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COMMUNITY PAPERS OF MICHIGAN

| will attempt to provide a summation of many
of my previous columns as it relates to building
atruly local DNA. Let me start this with a quote
by General Shinseki, he said, “If you don't like
change, you are going to enjoy irrelevance
even less”. Building a local DNA or mindset
is critical if your local community is to thrive
in the future. When we ask people, what does
truly local mean, we get varied responses,
but most will link it to shopping local. While
shopping local is certainly a big component of
being truly local, | would suggest being truly
local is much more than just shopping local.
In fact, the shopping component only makes
up 10-20% of the truly local DNA needed in a
community to become an economic force from
which the community can prosper and grow.

That said, let's briefly discuss shopping. Yes,
shopping local is a big part of the truly local
DNA but understand not all shopping local is
created equal. When one shops at a locally-
owned and operated business, it will have
between 3-7X the local impact rather than
shopping at out of town or online businesses.
The compounding impact of each dollar spent,
the reinvestment of local profits, and so forth
are what add value to the equation. We must
understand that utilizing our locally-owned
and operated businesses has the ability to
impact your economy greater than most will
ever imagine.

Not all economic development has the same
impact on your community. There are certain
types of economic development that not only
return a far greater ROI, but will spur outside
and private investment dollars at a much higher
rate than any other economic investment. One
great example of this is money invested in your
downtown returns or offers a 30% greater
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nOt Wq” Si'l'eei' - by John Newby
What Is Truly Local DNA?

return on the investment (ROI) than elsewhere
in the community.

Do we contemplate and understand the
devastating impact when a community loses
its communication and/or media base? It is
imperative your community has an ambassador
to the outside world. Without it, who tells
the community story and promotes your
community? A recent Notre Dame study shows
that where the local media has left or gone
out of business, the cost of local government
grows in excess of 30% over five years. Not
only that, but when communities become what
is referred to as news deserts (those without
a media voice), their business base becomes
less vibrant, fewer people will vote, and civic
involvement dwindles. Building a truly local
DNA within a community requires an effective
communication network.

Another element of being truly local is
understanding and  promoting  tourism.
Regardless of whether you have a small or
large tourism base, there are simple ways you
must double down on this base. Nearly every
community can create some sort of tourism
draw. Those with ample tourism can grow that
substantially with these simple tactics and
strategies.

Most city and community governments will
agree that a truly local mentality is critical
to their growth and future. However, do you
understand that most governments, while
with the best intentions, have changeable
laws, regulations and procedures that actually
harm their own efforts? Your local leaders can
stimulate a truly local community through
the proper and fair use of ordinances and
so forth. They can encourage new events
their community can employ and that raises

hundreds of thousands, if not millions of new
dollars circulating through their community
without anyone having to spend a nickel more
than they do now.

Being truly local can spur local job growth?
Being truly local can provide greater
opportunities for younger generations to
remain at home. Being truly local will spur local
innovation and entrepreneurship. Being truly
local will enhance the quality of life throughout
the entire community.

It doesn't end there. We intuitively understand
that arts, music, and entertainment are vital
to a truly local mentality. That being the case,
it would behoove local communities to utilize
these valuable resources in their quest for a
truly local community. When communities find
ways to highlight these community assets, they
will find that residents take greater pride in
their community and everything it has to offer
In addition, being truly local involves vision,
leadership, and excitement.  Communities
must change. Employing the same traditional
strategies only spell doom. With the influx of
non-locally owned businesses, communities
that don't utilize new techniques to thrive will
fail. Becoming a truly local community and
instilling the truly local DNA throughout the
community is vital for you to not just survive,
but thrive well into the future.

