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5 REASONS EVERY PUBLISHER
SHOULD BE SELLING WEBSITES WITH SITESWAN

1. Every Business Needs a Website

There are over 28 million small businesses in the U.S. and
over 500,000 new businesses are started every month.
What's the one thing they all have in common? They all
NEED a website, but only about half of them have one. That
leaves thousands of advertisers in your market in need of a
local web designer...will it be YOU?

2. Generate Worry-Free Recurring Income

Building and selling websites provides a reliable and
sustainable source of recurring revenue. Most small
businesses have a “set it and forget it” mentality when it
comes to their website, providing years of locked-in,
worry-free income. While businesses will often pause or
completely stop advertising in print during slow months, it's
nearly unheard of for businesses to do that with their
website. You can count on your clients to pay you month
after month, year after year for their website.

3. You Already Have the Staff in Place

Even the smallest publications can start offering website
design without having to hire additional staff...if you're using
the right tools. With SiteSwan, you can launch your web
design business overnight - no developers, no
programmers, no tech gurus needed. Your existing
designers will feel right at home with our platform. Your
salespeople will feel confident pitching "spec sites" (like spec
ads) with our included training. Whether you're a
one-person shop or a media powerhouse, SiteSwan is the
perfect fit.

4. Websites Are a Gateway to Other Services

Websites are often referred to as the “hub” of the small
business marketing wheel. The website is at the core of your
client's local marketing efforts and all other services are
spokes stemming from that hub. Control the hub and you
can control the entire wheel. This gives web designers a
huge amount of control and influence over how small
businesses will spend their marketing budgets.

5. Print Ad Revenue Continues to Decline

Let's face the facts - print advertising is declining while
online advertising is on the rise. Why not leverage your
client relationships, market share and your brand
recognition to expand your services into web design? With
SiteSwan you can start generating additional revenue for
years to come.

€€ When you manage a business's website, it's much
easier to pitch them on other marketing services like
PRINT ADVERTISING. One of the most common
questions a small business will ask their web designer
after launching a new website is “How can | get more
traffic to my site?” Wouldn't it be nice if you could
recommend your print publication to advertise their
business (and new website)? 33

Start Building and Selling Websites
in Your Market with SiteSwan

The SiteSwan platform has everything you need to
start, run and grow your own web design business.
* Easy-to-use software
* Over 100 professionally designed templates
* 100% white label solution
* Training, how-to videos and support

Make yourself at
home.
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* Sales and marketing material included
* Set your own prices - KEEP 100% OF THE SALES

Learn More at www.SiteSwan.com

(800) 462-9814
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EMPLOYEE BENEFIT
QAC

Association of

Community
Publishers

Your student can apply
for one of four

SCHOLARSHIPS

Bob Wright Memorial

Scholarship Requirements:

¢ Parent, guardian or grandparent must work
for a community paper that is a current
member of the Association of Community
Publishers (ACP).

¢ Applicant must be a high school
graduating senior or current college
student.

e Applicant must be attending a 4 year
college, vocational trade school or
community college.

e Application must be received by 3/31/21

To download application: Visit www.ifpa.com
Click on “Member Benefits” the “Bob Wright Memorial Scholarships”
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FROM THE TOP

THE HONEYMOON IS OVER!

‘ As ACP continues to navigate its future
and the future of its members, virtual
connection and training opportunities will
remain a focus.

e are upon the one-year anniversary marking our rela-

tionship with COVID-19. This has been a tumultuous

relationship to say the least. This relationship is one

sided in that we give all and receive nothing in return.
This is a relationship that has led to financial stress, and unfor-
tunately for some to financial ruin. This is a relationship that has
caused great social change as we’ve isolated and redeveloped
our modes of communication.

Our one-year anniversary also commemorates how COVID
has quickly pushed us into a virtual world. This movement was
at a standard walking clip then quickly took off into a sprint as
we developed means to overcome our isolation and continue to
' operate our businesses.

BY JOHN DRAPER — When all is said and done, and we divorce ourselves of this
ACP PRESIDENT terrible virus, one positive may just be the advancement in virtu-
al connections. Although nothing can replace human-to-human
interactions that are so meaningful to our social well-being and
our working relationships, these virtual connections have proven
invaluable over the past year and can continue to offer connec-
tions for years to come.

Where have we seen this positive COVID outcome? Each week
since last spring AFCP has been hosting a Thursday afternoon
peer discussion session. These have helped publishers navigate
PPP loans, develop human resource strategies, learn about new
technologies, and share revenue generation ideas. These are all
good things often gleaned from an annual in-person conference,
but now available on a weekly basis.

Last fall, in lieu of their annual Publisher’s Summit, IFPA tran-
sitioned the event to an online offering of various sessions made
available to not just publishers, but all employees within a mem-
ber’s organization. The response was fantastic as publications
across the country logged in to learn new tricks and feed their
need for some sort of social interaction with their peers.

As ACP continues to navigate its future and the future of its
members, virtual connection and training opportunities will
remain a focus. We are planning for a solid networking and
training program coming in April and will continue to offer our
weekly peer session every Thursday afternoon.

As I stated above, nothing can replace true human-to-human
interaction. We look forward to our planned annual conference
in September so we can have a real conversation with our peers
over a real drink. Until that time, and in times between future
live events, we look forward to our virtual connections....and
maybe a virtual happy hour or two. I think we all deserve it. B
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THE ONE THING

PROCRASTINATION

he One Thing we are going to
look at today is Procrastina-
tion. Procrastinators are at the
same time depressed and opti-
mistic. Depressed because they don’t
get everything done when it should
be done and optimistic because
they think they have more time or
resources than they actually do. “T’ll
get to that a little later. I work best
under pressure. Deadlines are my
ally.”That’s a pretty weird dichotomy
isn’t it? Simultaneously depressed and
optimistic.

Before you go to the next article
because you think, “I don’t procras-
tinate” let’s examine your response.
You see, procrastination is our
cognitive way of avoiding pain. We
are constantly seeking pleasure and
avoiding pain. You avoid the harsh
reality of the moment by putting off
things that are difficult or unpleas-
ant. By not reading this article you

8 |
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BY DOUGLAS FRY

are avoiding the pain of facing how
much we all procrastinate. Please
read on. It will be worth it because
you’ll find the one thing you can do
to overcome procrastination.

Perhaps an example will be helpful.
Let’s say you have a customer that
left a hostile message about an ad
in your publication that was printed
with an error. This customer is angry.
You know he/she can be unpleasant
to deal with. The error was your fault,
you overlooked an important item
that should have been in the ad. You
know the customer is going to make
you feel bad about the error and
want something in return you can’t
give them, like a month’s advertising
at no charge.

So what do you do? Most likely you
do something else which will give
you pleasure that doesn’t require
much emotional energy like reading
your emails. “I'll call the customer
when I finish reading my emails.”
You are avoiding pain by substituting

something pleasurable. If, after you
catch up on your emails, you face

the music and call that customer you
have overcome the tendency to put
off a difficult task. However, most
likely something else will distract you
so that you don’t call the customer.

Does this sound at all familiar?
We’ve all done it. So how do we
overcome the likelihood that we will
put it off, procrastinate? The answer
is found in The One Thing. When
you are faced with something that
is painful, difficult, even traumat-
ic, think about the one thing, the
smallest insignificant thing, you can
do right now that will get you closer
to overcoming the situation. In our
example it could be looking up the
error-filled ad on your computer.
Once you have done that one thing,
reward yourself with something that
gives you pleasure. Maybe it’s getting
a cup of coffee or calling a favorite
client. Simply do that one little thing,
reward yourself, then think of the
next small thing you can do. Then
repeat this scenario. Do the simplest
thing, reward yourself, then find the
next thing to do.

If you follow this strategy you will
soon associate doing something un-
pleasant with the good feelings you
get from rewarding yourself. It could
go like this: look up the bad ad, eat a
snack, look up the customer’s con-
tact information in the system, read
an email, call the client, when that is
done reward yourself big time, like
planning to enjoy your favorite din-
ner after work.

Finally, doing the thing that you are
trying to avoid won’t kill you, but the
stress you’ll feel by putting it off just
might. By working every day to over-
come procrastination you’ll become
cheerful and optimistic — the kind of
people everyone wants to work with.
Just don’t put it off. ®



EMBRACING
VIRTUAL OPTIONS!

BY LOREN COLBURN

t's perfectly normal for all of us

to get so comfortable with our

routines that we actually defend

against letting any changes creep
into our world that might disrupt
our “rhythm”. We dig our heals in
thinking we will lose more than we
gain with any changes that penetrate
our established cadence. Then, along
comes a pandemic!

Faced with the inevitable mandat-
ed changes to contend with in the
workplace, we open our eyes to a
new reality and decipher the adjust-
ments needed to adapt to this shifted
environment. Here in the office for
example, we had prepared the neces-
sary technology to embrace a remote
work environment. We knew the cost
savings were substantial, but that de-
fensive voice in our heads continued
to sound the alarm that communica-
tion would suffer, productivity would
be diminished dealing with the
distance and job satisfaction would
somehow erode to a lower level.

Prompted by the directives from
our state government last March, we
shifted to remote offices temporarily
to comply with the social distancing
mandates. With some ingenuity and

digital applications incorporated
(Skype, Slack, Zoom and Ooma) - life
quickly adapted to a new normal.
Although working from a spare bed-
room proved to be one of the biggest
challenges, the communication, pro-
ductivity and job satisfaction issues
were quickly overcome.

