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Look
Great,
Spend
. Less.

Yeah, looks matter. We live in an intense visual age where print publishers are competing
for eyeballs with a zillion images on phones, tablets, laptops, smart TVs, you name it. To
get noticed, to be relevant and to be profitable you need to stand out, make a statement
and grab readers with compelling design.

If your publications look like 1982 or 1992 you’d better fast-forward soon to 2022. We can
make your newspapers and magazines snap, crackle and pop - getting them the attention
they need and deserve. Make your content pretty and compelling - a must-read. When
you do your design with us, a modern redesign is no extra charge. Your print and web
ads will look a world better. Better designed ads get more readership which leads to more
response and that makes for happier advertisers who'll spend more money with you.

The best part? You can save 50-75% versus the cost of doing your pages and ads in-house or
even with local freelancers. World-class art direction at a fraction of the cost. You also get:

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

It’s our 18th year serving more than 300 newspapers and magazines each week. 100 full-
time, highly-talented designers will make you look great and save you a bundle. Tons of
references available.

We Make Publishing Prettier and More Profitable.

Call Howard Barbanel today at 516-860-7440 to get started.
Howard@Design2Pro.com ¢ Design2Pro.com

4 | JULY 2022



" PRESIDENT

@) John Draper

The Free Star

P. O. Box 277

Pipestone, MN 56164
jdraper@pipestonestar.com
507-825-3333

! FIRST VICE PRESIDENT
Manuel Karam

Genesee Valley Publications
1471 Route 15

Avon, NY 14414
ManuelKaram@gvpennysaver.com
585-226-8111

SECOND VICE PRESIDENT
Joyce Frericks
" Star Publications
522 Sinclair Lewis Avenue
| Sauk Centre, MN 56378
joyce@saukherald.com
320-352-6577

SECRETARY

Farris Robinson

Hometown News

2400 S. Ridgewood Ave. #22
South Daytona, FL 32119
frobinson@hometownnewsmedia
group.com

386-322-5900

TREASURER

Greg Birkett

Dubuque Advertiser

2966 JFK Road

Dubuque, IA 52002

y gbirkett@dubuqueadvertiser.com
563-588-0162

PAST PRESIDENT

Rick Wamre

Advocate Community Newspapers
6301 Gaston Avenue

Dallas, TX 75214
rwamre@advocatemag.com

' 214-560-4212

AT-LARGE DIRECTORS

Shane Goodman

Cityview

8101 Birchwood Court, Suite D
Johnston, IA 50131
shane@dmcityview.com
515-953-4822

| Lisa Miller

New Century Press

P. O. Box 28

Rock Rapids, Iowa 51246
Imiller@ncppub.com
712-472-2525

Joe Nicastro

New View Media Group

5 Dancer Dr.

Budd Lake, NJ 07828
joe@mylifepublications.com
973-809-4784

i Barb Perry
. Reminder Publishing, LLC
= 280 North Main Street

East Longmeadow, MA 01028
bperry@reminderpublications.com
413-525-6661

2022 ASSOCIATION OF COMMUNITY PUBLISHERS BOARD

Jane Quairoli

Kapp Advertising

P.O. Box 840

Lebanon, PA 17042
janeq@themerchandiser.com

| 717-273-8127

Carol Toomey
Action Unlimited
100-1 Domino Drive
Concord, MA 01742
carolaction@aol.com
978-371-2442

EXECUTIVE DIRECTOR

Douglas Fry

ACP

104 Westland Drive

Columbia, TN 38401
Douglas@communitypublishers.com
877-203-2327

Cassey Recore

ACP

5701 E. Circle Dr. - #347
Cicero, NY 13039

|| Cassey@communitypublishers.com

877-203-2327

Loren Colburn

ACP

5701 E. Circle Dr. - #347

Cicero, NY 13039
Loren@communitypublishers.com
877-203-2327

Is your one-size
paywall actually
costing you money?

Audience+ is the smart metering solution
that targets users with custom offers and
converts drive-bys into paying subscribers.

SPECIAL OFFER

Digital Access

$1for3months - =

Then $10/mo.

Audience--

sy JlownNews

Learn more at: TownNews.com/Audience

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

Adjudicated weekly paid community newspaper in California. Profitable,
attractive, award-winning title in business nearly a century.

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.

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!

B2B Ohio construction, realty, architecture glossy monthly magazine in
business 75 years. SOLD

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. SOLD

North Carolina regional glossy attractive lifestyle magazine established in
2005. Outstanding metro market saturation with strong growth potential.
SOLD

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.
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JOHN DRAPER
ACP PRESIDENT

FROM THE TOP

NO MORE EXCUSES

his month Publish takes a

look into the use of video

as a marketing tool. I have

to admit, I am a bit be-
hind the game on this endeavor.
It’s not that I don’t understand
the value this can create for my
advertisers and me, it’s simply a
matter of logistics. Do I have the
staff to do this (sales and produc-
tion), what is the most efficient
process, will customers pay for
it? And honestly at the top of my
excuse is that, “I'm so darn busy.
How do I add something like this
to the plate?”

I recently spoke with a pub-
lisher friend from the east coast.
We shared our current state of
business and reflected a bit about
how we have come out of the
pandemic. Our publications are
not entirely similar (his is much
larger than mine), but we found
ourselves in similar spots.

We agreed that business has
definitely rebounded from the
lows, but is not at 2019 levels. We
agreed that the pandemic forced
some tough operational changes
upon us. Our staffs are lighter
and staff members that toughed
it out are extremely appreciated
and valuable. The upside to light-
er staffs may be less payroll, but
perhaps that comes at a cost?

As we spoke, I shared some
of my experiences with having
to take on so many more roles
and tasks due to this smaller
staff. His experience is the same.
I also shared my concern that I've

‘ In looking at analytics, | can tell you that
videos create engagement in my market.
This serves as reinforcement to develop
methods to bring viewer engagement
through video to my advertisers.

become so involved in day-to-day
duties, that I haven’t put the time
into growth strategies, process
improvement, cost cutting and nu-
merous other endeavors that are
vital to long-term success. These
are real costs resulting from that
lower payroll.

So, yes, I (we) are very busy;
pulled in many directions. The
challenge is to not let this reality
become the excuse of; “How do
I add something like this to the
plate?” This brings me back to
video. Why would I not add even
just this one possible weapon to
bring to the street fight of gener-
ating sales?

One of my publications is a
community weekly newspaper.

In the realm of news delivery

we have done a fair number of
videos. Most are quick hitters that
post to social media for immedia-
cy while others are higher quality
productions used to help tell a
story. In looking at analytics, I can
tell you that videos create engage-
ment in my market. This serves as
reinforcement to develop meth-
ods to bring viewer engagement
through video to my advertisers.

So, I know viewers will engage
and I have the basic technology
tools to create and I've acknowl-
edged there is a real cost to not
working on new strategies. No
reason to hold back. Like so
many things, the real hold back
seems to be me.

I suspect many of you find your-
self in a similar situation as I do.
The fix is only within ourselves.

I look forward to learning even
more about the value of video in
my operations and how to best
implement a good plan. Thanks
readers of Publish for indulging
me as I use this space to collect
my thoughts. And thanks for the
self-motivation that has come. B
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In the U.S., over 66% of
paper products - like the
printed publication you're
reading right now - is
recycled info new products,
one of the highest recycling
rates of any material in the
country.

Discover the story of paper
www.lovepaperna.org

Sources: American Forest and Paper Association, 2019
U.S. Environmental Protection Agency, 2017
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great data and
CVC benefits for
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Home,
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SHELTER
IN THE STORM

s you probably know

by now I like to ride my

bicycle. Just about every

morning I get up before
the sun and put 25-30 miles in to
start my day right. I say “just about
every morning” because sometimes
the weather doesn’t cooperate. For
example, when it’s too cold for me to
put on enough clothing to stay warm
I work out on the dreadmill.