John Newby is a nationally recognized
Columnist, Publisher, Community, Business,
Media, Strategic Consultant & Speaker. His
“Building Main Street, not Wall Street,” column
is enjoyed by 60+ communities around the
country. As founder of Truly-Local, he assists
community and business leaders in building
synergies that create vibrant communities. He
can be reached at: info@Truly-Localllc.com
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As we welcome the new year in just a few
short weeks, CPM is pleased to announce
a series of WHY BUY LOCAL messages we
encourage you to feature throughout 2023.
These messages were produced by John
Newby, who is an expert on what it takes
for small communities to remain relevant
and prosperous.

| will send all messages and creative files to
our members soon to feature however you
would like. There are a total of 13 messages,
so you could select one to feature each
month and perhaps keep running these

Y BUY
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on a rotation. We all need fresh (house/
promo ads) and these will benefit the entire
community!

We suggest that you feature the messages
within our Michigan map as shown below,
to provide a branded message for all CPM-
member publications to feature, however
you are free to use a map of the county your
publication(s) serve, or even your company's
coverage map. The important thing is to
feature these positive local messages often.

We also encourage you to include your

Put Your

$58%

Where Your
B is!

More Jobs & Opportunity!
Locally owned businesses

employ more locals per-dollar
of revenue, that utilize a wide
variety of goods and services.

This provides great opportunities
for local entrepreneurs to grow

and prosper.

Community Publications,
we're all about LOCAL!

logo and feature Chamber of Commerce
logos from the communities you reach with
these messages. If you work with multiple
Chambers, rotate so each are represented.

These messages featured within your
publications further underscore your roll as
the primary cheerleader of your community.

Here's to celebrating all things local in the

New Year and beyond.

Happy Holidays!
Jack Guza
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Fenton, MiI

Imagine if you gave someone a gift this
holiday season that was never opened
or used. You rightfully wouldn’t be hap-

py; | expect.

Yet, more than 5% of all gift cards pur-
chased are never redeemed, and that
adds up to BIG money.

EXPERTS SAY we bought nearly $160
billion in gift cards in the 2020 year.
They seem to be the perfect present,
since cards let the recipient choose his
or her favorite item, size, style or color.

Gift cards are easy to handle, too, and
can even be mailed, since so many of
our family and friends live further away
than in past generations. And they
work great for either in-store or online
shopping.

But, 5% of that $160 billion figure that
might go unused is a whopping $8 bil-
lion that’s never spent! Others say that
figure is more like 2% unused, since all
these types of figures are estimates.

OF COURSE, mistakes can and do
happen. Some people misplace or lose
all kinds of gifts, especially gift cards,
since they’re relatively small. Others
might not have that particular store

in their neighborhood, so some cards
never get used.

Some busy folks just forget about
them, after the holidays are over. A
recent survey said 75% of people (68%
of men, 81% of women) always use the
gift cards they receive. But the other
19% admit they sometimes forget to
use those cards. That can really add

up!

SINCE 2005, more than $45 billion in
unused gift card balances have been
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The holiday gift
that never gives

floating around, experts say. Now,
many stores and the government have
been tightening up gift card policies, so
that number today is “only” about $2
billion unused annually, which is down
from past years.

Most business owners love gift cards,
because they essentially give stores
an interest-free loan. You spend mon-
ey to buy a card in November, give it

in December, and the recipient might
use it in January or later. The store has
gotten interest-free use of those funds
for three or more months, and maybe
longer.

PLUS, STORES that redeem gift cards
do so at their wholesale cost, while the

customer pays retail price. And, stores
realize two of every three customers
who redeem cards will usually spend
nearly 40% more than the gift card’s
value. Many recipients see the cards
as “free money,” so they’re willing to
spend a little more as they redeem
them.

Yet gift card sales continue to climb by
nearly 8% each year. One way you can

STEAM

STEAM }

tell is by how many different business-
es are offering them today, versus

past years. More and more stores are
offering gift cards at discounted prices,
such as “buy $100 in gift cards and get
an extra $20 in bonus cards.”

Admittedly, gift cards ARE convenient
and they ARE easy to use. They’re fun
to receive, too, especially if you are in a
hurry or aren’t certain about the giftee’s
favorite sizes. And, remember — many
folks think they’re “free money.”

