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inclined to be impacted by the online buying frenzy in order to find more
stable ad clients. We will also cover the people, information and issues
that are influencing the community publishing industry.
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5 REASONS EVERY PUBLISHER
SHOULD BE SELLING WEBSITES WITH SITESWAN

1. Every Business Needs a Website

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

2. Generate Worry-Free Recurring Income

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

3. You Already Have the Staff in Place

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

4. Websites Are a Gateway to Other Services

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

5. Print Ad Revenue Continues to Decline

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

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

Start Building and Selling Websites
in Your Market with SiteSwan

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

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

Learn More at www.SiteSwan.com

(800) 462-9814
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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,orlook at
the sample .s,tudy at www.research.net/r/publis

Increase your revenue now! Call to schedulearee 30 minute training'webinar foriyour staft.
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ELECTION RESULTS
FOR ACP AT-LARGE BOARD POSITIONS

2 YEAR TERMS — COMMENCING ON JANUARY 1, 2022

SHANE GOODMAN
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Automated

omated S(: S
° ° from
Pagination

Software Consulting Services, LLC

Game-changing new technology that
designs output-ready editorial pages
with stories, ads, photos, captions and
headlinesjiusing SCSIAI

(610) 746-7700

newspapersystems.com
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FROM THE TOP

THAT'S A WRAP......OR IS IT?

JOHN DRAPER
ACP PRESIDENT

or those of you who made it to
the ACP Annual Conference and
Trade Show in Des Moines, Sept.
16-18, I trust the event provided
a good blend of learning, networking,
and fun. This edition of Publish high-
lights some of the happenings from
Des Moines and puts a wrap on the
2021 event. But is it really a wrap?

Our professional development does
not cease with a closing ceremony.
What we learn from a speaker or
roundtable has no real merit if we’ve
forgotten it or ignore it when we get
behind the desk Monday morning.

I've always been a believer that
there is something to learn every
day. I look for lessons from my daily
interactions and from my failures and
successes. These daily learning oppor-
tunities may be very small or could
be grand ‘ah-ha’ moments. Regardless
of our positions within our organiza-
tions, being aware of how our expe-
riences can be learning moments is
critical to our success.

In Des Moines I took away more
than a few lessons that are actionable.
I learned lessons from other publish-
ers about email newsletters; a delivery
method that I've been slowly working
to implement in my market. With some
new tips about what to consider and
what to avoid I now have more infor-
mation to move forward. In addition,
I've gained a higher level of motivation
based on this increased information
and a higher level of confidence.

I also gained some insight into pack-
aging various digital technologies with
my print offerings. I was referred to
some vendors that can help me devel-
op and manage the technology, and 1
heard of publishers creating additional
revenue streams through implementa-
tion. Again, lessons learned that will
speed up my process and help me
avoid some pitfalls.

We are all believers in the power of
print and what it does for our commu-

nities and our advertisers. I was able
to hear from some publishers that are
re-branding some long-standing special
sections to enhance value and increase
sales. What a breath of fresh air. We

do a variety of special editions and/or
sections. Some quick lessons on simple
ways to change them up can easily
translate to my organization.

These three examples are just a
sampling of tangible gains attained
through my experiences over the
course of the event. There are also
some less-tangible lessons that can be

‘ Our professional
development does not
cease with a closing
ceremony. What we
learn from a speaker
or roundtable has no

real merit if we've
forgotten it or ignore
it when we get behind
the desk Monday
morning.

equally important. Our keynote speak-
er, Holly Hoffman, spoke to being a
survivor. She related her experience

of a being a participant in the reali-

ty show “Survivor” to how we push
through our daily lives. I heard lessons
in not giving up, lessons in building
valuable relationships, and lessons in
how we treat one another.

We all learn something every day.
What we do with this knowledge is the
true measure of what we can become.
Our conference event may be wrapped
up, but our need to move forward and
implement lessons learned is most
certainly not if we are to not just survi-
vors, but thrive. B
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Association Members
Take Advantage of Free Multi Source Surveys

Publishers across the country are gaining further insights into
their customers buying habits by using CVC’s online, email, and
social media surveys.

Publish space available ads promoting your survey.

Promote the survey on your website, social media and email
newsletters.

See a sample survey at: https://www.research.net/r/CVCPublish

Upon Completion, Take Part in Free CVC Webinar Sales Training!

Our Higher Standards CIRCULATION
Give You Better Results!
VERIFICATION

314-966-7711 COUNCIL

www.cvcaudit.com

OUR DATA SPEAKS VOLUMES
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THE ONE THING

TREAT EVERYONE DIFFERENTLY

BY DOUGLAS FRY

he title of this “One Thing”

column might sound wrong.

We are taught throughout our

lives that we are supposed to
treat everyone the same. I'm pretty
sure this means that we treat each
person with equal respect, kindness,
and courtesy. I agree with that whole-
heartedly. Early in my career I also
learned that we need to treat people
differently. A personal anecdote in-
serted here might illustrate what I'm
referring to.

I was married, had two children
with a third on the way. I was work-
ing as a sales rep at the Ad-Pak while
also working on my degree in man-
agement, taking classes early in the
morning, after work, or during lunch
hours. The publisher of the shopper
in Wilmington, North Carolina had
accepted a marketing job at Pine-
hurst Country Club, then part of the
Masters Golf Tour. It was a dream
job for him. He obsessed about golf,
enjoyed marketing, and had a talent
for making his ideas reality. On the
other hand, I didn’t know anything
about golf as I have never played and
I had little time for anything other
than work, school, and family.

The publishers impending depar-
ture caused management of the par-
ent company, the Raleigh News and
Observer, to look for a replacement

for the publisher/manager position.
I had a total of 9 months experience
in the industry but figured, “What do
I have to lose?” so I applied for the
job. Surprising everyone, including
me, I got the position. The paper
had lost money for seven (7) straight
years. As result, the bar was set pretty
low for expectations. Maybe that’s
why they hired me.

As publisher I began converting
several tasks to a new system us-
ing computers. One of the required
courses in the Management program
was a computer programming class.
It was very BASIC (pun intended but
I’'m the only one that would get this)
and opened my eyes to what these
newfangled contraptions could do.
One task that took many hours each
week was creating a manifest for the
paper. The report needed the account
number, advertiser name, size of ad in
width and inches, a description of the
ad, cost of the ad, and whether any
discounts were to be applied. Doing
this by hand seems archaic now but
was the way we did it— a ruler with
pencil and paper. This was an oppor-
tunity ripe for the application of com-
puter science. So, the very first pro-
gram I wrote was on a Commodore
64 and it automated the manifest.

That program saved me several
hours each week. So, I decided to
continue selling ads during those
newly uncovered hours. As “publisher”
I was able to sell more aggressively
and successfully than I ever did as a
sales rep. I was on fire! The next task
I tackled with the computer was man-
agement of personnel. There was a
new type of program called a “spread-
sheet.” The one I used was Multiplan
by an upstart company named Micro-
soft. Multiplan was the grandfather of
Excel which I used to create a process
for working with the employees.

That spreadsheet became the
vehicle that taught me a ton about
human nature. I followed the tasks

and goals outlined in the spreadsheet
with exact precision. Each sales rep,
front office, production, graphics, and
circulation person received the exact
same analysis and treatment. About
the same time an outside company
was hired by the parent company to
asses each manager. They interviewed
the manager (me) and each employee
then returned a lengthy report.

I received my report and a person
from the outside company explained
their findings. It turns out I was an
average manager. Me, An Average
Manager. But I had a spreadsheet!
We looked at the specific findings
and saw that some people thought I
was a terrific manager while others
found my management style average
or below. I recall asking them, “How
can that be? I treat them all exactly
the same.” And this is where the “One
Thing” comes in. That management
consultant taught me that each per-
son was different and needed a more
personalized approach. Each person
wanted something different from the
company. My job as manager was to
find out what each employee want-
ed and tailor my management style
to help them get what they wanted
and achieve through what motivated
them. It seems so obvious now but
was eye opening for me at that time.

I took that idea to heart and
worked hard getting to really know
each employee as a person. I dis-
covered their problems, weaknesses,
strengths, and trigger points. With
that information I treated each per-
son differently. The result was that
after seven years of losses we finally
turned a profit. But more importantly
each person on the team was respect-
ed and gave more for it.