Armed with the success of the 6
week experiment, we formalized our
plan to give up our office space when
the lease ended last September in fa-
vor of a permanent shift to a remote
home-office plan. The only piece left
to tie the loose ends together was
a summer basement remodel (for
me) and spare bedroom update (for
Cassey) to provide for more accom-
modating office spaces.

Since then, we have adjusted the
process and procedures to handle not
sharing office space a few feet apart.
Our “virtual” office environment has
quickly become the new, comfortable
routine. I read recently that 51% of
people switching to working from
home reported an increase in pro-
ductivity when working remotely —
which I strongly agree with. I also
read that remote workers were more
likely to report being satisfied with

PERSPECTIVE

their jobs than office-based workers
(CNBC| SurveyMonkey Workforce
Survey, 57% vs. 50%), which I would
have to agree with.

So what is my point in all of this? If
the virtual office option can become
a successful reality out of necessity,
then why not the virtual conference
option - or the virtual classroom op-
tion — or the virtual networking event?
Social distancing has changed the
way we do things, but does it really
need to change the things we do? We
need to share ideas and information.
We need to continue to learn and
we need to network as an industry
to survive and prosper. Those are all
essential parts of maintaining a strong,
cohesive industry and we need to ad-
just and establish a new normal.

In April we will deliver a virtual
conference program that will adapt
to the nuances of the virtual world
but deliver the necessities to meet
the needs of the community publish-
ing industry. It will be different from
what we are all used to, but it will be
exactly what we need to move things
forward for our members at a time
when we all need to be moving for-
ward. The Leadership Institute (TLI)
will also be delivering four classes as
part of the April virtual conference
fueled by the success of the virtual
classes we offered to MFCP partici-
pants last November.

Things will probably never go back
to the way they were in 2019 and ear-
lier, but that is not necessarily a bad
thing. What will matter is the way we
adapt to the new reality. There are so
many virtual tools at our disposal and
it is up to us to engage our ingenuity
to incorporate new ways of providing
for the needs of our industry within
the world we currently encounter.
That’s one of this industry’s biggest
strengths — adapting and moving
forward...together. We can’t afford to
change the things we need to do, we
just need to change the way we go
about it.

Until next month, don’t forget to
tell all those media buyers, “If it’s
FREE, buy it!” B
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Remote/Control

Remote work is where it’s at. :

It’s safer, healthier and contact-free.
And you still call all the shots.

Shrink your office footprint, your rent, your payroll,
taxes, insurance and benefits and general overhead;
your costs for computer hardware and software and
even your costs for paper clips and coffee! With
Design2Pro your company can save 50-75% off the
cost of editorial, ad and promotional layout, design,
production and art direction versus in-house while
accessing some of the world’s most talented graphic
designers who’ll make you look great.

You’re in complete
control of how your
publications look with
constant contact via
Zoom, Skype, phone,
email, texts and
more. Designers and
managers exclusively
dedicated to your
publications. Existing
designs totally
replicated or
a complete
redesign at
no extra cost!
Let’s talk about
how much more profit
we can put into your
pocket. Call us for an
estimate today. The best
design at the absolute
lowest prices. Our 17th
year. Hundreds of happy
publishers served.

'

DesiGn 2Pro

Print Publishing Made More Profitable!

Howard Barbanel, Executive Vice President
516-860-7440 « Howard@Design2Pro.com « www.design2pro.com
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INDUSTRY FEATURE

5 VITAL THINGS YOUR
PUBLICATION'S FACEBOOK BUSINESS
PAGE NEEDS TO KNOW

facebook bﬁgiﬂ%f

Pages Inspiratio]

hen you aren’t a digital

marketing expert, building

a captivating Facebook

business page can feel in-
timidating. However, with a few tips
and easy tweaks to the backend oper-
ations, you can create a brand-boost-
ing space that is both informative and
engaging. Here are five ways com-
munity publications can optimize a
Facebook business page to make sure
it is effective:

KNOWYOUR PUBLISHING
OPTIONS

Facebook provides many ways to
connect with your visitors without
ever actually speaking to them, but
businesses often ignore these golden
opportunities. The social platform is
also constantly evolving. If your pub-
lishing company’s Facebook page has

been around for a while, then you
might be surprised to find new sec-
tions in the backend. Leaving these
fields blank actually decreases the
page’s chance to capture its audience.
You will also miss out on trending
features and new algorithms that im-
prove page search rankings.
Regularly review the page for out-
dated information and layout chang-
es that can make the once-stellar
content look wonky. Select the View
as Page Visitor option to assess how
your audience sees the content on
both mobile and desktop devices.
Facebook Business Manager is your
account and content management
system. This is where you adjust
everything from business settings
and target audiences to brand
safety and advertising management.
You will find valuable resources

Success Stories

in the Facebook Business Help
Center for managing the account,
distributing published content,
integrating social media channels
and monetizing the page.

Facebook has developed a sepa-
rate suite of tools and resources for
news publishers. The program offers
several exclusive features, including
instant article publishing, URL editing
and Breaking News tags.

BE EASYTO CONTACT

The beauty of having a Facebook
page is the convenience of putting
your community publication right
at the fingertips of buyers. Make it
is easy for them to contact you by
including a phone number, email and
website address directly below the
banner. Several sections let you insert
links for the publication’s website,

MARCH 2021 | 11



editor email, newsletter subscriptions
and other social media platforms.
Another option is to turn on the
messaging tool. When visitors ar-
rive at Exchange Media Group, a
chatbox greets them asking if they
would like to send a private message.
Enable this feature by navigating
to Settings > General > Messages.
Monitor messages regularly since the
chat tool displays your page’s aver-
age response time. This statistic also
appears in the About section for all
visitors to see.

USE EYE-CATCHING
PROFILE PICTURES

According to the social media
gurus over at Buffer, there is a “psy-
chology and science behind perfect
profile pictures” to influence audi-
ences and gain more followers. The
goal, researchers note, is to appear
approachable, helpful and attractive.
The profile picture and page banner
are the first impressions you make,
so these sections need to visual-
ly communicate who you are and
why someone should stick around.
Although they take different design
approaches, publishers like Arcadia
News and Reminder Publishing both
do an excellent job at delivering on
this task.

Logos are most appropriate for the
smaller profile picture. This dis-
plays in a thumbnail-sized circle on
the home page. It also shows up in
searches and news feeds, so choose
wisely. A bold-colored background
helps the image pop out from the
blue-gray Facebook theme. Like all
things with Facebook, expect profile
picture and cover photo size guide-
lines to change.

Sitting above the fold, the cover
photo occupies prominent real estate
on the Facebook page. You can opt
to use one captivating photo or
convert the banner into a swipeable
gallery. Another route is to create a
video sizzle reel like the one used by
Long Island Pennysaver.

DIRECT VISITORS
TO TAKE ACTION

Facebook allows business pages to
add a prominent call to action button
directly under the banner in the right
column. It is difficult to miss and tells

12 | MARCH 2021

interested visitors how to interact
with your publication next. Our pub-
lishing partners use a variety of CTAs,
including Learn More to directly con-
nect with the website, Sign Up for an
email newsletter and Call Now.

Use this hotlink to make it easy for
visitors to engage deeper with your
brand. You can encourage them to
follow your page, make a donation,
get a quote, view an event, watch a
video or take dozens of other actions.
Enable this feature by clicking the
blue box marked Add Page Button
under the cover banner. Once custom-
ized, this blue box will appear in the
Page Preview results as well and can
be added to Facebook Ad campaigns.

Keep tabs on the effectiveness of
the CTA button by navigating to the
View Insights Tab. Data is available to
show how many people have clicked
the button. You can experiment with
different approaches and track their
effectiveness under the Action Button
Clicks and Actions on Page sections.

BUILD A STRONG
ABOUT US SECTION

Filling out this information may
seem tedious since most of it does
not appear on the front page. Howev-
er, it establishes your credibility with
Facebook, which factors profile com-
pleteness into the algorithm for post
reach in followers’ News Feed. It also
engages customers who are actively
looking for more details.

In the left column beneath the cov-
er photo, the About section provides
a snapshot of the company’s contact
details, description and overview. You
have just a few words to connect the
audience with the publication’s value.
The first thing visitors see is a snappy
About phrase, which also pops up
when users hover over a page tag.
Consider using a creative tagline like
Arcadia’s “Award-Winning Neighbor-
hood News since 1993” or Cityview
Magazine’s “Your city. Your style. Your
news. This is Des Moines.”

Visitors must click the Read More
or See All links to access further de-
tails and the other sections that you
develop, but it is worth the time to
fill these fields with quality content.
Those who make that click are invest-
ed in learning more, so give them the
information that proves the communi-

ty publication is credible, reliable and

worthy of doing business with.

Even if you tinker with it just one
hour each week, focus on building
high-quality content in these sections:
* Company Overview: A functional

description works well here. Ex-

pand on the publication’s purpose,
highlight products and services, or
outline the distribution reach.

¢ Story: Focus on the publication’s

history, what you are doing now

and where you aim to go.

Contact: As a publisher, connecting

with your local community is vital.

Be transparent by including the

publication’s address, phone num-

ber, email and operating hours. You
can even add a map.

Products/Category: Several cate-

gories may apply to your Facebook

business page. Some of our part-
ners use the Newspaper, Magazine,

Publisher, Neighborhood, Local

Service, Media/News Company and

Advertising Agency categories.

* Milestones: Celebrate your open-
ing, the launching of services,
awards, events hosted and attended
or any other good news that comes
your way!

