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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
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we can tell you everything §*
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about your readers.

Call (314) 966-7711 for more information, orlook at
search.net/t/

the sample study at www.re publish
[} 6 — )
Increase your revenue now! Call to schedule a 0 minute training web 1' pur staff.

DECEMBER 2021 | 5



A B

P
]

=- Deaths on the rise

Join the hundreds

of publishers who’ve
eliminated 50-75% on
their production expenses

Switch to us and you can produce your
publications for a really low flat rate, all-inclusive
from cover to cover including all your print and
web ads and all your design needs.

« FREE unlimited spec ads. v FREE e-book files.
« FREE changes and corrections. « FREE posting and uploads to your CMS.
« FREE charts and infographics « FREE design of your promotional,
to embellish your stories. marketing and media kit materials.
v FREE stock photography. v AND MORE!

Howard Barbanel

. . . 516-860-7440 (m)
Give us a few minutes today & Howard@design2pro.com

and you could be saving
thousands next month!

DesiGn 2Pro
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JOHN DRAPER
ACP PRESIDENT

ne year ago I, along with

then-IFPA president, Rick

Wamre, penned a column

“Coming together.....
creating our future.” We wrote of
the journey we had taken to unify
our national trade associations and
what our future together would
look like.

Most importantly we stated: “At
the core of this unification is main-
taining and enhancing value to our
members.” Our vision was guided
by this statement and plans were
put in place to get us where we
needed to be.

Planning our actions to achieve
the vision is where the real work
begins. Vision leads to plans, plans
lead to actions, and actions take us
through the plan and back to the
vision. Sounds pretty simple when
taught in a classroom or written in
a column, but we know better.

We all know there are a myri-
ad of forces that will impact our
plans and our actions. Some of
these impacts will be positive and
push us forward, while others
will serve as detours and slow our
path. Regardless, we know where
we are going and the planning is
what gets us there.

As ACP came through a success-
ful unification vote last December,
we immediately began our plan-
ning and action process. Forces
in our favor included a dedicated
staff and board of directors and an

‘ We all know there are a myriad of forces that
will impact our plans and our actions. Some
of these impacts will be positive and push
us forward, while others will serve as detours
and slow our path. Regardless, we know
where we are going and the planning
Is what gets us there.

FROM THE TOP

CREATING OUR FUTURE

engaged membership. The biggest
hinderance we had to plan around
was a pandemic that didn’t allow
us to meet in person to really hash
out our actions. To be honest, good
solid planning took a backseat to
simply getting the daily and weekly
tasks done that needed to be done.
Sound familiar?

Regardless of the detour, ACP has
seen many aspects of our vision
come to reality through our plans
and actions. In the spring we held
a virtual conference with training,
roundtables, and associate mem-
ber interactions. We conducted our
first ACP national conference this
fall. We have integrated business
systems from two organizations, we
have increased our member bene-
fits, and we have come together as
a board to lead ACP forward.

In October we finally worked
through the travel issues and
came together to better define the
plans and actions that will take
us even closer to our vision. We
solidified the belief that we are a
member-driven organization and
are here to help you become even
more successful in your market.
Your plans to achieve your suc-
cess will certainly face positive
and negative forces along the way.
ACP will be a positive force push-
ing you forward.

During our strategic planning ses-
sion, we identified four key areas
that, when focused upon, will drive
us to our vision. These are: train-
ing/education, marketing, members
benefits, and events. We assigned
people and actions to each focus
area and immediately went to work.
I feel confident that our plans will
get us ever closer to our vision of
enhancing value to our members.

Getting back to that column from a
year ago.... we have come together,
now we are creating our future. B
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Are you taking full advantage
of all your member benefits?

Here are jUSt a PUBLISH

MAGAZINE

. PUBLISH is a monthly ACP publication
ew o CO n S I e r. am that serves as the free paper
| | industry’s one-stop source for the
latest news, upcoming events and

industry information.

INDUSTRY
CONFERENCE
& TRADE SHOW

NETWORKING
OPPORTUNITIES

ACP serves the industry by acting

This annual ACP event is “The” as a facilitator to connect members.
educational and social event of the Whether it’s advice, answers to
year. It includes speakers, training, questions or sharing ideas, let us

networking, idea sharing and more help connect you!
and features the industry’s largest
trade show.

Association of PCR:(E);'II%I?:SILZ?ANI'QL
CIRCULATION C°"‘b’F”I:‘”Y PROGRAMS
AUDITS Publishers ' -
Circulation audits bring mer:‘rgzrzr?hgerin;pgf;:’/teusmty ~ ‘
credibility to community M E M B E R
publication circulation and

to participate in industry
provide an accurate picture

specific training in sales
and management and earn
of a publications readership
and verified market penetration. B I N I I I I S
THE LEADERSHIP
INSTITUTE (TLI)

professional education
certificates.
BEST OF THE BEST TLI is a structured, comprehensive
pUBLlCATlON AWARDS cost effective sale’s and Ieadership’

training program that was designed
specifically for ACP members and
the free paper industry.

RISING STARS
. PROGRAM
\W 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.

Providing the tools and support needed for
your publications to be more successful.

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.

Not a member...join today! 877-203-2327 or communitypublishers.com



BY DOUGLAS FRY

s you look forward to a new
year you may ask yourself
if 2022 is going to be better
than 2021. The sad news is
that unless you change something for
the better 2022 is going to end up just
like 2021. Wow Douglas! That was
a pretty negative way to start your
article. Sorry about that. Seriously
though, how can we expect things to
get better if we keep doing things the
way we always have?

The One Thing you can work on
right now that will result in a much
better 2022 is “Follow Through.”

If we compare sports and sales there
is a case to be made for following
through. Imagine a golf player whose
stroke stopped the moment her golf
club made contact with the ball. That
type of golf swing would look like
she was playing Croquet instead of
Golf. Or maybe the baseball player
whose shoulders and arms stop the
moment his bat hits the speeding fast
ball. The result of that type of swing
would be a series of consistent bunts.
You get the idea that in sports follow
through is important.

But what about follow through in
sales? Sales follow through may not
be as obvious as in golf, tennis, or
baseball but it can and must be done.
Perhaps a story might illustrate The
One Thing.

Before I became a community
publisher I was the manager of an
electronics store. Back then TVs
were more like furniture than wall

‘ Call, email, text, or whatever to your customers
letting them know that they are important and
that you will follow up with them. Keep your word.
Finally, when a fast ball approaches the plate
swing with all your strength, let the bat go through
its entire arc, and watch the ball go over the fence.

That's follow through.

THE ONE THING

FOLLOW THROUGH

hangings, stereo was the rage, and

a four function calculator was the
epitome of high tech. We sold lots of
stereo equipment: speakers, amplifi-
ers, receivers, and turntables to play
vinyl records. That was when vinyl
was cool because there wasn’t any-
thing else.

Sales were going alright but we
knew we had to do something to
increase them. Every day a constant
stream of sales reps from radio, tv,
and newspapers called on us telling
us of the amazing ways they could
help our bottom line rocket upward.
We relied on the daily newspaper to
handle our advertising. But we soon
realized in order to improve we had
to change. So it was that when a
radio sales rep called on us I got her
to work up a pretty large order of
radio spots to run for two weeks. She
wanted me to sign the contract right
then and there. I asked her to leave
a copy of the contract with me so I
could run it past the owner. I would
have a signed contract for her to pick
up in 4 days.