Most of the time I can figure out
when rain or storms will arrive and
ride around them. However, one
morning I miscalculated how quickly
an approaching storm would arrive.
The skies grew darker, the winds
began whipping around me, and the
ominous feeling of impending doom
washed over me. I was about 5 miles
from home when lightning struck
around me and the boom of thun-
der deafened me. Then the rain hit.
It was raining so hard I could not see
ahead of me. I took off my glasses
thinking I might be able to see better
but it was like trying to see looking
up while standing in a waterfall.

As the lightning strikes became
more frequent and closer I figured I’'d
better get to some shelter. (I know,
I’'m a genius.) So, I thought of peo-

ple I knew that lived nearby who
wouldn’t mind a rain-soaked cyclist
standing on their porch or carport at
5:30 in the morning. I thought of an
80 year old lady I knew that was less
than a mile away and headed her di-
rection. She wouldn’t be awake but I
thought I could stand under her patio
awning and call my wife for help.

Help wouldn’t be arriving any time
soon because my phone was as satu-
rated as I was. I stood there waiting
for the storm to pass. But one of my
friend’s neighbors saw a strange man
standing on her patio, braved the
storm to confront the intruder, and
told me he was going to call the po-
lice if T didn’t leave immediately. The
commotion woke my elderly friend
and she assured her neighbor I was
alright. She invited me inside where
I dripped on her family room floor
until the storm passed.

I thought about that incident as we
work through the challenges of the
day. We are in a storm of unequaled
ferocity as print pricing increases,
Covid, difficulty finding great sales
people, training those sales people,
finding a balance between print and
digital, and more pour around us.
But help is also all around us. Just

THE ONE THING

BY DOUGLAS FRY

think of the people you know that
are willing to help. If you think about
it you’ll realize there are dozens of
friends, acquaintances, and associates
in the ACP family you can turn to to
gain respite from the storm.

We have Publishers Meetings on
Thursday afternoons at 4:00 Eastern /
3:00 Central / 2:00 Mountain / 1:00
Pacific. Everyone involved shares
their successes and solutions to prob-
lems we are all facing.

Industry specific training is avail-
able to you and your entire staff
covering all topics through Power
Sales University. Jason Evans made
hundreds of hours of top-notch
training for your sales team. TLI (The
Leadership Institute) classes are also
available on the PSU platform.

How about a discount on your
USPS mailing? 3% can amount to
huge dollars you can save each time
you publish your paper. Well it’s
available to you as a member benefit.

Circulation audits by CVC enhance
your publication and give you a story
to tell. The audits tell much more
than simply the number of house-
holds that receive your community
publication. CVC audits tell who
your readers are: age, buying habits,
household income, and more.

The list of benefits keep going but
we are running out of space. Think
about all that is available to you and
your staff through membership in ACP.

You don’t have to go through this
alone. Shelter with ACP and succeed. B
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ACP Announces their 2023 In-Person Conference...
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BY LOREN COLBURN

while back, I wrote a Per-

spective about bricks. It

talked about those life les-

sons that people provide you
along the way that impact the way
you look at the world. They become a
“brick” in your foundation so to speak.
With the topic of video this month, I
really don’t have anything significant
to offer related to the “how to” side of
video inclusion but it does conjure up
a thought about Pink Floyd and one
of the “bricks” in my foundation.

This particular brick has been deliv-
ered by a number of people in my life
on a number of occasions. That would
be the belief that you are never too
old to learn something new. My par-
ents were firm believers in that con-
cept as they should be having been
public school teachers for a combined
60 years. They always looked at learn-
ing as an opportunity that was not
impacted by age but only by attitude.
If you wanted to learn something new
my Mom would tell us, “all you have
to do is put your mind to it!”

That scenario is easier to accept
when you are younger and people
expect you not to know everything.
What they do expect is you to be
willing to learn more as a means of
growth and development. Somewhere
along the way the old adage, “you
can’t teach an old dog new tricks”
starts to creep into the discussion.
I'm here to say that that saying is just
an excuse not to learn. My brick says
that you just have to put your mind
to it and you can learn at any age.

That brick from my parents has
been reinforced by many people
over the years. One of the most
amazing reinforcing examples was
John Badoud, the former owner of

PERSPECTIVE

ANOTHER BRICK
IN THE WALL

Scotsman Press that I spent 20 years
working for. John was like a sponge —
always willing and wanting to learn
every aspect of the business. John’s
motives were never to replace you
or try to overshadow you, but sole-
ly to expand his understanding of
the business world around him. His
enthusiasm to learn was both conta-
gious and inspiring.

The other reinforcing individuals for
the “never to old to learn something”
brick are two of the industry icons I
had the privilege of being around. Both
Gladys Van Drie and Gordon Lowery
were individuals who had a thirst to
learn more. I watched both of them
after retirement spend time in lectures
and classes just to experience the
opportunity to learn something new.
My deep respect for both as industry
experts was expanded to the highest
level when they reinforced for me that
learning was a goal in itself and not
always a means to some other end.

I’m sure at this point you are ask-
ing yourself what on earth this brick
has to do with video and including
video in your marketing program.
Well back in 2016, Shane Goodman
mentioned they had started to use

some video they were producing in
iMovie and that I should check it out
to see if there were some applications
it could be utilized for with AFCP. Us-
ing my brick as my base, I convinced
myself that at 63 years old, I was not
too old to learn something new and
dove into learning to convert iMovie
trailers to usable promotional videos
for conference and promoting AFCP.
That then grew into learning to cre-
ate videos using the onsite materials
available from Promo.com and then
to iMovie production for building
and editing more complicated movies
from individual components.
All those people that lead by ex-
ample to embrace the opportunity
to learn something new can share in
the results of my learning. Without
your shining examples to impact my
behavior and thinking — it would
have been easier to select one of the
following lines of thinking:
e This is too complicated to deal with
at this time.
* I don’t have time for one more
thing to do right now.
¢ If they wanted someone with video
experience — they should have
hired someone else.
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everything * Video production is for the younger, more digitally sav-
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Advertiser emails, Bills, This list could go on for quite some time, but 'm sure

you get my point.
If you think of this topic and knee jerk some reason

) 303 791 3 30] it doesn’t apply to your business, you are missing a big
opportunity to build on your print product. Here are just

FakeBrains.com a few of the opportunities available from utilizing video
in your marketing:

* Video on a landing page
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by Forrester.
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ing a product/service in a video, according to Forbes.
So it is time to embrace an opportunity — if not by
you, then by someone on your team who will be respon-
4{‘ ’”&” 4[“ sible for the success of incorporating quality video into
your marketing program.
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ACP BOARD OFFICER
NOMINATIONS

CP Officer Nominations for the fall elections will
open on July 20, 2022 and close on August 15,

2022. The positions are for 2-year terms that will
commence on January 1, 2023. Any ACP member

in good standing is eligible to run for one of the positions.

Positions up for election are President, First Vice Presi-
dent, Second Vice President, Treasurer, and Secretary. The
current President, John Draper, will succeed Rick Wamre
as the Immediate Past President on the Board of Direc-
tors. All current incumbent officers have acknowledged
their intent to run for either their current position or in
the case of the Vice Presidents, the next position in the
sequence to becoming President.

Nominations should be made by email to
office@communitypublishers.com no later than August
15, 2022 and include the following information: Nom-
inee’s Name, Member Company, Company Position,
Email Address, Mailing Address, and a description of the
nominee’s qualifications that will be used in the election
information sent to members.

After vetting all candidates, the formal candidate
announcement will be made September 1, 2022 and
elections will be held between October 3, 2022 and the
end of day October 14, 2022. Election results will be an-
nounced no later than November 1, 2022. Any questions
related to this upcoming election can be directed to the
ACP Office at 877-203-2327.

