 
but they need a good foundation in 
advertising sales techniques.

most publishers and sales manag-
ers recognize the value of properly 
training a new sales person. A lack of 
advertising sales training leads not 
only to lost revenue and lost opportu-
nities, but also to rep dissatisfaction 
and employee turnover. unfortunate-
ly, the same competitive and market 
pressures that make training so vital 
make it difficult to find time to bring new reps up to speed. 

sales managers are already overwhelmed trying to 
drive revenue and “putting out fires.” they simply do not 
have the time they know they should devote to bringing 
a new rep up to speed. Often the only training a new rep 
receives is a few days in the field with an experienced 
sales person. this can be useful, but seldom gives a new 
rep a good understanding of the sales process and may 
even result in a new person picking up a few bad habits. 

One of the most frequent comments that Leadership In-
stitute faculty members hear from sales managers who at-
tend their classes at AFCP and regional association confer-
ences is, “I just don’t have time to train my salespeople.” 
In response to this challenge, several years ago the AFCP 

leadership announced a new online training initiative. 

AFcP’s “Online Learning center” combines state-of-
the-art technology with the knowledge and expertise of 
the tLI faculty to make world class sales training avail-
able 24/7/365. the “OLC” is easy to use and is available 
at no cost to all AFCP member publications. the OLC pro-
vides small organizations, which can’t justify the expense 
of having a full-time trainer on staff, a way to give new 
hires the skills they need to get off to a good start.

hoW to use the olc With neW reps

You can gain access to the OLC by going to www.AFCP.
org and clicking on Member Benefits. clicking on the 

Leadership Institute will then give 
you access to the Online Learning 
Center. the seven courses available 
on the OLC are designed to provide 
new reps with an understanding of 
the steps of a sales call. 

rob Zarrilli, the Leadership Insti-
tute’s dean, worked closely with a 
distance learning specialist to make 
the OLC courses both interactive and 
engaging. each OLC course offering 
concludes with a quiz which allows 
the student, and their manager, to 
gauge their grasp of the material. Be-
cause the OLC courses are designed 
for independent study, sales manag-
ers can assign a course and then go 
about their regular activities while 
their new hires complete a lesson.  

the first step to creating a new-
hire training program is to go on the OLC webpage and 
take either of the first two classes in the selling se-
quence, tLi-104 and/or tLi-106. Once your company’s 
AFcP membership is verified, you will be sent an “enroll-
ment key” via e-mail. this key will permit you to access 
and take the rest of the classes in the selling progression. 

I feel it is wise for the managers to go through the cours-
es themselves. this will take some of their time; but the fa-
miliarity with the material and the OLC process they gain by 
doing so will be helpful in guiding their new reps through the 
process. Since this is a web-based process, they can elect to 
do this outside of their busy workday if they would like. 

When a new sales person joins the team, they should 
be assigned to take the OLC courses. While the courses 

FEATuRE STOrY

The online learning Center
 Gets Salespeople Off to a good Start

by Jim Busch

a lack of advertising 
sales training leads 

not only to lost 
revenue and lost 
opportunities, but 

also to rep 
dissatisfaction and 
employee turnover.

http://www.AFCP.org
http://www.AFCP.org
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can be taken in any order, it is best to take them in an 
order approximating the normal flow of a sales call:

1. tLi-104 Opening a Sales Dialogue
2. tLi-106 effective Questioning
3. tLi-105 communicating through Listening
4. tLi-107 Making recommendations Using Features 

and Benefits
5. tLi-103 Answering the classic Sales Objections
6. tLi-101 closing the Sale
7. tLi-108 the Four essentials of an effective Adver-

tising Program
the new rep should be told that it is important that 

they fully grasp the materials. they should be encour-
aged to take their time and 
read the material carefully, 
jotting down any questions 
they may have to discuss 
with the sales manager. 
the sales manager should 
sit with the new person as 
they go through at least the 
first few pages of the first 
course to ensure that they 
understand the process. Af-
ter completing each course, 
the rep should take the quiz 
and print out the results to 
share with the manager. 

the manager should meet 
with the rep after they’ve 
completed each OLC course. 
the manager should review 
the rep’s quiz results and ask what they learned from the 
course. to make sure the rep fully absorbed the lesson the 
manager should role-play the skill learned. For example, 
after the rep has finished Opening a Sales Dialogue, the 
manager should let the rep practice their call opening. they 
might even require the new rep to write out several open-
ings to make them more comfortable with the process. If the 
manager does not feel that the new person fully understands 
the lesson, they should ask them to repeat the session.

Once the rep understands a lesson, they should be 
assigned the next session in the program. the manager 
should follow the same review process after each session 
to build the new rep’s skills. It is advisable to roleplay all 
steps of a call completed by the rep. For example, when 
the rep has completed the first four steps listed above, 
the roleplay should take the call through the opening, 

probing and recommendation phases. this means by the 
time the new person has completed all seven sessions 
they will have practiced their opener at least seven times, 
probed seven times etc. this will build the rep’s skills and 
their confidence before they make their first “solo” call. 

this will also give them a thorough understanding of 
the flow of the sales process. combined with training in 
your products and pricing, this program will give the new 
hires the skills they need to start their sales career off on 
the right foot. 

using the OLC to train new sales people provides 
structure to your training program. OLC also frees up the 
sales manager’s time by letting the rep learn the basics 

of the sales process on 
their own. there is some 
evidence that indicates 
that this may even be 
a more effective way to 
train younger people who 
grew up getting their in-
formation from the web. 

In addition to training 
new reps, the OLC can 
be used to improve the 
skills of the entire sales 
team. If a manager sees 
that a rep is struggling 
with some part of the 
sales process, they may 
assign an OLC course to 
help them get back on 
track. For example, a rep 

that is having trouble closing would benefit from review-
ing tLi-101 closing the Sale. every manager i have ever 
met talks about having to constantly reinforce the basic 
selling skills with their teams. the OLC sessions are short 
enough that they can be used as a group exercise during 
a sales meeting to refocus the team on the fundamentals. 

help at your fingertips  
sales managers need all the help they can get today. 

they find themselves wearing far too many “hats.” they 
have to be a leader, administrator, and super salesper-
son. the AFCP’s Online Learning Center can help sales 
managers to perform one of their most critical functions 
– training their reps to be effective sales people. 

When it comes to building your team’s skills, help is 
just a few quick clicks away. 
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Set Sail for Success
by John Draper, Conference Committee Chair

downtown seaport village marina. 
Credit:  Joanne diBona

in just a nuMber of WeeKs, afcp MeMbers 
will “set sail for success”. As our disembarkation 
nears, let’s take a quick inventory of our planning, 
supplies, and tour schedule.

planning

• registration:  if you haven’t taken this first 
step, get on it today. the AFCP website – www.afcp.
org – provides a quick and easy way to reserve your 
place in san diego.

• travel Arrangements: Anyone who has flown 
recently knows that flights and schedules book up 
fast. Plan to arrive no later than Wednesday, April 
27 and depart on sunday, may 1. Of course you can 
come early or stay late so as to take in more sights 
and experiences of a great American city.

supplies

• Pack Your Bags:  Plan for moderate tempera-
tures with average highs near 70 degrees. evenings 
may cool down a bit so consider some options.

• Bring an Open mind:  With so many of the indus-
try’s brightest publishers and vendors on hand, come 
prepared to listen and learn. successful ideas aren’t 
just your own, but many times gleaned from peers.

• Bring your Appetite:  As always, AFCP is putting 
together some great meals and social events. these 
events offer the perfect opportunity to nourish your 
body and your mind. Plan to sit by a stranger dur-
ing your meals, network with new faces, and if so 
moved, discuss our industry over a drink.

• silent Auction Item:  Plan to donate an item or 
service to the AFCP silent Auction. this fun fundrais-
ing event helps raise money for the continued suc-
cess of the AFCP rising stars program. details are 
available at www.afcp.org.

tour schedule (highlights):
• thursday Kick-Off:  Our event gets started first 

thing thursday morning by acknowledging AFCP tLI 
graduates and rising stars. this ceremony hon-
ors those who have shown a commitment to their 
careers, publications, and the industry. Following will 
be a keynote presentation by sam richter. 

• the Leadership Institute:  tLI will conduct 24 

different classes throughout the event. six new class-
es are being offered for the first time in 2016 and tLi 
welcomes three visiting professors to the line-up. 

