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NASH VILLE        LEADERSHIP

March 31 - April 1
Embassy Suites by Hilton - Nashville Airport

Program Schedule:
Thursday, March 31, 2022 
3:30 – 4:25    How to manage remote workers effectively
4:30 – 5:25    Idea Exchange - Revenue & cost saving ideas to implement now
6:00 – 7:30    Welcome Reception

Friday, April 1, 2022
7:00 – 8:00    Breakfast
8:00 – 8:55    How to prepare your publication for sale
9:00 – 9:55    Why you should use a CRM program now
10:00 – 10:30  Coffee Break
10:30 – 11:25  Pros and cons of outsourcing
11:30 – 12:30  How to implement an employee handbook
12:30 – 1:30    Lunch
1:30 – 2:25    5 things every sales manager should measure
2:30 – 3:25    4 ways everyone can use FileMaker Pro to be more efficient
3:30 – 4:00    Coffee Break
4:00 – 4:55    Introducing ACPʼs new online sales training program
5:00 – 5:55    Open mic for anything you don’t see above

Look for the link on ACP’s website to access the special ACP booking link for
hotel reservations at the Embassy Suites by Hilton - Nashville Airport
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COMING NEXT MONTH

The March Publish plan is to take a look into email marketing. 
from “how to” through building lists. As always, we will also 
cover the people, information and issues that are influencing the 
community publishing industry.
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ACP Member Bene�t For Your Employees

Bob Wright Memorial 
Scholarships

Bob Wright
Memorial Scholarship

Requirements: 
•  Parent, guardian or grandparent must 
work for a community paper that is a 
current member of the Association of 
Community Publishers (ACP). 
•  Applicant must be a high school 
graduating senior or current college 
student. 
•  Applicant must be attending a 4 year 
college, vocational trade school or com-
munity college. 
•  Application must be received by 
March 31, 2022

Have your student apply for one of four scholarships!

Association of
Community

Publishers

DOWNLOAD APPLICATION AT:

www.communitypublishers.com/scholarships
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6  |  FEBRUARY 2022

Enter ACP’s 2022 Best of the Best Publication Awards contest and show the rest of the 
world your best work. Use your winning entries to promote your staff, your advertisers and 
your national award winning publication!  MARK YOUR CALENDARS! Entries must be 
postmarked by February 28, 2022. Forms are available for download from the ACP website 
www.communitypublishers.com or email Cassey Recore for additional information at  
cassey@communitypublishers.com.

Association of
Community
Publishers

Best of the Best Awards
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FROM THE TOP

I
f I had a dollar for every in-
terviewee who has told me 
they were a ‘people person’, I’d 
have quite a stash of dollars. 

Not enough to retire on, but certain-
ly more than enough to have some 
fun with.

What is a ‘people person’ anyway? 
Someone who can talk to anyone? 
That’s a good thing so long as the 
talk is purposeful and directed and so 
long as it isn’t spending valuable time 
around the office exchanging more 
pleasantries than the co-workers can 
tolerate.

Is a ‘people person’ by default a 
better salesperson, a better customer 
service rep, a better reporter? I think 
maybe better so than a wallflower, but 
just because one claims to be a per-
son of the people, doesn’t make them 
immediately qualified to interact with 
my customers.

Our industry needs the ‘people 
persons’ who are comfortable with 
others, and can turn that trait into 
meaningful and connected conver-
sations. We need the people who do 
not just talk the talk, but also walk 
the walk. We need the ones who 
walk the territory diligently every 
day and put their people skills to 
good use. When this doesn’t happen, 
we are simply paying people to talk. 
Not a good return.

The million-dollar question then 
becomes; how do we know which 
of the people persons are not just 
talkers, but quality representatives? If 
I had the exact answer to this, I surely 
would have enough dollars in the 
bank to retire. But, like most of you, I 
do not have a patent on this answer, 
so I keep trying.

Over time, I have become a bit 
skeptical of the ‘people person’ an-
swer. Lord knows I’ve hired a few of 
these individuals and, generally, the 
results have been less than brilliant. 
I’ve gotten to the point where I 

hope I don’t hear this simple answer 
throughout an interview process. 

A number of years ago, I decided to 
pose a question back to my ‘people 
person’ interviewees. “Can you ex-
plain to me exactly how your people 
skills have helped you reach your 
goals?” Of course, my answers to this 
are varied, but at least I get a chance 
to have the answer explained, and 
also ascertain some information about 
their ability to set and reach goals. 
Another good quality necessary for 
any employee.

Throughout my years in the free 
paper industry, I’ve spoken with many 
publishers who have stated that find-
ing the right people, especially sales 
people, is their number one frustra-
tion. I don’t expect this frustration to 
end anytime soon and that is unfortu-
nate. I’ve heard of many tactics being 
put into play to help the situation and 
results have been inconsistent.

Two things, however, do remain 
constant: 1) our need for quality 
employees to sell our services, and 
represent all aspects of our organiza-
tions and 2) publishers will consis-
tently be looking for ways to attract 
and train the best possible employees 
to fill our needs. 

For me, it’s practice what I preach. 
Be the kind of ‘people person’ I aim 
to hire by making purposeful and 
meaningful connections. One of these 
connections may be just the person 
I’m looking for. 

I’M A PEOPLE PERSON

JOHN DRAPER
ACP PRESIDENT

“
Our industry needs the 
‘people persons’ who are 
comfortable with others, 
and can turn that trait 
into meaningful and 

		   connected conversations.



Set up a demo.
devlyn@modulist.news
701-241-5545
Modulist.News

Partner to Publish
Our platform and team
empowers readers,
increases paid ad revenue

celebration and business 
ads, obituaries and more.
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THE ONE THING

Y
ou have been on the end of 
someone being late for an 
appointment. It can be a frus-
trating situation. Why do we 

even care if others are late or make 
us wait? Simply put, making some-
one else wait shows lack of respect. 
Think about when others have made 
you wait. You feel like they don’t val-
ue your time, only their own. Aside 
from advertisers, doctors office visits 
are the most appalling examples of 
disregard for others time.

See if this sounds familiar to you. 
Years ago I had an appointment 
with a doctor for my annual physi-
cal exam. The appointment was set 
for 11:10 am. I thought that session 
time was overly precise but I deter-
mined to be there on time. Then they 
asked me to arrive 15 minutes early 
let them know that changed in my 
insurance or lifestyle. I arrived 15 
minutes early, 10:55 am. I signed in 
and waited, then waited some more. 
At 11:15 I went back to the front 
desk and asked if they had the forms 
for me to fill out. 

The nurse looked at me as if I were 
asking her to wash my car. With a 
large amount of distain she flipped 
me a clipboard and told me to fill 
out the attached form. I was back in 
about 3 minutes with the completed 
form. She looked it over and told me 
to wait for another nurse to call me 
back. 45 minutes later a nurse called 
my name. I was escorted to a room 
where I began another waiting game. 
The demoralizing thing was that she 
gave me a thin paper gown and told 
me to remove my clothing, put on the 
tissue-like clothing, and wait for the 
doctor.

BY DOUGLAS FRY

PUNCTUALITY
In case you haven’t had the plea-

sure of wearing paper, it is not overly 
warm nor is it in any way modest. 
After another hour of waiting I was 
ready to set the gown on fire to keep 
warm. But my patience was rewarded 
with the nurse returning to take my 
vitals. Surprisingly my blood pressure 
was high, it’s normally very… well 
normal. She told me that I was suf-
fering from “White Coat Syndrome.” 
She went on to tell me that people 
who were afraid of doctors often had 
elevated blood pressure. I must be 
one of those “fraidy cats.” By then it 
was after 1:00 pm. I assured her that 
the doctor should be afraid of me 
because I was going to send her a 
bill for the two hours I had to wait. 
I should have charged double for 
hazard pay because part of my wait 
was spent shivering in a paper gown. 

By the time the doctor arrived I 
was worn out. The physical took 
about 12 minutes. I told her about 
the wait I had endured with the 
resulting elevation in my blood 
pressure. She was unsympathetic and 
told me that she needed to spend 
the appropriate amount of time with 
each patient. I asked her if I was the 
only person who had to wait. If I was 
I completely understood. However, 
I asserted that all her patients that 
day had to wait. This waiting game 
revealed a complete lack of profes-
sionalism or regard for the patient.

So what does this have to do with 
you? If you are a doctor reading this I 
suggest you plan on “an appropriate 
amount of time with each patient” 
when you schedule appointments 
and not make everyone wait. If you 
aren’t a doctor you can impact your 
professionalism by being on time to 
your appointments and regarding 
your customers time as valuable as 
your own. We don’t like having to 
wait but it seems some people don’t 
worry about making others wait. 
Don’t be that person.

If you tell someone you will meet 
them at a certain time you have es-
sentially made them a promise. If you 
are late you have broken that prom-
ise. If you do not keep your word 
with something like time, can you be 
trusted with more important things? 
As a side note, no one has ever been 
reprimanded for being on time or 
early. Avoid the rush. Be on time.

If you realize you are going to be 
late call the person immediately and 
let them know you will be late. Tell 
them when you expect to be there. 
You don’t have to make excuses 
about why you are late. That just 
takes extra time you don’t have. Ben 
Franklin said, “I have generally found 
that the man who is good at an ex-
cuse is good for nothing else.”

Being punctual also shows you 
are a reliable person. People trust 
and rely on those that manage their 
own time and respect that of others. 
However, if a person is careless about 
time, what else are they careless 
about? Here are a few other charac-
teristics of the punctual person: they 
are self confident, at their best, hon-
est (being late is a cousin of stealing), 
disciplined, humble, and respectful of 
others.

If you are looking to simplify 
your life, cultivating punctuality is a 
key ingredient in your formula for 
success. That success doesn’t even 
require you to sit in a paper gown. 
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PUBLICATIONS LISTED FOR SALE

KAMEN & CO. GROUP SERVICES, LLC
516-379-2797

info@kamengroup.com                      www.kamengroup.com

Proud to be Forbes Media Financial Valuation Expert for 
its 400 Richest Americans Directory 8 Straight Years

Please contact our New York office for an NDA.
This is a partial listing of titles we have available for purchase.
Need to have your publications financially valued correctly?

Want to sell your title? Contact our firm confidentially.

Pennsylvania award-winning free weekly shopper in business nearly 40 
years. A full complement of print & digital advertising with loyal 
readership and advertisers. Infrastructure in place for expansion. 
 
North Carolina regional glossy attractive lifestyle magazine established 
in 2005. Outstanding metro market saturation with strong growth 
potential. 
 
B2B Ohio construction, realty, architecture glossy monthly magazine in 
business 75 years. 
 
Georgia Lake Country award-winning weekly broadsheet newspapers 
and regional niche magazines.  
 
Florida regional multimedia print & digital publishing entity inclusive of 
8 health & wellness lifestyle titles with dynamic social media
components. In business 20 years. 
 