The owner signed the contract and
gave it back to me to hold for the
sales rep when she returned. You
probably guessed what happened
by the title of this article. She didn’t
come back for over a month. I didn’t
feel that it was my responsibility to
call her and remind her of what she
had promised to do. After the radio
rep ghosted us, the publisher of a lo-
cal shopper (the Ad-Pak) called on us.
He gave us a copy of his paper, pre-
sented his circulation numbers, and
even had a mock up of what our ad
might look like. All we had to do was
decide which stereos to put in the ad.
He then told us he would come back
in two days to pick up our clip art
along with a list of the items to sell
and run the ad the following week.

This time the sales person actu-
ally did what they said they would.
He came back in two days for the

DECEMBER 2021 | 9



THE ONE THING

copy. We ran the ad and watched in
amazement as customer after custom-
er came in to the store with a copy of
the Ad-Pak in their hands wanting to
buy one of the items we had adver-
tised. The newspaper rep was furious
that we didn’t run the ad with them.
The radio sales associate was hurt
that we didn’t call her to remind her
of the buy we had worked up. Really?
The end result is that we switched
the majority of our advertising to
the Ad-Pak and dramatically reduced

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

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

radio, tv and newspaper advertising.
Our sales did go through the roof.
In fact, after about 6 months I was
so impressed by the shopper that I
went to work there, became the pub-
lisher, and have been in this industry
ever since.

What made the difference? Simple
follow through. If the radio rep had
followed through and merely re-
turned to pick up the signed con-
tract I might be in a totally different
business today. Heck, I've been told I
have a face for radio. If the newspa-
per rep had come to us with ideas of

his own rather than simply picking
up copy we might have stayed with
them. But no one except the Ad-Pak
sales rep/publisher bothered to do
what they said they would. The result
is that we went with someone we
could count on. Most people do that.

How do you follow through? Every
chance you get input the events
of the day into your CRM system
or enter it in your calendar app or
simply write it on paper and file it so
that you see it the day you need it.

It doesn’t have to be intricate, it just
has to be consistent so that you can
follow through.

Call, email, text, or whatever to your
customers letting them know that
they are important and that you will
follow up with them. Keep your word.
Finally, when a fast ball approaches
the plate swing with all your strength,
let the bat go through its entire arc,
and watch the ball go over the fence.
That’s follow through. ®m
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software?

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

REFLECTIONS AND VISIONS...

BY LOREN COLBURN

t’s amazing just how fast another year

heads for completion and we begin

to prepare for the next. It actually

seems like only yesterday we were
making plans for what our objectives for
2021 would be. As the calendar comes to
the December close, it seems important to
take a look back and assess if we actually
made any progress.

Our most important objective for the
year was to complete the industry unifica-
tion process by merging AFCP and IFPA
into one association. By April 1%, the As-
sociation of Community Publishers (ACP)
was finalized and the merger documents
and filings all complete! That process de-
termined a structure and Board of Direc-
tors that would oversee the transformation
of the two independent organizations and
their diverse sets of initiatives into one
national association with a single, clear
vision. A national association that will
promote the interests and provide for the
needs of an ever-changing industry and
membership. Objective accomplished!

The next hurdle was looking for a way
to mesh the staffs and programs of two
competing organizations into one cohe-
sive, collaborative organization to facilitate
the unification of all the working parts
of both associations. Ad networks, circu-
lation audits, training programs, events
and all the other member benefits had
to be transitioned into one stronger and
more encompassing program for industry
participants while making the process
seamless to the members. With the selec-
tion of Douglas Fry as the new Executive

Director, the process moved forward as
planned and the assimilation of the two
groups has progressed much faster and
far smoother than anyone had imagined.
Objective accomplished.

With the influence of COVID-19 dramat-
ically impacting event planning for 2021,
the new organization quickly adapted by
moving the in-person Des Moines event
from April to September and developing
a virtual alternative to provide an April
networking and training option. With a
successful industrywide participation with
the virtual event, ACP offered additional
TLI virtual classes over the summer with
strong member participation. That lead up
to the first large scale industry conference
since Las Vegas in 2019, “Growing in the
Heartland” in Des Moines, Iowa. This joint
conference with MFCP saw 140 participants
gather to learn, network and exchange
ideas to build stronger businesses. All in all,
it was a robust and very successful events
schedule - despite the pandemic!

That should help put 2021 in the books
as not only monumental historically for
the industry as it relates to the unifica-
tion, but also as it relates to overcoming
the impacts of the pandemic to return to
programs that facilitate the exchange of
ideas and knowledge within the indus-
try. The industry and business in general
continues to change rapidly, but this will
be remembered as a year where we kept
pace with those changes and made signifi-
cant strides forward.

Now let’s look toward 2022. Packed with
the potential offered through utilizing our
new “strength in numbers” position created
by a unified and reformulated association,
I believe the sky is the limit as to what we
can accomplish. The realist in me says this
won’t be an easy process and one that will
certainly require all-hands-on-deck, but
isn’t that always the case with things of
great value. So full steam ahead into 2022
and with an open mind, a focus on objec-
tives and a willing spirit, 2022 just could
be the year that publishers will remember
as the year media buyers truly embraced -
“If it’s FREE, buy it!” ®
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THIS MONTH’S FEATURED
Association of Community Publishers

MEMBER
BENEFIT

Rising Stars Program

The ACP Rising Stars program is designed to honor individuals under the age of 36 who
are emerging leaders in the free paper industry. This ongoing program recognizes up to 7
individuals each year who represent the best of our up and coming industry professionals
from nominees submitted by our member publications. These individuals exemplify good
character, leadership, and professionalism not only at work, but in the communities they
serve.

These young professionals demonstrate the promise of and a commitment to impacting
their publications as well as the community publication industry in a positive manner
through professional achievements. They not only perform their jobs to a high standard,
but they also have a commitment to furthering their knowledge and abilities through par-
ticipation in this national program.

Award recipients are recognized in Publish Magazine, the official publication of ACP and
participate in an awards presentation program at an ACP National Conference and Trade
Show. They are privileged to receive free conference registration, conference meal plans,
specialized training sessions and up to $500 in travel reimbursements as part of their
ongoing active participation. This funding is a joint program of ACP and the Bill Welsh
Foundation.

The ACP Rising Stars program does not end with this initial recognition program as Rising
Stars are asked to assist the various initiatives of the association on an ongoing basis for
up to a total of three years as part of their commitment to the program. ACP recognizes
that we have much to learn from these talented young people
and desires to use their skills to help us shape the community
publishing industry going forward. In return for this participation
in regularly scheduled conference calls and for volunteering their
time to assist with ACP initiatives, ACP provides additional leader-
ship development training and the opportunity to attend at least
one national conference for in-person professional development.

Nominations for the 2022 Rising Stars Program are available for
download on the ACP website, www.communitypublishers.com. RISIHQ Star pe
The nominations deadline for the the next Rising Stars group is
December 31, 2021. Nominees that are accepted into the program

will be notified by January 31st to begin participation in ongoing 2 02 2

Rising Stars activities and conference calls.
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INDUSTRY FEATURE

BORRELL FORECASTS
UNEVEN BOUNCEBACK
FOR LOCAL ADVERTISING IN 2022

ILLIAMSBURG, VA. -

Borrell released its

market-level 2022 Local

Advertising Forecast for
hundreds of U.S. markets today,
predicting another healthy increase
in advertising expenditures by local
businesses. But spending levels will
be uneven market to market, accord-
ing to Borrell.

Overall, Borrell forecasts that local
businesses will increase spending
yet again in 2022, by 6.4%, to $138.9
billion. The growth rate is nearly two
points higher than the Compound

BORRELL

Annual Growth Rate (CAGR) for local
advertising over the past five years
and comes on the heels of a project-
ed 9.9% increase this year.