If you are looking to improve your
publication make sure you treat
everyone with kindness, respect, and
courtesy while regarding them as in-
dividuals. You will reap personal and
company rewards by doing so. B
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Paying too
much for
software?

That’s your sign,
you need The
Newspaper Manager!

Greg Booras, National Sales Manager,
The Newspaper Manager - Mirabel Technologies

Office: 706-750-0016 « Cell: 563-508-4081
gbooras@mirabeltechnologies.com » www.newspapermanager.com

@ THENEWSPAPER

Manager

“Stopping advertising
to save money is like
stopping your watch

to save time.”
Henry Ford

QC

Association of
Community
Publishers
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PERSPECTIVE

THE POWER OF RECOGNITION

BY LOREN COLBURN

he September ACP conference
was filled with lots of highlights,
none more rewarding than the
personal award recognition for
four of the most deserving people in
our industry. Greg Bruns, Joyce Frer-
icks, John Draper and Elaine Buckley
have all given so much of their time,
their talents and their knowledge
to help others in our industry find
opportunities. To be able to publicly
acknowledge their contributions, sends
each of them the incredibly important
message that we recognize their efforts
and we appreciate the impact they
have had on all of us!

So why do we often wait until we
are presenting a plaque or fancy
award to acknowledge the hard work
or efforts of the people around us?
It’s a concept that I have often strug-
gled to understand. We all need some
type of recognition for the efforts we
put forward. I know some of you are
thinking, “that’s not true, I don’t re-
quire recognition for my efforts.” Let’s
not forget that recognition comes in
all kinds of forms, not just plaques
and fancy display pieces. Isn’t each
of our paychecks a form of recogni-
tion for the time and effort we have
contributed? Or how about a simple
“thanks” to acknowledge when you
hold the door open for someone (or
how quick we notice if they don’t
acknowledge the effort). The truth

is we all seek recognition for the
efforts we put forward on some level,
whether we want to admit it or not.

As entrepreneurs, it seems we some-
times are too quick to assume that the
paycheck and the opportunity to show
up again next week to perform an
encore are all the recognition that is
required for employees to feel appreci-
ated. There may be a rare few people
where that approach will work, but
for most employees — they are much
more complicated than that. They
want to know that when they provide
extra effort, that it is noticed, publicly
acknowledged and genuinely appreci-
ated. The minute you act even the least
bit like it was expected, you have most
likely done irreparable damage.

Here’s where our industry pro-
vides additional confusion to the
recognition situation. We surveyed
members to find out what value
they would have on a variety of
programs the association could pro-
vide to help members. One of those
programs was a National Employee
of the Month and Employee of the
Year program where member com-
panies could nominate their staff
members for recognition. A no cost
member benefit that would provide
a HUGE lift to 12 people each year
within the industry, a career high-
light each year for some outstand-
ing member employee and a long
lasting pat-on-the-back for those
nominees who were recognized
as worthy of nomination by their
employer. Yet 64.2% of responding
members said it would be of little
or no value to them and only 3.8%
said it would be of high value. This
is a program we may seriously want

to revisit — it’'s a no cost opportuni-
ty to deliver job satisfaction!.

I am a career advocate for the
need to celebrate each and every
employee’s success story. The bene-
fits of public recognition for worthy
accomplishments can’t be overstated.
That being said, it does place signifi-
cant emphasis on the word “worthy”.
There is nothing more demoralizing
to your team than public recognition
for insignificant or manufactured
success stories. Make sure the accom-
plishments are real, noteworthy and
attributed to the right people and
you will never go wrong. When done
right — organizations with recognition
programs have 31% lower voluntary
turnover than those without!

° 7 . 1
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This year’s three award recipients
did not provide all their hard efforts
in hope of receiving a really nice
piece of hardware to display in their
office. They did it because they care
about their industry, their fellow
publishers and the communities they
serve. That does not mean they won’t
remember each time they look at that
fancy hardware, the excitement they
felt when they realized it was their
name that was being announced. It’s
a special feeling we all enjoy and
even more importantly, we all have
the power to deliver to the people
around us. Use that power and con-
vey the gift of recognition at every
opportunity. It has the power to
reduce turnover, increase employee
satisfaction and provide a foundation
for loyalty and respect.

Until next month, hand out those
much needed pat on the backs and
make sure you tell all those media
buyers, “If it’'s FREE, buy it!” B
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Cut your costs, pump-up your profits and streamline your operation by switching your
graphic design, layout and production to Design2Pro. Savings of 50-75% versus
in-house plus access to some of the world’s most talented designers.

Editorial pages that shine and print and web ads that snap, crackle and pop for the
lowest prices on the planet — savings you can take all the way to the bank.

More than 300 newspapers and magazines served each week. Our 17th year. Call
Howard Barbanel at 516-860-7440 and find out how much we can save for you, because
if you want to succeed in print, the more Benjamins you save the better.

Making Print Publishing Way More Profitable

Howard Barbanel, Executive Vice President
Howard@Design2Pro.com e 516-860-7440 @ www.design2pro.com
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INDIVIDUAL AWARDS

PUBLISHER OF THE YEAR

s the recipient of AFCP’s 2019
Publisher of the year, Steve
Harrison was tasked with intro-
ducing the 2021 ACP Publisher
of the Year. Steve welcomed the oppor-
tunity to recognize an individual who
has so positively impacted a commu-
nity, a publication, and the free paper
industry. An individual so well-deserving
of this recognition. The following is
directly from the presentation.
This year’s Publisher of the Year is
quickly summarized in a few quotes
Sfrom staff members: “Everything is done
top-notch, it’s not just doing something
a little, but always going beyond”, and
“..is by far and away the best publisher
I've ever worked for.”

VOL.29 NO. é

TOSS THE OL’ PIGSKIN UMME

High school football is underway. We spoke with
area schools to see how the season is shaping up.

PAGE 51

Check out our annual summer vacation photo
spread to see where Arcadia spent the summer!

PAGES 24-27

For our recipient, endeavors in the
community are made a priovity and
are driven by a goal to bave purposeful
interactions with readers. The organi-
zation knows that readers are central
to the success of the publication and
meaningful interactions are rewarded
through content development, reader-
ship, and advertiser impact.

The organization provides an annual
bigh school scholarship program to
recognize and reward achievement
and publishes a regular featured called
“Teachers We Love” to pay tribute to
educators who are making a difference
in students’ lives. These teachers are
nominated by readers, thus reinforcing
the strong communmnity relationship.

Philip Miller trekked 450 miles across lowa during
the RAGBRAI bicycle event this summer.

PAGE 17

In addition to this focus on support-
ing education, the organization has
partnered with various breast cancer
research groups and has been recog-
nized nationally for their efforts. Our
Publisher of the Year also bas a passion
for mentoring through the Boy Scouts
of America. He doesn’t just do the fun
stuff, but rolls up bis sleeves for pro-
gramming, fundraising, and strategy
development.

The drive to always go beyond is
clearly evident in every edition that bits
the streets in service to the community.
“We are a family-run publication offer-
ing profiles in the community that no
one else is doing. Our priority is to do
this very well,” says advertising director
Roni Mier.

As an AFCP board member, be of-
fered insight, spoke for the best interest
of the association and its members, and
belped navigate the changing times we
Jind ourselves in.

“This recognition is so well deserved,”
says ACP president, Jobn Draper, “The
commitment to community, to putting
out a beautiful publication, and to the
association is evident in everything
be does.”

It is with great pleasure that I present
the 2021 Publisber of the Year award to
Greg Brums, of the Arcadia News.

Please join us in congratulating Greg
Bruns on this well deserved award.
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DISTINGUISHED SERVICE

he ACP Distinguished Service

Award is presented as recognition

of an individual whose lifetime

commitment to the community
publication industry goes well beyond
the norm, exemplifies professionalism,
and elevates those around them. The
following is directly from this year’s
presentation made by Douglas Fry,
ACP’s Executive Director:

This person is surely an asset to our
industry, bringing quality representa-
tion _for our mid-size papers. This per-
son willingly diversifies products and
keeps worthy conversations alive. Steps
up when tasks are needed and will pro-
vide top quality, professional work and
get it done on time.

This year’s DSA recipient is extremely
imaginative and brings fresh ideas,
the epitome of a team player. We would
all benefit from being more like this
recipient and in having several clones
of them. This person bas served on nu-
merous boards including IFPA, MFCP,
and continues to do so on the newly
Jformed ACP.

