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REWARD YOUR CUSTOMERS

REWARD YOUR STAFF
REWARD YOURSELF!

Enter AFCP’s 2021 Best of the Best Publication Awards contest and show the rest of the 
world your best work. Use your winning entries to promote your staff, your advertisers and 
your national award winning publication! MARK YOUR CALENDARS! Entries must be 
postmarked by January 25, 2021. Forms are available for download from the AFCP website 
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MISSION STATEMENT
Bring news and resources to the attention of the 
free paper industry by publishing a responsible 

quality magazine.

DEADLINES:  The deadline for classified ads, display 
ads and editorial is the 4th of every month.

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 wel-
come your input, appreciate your 
readership and look forward to 
your contributions to our content.

Free Paper INK is not liable for 
errors appearing in advertise-
ments beyond the cost of the 
space occupied by the error, and 
notification must be made in writ-
ing 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 manage-
ment.

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

Cover Photo:
sun_ok/shutterstock.com

CO
M

IN
G

ne
xt

m
on

th The next issue of INK will focus on the results of the 
merger plans for the national associations. It will include all 
the important news and information that you will need to 
stay on top of the community publication industry.
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Covid-19 designer challenges?
Ad volumes �uctuating?
Team shorthanded?
Do you hire?

Rob Jones,Managing Director • 149 Penn Ave., Scranton, PA. 18503 • O: 570-504-9309 • C: 570-840-4757 • tscsdirect.com

TSCS can help answer those questions, control your payroll
expense, and deliver designs overnight!

Start with a 90-day, paid evaluation of our services.
You only pay for the designs you send.
No up-front fees, minimums, or commitments.

The evaluation of our services serves three purposes:
• It helps you address the �uctuating ad volume designs over
the next three months without having to add the expense
of hiring a graphic designer. The increase in your ad revenue
may not be at the point where it is justi�ed to hire another
designer at this time.
• Allow TSCS to �ll in while your designer is on vacation or leave.
• You get to evaluate our design services and our customer
service, letting YOU decide if TSCS is the right �t.

WE’VE GOT
YOUR BACK

When it comes to circulation
audits, there’s only so much
talking you can do about
yourself. What you want is
your readers and advertisers
talking about you. Hand out
megaphones to your
supporters, then help them
turn up the volume for
everyone to hear.

GET TRAINING
It is important to get your quarterly circulation
reports in to CVC. But you’ll end up with just
numbers unless you learn how to leverage that
information to benefit your advertisers. Tim
Bingaman’s free training gives you what you
need.

IMPROVE CUSTOMER RELATIONS
Build trust with your readers and advertisers by
sharing real information about who you are and
how you can guide them to success. Your
publication is the guide to profitability and
success for advertisers. Show them how.

GARNER MARKET DATA
Your circulation audit and readership survey go
hand-in-hand to help advertisers understand
how they can benefit and succeed by using
your publication. Gain even more by CVC
conducting free surveys twice a year.

BOLSTER SALES
Your advertisers want results they can count
on. You can give them what they need with
your CVC audit. With real circulation and
readership numbers your sales will improve. If
you haven’t taken advantage of your audit
benefit call Douglas Fry at 931.223.5708.

unleash the
power of
your audit

YOUR CIRCULATION VERIFICATION COUNCIL
AUDIT IS THE SINGLE MOST IMPORTANT

BENEFIT AT YOUR FINGERTIPS.
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John Draper
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Gainesville, FL  32606
ericka@towerpublications.com
352-372-5468

At-Large DirectorS
Greg Bruns
Arcadia News
3850 E. Indian School Road
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greg@arcadianews.com
602-840-6379

Lisa Miller
New Century Press
P.O. Box 28
Rock Rapids, IA  51246
lmiller@ncpub.com
712-472-2525

Randy Miller
The Merchandiser
P.O. Box 840
Lebanon, PA  17042
randym@themerchandiser.com
717-270-2742

Barb Perry
Reminder Publishing, LLC
280 North Main Street
East Longmeadow, MA  01028
bperry@reminderpublications.com
413-525-6661

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

Carol Toomey
Action Unlimited
100-1 Domino Drive
Concord, MA  01742
carolaction@aol.com
978-371-2442
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When it comes to circulation
audits, there’s only so much
talking you can do about
yourself. What you want is
your readers and advertisers
talking about you. Hand out
megaphones to your
supporters, then help them
turn up the volume for
everyone to hear.

GET TRAINING
It is important to get your quarterly circulation
reports in to CVC. But you’ll end up with just
numbers unless you learn how to leverage that
information to benefit your advertisers. Tim
Bingaman’s free training gives you what you
need.

IMPROVE CUSTOMER RELATIONS
Build trust with your readers and advertisers by
sharing real information about who you are and
how you can guide them to success. Your
publication is the guide to profitability and
success for advertisers. Show them how.

GARNER MARKET DATA
Your circulation audit and readership survey go
hand-in-hand to help advertisers understand
how they can benefit and succeed by using
your publication. Gain even more by CVC
conducting free surveys twice a year.

BOLSTER SALES
Your advertisers want results they can count
on. You can give them what they need with
your CVC audit. With real circulation and
readership numbers your sales will improve. If
you haven’t taken advantage of your audit
benefit call Douglas Fry at 931.223.5708.

unleash the
power of
your audit

YOUR CIRCULATION VERIFICATION COUNCIL
AUDIT IS THE SINGLE MOST IMPORTANT

BENEFIT AT YOUR FINGERTIPS.
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DIRECTOR’S POINT OF VIEW

Unity is strength... 

LOREN COLBURN
EXECUTIVE DIRECTOR

I don’t know if you have ever 
read anything from Mattie Stepanek. 
Mattie was an amazing poet who wrote 
seven best-selling books of poetry and 
peace essays before his death at the 
early age of 13. His wisdom extended 
well beyond his age and one of the 
thoughtful gems he left for us is the 
quote referenced by the title. 

The community publication industry is 
facing an incredible opportunity to unify 
the representation of their businesses 
on the national stage. For over 40 years, 
the Association of 
Free Community 
Publications (AFCP) 
and the Indepen-
dent Free Papers of 
America (IFPA) have 
both worked tire-
lessly to improve the 
image, strength and 
acceptance of their 
members. Because 
of the separate na-
ture of these efforts, 
there has been some 
duplication of the 
programs, initiatives 
and resources within 
their memberships 
and the industry.

With the additional strains put on the 
industry and members’ businesses by the 
economic and civil impact of COVID-19, 
the two organizations have increased 
their focus on working through the is-
sues that separate the two groups. Both 
boards have navigated this process with 
a clear and concise goal of providing what 
is in the best interests of their support-
ing members. Many of those members 
belong to both organizations, creating 
significant duplication of member require-
ments to support the efforts of both. 

The first week in December, there will 
be an opportunity for each organization’s 
members to vote on a merger plan to 
unify the two associations. This plan pro-

poses a new organization, the Association 
of Community Publishers (ACP) to repre-
sent community publications nationally. 
This unification plan will allow all publica-
tions to unite within a single organization 
to promote the initiatives, image and 
education of industry participants.

What does all this translate into for in-
dividual publications? One stronger voice 
to advocate on behalf of members, one 
advertising network to support, one set 
of events to attend, additional funding 
support for circulation audits, increased 

accessibility of The 
Leadership Insti-
tute’s professional 
development pro-
grams, one mem-
bership dues pay-
ment, and on and on 
the list goes. 

The board mem-
bers and staff of 
both organizations 
urge their mem-
bers to support this 
effort to unify the 
community pub-
lication industry’s 
national representa-
tion. Take the time 
to respond to the 

voting process for each of the organiza-
tions you belong to as there are legal 
requirements for the number of vot-
ing participants needed to validate this 
merger plan. As Mattie Stepanek so 
well advised us, “wonderful things can 
be achieved” from the consolidation of 
talents, efforts and resources in the in-
terests of teamwork and collaboration.

My faith in our members to do what 
is best for their future and the future 
of the industry prompts me to project 
that 2021 will bring a new organization, 
new opportunities and a new solidarity 
to this industry. It will be just what is 
needed to shout from the rooftops, “If 
its FREE, buy it!”

“Unity is 
strength…when 

there is teamwork 
and collaboration, 
wonderful things 
can be achieved.”

- Mattie Stepanek
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STORY SPOTLIGHT
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Talking with Val Simon of
	 Coastal Breeze News
Coastal Breeze News is the little engine 
that could. 

There were already two corporate-owned daily 
newspapers on Florida’s Marco Island – a small, 
24-square-mile beach paradise – when Publisher Val 
Simon launched the Coastal Breeze News on Janu-
ary 10, 2010. 

