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Joanne is an ad manager with a common-sense
approach to managing her team and their goals.
She believes in communication — not micro-
management — but real communication on how
things are going.

“For years,” she told me, “I often found out at
the eleventh hour that something wasn't going
as planned. A crucial email wasn't sent in time, a
proposal was held up by research delays, or an ad
deadline wasn't met. Now, those things can happen
to even the best members of an ad team at the best
of publications. But it puts everyone in an awkward
position and threatens to damage our credibility.

“So, I started relying on a little saying that | heard
a long time ago: ‘Say what you're going to do. Then
do it, or renegotiate.” It has become a catchphrase
around the office.

Start out with a realistic
commitment, by saying
what you're going to do,
whether it’s to email certain
information to an advertiser
by the end of the week,
submit a proposal by next
Tuesday, or have an ad ready
to run by this afternoon.

Then do what you committed to do — on time.
It sounds simple, but some salespeople get so
excited about a sale that they have a tendency to
overpromise. That's where they can get into trouble
by thinking they can double their effort and get
things done on schedule. The result is often a
missed deadline or sloppy proofreading.

“That's why renegotiating is so important,” Joanne
said. “As soon as they know things aren't going as
promised, it's best to go back to the other person
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and say something like, ‘'m sorry the proposal
| promised by next Tuesday has been delayed. |
wanted to tell you as soon as | found out, because
you have a right to know exactly what's going on.
Let's talk about some alternatives. Could later next
week possibly work for you? That will allow us to
gather more complete demagraphic information
and give you a better view of your target audience.”
Notice how the statement ends with a benefit to the
other person.

“As a manager,” Joanne explained, “this approach
helps me stay up to speed with what is happening
with our advertising department. Plus, it shows
the team that this kind of situation does not mean
failure. It's just a speedbump along the way. This is
much better than waiting until the last minute to tell
me, their advertiser or their coworkers.”

There’s a big lesson in Joanne's philosophy.
Transparency is a key principle of business

Ad - Libs

BY JOHN FOUST

Say It and Do It, or Renegotiate

communication. The word itself indicates “seeing
through,” such as a window allows us to see what's
on the other side. When we are transparent with
other people, we eliminate the window shades of
pride and embarrassment which tempt us to wait
“one more day” before sharing what we fear could
be interpreted as bad news.

While bad news is not happy news, this technique
can help keep the lines of communication — and
customer relations — open.

(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. Email for information: john@johnfoust.

com
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Reasons Some Papers Grow

It’s not luck. There are definite correlations among growing papers.

N
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@‘ﬁ‘ by Kevin Slimp
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I'm going to let you in on
a little secret. I don’t plan
these columns in advance.
Most months, I receive
an email from newspaper
industry executive Jack
Guza reminding me that
my column is due in a day
or two. Jack’s messages
generally prompt me to
take a seat in my upstairs
writer’s lair to pen a few
words, typically about 800,
concerning the current state
of newspapers. After 25

years of writing this column,

I’ve found that my most
popular tend to be columns
written just before deadline.
And like most writers, I'll
use any excuse to delay the
inevitable.
It’s early January, and
as I drove home tonight
after spending the day
with a newspaper staff in
Tennessee, it dawned on
me that I have a lot to say to
my readers as we begin this
new year. Possibly inspired
by today’s group, as well as
several interactions I've had
with publishers in recent
weeks, I’d like to share some
thoughts about where I see
community newspapers
heading as we begin 2023.
Inoted a few months
back that my schedule
has become surprisingly
busy. Most everyone in
the newspaper consulting
work that I know noticed
a serious drop in requests
for help beginning a few
years ago. Several stopped
working with newspapers
altogether and moved
into consulting with other
industries. I wasn’t immune.

Newspapers requesting my
help took a serious dip three
or four years ago. I used
the opportunity to begin a
couple of new businesses —
using much of the advice I
had been giving others for
the past 30 years — which
have turned out to be quite
successful, figuring my days
working with newspapers
were near an end.

