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Arizona Newspapers Association

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

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

Web PressDigital Press

Direct/Solo MailCirculation Sales

•  Flyers
•  Inserts 
•  Wraps
•  Booklets

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

•  Turnkey Pricing
•  EDDM
•  Targeted Direct mail
•  TrackDirectMail

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

CALL TODAY!

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

Your Community. Your Newspaper.
Herald NewsHerald NewsFontana

Your Peninsula • Your Newspaper

Serving the North Olympic Peninsula, Washington, since 1916

Local News.  Loyal Readers.  We Deliver!

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

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

 Call for more information

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

Print & Deliver
Flyer Special 

$7.50 per M*

 
 

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

Loren@afcp.org - www.afcp.org  

ASSOCIATION  OF

FREE  COMMUNITY  PAPERS

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

MACMA Conference 20144

Welcome To Charlotte!

95th Annual

MACMA Conference
From your host:

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

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

OVERALL PROJECTION

12 new members

$16,848 revenue

PROJECTED ROI

$12,253

266%

RETURN

40 new members

$56,160 revenue

ROI

$51,565

1,122%

TOTAL INVESTMENT 
INCLUDING POSTAGE

$4,595

TrackDirectMail

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

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

mail campaign for about .15 cents each  

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

Informed 
Delivery® LEADMatch

Additional cost
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COMING NEXT MONTH

The April Publish plan is to take a look into ACP’s new “On Demand Training 
Center” that offers interactive sales training that is accessible 24/7.  
As always, we will also cover the people, information and issues that are 
influencing the community publishing industry.
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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.

ON THE HORIZON

2022
MARCH 1, 2022 – AUGUST 31, 2022

USPS Promotion –  
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, 2022
Association of Community Publishers (ACP)
Bob Wright Memorial Scholarship application deadline.

MARCH 31 – APRIL 1, 2022 (No fooling)

Association of Community Publishers (ACP) 
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.

SEPTEMBER 1, 2022 – DECEMBER 31, 2022
USPS Promotion – Mobile Shopping

Encourages mailers to integrate mobile technologies 
that facilitate convenient, seamless online shopping 
experiences. Many new mobile technologies can be 

leveraged to qualify for this promotion. 
For more information, go to: 

https://postalpro.usps.com/promotions/2022-emerging-tech?
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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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FROM THE TOP

W
e’ve put together an-
other opportunity to 
improve your bottom 
line.

Unlike the popular Britney 
Spears hit from 2000, we’re not 
playing games with your heart 
and moving toward separa-
tion. Rather, were in the game 
of bringing people together. 
This has been a chorus for our 
trade association and the song 
continues this spring with our 
Leadership Summit set for 
March 31-April 1.

In keeping with my song lyric 
theme, what better place to 
gather than Nashville, Tennes-
see? Here I could possibly quote 
some county music song about 
breaking up or coming together, 
but let’s face it, there are simply 
too many from which to choose.

Your publication’s success our 
top priority. To drive us towards 
that end, we have put together 
a series of discussion-centered 
presentations and sessions. Each 
session is topic driven, led by 
industry professionals, and pro-
vides for free flow of conversa-
tion so we each can learn from 
one another; a strong blend of 
what makes ACP events so valu-
able – learning and networking.

By design, the Leadership 
Summit is formatted for a 
limited audience. We limit the 
number of attendees to assure 
the discussions are robust and 
focused. In addition, we invite 
a few of our associate members 
to participate. They bring with 
them services that might help 
your business. In addition, they 
get to converse with us about 
what our needs and wants are. 
This helps them develop new 
or newly-engineered services to 
better our industry.

ACP realizes that a solitary 
event cannot meet the needs 
of our members. If our prior-
ity is your publication’s suc-
cess, we must have additional 
means with which to make 
that happen. 

Every-other week, on Thurs-
days at 4:00 eastern, we host 
our “Publisher’s Live Discus-
sion.” Take an hour and join 
other publishers from across 
the nation as we discuss current 
topics of concern and success. 
Invitations to the Zoom event 
are sent out days ahead. If you 
have additional questions or 
want to be sure you’re in the 
email notification list, contact 
the ACP office.

Another area of training we 
are focused on is improvements 
to our online training library. 
Over the past few months our 
board members, staff, and TLI 
team have been updating con-
tent and developing new means 
of access and distribution. This 
is quite a process and is near-
ing a roll-out. I’m confident our 
offerings will be unique, robust, 
and valuable. Keep your eyes 
on your inbox or in Publish for 
details.

This fall our plan is to put 
together a virtual conference of 
sorts. This is a ways off and our 
immediate attention is on the 
short-term. We are always open 
to input on topics or planning, 
so please reach out if you’re so 
moved and let us know your 
thoughts.

As we continue to write our 
song of bringing people to-
gether, a fall event is the next 
(certainly not last) stanza. We in-
vite you to be characters in our 
production. I promise we won’t 
break up with you. 

OOPS WE DID IT AGAIN

JOHN DRAPER
ACP PRESIDENT
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Audits & Readership Studies for additional 
publications you own at ACP rates!

Call now to get started! (314) 966-7711 

Enjoy the same 
great data and 
CVC benefits for 
Bridal, Parenting, 
55+ Lifestyle, 
Home, 
Business, or 
Niche Guides 
that you also 
publish.

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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THE ONE THING

T
he main focus of this issue of 
Publish is Email Marketing. 
In keeping with the theme of 
this monthly article let’s look at 

One Thing we can do to improve that 
facet of our businesses. So, what is 
the one thing we can do to improve 
communication with our customers 
and readers? The answer is pretty 
simple: gather all the information you 
can about a customer or reader.

When you gain a new customer I’m 
sure you get vital information like 
their company name, phone, physical 
and mailing address. I’m pretty sure 
you obtain their email address as 
well. That way you can email tear-
sheets, proofs, bills, and invoices. 
That’s a great start.

But do you also gather their cell 
phone number so that you can text 
them? If you do you are way ahead of 
your competition. Once that informa-
tion is obtained what do you do with 
it? If the cell phone number just sits 
there in your customer database then 
you are missing a great opportunity 
to communicate at lightning speed.

We are going to concentrate on 
texting. You already use emails via 
your CRM or other front end system. 
Since 76% of smartphone users (so 
that means everyone) keep their de-
vices handy 93% of the time they are 
awake you’ll see that texting is the 
most immediate and effective way of 
communicating with your prospects, 
clients, readers, and employees. Let’s 
look at seven (7) easy ways to use 
texting at your publication.

1. SALES AND MARKETING 
CAMPAIGNS

Texting can be a powerful, cost-ef-
fective promotional tool. Here’s why: 
a text message has an open rate of 

BY DOUGLAS FRY

GATHER DATA
98% compared to 20% for email. 
90% of the time a text is read within 
3 minutes of receiving the message. 
Customers who receive texts have a 
40% higher conversion rate compared 
to those who don’t.

2. DISCOUNTED RATES 
OR SPECIAL SECTIONS

For some businesses the redemp-
tion rate for SMS (Short Message Ser-
vice) specials can be 10 times higher 
than the mailed or emailed offers. 
Put a QR code in your publications 
that offers a discount on a classified 
or display ad. The customer simply 
scans it on their mobile device, clicks 
“send,” and BAM you have a new po-
tential client along with their mobile 
number.