National Horse Magazine distributed to all 50 states & 14 countries. Total 
circ 7,000. Profitable & focuses on niche heavy horse industry with 
in-depth features, best show results, vet and legal advice & much more. 
 
Quarterly advertorial free distribution newspaper with a total of 851,000 
distribution focusing on health procedures with testimonial content 
throughout Florida. Profitable & well branded!

Formerly the NANI and CADNET Networks

877-203-2327

Coast to Coast Classified Ads
Over 7 Million Homes With a Single Order

Start your sales team selling national ads today!
A members only benefit of the Association of Community Publishers, Inc.
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I
t’s been over 40 years since I 
took on my first management 
role in a publishing business. 
During that time, I have hired 

more people than I care to count 
and those hires have covered an 
extremely broad range of positions, 
levels and statures. The results of 
those hiring decisions have bridged 
the entire spectrum from incredibly 
successful career professionals all the 
way to those who did not finish their 
first full week of employment. For the 
purpose of this column, I thought it 
would be useful to look back through 
those experiences and see if there 
were some common threads to the 
individuals I would rank as my most 
successful hires.

You often hear people talk about 
the IT-factor that some people have 
that makes them immediately seem 
like a great hire! I have searched for 
a good definition of the IT-factor to 
share, but really wasn’t comfortable 
with any that I found. Many de-
scribed charisma as the key compo-
nent to the IT-factor. Although I think 
that charisma is part of IT, I don’t 
think that is the only component. 
Charismatic people are defined by 
dictionary.com as “people who have 
an outgoing, energetic, and likable 
personality that seems to naturally 
draw people to them.” 

PERSPECTIVE

WHAT MAKES A SUCCESSFUL HIRE?

BY LOREN COLBURN

As I look back on some of my 
most successful hires over the years, 
I would say many of them were 
charismatic (especially sales hires) 
but would have to admit that a good 
number of them were not. I can 
think of one in particular who was 
really not outgoing or energetic in 
their approach at all. This person 
actually was very reserved, inexpe-
rienced and only stood out due to 
her honest confidence that if I would 
give her the opportunity in spite of 
her lack of experience, she promised 
that I “would never regret the deci-
sion.” I can honestly say I did not 
regret it for one minute in the many 
years we worked together nor did 
the rest of the company who had to 
work with her. 

Self-confidence is one of the uni-
versal traits that all of the people 
who made my top 10 list possessed. 
Not to be confused with “cocky” 
which none of them were, but they 
all had a solid comfort level with 
their ability to get the job done. 
They also had a confidence level that 
allowed them not to be afraid to look 
for help if they needed it. It wasn’t 

about seeking the approval of others, 
it was about getting the job done and 
done right.

In addition to a level of self-con-
fidence, all of these people had a 
high level of optimism when the 
going got tough. They were able 
to generate a smile and a positive 
approach even on the most difficult 
days. By maintaining a proactive, 
task-oriented focus, they consistent-
ly emerged as leaders in crisis situa-
tions even if that was not their given 
role. They were the ones people 
gravitated to for advice, direction 
and wise council.

Another universal trait of the top 
10 group was that they were all team 
players. Their service-oriented ap-
proach to team members and desire 
to go the extra mile earned them the 
respect and appreciation from those 
people around them. The ability to 
regularly put others above self is not 
present in all people, but it certainly 
was a huge strength of the people 
in this group. Without exception, 
they were all skilled at seeing things 
from another person’s perspective 
and understand how that person was 
feeling. From sales positions to pro-
duction and administrative positions, 
the ability to empathize with team 
members was a critical component of 
their success.

Without exception, these people 
were consistently the first group to 
roll up their sleeves and pitch in 
when needed, regardless of what 
the job required. Their energy level 
would inspire others around them, 
and they would never ask others to 
perform tasks they were not willing 
to perform themselves. With these 
people it was never you and them, it 
was we and us.

Last but certainly not least, the 
entire group had a strong sense of 
integrity in every situation. Their hon-
esty, moral character and ethics were 
never a question to those around 
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them. The example they set for the team helped influence 
the group in the right direction, even at times when the 
less ethical/moral path might have been a much easier 
path to travel.

So based on this analysis, all you need to do is find 
people who have the following traits:
•	Self-confident
•	Optimistic
•	Service-oriented
•	Selfless
•	Energetic
•	Strong Sense of Integrity

I know that is much easier said than done, but it can 
help in the process by keeping these characteristics at 
the forefront of your selection process. How many times 
have we hired someone because they were the best 
candidate available, even though we were not convinced 
they were the right person? And how many times have 
we been absolutely correct in our gut feeling when 
the person ends up not being a good fit? If they don’t 
check most of the boxes, you need to keep looking for 
someone who does. Your reference checks need to ask 
questions that will shed as much light on these traits as 
possible. Ask questions like, “On a scale of 1 to 5 with 1 
being shy, 3 being self-confident and 5 being cocky, what 
was your impression of ____?” or “On a scale of 1 to 5 
with 1 being lazy and 5 being energetic, what was your 
impression of ____?” My personal favorite, “If you had an 
opening right now, would you hire this candidate back?” 
These questions often allow the former employer to give 
clues that you would not ordinarily get if they have a no 
reference policy.

Hiring accuracy will never be 100% and we have all 
been fooled by the exceptional interview that proves to 
be a terrible hire. The key is always correct the situation 
as soon as you determine it was not a good hire and keep 
looking until you find the right person. That will be the 
only way you will consistently be able to produce a prod-
uct that will convince people “If it’s FREE, buy it!” and a 
shout out to my top 10, you should know who you are. 

PERSPECTIVE

FakeBrains.com
303-791-3301

everything 
                       with sales:

Advertiser emails, Bills, 
Marketing, Forecasts and Proofs

Track

Association of
Community

Publishers
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TLI CLASSES
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Association of Community Publishers   -   877-203-2327
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INDUSTRY FEATURE

T
he hiring process is an integral 
part of running any business. 
Whether you are a small busi-
ness owner, an HR manager, 

or the CEO of a large company, you 
will have to recruit at some point 
in your career. Hiring can be tough 
on its own, and according to a 2021 
study by Harris Poll, 52 percent of 
U.S. workers are considering a job 
change1 within the year. What’s more, 
44 percent have actual plans in place 
to make the leap.

That means this is the year to step 
up your recruitment process to stand 
out among the competition. Hiring has 
now become all about the candidate.

WHAT ARE THE ELEMENTS  
OF A SUCCESSFUL RECRUITING 
STRATEGY?
1.	Develop a clear employer brand
2.	Create job posts that reflect your 

company
3.	Use social media
4.	 Invest in an applicant tracking 

system
5.	Explore niche job boards
6.	Consider college recruiting
7.	Find passive candidates and let 

them know you want them
8.	Conduct awesome interviews

Be sure that you’re finding top 
talent with these eight employee re-
cruitment strategies to help improve 
your hiring process. If you’re looking 
for a recruiting platform, use our 
Product Selection Tool2. You’ll get a 
list of recruiting tools tailored to your 
needs to help you find the best fit for 
your company. For visual learners, 
check out this video on the top 5 
recruitment strategies:

1. DEVELOP A CLEAR 
EMPLOYER BRAND

Your employer brand is what will 
set you apart from other compa-
nies and show candidates why they 

8 EMPLOYEE RECRUITMENT STRATEGIES 
TO IMPROVE YOUR HIRING PROCESS

WRITTEN BY PAIGE GARNER 
Reprinted with permissions from TechnologyAdvice.com

should work for you. It should reflect 
your business’ mission, culture, and 
values.

Think about questions such as, 
“Why would someone want to work 
for this company?” and “What per-
centage of your employees would 
recommend your company as a great 
place to work?”. From there, check 
that your business’ about pages, so-
cial media, and advertisements align 
with your employer brand.

2. CREATE JOB POSTS THAT 
REFLECT YOUR COMPANY

Your job post is the first impres-
sion the candidate will have of you. 
You want to be sure to come off as 
organized and professional while still 
embracing your brand.

Is your company built on come-
dy? Make the job post funny! Strictly 
business? Make sure your ad is sleek 
and well put together. This will help 
you acquire more applicants and at-
tract people who will fit in with your 
company culture.

3. USE SOCIAL MEDIA
Social recruiting is becoming 

increasingly popular as companies 
begin targeting millennials. Social 
recruiting is simply using social 
media to find talent, advertise jobs, 
and communicate with potential 
candidates.

Many brands have been successful 
with this technique, including Uber, 
Apple, and Zappos! Be sure to create 
a presence on social media that will 
align with your values and employer 
brand.

4. INVEST IN AN APPLICANT 
TRACKING SYSTEM

Save your company time and mon-
ey by investing in an applicant track-
ing system. An Applicant Tracking 
System3 (or ATS) is a software tool 
that automates the process of posting 
jobs and finding qualified talent. This 
often includes one-click job posting 
to multiple sites, applicant sorting, 
and interview scheduling. There are 
many options available, so be sure 
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to do your research and find the best 
applicant tracking system4 for your 
company’s budget and size.

Top applicant tracking systems 
(For easy linking to and more 
information about all the following 
applicant tracking systems, just go 
to: https://technologyadvice.com/
applicant-tracking-systems/)
•	Monday.com – monday.com is a 

collaborative platform that allows 
HR managers to manage the entire 
employee lifecycle in one place. 
Track the recruitment process of 
all candidates at a glance, onboard 
new employees with pre-made 
templates, plan team-building 
activities to engage current em-
ployees, and leverage data-driven 
insights with analytics built into 
your daily workflows. Finally, 
integrate monday.com with 
Gmail and 40+ tools you 
already use so the platform 
supplements your current 
workflows seamlessly.

•	VidCruiter.com – VidCruiter 
brings value to most mid-
to-large-sized organizations. 
Since our software is cus-
tom-made, we’re able to 
tailor it to meet the needs 
of many different industries 
and all levels of government. 
VidCruiter makes it possible to hire 
great people anywhere on earth.

•	JazzHR.com – Say Goodbye to 
outdated processes like spread-
sheets and inbox recruiting, and 
Hello to powerful, user-friendly 
hiring tools designed to streamline 
your entire candidate-to-employee 
journey. With JazzHR you can easily 
post jobs, screen resumes, schedule 
interviews, collaborate with your 
team, extend offers and more from 
one central location. Get started 
today for as little as $39/month.

•	Recruitee.com – Recruitee is a 
collaborative hiring software that 
builds winning teams. Organize, 
boost, and automate your recruit-
ment. Try for free or get a demo 
now!

•	ExactHire.com – ExactHire ATS–
backed by a team of SHRM cer-
tified strategists–improves hiring 

outcomes by optimizing the hiring 
process. Our software extends the 
reach of job posts, simplifies the 
application process, and stream-
lines communication between 
applicants and employers. This 
increases traffic to online appli-
cations and quickly moves candi-
dates through the hiring process. 
Along the way, applicant data and 
activity is organized into insights 
that are critical to making better 
hiring decisions.