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

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

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

Merrimac

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

KAMEN & CO. GROUP SERVICES, LLC

Media Appraisers, Accountants, Advisors & Brokers

e
74 NN
([ [l (VS \
\\ W] [ g/
NN\ QWA 222

626 RXR Plaza

Uniondale, New York 11556

Phone: (516) 379-2797

Cell: (516) 242-2857

Kevin B. Kamen E-mail: info@kamengroup.com
President/CEO www.kamengroup.com

UPCOMING EVENTS
CALENDAR

JULY 13-14, 2022
MFCP Managers Summit,
Arrowwood Resort, Okoboji, IA: Roundtables and
networking mixed with a healthy dose of sun and fun.

SEPTEMBER 9, 15, 21 & 27, 2022
ACP Fall Virtual Conference:
8 Topical Sessions to address industry specific issues.

MAY 11-12,2023
ACP National Conference & Trade Show,
Hilton Charlotte University Place, Charlotte, NC: The
industry’s largest in-person conference and trade show
for publishers offering networking and a variety of
educational sessions.

Still the brightest idea
to build any business!

If you believe this message - you should join this association!

Somebody once said...
€6

Using video to connect with a
prospect is so much more than a
cold call.

It humanizes the selling process.

9y -

/
Jill Rowley
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VIDEO MARKETING STARTER GUIDE.:

STRATEGY AND TIPS (2022)

BY JACK SHEPARD

CO-FOUNDER & MARKETING DIRECTOR OF THE SOCIAL SHEPARD

ideo marketing is a strate-

gy businesses use to attract

leads and customers. You

can think of it as a subset of
content marketing, which consists of
formats like blog posts, images, and
audio content.

But what sets online video apart
isn’t just the visual factor. It’s the num-
ber of people watching them daily.

The COVID-19 pandemic resulted
in 96% of consumers' watching more
videos than before. If we combined
the minutes viewers spend monthly
consuming video, it would translate
to over 25 consecutive days? of con-
sumption.

That’s a lot of time folks are spend-
ing with influencers and brands. So,
it'll come as no surprise that video
marketing presents a great oppor-
tunity for eCommerce businesses to
reach and connect with their target
audiences.

If you’re not already using videos—
or, worse, sharing content without a
solid video marketing strategy—then
this guide is for you.

HOW DOES VIDEO
MARKETING WORK?

Video marketing is the process of
creating an engaging video and up-
loading it to a marketing channel. It’s
the content format a business uses
to reach new audiences, showcase
products, and generate sales.

Like any piece of content you pub-
lish on the web, online video requires
a strategy to succeed. Otherwise,
you’ll spend countless hours, weeks,
or even months shooting arrows in
the dark. (And unless you’re a sharp-
shooting pro with owl-like eyesight,
youw’ll miss more than you hit).

Video marketing performs best
when it’s part of a well-thought-out
process. In fact, a video marketing
strategy has an approach similar to
blogging. You’ll need to put time into
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researching, ideating, and outlining
what each video will discuss—and,
more importantly: how you’ll get it in
front of your target audience.

What this turns into is a:

* Calendar of trending and engaging
topic ideas

* A script that’s formatted to be short
and valuable

* Distribution plan to ensure maxi-
mum reach

Let’s put that into practice and say
you’re creating a video marketing
strategy for your fashion eCommerce
brand. Your target audience is Gen
Z females living in the UK. After
researching the pain points of your
target audience, you uncover that
their biggest purchasing motivator is
FOMO (the fear of missing out).

You decide to shoot a series of
videos featuring the influencers they
follow. Then, you publish them on
the sites your audience is using—in-
cluding Instagram and Facebook. You
even put some cash behind your vid-
eo to make sure the right audience
sees them.

Of course, there are various ways
you can approach your video cre-
ation, marketing, and distribution.
But more on that later.

THE BENEFITS
OF VIDEO MARKETING

What’s the value of using videos
to market your business? Is it worth
investing your time and money into?

If you ask 86% of businesses, the
answer is yes. And the numbers are
growing. Back in 2016, only 45% said
video marketing is worth their time
and money.

Video marketing is growing in pop-
ularity for a variety of reasons. The
most popular: social media videos
are taking over. An impressive 66%
of Instagram’s one billion users view
videos on the platform—beating in-
fluencer and celebrity photos.

But how exactly does it translate
to success for your business? Let’s
review some of the top benefits of
video marketing?.

RAISE BRAND AWARENESS

Your brand is what humanises your
business. It’s what connects businesses
with their audience and builds trust.

But brand building requires consis-
tency. The more a person sees your
logo, brand name, or content, the
higher the odds of them remembering
you. Once that happens, you become
top-of-mind when making purchasing
decisions for your solution—hence
why brand consistency has been prov-
en to increase revenue by 33%%4.

What better way to get your brand
in front of prospects than with video?
Not only are people looking for and
consuming branded content—social
media platforms are as well.

In case you haven’t noticed, platforms
like Instagram, Facebook, and even
LinkedIn are favouring video posts.

According to Twitter, it’s the fast-
est-growing video advertising tool.

It has more than two billion video
views daily, translating to a 67% YoY
growth’. And even Facebook sees
more engagement® for video content.

This preference of video happens
because social algorithms rank con-
tent with the highest (and longest)
engagement.

Think about it: When’s the last time
a text-based post captured your atten-
tion for 5 minutes? Unless you’re read-
ing and responding to comments—
likely never. It’s not that long-winding
text posts with excellent stories don’t
spark engagement. It’s just that social
videos drive engagement a lot better
and more consistently.

Take a look at these facts:

* People are 2x more likely' to share
videos

* Tweets with video get 10x more en-
gagement®



* Video ads reduce cost-per-engage-
ment by over 50%

* Instagram videos get more engage-
ment

* Instagram videos generate an aver-
age of 150 comments’ compared to
image (65) and carousel posts (80)

BUILD TRUST AND
CREDIBILITY

Why should customers choose you
over a competitor? If you don’t earn
the trust of your prospects, then the
odds of converting them into paying
customers is next to none.

Studies prove this: roughly 33% of
American consumers® say trusting a
brand is important when making a
purchase. They have a natural fear of
wasting money on an inferior product
or service. Nobody likes the feeling
of regret.

For others, purchasing decisions go
beyond the quality of the product—
it’s about corporate social respon-
sibility. This is true for nearly 80%
of consumers® across the world. If
you’re perceived as unfair or uncar-
ing, it'll hurt your credibility (and
trust-building).

However, some are struggling to
connect with their core audience.
Why? Because the brand doesn’t feel
genuine. Roughly 86% of consumers’
state authenticity is essential to decid-
ing on which brands to support.

Social media videos build credibility
if they’re used as a vehicle to share
your values and mission. For example:
publishing a video of the CEO discuss-
ing the company’s stance on injustices,
environmental hazards, and other im-
portant topics to their target audience
is more gripping than a blog post.

Most brands using visual content
to connect with prospects are seeing
favourable results. Around 53% of
marketers state video raises aware-
ness. And another 52% say it builds
trust with potential customers.

INFLUENCE BUYING
DECISIONS

Every brand wishes to wield the
power of influence. With it, you could
convince prospects to convert and
stick around for years to come.

Unfortunately, this isn’t always the
case.

The businesses that do have influ-
ence over their buyers put in a ton of
effort to gain it. This includes pub-
lishing content that delivers value,

STARTER GUIDE

insights, and actionable tips. If you
can do it while being entertaining,
even better.

This is what makes visual content
a must. When you dish out excellent
information, it builds trust and credi-
bility—hence why webinars and live
video perform so well.

Remember the shareability of
videos we mentioned earlier? Those
shares can lead to more revenue. Vid-
eo marketing statistics show close to
60% of Millennials made travel plans
and ate at a restaurant after seeing a
friend’s post on social channels.

Nearly 80% of video marketers say
video directly boosts sales. And the
people agree—84% say watching a
brand’s product or service video con-
vinced them to buy.

If you’re looking to gain influence
over your target audience, video mar-
keting will take you a step closer to
achieving that goal.