3. ORDERS AND ORDER 
CONFIRMATIONS

How awesome would it be if your 
customers simply texted you to re-
run ad ad? Even more frequently 
used is the order confirmation. You 
get those when you order pizza. Why 
not send them to your customers 
when they buy an ad? After you have 
received an order from a client, send 
an automatic confirmation text – this 
will improve customer satisfaction.

4. APPOINTMENT 
REMINDERS

One of the biggest problems for 
sales reps is when the customer isn’t 
where they say they will be at the 
appointed time. Automated text re-
minders are proven to reduce missed 
appointments by 40%. These types 
of reminders should contain the date 
and time of the appointment along 
with the location and your phone 
number.

5.ALERTS AND 
NOTIFICATIONS

Do you have an upcoming event, 
special, or other event? Texting this 
information is a great way to engage 
with your customers. Just remember 
to keep texts short and to the point, 
only include important details.

6. STAFF COMMUNICATION
You should communicate with your 

staff, especially those remote workers, 
through SMS (text). You can notify 
them in case of emergencies or when 
the front page they have been trying 
to sell is sold. Whenever something 
special happens your remote people 
will feel more part of the company 
when they are included via text. This 
method also streamlines efforts. How 
about sharing seasonal greetings or 
birthday wishes? The added bonus is 
that by keeping everyone engaged and 
part of the progress of the publication 
you will improve employee retention. 

7. SHORT SURVEYS
Texting is the fastest and easiest way 

of finding out what your customers 
think about your publication. Email 
survey response rates are low – less 
than 25%. So, implementing some 
micro surveys will get you better 
responses. It’s pretty simple to create 
a poll on Survey Monkey or similar 
service, make it live, and send a short 
text to your audience with details on 
how to vote. This could even be done 
for those “Best of the Community” 
contests. Here’s an example: “Vote 
for your favorite dentist. Text Fowler, 
Goodman, or Draper to 940-123-5678.” 

Last of all, you might not have a 
system in place to make these things 
happen. At the upcoming Leadership 
Summit on March 31 and April 1 in 
Nashville, Tennessee I’m going to be 
presenting “5 Things You Can Do With 
Filemaker.” One of those examples 
is Communic8 a texting and email 
management system that can take the 
work out of keeping in touch with 
everyone. See you then. 



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!

IN MEMORIAM…
On February 9, 2022, the publishing industry lost 

one of its iconic sales trainers with 
the passing of Bob Berting. 

Many of you will be familiar with his monthly sales advice 
column that runs here in Publish Magazine or have been 
fortunate to be one of the over 15,000 people who have 

experienced Bob’s industry training over the last 42 years. 
Or maybe you have read one of the Bob’s four books 

written specifically for Advertising Sales professionals of all 
experience levels. Bob Berting will be greatly missed across 
the entire industry and his impact on the industry’s sales 

teams will live on for many years to come. 
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I
n preparation for this issue, I 
started researching the history 
and growth of email over the 
last 50 years. Although growth 

was slow in the 70’s and early 80’s 
as the technology and communica-
tion protocols were developed, the 
introduction of the Commodore 64 
computer in 1982 provided an afford-
able alternative for home computing. 
The C64 would sell about 20 million 
computers in the 80’s and provide 
the opportunity for email and instant 
messaging to become accessible to 
the general public. I happen to be 
one of those C64 owners and eventu-
ally graduated to a Commadore 128.

With home computer access came 
the introduction of America Online, 
also known as AOL. By 1993, AOL be-
gan mailing compact discs to homes 
in an effort to promote dial-up online 
access utilizing their service. AOL was 
able to build to 1 million members by 
1995 and 5 million members by 1996. 
They went on to buy out CompuS-
erve and internet browser Netscape 
in the late 90’s to control a significant 
portion of home internet access and 
facilitate the transformation of “elec-
tronic mail” into email. Carol Toomey 
and I are two people who still use 
those AOL email accounts to this day.

Fast forward 25 years or so and we 
see an explosion in the use of email 
as the primary communication for 
individuals, businesses and organiza-
tions worldwide. In a world with 2.6 
billion people 20 years old or older, 
there are 4.6 billion email accounts 
and 2.7 billion email users! Those 
email accounts and users generate an 
incredible 246.5 billion emails a day! 
That volume generates for the typical 
person working in an office position 
to be an average of 122 emails per day 
received and 40 business emails sent.

PERSPECTIVE

WHAT HAS HAPPENED  
TO ELECTRONIC MAIL?

BY LOREN COLBURN That number prompted me to 
wonder if my personal volume was 
anywhere close to the average, so 
I took an inventory as of 3:57 PM 
on the day I wrote this column. At 
that point in my day, emails received 
amounted to 138 (104 to my inbox 
and 34 to junk). That number would 
put me slightly above the average 
but I have to admit, that is not good 
news. The sent mail was a different 
story with just 7 emails sent, but with 
further analysis – there were mul-
tiple recipients on each email and 
the number slid up to 28. That made 
me feel like I was alarmingly below 
average until I realized I had sent out 
an ACP eblast today also which gen-
erated an additional 697 emails sent. 
That 725 generated emails erased any 
inferiority feelings about any below 
average scores!

The question becomes, in a world 
of significant email volume, how do 
we get our emails to remain recogniz-
able and interesting enough to open 
within the growing stream of incom-
ing emails? According to Mail Chimp, 
the average open rate for all emails 
on campaigns that were sent to at 
least 1000 subscribers is 21.33%. For 
marketing and advertising emails, the 
open rate drops to 17.38%. For media 
and publishing emails, the open rate 
went up to 22.15%. Response rates 
(clicks) also vary by type with the 
average click through being 2.62%, 
marketing and advertising 2.04% and 
media and publishing a whopping 
4.62%.

There is no shortage of informa-
tion available advising emailers on 
the do’s and don’ts of email success 
theories. Here are the 4 that seem to 
make everyone’s list and have im-
pacted our email blasts for ACP and 
Publish Magazine.

1. The subject line is critical to 
open rates – it needs to be relevant 
and interesting to the target audience. 

Test and track different approaches 
to see what types of subjects gener-
ate the most opens and responses.

2. Frequency Matters – too many 
or too few can have a dramatic im-
pact, but there is no definitive answer 
to correct frequency. The one filter 
that is critical for determining fre-
quency is to make sure every email 
contains new content, information, 
offers or resources. The line between 
informative/helpful and annoying is 
one you don’t want to cross. 

3. Segment your list – Your 
subscribers are all different, any way 
you can segment that list allows you 
to send only pertinent information 
to your audience. The days of one-
size-fits-all campaigns are long gone. 
Depending on the email’s content, 
the segment may need to be geo-
graphic, business type, occupation, 
demographic or any other relevant 
grouping. ACP’s list is segmented 
by publishers, sales staff, vendors, 
graphics, etc. to make sure we max-
imize the relevance of the emails to 
each subscriber.

4. Monitor results – All the major 
email marketing software providers 
offer reporting to help analyze results 
and optimize future sends. Take the 
time to track the statistics and de-
termine what works best and adjust 
accordingly.

The true value to what you can ac-
complish with your email campaigns 
still comes down to your list. Having 
the right number and composition of 
subscribers will ultimately determine 
success. If the perfect email message 
goes to too few people or the wrong 
people, the results will not meet their 
full potential. Hopefully you will find 
some solid resources in this issue to 
establish and implement an email 
marketing strategy that will help pro-
mote your publications and convince 
all those media buyers that “if its 
FREE, buy it!” 
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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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ACP Leadership Summit - Platinum Sponsors

Summit Registration: www.communitypublishers.com/



MARCH 2022 | 13

LEADERSHIP SUMMIT

S
ometimes you feel like a nut. 
Sometimes you don't. 

