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Time-Saving Design Tools
Tools that save time while increasing the appeal of your designs

  by Kevin Slimp
  kevin@kevinslimp.com

My experience as a profes-
sional designer goes back 
quite a while. I suspect many 
folks who read my columns 
were yet to be born when I 
picked up a box containing 
Version 1.0 of  PageMaker 
from my desk in Lakeland, 
Florida, leaving me to wonder 
what was inside. My office ad-
joined the campus of  Florida 
Southern College, and it 
seems the Computer Science 
Department wasn’t sure what 
to do with this “program” and 
had it sent to me. I suppose 
I had a reputation for push-
ing the limits of  those early 
desktop computers.

I didn’t sleep that night. I 
carried the box home with me, 
staying up till morning to fig-
ure out how to lay out a page 
in PageMaker. It was a slow 
process. At the time, Aldus 
(the creator of  PageMaker) re-
leased all its applications first 
on the PC platform, then Mac. 
Microsoft Windows wasn’t 
commercially available at the 
time, so PageMaker ran on 
something called “Run-Time 
Windows,” which was built 
into the application. To design 
a letter-size page took approxi-
mately eight hours in those 
early days due to the slowness 

of  those desktop computers. 
After purchasing my first 
laser printer, an HP-Laserjet, I 
could print a page in approxi-
mately two hours.

Once I learned how to de-
sign pages in PageMaker, then 
learned enough about the 
Postscript programming lan-
guage to create vector-based 
logos and illustrations, I was 
a hot commodity as a design-
er. I soon moved on to other 
applications like QuarkX-
press, Illustrator, CorelDraw, 
Ventura Publisher, and Adobe 
PhotoStyler. Years later, after 
Adobe purchased Photoshop 
from Aldus, combining many 
of  the tools from Photoshop 
with those from PhotoStyler, I 
learned, then began teaching, 
Photoshop to audiences that 
filled auditoriums.

Moving on, I opened an 
ad agency, which led to my 
work with Adobe and PDF 
files (I was looking for a less 
expensive way to get proofs to 
clients). Before long, I was re-
ceiving calls from newspapers 
internationally for help with 
design and technology.

Skip ahead a few decades 
to 2021, and quite surpris-
ingly, I find myself  doing 
more design work than ever. 
Between book covers, market-
ing materials, and even the 
occasional newspaper rede-
sign, I generally sit in front of  
my screen 12 or more hours 
most days. So, when I find 
something that saves time in 
the design process, I’m quick 
to add it to my toolbox.

I’d like to share two web-
sites that have become daily 
destinations in my design 
work. I use both to assist in 
the selection of  colors used 
when designing book covers 
and marketing materials. Not 
only do these tools save time, 
but they’ve also made the 
quality of  my work increase 
significantly.

The first is Design Wizard 
(designwizard.com). The 
actual URL you will want to 
visit for selecting color com-
binations is:

designwizard.com/blog/design-trends/
colour-combination

As you scroll down the 
page of  Design Wizard, you’ll 
find a section titled, “Color 
Combos That Use Two Col-
ors.” I’ve started using this 
material in most of  my design 
work. Design Wizard features 
popular color combinations 
that work well together. For 
instance, I would have never 
thought to use Turquoise 
and Warm Sand together on 
a book cover. But with the 
help of  Design Wizard, I did, 
and the result was a beautiful 
color combination.

Further down the Design 
Wizard page, you’ll find a 
section titled “Color Match-
ing with Three Colors.” If  you 
are like me, you’ll find this 
information invaluable when 
designing ads and illustrations.

The second website I 
would recommend is Pantone 
Harmonies, found at:

connect.pantone.com/#/harmonies

Be sure to enter the URL 
address precisely that way. 
Otherwise, it’s tricky to find 
the right page. 

Simply, Pantone Harmo-
nies allows the user to enter 
a color, then suggests comple-
mentary colors. 