•	Manatal.com – Manatal Recruiting 
Software is the next generation of 
recruitment software, built with the 
latest technologies and designed to 
streamline recruitment processes 
from sourcing to onboarding and 
beyond. Hire faster and funnel 
your recruitment channels into an 

intuitive platform. Leverage the 
social media enrichment and AI 
features, remote-manage your team, 
improve collaboration, access a full 
reporting suite, compliance tools 
and much more. Transform the way 
you recruit with Manatal's ultimate 
cloud-based hiring tool.

•	BerniePortal – BerniePortal Ap-
plicant Tracking is an Applicant 
Tracking System (ATS) that allows 
small and mid-sized employers to 
attract candidates, manage appli-
cants, make offers and onboard 
new hires with best-in-class soft-
ware. Complete with templates, 
integrations with top job boards, 
and robust reporting, BerniePortal 
increases your candidate pipeline 
while decreasing your time-to-hire. 
Request a demo to see how Bernie-
Portal can streamline your recruit-
ment process. 

•	SmartRecruiters.com – Like 
traditional ATS, SmartRecruiters 
centralizes all applicant docu-
ments and allows comment and 
collaboration by hiring managers. 
Furthermore, HR can map out 
the hiring workflow and delegate 
certain areas of responsibility to 
various stakeholders. Last but not 
least, SmartRecruiters can manage 
candidate assessments, interviews, 
and schedule callbacks. It even 
offers a robust set of development 
tools to let you integrate SmartRe-
cruiters with your legacy HRIS or 
other systems. 

•	Recruiterflow.com – Recruiterflow 
is a purpose built ATS & CRM for 
fast growing recruiting businesses 
and executive search firms. It is 
built for simplicity and automa-

tion that drives team wide 
adoption and a massive 
gain in team collaboration 
and productivity. With 
1-click sourcing extension, 
integrated email sequences 
it's super easy to source 
candidates and reach out 
to them. Their simple drag 
and drop style pipeline 
management view helps 
you visually track your 
talent pipeline.

•	Jobvite.com – The Jobvite Platform 
infuses automation and intelligence 
into today’s expanded recruiting 
cycle to increase the speed, quali-
ty, and cost-effectiveness of talent 
acquisition. Jobvite's industry leading 
software accelerates recruiting with 
an easy-to-use Applicant Tracking 
System (ATS) with social recruiting 
capabilities, mobile-optimized brand-
ed career sites, recruiting marketing 
solution, candidate texting solution, 
on-demand video screening, ad-
vanced analytics, and onboarding.

•	Greenhouse.com – Greenhouse 
is a recruiting software platform 
that helps companies find qualified 
candidates, conduct interviews, and 
make data-driven hiring decisions. 
Greenhouse assists hiring repre-
sentatives in planning, sourcing, 
interviewing, and hiring phases. 
Companies can utilize Greenhouse 

“
Your job post is the first 
impression the candidate will 
have of you. You want to be sure 
to come off as organized and 
professional while still  

		   embracing your brand.
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interview kits allow prospective 
hires to communicate directly with 
HR representatives, sync schedules, 
review role context and expecta-
tions, and upload their resume. 

•	Bullhorn.com – Bullhorn’s appli-
cant tracking software is a powerful 
way to find and manage qualified 
talent. Not only can recruiters use 
the recruitment software to accept 
resumes, they can monitor appli-
cants through the entire hiring 
process. Keep notes on job seeker 
interviews, forward information to 
hiring managers and stay in touch 
with the candidates themselves. 
Recruiters enjoy the ability to 
instantly respond to job applicants 
while managers can track recruiter 
activity as it happens.

•	ADP.com (https://www.adp.com/
what-we-offer/products/ 
adp-workforce-now.aspx) – Attract, 
captivate, and hire top talent with 
ADP Workforce Now® Recruit-
ment so you can drive both your 
business strategy and your people 
strategy forward. As part of the 
full ADP Workforce Now HR suite, 
Recruitment’s easy-to-use capabili-
ties are natively connected to your 
onboarding, HR and payroll data to 
save you time and effort. With this 
end-to-end recruitment solution, 
ADP Workforce Now helps deliver 
a better experience for your organi-
zation and for candidates.

•	Workday.com – Workday Recruiting 
is an end-to-end talent acquisition 
application built to help you find, 
engage, and select the best internal 
and external candidates for your 
organization. Manage the entire 
recruiting lifecycle in one system, 
including workforce planning, 
sourcing, and advanced talent ana-
lytics. Attract top talent with an en-
gaging candidate experience from 
outreach to onboarding. Streamline 
the recruiting process by enabling 
transparency and collaboration 
across the entire hiring team.

•	Lever.com – Like many ATS and 
recruiting software systems, Le-
ver lets recruiters create a custom 
careers page for their organization’s 
website. This includes both internal 

and external job boards. Users can 
also create job applications using 
the same feature, giving candidates 
a clean, one-page application. 
The candidate sourcing feature 
in Lever lets users save candidate 
information, including name, email 
address, phone number, LinkedIn 
profile link, and their resume.

5. EXPLORE NICHE JOB BOARDS
Depending on what job you are 

hiring for, it may be difficult to find 
talent on one of the many large job 
sites. If your company falls into a 
smaller, more defined category, try 
looking into niche job boards. These 
are smaller job sites that are devot-
ed to only one type of job and often 
have a community of job seekers and 
recruiters. You can find niche job 
boards covering everything from the 
retail industry to construction.

6. CONSIDER COLLEGE 
RECRUITING

Recruiting from college campuses 
can help you discover upcoming talent 
for your industry, while also aligning 
your company with internship op-
portunities and campus connections. 
You can recruit from colleges in many 
ways, including attending career fairs, 
volunteering to speak at events for 
your industry, being featured on cam-
pus online job boards.

7. FIND PASSIVE CANDIDATES 
AND LET THEM KNOW  
YOU WANT THEM

Passive candidates are those who are 
currently employed and not actively 
looking for a job. These candidates 
will often be the most qualified and 
seem to be the perfect person for the 
job. Personally reaching out to them 
will show that you are truly interested 
in their talent and will be sure to grab 
their attention. Using social media 
and connections will help you identify 
these potential candidates as well as 
raise awareness for your company. For 
additional information on recruiting 
passive candidates, read: https://
technologyadvice.com/blog/human-
resources/4-ways-recruit-passive-
candidates/ 

8. CONDUCT AWESOME 
INTERVIEWS

It’s important to remember that in-
terviewing is a two-way street. While 
you are interviewing your candi-
date, they are also interviewing you. 
Whether you are meeting remotely or 
in person, be sure to make it comfort-
able and low-stress.

Cater the interview to the position 
they are applying for. Will they be 
working with a group? Try group 
interviewing. Also remember to 
reflect your company’s culture. For 
example, if you are in an office that 
likes to joke around a lot, incor-
porate that into the interview. This 
will ensure you find someone who 
is both talented and a good fit for 
your culture.

GET THE BEST RECRUITING 
TOOL FOR YOUR  
HIRING PROCESS

Recruiting is complex and ev-
er-changing, but with the right tool, 
you can get ahead of the game 
and find great candidates for your 
roles. If you’re wanting to stream-
line your hiring process and provide 
a positive experience for candi-
dates, use the convenient Technol-
ogyAdvice Product Selection Tool 
(https://technologyadvice.com/
recruiting-software/) to get a shortlist 
of recruiting software systems. 

Paige Garner is the Marketing 
Coordinator for Proven (https://
blog.proven.com/). When she is 
not tweeting, blogging, or writing, 
she loves spending time with her 
Pomeranian, Chips! 

__________________________________
Original Article: https://
technologyadvice.com/blog/human-
resources/recruitment-strategy/
1 https://theharrispoll.com/is-now-a-
good-time-to-change-careers-more-
workers-are-feeling-good-about-it/
2 https://technologyadvice.com/
recruiting-software/
3 https://technologyadvice.com/
applicant-tracking-systems/
4 https://technologyadvice.com/
applicant-tracking-systems/
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Y
our business is beginning to 
grow and you want to keep up 
the sales momentum but there’s 
only so much your small team 

can do. You’re considering hiring a cou-
ple of commission-only sales reps as it’s 
zero investment up-front and means you 
can cut them loose should it not pan out.

It’s easy to be tempted to jump on 
the “Commission only” bandwagon as 
only paying sales reps on what they 
sell seems smart. However, there are 
a few downsides you should consider 
before you do. 

Here are 5 pitfalls to watch out for:
 

#1 – MISUNDERSTANDING 
WHAT MOTIVATES

While money is a powerful motivator, 
many sales professionals are motivated 
by more than just financial incentives – 
from stock options and profit distribu-
tions to more autonomy and freedom 
to work remotely without ever attend-
ing a meeting in person.

Commission only sales reps often 
do not believe in the product they are 
selling and are merely attracted to high 
value products and services, because 
they don’t need to sell a lot to make a 
decent commission. In the long term, 
hiring someone who just wants to 
make a few quick sales may not bring 
in the desired ROI.

It is important that you figure out 
what really brings long term ROI – it 
could be as simple as giving your full 
time sales employee a raise and more 
autonomy with some milestone-based 
bonuses.

 
#2 – INCESSANT INCENTIVIZING

With a commission only sales rep, 
there is constant pressure to sufficient-
ly incentivize them if you want to see 
consistent performance and sales that 
ultimately impact your profits. It’s a 

5 PITFALLS TO HIRING  
COMMISSION-ONLY SALES REPS 

HOW EMPLOYING REPS BASED ON SALES COMMISSIONS  
COULD AFFECT LOYALTY AND CUSTOMER RETENTION

BY CHRISHELLE MONY
Reprinted with permissions from CloudTask.com

INDUSTRY FEATURE

tricky balance to maintain as paying 
commissions too late (with longer sales 
cycles) means more time spent with 
each prospect and not on new sales op-
portunities. Paying too early (for leads 
only with you or someone from your in-
ternal team closing the sale) means less 
incentive for the rep to see the lead be 
successful (and actually convert to cus-
tomer). To counter this, conversion ra-
tios or other factors can be agreed upon 
and implemented to further incentivize 
successful outcomes. This constant effort 
monitoring however, is time consuming, 
exhausting and better spent on a more 
permanent internal resource.

 
#3 – LACK OF LONG TERM 
COMMITMENT

The lack of emotional or financial long 
term commitment in this kind of setup 
may seem mutually beneficial at first. No 
strings attached however doesn’t bode 
well as these reps aren’t invested in your 
organization’s success. Independent sales 
agents may bring in customers and make 
commissions but they may not necessar-
ily care about your product, company, 
customer satisfaction or retention rates. 