“Because COVID recovery varies
by state and by locality, not every
market will participate in the bliss,”
said Corey Elliott, Borrell’s EVP of
market intelligence and key forecaster.
“Some markets have been devastated
by business closings, which depress-
es advertising. Other markets have
rolled along without much of a hiccup
and have even seen some significant
growth in new business creation.”

Moreover, Elliott said, a market’s
rate of bounce-back in this year will
dictate the level of “normalcy” it may
experience next year. “Simply put,” he

Cable TV
Cinema
Direct Maiil
Directories

Email

General Paid Search
Listings Paid Search
Local TV Stations
Newspaper

Other Print

Out of Home

Radio

Streaming Audio/OTT
Streaming Video/OTT
Targeted Banners
Telemarketing
Untargeted Banners
TOTAL

YEAR OVER YEAR CHANGE
2020 over 2019 2021 over 2020 2022 over 2021

-9.5% -1.4% 5.3%
-33.9% 10.8% 3.1%
-16.6% 11.5% 3.9%
-30.1% -7.5% -11.4%
-3.9% 17.7% 8.2%
-4.1% 8.2% 2.0%

1.6% 8.5% 6.5%
-8.8% 4.5% 12.3%
-25.9% -10.9% -6.0%
-17.9% -13.9% -7.5%
-17.7% 11.4% 5.1%
-27.1% 23.7% -4.6%

1.0% 24.7% 17.8%
12.6% 28.7% 18.5%

5.4% 12.6% 12.6%
-15.0% 15.1% 8.7%
-16.5% 3.6% -4.6%
-7.3% 9.9% 6.4%
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INDUSTRY FEATURE

than the CAGR that local advertis-
ing has experienced over the past
decade. (2010 to 2020).

The biggest growth in 2022 is
forecast for streaming video/OTT
(18.5%), streaming audio/pod-
casting (17.8%), targeted banner
advertising (12.6%) and broadcast
TV (12.3%).

Streaming video/OTT is forecast
to grow to $21.3 billion in 2022,
more than twice as much as what’s

added, “some areas came back faster
in 2021 and thus will see modest
growth in 2022, while others are still
recovering this year and won’t see
more explosive growth until 2022.”
In addition to business closings and
restrictions on customers, other local
factors such as unemployment or nat-
ural disasters also drive fluctuations.
For instance, Elliott said, Las Vegas is
forecast to see local TV advertising
expenditures rise at nearly three times
the nationwide average of 12.6% next digital media and forecasting that it forecast to be spent on broadcast
year, while Lake Placid, New York, is will reach 67% next year.” TV advertising.
likely to see a 3.5% decline. In Biloxi, * Four types of media are forecast to
spending on streaming video/OTT is SUMMARY OF 2022 FORECAST: see declines in 2022: radio (-4.6%),
forecast to rise 38% next year, while * Local advertising remains very print directories (-11.4%), newspa-
other markets may see low single-digit healthy. After a projected 9.9% pers (-6.0%), magazines and other
increases in video spending. increase in 2021 — the strongest print (-7.5%), and untargeted ban-
Overall, local advertising continues since the recovery period after ner advertising (-4.6%).
to be a very healthy sector. Money the Great Recession — Borrell is Despite strong increases in 2021,

Elliott said the pandemic has fueled
a new trajectory for spending on
things like paid search, social media,
and streaming video. .
“SMBs were spending an average
of 57% of their budgets on digital
advertising prior to the pandemic,” he
said. “They hunkered down in 2020
and 2021 and put a lot more into
bottom-of-the-funnel marketing to
drive business. As a result, we’re now
seeing 65% of their budgets going to

spent on advertising and marketing
by the nation’s estimated 18 million
local businesses has swollen, espe-
cially for digital media.

forecasting that local advertising
will rise an additional 6.4% in 2022,
to $138 billion. The 2022 growth
forecast is nearly two points higher

nine of 17 different types of media
advertising will not climb back to
the level of spending seen in 2019:
Cable TV, outdoor and cinema, all

4 N
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The Long View of Local Advertising

U.S. LOCAL ADVERTISING EXPENDITURES, 2000-2025
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forms of print media, radio and un-

targeted banner advertising. Local

TV is the only traditional medium

that will see 2022 spending levels

exceed that of 2019.

The good news for newspapers is

that the year-over-year decline in

local advertising expenditures will

drop to single digits, -6%, in 2022.

The industry hasn’t seen single-dig-

it declines for seven years.

Individual market forecasts can

vary widely from national aver-

ages due to severity of COVID-19
impacts, business closings, state or
local regulations, unemployment
rates, natural disasters, etc. For

instance, in 2022:

— Local TV advertising in Las Ve-
gas is forecast to increase 33.4%,
nearly three times the national
average, while in Lake Placid,
New York, it is forecast to de-
cline -3.5%.

— National Spot TV in Oakland,
California, is forecast to decline

-2.9%, while in Springfield, Mis-
souri, it is forecast to rise 26.3%.

— Cinema advertising in Blacks-
burg, Virginia, is forecast to
decline -9.3%, while in Victoria,
Texas, it is forecast to increase
20.3%.

— Cable advertising in Lincoln, Ne-
braska, is forecast to drop -9.7%,
while in Corpus Christi, Texas, it
is forecast to rise 29.3%.

— Newspaper advertising in San
Francisco is forecast to drop
-14.8%, while in Shreveport, Loui-
siana, it’s forecast to rise 12.8%.

KEY FACTS

Borrell’s forecast focuses on local

advertising expenditures

- 2019 spending: $128.0 billion

— 2020 spending: $118.7 billion,
down -7.3% from 2019

— 2021 projection: $130.5 billion,
up 9.9% from 2020

— 2022 forecast: $138.9 billion, up
6.4% from 2021

e Borrell’s data is different than other

forecasters’ because it is derived

from expenditures by local busi-

nesses, not revenue from media
companies.

Data comes from business activity

in all U.S. markets

— Covering all 3,145 counties,
parishes, boroughs and indepen-
dent cities

— Derived from business open-
ings, closings, size of businesses,
types of businesses

— COVID-19 data (infection rates,
death rates, business restrictions,
etc.)

— U.S. Bureau of Labor Statistics
(BLS) employment data and
trends

— Borrell’s ongoing surveys of
thousands of local advertisers
and local ad agencies

— SEC and other financial doc-
uments (10Q, 10K, compa-
ny statements, presentations,
etc.) H
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What does your overall 2022 revenue projection look like?
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What is your revenue projection by product?
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What are your circulation plans for 20227
50% 47.4%

40% 34.2%

30%

20%
° 13.2%

0,
o - 0.0%

Increase circulation Increase circulation No planned changes Decrease circulation Decrease circulation

significantly (add area slightly up or down area slightly significantly (delete
editions, etc.) editions, towns, etc.)
What do you plan for What are your plans for 2022
staffing in 20227 regarding working remotely?
70% 40% 36.8%
60% 57.9% 35%
. 30% 26.3% 26.3%
o 39.5% 25%
a0% =" 20%
30% 15%
0
0% 12:;" 53%  5.3%
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. 0 ol N
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0% — will work the number remote the number utilize
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positions current staff workers. remain the workers. workers.
staffing level positions same.
Do you plan on adding any of the following revenue
streams in 20227
60% 56.3%
50%
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30%
21.9%
20%
10%
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Email marketing Website building Digital services New special New niche New events
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GOAL SETTING

8 GOAL-SETTING MISTAKES -
AND 8 BEST PRACTICES

BY MICHELE MCGOVERN

Reprinted with permission from ResourcefulSelling

8 BIGGEST MISTAKES
TO SETTING GOALS

There are so many points along
the sales journey where something
can go wrong. You'd hate to make
one mistake so early in the process.
Here are the eight biggest mistakes
to avoid:

Mistake No. 1: Closing the door

Sometimes sales leaders forget (or
choose not) to include all the stake-
holders when they’re creating sales
targets. But the success of any sales
initiative depends on salespeople,
leadership, customers and prospects.

