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Arizona Newspapers Association

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

7 Technologies strategically delivered to drive maximum exposure and 
engagement for your client's direct mail campaign about 10 cents each

Web PressDigital Press

Direct/Solo MailCirculation Sales

•  Flyers
•  Inserts 
•  Wraps
•  Booklets

•  Brochures
•  NCR Forms
•  Calendars
•  Envelopes, Business Cards
    Letterhead, etc

•  Turnkey Pricing
•  EDDM
•  Targeted Direct mail
•  TrackDirectMail

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

CALL TODAY!

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

Your Community. Your Newspaper.
Herald NewsHerald NewsFontana

Your Peninsula • Your Newspaper

Serving the North Olympic Peninsula, Washington, since 1916

Local News.  Loyal Readers.  We Deliver!

SOLO DIRECT MAIL SATURATION POSTCARDS
☞ As low as .164 postage per piece

☞ 200 piece minimum
☞ No mailing list required ☞ Fast turn around times

 Call for more information

45# Coated Flyer 
  -8.5 x 11 (Jumbo 10.5 x 11 size available   
                  $9.00 per M*)
  -Glossy Paper
  -Full Color Two Sides
  -Low minimum of 25,000
  -Fast Turn Around
*$300.00 set up/plate charge plus $1.00 per M freight

Print & Deliver
Flyer Special 

$7.50 per M*

 
 

135 Old Cove Road – Suite 210, Liverpool, NY 13090 
(877) 203-2327 Voice – (781) 459-7770 fax 

Loren@afcp.org - www.afcp.org  

ASSOCIATION  OF

FREE  COMMUNITY  PAPERS

Daily INK at the Annual Conference 
 
Typical Specifications (flexible depending on printer) 
 
4 Page – Book Size (approx. page size 8.5” X 11”) 
11” X 17” Sheet Folded to 8.5” X 11” – no bleeds 
50# Offset or heavier if possible  
Process color every page 
approx. 300 copies of each edition - Thursday / Friday / Saturday 
 
Production Timing: 
 
Thursday (opening morning) Edition 
 Digital Files Ready for Printer  -  Friday preceding conference week – 4 PM 
 300 copies needed by 5 pm Wednesday at conference. 
 
Friday Morning Edition 
 Digital Copies Ready for Printer – Thursday by 5 PM 
 300 copies needed by 7 AM Friday morning at conference for distribution.  
 
Saturday Morning Edition 
 Digital Copies Ready for Printer – Friday by 5 PM 
 300 copies needed by 7 AM Saturday morning at conference for distribution. 

MACMA Conference 20144

Welcome To Charlotte!

95th Annual

MACMA Conference
From your host:

DirectMail2.0 Case Study
Athletic Club: January 2020 Campaign
These results reflect the time period of Jan. 17 - Jan. 31

Campaign Details
First step, profiled existing membership 
and then identified 5,000 contacts in 
their service area that matched current 
members. Then placed ads on their 
social media pages, and the social media 
pages of other individuals in the area, 
personalized direct mail postcards, placed 
ads in Informed Delivery emails, launched 
landing page, created and launched 4 
online/social media ads, followed website 
visitors around the web with Google® 
and social media retargeting ads, tracked 
phone calls and SMS opt-ins, created all-
in-one dashboard for real-time viewing of 
interactions and impressions.

OVERALL PROJECTION

12 new members

$16,848 revenue

PROJECTED ROI

$12,253

266%

RETURN

40 new members

$56,160 revenue

ROI

$51,565

1,122%

TOTAL INVESTMENT 
INCLUDING POSTAGE

$4,595

TrackDirectMail

How do you combine Direct Mail with 
Digital Ads and Track all Results?

Technologies timed and delivered strategically to drive 
maximum exposure and engagement for your client’s direct 

mail campaign for about .15 cents each  

Mail Tracking Call TrackingSocialMatch Online Follow-Up Social Media 
Follow up

Informed 
Delivery® LEADMatch

Additional cost

7   
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If you participate in
CVC online studies

we can tell you everything
you want to know

about your readers.

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

Increase your revenue now! Call to schedule a free 30 minute training webinar for your sta�.
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When it’s time to 
publish a life story, 
we’re here.

Publish 
Life’s Stories 

Set up a 
demo to 
learn how 
newspapers 
can integrate 
this effective 
service for 
free. 

devlyn@modulist.news
701-241-5545
Modulist.News
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A 
number of times over the past 
year I’ve written in this space 
about our move to join two na-
tional free paper associations into 

one. The endeavor was not an easy one, 
but certainly a worthwhile one.

I try to tackle each day as an opportunity 
to learn. I think this perspective helps me 
to maintain a good level of optimism and 
positivity. This creation of ACP has cer-
tainly provided a good number of learning 
opportunities. I think some of these lessons 
can speak to all of us in how we navigate 
our lives or business operations.

Communication cannot be undervalued. 
Throughout our merger process I spent 
countless hours on the telephone or in 
Zoom sessions with key stakeholders in-
cluding attorneys, staff, and board mem-
bers from both IFPA and AFCP. I also spoke 
with random AFCP members and associate 
members and even some past board mem-
bers who valued what we are doing for the 
industry. Each stakeholder had valuable 
input and genuine care for the deal. 

I learned to ask good questions, listen 
with detail, and then to carry that infor-
mation forward accurately and in a timely 
fashion. Good communication skills are 
something we all hear about at an early 
age yet can be so easily overlooked. This 
lesson was imperative to meeting the needs 
of many while moving forward to the 
outcome we all desired. How much better 
can our family lives, our work lives, and 
our social lives be if we apply this lesson 
to all we do?

Details matter. Again, this is a lesson 
we’ve all be taught but one that can quick-
ly be forgotten amidst constant interrup-
tions and a heavy workload. The details 
for our associations’ merger were many. 
We had legal matters, banking issues, 
memberships to merge, databases to sync, 
communications to coordinate, staff re-
sponsibilities to re-assign, and more. All of 
this while continuing to carry out the day-
to-day operations of two organizations and, 
for many involved, continuing to run our 
pandemic-riddled businesses.

The details matter because our liveli-
hoods matter. To gloss over the details 

would have been not to care about our 
members, our advertisers, our volunteers 
and our staff. Our ACP livelihood is these 
groups. Within our personal organizations 
we have similar groups of invested parties 
that are our livelihood. If we show a lack 
of care for these groups what are we even 
doing this for?

Action creates results. In my February, 
2021 column I wrote about always taking 
the next step. We often may not know 
what exactly that step is to be, but taking 
the next step will get us to the end we 
desire. This lesson has proven out with the 
creation of ACP; the finalized merger of 
IFPA & AFCP. 

Inaction was seldom a problem giv-
en all the tasks necessary to get to this 
point. However, in slow times, when we 
could sense this lack of movement, we 
regrouped, determined our next steps, 
then continued the walk (certainly was 
long walk, not a sprint). In short, action 
creates more action, and more action 
creates results. Keep this in mind as you 
plan your next organizational change, 
develop your company growth plan, or 
even plan something as simple as your 
next special edition.

Perhaps the most exciting lesson I was 
re-taught throughout this endeavor is that 
our industry is passionate. I knew this from 
years of working with free paper publish-
ers and industry professionals, but along 
this walk this fact became even more clear. 
Our association stake holders put aside 
differences for the common good. Our 
members were supportive and our volun-
teer boards put in the extra time to get the 
job done. 

Our staff, Loren Colburn, Cassey Recore, 
and Douglas Fry, each made sacrifices to 
create a change that was sure to bring 
uncertainty. Without their guidance and dil-
igence, driven by their passion, this merger 
would not have come to fruition. I thank 
them for this and for the many lessons they 
provided.

The passion of all of us will drive the 
future of ACP and the free paper industry. 
I look forward to many more lessons and 
to taking this walk with all of you. 

JOHN DRAPER, 
PRESIDENT ACP

IT HAS COME TOGETHER

FROM THE TOP
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THE ONE THING

T
he other morning I was riding 
my bicycle through the bucolic 
countryside near my home. I 
rounded a curve in the road 

and saw a “critter” walking across. I 
wasn’t sure if it was an opossum or 
an armadillo (a.k.a. “Possum on the 
Half Shell”) so I slowed down to take 
a closer look. It was a possum. 

The opossum is the only species 
of marsupial found in North Amer-
ica. Their correct name is “Virginia 
Opossum.” Locals call this creature a 
“possum” but that name belongs to 
the marsupial from Australia which 
is much cuter and doesn’t have a 
bad reputation. We often think of the 
possum as dim witted and nasty. This 
is probably because they “play dead” 
when startled or frightened, this the 
dim witted part. The “nasty” part is 
that when they play dead they secrete 
a foul smelling odor that is similar to 
rotting flesh. Most animals leave that 
stank, much worse than “stink,” alone. 

I’m not done with possums quite 
yet. The Virginia Opossum is really 
a beneficial friend to humanity. Who 
else would clean up road kill, some-
times becoming the same thing in the 
act of removing litter from our roads? 
Another thing they do is rid our 
communities of ticks, not the clock 

kind, the insect kind that carry Lyme 
Disease. Each summer every single 
possum takes on the duty of ridding 
our habitat of over 5,000 ticks. To 
a possum a tick is a delicious nib-
ble of food between road cleansing 
sessions. Last of all, the opossum 
is supposed to be very intelligent. 
However, each attempt by yours truly 
to communicate with the rascals ends 
up with them ignoring me. Maybe 
they are intelligent after all.

Now that you know more than you 
should about possums let’s continue 
with the story. I was cruising along 
on the bicycle watching the opossum 
cross the road. He nearly got to the 
far side so I steered the bike in the 
opposite direction in order to give 
him a wide berth. What he did next 
really puzzled me. He was nearly safe 
in the underbrush across the road 
when he turned around and headed 
back the way he came. I had to do 
an “Evel Knievel” to jump the bike 
over the retreating possum in order 
to keep us both safe. I am pretty sure 
there is a lesson to be learned here.

When you are on a sales call and 
are confronted with an objection 
you aren’t ready for you react with 
the “fight, flight, or freeze” response. 
With the “Fight” reaction you argue 
with the customer. This approach 
never works out well for you. If you 
respond with the “Flight” approach, 
like the possum, you lose ground 
at the very moment you might have 
arrived at a positive outcome. The 
final possum response is the “Freeze” 
or play dead response. This hap-
pens more often than any of us will 
admit. Though we don’t secrete a 
foul smelling odor when we freeze 
we still stink up the place. We freeze 
in place, stutter, stammer, and lose 
control of the situation.

I suggest that there is a better 
option than the “Fight, Flight, or 
Freeze” reaction. You can always go 
“Forward.” “Yes” might await a few 

questions or conversation points 
ahead. But if you stop going for-
ward retreating back the way you 
came you’ll never know. What does 
forward look like? You simply re-
spond, “Ms. Nerdlinger, your question 
whether ‘anyone actually reads our 
publication’ is a good one and I’d 
like to respond to it after you see the 
whole picture of The Weekly Miracle. 
May we revisit that thought in a min-
ute or two?” That response affords 
you several benefits. First of all, you 
are responding positively to their 
negative question. The customer feels 
they are being heard and not sim-
ply given a sales pitch. Second, you 
now have time to think a bit more 
about their question and formulate a 
better response. And third, you didn’t 
retreat in the face of adversity, you 
moved Forward.