This often results in reps that aren’t 
successful as they don’t believe in the 
product and prospects can and do pick 
up on this. High commissions alone 
don’t generate passion or loyalty for 
your product or brand, and this type of 
agreement may end up being a waste of 
time all around due to the lack of long 
term commitment on both sides.

 
#4 – VOLATILITY AND RISK

Commission payouts can be volatile 
as agents may have drastic swings of 
under or over performance in the short 
term This volatility may be hard to deal 
with not just for your finance team 
but also skew company reporting. In 
addition, there is also the negative Risk 
Perception for your Reps where having 
a commission-only job makes them 
appear as higher risk by banks or other 
financial institutions (say they need 
to refinance their mortgage or co-sign 
on a loan) which could in turn breed 
resentment. It’s essential therefore for 
organizations and independent reps to 
be aware of these if they are to build a 
mutually beneficial relationship despite 
the risks involved.
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#5 – LOST SALES OPPORTUNITIES
The most important downside to 

consider is how expensive hiring a 
commissions-only reps could actually 
be in the long run. Not just in terms of 
sales missed out on but also in terms 
of potentially ending up with a rookie 
communicating with your prospects 
and selling to people who don’t really 
need or want your offering. If you’ve 
got a low priced product, many com-
mission-only agents will stay far away 
from such opportunities as they would 
have to sell a lot to make good money 
even if it is an easy sell.

If you’ve got a high value product 
or service on the other hand, it´s even 
worse as there’s more to lose and 
agents don’t need to sell large volumes 
to make a decent commission and af-
ter a few big sales, they may take their 
foot off the pedal. Unprofessionalism 
and damage to your brand’s image 
could mean future sales losses when 
this negative impression spreads by 
word of mouth.

STRIKING THE RIGHT BALANCE
So maybe you’re rethinking the 

commission-only strategy but that 
still leaves you contemplating what 
the best strategy might be. Working 
with fixed base salaries and throwing 
a bonus into the mix is one option. 
Another potential solution is to go 
the commission-only route but just 
for lead generation and have some-
one on your team close the sale. This 
maintains checks and balances on the 
quality of the lead, and ensures you 
nurture the right customer relation-
ships internally. A third alternative is 
to hire an intern but you would need 
to invest a lot of time and money to 
groom this person and you still run 
the risk of leaving an important aspect 
of your business’ sales to someone 
with little experience which is an ex-
pensive gamble to take.

REMOTE SALES TEAM
If none of these seem to be sitting 

right, you’re probably wishing for 

trained, experienced sales person-
nel who generate quality leads but 
don’t charge crazy commissions, 
work passionately and have minimal 
need for someone to oversee their 
every move. 

You’ll be pleased to learn that such 
an alternative can exist in the form of 
a remote, managed sales team. With 
the remote workforce model, you 
hire a team of certified sales experts, 
trained in HubSpot and inbound, 
who are guaranteed to generate 
quality leads without commissions. 
Furthermore, remote sales experts 
love working in a flexible and dynam-
ic work environment in the cloud, 
which ensures employee loyalty that 
you will be hard pressed to find any-
where else. 

Chrishelle Mony
CloudTask.com
https://www.cloudtask.com/
blog/5-pitfalls-to-hiring-commission-
only-sales-representatives
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ON THE HORIZON

Proud to be the expert media financial valuation resource for 
the FORBES 400 List of America's Richest People 2015 - 2022

Call for more information: 
207.452.2476 or 978.580.1895

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

100 Domino Drive, Concord MA

WE MAY BE “CHEEP”,
BUT WE DARE YOU TO
COMPARE US WITH
THE EXPENSIVE GUYS. 2022

MARCH 1, 2022

USPS Promotion Starts –  
Emerging and Advanced Technology

By incentivizing the use of these technologies through 
discounts, the Postal Service is helping to increase the 
value of direct mail and ensuring its continued place in 
the modern communications and marketing landscape. 

For more information, go to:   
https://postalpro.usps.com/promotions/2022-emerging-tech?

MARCH 4, 2022

Midwest Free Community Papers (MFCP)
Spring Conference at the Gateway Hotel and Conference 

Center in Ames, Iowa. Go to mfcp.org for program 
updates or contact Lee Borkowski at 888-899-6327,  

email: director@mfcp.org for more information.

MARCH 18-19, 2022 
Mid-Atlantic Community Papers Association 

(MACPA)

Annual Conference – “Let’s Strike Gold with MACPA”  
will be held at the Comfort Suites in Carlisle, PA.  

Go to macpa.net for updates or contact Alyse Mitten  
at 800-450-7227, email: info@macpa.net  

for more information.

MARCH 31 - APRIL 1, 2022 
(No fooling)

Association of Community Publishers (ACP)
And

Southeastern Advertising Publishers 
Association (SAPA) 

Leadership Summit will be held in Nashville, TN. 
This unique format will be limited seating and 
focus on 10 topic driven sessions designed to 

inform and spark open discussions. Register now at 
https://communitypublishers.com/in-person.  

For more information, contact Cassey Recore, email: 
cassey@communitypublishers.com or call 877-203-2327.
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N
ot many parents are apt to 
answer “I want my child to 
grow up to be a salesperson.” 
We are all comfortable with 

a lawyer, doctor, pharmacist, even a 
politician, but not a salesperson! Why 
is that? Where did the sales profes-
sion earn this negative perception? 
According to the Bureau of Labor 
Statistics, there are 13,120,320 people 
employed in sales related jobs – how 
could a profession be so disrespected 
yet attract this many people?

Somewhere along the way, sales 
positions got equated to trying to 
convince people to buy something 
they don’t want to buy, or don’t even 
need. The image that all salespeople 
are only interested in their commis-
sions and not how their product can 
benefit the buyer somehow perme-
ated an entire profession. Not to 
say that is not the case with some 
salespeople as I am sure we have all 
experienced that pushy sales closer, 

WHAT DO YOU WANT YOUR KIDS TO BE 
WHEN THEY GROW UP?

BY LOREN COLBURN

but it certainly is a small percentage 
of the over 13 million people making 
their living by selling.

It seems like a pretty steady drum-
beat from publishers lamenting about 
the struggle they go through to find 
and hire qualified salespeople. The 
problem does not appear to be unique 
to any one publication or to any one 
geographic area. So let’s take a look 
at what some of the potential roots 
to the image and recruiting problem 
might be for our particular industry. 

This is where some publishers may 
not like the direction this article is 
about to go. This industry has tradi-
tionally been very much straight com-
mission based with regards to sales 
compensation plans. I understand the 
relationship commission plays as an 
incentive to sell more and I get the 
concept that the company only pays 
for successful performance. But I also 
appreciate that irregular income fluc-
tuations can make budgeting in to-

day’s world a nightmare. Bank loans 
are much more difficult to qualify for 
and families are much more skeptical 
about the stability of a prospective 
new job. The need for some type of 
balanced compensation level may 
be the key to attracting sales reps 
who are willing to try their hand at 
ad sales, especially for the first year 
or two. Each candidate has different 
needs and a one method plan may 
be just too restrictive. As you design 
each individual’s plan, keep in mind 
that if people are selling for a com-
mission check, they will be much 
more apt to fit the stereotype rather 
than be driven by a belief that your 
products can produce positive results 
for their clients.

As long as we are on unpopular 
sales compensation subjects, we 
should also mention the infamous 
“chargeback programs” and “com-
missions on payments rather than 
on sales” plans that are popular in 
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our industry. The salesperson gets 
permission from accounting to sell an 
advertiser on credit and proceeds to 
sell an ad. Then 90 days goes by and 
we want to take back the commission 
or refuse to pay commission as the 
sale is not complete. Why wouldn’t 
the commission be deducted from 
the accounting person’s paycheck – 
they made the bad judgment call? 
Or when the graphics department 
puts the wrong phone number in the 
ad and a credit has to be issued, we 
don’t deduct the sale from the graph-
ics person’s compensation. When it 
comes to sales compensation, we 
historically are one tough industry.

So what is my point? I believe we 
each need to do a thorough review 
of our sales compensation plans to 
make sure they are fair, reasonable 
and rewarding for the type of profes-
sional sales effort we expect from our 
reps. Put all the aspects of your sales 
compensation plan through the “how 

would you feel if one of your kids 
came home and said ‘do you think I 
should take this job’” filter. If there 
is part or parts of the plan that you 
would be skeptical about recom-
mending for your kids, it is time to 
look for a way to improve the plan 
going forward.

It is tough to compete with medical 
sales positions that carry a national 
average base salary of $79,102 and an 
average total income of $159,102. Ob-
viously, the medical industry works 
on different margins than publishers, 
but the reality is we need to have 
compensation plans that compete for 
sales professionals that will be driven 
by understanding the customer’s 
needs and helping them build their 
business through effective advertising 
rather than a “do anything to earn 
commission” motive. That doesn’t 
mean some of them won’t chase one 
of the golden sales opportunities 
along the way, but your advertisers 

and your publications will benefit 
from the solid performance of a 
professional sales rep in the interim. 
Having a sales representative build 
strong relationships for your pub-
lication for even 2 or 3 years is far 
better than having a bad sales rep for 
3 months who burns enough bridges 
that it takes years to rebuild them all.

We all need to celebrate salespeo-
ple and their value to our publica-
tions. Talented sales professionals 
will not only earn an excellent 
paycheck over time, they are most 
often the people who earn promo-
tions to management positions. After 
all, aren’t we all selling something – 
lawyers sell their ability to persuade 
people, doctors sell solutions to 
your health problems and politicians 
sell…I better leave that one for a 
different article. Actually, when I re-
ally think about it, most publishers I 
know all started out as salespeople in 
their early days! 
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D
ale Carnegie once said “when 
dealing with people remem-
ber you are not dealing with 
creatures of logic, but crea-

tures of emotion.”
Recruitment for employment is at 

an all-time high. I am sure most of 
you have seen an advertisement this 
week of a company looking to hire. 
There are so many people looking 
for work but what seems to be the 
common issue is how you get people 
to apply to your company and most 
importantly how do you make them 
stay. Unfortunately, I do not have the 

NEEDED!

BY CARMEN CAMPBELL
2020 RISING STAR

magic answer, but I would like to 
make some suggestions. 

I should put in the disclaimer that 
I am not a professional recruiter or 
even in a position of HR. I am a Sales 
Consultant of 10 years that helps place 
employment ads for various compa-
nies weekly. These past few months 
we have had a flood of ads and a lot 
of frustration from recruiters because 
there is a lack of applicants and also 
people are not staying once they are 
hired. All politics aside of why people 
are or aren’t looking for a new career, 
I think it comes down to one simple 
feeling, being needed. 

First let’s stop placing “robot” 
hiring ads and start placing needed 
ads that appeal to people’s emotions 
because the way someone feels about 
their situation is going to be reason if 
they stay or leave. Let’s get out of the 
mindset of “anyone can do this job” 
to “we need YOU to do this job!”