INCREASE AD
CONVERSION RATES

Publishing SEO content is an ideal
long-term strategy. But what happens
when you need results a bit faster?
Say, for an upcoming product launch
or sale?

In this case, you want to use search
engines and social media marketing
differently. Pay-per-click (PPC) ads of-
fer an opportunity to reach a specific
group of customers immediately. But
getting them to react once they see
your ad is another story.

This is challenging to pull off when
you rely solely on text-based ads.
This is why you consistently see ads
with photos and GIFs. Our approach?
Take it a step further with video ads
to boost your conversion rate.

A study from HubSpot found
that video ads receive 20% more
clicks than image-only adverts. This

isn’t shocking since video is more
eye-catching and offers more infor-
mation, which leads to more con-
versions. Some even say videos are
better than PPC; 68% of marketers
claim they outperform Google ads.
All of that goes to show you should
aim for a nice mix of organic and paid
videos in your marketing campaigns.

IMPROVE YOUR ROI

Return on investment is the prima-
ry goal of every marketing strategy.
Luckily, video marketing slots per-
fectly into a marketer’s mission to
prove the value of their strategies to
stakeholders.

According to 86% of video market-
ers, their strategy results in increases
to website traffic. Another 84% say it
generates leads.

Overall, 87% of marketers believe
that video marketing provides good
ROILI.

Of course, there’s more to a high
ROI strategy than sporadically shar-
ing videos on your website and com-
pany YouTube channel. You’ll need
a well-thought-out strategy to reach
your intended audience—which is
exactly what we’ll cover. B

Original location:

bttps.//thesocialshepberd.com/blog/

video-marketing#

For additional information on these

additional parts of the article from Jack

Shepard, visit the above link for:

¢ How to Create a Video Marketing Strategy

e Bonus: 7 Video Marketing Tips and Ideas

e Video Marketing Examples

o Getting Started with Your Video Mavrket-
ing Strategy

e Video Marketing FAQs
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THE SURVEY SAYS... 11l

Do you currently use video in your marketing program?
80%
70% 66.7%

60%

50%
40%
30%
18.5%
20%
° 11.1%
10% - 3.7%
0% |
No Yes - but rarely Yes - regularly (at least Yes - all the time
monthly)
Do you produce your own video material?
70%
61.5%
60%
50%
40%
30.8%
30%
20%
10% 3.9% 3.9%
0% | [
Yes - all of our video  Yes - some of our video We outsource all video Do not use video.
materials. materials, outsource material.
some also.
If you do produce your own video materials, what programs /
services do you use?
60% 53.8%
50%
40%
30%
20% 15.4% 15.4%
0 ] [ ]
iMovie Adobe Premiere Pro Promo.com Biteable.com Other (please

specify)
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60%

50%

40%

30%

20%

10%

0%

70%
60%
50%
40%
30%
20%
10%

0%

90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

What areas of your marketing program do you or

48.0%

3

6. 383 36.4% 36.8% 38.1%
28.0% 6. [30.4%
24.0%
18..
13.69
9.5% 10..

will you utilize video?

m Currently use. mPlan to use. Not planning on it.

52.4% 52.6%
50.0% 47.6%

45.5%
43.5%

Social media  YouTube Email Mobile Sales Company Website video
marketing marketing marketing marketing presentations/ orientation links
(Facebook, program program program Customer

Instagram, testimonials

etc.) program

If you do not currently use video, what is your reason not to?

16.7%

61.1%

38.9%

22.2%

Do not feel it fits my  No staff trained on video No time to devote to ~ Other (please specify)

company.

production. video production.

If there were industry generic videos available
that you could add your logo to and use, would

18.5%

Yes, definitely

you use them?

77.8%

3.7%
—

0.0%

Maybe (depending on  Not interested in using Prefer to create my own
content) video video content

JULY 2022
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WAKE UP YOUR
SALES T RINING'

Available whenever you are...
all day, every day!

TRAINING CENTER

A MEMBER BENEFIT OF THE ASSOCIATION OF COMMUNITY PUBLISHERS

For more information watch the video at:
www.communitypublishers.com/members-only-access
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11 TYPES OF MARKETING VIDEOS

BY JACK SHEPARD

CO-FOUNDER & MARKETING DIRECTOR OF THE SOCIAL SHEPARD

o one type of video will
guarantee engagement, views,
or conversions. That’s why
it’s always best to experiment
to determine what your audience
responds to.
Unsure where to start? Here’s a list
of different video types to try.

1.“THE SPOT”VIDEOS

You see them all the time. They
show up in the middle of movies,
shows, football games, and other tele-
vision programs. This type of video
is short—around 15- to 30-seconds
long—and is known as a “spot” video.

(The name is fitting: They take up a
small spot in a video broadcast.)

In the past, these commercial breaks
were mainly found on television.
Today, you also see them on YouTube,
Hulu, and other streaming services.

What remains the same is their
purpose: to promote products, ser-
vices, or causes. You can do the same
by creating a spot video and finding
placements on YouTube channels or
other social platforms.

These ads are short and sweet, so
youw’ll have to make them enticing
from the start. You only have a few
seconds to capture viewers’ attention
before they leave (or click the dread-
ed “skip” button).

If you decide to use spot video ads,
consider using social media chan-
nels. These are easier and cheaper
than breaking into TV and streaming
services.

Now comes the all-important
question: does this type of marketing
video actually work?

Numbers show 30-second video
ads perform well. Back in 2018, only
55% of marketers used them. Then in
2019, it increased to 66%. The next
most popular length is 15 seconds, so
shorter is better.

2. EXPLAINER VIDEOS
People explore the internet to find
sources of information. Sometimes

it’s to make a purchasing decision;
other times to learn about a problem
they’re having.

If you want to reach these groups,
you have to create content that an-
swers their questions and provides a
solution.

Blog posts are great at this. But
everyone has different learning styles.
Some people prefer to watch rather
than read. By offering a video format
alongside written content, you can
appeal to these target customers and
potentially earn their business.

An explainer video is perfect if you
have a product or service that’s easily
(or often) misunderstood. Maybe you
have a kids playground slide that
customers struggle to set up. Perhaps
you’re promoting a new product and
want to show how it’s applied.

Regardless of what you’re showing,
eCommerce brands can use a video
to explain the functions, features,
steps, and benefits.

Data shows that 96% of people
who watch explainers learn about a
product or service before buying. Not
bad for a video needing little to no
creativity.

To make the most out of this type
of video content, focus on making
the content simple and easy to under-
stand. Answer common questions and
demonstrate how everything works.
That way, viewers are ready to make
a decision—or at least be one step
closer to it.

3. PRODUCT DEMO VIDEOS
Explainer videos provide an over-

view of your product or service. It’s

a more detailed breakdown of your

solution—AKA, an excellent way to

toot the horn of your product without

being too salesy.

This type of video is great at show-
ing off features and benefits without
making promises about results.

Product videos are ideal for people
in the middle or bottom of the sales
funnel. The goal is to provide valu-

able insights about the product and
how it resolves the target customers’
issues. This way, they can make an
informed buying decision.

There are various ways you can
present your product demo. For
example, you can do an unboxing of
the product, showing what comes in
the order. Then demonstrate how to
set it up yourself.

The idea is to make your product
feel simple so it’s not confusing or
intimidating. List everything out, but
don’t over-explain. Short videos tend
to perform better. Cover the essentials,
then provide a link or contact infor-
mation for users to get additional info.

4.VIRAL VIDEO

When you think of viral videos,
what comes to mind? Is it a cute cat
montage? Another trending dance on
TikTok?

Viral videos are the holy grail of
marketing. But not many can achieve
virality with their video content... Or
So it seems.

You have to ask: What does it mean
to go viral? Is it garnering millions of
views in several days? Sure, that defi-
nitely meets the requirements. But
there are different levels to virality.
What’s considered viral for one cam-
paign may not be for another.

For example, a Kardashian Ins-
tagram video isn’t viral unless it’s
getting billions of views. However, a
small business reaching tens of thou-
sands on Facebook would be deemed
viral. Virality depends on the market
and the industry.