Professionally, this year’s recipient
started out in 1999 as an accountant

Douglas Fry presenting award
to Joyce Frericks

Jfor a publication that traces its roots
back to 1867 and found ways to im-
prove the bottom line. After just 8 years,
they became a partner in 2007.

The organization depends on this
person’s insightful outlook which means
they continue to wear different hats
every day.

This person bas been married for
30 years and interestingly enough,

experienced a massive snowstorm on
their wedding day. The couple ended
up staying with ber parents on their

wedding night and left the next day

on their honeymoon. That’s how

you adapt and thrive in a changing

environment.

Beyond family and work, gardening,
growing veggies, making salsa, and
being mom to their 4 children, Ben,
Becky, Rachel & Emily. When speaking
with ber busband about ber family it
became very apparent that she is al-
ways encouraging, and strives to help
expand the bhorizon and life experi-
ences of ber family. She performs the
same encouraging example in all that
she does.

She meets monthly with the other
partners of ber organization for plan-
ning. She said of those meetings that she
is always looking for new adventures.
Working to establish a new association
like the Association of Community Pub-
lishers is definitely a new adventure.

I'm proud to introduce you to this
year’s Distinguished Service Award re-
cipient, Joyce Frericks. From Star Publi-
cations in Sauk Centre, Minnesota.

FULL-SERVICE DIGITAL AGENCY

Programmatic Display
OTT/CTV Streaming
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Sales Coaching & Execution

Real-Time Reporting

Paid Social

Targeted eBlasts
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INDIVIDUAL AWARDS

ACP VOLUNTEER AWARD

erging two national associa-

tions into one stronger entity

can be a daunting challenge.

Creating the Association of
Community Publishers by combining
the Independent Free Papers of Ameri-
ca and the Association of Free Commu-
nity Papers proved to be no different,
eventually extending to become a
multi-year project.

Much of the effort was completed by
volunteers. From the board members
who tirelessly worked to make this
merger happen, to the attorneys who
worked pro bono as a service to our
industry. Volunteerism was revealed
throughout the entire process.

The tradition of recognizing the con-
tributions of outstanding volunteers has
been a cornerstone of both IFCP and
AFCP. Gladys Van Drie has been recog-
nized as exemplifying that gift of volun-
teerism for AFCP and Ben Hammack
represented those same qualities for
IFPA. ACP was honored to have Gladys

John Draper receives award
from Gladys Van Drie

Van Drie present in Des Moines to be a
part of the 2021 presentation.

The 2021 recipient of the ACP Volun-
teer Award does not seek the spotlight
but it invariably finds them. So, it was
only natural that the association took

this opportunity to shine a spotlight
on a person who tirelessly worked to
make ACP a reality, all while leading
their own publication. Tasked with
leading the two organizations through
the merger process required a per-
son who could navigate a mutually
acceptable path through significant
diversity. John Draper was that person
and was certainly up to the task. His
leadership and impartial approach to
the process provided the guidance to
make possible what many thought was
impossible.

In addition to running his company
and directing the activities of the asso-
ciation, John has somehow found time
to the champion and lead the Rising
Stars Program for the past 11 years. His
contributions to the association and the
industry reflect all the volunteer attri-
butes represented by both Gladys Van
Drie and Ben Hammack. Please join
us in congratulating John Draper, 2021
ACP Volunteer Award recipient.

LIFETIME ACHIEVEMENT AWARD

laine Buckley started her career

42 years ago as a sales represen-

tative for Harte Hanks in south-

ern California. With the help of
Elaine’s sales acumen and leadership,
the PennySaver grew to over 9 million
circulation as the country’s largest free
community publication. During that
time she held roles as Regional Sales
Manager, Director of Sales and finally
Vice President of sales overseeing $50
million in annual sales.

Following her career at with the
PennySaver, Elaine was attracted to
Florida by Glen Fetzner at Ocean
Media to oversee My Living magazines
where she has been president for the
last five years. Her leadership provided
for double digit revenue growth for
several years in a row and was instru-
mental in the expansion and develop-
ment of the product.

Elaine has also served on the boards
of the Association of Free Community
Papers (AFCP) as well as President of
the Southwest Association of Commu-
nity Papers (SACP). During her tenure
with AFCP, Elaine chaired the Member-

ship Committee for two years and lead
several successful membership drives.
All those years of leading sales teams
enabled Elaine to become one of the
most experienced and diverse trainers
in the community publication industry.
As a cornerstone participant, design-
er and advocate for The Leadership
Institute (TLD from the very begin-
ning 16 years ago, Elaine has written
and presented numerous TLI classes

throughout that time to literally hun-
dreds of industry sales professionals.
Her enthusiasm for the industry and
the free paper products it offers has
made her classes some of the most well
attended and professionally rewarding
classes TLI has to offer.

Elaine Buckley has also conducted
countless TLI training programs for
members of the free paper industry
around the country as well, presenting
at a number of regional trade asso-
ciations, including SACP, PNAWAN,
FCPNY, WCP, MACPA and CPF. All
of this tremendous contribution has
been focused solely on improving the
sales skills of free paper profession-
als across the country. Always willing
to share her customized information
for sales training programs, she has
a reputation as a dramatic speaker,
dedicated sales coach and the coun-
try’s number one distributor of sales
enthusiasm!

Elaine’s impact on the industry will
be felt for generations to come and will
stand as a testimonial to her incredible
history of lifetime achievement.

OCTOBER 2021 | 15



he Leadershjp Institute

PROFESSIONAL Drvers,

A TSy | | T
John Draper, Dan Buendo and Paul Huntley
on a walk down Memory Lane!
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ACP and MFCP recognized this group of young professionals.
Those recognized are members of ACP’s Rising Stars (RS)

program or MFCP’s Most Valuable Professional (MVP) program.

Shown (L-R) are: Amanda Hoefler (MVP), Kelsey Gingrich (RS),

Cory Regnier (RS), Kari Jurrens (MVP), Nathanial Abraham (RS),
Carl Appen (RS), Carrie Fowler (MVP), Manuel Karam (RS).

Not present: Ericka Winterrowd (RS),
Carmen Campbell (RS).
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Holly Hoffman Our fearless leader —
and Lee Borkowski John Draper
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Michael Gartner during his Alyssa Warren explaining
luncheon keynote. WhutsFREE during the trade show.

(L-R) The Exchange crew: Amanda Davis, Kylah Strohte,
Barb Powers, Jan Martin and Pat McHale
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Club ACP in full swing!



THE SURVIVOR WAY

Isa Miller - MFCP President The Dean of TLI -
welcomes guests. Rob Zarrilli

HABITUAL
LINE STEPPER
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Kevin Slimp presenting during Mike Blinder during his closing
the graphics track. keynote address.
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Greg Bruns watches Carol Toomey pick the Lottery Tickets Idea Exchange — Survivor Style.
winner from Cassey Recore.
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PAPER LOVES TREES

U.S. forests, which provide wood for making paper used to
print publications like the one you're reading right now, have
been growing by over 1,200 NFL football fields every day!

Discover the story of paper
www.lovepaperna.org

Source: According to the UN Food and Agriculture Organization’s 2020 Global Forest Resources Assessment,
U.S. forest area expanded by an average of 605,000 acres per year between 1990 and 2020.
An NFL football field is 1.32 acres in size.

For copies of this ad to run in your publications, contact the ACP office at 877-203-2327.



INDUSTRY ADVICE

THE VOICES OF EXPERIENCE...

WE ASKED SOME INDUSTRY VETERANS THE FOLLOWING QUESTION —
“IF YOU COULD GIVE A FELLOW PUBLISHER JUST ONE PIECE OF ADVICE BASED ON YOUR EXPERIENCE,
THAT ADVICE WOULD BE...?"”

CAROLTOOMEY -
53 years in the community publishing industry

Never give up. When it looks like things couldn’t
get worse, it gets better. I have had my share of
papers who set out to put me out of business
(including the Boston Globe) and just told my
sales people to keep on doing the good stuff we
do and ignore them.

AND

Keep your rate card. Once you break your rate
card, the word spreads. And you can never get
full price again. And it doesn’t stop with that
customer because they never keep it a secret. I
would rather give my front cover away if it was
unsold than cut my price. No one can expect you
to keep on giving it away so they pay full price
the next time.