Making these simple adjustments to
Facebook business pages for com-
munity publications can yield a great
return on your time investment. H
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ADJUSTING FOR
VIRTUAL EVENTS!

BY RENEE K. GADOUA

or 13 years, CITYVIEW mag-
azine has hosted a public
celebration to toast the winners
of their annual Best of Des
Moines contest. COVID-19 health
precautions nixed the 2021 in-person
affair, though, and CITYVIEW staff
developed a virtual program instead.
About 1,000 people attended in re-
cent years, and the monthly magazine
typically enjoyed healthy sponsorship

and ad sales for the popular event,
which celebrates reader favorites in
six categories.

“I set up my iPhone on a tripod and
a black background and rented a tux,”
said Shane Goodman, president of Big
Green Umbrella Media, which owns
13 community-based lifestyle maga-
zines in the Des Moines, Iowa, area.
“It’s by no means a professional effort.
But by and large it looks pretty good.”
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Shane and Jolene Goodman at their 2019 Best of the Best Event

INDUSTRY EVENTS

He recorded six 20-minute seg-
ments — one for each Best of Des
Moines category. Each “event” an-
nounced the finalists for each poll
question and the top vote-getter from
the magazine’s readers. CITYVIEW
released the videos on the magazine’s
YouTube channel at lunchtime on six
consecutive days in early February.

Goodman knew that after people
had attended endless (and sometimes
technically frustrating) Zoom meetings
for months, it would be a challenge to
hold people’s attention for long. “The
advice I got was, ‘If you expect people
to tune in at 5 p.m., forget it,” he said.
“But we thought people would watch
at noon with a sandwich.”

The annual readers’ best contest
drew a record 14,000 votes this year.
But ads and sponsorship sales were
down. Goodman’s assessment: “It
didn’t have the same sizzle by any
means, but it worked OK.”

Goodman led a session called Social
Media Myths at the virtual Independent
Free Papers of America conference in
September 2020 (no tux that time.)
He’s also on the planning committee
for the upcoming Association of Com-
munity Publishers (ACP) conference,
which will be held virtually in April.

He’s sharing challenges and op-
portunities he’s learned with the ACP
conference planning group. For ex-
ample: “There’s no stress on the day
of events, as all the work was done in
advance,” he said. “If the sessions are
recorded, you can go back to it.”
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INDUSTRY EVENTS

Virtual events may draw a bigger,
more geographically diverse audience
than in-person events, but that comes
with some caveats, Goodman noted.
A week after the Best of Des Moines
videos went live, the six videos had
drawn about 2,000 views total — about
twice the 2020 in-person attendance.

“It’s tougher to measure it, but
there’s ups and downs,” he said.
“Some people may have watched it
more than once, and one viewer may
have had 10 people in the room.”

Businesses of all kinds have lost in-
come during the pandemic. Also lost
during a year of shuttered offices and
work-from-home arrangements: team
building, networking and
serendipitous connections
that spark creativity. ‘

“We go to conferences
like this to get ideas from
others,” Goodman said.

“Usually we get pieces

from that in the sessions

and get more at breakfast

or lunch or having a drink

at a social event. You

might not use that contact

right away. Sometimes six months
down the road you say, ‘I know a guy
who does this.”

The planning committee hopes the
conference will include some inter-
active elements and an online social
event to build relationships. “Net-
working is always the No. 1 benefit
for conference attendees, and we
could all use that now,” Goodman
said. “It will be good to have at least
some contact with other publishers.”

Donna Anderson, president of On-
Line Publishers, Inc., plans to speak at
the ACP conference about her compa-
ny’s pandemic pivot experience. The
company produces publications and
events in Pennsylvania’s Susquehan-
na and Delaware valleys. Its daylong
Women’s and 50 Plus Expos — 160
events over 25 years — account for a

large portion of the company’s income.

“Things we had been doing for
many years we could no longer do,”
Anderson said. “To flip to virtual was
nothing short of miraculous.”
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When Pennsylvania barred public
events, “attendees felt the impact, but
more impactful was the hit our exhib-
itors and vendors felt,” she said. Her
Women’s Expos typically draw about
2,000 attendees and 100 vendors. Her
last in-person event was in July, be-
fore Pennsylvania’s governor barred
in-person events.

Anderson already had a head start
on online programming. Before the
pandemic, she had been exploring
potential online platforms to present
job fairs during Pennsylvania’s snowy
winters. But she learned the options
were expensive, and no platform spe-
cifically applied to tradeshows.

For print publishing professionals
nervous about virtual events,
“Just try. “Don’t expect a 100%
result. It’s like when we started

our publications: You just gotta

get the wheels rolling.
— Shane Goodman

So they improvised when the pan-
demic shifted their business online.
“We worked with a company that had
a template that didn’t work for us, so
we had to adapt it. We had to make
it work. We had 15 events we had to
get in before the end of the year,” she
said. “Development would have taken
months and we had weeks. It was
ugly, but we made it happen.”

She hopes to resume in-person
events as early as May. “You can’t
have 60 percent of your revenue just
stop,” she said. “We have 25-year
relationships and people want to do
things in person.”

She sees potential for virtual
programming as a revenue stream.
“My feeling is it’s been a hard year
for our team and I don’t want to
throw that at them now,” she said.
“We’re going to stay laser focused
on our core programming. There
may be some people who have the
bandwidth for that and I can share
our experience.”

Some companies already operated
virtually before the pandemic. “Going
virtual forced us to make some of the
changes that we had been trying to
make as far as paperless ad submis-
sion,” Cristie Leone, creative director
at Genesee Valley Penny Saver in
Avon, New York, said in an email.
“When we didn’t have the comfort of
falling back on the traditional paper-
less submission we quickly realized
that paperless had many advantages.”

The staff has “become fairly adept
at Zoom, Microsoft Teams (for us),
Google Teams etc.,” Steve Harrison,
publisher, said in an email. Success
requires literal bandwidth. He’s par-
ticipated in a weekly publisher
roundtable since March 2020
“and there’s no problem except
for the occasional ‘freezing’ of the
person who is talking,” he wrote.

An industry conference
Harrison attended virtually in
January “went very well and the
sessions were recorded so that
if you missed a session, you
could play it back. I doubt you
have full attendance for every
session, but having them spaced out
will allow your attendees flexibility.”

On virtual networking, Harrison
offered practical advice: allow time at
the end of each session for questions
and answers, and provide contact
information for follow-up.

Goodman agrees that pandemic
restrictions “forced us to learn the
technology,” adding, “We can inte-
grate that down the road,” he said.
“COVID-19 might come and go. But
other things could come along and
we’ll be better prepared.”

For print publishing professionals
nervous about virtual events, “Just
try,” Goodman said. “Don’t expect a
100% result. It’s like when we started
our publications: You just gotta get
the wheels rolling.” B

Renée K. Gadoua is a freelance writer
and editor based in Central New York
and a journalism instructor at Ca-
zenovia College. Follow her on Twitter
@ReneeKGadoua.



VIRTUAL EVENT UPDATE

SPRING VIRTUAL CONFERENCE -

Program Outline

will provide attendees information

targeted at business improvements
for the publishers. The program will run
four consecutive Fridays beginning on
April 9, 2021 and concluding on April 30,
2021. Each Friday there will be a session
that begins at 12:00 PM EDT, a 5 minute
break and then a second presentation that
begins at 1:00 PM EDT. The specific order
of these presentations will be determined
and announced in a series of e-blasts to
from ACP as well as next month’s Publish
Magazine, but here is the presentation
lineup that will include improvement ideas
for any and all publications.

I I {hese 55 minute virtual presentations

¢ 8 things every publisher should
track & share.
Metrics are an excellent way to moni-
tor the health of your business in many
areas. Learn some simple calculations
that will help you discover strengths
and weaknesses and track performance
improvements.

e 7 ways to engage your reader.
Competition for your reader’s time
and attention gets greater all the
time. Learn effective, affordable
ways to up your reader engagement,
from contests, in-paper promotions
and more.

* 6 ways to improve your
publication’s brand.
Your brand is the sum total of your
customers’ perceptions, notions and
experience. It is the face, personality
and the values espoused by your
business — and everything in be-
tween. Some simple tips to move it
in the right direction utilizing print,
video, social media and more.

* 5 special sections that will work
in any market.

Special sections offer opportunities

for revenue growth and advertiser

excitement. Here are some that will

work in any size market.

VIRTUAL EVENT PRESENTATIONS

* 4 print & digital package ideas your reps
will want to embrace.

Combining print advertising and digital advertis-

ing can be difficult for your sales team. Here are

some tips to increase acceptance and results.

* 3 R’s of building your sales team
(Recruiting / Rewards / Retention).

Tips on finding and keeping sales profession-

als that will build your business with Elaine

Buckley.

e 2 Approaches to virtual events.

Learn how two companies have incorporated
virtual events to support their local events
during the pandemic. The virtual option can
hold on to existing business when in-person
options are not available.

¢ 1 great idea to share - idea exchange.
The traditional “3-minute” idea exchange holds
the key to a variety of business improvement
opportunities. From cost savings to revenue
growth, you are sure to find something to uti-
lize right away.

VIRTUAL EVENT TLI CLASSES

Institute will deliver four TLI classes on consecutive Thursdays be-
ginning on April 8, 2021 at 11:00 AM EDT, and each of the next three

Thursdays at the same time. These classes will be presented by the Dean

of TLI, Rob Zarrilli who is sure to pack the sessions with sales building

material and the energy to make the 55 minute sessions just fly by.