But you don’t want to rely too
much on vanity metrics (views and
likes). Let’s say your goal is to get
more conversions. If your video is
trending on social media but isn’t get-
ting leads, then it’s a low-performer.

When designing campaigns for a
viral effect, focus on delivering what
your audience wants. If your content
is high-value, folks won’t mind shar-
ing it like crazy.
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5. BEHIND THE SCENES
ACCESS

People enjoy learning about the
brands they support. This is what
makes behind-the-scenes videos
popular.

Think of the wildly popular MTV
series “Cribs” or any YouTube video
labelled “A day in the life of...”.

Humans have a deep desire to
connect with the influencers in their
lives. They want to understand the
people behind the (personal or busi-
ness) logo. This is why brand story-
telling is such a big deal today.

In the past, businesses felt corpo-
rate, cold, and unempathetic. The
customer felt like just another dollar
to acquire. Now that companies are
humanising their brands, consumers
are gravitating towards them.

Authenticity, empathy, and moral-
ity are critical to winning over the
21st-century consumer. So in your
behind-the-scenes videos, don’t just
focus on how your office operates.
Show them the people behind the
product or service, including the
founders and CEO.

This is the perfect time to make a
personal connection and potentially
earn viewers’ trust.

“Customers aren’t just interested in
seeing the product or service-related
postings and adverts. They want to
see bebind the scenes and meet the
people that run your company. This
entails creating videos that include
your employees and demonstrate how
you run your business. The goal is to
make your brand more buman.”

— Darshan Somashekar,
Founder and CEO of Solitaired

6. CUSTOMER TESTIMONIAL

There’s nothing like reading a peer
review on a product or service. In
fact, you likely use the word of fellow
shoppers to make your own purchas-
ing decisions.

It’s the way of today’s buyers. And
why wouldn’t it be? We have vast in-
formation (thanks Google) and access
to millions of people (thanks social
media). Not using these resources to
learn about solutions would be insane.

This is why you’ll find 95% of
people saying positive and nega-
tive reviews) persuade their buying
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decisions. Roughly 40% believe video

testimonials are more effective be-

cause they:

* Are more authentic than a business
sales pitch

* Visualise how a product or service
works

* Demonstrate how a product or ser-
vice can impact their life

* Showcase a real person and help
the viewer understand their story

With customer reviews, prospects
can quickly identify whether a brand
is worth purchasing from.

Leverage this behaviour by pub-
lishing case studies on your website.
But not just any testimonial—a video
testimonial. For some customers, it’s
10x better than a written review be-
cause it captures the emotion behind
the story.

Video shows the frustration, anger,
happiness, excitement, and content of
your customers. Odds are, your pros-
pects are going through the same emo-
tions and want to achieve the same
outcomes. So, add them to your home
page, email marketing campaigns, PPC
ads, and social media posts.

7. SHORT FILMS

Directing a short film doesn’t sound
like a marketer’s job, but it’s another
form of brand storytelling that builds
credibility, trust, and leads.

The purpose of a short film is to of-
fer deeper insight into your business.
The length can be anywhere between
10 and 25 minutes. You don’t want to
go too long because people are busy
and have less time to dedicate to
watching a brand video.

The topic and format of your short
film can vary. For instance, it can be a
documentary of the founders and their
struggle to start the business. Or show-
case how your company’s employees
are giving back to the community.

Here’s that phrase again—brand
storytelling. It should be at the core
of your short film to set your business
and product apart from competitors.

But don’t make it just about your
business or product. It’s a mini-movie
designed to build a connection with
your audience. Find a way to add
value or inspire action.

8. INFLUENCER
ENDORSEMENTS

Being endorsed by an influencer so-
lidifies your brand as a trusted entity.
However, you can’t get endorsed by
just any influencer. You should find
one within your industry and niche,
so their audience is similar to yours.

More importantly: Just because
they have thousands of followers, it
doesn’t mean an influencer’s audi-
ence is engaged.



Engagement rate is important be-
cause you want your influencer posts
to receive a fair number of views,
likes, shares, comments—and most
importantly, clicks.

You’ll find some smaller influencers
with a more active community than
a larger one. And their recommenda-
tions are more well-received, which
means higher conversions for you.
These are the golden nuggets you
want to target.

9. LIVE VIDEO

The internet made it easier and
faster to connect with your audience.
Email was the first to change the
game—then later instant messenger.
But there’s nothing more real and
immediate than real-time videos.

One report shows 30% of video
marketers are live streaming on Face-
book. Just 14% are using Instagram
and YouTube, making less competi-
tion on those channels.

But how should you use these
channels to gain a competitive edge?
There are several ways to use live
video, including:

* Webinars

* Q&As with the audience

¢ Expert interviews

* Live demonstrations of a product or
service

* Behind the scene videos of an event

It works best if you notify your audi-
ence days or weeks in advance. If you
don’t have a large enough audience,
consider running a paid promotion us-
ing social media ads and boosted posts
for a higher attendance rate.

Also, be wary of the length—you
don’t want your live videos to be too
long to where your audience loses
interest. On Instagram Live, the max
length is 60 minutes. Try to keep it
beneath an hour, depending on the
topic and format.

“The ideal length is determined by
the video’s content. A quick tip could
be a simple, one-minute video, while
a customer recommendation may
last three minutes and a tutorial can
last five.

According to a study, most market-
ing videos should be no more than
two minutes, but the optimum length
varies depending on where they are
posted. The ideal video duration for

Facebook, for example, is two to five
minutes. It takes between 30 seconds
to two minutes on LinkedIn, and only
30 seconds on Twitter.”
— Tommy Gallagher,
Founder of Top Mobile Banks

10.ANIMATED VIDEOS
Animated videos are perfect for
product demos, ads, and explain-
er videos. You can also try brand
storytelling, turning your employees
into comical cartoons. Animations are
eye-catching, even to those with short
attention spans.
But to keep it, you’ll have to quickly
pique their interest or risk losing them
to another distraction on their feed.

‘ No one type of
video will guarantee

engagement, views,
or conversions. That's
why it's always best
to experiment

to determine what
your audience
responds to.

What’s appealing about animated
videos is it empowers your creativity.
You can develop a world, characters,
and stories in a way you never could
in the real world.

Don’t worry—you don’t need draw-
ing or animation skills to pull this
off. Nor do you need to know how
to write a script. There are services
available from video production
agencies to create animated videos
from scratch.

11. SOCIAL MEDIA VIDEOS

We already discussed how to use
live videos for social media. Now,
it’s time to venture into pre-recorded
video content.

Sharing recordings of webinars, ex-
plainer videos, and even podcasts can
potentially generate buzz and engage-
ment. In fact, you can repurpose some
of your other content into videos and
share them across your networks.

VIDEO FEATURE

How do you do this? Here are sever-

al ideas:

* Change a blog post into a video
presentation

* Create snippets of video recorded
podcasts

* Turn podcasts into audiograms
with an appealing background and
closed captions

* Plan a live event and invite guest
speakers your audience follows

* Transform a blog post into a video
script and create a talking head or
animated video
The opportunities go as far as your

creativity takes you.

12. USER-GENERATED
CONTENT (UGC) VIDEOS

Not all of the content you’re pro-
ducing has to be created in-house. In
fact, your potential customers are great
sources of video content. (And in most
cases, they’re already creating it for you.)

Look through your social media
mentions, and you’ll likely find a
plethora of video content—such as re-
views, tutorials, or testimonials—from
existing customers.

“User-generated content is one of
the greybeards of this year and the
near future. Brands bave been trying
to bumanise their marketing strategies
all year, and user-generated content
achieves that easier than other market-
ing channels.

For instance, our YouTube-based
user-generated content generates more
than triple the amount of engagement
and traffic that other video types gener-
ate. To think of it, investing in channels
to attract more user-generated content
will be a defining feature of video mar-
keting in the future.”