Then came 2022. I can’t
explain why, but the
phone - and inbox - began
ringing...a lot. I was busier
than ever in 2022 — advising
papers, redesigning papers,
leading webinars, and
fulfilling other requests. I
hired additional staff to help
with my other businesses
to free up time to take
advantage of the work
offered by newspapers. My
calendar in 2023 has just a
few free days remaining. I'm
busier than ever.

Which begs the question:
“What is going on?”

I can only make an
educated guess, but
I'm sensing undeniable
correlations as I hear from
and visit publishers these
days. I'm learning that many
locally owned community
papers had an excellent year
in 2022, prompting them to
reinvest in growing their
papers. Unlike in prior years,
I hear from papers with
increasing readership and
advertising revenue.

Luck? Maybe a little. But
most of what’s happening
at these papers can’t be
attributed to chance. Here
are some of the correlations
I'm seeing in growing
community papers:

¢ Growing papers invest
in their communities.
Locally owned papers have
an undeniable stake in
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their communities, causing
them to invest more heavily
in those areas.

Growing papers invest
in their staff. In my
experience, it’s rare to see
staff cuts at successful
papers. We've all heard
the saying, “You can’t cut
your way to growth.” I've
certainly found this true
in my businesses and the
newspapers I've worked
with over the years.
Growing papers train and
reward their staff, creating
better newspapers.
Growing newspapers
create additional
revenue by creating
income through related
products, not “get rich
quick” schemes. Papers
I’ve worked with that
experience growth

tend to generate niche
publications, quality
special sections, and other
products that fit the work
they’ve been doing for
decades.

Growing papers
maintain a quality
online presence while
understanding most of
their income will come
from print products for
the foreseeable future.
Planning for the long term
doesn’t mean giving up on
the successes of the past.
Growing papers have
management and staff
that work together

as teams. Reporting to
“unknown” voices in

@ )

WORK MAKE
TOGETHER CUSTOMERS

AS TEAMS REEL®
IMPORTANT

far-away cities leads to
disjointed staff, often
competing against each
other instead of working
together toward a common
goal.

¢ Growing newspapers
make their customers
feel important. While
visiting with circulation
staff at newspapers, 1
often suggest writing
personal notes on each
resubscription notice
that goes out. It’s just one
of many ways we make
readers feel important.

I could go on, but I'm
guessing you get the idea.
There are a lot of community
papers doing well right now.
Sometimes I feel a little
overwhelmed by the requests
but feel very fortunate at the
same time. My 2023 calendar
includes consultations,
redesigns, staff training
events, and more. I've had to
cut back on my convention
speaking to keep up with
all the requests. Most of
the publishers who call me
don’t need my help for their
papers to be successful.
They’re already successful.
And that may be the ultimate
clue to what is happening at
these newspapers. Growing
papers tend to invest in their
communities and staff to
succeed long-term, not just
produce quick income in the
short term.

My work today is done.
811 words.
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A New Year... and I still have last year’s challenges—but
that’s another story. Last month | said | liked doing the
“Special Sections,” but | also liked...

Al
7N

Happy New Year, but we are close to February and | wanted to share
this promotion—one of many | learned at an IFPA conference many
year’s ago (mid-late 90s,). These conferences were a great place to pick
up ideas on various promotions as well as ideas pertaining to sales,
production, distribution, management as well as being a source for
the latest in technology and the exchange of experiences.

By the way, this promotion can be used easily with a change of
themes: flowers for Mother’s Day, ties for Father’s Day, ghosts for
Halloween, snowflakes for winter/Christmas, ... you get the idea.

Our Cupids are on the Loose!

We would start the promotion a couple of weeks before with the
story that our “Crazy Cupids”
were on the loose and that we
needed the reader’s help in
getting them back. A sample
of the full-page that ran prior
to Valentine’s Day can be seen
in the far right column.