BEST ADVICE from experts is to take
good care of gift cards you receive, ob-
viously. And, we’re advised to use them
sooner rather than later. Giving cash
may be safer at Christmas or birthday
times, but most people actually prefer
gift cards over the green stuff.

Now, where did | put those gift cards |
got last Christmas????

Mark worked at papers in Saginaw, Port Huron and
the Thumb Area, plus served on the CPM Board.

He and wife Sally even worked for The Walt Disney
Company. He also opened and ran a successful
restaurant for 17 years. He still does social media
work from Fenton, Mich. MarkWRummel @gmail.com
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Kevin's To-Do List for 2023

Tips to get a good start to the new year

by Kevin Slimp

There’s no better time than the
first of the year to take steps to im-
prove your newspaper. I visit several
newspapers each month, both online
and in-person, offering advice on
ways to increase readership and ad
revenue. It’s becoming more common
for me to work with everyone from
the publisher to the front desk person
when I visit a newspaper.

As we get set to begin 2023, here are
some steps I often recommend when
visiting with community papers:

Advertising Reps:

Create a master chart to track your
calls to customers. Be sure to include
columns for “in-person,” “phone,”
“text,” and “email” calls. Look over
your calls with your ad manager or
publisher at the end of each week. I’'ve
found this is a straightforward method
for increasing the number of calls,
guaranteeing an increase in ad reve-
nue. It is also an excellent reminder to
make more in-person calls rather than
relying too much on email or other
contact methods.

Designers:

Keep abreast of Pantone’s list of
popular colors. The list changes each
year, and using the right color is a
good way to increase the effectiveness
of an ad. Also, keep an eye on popular
font styles. Especially in ad design,
these change about as often as cloth-
ing styles.

Editors:

Make it a habit to meet with report-
ers and designers to discuss ways to
improve the content and design of
your newspaper. Do you want to in-
crease readership? The quickest way I
know of is to improve the content and
look of your newspaper.

Front Desk:

I don’t know why it surprises me
that most newspapers I visit still have

friendly faces welcoming folks into the
building. I guess my surprise comes
from the disappearance of helpers

in department stores and other busi-
nesses. More often than not, the front
desk staff is in charge of calls for
classifieds and contacting customers
with expired subscriptions. I used to
wonder how I would fill an hour with
the front desk staff at a newspaper, but
it never fails that we spend more time
than scheduled to discuss the layout of
the classifieds, methods for increasing
classified ad sales, retaining subscrib-
ers, and more. As we enter a new year,
I suggest not overlooking the folks who
take calls for classifieds and ensuring
that your methods are as efficient as
possible to increase classified sales
and retain subscribers.

Press Staff:

Most newspapers don’t have press-
es anymore, but I visit many papers
that have presses. When I was young-
er, I noticed the folks who run presses
were often wary when I showed up.

I soon learned the words, “What can

I do to make your job better?” led

to conversations that improved the
printing quality of their papers. Don’t
overlook the press staff if you have a
press at your paper. Take time to ask
what you can do to make their work
go more smoothly and improve the
paper’s quality.

Publishers:

The most successful papers I've
worked with in 2022 — and there have
been a lot of them — have publishers
that are “hands-on” in the daily opera-
tion of the newspaper. Years ago, a
young editor called me panicked when
she had been offered the publisher’s
position at a nearby daily paper. “What
does a publisher do?” she asked. “It’s
simple,” I replied. “Either nothing...
or everything.” Successful papers have
publishers who are involved in the
paper and the community.

Reporters:

Seasoned reporters know that the
“hook” makes or breaks a story. Those
first few words invite the reader into
the story or tell them to look else-
where. Be sure to hook your readers

DAILY SALES CALLS

Date ¥ / Ad Rep/Salesperson

Follow up items from today’s sales calls:

One way to increase effective sales
calls is to keep a daily log of all calls,
tracking how they were made (in-per-
son, phone, text, email, or other).

with the first paragraph of every story.
It might seem like nothing happened
in the school board meeting that
excites the reader. If there’s not, skip
the story and write something that will
interest your readers.