— Alina Clark, Growth Manager and

co-founder of CocoDoc.

Original location:

bttps.//thesocialshepberd.com/

blog/video-marketing#

For additional information on these

additional parts of the article from Jack

Shepard, visit the above link for:

e How to Create a Video Marketing Strategy

e Bonus: 7 Video Marketing Tips and Ideas

e Video Marketing Examples

o Getting Started with Your Video Market-
ing Strategy

e Video Marketing FAQs
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ADDITIONAL RESOURCES

Influencer Marketing Hub - Article

15 Best Free Video Maker Platforms
to Nail Video Marketing in 2022

By Jacinda Santora

This Article reviews 15 different video maker platforms and provides links to the actual
providers for additional information, trials or subscriptions.

Dreamgrow - Article

8 Powerful Reasons You Need
to Use Video Marketing
By Karl

This article provides 15 compelling reasons why businesses should include video in their
marketing programs. It sights a number of interesting statistics to support these points.

The Social Shepard - Article

9 Powerful Benefits of Video Marketing For Your Business
By Jack Shepard

Jack Shepard lays out 9 ways video can enhance your marketing. This easy to understand
article takes a straight forward, common sense approach to making their case.

PPCexpo - Blog Article

Why Video Marketing is so Powerful in 2022

This article covers lots of ground looking at the reasons video makes sense, animation ads
makes sense as well as listing some of the tools available for creating animation videos.

Explainly - Article

The Value of a Video -
Video Marketing By The Numbers

This is a rapid-fire listing of impressive statistics related to video impact, utilization and usage
in today’s marketing world. If you like numbers - this article is for you.
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Biteable - Article

Video marketing —
The only guide you'll ever need!

Presented as a mix of article and video presentations, this article covers a great deal of
ground, offering a broad look at the why, how and what aspects of video marketing.

Superside.com - Blog Article

15 Types of Video Marketing To Try in 2022
By Cassandra King

The second part of this article provides a review of 15 areas you could consider incorporating
video. There are opportunities offered that you might not typically think to consider.

Wistia - Article

13 Social Media Video Tools to Help Your
Business Make Memorabhle Videos

This piece looks at what you need in the form of tools to shoot, edit, and distribute videos.
It might surprise you how mush of what you need, you already have!

Wistia - Article

15 Types of Videos
That Every Business Can Use

This article walks through a variety of uses for videos and offers video examples to illustrate
each of the 15 types discussed.

Wistia - Article

7 Types of Videos Sales Teams Can Use
to Conquer Quotas
By Nikki Carter

This article addresses sales specific applications to utilize video and includes sample videos
to illustrate each application.
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Animoto.com - Blog Article

Getting Started: The First 5 Marketing Videos You Should Make
By Megan O’Neill

This provider of a “drag and drop” video maker platform offers a look at 5 simple yet
effective places to jump into video for your publications. They offer samples created from
their platform that illustrate each application.

Premier Global Services, Inc. - Blog Article

Why HD Video Quality Matters
By Kelly S.

This piece makes a case for not overlooking the impact video quality can have on the video
experience you provide. From social media, to video conferencing and internal videos —
quality is important.

Constant Contact - Blog Article

10 Great Ideas for Video Email Marketing
By Megan Smith

This article focuses on Email applications for using video content. It looks at specific areas
you can increase the effectiveness of your emails by incorporating the power of video.

Constant Contact - Blog Article

7 Ecommerce Video Marketing Tips to Help You Sell More
By Caitland Conley

This article steps beyond email applications to address retail usage of video on websites.
This information is solid preparation for reps being true marketing consultants for their retail
customers.

Additional Resources Page - Comment Link

Let us know how you like “Additional Resources” Links

This QR code will initiate an email where we would appreciate feedback on this feature
offered in Publish the last three issues. Good or bad, let us know what you’re thinking.
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RISING STAR

PROMOTING YOUR PRODUCT —
THIS IS WHERE THE FUN BEGINS!

; i B‘_;&

CARMEN CAMPBELL,
2020 RISING STAR

n August of 2007 I began my college career.

I started out as a general business major

and after two years switched to Marketing.

In my first marketing class we were taught
the “marketing mix.” I copied the image down
on my notepad and it has stuck with me ever
since. A circle with target audience in the middle
then 4 circles around it...Product, Price, Place,
Promotion. The promotion piece of the mix
always was the hardest and most interesting. You
have your product or service you want to sell,
your price point in which you think customers
will purchase at, you have your store front or
main location, now you need to start promoting
to your targeted audience. This is where the fun ‘ ‘
begins. How will you engage with them, market,
have them remember you and not your compet-
itors? Be top of mind. Isn’t this everyone’s goal?

| think the key is

It is like a math equation that doesn’t have one to keep up with
set answer. It has a million different logarithms.

Where do you spend your dollars to get the the trend.S but
greatest return on your investment? Print, radio, also not glve up
commercials, social media, billboards... on the tried-and-

Each one is unique and everyone’s buying
habits are influenced in different ways. I think true ways.
the key is to keep up with the trends but also not One trend is
give up on the tried-and-true ways. One trend is videos
videos. With tik tok taking the world by storm, )
more and more you-tubers, live billboards, and
live streams, these are platforms to reach custom-
ers with a new level of engagement. Placing 30
second videos on your website introducing staff,
live customer review, product demonstration are
all good ways to keep engagement high and that
idea of top-of-mind awareness. The buying expe-
rience should be just that an experience. Can you
make it feel that way in print, radio social media?

Of course, you use the right words, language,
create a feeling. Then you take it one step further
and make a video and bring it to life. Isn’t that
just like reading a good book, then afterwards
going to watch the movie based on the story?
You want to read it first then watch it come to
life. Read the instructions, then watch the video
on how to do it. Having multiple strategies is
what is going to keep your business thriving and
keep customers wondering what are you going
to come up with next!? H
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THE LEADERSHIP INSTITUTE

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

ife[e

Association of Community Publishers

OVER THE LAST
15 YEARS

INDUSTRY PROFESSIONALS
HAVE PARTICIPATED

CLASS CREDITS HAVE BEEN
AWARDED

CERTIFIED ADVERTISING
EXECUTIVE CERTIFICATIONS
AWARDED BY ACP

DIFFERENT CLASS
CURRICULUMS PRESENTED
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USE THE
RIGHT TOOL

BY JIM BUSCH

‘ The play button is the most
compelling call-to-action
on the web.
—NMichael Litt

have a confession to make. I suffer from an addic-

tion. I am a tool junkie; despite the fact that I have

a large workshop packed with all sorts of hand and

power tools, I am always on the lookout for some
new gizmo to add to my toolkit. I see tools as a means
of increasing my power to maintain and recreate my
world. My dad taught me the secret to doing good work
was to always use the right tool for the job at hand.
This attitude carried over to my job, I was one of the
first reps to start carrying a pager (Yes-I am that old), to
begin using a Blackberry and a cellphone. I was always
looking for ways to upgrade my organizational and
presentation materials. I always wanted to have the best
tools for the job close at hand.

I always saw myself as a tool salesman. Hammers and
saws are tools one uses to build a house; advertising is a
tool to build a business. I want to sell my customers the
best possible tools for the job; the tools that will con-
vince the maximum number of consumers to spend their
money at his/her store. Black and Decker keep coming
out with better and better tools; our industry keeps com-
ing up with better and better ways for businesses to tell
their story to potential customers.