“Everyone thought I was 
crazy,” she laughed, “and 
so did I. But I thought the 
Gannett and Scripps papers 
were missing the mark, so 
I started Coastal Breeze 
News as the third paper on 
the island.  I had worked for 
the Sun Times and was part 
of the negotiations when 
Gannett bought that paper. 
The transition from small 
independent publication to 
megamedia ownership was 
a lesson.” After Gannett 
took over the local Scripps 
papers, they shut the Sun 
Times down.    

Having worked for both 
giant corporations and tiny 
independent publications, 
Simon knows that the key 
to her success is experi-
ence.    

“You either know newspa-
pers and your community or 
you don’t,” she said. “Some 
of the bigger corporate 
papers forget that. I know 
that you can only cut so 
far before you actually cut 
what the people enjoy and 
what they want to see. I’ve 
seen what happens when 
local decisions are driven 
from other locations. We used to have an ad that 
said, ‘We work here, we live here, we play here.’ 
Unlike the big corporate papers, I can give people a 
decision in minutes. I don’t have to ask a board of 

directors for approval. The buck stops here.”

Though she never intentionally chose publishing 
as a career, she has four decades of experience.

“When I was 18, I decided I needed a new job,” 
she said. “I would go out and apply for a job, then 
have to go back for an interview the next day. Fi-

nally I decided that I wasn’t 
going to go out unless I 
applied at a minimum of 
three places. After all, I was 
already dressed up. I had 
applied for two jobs one day 
and couldn’t think of where 
else to apply. I came to a 
stop sign and noticed the 
newspaper at the end of the 
block. I stopped and applied 
for a job, talked to some 
guy and he ended up hiring 
me.”

That guy was Tom Krekel, 
a familiar face in the indus-
try. “Much later he asked 
me, ‘Do you know why I 
hired you?’ I had no idea. 
He said, ‘We had 250 ap-
plicants, some with master’s 
degrees. I hired you for 
your enthusiasm.’ I have 
been in newspapers ever 
since,” she said. 

“I was in the Cayman 
Islands for ten years too. 
My husband and I honey-
mooned in Grand Cayman in 
1989 and loved it. So when 
the opportunity came up to 
work with Peter Jackson at 
his paper, the New Cayman-
ian, we took a chance. We 
packed up everything and 
moved down there. I also 

worked with the late Brian Uzzell at the Cayman 
Compass. We returned to the U.S. in 2000 with two 
kids in tow.”     

Page A28 www.coastalbreezenews.com August 17 - August 30, 2018

Ever wonder what it’s like to be a re-
porter? Curious about how a newspaper 
gets made?

The Marco Island Chamber of Com-
merce’s Leadership Marco 
2018 class discovered the an-
swers to these questions, and 
many more on Media Day. The 
class spent a busy day learning 
about local media outlets in 
Naples, Fort Myers and here 
on Marco Island. 

The group finished the 
day with Coastal Breeze 
News where they got 
a glimpse behind the 
scenes. Publisher Val 
Simon began the pre-
sentation with an over-
view of the indepen-
dently owned community 
newspaper.  

Author, actor and mar-
keting guru Randall Kenneth Jones held 
an entertaining, yet informative, mock 
press conference. Jones presented the 
group with a fictitious, and dramatic, ac-
count of a ten-year-old Tommie Barfield 
student who hacked the City of Marco 
Island computer system. Leadership 
students became reporters, and were en-

couraged to ask Jones the questions that 
would lead to a great story.

Following the press conference, Pro-
duction Manager Don Haberkorn gave 
an informative lesson in production and 
layout, then tasked the class with design-
ing their own front page. The class was 

divided into teams and provided 
a selection of news sto-
ries and photographs 
to choose from. Foam 
board, markers, scis-
sors and a glue stick 
brought their attention-
grabbing front page cre-
ations to life. 

The interactive press 
conference and creative 
front page exercise was 
designed to give the 
Leadership Marco stu-
dents a taste of what the 
Coastal Breeze News 
team does to bring read-
ers the news. From cov-

ering local news stories 
to designing the pages of the paper, this 
hands-on experience was a fun way to 
show the class the workings of a local com-
munity newspaper.

The Leadership Marco Class of 2018 
will continue to meet over the next few 
months, and will be recognized at a gradu-
ation ceremony in January 2019.

Leadership Marco Media Day  
With Coastal Breeze News

By Coastal Breeze News Staff

Christine Smith, Natalia Armstrong and Donna Sandell are busy at work dur-
ing the front page exercise.

Natalia Armstrong (2017 LM Graduate), Christine Smith and 
Donna Sandell.

Photos by Jodi Pree
Randall Kenneth Jones gave each Leadership 
Marco student a signed copy of his book.

Donna Niemczyk from the Marco Island 
Chamber with presenter Randall Kenneth 
Jones, author of “Show Me.”

Christine Smith and Anthony DiMora.

Jeff McCracken, Yvette Benarroch and Jacki 
Strategos.

CBN Publisher Val Simon and Production 
Manager Don Haberkorn.

Students showed their talents by creating 
their own front page.

Cheryl Stokes and Nick Donatelli prepare the 
front page.

Cheryl Stokes and Nick Donatelli.

Don Haberkorn hands out supplies.

An intense moment during the press conference as Randall Kenneth Jones makes a point to a 
“reporter.”

The Leadership Marco class takes part in a mock press conference.

Val Simon (top left) and her production manager 
enjoy participating in Leadership Marco. Here they are 
giving the class a variety of elements for a front page, 
and instructing the class to piece it together by choos-
ing the main story and photo.One of Coastal Breeze 
News’s contributors (center, black shirt) assists by 
providing a hilarious mock press conference.

Continued on page 8
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Your best source for circulation and distribution supplies!

800-321-0350    scity.com

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

If you participate in 
CVC online studies

we can tell you everything
you want to know

about your readers.

STORY SPOTLIGHT
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e Talking with Val Simon of Coastal Breeze News

With only about 17,000 permanent residents 
on the island, circulation is very seasonal, ranging 
from 12,500 in the summer months to 18,000 plus 
in season. Coastal Breeze News was published bi-
weekly until mid-November of 2019, when it went 
weekly. Then COVID hit and the bottom fell out of 
everything. The weekly AFCP publishers’ calls were 
a lifeline.

“I thought long and hard about what to do and 
decided that as long as it was paying for itself, I 
was going to continue publishing,” she said. “Some 
publishers stopped, but we never missed a beat. 
So many seniors here were afraid to go out to get 
a paper. So I told them for a two-month period, 
we would give them home delivery for free. Was 
it costly for us? Yes, but it meant a lot to them. It 
gave them the news and information they needed 
because TV stations don’t cover us. We’re too far 

from their main market area of Fort Myers.”

Simon has a staff of 13 full- and part-time em-
ployees, many of which came to her after being laid 
off from the corporate papers. “In this industry it’s 
hard to not only find someone who is good at what 
they do, but who is also dedicated enough to get up 
at 5:00 a.m. to finish a layout, if that’s what needs 
to be done. When you find that loyalty you need to 
take care of it,” she said.   

The one thing that Simon wants people to know 
about Coastal Breeze News is that it is a paper with 
a heart.  

“We care about the community,” she said. “One 
lady sent me a note that said, ‘You are a great com-
munity partner.’ It goes back to why would I go to 
home delivery during COVID? Because we care. It’s 
important. That’s what is missing in a lot of media 
companies today. I’m grateful to be able to be doing 
what I’m doing and to offer an alternative to the 
readers and the employees.”

Continued from page 7
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STORY SPOTLIGHT
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Nothing Beats FREE!
INK Magazine recently 
caught up with Loren Dal-
ton, co-founder and CEO of 
WhutsFree, in order to find 
out how his app can help 
publishers in our industry. 
Dalton spent over 25 years 
with the Harte-Hanks Penny-
Saver, serving in many roles, 
including President of the 
Northern California Penny-

Saver, EVP of Sales and Marketing for all of Califor-
nia and President of their internet company. 

INK: What is WhutsFree?

Dalton: Most people that hear 
about it for the first time think of it 
as “Groupon-like”. While I under-
stand where they are coming from, 
I don’t see it that way. We are an 
app that offers FREE deals for the 
users in their local area (no pur-
chase necessary). We don’t charge 
the business owner for the FREE 
offer! But there is still good money 
to be made with this app.

INK: Why did you create this app?

Dalton: I spent over 25 years of 
my career in the Free Paper Busi-
ness. Like a lot of people who read 
this magazine, I could have made 
a living doing all kinds of other 
things, but I always loved what our 
industry does. We allow the small- 
and medium-sized business owners 
to stand toe-to-toe with the na-
tional and large regional companies 
and win! Without us, there would 
be far fewer small businesses in 
existence today.  

I not only spent much of my career in the Free 
Paper Industry, but my last few years in it, I was 
working on ways to help small- and medium-sized 
businesses with digital offerings. My experience in 
our industry (both in print and digital) is tailor made 
to help publishers win. With what I have learned in 
my previous roles, I knew I could create something 
that would be a win for them and their customers. 

