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A 
virtual conference is coming your way. One defini-
tion of virtual states “almost or nearly as described.” 
Based on this definition one could surmise that we 
are “nearly” putting on a conference. This would be 

accurate in that we won’t all gather in one location and expe-
rience all the interactions of an in-person event. That being 
acknowledged, we have developed a plan very near to a real 
conference.

Independently the IFPA and AFCP boards of directors had 
been working on virtual training delivery for some time. Now 
as a unified team, and honestly, with the virtual push brought 
on by the pandemic, we have come together to make our 
working plans a reality.

The upcoming sessions, scheduled throughout the month of 
April, offer our member publications an opportunity to bring 
training to various staff members; not just those who might 
attend a traditional conference event. This means more train-
ing to a deeper staff with less investment. What a win.

Within this month’s Publish you will see details about our 
event line up. Make sure to plan your schedule to attend 
as many of the sessions as you can. Also, don’t ignore your 
staff’s needs by letting the emails you get stay in your inbox 
or let this magazine sit on your desk. We want your staff with 
us and we all know that good training – for free – is not easy 
to come by.

I am happy to welcome to this event members from the 
state and regional trade associations. Our partnership with 
these various associations has allowed us to broaden our 
reach and provide training value to even more of our indus-
try. It’s great to see our national, state, and regional associ-
ations coming together for the good of the free publication 
industry.

In a recent ACP planning session (virtually done of course), 
the board and staff prioritized the importance of offering our 
membership valuable training opportunities. We began to 
create some action items that can serve this priority, not just 
with this one event, but on an ongoing basis. These plans are 
preliminary, but look for more opportunity to come.

ACP is, at its roots, a member service organization. This was 
very evident in our planning session and can be witnessed 
in action through active participation in programming and 
benefits offered. So, get active and join us. Not the virtual or 
“almost or nearly as described” kind of active. 

Here’s to seeing you online in April. 

BY JOHN DRAPER – 
ACP PRESIDENT

WHY VIRTUAL?

FROM THE TOP

“
The upcoming sessions, scheduled 
throughout the month of April, 
offer our member publications an 
opportunity to bring training to 
various staff members.
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THE ONE THING

L
et’s start off with a story from my past. It 
happened on a rare, warm summer day. 
I was bicycling along the Puget Sound 
when I saw a huge airplane roar toward 

the water as if it was going to crash into the 
bay. The plane was a 747, one of the largest 
planes for its time. If you don’t remember that 
far back, the 747 was an airplane that could 
cram approximately 10,000 passengers in econ-
omy class and 7 in its ultra luxury class atop 
the bulbous second story cabin, complete with 
spiral staircase.

Anyway, the plane kept descending closer 
and closer to the water. I thought I was going 
to see a crash for sure. The 747 pilot expertly 
touched the landing gear to the water sending 
up a huge plume of spray and then launched 
back into the sky as if nothing was wrong.

When I arrived home I called the local news-
paper, the Bremerton Sun, and found out that 
the 747 was doing tests to make sure the landing 
gear was sufficiently strong. I later toured the 
Boeing plant and was impressed by the sheer 
size of their buildings (one is so large it has in-
door rain showers each afternoon) and the com-
plexity of their safety precautions. In case you’re 
wondering, no, I’m not making any of this up. 
The engineers proudly showed us a tower that 
contained a 747 wing that was constantly being 
twisted back and forth to find out how long it 
would take until failure. The test had been going 
on for months, with no signs of failure.

From a company that performed extreme 
tests to its aircraft to the company that now 
produces aircraft which routinely crash, think 
Boeing 737 Max, or whose engines catch on 
fire, think Boeing 777, or whose fuselage has 
major structural problem, like the 787- Boeing 
has fallen from its lofty position of safety lead-
er to become a cautionary tale.

Boeing has a huge task on its hands in re-
building trust. Would you ever fly on a Boe-
ing 777 like the ones whose engines recently 
caught fire in flight? I won’t either, given a 
choice. Even if Dennis Muilenburg, CEO of 
Boeing, bought national ads and air time to 
apologize for the errors in their safety proto-
cols and outlined all the steps they were going 
to take to make sure these errors never happen 
again it will take many safe flights before we 
consider flying aboard a 737 Max, 777, or 787.

What does that have to do with our industry? 
The most frequent problem we have is making 
a mistake in an ad. Crashing planes or errors 
in ads? It’s hardly the same thing. However, 
rebuilding trust, after a problem has occurred, 
can be corrected in much the same way.

What do you do when you lose the trust of 
a customer, a significant person in your life, or 
someone you work with? If you’re not a socio-
path you realize you failed them and offer a 
sincere apology. That’s a good start. Let’s agree 
that if your apology is less than sincere you 
shouldn’t even bother offering it. That will do 
more harm than good.

But is that enough? Most of us think if we 
have given a heart-felt apology and the person 
forgives us, our work is done. But it’s not. You 
see, an apology just opens the door to repair-
ing the trust that is lost. Think about how you 
react when someone you trust lets you down. If 
they offer a genuine apology you may forgive 
them but you won’t trust them again, even a 
little, until they do one more thing. That one 
thing is they make a promise and keep it. 
That’s when real trust is rebuilt.

So, let’s try an example. You made an error 
on an ad. Your customer feels they can’t trust 
you with their advertising. You should apolo-
gize and then offer to make it right, perhaps 
double their ad size next week at no extra 
charge. Then get accounting to print out a 
statement showing that the ad is doubled but 
the cost stays the same. Then work like their 
trust demands that you continually keep your 
word, because it does. With each promise kept 
you will gain more of their trust.

Boeing can rebuild trust if they fix their prob-
lems, apologize, let people know what they are 
going to do to fix the problem, and then do it. 
People won’t trust or fly with them again until 
many promises made are kept. Little by little, 
trust will be rebuilt. As so it is with your per-
sonal and professional life. The more consistent 
we are in following through and keeping our 
promises the faster trust is regained, rebuilt.

Remember, apologize then make a new 
commitment and keep it. That’s what builds 
trust, that’s what made them trust you in the 
first place. Me? I trust that Boeing is going to 
fix their problems but I’m going to drive to the 
conference in Des Moines. 

BY DOUGLAS FRY

REBUILDING TRUST
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PERSPECTIVE

S
o why the title reference to the 
Jethro Tull song from 1972? 
Guess I’m experiencing a bit of 
nostalgia at the moment. Back 

when that song came out, I was an 
18-year-old freshman in college. I 
had just changed majors from my 
childhood dream of being a physical 
education teacher to undecided. The 
college repeatedly had assured us 
there would be no available teaching 
jobs when we graduated thanks to de-
ferments and the Vietnam War! I was 
consumed by trying to figure out what 
my road in life would be and where it 
might take me. Fast forward to 2021!

The search for the next executive 
director for the Association of Com-
munity Publishers is well underway 
at this point. The many discussions 
and all the analysis have provided 
me the opportunity to reflect on the 
interesting journey that brought me 
to where I am today. The unending 
twists and turns from that naïve, 
ambitious student all the way to this 
particular column! What were the 
guiding principles that influenced me 
to make the decisions I made, take 
the actions I took and interact with 
people the way I have? It’s actually a 
great exercise for every manager to 
seriously reflect on periodically. 

As I prepared for this column, the 
process prompted me to examine four 
of the best life lessons I have received 
throughout my 60 some years. Those 
critical pieces of advice that become 
“bricks” in your foundation and impact 
your thoughts and actions in so many 
of those twists and turns that pres-
ent themselves throughout life. Did I 
realize at the time that I was acquiring 
a new “brick” for the foundation of my 
thought process? Definitely not! But in 
retrospect, they become easily iden-
tifiable along with the lasting impact 
each of the people who presented that 
particular “brick” have had.

My first major “brick” was pre-
sented by my dad, one of the count-
less “bricks” he provided me with 
throughout my growing up. That 
piece of advice was to “always treat 

people the way you would want to 
be treated yourself” (which even 
while typing, I hear it in his voice)! 
That guiding principle has served me 
well over the years. It has guided me 
to empathize with co-workers, cus-
tomers and people in general. It has 
made me a far more effective commu-
nicator in a broad range of circum-
stances and I can honestly say it has 
never let me down. Like I said earlier, 
this is one of many lessons dad gave 
my brother and I along the way but it 
just might be the most impactful. 

The next “brick” goes to my mom. 
Now you have to picture, my mom 
was the type of person who would 
go to the laundromat, do two loads of 
laundry and come home with three 
new best friends! She was the ultimate, 
outgoing, communicator. Her advice to 
me growing up was to always believe 
in myself. “You can do anything you 
want to if you just put your mind to 
it” she would constantly coach. That 
“brick” provided the confidence to 
make a decision and move forward. It 
creates the kind of confidence that can 
be contagious when tempered with hu-
mility. The courage to make a decision 
requires the confidence that you can 
control the outcome. Once again, this 
was one of the many Irish blessings my 
mom provided across the years, second 
only to “call your mother”.

The third “brick” worth mentioning 
came while I was an electrical appren-
tice at Eastman Kodak. I had the plea-
sure of working with a fine Irishman, 
“Big Jim Moriarity” from Brooklyn 
New York. Jim was the person on the 
crew who got all the worst assign-
ments, the “low man on the totem 
pole” my mom would have said. He 
would be given what would seem like 
the impossible task of running elec-
trical pipe from one end of a building 
to the other with a million obstacles 
in the way. The first day we worked 
together, he asked how I would run 
the pipe from point A to point B? I 
looked over what seemed like an im-
possible task and responded, “I don’t 
think it can be done.” Jim immediately 

cautioned me in his thick Brooklyn 
accent, “Don’t never say it can’t never 
be done, because someone is going to 
come along and do it and make ya feel 
really stupid!” And so I quickly learned 
from Jim’s example not to give up 
but to rethink things until you find a 
solution. Jim may have only had a 10th 
grade education, but he was one of the 
wisest people I have had the privilege 
to accept a “brick” from. This “brick” in 
later years I refer to as “recalculating”.