These class presentations will require pre-registration for anyone
who wishes to earn TLI credits toward their CAE Certification and
attendance will be monitored and recorded for verification. If you
thought Tuesdays with Morrie was filled with lessons, wait until you
try Thursdays with Rob! Here is the class lineup for April.

¢ TLI 105 - Communicating Through Listening — Discover the pow-
er of effective communication through a variety of listening concepts
and techniques.

e TLI 247 - Building and Delivering Effective Sales Scripts — With-
out an effective sales script, your sales call can end up like a poorly
told story. Learn to put together scripts that will engage your listener
and keep your sales call on track.

¢ TLI 103 - Answering Today’s Sales Objections — No good sale is
ever won without a fight! Prepare yourself for sales combat by learn-
ing how to uncover, confront and overcome today’s common sales
objections.

¢ TLI 248 - The Soul of the Team — For most people, succeeding in

In addition to the eight presentations listed above, The Leadership

life requires mastering the art of teamwork. Whether at work, school,

church, or home, virtually everyone is part of a team—and when
they work well, teams can accomplish more than individuals work-
ing by themselves. Learn the four simple yet highly effective princi-
ples that separate the truly great teams from the mediocre ones.

TOPICAL DISCUSSION SESSIONS

April 29, 2021, there will be presentations targeted
to specific areas for your publication business. The
program on April 15" will be circulation focused and

the program for April 29" will be focused on the Affinity

Suite of products. The first portion of the session will be a

presentation and the second portion will be an opportu-

nity for industry professionals to have an open discussion
on issues and topics they will bring to the table. Each
session will be limited to 90 information packed minutes.

* April 15 - Circulation Session — The opening presen-
tation will be a case study of transitioning to requestor
publication status for potential postage savings. The
second part of the program will be an opportunity for
circulation professionals to ask questions, share ideas
and common issues facing their operations.

* April 29 - Graphics Session - Are you tired of
sending your hard earned money to Adobe each
month for software? The solution is here now using
the Affinity Suite of products. Learn how Publisher
can replace InDesign, Design can replace Illustrator,
and Photo can replace Photoshop. The best part is
the price. It’s only $150 for the whole suite, period.
Not $150 per month, but a lifetime. See the products
in action in this fast-paced demonstration by some-
one who uses it every day.

I Jollowing the TLI Classes on both April 15, 2021 and

Mark your calendars and stay tuned for more details!
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THE SURVEY SAYS...

Which of the following are currently part of your product and

service offering to advertisers?
70%

62.2%
60% 55.6%
50% " 44.4% 42.2%
40%
30% 24.4% 20.0% 8
20% 15.6% 17.8%
8.9%
0% ]
Email Website Website Search  Social Media Social Media ~ Video Integrated  None of the
Marketing Design Hosting Engine Marketing Management Production  Branding above
Optimization Strategy

(SEO)

Which of these digital products are you planning to add to your
offerings to advertisers in the next 10 months?

60%

51.1%
50%
40%
30% 24.4%
20.0%
20% 15.6% 15.6%
8.9% 8.9%
10% l ° 4.4% l ° 6.7%
- H - ] L
Email Website Website Search  Social Media Social Media  Video Integrated  None of the
Marketing Design Hosting Engine Marketing Management Production  Branding above
Optimization Strategy
(SEO)
If you offer any of the following, what is the profitability of that
specific product?
Integrated Branding Strateqy s -
V/idle 0 P rO AU CLIO N 10 —
Social Media Manage M e N1 s -
Social Media Marketing e —— —
Search Engine Optimization (S ) s — —
Website Hosting m— S
Website DesSign s —— ——
Email Marketing s — E—
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m Do Not Offer  mNot Profitable Similar Profit to Publication Advertising  mVery Profitable
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What percentage did digital
product offerings represent to
your total 2020 sales?

80%

What percentage do digital
product offerings represent to
your 2021 sales budget?

80%

70% . 66.7% 70%
60% 60% - 53.3%
50% 50%
40% 40%
X 30%
30% 20.0%
20%
20% 13.3% 8 9% 8.99% ? 8.9% 11.1%
10% 7 — 27 10% : 6.7% .
. (]
0% H = BN oo H m
Under 3%-5% 6%- 11%- Over Under 3%-5% 6%- 11%- Over
3% of 10%  20%  20% of 3% of 10%  20% 20% of
total total total total
sales sales sales sales

How active are you in posting for your business on the following

Your own website

Linkedin

Twitter

Instagram

Facebook

0%

social media/digital platforms?

mNever mRarely = Monthly mWeekly mDaily

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

How active for personal use do you post or visit the following

Your own website

Linkedin

Twitter

Instagram

Facebook

0%

social media/digital platforms?

mNever ®mRarely = Monthly mWeekly m=Daily
[ I .
[ I
I e
. == b
. [ I

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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" We'’re in the cloud! |

o For Mac and PC users.

» Perfect for working at home.

¢ Accessible from anywhere in the world.

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

» World’s Best'Service.*

Merrimac

your convenience. PLUS

*According to Carol Toomey ~ Publishing software

207.452.2476 « sfobes@merrsoft.com

Proud to be the expert media financial valuation resource for
the FORBES 400 List of America's Richest People 2015 - 2021

KAMEN & CO. GROUP SERVICES, LLC

Media Appraisers, Accountants, Advisors & Brokers

626 RXR Plaza

Uniondale, New York 11556
Phone: (516) 379-2797

Cell: (516) 242-2857

E-mail: info@kamengroup.com
www.kamengroup.com

Kevin B. Kamen
President/CEO

Fast, economical and high quality Print & Promotions — the Preferred Way

%E Every p, 5
— Yy ::or Direct Maile
IR %

I-Service Eppy Provider
'an, Print ang gy Posteargs.
4

1to 3 day shipping
for more than 70% of the US.
from our centrally located facility.

6—'

Direct M i
| ail and
Prln\lr.g for Variable

Or a Persong|
u:w’“ AN AS o

For all quote requests, please contact Chad Swannie
Phone: 713-320-3021 ¢ Email: chad_swannie@preferredms.com

Human-driven internet traffic
accounts for only 62.8%

of all web traffic!
Imperva 2020 Bad Bot Report
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INDUSTRY ASSOCIATIONS

NATIONAL
ACP

Association of Community Publishers
5701 E. Circle Drive #347, Cicero, NY 13039-8638
877-203-2327
Loren Colburn / Douglas Fry / Cassey Recore

CANADA
Blain Fowler
¢/o the Camrose Booster
4925 48th Street, Camrose, AB, Canada t4v1L7
780-672-3142
cbads@cable-lynx.net

NAMPA
North American Mature Publishers Association, Inc.
P.O. Box 19510, Shreveport, LA 71149-0510
877-466-2672
maturepublishers.com

REGIONAL
CPNE

Community Papers of New England
403 U.S. Rte. 302 — Berlin, Barre, VT 05641
802-479-2582
Wwww.communitypapersne.com

MACPA
Mid-Atlantic Community Papers Association
P.O. Box 408, Hamburg, PA 19526
507-388-6584
www.macpa.net

MFCP
Midwest Free Community Papers
P.o. Box 4098, Mankato, MN 56002
507-388-6584
www.mfcp.org

PNAWAN
Pacific Northwest Association of Want Ad Newspapers
¢/o Exchange Publishing
P.O. Box 427, Spokane, WA 99210
800-326-2223
www.PNAWAN.org

SAPA
Southeastern Advertising Publishers Association
P.O. Box 456, Columbia, TN 38402
931-223-5708
www.sapatoday.com

STATE
CPM

Community Papers of Michigan
5198 Windsor Highway, Potterville, MI 48876
800-783-0267
mifreeads.com

FCPNY
Free Community Papers of New York
621 Columbia Street Ext. — Suite 100, Cohoes, NY 12047
518-250-4194
www.fcpny.com

FMA
Florida Media Association
P.O. Box 773840, Ocala, FL 34477-3840
352-237-3409
FloridamediaAssociation.org

WCP
Wisconsin Community Papers
P.O. Box 1256, Fond du Lac, WI 54936-1256
800-727-8745
wisad.com



MEMBER PROFILE

ON-LINE PUBLISHERS
IS AHEAD OF THE CURVE

BY BARBARA HOLMES

BUSINESS

onna Anderson founded On-
Line Publishers in 1995 with
the launch of its flagship se-
nior publication, 50 Plus Life.
She had no experience in the pub-
lishing industry — she'd been at home
raising children for 16 years — but she
was ready to get back into the work-
force. As a frequent volunteer with
the local Office of Aging, she found
that she really enjoyed working with
the senior community. So with their
encouragement and support from lo-
cal advertisers, 50 Plus Life was born.
"I live in Lancaster County (Pa.) and
that's where we started," said Ander-
son. "My mother lived in Cumberland
County, which is 30 minutes from me.
She kept saying, 'Oh, it's so nice that
the people in your community have
so many things to do.' And I said,
'Mom, you have all those things to do
too - you just don't know it." So that
was what propelled adding a Cum-
berland County edition, to share with

“yesle

ON-LINE
PUBLISHERS, INC.

&

my mother what was going on in her
community."

Initially, 50 Plus Life had a page
devoted to listing frequently called
numbers. "Our advertisers kept ask-
ing us how they could get on that
page," said Anderson. "We wouldn't
allow them to because they were pri-
marily 800 numbers for organizations
such as the American Heart Associ-
ation. But a light bulb went off and
we realized that if they wanted to
advertise, we should provide a new
medium for their advertisement!"