After you finish your presenta-
tion you address their concern. “If 
I remember correctly, Nadia (Nadia 
Nerdlinger owner of New Narcotics 
a cannabis store), you asked wheth-
er people actually read The Weekly 
Miracle. As we agreed earlier that is a 
very important question. Each year a 
third party polls people in our com-
munity and determines who is actual-
ly reading us. Take a look at the most 
recent audit figures. It shows that 
95% of the people in North North-
land read The Weekly Miracle each 
week. In fact, a whopping 96% of 
adults between the ages of 25 and 55 
read the publication each week.”

With that forward facing response 
you answer their question but don’t 
retreat on your presentation and 
don’t leave a foul odor in their office. 
The reason we see so much possum 
road kill here in the South is because 
they turn around and go back where 
they came from at the wrong time. 
Don’t be road kill. Be forward facing, 
forward thinking, and you’ll succeed. 
That’s the one thing you can do, 
move forward. 

BY DOUGLAS FRY

FIGHT, FLIGHT OR FREEZE
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PERSPECTIVE

I
nteresting question for all of 
us to ponder! Every company 
should do a deep dive into this 
question regularly to make sure 

of a couple things. First, that they 
truly understand what their mission 
is and what they need to accomplish 
to be successful. Secondly, it forces 
an analysis of that mission to assure 
that the mission is still relevant and 
servicing the needs of the customer.

At its simplest level, community pub-
lications are all in existence to provide 
relevant information to their com-
munity members. The information’s 
form may take on a variety of formats 
ranging from news, to advertising, 
to general community information...
but the main focus is to serve as the 
information resource your readers will 
need. The critical aspect to this formu-
la centers on a key component that 
many times can get lost in the confu-
sion or overlooked by publishers.

The words “relevant information 
your readers will need” must be kept 
crystal clear within your mission at 
all times. This will not be a static 
target by any means, but an ever 
changing, moving target that will 
require frequent updates to maintain 
your strong community connection. 
It is also not driven by what is easy 
or inexpensive information to acquire 
or by the channels publishers might 
already have in place, which all too 
often factors into our content selec-
tion. It is defined exclusively by your 
reader’s needs and interests. 

Publishers are no different than any 
other company when it comes to ad-
justing to market or consumer trends. 
When Pan Am overinvested in its 
existing business model rather than to 
continue to innovate, it disappeared. 
When Kodak was too afraid it would 
cannibalize its strong film products 
by investing in digital, it disappeared. 
When Borders was unwilling to 

transition to digital and online book 
trends, it disappeared. When Toys “R” 
Us signed a 10-year contract with Am-
azon to be its exclusive vendor of toys 
online and three years later Amazon 
didn’t honor the contract, they had 
missed the opportunity to develop 
their own e-commerce business and 
ended up in bankruptcy.

The lesson in this is relatively 
simple. I hear numerous community 
publishers say they don’t want any-
thing to do with digital. They want 
to stick exclusively to the main print 
product they have built their business 
on for so many years. I’m not advo-
cating they abandon their print prod-
uct in any way. What I am advocating 
is that they let the market’s needs 
and wants determine the components 
of their information delivery process. 
If their readers want or need the 
convenience of digital information 
sources, they are going to find them 
– if not from them, from someone 
willing to provide what they need. I 
am advocating for innovating prod-
uct offerings to provide the strongest 
connection between your readers 
and your information, most impor-
tantly between your readers and your 
advertisers.

Community publications have the 
most important component to pro-
viding a successful digital advertising 
campaign to advertisers – a print 

product to partner with the digital 
components in order to produce 
response levels advertisers need for 
building business. This digital ad-
vertising component will not be the 

downfall of your print product, it 
will be the critical addition need-
ed to address the information 
needs within your community. 

Don’t think like Pan Am, Kodak, 
Borders or Toys “R” Us and ignore 
the changes in the marketplace. 
Think like IBM, Apple and Ameri-
can Express by addressing market 
changes with constant innovation and 
adaption, all driven by the needs of 
your community.

We promise that Publish will apply 
the same analysis to our mission 
when it comes to you, our reader. 
We will track your needs and market 
changes through a variety of resourc-
es driven by our focus on keeping 
our content relevant to your world. 
Those resources will include your 
input through open discussions, 
surveys, polls and any other feedback 
we can obtain from the broad spec-
trum of industry stakeholders. That 
information will ultimately determine 
our content, which increases the 
importance of providing your honest 
feedback at each opportunity to as-
sure we understand your information 
wants and needs.

We too will be looking to include 
the innovations and visual stimula-
tions digital can provide to Publish 
and our content. We will share what 
we learn and experience along the 
way and promise to always focus 
on the people, events, news and 
issues that comprise the community 
publishing industry and address the 
needs of our readers. Please partici-
pate in the feedback process to make 
sure your voice is part of our direc-
tion and don’t forget to tell all those 
media buyers, “If it’s FREE, buy it!” 

WHAT EXACTLY  
IS OUR PURPOSE?BY LOREN COLBURN
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• Still using pencil & paper for your accounts receivable?
• Using a separate system to keep track of your 
   customers’ contact information?
• Make your life and your sales people’s lives easier with 
   MerrimacPlus (on your server or in the Cloud)
• You’ll save payroll and get 
   more reports than you’ll 
   ever use.

SAVE MONEY & Time    

Publishing soft ware
207.452.2476 • sfobes@merrsoft .com

Helping newspapers succeed

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

THE LEADERSHIP INSTITUTE

B
enjamin Franklin 
was an amazing 
man. Prior to our 
revolution, his was 

the only American name 
most Europeans would 
have recognized. He was 
one of the world’s lead-
ing scientists, a popular author, an adept politician and, 
like many of this magazine’s readers, a newspaper pub-
lisher. One common thread runs through every aspect 
of Franklin’s life: old Ben was an organizer. Like all true 
geniuses, he recognized that no one person has all the 
answers, that none of us is as smart as all of us. Franklin 
organized a fire department, a public library, the Ameri-
can Philosophical Society, a college and numerous other 
philanthropic enterprises. The importance of working 
together was a theme of one of Franklin’s publishing in-
novations—the world’s first editorial cartoon. The cartoon 
shown above was created to encourage the American 
colonies to work together to fight the French and the 
Native Americans threatening their western frontiers. At a 
1755 conference in Albany, New York, he proposed a plan 
of union for the British colonies. Though the plan was 
rejected by the fractious colonies, his ideas found new life 
in the Continental Congress that led to the signing of the 
Declaration of Independence from England. In congress, 
Franklin used his well-honed organizing skills to get the 
delegates to compromise and work together to create a 
new nation. Using his characteristic wit and literal “gal-
lows humor,” Franklin drove home his point about the 
importance of unity, telling his fellow delegates, “Gentle-
men, if we do not hang together, we will most assuredly 
hang separately.”

When Franklin uttered this warning, things looked bad 
for America. Their rag tag army was facing the largest 
army and navy in the world and the national treasury was 
empty but Franklin knew what he was talking about, men 
like Jefferson and Adams held the congress together and 
Washington did the same for the continental forces. By 
working together toward a common goal our founding 
fathers did the impossible and won our independence. 
Our industry is at a “Valley Forge” moment; we are facing 
unprecedented technological and economic challenges. 
Our association is vital if our industry is to survive and 
thrive. The ACP is here to connect you to other publishers 
and industry experts during these trying times. As a wise 
publisher once said, “If we don’t hang together, we will 
most assuredly hang separately!” 

“VALLEY FORGE” 
MOMENT

BY JIM BUSCH
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INDUSTRY FEATURE

ACP MEMBER  
BENEFITS REVIEW

The Association of Community Publishers (ACP) combines the rich heritage of member benefits 
from both IFPA and AFCP into one industry leading package for member publications. 

The programs have been tested, adjusted and refined over the years to continuously meet 
the needs of community publications and provide the resources to promote the success 

and growth of members. The following summaries provide an overview of just some 
of what is available for members through full membership.

CIRCULATION  
AUDITS

Circulation audits bring cred-
ibility to the community publi-
cation industry’s deep market 
penetration. ACP pays for third 
party audits for qualifying 
members through Circulation 
Verification Council (CVC). 
CVC is an independent, third 
party reporting audit company 
auditing thousands of editions 
nationwide.

The audits cover printing, 
distribution, circulation, web-
sites, digital editions, mobile, 
email, social media and com-
bines that with extensive read-
ership studies to give an accu-
rate picture of a publication’s 
reach and market penetration. 
This member benefit saves 
publishers thousands of dollars 
each year, with actual savings 
varying with circulation size.

CVC audits are available to 
those members who choose to 
participate at the level where 
the audit is included. Those 
audits are provided for the 
portion of your circulation that 
you run the ADS Network ads 
in and are made available to 
you as a combined audit. This 
member benefit alone makes 
membership value far exceed 
any associated membership 
costs.

These ADS Network supported confer-
ence events are all inclusive and feature 
TLI’s professional training certification 
courses combined with upper echelon 
motivational and industry speakers. The 
in-person events provide for outstanding 
networking opportunities back-dropped 
against some of nation’s most interesting 
destinations. Past locations have included 
San Francisco, Miami, New Orleans, Orlan-
do, San Diego, Louisville, Baltimore and 
Las Vegas. Not only will you and your staff 
be given the royal VIP treatment, the net-
working and educational opportunities are 
unlike any other conference you may have 
attended and all at a significantly reduced 
cost to the participants. As a member of 
ACP you owe it to yourself, your publica-
tion and your industry to join us at these 
very special events.

The best way to explain the member 
benefit value of our conference events is to 
let attendees explain in their own words…

“The Conference is a very productive 
event packed into 3 days. A short time 
away to learn and network. You will get 
ideas and contacts to carry you through 
the entire year.” 

“The Learning Experience is really 
good. But, the conversations you have 
with other people in the business that are 
going through or have overcome the same 
business experiences and obstacles is really 
great.” 

“It is a chance to get away from your 
business and gain a new perspective, learn 
new ideas from speakers, or networking 
with fellow attendees, a chance to sharpen 
your saw – get training and knowledge in 
new areas of expertise. The fellowship is 
amazing!” 

VIRTUAL AND 
IN-PERSON CONFERENCE EVENTS

“This conference is not only 
packed with continuing education 
sessions specific to your daily oper-
ations, but you’ll rub elbows with 
many of the best minds in our busi-
ness who are incredibly generous 
in sharing their knowledge. I would 
add that it’s always a tremendously 
enjoyable time.” 

“This is a must attend conference! 
Not only do you have a chance to 
network in a comfortable atmosphere 
but the education is top notch and 
relevant.” 

“You can generate great revenue 
making ideas to implement in your 
own paper from people who are cur-
rently proving they work. Everyone 
who attends has great ideas and they 
are so willing to share! 

This year’s conference is coming 
up September 17-18th and will be a 
joint conference with the Midwest 
Free Community Papers (MFCP) in 
Des Moines, Iowa! This charming 
setting in the heartland of America 
makes for the perfect opportunity 
to relax and enjoy the company 
of your fellow participants in the 
community publication industry. 
Many members will tell you this is 
the MOST valuable member benefit 
ACP has if members embrace the 
opportunity. 
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Association of  Community Publishers 

INDUSTRY FEATURE

BOB WRIGHT MEMORIAL 
SCHOLARSHIP

ACP presents The 
Bob Wright Me-
morial Scholarship 
annually in May. 
Any parent, grand-
parent or guardian 
who is working for 

a community paper that is a current 
member of ACP is eligible to apply 
for one of our annual scholarships 
for their graduate. This endowment 
scholarship was created in memory 
of longtime publisher and friend of 
the industry, Bob Wright. Bob served 
on numerous boards of directors as 
he guided the direction and success 
of several publishing associations 
and his own publications. This is 
one way he continues to give back 
to the industry in his absence.