The last “brick” I want to discuss 
came from the person who taught 
me the most about business while we 
worked together for over 20 years, 
John Badoud. John was one of those 
incredible managers who inspires peo-
ple to always perform at their high-
est level. John always stressed how 
important it is to try things, to not be 
afraid to take chances along the way. 
His comeback was always, “What’s the 
worst that could happen? If it doesn’t 
work, we stop doing it and try some-
thing else. We can’t grow without 
trying new things.” This “brick” gave 
me the courage not to fear failure. It 
taught me to provide others the com-
fort zone to try new things without a 
fear of failure. This creates an atmo-
sphere where people will work even 
harder than normal to avoid disap-
pointing the person who has empow-
ered them. John’s only requirement 
was we maintain open, honest lines of 
communication and we give all tries 
our best effort. John’s many lessons 
were profound and frequent, but we’ll 
leave the others for another day. 

In conclusion, those four “bricks” 
have provided me the foundation 
for the 44 years I have invested in 
this industry and each has provided 
a firm base from which to build a 
career on. I invite each of you to look 
back at the principles, people and 
experiences that have had a positive 
impact on who you are. It is import-
ant to take the time to recognize the 
principles, acknowledge the people 
and celebrate the experiences that 
made you who you are. Those are the 
things that will help you appreciate 
the importance of having your foun-
dation…“be as thick as a brick.” 

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

BY LOREN COLBURN

THICK AS A BRICK!
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Remote/Control 

Print Publishing Made More Profitable!
Howard Barbanel, Executive Vice President

516-860-7440 • Howard@Design2Pro.com • www.design2pro.com

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.
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I
t seems like an eternity since the industry has had 
an opportunity to gather together in the exchange 
of ideas, solutions, product opportunities and good 
old fashion networking! Looking back, the last time 

we were able to provide an in-person experience on a 
national scale was all the way back in April of 2019 in Las 
Vegas. Guess that was an eternity when you look at all the 
changes that have taken place since, many of which were 
pandemic inspired.

Let’s take a look at the latest opportunity to be offered 
to the community publication industry by ACP to help 
bridge the connection gap until we can finally get togeth-
er this fall in Des Moines. In order to make this a truly 
“All-Inclusive, Industry Wide Event”, ACP is partnering 
with Community Papers of Michigan (CPM), Community 
Papers of New England (CPNE), Mid-Atlantic Community 
Paper Association (MACPA), Midwest Free Community 
Papers (MFCP), Pacific Northwest Association of Want Ad 
Newspapers (PNAWAN), Southeastern Advertising Publish-
ers Association (SAPA) and Wisconsin Community Papers 
(WCP). These partnerships create the opportunity to build 
the largest industry wide gathering ever assembled!

HERE ARE JUST OF FEW OF THE COMPELLING 
REASONS FOR INDUSTRY PROFESSIONALS TO 
REGISTER TO ATTEND:
•	14 Individual Sessions!
•	Spread over 4 weeks, on Thursdays and Fridays!
•	9 Different Topical Presentations!
•	4 Classes from The Leadership Institute (TLI)!
•	Traditional Idea Exchange!
•	Something for Everyone!
•	No Airfares or Hotel Charges Involved!
•	Utilizing Remo…the live, interactive, virtual event 

platform!
•	Completely FREE to members of participating asso-

ciations!

The next two pages will provide ample reasons to 
register now for this unprecedented industry event. Space 
at each individual session will be limited to a maximum 
of 500 registrants due to technological limitations. That 
means register now and plan on being on time for the 
sessions that you want to attend! To register, look for the 
link on the home page at www.afcp.org. 

INDUSTRY CONNECTION 
OPPORTUNITY RETURNS!

VIRTUAL CONFERENCE UPDATE

SPRING 2021

VIRTUAL
CONFERENCE

Starting April 8th
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THURSDAY - APRIL 8TH  

11:00 AM EDT
TLI 105 – Communicating Through Listening 
Put your prospects, customers and employees on a pedestal without saying 
a word. In this course, you'll discover the power of effective communication 
through a variety of listening concepts and techniques.

THURSDAY - APRIL 15TH
11:00 AM EDT
TLI 247 – Building and Delivering Effective Sales Scripts  
Without 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.

12:00 PM EDT
Circulation Session 
The opening presentation 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 and share ideas about issues facing their operations.

THURSDAY - APRIL 22ND 

THURSDAY - APRIL 29TH

11:00 AM EDT
TLI 103 – Answering Today’s Sales Objections 
No  good sale is ever won without a fight! Prepare yourself for sales combat 
by learning how to uncover, confront and overcome today’s common sales 
objections.

11:00 AM EDT
TLI 248 – The Soul of the Team 
Succeeding in life requires mastering the art of teamwork. Well working teams 
can accomplish more than individuals working by themselves. Learn the four 
simple yet highly effective principles that separate the truly great teams from the 
mediocre ones.
12:00 PM EDT
Affinity Suite Software Session  
The solution to getting out from under Adobe subscriptions is here now using the Affinity Suite 
of products. Learn how Publisher can replace InDesign, Design can replace Illustrator, and Photo 
can replace Photoshop.  It’s only $150 for the whole suite, not per month, but a lifetime. See the 
products demonsrated by someone who uses them every day.

2021 SPRING VIRTUAL CONFERENCE
THURSDAY PROGRAM SCHEDULE
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FRIDAY - APRIL 9TH    
12:00 PM EDT 
8 Things Every Publisher Should Track & Share. 
Metrics are an excellent way to monitor the health of your business in all sort of areas. Learn 
some simple calculations that will help you discover strengths and weaknesses and track 
performance improvements. Presented by John Thomas Cribb of Cribb, Greene & Cope, the 
oldest newspaper and publication brokerage in the United States.

12:00 PM EDT
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 between. Some 
simple tips to move it in the right direction.

FRIDAY - APRIL 16TH 

1:00 PM EDT
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.

1:00 PM EDT
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.

FRIDAY - APRIL 23RD

FRIDAY - APRIL 30TH

12:00 PM EDT
4 Print & Digital Package Ideas Your Reps Will Want To Sell. 
Combining print advertising and digital advertising can be difficult for your sales team. Here are 
some tips to increase acceptance and results.

1:00 PM EDT
3 R’s of Building Your Sales Team (Recruiting / Rewards / Retention). 
Tips on finding and keeping sales professionals that will build your business. Presented by 
Elaine Buckley, TLI faculty member and seasoned sales leader.

12:00 PM EDT
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.

1:00 PM EDT
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 utilize 
right away.

2021 SPRING VIRTUAL CONFERENCE
FRIDAY PROGRAM SCHEDULE
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INDUSTRY FEATURE

A
s a sales rep for a commu-
nity publication, you know 
that your clients have the 
potential to triple their re-

turn on investment by advertising to 
attentive consumers within a targeted 
geography or by interest. However, 
there is intense competition to catch 
those readers’ eyes, so achieving that 
success depends on a well-designed 
advert. 

Whether your client is submitting 
a business card or purchasing a full 
page, coach them through this check-
list of effective design components. 
Dynamic print ads consider these five 
factors that are proven to persuade 
customers to take action:

PINPOINT YOUR 
AUDIENCE 

Small publication ad-
vertising allows business-
es to cast a wide net for 
building brand aware-
ness and engaging a new 
audience. Although they 
may be linked geograph-
ically or by hobby, read-
ers still cover a broad 
spectrum of demographics. It is the 
advertiser’s job to be intentional 
about attracting the interest of their 
targeted buyers, smartly choosing 
design, color and messaging elements 
that appeal to this specific audience. 

According to one study on the im-
portance of color in marketing, 9 in 
10 buyers are motivated by attrac-
tive visuals to make purchases and 
85% says color influences whether 
they buy an item. Advertisers need 
to do their customer research to de-
sign impactful creative assets. Key 
demographics to consider include 
age, gender, income and special 
interests. A fishing ad looks silly 
with frilly florals while a hip neon 

banner is a shocking choice for an 
antique store. 

Think about what makes your 
regular customers happy – perhaps a 
special perk for dropping by again – 
as well as what might draw new cus-
tomers into the door. Consider ways 
to interact with the readers through 
the advertisement. They can bring 
in a coupon for a store visit, scan a 
QR code right from their phone or 
connect with you directly on social 
media. 

FEATURE A STRONG 
GRAPHIC ELEMENT

When you first look at an ad, there 
should be a focal point that immedi-
ately draws the eye. It does not have 

to be in the center. In 
fact, it is often more 
effective if the main 
image is off-centered or 
slightly skewed. Con-
sider this playful image 
of a bus in the Engle 
Printing ad that feels as 
if it is about to roll off 
the page or the stark 
grayscale image of this 

athlete next to the white type in the 
Appen Media ad. 

Although the image should repre-
sent your brand, there are not any set 
rules for choosing a graphic element. 
It can be computer-designed clip 
art, a hand-drawn sketch or a vivid 
photograph. While color can certainly 
help jazz up a text-only ad, it is best 
to always include at least one graphic 
element even if it is only a logo. 

When placing the design elements, 
consider the overall effect as the im-
ages relate to the layout size, theme, 
typography and other design ele-
ments. One of the biggest mistakes is 
to fill the block with as much infor-
mation as possible. Instead, embrace 

SIMPLE CHECKLIST 
to maximize response for print ads!