I’m currently designing 
covers for 23 books in a series. 
Each has a similar design 
but uses its own unique color 
combination, different from 
the colors of  the other book 
covers. You might imagine 
how difficult it was to find 23 
different combinations that 
looked modern and appealing. 
Pantone Harmonies has been 
a lifesaver. I simply enter a 
color. If  I enter something 
generic, like “green,” the web-
site will list all the various 
Pantone colors in the green 
family. After selecting the 
green I want to use, Pantone 
Harmonies lists color com-
binations, most of  which I 
would have never imagined 
on my own.

If  you don’t deal with 
colors or design at your pub-
lication, send this column to 
someone who does. There’s a 
good chance they will thank 
you for it later.
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In today’s newspaper work place, 
expanding opportunities and challenges 
are good for creativity. In truth, great ideas 
are universal—and in most cases, the 
greater the idea, the more universal it 
could be. 
  
The Size Of The Publication 
 
Does the size of the publication have 
much to do with the size of the idea? Not 
much! After all, many times we know the 
greatest ideas are created by just 2 people 
working together—the advertising 
salesperson and the graphic artist. The 
large publication can provide more 
resources for people, but size can also 
mean bureaucracy. For example, many 
newspaper ad departments are largely 
open and free with no elaborate offices. 
The idea is to build your publication 
without sacrificing your freedom. 
  
The Creative Outlook 
 
Graphic artists at publications should have 
the right attitude, not a style. This attitude 
should be a combination of curiosity and 
sensitivity. In other words, there must be 

an instinctive interest and curiosity in the 
business world as it is…..and the 
sensitivity to reflect the world as it is—in 
their work. 
  
Presentation Prospects 
 
Most advertising sales presentations are 
heavy with newspaper industry jargon… 
and sometimes out of date. If the 
prospective client finds themself listening 
to a 30-minute opening, before the actual 
campaign presentation, they might wish 
they were listening to another competitor. 
This opening could involve extensive 
interviewing of the prospect and asking a 
laundry list of questions, which is bad, 
because most companies have a website 
which will provide most of the information 
needed. 
  
The critical element of creative advertising 
Whether a movie turns out to be good or 
bad, depends on the director, the cast, the 
story, the music, and editing. Successful 
ad campaigns are strategy, execution, 
marketing, creativity, graphic art, and 
copy…. everything is critical. One slip up, 
one second rate element, and a planned 

campaign can turn into a probable 
disappointing flop. 
  
Today’s Newspaper Advertiser 
 
Today’s advertisers are very 
knowledgeable. They know advertising, 
inside and out. They study it in books. 
They get on the internet constantly and 
attend seminars by leading advertising 
experts. With knowledge comes cynicism. 
For this reason, campaigns which are 
designed for the creative satisfaction of the 
newspaper graphic artist many times do 
not work…as are campaigns designed to 
win awards. The customer is looking for 
results, not overly designed ads. 
  
The Bottom Line 
 
It’s not easy to be trusted anymore…you 
have to get things right, time after time, 
time after time. In the customer’s eyes, 
you have to be a trusted advisor that tells 
the story of their business. The reality is 
that you must be absolutely trusted and 
absolutely believable.

Bob is a professional speaker, advertising sales trainer, publisher marketing consultant, and leading columnist in many national and 
regional newspaper trade association publications. He is the President of Berting Communications and can be reached at 
bob@bobberting.com or 317-849-5408.