THE LEADERSHIP INSTITUTE AND 
PROFESSIONAL CERTIFICATION

The Leadership Institute (TLI) is a member benefit of ACP 
designed to provide member companies with an opportuni-
ty to gain industry specific, professional training certificates. 
Members have the opportunity to utilize professional certifi-
cate programs that address specific areas of management and 
sales development with both virtual and in-person programs.

Typical management programs have included the 2018 man-
agement certificate program, Effective Hands-on Management, 
which was developed around the concepts presented by Bruce 
Tulgan in IT”S OKAY TO BE THE BOSS. The 2019 management 
certificate program was an actual Coaching Workshop helped 
participants conduct a personal Coaching Skills Inventory and 
then reviewed and practiced conducting Effective Coaching 
Conversations. This year’s session in Des Moines will be Creative 
Leadership and offer training that will stimulate your thinking, 
recharge your batteries and spark your outside-the- lines creativ-
ity as you inspire your employees to excellence.

The Associate Advertising Executive Certification designed 
by ACP is offered to recognize the highest level of profes-
sionalism and growth for dedicated community publication 
associates. Industry professionals are able to document their 
knowledge in all aspects of media and marketing as well as 
their commitment to professional development tested and rec-
ognized by their national association.

NEW HIRE 
SALES TRAINING FORM TLI

The 7 course sequence available in the Online Learn-
ing Center provides a great way to train incoming sales 
hires in the basic process of advertising sales. This 
training is presented utilizing the terminology and de-
livered from the same perspective they will be dealing 
with out in the selling situation. Stepping them through 
the sales call from opening to close, incoming sales 
reps will have a much better understanding of the key 
elements to successful sales calls.

The Class Sequence Consists of:
•	TLI-104 Opening a Sales Dialogue
•	TLI-106 Effective Questioning
•	TLI-105 Communicating Through Listening
•	TLI-107 Making Recommendations Using Features & 

Benefits
•	TLI-103 Answering the Classic Sales Objections
•	TLI-101 Closing the Sale
•	TLI-108 Four Essentials of an Effective Advertising 

Campaign
In addition to this class sequence for new hires, they 

can also utilize the podcast library available on the ACP 
website. This component ads the ability to help target 
specific areas of training or answer specific questions 
involved in the sales process. These tools can be instru-
mental in a new salesperson’s ultimate success as well 
as providing a professional sales component to your 
training program. With 28 specific topics to select from, 
there are lots of options to improve performance.

“BEST OF THE BEST” ANNUAL PUBLICATION AWARDS
This is your company’s op-

portunity to get some recog-
nition for all the exceptional 
efforts that go into produc-
ing the highest quality pub-
lications. Use your success 
story and individual awards 
to promote your company, 
your staff and your customers. These 
awards can help boost everything from 
employee job satisfaction to your com-
pany’s reputation in your local market.

With over 44 different award catego-
ries to enter, regardless of your pub-
lication’s style, you will be competing 
against like publications. Everything 
from editorial material, individual ad 
designs, cover designs, special sections, 
promotional materials and digital prod-
ucts can be entered and judged against 
other entries from across North America.

Award winners are an-
nounced each year during 
a special presentation. Each 
winning publication receives 
a presentation quality plaque 
detailing their awards for the 
current year for display in 
their office. Many of our win-

ners have special celebrations to honor 
these accomplishments by their staff and 
recognize the extraordinary efforts that 
go into producing a quality publication.

The awards program is open to all 
ACP members and typically draws over 
1,400 entries from a major portion 
of our membership. The entries are 
submitted at the beginning of January 
each year and represent work produced 
throughout the previous calendar year. 
Watch next month for this year’s “Best 
of the Best” Awards.
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INDUSTRY ADVOCACY
ACP works hard to monitor events, de-

velopments, trends and opportunities that 
effect members of the community pub-
lication industry. Materials costs, USPS 
changes and discounts, pending legisla-
tion that impacts printers and publishers, 
and so many other important areas of 
interest all get close attention. Looking 
back over the previous months, here are 
just a few of the issues we have worked 
to keep industry members aware of, up 
to date on and their voices heard:
•	Newsprint Tariffs – In response to 

the proposed tariffs on Canadian 
newsprint suppliers, ACP endorsed a 
coalition of printers and publishers 
called STOPP to oppose the proposed 
countervailing duties. Through a series 
of email blasts, legislative contact 
initiatives and collective industry 
support, the efforts eventually resulted 
in the International Trade Commission 
terminating the duties being applied 
to uncoated groundwood.

•	USPS Rate Changes – Our part-
nership with the Saturation Mailers 
Coalition helps us monitor changes 
within the USPS rates, processes and 
procedures as a critical aspect of 
many members extensive reliance on 
USPS delivery for their publications. 
Keeping members informed as well 
as coordinating a larger voice for our 
members is essential to the economic 
well-being of the industry.

•	USPS Available Discounts – Coordi-
nating the efforts and materials nec-
essary to take advantage of discounts 
available with the Emerging and 
Advanced Technologies Promotion. 
By developing an augmented reality 
ad program centered around the “Buy 
Local” theme, members utilizing Mar-
keting Mail can qualify for a 2% dis-
count on their postage for a 5 month 
promotion period. A similar program 
is available for the Mobil Shopping 
Promotion that begins in August each 
year, also offering a 2% postage sav-
ings to qualifying publications.
These recent examples are just several 

of the many ways we represent and con-
nect industry members with the national 
and state business worlds in the pro-
motion of their interests and econom-
ic importance within their respective 
communities.

PUBLISH MAGAZINE
Publish, an ACP publication, is 

the free paper industry’s monthly 
magazine. Publish is distributed 
to all owners, publishers, general 
managers and community paper 
industry associates free of charge. 
Current circulation of about 1,700 
copies monthly, assures you com-
plete coverage for the community 
publishing industry. 

Publish is your key to keeping 
up on the latest news, develop-
ments and opportunities through-
out this rapidly changing indus-
try. A monthly source of answers 
to your questions or solutions 
to common issues makes this 
an invaluable resource for our 
members. 
•	Industry Specific News – 

Keep track of the people, 
organizations and publishing 
companies who are making the 
news across the country. 

•	Current Events – Stay informed 
on all the industry events to 
ensure you take advantage of 
every opportunity to participate 
in helping shape your future. 

•	Association Business – Publish 
also serves as the ACP member 
newsletter with updates on mem-
ber benefits, conference plans 
and all official notifications. 

•	Educational Articles – Content 
centered on industry relat-
ed topics covering graphics, 
software, technology and other 
areas that apply to operations 
efficiency and effectiveness. 

•	Delivery Developments – 
From the USPS to the audit-
ing firms that document our 
delivery, INK is a consistent 
source of this essential and ever 
changing component of the 
publishing process. 
In addition, Publish helps keep 

the national business and sup-
plier network informed on the 
community publication industry, 
it’s developments and current 
events. The quality of the publi-
cation and it’s content continually 
focus on promoting the member’s 
and the industry’s best image on 
the national stage. 

RISING STARS PROGRAM
The ACP Rising 

Stars program 
is designed to 
honor individuals 
under the age 
of 36 who are 
emerging leaders 
in the community 
paper industry. 
This ongoing pro-
gram recognizes 

up to 7 individuals each year who 
represent the best of our up and 
coming industry professionals from 
nominees submitted by our mem-
ber publications. These individuals 
exemplify good character, leader-
ship, and professionalism not only 
at work, but in the communities 
they serve.

These young professionals 
demonstrate the promise of and 
a commitment to impacting their 
publications as well as the commu-
nity publication industry in a pos-
itive manner through professional 
achievements. They not only per-
form their jobs to a high standard, 
but they also have a commitment 
to furthering their knowledge and 
abilities through participation in 
this national program.

Award recipients are recognized 
in Publish, the official publica-
tion of ACP and participate in an 
awards presentation program at 
the ACP Annual Conference and 
Trade Show. They are privileged to 
receive free conference registration, 
conference meal plans, specialized 
training sessions and up to $500 
in travel reimbursements as part of 
their ongoing active participation.

The ACP Rising Stars program 
does not end with this initial rec-
ognition program as Rising Stars 
are asked to assist the various 
initiatives of the association on an 
ongoing basis for up to two years 
as part of their commitment to the 
program. ACP recognizes that we 
have much to learn from these tal-
ented young people and desires to 
use their skills to help us shape the 
free paper industry going forward. 
In return for this participation in 
regularly scheduled conference 
calls and for volunteering their time 
to assist with all ACP initiatives, 
ACP provides additional leadership 
development training and the op-
portunity to attend a total of three 
conferences for additional profes-
sional development.
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INDUSTRY FEATURE

ADVERTISING
DISTRIBUTION SERVICES

NETWORKING OPPORTUNITIES 
ACP continues to serve the industry by acting 

as a facilitator to connect member publications. 
Whether it’s advice, answers to questions or shar-
ing ideas, ACP plays a major role in establishing 
communication links and opportunities allowing 
industry participants to collaborate. Virtual and 
In-person Events, Share Groups, Weekly Open 
Discussions, Peer Groups, 3-Minute Idea Exchang-
es and almost any time we assemble members 
provides opportunities to exchange information. 

The ability of community publishers to openly 
share trials, tribulations and success stories con-
tinues to be a trademark of the industry and ACP 
is proud to be the largest contributor to creating 
those sharing opportunities. This dissemination of 
ideas and learning experiences expedites knowl-
edge based on real life experience to reduce the 
learning curve required by fellow publishers when 
developing similar programs. It is truly the glue 
that bonds us together.

There are more member benefits that are avail-
able and many more that will be developed with 
your input and help. We look forward to serving 
and expanding our membership since there is 
strength in numbers. It is part of our mission to 
expand those numbers as a means of increasing 
the knowledge base we all have to work with.

ADVERTISING DISTRIBUTION SERVICES (ADS)
ADS is the largest 

classified and display 
advertising network 
available in North 
America, offering 
national exposure to 
advertisers at afford-
able pricing. Active 
participation in the ADS Network 
provides for significant reduc-
tions in the cost of membership 
through reduced annual member-
ship dues, conference attendance 
discounts, a semi-annual rebate 
program and most importantly, 
the opportunity to sell network 
advertising at a significant profit.
•	Reduced Membership Dues – 

ADS participants pay only 
$329 – $499 per year in annual 
dues as opposed to the normal 
$999 – $1599 per year for 
non-participants.

•	Conference Attendance 
Discounts – Reduced confer-
ence registration fees for ADS 
participating companies and 

guests in addition to 
lower negotiated rates 
for hotel rooms at our 
events.
• Participation Re-
bates – ADS partic-
ipating companies 
share in a rebate 

program that redistributes ADS 
revenues over and above our 
quarterly operating costs back 
among those participants who 
successfully pass their periodic 
advertising verification com-
plete with verified circulation.