INK: How does WhutsFree help publishers?

Dalton: Publishers are getting a lot of competi-

tion from digital competitors (as digital solutions be-
come more hyper local). It is not fair for these BIG 
companies who own these digital solutions to beat 
us at our own game. Our industry was the original 
“hyper local” solution. So my business partner, Josh 
Holmes (who also comes from our industry) and I 
decided to build something that allows publishers to 
fight back and win!

INK: But many publishers view ANY digital solution 
as a threat to their publications. 

Dalton: I know that this is the case. And they 
have had good reason to feel that way, as most 

digital solutions, in fact, have been 
threats. The leaders at my former 
company felt the same way. In 
hindsight, I am sure that they wish 
that they had thought differently. 
It isn’t that digital solutions are, by 
definition, a threat. It is that most 
all of them have been built in such 
a way that they naturally become a 
threat. 

To be a WIN for publishers of 
AFCP (instead of a threat), a digi-
tal solution needs to “thread the 
needle” by bringing value to the end 
users and the advertisers WITH-
OUT having advertisers choose the 
digital solution INSTEAD of print. 
It has to be something that they 
want to do IN ADDITION TO PRINT! 
And done right, it can also develop 
relationships with a lot of business 
owners who do not currently run 
with you in print. We have spent the 
last year and a half building this so-
lution! We are excited to introduce 
it to the industry. 

When it comes to a good deal, 
NOTHING BEATS FREE!! As a result, 

we expect this app to quickly become one of the 
most popular apps in the nation. And as it grows 
nationwide, it will only increase the value of it in 
your own individual area, bringing you more ad-
vertisers, revenue and profits, while bringing more 
results for your advertisers and more value for your 
readers. 

To find out more, publishers can email us at pub-
lishers@whutsfree.com or call us at 833-WhutsFree 
(833-948-8737).

Loren Dalton
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Postal Rate Specifics for 2021
by Donna Hanbery, Executive Director, Saturation Mailers Coalition

In last month’s INK, my column shared 
the “just announced” USPS Postal Rate Filing. This 
month I can share a chart showing the current, fu-
ture, and percentage differences for rates for Satura-
tion Flat Mail, the type of mail most frequently used 
by free papers.

No, your eyes are not deceiving you. For most 
types of saturation mail, including mailings up to 
the four-ounce break point or heavier mailings, free 
papers will see no increase in the basic rate they pay 
for saturation flat mail delivered to any of the Postal 
Service entry points, whether sent by EDDM com-
mercial (what we used to call simplified), or satura-
tion regular rate flats prepared with an address. 

In recognition of the COVID-19 market disruptions 
and hardships that shared mailers and free papers 
publishers faced, along with saturation coupon en-
velopes and coupon magazines, it seems the Postal 
Service exercised restraint and did not increase the 
basic rate for any of these programs.

As predicted and feared, the Postal Service con-
tinued to be reasonably aggressive in efforts to 
increase the cost of detached address label (DAL) or 
detached marketing label (DML). Any card that ac-
companies a mailing with a marketing or advertising 
message will increase in rates from today’s current 
rate of five cents per card to six cents per card. For 
mailers that have relied on DMLs to help cover their 
mailing costs, this results in a practical rate increase 
of 4.69 percent in postage costs. 

The Postal Service officials handling operations, 
marketing, and pricing have consistently maintained 
that the DAL or DML is a separate “cost driver” for 
the Postal Service, and that the card has not been 
“covering its costs.” Although publishers and mail-
ers using the card have pointed out that the Postal 
Service should consider all combined revenues from 
a shared mail package, such as a free paper or a 
shared mail coupon magazine sent with the card (be-
cause you cannot mail a DML without the full pack-
age, a profitable product when combined rates and 
costs are considered) the Postal Service has consis-
tently argued in past years’ rate filings that it needs 
to raise the card rates to cover card costs. But for 
mailers that do not use a DML/DAL card, or mail to 
several zones or areas without a card, the 2021 price 
adjustment will result in no rate increase.

The mailings that saw the higher increases in the 
Marketing Mail ECR category were high density regu-
lar mailings. Carrier route flats and high-density flats 
saw rate increases of four to six percent. In a webi-

nar offered by the Postal Services officials on pricing, 
it was explained that the high density category was 
originally created for newspaper TMC programs to of-
fer a type of “blended rate” that recognizes the mar-
ket differences and customer needs used by newspa-
pers that were using their own carriers to deliver to 
subscribers, but also using a high density mail option 
going to nonsubscribers.

Over the years, the high density regular category 
and the ECR basic category have been used more by 
co-mailers to combine a variety of customer mailings 
to achieve rate savings with greater density of com-
bined pieces going to a specific carrier route or zip 
code. The Postal Service argues it is not capturing real 
costs savings from these mailings and that offering 
co-mailers lower rates for simply adding more pieces 
to a mailing is not benefiting the Postal Service.

SMC has been advocating for separate product and 
rate treatment for saturation shared mail programs – 
whether free papers, shared mail, coupon envelopes or 
magazines – for several years. When you are doing a 
mailing that must, based on your product type, cover 
every home in a geographic area, you are not able to 
achieve savings or postal reductions unless you cut 
frequency or completely trim your geography. Satura-
tion mailings are, by nature, all or nothing. The gen-
eral advertisers that use shared mail programs, like 
grocers, retailers, home services, restaurants or food 
are very price sensitive. If postal rates are too high, 
they will cut mail spending and look at other media. 

SMC believes the Postal Service and our members 
would benefit if a separate approach to shared mail 
pricing for saturation letters and flats was created that 
recognizes the incrementality of these programs. If 
the Postal Service lowered the basic rate and break 
point, but had a gradual increase as more pieces were 
added to a package, it would be a “win-win” for the 
Postal Service and this type of advertising. SMC will 
continue to advocate for separate product treatment 
and a recognition of the unique service and customer 
needs of shared mail programs in years to come.

For now, it appears that the 2021 rate filing 
was designed to “intentionally” do no harm to free 
papers, shared mailers, and coupon programs that 
already suffered greatly due to business cutbacks 
and closings caused by COVID-19.

For mailers that can take advantage of the Postal 
Service promotions, the promotions calendar for 
2021 is very similar to the promotions offered in 
2020. There will be promotions that could be used 
by free papers beginning in February 2021 and 
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continuing until the end of the year. Mailers with an 
eligible mail piece can receive an upfront two percent 
discount on qualifying pieces. Hopefully, AFCP and 
other free paper associations will work together to 
offer promotions that can be used by their members 
similar to the promotions offered in 2020.

Looking ahead, 2020 could end with a postal bang. 
The Postal Regulatory Commission (PRC) has been 
“sitting on” the ten-year rate review. Rumor has it 
that after the election, the PRC will be issuing an or-
der or additional rule making proceedings in connec-
tion with the ten-year rate review. 

Last December, pre-COVID-19, the PRC had issued 

a proposal that would have given the USPS the right 
to increase postal rates over the fixed rate cap of the 
annual CPI. One troubling aspect of the proposal was 
a suggestion that the USPS could raise prices high-
est for the types of mail that saw decreases in mail 
volumes. In other words, as the Postal Service lost 
volume, it could raise prices over CPI. Earlier this 
year, SMC joined with other associations and mailers 
to submit filings to oppose the 2019 PRC proposal.

Since last year’s PRC proposal, and with COVID-
19’s impact on marketing mail, a rule like the one 
proposed by the PRC last year would have devastat-
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Save the Date!
by Greg Bruns, 2020 Conference Committee Chair

As we wrap up 2020 
and start penciling items in 
on the 2021 calendar, I would 
like to encourage you to mark 
down the dates for this year’s 
conference:  April 22 – 23. 
On behalf of the AFCP and 
MFCP Boards of Directors and 
staffs, it is my privilege to 
invite you to the 2021 Joint 
Conference and Trade Show 
in the burgeoning heartland 
of Des Moines, Iowa. Your 

Conference Committee has been diligently planning 
an event that brings us all together, optimistic that 
this will be possible by April.

The collective feeling in our planning sessions is 
that our industry needs this conference now more 
than ever. Growing in the Heartland is the primary 
theme, and the taglines include: “What are we go-
ing to do NOW? What are we going to do NEXT? and 
What are we going to do NEW?” All three are per-
tinent questions that we could spend two full days 
unpacking and answering – and we will. 

Whether you come home with a revenue-generating 
idea that puts more money in the bank, or a best-prac-
tices concept that saves you the ultimate currency of 
time, the end result is the same: coming to conference 
is worth it. This year, everything has been trimmed 
down to two days, wrapping up on Friday evening. 
This enables us to focus on the elements that make 
this event the best in our industry. It takes out half of 
a day (the Saturday morning many people skip), and 
helps you shorten your time out of the office.