Video is currently the “sharpest tool in the toolbox.”
Video offers a lot of advantages to advertisers. It doesn’t
require much effort on the part of the consumer; study
after study has found that people would rather watch
a video than read an ad or a blog post. Because video
allows marketers to “show rather than tell,” it is the best
way to communicate the advantages of a product. Most
of all, video is second only to a personal sales call in its
ability to make an emotional connection with consum-
ers. A recent study conducted by the Gallup Organiza-
tion found that businesses that optimize the emotional
appeal of their marketing outperformed competitors that
didn’t by 85% in terms of overall sales growth. There
are a lot of metrics used to measure the success of an
advertising program, but only one really matters; did
it generate sales? As Michael Litt reminded us: the play
button is a powerful money maker. B



AD-LIBS

WHAT GOLF TEACHES US
ABOUT ADVERTISING

\/-

BY JOHN FOUST
GREENSBORO, NC

love golf, but I'm a terrible golfer.
I'm the only golfer I know who has
lost someone else’s golf ball. On a
best-ball round, I mistakenly hit the
wrong ball — directly into a lake.
Regardless of skill level, golf holds plen-
ty of lessons for the business of selling
and creating advertising. Let’s take a look:

1. Club selection matters. Each club
has a specific purpose. Drive with a driv-
er, hit long approach shots with a fairway
wood, chip with a wedge, putt with a
putter. In advertising, there are tactics for
different marketing situations. Image ads
are designed to build brand identities and
response ads are used to generate imme-
diate results.

2. Pre-contact is important. A golf
swing starts with lining up the shot, hav-
ing the right stance and grip, then taking
a proper backswing. Any experienced
sales person will tell you to prepare in
advance for an appointment. Learn your
prospect’s marketing objectives, study
their previous ad campaigns, and re-
search their competitors’ advertising.

3. Follow-through is equally im-
portant. A swing doesn’t end after con-
tact. And neither does a sales conversa-
tion. When you return to the office, there
are “thank you” emails, additional facts
and figures to research, and campaign
recommendations to develop.

4. Every hole has a goal. And every
ad campaign has an objective. At the com-
pletion of a particular marketing effort,
your client wants to generate x-results.
Along the way, there are interim goals,
such as weekly and monthly targets.

5. Every hole has hazards. Obstacles
are part of the game. There are bun-
kers, creeks, and out-of-bounds areas.
Some are visible from a distance, but
others seem to appear out of nowhere.

In advertising, there are sales objections,
high-maintenance clients, fickle target
markets and challenging deadlines.

6. Play it where it lies. You will
make some shots from level ground,
where the ball sits nicely on top of the
grass. But others you will have to hit
from tall weeds or sand or behind a tree.
Whatever the lie, concentrate on the goal
and choose the right club.

7. Grain and dew affect putting. The
surface of the green can be compared to
market conditions which are beyond your
control. Read and respond to those condi-
tions correctly, and you’re on the way to a
successful campaign. Read them incorrect-
ly, and the ball will veer off course.

8. Close doesn’t count. A score can’t
be counted until the ball is in the hole.
Likewise, a publication can’t build its
business on sales that are almost made.

9. Divots should be repaired. It’s
important to keep client relationships in
order. If something goes wrong — in a
conversation or in a campaign — take im-
mediate steps to put things back on track.

10.A tournament can be won by
one stroke. It’s crucial to pay attention
to details, because little things make a
difference. A sales conversation can turn
quickly on one perceptive question.

A typographical error can make or break
a marketing proposal. And one word can
determine the success of a headline. B

(c) Copyright 2022 by Jobn Foust.

All rights reserved.

Jobn Foust has conducted training pro-
grams for thousands of newspaper ad-
vertising professionals. Many ad de-
partments are using bis training videos
to save time and get quick results from
in-house training. Email for information:
Jobn@jobnfoust.com
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lwas Jortunate (2)... when | worked in
printing and publishing because | had to
learn on the job (yes, the old days, so to
speak). Desktop was “new” and there real-
ly were not a lot of classes to teach us how
to use the software...nor how to make
better ads for that matter. We learned
from each other. And along the way, we
picked up shortcuts, tips and even a few
tricks... fortunately | worked with some
pretty savvy designers.

Experimentation was key and | devel-
oped time-saving techniques that | used
many times in the creation of ads. It was
time-consuming to look for backgrounds,
but with the use of a few “rules,” | could
create almost instant backgrounds.

Paragraph format rules

I'm talking about using the “rule above”
and “rule below” function in Paragraph
formats, to create almost instant back-
grounds. | used them in QuarkXPress and
in Adobe InDesign when | switched.

This gives me greater control over the
rule lines themselves, | don’t have to group
them and | can always add additional rule
lines by hitting the “return” key. Once you
start to experiment, you will get a bet-
ter idea of how handy this instant back-
ground can be. Since | also have Affinity
Publisher, | checked to see how they work
in that program (Create Paragraph Style
> Decorations), so | will be looking into
that (I've purchased Affinity Publisher:
Beginner’s Jump Start Guide and I'll let you
know how it goes.)

The above one point rules are at 50%
black. Using the Line Tool or Rule Tool and
then using the Step and Repeat function
would also work.

However, if | decided later that | would
really rather have the lines closer togeth-
er, | would have to delete them all and
redo. Using paragraph rule capabilities, |
just select them and change the leading
applied or use the space before or space
after to adjust them while | can now actu-
ally see how they would space out (below).

[ JULY 2022
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Rules rule!

By the way, you can also use text with the
rule above or rule below function to create
charts. | used the rule below in InDesign
for all of the following samples.

WHITE  RED BLUE GREEN

ORANGE VIOLET HAZEL CYAN

MELON  YELLOW BROWN BLACK
« Rules with text to create charts

« 3-point Wavy lines used at 30%

« 5-point White Diamond lines used at 30%

+4-point Straight Hash lines used at 30%

«4-point Japanese dots used at 30%

As you see, these create a variety of back-
grounds that you control. Easily change
the width of the box; add more rules by
hitting the “return” key until your space
is filled; and change rule width and color
in one dialog box. All the samples above
were created with the “rule below” func-
tion. See what can happen by adding the
“rule above” function to the mix.

«Ruleabove: one pointstraight line at 30%
«Rulebelow: 4-point Straight Hash lines at
30%, both with the same color

L P W N N N S o )

«Rule above: 3-pointwavy line at 80%;
with an offset of .5 and color

«Rule below: 4-pointJapanese dots used
at 50% and with color as well

«Rule above: 3-pointsolid line at 40%
«Rule below: 5-point solid line at 20%

Create a background, add
a white box with a drop
shadow for an attention-

getting area, and another
rule at the top.

Something this simple can add a little
extra something to your ad, especially
small space ads because often there is not
alot of room for artwork, let alone the text
that needs to go into the ad.

Now imagine adding a colored back-
ground with the rules being white or a
lighter value of the background color to
give the ad an entirely different look. Even
if you don't use these rules as an entire
background, there are still other ways to
use them...

Evenabit of alinearrule
background can call attention
to info within the ad. Making the
type bigger does not always end
up in creating advertising that is

easier toread!

Sorry, while lwas typing that last bit above,
| got to wondering what would happen
if | used Rule Above and Rule Below and
indented one rule (in this case, it was rule
above with a left 1p5 indent). Both are
4-point wavy rules, but the rule above is at
60% and the rule below is at 30%... and |
used it for a new background below.
Create a library... and experiment!
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Community Publications Business and Service Directory

ADVERTISING SERVICES & SOLUTIONS

S O S

M=TRO

metrocreativeconnection.com

APPRAISALS & BROKERING
Newspapers
Magazines - Shoppers
Book Publishing

Confidential
Customized - Comprehensive

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

CREATIVE SERVICES

TIMES-SHAMROGK
GREATIVE SERVIGES

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

855-614-5440 WWW.TCSDIRECT.COM

CUSTOMER RELATIONSHIP MANAGEMENT

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

- ASK-CRMis tric CRM
ASK-CRM A5<cmissnempapercenric

tools to ine media selling ize your sales efforts.

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

DIGITAL SOLUTIONS FOR PUBLICATIONS

Vo
WhUtSFREE

| I

(833) WhutsFree (833) 948-8737
publishers@whutsfree.com
whutsfree.com

Direct Mail?