DICK SNYDER -
48 years in the community publishing industry

For decades I primarily focused on sales, and
my ego was pumped up on how many pages
my papers were. Then I finally realized that

for every dollar I sold, I made 10 to 15 cents.
But... for every dollar i saved through expense
reduction, I made a dollar. This more aggressive
approach to the debit side of my P&L Statement
has allowed us to continue to be profitable and
survive in downturns such as the one we find us
in today.

LOREN COLBURN -
44 years in the community publishing industry

It’s so easy to begin to believe that the publica-
tion is all about your advertisers, but you need
to always keep focused on the reality that it is all
about your readers. Without their loyal support,
there will be no advertisers. As your readers
evolve, you need to evolve with them.

LEE BORKOWSKI -
41 years in the community publishing industry

If T could give just one piece of advice it would be to NETWORK.
Meet as many people as you can. Talk about their business, their
challenges, their successes and even their failures. You will learn
so much - and, as they say, knowledge is power!

DAN ALEXANDER -
40 years in the community publishing industry

Stay focused, don’t try to fix everything at once. Prioritize
needs, tackle and complete one project at a time before moving
on to the next task. Avoid trying to do it all at once and end up
with half-done failures or accomplishing little.

SCOTT PATTERSON -
35 years in the community publishing industry

Stay ahead of what your customers want as things change. If you
do not, the competition will, and your customers are not so loyal
as to stay with you if they can get better results elsewhere.

BARB POWERS -
21 years in the community publishing industry

As a publisher, it’s important to have a coach or a mentor that
keeps you accountable. It’s easy to get stuck in daily activities
and current problems but a publisher needs to have a vision
with a mission and goals. The goals need to be for 5 years
ahead then all the way down to weekly goals that are clear.
It’s easy to get distracted these days so having a coach or a
mentor will keep you on track and help to see if any adjust-
ments are needed. I use a coach, free of charge, from our local
college and Small Business Development Center.

GLADYS VAN DRIE -
32 years in the community publishing industry

Our business philosophy was hire good people, train them,
trust them and get the heck out of their way. (Then attend your
State and National meetings for continued growth.)
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INDUSTRY IMPROVEMENT

EMPLOYEE RECOGNITION IS IMPORTANT:
HERE’'S HOW TO DO IT WELL

BY KIM HARRISON

This article by Kim Harrison was originally published on Cutting Edge PR at bttps.//cuttungedgepr.com in June, 2020

o be really effective in your job,
you need to understand the
psychology of praising others
for their good work, to apply
the principles of employee recognition
yourself and to encourage others to
initiate it in their working relationships.

Employee recognition is the timely,
informal or formal acknowledgement
of a person’s or team’s behavior, effort
or business result that supports the
organization’s goals and values, and
which has clearly been beyond normal
expectations. To be fully successful in
the workplace at any level, you need to
understand the psychology of praising
others for their good work, to apply
the principles of employee recognition
yourself and to encourage others to
initiate it in their working relationships.

Appreciation is a fundamental human
need. Employees respond to apprecia-
tion expressed through recognition of
their good work because it confirms
their work is valued by others. When
employees and their work are valued,
their satisfaction and productivity rises,
and they are motivated to maintain
or improve their good work. Gallup
studies show employee recognition is
the key factor influencing employee en-
gagement, and therefore organizational
performance.

Employee recognition is the principle
of social proof in action, a term pio-
neered by social psychology professor
Robert Cialdini. He defined the prin-
ciple in this way: “We view a behavior
as correct in a given situation to the
degree that we see others performing
it.” Employee recognition embodies the
principle by showing to others in a tan-
gible way that a person’s efforts have
been outstanding.

SEE OPPORTUNITIES
AND ACT ON THEM

There are two aspects to employee
recognition:

1. The first aspect is to actually see,
identify or realize an opportunity to
praise someone. If you are not in a
receptive frame of mind you can eas-
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ily pass over many such opportuni-
ties. This happens all too frequently.

2. The other aspect is, of course, the
physical act of doing something to
acknowledge and praise people for
their good work.

Yet, surveys by the Gallup organiza-
tion' every year since 2000 have found
that only 1 in 3 US workers strongly
agree they have received recognition or
praise for doing good work in the past
7 days. Gallup consultants recommend
that recognition should be given week-
ly in broad terms to those who deserve
it — and in a timely way so the em-
ployee knows the significance of their
recent achievement and to reinforce
company values.

VITAL COMMUNICATION ROLE
IN GIVING RECOGNITION

Why should you get involved in em-
ployee recognition? Firstly, because you
can use the principles to great effect in
your own working relationships (and
personal relationships).

Secondly, because employee recogni-
tion has a huge communication com-
ponent. Recognizing people for their
good work sends an extremely powerful
message to the recipient, their work
team and other employees through the

grapevine and formal communication
channels. Employee recognition is there-
fore a potent communication technique.

Employee recognition isn’t rocket
science — it is an obvious thing to do.
Despite the unquestioned benefits aris-
ing from employee recognition, one of
the mysteries of the workplace is that
recognition invariably is done badly, if
done at all. Managers need reinforcing
and coaching. They need a program,
principles and procedures to help them
apply recognition effectively within
their area of responsibility. Employee
recognition remains an undervalued
management technique.

One thing you can do is to ensure
there are questions on employee recog-
nition in your organization’s employee
surveys. The results can be used to
prove the need for greater employee
recognition.

Surveys conducted by Sirota Con-
sulting have revealed that only 51%
of workers were satisfied with the
recognition they received after a job
well done. This figure is as conclusive
as you could get — it resulted from
interviewing 2.5 million employees in
237 private, public and not-for-profit
organizations in 89 countries around
the world over 10 years.



COST-BENEFIT ANALYSIS
OF EMPLOYEE RECOGNITION
The cost of a recognition system is
quite small and the benefits are large
when implemented effectively. Meta-anal-
ysis conducted by the Gallup Organiza-
tion of the results from 10,000 business
units in 30 industries found [a meta-anal-
ysis is the statistical analysis of results
across more than one study]. These
principles are timeless; further research
shows they are universally consistent:

Benefits

¢ Increased individual productivity —
the act of recognizing desired be-
havior increases the repetition of the
desired behavior, and therefore pro-
ductivity. This is classic behavioral
psychology. The reinforced behavior
supports the organization’s mission
and key performance indicators.

* Greater employee satisfaction and

enjoyment of work — more time

spent focusing on the job and less

time complaining.

Direct performance feedback for

individuals and teams is provided.

Higher loyalty and satisfaction

scores from customers.

Teamwork between employees is

enhanced.

Retention of quality employees in-

creases — lower employee turnover.

Better safety records and fewer

accidents on the job.

* Lower negative effects such as ab-
senteeism and stress.

Costs

* Time spent in designing and imple-
menting the program.

* Time taken to give recognition. Dol-
lar cost of the recognition items given

* Time and cost of teaching people
how to give recognition.

* Costs of introducing a new process.

Individual Performance
®» Recognition ® Increased
productivity and satisfaction =»
Increased value to your organization

MEASURABLE IMPROVEMENT
IN PROFITABILITY

Measuring the direct impact on
profitability is difficult because it is
only one of many factors influencing
employees in every workplace. How-
ever, case studies make a persuasive
case that bottom-line benefits have
been achieved through recognition
schemes. The Walt Disney World Resort
established an employee recognition
program that resulted in a 15% increase
in staff satisfaction with their day-to-
day recognition by their immediate
supervisors. These results correlated

highly with high guest-satisfaction
scores, which showed a strong intent to
return, and therefore directly flowed to
increased profitability.

On the other hand, the cost of ex-
tremely negative or ‘actively disengaged’
workers comprises a massive 10% of the
US Gross Domestic Product annually,
including workplace injury, illness, em-
ployee turnover, absences and fraud.

HOWTO GIVE EMPLOYEE
RECOGNITION

Firstly, it is important to understand
the context, and to keep in mind
several key organizational principles
for giving employee recognition® — as
explained in this article. Raphael Craw-
ford-Marks outlines 5 broad ways to
give appreciation/recognition in a 2021
Bonusly article?:

Love Language/ Description of Workplace
LA A Language Examples
Appreciation guag P

Communication | Verbal recognition
Words of positive per- | and written compli-
of Affirmation P .p P
sonal sentiments | ments
. Offering helpto a
Expressive . .
. coworker with their
. actions that .
Acts of Service require plannin workload, clearing
quire p 9 the lunch table, and
and effort .
special perks
Being with Team building activ-
someone and ities, group lunches,
Quality Time giving them » GroUpIUNChes,
- and volunteering
your undivided together
attention 9
Something tan-
. gible that serves | Gift cards, bonuses,
Gifts
asasymbol of | and coffee
caring
) High fives, hand-
. Appropnate. shakes, and fist
Physical Touch | touch perceived
as appreciation bumps (remember
PP to ask first!)