That slogan was part of a tan-
dem national advertising cam-

paign for Almond Joy and Mounds 
candy bars in the 1970s. Peter Paul 
Almond Joy’s got nuts. Peter Paul 
Mounds don’t. If you were watching 
any TV a few decades ago, you are 
likely singing along by now. If not, 
well, you missed out. 

So what do candy bars have to 
do the with the free paper industry? 
Aside from both being really sweet, 
the analogy represents the choices 
that publishers have had in attending 
national conferences and trade shows 
in years past.

I had the unique experience of 
chairing conferences for both prior 
national free paper associations: 
the Association of Free Communi-
ty Papers (AFCP) and Independent 
Free Papers of America (IFPA). I was 
also pleased to serve as the city host 
last summer in Des Moines, Iowa, 
for the Association of Community 
Publishers’ (ACP) first conference as 
a unified organization. And now, I 
am honored to serve on a wonder-
ful committee of industry leaders 
to help lead ACP’s first Leadership 
Summit. 

The AFCP conferences were large 
events, often in resort cites with lots 
of fanfare — along with some incred-
ible training and networking. They 
were nutty, in a great way. 

ARE YOU FEELING NUTTY?
BY SHANE GOODMAN

The IFPA conferences were smaller 
in size, attendance and fanfare but 
were cozy, informative and beneficial. 
They were not so nutty, but still great. 

Some publishers preferred the 
AFCP conferences. Others opted for 
the IFPA ones. Sometimes you feel 
like a nut. Sometimes you don’t. 

The upcoming 2022 ACP Leadership 
Summit in Nashville, Tennessee, on 
March 31 and April 1 is a bit of both. 
It’s a Snickers, you might say. Packed 
with peanuts and really satisfying. 

This event is being made possible 
in part from the support of ASK-CRM 
and Modulist, which are serving as 
Platinum Sponsors for the Leadership 
Summit and helping to make this cost 
effective for all of us. 

Speaking of cost effective, you can’t 
beat the $199 registration fee for ACP 
network participants and SAPA mem-
bers. (All others have a $299 fee.) This 
covers the Thursday reception, the 
Friday breakfast, the Friday lunch and 
breaks, and, most importantly, partici-
pation in all 10 training sessions.

We will be staying at the Embassy 
Suites by Hilton near the Nashville 
airport for a discounted $165/night 
room rate. If you really want to get 
nutty, you can get out and enjoy the 
nightlife, shopping and restaurants in 
Music City. Jolene and I are staying a 
few extra days to do just that. 

OK, Nashville will be a great city 
to visit, but what about the training? 
Well, you are in for 10 jam-packed 
sessions including:

1. How to manage remote work-
ers effectively. The pandemic forced 
most all of us to look at this option, 
but it also came with some struggles. 
Learn how to better manage remote 
workers with practical ideas you can 
take home and implement now. 

2. Revenue/cost savings idea 
exchange. Sure, we all want to grow 
our revenues, as that can solve most 
workplace problems. But in this day 
and age, we also need to focus on 
minimizing expenses. You will hear 
ideas from both sides of the fence. 

3. How to prepare your publica-
tion for sale. If you are an owner/
operator and nearing the end of your 
career, you should not miss this ses-
sion. If you are seeking to acquire oth-
er operations and are not sure what 
your first steps should be, you should 
be sure to catch this session, too. 

4. Why you should use a CRM 
program now. Like many of you, 
I wondered if having a CRM system 
would work in my company. I spent 
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FakeBrains.com
303-791-3301

everything 
                       with sales:

Advertiser emails, Bills, 
Marketing, Forecasts and Proofs

Track months exploring options and tried several before I 
landed on one that worked for us. You don’t have to go 
through all that. Instead join in on this session and hear 
what others are doing with CRM systems. 

5. Outsourcing pros and cons. Be honest. You have 
thought about it. Should you outsource your design or 
news departments? How much can you save? Is it really 
worth it? Find out the answers in this session. 

6. How to implement an employee handbook. 
If you don’t have an employee handbook, you will learn 
how to easily create one. If you are like me and have one 
that hasn’t been reviewed in years, then this session will 
help steer you in the right direction. 

7. 5 things every manager should measure. We all 
have our important measurables that we use to keep track 
of our success or failures. Learn what other publishers are 
tracking and holding their employees accountable for and 
how you can do the same. 

8. 4 ways you can use Filemaker Pro for efficien-
cy. If you are not using Filemaker Pro, you should be. The 
efficiencies that this program can create for you and your 
publications will astound you. This one will be worth the 
registration fee alone. 

9. Introducing ACP’s New Online Sales Training 
Program. The ACP board of directors recently decided to 
make a substantial investment in training for the associa-
tion members, and you will be some of the first to learn 
about these opportunities in this session. 

10. “Open Mic” for anything you don’t see above. 
Yes, sometimes you attend a conference with hopes of 
finding the answer to a specific question. If the topic isn’t 
listed above, then be sure to bring it up in this opportuni-
ty with other publishers. 

Now back to the candy bars. Almond Joy’s got real milk 
chocolate, coconut and munchy nuts, too. Mounds has got 
deep dark chocolate and chewy coconut, ooh. 

So whether you feel like being a nut or not, the 2022 
ACP Leadership Summit has something for you. Just know 
that there is limited seating for this event with a maxi-
mum of 50 participants, so you better register quickly. 
Look for full details at www.communitypublishers.com. 

And then go nuts. 

Association of
Community

Publishers

EDUCATIONAL
PROGRAMS

REVENUE
IDEA SHARING

CIRCULATION
AUDITS FROM CVC

INDUSTRYWIDE
NETWORKING

AND MUCH MORE
JOIN TODAY!

Membership has its benefits   -   benefits you need!

TLI CLASSES
PROFESSIONAL

CERTIFICATIONS

IDEA EXCHANGES
OPEN PUBLISHER

DISCUSSIONS

BI-ANNUAL
CIRCULATION
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IN-PERSON

EVENTS

Association of Community Publishers   -   877-203-2327
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Jay Baer is the founder of Convince 
& Convert, a Hall of Fame keynote 
speaker (spoke at the September 
2014 IFPA Conference in Orlando, 
Florida) and emcee, host of the 
award-winning Social Pros podcast, 
and the author of six books including 
Talk Triggers: The Complete Guide 
to Creating Customers with Word 
of Mouth.

INDUSTRY FEATURE

E
mail marketing rocks.

Originally maligned as 
invasive and offensive, email 
is now the leading interactive 

marketing technique. Why has it be-
come so popular? Why will billions of 
promotional email messages be sent 
out this month? Three reasons:
• The precipitous drop-off in effec-

tiveness of banner ads forced inter-
active marketers to try more email 
campaigns.

• Managed correctly, email marketing 
works. The business press (and to 
some degree the mainstream me-
dia) have reported email successes, 
driving awareness and popularity 
of the tactic among marketers.