Turn-Key Saturation
Direct Mail Programs
agy ° Fagst ° Profitable
jeff@ultimateprintsource.com 909-947-5292 x-320
www.UltimatePrintSource.com

o}

GISUNEWONY  cyc Audits and

|_VERIFICATION | i i
VERIFICATION Readership Studies

COUNCIL

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

DIGITAL GROWTH PROGRAM

Digital Growth Program

Helping small to mid-sized
news organizations grow
their digital businesses with
free playbooks, workshops,
and interactive exercises.

Google News Initiative
gcolgnidigitalgrowth

E-COMMERCE CLASSIFIED SOLUTIONS

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

978-662-3323
WWW.GETBLUEFIN.COM

Bluefin Technology Partners

Advertising Solutions for Publishers

Your trusted source for
circulation supplies
Poly Bags - Rubber Bands

Event Bags - Bundle Rain Covers - Carrier Bags
Contact us at:
@ 800.634.0017
SUPPLIES

sales@pdisaneck.com
fax: 614-890-0467

DIGITAL MARKETING

FRESH AIR FOR DIGITAW)NG: & wem

WE DO THE SALES & OPERATIONS
HEAVY LIFTING

New digital revenue in 90-days
Proven go-to-market approach

3 to 5 x margin

Ty Spring

EDITORIAL RESOURCES

High-Quality,
Free Print & Digital Content _,

-

Food and Recipes
Lifestyle and Health B, =52
Home and Garden 4 &

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

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

www.townnews365.com
800-293-9576

Online Solutions.

TownNews

Bottom-line results.

START A BUSINESS DIRECTORY WEBSITE

ideal directories

Launch your BIG idea today!
Perfect add-on to your Wedding & Home
Improvement Special Sections
www.idealdirectories.com
From the owners of Page Flip Pro & SiteSwan

ENTERTAINMENT CONTENT
Providing its partners with free entertainment
content from our stable stable of publications,
including TV Guide, TV Weekly, Channel Guide,
HOPPER, and ReMIND magazine.

* ASK MATT

* CHEERS & JEERS

* MOVIE REVIEWS

* CELEBRITY INTERVIEWS
* BEHIND THE SCENES

* DAILY BEST BETS

* DID YOU KNOW?

* ReMIND ReWIND

MEDIA

888-584-6688 ntvbmedia.com/edge

COMMUNITY PUBLISHER NEWS

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

Publish

MAGAZINE

DIGITAL SALES TRAINING

ARK

Digital Sales Group

“Igniting digital media advertising sales!”

INCREASE YOUR DIGITAL MARKET SHARE
HANDS-ON DIGITAL SALES TRAINING

800-917-0820
info@sparkdigitalsalesgroup.com

LEGAL & PUBLICE NOTICE AUTOMATION

Your Legal Notice Experts

©

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

866-672-1600
info@legalnoticeservice.com

LEGAL
NOTICE
SERVICE

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

JULY 2022 | 29
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YOUR LISTING HERE

This Space Available

NETWORK CLASSIFIED ADS
Deliver Your Message To
Over 7,000,000 Homes

ArS

ADVERTISING
DISTRIBUTION SERVICES

Formerly the NANI and CADNET Networks

PUBLISHING SOFTWARE

X FULLY INTEGRATED X DIRECT MAIL

X EASYTO USE X COMMERCIAL BILLING
X AFFORDABLE X GENERAL ACCOUNTING
X FREE DEMO X PAYROLL

Merrimac

PLUS

603-323-5077 WWW.MERRSOFT.COM

MAILROOM CONTROL SYSTEMS

/ﬂﬂa/&/‘ﬂd )

PAID CONTENT

M[o[D|U]|

This Space Available

by MIRACOM : —
www.miracomcomputer.com

. / Publish life’s stories. i
The leader in US Newspaper : SuE

P Low-cost, turnkey solution to publishing < -

Mai I room Controls- ‘@ paid content on all platforms.
888-3069-0639 (x83) SR 379
www.miracomcomputer.com B
YOUR LISTING HERE PRINTING AND PROMOTIONAL SUPPORT

PREFERRED

Marketing Solutions
www.preferredms.com

800-270-1769

PUBLISHING SOFTWARE

@ THE NEWSPAPER MANAGER

How Publishers Profit

CRM - SALES - PRODUCTION - BILLING
INTEGRATED MARKETING

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

PUBLICATIONS PRINTING

Cummings

Publication Printers Since 1914

v MAGAZINES
v JOURNALS
v CATALOGS

800-647-0035

v GUIDEBOOKS
v HIGH QUALITY
v SHORT-RUN PUBLICATIONS

CUMMINGSPRINTING.COM

Design. Content. Ideas.
Software. Training.
[ 1]
([

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

401-455-1555
www.creativecirclemedia.com

Creative Circle
MEDIA SOLUTIONS

YOUR LISTING IN THIS SPOT

This Space Available

MEDIA SELLER SOLUTIONS
SRDS Solutions for Media Sellers

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

PRINTING - FULL SERVICE
We specialize in the art of printing!

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

Payment Processing

MSG PAYMENT SYSTEMS

msgpay.com/publishing

Trumbull
PRINTING
S R D S 205 Spring Hill Road, Trumbull, CT 06611
203.261.2548
847-375-5000 + srds.com www.trumbullprinting.com
MERCHANT CARD PROCESSING PRINTING FOR PUBLISHERS

WE PRINT FOR PUBLISHERS.

DIRECT MAIL - MAGNET MAILERS
AUTO DEALER MAILERS

Contact us today!
HELMERZ 715:273.4601 - 800.533.1635

PRINTING:

info@helmerprinting.com
www.helmerprinting.com

SOFTWARE SYSTEMS FOR PUBLISHERS

FANE BIAIIND
§ Company Details

that Cares About the

7':\wé everything

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

303-791-3301
FakeBrains.com

SOFTWARE SYSTEMS FOR PUBLISHERS

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.”

SES

SPECIAL SECTIONS DONE RIGHT

Publication Printerscon $

Nate Sanders Jeff Martoz
303-944-5699 303-435-9161
pubprinters.com

Your Go-To Guide for Community Publication Business and Service Support
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Are you taking full advantage
of all your acp member benefits?

Here are just a —
few to consider... e S e

the On Demand Training Center provides

a great way to train incoming sales hires
in the basic process of publication
advertising sales right in the
convenience of your own office.
INDUSTRY
CONFERENCES AND

LEADERSHIP SUMMITS

These in-person ACP events are “The”

NETWORKING
OPPORTUNITIES

networking, educational and social ACP serves the industry by acting

events of any year. They can include as a facilitator to connect members.
speakers, training, the industry’s Whether it's advice, answers to
largest trade show and are sure to questions or sharing ideas, let us

include plenty of networking, idea help connect you!
sharing, and much more.

Association of
CIRCULATION C°"‘b’F”I:‘”Y
AUDITS Publishers
Circulation audits bring M E M B E R
credibility to community
publication circulation and
provide an accurate picture

of a publications readership
and verified market penetration. B E N E F I TS
THE LEADERSHIP
INSTITUTE (TLI)

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

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

RISING STARS
. PROGRAM
\W This program is designed to honor
young individuals who are emerging
leaders in the community publishing
industry. It offers specialized training
and benefits to those selected.

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

ON DEMAND
TRAINING

CENTER E

ACP’s newest member S—
benefit - online training
for media professionals
that is extensive, effective
and available 24/7 to
meet everyone’s training
schedule.

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

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

“Back To School” Dates Announced!
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Two Sessions Each Day - 60 Minutes Each

Friday - Sept. 9, 12:00 PM EDT - Management Session
1:15 PM EDT - Editorial Session
Thursday - Sept. 15, 12:00 PM EDT - Sales Session
1:15 PM EDT - Graphics Session
Wednesday - Sept. 21, 12:00 PM EDT - Management Session
1:15 PM EDT - Sales Session
Tuesday - Sept. 27, 12:00 PM EDT - Graphics Session
1:15 PM EDT - Editorial Session
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