You can be a catalyst in your orga-
nization. Initiate it in your area. You
could start doing it discreetly, not even
telling others about the change, but
doing it and observing the results.

You can spontaneously praise peo-
ple - this is highly effective. To many
employees, receiving sincere thanks
is more important than receiving
something tangible. Employees enjoy
recognition through personal, written,
electronic and public praise from those
they respect at work, given in a timely,
specific and sincere way.

This day-to-day recognition is the
most important type of recognition.
Day-to-day recognition brings the ben-
efit of immediate and powerful rein-
forcement of desired behavior and sets

an example to other employees of de-
sired behavior that aligns with organi-
zational objectives. It gives individuals
and teams at all levels the opportunity
to recognize good work by other em-
ployees and teams, and it also gives the
opportunity for them to be recognized
on the spot for their own good work.

Even if you aren’t a manager, you can
be alert for opportunities to recognize
others and take the initiative to do
something. You can nudge your manag-
er to do more of it and to encourage it
in other departments.

THE BEST FORMULA
FOR RECOGNIZING AN

INDIVIDUAL

1. Thank the person by name.

2. Specifically state what they did that
is being recognized. It is vital to be
specific because it identifies and
reinforces the desired behavior.

3. Explain how the behavior made you
feel (assuming you felt some pride or
respect for their accomplishment!).

4. Point out the value added to the
team or organization by the behavior.

5. Thank the person again by name for
their contribution.

Recognition is a key success factor
even at higher levels of management.
Dr Lawrence Hrebiniak, Professor of
Management in the Wharton School at
the University of Pennsylvania, states
in his book, Making strategy work:
leading effective execution and change:
“What’s absolutely critical...is that the
organization celebrates success. Those
who perform must be recognized.
Their behavior and its results must be
reinforced...Managers have emphasized
this point to me time and time again,
suggesting that, as basic as it is, it is
violated often enough to become an
execution problem...Give positive feed-
back to those responsible for execution
success and making strategy work.”

If you would like to know how to
initiate and conduct employee recog-
nition activities, you can find lots of
ideas, and the best framework and
guiding principles from Kim Harrison’s
eBook, How to create a top employ-
ee recognition program available at
https://cuttingedgepr.com/downloads/
employee-recognition-helping-
you-achieve-great-team-performance/ W

bttps;/www.gallup.com/
workplace/23644 1/employee-recognition-
low-cost-bigh-impact.aspx?g_source
=RECOGNITION&gG_medium=topic&g_
campaign=tiles
*bttps.//cuttingedgepr.com/key-principles-
effective-employee-recognition/

3https;/blog.bonus.ly/appreciation-at-work
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arge your
venue

iQ Audience+ by TownNews gives media
organizations of all sizes powerful new tools to
lift subscription rolls and preserve advertising
revenue, while boosting audience engagement.

i@Audience -

Helpmg mnovatlve publishers staff in a

post-Covid World.

Specialized in supplying
Graphic Designers
Accounting and Bookkeeping Professionals
Customer Service Reps.

Call or email today. 1800-680-1636 info@staffdifferent.com
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BIG CHANGES
IN MERCHANT FEES

Now more than ever, it's important
to know what you’re paying, and why

BY: MSG PAYMENT SYSTEMS

ave you heard the news? Visa, Mastercard, and

Discover made BIG adjustments to their rates.

We know, we know - it’s a dry topic. However,

it’s important to know what this means for your
business: Your bottom line could be impacted. There
may be substantial changes to the fees you pay for credit
card acceptance.

These updates were originally scheduled for April
2020, but were pushed back to April 2021 due to the
COVID-19 pandemic. Although it’s only been a few
months, we already see the effects they’re having on
businesses. To avoid paying more than you should, there
are ways to make sure you’re getting the best rate pos-
sible. First, make sure your merchant account is coded
properly. There are categories for each industry with
different rules and fees. Second, make sure your pricing
structure isn’t bundled or flat rate. This can result in
overpaying for some transactions.

If all of this sounds overwhelming — you’re not alone.
Afterall, your job is to grow your business, not study
merchant services. That is where we step in. We take
time to learn about your business, your customers, and
ensure your account is set up correctly for your industry.
For each of our clients, we look at all of these factors
to create a custom program that helps them meet their
goals. Merchant services is not a one-size fits all indus-
try. If you are interested in an account review, contact us
at 888-697-8831 or msgpay.com/quote.

The bottom line: rates and pricing structures have
changed, and your company may be impacted. The pay-
ments industry evolves quickly, and what worked a year
ago could be different today. Your best plan of action is
to partner with a trusted payments expert to see what, if
anything, should be adjusted. ®

2 FANE BN iNS

Company that Cares About the Details

T@C{é _ (IALf< everything

with sales:

Advertiser emails, Bills,
Marketing, Forecasts and Proofs

303-791-3301
FakeBrains.com




LETTER TO THE EDITOR

GETTING LUCKY AT ACP

f someone goes to an out-of-town

conference and says they “get

lucky” — you probably do not

want to ask a lot of questions.
But after 23 years of attending the
annual conferences of AFCP and now
ACP I have lots of good luck stories
to share.

First, it is always about the people.
If business, politics, and personal
struggles are getting you down, a
few hours with free paper publishers
can renew your faith in people and
positivity. I am lucky to know many
of the people that come to these con-
ferences, volunteer countless hours to
make them a success, and celebrate
their years together.

Between my busy law practice, and
postal association work, there are
never enough hours in the day to get
the work done. But I have learned
to mix business and pleasure and I
have “gotten lucky” many times at the
annual free paper meeting.

Your conference planners always
seem to have great timing. When
we attend a conference, we make
an effort to see what is going on in
town, and to “get lucky” with what-
ever local sites or evens might be
available for good times. Thanks to
the association leaders and member

that have invited me, and my partner
Jeff Albrecht, to go postal with them
since 1997, here are some of our
memories we have made together at
your annual meetings.

Most speakers make you laugh -
cry — and think. Sometimes all at
once.

One of my first conferences was in
Chicago - right in the middle of the
Chicago Blues Festival. Post Katrina,
the New Orleans conference was
in the middle of the New Orleans
jazz festival. Tab Benoit showed us
all how to Boogie at a private per-
formance. Publishers know how to
party! (Some of them even know how
to dance).Your conference planners
like getting funky and provided
some great music. The music under
the stars in Palm Springs on an April
night go head-to-head for great mo-
ments with the Buffet cover band and
sunset at St. Pete’s beach.

Dancing and outdoor music has
always been my jam and a source of
much joy. But there has been other
fun as well. Like any ‘winner’ “we
got to go to Disney World.” Jeff rode
in a pace car at Daytona. We saw
where a war started in Savannah and
got to party on an aircraft carrier
in San Diego. We saw sharks and

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

=

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

For all quote requests, please contact

Phone: 713-320-3021

Chad Swannie
Email: chad_swannie@preferredms.com

MEETINGS

caught an outdoor dog frisbee catch-
ing show in Atlanta. Jeff’s birthday
falls on many of the April conference
dates. In Louisville I made him “see
fireworks” and he “got lucky” with
me in Vegas.

The Des Moines conference was
full of delightful surprises. Mid-West
blue skies, and tropical tempera-
tures were appropriate for the World
Food Fest and International Music
Festival a few blocks from the hotel.
We ended Saturday night of the
conference listening to the Original
Wailers sing Bob Marley’s reggae
classic “Don’t worry — everything is
gonna be all right.”

Thanks to ACP and the people
that make it possible. Borrowing a
theme from the Des Moines meetings’
opening ceremonies, lowa can be a
little bit like heaven. When it comes
to planning a great conference “if you
build it, we will come”. Thanks! ®

Gratefully Submitted,

Donna Hanbery, Executive Director
Saturation Mailers Coalition (SMC)
33 South 6" Street

Suite 4160

Minneapolis, MN 55424

DD 612-340-9350

Fax 612-340-9446

Somebody once said...
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The difference between the almost
right word and the right word is the
difference between the lightning
bug and the lightning.