Creative Thoughts For 
Savvy PublicationsBy Bob Berting  

Berting Communications
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Every single sales call with an advertiser 
is valuable. So valuable that you do not 
want to waste time asking questions that 
will not help you close the deal. After 30 
years of selling and marketing media, I find 
that you have three to five questions, and 
that is about it, on every sales call. More 
than that and you might as well turn on a 
bright light and point it into your 
advertiser’s eyes and take the 
interrogation to the next level. I am kidding, 
of course. The issue is that many media 
sales warriors have been misled to ask the 
wrong questions. When you first start your 
training as a salesperson, there is usually 
a conversation about asking the three 
critical sales questions that are core to 
your success. Those three questions 
normally include the following: Are they the 
person that can make advertising 
decisions? What marketing are you 
currently doing? What is your budget for 
marketing? But what if I told you that I 
deeply believe that these are not the best 
questions to ask on a media sales call? 
Would you read on? Or would you roll your 
eyes? Well, thanks for reading on because 
I feel we need to sell differently, now more 
than ever before. In previous blogs I have 
stated that if we keep selling traditional 
media in traditional ways, we are destined 
to get traditional results. So, what can we 
do to be bigger, badder, and better in the 
media ad sales business? I believe it starts 
with reformatting the questions we ask. I 

deeply feel that we all need to think like a 
doctor and not like a salesperson. 
 
Consider this: you go to the doctor looking 
for relief from some type of ailment. They 
will normally ask you these three 
questions. What is causing you pain? How 
long has this been a problem? What have 
you done so far to fix the pain? If we can 
be in the business of removing pain, like a 
doctor, we have a repeatable pattern for 
ad sales success. Let’s start with the old 
questions and move to the prescription for 
success. 
 
Do we need to know if the person is the 
decision maker? Of course. But, if we only 
meet with decision makers, we will not 
have enough meetings to get to our sales 
goal. In addition, in the media business, 
we are working with a different buying 
structure compared to “normal” 
companies. Unlike a copier salesperson, 
we are working with marketing directors or 
business owners. Both are in a unique 
position, unlike an acquisition clerk at a 
standard company, to make decisions or 
highly influence decisions. There are 
normally not many layers to get to a 
marketing decision. So I suggest that we 
swap this question out for a new one. 
Keep reading, it is coming up. 
 
Do we need to know what marketing they 
are currently doing? Of course. That helps 

immensely. But, this question leads the 
advertiser to hijack your sales call and talk 
about the other things they are doing. You 
have just invited them to talk about your 
competition on your sales call. There is a 
better way to handle this question and get 
the answer that you need to move your 
ball down the field towards a touchdown. 
We need this answer, but we should ask it 
in a different way. So, I suggest that we 
swap out this question for a new one. 
Keep reading, it is coming up. 
 
Do we need to know their budget? Of 
course. But how many times have you 
been given an accurate answer? How 
many times have you been told, there is 
no budget? Asking an advertiser their 
budget forces you to live in their often 
unrealistic reality of what it takes to market 
their product or service to your readers. 
You are asking them to force you into their 
reality instead of guiding them to the actual 
reality of what it takes to have a presence, 
be competitive, or dominate the pages of 
your publication or website. Asking for 
budget without showing them the reality of 
marketing is a waste of a question. Again, 
we need this answer. But I suggest that we 
swap out this question for a new one. 
Keep reading, it is coming up. (Continued 
on page 5.)

Ryan Dohrn 
President/Founder,  
Brain Swell Media LLC 

Think Like a Doctor  
Not a Salesperson 
 
Providing real-world remedies to the 
pains your advertisers face
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Think Like A Doctor, Not a Salesperson   
by Ryan Dohrn Continued from page 4 

When it comes times to asking questions 
of an advertiser, I have a proven three-step 
process that has worked over and over 
again. I truly feel it is the prescription for 
getting the answers we need and for 
closing deals. It will probably sound like 
just what the doctor ordered. So, what is 
your biggest problem or pain point? How 
long has that problem been painful? And, 
what have you done to fix that problem or 
alleviate that pain? Let’s expand on this 
three-step process of questions, right now.  
 
Question #1: I like to ask, when you 
agreed to meet with me today, what is the 
one business challenge or point of pain 
that you think I can help you solve? This 
helps the advertiser get specific with you. 
It allows you to provide them with specific 
solutions to specific problems. This helps 
you get clear on their points of pain. They 
may have one or they may have five. Ask 
them to get clear with you, and take notes. 
Sympathize with them. Tell them they are 
not alone. Reference that you have heard 
this pain point before and have some ideas 
to help. Once you know their pain, now you 
want to enhance the pain … just a touch. 
 