Second no matter what the po-
sition is or title you are looking to 
fill it is nice to make that person 
feel important, needed, wanted. 
If your company can do that I 
think a lot of people would be hap-
pier and stay longer. Extra incen-
tives such as sign on bonuses, paid 
time off, health insurance, etc. are 
always a nice way to initially grab 
attention but once a person starts 
those perks lose their luster. It’s up 
to management to make sure that 
feel good feeling of being needed 
stays. The longevity of employees 
can save companies money so why 
wouldn’t you want them to feel 
needed, safe and secure. 

I looked up synonyms for the 
word “recruit” – some examples I 
was given were: engage, enlist, sign 
up, enroll, round up and take on. 
One word I would like to add to the 
list is needed. 
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S
oCal Media Network 
(www.socalmedianetwork.com), 
a newly formed alliance of 
independent community media 

news organizations, launched this 
week offering advertisers an oppor-
tunity to reach more than 1.7 million 
engaged readers of community news-
papers, websites and social media 
channels. The network is comprised 
of five different independent publish-
ers with 19 standalone publications, 
websites and social media platforms 
located in coastal South Orange 
County, North San Diego County, 
wine country Temecula/Fallbook and 
the greater San Diego area.

The independent publishing 
groups in the SoCal Media Network 
are: Firebrand Media, Picket Fence 
Media, Reeder Media, Coast News 
Group and San Diego Community 
News Group.
•	Orange County: Newport Beach 

Independent, Laguna Beach Inde-
pendent, Coastal Real Estate, San 
Clemente Times, Dana Point Times, 
The Capistrano Dispatch

•	North San Diego County: The Coast 
News, The Inland Edition

•	Riverside County: Valley News 
(Temecula)

•	San Diego County: Village News 
(Fallbrook), La Jolla Village News, 
Beach & Bay Press, The Peninsula 
Beacon, Uptown News, Downtown 
News, Mission Times Courier, Mis-
sion Valley News, La Mesa Courier, 
College Times Courier

INDUSTRY UPDATE

NEW SOUTHERN CALIFORNIA MEDIA 
NETWORK OFFERS ADVERTISERS 
1.7 MILLION ENGAGED READERS
NETWORK SPANS FROM NEWPORT BEACH TO SAN DIEGO  

AND INLAND TO TEMECULA WINE COUNTRY
PRESS RELEASE | SOUTHERN CALIFORNIA MEDIA NETWORK

“As established, trusted, indepen-
dent hyper-local media business 
operators, we know that audience 
engagement driven by original, 
unbiased news reporting coupled 
with scale across multiple platforms 
yields results for advertisers,” said 
SoCal Media Network’s Norb Garrett, 
who is the CEO and publisher of 
Picket Fence Media based in Capist-
rano Beach. “By creating this new 
network, we can offer local, regional 
and national advertisers a simple, 
one-stop, cost-effective way to reach 
these highly desirable audiences 
through our award-winning media 
brands across print, digital, social 
and video.”

Advertisers can place advertis-
ing network wide directly through 
any of the five member organi-
zation’s sales staffs — which can 
be reached through the website 
(www.socalmedianetwork.com).

Additionally, the group announced 
the launch of “Explore SoCal,” a 
staycation guide (print and online) to 
Southern California featuring original 
content and distributed through all of 
the network’s 19 platforms including 
350,000 print copies direct to current 
readers, newsracks and an expanded 
bonus distribution to key hotel opera-
tors in the markets.

“I’m thrilled to align my brands with 
the other award-winning media brands 
in this new network,” said Julie Main, 
owner and publisher of San Diego 
Community News Group, which op-
erates nine brands in the greater San 
Diego area, including La Jolla, Mission 
Bay, Downtown San Diego and La Mesa. 
“Many of my advertisers have sought 
effective ways to reach other key mar-
keting areas in Southern California, and 
our new network now provides the very 
best media platforms through which to 
reach key audiences.” 



FEBRUARY 2022  |  25

THE LEADERSHIP INSTITUTE

R
ecently I had lunch with a good friend and former 
colleague. Ralph and I have been retired for years 
but when we get together, invariably we wind 
up talking about some of the great sales calls we 

did together. We enjoy retirement but, we also loved our 
work. Selling advertising is either the absolute best job in 
the world or it is the absolute worst job in the world. The 
difference between these two extremes is the person doing 
the job. Selling advertising doesn’t require an advanced 
degree or specialized skills and people from all walks of 
life have excelled in this career. It has never been an easy 
job but it can be lucrative and selling advertising offers a 
degree of freedom not found in other positions. Despite 
these “perks” many new advertising sales people throw in 
the towel within their first year on the job. They are just a 
poor fit for the job. 

So what qualities make a person a good fit for an adver-
tising sales position? Advertising salespeople have to be a 
special breed because advertising sales is not your typical 
sales job. In most sales positions, the salesperson opens up 
a catalog, points to their product and explains its merits. 
They then close the sale and collect their money occasion-
ally following up to see if the client needs another one. 
Advertising salespeople create their products as they go 
along; they plan campaigns and design ads. Each week they 
have to repeat the process, requiring them to spend a lot 
more time with their clients than most salespeople. I had 
the opportunity to observe advertising salespeople, good 
and bad, for over forty years. From these observations I’ve 
been able to paint a picture of the ideal advertising sales-
person. Almost all outstanding advertising sales reps are 
extremely curious people; they want to know more about 
their advertisers and their businesses. This is why they are 
so good at uncovering customer needs. They are also car-
ing people—they find joy in helping their clients succeed. 
Coupled with good communication skills, the combination 
of curiosity and empathy is an unbeatable combination in 
an advertising salesperson. Yes, they like the paycheck, but 
that’s far from the only reason they do what they do…and 
why they do it so well. 

THE PAYCHECK 
IS JUST PART OF IT!

BY JIM BUSCH

“
Do not hire a person who does your 
work for money, but someone who 
does it for the love of it.

—Henry David Thoreau

Association of  Community Publishers 

OVER THE LAST 
15 YEARS

2,457
INDUSTRY PROFESSIONALS 

HAVE PARTICIPATED

15,979
CLASS CREDITS HAVE BEEN 

AWARDED

140
CERTIFIED ADVERTISING 

EXECUTIVE CERTIFICATIONS 
AWARDED BY ACP

103 
DIFFERENT CLASS 

CURRICULUMS PRESENTED

The Leadership Institute 
is a structured, industry 

specific sales and 
management training 

program sponsored by the 
Association of Community 

Publishers. 
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SALES TIPS

BY BOB BERTING, 
BERTING 
COMMUNICATIONS

SEVEN TYPES OF HARD 
TO PLEASE CUSTOMERS

THIRD AND FINAL INSTALLMENT OF A 3-PART SERIES

Y
ou will probably recognize these 
7 types among all your cus-
tomers. It is important that you 
spend time analyzing them to 

determine what type of hard to please 
type they are and how you will respond 
and react to their behavior. For each 
type we will give their comments and 
then your response as To Do action.

Here are the 7 types:
•	PIT BULLS would like to take you 

apart personally. They look you in 
the eye and tell you “the last thing 
is to get on the wrong side of me.” 
They are intense but coherent. At 
times they can get out of control. 
To Do: Take charge and make some-

thing happen fast. Interrupt politely 
and say their name. Quickly reflect 
back on the topic at hand and say, 
“We are on the same side, so to help 
us solve the problem faster, do you 
mind if I ask you some questions?” 
Then move to a solution phase, “We’re 
going to do something about this, I’m 
going to be personally responsible.”
•	POWDER KEGS demand attention. 

They like to yell which is a result of 
an internal explosion, They are criti-
cal of the salesperson, the newspaper 
office, and anything else they can 
think of. Sometimes they are not pre-
cise on their criticism, just random.
To Do: Be sensitive to their needs. 

Don’t tell them to calm down or relax. 
Do say their name frequently. Try to 
reduce intensity by saying, “I care, 
I’m here to help you. I’m sure we can 
work this out.”

•	DEMANDERS are a cross between 
a powder keg and a pit bull, They 
demand attention and action. Many 
times they are ranting and raving 
and out of control. Many times they 
will not stay in one place and they 
will move about and gesture wildly.
To Do: Find out what is behind their 

demands. and what is their intent. You 
need to tell it like it is. Be very direct, 
summarize frequently: “We don’t want 
you to be unhappy. What can I do to 
solve your problem?”
•	SARCASTICS have suppressed re-

sentment or anger. They are asking 
for attention. Many times you are 
dealing with the tip of the iceberg. 
There are many more layers of sup-
pressed resentment yet to come.
To Do: Call attention to their sar-

casm in a tactful way. Try to under-
stand the significance of their prob-
lem. Sincerely try to help them. “I can’t 
change the past, but I can change 
the future. I will personally work this 
problem through.” Sincerity works 
over sarcasm. 
•	KNOW-IT-ALLS. “I know 99% of 

everything.” They feel they are in 
total control and can get anything 
done. They have a supreme ego and 
want your full attention. They think 
they know everything.
To Do: “Of course you know this.” 

Use documentation and show value 
of knowledge. Lead indirectly using 
examples such as, “I was just won-
dering, hypothetically speaking, what 
do you suppose.” Turn idea over to 
them. “ Let’s methodically go through 
what has happened. Let’s go through a 
check list together.” Validate their ego 
by saying “as you know…”
•	GRUMBLERS are whiners, nega-

tive people, and no matter what you 
say, it’s always wrong. Constantly 
complaining, everything’s wrong, 
nothing is right. Even when some-

thing is solved, they still come up 
with something to complain about.
To Do: Interrupt when they begin to 

repeat themselves. Take notes (on the 
phone with them, tell them, you’re tak-
ing notes). Patience and persistence is 
required. Try exaggeration of universal 
statements: “Everything? Everything is 
wrong?” Ask them for tips and tech-
niques for ways to prevent problems 
in the future. 
•	NITPICKERS spin their wheels in 

endless detail. The key question is: 
what is behind their extreme atten-
tion to detail? Are they always this 
way or does your publication bring 
out a negative reaction?
To Do: Appreciate their attention 

to detail. Show them you are a detail 
person by using documentation. Ask if 
there is something else. Help them to 
sort it out by saying, “Here’s a positive 
point, here’s a negative point. Here are 
things that could be changed and here 
are things that can’t be changed.”

POSITIVE CHANGES—
PERSONAL ACTION PLAN

Practice letting people feel under-
stood. Always try to find ways to say 
yes. Clarify your values. Meet with 
your staff and talk about things you 
did with your customers this week that 
worked and didn’t work. Talk about 
your policies and discuss how your 
customers are reacting to them. This 
team analysis will do wonders for your 
publication customer service efforts. 