“
It is the advertiser’s job to be 
intentional about attracting the interest 
of their targeted buyers, smartly 
choosing design, color and messaging 
elements that appeal to this specific 

	 audience.
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the white space with a well-balanced 
design like this hair salon ad from 
the All Island Pennysaver. 

CHOSE EVOCATIVE COLOR 
ELEMENTS

While it is impossible to predict 
which colors will be featured on the 
same page as your advertisement, opt 
for bright colors that don’t blend into 
the background to help it stand out 
from the competition. Your creativity 
may tempt you to choose something 
bold, but colors like yellow, lime 
green and pink are difficult to read 
in print. Instead, make good use 
of complementary and contrasting 
colors to help the ad pop. Choose 
a maximum of four colors since too 
many swirling shades make the ad 
look busy. BusinessTown reports that 
four-color ads receive the highest 
reader response rate, which decreas-
es as fewer colors are used. 

There is an entire field of science 
concerned about how color affects 
the brain and appeals to emotions, 
which in turn influences purchasing 
decisions. According to color theory, 
green, blue and brown are consid-
ered trustworthy colors. These earthy 
hues feel comforting, so they are typ-
ically used by businesses that need 
to exude calm confidence. However, 
they are not as effective as optimis-
tic yellow, energetic orange or regal 
purple at grabbing the eye in a sea of 
print. Vivid colors like red do catch 
attention, but it is the color of love 
and emergencies, so use it sparingly 
to draw attention to a specific detail. 

PLAY WITH APPROPRIATE 
FONTS

Fonts also communicate moods and 
evoke feelings, which leave lasting 
impressions about a brand. The ty-
pography, and how it is placed in the 
advertisement, can draw in customers 
or confuse a message. To present a 
professional vibe, specifically avoid 
using fonts like Comic Sans, Im-
pact and Papyrus. In most contexts, 
these overused fonts are kitschy and 
difficult to read. Instead, rely on 

print-friendly serif fonts like Century 
Gothic, Futura, Helvetica, Basker-
ville and Garamond. You have more 
creative freedom to be playful with 
headlines, but the tone of the font 
still needs to match your message. 

Legibility is the priority, so ensure 
that the selected font is easy to read 
at multiple sizes. Since the market 
is flooded with a variety of screen 
sizes and resolutions, that readable 
8-point font on the desktop publisher 
looks like fuzz on a mobile phone. 
Also, be careful about overpowering 
important copy with useless visual 
flairs. Uneven spacing between letters 
can make the design feel awkward 
as well. It not only distracts from 
a beautiful design but also makes 
the copy difficult to read. Adjust the 
kerning, the spacing between charac-
ters, if letters look squished together 
or spread too far apart. 

WRITE A CONCISE MESSAGE
In general, the bulk of an advertise-

ment should not be text heavy. Since 
conciseness is the priority, the includ-
ed content must be impactful. Add a 
catchy headline at the top or feature 
a bold, short phrase in the center. 
You don’t want to be dry and boring 
but avoid using outdated clichés or 
piggybacking on overused trends. 

Short blocks of text and bullets that 
highlight key points deliver con-
tent that is easy to understand at a 
glance. Reserve long text sections for 

informative, technical explanations, 
and decrease the font size to sepa-
rate it from the selling features. The 
tone you want to strike is polite but 
conversational. Potential customers 
should feel as if you are speaking 
directly to them, so use inclusive 
words like “we” and “you” and “our 
community.” Finally, clearly provide 
the contact details customers need to 
reach the business. 

Comparative advertising is a popular 
technique for conveying a powerful 
message. While it can position a com-
pany as a trustworthy, credible partner, 
it can also come across as arrogant. 
Instead of putting down another busi-
ness, highlight your benefits that oth-
ers do not provide. This can include 
unique product features or special dis-
counts for choosing your shop, such as 
a free estimate or buying bonus. 

Flip through a few publications to 
look for which advertisements catch 
your eye. Put a star next to each one 
and quickly move on to the next. Go 
back and compare the ads, paying 
attention to the colors, images and 
balance between the text and white 
space. You will begin to notice pat-
terns that you can apply to your next 
advertising campaign. This is also a 
great exercise to share with clients 
who need more guidance on design-
ing effective prints ads that maximize 
responses. 
__________________________________

SOURCES: 

The Drum, Study Reveals Advertising 
with Newspapers Triples Ad Campaign 
Effectiveness, Jessica Goodfellow, 
July 13, 2016 https://www.thedrum.
com/news/2016/07/13/study-reveals-
advertising-newspapers-triples-ad-
campaign-effectiveness

The Importance of Colour in Marketing, 
Ciprian Nicolae Popa et al., January 
2013, https://www.researchgate.
net/publication/318653465_
CONSIDERATIONS_REGARDING_USE_
AND_ROLE_OF_COLOUR_IN_MARKETING 

BusinessTown, The Secrets to Effective 
Newspaper Advertising, https://
businesstown.com/articles/the-secrets-to-
effective-newspaper-advertising/ 
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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

c/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
www.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

c/o Exchange Publishing
5111 E. Trent Ave., Spokane, WA 99212

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 

We’re in the cloud!

Publishing soft 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

Proud to be the expert media financial valuation resource for 
the FORBES 400 List of America's Richest People 2015 - 2021
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• Full-Service EDDM Provider• We Design, Print and Mail Postcards

®®®

P

r

i

n

t

 

a

n

d

 

D

e

l

i

v

e

r

F

S

I

 

P

r

o

g

r

a

m

s

D

i

r

e

c

t

 

M

a

i

l

 

a

n

d

 

V

a

r

i

a

b

l

e

 

D

i

g

i

t

a

l

P

r

i

n

t

i

n

g

 

f

o

r

 

a

 

P

e

r

s

o

n

a

l

 

T

o

u

c

h

1 to 3 day shipping
for more than 70% of the U.S.

from our centrally located facility.

• PRINTING • 24-HOUR TU
RN

 TIM
E • FULFILLMENT • DIRECT MAIL • FSI P

RO
GR

AM
S 

• 
ED

DM
 • 

PROMO ITEMS 

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

Did You Know?

81% of community paper 
readers DO NOT subscribe

to daily newspapers!
Circulation Verification Council (CVC)
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MEMBER PROFILE

E
stablished as a 70,000-cir-
culation weekly community 
newspaper in 2002, Hometown 
News in Ft. Pierce, Florida has 

evolved into a full-fledged media 
company offering a comprehensive 
array of digital products.

“The world we live in today has 
forced a change in all media out-
lets,” said President Farris Robinson, 
“but changing a culture is no small 
feat. Bringing digital into the print 
world is like inviting the enemy to 
bed because it has been a competitor 
for so many years. The irony is that 
when the Internet started to come to 
life, they used newspapers to pro-
mote it. Basically, we have made a 
complete circle and now we are all in 
bed together doing the same thing. 
Even the largest retailer on the planet 
that does not manufacture anything, 
Amazon, is now publishing a printed 
catalog – a modern version of the 
Sears catalog when we were kids.”

Now known as Hometown News 
Media Group, the company offers 
a host of digital products including 
building and selling websites, SEO, 
and retargeting. Hometown’s latest 
venture is creating and selling digital 
video commercials.

“Any mom-and-pop store can now 
afford to have a commercial on 
digital TV,” said Farris. “We started 
selling digital TV commercials about 
eight months ago for people who 
have cut cable and just do stream-
ing.” In addition to digital video 

commercials, in-house 
designers can create You-

Tube channels and any genre 
of digital platform a client may 

need. “We evolved from a traditional 
hyperlocal, editorial-based commu-
nity newspaper to a community mul-
timedia agency. We can do whatever 
an ad agency can do.”

As might be expected, some 
employees were on board with the 
multimedia changes while others 
took some convincing. “As humans, 
we are not inherently comfortable 
with change. We are creatures of 
habit,” said Farris. But as a child, his 
grandfather constantly challenged 
him to be uncomfortable by doing 
something he had never done before. 
Consequently, Farris now finds that 
he is motivated by change and he has 
been working to embed that philoso-
phy into the company itself.

“When my sales team in Daytona 
meets each week, everyone has their 
own seat. Occasionally I go in early 
and sit in one of their seats, forcing 
them to sit in another chair because 
it creates a different view and forces 
change. I challenge all my employees 
to make themselves uncomfortable 
because if you are uncomfortable, 
you are changing, evolving, doing 
something out of the normal. It has 
created a lot of idea sessions. Editori-
al now goes to the sales department 
with suggestions and vice versa. Peo-
ple thinking about other departments 
has helped us to evolve.

“We are now branding as a daily 
news outlet with a weekly printed 
product,” he said. By creating this 
new multimedia culture selling print 
and digital packages, Farris has set a 
goal to have digital products repre-
sent at least 30% of Hometown’s reve-
nue stream by the end of the year, up 
from its current 10%.

To its initial office in Ft. Pierce, 
the company has added the Bre-
vard County office and publications 
(2004) and the Volusia County office 
and publications (2006) along with 
stand-alone websites for each of-
fice location. Fifteen publications 
cover five counties on Florida’s East 
Coast – Volusia, Brevard, Indian River, 
St. Lucie, and Martin – with free 
weekly, subscriber-based publications 
delivered by 56 independent contrac-
tor carriers to its 154,000 circulation.

Like most other businesses, 
Hometown News Media Group was 
impacted by COVID-19, gradually 
downsizing to its current level of 50 
employees.

“Crisis is a catalyst for change, and 
we have and will continue to change 
as the world does. We figured out 
how to do more with less thanks to 
modern technology,” said Farris. 