Question #2: Pain is a real motivator in 
problem-solving and customer relations. If 
you can be seen as the person or 
company that removes the pain points a 
business owner is facing, your secret 
media elixir will sell like wildfire. After I ask 
and identify their pain points, I will ask this 
simple question: “How long has this been 
a problem?” Normally, the answer 
surprises me. I am trying to enhance the 
pain. I want to make it very real for them, 
especially if they have been advertising 
with a competitor for years. I want them to 
subtly realize that they have been 

advertising elsewhere and this darn 
problem still exists. I am not looking to 
make them feel dumb, however. I just want 
them to see that they still have the pain 
point and they do not like the pain. Once 
the pain is real, I dig just a bit deeper by 
asking my third question. 
 
Question #3: What have you done to fix 
this problem? I might even ask how much 
money they have spent to try and fix the 
issue. Oh wait, did I just ask their budget? 
Well … sort of. I want to enhance the fact 
that they have spent money and time and 
the problem still exists. Again, sympathize 
with them. Tell them they are not alone. 
Reference that you have heard this pain 
before and have some ideas to help. 
 
Your doctor does the same thing when you 
come to their office. Right? What is the 
problem? How long has this been a 
problem? What have you done so far to fix 
the pain? If we can be in the business of 
removing pain, we have a repeatable 
pattern for ad sales success. 
 
Now, I am not suggesting that these are 
the only questions you should ask. If you 
read this blog often, you know that there 
are many other questions to ask. I am 
simply suggesting that we have limited 
time on that single valuable sales call, and 
we want to ask the best questions to get 
the best results. The other thing is that 
there are so many age-old sales questions 
that make us sound like every other media 
salesperson. In most markets, the 
questions that you ask will set you apart 
from the other salespeople that are calling 
on your same clients. Do you believe that 
questions separate you from others? The 
answer is yes. 

Two final points. If we keep selling 
traditional media in traditional ways, we are 
destined to get traditional results. So let’s 
change a bit. And remember, if ad sales 
was an easy job, everyone would be doing 
it. We are the chosen few. Let’s always be 
looking to improve our media sales game. 
 
Ryan Dohrn is an award-winning ad sales 
training coach, a nationally recognized 
internet sales consultant, and an 
international motivational speaker. He is 
the author of the best-selling ad sales 
book, Selling Backwards. Ryan is the 
President and founder of Brain Swell 
Media and 360 Ad Sales Training, a 
boutique ad sales training and sales 
coaching firm with a detailed focus on ad 
sales training, internet consulting, and 
media revenue generation. Ryan is also 
the Publisher of Sales Training World.
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Kirk likes to work directly with his ad 
clients on their creative strategies. 
“Making a sale is just the first step in the 
journey,” he said. “It’s a big part of my job 
to make sure my clients stand out from 
their competitors on the page and on the 
screen. When I work with several 
advertisers who are in the same type of 
business, it’s a special challenge to 
create a different ad personality for each 
one of them.” 
  
Generally speaking, there are 
two types of advertising. There 
are image ads that are 
designed to give consumers a 
good feeling about the 
advertiser (for example, “Your 
safety is our biggest concern”). 
And there are response ads 
that are designed to move 
readers to take action (“Buy 
one, get one free”). 
  
Kirk is on target in his 
comments about personality. 
Whether image or response – 
whether print or digital – every 
ad has some kind of 
personality. Instead of leaving 
that important advertising ingredient to 
chance, he is determined to help them 
develop ad personalities that appeal to 
their respective target audiences. 
  
Let’s take a look at a few of the tools 
which can contribute to an ad’s 
personality – the type of personality that 
a client wants to project: 
  
1. Typography. When we speak, it’s not 
just what we say, it’s how we say it that 
communicates a message. It’s the same 

on the newspaper page or the digital 
screen, so much so that typography has 
been called “the voice of print.” 
  