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 train-
er, publisher marketing consultant 
and columnist in many national and 
regional newspaper trade association 
publications. He can be reached at 
bob@bobberting.com or 317-849-5408.
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BY JOHN FOUST
RALEIGH, NC

AD-LIBS

Y
ou may have heard the old sto-
ry about the door-to-door sales-
man who was selling vacuum 
cleaners way out in the coun-

try. When a lady came to the door, he 
dramatically emptied a bag of dirt onto 
the floor and boasted, “Ma’am, if this 
vacuum cleaner doesn’t get rid of every 
speck of this dirt, I’ll eat it.” She said, 
“Come on in. We don’t have electricity.” 

Although there’s almost no chance 
that this actually happened, it illus-
trates the importance of qualifying 
prospects. Ross, who manages the 
sales team at his paper, told me they 
place a lot of emphasis on qualifying 
the businesses they approach about 
advertising. “There’s no use to try to 
sell something to someone who is not 
in a position to buy,” he said. “So we 
do everything we can to look at our 
marketing products from the other 
person’s perspective.” 

Ross sticks to the philosophy that 
there are two times to qualify a pros-
pect: (1) Before the conversation and 
(2) During the conversation. That’s 
much better than getting bad news 
after making a presentation. Here’s a 
closer look: 

1. BEFORE THE 
CONVERSATION 

“When it comes to financial qualify-
ing, a lot of information is available,” 
he said. “If the company has advertised 
with us before, we can easily search 
the files for previous budgets and in-
voices. And if we’ve done proposals for 
them in the past, we can get plenty of 
insights there. 

“We’ve made efforts to learn the ad 
rates of our competitors, Of course, 
it’s difficult to learn about special 
deals and discounts, but at least we 
have a general idea of their starting 
points. If our target prospect is adver-
tising in other media outlets, we can 

put together a pretty good profile of 
their expenses.” 

Beyond the budget, Ross encourages 
his team to learn enough about their 
prospects to figure out what kind of 
marketing they need. Is this a business 
that traditionally advertises in print? 
Do their competitors have a strong 
online presence? Can their customers 
be categorized as general interest or 
business-to-business? Is their marketing 
based on brand identity or special of-
fers? Do their competitors advertise in 
Ross’ paper? If so, does the sales per-
son have access to ad response rates? 

2. DURING THE 
CONVERSATION 

“Through the years, I’ve heard stories 
about sales people who leave appoint-
ments feeling optimistic, but find out 
later that there was no way the per-
son could buy an ad program,” Ross 
explained. “At my paper, we don’t want 
that to happen to our sales team. 

“No matter how much we learn in 
advance, there’s a lot more to discov-
er,” he continued. “So when we have 
face-to-face meetings, we confirm what 
we’ve learned ahead of time and ask 
questions to fill in the blanks. We sim-
ply tell them that the more we know, 
the more we can help.” 

Ross makes a lot of sense, doesn’t 
he? Without the right kind of informa-
tion to qualify prospects, you might 
face a big, ugly pile of dirt without 
electricity.  

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

QUALIFY YOUR 
ADVERTISING PROSPECTS
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hanrahan.ln@att.net ©2022 By Ellen Hanrahan
Graphic  Hooks

It’s already February... which means I 
have eleven months to get my font librar-
ies in order because Type 1 postscript fonts 
will no longer be supported by the pro-
grams I use (Jan. 2023). I know this sounds 
like a long way off, but somehow it’s not!
 Granted I have way too many typefaces 
taking up space, but I also know how fast 
a year can go, so I need to get serious 
about this change. With that in mind, the 
December issue of CreativePro Magazine 
offered an article on where to find “Some 
Great Places to Find Free—and Legal! 
Fonts.” For your own copy  ($59/year; and 
for $10 discount type FRIEND) at https://
creativepro.com/become-a-member/

Typefaces are licensed: Adobe
Back in the day, organizations had to be 
wary of sending typefaces to just any-
one, unless they already had purchased 
that font. Even today that’s still a problem 
(google NBC, Font Bureau and lawsuit). 
 Legit typeface sites will spell out the 
usage of their fonts —and realize that 
every usage is different. By the way, Font 
Bureau ended its relationship with Adobe 
last year (about 50 fonts were removed). 
 I subscribe to the entire Adobe Creative 
Cloud Suite and with that subscription I 
have access to the Adobe Font Library… 
as a subscriber. I have had a chance to look 
around and the Adobe team has also put 
together “Packs” which makes it easier to 
choose the typefaces I like. I will be incor-
porating some of the fonts and packs into 
my regular usage.
 The Adobe Fonts are cleared for both 
personal and commercial use… and lately 
I have purchased typefaces from a foundry 
called Sudtipos, so I was very excited when 
I found a number of fonts available to me 
(see below—I have a penchant for fonts 
that have a script feel and lots of glyphs…

Gratitude
Sudtipos: Gratitude 28 point

Atocha 
Sudtipos: Atocha 32 point

Sudtipos: Salamat 32 point
Salamat

Casual Lettering Looks Pack: Looking Flowers Caps 32 point
looking flowers caps

Casual Lettering Looks Pack: Looking Flowers Script 30 point

Looking Flowers Script
034PQRjqtw�

I have never looked into this in all the years 
I have supported this subscription… and 
this does have possibilities. Not everyone 
has a total subscription, but you may have 
access to Adobe Fonts with any of your CC 
subscriptions… good luck!

Font Squirrel
Most of the web sites I am presenting that 
offer free fonts are sites that I’ve not visited 
in the past, so they are new to me as well
 Font Squirrel offers a selection of more 
than 1,400 high-quality free fonts that is 
better than the average data base.
 Downloading "free" fonts from a num-
ber of sites can be risky… I'm referring to a 
site that I have visited in the past, but have 
trust issues regarding the integrity of the 
fonts that I am getting… DaFont, which 
has 60,000 plus fonts available! Quality 
varies greatly and some of these fonts are 
sketchy (remember not to download Type 
1 fonts!) I'm not saying not to use DaFont, 
but be aware of what you are getting…
especially with licensing.
 Back to Font Squirrel… the search func-
tion offers lists, classifications, licenses and 
other ways to find what you are looking for. 
There is also a font identifier which can be 
very handy.
 The interface provides well-designed 
info that can evaluate your type profes-
sionally, including tabs to professional-
grade type specimens, clear licensing 
information, a full display of all the glyphs 
in the file, and ample information about 
the designer.
https://www.fontsquirrel.com

Other Options
Here’s a few more sites for free fonts:
Google Fonts https://fonts.google.com 
Font Space https://www.fontspace.com 
The League of Moveable Type: https://
www.theleagueofmoveabletype.com
 I did not check these out because, let's 
face it, I am hoping to give you a nudge 
into trust-worthy sites without having to 
do a lot of research… and remember, I am 
busy getting rid of typefaces, not sure that 
I need more!
 Also, the larger well-known type found-
ries may offer promotions and demos as a 
"teaser" to get you coming back.
MyFonts: https://www.myfonts.com
Font Shop: https://www.fontshop.com
FontHaus: https://www.fonthaus.com
Pixel Surplus: http://pixelsurplus.com
Font Fabric: https://www.fontfabric.com
Fonts.com: http://www.fonts.com

Type Review: Italic or Script
An italic typeface refers to the slant of the 
character and varies with the typeface and 
is usually part of a larger family of type-
faces.
 A script typeface is specifically designed 
to look like handwriting. Apparently I have 
a tendency to chose script typefaces (see 
my selections in column one).
 Script typefaces can and do stand out 
from the rest of the text, but they are hard-
er to read so you must exercise the same 
care that you do when you use italic type-
faces. Most of the time, I use them for short 
headings or to demonstrate the beautiful 
glyphs that can be combined with these 
typefaces.
 With the Open Type format, many script 
typefaces offer a variety of glyphs to fur-
ther, customize the “look” of the typeface. 
With these choices, use restraint, so I offer 
a few gentle reminders…
USE AS DISPLAY: Script typefaces do not 
readily lend themselves as a text type. The 
x-heights of the letters are usually smaller 
than regular text type and because of the 
free-form letters, we do not always recog-
nize them as readily as we do standard text 
typefaces. I'd say that 18 point should be 
the minimum size used.
BE BRIEF: Use as an attention-getter and 
don’t over-use them, because the impact 
and reason for their use will be diluted.
 Headlines, pull-quotes, etc. are also a 
good way to incorporate scripts into your 
ad layout. 
USE DISCRETION: There are a lot of script 
faces…by and large they fall into four cat-
egories: formal, casual, calligraphic and 
blackletter scripts. Italic typefaces are simi-
lar to scripts and generally range from the 
simple obliques to those that resemble 
more cursive writing, but the same guide-
lines apply to italic typefaces as well.

Final thoughts… 
So as I was looking on the Adobe Fonts 
website, I came across Looking Flowers 
Deco (from the Casual Lettering Looks 
Pack) and some of these glyphs are perfect 
for Valentines Day ads!

P Be Mine 
 alentineR

Atocha and Looking Flowers Deco Various Sizes
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brand and create value for your business. We’re a magazine design agency 
that brings deep interactive expertise, thought leadership, and fresh ideas to 
the table. We don’t merely design magazine layouts. From layout design to 
website development to paywalls and digital marketing solutions, we bring it 
all together to propel your business forward, onward, and upward.

Vee Banionis  818-855-7603
Flip180media.com

POLY BAGS

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

Community Publications Business and Service Directory

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

MERCHANT CARD PROCESSING

PRINTING AND PROMOTIONAL SUPPORT

800-270-1769

✔  MAGAZINES
✔  JOURNALS
✔  CATALOGS

✔  GUIDEBOOKS
✔  HIGH QUALITY
✔  SHORT-RUN PUBLICATIONS

800-647-0035      CUMMINGSPRINTING.COM

Creative Circle
MEDIA SOLUTIONS

•

MEDIA CONSULTING

Design.  Content.  Ideas.
Software.  Training.

401-455-1555
www.creativecirclemedia.com

Providing the knowledge, 
experience and technology to 

help publishers grow and thrive!

MEDIA SELLER SOLUTIONS

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

847-375-5000       srds.com  ❖   

SRDS Solutions for Media Sellers

THE NEWSPAPER MANAGER

CRM   SALES   PRODUCTION   BILLING
INTEGRATED MARKETING

Ph: 706-750-0016   gbooras@mirbeltechnologies.com
www.newspapermanager.com

PUBLISHING SOFTWARE

   

PUBLICATIONS PRINTING 

 
 

maxp

MAILROOM CONTROL SYSTEMS

The leader in US Newspaper
Mailroom Controls.