FLORIDA’S 
EAST COAST

The River of Lakes Heritage 
Corridor has been designated 
a National Scenic Byway by 
the U.S. Department of Trans-
portation/Federal Highway 
Administration. 

The 156-mile corridor 
stretches through Seminole 
and Volusia counties and was 
first designated a Florida Sce-
nic Highway in 2009.  

Cindy Sullivan, chair of 
River of Lakes Heritage Cor-
ridor, has been working on 
the project since 2009. 

“We’re just over the moon,” 
Ms. Sullivan said. “It’s one 
thing for the state to say that 
our scenic byway is some-
thing special, but for U.S. 
Transportation to say abso-
lutely you have something 
special in all of the United 
States – it’s just incredible.

“Our resource is in the St. 
Johns River,” she said. “We are 
one of 13 heritage rivers in all 
of the U.S.”

In addition to the river, Ms. 

Sullivan said history and cul-
ture are “our value.” She said 
people, such as Native Ameri-
cans, traveled the St. Johns 
River for about 10,000 years 
and set up communities along 

the river. The federal govern-
ment had Fort Mellon in San-
ford and Fort Kingsberry in 
Enterprise. Then the steam-
boats came into play. 

“That’s culture, that’s histo-

ry, that’s heritage,” she said. 
The byway runs from Oak 

Hill to Osteen and Enterprise 
over to Sanford and around 
Lake Monroe and then 
upward to DeBary, Orange 

City, Deltona, Cassadaga, 
Lake Helen, DeLand and far-
ther north to Glenwood, 
DeLeon Springs, Barberville 
Pioneer Settlement for the 
Arts, Pierson and Seville.

Claudia Calzaretta, scenic 
highway corridor representa-
tive for Florida Department 
of Transportation District 5, 
assisted in the national desig-
nation process. 

“It’s exciting news because 
there hasn’t been a call for 
nominations in the national 
(arena) since 2012,” Ms. Calz-
aretta said. “We’re really excit-
ed they made it.”

In district 5, which has the 
counties of Brevard, Flagler, 
Lake, Marion, Orange, Osce-
ola, Seminole, Sumter and 
Volusia, four byways applied 
for the next step and one 
All-American Road, she said. 
The latter is the highest in the 
ranking system.

“It’s a beautiful byway,” Ms. 
Calzaretta said of the River of 
Lakes Corridor. “You get a 
good cross section of great 
communities, a little bit of 

New Covid-19 cases 
slow down in Volusia

The number of new Covid-19 cases reported in 
Volusia County has slowed with less than 6% of resi-
dents testing positive.

Total cases were at 34,565, including 566 non-res-
idents, as of 9 a.m. Tuesday, March 2, according to 
the Florida Department of Health.

There have been 663 deaths in Volusia. The coun-
ty has had 281 deaths of residents and staff at long-
term care facilities.

The State of Florida, while noting there are no 

delays in vaccine shipments, has lowered the 
eligible age for the vaccine to 50 for police, 
fire fighters and teachers.

For information on state-run vaccinations 
in Volusia, visit volusia.org/coronavirus. Registra-
tion is at myvaccine.fl.gov. Anyone needing help 
with online registration, can call (866) 345-0345.

Publix offers vaccinations at all of its Volusia 
pharmacies. Register Monday, Wednesday or Friday 
at publix.com/covid-vaccine. Winn-Dixie pharma-
cies in Edgewater and Ormond Beach also provide 
vaccinations. Visit winndixie.com/pharmacy/
covid-vaccine for a reservation. CVS is now offering 

vac-
cinations at its 101 
S. Ridgewood Ave. store in Daytona 
Beach. Register at cvs.com/vaccine/intake/store/
covid-screener/covid-qns.

As of Sunday, Feb. 28, 33,359 people in Volusia 
County had gotten the first dose of vaccine and 
44,341 had gotten both doses. In Florida, 1,343,423 

It took some doing, but, 
with safety plans in place, the 
80th annual Bike Week 
should see an array of motor-
cycle riders enjoying the 
annual event throughout 
Volusia County March 5 to 
14.

Daytona Beach City Com-
missioners voted Jan. 20 to 
authorize outdoor vendor 
permits. However, businesses 
in Daytona connected to 
Bike Week will be limited to 
an indoor capacity of 60%. 
Social distancing, plentiful 
hand sanitizers and masks 
also are mandated. The Day-
tona Beach Regional Cham-
ber of Commerce and Bike 
Week Festival Task Force 
requested the commission 
approve the Bike Week 2021 
Master Plan for private prop-

erty.
At that meeting Philip 

Maroney, task force chair-
man,  said, “It’s our 80th 
anniversary of the event. I’m 
pretty excited about that and 
looking forward to a good 
event for everyone. The mas-
ter plan is the culmination of 
a significant amount of work 
by a number of people. We 
worked hard to provide a 
balanced effort for a plan that 
takes into account the needs 
of the residents, guests, and 
businesses with a little bit 
extra emphasis this year as 
you can imagine on the safe-
ty aspect of things.”

Daytona Beach Mayor 
Derrick Henry said he is 
“hoping for the best and hop-
ing people will be as respon-
sible as possible. These are 
challenging times for every-
one. I believe we have a great 

Bike Week 
revving up 
safer for 80th

Volusia corridor earns National Scenic Byway status
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Lemonade lecture: The 
final year of World War ll

Ryan Lowry, owner of Patri-
ot Preservation, will give a pre-
sentation on the final year of 
World War II at 1 p.m. Satur-
day, March 6, at DeBary Hall 
Historic Site, 198 Sunrise Blvd.

Mr. Lowry will bring origi-
nal artifacts from World War 
II, specifically from the Nor-
man Rockvam Estate dona-
tion, a collection of more than 
300 items from the War in 
Europe.

Attendance is limited; 
advance registration is 
required and guests are asked 
to wear a mask. For a reserva-
tion, call (386) 668-3840. This 
presentation is part of the free 
Lemonade Lectures series, 
which Volusia County spon-
sors. Light refreshments and 
lemonade will be served.

Get back to nature 
at the LEC 

Discover Volusia County’s 
native plants and wildlife 
during free outdoor hikes and 
indoor programs at Lyonia 
Environmental Center (LEC), 
2150 Eustace Ave., Deltona. 

Registration is required; call 
(386) 789-7207, ext. #21028. 
Walk-ins will not be permit-
ted. 

Staff will offer the following 
programs in March.

•Virtual storytime: 10 to 
10:30 a.m. Saturday, March 6. 
Children ages 2 to 7 can enjoy 
a reading of “Buzzing Bees” 
and then follow along as an 
LEC volunteer guides them 
virtually through an activity. 
An adult must register and be 
present throughout the pro-
gram. An online link and list 
of activity supplies will be pro-
vided upon registration. 

•Saturday soundwalk: 10 to 
11 a.m. Saturday, March 6. Join 
staff from the Atlantic Center 
for the Arts for this hike 
through Lyonia Preserve. The 
group will explore the sounds 

Community 
Notes

See NOTES, page A2

GET YOUR

CARD TODAY!

MEDICALMARIJUANA

DO YOU HAVE...STRESS & ANXIETYFROM THE CORONAVIRUS?CALL TODAY FOR A PTSD EVALUATION

VISIT US AT CMMDR.COM

$150RE-CERTIFICATIONSEDIBLES NOW AVAILABLE

(386) 232-5599100 S Spring Garden Ave #102DeLand, FL 32720
Medical Marijuana is legal in FL however it remains illegal under federal law.  State License #058874

(386) 222-16671525 W International Speedway Boulevard Suite 110Daytona Beach, FL 32114

Pain? 
Can’t Sleep?

We Can Help.

For Hometown News
newsdy@hometownnewsmediagroup.com

See CASES, page A4

By Diane M. Carey
dcarey@hometownnews
mediagroup.com

See BIKE, page A4

Randy Barber/staff photographer
Green Springs Park is a hidden gem in Enterprise, one of the many stops 
along the River of Lakes Heritage Corridor, now a National Scenic Byway. 

By Lori Carter
lcarter@hometownnews
mediagroup.com

See BYWAY, page A2

Shopping with Bianca

Randy Barber/staff photographer
Cindy Shaw of Deltona holds her dog Bianca, as she shops at Trella’s Island 
Breeze Spices booth during the Mini Arts & Crafts Festival at Wes Crile Park 
in Deltona on Saturday, Feb. 27. 
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INDUSTRY FEATURE

A 
few years ago Cindy Seaver 
was studying coding in 
hopes that the Community 
Shoppers Guide in Otsego, 

Michigan, could create websites for its 
customers. Seaver soon acknowledged 
that her strength rests in graphic 
design, not the technical side of the 
digital world, and dropped the class.

“In coding, if you have one period 
out of place, nothing works,” she 
said. “It was very frustrating for me. I 
want to create and let someone else 
handle that stuff.”

Customers were asking for digital 
help, and it made sense for Commu-
nity Shoppers Guide, which distrib-
utes 15,000 papers weekly, to add 
website creation to their services. “I 
really wanted to offer it,” she said. 
“I was doing research about how I 
could do this without killing myself.”

SiteSwan’s white label website 
reseller program seemed like “the 
perfect answer to what we wanted to 
do,” she said.

SiteSwan allows resellers to build 
attractive, search optimized, fully-re-
sponsive websites for customers. 
Resellers need no coding or technical 
skills, and they sell websites under 
their own brand. The program lets 
publishers create and strengthen 
customer relationships, expand their 
digital offerings, and earn passive 
income as advertising revenue stalls.

Seaver has created about 30 web-
sites in three years. “It’s working out 
really well for us,” she said.

Selling websites was a natural pro-
gression for the publication, which 
boasts “Our Business Is Helping Your 
Business!” on its homepage.