• Consumers now accept email 
marketing as part of their online 
experience. They may not like it, 
and may often receive ridiculous, 
unsolicited “spam” offers for Bul-
garian pornography or some such 
thing, but enough email offers pro-
vide real value that most consum-
ers have abandoned the “all email 
marketing is evil” philosophy.
Unfortunately, however, these may 

be the halcyon days of email mar-
keting. A pinnacle we may never 
reach again because as the number 

BY JAY BAER

of companies doing email marketing 
increases, so does the number of 
companies doing BAD email market-
ing. And bad email marketing will fan 
the smoldering embers of consumer 
email discontent, creating a brush 
fire that will threaten to destroy the 
whole industry for marketers smart 
and not-so-smart alike.

So, this article is as much for my 
benefit as it is yours. Professional in-
teractive marketing firms don’t want 
companies blithely hitting “send” and 
firing out thousands upon thousands 
of poorly executed email messages. 
It’s bad for business. Yours and mine.

Seriously, email marketing is a 
powerful tool. If you’re not ready to 
do it right, you probably should hold 
off. A misbegotten email blast can in-
furiate your customers and prospects 
in seconds.

Here then, are the five rules for 
safely using the awesome power of 
email marketing. Please wear ap-
proved safety goggles at all times…

1. THINK RETENTION,  
NOT JUST ACQUISITION

On average, email promotions are 
three to five times more effective 
when they are sent to your existing 
customers, rather than prospects? 
Why? Your current customers already 
know you and your products. They 
have already committed to you psy-
chologically and financially. In most 
cases, the best use of email marketing 
is to increase loyalty and repeat pur-
chases from your current customers.

2. BE REALISTIC
Regardless of what you’ve read or 

heard, email marketing is not likely 
to transform your business. Be realis-

tic about your expectations for your 
email efforts. If you are sending an 
email of value (coupon, special offer, 
etc.) to a loyal group of current cus-
tomers, 5-10% of the recipients might 
click through the email to your Web 
site. If you are sending a promotional 
message to a purchased list of theo-
retically receptive consumers (based 
on demograhics, etc.), you should 
expect results in the 1-3% range.

Email marketing is good. Some-
times very good. But it’s not magic 
beans.

3. THINK FREQUENCY
One of the keys to successful email 

marketing is developing a relation-
ship with a customer or prospective 
customer over the course of several 
messages. Before you send out an 
email offer to thousands of people, 
create a multiple message campaign 
strategy that uses this first email as 
a beginning – not an end. Consid-
er what you’ll send to people who 
respond to your first message. What, 
if anything, will you send to people 
who don’t respond? What will com-
prise your next promotion?

4. TEST WHATEVER YOU CAN
The speed and digital nature of 

email makes it extremely easy to test 
and optimize for success. If you’re 
not testing your email approach 
before blasting it out to a large list, 
you’re fighting with one hand tied 
behind your back. Here are just some 
of the aspects of a campaign that can 
be tested.
• Recipient Demographics
• Offer
• Subject Line
• From Line

5 RULES FOR SAFELY USING  
THE AWESOME POWER  
OF EMAIL MARKETING
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• Body Copy
• Day of Week Delivered
• Hour of Day Delivered

Make sure to track results of each 
test cell independently (using sepa-
rate URLs, usually). If you determine 
via your test that a particular Subject 
line works better than others, it’s a 
snap to change it. Try that with your 
next direct mail piece or TV ad.

5. MEASURE CONVERSION, 
NOT JUST CLICKS

Most companies measure their 
email efforts (and other interactive 
marketing) based on response rates. 
These numbers are often called click 
through rates because they represent 
the percentage of recipients who 
“clicked through” the email promo-
tion to get to the company’s Web site. 
The trouble is, using click through 
as the sole measure of success is 
like determining the viability of your 
store based on how many people 

look at your window display. Click 
through measures your ability to lead 
a horse to water, but making it drink 
is where you make money. In addi-
tion to click through, always measure 
conversion (the number or percent-
age of people who actually bought 
something, entered your contest, 
etc.). You may be surprised that your 
lists or test parameters that generate 
high click through don’t necessarily 
provide equally high conversion – 
and vice versa.

History repeats itself. Email should 
continue to be an effective tactic for 
at least another 18-24 months. After 
that, the amount of email promo-
tions – whether good or bad – will 
probably become too numerous, trig-

gering a consumer backlash. At that 
point, response rates will fall dra-
matically (just like with banner ads), 
and we’ll be right back here writing 
a column on the five rules for effec-
tive cell phone advertising or instant 
messenger promotions or telepathic 
marketing. After all, something’s al-
ways the next big things. 

Reprinted with permission from 
Convince and Convert and Jay Baer. 
For additional tips and information, 
go to www.convinceandconvert.com.

Original Article Link –  
https://www.convinceandconvert.com/
email/5-rules-for-safely-using-the-
awesome-power-of-email-marketing/

INDUSTRY FEATURE

“
Originally maligned as invasive and offensive,  
email is now the leading interactive  
marketing technique. 

SEE THE FULL PROGRAM SCHEDULE ON PAGE 12

Support the ACP Leadership Summit Sponsors 

NASH VILLE        LEADERSHIP

Program Sponsors 
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H
ere’s a tough reality for small 
business owners like you: 
You absolutely must sell 
your products or services to 

stay in business. And to experience 
maximum sales success, you need to 
support your efforts with effective 
marketing. In this six-part series, 
we will talk about one of the most 
powerful tools available to help small 
business owners like you enjoy more 
marketing success – email. 

Email marketing offers a multi-
tude of advantages. It can help you 
drive traffic to your website. It can 
help you build a powerful, well-re-
garded brand. It can help you make 
those all-important repeat sales and 
develop lasting, profitable customer 
relationships. Do it right, and you can 
experience a huge boost to your mar-
keting and lead generation results. 

But do it wrong and not only will it 
hurt your marketing efforts, it could 
very well impact your results and 
damage your reputation. 

This series will help you do it the 
right way. Starting Monday, we will 
take a look at five recommended stag-
es of the email marketing process:
• Introductory Email1 (New Leads) 
• Lead Nurturing Email2 (Prospects)
• Upsell Email3 (New Customers)
• Referral Email4 (Current Customers)
• Win-Back Email5 (Former Customers)

We will talk about the specifics of 
and suggestions for email messages 
at each stage in the customer journey. 
We’ll also include a written example 
of how each email might look.

Today, let’s set the stage by talking 
about general practices that can help 
you ensure email marketing success:

THE SMALL BUSINESS OWNER’S GUIDE 
TO EMAIL MARKETING SUCCESS: 

INTRODUCTION
BY JESSICA LUNK 

Director of Growth Marketing – Benchmark Email 

MAKE YOUR 
COPYWRITING COUNT

Remember that you are trying to 
persuade your readers to take action, 
even if you are not yet trying to sell 
them your product. So harness the 
power of persuasive copywriting. 
“Sell” them on taking the actions you 
want them to take, including opening 
your email, clicking through to your 
landing page, downloading your con-
tent and so on.

If your email is going to be effective, 
it has to get opened. Without a pow-
erful subject line, it probably won’t be 
opened and read. So what constitutes 
a powerful subject line? Not “July 
Newsletter.” It’s more like “ Proven, 
Easy-To-Use Strategies To Help You 
Market More Effectively.” Notice that 
this subject line generates curiosity 
and mentions a benefit. It also con-
tains that all-important word: “You.” 