Sales goals conversations should
involve specific customers and their
needs, health of the pipeline, strength
of existing relationships, depth and
quality of a prospect list and trends
in business. Sales reps and leaders,
plus marketing and customer suc-
cess pros — who all know the most
about risks and opportunities in the
customer base — should be in on
goal-setting conversations.

Mistake No. 2:

Looking only at history

Sales goals are about looking
forward, yet sales leaders sometimes
rely solely on the past to set goals.
They might set percentage increase
in revenue based on last year’s results
or increase new account acquisition
by a specific number.

Historical performance is a piece of
the pie. But trends, demands, indus-
try conditions, team capabilities and
potential challenges need to be con-
sidered every time goals are set.

Mistake No. 3: Aiming too high
We know - your team is smart.
You’re ambitious. You have a proven
record. You should be able to smash
goals. So you set them high. Real-
ly high. And salespeople struggle
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to meet them in the expected time
frame, get discouraged and lose their
motivation.

One rule of thumb: Be about
80% confident that the goal can be
reached.

And remember: every sales goal
needs to follow the old-fashioned
SMART tool — Specific, Measurable,
Attainable, Relevant, Timely.

Mistake No. 4:

Leaving no wiggle room

Sometimes sales leaders set goals
so rigid, salespeople feel crushed
long before they miss target — and
end up falling even shorter than
they might have if they’d had some
leeway.

As long as you have a specific
methodology for adjusting quotas at a
specific point, it’s OK to make chang-
es that still encourage salespeople to
stretch and cause revenue to increase.

Mistake No. 5: Being too narrow

Sales goals should be about in-
creasing sales. But not entirely.
Sometimes sales pros only set goals
based on increasing numbers. And
they forget about goals based on the
activities necessary to achieve those
numbers.

Along with sales numbers goals,
sales professionals want to set train-
ing, reading, networking and person-
al development goals (that ultimately
affect their sales performance).

Mistake No. 6: Being too broad

On the other side of being too
narrow, some sales organizations are
too broad: They set too many goals,
and salespeople don’t know how to
prioritize their work or targets. Set-
ting too many goals — whether in one
or several areas — won’t allow sales
professionals to focus their time and
energy on the goals that matter most.

Set quality — over quantity — goals.
Focus on the goals that will realis-
tically improve your organization’s
health and individual salespeople’s
careers.

Mistake No. 7: Lacking change

When sales grow year-over-year,
sales professionals tend to set more
ambitious goals — and understand-
ably so, considering things have been
looking up. But growth doesn’t hap-
pen just by working harder. Profes-
sionals need to work smarter — and
that almost always involves a shift in
the ways of doing things to generate
more sales.

So if you continue to move the
needle, it’s important to also do a gap
analysis before setting new, higher
goals. Look at the next goal you want
to achieve and consider what needs
to change to get to the next level.
Perhaps it’s a stronger system to
generate leads or a new product line.
Those things need to be calculated
into the cost of raising sales goals.

Mistake No. 8:

Lacking accountability

Some sales leaders set lofty goals
and never grind down to who’s re-
sponsible for what. For instance, the
team may be charged with bring-
ing in 20% more new business in a
quarter. But salespeople don’t have
individual goals for new customer
attainment or existing sales growth.
Then many people aren’t clear on
who’s working toward the group goal
and how?

Goals need to include objectives
and activity levels — perhaps num-
ber of client visits, prospecting calls,
speaking gigs, email contacts — and
expectations for who’s doing what.
Give people some structure and
create consequences for not doing
what’s expected.




8 BEST PRACTICES
FOR SETTING GOALS

Every organization will have dif-
ferent sales needs and goals — and
those will evolve over time. So one
best practice may fit this year, but not
next year. Or a few strategies may
make all the difference in motivating
salespeople to excel this quarter and
leave them bored the next quarter.

Perhaps the best practice of all is
to include a regular analysis of your
goal-setting to determine what’s
working and what isn’t, the strategies
that need to be put to rest (at least
temporarily) and new approaches
you want to try.

Now take a look at these sales
goal-setting best practices — some
proven by practitioners and some
proven by research.

Best practice No. 1:

Reward within a range

Define performance ranges and
expectations, rather than an exact,
single number goal, suggest Harvard
Business School researchers. For
example, instead of a $1 million goal
for a salesperson, create a “success
range” — perhaps $900,000 to $1.25
million. You can have smaller incen-
tives start at the low number and the
largest incentives handed out if the
salesperson hits the high end.

“If you are less confident about
your goal setting accuracy, have a

larger ‘success range’ with a slower
rise in incentive payout,” suggest the
research authors.

Best practice No. 2: Focus on

activities, not just results

When sales are tough to predict, you
might measure and set goals for activ-
ities that contribute to landing sales.
Or add incentives to the activities in an
overall “sales capture goal.” You might
include new leads generated, VP-level
conversations, pipeline movement and
cross-sells, for example.

This approach can also sustain
salespeople’s motivation longer in the
sales cycle as they get incentives for
incremental steps.

Best practice No. 3:

Set shorter time frames

Short time frames between setting
and achieving goals can help eliminate
issues with goal attainment. It’s easier to
identify potential shortfalls and correct
course when the goal is expected to be
reached within a week, month or quar-
ter (depending on your sales cycle).

And if your sales cycle is more
complicated and longer, set incre-
mental goals within smaller time
frames — rather than one, big end
goal - to create momentum.

Best practice No. 4: Cap it
This isn’t the most popular goal-set-
ting standard for top performers, but

caps and decelerators can protect
against high incentive costs if goals
aren’t set correctly.

So this best practice is one that you
might want to try short-term — to lev-
el the playing field, and get a better
picture of who’s capable of what and
in what kind of time frames.

Best practice No. 5:

Set a rolling forecast

Traditional forecasts are set on an
annual or quarterly schedule because
they usually coincide with business
financial reporting. Sales leaders tend
to look at performance evaluation
within that same time frame. With a
rolling forecast — set a schedule that
makes more sense for your industry,
organization or sales process — you
can evaluate the opportunities and
risks in the near future.

This also gives you opportunities to
have rolling, one-on-one discussions
with salespeople, who can talk about
the health of their pipeline and ways
to improve it, if necessary.

Best practice No. 6:

Put a hold on goals

Setting goals and incentives for
reaching them makes sense in most
sales situations. But here’s one when
you might approach it differently (at
least for a short term): You’re moving
into uncharted territory. When you
launch into a new territory or your
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Best practice No. 8: Review progress

Goals that are set well have a deadline. But you don’t
want to wait until the deadline to check on progress.
When setting goals, schedule dates and times to take
stock of what’s been done and what’s ahead.

One good way: Set small sub-goals for each check-in.
Celebrate successes and dig into what’s not working so you

Somebody once said... can adjust and stay the course to hit target. And - if you

(‘ ' didn’t make Mistake No. 4 of allowing no wiggle room —

you can adjust the goal and approach, if necessary. B
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"HOW TO" FEATURE

KEY PERFORMANCE INDICATORS (KPI)
FOR PUBLICATION SALES

s we fine tune the goal
setting process going into
2022, it is important you
make sure to include the
components that will maximize the
chance for your success. Putting an
overall goal of “increase company
sales by 10%” is often both the begin-
ning and the end of how many of us
set our sales projections. In reality,
that may be a great target to aim at,
but it fails to provide individual team
members what actionable
activities they can take to
help your publication reach
that goal.