• management & Content tracks:  A great variety of 
sessions are in the cards for all. the management track 
will cover topics related to sales management, digital 
media initiatives, and a host of others. the content track 
includes sessions led by san diego state university 
staff, a panel on “today’s Newsroom”, and open mic dis-
cussions where everyone can learn from all attendees.

• trade show:  the industry’s biggest and best 
trade show happens once a year at AFCP. gathered 
will be technology providers, operations experts, 
quality printing providers, and a host of others. 
Learning the tools to success happen in the sessions 
and on the trade show floor, so don’t miss out.

• socials:  thursday night’s dinner and enter-
tainment will be held on the flight decks of the USS 
midway. this vintage aircraft carrier offers a great 
view of the city, flight simulators and history exhib-
its. When the event is done, feel free to meander 
through the nearby city streets of san diego. Friday 
night we will dine outdoors at the resort, then open 
Club AFCP. New to the club this year is a game show 
event designed to entertain participants and specta-
tors alike. After the game show, relax a bit and try 
your hand at a wide variety of games.

the opportunity for you to “set sail for success” 
is entirely before you. We look forward to seeing you 
on our excursion.

http://www.afcp.org
http://www.afcp.org
http://www.afcp.org
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it has been interesting 
to hear Loren Colburn and 
Cassey recore talk excit-
edly about helping folks 

with their travel needs from around the country as 
the readers of our NANI ads call in to NCP travel, 
responding to the ads in our papers. Not only is the 
new travel business an alternative revenue stream 
for our association, but it also has helped Loren and 
Cassey learn more about our NANI network, our 
readers, and how to make the phone ring.

the NANI network continues to produce results 
not only for NCP travel, but for our other advertis-
ers as well. the new single tier lower rate structure 
simplified the network for our sellers and their cli-
ents. It also has brought the price of a NANI ad way 
down, to a level that I believe may attract more 
main street businesses from our hometowns. 

We need to take a 
look at our advertis-
ers in our papers and 
ask ourselves if the 
NANI network would 
work for them. If you 
need more informa-
tion about the NANI 
network, see the 
website (www.afcp.
org) or call the AFCP 
office. We need to 
keep NANI strong to 
continue to fund our 
association, so thank 
your NANI members 
for running the ads. 
In addition, let’s all 
take a look to see if 
we can sell NANI ads 
ourselves.

By the time you get 

this issue of INK, we will be less than two months 
from setting sail to san diego for the annual con-
ference (April 28-30). Most of the planning is done 
and final details are being worked out. i can assure 
you that all attendees will have great networking 
opportunities, learn a lot from the conference ses-
sions and have a great time doing it!

the INK committee has been working hard to 
bring you this monthly magazine all about our 
industry. there have been many subtle changes 
to INK over the years to make this an enjoyable 
read for the members of AFCP and our indus-
try as a whole. Hats off to the committee and 
to dave Neuharth and Barb Holmes for all their 
efforts in bringing INK to your mailbox (or web 
browser) each month. I know they are always 
on the prowl for great story ideas – perhaps you 
have an idea to share. If so, please email dave 
Neuharth or Loren Colburn. they also have been 

reaching out to writers 
in our industry for help 
in bringing great story 
ideas to life. Let us 
know if you would like 
to help.

Hope you are all 
having a great start to 
your year. I hope to see 
many of you in sunny 
san diego!
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A Quick update on nani, 
  npC Travel and ink

GREG BIRKETT
AFCP PrESIdENT
DUBUQUE ADVERTISER

http://www.afcp.org
http://www.afcp.org
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if you have been in the free coMMunity paper 
industry for any length of time, the chances are excel-
lent you have experienced some type of contact with rob 
Zarrilli. It might have been at the AFCP annual confer-
ence, in a tLI classroom, at a state or regional confer-
ence, or right in your own company if you work for one 
of rob’s many publishing clients. But you may not be 
aware of the origins of rob’s success.

Zarrilli kicked off his publishing career working in New 
York City associated with grolier In-
ternational, an international leader 
in the educational publishing field. 
rob’s rise through the corporate 
ranks was quickly fueled by him 
winning national attention as the 
#1 salesperson for grolier Interna-
tional two years running.

It wasn’t long before rob was 
driven to start his own company, 
spectrum, where he truly began 
to realize his passion for hiring, 
training and developing top sales 
talent of his own. It was through 
this experience and watching the 
people he had mentored at grolier 
grow professionally, that it became 
clear to rob where his talents would 
provide him the greatest rewards.

“One of my proudest and happi-
est moments by far was not receiv-
ing a top sales honor myself. It was 
watching someone I hired, gave 
guidance and support to then go on 
to win that same award and actu-
ally break the sales records I had established.”

In 1992, rob’s commitment to family would bring him 
to Florida to be closer to his son rob Jr., who was living 
with his mom in Orlando. that year would be monumen-
tal in his eventual career path as he joined the Flyer 
magazine in tampa as the director of sales for their call 
center operations. It was here where he met Bill mulca-
hey, dick mandt and eventually Carlos guzman, who 
rob still credits with his growth and development, calling 
them all his mentors in life.

In 1996, rob was promoted to vice president of sales 
and for the next nine years was instrumental in the 
growth and expansion of the Flyer magazine including 

heading up the tampa Flyer’s daily operations for Carlos 
guzman and Harte-Hanks.

When that position was eliminated by Harte-Hanks in 
2009, rob decided it was time to devote his entire focus to 
training and strike out on his own by forming Zarrilli train-
ing and Consulting. As a premier motivator, trainer, keynote 
speaker and executive consultant, Zarrilli has established 
himself as one of the most sought after sales and lead-
ership trainers in the country. rob’s ability to transform 

adversity into opportunity in his own 
life ads impact to his ability to coach 
others through that process.

A few years prior, Craig mcmul-
len, then AFCP’s executive director, 
and Carlos guzman, president of 
theFlyer.com in miami, approached 
rob to be the architect of a multi-
purpose, multiplatform, university-
style training program as part of 
the AFCP education initiative. the 
concept was to develop the Lead-
ership Institute (tLI) to provide 
industry specific sales and man-
agement training for the commu-
nity publishing industry. 

rob set out to develop a unique 
and different training program that 
would inform, inspire, entertain 
and challenge the membership. 
rob knew this undertaking would 
require the support of a large 
group of qualified sales trainers to 
ever become a reality. 

“I knew the only way to launch 
a one of a kind program like this was to surround myself 
with people much smarter than I am, individuals who un-
derstood the importance of this initiative and were ready, 
willing and able to make a difference. With that in mind, 
I called Jim Busch, elaine Buckley, Charlie delatorre, Jon 
Cantrell, Bill Osborne and others to support this effort.”

the Leadership Institute has established itself as a 
focal point of AFcP’s member benefits with hundreds 
of classes presented at National, state and regional 
conferences over the years to thousands of industry 
professionals. today tLI has a curriculum of more than 
60 classes covering all aspects of the sales and sales 
management spectrum.

Rob Zarrilli – 
 A Long and Winding Road 

rob and his wife, marlen, on their anniversary.
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that being said, for rob, elaine, Jim and the 
entire tLI faculty, the road to the present has 
been paved with challenges. the classroom 
has been in many cases replaced with comput-
ers and mobile devices; even the most popular 
universities must offer their curriculum online, 
which now includes live streaming, online 
classes, webinars, blogs and podcasts to train 
and develop; an expensive undertaking for 
an organization like 
AFCP that is thin on 
resources.

Committed to 
the initiative, AFCP 
made the invest-
ment and expanded 
tLI’s parameters 
to include a digital 
component to their 
already extensive of-
fering. rob oversaw 
the development of 
tLI’s digital offerings 
which now includes 
seven online classes 
and a video library of 
over 30 five-minute 
podcasts, making it 
easy for publications 
all over the country 
to utilize this indus-
try-specific training 
in a virtual world.

Looking back over the many turns in rob’s career, rob 
has no regrets and is appreciative of all the opportunities 
and successes that he has experienced along the way. 

“We have all had to reinvent ourselves to some degree 
using the lessons we’ve learned from the relationships 
we’ve developed to guide us. Life is all about change, as 
I said in a recent podcast. While we fear the unknown, 
we must embrace change moving us out of our comfort 
zone and enabling us to learn and grow. Change in life is 
inevitable.”