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

 
www.miracomcomputer.com

EDITORIAL RESOURCES PAID CONTENT PUBLISHING SOFTWARE

603-323-5077   WWW.MERRSOFT.COM

 FULLY INTEGRATED
  EASY TO USE
  AFFORDABLE
  FREE DEMO

 DIRECT MAIL
  COMMERCIAL BILLING
  GENERAL ACCOUNTING
 PAYROLL
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MARKETPLACES

800-944-3276 (ext. 0)
AUTOCONX.COM
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PLATFORMS
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AUTOMOTIVE
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RECREATIONAL
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SOFTWARE SYSTEMS FOR PUBLISHERS

SPECIAL SECTIONS DONE RIGHT

Contact the AFCP Office at 877-203-2327
to find out more about this member benefit!

pubprinters.com

Nate Sanders
303-944-5699

Jeff Martoz
303-435-9161
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Have some of the 
world’s most talented 

newspaper and ad 
designers up your game, 
make you look great and 
save you tons of money!

 FREE unlimited spec ads. 
 FREE changes and corrections.
 FREE charts and infographics 

to embellish your stories.
 FREE stock photography.

 FREE e-book files.
 FREE posting and uploads to your CMS.
 FREE design of your promotional, 

marketing and media kit materials.
 AND MORE!

Join the hundreds  
of publishers who’ve 

eliminated 50–75% on 
their production expenses

Howard Barbanel
 516-860-7440 (m)
 Howard@design2pro.com

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.

MARCH 2020 | EDITORANDPUBLISHER.COM     $8.95
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In 20 years, Paint the Town Pink tops $1M mark
BY KAY FATE
STAFF WRITER

Eunice Coughlin 
would be proud.

The fundraising 
event she started 20 
years ago with fam-
ily members – and a 

handmade quilt for a 
grand prize – passed the 
million-dollar mark last 
weekend.

Coughlin’s first event 
raised $1,700 to donate 
to the annual Eagle’s 
Cancer Telethon, held 
in Rochester. It was nev-

er intended to become 
a yearly tradition in 
Blooming Prairie, but 
“they made me out to be 
such a hero,” Coughlin 
said at the time, that she 
did it again.

The following year, it 
was $6,400.

It’s never stopped 
growing.

Coughlin began the 
fundraising as a way 
to honor her daughter, 
Darla, who died of can-
cer in 2000. She passed 
the torch to others in 
the community after 

the 2003 event.
This year, the Bloom-

ing Prairie Cancer 
Group auction raised 
$22,000 alone on Friday 
night, said organizer 
Cheri Krejci. They 
raised $53,000 over both 
nights.

“I think it’s very safe 
to say we broke our 
Paint Blooming Prairie 
Pink (one-year) record,” 
she said Monday.

Krejci estimated 
about 200 people turned 
out each night – but em-

Ellendale mural 
is up for debate

BY KAY FATE
STAFF WRITER

When Gwen and Ed 
Reiss opened Two Doves 
Boutique on Ellendale’s 
Main Street last year, it 
was with an eye toward 
maintaining a vibrant 
downtown in the Steele 
County town of about 
800 people.

But something 
bothered Gwen, and she 
could see it every day, 
out her front window.

“That sign looks 
bad,” she said, “and if 
you don’t take care of 

the big things, what 
are you doing about the 
little things?”

The sign is a mural, 
about 16 feet by 16 feet, 
painted on metal and 
hanging on the side of 
the building that houses 
the Ellendale Caf?, run 
by Russ Goette.

It’s a full-color street 
scene featuring a train 
chugging through 
several townspeople 
and bustling businesses 
and a representation of 
Dr. E.Q. Ertel and Ellen 
Dale, after whom the 
town is named. Ertl was 

an early resident and 
generous community 
benefactor.

These days, though, 
the once-bright sign 
looks more like an over-
used whiteboard – the 

mural faded about three 
years after it was last 
repainted, Reiss said.

She’s on a mission 
to remedy that but said 
she would like a more 
“authentic” looking 

representation of 1900s 
Ellendale.

Reiss has commis-
sioned Albert Lea na-
tive Chandler Anderson 
to create the new look 
– and the new format – 

but said she’ll leave the 
choice up to the public.

Either way, it will 
require money, which 
requires fundraisers 
and donors.

Owatonna Foundation’s executive director retiring
‘I’ll miss the people’

BY DEB FLEMMING
NEWS EDITOR

Those who work with Lau-
ra Resler, executive director 
of the Owatonna Foundation, 
describe her as very disci-
plined, diplomatic and caring. 
Traits and qualities, they say, 
will be missed when Resler 
retires later this month.

“Dealing with trustees can 
be like herding cats,” said Da-
vid Einhaus, past president 
of the board and a current 
trustee. “At one time, there 
were more than 30 trustees 

and her ability to get that 
many people – who often have 
strong opinions – behind 
projects is amazing.”

Resler brought a steady 
hand to the organization, said 
Einhaus, who served as pres-
ident when Resler was hired. 
And he said her work at the 
History Center positioned her 
well for the post.

Resler served as executive 
director of the Steele County 
Historical Society for 13 years 
before joining the Foundation 
seven years ago.

“Through my work with the 
Historical Society, I got to know 
some of the trustees,” said 
Resler. “I was looking for part-
time work and the Foundation 

RETIREMENT OPEN HOUSE
When: Tuesday, Sept. 28 from 3-5 p.m.
Where: Owatonna Foundation, 108 West Park Square, Owatonna

507-583-4431 | bptimes@frontiernet.net

Serving 
Blooming Prairie 

and Steele County 
since 1893

$1.00 |  Volume 130, No. 8
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INSIDE AREA DEATHS

STAFF PHOTO BY JOEY BUNTON
Members of the Owatonna and Austin varsity soccer teams get a wet surprise in stride during their game Thursday night at Lincoln Elementary School in Owatonna. As they 
were chasing the ball around the field, the sprinkler system came on giving everyone an unexpected shower. See sports section for more details on the game itself.
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See OWATONNA on A5 ►

See IN 20 YEARS on A3 ►

See ELLENDALE on A10 ►

Wednesday, September 15, 2021 
www.SteeleCountyTimes.com 

Blooming Prairie, Minnesota

2021 BLOOMING PRAIRIE EDUCATION FOUNDATION BANQUET

Saturday, October 2
Blooming Prairie Servicemen's Club

The Honorees:
Distinctive Service

Honored Staff Member

Athletic Hall of Fame

Doug and Judy Myers (1960)

Julie Naatz (1974)

Dave Oswald (1951)
Jeanne Kruckeberg Ide (1986)
Lori Kruckeberg Mattson (1984)
Sue Ulrich Cook (1984)

Andrea Herdina Simon (1986)
Sheila Lembke Wiese (1986)
Heather VanRavenhorst Larson (1987)
Heidi VanRavenhorst Bell (1989)
Amy Noble Seitz (1986)

Tickets available at New York Life Office, BPEF on Facebook

A WET SURPRISE!

SUBMITTED PHOTO
The original mural of Ellendale was a vibrant depiction of an 
early-1900s street scene. The colors faded significantly about 
three years after it was last repainted, said business owner Gwen 
Reiss. She’d like the public to vote on whether to keep this mural 
or replace it with a new one.

SUBMITTED PHOTO
This is the artwork commissioned by Gwen 
Reiss to replace the existing mural. It was 
hand-drawn by Albert Lea native Chandler 
Anderson, and would be photographed, 
scanned and printed onto panels that are 
then attached to the building.

STAFF PHOTO BY DEB FLEMMING
Laura Resler will be retiring as executive director of the Owatonna 
Foundation later this month. An Open House to celebrate Resler’s 
retirement will be held on Tuesday, Sept. 28.
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ResMed Reports $3.2 Billion in Revenue
BIOTECH: Demand Growing; New Product Launched

 � By NATALLIE ROCHA

ResMed (NYSE: RMD, ASX: RMD), 
the leading global manufacturer in sleep 
apnea therapy, reported their Q4 earnings 
on Aug. 5 and recorded $876.1 million in 
revenue — a 14% increase from the pre-
vious year’s same period. ResMed’s total 
revenue for fiscal year 2021 was $3.2 bil-
lion — an 8% increase from the previous 

year.
The San Diego life science company’s 

quarterly dividend increased by 8% to 
$0.42 per share. According to the fourth 
quarter earnings for the period ending 
June 30, income from operations in-
creased 8%.

A recent recall for a competitor’s ven-
tilators as well as ResMed’s launch of a 
new sleep apnea machine have created an 

opportunity for the company to capital-
ize on growth beyond the fourth quarter. 

Industry Outlook
In June, Phillips (NYSE: PHG) recalled 

millions of sleep apnea and ventilator de-
vices for safety concerns. Following this 
announcement, ResMed’s CEO, Mick 
Farrell made a statement reiterating the 

The Fans Will Be Back in 2022
TOURISM: 120,000 Attendees Expected at Farmers Insurance Open

 � By MARIEL CONCEPCION

The Century Club of San Diego is wel-
coming back fans to the PGA Tour’s 
Farmers Insurance Open, the annual pro-
fessional golf  tournament held at Torrey 
Pines Golf Course each January.

Last year, because of the COVID-19 
pandemic, the nonprofit which supports 
local charities and drives civic impact, 
held the Farmers Insurance Open as a 
made-for-TV-only, no spectator event, 

said The Century Club of San Diego’s 
CEO Marty Gorsich. Next year (Jan. 26 
through Jan. 30), when it allows guests 
back on the green, it is projected to at-
tract roughly 120,000 attendees and have 
an economic impact of over $34 million, 
he said, just slightly more than in 2019.

“We help the city and also have an eco-
nomic impact via tourism,” he said. “We 
are the only event on national and inter-
national TV for San Diego - we are on 
the Golf Channel a couple of days and on 

NBC as well. If  you ask the San Diego 
Tourism Authority, we also have a mas-
sive impact on tourism. Our last econom-
ic impact report conducted a few years 
ago showed it was at $34 million annually. 
But when you look at some of the other 
elements, it is hard to say. How do you 
measure something like broadcast? There 
are other economic impact measures that 
come into play.”

Kerri Kapich, chief operating officer at Lawn Love Sold 
To Austin Co.
TECH: Acquisition Creates 
Strategic Powerhouse

 � By FRED GRIER

LawnStarter, the leading provider 
of  on-demand lawn and outdoor care, 
has acquired San Diego-based Lawn 
Love Inc. for an undisclosed amount 
in a cash-and-stock deal.

The acquisition will allow both busi-
nesses to better capitalize on the growth 
of on-demand services, said Lawn Love 
CEO Jeremy Yamaguchi, adding that it will 

 ¨ResMed page 40  ¨Lawn page 36

MVP Launches 
Fourth Fund
FINANCE: VC Firm 
Recruits Investors to S.D.

 � By FRED GRIER

Moore Venture Partners (MVP), has 
launched its fourth fund (MVP IV) to 
continue backing 
companies in the 
life science and 
technology space 
across all stages of 
their growth.