•	ADS Selling Opportunity – 
ADS participants have the 
opportunity to sell ads into the 
ADS Network at a sales margin 
set by the selling member. 
Suggested retail rates of $895 
for a national classified ad and 
$1595 for a display ad with a 
circulation of over 7 million!
Start selling today and add 

profits to your long list of ACP 
Member Benefits!
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W
ell, we've done it. IFPA 
and AFCP have merged 
to become one unified 
voice as ACP (Associa-

tion of Community Publishers). ACP 
is led by a forward thinking board 
of directors. Every decision they 
make is based on the framework of, 
"How will this help ACP member-
ship be more profitable, efficient, 
and essential to their communities?”

The board selected Douglas Fry 
to be the Executive Director of ACP. 
Douglas said, "This is a great oppor-
tunity for us to establish what our 
new association will look like, how it 
will run, and how it will be of most 
benefit to our members. Most of all I 
look forward to working with long-
time publishing friends, making new 
ones, and applying my love of the in-
dustry to help our members succeed.”

The unification into ACP has been 
a project for lots of us lasting over 
two years. Since it is finally a reality 
what do we do now? There are three 
areas we will work on: Simplification, 
Communication, and Mentorship. 
Seems like we should call this last one 
“Mentorication” but that just doesn’t 
work. So, let’s look at each one of 
these to see how you benefit from 
these efforts.

First of all is Simplification. We will 
find ways to simplify our interaction 
with you and how the association 
itself works. Simplify doesn’t mean 
cutting benefits but making things 
more direct, simpler. For example: 
since IFPA and AFCP merged we 
have lots of items that are duplicat-
ed. We have two Slack accounts, two 
marketing email system accounts 
(Mailchimp and Constant Contact), 
two accounting systems (one on-
line, one on the desktop), three 
websites (ifpa.com, afcp.org, and 
www.communitypublishers.com), two 
zoom accounts, multiple subscrip-

tions to services, you get the idea. In 
fact, every aspect of the merged as-
sociation has duplicates of programs 
and processes. 

As a result, we are working hard 
to find the best programs and sys-
tems that will allow the Association of 
Community Publishers the flexibility to 
foresee, change, and plan as the indus-
try invariably advances. For example, 
you might notice a modification in the 
way you receive network classified and 
display ads from ADS (Advertising Dis-
tribution Services). The content will be 
consistent but the delivery or presenta-
tion may change a bit. If you see ways 
we can do this better, make it easier for 
you, or simply want to say “Good job!” 
we are always available. You’ll find our 
email and contact information at the 
end of this article.

Next is Communication. ACP is 
already doing a great job of commu-
nicating what is happening in the 
industry and how you benefit from 
membership. We will expand our 
efforts by using Direct Text, Video 
Notifications, Podcasts, Chatbots 
on the website, Explainer Videos, 
and even the reliable telephone. Be 
watching for those new, unique ways 
of disseminating information. You 
may be inspired to try some of these 
methods in your own company. 

One method mentioned above is 
Direct Text. You may already receive 
notices from ACP via text on your cell 
phone. The great things about text 
messages are that you might ignore 

or put off an email but you always 
look at your phone when a text mes-
sage comes through, text messages 
are more precise than other methods 
of communication, and text messag-
es can be exactly timed to remind 
you of an upcoming event or call to 
action. We will ask for cell phone 
numbers and names of your people 
you want included. We promise to 
never share this information or mis-

use it. Your security is paramount.
Finally, after simplification and 

communication we will mentor all 
members. We want to be the source 
you turn to for sharing your success-
es, new ideas, solutions, and friend-
ship. When the executive director, 
Douglas Fry, calls you it won’t be to 
give you bad news, it will be to start 
the process of mentorship. If you 
have an area you stand out in we 
will gladly accept your help in that 
domain. As we build a network of 
people and areas of success we will 
be able to help everyone.

If someone calls ACP Headquar-
ters and asks about Requester Mail 
options, for example, we would know 
who to recommend that is a pro at 
understanding and explaining the ins 
and outs of that topic. Imagine how 
helpful that will be to you as you 
have challenges and questions in all 
areas of the business.

Last of all, we will be avail-
able to you via just about every 
method available. Give us a call 
at 1-877-203-2327 and Cassey, Lo-
ren, and Douglas will be there for 
you. You can always email us at: 
cassey@communitypublishers.com, 
loren@communitypublishers.com, and 
douglas@communitypublishers.com. 
In fact, if you want to text Douglas 
his cell number is 931-446-5239. 
Now that’s simple communication. 
See you as we move to the next level 
of “Now What?” 

NOW WHAT?

INDUSTRY UPDATE
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We Make Publishing Prettier and More Profitable.
Howard Barbanel, VP/Director of Marketing

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

Need a Makeover?
To effectively compete in the world of 21st Century print media you’ve got to look your very best. 
Do your publications look the same as they did 10, 20 or even 30 years ago? Are you doing layout 
and production the same way from back in the day? How is that working for you? Circulation 
declining? Ads down? Just treading water? Wondering what you can do about it?

A bright, bold, attention-grabbing modern redesign is just the prescription for reader lethargy 
and advertiser apathy. Make yourself stand-out, make yourself a must-read. The best-looking 
publications are the ones thriving in this challenging environment for print media.

And how about your ads? Better looking ads mean more readership of your ads. More readership 
translates into more ad response for your advertisers. This leads to happier, more satisfied 
advertisers. Happier advertisers take more ads with you and spend more money with you.

At Design2Pro you can have your newspapers, magazines, ads and collateral materials produced 
for a fraction of the cost of in-house by some of the world’s most talented graphic designers. And 
when you work with us, we can redesign your publications for no extra cost whatsoever – no 
hefty fees to fancy high-priced consultants. Save a bundle and look your best. More than 285 
newspapers and magazines trust us every week and it’s our 17th year serving the industry. Give 
us a call and see what we can do for you.
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INDUSTRY NEWS

T
his year we received 9 appli-
cations for the Bob Wright 
Memorial Scholarship. We had 
only $6,100 to award. The 

hard part is that this isn’t the easiest 
scholarship for which to apply. There 
are a lot of pieces that need to be 
pulled together for the application. 
So, when we cannot award everyone 
$1,000 towards education, it is always 
a difficult decision. We came down 
to seven recipients, so the committee 
made the decision to award $1,000 
each to five recipients and $550 each 
to two recipients.

The 2021 recipients are Saman-
tha Birkett, Reagan London, Regan 
Hollar, Charlie Delatorre, Leah Jeffers, 
Tyler Adams, and Brittany Brown.
•	Samantha Birkett of Durango, 

Iowa is a 2021 graduate of Hemp-
stead High School. She is planning 
on graduating from Iowa State. 
Samantha received numerous 
awards, including the President’s 
Award for Educational Excellence. 
She participated in band for seven 
years, and did tennis, swimming, 
track and polar bear club. She was 
also a member of Rotary Interact 
Club, National Honor Society, and 
Student Support Foundation. Her 
father, Greg Birkett, is the co-own-
er of the Dubuque Advertiser in 
Dubuque, Iowa.

•	Reagan London of Albion, New 
York is a 2021 graduate of LA 
Webber/Lyndonville High School. 

Many factors in her life encour-
aged her to study nursing. Reagan 
was involved in 4-H H.O.R.S.E 
Club and was reserve champion at 
various local horse shows. She also 
participated in dance for 11 years, 
soccer, chorus, musicals and 
National Honor Society. Reagan’s 
father, Brad London, is employed 
at Lake County Media in Albion, 
New York.

•	Regan Hollar of Shippensburg, PA 
graduated from Shippensburg Area 
Senior High School in 2020. She 
is attending Indiana University of 
Pennsylvania and is studying psy-
chology with a minor in child devel-
opment and family relations. She is 
currently working at a daycare. She 
has been active in her church and 
involved in teaching swimming, as 
well as other school activities and 
sports. Her father, Mark Hollar, is 
employed at the Franklin Shopper 
in Chambersburg, PA.

•	Charlie Delatorre of Newberry, 
Florida is a 2021 graduate of Oak 
Hall School. He plans on studying 
filmmaking at the Savannah Col-
lege of Art and Design. He was the 
2019 winner of the 15-second Hor-
ror Film Challenge and a finalist in 
the 2018 Fort Lauderdale Interna-
tional Film Festival and London 
International Comedy Festival. 
Charlie participated in Key Club, 
Spanish Club, Yearbook and ACP 
Theatre. His father and mother are 

employed at Tower Publications in 
Gainsville, Florida.

•	Leah Jeffers of Secane, PA is a 
2021 graduate of Ridley High 
School. She plans to attend Ursinus 
College, a private liberal arts col-
lege in Collegeville, PA and study 
psychology. In high school she did 
indoor/outdoor track and cheer-
leading. She received the Distin-
guished Honor Roll award. She is 
the granddaughter of Ellen Hazel-
wood, who is employed at Dela-
ware County Magazine in Drexel 
Hill, Pennsylvania. 

•	Tyler Adams of Arnolds Park, 
Iowa is a 2020 graduate of Okoboji 
High School. He attends Wartburg 
College and is majoring in Business 
Administration. In high school he 
was involved in football, basketball, 
baseball, and golf. He also partici-
pated in FFA, Key Club and Nation-
al Honor Society. His father, John 
Adams, is the co-owner of Lakes 
News Shopper in Milford, Iowa.

•	Brittany Brown of Cumming, 
Georgia is a 2019 graduate of West 
Forsyth High School. She is attend-
ing Kennesaw State University and 
is studying Hospitality Management. 
She has maintained a 4.0 GPA and 
in high school participated in base-
ball, basketball, gymnastics, summer 
church youth trips and culinary trip 
to Europe. Her father, David Brown, 
is employed at Appen Media Group 
in Alpharetta, Georgia. 

BOB WRIGHT SCHOLARSHIPS  
FOR 2021

BY DEBORAH PHILLIPS, BOB WRIGHT MEMORIAL SCHOLARSHIP CHAIRPERSON

SAMANTHA BIRKETT REAGAN LONDON REGAN HOLLAR CHARLIE DELATORRE LEAH JEFFERS
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MEET THE ACP BOARD
JOHN DRAPER – President

John Draper is the Publisher of Pipestone 
Publishing Co., a small community shopper and 
weekly newspaper in Pipestone, Minnesota. 
John has worked in all aspects of the organiza-
tion, from production, to sales, to management. 
The impact that free papers have on a commu-
nity, its businesses, and its readers has been and 
will continue to be a driving factor. His industry 
experience includes serving on the Minnesota 
Free Paper Association (MFPA) board and 2 
years as MFPA’s President, numerous years in 
officer positions with PaperChain and the last 
13 years on the AFCP board in a variety of ca-
pacities culminating in his term as President.

John has been the driving force behind 
the AFCP and now ACP Rising Stars program 

since its inception in 2008. The program pro-
vides opportunity for involving young pro-
fessionals in the association’s initiatives. This 
program and John’s involvement with annual 
conferences, association management and 
being AFCP’s point person for the merger dis-
cussions and successful merger of AFCP and 
IFPA demonstrate the level of commitment 
and passion he brings to ACP. When asked 
what John sees as the biggest opportunity for 
this newly unified association, John said, “As 
a strong believer in the power of community 
publications for the readers and businesses we 
serve, I believe ACP can be the driving force 
that recognizes the needs of its members then 
works relentlessly to serve those needs so that 
together we can grow our publications, the 
association and the industry.”

RICK WAMRE – Past President

Rick Wamre is the Founder and Chief 
Revenue Officer of Advocate Media in Dallas, 
Texas. Advocate Media publishes 5 hyper-lo-
cal, editorial based publications with a month-
ly circulation of 80,000. Founded in 1991, the 
company has established itself as the trusted 
news source in the high-income Dallas neigh-
borhoods they circulate by integrating a print 
and digital strategy that drives over 4.8 million 
page views annually in addition to their print-
ed circulation. 