Newspaper staffs come in all sizes.
Some newspapers I visit have staff
persons who oversee technology,
accounting, and other areas. Other
papers might have just three or four
persons on staff. No matter the size
of your team, my best advice is to
involve everyone in finding ways to
improve every aspect of your newspa-
per. Although I appreciate the work,
you don’t always have to bring in an
“expert” to make significant improve-
ments to your paper.

Contact Kevin at:
kevin@kevinslimp.com
newspaperacademy.com
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Like death and taxes,
one thing mailers can

count on from the Postal
Service in 2023 is the

likelihood that mailers will
see two price changes.

The first change will take place in January, and
already was filed for approval with the Postal
Regulatory Commission. For publishers that
use saturation mail for their free papers, the
rate increase was less than the average USPS
rate increase of 4.2%. For publishers that
are bringing their saturation mail directly to
the DDU, the increase was 2.3% for mail that
qualifies for the five digit container discount.
For publishers that have been using detached
marketing labels with their pieces, another
steep increase was included. The DML went up

a full cent, to be 9 cents a card.

Next year's midyear increase is likely to be
announced in April, for a July implementation
date. The midyear increase will include a
combination of the previous six months
cost of living (CPI) increase, along with any
increase relating to “lost density”. The current
rules for ratemaking allow the Postal Service
to increase prices when it demonstrates a
reduction in mail volume. With election mail
volumes, and the cost savings the USPS saw
through passage of postal reform, we would
hope the density adder authority is minimal.

The fall filing did include promotions for
2023. The Postal Service eliminated its
Mobile Shopping Promotion as a separate
promotion, combining it with the Emerging
and Advanced Technology promotion. That
promotion will run for seven months from
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By Donna Hanbery, Executive Director SMC

May 1 until November 30. There is a tiered
discount for this promotion, which is driven
by the complexity of the technology employed.
The promotion can be increased to as great as
3 or 4% depending on the complexity of the
technology used.

Another promotion that marketing mailers
can seek to qualify for is the Tactile, Sensory
and Interactive (TSI) Engagement promotion.
This promotion runs from February 1 until
July 31. The potential discount is as great as
5%. Historically, saturation mailers have not
found it cost effective or technically feasible
to print and produce pieces that qualified
for this promotion. But the higher discount,
combined with new qualifying techniques like
applying a scent to the outside of the mail
piece, could make this promotion technology
worth exploring. SMC is grateful for the work
of some of our steering committee members,
and ACP members and industry leaders, for
sharing promotion copy and technology that
were developed and shared with the free
paper industry with our members. The final
details on promotion requirements should
be available on the Postal Service's website,
Postal Pro, before the end of the year and after
the Postal Regulatory Commission approves
the October price filing.

On the “pray and be positive” front, SMC
has been advocating for the Postal Service
to create a new product and shared mail
postal rate design for saturation shared
mail (Marriage Mail pieces) that are lighter
weight. For decades, | have been meeting with
representatives of the Postal Service, along
with SMC members and free paper publishers
in sessions at annual association conferences,
to talk about the challenges of the shared mail
industry. Free paper publishers, like coupon

WHAT TO EXPECT FROM
THE USPS IN 2023

Prayers — Predictions and Promotions

magazines and envelopes, and shared mailers,
work to attract multiple advertisers to be in a
mailing piece that the mailer prints, prepares,
and sends to the Postal Service on a stated
frequency. With postal rates and printing costs
soaring, mailers with lighter weight pieces
have struggled to make enough money to
stay in the mail. We have repeatedly told
the Postal Service that it could attract and
retain volumes and revenue, including many
free papers that have developed their own
delivery forces, or have switched to demand
or digital advertising, if they offered a lower
rate for saturation shared mail/Marriage Mail
products.