As the dean of tLI, rob Zarrilli continues to spearhead 
AFCP’s efforts in developing and maintaining curriculum 
for the classroom and online offerings while also pre-
paring for national events. He leads a faculty of experi-

enced, knowledgeable training professionals 
every year at our national conference, which 
represents the cornerstone of AFCP’s annual 
educational offerings. He is quick to tell ev-
eryone that much of the heavy lifting is done 
by the amazing volunteer faculty who still 
meet regularly to sharpen their skills in an 
effort to provide the best training forum any 
industry has to offer – digital or otherwise.

In 2009, rob was recognized for his con-
tributions to both the Association of Free 
Community Papers and the entire free com-
munity publication industry over the years 
by being awarded the AFCP distinguished 
service Award. this award celebrates not only 

his time commitment and unwavering dedication to the 
industry he LOves, but the thousands of industry profes-
sionals whose professional growth and performance has 
been directly impacted by rob.

It would be remiss to not recognize that rob has two 
passions in his life – his family and his work, in that 
order. rob describes it as being blessed with a blended 
“Modern Family” of five children, two grandchildren (with 
a third on the way) along with his beautiful, successful 
wife marlen. He is quick to share that his family remains 
his primary source of inspiration and purpose in his life.

We are all fortunate that rob Zarrilli’s long and wind-
ing road passed through the heart of the free community 
paper industry!

rob Zarrilli doing what he does best:  speaking and 
teaaching.
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In Support of the

Association of Free Community Papers

PERSONALIZED SERVICE...              
           ....AT AFFORDABLE PRICING

877.270.7260
Cassey.Recore@CruisePlanners.com

www.NCPtravel.com

- A subsidiary of the Association of Free Community Papers -

Changes are
 taking place all over
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Will thoMas has assuMed 
the role of president of the south-
eastern Advertising Publishers As-
sociation (sAPA).

thomas is the chief executive of-
ficer (ceO) of exchange Media group 
in Fayetteville, tenn. the company 
creates print and digital platforms to 
connect people.

Prior to serving as CeO, he held 
various positions for exchange931.
com and managed sales for Pulaski 
Web, a commercial web printer.

thomas has a Business economics 

undergraduate degree from Wofford 
College in spartanburg, s.C. While in 
college he met his wife, Pierrine, and 
they have two children.

Active in the community, he is a 
board member of the Bank of Lincoln 
County and the Fayetteville Lincoln 
County Industrial development 
Board and has served as its chair-
man.

thomas belongs to vistage, an in-
ternational CeO best practice group, 
and is a member of the First united 
methodist Church in Fayetteville.

mailto:Cassey.Recore@CruisePlanners.com
http://www.NCPtravel.com
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The leadership institute 
is a structured sales 

and sales management 
training program 
sponsored by the 

association of free
Community papers. 

To date, 1,814 free 
paper professionals have 
attended classes at the 

afCp,  state and regional 
conferences, earning over 

10,935 class credits in 
66 different course 

curriculums.  a total of 81 
people have completed all 
the requirements and been 

certified as associate 
advertising Executives 

(aaE) by the afCp board!

by Jim Busch

The lEadERShip Institute

“Your prospect is not going to buy cold hard facts. He 
is going to buy warm people benefits.”

– Zig Ziglar

a feW years ago, one of the sales Managers i 
worked with asked me to spend time with one of her reps. 
the rep in question was having trouble selling special sec-
tions. i scheduled some field time with him to present our 
upcoming spring home and garden tab. 

I met the rep and he was well prepared for the day. He 
had a stack of flyers detailing the coverage of the tab, the 
prices and the deadlines. to each of these he had stapled 
one of his business cards along with a note stating, “Please 
take a moment to look this over and give me a call. thanks. 
Bob.” 

I jumped in the car with him and we spent the morning 
walking into local businesses asking for the owner. In most 
cases, the owner wasn’t available (or had suddenly decided 
to join the witness protection program!), so Bob would 
leave one of his brochures. 

On those rare occasions when someone admitted to 
being the decision maker, Bob would hand the informa-
tion sheet to them saying, “We have our spring tab com-
ing up. It’s a great deal. You can buy an eighth page for 
as little as 40 bucks. Would you like to be in the tab?” 
most of the prospects said, “I’ll think it over and get back 
to you.” Bob marked these down in his “win column” as 
future sales. 

After a morning of observing Bob, I took him to lunch to 
discuss the morning’s activities. I asked Bob if this was his 
typical approach to selling special products and he acknowl-
edged that it was. I went on to ask him why his custom-
ers should buy the tab and Bob responded, “Because it’s 
a great deal.” this prompted a lengthy discussion on the 
benefits of the product and how to present them. 

i took the lead in the afternoon and we were significantly 
more successful. Bob was actually not a bad rep. He wasn’t 
afraid to make calls, but when the pressure was on, he for-
got the basic rule of sales:  “Customers don’t buy products, 
they buy benefits!” 

Whenever a sales person is struggling to hit their goals, 
I’ve found that they are either not making the calls or 
they talk about their products rather than their customer’s 
needs. In Zig’s words, it’s time to spice up those “cold hard 
facts” a bit with some “warm people benefits!”
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TLI COUrSES

The Leadership Institute Class Schedule
 Room Breakout 1 Breakout 2 Breakout 3 Breakout 4 Breakout 5 Breakout 6

Day: Thursday 4/28/16 Thursday 4/28/16 Friday 4/29/16 Friday 4/29/16 Saturday 4/30/16 Saturday 4/30/16
Time: 2:25 - 3:40 PM 4:10 - 5:25 PM 1:00 - 2:15 PM 2:25 - 3:40 PM 8:00 - 9:15 AM 9:25 - 10:40 AM

Nautilus 5  
(seats 60)

New Class!                    
TLI 311          

Increasing Sales 
Through Co-op 

Advertising

New Class!                    
TLI 312                
Better 

Understanding of Ad 
Design and 
Designers

New Class!                    
TLI 313                   

Pitch Anything With 
Emotional 

Intelligence!

New Class!                    
TLI 311          

Increasing Sales 
Through Co-op 

Advertising

New Class!                    
TLI 312                
Better 

Understanding of Ad 
Design and 
Designers

New Class!                    
TLI 313                   

Pitch Anything With 
Emotional 

Intelligence!
Patricia Betts Hank McAfee Joe Mathes Patricia Betts Hank McAfee Joe Mathes

Nautilus 4  
(seats 60)

New Class!                    
TLI 240                    

Presenting & 
Recommending to 
National & Small 

Advertisers

New Class!                    
TLI 238                     

10 Ways to Retain 
Great Employees

New Class!                    
TLI 237                 

Going Native!

New Class!                    
TLI 238                     

10 Ways to Retain 
Great Employees

New Class!                    
TLI 237                    

Going Native!

New Class!                    
TLI 239                    

The Power of      
Positive Thinking

Elaine Buckley Rob Zarrilli Jim Busch Rob Zarrilli Jim Busch Rob Zarrilli

Nautilus 3  
(seats 60)

TLI 190            
Advertising Sales 

Professional                       
- Open Forum -

TLI 290                   
Sales Management                      

.                                     
- Open Forum -

TLI 143            
Positioning Your 

Product Against the 
Competition

TLI128                  
Once is Not Enough 
- Selling Customers 

on the Value of 
FREQUENCY

TLI 231             
Leading Across             
the Generations

TLI 140            
Principles of Ad 
Design for Non-

designers

Charlie & Tom & Rob Charlie & Elaine Elaine Buckley Jim Busch Bill Osborne Jim Busch

Nautilus 2  
(seats 60)

TLI 129                  
How to "Wow"           

with Exceptional 
Customer Service

TLI 116                
Selling Network 

Advertising

TLI 233                   
Why We Follow      
Great Leaders

TLI 141               
Turning Adversity 
Into Opportunity

TLI 123                
Building         

Unstoppable          
Self-Confidence

TLI 213                     
Power of Praise

Jim Busch Tom Cuskey Rob Zarrilli Tom Cuskey Tom Cuskey Tom Cuskey

Nautilus 1  
(seats 60)

TLI 102            
Prospecting: The 

Key To Selling 
Success

TLI 214              
Coaching and 

Mentoring

TLI 135      
Negotiating a 

Win/Win Solution

TLI 217                  
Holding an Effective 

Meeting

TLI 222              
Overcoming 
Objections -            

Part II

New Class!                    
TLI 240                    

Presenting & 
Recommending to 
National & Small 

Advertisers
Jon Cantrell Bill Osborne Bill Osborne Charlie Delatorre Elaine Buckley Elaine Buckley
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TLI102 – Prospecting: The Key To Selling Suc-
cess

every great book begins with an exciting first page 
that grabs your imagination, pulls you into the story 
and leaves you wanting more. this course will teach 
you how to grab a prospect’s attention and turn your 
cold calls into warm appointments.