From a bold, sans serif headline for a 
construction equipment distributor to a 
lighter serif headline for an upscale 
clothing store, type fonts can create 
important first impressions. 
 

2. Photographs vs. Illustrations. To depict 
realism, use a photograph. Photos are 
usually more true-to-life than drawings. 
Even if a photo has been touched up, 
consumers are willing to accept it as a 
reasonable representation of the subject 
matter. 
  
Although some illustrations can be as 
realistic as photographs (consider close-
cropped, photo-like depictions of tires), 
most illustrations leave more to the 
imagination than that. There are a 

number of choices, including pen and ink, 
gray tones, charcoal, watercolors and 
cartoons. 
  
3. Products vs. people. Three possible 
options are: products by themselves, 
people by themselves or people using the 
products. In other words, an ad can depict 
a widget, people (in posed or candid 
shots), or a person using a widget. 

  
4. Copy style. Some 
advertisers present information 
in a straight-forward pattern 
that reads something like this: 
“(1) feature-benefit, (2) feature-
benefit, (3) feature-benefit, (4) 
buy today.” Others like to tell – 
or imply – a story. For example: 
“Imagine getting yard work 
done quickly, so you’ll have the 
rest of the day for fun.” 
  
“There are lots of creative 
options and combinations that 
give us ways to customize ads 
for our clients,” Kirk said.  “Even 
if they sell the best products in 
the world, nobody will read their 
ads unless they attract 

attention on the page. That’s why the sale 
is only the beginning of the process.” 
  
(c) Copyright 2021 by John Foust. All 
rights reserved. 
  
John Foust has conducted training 
programs for thousands of newspaper 
advertising professionals. Many ad 
departments are using his training videos 
to save time and get quick results from in-
house training. E-mail for information: 
john@johnfoust.com

Ad-Libs
Give Your Advertising Some PersonalityBy John Foust 

Raleigh, NC 
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The rules for selling are the same no 
matter where you live, what you sell 
or even how old you are. 
 
Hayli Martenez lives in Kankakee, 
Illinois where she sells lemonade.  
The 13-year-old entrepreneur is 
already on her way to mastering the 
sales trade. Hayli's business 
practices have been well-profiled in 
the media (see video ) and even 
written into law. Just click Skip Ads 
when they appear. 
 
Here's how Hayli crushes the 
competition in her neighborhood and 
how you can increase market share 
in your industry: 
 
1. Offer choices. Hayli sells 50 
flavors of lemonade so there's 
something for everyone. You can 
purchase $1 cups and $2 cups. If 
you're purchasing one serving, that's 
over 100 choices available from Ms. 
Martenez's little lemonade stand. 
 
2. Create atmosphere. Hayli makes 
sure that her display is clean and 
neat and that signage is easily 
understood. She plays music that 
gives her "energy" and helps 
customers feel welcome. 
 
3. Weave approval into the sales 
process. "Grab-and-go" is 
discouraged at Hayli's lemonade 
stand. Customers are asked to 
sample the lemonade before walking 

away. This all but assures positive 
feedback and a feel good moment 
for all.  
 
4. Ask "yes" questions. The easiest 
way to improve sales is to ask binary 
questions that are likely to end in a 
"yes." If customers sip Hayli's 
beverage and like it, the business 
owner offers them a gallon for $15. 
This allows customers to get more 
value and the seller to make a 
bigger sale. 
 
More on asking "yes" questions in 
the video. 
 
5. Have sales goals. 
 
Young Hayli has a sales goal of 
$100 per day. Every aspect of her 
business, including hours of 
operation and her uniform, is geared 
around achieving that goal. See 
Hayli’s story. 
 