Rick’s industry involvement has been as a 
member of both AFCP and IFPA, in addition 
to involvement as an IFPA board member and 
recent term as IFPA President and point person 
in the merger with AFCP. Rick was instrumental 
in obtaining pro bono legal representation for 
both associations to oversee the technicalities 
involved with merging two nonprofit entities. 
When asked what the biggest opportunity for 
ACP moving forward, Rick said “The business 
is getting tougher. We need an industry group 
to help make our job as publishers more fulfill-
ing and more profitable. ACP is that group.”

MANUEL KARAM –  
First Vice President

Manuel Karam is the Director of Advertising 
Sales for Genesee Valley Publications covering 
85,000 circulation in central upstate New York 
around the Rochester area. Prior to joining his 
wife’s family’s business in 2017, Manuel was 
an attorney practicing law in the insurance and 
investments sectors in Baltimore, Maryland. 
President of GVPS Steve Harrison (his father-
in-law) gave him the opportunity to make a 
career change and lead the sales effort at the 
company headquartered in Avon, New York 
that has been operating since 1948. He current-
ly manages a team of 12 sales professionals 
and 4 staff members serving 4 counties. 

In 2018 Manuel was asked to join the board 
of directors of the Independent Free Papers of 
America (IFPA) where he worked on a number 
of conference planning committees including 

both in-person and digital-only events. Man-
uel was honored to be asked to serve on the 
newly formed board of ACP. His response to 
the biggest opportunity created through the 
unified association, “Community Publications 
are essential to the health of any region. Unfor-
tunately, due to a variety of factors including 
the rise of consumer spending online, advertis-
ing dollars shifting to digital media giants, and 
of course Covid, we’ve had to be creative and 
resilient as an industry in order to continue to 
produce the quality publications our readers 
and advertisers know and love. But there’s 
a silver lining. Those publications that have 
made it through to today have an opportunity 
to reset, grow and redefine their businesses 
for years to come. ACP’s role will be to help 
facilitate this renaissance for our industry and 
ensure our members have all the tools and 
resources they need to get the job done.” 

PEOPLE IN THE NEWS
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JOYCE FRERICKS –  
Second Vice President

Joyce Frericks is the Publisher / Business 
Manager at Star Publications LLC in Sauk Cen-
tre, Minnesota. Star Publications produces 7 
publications with a total circulation of 59,000 
that are a mix of free circulation, subscription, 
and requestor in central Minnesota. Joyce 
joined the firm’s bookkeeping department in 
1999 and has progressed through sales, sales 
management, and business management roles 
over her 22 years with the company. 

Joyce joined the IFPA Board of Directors in 
2017 and had achieved the position of Vice 
President at the time of the merger with AFCP 
at which point she transitioned to Second Vice 

President of ACP. Joyce is also an active par-
ticipant on the MFCP Board of Directors since 
2019. She recently has presented presentations 
on her experience converting publications to 
requestor status with both IFPA and ACP to 
help fellow publishers better understand the 
opportunities that exist to reduce costs.

When asked what she thought the biggest op-
portunity presented by the unified association, 
she replied, “ACP has the opportunity to pro-
vide members with the resources they need to 
succeed in the free publication industry. Where 
in the past publications needed to be members 
of two groups, they will now receive the full 
benefits package from one organization. ACP 
is in a position to provide training, networking 
and inspiration to lead our industry.

FARRIS ROBINSON – Secretary 

Farris Robinson is the President of Home-
town News Media Group, a 15 publication 
community newspaper group servicing the 
Eastern Coast of Florida from Stuart up to 
Daytona Beach with a circulation of 0ver 
155,000. Hometown News was established in 
2002 with the goal of providing readers with 
in-depth reporting of the events and issues 
that shape their daily lives in their neigh-
borhoods and providing advertisers with the 
ability to micro-target with a single edition or 
cover all 5 counties with a single buy. Farris 
has spent the last 11 years of his 22 years in 
the industry at Hometown Media Group.

Farris has significant community publica-
tion association experience having served a 
number of years on the Florida Media Associ-
ation board including serving as the current 
Vice President as well as having served as its 
President. He joined the AFCP board in 2015 
and immediately became active with the Mem-
bership Committee. He was also serving as 
one of the Vice Presidents through the merger 

process and progressed into the Secretary role 
with ACP through the merger. 

When asked what the biggest opportunity 
provided by the unified national association, 
Farris said, “I believe that our biggest oppor-
tunity is strength in numbers and by that, I 
mean instead of two associations pushing 
against one another, we now have the strength 
of two national associations pushing in the 
same direction. This will not only help mem-
bers streamline their process but will provide 
a much stronger selling presentation with 
the increase in circulation. I also believe that 
now is the time to expand our ADS Network 
(NANI, CADNET) to include a digital platform 
to enhance the buy. The world as we know 
has changed forever and there is no looking 
back except to learn from the past (but not to 
repeat it). With the joined forces and talents 
from the two associations, the board is com-
prised of a vast amount of diversity, knowl-
edge, and experience from across the country. 
It will be their imperative to push the associ-
ation into the future while assisting members 
to push forward into the new world ahead.”

GREG BIRKETT – Treasurer

Greg Birkett is the Vice President / General 
Manager of the Dubuque Advertiser, a weekly 
shopper publication distributed to over 36,000 
homes in and around Dubuque, Iowa. Greg’s 
passion and dedication to his community is 
exceeded only by his passion and dedication to 
the community publication industry, which is 
evident by having received AFCP’s Publisher of 
the Year and Craig S. McMullin Distinguished 
Service Award, IFPA’s Ben Hammack Award 
and MFCP’s Distinguished Service Award. 

Greg’s extensive experience of over 19 years 
on the AFCP board has included terms in a 
variety of officer positions including President 
and Secretary/Treasurer at the time of the 
merger and subsequent appointment as ACP 

Treasurer. His impact on AFCP conferences is 
unparalleled having served the past 11 years 
as Conference Committee Chair. Greg has also 
served many years on the MFCP board in a 
variety of officer roles including its current 
Treasurer and over 12 years on the Paper-
Chain Committee as Chair and at different 
times representing both MFCP and AFCP. 

Asked what Greg thought was the biggest 
opportunity created by the merger of the two 
national associations, Greg said, ” The biggest 
opportunity for ACP is to bring our members 
together to share ideas, best practices and 
help each other through these tough times. I 
believe ACP also can do a lot to help us pro-
mote the use of free papers. Our publications 
deliver results, we just have to be able to tell 
our story.”
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CHARLIE DELATORRE –  
At-Large Director

Charlie Delatorre is the President of Tow-
er Publications, producers of a bi-monthly 
community lifestyle magazine titled Our Town, 
a quarterly active retirement magazine servic-
ing North-Central Florida titled Senior Times, 
and an annual student resource magazine for 
the University of Florida and Santa Fe College 
communities in Gainesville, Florida. In addi-
tion to these magazines, Tower also offers a 
national advertising placement service for lead 
generation in classified, display, radio and web 
advertising through a separate division called 
4400 Media Group.

Charlie has been active with the AFCP Board 
since 2009 serving in a variety of officer posi-
tions including 2 years as President. In addition 

to his officer rolls, he has chaired the Educa-
tion Committee which directs the activities of 
The Leadership Institute of which he continues 
to be one of the faculty members and spent 3 
years in the conference chairs rotation con-
cluding as Conference Chair of the 2014 AFCP 
Orlando Conference. Charlie served over 16 
years on the Community Papers of Florida, now 
Florida Media Association Board of Directors 
including President from 2010-2012.

When asked what he felt was the biggest 
opportunity created by the unification of the 
national associations, Charlie said, “It allows 
us to work together for the betterment of our 
industry. With limited budgets and more im-
portantly limited time, we now have one asso-
ciation that can pool its collective resources to 
help us as members address the ever-changing 
media business.”

SHANE GOODMAN –  
At-Large Board Member

Shane Goodman is the Publisher of Big 
Green Umbrella Media, a diverse publish-
ing group in Des Moines, Iowa offering over 
20 publications with a total circulation of 
200,000. Shane founded the company in 2003 
and had a variety of experience with met-
ro dailies, community dailies, weekly paid 
newspapers, free newspapers, shoppers, niche 
publications, city magazines, alternative news-
papers, websites, and commercial printing 
before founding Big Green Umbrella Media. 
From his beginnings at the Des Moines Regis-
ter as a sales representative in 1990, through 
an number of diverse publishing companies 
and all the way founding Big Green Umbrella 
Media, Shane has demonstrated his ability to 

grow a variety of community publication types 
through a combination of strategic acquisition 
and consistent innovation. 

In addition to his broad publishing expe-
rience, Shane also has extensive industry 
association experience having served as a 
board member, secretary, vice president and 
president of MFCP; past board member, vice 
president and president of AFCP; past board 
member of IFPA. His involvement with both 
in-person and virtual conferences with all 
three groups has allowed him to share his 
innovations and business experience with a 
broad range of thankful community publish-
ers. When asked about the biggest opportu-
nity for the newly unified association, Shane 
said, “The unification provides an opportunity 
for members to be exposed to more ideas that 
will help us all be more successful.”

LISA MILLER – 
At-Large Board Member

Lisa Miller is General Manager at New Centu-
ry Press (NCP), an independently-owned group 
of 21 weekly publications covering commu-
nities in Minnesota, Iowa, North Dakota and 
South Dakota. Lisa has experience in a variety 
of roles including circulation, production and 
management and is currently overseeing oper-
ations for 4 free-circulation community publica-
tions for NCP. As a manager, she respects work-
ing with a great team and starting new projects 
while continuing to grow core products.

Lisa’s 20 years of community publication 
experience provided an opportunity to get 

involved with the MFCP board culminat-
ing with her term as President which just 
concluded. Lisa was elected as a director to 
the AFCP board in 2020 and subsequently 
as an at-large director with the ACP board. 
Lisa believes her involvement with strong 
community paper associations has been 
instrumental in helping her face the chal-
lenges created by the ongoing changes tak-
ing place within the industry. When asked 
what the greatest opportunity created by 
the creation of one unified association, 
Lisa said, “I am a solid believer that we are 
stronger together. We must challenge our-
selves to unite and better the industry with 
open minds.”

PEOPLE IN THE NEWS
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JOE NICASTRO – 
At-Large Board Member

Joe Nicastro is the Publisher of My Life 
Publications in Flanders, NJ, publishers of 14 
publications with a circulation over 115,000 in 
Northern New Jersey. In his over 34 years in 
the industry, Joe has started and sold compa-
nies, created the first online program (Cooler 
Ads) that allowed publishers to have their 
print display ads transport to their websites 
with enhanced functions that enhance their 
digital presence and continually published 
community papers.

Joe association involvement has been exten-
sive having served as IFPA President and long-
time board member and transitioned with the 
AFCP / IFPA merger into an at-large director 
position with ACP. Joe also is a established 
participant with MACP, having served as Pres-

ident and currently serving as Vice President. 
His committee participation with both orga-
nizations has been wide ranging and always 
focused toward providing benefits to members 
with every opportunity.