TLI116 – Selling Network Advertising

the world is your territory when you know how 
to effectively sell network classifieds. Learn how to 
identify network prospects and sell state, regional 
and national advertising programs to increase your 
profits and expand your advertisers’ product offer-
ings to customers.

TLI123 – Building Unstoppable Self-Confidence

this powerful workshop offers a snapshot of how 
important self-confidence is in every aspect of your 
business, personally and professionally. give your 
business the credibility you seek to set yourself 
apart from your competition in the marketplace.

TLI128 – Once is not Enough – Selling Custom-
ers on the Value of Frequency

experts agree that frequency is the key to any 
successful advertising program. this course will 
discuss how to overcome customer reluctance to 
making long-term commitments and convince them 
to run regularly using current research into effective 
advertising. this class will show you how to make 
you and your advertisers successful with consistent 
advertising.

TLI129 – How to “Wow” with Exceptional Cus-
tomer Service

Now more than ever, you need to show your cus-
tomers how important they are. Attend this session 

to get fresh ideas for astounding your customers 
with exceptional service.

TLI135 – Negotiating a Win/Win Solution

this class demonstrates specific techniques for 
resolving disputes with customers without damaging 
your relationship with them. Negotiate with custom-
ers without “giving away the store” and turn cus-
tomer service problems into opportunities. Find Win/
Win solutions that will increase your sales and build 
long-term relationships with your advertisers.

TLI140 – Looking Good! Principles of Ad Design 
for Non-Designers

Learn how to use simple design rules to create 
powerful ads that will jump off the page and generate 
a better response for your advertisers. this class will 
also cover how to sell customers on the advantages of 
well-designed ads and how to use your design skills 
to take business away from your competition.

TLI141 – Turning Adversity into Opportunity

ernest Hemingway once said: “the world breaks 
everyone, and afterward, many are strong at the 
broken places.” this life-changing class will show you 
how to respond (rather than simply react) to adver-
sity and stress in ways that will make you a better, 
more resilient person.

TLI143 – Positioning Your Product Against the 
Competition!    

this session will demonstrate how to create a 
competitive matrix that will help prospects to see 
the value of your free paper versus other media. 
this is a powerful addition to your selling skills.

TLI190 – Advertising Sales Professionals Open 
Forum   

do you have questions about selling advertising? 
Here is your chance to join in this q & A session with 
members of the tLI faculty. this roundtable discus-
sion is your chance to “pick the brains” of experi-
enced sales trainers and get the answers you need 
to become a more effective sales person.

The Leadership Institute Courses

Continued on page 22
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TLI213 – Power of Praise

Learn to develop your staff by “praising them to 
success.” this session will cover how to use praise 
to motivate your people to adopt behaviors that will 
increase their effectiveness.

TLI214 – Coaching and Mentoring

Learn how to impart your knowledge of business 
and life to the people who work for you and use 
these skills to ensure the success of your enterprise 
– today, tomorrow, and far into the future.

TLI217 – Holding an Effective Meeting

Learn to run meetings that are interesting, infor-
mative and inspirational. gain a wealth of practical 
advice on planning, running and getting the most 
from your staff meetings.

TLI222 – Overcoming Objections, Part II

this important topic has too much to present to fit 
into one session! Attend this session to discuss some 
of the more difficult objections and sure-fire ways to 
address them.

TLI231 – Leading Across the Generations

managing the younger generation? Or, someone 
much older than you? generational gaps can often 
present unique management issues. Attend this ses-
sion to discuss how you can effectively communicate 
and manage people in other generations.

TLI233 – Why We Follow Great Leaders

No matter what role you play in life – mom, dad, 
sister, brother, sales associate, executive or entrepre-
neur – your actions make a dramatic impact on ev-
eryone you touch. this interactive lesson on Leader-
ship from the eyes of those who follow you will make 
you better both personally and professionally. Learn 
how to inspire others by understanding what types of 
behavior motivates them to follow, ultimately reach-
ing the outcome everyone desires.

TLI237 – Going Native!

New Class!

In today’s busy world “content is king!” this course 
will show you how to sell and produce sponsored 
content and advertorial features into your publication 
even if you do not have an editorial staff. this “na-
tive content” will drive readership of your publication 
while adding revenue to your bottom line.

TLI238 – 10 Ways to Retain Great Employees

New Class!

retention and turnover are the two biggest chal-
lenges organizations face tOdAY. turnover is a 
debilitating disease and retention of top employees 
is at the core of your organization’s success. Learn 
easy-to-practice guidelines, new approaches and 
proven methods for avoiding turnover and retaining 
top talent in these competitive, challenging times.

TLI239 – The Power of Positive Thinking

New Class!

One of the most important steps you can take 
toward achieving your greatest potential in life is to 
learn to understand and monitor your attitude and its 
impact on your work performance, relationships and 
everyone around you. Learn hands-on methods to 
improve your attitude to impact your life and every-
one around you in a positive way.

TLI240 – Presenting & Recommending to Na-
tional & Small Advertisers

New Class!

Whether you’re in a boardroom presenting to a 
National Account or you are in front of a “mom and 
Pop” advertiser, presenting the right product and rec-
ommending the right program is critical! If you want 
to retain accounts, ensure maximum response, and 
provide the most cost-effective advertising vehicle, 
this class is for you! Class includes tried and true 
methods to keep your account active long after the 
sale!

TLI290 – Advertising Sales Management Forum  

do you have questions about managing an adver-
tising sales team? Here is your chance to join in this 
q & A session with members of the tLI faculty. this 
roundtable discussion is your chance to “pick the 
brains” of experienced sales trainers and get the an-
swers you need to become a more effective advertis-
ing sales manager.

TLI COUrSES
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Continued from page 21
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(909) 947-5292 • Fax (909) 930-9972
   Web Site: www.ultimateprintsource.com

We'll help you cut costs and maximize profits!
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AGERS' ASSOCIA
TIO

N

Arizona Newspapers Association

Providing print services to over 50 publications 
and associations across the country. 

Web PressDigital Press

Direct/Solo MailCirculation Sales

•  Flyers
•  Inserts 
•  Wraps
•  Brochures

•  Rate Sheets
•  NCR Forms
•  Calendars
•  Booklets

•  Printing
•  Inkjetting
•  UV Coating
•  Shipping 

•  Bounce-back Cards
•  Bill Inserts 
•  Posters
•  Mailers 

CALL TODAY!

* Prices based on receiving PDF press-ready file, no bleed, maximum image 
10.5" x 16.5", paper stock is 10pt coated, prices do not include shipping.

A S S O C I A T I O N
Utah Press

SOLO DIRECT MAIL SATURATION POSTCARDS
As low as .157 postage per piece

200 piece minimum
No mailing list required Fast turn around times

 Call for more information

45# Coated Flyer 
  -8.5 x 11
  -Coated Paper
  -Full Color Two Sides
  -Low minimum of 25,000
  -Fast Turn Around
*$300.00 set up/plate charge plus $1.00 per M freight

Print & Deliver
Flyer Special 

$7.50 per M*

Premium Rack Cards
100 Qty25 Qty 200 Qty 500 Qty
$95*$31* $140* $295*

10% AFCP Member Discount
For Rack Cards 

Enter promo code AFCP

NICE

300lEVEl CouRSES
Visiting Professor Classes
TLI311 – Increasing Sales through Co-op Adver-
tising

New Class!    

did you know there is an estimated $50 billion 
dollars of advertising subsidy available to your clients 
that is left unspent every year? Learn how to sell 
and secure co-op advertising and increase your sales 
while building lasting relationships with your clients.

Instructor:  Patricia Betts, General Manager, 
IWANNA USA, Inc.

TLI312 – Better Understanding Ad Design and 
Designers

New Class!

Learn the keys to stronger ad design – and just as 
important, the keys to communicating with your ad 
designers. the combination offers ads and ad orders 
that work! 

Instructor: Hank McAfee, Associate Publisher/Cre-
ative Director, Tower Publications

TLI313 – Pitch Anything with Emotional Intel-
ligence!

New Class!