What your team really needs
is short term goals they can
directly impact and will pro-
vide clear indicators of either
success or failure. That’s where
we need to include Key Per-
formance Indicators (KPI) that
will generate the clear feedback
needed to help salespeople focus
their time and energy on the
tasks and projects they have con-
trol over and that directly contrib-
ute to that overall company goal.

What are some of they KPI met-
rics that publication sales teams
can utilize to drive and measure
performance? The following is a list
of the of some of the measurable,
performance metrics that will provide
opportunities to produce individual
sales targets that Rob Zarrilli tells us
must be SMART (specific, measur-
able, achievable, relevant, and time-
bound). By defining KPI this way, we
make sure that outcomes are clearly
identifiable as pass or fail. Let’s look
at some ways we can all measure
performance.

DOLLAR SALES - Most of you
will immediately jump to the old
standby of tracking Dollar Sales —
probably the most common target we
all set and monitor to track our sales-

BY LOREN COLBURN

person’s effectiveness. Although it is
one that you need to keep a close
watch on, it does not define specific,
actionable activities for the sales-
person. This “non-activity specific”
approach will quite often leave sales-
people confused or discouraged and
not provide the necessary direction
to assure success. Let’s focus more on
some activity connected KPI.

NEW ACCOUNTS - Here is a KPI
that if used as a target for sales-
people, will direct their activities
in a positive direction. Let’s say the
target is 2 or maybe 3 new accounts
per month. This will direct activity
toward making more cold calls to
achieve the necessary target. It can
force more attention to accounts of
all sizes since it is not dollar specif-
ic. New accounts will help make up
for the natural attrition of business
closings, credit problems and other
advertiser discontinuations that are a
normal part of ad sales cycles.

NUMBER OF COLD CALLS -

I prefer the new accounts KPI over
this one as it helps focus salesperson
attention on the quality of the call
itself, but the sheer number of cold
calls made each week can drive sales
increases. One way to keep call qual-

ity in focus is to also track closing
rate percentage of cold calls made.
This keeps reps from just knocking
on doors to make a number, they
need to incorporate meaningful calls
to be more successful.

INCREASED FREQUENCY -
Tracking account activity by the
number of insertions per month or

quarter can provide targets for
salespeople to focus on increas-
ing the engagement from exist-
ing customers. This KPI places
a needed emphasis on focus-
ing reps attention on having
advertisers continue existing
programs while adding in-
sertions in special sections
rather than shifting dollars
from normal weekly ad
budgets. Car dealers are
a great opportunity
for this KPI as it puts
an emphasis on having
salespeople target service
ads separately from new or used
car sales to build account frequency.
To put this KPI in perspective, if an
account was averaging 3.0 insertions
per month (36 per year) and you can
get them to increase just three ads
per year, that should amount to 3.25
insertions per month and an antici-
pated 8.3% annual sales increase if ad
size is consistent!

INCREASED AD SIZE - This one
may be statistically more difficult to
build and track but is a great way
to build on existing advertisers who
appreciate the power of your publi-
cations. I always sold by the column
inch, so tracking the number of
inches/pages each advertiser pur-
chased month to month was part of
our normal tracking. If you can move
that % page advertiser into a Y2 page
advertiser for just their four largest
promotions (one each quarter), that
should produce a 7.7% sales increase
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with that customer annually. Deter-
mining customer averages and setting
a targeted increase in average ad size
going forward can be supported by
incorporating spec ad programs that
illustrate to customers how effective
the additional space can be.

NUMBER OF CALLS PER DAY/
WEEK - This one, much like cold
calls, needs to be mindful of making
sure “calls” are meaningful discus-
sions about advertising and not just
hit and run marathons designed to
satisfy a count. If the quality of the
calls is maintained, there is a great
deal to be said about the more peo-
ple you talk to and the more times
your talk to them, the amount of suc-
cess a salesperson will have is going
to increase. Remember, 80% of sales
require 5 follow-up calls and 66% of
salespeople give by the time they get
the second “no.”

NUMBER OF ORDERS PER IS-
SUE - Tracking how many ads a rep
writes each issue and basing one of

Hlping innovative publishers staff in a
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their KPI on this metric is a proven
performance enhancer. Like new
accounts, this KPI takes the focus
off just the “homerun” accounts that
consume full pages and makes the
small advertiser important. The old
adage that eight 1/8 page advertisers
will be worth more over the long
term than one full page advertis-

er becomes most apparent on the
day they stop advertising. There is
strength in numbers when it comes
to advertisers.

INCREASED ZONE COMBINA-
TIONS - For those of you who have
multiple zones to offer, there is no
more profitable sale than an ad that
picks up an additional zone. There is
no extra graphics required, no sales
time to expend and no additional ac-
counting cost to invoice/record pay-
ment. A KPI built around the average
number of zones per insertion or the
average number of zones for each
account and some targeted increase
will produce increased sales but even

more importantly, increased bottom
lines due to the inherent efficiencies.

These activity-based KPI will clearly
define what salespeople need to
focus on to meet their objectives and
that should translate to the publica-
tions meeting their overall objectives.
A year is also a long time and ad-
justments to the targets may need to
incorporate unforeseen circumstances
that were not anticipated in Decem-
ber when the targets were agreed on.
Things like pandemics, business clos-
ings, supply issues, etc. impact adver-
tisers and we need to adjust expecta-
tions when necessary to avoid having
salespeople get discouraged. The key
is to have specific methodology for
adjusting targets and to be uniform in
the application to all your salespeo-
ple. Once you define both the objec-
tives and the activities required to be
successful, the monitoring and feed-
back should keep everyone focused
on activities that move everyone in a
positive direction. H
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PEOPLE IN THE NEWS

ASSOCIATE ADVERTISING EXECUTIVE
CERTIFICATION (AAE)

rofessional certification by the Association of
Community Publications through its educational
program, The Leadership Institute (TLI), recog-
nizes the highly professional work and growth
by community publication professionals. These individ-
uals must be knowledgeable in all aspects of media and
advertising in order to provide the best marketing advice
to their clients in this ever changing world. ACP provides
the AAE certification as an acknowledgement of both the
level of training and the level of commitment industry
professionals have demonstrated in their professional
development.
Members’ class credits are recorded and maintained
in the ACP database for every TLI participant. Once a
member has completed a prescribed number of credits

in the classroom or from the Online Learning Center,
they are eligible to take the comprehensive exam at the
ACP national conference. When a member has completed
the following requirements, the ACP Board of Directors
confers upon that member the designation as a certified
Associate Advertising Executive.

This year in Des Moines, Iowa the following individuals
joined the 134 previously certified as Associate Adver-
tising Executives, by having completed the following
requirements:

* 15 Unduplicated TLI Class Credits with a minimum of 6
obtained in ACP conducted in-class training sessions.

* Passed the Comprehensive AAE Exam

* Completed at least one full year on-the-job experience
with the member publication.

GREG BRUNS -
Arcadia News, Phoenix,AZ

Greg Bruns is the publisher of the month-
ly community newspaper, ARCADIA NEWS.
Greg started out as a writer in 1997, when
he approached his neighborhood paper
about printing a humor column he had just
created. The freelance writing gig led to
advertising sales, photography, graphic de-
sign and publication production (back when

InDesign was v 1.0). In 2001, the owners
offered Greg the opportunity to purchase
the publication.