And so the Resource Directories
were born. Anderson worked with
area agencies on aging and organiza-
tions such as United Way to originally

populate the county-specific directo-
ries, which are verified and updated
every year.

On-Line Publishers grew steadi-
ly with its three-prong approach: a
county-specific newspaper, a resource
directory and an annual expo to
introduce seniors to companies with
senior-oriented products and services.
"Each of the Offices on Aging wanted
their own products," said Anderson.
"They didn't want information com-
bined for two counties, so we start-
ed adding one county edition at a
time. Then we would add a resource
directory and an expo and that's how
we moved into the six counties that
we're in today."

After several profitable years pub-
lishing the 75,000-circulation 50 Plus
Life and its associated directories, a
business broker contacted Anderson
with an offer to purchase a women's
publication. She considered the offer
but declined.
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"There was already a business
publication in our market but it was

Anderson was ahead of the COVID
curve as well. "About four years ago,

In addition, Anderson had already
looked into virtual opportunities pri-

we decided that we would make

it possible for everyone to work
remotely so nobody had to use a
vacation day if it snowed or a child

or to the pandemic because she was
interested in hosting virtual job fairs
in the winter months. "I really felt I
was ahead of the game because I al-
ready had information, but the
reality was all the platforms
had a base cost of $10,000

or more per event," she said.
With 15 annual events, that
was not feasible. "Fortunately,
I had a person on staff who

mainly focused on male-dominated
industries," said Anderson. "We did
occasionally go back to thinking
about it over the next several years."
Business Woman, a glossy
regional magazine, was
ultimately launched in ‘
2004 with a circulation of
15,000.

Anderson realized in
2006 that there was an

There are no changes planned for
the print products, which survived
the brutal 2020 pandemic
without losing many advertisers.

urgent need for informa-

tion specifically related to
caregiving. "We provide

resources and cover a lot

of articles related to caregivers," she
said. "I had friends who would call
me and say, 'Hey, I think my mom
has Alzheimer's,' or 'my dad fell and
broke his hip...What do I do?' All
of a sudden I was the resource for
everything a parent might need. We
realized there was a real need for this
information because nobody plans
to be a caregiver. You are just thrust
into it." And so Caregiver Solutions
magazine was born.

In-person expos are still being
planned for 2021.

was sick," she said. "So when COVID
hit in March 2020, we were fine.
Everyone was able to start working
from home immediately. After the
first eight weeks, nobody wanted to
go back to the office, so we became
officially permanently remote as

of February 1, 2021." Although the
pandemic caused the layoff of three
employees, the remaining nine have
each been with the company for a
minimum of 12 years.

is extremely tech savvy so we
were able to create a virtual
product that we could live
with."

There are no changes planned for
the print products, which survived
the brutal 2020 pandemic without
losing many advertisers. In-person
expos are still being planned for
2021. “Our readership and event
attendees are very loyal to us. We’ll
continue to provide relevant content
through our publications and are
excited about getting together again
throughout the region at our expos,”
said Anderson. B

QC

Together we can!

QC

Association of
Community
Publishers

National Search For Association

EXECUTIVE DIRECTOR

The Association of Community Publishers (ACP) is a progressive
non-profit dedicated to helping community publishers succeed and
grow. The association recently merged the two leading national
associations to become the largest organization advocating for
community publishers in the United States. These associations have
been the catalyst for industry prosperity for more than 50 years. The
selected candidate will be a self-starter able to creatively complete

projects on time and within budget. While working with an energetic
board of directors who oversee and give guidance about successfully
navigating the position, the Executive Director will operate as the chief
executive officer of the organization.

Association of
Community
Publishers

If you enjoy a fast-paced, stimulating environment where your efforts
are encouraged and rewarded, revel in working with remote teams,
have out-of-the-box ideas on connecting with members, thrive in the
spotlight, and can be the “face” of an organization, please send your
resume, salary requirements and a cover letter expressing your interest
and qualifications to employment@communitypublishers.com.

Application Deadline: March 10,2021
Eh, P EI

J.L.-l'f |r

T ;w.é

To review a full copy of the
job description, just scan the
QR code to the right.
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ASSOCIATE MEMBER UPDATE

NEW PROIMAGE AMERICA

ew Prolmage America, an

Agfa Company, is a lead-

ing developer of innovative

browser-based digital and
production automated workflows, ink
optimization, image color toning &
correction software and a press reg-
istration solution for commercial and
newspaper printers. Our solutions,
both local and cloud based help pub-
lishers automate workflow, streamline
production and reduce overall costs.

Our latest workflow automation
and output management software,
NewsWayX is available as a local or
cloud based system. The hosted solu-
tion provides custom workflows on
Vendor provided cloud servers. Print
sites have logons just as if the servers
were local to softproof, approve, and
track pages & plates. Plate ready Tiffs
will automatically be sent to local
CTP devices for output. Prolmage
will maintain the Servers, RIPs and
Software so versions are always cur-
rent eliminating costly upgrades and
the need for software and hardware
support contracts.

NewsWayX features a single, inte-
grated user interface that keeps all
users informed about editions and
their status. It offers faster turn-
around and increased productivity for
cost savings in the production pro-
cess. Because it is based on HTMLS5,
NewsWayX can be fully accessed
from any computer platform that sup-
ports a browser. With its new easy-
to-use interface, the production staff
does not require lengthy training ses-
sions in order to learn the software.
The Cloud offering includes Edition
Planning, Ripping, Imposition, soft-
proofing of post RIP pages & plates,
Approvals, and Output Management
to Local CTP’s with load balancing
and color locking. Additional op-
tions for Preflighting, Ink Presetting,
Fan-out control among others can be
added.

Sample Cloud Workflow

% Preflight

Input

Normalizer  Ink Optimization ~ Page RIP

=

The platform provides highly so-
phisticated job tracking capabilities.
The system displays the production
status in a layered approach, from
very general production views to the
status of a single file or plate. This
makes it easy for production to mon-
itor multiple jobs running simultane-
ously.

Our Cloud-based OnColor soft-
ware automatically color corrects
and tones images for printing press-
es and online editions. Operators
no longer have to manually touch
each image in local programs like
photoshop for optimal reproduction
quality on press. With over 400 cli-
ents installed, editorial and prepress
operators can upload images to a
Cloud OnColor server that automat-
ically color corrects, tones and can
convert color images to grayscale
and returns the adjusted jpeg images
or PDF’s back in minutes. This saves
valuable time by processing images
quickly reducing labor and provides
professionally toned images back
to the operator. A single image can
be uploaded, and multiple images
returned (i.e. color corrected, gray-
scale, web ready) saving even more
time. Each Customer has a custom
workflow using specific ICC profiles
and settings for maximum quality for
their press and digital environments.
Every month OnColor processes over
40,000 images for Newspapers and
publishers.

Its latest version provides improved
Skin Tone handling which includes
better USM sharpening and filtered

o 0=

Page Approval

@

Ink Values Press

®
PDF

CTP E-Tearsheet

Form Approval

Impose Form RIP

Lowres Prefiight Archive

PDF
E-Edition

EXAMPLES:

Processed with Skin Tone Correction

skin smoothing for both RGB and
CMYK output. This feature protects
skin tones from being over sharp-
ened by applying Smoothing to
certain areas.

Filtered Skin Tones Example —
A filter, which automatically removes
skin imperfections and smoothens
the skin while preserving all detail
that is important like hair, mouth,
eyebrows, etc.
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Our Press Registration system
is able to adjust TIFF separations to
correct for registration issues without
having to touch or modify the press.
With advances in technology and
new algorithms that we developed
it becomes possible to automatically
resize, rotate, mirror and shift the
Tiff separations at precise increments
to more effectively compensate
for press mis-registration and web
growth. Press Register does just this
and comes with a digital microscope
to accurately measure the amount
of scaling required for perfect
registration.

Benefits:
* Faster make ready (register in less

than 500 sheets)

* Can produce higher quality jobs

* Reduce press stops due to registra-
tion

* Extend the press parts life span

* Reduce mechanical adjustment time

* Correct registration problems that
could not be done previously

e Adjust multi-plate cylinder config-

uration

e Corrects nonlinearity along the

cylinder circumference

* Align specified area within the

printed image.

Lastly is a new RIP Screening
Technology called Spir@l. Based on
the fundaments of our well known
Sublima screening, SPIR@L is Agfa’s
latest patented screening technolo-
gy. With a guaranteed minimal dot

reproduction, we can print the entire
range from 1-99% while maintaining
a mathematically proven moiré free
structure.

SPIR@L uses the same lpi and dpi
as a conventional AM screen and
draws a curve and groove to create
the SPIR@L ‘dots’.

Left: digital AM screen,
right: digital SPIR@L screen.

The curve and groove applied will
almost disappear in print providing a
similar cleanness and rosette struc-
ture as AM.

SPIR@L in Practice

With a normal Lupe you may see
the same structure and dot as a con-
ventional AM screen in print, with the
huge benefits of having a lower ink
layer in the dots itself. This will im-
prove printability and reduce ink-us-
age resulting in a sharper image. On
top, a calibrated SPIR@L screen will
reproduce the same colors in print
without extra efforts! W

Rick Shafranek
Vice President Sales & Marketing
New Prolmage America, Inc.
303-426-7171
sales.us@new-proimage.com

There are many ways to connect with your community...

but only one way to connect with your industry!
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BY JOHN FOUST
RALEIGH, NC

AD-LIBS

THE MOST OVERUSED
WORD IN ADVERTISING

can imagine this scene playing out
hundreds of times every day. A sales-
person sits in an advertiser’s office
and says, “Let’s talk about your next
ad campaign. What are your thoughts?”
That’s a sensible conversation starter. Ask
an open-ended question, hear the other
person’s ideas and go from there.