The 2021 Conference Trade Show is the largest of 
its kind for our industry. A variety of vendors will offer 
products and services that span a myriad of issues 
that are integral to our business. They are there to 
educate, help solve problems, and create money-
making opportunities that are specific to the free 
publication industry. 

Some of the highlights we have planned so far:

•	Holly Hoffman – Keynote Speaker and “Survivor” 
Finalist with her message, “Never Give Up – The Sur-
vivor Way”

•	“Idea Exchange” – a Survivor-Style Contest

•	Creative Leadership – Management Certificate 
Program

•	The Leadership Institute (TLI) Courses

•	Networking with some of the most successful 
people in community publishing

•	The largest tradeshow in our industry

•	Best of the Best Awards 2021

•	Closing keynote, “Time to Get Our Swagger 
Back!” by E&P Magazine publisher and long-time in-
dustry advocate, Mike Blinder

This invitation to join us in the Heartland includes 
my assurance that we will do everything within our 
power to make this conference an enjoyable and prof-
itable experience, so you get a worthwhile return on 
your investment. All of us on the AFCP/MFCP confer-
ence committee can wholly identify with the intrinsic 
value of time and money today. There is always fun to 
be had, and more importantly, so much to learn from 
one another. 

Make the commitment now to come to Des Moines 
and help you and your team survive and thrive in 2021.

Greg Bruns

CONFERENCE 
NOTES

C
onference








 

notes





ing impacts on marketing mailers. 

Importantly, the entire postal scene has changed 
greatly since December of last year. Shipping volumes 
and revenues have increased. Contrary to dire predic-
tions, the USPS has been making money! SMC and other 
postal stakeholders will be prepared to vehemently op-
pose any rulemaking that seeks to impose a proposal 
like last years’ PRC recommendation.

As the year comes to an end and 2021 begins, we 
will be watching for a PRC announcement and prepared 
to respond, and potentially challenge any proposal that 

would add to uncertainty and increase costs for shared 
mail or free paper programs.

After months of fighting attacks from local states at-
torney generals, congress, and the media about alleged 
election suppression, the Postal Service and its new man-
agement have been playing defense for the last several 
months. The new Postmaster General, Louis DeJoy, has 
had some initial meetings with postal stakeholder associa-
tions and major mailers. DeJoy has expressed an interest 
to work with mailers and the associations that represent 
them. Only time will tell what will be happening at the top 
with leadership in the weeks and months to come.

Postal Rate Specifics for 2021
Continued from page 11
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FROM THE TOP
With RICK WAMRE and JOHN DRAPER

Coming Together...Creating our Future

JOHN DRAPER
AFCP President
THE FREE STAR

RICK WAMRE
IFPA President
Advocate Community Newspapers

John DraperRick Wamre

Over the past few months, 
we’ve gotten to know each 
other quite well. The “we” 
is John Draper, AFCP Presi-
dent, and Rick Wamre, IFPA 
President. Looking ahead, we 
see a future where the “we” 
becomes all of AFCP and IFPA. 
Two great national free paper 
associations working together 
as a united and stronger as-
sociation leading our members’ 

publications into the future.

This journey began a number of years ago with a 
vision to streamline operations and provide our mem-
bers with the best that both associations have to offer. 
As we’ve moved from a vision to a sense of clarity, 
we’ve been driven by a solid slate of value points. 

At the core of this unification is maintaining and 
enhancing value to our members. For members who 
belong solely to IFPA or AFCP, the unified entity will 
bring together member benefits such as CVC circu-
lation audits, peer groups (with even more peers), 
events, learning opportunities, Rising Stars and much 
more. Benefits from each association will now be ben-
efits for all of our collective members.

For our publishers who maintain a membership in 
both associations, there will be additional benefits. 
Through unification, there will be no need to pay dues 
to two associations, run ads for two classified net-
works, or choose which events to attend.

This unification also will improve operations. Over 

time, we’ll be able to combine 
cost centers at a net savings. We 
can eliminate duplication of ef-
forts, and then focus on develop-
ing the solid industry voice our 
members need. In addition, our 
advertising network will be more 
robust and our partnerships with 
industry vendors more solid.

All of these plans will require 
much work on the part of our 
board members and the talent-
ed staff employed by both IFPA 
and AFCP. All of us are fully engaged to make this 
happen, and the combined work performed thus far is 
a sign of encouragement for our future.

The next big piece needed to put this puzzle to-
gether will be laid in place by you, our members. Each 
association will be conducting a membership vote to 
consider the unification of our two associations.

All active members are allowed a vote within the 
association for which they hold a membership. If you 
happen to be a member of both groups, you’ll be 
allowed to cast a vote during each association’s ap-
proval process. If you have questions, please reach 
out to our association staff or to either of us, and we’ll 
do our best to provide answers.

We encourage you to watch for this voting opportu-
nity in early December — and then please return your 
affirmative vote …. a vote to capitalize on all these
  value points … a vote to create a new future for our

   industry.
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• What benefits do you see in having 
one national voice for the commu-
nity paper industry?

The two associations merging – whose main purpose 
has always been to help publishers and their staff grow ¬– 
is a time that has come and is needed. This will allow the 
new organization to grow a larger membership base and to 
be a much stronger voice for our industry. Together both 
organizations, as one, can support and help the industry 
during the changing times by pooling resources together 
and bringing a new and exciting organization to our mem-
bers while promoting the community publication industry. 

– Joe Nicastro

As State and national organizations continue to lose 
members and struggle with financing current operations, 
mergers make complete sense. We have to maintain ef-
fective representation (even inclusive of other mediums) 
and effective means numbers. 

– Dan Autrey

Having one national voice will quantify our industry as 
a vital part of our nation and the service we provide. I 
do believe that being under one masthead, so to speak, 
is going to be more beneficial as far as our company is 
concerned because in today’s world, it will be advanta-
geous to us to cater to one association nationally. Our 
company can stay more focused if we’re getting associa-
tion information from one source. 

– Greg Ledford

I love the idea of merging of AFCP and IFPA. I think 
both offer a little different perspective but there is a lot of 
crossover. For example, I love the Ryan Dohrn webinars 
from IFPA and the AFCP conferences. To be able to have 
both in one organization is a “plus plus” for everybody. 

– Barb Powers

• Will combining the member ben-
efits of both organizations make 
membership more valuable to your 
company?

The biggest benefit will be the ability to have a larger 
network of publishers that can learn from each other. 
The current benefits from both organizations are great 
and are very helpful to members, but networking with 

fellow members and learning first-hand what works and 
what doesn’t is invaluable. Merging and creating a new 
organization with fresh ideas and programs for today’s 
challenges is crucial to our members and industry. 

– Joe Nicastro

Yes. Simply put, the more members the stronger the 
organization will be. And as a proponent and believer, it 
is our duty to stay involved. 

– Dan Autrey

From the consensus of publishers I’ve spoken to per-
sonally, everyone agrees it would be better. 

– Greg Ledford

As the president of PNAWAN, I’m always pushing the 
conferences and for members to get involved in the as-
sociations and training. Some members do not take part 
for various reasons. When the associations are com-
bined, I think more people will get involved and we will 
see greater membership and more participation. 

– Barb Powers

• Would you recommend to fellow 
publishers that they support this 
unification effort?

One thing we all learned as publishers is that if we 
do not change, we will not survive. Both organizations 
could go on separately but by joining forces we can really 
strengthen the industry. I would encourage my fellow pub-
lishers not only to welcome this change but to embrace it; 
and if you are not already an active member, become one 
and it will make a difference in your business. I have been 
a publisher for over 33 years and a member of IFPA for 30 
of those years, as well as AFCP. Community publications of 
all types (in my opinion) are stronger now than in a very 
long time and this is something that is needed.

 – Joe Nicastro

Absolutely. Certainly feel free to provide a better alter-
native. 

– Dan Autrey

I’d just like to see everyone on same page. This is a long 
time coming and probably should have already taken place. 

– Greg Ledford

I absolutely recommend it! 
– Barb Powers

FEATURE STORY

Thoughts from a few Publishers
Related to the AFCP / IFPA Merger & Vote
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Answers to Your FAQ’s 
Related to the AFCP / IFPA Merger & Vote

Q: If I am a member of both AFCP 
and IFPA, do I need to cast a vote 
with each association?
A: Yes. Any member in good standing will need to vote 
with each association that you belong to in order to meet 
the legal requirements for the merger vote. 

Q: When will the merger take place?
A: If approved, the legal merger will take place as of 
January 1, 2021. The actual transition will be implement-
ed as quickly as possible to ensure a seamless unification 
of the two associations. We will keep the membership 
informed of each of the steps as this process plays out. 

Q: How can I find out about the de-
tails of the merger? 
A: Both associations will provide you with links to the 
documents related to the merger. These links can be 
found at afcp.org and ifpa.org.