When was the last time you sold something…really 
sold something? today’s distracted buyer needs to be 
emotionally engaged more than ever before with a 
sales pitch that cuts through the clutter. this session 
features concepts from two of the most relevant sales 
books in recent history:  Pitch Anything by Oren Klaff 
and emotional Intelligence for sales success by Col-
leen stanley. Learn how to apply these concepts to 
sales in general and advertising specifically.

Instructor:  Joe Mathis, Vice President,  Delta Publi-
cations

Check out the above listing of the Leadership Insti-
tute offerings and you will understand why you need 
to get your top performers into these classes. It can 
only improve their effectiveness and increase your 
sales!

http://www.ultimateprintsource.com
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it sounds liKe the beginning 
of a bad joke: “What do you get 
when you gather 760 newspaper 
executives and ask them how 
things are going at their papers?”

that’s just what I did in late 
January, and a few of their an-
swers came as a surprise to me.

Continuing a practice begun in 
late 2014, I contacted newspaper 
publishers, CeOs, owners and 

other top management throughout the u.s. and Canada 
to get information about the state of their newspapers. 
After a week, I’ve received just shy of 800 responses. I 
suspect that number will increase even more by the time 
i finish summarizing all the information.

It’s an arduous task, compiling and going through 
this much data. in the time it took to write those first 
two paragraphs, three more publishers responded. By 
the time i finish writing this column, a few more will 
arrive.

truth is, after about 300 responses, it is clear what the 
results are going to be. Answers don’t change much after 
that. so with nearly 800 responses, it’s safe to say we 
have a good idea what is happening in the industry on 
this day in February 2016.

Interestingly, this particular survey had the best 
response of any I’ve conducted. Papers of all sizes and 
types are represented in statistically reliable numbers. 
there are plenty of metro dailies, as well as tiny week-
lies, and everything in between. even a few monthly and 
online-only publications took part.

the most responses came from the midwest and 
southeast united states, in nearly identical numbers, 
which is usually the case. very few responses came from 
eastern Canada, which is also normal. It’s also interest-
ing that newspapers in the midwest and southeast u.s. 

appear to be the healthiest, which may (or may not) 
be an indication of why there are more papers in those 
areas.

One of the most interesting aspects of conducting 
these surveys is the ability to break the numbers up in a 
variety of ways. For instance, I can tell you how advertis-
ing sales at metro papers on the West Coast compare to 
those at independently owned weekly papers in texas.

It’s fascinating to speak at a newspaper associa-
tion convention and share how their papers compare to 
newspapers in other areas. It’s even more interesting to 
see how different types of papers in the same area are 
doing, based on their size, ownership and other vari-
ables.

I knew that newspapers were doing well overall. I just 
didn’t know how well. As with other places I’ve visited 
recently, publishers I spoke with at a michigan conven-
tion this past weekend shared that they were having 
very good years and their numbers are steady or grow-
ing. I visited with owners of free papers, paid circulation 
papers, community papers, collegiate newspapers, daily 
papers and weeklies. I spoke with several publishers who 
had started new papers that are doing quite well. It was 
inspiring to hear their stories.

I had planned to deliver an overview of this survey, so 
you could see for yourself how papers are doing in North 
America. However, I was struck by the results of one 
question and would like to spend the rest of this column 
sharing those responses with you.

the question: “Compared to three years ago, how 
would you describe the overall health of your primary 
publication(s)?”

my interest was peaked when I took screenshots of 
responses to that lone question, based on the types of 
newspapers.

By sheer coincidence, I laid out the various responses 
by group on my screen. the groups included:

FEATuRE STOrY

Closer to home
by Kevin Slimp

 Health of newspaper largely depends on ownership model

Kevin slimp
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Another member benefit of the
Association of Free Community Papers

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

Specialized Training Classes
 

Designed Specifically For
Community Publication Professionals

 
Six Classes Available Online at

AFCP’s Online Learnming Center
 

Leads to Professional 
Associate Advertising Executive

(AAE) Certification

• independent newspapers, locally owned and oper-
ated;

• Part of a small group (5 or fewer papers);

• Part of a mid-size group (6 to 20 papers), but act 
much like an independent paper with most of the work 
done locally;

• Part of a mid-size group, with much of their work 
directed or done at a central location;

• Part of a large regional group (20 or more papers 
in one geographical region);

• Part of a large national group, covering more than 
one geographical area of the country.

While 26 percent of newspapers affiliated with large 
national groups and 21 percent of those in large re-
gional groups indicated better health than three years 
ago, that number, represented by a green bar on my 
screen, increased as the newspapers indicated more 
local control:

• 26 percent : Large National group

• 21 percent: Large regional group

• 33 percent: Mid-size group with central control

• 36 percent: Mid-size group with Local control

• 32 percent: Small group

• 40 percent: independent, Not Part of a group

With almost 800 responses so far, it seems that 
newspapers locally owned and operated are almost 
twice as likely to have experienced improved health 
over the past three years, compared to large regional 
groups. It seems, as the control of the newspaper gets 
closer to home, so do improvements in its health.

these findings are still preliminary and it’s almost 
guaranteed that there will be plenty of surprises await-
ing me as I dig through the numbers over the next few 
weeks.

One thing is clear: Newspapers are doing better 
than they were a few years ago, and most are report-
ing they feel good about the future. We seem to have 
turned a corner and attitudes and numbers indicate a 
solid future ahead.

so much to report. so little space.

Kevin Slimp is director of the Institute of Newspaper Technol-
ogy, a training program for newspaper designers, publishers 
and technical staff. For more information concerning the Insti-
tute, please visit www.newspaperinstitute.com. To read past 
columns, visit www.kevinslimp.com.

http://www.newspaperinstitute.com
http://www.kevinslimp.com
www.autoconx.com
www.afcp.org
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the association of 
Free Community Papers 
(AFCP) is seeking nominations 
for the 2016 AFCP Publisher 
of the Year and the Craig s. 
mcmullin distinguished ser-
vice Award.

the Publisher of the Year 
Award seeks to recognize an 

individual who has invested 
his or her time and talents 
toward the good of the entire 
association throughout 2015.

the Craig s. mcmullin 
distinguished service award 
recognizes the contributions 
of an individual who has dedi-
cated significant efforts and 

commitment over a number 
of years to advance the free 
paper industry.

Nomination forms for both 
awards are available at www.
afcp.org. the deadline for 
submission of nominations is 
march 14, 2016.

elaine bucKley Will 
be the keynote speaker on 
sales and Kevin slimp on 
graphics at the midwest Free 
Community Papers (mFCP) 
spring conference sched-
uled March 11-12 at Prairie 

meadows in Altoona, Iowa. 

the Ad Contest winners 
will be announced along 
with the awards presenta-
tions at the Friday evening 
banquet.

associations     in 
thenEwS

the coMMunity 
Papers of New england 
(CPNe) has scheduled a 
Wednesday sales round-
table moderated by doug 
Fabian on march 15 from 
11 a.m. to 3 p.m. at Ac-
tion unlimited in Con-
cord, mass. 

the cost for lunch is 
$15 and space is limited 
to 20 publishers or sales 
managers. For informa-
tion or reservations, 
email dphillips@vt-world.
com.
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niche Media is celebrating its 
10th anniversary at its Niche media 
conference scheduled April 4-6 in 
Austin, texas. 

the conference will include a pub-
lishers track session; a Camp Niche 
Ad sales training track including print, 
online and integrated sales; peer-to-
peer roundtables; a bonus day on new 
tools and technology that can create 
new revenue streams; and a niche ori-
entation party 10th anniversary bash.

to submit your “associations in the news” story, please 
contact dave Neuharth by fax (1.352.347.3384) or 
email:  dJNeuharth@aol.com.

the international classified Media 
Association (ICmA) has changed its name to the 
international classified Marketplace Association.

ICmA will celebrate its 30th anniversary and new 
name at its ICmA spring Conference scheduled may 
4-6 in its hometown of Amsterdam.

the association is the global community of lead-
ing players in the Digital classified Marketplace 
Industry. ICmA has members from 32 countries.

dennis Wade is one 
of the keynote speak-
ers at the Free Commu-
nity Papers of New York 
(FCPNY) sales summit 
and graphic Awards Pro-

gram scheduled April 1 at 
the rIt Inn & Conference 
Center in rochester, N.Y. 