The Postal Service is always afraid that any deal
it gives to one mailer, will result in everyone
taking advantage and the Postal Service losing
money. They are suspect of any discount that
helps retain or attract mail as potentially giving
away money the Postal Service would get
“anyhow". We have been making the case,
and many of you have helped provide me with
statistics, to show how mailers of lightweight
pieces have had to leave the mail, or convert
portions of their market to alternate delivery. In
addition to cutting frequency, zones, or pulling
out of the mail altogether, we have shown that
advertisers are reducing page count, circulars
are harder to come by, and that packages
weights have generally declined across the
full spectrum of shared mailing whether free
papers, shared mail packages, or coupons.

The idea | have been presenting, that now
seems to be gaining traction and interest with
the Postal Service, would be a lower, different
rate, for qualified “Marriage Mailers” that can
show the following:

A published and stated frequency at least ten
times a year. (Cont. on pg. 7)
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(Continued from pg. 6)

The Postal Service does not want mail service
providers, or consolidators, to simply combine
solo mailings together, and get a better deal. A
true marriage mailer, like a genuine free paper
publisher, is actively selling businesses to buy
ads on ROP space, in the paper, or submitting
an insert, to the paper. To qualify, a minimum
number of advertisers would have to be in the
marriage mail piece.

COMMUNITY PAPERS OF MICHIGAN

| have always stressed that the Postal Service
must “do no harm”. Although we need and
want a lower rate for lighter weight pieces, the
Postal Service cannot do this at the expense
of other mailers or heavier shared mail pieces.
Any heavier shared mail piece or paper, would
have to have the same rates it would have
under the current rate structure. | have been
educating the right people at the Postal Service
that shared mail programs have a spectrum
of advertisers and weight profiles often very

INFORMER - DECEMBER 2022

across any mailing. Some areas are “heavier”,
and make more money. Some frequencies are
also challenging. The incentive for the Postal
Service to lower the rate, and change the
rate design for lighter weight pieces has to
be keeping profitable, high contribution, and
consumer valued marriage mail programs in
the mail, and encourage them to grow. The
USPS can't lower rates for lighter pieces at the
expense or disadvantage of heavier Marriage
mail pieces.

MERRY GHRISTMAS

To owr valued wmenmbers,

We sincerely appreciate the opportunity to work with

bUJ.D‘ D] EUJEDDJB@?V]
you throughout the year. Wishing you all the best this Wé@%éﬁ‘]
Holiday Season and continued success in 2023.

ClW s Board of Directors - Jack and Dane
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Motivational speaker and
author Zig Ziglar used to ask,
“Are you a meaningful specific
or a wandering generality?”

He related his comment to

a number of areas: long and
short-term goal setting, day-to-
day activities, and dealings with
family members, coworkers and
customers.

On closer examination, it's easy to see that
his words could apply to just about any area
of life or profession. Even advertising.

Why should we aim for “good” results for
advertisers, when it's much better to strive
for x-percent increase in sales for their
businesses? Why should salespeople accept
vague answers to key questions, when it's
more useful to structure questions to get
specifics? And why should we tell someone
they did “nice work,” when it would mean
a lot more to them to hear specific reasons
why they did well? (Besides making them feel
good, that kind of sincere praise encourages
them to repeat the same successful behavior.)

It's easy to be vague. It's challenging to think —
and communicate — in specifics. Yes, specifics
are meaningful and generalities wander all
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over the place, without much significance at
all. Generalities have no sticking power.

Let's take a look at two areas that have a
particular need for specificity:

1. Sales presentations. It's natural to open
a sales conversation with a general question
like, “How's business?” The answer is usually
a mundane “fine” or “could always be
better.” The person asking the questions is in
position to steer the dialogue, so it's up to the
salesperson to transition away from vague
back-and-forth generalities. Get specifics by
asking for specifics.