Keep in mind that you are writing 
for people, and people love to be 
paid attention to, and they love to 
hear their own names, so personal-
ize your emails. Say “Dear Bob,” not 
“Recipient.” Address them direct-
ly. Use the word “you” frequently. 
Write to an audience of one, not to 
a crowd.

Make your email easy to digest by 
writing at a basic level. You aren’t 
writing a college thesis; your read-
ers won’t be impressed by complex, 
high-level language. They also won’t 
be impressed by long sentences and 
huge blocks of text. So make your 
emails concise and straightforward 
with brief paragraphs and quick tran-
sitions. Make your message as long 
as you need to, but as short as you 
can, and if necessary, continue your 
sale on a landing page after they 
click through.

INDUSTRY HOW TO
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KEEP YOUR EYES 
ON THE PRIZE

Speaking of selling, although email 
marketing can give your sales efforts 
a huge boost, you don’t want to use 
your emails to sell your products. 
Rather, you want to “sell the click.” 
You want to persuade your reader to 
click through6 to your landing page 
and do the bulk of your selling there. 
So by all means, have the CTA link in 
your email go to a landing page, not 
your homepage.

And unless it’s for a newsletter, 
where you have a variety of content 
snippets that link to articles on your 
blog or elsewhere, use your email 
for only one purpose. For example, 
if your goal is to drive prospects to 
your landing page where they can ac-
cess your latest case study, make sure 
that is the one and only CTA within 
your email body. Asking your recipi-
ent to do more than one thing causes 
decision fatigue – seriously diluting 
your email’s persuasive power.

DON’T BE A PEST
So how often should you send your 

message7? There are a lot of varying 
opinions on best time of day, fre-
quency of sending, and so forth. You 
need to find a cadence that works for 
your business and customers (and 
continue to track and optimize your 
success). See what frequency and 
sending schedule works best for you. 
And when you find it, follow it.

DON’T BE VAIN
In modern marketing, it’s easy to 

get caught up with large numbers 
and “vanity metrics” that may look 
great but have little or no bearing 
on your actual marketing and sales 
success. With email marketing, that 
vanity metric is most often the size of 
your subscriber list. 

It’s nice to have a lot of subscribers, 
but it’s much, much better to have a 
smaller list that actively engages with 
you – that opens your emails and 
clicks through, and buys your stuff, 
than a big list that ignores you or 
hurts your deliverability8. 

INDUSTRY HOW TO

When you’re testing and attempt-
ing to optimize your email marketing 
results, not everyone on your list is 
going to like what you are doing. 
My advice? Don’t worry about it. 
Don’t fear a few unsubscribes. You 
may even want to take a welcoming 
attitude toward them. An unsubscribe 
could very well mean you’re doing 
something right – whittling down 
your list to your target audience.

ORGANIC > PAID
But your subscriber list does matter. 

It can be a huge asset, even if it’s not 
all that big. You want a list of inter-
ested readers who chose to receive 
your emails. So grow your list “organ-
ically9;” don’t focus on sending cold 
emails to purchased lists of people 
who might be (but probably won’t 
be) interested in your product. It’s a 
sure way to spur unsubscribes and 
spam complaints that can prevent 
your emails from arriving in the in-
boxes of people who actually matter.

To help build your list, put email 
opt-in forms multiple places on your 
site and even in your social media 
profiles. Use powerful but brief copy-
writing to sell potential subscribers 
on the value they’ll get from opting 
in to your list. 

Here’s a critical email marketing 
best practice you must follow: Send 
out your emails through a specialized 
software program specifically de-
signed for email marketing. DO NOT 
use a program like Outlook to send 
out your messages. A key reason is 
that you must make it easy for sub-
scribers to unsubscribe (it’s the law). 
Also, using a traditional email client 
program such as Outlook will make 
email marketing management and 
optimization pretty much impossible 
(even if you have dozens of folders 
and spreadsheets).

Be on the lookout for our next 
article in this series. We’ll be talking 
about using your introductory emails 
to make a great first impression on 
your new subscribers and to build 
momentum and set the stage for prof-
itable customer relationships. 

Now, on to:
• Part 1: The Introductory Email: 
 https://www.benchmarkone.com/

blog/small-business-owners-guide-
email-marketing-success-part-1/

• Part 2: The Lead Nurturing Email
 https://www.benchmarkone.com/

blog/small-business-owners-guide-
email-marketing-success-part-2/

• Part 3: The Upsell Email
 https://www.benchmarkone.com/

blog/the-small-business-owners-
guide-to-email-marketing-success-
part-3/

• Part 4: The Referral Email
 https://www.benchmarkone.com/

blog/small-business-owners-guide-
email-marketing-success-part-4/

• Part 5: The Winback Email
 https://www.benchmarkone.com/

blog/the-small-business-owners-
guide-to-email-marketing-success-
part-5/

Reprinted with permission from Bench-
markone.com and Jessica Lunk. For 
more information or for the 5 part 
follow-up to this introduction, use any 
of the links provided for benchmarkone.
com or to find additional resources go to 
benchmarkemail.com.

Original article: https://www.
benchmarkone.com/blog/intro-small-
business-owners-guide-email-marketing/

1 https://www.benchmarkone.com/blog/
small-business-owners-guide-email-
marketing-success-part-1/
2 https://www.benchmarkone.com/blog/
small-business-owners-guide-email-
marketing-success-part-2/
3 https://www.benchmarkone.com/blog/
the-small-business-owners-guide-to-
email-marketing-success-part-3/
4 https://www.benchmarkone.com/blog/
small-business-owners-guide-email-
marketing-success-part-4/
5 https://www.benchmarkone.com/blog/
the-small-business-owners-guide-to-
email-marketing-success-part-5/
6 https://www.benchmarkone.com/blog/
nurture-leads/
7 https://www.benchmarkone.com/blog/
are-you-sending-emails-too-often/
8 https://www.benchmarkone.com/blog/
email-deliverability-101/
9 https://www.benchmarkone.com/
blog/4-ways-grow-email-list/
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F
irst impressions matter, and 
yes, love at first sight does ex-
ist. Your subject line serves as 
the initial interaction customers 

have with your email – yet for a lot 
of marketers and copywriters, it’s still 
only an afterthought. While we agree 
that the email itself is the star of the 
show, that doesn’t matter if people 
don’t make it past the subject line. 

Make no mistake; your subject line 
is the most important element in your 
email campaigns1. But you don’t have 
to take our word for it. 
• 35% of people open emails based 

on the subject line alone.2

• 69% of people will report an email 
as spam based on its subject line.3

Harsh reality – your perfectly curat-
ed, carefully designed, and strategi-
cally written email is worth nothing if 
it ends up in a spam folder4.

To make things easier, we’ve taken 
our favorite subject line tips and list-
ed them below. They’ve worked for 
us, and they’ll work for you too:

1. KEEP IT SHORT
Reminder, a majority of people 

are now reading emails on a mobile 
screen. So make the experience easy 
for them by keeping the subject short 
and to the point. Yes, you can abso-
lutely be creative – but avoid being 
complex, or you’ll drive people away.

If half of your subject line gets 
cut off, you risk creating the wrong 
impression and distorting the 
meaning. We recommend keeping 
within 50 characters, though you 
actually have about 75 characters to 
play around with (and you thought 
Twitter was hard). 