The father of two teen boys with wife Jen-
nifer of 19 years, Greg volunteers frequently
in his community. He has seven years of
leadership with Scouts BSA, where both of
his boys are active. Greg has held a position
on the AFCP board and served as Conference
Chair for the ACP Conference last September
in Des Moines.

PAT CHECKETTS -
Cityview, Des Moines, IA

“Pat Checketts is the CITYVIEW magazine
advertising manager at Big Green Umbrella
Media in Johnston, IA. Pat has been with
CITYVIEW since October 2020. Prior to
CITYVIEW, Pat worked in production and

ad trafficking at the Meredith Corporation in
Des Moines for a couple years, and prior to
that had a fourteen year career in community
newspapers in Nebraska.

In his spare time, he enjoys camping, bik-
ing, live music and trying new recipes with his
wife Jennifer. Pat is a 2004 graduate of Wayne
State College in Wayne, Nebraska."
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MANUEL KARAM -
Genesee Valley Publications,Avon, NY

Manuel Karam is currently Director of Adver-
tising Sales and soon to be General Manager
of Genesee Valley Publications (GVP) in Avon,
New York. GVP’s flagship Penny Saver reaches
over 85,000 homes in the region each week.
The company also serves its customers and

readers with a number of niche titles, printing
and promotional products and digital solutions.

Manuel is currently First Vice President of
ACP and is grateful Elaine Buckley convinced
him to get this AAE certification! Prior to
joining his wife’s family’s business in 2017,
Manuel was an attorney practicing law in the
insurance and investments sectors in Balti-
more, Maryland.

LISA MILLER -
New Century Press, Rock Rapids, IA

Lisa Miller is General Manager at New Centu-
ry Press (NCP), an independently-owned group
of 21 weekly publications covering commu-
nities in Minnesota, lowa, North Dakota and
South Dakota. Lisa has experience in a variety
of roles including circulation, production and
management and is currently overseeing oper-
ations for 4 free-circulation community publica-
tions for NCP. As a manager, she respects work-

ing with a great team and starting new projects
while continuing to grow core products.

Lisa’s 20 years of community publication
experience provided an opportunity to get
involved with the MFCP board culminating
with her term as President which just conclud-
ed. Lisa was elected as a director to the AFCP
board in 2020 and subsequently as an at-large
director with the ACP board. She is married to
Ryan and has two children, Devin and Kylee.
Devin is a junior at Iowa State and Kylee is a
senior in high school.

MARTHA MUNRO -
Iowa Living Magazine, Johnston, IA

Munro started selling advertisement in
the Iowa Living magazines in 2020 and
enjoys meeting with new and current

customers to consult on their advertising
needs. Outside of work, Munro enjoys
spending time with her family and
friends, reading books, and cheering on

Martha Munro is an Advertising Account Executive
for Big Green Umbrella Media in Johnston, Iowa.
Big Green Umbrella Media publishes the Iowa Liv-
ing Magazine and the Des Moines CITYVIEW along

with several supplemental publications.

her favorite sports teams.

DEBORAH PHILLIPS -
The World, Barre, VT

Deborah Phillips’ first love of the newspaper
business started in high school, blossomed in
college at Eastern Michigan University’s newspa-
per and eventually ended up in central Vermont
at The World in Barre, VT. The World newspaper
The WORLD is weekly every Wednesday and is
circulates 14,000 newspapers throughout Wash-
ington, Orange and Lamoille counties.
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Phillips is past president of IFPA and Com-
munity Papers of New England (CPNE) and
current treasurer CPNE, as well as Vermont
Press Association. She is also on the board of
the Advertising Distribution Services, a sub-
sidiary of ACP. Phillips and her husband, Rob
have two daughters and are now proud grand-
parents of 2-1/2-year-old Liam and 8-month-
old Henry. Phillips enjoys reading, Pilates, and
going to the movies as well as cats, gambling,
and chocolate.




WE MAY BE “CHEEP” .
BUT WE DARE YOU TO >
COMPAREUSWITH
THE EXPENSIVE GUYS. g @

Schedule a Zoom demo at your convenience and
let us show you how to save some scratch. ..

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

Merrimac

PLUS

626 RXR Plaza

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

Cell: (516) 242-2857

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

Paid Content Sales
You keep 90%. No card fee.
Authenticated single sign-on. Readers can leave tips.

Does syndicated content. We do the credit card processing.
Shoppers remain anonymous. Publisher retains all rights.

C[Clee® CleanTicketCompany.com

Kevin B. Kamen
President/CEO

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

LOOKING FORWARD

BY JIM BUSCH

‘ Never look back unless you are
planning to go that way.

—Henry David Thoreau

few years ago I read a story in Popular Mechan-

ics written by a championship race car driver. The

article offered advice on how to drive like a profes-

sional and maintain full control of your vehicle in all
situations. One bit of advice he offered was “Always keep your
eyes in the direction you want your car to go.” This might
seem like unnecessary advice; don’t people always keep their
eyes on the road ahead of them? The driver noted that when a
car goes into a skid or a spin, amateur drivers often focus on
what they are going to hit rather than on getting their vehicle
back on the road. They lock their eyes on that big roadside
tree or lamp post. When a driver does this the car obediently
follows their gaze into that obstacle with a loud bang.

While intended for the roadway or the racetrack, this advice
also applies to the highway of life. Psychologists have long
known that the head follows the eyes and the body follows
the head. We are simply hard wired this way. There is a reason
that great leaders are described as men or women of vision.
They keep their eyes totally focused on where they want to
go and on what they want to accomplish. In life, we end up
where we set our sights. Having a clear goal to move toward
is a powerful motivator. The challenge we face is that we are
climbing a mountain whose slopes are shrouded in fog. We
have no way to know what changes and challenges we will
encounter along our way. The one thing that we know about
the future is that we need to face up to it and meet it head on.
We can’t afford a minute longing for “the good old days,” we
need to constantly move toward our future goals. We need to
believe that whatever comes our way we will adapt to it and
continue to grow and to thrive. Thoreau put a lot of thought
into what it means to live a successful life; here is another
thought from the sage of Walden Pond, “if one advances con-
fidently in the direction of his/her dreams, and endeavors to
live the life which he/she has imagined, he/she will meet with
a success unimagined in common hours.” B

nac

Association of Community Publishers

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

OVER THE LAST 15 YEARS
INDUSTRY PROFESSIONALS HAVE PARTICIPATED
CLASS CREDITS HAVE BEEN AWARDED
CERTIFIED ADVERTISING EXECUTIVE CERTIFICATIONS AWARDED BY ACP
DIFFERENT CLASS CURRICULUMS PRESENTED
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SALES TIPS

DEVELOPING SALES POWER

BERTING
COMMUNICATIONS
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hat can be done to develop
greater sales and image pow-
er in your market battlefield?
Although there are many
activities that can be worked to achieve
greater recognition in the market place,
there are certain guidelines that will give
an immediate plan. These guidelines will
help your salespeople be accepted as
advertising consultants, help publishers
give direction to their sales management,
and serve as a yardstick for recruiting

quality people.

SIX BUILDING BLOCK
GUIDELINES

1. Have all salespeople work with cus-
tomers as a trusted friend and advisor.
In this time of crisis, it is important to
ask “How can I to help you?” and “What
can I do for you?”

2. Don’t keep bombarding customers
with dozens of ways to advertise. They
should be sold on the publication as the
major player in their media mix and on
an ongoing program that requires con-
sistent advertising on a set basis. Many
well meaning publishers will constantly
start new promotions and put pressure
on their salespeople to sell them. The
end result is that the customer sees the
salesperson as a peddler and order taker
who wants to constantly add more costs
and changes to a set program, not a
trusted advisor.