For example, “It's great to hear that business
is fine. What's creating those results?” Or, “I
understand wanting business to be better.
What kinds of things do you think would
help?”

See what's happening? This type of response
can move the discussion into areas that give
the salesperson something to work with.

2. Ad copy. Every salesperson should have
antennae for good and bad copywriting.
When an advertiser wants to say “save big”
or “large residential lots,” alarms should go
off. Neither “save big" nor “large residential
lots” says anything of value to readers. Exactly
how much can people save when they save

Ad - Libs

The Power of
Being Specific

BY JOHN FOUST

big? And just how large is a large lot? We'll
never know unless the ads tell us.

Think of sports. Wouldn't football fans rather
know that their team won 33-32 than by “a
narrow margin?” Isn't a headline like “Jones
hits three home runs to set conference
record” more descriptive than “Jones has
great game?”

Look for the specifics in these product
statements: Save up to $300 on your new
refrigerator. Reduce your heating and cooling
costs by as much as 20 percent. Each home
in Lakeside Village will be built on a one-acre
lot. Place your order by this weekend and get
free delivery and installation.

Vague generality or meaningful specific?
When it comes to advertising, this can make
the difference between a marketing campaign
that works and one that falls flat.

(c) Copyright 2022 by John Foust. All rights
reserved.

John Foust has conducted training programs
for thousands of newspaper advertising
professionals. Many ad departments are
using his training videos to save time and get
quick results from in-house training. E-mail
for information: john@johnfoust.com
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While it was always a bit of fun to do holiday ads, | have to admit that
I really looked forward to the Christmas section that we published.
The major challenge was to come up with umque and memorable...

&ei

Once again, we have come to the end of another year. That means there are
lots of holiday ads and a chance to use current artwork and typefaces that
have more of afestive flair. | looked forward to the Christmas Special Section
to showcase a number of our customer’s businesses. ... because | was fortu-
nate to oversee and develop the section.

One way for us to get a head start on the section was to designate the top
half of the page to articles regarding the holiday. | have shown examples
from a past Christmas section to give you an idea of what could be done.
This process allowed us to put together a number of theme articles and fillin
with advertising as the sales staff collected the information. Most of the time
they sold a half, quarter or eighth of a page... and yes there were irregular
sizes, but we handled those on an individual basis.

The articles were done mostly in black and white, because we were never
sure where the color would land, but again, this was an easy fix because we
could always go back and add color to the headline or art.

White space doesn’t have to be boring

| worked with mostly a six-column by 8-inch deep area but that did not

mean | needed to have a “window pane” look to the story area. These story :

areas are at 35% of the original size.

I still see articles that follow this process— the stories are on the top of the
page, but the heading runs across all the columns and the text is neatly lined
up in six-columns next to each other. Change it up! You don’t even have to
start at the top of your columns. Re-evaluate the area you have to work with.

Make sure the artwork is an integral part of the design. Sometimes | cre-
ated my own “grid system” as well, but don't tell anyone. None of the text
spans the width of the article. That is for both readability purposes and to
help incorporate the artwork into the ad.

White space is your friend and each of these examples shows that by
using the “white space” wisely, you can add more interesting ways to
include a variety of stories. Even the headings are different, but they don't
compete because there is art or text that creates a boundary and there is
continuity with the stories throughout the section.

A majority of our stories came from the Metro Newspaper Service, but
that didn’t mean | had to use them as is. At times | edited to fit the space and
as you can see it breaks up the page making it easier to read.

Type and artwork
In these examples, | usually paired a light typeface heading with a bold type-

face heading on the same page— two reasons— to show that the stories ¢

are different and to add contrast. You could just pick one typeface, but | had
anumber of short articles and | wanted to give them their own “identity.”