—_— 9

Mark Twain
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A Member Benefit of the Association of Community Publishers (ACP)

OPEN MEMBER
NETWORKING SESSIONS
FOR PUBLISHERS

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

Watch for your registration invitation

in your email each Tuesday to sign up!

If you're not receiving the invitation emails or want to join ACP, call the
ACP Office at 877-203-2327 or email cassey@communitypublishers.com.
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WE CAN'T PULL A RABBIT
OUT OF A HAT... sk

.

')

but we can make your software
Headache disappear.
Call us and find out how you can convert

your information to Merrimac Plus at
budget pricing.

Merrimac

Call for more information:
207.452.2476 or 978.580.1895
100 Domino Drive, Concord MA

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

KAMEN & CO. GROUP SERVICES, LLC

Media Appraisers, Accountants, Advisors & Brokers

PLUS

626 RXR Plaza

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

Cell: (516) 242-2857

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

Kevin B. Kamen
President/CEO

Our co Better

Because you can offer free samples one
item at a time. That’s better than leaving
your door wide open, and letting people
take whatever they want, for nothing.
WHAT WE DO: Single sign-on, innovative podcasts, Spanish.
Publisher retains all rights, and keeps 90% of sales (fees apply).

Thomas P. Small
PRESIDENT

815802 5150

CleanTicketCompany.com

Your headquarters for Plastic Bags

For questions or to place an order,
please contact us at:

800.634.0017 = pdi-plastics.com

sales@pdisaneck.com
Fax: 614.890.0467

SUPPLIES

THE LEADERSHIP INSTITUTE

HIGHEST POSSIBLE
STANDARDS

BY JIM BUSCH

‘ Average leaders raise the bar on
themselves; good leaders raise the
bar for others; great leaders inspire

others to raise their own bar.”
—Orrin Woodward

nac

Association of Community Publishers

he issue of Publish is dedi-

cated to honoring our asso-

ciation’s 2021 Publisher of

the Year. As I write this, the
conference is still weeks away and
I do not know who will receive
this honor. I do not know wheth-
er they are male or female, young or old, or where they
come from. Despite this lack of information, I can tell you
a lot about the recipient of this award. I know that they
are intelligent, hardworking, and ambitious. They are cre-
ative, expert time managers, and goal oriented. Our new
Publisher of the Year is enthusiastic and optimistic; a real
glass half full kind of guy (or gal). I am 100% certain of
these statements because these are all traits of the people
who excel in our industry.

I can also say with absolute certainty that our Publisher
of the Year is a person who holds themselves and others
to high standards. Adherence to high standards is the
hallmark of exceptional leaders. Their dedication to ex-
cellence is what separates truly great leaders from merely
adequate managers. Our Publisher of the Year is the kind
of person who is never quite satisfied; they always want
to push a little further, to, in the words of Orrin Wood-
ward, to raise the “bar a little higher.” Two words that
you will never hear them say are “good enough.” They
are never deterred by setbacks. Like everyone else, they
may make mistakes, and sometimes things may not go
their way. Whatever happens, you will never hear them
whine about their situation or try to make excuses for
their failures. They have the courage to admit that they
were wrong, the wisdom to learn from their experience,
and the resilience to start agan. The one thing that they
simply cannot abide is anyone who fails to give a 100%
to everything they do. They inspire great loyalty in their
employees; good people enjoy working for someone who
brings out the best in them. They also like working for a
person who holds themselves to the same, or even higher
standards than they do their people. How did our new
honoree win this honor, by pushing themselves and their
teams to the highest possible standards of excellence, just
because that’s the kind of person they are! B
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SALES TIPS

A SPOOF ABOUT BAD

TIME MANAGEMENT HABITS
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any salespeople are not well

organized because they don’t

have a good personal time man-

agement system. The following
is intended to be a spoof about time
management.

1. THE EARLY MORNING--
STRIKING THE RIGHT IMAGE:
If the salesperson is new and the
starting time is 8:00 am, he will get to
the office at 7:30. The salesperson does
not know why he is there at 7:30 but he
wants to look eager. Next, he will cruise
the office and plant, always walking
very fast so everyone will see him
and recognize he has arrived early for
work. Then it’s back to the sales area,
time for a cup of coffee, discussion of last
night’s TV programs, and a phone call to
the lottery hot line.

2. STARTING THE
MORNING CALLS:

At around 10:00, the salesperson gets
into his car and now begins his time man-
agement for the day. With 500 accounts in
a 10 mile radius, the salesperson thinks “I
wonder where I'll go today?” The first call
on any day has to be to someone who is
friendly, with a preference for someone
who has coffee or very close to a coffee
shop. Sunny days are good for a half hour
trip to Harvey’s Hardware store. Harvey
is happy to see him because Harvey is
lonely. The salesperson could easily spend
an hour with Harvey and justify it by
saying it’s account development. After all,
Harvey does run 10” ads occasionally and
he wants to be right there when Harvey is
ready to increase his ad size.

3. LUNCH TIME

At 12:00 noon the salespeople return
to the office, then out to lunch together
and begin “market research.” The newest
salesperson always has everything fig-
ured out the first week. If the paper is a
broad sheet format, it should be a tabloid.

If the paper is mail-delivered, it should be
carrier-delivered. They then commiserate
together—the economy is weak, people
are not spending, business is down, and
the radio station is cutting its rates again.

4. AFTERNOON SELLING TIME
Back to the office from lunch, followed
by paper shuffling and a few phone
calls...and finally about 2:00, the sales-
person is back out on the street for his
selling activity. The salesperson knows
something is wrong because the mer-
chants are not running out of their stores
and throwing advertising copy into his
car. The salesperson never thinks, “Well,
the publication has been in business for
20 years—maybe they’re doing something
right.” The new salesperson cannot under-
stand the merchants’ sales resistance.

5. LATE AFTERNOON
WIND DOWN

The salesperson wants to be back in
the office by 4:00, to insure he can leave
promptly by 5:00. He quickly submits his
copy to the layout department and tells
them he’ll look at the finished production
ads in the morning.

This pattern of wasting time means that
once bad habits are formed, the sales-
person will continue to waste time, day
in and day out. But when a salesperson
makes good sales calls on a regular basis,
increased sales will result.

However to do this, he must have
an effective time management system,
demonstrate self-discipline, and have an
organized work plan. B

Bob is the author of 4 e-books for the
newspaper industry, available on
www.bobberting.com. Bob is a profes-
sional speaker, advertising sales trainer,
publisher marketing consultant and
colummist in many national and re-
gional newspaper trade association
publications. He can be reached at
bob@bobberting.com or 317-849-5408.
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BY JOHN FOUST
RALEIGH, NC

AD-LIBS

HOW TO HANDLE
UNSPOKEN OBJECTIONS

randon is an advertising manager

who wants his team to be pre-

pared for all sales situations. “We

spend a lot of time on sales strat-
egy,” he said, “because that helps us cut
down on unexpected surprises. To use a
baseball comparison, we want to be able
to hit the curveball.

“As any sales person will tell you, the
most common curveball is an objection,”
Brandon explained. “Most prospects
have some kind of objection, even if
they don’t say it out loud. Unspoken ob-
jections can be real sales killers. You’re
sailing along thinking everything is
going fine, then at the end of the conver-
sation the prospect says, ‘Tll think about
it and let you know.” That creates a real
predicament for a sales person.

“There’s an old saying that silence is
golden, but that’s not true in selling,”
Brandon said. “Sometimes it’s your
job to verbalize what the prospect is
thinking. If you don’t, the objection that
is lurking below the surface may never
come to light. I disagree with the idea
that you can’t answer an objection you
don’t hear. An unspoken objection can
sink your presentation just as fast as
one that is shouted.

Brandon explained that the key is
to be prepared to weave answers to
objections into the presentation. The
good news is that most objections are
predictable. If a sales person has done
his or her homework, there’s no reason
to be surprised to hear a question about
price, readership statistics, ad position
or production.

“Take price, for example,” he said. “A
prospect may be embarrassed to say,

‘ Brandon explained that the key is to be
prepared to weave answers to objections into
the presentation. The good news is that most
objections are predictable.