When asked what he saw as the largest 
opportunity presented by the unification of 
the two associations into ACP, Joe replied, “By 
combining both associations, we have an op-
portunity to make our industry stronger than 
ever. I believe now more than ever communi-
ty papers of the strongest they have been in 
many years. By merging we can bring both 
resources together and can offer members 
more opportunities to increase revenues, im-
prove sales training, introduce new programs 
to make us all more efficient. This opportu-
nity allows for a larger base of publishers as 
well as all departments within the papers to 
exchange ideas and learn from each other.”

PEOPLE IN THE NEWS

BARB PERRY – 
At-Large Board Member

Barb Perry is Sales Manager for Reminder 
Publishing, publishers of 6 weekly newspa-
pers serving the people and businesses in 
14 local Western Massachusetts communities 
in the greater Springfield area. Barb over-
sees a team of 15 sales representatives while 
participating in the company’s aggressive 
growth initiative involving both acquisitions 
and new startup publications. In her 26 
years in newspaper sales, Barb has had the 
opportunity to assist in launching a media 
buying company, an advertising agency and 
the transition of the original publications to 
new ownership.

Barb was an active board member with 
IFPA for many years and assisted on several 
IFPA conferences during that time. She got 
involved with the AFCP conference committee 
and was soon elected to the AFCP board of 
directors. In addition to being a recipient of 
IFPA’s Distinguished Service Award and the 
Ben Hammack Award, Barb is a past president 
of two chamber groups, sits on the board and 
is a Phyncon Trustee and past president with 
the Ad Club of Western Mass and has done a 
TED Talk! When asked what she believes will 
be the biggest benefit created by the merged 
national associations, Barb said, “I believe in 
community newspapers and I believe a unified 
effort and voice is a critical component to the 
growth and success of this industry.”

JANE QUAIROLI – 
At-Large Board Member

Jane Quairoli is the Administrative Co-
ordinator for Kapp Advertising Services 
in Lebanon, Pennsylvania. Kapp Advertis-
ing publishes 9 separate editions of the 
Merchandiser with 224,000 circulation and a 
12,000 circulation monthly magazine, Enjoy 
Local Living. In Jane’s 36 years with Kapp 
Advertising Services, she has progressed 
through a variety of sales, sales management, 
and administrative rolls. Jane has completed 
an abundance of coursework with The Lead-
ership Institute (TLI), receiving her Associate 
Advertising Executive (AAE) Certification in 
the TLI class of 2018 in Baltimore.

Jane has been on the IFPA Board since 2018 and 
transitioned with the merger into an At-Large ACP 
Board Member position. In addition to her indus-
try involvement, Jane has extensive community 
volunteer experience including being a Councilor 
on the Palmyra Borough Council, a Director for 
the Palmyra Public Library, a Commissioner for the 
Palmyra Area Recreation and Parks, a Director for 
the Lebanon County Builders Association and a 
Director for the Palmyra Area Heritage Association. 
Her answer to the biggest opportunity for ACP as 
a unified industry association, “ACP is in a position 
to help members navigate through changes (actual 
or perceived) in our industry. The consolidation to 
one organization will help streamline the sharing 
of revenue ideas, training, networking and so 
much more.”
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DEBORAH PHILLIPS –  
ADS Board Member

Deborah Phillips is Vice President of The 
World, a 10,000 circulation weekly newspaper 
providing the best source for community news 
to the central Vermont community. The World 
first published in 1972 and Deb started there 
a short time later having completed 47 years 
with the publication. During that time Deb has 
helped guide the publication to maintain its 
lead position as a locally owned, independent 
newspaper providing community news that 
attracts quality readership and generates pos-
itive conversations that strengthen Vermont’s 
community connections.

In addition to her role with The World, 
Deborah has also participated in a variety of 
positions dedicated to providing for the bet-
terment of her fellow publishers. She has been 
active for over 30 years with IFPA, having 
served a President on two separate occasions, 
Treasurer and conference chair. She has also 
been active with Community Papers of New 
England for over 30 years including serving 
as CPNE’s President and current Treasurer 
and currently serves as the Treasurer of the 
Vermont Press Association. When queried on 
the biggest opportunity presented by the ACP 
unification, Deb commented, “This presents 
the opportunity for all the members to gain 
CVC circulation audits.” 

MICHAEL VANSTRY –  
ADS Board Member

Michael VanStry is the Publisher and 
co-founder of Coastal View News, a 6,500 
circulation weekly newspaper serving Carpen-
teria, California. They also publish Carpinteria 
Magazine, a bi-annual glossy magazine in the 
same market. Michael’s 27 years has provid-
ed the opportunity to work hands-on in all 
aspects of the operation as well as community 
involvement.

Michael joined the AFCP Board in 2008 and 
has been active with the NANI board as well 
since 2010. Michael provided a unique per-
spective to both boards having been the NANI 
National Sales Champion in 2009 and pro-

ducer of over $5.4 million in NANI revenues 
since 2003. He also has chaired the Marketing 
Committee for AFCP over the last 6 years and 
has served on an assortment of other AFCP 
committees during his tenure. His contribu-
tions to the association were honored with 
Michael being named the AFCP Publisher of 
the Year in 2013 when he chaired the AFCP 
Conference in Denver.

When asked what he saw as the biggest 
opportunity for ACP as the unified association 
representing the community Publishing Indus-
try, Michael said, “I’m looking forward to the 
added benefits of the combined membership, 
most importantly, having twice the members 
to network with and learn from at upcoming 
conferences.” 

DOUGLAS FRY – 
Executive Director

Douglas Fry is the newly appointed Execu-
tive Director of the Association of Community 
Publishers, Inc. Douglas brings to the position 
broad level of experience on both the publish-
ing side of the spectrum as well as the asso-
ciation management side. His publishing expe-
rience includes starting as a Display Ad Sales 
Representative and progressing to Publisher 
of Ad-Pak in Wilmington, NC, Assistant to the 
Publisher at Exchange, Inc. in Fayetteville, TN, 
Pre-Press Supervisor at Pulaski Web in Pulas-
ki, TN, and the Startup Architect at Tennessee 
Home and farm in Columbia, TN. 

Douglas also brings with him extensive as-
sociation experience starting with serving on 
the SAPA Board in 1984 and serving terms as 
Treasurer, Vice President and President before 
becoming the Executive Director. In addition 

to serving as Executive Director for IFPA since 
2014, Douglas has served as Executive Direc-
tor of TCNA and a variety of officer roles with 
PaperChain, LLC over the years. He has been 
honored with SAPA’s Heb Campbell Award, 
Lifetime Achievement Award and Honorary 
Lifetime Membership as well as IFPA’s Ben 
Hammack Volunteer Award and Distinguished 
Service Award.

When asked what the biggest opportunity 
for ACP as the unified association representing 
the community Publishing Industry, Douglas 
responded, “The biggest opportunity for ACP 
is found in combining our separate activities 
into one. ACP replaces two boards, two dues 
payments, two sets of network ads, two events 
and conferences, two of everything with ONE. 
One isn’t the loneliest number, it is the smart-
est way to work. As a unified voice we can 
more quickly adapt to the needs of publishers 
and help everyone succeed.”

PEOPLE IN THE NEWS
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POSTAL UPDATE

T
he steering committee for the 
saturation mailers coalition 
(SMC) had an opportunity to 
meet with Postmaster General, 

Louis DeJoy to talk about the Postal 
Service’s 10-year plan and discuss the 
concerns of saturation shared mailers.

There were seven (7) companies 
represented and eight (8) different 
speakers. The Free Paper indus-
try was well represented by John 
Hemperly the Publishing Operations 
Manager for Engle Printing & Pub-
lishing from Mount Joy, PA. Hemperly 
also spoke on behalf of the Mid-At-
lantic Community Paper Association 
(MACPA) and the Association of Com-
munity Publishers (ACP). 

With John’s permission, I am 
including the remarks he made to 
the PMG about the business of free 
papers, and the opportunities for 
mutual growth if the USPS could pro-
vide reasonable rates and predictable 
pricing. 

I want to thank you for making 
time to talk to us about the Plan and 
giving us some time to talk about 
our businesses and how we work to 
promote the Mail and the UNITED 
STATES POSTAL SYSTEM. Importantly 
I want to thank you and the almost 
half million Postal employees who 
have delivered the US Mail 6 days 
a week, week in and week out with 
special appreciation for their essential 
services during the challenges of the 
past 13 months.

My name is John Hemperly with En-
gle Printing & Publishing from Mount 
Joy PA. where I work as the Publish-
ing Operations Manager. I also am 
the President of the Mid Atlantic 
Community Paper Association, and 
past vice president of American Free 
Papers Association -these are regional 
and national trade associations that 
represent the free paper industry. 

For over 65 years our family-owned 
business has been delivering free 

community papers on a weekly basis 
to south central Pennsylvania. Our 
papers are sent using saturation mail 
to every home in our market area. 
We publish under different banners 
or titles providing hyper local news 
to every home in our market. Our 
papers help our readers follow their 
local High School Sports, learn about 
the Spring Musical, and promote the 
fund raiser for the local volunteer fire 
company - all at no charge to them.

Our papers are supported by the 
sale of advertising on our pages and 
by free standing flyers - also called 
inserts or preprints. - that our adver-
tisers or our company can print to be 
delivered with the paper. From time 
to time our outside sales team sells a 
Detached Marketing Label that gets 
delivered with our paper - and brings 
added revenue to our company - and 
to you as well. 

Most of our advertising customers 
are the locally owned independent 
Mom & Pop shops and tradesman 
providing essential services to our 
community. Our sales force helps 
these entrepreneurs develop advertis-
ing campaigns to boost their business. 
They appreciate the reliability of our 
publications being mailed. We print 
and enter our papers into the mail-
stream in carrier route sequence, at a 
weekly scheduled time. Roughly 85% 
are taken to the DDU by our trucks 
thereby saving trucking costs and 
wear and tear on the Post Office’s 
fleet. I’ve been told and witnessed our 
papers act as a sort of wrap for each 
boxes’ mail the day of delivery.

Together we have been able to 
provide a cost-effective advertising 
vehicle to help local business spread 
the word about their products and 
services. 

Today I am speaking for our 16 
zoned weekly papers. But I also 
want to mention the business op-
portunities for the Postal Service to 

distribute and partner with the free 
paper industry nationwide. As the 
Daily papers lose circulation - the de-
mand and relevance of local papers 
like mine increases. Nationwide, 
publications like ours known as 
Pennysavers, Shoppers or Bargain 
Sheets probably number 35 million 
copies weekly circulation. Yet less 
than 38% are utilizing the USPS for 
distribution. The remaining 62% are 
an area of potential growth for the 
Postal System. We hope to have more 
opportunities like this to talk about 
our business and do more together 
as business partners. Saturation 
mail and free papers are different 
from all other marketing mail - we 
are ‘all in’ -every box on a letter 
carrier’s’ route on a routine and pre-
dictable cycle. We believe this could 
be a source of growth for the USPS. I 
know Donna will hope for the chance 
to talk to you and your team more 
about that in the future. 

We hope we can share a bright fu-
ture - but this has been a tough time- 
for our industry and our customers. 
Last fall due to the hardships from 
COVID and loss of advertising reve-
nue - we made the painful decision to 
cut 197,000 pieces from the mail each 
week. We did not turn our back on 
the mail or cut by choice. We contin-
ued to cover all our markets - but had 
to cut our frequency from every week 
to every other week. We want to come 
back and hope that the USPS works 
its plan in a way that helps us do 
that. We hear you that you are losing 
pieces along with carrier counts and 
this is not sustainable. But if the USPS 
can work with free papers that want 
to be weekly saturation mail custom-
ers, we can bring business back to the 
mail.