Michael Angelo Caruso is one of America’s 
premier keynote speakers. He is known as 
“the speakers’ speaker.” Mr. Caruso teaches 
presentation skills and is in demand for 
conventions, conferences, and annual 
events of all kinds. Michael specializes in 
working with leaders, salespeople, and the 
customer service industry. Mr. Caruso has 
spoken in South America, Africa, Australia, 
Asia, the Middle East, and 49 of the 50 
states. He spends lots of time working and 
playing in California, Texas, Florida, and 
New York.  Contact Michael, Edison House, 
333 E. Parent Ave, #4, Royal Oak, MI 48067, 
Phone: (248) 224-9667

Michael Angelo Caruso 

Sales Advice From a  
13-Year-Old

https://www.youtube.com/watch?v=ndGnImL1gWU
https://youtu.be/HioQMdwWETA
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Nearly 180 million American workers 
currently pay into the Social Security 
system. But upwards of 150 million of 
them have not recently viewed an 
accounting of what they’ve 
contributed, what Social Security 
income they can anticipate for 
retirement and other vital details. This 
because most stopped receiving an 
annual paper statement in the mail 
years ago. And the overwhelming 
majority cannot or do not access this 
information online. 
 
The data makes clear that most wage 
earners do not have essential 
knowledge about their personal Social 
Security benefits, which for many will 
be their primary or significant source 
of income in their later years. 
 
Fortunately, the solution is simple: 
direct the Social Security 
Administration (SSA) to mail all 
workers aged 25 and older an annual 
paper statement, just like they did up 
until 2010. This is precisely what 
bipartisan legislation recently 
reintroduced in the U.S. Congress 
would do. Appropriately named the 
“Know Your Social Security Act,” the 
measure has strong support from 
citizens, consumer groups, advocates 
for seniors, cybersecurity experts and 
financial planners. 
 
“AARP believes strongly that all 
Americans, unless they choose 

otherwise, should have access to their 
Social Security statements via mail,” 
said Bill Sweeney, senior vice 
president for government affairs at 
AARP, via letter to the chairs of the 
House Ways and Means Committee 
Subcommittee on Social Security. 
“This bipartisan bill would once again 
place vital paper Social Security 
statements in the hands of millions of 
Americans to help them more 
effectively plan for retirement, identify 
fraud, correct earnings records and 
better understand their stake in Social 
Security.” 
 
The SSA’s failure to treat annual paper 
statements as essential public notices 
and its assumption that wage earners 
under 60 will hunt for statements 
online ignores the stubborn realities of 
the digital divide. Even the SSA’s own 
Inspector General concluded that 
overall access to crucial information 
fell off a cliff since the primarily online-
only policy took effect. 
 
“Compared to 2010 when 155 million 
Social Security statements were 
mailed to U.S. wage earners, the 
Inspector General’s report shows that 
just 31 million Americans received a 
statement in 2018 – either online or by 
mail,” observed Consumer Action 
Director of National Priorities Linda 
Sherry at the time the report was 
released. “In other words, well over 

149 million wage earners are missing 
this essential foundation to their 
retirement security.” 
Problem is, the number of those 
digitally disenfranchised by the SSA 
has continued to grow, with only 14.6 
million of the nearly 180 million 
workers eligible to receive a paper 
statement getting one each year in 
their mailbox. And only 16.7 million are 
accessing their statements online 
according to the latest data provided 
by sponsors of this important 
legislation. The SSA has ignored the 
lack of reliable or affordable internet 
service for tens of millions of 
Americans as well as their reasonable 
cybersecurity fears related to sharing 
sensitive personal information such as 
Social Security numbers online. 
 
The bottom line need for the Know 
Your Social Security Act says Sherry, 
is this: “All evidence indicates that the 
vast majority of Americans simply do 
not receive their statements at all – 
online or otherwise.” The Know Your 
Social Security Act would finally 
restore full access to every worker 
aged 25 and older to how much they 
earned in a given year, their total 
contributions to both Social Security 
and Medicare, an estimate of their 
Social Security benefit at full 
retirement age and the benefit their 
family would receive when they pass 
away.

By Jim Haigh, Keep Me Posted

Annual Paper 
Statements Will 
Ensure You “Know 
Your Social Security!”
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