“We deal with small businesses,” 
Seaver said. “We’re a business-to-busi-
ness operation. We do ads for them. 
They know us and they trust us. It’s 
local people helping local people.”

Exchange Media Group in Fay-
etteville, Tennessee, started selling 
websites about 10 years ago, also in 
response to customer requests. “We’re 
in the marketing business, so they 
would ask us digital questions, and 
so we just kind of evolved,” said Will 
Thomas, publisher.

Most business owners know they 
need a website but, “a lot of people 
don’t want to touch it,” he said. Oth-
ers are unhappy with their sites “but 
they won’t do it themselves. It’s just 
one more thing they have to do.”

Many potential website customers 
have limited budgets, limited skills 
and time, and want simple sites.

“SiteSwan gives us the ability 
to build those types of sites,” said 
Thomas, who signed on to the ser-
vice about eight years ago. “It’s easy 
for the customer. They don’t have 
to worry about a lot of this. And 
you don’t need to do the tech stuff, 
either. You’re just kind of matching 
folks up.”

The reseller arrangement fits well 
with the typical sales rep’s expertise 
and personality.

“When you’re dealing with us, from 
a customer standpoint, you’re dealing 
with people that are social type peo-
ple, you’re not dealing with program-
mers or designers who are innately 
not as social,” Thomas said. “Most of 
our customers are really happy with 
our service.”

The program also simplifies the 
design process, which is especially 
valuable for mom and pop businesses 
with no brand guidelines and limited 
knowledge of marketing and graph-
ics. They’re far less than concerned 
about the mood a particular shade of 
green evokes or a font’s personality.

“We ask them, ‘What your main 
products and services? What’s your 
ideal client look like? Who buys the 
products? What colors do you like?’” 
Thomas said.

Small businesses can get a simple 
site for $1,000 or less, plus a monthly 
subscription fee. A basic five-page 
site can be built in two weeks or less.

“Traditional website programmers 
will charge a lot up front and just 
a little bit ongoing,” Thomas noted. 
“The reason we charge a little bit 

BY RENÉE K. GADOUA

CAN A WHITE LABEL WEBSITE 
RESELLER PROGRAM WORK?
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more ongoing so we can provide you 
a great customer service. And you 
don’t get any surprise bills from us.”

Monthly subscription fees include 
updates to software and sites. “We’re 
licensing that software,” Thomas said. 
“It’s on them to keep all the behind-
the-scenes technology updated. All 
we have to do is manage the rela-
tionship with the client to make sure 
the client’s products and services are 
updated on their site.”

Exchange Media prides itself on 
completing website projects quick-
ly. “They don’t know the reason we 
are able to do that is because of the 
software we’re using,” Thomas said. 
“They think it’s us, and it is us, but 
it’s the tools we’re using that enable 
us to efficiently and quickly make 
edits and update their website.”

Exchange Media markets the ser-
vice with a simple philosophy.

“It’s another storefront,” Thomas 
said. “It’s another place that people 
are gonna go look to know what 
brands and products you carry. It’s 
part of the customer journey today to 
have met a business before I do busi-
ness with them. They’re most likely 
going to check your social media out 
and your website out.”

Exchange Media publishes 13 
community magazines, five weekly 
shoppers and a monthly agriculture 
magazine. Thomas has seen steady 
growth in website sales; the company 
now handles 277 sites.

Their success led the legacy print 
publishing company to create a 
separate digital agency. That agency, 
allySites, offers SEO, online reviews 
management, video production, 
Facebook marketing, Google Ads and 
YouTube marketing and email mar-
keting. They also operate the area’s 
leading online classified marketplace.

Delta Publications in northern 
Wisconsin, one of SiteSwan’s first 
resellers in 2011, also created a sepa-
rate company for digital services after 
successful website sales made up for 
eroding print revenue and ad sales. 
The company publishes a paid week-
ly newspaper, a direct-mailed region-
al shopping guide and a quarterly 
women’s magazine.

In addition to SiteSwan websites, 
Delta Digital Strategies offers SEO, 
SEM and PPC, targeted display and 

social media management. It also 
offers geofencing, which is loca-
tion-based mobile advertising tech-
nology.

Revenues at the digital company 
far outpace print advertising declines 
at their shopper, and foster print ad 
growth in their newspaper. Digital 
revenue accounts for about 20% of 
all Delta revenue, and is delivering 
margins over 40%.

Delta publishers Joe and Mike 
Mathes cite related benefits: in-
creased advertiser loyalty and new 
revenue in other digital marketing 
services.

Exchange Media has experienced 
similar success. Digital last year 
accounted for over 25% of the com-
pany’s revenue. Of that, websites 
account for 20%, Thomas said.

“I think we can sell hundreds of 
sites a month,” he said.

Community Shoppers Guide sees 
growth potential, too. “We’re still get-
ting calls from churches and nonprof-
its and new businesses,” Seaver said. 
“There’s still a lot to tap into.”

Many customers came to her 
because they met the same 
frustration she experience in coding 
class. “They were having a hard time 
knowing how to make it look good,” 
she said. “It’s easy to know I want a 

website presence, but what do I want 
to say on this space online?”

Her limited coding knowledge does 
help since “I know a little about how 
it works,” she said.

While many customers know they 
need websites, they find their current 
arrangement complicated. “A lot have 
come to us because they don’t have 
control over their website,” Seaver 
said. “If they want to make a change 
to a menu or something, they don’t 
know how to change it.”

Simplicity is key to the program’s 
success. “I teach them and they can 
go in and change it,” she said. “They 
can redesign it. They can add pic-
tures. They can change their menu. If 
they don’t want to do anything, they 
can leave it alone.”

It’s simple for advertising and 
graphics experts, too. “We’re used to 
using their information to create ads. 
We can take your whole page and 
make it work so people will know 
what you want to convey. They won’t 
have to worry about putting a period 
in the wrong place. Neither do I.” 

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.
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ASSOCIATE MEMBER UPDATE

T
he idea of PDI Plastics came 
about in the early 1980’s while 
Frank Cannon, Sr. was living 
and working in Columbus, 

Ohio. Frank had moved he and his 
family from Chicago to Columbus 
about a decade earlier and noticed 
an opportunity to fill a void in the 
Publishing Circulation Industry at 
the neighborhood, local, state, and 
national levels. Frank was prepared 
for the job since he was already an 
expert in the field of plastics and 
busy producing, printing, and con-
verting thin polyethylene films into 
the sheets, bags, and tubes necessary 
to fill client requests. Frank opened 
the doors of PDI Plastics in 1984 with 
his son and go-to man, Frank Cannon 
Jr, along with several well-known cir-
culation industry salesmen. PDI 
Plastics hit the ground running 
and was already producing at 
capacity filling orders for clients 
eager to try alternatives to the 
existing suppliers.

During the 90’s PDI Plastic’s 
growth would increase without 
hesitation. All areas of the net-
work grew to support the sales 
generated by what was becoming the 
most talented sales staff in the indus-
try. PDI Plastics made it a policy to 
be a present and active participant at 
most State and Regional Circulation 
Manager Association meetings. Many 
of the friendships that developed 
over the years between the Sales 
Team of PDI and the fine men and 
women of the circulation industry are 
strong to this day.

PDI was led by the salesman Frank 
Sr. whose favorite activity was visiting 
with clients. Frank’s pleasant smile 
and demeanor immediately connected 
with clients and competitors alike. Ev-
ery client was the most important cli-
ent to Frank and each was treated as 
such. The small, single office location 
of the 1980’s expanded with addition-
al office, warehouse and production 

space plus the personnel to staff it. A 
variety of product changes made pos-
sible by emerging technology high-
lighted the importance of competent 
and creative factory personnel and 
PDI Plastics worked with the best in 
the business. PDI’s team of research 
professionals provided expert advice 
and results during this period. PDI 
Plastics contributed to creating several 
industry standards still popular today 
including heat sealed plastic headers, 
the PolySteel resin blend, and the de-
velopment of a smaller lip above the 
perf to reduce waste.

Hard work and persistent effort 
moving from the 90’s into the 2000’s 
produced many new circulation 
clients as PDI Plastics had solidified 
itself as a force in the circulation 
industry. Frank’s entire family was 
working at PDI now and the sales 
team and the inside staff were grow-
ing and business was good. Early in 
the 2000’s Frank Sr. seamlessly hand-
ed the reigns of PDI Plastics to Frank 
Jr. who quickly showed his ability in 
skillfully guiding the company. This 
was a challenging period for many 
reasons. One challenge came in the 
form of the World Wide Web which 
we were hearing about for the first 
time. What was little more than a 
curiosity to many would become a 
serious challenge to everyone. Fortu-
nately, PDI had built a solid founda-

tion and was ready for this challenge. 
By now PDI Plastics was producing 
throughout SE Asia and had regional 
warehouses in seven states across the 
US. These numbers would grow to 
include production locations in the 
US, Canada, Europe and India and 
warehouses in 17 US locations plus 2 
in Canada. Truly a global operation.

By 2010 the impact of the internet 
was becoming evident for anyone 
associated with the publishing and 
circulation industries. Among the 
many impacts of the web was that 
newspapers began shrinking in size 
and weight which meant circulation 
required smaller and thinner delivery 
bags. The race to efficiently pro-
duce these products was in full gear 
now. Again, more advanced resin 

and production equipment was 
required to compete for circu-
lation business. And again, PDI 
Plastics proved its commitment to 
circulation clients by investing in 
the technology and education to 
fill the need. By 2015 we had all 
witnessed consolidation in pub-
lishing facilities, circulation teams, 
and satellite industries such as 

suppliers of circulation products in-
cluding polyethylene newspaper bags.