We’d like to increase our presence 
in the mail this fall. Adding count 
and possibly exploring new markets. 
But getting advertisers back will be 

FREE PAPERS REPRESENT
BY DONNA HANBERY, SATURATION MAILERS COALITION EXECUTIVE DIRECTOR
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hard work. Many of our advertising 
customers set their budgets on a cal-
endar year basis so a mid-year rate 
adjustment would be detrimental to 
growth. Some of our big traditional 
customers - like grocers - have had 
strong business in spite of cutting 
their ad spend. We will need to win 
them back. Many are still struggling 
with uncertain inventory - or moved 
their advertising dollars to other 
areas. They will not come back espe-
cially if we need to increase our rates. 
But we are here to tell you we want to 
fight for that business and hope you 
will help us do that. 

Together we are facing many of the 
same customer challenges. Adver-
tisers these days are quick to jump 
on the digital band wagon for their 
marketing needs. We don’t feel this 
method is as effective as the printed 
message that arrives in the consum-
er’s mailbox each week. Merchants 
are seduced by the lower cost of 
digital - regardless of the track record 
for the printed word. The combined 
losses due to Covid and digital make 
it harder to win back customers that 
we have lost - or where portions of 
their advertising budgets have been 
moved to other media. But we are big 
believers in print and mail. We hope 
you see our company and the free pa-
per industry as in this together with 
the USPS. 

We, and publishers like us around 
the country have a dedicated sales 
force of outside salespeople and cus-
tomer service reps that promote how 
our products utilize the US Mail every 
week for distribution. We’d like to get 
more businesses using the mail and 
bolstering their bottom line which is 
good for them, their employees, and 
our neighborhoods at large. 

I want to continue to tell my read-
ers and advertisers that we are in 
the mail, every mailbox, every week. 
Please help us bring back the nearly 
10 Million pieces a year we had to cut 
due to Covid and work with us - and 
our industry - this year and in the 
years ahead.

The PMG was intrigued by John’s 
comments about the use of the Postal 
Service for delivery. John mentioned 
that a recent survey conducts by a 
free paper association showed that 
only 38% of papers were using the 
mail. DeJoy asked where that figure 
came from. John explained that some 
associations do audit their combined 
members’ circulation and period-
ically survey papers’ distribution 
methods, and that this was a recent 
survey result. DeJoy asked if the rest 
of the distribution was digital. John 
explained that the other distribution 
was predominantly carrier delivery 
or demand. He mentioned that free 
papers are predominantly “all in” 

for print. Dejoy seemed intrigued by 
these opportunities for future mail 
growth. He indicated that he would 
be asking John about that survey. 
Thanks to the good coverage on sur-
vey and industry information about 
publishers, I have already taken the 
liberty of making a copy of the por-
tion of this survey that showed this 
results from the April 2021 issue of 
Publish and have forwarded the sur-
vey report to the Postmaster General. 

Other SMC Steering Committee 
members also represent the free pa-
per industry. I want to extend thanks 
to Dan Alexander, Steve Harrison, 
Shari Rapone and Carol Toomey, for 
participating in our meetings. Harri-
son and Alexander were particularly 
helpful in coaching our speakers 
during a pre meeting rehearsal call 
and in helping me draft and edit out 
follow up thank you and ‘Where do 
we go from Here” letter to Post Mas-
ter DeJoy. 

Personally – I have missed the 
opportunity to see – network – and 
have fun with many of our Publisher 
friends and the ‘usual’ April annual 
conference events. But I have not 
lost my faith and confidence in the 
free paper industry and am grateful 
for such passionate and dedicated 
publishers helping me on our SMC 
Steering Committee and with other 
postal issues. 
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T
he four weekly hometown 
newspapers, shopper and two 
niche publications that com-
prise Minnesota’s Star Publi-

cations LLC have a long history, one 
that covers community news and 
events all the way back to 1854 at the 
founding of the Sauk Rapids Herald. 

The Sauk Centre Herald was es-
tablished in 1867, and this is where 
the story of the current ownership 
begins.

With his journalism degree from 
the University of Minnesota and his 
photography skills developed in 
the Army, David Simpkins created 
a successful career as a newspaper 
publisher. He purchased the then 
121-year-old Sauk Centre Herald in 
1988 and launched the Dairy Star in 
1999. The Dairy Star’s motto – “All 
dairy, all the time” – aptly describes 
the semi-monthly content delivered 
to dairy farms throughout Minne-
sota, North Dakota, South Dakota, 
Iowa and Wisconsin, with addition-
al limited coverage in Illinois and 
Michigan.

Simpkins strongly believed in his 
employees and demonstrated that 
belief by forming business partner-
ships with them. In 2001 Simpkins, 
Mark Klaphake (who was hired as a 
reporter for the Sauk Centre Herald 
in 1992) and Jeff Weyer (who was 
hired as a sales rep for the Star Shop-
per and Dairy Star in 1998) created 
a separate corporate partnership for 
the Dairy Star.

In 2007 Joyce Frericks (who was 
hired as a bookkeeper in 1999) 
joined Simpkins in the Sauk Cen-
tre Herald partnership, which later 
merged with the Dairy Star corpora-
tion in 2010 to create Star Publica-
tions. The new company’s first action 
was to purchase the Melrose Beacon 

and The Albany Enterprise from Sun 
Newspapers. 

Additional expansion included the 
launching of the Country Acres in 
2013, the purchase of the 161-year-
old Sauk Rapids Herald in 2015, and 
the Benton County News in 2018.

To keep everything running 
smoothly over such a vast coverage 
area, Star Publications maintains 
offices in five communities and 
employs 50 people in five different 
states. The in-house reporters, office 
workers and production staff are 
housed in Sauk Centre. Each satellite 
location houses an office managed by 
reporters. Ten of the 50 employees 
work from home, mainly in sales and 
writing for the Dairy Star.

“We have the best employees!” said 
Frericks. “They are loyal and have 
been with us a long time. A handful 
have even been here longer than any 
of the partners.”

Though the impact from the 
COVID-19 pandemic was difficult, 
Star Publications was adamant 
that it would not lay off any of its 
workers. Though communication 
means changed and some employ-
ees worked from home, the impact 
wasn’t as bad for rural Minnesota as 
it was for larger cities. The company’s 
combined 60,000 circulation has re-
mained relatively stable through it all.

Though Simpkins passed away in 
2018, his legacy lives on with the 
remaining partners. Star Publications 
currently has six partners, each of 
whom brings special talents to the 
table that complement the remaining 
partners. Mark Klaphake serves as 
the General Manager; Jeff Weyer was 
Sales Manager for the Dairy Star until 
his retirement in 2020; and Joyce 
Frericks as the Business Manager 
and Dairy Star Sales Manager. Missy 
Traeger (who was hired as a sales rep 
in 2011) became a partner in 2016 
and serves as the Sales Manager for 
all publications except the Dairy Star. 
Natasha Barber (who was hired as 
the editor of the Sauk Rapids Herald 
in 2015) became a partner in 2019 
and serves as the Editor for the Sauk 
Rapids Herald, Benton County News 
and The Star Post. Nancy Powell 
(who was hired as a graphic design-
er in 2008) joined the partnership in 
2021 and serves as the Production 
Manager.

“The partners meet once a month 
for planning purposes,” said Frericks, 
“and we’re always looking for new 
adventures. Dave [Simpkins] was a 
good role model.” 

MINNESOTA’S  
STAR PUBLICATIONS

BY BARBARA HOLMES
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ASSOCIATE MEMBER UPDATE

T
here might have been news-
paper comics without William 
Randolph Hearst, but it’s hard 
to imagine what they’d have 

been like. With Hearst’s aggressive 
support, and his founding of King 
Features Syndicate, the “funnies” 
thrived through the tumultuous 
early years and evolved into one of 
this country’s few indigenous art 
forms. It was the publishing magnate 
Hearst who grasped the potential 
of the earliest “Sunday funnies” and 
turned them into a big, booming, 
modern business enterprise even-
tually syndicating them from New 
York City into America’s hamlets and 
valleys, opening the gates for the 
great parade of comic stars to come. 
In the process, Hearst pioneered the 
art of promoting pen-and-ink per-
sonalities and furthered the careers 
of many brilliant cartoonists, while 
largely shaping the popular tastes of 
several generations of comics fans. 
Since 1895 when Hearst first set his 
sights on the Yellow Kid, the comics 
have reflected and contributed to our 
language and culture. They’ve also 
sold a lot of newspapers. Today, more 
than 60 years after Hearst’s death, the 
comics claim an estimated 113 mil-
lion loyal readers in the United States 
and millions more worldwide—and 
that’s just on Sundays.

In the early days of American 
journalism, smaller newspapers did 
not have the facilities to reproduce 
artwork or generate much cover-
age except local reports; and many 
larger newspapers found it difficult 
to maintain staffs of artists, writ-
ers, cartoonists, fiction authors and 
columnists who could offer diversity 
in their pages. As early as the 1840s 
some urban newspapers composed 
preset pages of general news and 
humor for sale to rural newspa-
pers and, in the 1880s, S.S. McClure 
contracted with writers such as 
Robert Louis Stevenson to offer their 

works a chapter at a time to a list 
of subscribing newspapers. William 
Randolph Hearst burst upon the 
newspaper scene in 1887, turning 
The San Francisco Examiner into the 
West Coast’s largest, most controver-
sial and most interesting newspaper. 
Hearst spanned the continent and 
established The New York Journal 
in 1895. It was in Joseph Pulitzer’s 
New York World that cartoonist 
Richard Outcault’s legendary Yellow 
Kid made his newspaper debut in 
1895, but it was Hearst’s New York 
Journal that cannily snatched the Kid 
away from the rival sheet in 1896 
and deployed him as a key weapon 
in the historic newspaper circulation 
wars. With Hearst’s encouragement, 
Outcault developed The Yellow Kid 
from its beginnings as a simple gag 
panel into the first true example of 
the comic strip. Pulitzer fought back 
hard by hiring another artist to draw 
Outcault’s character for the World. 
The publishers’ fierce battle over the 
bald urchin in the yellow nightshirt 
led bystanders to refer to sensation-
al, screaming-headline newspaper 
combat as “yellow journalism.” The 
popularity of that expression taint-
ed the early comics as a less-than-
genteel entertainment, but it also 
made it clear that the “funnies” had 
become serious business, seemingly 
overnight.

 
KING FEATURES TODAY

Today, over 100 years later, Hearst’s 
King Features remains the world’s 
premier distributor of comics, col-
umns, editorial cartoons, puzzles 
and games, distributing in print and 
digital formats some 150 features to 
nearly 5,000 daily, Sunday, weekly 
and online newspapers and other 
publishers around the globe. 

The company’s most beloved comic 
properties include popular classics 
like Beetle Bailey, Blondie, Dennis 
the Menace and Family Circus, as 
well as a growing variety of newer 
hits that draw on increasingly diverse 
and varied perspectives, including 
Curtis, Rhymes with Orange, Arctic 
Circle, Macanudo and Zits. In recent 
years, King Features has significant-
ly expanded its content offering 
to include a broad array of games, 
puzzles, columns, as well as a variety 
of turnkey digital solutions to meet 
publishers’ evolving needs. 

In keeping with its mission to make 
the highest quality content available 
to all, King Features offers unique 
solutions for community papers.