Q: How will I know the voting proce-
dures? 
A: Each member will receive an email to the main 
point of contact registered with each association at the 
beginning of December. The email will include all of the 
details and instructions needed to cast that member’s 
vote.  

Q: How will this affect my current 
member benefits? 
A: Every effort will be made to keep all of the benefits 
that both associations currently offer. 

Q: What will the dues structure look 
like?
A: The dues structure will be determined by the board 
of the new association. Members will be informed as 
those decisions are made. 

Summary:  
You will enjoy the benefits of both associations while only having 
one dues payment, one set of network ads, and one unified voice 

to speak for the industry. We are stronger together.

• Do you have any other thoughts 
about the merger that you’d like to 
share?

This is an exciting time for our industry. Merging these 
two organizations to create a totally new organization 
is something that is needed more now than ever. This is 
an opportunity that can help transform our industry and 
help our members during these times with the changing 
of our businesses. 

– Joe Nicastro

Weekly/monthly community publications have a 
uniqueness in operations and mission whether you’re 
owned independently or have a parent company. 

– Dan Autrey

I do believe that each individual association, as they 
stand, offers great benefits. Hopefully the merged as-
sociation can continue to offer the same benefits. AFCP 
seems to concentrate more on annual conferences and 
training. IFPA provides CVC audits, which I think are 
very crucial for us today. I’m hoping that none of the 
benefits deteriorate by merging the associations. 

– Greg Ledford

We will get a whole new mixture of people. Indepen-
dents and larger national companies give different per-
spectives. Some of the smaller companies won’t be as 
intimidated. As for ads, it will be an easier flow. That will 
be nice. Merging will strengthen the association, which 
benefits all of us. 

– Barb Powers
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THE LEADERSHIP INSTITUTE
theLEA

D
ERSH

IPinstitute

The Leadership Institute 
is a structured sales 

and sales management 
training program 
sponsored by the 

Association of Free
Community Publications. 

To date, 2,265 free 
paper professionals have 
attended classes at the 

AFCP,  state and regional 
conferences, earning over 

13,841 class credits in 
87 different course 

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

certified as Associate 
Advertising Executives 

(AAE) by the AFCP Board!

by Jim Busch

The Leadership Institute

“The person who has confidence in themselves, 
gains the confidence of others.”

– Hasidic Proverb 

During the pandemic, we have learned how to 
protect ourselves from the coronavirus. We social dis-
tance, avoid unnecessary gatherings and wear masks. 
We do this so that we don’t get sick through contact 
with people who have been infected with the disease. 
It is important to put some distance between ourselves 
and people who may be carrying dangerous microbes to 
protect our physical health. It is also important to put 
some distance between us and those whose dangerous 
attitudes can harm our mental health.

Primates, including our own species, are social ani-
mals. We are endowed with what scientists call “mirror 
neurons.” Our brains don’t distinguish between what 
we see others do and our own experiences and feel-
ings. This is why we enjoy movies. When we watch a car 
chase or a couple kissing on the screen our hearts race 
like we were in the middle of the action. An even simpler 
example of this is how we react when we see someone 
yawning. Even if we just got out of bed, we naturally 
yawn like it’s time for a nap. 

Television advertisers take advantage of mirror neu-
rons to make us want their products. When we see 
someone pick up a slice of pizza, take a bite of it and 
flash a big smile, we naturally want a slice and even 
more, we want to feel as happy as the person we just 
watched on our TV screen. We all take our cues from the 
people around us.

This is a two-way street. Our behavior affects those 
around us and they in turn affect how we feel and act. 
Maintaining a positive and confident attitude is vital to 
our success as salespeople. This means we should avoid 
those who might infect us with their negativity. When 
someone is whining or complaining, we should walk 
away from them. 

We need to social distance ourselves from all negative 
influences. We self-quarantine to protect others when 
we’ve been exposed to an infectious disease. We must 
also be conscious that we do not infect those around us 
with a poor mental attitude. We must avoid negative talk 
or complaints when we are with our coworkers. No one 
ever fixed a bad attitude by sharing it with others. 

A positive COVID test is a bad thing, but a positive at-
titude is a very good thing to share.
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FEATURE STORY

All of us at AFCP would like to wish each of you a very safe 

with hope, success and professional growth.
 
We would like to take this opportunity to thank you for your 
involvement in the community publication industry and for 
your continued support of our association and its initiatives.
 
Let 2021 be the year where we all join together to be more 
involved with our industry, our families and this great 
nation.

Bluefin Technology Partners, LLC, a leading 
provider of print and digital advertising solutions for the 
publishing industry, announced that the Douglas Bud-
get, of Douglas, Wyoming has deployed the company’s 
premier offerings for increasing advertising revenue and 
enhancing online readership content. (Site link: https://
classifieds.douglas-budget.com/ )

The web-hosted solution includes Bluefin Place Ad, al-
lowing advertisers to place classified ads in multiple print 
and online publications, all from a single user  experi-
ence available 24 x 7. Powerful upsell features help drive 
advertising revenue by giving advertisers tools to make 
ads stand out.

The Douglas Budget also rolled out Bluefin Marketplace 
to host their online classified listings, providing a user-
friendly environment for relevant and vetted advertise-
ments. In addition to generating incremental advertising 
revenue, Marketplace offers a source of relevant reader 
content that enhances their print and digital products.

“We were immediately impressed with Bluefin’s 
publisher-centric focus to assist us in providing a great 
digital classifieds offering,” said Matt Adelman, publisher 
of the Douglas Budget and current president of the Na-
tional Newspaper Association. “This will help us grow our 
advertising, reduce operating costs, giving our advertis-

ers and readers a great user experience.”
“We are delighted to add the Douglas Budget to 

Bluefin publishing client family,” said Rich Grover, gen-
eral partner and founder of Bluefin Technology Partners. 
“Their selection of Bluefin further reinforces our commit-
ment to provide solutions that scale from single regional 
community titles to large major-metro publishing groups. 
With Bluefin Technology Partners, it’s not just about pro-
viding great self-service tools for creating and publish-
ing print and digital ads, but rather giving publishers the 
best platform to empower advertisers and engage local 
consumers.”

About the Douglas Budget:  The nationally award-winning 
Douglas Budget was founded in 1886 by legendary newspa-
perman Bill Barlow. It and its sister publication, the Glenrock 
Independent, are currently published by Douglas Budget LP, a 
partnership of Sage Publishing and Matt Adelman.

About Bluefin Technology Partners, LLC.:  Founded in January 
of 2005 by senior executives servicing media companies in the 
United States, Canada, and South Africa, Bluefin is an innova-
tive solutions provider to the newspaper publishing industry. 
Their flagship offerings – Bluefin Place Ad and Bluefin Market-
place – incorporate powerful features in a single platform to 
create the best e-commerce portal available for local advertisers 
and readers. For more information contact Steve Rosenfeld at 
508-254-1927 or steve@getbluefin.com.

Bluefin Technology Powers Douglas Budget
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RISING STARS
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Insights from a SPRITE Commercial
by Manuel Karam, Rising Star
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We’re in the cloud!

Publishing so� ware
207.452.2476 • sfobes@merrsoft .com

Scheduling webinars at 
your convenience. 

• For Mac and PC users.
• Perfect for working at home.
• Accessible from anywhere in the world.
• One software for ALL your newspaper needs.
• All this and we are still the least expensive.
• World’s Best Service.*

*According to Carol Toomey

A Sprite commercial caught my eye 
recently. Have you seen it? A young man talks about 
his dreams for a career as a fashion designer. His 
ambitions include world-wide (and even interstellar) 
recognition. He aspires to be “on the cover of every 
issue, of every magazine, in every country, even 
the ones on Mars.” 

Most of the Sprite ads I’ve seen over the years 
have targeted urban youth, who are often on 
the cutting edge of pop culture. You can 
imagine why the ad made me take notice. 
He didn’t say anything about having a 
lot of Instagram or Facebook followers. 
His dream was to be on the covers of 
PRINT magazines. How interesting.

But why magazines?  Maybe be-
cause magazines are glossy, clean, 
and utilized to promote the power of 
images. These images are also care-
fully designed by artists to make a 
lasting impression on the audience. 
And most importantly, print is per-
manent and seems to carry a status 
symbol along with it now. As Drew Da-
vis said in Las Vegas last year, anyone 
can have a presence online but only 
the best can make their mark in print. 
If a younger demographic still sees 
themselves in the DNA of magazines, 
that bodes well for our industry. But 
I think there are lessons we can take 
away from this commercial – both 
good and bad.