2. PERSONALIZE
Personalizing5 isn’t only about 

including the names of your recipi-

HOW TO PUT TOGETHER  
AN EFFECTIVE EMAIL SUBJECT LINE 

(AND EXAMPLES) 
BY THE BENCHMARK TEAM AT BENCHMARKEMAIL.COM

ents. Get creative with your subject 
lines using other tactics – like re-
targeting data to pique a prospects’ 
interest. Segment your email list6 to 
create subject lines that have specific 
information which will strike a chord 
with your subscribers. Send birthday 
emails and special offers, or use geo-
graphical tags to make your emails 
relevant on an individual level. 
• Example: Today’s your birthday. 

And here’s a treat from us. 

3. INSERT A POPULAR BRAND 
FOR MEGA-TARGETING

Make no mistake, brand names in 
subject lines work. The best part? You 
can create ultra-targeted email cam-
paigns based on what your recipients 
bought in the past. For instance, if 
you’re having a sale on shoes and 
you have three different brands on 
sale, you can segment your email 
list7 based on which customers have 
bought what. If one part of your list 
has purchased Kenneth Cole shoes 
in the past, your subject line for this 
group should feature the words “Ken-
neth Cole.” This gives your customer 
the opportunity to stick with the 
brand they like best.
• Example: These Kenneth Cole loaf-

ers have your name on them.

4. USE EMOJIS
More and more people are using 

emojis to express themselves. Keep 
in mind not all subject lines will be 
fit for emoji use. If your message can 
be paired with emojis, your audience 
might be able to relate better to your 
email, resulting in more opens.

Avoid replacing words with emojis. 
Instead, use them to compliment 
your text in case your chosen char-
acter doesn’t display in your recipi-
ent’s inbox.

5. DON’T BE SPAMMY
There are two hurdles your subject 

line needs to cross – spam filters and 
busy customers who don’t want to 
receive marketing emails. Coming 
across as pushy, loud, or overbearing 
can easily put people off and can 
even make them mark you as spam.

But there are also other ways of fall-
ing into the spammer category. Prom-
ising something in your subject line 
that you don’t deliver in your email, 
for example. Or, having a subject line 
that’s completely unrelated to your 
email. Broken links, using spam trigger 
words8, outrageous offers, spam-like 
design, and bad UX/UI are some other 
red flags to watch out for and avoid. 

6. USE CUSTOMER FAVES 
TO SATE CURIOSITY

Most human beings are at least 
curious about what other people are 
buying. If a product has a huge au-
dience and gets tons of good marks 
from customers, most likely, your 
recipient will be more inclined to buy 
it. For this reason, we believe that a 
“customer favorite” product featured 
in a subject line is an easy sell.
• Example: They’ve sold out three 

times, but they’re back. 

INDUSTRY HOW TO
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7. TEST
The Midas touch of email market-

ing. A/B testing9 your subject lines 
will give you real-world insight into 
whether or not your emails are work-
ing. Send out only two versions at a 
time so you can compare – and don’t 
forget to record your learnings for 
future campaigns.
• Test 1: You don’t want to miss this 

sale. 
• Test 2: All our t-shirts are 50% off. 

8. ASK A QUESTION
Asking a question is a subject 

line technique that works well 
because it gives the customer 
something to think about. Your 
question should be something 
on almost every customer’s mind. 
Even if you answer the question 
in your subject line, recipients will 
be inclined to open your email to 
learn more. 
• Example: Need a cool backpack for 

Fall? We’ve got ’em.

9. MAKE IT A LIST
A list is an easy way to offer 

something of value, sell a product 
or service, and not seem too obvi-
ous about it. A list gives a customer 
a subconscious message that your 
email is organized in a way that 
makes it an easy read. They’ll be 
more compelled to open your email 
if they know ahead of time that 
they’ll not be facing a wall of text. 
Add products or services to this list, 
and you’ll not only get them inter-
ested in opening your email, but you 
can showcase various products at 
the same time. Here are some good 
examples:
• Example: 10 products to take with 

you on vacation. 
There are so many more types of 

subject lines that you can explore 
with your campaigns. Collect data 
over time to see how best you can 
use this prime real estate to stand 
out in your customers’ inboxes – 
and minds. 

Reprinted with permission from 
Benchmarkone.com and the Benchmark 
Team. For more information  
or for a large assortment of free  
email marketing resources go to https:// 
www.benchmarkemail.com/resources/
Original Article Link: 
1 https://www.benchmarkemail.com/
blog/manage-email-campaigns/
2 https://blog.hubspot.com/sales/subject-
line-stats-open-rates-slideshare?toc-
variant-a=
3 https://optinmonster.com/email-
subject-line-statistics/
4 https://www.benchmarkemail.com/
blog/emails-going-spam-folder/
5 https://www.benchmarkemail.com/
blog/personalization/
6 https://www.benchmarkemail.com/
blog/email-marketing-segmentation-4-
ways-to-divide-your-list/
7 https://www.benchmarkemail.com/
blog/how-to-create-an-email-list/
8 https://www.benchmarkemail.com/
blog/emails-going-spam-folder/
9 https://www.benchmarkemail.com/
blog/a-b-testing/

INDUSTRY HOW TO
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Certified audits provided by CVC as part of your ACP 
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THE LEADERSHIP INSTITUTE

I
’m not going to sugarcoat this—advertisers don’t 
give a damn about our papers, our websites, or 
anything else we sell. They care even less about 
your quota or your paycheck. To them,+ we are a 

necessary evil. Here’s another way to look at it; recently 
I bought a new “Smart TV.” I’m not so sure why I need-
ed a “Smart TV” when the programming is so “dumb,” 
but it does have a nice picture. It was delivered to my 
house in a humongous cardboard box. I ripped open 
the box and started unpacking the TV; before long my 
couch was littered with big oddly shaped chunks of 
white Styrofoam, polyethylene bags of assorted sizes, 
sheets of flexible plastic foam, and reams of paper telling 
me how to install the TV in twelve different languages. 
The polite name for all of these materials is: “garbage.” 
I didn’t want any of this crap, but I was glad it had done 
its job. What I did want was to get my shiny new TV to 
my living room in one piece. To our advertisers, we are 
that unwanted pile of Styrofoam and cardboard. We are 
the packaging that delivers customers to their business-
es in one piece with their wallets intact. For most of my 
career, I was a print guy; I loved selling ROP ads and 
inserts. I was comfortable selling print and I knew that it 
produced results. Even though I was an old dog, I quick-
ly embraced the new tricks of online and email market-
ing. They required learning some new techniques and 
a new vocabulary but, I quickly realized that at its core, 
electronic ads served the same function as print ads. 
They were simply an alternative way to grab a consum-
er’s attention and tell them why they should do business 
with our advertisers. At one time Kodak controlled 70% 
of the photography market—a decade later they were 
bankrupt. The leaders of Kodak thought their business 
was selling film. They were wrong—their job was to 
help their customers capture memories. As long as we 
remember that our job is to connect, by any means at 
our disposal, local businesses with the people that need 
their goods or services, we will always have a viable, 
and profitable, business. Like Steve Woodruff said above, 
that’s all our customers really care about! 

OUR JOB 
IS TO CONNECT

BY JIM BUSCH

“
Nobody cares about you, your brand, 
or your company. You’re irrelevant…
until proven otherwise.

—Steve Woodruff

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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“
The worst thing a salesperson can do is to 
flub a simple question about their paper. 
Assume your prospect has read your 
paper for years. You need to read your 
paper every day and be able to discuss 

   what’s in it.