Most recently PDI Plastics has add-
ed a new operation – PDI Circulation 
Supplies – offering clients a wider 
variety of circulation tools such as 
bands, hot dots, signage, carrier bags 
and more. Please call if you have 
need for these products!

If you are interested in learning 
more about PDI Plastics’ operations 
or capabilities please contact your 
PDI sales representative. He or she is 
more than happy to speak with inter-
ested Publishers, Circulation Manag-
ers or Purchasing personnel

Thank you for the opportunity to 
present this short summary of PDI 
Plastics and enjoy the April Issue of 
Publish Magazine!

PDI Plastics

PDI PLASTICS IN FIVE MINUTES

“
Most recently PDI Plastics 
has added a new operation – 
PDI Circulation Supplies – 
offering clients a wider 
variety of circulation.
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RISING STAR

MANUEL KARAM
ACP BOARD 
OF DIRECTORS 

A STEP FORWARD 
TOGETHER

T
his will kill that. The book will kill the edifice.” These 
lines are taken from Victor Hugo’s masterpiece, The 
Hunchback of Notre Dame (1831). Hugo of course was 
referring to the power of the printing press and how it 

might destroy centuries of human expression via architecture. 
Prior to the ubiquity of the press, Europeans (especially be-
cause so few could read) transmitted ideas through what was 
built into stone structures. It’s what makes visiting Europe so 
cool- towns and cities were created with a different purpose 
than the functional settings we find ourselves in today. Once 
the printing press was introduced, more and more people 
learned to use and understand the written word because it 
was faster, cheaper, and easier to spread information. Learn-
ing on a grand scale became possible, and the world required 
the services of fewer stone masons. 

From a thousand feet up and in our own times, it’s tempt-
ing to replace “book” and “edifice” with “internet” and “print”. 
Our competitors certainly have been saying that for the last 
decade or longer. But are there no architects or masons 
today? Of course there are, and print publications will last 
as well. But change is certainly afoot and it’s our job as an 
industry and as a unified national organization to help mem-
bers navigate through it all. 

Our task won’t be easy- the digital “revolution” has only 
gained steam (will we be able to find goods anywhere be-
sides on Amazon.com soon?). Even our conference will have 
to be a “roll up the sleeves” digital affair until things are safe 
again. On the other hand, digital is not the end-all-be-all. 
Consumer demand for out-of-home experiences is getting 
ready to explode (I might rather go hungry than eat take-out 
at my kitchen table again). 

With the Covid Winter hopefully in our rearview, our focus 
must be to reconnect local readers with community business-
es, events, and experiences as we’ve always done. But there 
are things every one of us can do to evolve and compete in 
new sustainable ways. If we do it right, we can reposition our 
companies for growth and rebirth. The future is here, and 
our digital conference will be one step in helping us move 
there together. 

**Despite the ominous tone of the quote at the beginning of this 
article, Hugo had good intentions. His novel is often credited 
with saving the Notre Dame Cathedral from revolutionaries 
who wanted to dismantle it and turn its stones into a bridge. 

“
Our task won’t be easy- the digital 
“revolution” has only gained steam.
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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. 

S
ome of my best memories are hanging on a 
hook in my wife’s pantry. That’s where we store 
the bags we use when we go to the farmer’s 
market or the library. Most of them came from 

the industry conferences I have attended over the 
last fifteen years. A couple of months ago when my 
wife and I were trying to remember when we had 
gone to Denver, we consulted our bag collection for 
the answer. These bags came home packed with all 
kinds of “swag”, tiny gifts from the association and 
the various vendors at the trade show. I collected 
all sorts of useful items like thumb drives, pens, 
stress balls and post-it notes. The most valuable 
thing I brought home from all of these conferences 
wouldn’t fit in my bag, in fact they just about filled 
up my head with new ideas and sales tips and tricks. 
Attending conferences is a lot of fun but the main 
reason for attending is to get better at what we do, 
either as a manager, a sales person or as part of the 
creative staff. Every conference agenda includes a 
line-up of informative and engaging speakers plus 
a wide selection of classes. I have yet to talk to one 
person who attended one of these conferences who 
hasn’t walked away feeling that it was well worth the 
investment of time and energy to attend. 

I and all of the TLI team are proud of the training 
offered by The Leadership Institute but we know we 
are not the most valuable source of information at the 
conferences. The best information comes over a meal, 
during a break or over drinks in the evening. This 
is when we network with our peers and learn how 
they handle problems and capitalize on opportunities. 
When you want to know how to do something, it is 
always wise to talk to the person who has done it. 
We may not be able to wander the trade show and fill 
our bags with give-away items but we can still fill our 
heads with terrific ideas by participating in the virtual 
events held by the ACP. Now, more than ever, we 
need to network to connect with people, ideas and 
opportunities to survive and thrive. 

CONNECTIONS

“
Networking is not about just 
connecting people. It’s about 
connecting people with people, 
people with ideas, and people 
with opportunities.”

—Michele Jennae

BY JIM BUSCH

Association of  Community Publishers 

OVER THE LAST 
14 YEARS

2,344 
INDUSTRY PROFESSIONALS 

HAVE PARTICIPATED

15,210 
CLASS CREDITS HAVE BEEN 

AWARDED

132 
CERTIFIED ADVERTISING 

EXECUTIVE CERTIFICATIONS 
AWARDED BY ACP

103 
DIFFERENT CLASS 

CURRICULUMS PRESENTED
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AD-LIBS

G
us is an advertiser who has dealt 
with ad representatives from a 
variety of media firms. “One thing 
that a lot of them have in common 

is that they like to present new ad ideas 
in the beginning,” he said. “It’s nice that 
they make the effort to create spec ads, 
but most of those ideas are way off target. 
When I point out the reasons why certain 
ads are not right for me, they seem to lose 
enthusiasm. 

“On the other hand” he said, “one 
person really stood out from the crowd. 
Instead of focusing on a spec idea, he put 
a couple of my recent ads on the table and 
built his presenta-
tion around that. 
It was a good way 
to learn about my 
business and my ad-
vertising objectives. 
He wasn’t judgmen-
tal, and he didn’t 
have a know-it-all 
attitude. Instead of 
trying to talk me into buying an idea, he 
simply helped me see some things that 
could be done differently. Needless to say, 
I placed a lot of advertising in his paper.” 

That is an interesting alternative, isn’t 
it? Instead of presenting spec ads which 
haven’t run yet, why not focus on ads 
which have already appeared? It can be an 
effective way to gain information And as 
we all know, knowledge is power. 

If you try this technique, here are some 
open-ended questions you can ask: 

1. WHO WERE YOU TRYING TO 
REACH IN THIS AD? This can lead to 
a discussion about target audiences and 
buying styles. Does the ad focus on a 
specific audience, or does it try to appeal 
to everyone? 

2. WHAT WAS YOUR MAIN MESSAGE? 
This question can help you understand the 
advertiser’s products and services – and 
the relevant features and benefits. Does 
the objective match the message? 

3. WHAT WAS THE THOUGHT PRO-
CESS IN CHOOSING THIS PARTICU-
LAR PICTURE? Is it a stock photograph 
of a generic group of people? A cutaway 
diagram of a new product? A photo of the 
founder of the company? The answer can 
reveal where the advertiser turns for new 
ideas. 

4. I NOTICE THIS AD FEATURES A 
SALE. WHAT KIND OF RESULTS DID 
YOU GET? This opens the door to a dis-
cussion about expectations. Along the way, 
you can ask how they decided to feature 
that particular deal. Was it based on mar-
ket research or a hunch? 

5. WHAT KINDS 
OF SPECIAL OF-
FERS HAVE YOU 
MADE IN OTHER 
ADS? Sometimes the 
best way to develop 
a new strategy is to 
analyze old strate-
gies. For example, 
have they relied on 

sales? Do they use coupons? Are the offers 
seasonal or year round? 

6. HOW LONG YOU HAVE RUN THIS 
PARTICULAR CAMPAIGN? This can re-
veal the advertiser’s willingness to explore 
change. 

7. WHAT KIND OF HELP DID YOU 
HAVE WITH THIS AD? This is a good way 
to hear about the advertiser’s influencers. 
You may learn that a different decision mak-
er should be included in future meetings. 

Yes, sometimes current ads can create 
better conversations – and more sales – 
than spec ads. 

(c) Copyright 2021 by John Foust. 
All rights reserved.
John Foust has conducted training programs 
for thousands of newspaper advertising 
professionals. Many ad departments are us-
ing his training videos to save time and get 
quick results from in-house training. E-mail 
for information: john@johnfoust.com

BY JOHN FOUST
RALEIGH, NC

AN ALTERNATIVE 
TO SPEC ADS

“
Yes, sometimes 
current ads can create 
better conversations – 
and more sales – 
than spec ads. 
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Choose a typeface that has a large x-height— I 
used Verb Compressed Ultra for the event and 
Verb Compressed Regular for the descriptive text. 
In the revised calendar below, I left-aligned all my 
text, to give a squared-off look. 
 When you center text in small spaces, the “nega-
tive” space can create its own shape and actually 
distract from your text. I did not justify the text 
because word and letter spacing become an issue, 
creating “rivers” that run through the text —anoth-
er distraction to the reader. It is not easy to read 
and comprehend the above events.