The good news is that younger audi-
ences will read print! They are drawn to 

attractive, well-designed art. That’s why Instagram is 
so successful among this demographic – its feed pro-
vides a consistent barrage of eye-catching photos. 
The bad news is that a traditional newspaper doesn’t 
provide the same kind of engagement. Color op-

tions are sometimes limited, and creative teams 
don’t always have the time or space to make 
something truly unique and artistic for every 
customer.  

This is something we’ll have to figure out 
as an industry. Younger audiences want 

inspiration from their print products. They 
want art, they want design, and they 
want to see themselves in what they’re 
reading. Advertisers want similar 
things. They want to see their brand 
captured well in our print vehicles and 
they want that translated into buzz and 
business.

If this is all true, the future of our in-
dustry lies in the hands of the talented 
artists on our creative teams. Challenge 
your staff and your advertisers to push 
the traditional boundaries of the ROP 
ad. Unleash the power of your creative 
teams! If we can do this, I believe the 
future is bright. 

Are we an industry destined for glossy 
magazines? I’m not sure. But as C.S. 
Lewis once said, “There are far better 
things ahead than any we leave behind.”

If you’re interested in finding that 
commercial on YouTube, click here (and 
skip to 30 seconds in):  https://www.

youtube.com/watch?v=CLmAI7o0Y30
Image courtesy of Metro Creative Graphics
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A few years back, I received an email 
from Nebraska publisher Rob Dump about a design 
application he’d read about named Affinity Publisher. 
He asked if I thought he might be able to replace 
InDesign, thus saving the monthly subscription fee 
to Adobe. A few days later, I received the same 
question from another newspaper publisher. These 
requests prompted me to contact Serif Ltd. in West 
Bridgeford, Britain to find out just what was up with 
their line of “Affinity” graphics software products.

The folks at Serif were very helpful and sent me a 
registered copy of their software so I could see what 
Affinity Publisher, Photo, and Designer are all about. 
I quickly realized that, while it’s enticing to get away 
from monthly subscription fees for software, Affinity 
Publisher just wasn’t ready for prime time.

I continued to visit with the folks at Affinity and 
took another look at Publisher earlier this year. 
Some readers might remember a column I wrote in 
January titled, “Affinity Publisher and IDMarkz: One 
thumbs up, and one thumb sideways.”

The big issue with Affinity Publisher has always 
been the integration of PDF files. By creating a 
“pass-through” option in their 2020 beta version, 
they went a long way toward fixing that problem and 
I had some good conversations with Affinity folks 
about what I thought might be causing the remain-
ing issues. In their just-released latest beta, it seems 
like they are close to having 
the PDF issue handled. I did 
find some “quirks,” but PDF 
handling in the latest beta 
version looks very promising.

I could write chapters 
about Affinity software, but 
I’d like to get straight to the 
point in this column (al-
though I might have to go 
over my 800-word limit to do 
it). The pros outnumber the 
cons when taking a close look 
at Affinity Publisher, but it’s 
still important to know what 
they are.

Pros

• Affinity Publisher works 
much like InDesign or 
QuarkXPress. There is a 

learning curve, but a few weeks of use should work 
out most issues.

• The cost of Affinity Publisher is $50. No monthly 
fee afterwards. That’s a pretty big pro.

• With the help of Markzware’s IDMarkZ appli-
cation, InDesign files can quickly be converted to 
Affinity Publisher files without going to the trouble of 
converting them to IDML first in InDesign.

• Affinity Publisher will open IDML (a special type 
of InDesign) files. 

• Importing and Placing text works pretty much 
the same as InDesign and QuarkXPress.

• In the latest beta, PDF files generally seem to 
work well.

Cons

• There are strange quirks that the folks at Serif 
say they will work out by the next beta release, but 
they are there. In one PDF I placed, printer’s marks 
(which were part of the PDF) disappeared for no 
reason. The page was perfect otherwise, but I still 
haven’t figured out what happened to those marks. 
It makes me worry about other things that might 
disappear. Creating pages is cumbersome, because 
there’s an issue with changing page sizes in the new 
document dialog window. I’m sure they’ll have it 
fixed by the next beta, but for now it’s an issue that 
requires a workaround.

STORY SPOTLIGHT
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Monthly Software subscriptions

by Kevin Slimp

Affinity Publisher gives Adobe InDesign a run for its money.

On the left is an InDesign (IDML) file opened in Affinity Publisher. From what I see, they 
look identical. Notice how similar the workspace in Affinity Publisher is to the workspace 
in InDesign.
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• Merging data is still a problem in Affinity Pub-
lisher. They’re working on it, but it’s something that 
newspapers and magazines do a lot, and it might (or 
might not, if you don’t use it) be a deal breaker.

• Imported Word files sometimes have character 
issues (like quotation marks looking funky), which 
can happen in InDesign, but can be easily fixed with 
the “import options” in InDesign.

• Your Adobe CC fonts won’t be available when 
you’re no longer subscribed to Creative Cloud. Most 
newspapers I visit use the CC version of InDesign 
and the fonts that come with it. Plan to shell out a 
few hundred dollars for fonts right off the bat for 
typefaces that won’t be available to you after you 
cancel your CC subscription.

So, you ask, after two years of testing Affinity 
Publisher, Photo, and Designer, what do I think? Hon-
estly, I think they’re great. However, I wouldn’t get 
rid of my Adobe applications just yet.

Like many of you, I own a publishing company. 
Like many of you, I have employees and I have 
to subscribe to the Adobe Creative Cloud and pay 
monthly fees … just like you.

However, I also realize that my biggest expense is 
paying people. For me, printing comes next. Monthly 
software fees are pretty far down the list.

To me, it looks like Affinity is close. Close to be-
ing something most publishers can use to get their 
products designed. However, I’m not quite ready to 
convert everything to Affinity Publisher quite yet. 
We’d still have to use InDesign for merging data 
with Microsoft Excel (something we do a lot). We’d 
still save a lot of time using the InDesign scripts for 
complex processes, scripts that aren’t available yet 

in Affinity Publisher.

There are several other reasons I’m not 
going to make wholesale changes to Affin-
ity Publisher just yet, but I will offer some 
advice.

Affinity Publisher sells for $50 U.S. That’s 
a one-time fee. Go ahead and order a copy 
at https://affinity.serif.com/en-us/publish-
er. When you have it, go online and down-
load the free beta for registered users.

I would suggest you begin creating some 
ads in Affinity Publisher and get a feel for 
the application. Place some PDF files your-
self and see how Affinity Publisher handles 
them. Pay close attention to the fonts in 
PDFs. We don’t want any surprises when 
we begin using it.

You might decide you want your paper 
to make the leap from InDesign or QuarkX-
Press to Affinity Publisher. If you’re not 
using advanced features like scripts, tables 
and data merge in InDesign, you won’t 
miss them. However, I would suggest you 

not rush. Get Affinity Publisher, try it out, see what 
you think, then decide if a move from InDesign or 
QuarkXPress to Affinity Publisher is a good idea for 
your paper.

Years ago, I worked on the K2 Project (the name 
for InDesign before it went to market) with Adobe 
for two years before it was available to the public. I 
worked on Acrobat (PDF files) for a year before print-
ing the first newspaper ad in 1994. I used to work 
with lots of software companies to make their prod-
ucts work the way we need them to in our business.

One thing I’ve learned: there’s no rush. Serif 
(maker of Affinity Publisher) has made giant leaps 
toward working the kinks out of Affinity Publisher. 
It’s already a very good product, but it might not be 
quite ready for all the 
work you do at your 
newspaper.

My suggestion … 
check it out. What can 
it hurt? Be sure to write 
to me and let me know 
what you learn.

Kevin Slimp served as 
director of the University 
of Tennessee Newspaper 
Institute from 1997-2017. 
He still speaks at newspa-
per conventions interna-
tionally and works indi-
vidually with newspapers 
throughout the U.S. and 
Canada.

STORY SPOTLIGHT
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If you’re going to use Affinity
Publisher, you should have 
IDMarkz from markzware. It 
converts InDesign files quickly 
to open in Publisher.

The PDFs created from InDesign (left) and Affinity Publisher look almost 
identical. The difference? The printer’s marks disappeared from the top 
and bottom of the page. These marks were part of the original PDF. I’m 
still trying to figure out where they went.
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So, it happened. The words, 
“Elaine, you tested positive for 
COVID-19.” After the initial pause 
and with my heart racing, I said to 
the nurse on the phone, “Now what?”

She said, “Well, you need to quar-
antine for 14 days and stay home.” 
I said, “That’s it? I don’t need to 
check into the hospital or take some 
sort of medicine?” She said, “Do you 
feel like you need to go to the hos-
pital?” I thought for a minute and 
said, “No, I don’t.” But when I hung 
up, fear set in.

In the spirit of not discussing 
politics or religion, I have to admit 
that fear set in; and after all the 
news media reports and some of 
my family warnings, I was suddenly 
afraid I was going to die! Here I am, 
one of those “high risk” people that 
is a Type 1 Juvenile Diabetic, 65 
years old, and I was starting to feel 
symptoms. Yes, I was sick. Over a 
period of 10 days I didn’t feel well, 
suffering with a bad headache and a 
loss of smell and taste.