SALES TIPS

BY BOB BERTING, 
BERTING 
COMMUNICATIONS

MOTIVATIONAL TIPS 
FOR ADVERTISING SALESPEOPLE

T
hese must seem like the 
roughest of times for ad-
vertising salespeople. But 
now is the time for them 

to rebound and reinvent them-
selves. They need to be positive 
and remind their customers that 
their publication is reaching 
all their market and that when 
this emergency time is over, 
the public will remember the 
advertisers who faithfully sent 
messages of a positive image 
during a crisis.

Here are tips that will help 
salespeople connect with pro-
spective advertisers:

“LET ME TELL YOU WHO 
READS MY NEWSPAPER”

The salesperson may be 
selling ad space but the adver-
tiser is buying readership. The 
readers of the publication are 
the people advertisers want to 
reach.

“MY NEWSPAPER CAN 
BOOST YOUR SALES”

Advertisers want and expect 
data on what they can expect 
of their ad dollars ,but few 
newspapers have the research 
to prove they can deliver. 
Get the research going and 
get testimonials from happy 
advertisers.

“I CAN SELL AGAINST MY 
MEDIA COMPETITION”

Media was a silo business. 
Each silo had its slice of media 
dollars. Digital came along and 
blew all the silos down. Now ev-
eryone competes for every scrap 
of business and that’s why you 
need to know all of your compet-
itors strengths and weaknesses. 
Put yourself in the position of 
the advertiser facing many media 
choices. How do they choose? 
How do you help him or her 
choose?

“I KNOW WHAT’S IN MY 
PAPER BECAUSE I READ 
EVERY PAGE OF IT”

The worst thing a salesperson 
can do is to flub a simple ques-
tion about their paper. Assume 
your prospect has read your 
paper for years. You need to read 
your paper every day and be 
able to discuss what’s in it.

Media has many curves of 
changes.

What is true one day may not 
be true the next/ You must know 
all the changes and closely fol-
low other newspapers but all me-
dia—radio, TV, billboards, direct 
mail, Social media and of course 
all things digital. 

Bob is the author of 4 e-books for 
the newspaper industry, avail-
able on www.bobberting.com. 
Bob is a professional speaker, 
advertising sales trainer, pub-
lisher marketing consultant and 
columnist in many national and 
regional newspaper trade asso-
ciation publications. He can be 
reached at bob@bobberting.com 
or 317-849-5408.
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BY JOHN FOUST
RALEIGH, NC

AD-LIBS

C
atherine climbed the ranks from 
sales person to sales manager at 
her paper. “Although I’ve been 
in the business for a long time,” 

she told me, “there’s always a new way 
to look at advertising.” 

She mentioned a recent trip to a 
fast food restaurant. “I was between 
meetings in a nearby town and needed 
a quick lunch. So I dropped by Mc-
Donalds. It had been over a year since 
my last trip to a McDonalds, and I was 
trying to choose between two of their 
trademark products, a Big Mac and a 
Quarter Pounder. I was planning to 
ask the cashier about the ingredients 
in the Big Mac, then all of a sudden I 
remembered their famous television 
jingle from my childhood. ‘Two all-beef 
patties, special sauce, lettuce, cheese, 
pickles, onions on a sesame seed bun.’ 
I hadn’t thought about that in years, 
but it was in my memory bank. I did 
an online search later and was proud 
that had I remembered every ingredi-
ent in the proper order.” 

That McDonalds campaign ran for 
about a year and a half in the mid-Sev-
enties. And 40 years later, Catherine 
still remembered. That’s the power of 
repetition. 

Would she have remembered the 
jingle if it had run only one time? 
Not a chance. 

Did you learn the multiplication 
tables by going through them one 
time? What about the alphabet? Can 
you hear a new song one time and 
sing along the next time you hear it 
on the radio? 

Catherine’s experience reinforced her 
belief in the importance of repetition 
in advertising. “I remember one adver-
tiser – an apartment developer – who 
wanted to run a splashy grand opening 

ad. But he didn’t want to run anything 
at all after that. He figured the grand 
opening would create so much buzz 
in the market that he wouldn’t need to 
advertise any more for a long time. In 
the short run, it would have been nice 
for my paper to have that full-page, full 
color ad, but we knew it would have 
been a waste of his budget. We worked 
hard to talk him into turning that full-
page budget into a mini-campaign that 
stretched over several weeks. We felt 
if we could demonstrate the value of 
repeating his message – with measur-
able results – then we could talk about 
extending the campaign. Our strategy 
worked, and he became a consistent 
advertiser.” 

Catherine explained that her team 
tells advertisers about two key princi-
ples of advertising: reach and frequen-
cy. How many people will they reach? 
And how frequently will they reach 
them? Yes, a business can run one ad 
one time and reach all the readers 
in her paper’s distribution base. But 
without frequency, there’s little chance 
for success. 

“Most of the time, it’s a simple con-
cept for advertisers to understand,” she 
said. “Once they realize that repetition 
is a solid strategy, they are willing to 
hear how to make it work. Everybody 
wins. They get better results and we 
increase our ad count.” 

(c) Copyright 2022 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

THE POWER OF REPETITION. 
THE POWER OF REPETITION. 

THE POWER OF…
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ARE YOUR MEDIA SALES… HELP YOUR TEAM… 

ASK-CRM is a newspaper-centric CRM 
designed to maximize your sales efforts.   

robin@ask-crm.com, 301.800.2275, www.ask-crm.com 
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Your Go-To Guide for Community Publication Business and Service Support
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START A BUSINESS DIRECTORY WEBSITE

 
 

Perfect add-on to your Wedding & Home 
Improvement Special Sections

www.idealdirectories.com
From the owners of Page Flip Pro & SiteSwan

AUDIT & READERSHIP STUDIES

                             CVC Audits and
                             Readership Studies

 
Third Party Print & Digital Verification
Increased Exposure to Media Buyers

Learn What Your Readers Want
Call 800-262-6392 or visit www.cvcaudit.com
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855-614-5440      WWW.TCSDIRECT.COM

DIGITAL SOLUTIONS FOR PUBLICATIONS

ENTERTAINMENT CONTENT

✶  ASK MATT
✶  CHEERS & JEERS
✶  MOVIE REVIEWS
✶  CELEBRITY INTERVIEWS
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✶  DAILY BEST BETS
✶  DID YOU KNOW?
✶  ReMIND ReWIND

Providing its partners with free entertainment 
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including TV Guide, TV Weekly, Channel Guide, 

HOPPER, and ReMIND magazine.

888-584-6688  ntvbmedia.com/edge
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BLUEFIN PLACE AD
THE BEST SELF-SERVICE AD PLACEMENT
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978-662-3323
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DIGITAL SALES TRAINING
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800-917-0820
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516-379-2797     WWW.KAMENGROUP.COM
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800.634.0017
sales@pdisaneck.com
fax: 614-890-0467
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Poly Bags - Rubber Bands
Event Bags - Bundle Rain Covers - Carrier Bags

CONTENT AND DATA MANAGEMENT

Digital Publishing Solutions For
News and Media Organizations

www.townnews365.com
800-293-9576

Online Solutions.
Bottom-line results.

BEST INDUSTRY RESOURCE

Keeping the industry informed...
one issue at a time.