‘T don’t think I can afford to advertise
in your paper.” You can address that

by bringing up the objection yourself,
then reassuring them that it’s natural to
be concerned about price. I encourage
our team to say something like, ‘Some
advertisers wonder about the afford-
ability of advertising in our paper.’ Or
‘People often ask how our rates compare
to other media outlets.” Or “‘You may be
wondering how this could fit your ad
budget.’ Then they answer the objec-
tion just like they would if the prospect
brought it up.”

This is a variation of the old Feel-Felt-
Found formula, which says, “I under-
stand how you feel about price. Other
advertisers have felt the same way. And
they found benefits such as...” The
difference here is that the sales person
brings up the topic. But as Brandon cau-
tions, don’t use the words “feel, “felt” or
“found.” That formula has been around
so long — and those words have been
misused by so many sales people — that
they can make prospects think they are
being manipulated.

“Some prospects actually seem
relieved when a difficult objection is
mentioned by the sales person,” he said.
“I've seen them nod their heads and
say, ‘Yeah, I was thinking about that.
In a sense, it clears the air and makes
them more receptive in the rest of the
conversation.”

In other words, your prospects might
not object when you mention their un-
spoken objections. B

(c) Copyright 2021 by Jobn Foust.

All rights reserved.

Jobn Foust bas conducted training
programs for thousands of newspaper
advertising professionals. Many ad de-
partments are using bis training videos
to save time and get quick results from
in-house training. Email for informa-
tion: jobn@jobnfoust.com
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Ooops, back to ¢ peé, 0yﬂl'll... but just as important as hiring the right salespeople, so
is the need to use the right typeface. October is our once a year chance to use all those
freaky, weird and definitely offbeat typefaces... it's Halloween!

We ran a lot of promotions in our papers, but the ones that we always received a great
response from were the “coupon” promos. Naturally, we offered many opportunities to
group the business coupons together for easy access. Most times, these coupons were
grouped under a very simple heading, usually a six-column by one inch deep heading,
similar to the one below. Our challenge was to convey the seasonal aspectin a very limited
amount of space... usually with a simple graphic and distinctive typeface for Halloween.

d? /si(o_égc\z‘ular' = S ANT=

Appropriate type...
The typeface we choose for spooktacular
was not a typeface that was used everyday.

Fortunately, there are websites that offer
free fonts— which is just what we needed
for a once-a-year promo (we had very little
call to use this in our “regular” ads).

Anyway, a couple of years ago | found
that Mighty Deals had a group of Free
Halloween Fonts; unfortunately when |
checked recently, | could not find them.
https://www.mightydeals.com

But not to worry, when | typed in the
name of the first font, Broken Glass, it took
me to a website that also had free fonts.
These fonts are basically for personal use
only, and they did have similar looking
typefaces. Here is the link to dafont which
offers these free typefaces, but be aware
that the fonts presented on this website
are their authors’ property, and are either
freeware, shareware, demo versions or
public domain. https://www.dafont.com

Searching a little bit more, and typing in
the Needleteeth font, | came across anoth-
er site that offered commercial use as well.

This font also comes in regular, psycho,
creepy and spooky...and as | said, you only
need one. https://www.1001fonts.com
https://www.1001fonts.com/halloween-
fonts.html

Another site | found was freefontspro,
when I typed in Coraline’s Cat... also with
commercial free usage. Just be sure to read
the usage on any of the websites.
https://www.freefontspro.com

fCaa)
Remind me
to make
dinner!

| OCTOBER 2021

I've selected a few typefaces suitable for
Halloween to get you started. Limit them
to a couple of words, or a short headline to
get the most effective impact.

I'm using my original choices, because |
have enough Halloween typefaces to last
foralong while.

Using these typefaces at the largest size
possible also adds impact. | have also cho-
sen to show what size was used because
they vary so much in their dimensions—
some at 30 points and others at 16,19 and
23 points. One size does not fit all!

anmnneT LRl D
SONOYTREGIAD
or Wil |

Broken Glais at 30 points

Spooktacular

Cheap Fire at 30 points

Spookvacular

oraline’s Cat at 16 point

SPOOKTACULAR

Creepster at 30 points

OPDORTHCULAR

Foul Fiend at 16 points

SPOOKTACULAR

Green Fuz at 30 points

SPOOKTACULAR

Headhunter at 19 points

SPOORTACULAR

Needleteeth at 30 points

SRORTACULAR

Needleteeth Spooky at 30 points

SPOOKTACULAR

Zombie at 23 points

Free specialty typefaces for Halloween or
any holiday or seasonal event can be found
online, but may be missing typographic
integrity. Believe it or not, these Halloween
fonts are not Type | fonts... so they could
be around forever!

At times you have to treat the typeface
asartwork, because it’s distinctive, so don't
try to add a lot of graphicimages. Treat the
typeface as the graphic and incorporate
small suggestions of the season into/with
the type (as shown with the “coupon head-
ing” in the first column).

Interactive PDF...

I'm still learning about an interactive PDF.
Little things to do and not to do. Please
let me know if you have any trouble with
them, because it's easier to send you to a
website then to tell you how to get there...
it's my interactive “Uber.”

Adobe MAX- The Creativity
Conference: Oct. 26-28

... FREE and online again this year! This
virtual event covers the gamut—Photo-
shop, Lightroom and Lightroom Classic,
Video and all things Adobe. Register for
20-30 minute sessions or even 60 minute
labs — check it out here:
https://www.adobe.com/max.html

Final thoughts...

For the last couple of weeks | have been
seriously getting rid of some of my books. |
am and always have been a “book” person
and when | worked in printing, the color,
texture and types of paper were always
a distraction. Anyway, these books are
destined for a charity book sale, but there
were books that | “newly” discovered.

As a person who designs, it’s a little dif-
ficult to go through the “creative” process
adequately. “Caffeine for the Creative
Mind (250 exercises to wake up your
brain) and “The Imagineering Workout”
(exercises to shape your creative muscles)
were unearthed, so to speak, in my latest
endeavor to organize.

It's always a challenge to come up with
an effective approach to present a service,
a product or an idea in a way to garner
attention and create interest. That's part of
my job as a designer.

So with thatin mind, lam aiming to start
the New Year with a new per-
spective and perhaps a
new approach to help ™
add to our skill set...




Community Publications Business and Service Directory

ADVERTISING SERVICES & SOLUTIONS
OFI1.

7182

metrocreativeconnection.com

APPRAISALS & BROKERING
Newspapers
Magazines - Shoppers
Book Publishing

Confidential
Customized - Comprehensive

KAMEN & CO. GROUP SERVICES
516-379-2797 WWW.KAMENGROUP.COM
For more information - see our ad in this issue.

CONTENT AND DATA MANAGEMENT
Digital Publishing Solutions For
News and Media Organizations

www.townnews365.com

800-293-9576

Online Solutions.

Direct Mail?

Turn-Key Saturation
Direct Mail Programs
> Bagy © Fast ° Profitable

jeff@ultimateprintsource.com 909-947-5292 x-320

TIMES-SHAMROGK
GREATIVE SERVIGES

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

855-614-5440 WWW.TCSDIRECT.COM

TOWn News Bottom-line results. WWW.mtimateprintSOurce.COm
CREATIVE SERVICES DISTRIBUTION SERVICES FOR PRINT MEDIA

AMERICAN NEWSPAPER SOLUTIONS

Helping reinvent American newspaper
distribution through improved delivery,
circulation and marketing support services.

248-572-6100 WWW.ansnewspapers.com

QUIMORENEON ey Audits and

Readership Studies

VERIFICATION

COUNCIL

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

CRM - CUSTOMER RESOURCE MANAGEMENT

ARE YOUR MEDIA SALES... HELP YOUR TEAM...

ASK-CRM f-”f‘cmi"newapermmu

tools to ine media selling d to maximize your sales efforts.

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

E-COMMERCE CLASSIFIED SOLUTIONS

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

978-662-3323
WWW.GETBLUEFIN.COM

Bluefin Technology Partners

Advertising Solutions for Publishers

CIRCULATION SUPPLIES
“from the basic to the innovative!”

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

- Make sure you see our ad on page 4 -

DIGITAL MARKETING PLATFORM

adant

The leader in local digital.
Unifying the sales process, marketing execution,
and reporting in a single toolkit.