Let’s say the advertiser answers, “Quality.
We’ve got to let people know we believe
in quality.” That sounds like a harmless
comment, but it’s an example of where
bad ideas come from. If the salesperson
does not probe for an explanation, “We
believe in quality” will end up as theme of
the advertising. And
that ad campaign will
get lost in a world of
other vague advertis-
ing claims.

I believe that “quali-
ty” is the most over-
used word in adver-
tising. It’s everywhere.
Advertisers boast of quality products,
quality customer service, quality people,
quality selection, quality traditions and
quality reputations. They act as though
consumers automatically understand what
they are talking about. But in reality, the
word “quality” is trite and has little mean-
ing in today’s marketplace.

“Quality” is not the answer to a ques-
tion. It’s another question. It’s your cue to
dig for information. Pretend you’re a law-
yer on a search for evidence to prove your
point. Find where your advertiser’s unique
quality comes from, and let that become
the idea.

Generally speaking, there are two types
of evidence that can be used in advertis-
ing: product proof and human proof. The
right choice can define quality and make it
come to life in the consumer’s mind. Let’s
take a closer look:

1. PRODUCT PROOF. To find this kind
of evidence, make a list of features and
benefits. Then narrow it to the most rele-

The word “quality”
Is trite and has little
meaning in today’s
marketplace.

vant information. Are there special ingredi-
ents? Is there a unique manufacturing pro-
cedure? What about guarantees? Is there a
story of a customer who is still using the
product after an impressive number of
years — or miles — of service?

This approach presents the product as
a hero. If you face a specific problem,
don’t you want the product that will save
the day? When you want certain benefits,
don’t you want the product that is proven
to deliver those benefits?

2. HUMAN PROOF. There are two ways
to use human proof: (1) a testimonial from
a happy customer or (2) a statement from
someone who works
for the advertiser.

When an adver-
tiser says, “We’re
really good,” that’s
just another market-
er bragging about
themselves. But it
means something
when a real live customer says, “They’re
really good, and here’s why.” That’s the
power of a customer testimonial.

A statement from someone representing
the advertiser is what I call an in-house
testimonial. For example, it’s the techni-
cian who tells you that — when you buy a
car from his dealership — you can count
on his 24 years of experience to keep your
car in tip-top condition. Or it’s the chef
who tells you she would be honored to
prepare a meal for your special event.

Proof can make “quality” statements
come to life. W

(c) Copyright 2021 by Jobn Foust. All
rights reserved.

Jobn Foust bas conducted training
programs for thousands of newspaper
advertising professionals. Many ad de-
partments are using bis training videos

to save time and get quick results from in-
bhouse training. E-mail for information:
Jjobn@jobnfoust.com
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THE LEADERSHIP INSTITUTE

The Leadership Institute
is a structured, industry
specific sales and
management training
program sponsored by the
Association of Community
Publishers.

MnaC

Association of Community Publishers

OVER THE LAST
14 YEARS

INDUSTRY PROFESSIONALS
HAVE PARTICIPATED

CLASS CREDITS HAVE BEEN
AWARDED

CERTIFIED ADVERTISING
EXECUTIVE CERTIFICATIONS
AWARDED BY ACP

DIFFERENT CLASS
CURRICULUMS PRESENTED
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BLOOM!

BY JIM BUSCH

‘ Bloom where you're
planted!

—American folk wisdom

heard “Bloom where you’re planted” a lot when I
was growing up. Anytime I complained about my
life, my grandmother would roll out this old proverb.
She had an impoverished childhood in a rough and
tumble coal mining town, had lived through the Spanish
flu, the depression and WWII. Despite all her troubles,
she never gave up and always enjoyed life. Looking
back at my life, this is perhaps the best advice I ever
received. We can’t always change the situation we find
ourselves in, but we can always make the best of where
we find ourselves. The lesson here is plain, my grand-
mother wasn’t telling me to endure; she was telling me to
“bloom,” to thrive. This proverb doesn’t tell us to “make
the best out of a bad situation,” it tells us to “make a bad
situation great!”

Right now we find ourselves “planted” in the middle
of a global pandemic. This is the biggest challenge that
advertising sales people have ever faced. The recession
of a few years ago pales by comparison to the disrup-
tion created by Covid 19; many of our customers have
been forced to temporarily shut down and many have
closed up for good. This challenges us to work harder
and smarter than ever before to help them come up with
unique marketing solutions to get through this. We need
to be at the top of our game to convince them to pro-
mote curbside options and come up with ways to keep
their old customers and gain new ones. Just when we
need to be at our best, the virus has kept us from taking
the training we need to stay sharp. For the first time in
decades, our national conferences had to be canceled,
taking away the best opportunity for sales people to
learn their craft when they need it the most. Our industry
has a grand tradition of “blooming where we’re planted,”
so our leadership has come up with an elegant solution
to this problem. To provide world class training when
and where it is most needed, they created opportunities
to study online. More than just a “work around,” virtual
lessons allows our people to access training without the
expense of travel or taking them out of the field when
they need to spend every minute talking to clients. De-
spite where they’ve been planted, virtual training allows
our people to “bloom!” ®



SALES TIPS

THE REAL WORLD
OF ADVERTISING SALES—

beyond the first meeting magic words strategy

BERTING
COMMUNICATIONS

et’s take the first prospect meet-

ing. This is not the time to high

pressure a prospect. Recently

we see a strategy to present op-
tions and recommendations in the first
sales meeting. After a barrage of ask-
ing clever questions, presenting ideas
on the spot, talking about the Corona
Virus , developing the proposal, giving
a variety of pricing options, giving
testimonials, overcoming objections,
attempting to close the prospect ...all
these barrage of actions are on the
first meeting.

Obviously not the way to sell the
prospect on the first call. This ap-
proach could not only irritate the
prospect but put the advertising
salesperson making the presentation
look very pushy and not an advertis-
ing sales professional and a trusted
advisor.

Introducing the first call of a 3
call process-establishing credibility.

Instead of doing everything on the
first call, let’s look at a more rea-
sonable process to sell the prospect.
Let’s begin by examining a good
first call on the prospect. Accord-
ing to most experts, after you have
researched their website, now is the
time to tell them what you know
about their business—and how
interested you are in what they are
trying to achieve. This usually leads
to questions you can ask about their
business goals. The whole thrust
of effort is designed to get them to
open up and reveal everything about
their business and their marketing
goals plus hopefully their budget for
advertising.

As a media buyer for my adver-
tising agency of 30 years, I have
been subjected to this approach. In
a typical example, I'm sitting there

with a media salesperson and I'm
thinking “who is this person--can I
trust them—why should I tell them

all about my plans—if I've got goals I
want to achieve why should I reveal
them when I hardly know him or
her?” The bottom line is that they have
no credibility with me...I'm not ready
to open up until I can thoroughly trust
them, think they’re reliable, and have
confidence in them.

IDENTIFICATION

So the answer is, you’ve got to strike
a balance between building a relation-
ship and at the same time have them
trust and believe you. Here is a time
tested strategy for identifying yourself
to the prospect:

The advertising salesperson opens
with the following “ I'd like to talk to
you about your business but I think
it’s very important that you know
more about who we are” The prospect
now has these questions and thoughts
in their mind which needs to be ad-
dressed as to who you are:

I don’t know who you are—what is
your background experience —what
are your qualifications?

I don’t know your company—what
is the complete name of your publica-
tion—what other businesses do you
have?

I don’t know your company’s prod-
uct—tell me about your print and digi-
tal display ads—website—local news

I don’t know your company’s
customers—give me testimonials of
people in my line of business.

Once this information is present-
ed- the prospect now is in a position
to better trust and to believe in your
credibility. You’ll notice there has been
no mention of showing a media kit. It
has all been verbal.
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SALES TIPS

BUILDING RAPPORT

There’s always a likeability factor in
selling. It’s amazing what a smile can
do to break down barriers between
people. It’s always important to find
common ground and build rapport.
How many times have we heard the
phrase “ build rapport” but even in
today’s world of selling it’s amazing
how many times we forget to do it. It
still means something for a prospect
to be complimented on their hobby
or something they’ve done.

CREATION OF INTEREST

At the conclusion of the first call —
that is the time to do what I call
“gravitational selling” This is where
you want the prospect
to gravitate to you in
preparation for the ‘
second call. It also can
be called “creation of
interest”. Now you tell
the prospect that on the
next visit, you want to
learn more about their
business and show them
how you will create great custom
designed ads for them in print and
digital as well as formulating an
advertising plan that will reach their
target audience more effectively.
Then you ask for permission to have
a second visit.

THE SECOND CALL

Fact finding approach—do rough
layout sketches incorporating the big
idea—analyze why rough layouts are
done—how to build their image--ask
about their budget—ask permission
to bring advertising plan and compre-
hensive layouts to third meeting.

THE THIRD CALL

Presenting the comprehensive lay-
out ideas—Presenting the advertising
plan—Covering objections—Closing
techniques---Power closing sentences

RETENTION—WHO IS GOING

TO SERVICE THE ACCOUNT?
Hopefully the prospect is now the

customer of the publication. Some-
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one has to service the new account.
I wonder who could that person be?
Why it’s the person who sold the
account of course. All of the ad sales
training experts who promote selling
everything on the first call never talk
about what happens after the pros-
pect becomes a customer. Someone
who knows the account quite well
has to be a marketing partner with
the new customer by preparing the
ads, presenting more publication
services like inserts, special promo-
tions, etc. The customer expects this
situation to happen the way I have
described it.