Wade will be joined by 
Kevin slimp to work with 
graphic artists.

http://www.afcp.org
http://www.afcp.org
mailto:dphillips@vt-world.com
mailto:dphillips@vt-world.com
mailto:DJNeuharth@aol.com
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AtLANtA, gA : mArCH 5, 2016
southeastern Advertising Publish-
ers Association (sAPA). Leadership 
retreat at the Lemendient Hotel, 
Atlanta, ga. For information contact 
douglas Fry at info@sapatoday.com.

ALtOONA, iA : MArcH 11-12, 2016
midwest Free Community Papers 
(mFCP). spring Conference at Prairie 
meadows in Altoona, Iowa. For infor-
mation contact Kevin Haezebroeck 
at 319-341-4352.

AUStiN, tX : APriL 4-6, 2016
North American mature Publishers 
Association (NAmPA). Niche media 
Conference in Austin, texas. For 
information contact gary Calligas at 
gary@maturepublishers.com.

greeN BAy, Wi : APriL 15-16, 2016
Wisconsin Community Papers (WCP). 
Annual Conference at the tundra Lodge, 
resort and Waterpark, green Bay, Wis. 
For information contact Janelle Ander-
son at janderson@wisad.com.

seveN sPrINgs, PA : 
APriL 22-23, 2016
Mid-Atlantic community Papers As-
sociation (mACPA). Annual Confer-
ence, the seven springs mountain 
resort, seven springs, Pa. For infor-
mation contact Alyse mitten, info@
macpa.net.

SAN DiegO, cA : APriL 28-30, 2016
Association of Free Community 
Papers (AFCP). Annual Conference 
& trade show, sheraton san diego 
Hotel and marina on the shoreline of 
san diego Bay, san diego, Calif. For 
information contact Loren Colburn, 
loren@afcp.org.

AmsterdAm, NetHerLANds :
MAy 4-6, 2016
international classified Media As-
sociation (ICmA). Annual Conference 
icMA’s head office in Amsterdam, 
Netherlands. the site of the confer-
ence will soon be announced. For in-
formation visit www.icmaonline.org.

MANKAtO, MN : JULy 13-14
midwest Free Community Papers 
(mFCP). Publisher’s summit, manka-
to, mN. For information contact Kevin 
Haezebroeck at Kevin@mfcp.org.

deNver, CO : 
SePteMBer 25-28, 2016
North American mature Publishers 
Association (NAmPA). National Con-
vention, the magnolia Hotel, denver, 
Colo.  For information contact gary 
Calligas at gary@maturepublishers.
com.

OrLANdO, FL :
sePtemBer 28 – OCtOBer 2, 2016
Independent Free Papers of America 
(IFPA), southeastern Advertising 
Publishers Association (sAPA) and 
Community Papers of Florida (CPF). 
Joint Conference, the Caribe royale 
All-Suite resort, Orlando, Fla. For in-
formation contact douglas Fry, info@
sapatoday.com, or dave Neuharth, 
djneuharth@aol.com.

LOUiSviLLe, Ky : APriL 20-22, 2017
Association of Free Community 
Papers (AFCP). Annual Conference & 
trade show, gait House, downtown 
Louisville, Ky. For information con-
tact Loren Colburn, loren@afcp.org.
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To list your conference information 
in Free Paper INK, send it to:

DJNeuharth@aol.com

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

 Loren@afcp.org

Lead your sales team with AccountScout, reaching 
dormant advertisers before you skip them!    

Ad Management 
eBilling & Receivables  
CRM & Reminders  
Ad Repository 
eTears 
Many, Many Sales Reports! 

303-791-3301 
sales@fakebrains.com 

www.fakebrains.com

Affordable 
Software, 

Since 1991 

“I have had the pleasure of using AccountScout on a daily basis. 
Customer service of this caliber simply makes my job easier; more 
importantly, it improves the efficiency of our business”  

- Lacey, Rushing Media  

mailto:info@sapatoday.com
mailto:gary@maturepublishers.com
mailto:janderson@wisad.com
mailto:loren@afcp.org
http://www.icmaonline.org
mailto:Kevin@mfcp.org
mailto:djneuharth@aol.com
mailto:loren@afcp.org
mailto:DJNeuharth@aol.com
mailto:Loren@afcp.org
mailto:sales@fakebrains.com
http://www.fakebrains.com
www.afcp.org/nani
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AssociationCONTACT 
INFORMATION

afcp
Association of Free Community 
Papers
135 Old Cove road, suite 210
Liverpool, NY  13090
toll Free:  877-203-2327
email:  loren@afcp.org 
Web:  www.afcp.org
Loren Colburn

ifpa
Independent Free Papers of 
America
104 Westland drive
Columbia, tN  38401
Phone:  866-224-8151
Phone:  931-922-4171
email:  douglas@ifpa.com
Web:  www.ifpa.com 
douglas Fry

canada
Blain Fowler
c/o the Camrose Booster
4925 48th street
Camrose, AB, Canada  t4v1L7
Phone:  780-672-3142
Fax:  780-672-2518
email:  cbads@cable-lynx.net 

naMpa
North American mature Pub-
lishers Association, Inc.
P.O. Box 19510
Shreveport, LA  71149-0510
toll Free:  877-466-2672
Phone:  318-636-5510
Fax:  318-525-0655
email:  nampa.gary@gmail.com 
Web: www.maturepublishers.com
gary Calligas

cpne
Community Papers of New 
england
403 u.s. rte. 302 – Berlin
Barre, vt  05641
Phone:  802-479-2582
email:  dphillips@vt-world.com
Web:  www.cpne.biz 
deborah Phillips

Macpa 
Mid-Atlantic community 
Papers Association 
P.O. Box 408
Hamburg, PA  19526
toll Free:  800-450-7227
Fax:  610-743-8500
email:  info@macpa.net 
Web:  www.macpa.net 
mACnet (Advertising Networks)
email:  info@macnetonline.com
Web:  www.macnetonline.com
Alyse mitten

Mfcp
midwest Free Community 
Papers
P.O. Box 5720
Coralville, IA  52241
400 First Avenue #2
Coralville, IA  52241
toll Free:  800-248-4061
Phone:  319-341-4352
Fax:  319-341-4358
email:  kevin@mfcp.org
Web:  www.mfcp.org
Kevin Haezebroeck

pnaWan
Pacific Northwest Association 
of Want Ad Newspapers
c/o exchange Publishing
P.O. Box 427
spokane, WA  99210
toll Free:  800-326-2223
Phone:  509-922-3456
Fax:  509-455-7940
email:  ads@pnawan.org
Web:  www.regionalAds.org
Web:  www.PNAWAN.org
Kylah strohte

sacp
southwestern Association of     
Community Publications 
c/o valley Publications
27259 1/2 Camp Plenty road
santa Clarita, CA  91351
Phone:  661-510-7520
Fax:  661-298-5338
email:  scdarrin@pacbell.net
darrin Watson

sapa
southeastern Advertising         
Publishers Association
P.O. Box 456
Columbia, tN  38402
104 Westland drive 
Columbia, tN  38401
Phone:  931-223-5708
Fax:  888-450-8329
email:  info@sapatoday.com
Web:  www.sapatoday.com
douglas Fry

cpf
Community Papers of Florida
P.O. Box 1149
Summerfield, FL  34492-1149
13405 se Highway 484 
Belleview, FL  34420
Phone:  352-347-4470
Fax:  352-347-3384
email:  dJNeuharth@aol.com
Web:  www.communitypaper-
sofflorida.com
david Neuharth

cpi&i
Community Papers of Indiana 
and Illinois
c/o Family Flyer
P.O. Box 1004
Crown Point, IN  46308
Phone:  219-689-6262
Fax:  219-374-7558
email:  tina@FamilyFlyer.com
tina Jackson

cpM
Community Papers of michigan
1451 east Lansing drive
suite 213B
east Lansing, mI  48823
toll Free:  800-783-0267
Phone:  517-333-3355
cell Phone:  517-242-0203
Fax:  517-333-3322
email: jackguza@cpapersmi.com 
Jack guza

cpoWv
Community Papers of Ohio & 
West virginia
3500 sullivant Ave.
Columbus, OH  43204
Phone:  614-272-5422
Fax:  614-272-0684
email:  phildaubel@columbus-
messenger.com

fcpny
Free Community Papers of 
New York
109 twin Oaks drive, suite d
syracuse, NY  13206
toll Free:  877-275-2726
Phone:  315-472-6007
Fax:  877-790-1976
email:  dholmes@fcpny.com
Web:  www.fcpny.org 
Web:  www.adnetworkny.com 
dan Holmes