Ellen Hanrahan hanrahan.ln@att.net ©2021

 By Ellen Hanrahan
Graphic  Hooks

Stay Safe… until next time t

I’ve been busy since last month … 
some simple, some not. In February I stated 
that I worked in InDesign (for many years), 
but that I was going to look into Affinity 
Publisher. I’m happy to say that I loaded 
the program and opened an InDesign file 
(although make sure it’s an IDML file… easy 
to save as the “InDesign Markup Language”). 
 It opened like a charm, but I had no clue 
what to do next. So I closed the file and now I 
have some reading to do and a few YouTube 
videos to watch…it’s a process!
 I am also dealing with slow internet service 
and looking to go from DSL to cable.
 Pretty simple, but a little more difficult 
when my house was built in 1851 (fieldstone) 
and the walls are 18" thick! Working on it! 

Event Listings in the Paper
I read through a lot of free papers ( judged ad content for a while)… 
checking out the ads, when it occurred to me that there was more 
to the paper than just the ads. I should especially know this because 
I had done community events, special sections and other informa-
tional services that made up our paper. Duh!
 Anyway, I was reading the Community Calendar in this publica-
tion and having a hard time understanding what belonged togeth-
er. I get that these events are placed on a space available basis, but, 
just as in any ad, organization is key.
 The events run at the top of the page and continue from page to 
page. I am showing the start, which was on page 4, and a continua-
tion on page 6. There were a lot more dates and events, but in order 
to revise the info, we will work with a small sampling. 

Issues of Readability
Make event information easy to read… and understand. Returning 
to previous pages to find dates, times, and places is not an effective 
way to read— keep “like” information together.
 When you develop a format, make sure that the reader has 
access to all the info… and sometimes that means we have to 
repeat necessary text so the reader can understand all the par-
ticulars about the event. That’s one of the reasons that I chose to 
eliminate all the “West Bend” text and put it in the reverse box with 
the date. If there are events that take place in another town, I will 
repeat the date, with the name of the town above the event, like this 
•
 I also have some readability issues because parts of one event 
continued on a separate page, but I think that has more to do with 
alignment of the text. When your eye “hits the page” so to speak, it 
needs to find a place to focus… a starting point. Because the text is 
“justified,” letter and word spacing can really get out of whack, so it’s 
not always clear where to start reading the text.
 And last, “What, Where, When, Cost, Info, etc.” (especially when 
it’s in a bold typeface) seems to detract from the actual information. 
Ask if this helps the reader better understand the information pre-
sented…you might be able to put some of that space to better use.

Try a Revision
I reduced the top samples by 50% so you could get an overview 
of the “calendar” itself. I used the beginning of the “Community 
Calendar” as my sample so you can see that size and spacing remain 
somewhat consistent. I squared-off the “Community Calendar” 
heading. I don’t believe it has to span all the columns, because once 
you create a format, you create a continuity and similarity and read-
ability is easier. I chose “flush left” for text… legibility of the original 
text suffered because using “justified” text in short columns creates 
those crazy letter and word spacing gaps.

  FRIDAY, FEB. 21 •  WEST BEND
Senior Center Chorus 10am
Voices needed. Performing off site, 
call Senior Center for info. 
CONTACT: 335-4498 • COST: None
Greed 1pm
Senior Center, 401 E. Washington St. 
COST: $1.00 • Fun dice game, no 
experience needed.
Wii Bowling 1pm
Senior Center, 401 E. Washington St.
COST: $1.00 • Join this fun group
“Downton Abbey” 1:30pm
Early showing at West Bend Com-
mun ity Library, 630 Poplar St. • The 
finale of “Downton Abbey” Season 
4 will be shown a half week early. 
Arrive at 1pm for coffee and tea time. 
Call the upstairs reference desk to 
register. CONTACT: 335-5151 ext. 5152
Book signing by the Rev. Cal Seban 
2–8pm • St. John’s Main Street, 820 
S. Main • The retired St. John’s associ-
ate pastor will sign copies of “So You 
Think You’re a Good Person.” He will 
make presentations at 2:30pm, 4pm 
and 7pm about how the book came 
together.  Calendar continues on page 6

Community 
Calendar

  FRIDAY, FEB. 21 •  NEWBURG

 I used a bold face for the event and put the time right next to the 
event. All the rest of the text is in a regular typeface. Again, most people 
want to know what the event is and when… and that’s why I chose to 
make them the focus by making them stand out.
 We now have more events in about the same amount of space, but 
the calendar events look more cohesive because there is more unity 
and consistency in the event information.
 This was my first attempt to try to bring more clarity and unity into 
this service for the readers. As with anything, we would need to do a 
larger sampling to see if this would work in most of the available space.

I
n today’s newspaper advertis-
ing world, change is the biggest 
challenge for advertising sales 
staffs. A major challenge is that 

traditional salespeople are not com-
fortable with the transition of selling 
digital products. The answer is to 
train salespeople to be educators 
and product experts so that they are 
comfortable asking their prospects 
and customers to buy their print and 
digital website packages--- as well as 
social media and video. This is not 
selling one time ads but taking step-
by-step procedures to grow advertis-
ers every week in print and online.

However, in spite of all the atten-
tion that is given to these print/digi-
tal packages, there is still the burning 
question of how advertising salespeo-
ple are perceived by their customers. 
The way to build a successful and 
prosperous sales team is to recog-
nize the difference between being 
perceived as order takers or profes-
sional advertising counselors who are 
respected, believed and trusted.

LET’S LOOK AT THE ORDER 
TAKER
•	They could be working long hours 

because most of their calls are 
based on selling one time ads and 
trying to get the customer to give 
them copy.

•	They have to re-invent themselves 
on every sales call and sell the 

customer on why they should buy 
from them.

•	They don’t have goals to sell cold 
contracts every week for long 
range packages or programs.

•	They keep going back to prospects 
until they’re burnt out going back 
to them. Their lack of closing is the 
excuse they are “building relation-
ships” with people.

•	The deadliest trap is predictability, 
the usual trait of the order taker. 
The end result is lost business for 
the publication, because order tak-
ers may lose out to other competi-
tive media salespeople.

THE PROFESSIONAL 
ADVERTISING COUNSELOR 
SALES TEAM

This team wants to have the right 
relationship to openly talk to their 
customers about their image, how 
they make money, and where they 
would like to be in their quest to be 
successful. The team also recognizes 
that the likeability factor is important 
because many times customers will 
stop working with salespeople, simply 
because they don’t like their personal-
ity. So in dealing with their customers, 
they must be cordial, upbeat, friendly, 
and above all, be always helpful, even 
in stressful situations

THE TRAITS OF 
THE PROFESSIONAL 
ADVERTISING COUNSELOR
•	They have a weekly goal to sell 

at least one cold contract, and in 

some cases, one year program con-
tracts. They have a marketing plan 
which will give specific benefits for 
one year programs.

•	They are constantly planning with 
their accounts. They sell ideas 
in chunks, bring layout ideas for 
extended periods, getting them 
approved.

•	The budget is a primary tool of the 
professional advertising counselor. 
As much as possible, they have a 
budget for every account. Their ac-
counts feel comfortable discussing 
their budget because they trust and 
believe in the counselor.

•	 They know it is ex-
tremely important to tap 
the customer’s ego and 
to incorporate this ego 
in personalized ad cam-
paigns.
•	 The professional ad-
vertising counselor truly 

cares about his or her customers. 
They know layout design, can write 
excellent copy, know type faces—
and can convey these attributes to 
their customers.

BUILDING THE SALES TEAM
The team members need to be 

thoroughly aware of all the benefits 
of not only the print product but the 
growing benefits of the publication’s 
online program, which can include 
the power of video….. and social me-
dia. However to build the sales team 
there are 3 requirements for the team 
members to be successful:

1. To be believed and trusted. In 
the customer’s eyes, the salesperson 
has to get things right, time after time. 
The salesperson has to be a trusted 
advisor, not an interviewer who pur-
sues progressive questioning tactics.

Continued on page 28

A SALES TEAM 
TO BE RECKONED WITH

BY BOB BERTING, 
BERTING 
COMMUNICATIONS

SALES TIPS

“
The salesperson has to be 
a trusted advisor, not an 
interviewer who pursues 
progressive questioning tactics.
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Choose a typeface that has a large x-height— I 
used Verb Compressed Ultra for the event and 
Verb Compressed Regular for the descriptive text. 
In the revised calendar below, I left-aligned all my 
text, to give a squared-off look. 
 When you center text in small spaces, the “nega-
tive” space can create its own shape and actually 
distract from your text. I did not justify the text 
because word and letter spacing become an issue, 
creating “rivers” that run through the text —anoth-
er distraction to the reader. It is not easy to read 
and comprehend the above events.

Ellen Hanrahan hanrahan.ln@att.net ©2021

 By Ellen Hanrahan
Graphic  Hooks

Stay Safe… until next time t

I’ve been busy since last month … 
some simple, some not. In February I stated 
that I worked in InDesign (for many years), 
but that I was going to look into Affinity 
Publisher. I’m happy to say that I loaded 
the program and opened an InDesign file 
(although make sure it’s an IDML file… easy 
to save as the “InDesign Markup Language”). 
 It opened like a charm, but I had no clue 
what to do next. So I closed the file and now I 
have some reading to do and a few YouTube 
videos to watch…it’s a process!
 I am also dealing with slow internet service 
and looking to go from DSL to cable.
 Pretty simple, but a little more difficult 
when my house was built in 1851 (fieldstone) 
and the walls are 18" thick! Working on it! 

Event Listings in the Paper
I read through a lot of free papers ( judged ad content for a while)… 
checking out the ads, when it occurred to me that there was more 
to the paper than just the ads. I should especially know this because 
I had done community events, special sections and other informa-
tional services that made up our paper. Duh!
 Anyway, I was reading the Community Calendar in this publica-
tion and having a hard time understanding what belonged togeth-
er. I get that these events are placed on a space available basis, but, 
just as in any ad, organization is key.
 The events run at the top of the page and continue from page to 
page. I am showing the start, which was on page 4, and a continua-
tion on page 6. There were a lot more dates and events, but in order 
to revise the info, we will work with a small sampling. 