High customer retention starts with
the first contact with a prospect and

There’s always a likeability factor in
selling. It's amazing what a smile can
do to break down barriers between
people. It's always important to find
common ground and build rapport.

continues throughout the lifetime of
a relationship and successful reten-
tion effort takes this entire lifestyle
into account. A publication’s ability
to attract and retain new customers
is related not only to its product and
services, but also the way it services
its existing customers. This service
generates a reputation that creates a
powerful image within and across the
marketplace. Customer retention also
has a direct impact on profitability.

TRUST AND BELIEVABILITY
The bedrock of customer retention

is also based on these factors:

* The image and reputation of the
publication. How does it fit in the
media mix of the customer? What is
the strength of their readership?

* The trust and believability of the
salesperson.

* The plan of action for the customer
will include the following promises:
1. I will design a compelling adver-

tising campaign using my publi-
cation to present your products

and services in the most creative
way possible.

2. I will work with you as your
marketing partner to fine tune
your ad campaign and adjust it
to changing market conditions.

3. I will treat your advertising dol-
lars as if they were mine, giving
you the best discounts available
to control your costs.

4. 1 will keep you up to date with
what is going on in the market
from my communication with
other business owners.

THE FINAL WORD ON
CUSTOMER RETENTION.

The number one place publica-
tions can get revenue is
through retention. They
need to stop being so
product oriented and
work on establishing
an effective strategy for
their customers. That
strategy will include a
marketing plan which
will commit the cus-
tomers to a long range advertising
program with the publication. H

Bob is the author of four best-selling
e-books for the newspaper industry:
“Dynamic Sales and Image Pow-

er”, “Advanced Selling Skills For The
Advertising Sales Pro”, "Power Selling
Tools For The Advertising Sales Consul-
tant”, and bis newest e-book, “Smart
Customer Connections For Advertising
Salespeople. You can order Bob’s books
on bis website: www. bobberting.com.
Read Bob’s books and discover how bis
vast experience and know-how can belp
you achieve much more business for
you and your publication. You'll greatly
benefit from the wisdom of one of Amer-
ica’s top advertising sales experts. Bob is
a professional speaker, advertising sales
trainer;, publisher, marketing consul-
tant, and leading columnist in many
national and regional newspaper trade
association publications. He is the pres-
ident of Berting Communications and
can be reached at bob@bobberting.com
or 317-849-5408.
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My articles for IFPA members ...
began in 1993 (although there was a brief
“gap” year in ‘94, but | resumed in 1995) and
have been contributing ever since. | started
doing page layout with QuarkXPress and
switched to Adobe InDesign in mid-June
of 2004. (The reason was a “time crunch”
and the 47-digit activation code | needed to
reinstall XPress—but don't get me started!)
My one request for the article was that |

had a full page and control over that page. :
: there were multiple people involved in the
: process...
finished, the ad went to typesetting, thenon :
: to paste-up and finally to the camera. I was :

: there for the desktop “evolution,” and the : ! like 1) glyphs and dingbats and 2) vector

: tools of my trade became technological : graphics (because there are so many parts

: wonders— and the challenge to do more... : |can use—and vectors don’t degrade with
¢ and now | could doit all by myselft Ugh!
But the basic elements and principles that :
: were the building blocks that [ used to create :
: the advertising remained the same. :
Over the years, I've seen a lot of ads when :
MacKenzie, was in the creative department : | helped judge the Wisconsin Community :
: Newspapers Awards Competition. It always :

| have altered the word spacing depending

Trust me, | did an article for a publication and
they reset the text, which made it hard to see
that | was actually pointing out differences
between serif and sans serif typefaces!

That also means I'm responsible for typos,
widows, orphans and other typographic
misdemeanors...forgive me beforehand.

Here is what | plan to cover this year...

Orbiting the Giant Hairball

"Orbiting the Giant Hairball"* was a book | :
read in the early 2000s. The author, Gordon :

at Hallmark Cards for thirty years. His take :

on advertising was a little different than : bothered me a bit when | saw a good ad,

mine, but nonetheless, his wisdom seems : but there was something they could have

appropriate and tackles some of the same : done to make it even better—and not be

issues that are of concern to me when | am : able to tell them why— it fell into the Good

: Concept-Needs A Little Work Category.

working on visual information.

| am a creative, or at least am supposed to :
: one best way to design an ad, but there are :
back in the day, was to create advertising— : common traits that help to avoid readability :
: and legibility issues, including:
« Text that runs too close to the ad border :
¢ causes a distraction in smooth eye flow in :
: reading the copy. Hint, the fatter or more :

elaborate the border, the more space you

be—some days not so sure! My job function,

to produce, and/or interpret the thoughts or

ideas of the advertiser and develop a visual

message to sell their products or services.
Yep, | hear you, it wasn't always easy. The

sales staff would sell the space, | and other :
graphic designers, would produce, create, :
all the info that :

make happen, whatever...
was given to us.

We started with the advertising space and
as information, directions, suggestions and :
requests were added to fill the space, we :

started to get a giant hairball.

® By Ellen Hanrahan

¢ Now granted, selling blank space is just
: plain silly, but the more “stuff” that was :
: added, the more we had to control the info :
: in that space and at times, that was a pretty :
: daunting task!

: Creating Effective Advertising

: This was a challenging career for me, because
: through the years technology had changed :
: the tools of my job—a lotl.

| started in the layout department, when : ¢
: is called Candy Script from Sudtipos Type

before “Desktop.” Once layout was : Foundry (designed by Alejandro Paul). | was

: looking for a type that gave a subtle nod to

However, the good news is that there is no

need between the border and the copy.

| understand that the customer pays for the :
color and wants his money’s worth, but :
© | explain that too much of a good thing :

‘ i message that is clear, readable and legible.

dilutes the impact they are going for.

. @
typeface for the message.

// unity in the ad is also compromised.

* Be picky about typefaces. Learn :
all that you can about type. Most :
advertising that | see can be made :
better by just adjusting the type :
or choosing a more appropriate :
concerns or requests, do the same as stated
j Limit the amount of typefaces :
in the ad and be consistent in size. :
Type that changes in size or weight
from line to line is distracting and :

: “Graphic Hooks”

i The typeface | chose for the page heading

a “hook,” and this seemed right. Two things

: size changes, unlike bitmap). Here are some
: other glyphs to choose in Candy Script ...

aphic™Hooks

hie <ttoo
s

onthe glyph I had chosen. Caution—it’s easy
to overdo, so use restraint.

: Final Thoughts

*Orbiting the Giant Hairball A Corporate
Fool’s Guide to Surviving with Grace; author
Gordon MacKenzie and published by Viking

Penguin is more of a way to navigate the rules
« Use color as an attention getter. If the :
: entire ad seems engulfed in color, or
even worse color gradients (especially on :
newsprint!), the less impact the color has. Use :
the color sparingly and use it to call attention :
\\f\to the most important information in the ad. :

in a structured company while maintaining
your creative aspirations.

However, | liken it more to the restrictions
we may encounter when tasked with creating
effective advertising for the customer.

That's where my skills, understanding and
experience come in to play. The “hairball”
may never go away, but | have the ability
to sort through, refine, unify and present a

I may be new to some of you, others not
so much. Anyway, if any of you need more
info, clarification or information just e-mail
to the address below with “Graphic Hooks”
in the subjectline. Also, if you have any ideas,

in the preceding sentence.

Stay Safe...x!~
until next time /\>

: EllenHanrahan hanrahan.In@att.net ©2021
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ON THE HORIZON

FEBRUARY 22, 2021,
MARCH 2, 9 & 15, 2021

Mid-Atlantic Community Papers
Association (MACPA)

Annual Conference —is transitioning
to a Virtual Conference! Go to macpa.net
for updates or contact Alyse Mitten
at 800-450-7227, email: info@macpa.net
for more information.

APRIL 8, 9, 15, 16, 22, 23, 29 & 30, 2021
Association of Community Publishers
(ACP) and Midwest Free Papers (MFCP)

Joint Virtual Conference Program. Offering
a classic mix of TLI classes, topical
presentations and ideas to share delivered
right to your office. Watch for more details
as they become available or contact the ACP
or MFCP offices for more details.

SEPTEMBER 17-18, 2021

Association of Community Publishers (ACP)
and Midwest Free Papers (MFCP)

Joint Annual Conference and Trade Show in Des Moines,
Iowa. For more information as it becomes available, contact
Loren Colburn email: loren@communitypublishers.com or Lee
Borkowski email: director@mfcp.org

SEPTEMBER 30 — OCTOBER 2, 2021
National Newspaper Association (NNA)
Annual Convention and Trade Show will be held
at the Hyatt Regency in Jacksonville, Florida.
Go to www.nnaweb.org/convention for more details.

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

eeded to deliver an ad message all y
for less than this per home...

Who should you call?

ArS

ADVERTISING

DISTRIBUTION SERVICES

ET and NANI Networks -
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Community Publications Business and Service Directory

ADVERTISING SERVICES & SOLUTIONS

SELL. I

metrocreativeconnection.com

APPRAISALS & BROKERING
Newspapers
Magazines - Shoppers
Book Publishing

Confidential
Customized - Comprehensive

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

CONTENT AND DATA MANAGEMENT

Digital Publishing Solutions For
News and Media Organizations

TownNews

www.townnews365.com
800-293-9576

Online Solutions.
Bottom-line results.