Wcp 
Wisconsin Community Papers
P.O. Box 1256
Fond du Lac, Wi  54936-1256
101 s. main street
Fond du Lac, WI  54935
toll Free:  800-727-8745
Phone:  920-924-2651
Fax:  920-922-0861
email:  janderson@wisad.com  
Web:  www.wisad.com
Janelle Anderson (ext. 108)

national regional

state

mailto:loren@afcp.org
http://www.afcp.org
mailto:douglas@ifpa.com
http://www.ifpa.com
mailto:cbads@cable-lynx.net
mailto:nampa.gary@gmail.com
http://www.maturepublishers.com
mailto:dphillips@vt-world.com
http://www.cpne.biz
mailto:info@macpa.net
http://www.macpa.net
mailto:info@macnetonline.com
http://www.macnetonline.com
mailto:kevin@mfcp.org
http://www.mfcp.org
mailto:ads@pnawan.org
http://www.RegionalAds.org
http://www.PNAWAN.org
mailto:scdarrin@pacbell.net
mailto:info@sapatoday.com
http://www.sapatoday.com
mailto:DJNeuharth@aol.com
http://www.communitypaper-sofflorida.com
http://www.communitypaper-sofflorida.com
http://www.communitypaper-sofflorida.com
mailto:Tina@FamilyFlyer.com
mailto:jackguza@cpapersmi.com
mailto:phildaubel@columbus-messenger.com
mailto:phildaubel@columbus-messenger.com
mailto:phildaubel@columbus-messenger.com
mailto:dholmes@fcpny.com
http://www.fcpny.org
http://www.adnetworkny.com
mailto:janderson@wisad.com
http://www.wisad.com
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SOFTWARE FOR THE 
NEWSPAPER INDUSTRY 
Accounts receivable, sched-
uling, display and classified 
advertising, commissions, 
circulation, circulars, trucks 
& carrier payroll. Contact 
Fake Brains Software at 
www.fakebrains.com or 
303-791-3301. 

AVAILABLE NATION-
WIDE Let us distribute 
your paper in a unique, 
cost effective way while 
bringing in additional 
advertising revenue.  Call 
631.235.2643. The Email 
Shopper ask for Richard 
or email admin@thee-
mailshopper.com

SAVE TIME AND MONEY 
by purchasing your content 
from us. We supply en-
tertaining and educational 
content to free weekly com-
munity papers around the 
country. No contract! Email 
us today: FactsWeekly@
gmail.com or visit www.
FactsWeekly.com

KNOWLES MEDIA 
BROKERAGE SERVICES
Appraisals-Acquisitions

Sales-Mergers
Gregg K. Knowles, 
Licensed Broker. 

Office 661-833-3834
Cell 661-333-9516

Go to my WEBSITE for listings: 
www.media-broker.com

FREE NEWSPAPER IN-
DUSTRY NEWSLETTER
From W.B. Grimes & Co,
The Nation’s #1 Broker

Offices Nationwide
(just e-mail us @ lgrimes@
mediamergers.com) or call

(301) 253-5016.

AVAILABLE IN SOUTH 
FLORIDA for free publica-
tions (Weekly or Monthly). 
Call Tony Battallan. (561) 
585-7537

WHAT’S YOUR PAPER 
WORTH?  Free Newspaper 
Appraisal. Go to www.medi-
mergers.com 

ADVERTISING SALES 
MANAGER The Smart 
Shopper Group is rapidly 
expanding their Shoppers 
into the Sarasota Fl. Market 
and is in need of an ex-
perienced Sales Manager.  
This position will provide 
leadership and direction to 
Display Sales Representa-
tives. Applicants must have 
a proven track record of 
motivating and managing a 
sales group. Shopper and/
or weekly experience is a 
plus. Salary commensurate 
with experience.  Please 
email your resume with a 
cover letter and salary re-
quirements in confidence to 
R Knight, CEO at rknight@
smartshopg.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: Lee Mooty, General Man-
ager, to E-mail: Opportu-
nity@Hometownnewsol.com 
Or Fax: 772-465-5301-EOE

MEDIA COMPANY looking 
for aggressive, hardworking, 
highly motivated advertising 
sales professional for Inside 
and outside sales, Sales 
Managers, telemarketing. 
We don’t need sales people 
to make their goal, we need 
them to beat them.
What’s in it for you? 
• Family atmosphere! 
• Excellent compensation 
plan with great incentives! 
• Great earnings potential! 
• Health, Dental, Vision, 
Retirement Plans 
• Ongoing training and de-
velopment! 
• Room for advancement!
Open territories in Cape 
Coral, Fort Myers, Bonita 
and Naples.
Please email resume to: 
jkonig@breezenewspapers.
com.

LIVE AND WORK in fabu-
lous Myrtle Beach, S.C. The 
Myrtle Beach Herald has an 
immediate opening for an 
experienced sales rep. Email 
resume to Tom Brown, tom.
brown@myorrynews.com.

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

WEEKLY PAID NEWS-
PAPER EDITOR.  Seeking 
Weekly Newspaper Editor 
for two Community News-
papers in Clay County, 
Florida. Candidate must 
have prior newspaper expe-
rience, editing skills, writing 
skills, management skills, 
computer/Internet savvy, 
willingness to serve a local 
niche community, under-
stand deadlines and ability 
to work with a fast paced 
production & marketing en-
vironment while maintain-
ing high ethical standards. 
This is a full time position 
offering compensation com-
mensurate to experience 
plus benefit package. EOE 
Please send letter of inter-
est, experience and resume 
to jon@opcfla.com. 

CONTACT:
Phone:  877.203-2327
Fax:  720.528-7943
Email:  afcp@afcp.org

CLASSIFIED
ADVERTISING

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

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

EMPLOYMENT

COMPUTER  
SOFTWARE

DISTRIBUTION  
SERVICES

PUBLICATION 
BROKERS

EMPLOYMENT

SEE

INK MAGAZINE
 ONLINE AT           

WWW.AFCP.ORG 

CLICK ON      
‘FREE PAPER INK’ 

EMPLOYMENT

WANT

INFORMATION ON 
THE LEADERSHIP

INSTITUTE?

GO TO
WWW.

AFCP.ORG 

CONTENT 
PROVIDERS

WANT TO PLACE YOUR 
OWN CLASSIFIED AD?

CALL       

877-203-2327

http://www.fakebrains.com
mailto:admin@thee-mailshopper.comSAVE
mailto:admin@thee-mailshopper.comSAVE
mailto:FactsWeekly@gmail.com
mailto:FactsWeekly@gmail.com
http://www.FactsWeekly.comKNOWLES
http://www.FactsWeekly.comKNOWLES
http://www.media-broker.comFREE
http://www.media-broker.comFREE
mailto:lgrimes@mediamergers.com
mailto:lgrimes@mediamergers.com
http://www.medi-mergers.com
http://www.medi-mergers.com
mailto:rknight@smartshopg.comADVERTISING
mailto:rknight@smartshopg.comADVERTISING
mailto:Opportu-nity@Hometownnewsol.com
mailto:Opportu-nity@Hometownnewsol.com
mailto:jkonig@breezenewspapers.com.LIVE
mailto:jkonig@breezenewspapers.com.LIVE
mailto:jkonig@breezenewspapers.com.LIVE
mailto:tom.brown@myorrynews.com.ADVERTISING
mailto:tom.brown@myorrynews.com.ADVERTISING
mailto:tom.brown@myorrynews.com.ADVERTISING
mailto:jobs@lipennysaver.comWEEKLY
mailto:jon@opcfla.com
mailto:afcp@afcp.orgCLASSIFIEDADVERTISINGINFORATES:Up
mailto:afcp@afcp.orgCLASSIFIEDADVERTISINGINFORATES:Up
www.afcp.org
www.afcp.org
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REVENUE IS UP! Unique 
opportunity:  four monthly 
publications in North 
Central Florida for sale. All 
publications are targeted 
toward high end senior 
gated communities. Two 
publications come with 
exclusive home delivery 
rights. All the newspapers 
are award winning. If you 
have looked at the stats 
on the senior market you 
will see the opportunities 
for the next ten years. Will 
work as consultant for one 
year if needed. For informa-
tion call 352-804-1223.