Issues of Readability
Make event information easy to read… and understand. Returning 
to previous pages to find dates, times, and places is not an effective 
way to read— keep “like” information together.
 When you develop a format, make sure that the reader has 
access to all the info… and sometimes that means we have to 
repeat necessary text so the reader can understand all the par-
ticulars about the event. That’s one of the reasons that I chose to 
eliminate all the “West Bend” text and put it in the reverse box with 
the date. If there are events that take place in another town, I will 
repeat the date, with the name of the town above the event, like this 
•
 I also have some readability issues because parts of one event 
continued on a separate page, but I think that has more to do with 
alignment of the text. When your eye “hits the page” so to speak, it 
needs to find a place to focus… a starting point. Because the text is 
“justified,” letter and word spacing can really get out of whack, so it’s 
not always clear where to start reading the text.
 And last, “What, Where, When, Cost, Info, etc.” (especially when 
it’s in a bold typeface) seems to detract from the actual information. 
Ask if this helps the reader better understand the information pre-
sented…you might be able to put some of that space to better use.

Try a Revision
I reduced the top samples by 50% so you could get an overview 
of the “calendar” itself. I used the beginning of the “Community 
Calendar” as my sample so you can see that size and spacing remain 
somewhat consistent. I squared-off the “Community Calendar” 
heading. I don’t believe it has to span all the columns, because once 
you create a format, you create a continuity and similarity and read-
ability is easier. I chose “flush left” for text… legibility of the original 
text suffered because using “justified” text in short columns creates 
those crazy letter and word spacing gaps.

  FRIDAY, FEB. 21 •  WEST BEND
Senior Center Chorus 10am
Voices needed. Performing off site, 
call Senior Center for info. 
CONTACT: 335-4498 • COST: None
Greed 1pm
Senior Center, 401 E. Washington St. 
COST: $1.00 • Fun dice game, no 
experience needed.
Wii Bowling 1pm
Senior Center, 401 E. Washington St.
COST: $1.00 • Join this fun group
“Downton Abbey” 1:30pm
Early showing at West Bend Com-
mun ity Library, 630 Poplar St. • The 
finale of “Downton Abbey” Season 
4 will be shown a half week early. 
Arrive at 1pm for coffee and tea time. 
Call the upstairs reference desk to 
register. CONTACT: 335-5151 ext. 5152
Book signing by the Rev. Cal Seban 
2–8pm • St. John’s Main Street, 820 
S. Main • The retired St. John’s associ-
ate pastor will sign copies of “So You 
Think You’re a Good Person.” He will 
make presentations at 2:30pm, 4pm 
and 7pm about how the book came 
together.  Calendar continues on page 6

Community 
Calendar

  FRIDAY, FEB. 21 •  NEWBURG

 I used a bold face for the event and put the time right next to the 
event. All the rest of the text is in a regular typeface. Again, most people 
want to know what the event is and when… and that’s why I chose to 
make them the focus by making them stand out.
 We now have more events in about the same amount of space, but 
the calendar events look more cohesive because there is more unity 
and consistency in the event information.
 This was my first attempt to try to bring more clarity and unity into 
this service for the readers. As with anything, we would need to do a 
larger sampling to see if this would work in most of the available space.
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Continued from page 26

2. Know competitive media. How 
can a long range program be sold to 
a prospect that doesn’t think their 
publication will be a key player in 
their media mix? Every advertising 
salesperson on the team should know 
all the advantages and disadvantages 
of all competing media—and be able 
to show decisively why their publica-
tion should be the major player in a 
media mix.

3. Sell long range programs 
with great marketing plans. This is 
critical if the advertising salesperson 
on the team is to understand how 
multimedia packages can benefit 
advertisers and give benefits to moti-
vate them to commit to a long range 
program.

THE ROLE OF THE SALES 
MANAGER

Sales managers who want to build 
a strong sales team need to follow 
the following guidelines:
1.	Set goals for productive output.

2.	Make sure all company policies 
are recorded and memos distribut-
ed quickly.

3.	Give immediate feedback on job 
performance.

4.	Keep in touch with the sales team. 
Hold sales meetings weekly.

5.	Reward salespeople with sales 
achievement contests.

6.	Show that they are willing to go 
anywhere to see anyone with 
salespeople.

The bottom line slogan is “ you can’t 
push a string—you have to pull it”

FINAL WORD ABOUT 
CREATIVITY

In most cases, you can’t rush the 
process of creativity. You may need 
several meetings to go over concepts, 
to thoroughly understand the adver-
tiser’s needs, and to hit the right ego 
buttons. Patience should be a big vir-
tue of the successful advertising sales 
team—and the payoff will be greater 
trust and belief that the team is truly 
the major player in their advertising 
media mix. 

Bob is the author of four best-sell-
ing 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 Adver-
tising Salespeople. You can order 
Bob’s books on his website: www. 
bobberting.com. Read Bob’s books 
and discover how his vast experi-
ence 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 professional 
speaker, advertising sales trainer, 
publisher, marketing consultant, 
and leading 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. 

ARE YOUR MEDIA SALES… HELP YOUR TEAM… 

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

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

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

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

CLOUD SOLUTIONS

303-426-7171

CIRCULATION SUPPLIES

Contact us at:

800.634.0017
sales@pdisaneck.com
fax: 614-890-0467

Your trusted source for
circulation supplies

Poly Bags - Rubber Bands
Event Bags - Bundle Rain Covers - Carrier Bags

CONTENT AND DATA MANAGEMENT

Digital Publishing Solutions For
News and Media Organizations

www.townnews365.com
800-293-9576

Online Solutions.
Bottom-line results.

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.

APRIL 8, 9, 15, 16, 22, 23, 29 & 30, 2021 
Association of Community Publishers (ACP) is partnering with 
Community Papers of Michigan (CPM), Community Papers of 

New England (CPNE), Mid-Atlantic Community Paper Association 
(MACPA), Midwest Free Community Papers (MFCP), Pacific Northwest 

Association of Want Ad Newspapers (PNAWAN), Southeastern 
Advertising Publishers Association (SAPA)  and Wisconsin Community 

Papers (WCP) on this Joint Virtual Conference Program. Offering a 
classic mix of TLI classes, topical presentations and ideas to share 

delivered right to your office. Look for more details on pages 11-13.

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

2021
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

ON THE HORIZON
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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

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       srds.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

MARKETING PLATFORM

The Only Turnkey Solution 
Designed Specifically for 

Local Community Publishers! 

BECOME YOUR
COMMUNITY HUB

916-585-8468
locablepublishernetwork.com

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 

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

PRINTING FOR PUBLISHERS

Contact us today!

715.273.4601 - 800.533.1635
info@helmerprinting.com
www.helmerprinting.com

WE PRINT FOR PUBLISHERS.
DIRECT MAIL  -  MAGNET MAILERS

AUTO DEALER MAILERS

PRINTING - FULL SERVICE

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

205 Spring Hill Road, Trumbull, CT 06611

203.261.2548
www.trumbullprinting.com

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

MAGAZINE DESIGN
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.

Vee Banionis  818-855-7603
Flip180media.com

POLY BAGS

Michigan Office
Advertising Network Solutions
109 N. Washington
Oxford, MI 48371
Office (248) 572.6100
Fax (248) 572.6152 
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MEMBER
BENEFITS

THE LEADERSHIP
INSTITUTE (TLI)

NETWORKING
OPPORTUNITIES

BEST OF THE BEST
PUBLICATION AWARDS

PUBLISH
MAGAZINE

RISING STARS
PROGRAM

PROFESSIONAL
CERTIFICATE
PROGRAMS

ANNUAL
CONFERENCE

& TRADE SHOW

CIRCULATION 
AUDITS

To get your publications on the growth track, call the
ACP office about becoming a member today.

Association of Community Publishers     877-203-2327

PUBLISH is a monthly ACP publication 
that serves as the industry's one-stop 
source for the latest news, upcoming 

events and industry information.

ACP serves the industry by acting as 
a facilitator to connect members. 
Whether it’s advice, answers to 

questions or sharing ideas, let us 
help connect you!

This annual ACP event is “The” 
educational and social event of the 
year. It includes speakers, training, 
networking, idea sharing and more 
and features the industry’s largest 

trade show.

This program gives 
members the opportunity 
to participate in industry 
specific training in sales 

and management and earn 
professional education 

certificates.

Be recognized as the Best of the Best! 
The annual awards competition gives 

you the opportunity to gain the 
national recognition that you and your 

staff deserve.

TLI is a structured, comprehensive, 
cost effective sales and leadership 

training program that was designed 
specifically for ACP members and the 

free paper industry.

This program is designed to honor 
young individuals who are emerging 
leaders in the free paper industry. It 

offers specialized training and 
benefits to those selected.

Here are just a
few to consider...

Third party circulation
audits provided for 

members from Circulation 
Verification Council (CVC) 

that includes a valuable 
readership survey.

 

Are you taking full advantage of
all your member benefits?
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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.

Starting April 8th
Four Consecutive Thursdays & Fridays

 

14 Business Building Presentations
Register Now at www.afcp.org

FREE Admission to Members of the Following Community Paper Associations:

Midwest Free Community Papers (MFCP)
Pacific Northwest Assoc. of Want Ad Newspapers (PNAWAN)
Southeastern Advertising Publishers Association (SAPA)
Wisconsin Community Papers (WCP)

Association of Community Publishers (ACP)
Community Papers of Michigan (CPM)
Community Papers of New England (CPNE)
Mid-Atlantic Community Papers Association (MACPA)

ACP Virtual Conference