As one of  San 
Diego’s oldest 
traditional ven-
ture capital firms, 
it continues to 
grow the fund by 
tens of  millions 
of dollars, accord-
ing to Brady Beau-
champ, who joined 
the firm earlier this year. The size of the 
fund has not been disclosed.

“Moore Venture Partners has been 

 ¨Moore page 36

 ¨Century Club page 37
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THE LISTS
LARGEST INDUSTRIAL PARKSRanked by gross leasable square footage as of August 8, 2021     

Name
Address Gross leasable sq. ft.

# of buildings Submarket Building Type Listing agents Listing companies Owners

1
(1)

Frontera Business Park
9255 Customhouse Plaza,San Diego 92154

914,488
9 Otay Mesa Manufacturing,

Warehouse Joe Anderson JLL TIAA2
(2)

Ocean View Hills Corporate Center1450, 1424, 1462 Corporate CenterDrive,(1)

San Diego 92154

895,495
9 Otay Mesa Manufacturing,

Distribution Erik Parker CBRE Suberry Properties3
(3)

Rancho Vista Business ParkPoinsettia Drive & Business Park Drive,Vista 92081
679,090

26 Vista
Warehouse,

Light, Industrial,
Manufacturing

Barry Hendler Cushman &
Wakefield Square One Development4

(NR)

The Campus
2001, 2055, 2065 Sanyo Ave.,San Diego 92154

665,229
3 Otay Mesa Warehouse Andy Irwin, Joe

Anderson JLL Murphy Development
Company

5
(4)

Mission Trails Industrial ParkMission Gorge Road,
San Diego 92120

651,279
5 Mission Gorge Warehouse Bill Dolan CBRE BentallGreenOak6

(5)

Canyon Ridge Technology ParkBrown Deer, Carroll Park Dr., CarrollRoad,
San Diego 92121

623,228
11 Miramar R&D, Ligh5t,

Manufacturing Tyler Jemmett Irvine Co. Irvine Co.7
(6)

Torrey Pines Science ParkN. Torrey Pines Road,
La Jolla 92037

588,795
8 Torrey Pines R&D Rich Danesi CBRE Healthpeak Properties8

(7)

Pacific Technology Park
Waples St.,
San Diego 92121

544,352
5

Sorrento
Mesa Warehouse Ryan Spradling JLL Clarion Partners9

(8)

Vantage Point
14400-14500 Kirkham Way,Poway 92064

530,850
2 Poway Light,

Manufacturing Mickey Morera Kidder Matthews Deutsche Bank AG10
(9)

Pomerado Business Park
Lavelli Way,
Poway 92064

511,344
9 Poway

Warehouse,
Light, Industrial,
Manufacturing

Ted Cuthbert Cushman &
Wakefield Squire Family Trust11

(10)

North County Corporate CenterJoshua Way & Progress St.,Vista 92081
493,898

5 Vista
Warehouse,

Light, Industrial,
Manufacturing

Aric Starck Cushman &
Wakefield Barings

Source: CBRE
To the best of our knowledge, this information is accurate as of press time. While every effort is made to ensure the accuracy and thoroughness of 

the list, omissions and typographical errors sometimes occur. Please send corrections or additions to the Research Department at the San Diego 

Business Journal. Eric Alderete, ealderete@sdbj.com. This list may not be reprinted in whole or in part without prior written permission from the

editor. Some companies have declined to participate or did not return a survey by press time. It is not the intent of this list to endorse the participants

or to imply a company's size or numerical rank indicates its quality.(1) Also located at 1224-1225 Exposition Way and 1222 Innovative Drive.

(Last Year)

Rank

LARGEST OFFICE PARKSRanked by gross leasable square footage as of August 8, 2021
Rank
      

Name
Address

Gross leasable sq. ft. # of buildings Submarket Building class Listing agent Listing company Owner

1
(1)

Eastgate Technology Park4755-4875 Eastgate Mall,9515-9890 Towne Centre Dr,,San Diego 92121
1,389,411 24 UTC B Scott Diggs The Irvine Company The Irvine Company2

(2)

Summit Rancho Bernardo16620 W Bernardo Dr,San Diego 92127 989,096 7 Rancho
Bernardo B Brent Wright CBRE Jay Paul Company3

(3)

The Plaza
4320-4380 La Jolla VillageDrive & 4365 Executive Dr.,San Diego 92121

844,559 6 UTC A
Scott

Diggs,Rachael
Eckardt

The Irvine Company The Irvine Company4
(NR)

Rancho Vista Corporate Center16397, 16399, & 16409 WBernardo Dr.,
San Diego 92127

808,419 6 Rancho
Bernardo B Brad Black CBRE Swift Real Estate Partners5

(4)

La Jolla Commons
4707, 4727 & 4747 ExecutiveDr.,
San Diego 92121

724,000 2 UTC A
Matt Carlson,

Mike Hoeck, Jeff
Oesterblad, Ryan

Egli
CBRE American Assets Trust

6
(5)

Alexandria Tech Center10065, 10121 & 10151 BarnesCanyon Rd; 9605, 9645,9685-9725 & 9855 ScrantonRd; 5505 Morehouse Dr,San Diego 92121

619,241 8 Sorrento Mesa B Brian Starck Cushman &
Wakefield Alexandria Real Estate7

(6)

La Jolla Square(1)

4225-4275 Executive Square,San Diego 92121
593,988 4 UTC A Scott Diggs, Tyler

Jemmett The Irvine Company The Irvine Company
8
(7)

Kilroy Centre Del Mar
3579-3811 Valley Centre Dr.,San Diego 92130 540,693 5 Del Mar Heights A Rob Merkin, Matt

Nickels CBRE Kilroy Realty9
(8)

Centerside I & II
3111 & 3131 Camino Del RioN.,
San Diego 92108

506,816 2 Mission Valley A Scott Diggs The Irvine Company The Irvine Company10
(9)

Innovation Corporate Center15051, 15073, 15253 & 15333Avenue of Science Avenue ofScience,
San Diego 92128

471,937 8 Rancho
Bernardo B Jay Alexander,

Tim Olson Jones Lang LaSalle Ascendas-Singbridge
Group

Source: CBRE
To the best of our knowledge, this information is accurate as of press time. While every effort is made to ensure the accuracy and thoroughness of 

the list, omissions and typographical errors sometimes occur. Please send corrections or additions to the Research Department at the San Diego 

Business Journal. Eric Alderete, ealderete@sdbj.com. This list may not be reprinted in whole or in part without prior written permission from the

editor. Some companies have declined to participate or did not return a survey by press time. It is not the intent of this list to endorse the participants

or to imply a company's size or numerical rank indicates its quality.(1) Previously listed as Executive Square

(Last Year)

THE LIST

THE LIST

LARGEST INDUSTRIAL PARKS

LARGEST OFFICE PARKS

Ranked by gross leasable square footage as of August 8, 2021



Ranked by gross leasable square footage as of August 8, 2021



Save Today. 
Secure Tomorrow.

This program is funded by California utility customers under the auspices of the California Public Utilities Commission.

Commercial property owners and managers can earn cash incentives with the Comprehensive 
Energy Management Solutions (CEMS) Program. Visit www.SavingWithCEMS.com.

Photo Courtesy of The Century Club of San Diego
The Century Club of San Diego will welcome fans back to the PGA Tour’s Farmers Insurance Open at Torrey Pines Golf Course in January.

DEVELOPMENT: East Village Becoming ‘The Downtown of the Future’

LEADERS: Nonprofit and Corporate Citizenship Finalists Announced

P.12
P.24

Terry Moore
Founding Managing

Partner
Moore Venture 

Partners

Give us a few minutes today 
and you could be saving 
thousands next month!

PRINTING FOR PUBLISHERS

Contact us today!

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

WE PRINT FOR PUBLISHERS.
DIRECT MAIL  -  MAGNET MAILERS

AUTO DEALER MAILERS

PRINTING - FULL SERVICE

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

205 Spring Hill Road, Trumbull, CT 06611

203.261.2548
www.trumbullprinting.com

SOFTWARE SYSTEMS FOR PUBLISHERS
SCS BUILDS TRUSTED SYSTEMS

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

phil@newspapersystem.com                           800-568-8006

MAGAZINE DESIGN
The Flip180 difference

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

Vee Banionis  818-855-7603
Flip180media.com

POLY BAGS

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

401-455-1555
www.creativecirclemedia.com
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help publishers grow and thrive!
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Premium visibility packages deliver your 
information where media decisions are made!
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SRDS Solutions for Media Sellers

THE NEWSPAPER MANAGER

CRM   SALES   PRODUCTION   BILLING
INTEGRATED MARKETING

Ph: 706-750-0016   gbooras@mirbeltechnologies.com
www.newspapermanager.com

PUBLISHING SOFTWARE

   

PUBLICATIONS PRINTING 

 
 

maxp

MAILROOM CONTROL SYSTEMS

The leader in US Newspaper
Mailroom Controls.

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

 
www.miracomcomputer.com

EDITORIAL RESOURCES PAID CONTENT PUBLISHING SOFTWARE

603-323-5077   WWW.MERRSOFT.COM

 FULLY INTEGRATED
  EASY TO USE
  AFFORDABLE
  FREE DEMO

 DIRECT MAIL
  COMMERCIAL BILLING
  GENERAL ACCOUNTING
 PAYROLL

YOUR LISTING IN THIS SPOT

MARKETPLACES

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

SEARCH ENGINE
PLATFORMS

MARKETPLACES
AUTOMOTIVE
REAL ESTATE

RECREATIONAL
AGRICULTURAL

VERTICAL & HORIZONTAL

   

This Space Available

SOFTWARE SYSTEMS FOR PUBLISHERS

SPECIAL SECTIONS DONE RIGHT

Contact the AFCP Office at 877-203-2327
to find out more about this member benefit!

pubprinters.com

Nate Sanders
303-944-5699

Jeff Martoz
303-435-9161



PRSRT STD
U.S. Postage 

Paid
Permit #22

Slayton, MN

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

Community
Publishers

Publish is a monthly magazine 
produced by the Association 
of Community Publishers.

The mission of Publish is to 
cover the people, companies 
and events that shape the 
community media industry - 
one issue at a time.

Save the Dates March 31 - April 1Save the Dates March 31 - April 1

Embassy Suites by Hilton Nashville Airport
For more information or to REGISTER NOW - www.communitypublishers.com

(Session topics are in development and subject to changes.)

   Top10 Topical Roundtable Sessions 
 How to prepare your publication for sale.
 Why you should use a CRM program now.
 How to manage remote workers effectively.
 Outsourcing - pros and cons.
 How to implement an employee handbook.
 5 things every sales manager should measure.
 Revenue / Cost Savings Idea Exchange
 4 ways you can use Filemaker Pro for efficiency.
 Introducing ACPʼs New Online Sales Training Program
 “Open Mic” for anything you donʼt see above.

ACP Leadership Summit Sponsors 

NASH VILLE        LEADERSHIP