KAMEN & CO GROUP 
SERVICES – www.KAMEN-
GROUP.com – info@KAMEN-
GROUP.com
Myrtle Beach, SC publish-
ing entity that distributes 
from Ocean Isle, NC to 
Kiawah, SC. North Carolina 
Shopper & Auto Magazine. 
PennySaver from Major 
East Coast Region. West 
Coast Independent Film/
Movie Studio & Distributor-
ship seeks investors and/
or outright buyer. New 
Mexico Weekly Newspa-
per & Monthly Regional 
Magazine. New Mexico 
Statewide Monthly Health, 
Environmental & Sustain-
able Newspaper. Chicago, 
Illinois Cultural Regional 
Magazine. Honolulu-based 
(small) Book Publishing Co. 
Tampa, FL (area) Shopper 
– Mailed. Central Florida 
Regional Parents/Family 
Magazine – Mailed. South-
west FL Home Decorating 
Upscale Annual Glossy 
Coffee Table Books (two). 
Tennessee Magazine focus-
ing on Locals. Texas Weekly 
Newspapers (five). Indi-

ana Weekly Newspapers 
(two). Seattle, WA Niche 
Glossy Magazine. Pennsyl-
vania Regional Magazines 
(three). Cleveland, Ohio 
Niche Newspaper. Kentucky 
(area) Newspaper Group. 
Las Vegas, Nevada Glossy 
Tourist Magazine. NYC 
(area) Newspaper Group. 
Famous Coupon Queen 
Booklet. South Dakota 
Weekly Newspaper.  (Eu-
rope / Overseas Listings). 
Copenhagen, Denmark 
- Daily Newspaper. Jeru-
salem, Israel - Auto Parts 
(Manufacturing) Magazine. 
Florence, Italy - Cultural & 
Regional Magazines (four). 
Iceland - Weekly Glossy 
Tourist Magazine. Lucerne, 

Switzerland - Major Daily 
Newspaper Publishing 
Co. Geneva, Switzerland 
- Educational Magazine. 
Prague, Czech Republic 
- Science Directory. Bu-
dapest, Hungary - Book 
Publishing Co. London, 
England - Daily Newspa-
per. Edinburgh, Scotland 
- Weekend Newspapers & 
Tourist Magazines (six). Ka-
men & Co Group Services 
can help you to financially 
value your free distribution 
publishing entity. We have 
the experience and proven 
track record of correctly 
valuing all types of print & 
digital publishing organiza-
tions on a worldwide basis. 
Want to sell your valuable 
publication? We provide 
customized, confidential 
brokerage services and 
would be delighted to meet 
you at our corporate head-
quarters in Uniondale, Long 
Island, New York. Please 
call and schedule your visit; 
it would be our pleasure 
to welcome you! Need a 
new business plan for your 
title? Let us help you with 
creating a realistic and cost 
effective 2015/16 business 
plan that is concise and 
user-friendly. We are avail-
able to help you and your 
family. Simply call (516) 
379-2797 or email us at 
info@KamenGroup.com   /
www.KamenGroup.com

25 YEAR OLD WEEKLY 
paper for sale located 
Charleston, South Carolina 
- Family Owned - Debt Free 
- Financing available - Time 
for us to retire! - Call Rich-
ard @ 843-552-6826 

NATIONWIDE W.B. 
Grimes & Company. Check 
out our complete list @ 
www.mediamergers.com

OUTPERFORM YOUR 
CONDITIONS. Training 
and marketing materi-
als supported by research 
that will help your staff sell 
more ads in this economy. 
Affordable and proven 
programs. John Peterson, 
860-447-9198. Johncpeter-
son.com.

WANTED: Charlie Mouser 
advertising and sales train-
ing booklets. Contact Tom 
Griffis at 970-590-1927 or 
email to:  tomgriffis1@mac.
com

INSERTING MACHINE 
for SALE:  12 into 1 Muller-
Martini 227 inserting ma-
chine.  Additional pockets 
also available.  Contact Lee 
at lmsmith@theflyer.com or 
813-635-3396.

NICE 6 SLOT MULTI-
publication racks for sale, 
in good condition @ $20.00 
per rack. Can send a pic-
ture if interested. Please 
email Julie or Rob at julie@
opcfla.com or rob@opcfla.
com.  

CONTACT:
Phone:  877.203-2327
Fax:  720.528-7943
Email:  afcp@afcp.org

CLASSIFIED
ADVERTISING

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

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

EMPLOYMENT PUBLICATIONS
FOR SALE

PUBLICATIONS
FOR SALE

PUBLICATIONS
FOR SALE

MISCELLANEOUS

EQUIPMENT FOR 
SALE

WANT

INFORMATION ON 
THE LEADERSHIP

INSTITUTE?

GO TO
WWW.

AFCP.ORG 

IS YOUR CAREER 
WORTH 5 MINUTES 

OF YOUR TIME?

INVEST IN 
TRAINING BY

THE PODFATHER,
ROB ZARRILLI!

GO TO
WWW.AFCP.ORG

CLICK ON

MEMBER BENEFITS →
THE LEADERSHIP INSTITUTE →

PODCAST ARCHIVES

http://www.KAMEN-GROUP.com
http://www.KAMEN-GROUP.com
mailto:info@KAMEN-GROUP.comMyrtle
mailto:info@KAMEN-GROUP.comMyrtle
mailto:info@KAMEN-GROUP.comMyrtle
mailto:info@KamenGroup.com
http://www.KamenGroup.com25
http://www.KamenGroup.com25
http://www.mediamergers.comOUTPERFORM
mailto:tomgriffis1@mac.comINSERTING
mailto:lmsmith@theflyer.com
mailto:julie@opcfla.com
mailto:julie@opcfla.com
mailto:rob@opcfla.com
mailto:rob@opcfla.com
mailto:afcp@afcp.orgCLASSIFIEDADVERTISINGINFORATES:Up
mailto:afcp@afcp.orgCLASSIFIEDADVERTISINGINFORATES:Up
www.afcp.org
www.afcp.org


March 2016

INK
31

Auctio� Item� Wante�!

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

AFCP Annual Conference. Our first auction in 2015 was a success 
and we need your help to keep that success going in 2016!

UNIQUE ARTWORK
MUSIC

MEMORABILIA
JEWELRY & WATCHES

ELECTRONICS

GIFT BASKETS
AUTOGRAPHED ITEMS

TIMESHARES
SPECIALTY ITEMS

GIFT CARDS (NATIONAL)

Help U� Bea� Our Goa� I� 2016!

LAST YEAR THE RISING STARS 
RAISED OVER $5,000!

Contact Alix at the AFCP office at: alix@afcp.org or call 1-877-203-2327

Professionally Designed 
Themes - Choose from our large 
selection of pre-designed themes 
or create your own.  

Did You Know? More than 50% of Your Advertisers  
Do NOT Have a Website!

Call now for a Free Demo: 1 (888) 958-6838          
Learn more at www.siteswan.com

Create Professional Websites for Your Clients with the #1 Website Builder for Print Publishers!

Easy-to-Edit -  
Add text, photos, coupons, videos  
and more. It’s so easy, you can grant  
your clients access to manage their  
site themselves.

Beautiful on All Devices -  
Our responsive design ensures 
that every site you create looks 
great on desktop, tablet and 
mobile.

 
There are thousands of small 
businesses in your area that need 
a website. Set your own prices and 

1
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1

2

3

4

mailto:alix@afcp.org
http://www.siteswan.com


135 old Cove Road – Suite 210
liverpool, nY  13090

The Free PaPer IndusTry’s news source
www.aFcP.org

April 28-30, 2016

Sheraton San Diego

Hotel & Marina

 SUCCESS
Networking Opportunities

Industry Specifi c Training

Great Entertainment

Great Food

Successful Ideas

Tremendous Trade Show

San Diego
Annual Conference and Trade Show 2016

Sheraton San Diego
Hotel & Marina

April 28-30, 2016
The Free Paper Industry’s

Largest Annual Event

Set Sail For Success!

Free Exchange of Ideas

Industry Specific Training

Peer to Peer Networking

Extensive Trade Show

Evening on USS Midway

All Inclusive Program

Product Growth Concepts

Learn Industry Trends

Here are just a few of the important reasons you 
should register for the April AFCP Conference...

And here is why you need to 
do it NOW...

NANI Room Buy-Down
Ending Soon - Don’t Delay

Got a newsworthy event 
going on with your business 

or with your staff?

Send the details and a photo to 
loren@afcp.org so it can be 

considered for inclusion in the next 
issue of Free Paper INK.

http://www.afcp.org
http://www.afcp.org
mailto:loren@afcp.org