I realized it was going to be an 
overwhelming fear that I needed 
to overcome! I received many calls 
from my friends and family that 
reminded me of some real statistics:  
that I most likely would survive, as 
only a small percentage of people 
didn’t.

It was with that encouragement 
that I found myself, just as most 
sellers do, giving myself positive 
affirmations. I said things out loud 
like, “I am going to survive.” This 
was not going to be a death sen-
tence for me, and I was going to go 
back to Florida (where I caught the 
virus) and our company was going 
to do better than ever. 

With that said, there were several 
nights that I woke up scared with 
pictures in my head of people in my 
exact health situation on ventilators 
and dying, and I said, “NO, NO, NO! 

That is not going to be me!” I real-
ized that if nothing else, the thought 
of getting this virus is all about 
FEAR. I made a conscience decision 
that I am a seller and I am going to 
sell myself right into recovery! 

I called on my strong faith in 
God and my years of being in sales 
where I had to pick myself up and 
stay positive, especially when we 
lost those big accounts and weren’t 
making our revenue goals. I liter-
ally pictured that funny looking, 
cauliflower-shaped red circle they 
would show as an example of the 
Coronavirus, and I said, “Get out 
of my body!” Honestly. I started 
feeling better and better every day 
and after 21 days, I tested negative. 
Hallelujah!

It is impossible to cover every-
thing that happened afterward in 
this little article, but I will say this. 
All of the negative naysayers that 
said, “You should have been more 
careful.” “Wear a mask.” “Wash your 
hands.” “Practice social distancing.” 
“You shouldn’t have been travel-
ing to a high-risk state like Florida.” 
“You shouldn’t have been calling on 
customers in person.” “You shouldn’t 
have done this and that.” Well, I say 

this…I did do all that and then some. 

One of my fellow co-workers had 
COVID-19 and gave it to three oth-
ers in our office, but all four of us 
have since recovered and returned 
to work. All I know is that I had a 
responsibility to my sales team to 
come back as their leader and show 
them that they too (eliminating the 
fear) could survive COVID-19. Are 
there people who weren’t so fortu-
nate and died? Yes. Will there be 
more in the future? Most likely, but I 
called upon my positive attitude and 
outlook and it worked for me!

The good news is I am back in 
Florida, going out in the field with 
my sellers; but the difference is that 
I now have the confidence that if I 
got it again (with less FEAR now), I 
would do the very same thing. I still 
wear a mask out of respect for oth-
ers and I still encourage everyone to 
do their part. 

Since I returned to Florida, we 
have been reaching record high 
sales. Our sales staff is calm. Al-
though they initially were worried 
about the four of us, they continue 
to see their clients in person and 
they are less fearful.

What is the Bottom Line mes-
sage? It is not about how I personal-
ly overcame COVID-19, or even that 
COVID-19 is nothing to be fearful 
about. What I am trying to convey 
is that with a strong mind, analyzing 
some real statistics and a whole lot 
of positive thinking, you too have a 
better chance of surviving! 

Like those of us in sales typically 
do, we assume the sale and imagine 
the outcome. I knew I was going to 
survive! Hopefully this will encour-
age each and every one of you to 
call upon your wonderful sales skills 
and simply BELIEVE in yourself.

Thank you for letting me share 
this very personal story with you, 
my fellow sellers.

FEATURE STORY

My Personal Story:  Surviving COVID-19
by Elaine Buckley

Elaine Buckley
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Lower Price Point...

Improved Marketing Materials...

Proven Advertiser Results...
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These resolutions will make 
every salesperson and their publication 
even better. This is the goal. The bottom 
line is to push every publication in front 
of their media competition and give it a 
stronger presence in their marketplace. 
The key thought is always, “What is our 
top-of-mind awareness strategy?”

1.	O rganize and track your leads. 
Make certain all leads are in the com-
puter, rated, actively cultivated, and 
followed up.

2.	 Be more visible in your market. 
Don’t assume everyone knows you. 
Work on ways to be seen in your mar-
ketplace.

3.	M ake sure your customers see you 
as their first choice. Every customer me-
dia mix needs to have your publication 
as the major player.

4.	D on’t assume your customers are 
satisfied just because they’re doing busi-
ness with you. Look for ways to build 
your relationship with them even further.

5.	 Continue to develop a definite 
road map to your sales goals.

6.	T hink longer term. Who will be 
your customers two or three years from 
now? Begin communicating with these 
prospects.

7.	 Improve customer relations. Cre-
ate new ways to communicate using the 
word “you” more than “we”.

8.	 Let your customers know you ap-
preciate their business. Don’t assume 
that your customers know that you 
care.

9.	V iew advertising sales as the way 
to create a constant flow of new busi-
ness that will help you and your publica-
tion have a more prosperous future.

10.	Create some excitement. What 
new big ideas do you have for your cus-
tomers that will develop more effective 
advertising campaigns?

Bob is the author of four best-selling e-books 
for the newspaper industry: “Dynamic Sales 
and Image Power”, “Advanced Selling Skills 
For The Advertising Sales Pro”, ”Power Selling 
Tools For The Advertising Sales Consultant”, 
and his newest e-book, “Smart Customer 
Connections For Advertising Salespeople. You 
can order Bob’s books on his website: www.
bobberting.com. Read Bob’s books and dis-
cover how his vast experience and know-how 
can help you achieve much more business 
for you and your publication. You’ll greatly 
benefit from the wisdom of one of America’s 
top advertising sales experts. Bob is a pro-
fessional speaker, advertising sales trainer, 
publisher, marketing consultant, and lead-
ing columnist in many national and regional 
newspaper trade association publications. He 
is the president of Berting Communications 
and can be reached at bob@bobberting.com 
or 317-849-5408.

10 sales resolutions for the New Year
by Bob Berting
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MARCH 19-20, 2021 :
CARLISLE, PA
Mid-Atlantic Community 
Papers Association (MACPA). 
Annual Conference, Comfort 
Suites Downtown, Carlisle, 
Pa. For information contact 
Alyse Mitten at 800-450-7227 
or email:  info@macpa.net.

APRIL 22-23, 2021 : 
DES MOINES, IA
Association of Free Commu-
nity Publications (AFCP) and 
Midwest Free Community 
Papers (MFCP). Joint An-
nual Conference and Trade 
Show, Des Moines, Iowa. For 
information contact Loren 
Colburn at 877-203-2327 or 
email:  loren@afcp.org; or 
Lee Borkowski at 507-388-
6584 or email: director@
mfcp.org.

OCTOBER 3, 2021 :
SAN DIEGO, CA
North American Mature 
Publishers Association (NAM-
PA). National Convention, 
Sheraton San Diego Hotel 
and Marina, San Diego, CA. 
For information contact Gary 
Calligas at 877-466-2672 or 
email:  gary@maturepub-
lishers.com.

To list your conference information in Free Paper INK, send it to:  
FreePaperINK@aol.com

To list your conference information on the AFCP website, send it to:   
Loren@afcp.org

2021
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ARE YOUR MEDIA SALES… HELP YOUR TEAM… 

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

High-Quality,  
Free Print & Digital Content

Food and Recipes
Lifestyle and Health
Home and Garden

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

Community Publications Business and Service Directory

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

CIRCULATION SUPPLIES

“from the basic to the innovative!”

 
 

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

STEEL CITY CORP

DIGITAL REVENUE CONCEPTS
START A BUSINESS DIRECTORY WEBSITE

 
 

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

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

AUDIT & READERSHIP STUDIES

                             CVC Audits and
                             Readership Studies

 
Third Party Print & Digital Verification
Increased Exposure to Media Buyers

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

CREATIVE SERVICES

 PRINT DESIGN
  WEB AD DESIGN
  BILLBOARD DESIGN

 LOGO DESIGN
  PAGINATION
  CUSTOM SOLUTIONS

855-614-5440      WWW.TCSDIRECT.COM

DIRECT MAIL OR PRINTING INCLUDE YOUR BUSINESS HERE!

ENTERTAINMENT CONTENT

 ASK MATT
  CHEERS & JEERS
  MOVIE REVIEWS
 CELEBRITY INTERVIEWS

  BEHIND THE SCENES
  DAILY BEST BETS
  DID YOU KNOW?
  ReMIND ReWIND

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

HOPPER, and ReMIND magazine.