DIRECT MAIL AND PRINTING

LEGAL & PUBLICE NOTICE AUTOMATION

Your Legal Notice Experts

866-672-1600
info@legalnoticeservice.com

L E G A L  
N O T I C E
S E R V I C E

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

INCLUDE YOUR BUSINESS HERE!

This Space Available

hanrahan.ln@att.net ©2022 By Ellen Hanrahan
Graphic  Hooks

Here’s the problem... in the “old days” 
(that’s prior to the Adobe Creative Suite), I 
would look forward to the new functions 
in the program upgrades. Now, however, 
it can be a bit much! We used to have a 
little time to get used to new placements, 
features and effects, but the ease of Adobe 
getting these changes to us means, at least 
to me, that there are still many features 
that I have still not explored (however, I will 
address that another time). In the mean-
time, let’s compare some small space ads.
 Design with a purpose — support the 
message and enhance content and your 
advertising message will be effective. 
Using a simple design does not mean bor-
ing. The reader’s eye should move in a logi-
cal sequence. Three points to consider:

Join the
Hartford Flower and Garden Club

on a day tour to

HORNBAKER GARDENS
Princeton, Illinois

Saturday, June 9, 2018
Cost: $25.00 plus meals on your own

Coach departs from K-Mart parking lot at 8:00am
Call: 262-555-5555 

for more details or to register for the tour.

Join the Hartford Flower 
and Garden Club on a day tour 
to Princeton, Illinois

Hornbaker Gardens
Saturday, June 9, 2018
$25.00 plus meals on your own
Coach departs from K-Mart parking lot at 
8:00am • Call 262-555-5555 
for more details or to register for the tour.

FOR LEASE
4000+ sq. ft.
Downtown Hartford
(formerly GrandDad’s Bakery)
28 East Jackson Street

Call Bob 262-555-5555

FOR 
LEASE 4000+ SQ. FT.

DOWNTOWN HARTFORD
28 EAST JACKSON STREET
(formerly GrandDad’s Bakery)

CALL BOB 262-555-5555

The above two ads are much simpler and 
do not really have a lot of text, which can 
sometimes be more difficult to design—  
but a little pre-planning can make a world 
of difference!
Beware of Double Rules
This ad is geared to a more specific reader, 
but the use of two rule lines does not help 
with the focus or help to unify the design.
 Yes, it does take up a lot of space but it 
certainly does not support the content 
(this is where the design vs. decorate chal-
lenge comes in).
 The “revised” ad offers a lot more unity 

and focus. Again, I reworked the words 
slightly by putting the address directly 
under downtown Hartford. The previous 
business is just a qualifier to the location.
 To make the ad more striking I went to 
my Library of Bursts, put “For Lease” in the 
burst, made the background black, added 
a white box for the text and took advan-
tage of where one of my “flower petals” 
came in to create a directional arrow to the 
text (strong contrast with black and white).
 The use of grey works with this ad to cre-
ate focus, visual interest, and organize the 
advertising. This ad would also work with 

Have a Definite Focus —use text or graph-
ics to emphasize your message.
Unify the Design —the re la tion ship of 
graphics and text should combine to cre-
ate a clear and concise message, and…
Avoid Congestion —don’t overcrowd the 
ad, but make sure there’s enough space for 
all the information to fit!
The Importance of Effective Art
The purpose of the ad below is to alert 
readers interested in gardening or flowers 
to an event, and an effective way is to add  
flowers to enhance this content. It still is a 
simple design, but a lot more eye-catching. 
Color helps, but if you use black and white, 
I would suggest using a simpler illustration 
because this may appear “muddy,” in print.
 Both the art and text have a focus and 

the artwork helps to unify the design. 
 I also revamped the wording by includ-
ed the destination in the introduction 
because it’s not that important and doesn’t 
need to be on a line by itself (the people 
will be on a bus!).
 I left-aligned the text so it actually reads 
more as a “chunk.” Otherwise the eye goes 
back and forth —kinda like watching a ten-
nis match.
 The text in the original ad changes size 
and typefaces too many times—very dis-
tracting! Even if the font is in the same 
family, use type contrast judiciously and 
thoughtfully.
 The border in the first ad does not help 
unify the information and the shape is dis-
tracting (and too thin) as well.

color (just keep the contrast strong).
 I used the typeface Myriad Pro because I 
had a lot of options with regular, semibold, 
extended, etc. and it’s my go-to typeface.
 Both of the redone ads did not require 
a lot of time to make the changes. Look at 
the info and take a little time to plan the 
ad before you start and you won’t end up 
with just words in a box.
A SLIGHT APOLOGY: I’ve a very strong 
print background and working on news-
print has distorted my views of “dot gain” 
on newsprint… so this is and will probably 
be a challenge for me to overcome.
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and focus. Again, I reworked the words 
slightly by putting the address directly 
under downtown Hartford. The previous 
business is just a qualifier to the location.
 To make the ad more striking I went to 
my Library of Bursts, put “For Lease” in the 
burst, made the background black, added 
a white box for the text and took advan-
tage of where one of my “flower petals” 
came in to create a directional arrow to the 
text (strong contrast with black and white).
 The use of grey works with this ad to cre-
ate focus, visual interest, and organize the 
advertising. This ad would also work with 

Have a Definite Focus —use text or graph-
ics to emphasize your message.
Unify the Design —the re la tion ship of 
graphics and text should combine to cre-
ate a clear and concise message, and…
Avoid Congestion —don’t overcrowd the 
ad, but make sure there’s enough space for 
all the information to fit!
The Importance of Effective Art
The purpose of the ad below is to alert 
readers interested in gardening or flowers 
to an event, and an effective way is to add  
flowers to enhance this content. It still is a 
simple design, but a lot more eye-catching. 
Color helps, but if you use black and white, 
I would suggest using a simpler illustration 
because this may appear “muddy,” in print.
 Both the art and text have a focus and 

the artwork helps to unify the design. 
 I also revamped the wording by includ-
ed the destination in the introduction 
because it’s not that important and doesn’t 
need to be on a line by itself (the people 
will be on a bus!).
 I left-aligned the text so it actually reads 
more as a “chunk.” Otherwise the eye goes 
back and forth —kinda like watching a ten-
nis match.
 The text in the original ad changes size 
and typefaces too many times—very dis-
tracting! Even if the font is in the same 
family, use type contrast judiciously and 
thoughtfully.
 The border in the first ad does not help 
unify the information and the shape is dis-
tracting (and too thin) as well.

color (just keep the contrast strong).
 I used the typeface Myriad Pro because I 
had a lot of options with regular, semibold, 
extended, etc. and it’s my go-to typeface.
 Both of the redone ads did not require 
a lot of time to make the changes. Look at 
the info and take a little time to plan the 
ad before you start and you won’t end up 
with just words in a box.
A SLIGHT APOLOGY: I’ve a very strong 
print background and working on news-
print has distorted my views of “dot gain” 
on newsprint… so this is and will probably 
be a challenge for me to overcome.
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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 
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Where: Owatonna Foundation, 108 West Park Square, Owatonna
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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 IN 20 YEARS on A3 ►
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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 
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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 
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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)
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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!
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Publish
5701 E. Circle Dr. - #347
Cicero, NY  13039-8638Association of

Community
Publishers

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

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

March 31 - April 1March 31 - April 1

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

SEE THE FULL PROGRAM SCHEDULE ON PAGE 12
   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
Platinum Sponsors 

NASH VILLE    LEADERSHIP

Program Sponsors 