Each week, King Features gives 
smaller papers the opportunity to 
run the greatest variety of vetted, 
engaging content for minimal cost, 
packaging and delivering more than 
75 comics, games and columns. 
These are provided in .txt and .tif 
formats as well as (for columns) 
camera-ready .pdf layouts (SAU col-
umn size). Additionally, four pages 
of paginated comics and puzzles 
are included. These features are 
professionally written, edited and 
proofread, ensuring that readers of 
community papers get top-quality 
content every week.

King Features Weekly Service is a 
great way for weeklies and month-
lies to increase ad revenue, reduce 
freelance writing costs and free up 
staff to work on local projects. Spe-
cial rates are available for newspaper 
groups and monthly newspapers.

King Features also provides a wide 
array of pagination and colorization 
services through its sister company, 
RBMA. 

 
For more information, please contact 
Randy Noble at rnoble@hearst.com or 
319-329-2693 or visit the King Features 
website (http://www.kingfeatures.com).

HEARST AND THE HISTORY OF COMICS
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AD-LIBS

R
andall oversees the advertising de-
partment of a mid-size newspaper. 
“Implication is one of the most im-
portant concepts in selling,” he told 

me. “It’s covered in a lot of sales seminars 
and books, but I’m surprised that so many 
sales people don’t realize how it can drive 
marketing decisions.” 

What is implication? It’s a simple concept 
that explores how A impacts B and how B 
impacts C. There is a strong emphasis on the 
future. Let’s say one of your tires has low air 
pressure. Whether you choose to ignore it or 
do something about it, there are long-term 
implications. If you ignore it, you could end 
up with an even bigger problem, a flat tire. 
If you decide to take 
action, the implication 
is that your car will 
be safer and you’ll get 
improved gas mileage. 

College football 
coaching legend 
Lou Holtz once said, 
“Things never stay 
the same. They either 
get better or they get 
worse.” In other words, one thing leads to 
another. 

“A lot of ad departments have tunnel vi-
sion,” Randall said. “They tell their prospects, 
‘Here’s what my paper can do for your busi-
ness right now.’ That approach might pro-
duce a sale, but it doesn’t drill down to what 
the prospect really wants – long-range stabil-
ity and success. I encourage our sales team 
to take prospects down a different road. It’s 
all a matter of asking the right questions.” 

HERE’S HOW IMPLICATION QUES-
TIONS CAN REDIRECT A PROSPECT’S 
THINKING: 

Advertiser: I don’t need to change my 
advertising.

Sales person: How long has your current 
campaign been running?

Advertiser: About two years.
Sales person: Are the ads working as well 

as they did in the beginning?
Advertiser: Actually they’re not. We’re 

getting fewer ad responses than we did then.

Sales person: What do you think will hap-
pen to your sales numbers if you keep run-
ning the same ads? (Implication question.)

RESULT: The client realizes that busi-
ness could continue to slide if there’s not a 
change in the advertising. That could have a 
negative impact on his plans to expand the 
business. He agrees to consider some new 
marketing ideas. 

HERE’S ANOTHER EXAMPLE: 
Advertiser: My new ad campaign is work-

ing pretty well.
Sales person: That’s great news. It shows 

that you’re targeting the right audience with 
the right message.

Advertiser: Right.
Sales person: Let’s 

think for a moment 
about what could 
happen if your busi-
ness increased even 
more. What kinds of 
things could you do? 
(Implication ques-
tion.)

Advertiser: In the 
long run, I could add to the staff and maybe 
even upgrade the showroom.

Sales person: Why don’t we take ad-
vantage of the positive momentum you’ve 
built? Right now, you’re running a quarter 
page ad every week. Let’s move that up to 
a half page, which will give you even more 
visibility.

RESULT: The advertiser sees the bene-
fits and agrees to increase her advertising 
investment. 

“Ideally,” Randall said, “a sales conversa-
tion will include a progression of implica-
tion questions. Each one can lead you closer 
to a sale.” 

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

BY JOHN FOUST
RALEIGH, NC

THE POWER OF IMPLICATION

“
Ideally a sales 
conversation will 
include a progression of 
implication questions. 
Each one can lead  

		   you closer to a sale.
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T
he advertising salesperson has to 
become a trusted advisor to the 
client and have the ability to not 
only get the client involved in the 

planning and content of the advertising 
campaigns, but to demonstrate that he or 
she is a marketing pro that knows lay-
out design, can write good copy, knows 
type faces, and can create long range ad 
campaigns. It is obvious that this type of 
salesperson has to have these skills when 
hired. The optimal word here is control. 
The salesperson has to take charge of the 
creative situation with every client—simi-
lar to an ad agency approach.

ORGANIZATION OF ROUGH 
LAYOUT WITH THE CLIENT

The content has to be organized so 
that the client can see and approve the 
format.This format includes selection of 
headlines, art work, suggested copy and 
overall ad design.The idea here is to find 
the customer’s ego hot buttons and work 
them into the ad ideas.

THE NEXT CRITICAL ACTION
Here is the final action with the cus-

tomer. Say these words: “We want to tell 
the story of your business in our publica-
tion but we can’t do this all in one ad. We 
want to know the reasons why people 
come to you, what benefits they can 
receive. We will take those reasons and 
build an ad campaign using a different 
reason for each ad as the headlines of the 
ads.” After learning the reasons, the ad 
salesperson can then discuss an ad cam-
paign and tell the customer that they will 
bring some comprehensive layout ideas 
on the next visit. It is imperative that the 
customer fully agree to this arrangement 
and give permission to do so.

NEXT STEP: THE LAYOUT ARTIST
Keep in mind the salesperson knows, 

as a good marketing pro, what image is 
to be projected, what hot buttons to hit 

and how the campaign is to flow. Any 
rough layouts with the customer are 
given to the layout artist who proceeds to 
develop one comprehensive kick off ad 
and a campaign of 2-3 comprehensive fol-
low up ads. It is imperative that the artist 
and the salesperson carefully go over the 
comprehensive spec layouts before taking 
them to the customer.

THE LAYOUT AND PLAN TO THE 
CUSTOMER

Obviously there should be a plan to 
show the advertising program customized 
to the customer’s needs but it is important 
that the spec layouts are shown first. This 
ties in with the adage,”You sell with emo-
tion and justify with facts.” It is important 
to show how the layouts tell the story of 
their business and are designed to get 
quick readership. The reader’s scanning 
pattern for the ads is defined so that the 
customer understands that every attention 
has been given to that critical aspect. The 
plan is then presented. If the salesperson 
has done his or her job in earlier discus-
sion, the plan will accurately display the 
program needed for the customer.

THE HAPPY ENDING
If all the groundwork has been laid by 

the account salesperson, if the spec lay-
outs really sizzle, and if the customer has 
complete trust and belief in the publica-
tion as the key player in their media mix, 
they will buy the advertising plan and 
authorize the spec layouts to be convert-
ed into a strong advertising campaign. 

Bob is the author of 4 e-books for the 
newspaper industry, available on www.
bobberting.com. Bob is a professional 
speaker, advertising sales trainer, publish-
er marketing consultant and columnist in 
many national and regional newspaper 
trade association publications. He can 
be reached at bob@bobberting.com 
or 317-849-5408.

BY BOB BERTING, 
BERTING 
COMMUNICATIONS

SALES TIPS

HIRE SALESPEOPLE 
WHO ARE MARKETING PROS

hanrahan.ln@att.net ©2021 By Ellen Hanrahan
Graphic  Hooks

Patriotic or County Fair... was the decision I had to make for 
this month’s article. After attending the April 14th Conference ses-
sion (“5 Special Sections”), I was ready to demonstrate our annual 
County Fair section. However July was closer, with its patriotic ads 
(lots of ads with a flag theme), I had to decide. So the Flag in adver-
tising comes first followed by a County Fair special section next 
month! It’s not often that I have two ideas for articles!

A little history–mine
I taught high school art, but moved to graphic design in the 80’s, 
at The Booster, a free paper in Wisconsin. Graphic designers were 
experiencing a massive change…from a separate design station, a 
typesetting station, a paste-up station and finally, pagination—by 
hand. A mere six or seven years later, all the “stations” were begin-
ning to merge. The technology that rocketed us into a maze of 
hardware, software, periph erals and what-not became more com-
plex. Technology can be taught, but design skills need develop-
ment. Good design comes from the understanding of the building 
blocks of graphic design and using them appropriately. Designing 
an ad is simply organizing the information and the graph ic mate-
rial into the most readable and coherent manner possible.
 The concept of de sign is simple —good de  sign is good design… 
period. But the tools of the trade have been sub jected to a radical 
re de sign. The idea of desktop publishing had been em braced by 
the industry and impacted the very process of how we created 
advertising. The designer was no longer a part of the process, but 
actually controlled the process… from page layout, graphics, pho-
tos, art, to the final output.
 Now we have a lot more responsibility— we’ve be come writ-
er, de signer, typesetter, color separator, and trouble-shooter. 
Where there used to be skilled individuals to handle each of these 
aspects, technology blur red the lines between these fields.
 The good news is that it has also opened up a whole different, 
and powerful, set of tools for me to use—and the responsibility to 
make my self a more in formed indivi dual in a number of graphic 
areas—including appropriate use of the Flag! It takes time, but 
with each application, I have, in fact, come a long way. Some skills 
just take longer to master than others.

A little history– flag use
It doesn’t seem possible that the year is almost half over… this is 
our June issue already! Next month we go patriotic and advertis-
ers want flags and fireworks and all things associated with the fes-
tive 4th. As you can see in the next column, use of the flag has 
some pretty strict rules. Go ahead, just Google “flag in advertising” 
and see what you get.
 But since I am a big fan of vector art (it allows for best and mul-
tiple uses of the artwork), I have included various patriotic art that I 
downloaded from various graphic services. Most art services offer 
a myriad of similar art to choose from and I can always fit these 
patriotic themes into a lot of different types of ads without includ-
ing a graphic of the flag itself.

THE US FLAG IN ADVERTISING
The American flag has been used on everything from cof-
fee cups to underwear, and seeing people wearing it or in 
TV commercials has become a common occurrence. 
 What many may not know is that the use of the flag in 
such contexts is expressly forbidden in official US Flag 
Code. Yep‚ wearing the flag as a lapel pin might be fine, 
but bumper stickers, T-shirts, etc. is definitely not accept-
able! Check it out here:
https://www.law.cornell.edu/uscode/text/4/8
 According to the subset of US Code which deals with 
proper care and use of the American flag, “The flag 
should never be used for advertising purposes in any 
manner whatsoever. It should not be embroidered on 
such articles as cushions or handkerchiefs and the like, 
printed or otherwise impressed on paper napkins or 
boxes or anything that is designed for temporary use 
and discard.”
 The code, which was drawn up at the first National 
Flag Conference in Washington in 1923 and adopted in 
1942, states, “No part of the flag should ever be used as a 
costume or athletic uniform.”
 The code however, is not enforced, nor is it enforce-
able. It is merely a set of guidelines, letting Americans 
know what to do—and what not to do—with our red, 
white and blue national emblem.
 I normally do not use a direct representation of the flag 
because there are so many other ways to signify the flag… 
or patriotic approach…so keep that in mind

Happy 
Designing!

Until next month…
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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.

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
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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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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.

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
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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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Publish
5701 E. Circle Dr. - #347
Cicero, NY  13039-8638Association of

Community
Publishers

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.
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in the