303-656-1355
info@adcellerant.com

EDITORIAL RESOURCES

High-Quality,
Free Print & Digital Content

—
<.
=

. . 2
Visit familyfeatures.com or contact Cindy Long @ 913-563-4752 §®

Food and Recipes
Lifestyle and Health
Home and Garden

CIRCULATION SUPPLIES
Your trusted source for
circulation supplies
Poly Bags - Rubber Bands

Event Bags - Bundle Rain Covers - Carrier Bags

@ Contact us at:

800.634.0017

sales@pdisaneck.com

DIGITAL REVENUE CONCEPTS
START A BUSINESS DIRECTORY WEBSITE

ideal directories

Launch your BIG idea today!
Perfect add-on to your Wedding & Home
Improvement Special Sections
www.idealdirectories.com

ENTERTAINMENT CONTENT

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

HOPPER, and ReMIND magazine.

* ASK MATT

* CHEERS & JEERS

* MOVIE REVIEWS

* CELEBRITY INTERVIEWS
* BEHIND THE SCENES

* DAILY BEST BETS

* DID YOU KNOW?

* ReMIND ReWIND

MEDIA

PROINAGE

Making Complex Publishing Simple

Cloud Solutions to Help Reduce Costs

« Automated Workflow - Color Correction
« Ink Optimization « Press Registration

-426-7171
age.com

SUPPLIES fax: 614-890-0467 From the owners of Page Flip Pro & SiteSwan || 888-584-6688 ntvbmedia.com/edge
CLOUD SOLUTIONS DIGITAL SALES TRAINING LEGAL & PUBLICE NOTICE AUTOMATION

ARK

Digital Sales Group

“lgniting digital media advertising sales!”

INCREASE YOUR DIGITAL MARKET SHARE
HANDS-ON DIGITAL SALES TRAINING

800-917-0820
info@sparkdigitalsalesgroup.com

Your Legal Notice Experts

O

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

866-672-1600
info@legalnoticeservice.com

LEGAL
NOTICE
SERVICE

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

OCTOBER 2021 |

29



Community Publications Business and Service Directory

MAGAZINE DESIGN NEWS FEATURE CONTENT PROVIDER PUBLISHING SOFTWARE
The Flip180 difference X FULLY INTEGRATED X DIRECT MAIL
o ) § P ! ! NeWS tO Use X EASY TO USE X COMMERCIAL BILLING
Flip180's magazine website designers understand online content. Through X AFFORDABLE X GENERAL ACCOUNTING
our multi-channel approach, we'll find new opportunities to enhance your @‘MS - X FREE DEMO X PAYROLL
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 Featu re NEWS M e rrl m a c
website development to paywalls and digital marketing solutions, we bring it
all together to propel your business forward, onward, and upward. R S Free content
F|ip180 Vee Banionis 818-855-7603 www.mynewstouse.com = PLUS
media Flip180media.com email: info@napsnet.com - 800-222-5551

603-323-5077  WWW.MERRSOFT.COM
PAID CONTENT PUBLISHING SOFTWARE

(M[o|D]|U] [M] THE NEWSPAPER MANAGER

MAILROOM CONTROL SYSTEMS
/(M/&/‘@d )

by MIRACOM ’ - . .
The leader i wﬁgcoﬁmpmmm % Publish life’s stories. i g HOW Pu blISherS PrOflt
e ea er In ews paper 2 Low-cost, turnkey solution to publishing & ~. CRM - SALES - PRODUCTION - BILLING
Mailroom Controls. £ raidl contentien sl platforme. L INTEGRATED MARKETING
888-3069-0639 (x83) B St 3 Ph: 706-750-0016 | gbooras@mirbeltechnologies.com
www.miracomcomputer.com i WWw.newspapermanager.com
MARKETING PLATFORM POLY BAGS PUBLICATIONS PRINTING

The Only Turnkey Solution Production, Fulfillment, Printing and

O
Designed Specifically for Distributi f Quality Poly B , Pol ‘
Local Community Publishers! iSTrDUtON Of AUSTY Ty Bags, Toly ummlngs

Bag Sampllng and Door Hangers' Publication Printers Since 1914

BECOME YOUR Michigan Office ) v MAGAZINES v GUIDEBOOKS
COMMUNITY HUB N ?&Vﬁﬁ{m%h'#g;ggrk solutions v JOURNALS v HIGH QUALITY
LOCABLE AN e souions 8:;0@,( 2% ;1%377216100 v CATALOGS v SHORT-RUN PUBLICATIONS
bublioher Network Fox (o48) 5726152 800-647-0035 CUMMINGSPRINTING.COM
MEDIA CONSULTING PRINTING AND PROMOTIONAL SUPPORT SEARCH ENGINE PLATFORMS
i SEARCH ENGINE
Design. Content. Ideas. HRCH BNl
Software. Training. P R E F E R R E D MARKETPLACES
AUTOMOTIVE
[ ] Providing the knowledge, Mgrkeﬂng Solutions REAL ESTATE
[ ) experience and technology to £ RECREATIONAL
help publishers grow and thrive! www.preferredms.com AGRICULTURAL

x’ VERTICAL & HORIZONTAL

401-455-1555

Creative Circle o i 800-270-1769 $ 800-944-3276 (ext. 0)
MEDIA SOLUTIONS www.creativecirclemedia.com AUTOCONX.COM
MEDIA SELLER SOLUTIONS PRINTING - FULL SERVICE SOFTWARE
. . ) e rs 1 LELEr
SRDS Solutions for Media Sellers We specialize in the art of printing! e rAnc BRAINS
Premium visibility packages deliver your Newspapers * Publications * Shoppers

information where media decisions are made! || Catalogues * Magazines * Directories * Coupn Books

Trumbull
,) SkDS

203.261.2548

7':\wé everything

with sales:
Advertiser emails, Bills,
Marketing, Forecasts and Proofs

303-791-3301

847-375-5000 = srds.com www.trumbullprinting.com FakeBrains.com
MERCHANT CARD PROCESSING SOFTWARE SYSTEMS FOR PUBLISHERS
Merchant Card Processing WE PRINT FOR PUBLISHERS SCS BUILDS TRUSTED SYSTEMS
Request a free quote: DIRECT MAIL - MAGNET MAILERS toch support 1eam and soy o wieh we could
1-888-697-883] - msgpay.com AUTO DEALER MAILERS contract with SCS to support all our products.
hello@msgpay.com Contact us today!
\/ HELMERZ 715-273.4601 - 800.533.1635 @
Ecommerce - POS m PRINTING% info@helmerprinting.com Software Consulting Services, LLc
Mobile - Software MSG PAYMENT SYSTEMS || e & www helmerprinting.com philenewspapersystemeom o 800-568-8006

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

full advantage

of all your member benefits?

Here are just a
few to consider...

INDUSTRY
CONFERENCE
& TRADE SHOW

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

and features the industry’s largest
publication circulation and

trade show.
provide an accurate picture

of a publications readership

and verified market penetration.

CI

CIRCULATION
AUDITS

Circulation audits bring
credibility to community

BEST OF THE BEST
PUBLICATION AWARDS

Be recognized as the Best of the Best!
The annual awards competition gives
you the opportunity to gain the
national recognition that you and your
staff have earned and deserve.

L

Association of
Community

Publishers

MEMBER
BENEFITS

PUBLISH
MAGAZINE

PUBLISH is a monthly ACP publication
that serves as the free paper
industry’s one-stop source for the
latest news, upcoming events and
industry information.

NETWORKING
OPPORTUNITIES

ACP serves the industry by acting
as a facilitator to connect members.
Whether it’s advice, answers to
questions or sharing ideas, let us
help connect you!

PROFESSIONAL
CERTIFICATE
PROGRAMS

This program gives
members the opportunity
to participate in industry

specific training in sales
and management and earn

professional education
certificates.

THE LEADERSHIP
INSTITUTE (TLD

TLI is a structured, comprehensive,
cost effective sales and leadership
training program that was designed
specifically for ACP members and
the free paper industry.

RISING STARS
PROGRAM

This program is designed to honor
young individuals who are emerging
leaders in the community publishing
industry. It offers specialized training

and benefits to those selected.

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

Association of Community Publishers

877-203-2327
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Community

Publishers

What does a circulation audit mean
to your sales presentation?

Unaudited Circulation Claims

It paints a completely different picture
for potential advertisers!

Independently Audited Circulation Numbers

CVC Circulation Audits

A Member Benefit of the Association of Community Publishers
Membership has many benefits!

QQP Association of Community Publishers
877-203-2327 COUNCIL

Community
Publishers