3. It is absolutely vital that salespeople
know and understand their media com-
petition to effectively compete against
them.

4. All advertising plans submitted to
prospects must feature programs with
consistent, repetitive advertising. Sales-
people should always present plans,
packages, campaigns, and programs,
even when the customer is not sure
how much they want to invest during
these stressful times. The key is to show
advertisers how to be innovators and
be prepared for a sustained period of
advertising that will keep their top of

IN YOUR MARKET BATTLEFIELD

mind awareness going through a critical
time frame.

5. If possible think about a revival of a
cross functional team, involving sales-
people, graphic artists, tele-marketers,
and marketing support people. Publi-
cations with these teams will achieve a
greater relationship with their customers
and will see greater response to their
creative efforts.

6. Have a recruiting and interviewing
policy that requires new salespeople to
have the following traits:

A. Excellent communication skills—

can they paint word pictures verbally?

B. Good attitude and values—hire
people you can trust, especially if
you know they will be a part of a
cross-functional team.

C. Good work ethic—are they goal
oriented and can they manage
their time—especially customer
contact time.

D. Creativity—are they innovative, do
they have good ad design ability?
Can they put together a marketing
plan?

The bottom line is that a publisher
can win on the battlefield by constantly
working on their branding and top of
mind awareness.

The harsh reality of most competitive
battlefields is that few come in second
and do well in today’s environment. Con-
sequently every effort must be made to
develop a tough sales force that has the
right attitude toward the publication, the
customer, and the skill of selling adver-
tising programs to develop top of mind
awareness for their advertisers. ®

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
columnist 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

ADVERTISING
IS ALL ABOUT MOTIVATION

hen you peel back the layers

of advertising philosophy and

technique, it all comes down

to one thing: Motivation. Peo-
ple buy things because they are motivat-
ed. And the most effective ads are those
that appeal to the right motivation.

There are two basic motivators: (1) de-
sire for gain and (2) fear of loss. Think
about your own experience and it’s easy
to see that your purchases can be traced
to a desire to get (or maintain) some-
thing you want or to prevent the loss of
something you don’t want to lose.

This goes for big and small buying
decisions. Why do you move to a new
house? (Real estate experts say the three
biggest reasons are location, location
and location.) Why do you buy new tires
when your old ones wear out? (Fear
of an accident.) Why do you go to the
movies? (Desire for entertainment.) Why
do you wait for something to go on sale
before buying? (Desire to save money.)
Why do you buy a convertible? Why
do you join a gym? Why do you buy an
insurance policy?

Smart advertisers find — and stick
with — the right motivators to sell their
products and services. Take tires, for
example. Although every brand of tire
is built for safety, Michelin took that
universal benefit to a new level — with
imagery of smiling babies riding in the
protective embrace of their tires. That
strategy positioned Michelin as the “safe
tire” — a benefit that is tied directly to a
major motivator for parents.

You can do the same thing for your
advertisers. Simply identify a dominant
motivator and package it in the form of
a benefit. Then make that benefit crystal
clear in the headline and graphic images.

‘ People buy things because they are motivated.
And the most effective ads are those that
appeal to the right motivation.

Here are some formulas to write better
benefit headlines. Look for the motiva-
tional elements.

1.“How to __ (fill in the
blank).” In many cases, whatever
you put after the words “how to” will
automatically promise a benefit. For
example, “How to simplify your vaca-
tion plans”... “How to learn a foreign
language”... “How to lose five pounds
in five days.”

Some words are powerful links to ba-
sic motivators. “Protect” and “secure” are
strongly connected to fear of loss (“How
to protect your home from intruders”).
And “save” and “increase” are associated
with desire for gain (“How to increase
your gas mileage”).

An interesting feature of a “how to”
headline is that the words “how to” can
be dropped to create a shorter version of
the same statement. “How to secure your
retirement” can become “Secure your
retirement.”

2.“Save ___on 2 This head-
line requires a specific dollar figure or
percentage. (“Save 40 percent on new
carpet.”)

3.“Quick and easy way to N
This is a promise of hassle-free ways to
do things. The words “quick and easy”
can be used together or alone. (“A quick
and easy way to do yard work”...

“A quick way to refinish furniture...

“An easy way to find the right camera.”)
4.“Free” offers like ... “Buy one

sandwich, get one free” or “First month’s

rent free.” W

(c) Copyright 2021 by Jobn Foust.

All rights reserved.

Jobn Foust bas conducted training
programs for thousands of newspaper
advertising professionals. Many ad de-
partments are using bis training videos
to save time and get quick results from
in-house training. E-mail for informa-
tion: jobn@jobnfoust.com
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The end OJ another Yéal... and | think | am going to spend a great
amount of time next year upgrading/purging my Type 1 fonts. It seems that
every document | open now alerts me to the fact that | have Type 1 fonts in
that document!

A brief confession... lintended to get to some Adobe Max sessions, and |,
in fact did not. Hopefully | can still have access to some of those sessions...
but my vacation was refreshing (even met a graphic designer from the U.K.)

Start with a Concept... and Typefaces

It's time for special sections and promotions and also a time to figure out
graphics and what typeface to use for head lines in these special sections. |
always work with a theme (mentally—sometimes obvious and sometimes
not) because it helps to give direction to my choices. One Christmas tabloid
we did was called “Flights of Fancy” so | needed to choose a typeface that
was somewhat whimsical, like Monotype’s Curlz MT...

Elights of FPancy  Flights of Fancy

.. or Whimsy ICG (Image Club Graphics). Both give a “visions of sugar-
plums” feel and take up the same amount of space, but Whimsy ICG also has
a bold and heavy weight so it could be used for call-outs and/or subheads
too. So Whimsy it is—although both of these are Type 1 fonts :(

It's not always easy to know what typefaces to use, but try to determine
what the mood of the article or section is and let the type do the talking, a
“visible voice” (John McWade, and a little more about him later).

When in doubt, choose a typeface that offers a family of different weights
and styles— it gives variety and consistency, also Curlz might be a tad more
difficult to read (personal thought).

Flights of Fancy |

'8..‘:‘,

The text typeface for the
Christmas section was Shinn by Red Rooster.

This entire paragraph is set in Shinn so you can get an idea of the
“pairing.” This sans serif typeface has some of the “round” character-
istics of the headline type and also repeats the round quality of the
artwork, but offers a clean, easy-to-read contrast and informal style
in keeping with the mood. The idea is to unify all the components
for easier readability and lessen the distraction of “jarring” elements.
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Coordinate The Graphics
Metro Creative Graphics offered a wide variety of art-
work and | really like what | call “roundhead art” that
| have used throughout the years— | used them in
promo pieces and gift guides. There’s a series of san-
tas, elves, reindeer, trees, snowmen, etc. This art would
work for a series of ads or in self-promotion pieces, too.
Have a plan. It helps to find the right artwork to
develop a theme or mood for the message(s) to pro-
vide continuity. The right art provides flexibility with
type use because you can alter the art (size, position,
etc.) while maintaining control of type use in the space.
No matter what type of artwork you choose — line
art or photo — make it work with the text or message
and not just fill “empty” space. If you don't have a lot of
room... crop! It's not necessary to fit the entire graphic
into an ad to make it effective. Don't worry, the eye will
finish off the necessary information for you (Gestalt
theory of Continuation). Again, if you use the artwork
to draw attention to an ad or area, don’t decorate!
Using more art will only diminish the impact of the
original art. Keep it simple.