I also used fairly simple artwork so that | could use it larger and to sup-
port the information in the stories. Rather than using someone stringing
tree lights, | just showed a string of tree lights. The Partridge in a Pear Tree
artwork also summed up the “The 12 Days of Christmas” info

and using a text wrap, it also gave a more dynamic look to the
stories presented.

| used a star on a radial background to create unity and

continuity on the pages— and throughout the section—
there are a lot of options to break up space! Use them!
These special section pages allowed us to “think dif-
ferent” and by creating the pages ahead of time we were
able to develop an over-all interest on the page while we still
high-lighted the businesses that advertised.

If you do use color in the stories, use with a bit of discre-

tion because the idea is for the advertiser's message to take

precedent. 04 E m
gayamg/almfay/m youw all!
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Ad Talk

).'( with Ellen Hanrahan

Iwas a student, an art teacher, a
graphic designer, and now a life-
long learner. For info, PDFs

of articles, or have ideas or
comments, e-mail:
hanrahan.In@att.net

Ellen Hanrahan ©12/2022
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. Simiar e aspooltha o saving tips:
. v ; nmany o +Shop during off peak times —first
. thing in the morning and at the
. A beginning of the week, on Monday
. o orTuesday.
. + Wear comfortable clothing and
. e comfortable shoes. The more
. comfortable youare,the happier
M e o youwillbe.
. the afety sandards and have b +Keep shopping tripsto 3 hours
o spe or less. Long shopping sprees lead to
o ot Brokencr cracked socets fayecwies orkoose o) Impulse buyingand frustration.
. selights should be thiow ko.ifa / Q i icis heavi Planyour
. / _ L Dzl
. N \ lnnspornuonlDyouvshDDPlnqdesunallon
.
. You hava to buy, the lss shopping you have to do. It not
o o 1 quantity—it's quality.
3 av / +If you see a gift, buy it — no matter what time of year itis. It
. &
° P sametime. - MetoNewspaper Service
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: The 12 Days of Clnistimas
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3 sk most pwp&-,u uamﬂw “12 of Cluvistinas” e youll find a significant
: number of people who ly name most, if ot al, 12 Verses, A frequently played Ch it's been heard by nearly
. everyone,once s mm times Bt though many of s can quote thelyrics ple are lkely o know the
o meaning behind the 12 days.
. o begin of Chrsmas have t o it th diferences nhe oy res celebrate the bith of
: u hen those in the Westemn

Q ’\ - misphe te Christmas), it actually rf . gofthe
.
. §‘\ = Epiphany 6.The pwphanv also k it Christmas is recoghized asthe day the Three Magi
. v wih it for By e
. Asforeach t cach gift symboliz n each git dates back to
: the times when Catholics were not allowed to openly or even privat m s\sh cate their religion in England, Therefore, as a
. means o bot thei religious bellefs o their children, gan singing “The 12 Days of
. Chstmas” with eachgift bearing some relgious signifcance.
. Aecaing o Caoic e, Catholics with n g tothe orgins,
. disues regarding thei faith the songs of thellove between Catholcs and God, with ‘my
: e love" referring to God and ‘me” being all ) baptized Catholics. The rest of the song, Catholic
. fistory suggess, can be interprete

,

o g Tree ht Maids A-milking the cight BeatitLdes
: = Jesus Christ, the son of God £ NineLadiesDancing the nine fruits
. N TwoTurtle Doves 4 ofthe Holy Spiri
: theO estament ds A-Leaping the Ten
. Comme
. the thealogicalvituesofFaih Hope Eleven Pipers Piping the 11 fathful
. and Charity aposties (ocluding Jucks)
. Four Calling Birds e four Gospels Twelve Drummers Drumming the 12
° 3 | Five Golden Rings the points of doctrine in the Apostle’s Creed
. i
. A hich deal . But,for those who prefer to continue looking
. M SixGoese Adaying thesxaysofcreaion 2% 1he 50n9 35 usta quirky holcay i, enjoy
. . P your rousing chorus of Five Golden Rings”
. Seven Swans A-swimming
N the seven Sacraments ~=—Metro Newspaper Service
.
.
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