Direct Mail?

Turn-Key Saturation
Direct Mail Programs
agy ° Fast ° Profitable
jeff@ultimateprintsource.com 909-947-5292 x-320
www.UltimatePrintSource.com

o]

® PRINT DESIGN
@® WEB AD DESIGN
@ BILLBOARD DESIGN @ CUSTOM SOLUTIONS

855-614-5440

CREATIVE SERVICES

TIMES-SHAMROGK
GREATIVE SERVICES

® LOGO DESIGN
® PAGINATION

WWW.TCSDIRECT.COM

DISTRIBUTION SERVICES FOR PRINT MEDIA

7]

AMERICAN NEWSPAPER SOLUTIONS
Helping reinvent American newspaper

distribution through improved delivery,
circulation and marketing support services.

248-572-6100 WWW.ansnewspapers.com

QUIMORWONY ¢y Audits and

|_VERIFICATION | i i
VERIFICATION Readership Studies

COUNCIL

Third Party Print & Digital Verification
Increased Exposure to Media Buyers
Learn What Your Readers Want
Call 800-262-6392 or visit www.cvcaudit.com

tools to

CRM - CUSTOMER RESOURCE MANAGEMENT

ARE YOUR MEDIA SALES...

T~
N

A SK-CRM 45K-cRMisanewspaper-centric CRM

HELP YOUR TEAM...

d to maximize your sales efforts.

robin@ask-crm.com, 301.800.2275, www.ask-crm.com

ine media selling

E-COMMERCE CLASSIFIED SOLUTIONS

BLUEFIN PLACE AD
THE BEST SELF-SERVICE AD PLACEMENT
SOLUTION AVAILABLE TO PUBLISHERS

978-662-3323
WWW.GETBLUEFIN.COM

Bluefin Technology Partners

Advertising Solutions for Publishers

CIRCULATION SUPPLIES
“from the basic to the innovative!”

8{}@ STEEL CITY CORP
800-321-0350

Your Source for Circulation & Distribution Supplies!

The leader in local digital.

Unifying the sales process, marketing execution,

DIGITAL MARKETING PLATFORM
adant

and reporting in a single toolkit.

303-656-1355
info@adcellerant.com

EDITORIAL RESOURCES

High-Quality,
Free Print & Digital Content

e

Food and Recipes
Lifestyle and Health | 000
Home and Garden 4| ="

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

CIRCULATION SUPPLIES
Your trusted souce for
circulation supplies
Rubber Bands - Vacation Pak Bags
Polly Bags - Event Bags - Carrier Bags
Twine - Strapping

@ 0.634.00

800.634.0017

CIRCUL. sales@pedsaneck.com
SUPP

LIES fax: 614-890-0467

START A BUSINESS DIRECTORY WEBSITE
ideal directories

Perfect add-on to your Wedding & Home

From the owners of Page Flip Pro & SiteSwan

DIGITAL REVENUE CONCEPTS

Launch your BIG idea today!

Improvement Special Sections
www.idealdirectories.com

ENTERTAINMENT CONTENT
Providing its partners with free entertainment
content from our stable stable of publications,
including TV Guide, TV Weekly, Channel Guide,
HOPPER, and ReMIND magazine.

* ASK MATT

* CHEERS & JEERS

* MOVIE REVIEWS

* CELEBRITY INTERVIEWS
* BEHIND THE SCENES

* DAILY BEST BETS

* DID YOU KNOW?

MEDIA
888-584-6688 ntvbmedia.com/edge * ReMIND ReWIND

CLOUD SOLUTIONS

PROIMNAGE

Making Complex Publishing Simple

Cloud Solutions to Help Reduce Costs

« Color Correction
« Press Registration

- Automated Workflow
« Ink Optimization

“426-7171
age.com

DIGITAL SALES TRAINING

ARK

Digital Sales Group
“lgniting digital media advertising sales!”

INCREASE YOUR DIGITAL MARKET SHARE

HANDS-ON DIGITAL SALES TRAINING

800-917-0820
info@sparkdigitalsalesgroup.com

LEGAL & PUBLICE NOTICE AUTOMATION

Your Legal Notice Experts

©

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

866-672-1600
info@legalnoticeservice.com

LEGAL
NOTICE
SERVICE

Your Go-To Guide for Community Publication Business and Service Support
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MAGAZINE DESIGN NEWS FEATURE CONTENT PROVIDER PUBLISHING SOFTWARE

The Flip180 difference

Flip180’s magazine website designers understand online content. Through
our multi-channel approach, we'll find new opportunities to enhance your
brand and create value for your business. We're a magazine design agency
that brings deep interactive expertise, thought leadership, and fresh ideas to
the table. We don’t merely design magazine layouts. From layout design to
website development to paywalls and digital marketing solutions, we bring it
all together to propel your business forward, onward, and upward.

F|ip180 Vee Banionis 818-855-7603

media Flip180media.com

News to Use

Feature News
mmmm==== Free Content

www.mynewstouse.com =
email: info@napsnet.com - 800-222-5551

X FULLY INTEGRATED
X EASY TO USE

X AFFORDABLE

X FREE DEMO

Merrimac

X DIRECT MAIL

X COMMERCIAL BILLING
X GENERAL ACCOUNTING
X PAYROLL

PLUS

603-323-5077 WWW.MERRSOFT.COM

MAILROOM CONTROL SYSTEMS

/0«/&/‘@1 )
by MIRACOM

www.miracomcomputer.com

The leader in US Newspaper

Mailroom Controls.

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

PAID CONTENT

M[O|D|U]|

== =]
4 Publish life’s stories. i 4
2 Low-cost, turnkey solution to publishing & A
‘@ paid content on all platforms. l\

devlyn@modulist.news
701.412.8733
modulistnews

MARKETING PLATFORM

The Only Turnkey Solution
Designed Specifically for
Local Community Publishers!

BECOME YOUR
COMMUNITY HUB

LOCABLE

Publisher Network

POLY BAGS

Production, Fulfillment, Printing and
Distribution of Quality Poly Bags, Poly
Bag Sampling and Door Hangers.

(@u network Solutions

Michigan Office

Advertising Network Solutions
109 N. Washington

Oxford, MI 48371

Office (248) 572.6100

Fax (248) 572.6152

PUBLISHING SOFTWARE

@ THE NEWSPAPER MANAGER

How Publishers Profit

CRM - SALES - PRODUCTION - BILLING
INTEGRATED MARKETING

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

PUBLICATIONS PRINTING

Cummings

Publication Printers Since 1914

v MAGAZINES
v JOURNALS
v CATALOGS

800-647-0035

v GUIDEBOOKS
v HIGH QUALITY
v SHORT-RUN PUBLICATIONS

CUMMINGSPRINTING.COM

Design. Content. Ideas.
Software. Training.
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Providing the knowledge,
experience and technology to
help publishers grow and thrive!

401-455-1555

www.creativecirclemedia.com

Creative Circle
MEDIA SOLUTIONS

PRINTING AND PROMOTIONAL SUPPORT

PREFERRED

Marketing Solutions
www.preferredms.com

800-270-1769

SEARCH PLATFORMS

SEARCH ENGINE
PLATFORMS

MARKETPLACES
AUTOMOTIVE
REAL ESTATE

RECREATIONAL

AGRICULTURAL

X' VERTICAL & HORIZONTAL

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

MEDIA SELLER SOLUTIONS
SRDS Solutions for Media Sellers

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

ICANTAR

PRINTING - FULL SERVICE
We specialize in the art of printing!

Newspapers * Publications * Shoppers
Catalogues * Magazines * Directories * Coupn Books

Trumbull

PRINTING

205 Spring Hill Road, Trumbull, CT 06611

Merchant Card Processing
Request a free quote:
1-888-697-8831 - msgpay.com

hello@msgpay.com

W\

Ecommerce - POS

203.261.2548
847-375-5000 + kantarmedia.com www.trumbullprinting.com
MERCHANT CARD PROCESSING PRINTING FOR PUBLISHERS

Mobile - Software MSG PAYMENT SYSTEMS

WE PRINT FOR PUBLISHERS.

DIRECT MAIL - MAGNET MAILERS
AUTO DEALER MAILERS

Contact us today!
HELMERZ 715:273.4601 - 800.533.1635

PRINTING:

info@helmerprinting.com
www.helmerprinting.com

WI:APER ADVERTISING

,l

Grow revenue and lower costs.

by providing the leading self-serve advertising platform for print,
digital and social media advertising.

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.”

(@

Software Consulting Services, LLC
SCS builds trusted newspaper systems.

phil@newspapersystem.com 800-568-8006

Your Go-To Guide for Community Publication Business and Service Support
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A Member Benefit of the Association of Community Publishers (ACP)

OPEN MEMBER
NETWORKING SESSIONS
FOR PUBLISHERS

Bring your questions, find your answers!
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Thursdays - 4:00 PM East

Watch for your registration invitation
in your email each Tuesday to sign up!

If you’re not receiving the invitation emails or want to join ACP, call the
ACP Office at 877-203-2327 or email cassey@communitypublishers.com.
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Publish is a monthly magazine
produced by the Association
of Community Publishers.

The mission of Publish is to
cover the people, companies
and events that shape the
community media industry -
one issue at a time.

What are we doing now?
What are we going to do next?
What should we do new?

Find out in Des Moines!

Growing
in the

2021 Joint Conference & Trade Show
Des Moines - September 17-18, 2021

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