888-584-6688  ntvbmedia.com/edge

E-COMMERCE CLASSIFIED SOLUTIONS

BLUEFIN PLACE AD
THE BEST SELF-SERVICE AD PLACEMENT

SOLUTION AVAILABLE TO PUBLISHERS
978-662-3323

WWW.GETBLUEFIN.COM

DIGITAL SALES TRAINING

INCREASE YOUR DIGITAL MARKET SHARE
HANDS-ON DIGITAL SALES TRAINING

800-917-0820
info@sparkdigitalsalesgroup.com

APPRAISALS & BROKERING
Newspapers

Magazines - Shoppers
Book Publishing

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

Confidential
Customized - Comprehensive

ADVERTISING SERVICES & SOLUTIONS

EDITORIAL RESOURCES 

248-572-6100         www.ansnewspapers.com 

Helping reinvent American newspaper 
distribution through improved delivery, 

circulation and marketing support services.

DISTRIBUTION SERVICES FOR PRINT MEDIA

DIGITAL MARKETING PLATFORM

The leader in local digital.

303-656-1355
info@adcellerant.com

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

CRM - CUSTOMER RESOURCE MANAGEMENT

 DIRECT MAIL or PRINTING

CLOUD SOLUTIONS

303-426-7171

Associate Members
Receive Listing

as part of their AFCP
Associate Membership

Call Today...Wendy MacDonald
913-461-3721

CONTENT AND DATA MANAGEMENT

Digital Publishing Solutions For
News and Media Organizations

www.townnews365.com
800-293-9576

Online Solutions.
Bottom-line results.

INDUSTRY INFORMATION

WHAT CAN INK 
DO FOR YOU?
Keep you informed.

Connect you with
industry professionals.

For more information - see our ad on page 8
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Grow revenue and lower costs.
by providing the leading self-serve advertising platform for print, 

digital and social media advertising.

Schedule your demo today!

ipublishmedia.com

Community Publications Business and Service Directory

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

Got Print?
Send it to the Ultimate PrintSource  

for the Best Service, Quality and Price
Commercial Printing

Inserts, Direct mail, Rackcards, NCR
www .UltimatePrintSource .com

PRINTING

MERCHANT CARD PROCESSING

PRINTING AND PROMOTIONAL SUPPORT

800-270-1769

PUBLICATIONS PRINTING

 MAGAZINES
  JOURNALS
  CATALOGS

 GUIDEBOOKS
  HIGH QUALITY
  SHORT-RUN PUBLICATIONS

800-647-0035      CUMMINGSPRINTING.COM

Creative Circle
MEDIA SOLUTIONS

•

MEDIA CONSULTING

Design.  Content.  Ideas.
Software.  Training.

401-455-1555
www.creativecirclemedia.com

Providing the knowledge, 
experience and technology to 

help publishers grow and thrive!

MEDIA SELLER SOLUTIONS

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

847-375-5000  kantarmedia.com

SRDS Solutions for Media Sellers

THE NEWSPAPER MANAGER

CRM   SALES   PRODUCTION   BILLING
INTEGRATED MARKETING

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

PUBLISHING SOFTWARE

   

SEARCH PLATFORMS

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

SEARCH ENGINE
PLATFORMS

MARKETPLACES
AUTOMOTIVE
REAL ESTATE

RECREATIONAL
AGRICULTURAL

VERTICAL & HORIZONTAL

 
 

maxp

PUBLISHING SOFTWARE

MARKETING PLATFORM

The Only Turnkey Solution 
Designed Specifically for 

Local Community Publishers! 

BECOME YOUR
COMMUNITY HUB

916-585-8468
locablepublishernetwork.com

LEGAL & PUBLICE NOTICE AUTOMATION

Your Legal Notice Experts

866-672-1600
info@legalnoticeservice.com

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

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

MAILROOM CONTROL SYSTEMS

The leader in US Newspaper
Mailroom Controls.

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

 
www.miracomcomputer.com

EDITORIAL RESOURCES PAID CONTENT 

SELF SERVE NEWPAPER ADVERTISING 

STREETSMART PUBLICATION DISPENCERS
StreetSmart offers a Complete

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

or Contact Michelle for assistance. 

866-366-6166    WW W.GOPLASTICS.COM

PUBLISHING SOFTWARE

603-323-5077   WWW.MERRSOFT.COM

 FULLY INTEGRATED
  EASY TO USE
  AFFORDABLE
  FREE DEMO

 DIRECT MAIL
  COMMERCIAL BILLING
  GENERAL ACCOUNTING
 PAYROLL

NEWS FEATURE CONTENT PROVIDER

SOFTWARE SYSTEMS FOR PUBLISHERS
SCS BUILDS TRUSTED SYSTEMS

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

phil@newspapersystem.com                           800-568-8006
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INK CLASSIFIEDS 
IN

K
 classifieds










ADVERTISING SALES 
MANAGER  All Island 
Media, Inc. publishers of 
Pennysaver, Town Crier and 
Trends is looking for an 
experienced sales man-
ager to work in our Long 
Island office. This position 
will provide leadership and 
direction to Display Sales 
Representatives. Applicants 
must have a proven track 
record of motivating and 
leading sales in a similar 
environment. Please send 
resume in confidence to 
jobs@lipennysaver.com

NEWS EDITOR. Publisher 
seeking a News Editor with 
experience in both print 
and electronic media. We’re 
looking for someone with 
a proven track record, 
excellent writing skills, a 
Journalism Degree and a 
desire to take advantage 
of all print and digital op-
portunities in this growing 
Florida Market. We work in 
a fast-paced environment, 
so the ideal candidate will 
be able to work well under 
pressure to meet workflow 
and printing deadlines, abil-
ity to work with other staff 
writers as well as freelance 
writers and control the 
budget for the department. 
This candidate needs to be 
a people person with neu-
tral views, yet a passion for 
accuracy in reporting. Con-
tact Publisher Jon Cantrell 
at 904-264-3200 or jon@
opcfla.com

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

LIVE AND WORK in fabu-
lous Myrtle Beach, S.C. The 
Myrtle Beach Herald has 
an immediate opening for 
an experienced sales rep. 
Email resume to Steve Rob-
ertson, steve.robertson@
myhorrynews.com.

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

FOUR FREE MONTHLY 
PUBLICATIONS in North 
Central Florida. Two are in a 
high-end gated community 
with special delivery rights. 
Time to retire and go fish-
ing. 352-804-1223

Publication Racks / Out-
door Boxes: 118 outdoor 
boxes, mostly Go Plastics, 
easily re-stickered, 120 
wire floor racks plus coun-
ter / hanging racks, shelf 
talkers, etc.  Most in good 
usable condition; some 
nearly new. Prefer to sell 
all in one group. Make 
Offer, delivery possible.  
Located in Morgantown, 
WV.  304-216-8867

KAMEN & CO GROUP 
SERVICES, LLC 

Multi-Media Appraisers, 
Accountants, Brokers & 
Contract Negotiators

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

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

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

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

The Tampa Bay Times & former 
Chairman of the Pulitzer Board

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

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

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

CONTACT:
Phone:  877.203.2327
Fax:  781.459.7770
Email:  afcp@afcp.org

CLASSIFIED
ADVERTISING

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

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

EQUIPMENT FOR 
SALE

PUBLICATION 
BROKERS

PUBLICATION 
BROKERS

EMPLOYMENTEMPLOYMENT

WWW.AFCP.ORG 

PUBLICATIONS
FOR SALE

LOOKING TO SELL 
YOUR PUBLICATION?
PLACE YOUR AD IN

INK MAGAZINE!

PER INQUIRY
ADVERTISING
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Thursday - Live Publisher Discussions!

Bring a question - Find an answer!
What actual participants are saying...
“I can’t tell you how important the Thursday calls have been for me these past 6 months. As a 
small operation, I’ve relied on my friends from across the country for ideas and strategies since 
joining AFCP in 2000. In good times, those relationship  have helped us to innovate, optimize and 
grow, in tough times they’ve been my support network. I'm the glue for my business, right? Every-
one expects me to have the answers, to lead with enthusiasm, to have a vision for what it is we’re 
doing an  where we’re going. But who's my glue? Who keeps me going? Who motivates me with 
inspiration and aspiration? For me, t’s been these calls. They give me ideas, hope and strategies 
in a time when I really needed it…still do!     Florida Publisher



LOOKING FOR HELP?
What if you could:

And what if you could do all of this:
Without any startup costs?

for your publication for doing it?

Get more advertisers at a faster pace?
More easily retain your best salespeople?
Give your readers more value?
Get a leg up on your digital competition? NOW

YOU
CAN!

(turn to page  to learn more)

CALL OR EMAIL US TODAY!

publishers@whutsfree.com 833-WhutsFree
(833) 948-8737

The Free Paper Industry’s News Source
www.afcp.org
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U.S. Postage 
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Slayton, MN

A monthly publication provided by 
the Association of Free Community 
Publications. INK’s mission is to 
bring news and resources to the free 
community publication industry.

Got a newsworthy event going on 
with your business or your staff?
Send INK the details and any photos 
for consideration to loren@afcp.org.
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