Nostalgia and Food for Thought

Earlier Imentioned John McWade, so | thought | would
take a little time and share some of his ideas about
design, because he was one of my first “mentors.”

John McWade is the founder and voice of Before
and After: How to design cool stuff. | received the pre-
mier issue in 1990 and was absolutely amazed by the
beauty and information packed into those first sixteen
pages. He not only understood the art of design but
also the science of design and advertising and pro-
ceeded to share his knowledge with his readers. It was
design specific, software changed, but his focus was
always about the design. Visit his site...
http://www.mcwade.com/DesignTalk/about/

In 1995 he wrote a piece about his ideas—that
design was for life. Desktop publishing was just begin-
ning when he started his publication. Here are some of
his thoughts...

“What does it take to be a designer?

1) It starts with an interest. ... | started by being interested,
and began to love it after |...

2) began acquiring skills. .. .if you're going to make it hap-
pen you need to get your hands on it, ...get involved, ...
work the tools.

This is what makes the computer exciting; it’s a store full
of tools. With it you can set type, you can draw pictures,
you can modify photos. You can design every aspect of
every page, print it in your office and see the results in sec-
onds. ... Today the whole show is in the box on your desk.”
“To succeed as a designer it’s important that you respect
your need to learn. Give yourself room; there is a lot to
know. I'm not telling you to stop short of the highest. But
take pleasure in every small victory on the way up.

Design is not a contest, and what | mean by that is you
can't lose, not as long as you keep at it. You may not get
this job or that, but you'll get better and better.”

Still great advice... even more so today with all our
modes of communlcatlng' See you next year'

Gappy Holidays to
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ADVERTISING SERVICES &

SOLUTIONS
L. PROFIT
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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.

TownNews

CREATIVE SERVICES

TIMES-SHAMROGK
GREATIVE SERVIGES

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

855-614-5440 WWW.TCSDIRECT.COM

Bottom-line results.

DIGITAL SOLUTIONS FOR PUBLICATIONS
GROW YOUR PuUBLICATION... FOR FREE!

Vo :
WhUtSFREE

|

Call us, email us, or visit us online:
(833) WhutsFree (833) 948-8737
publishers@whutsfree.com
whutsfree.com

Direct Mail?

Turn-Key Saturation
Direct Mail Programs
Bagy ° Fagt ° Profitable
jeff@ultimateprintsource.com 909-947-5292 x-320

www.UltimatePrintSource.com

o}

CIRCULATION | oAV o N e T

|_VERIFICATION | i i
VERIFICATION Readership Studies

COUNCIL

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

CRM - CUSTOMER RESOURCE MANAGEMENT

ARE YOUR MEDIA SALES...

HELP YOUR TEAM...

ASK-CRM ASK-CRM s anewspaper-centric CRM

tools to ine media selling 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

INCLUDE YOUR BUSINESS HERE!

This Space Available

INCLUDE YOUR BUSINESS HERE!

This Space Available

EDITORIAL RESOURCES
High-Quality,
Free Print & Digital Content  _ysm_

4
Food and Recipes :
Lifestyle and Health
Home and Garden

BXUORIGAQLIR

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

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

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

CLOUD SOLUTIONS

PROIMNAGE

Making Complex Publishing Simple it

Cloud Solutions to Help Reduce Costs

« Color Correction
« Press Registration

2

- Automated Workflow
« Ink Optimization

“476-7171
age.com

SUPPLIES fax: 614-890-0467 From the owners of Page Flip Pro & SiteSwan || 888-584-6688 ntvbmedia.com/edge
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

r Go-To Guide for Community Publication Business and Service Support
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The Flip180 difference

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

F|ip180 Vee Banionis 818-855-7603

media Flip180media.com

MAGAZINE DESIGN "

PAID CONTENT

| S M O|D U]

§ o
/ Publish life’s stories. f Y
. Low-cost, turnkey solution to publishing Z
ky paid content on all platforms. i

devlyn@modulist.news
701.412.8733
modulistnews

MAILROOM CONTROL SYSTEMS

/Mu/&/‘&!/{ )
by MIRACOM

www.miracomcomputer.com

The leader in US Newspaper

Mailroom Controls.

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

POLY BAGS

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

( N
@ngsnemork Solutions

Michigan Office

Advertising Network Solutions
109 N. Washington

Oxford, MI 48371

Office (248) 572.6100

Fax (248) 572.6152

PUBLISHING SOFTWARE

X FULLY INTEGRATED X DIRECT MAIL

X EASY TO USE X COMMERCIAL BILLING
X AFFORDABLE X GENERAL ACCOUNTING
X FREE DEMO X PAYROLL

Merrimac

PLUS
603-323-5077 WWW.MERRSOFT.COM
PUBLISHING SOFTWARE

@ THE NEWSPAPER MANAGER

How Publishers Profit

CRM - SALES - PRODUCTION - BILLING
INTEGRATED MARKETING
Ph: 706-750-0016 | gbooras@mirbeltechnologies.com
Www.newspapermanager.com

MARKETPLACES

SEARCH ENGINE
PLATFORMS

MARKETPLACES
AUTOMOTIVE
REAL ESTATE

RECREATIONAL

AGRICULTURAL

VERTICAL & HORIZONTAL

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

PRINTING AND PROMOTIONAL SUPPORT
.24\ PREFERRED
" -_',. . Marketing Solutions

= 'l. : www.preferredms.com

800-270-1769

PUBLICATIONS PRINTING

Cummings

Publication Printers Since 1914

v MAGAZINES
v JOURNALS
v CATALOGS

800-647-0035

v GUIDEBOOKS
v HIGH QUALITY
v SHORT-RUN PUBLICATIONS

CUMMINGSPRINTING.COM

Design. Content. Ideas.
Software. Training.

[ 1]

([

Providing the knowledge,
experience and technology to
help publishers grow and thrive!

401-455-1555

www.creativecirclemedia.com

Creative Circle
MEDIA SOLUTIONS

YOUR LISTING IN THIS SPOT

This Space Available

MEDIA SELLER SOLUTIONS
SRDS Solutions for Media Sellers

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

I skos

PRINTING - FULL SERVICE

We specialize in the art of printing!

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

Trumbull

PRINTING

205 Spring Hill Road, Trumbull, CT 06611

SOFTWARE
IFANE BRAIINS

Company that Cares About the Details.

Wd&é everything

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

303-791-3301
FakeBrains.com

SOFTWARE SYSTEMS FOR PUBLISHERS
SCS BUILDS TRUSTED SYSTEMS

Find out why our customers call us “the best
tech support team” and say “we wish we could
contract with SCS to support all our products.”

(!

Merchant Card Processing
Request a free quote:

1-888-697-8831 - msgpay.com
hello@msgpay.com

W\

MSG PAYMENT SYSTEMS

Ecommerce - POS
Mobile - Software

203.261.2548 g SR
847-375-5000 = srds.com www. trumbullprinting.com phil@newspapersystem.com 800-568-8006
MERCHANT CARD PROCESSING PRINTING FOR PUBLISHERS SPECIAL SECTIONS DONE RIGHT

WE PRINT FOR PUBLISHERS.

DIRECT MAIL - MAGNET MAILERS
AUTO DEALER MAILERS

Contact us today!
HELMERZ 715:273.4601 - 800.533.1635

PRINTING:

info@helmerprinting.com
www.helmerprinting.com

Publication Printersco $
The Official Printer of the Denver Broncos
Nate Sanders Jeff Martoz

303-944-5699 303-435-9161
pubprinters.com

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