We set up a display in our
office, with the appropriate
romantic theme, and the priz-
es that were available. Back
then, we had a drop-off box
at our offices, or readers could
mail or fax their entries before
the deadline (delivery meth- 003 o
od has changed!) However, Cfazgl cupl
reader response was amazing 3
(the number of entries varied : < R
throughout the years, but we l“ne
had gotten more than 950
entries in some years.

Keeping with the romance
theme, we had dinners, flow-
ers, candy, etc., as our prizes.

The winners (with the cor-
rect answers) were placed in
a drawing (in fairness, a per-

baaackkk-

Watch for Crazy Cupid Contest in the January 30th
Booster! Find the Cupids hidden throughout the Booster
to win Valentine prizes including a get-away stay
at the Americlnn, Hartford.

SCHAUER CENTER TICKETS
CHAPTER 6 MUSIC & COMEDY
Dolores Skidmore, West Bend
DINNER CERTIFICATE:
Cassandra Frank, Hustisford
Patricia Owen, West Bend
Harold Krebs, Hartford

Debra Baerwald, Iron Ridge

HEART PLATTER
Cheryl Shearier, Kewaskum

LEAD CRYSTAL

W

son could only win one prize). s Comad Harcord Debbie Pesies, Harford
H H H Beth Seif, Slinger
We published the winning 7 meaxrewonos - Boiisie
names prior to Valentine’s Day. HEART CANDY BOX Rabicon

Patricia Warkins, Harcford
Ken Unertl, Jackson

It was nice to be able to see
the “excited winners” come in
and pick up the prizes. Maybe
that’s why | liked this promo-
tion— there was a sense of
excitement and expectation
(and love) in the air! Ah, | miss some of these events...

Don’t Box MeIn

We also made sure that there were pages where our retailers could
promote their Valentine specials within a specific grouping and
through the years we learned to be more flexible.

Our group headings were usually a 6-column by one- or two-inches
high. But that didn’t always work out, so rather than make multiples
of the heading, we eliminated the “box” around the ad. This allowed
us to “float’ the heading and we were able to increase or decrease
the heading as needed. | will address this in a future article, but | have
included a visual underneath the reduced full-page ad (38%).

Kathy Van Gomple, Hubertus

“Congralalations -

with Ellen Hanrahan

“0ccccccs000cccccssssscccccccccsssssssc0cc00e

To participate in this promotion, | believe the adver-
tisers were assessed a $10 fee which helped defray
the cost of the prizes. Sold on a first-come, first-served
basis, so we could control the number of cupids and
maintain a “special” event quality.

Any cupid artwork used in this promotion was also
off-limits for use in other ads to avoid confusion. The
artused was putinto a special folder on the main serv-
er. Artwork could be sized to fit the ad, but no reverses,
flipping or rotating the art was allowed.

'CHECK OUT THE PARTICIPATING ADVERTISERS
listed in the entry form below —then find
their ads and match the cupid from this
page with the cupid in their ad. Wite the
number of the cupid that appears in the ad
on the line next to the participating adver-
tiser's name.

Get ‘em all correct and we'll place your
entry in our drawing to win Special Valentine
Prizes! Hurry, entries must be received by
Wednesday, Feb. 9th at 12:00 noon. Win-
ning names will be published in the Tuesday,
Feb. 15th Boosters. Winners will be notified
by phone.

Even if you don't win in our drawing, be
sure to take advantage of the sweet values
offered by our participating advertisers—
you'll still come out a winner!

Win great prizes like. ..
+ A one night stay at the Americlnn « Dinners
+ Flowers + Crystal « Plush and more!

Crazy Cupid Enitry Form!
Here's your chance to win Valentine prizes. Fill in the entry form below and drop off

in the Cupid containers at the Hartford Booster, 31 West Sumner Street or the West Bend
Booster, 834 South Main. You can also mail to“Crazy Cupids” /o The Hartford Booster,

31 W. Sumner St,, Hartford, Wl 53027, or FAX to “Cupids” at 262-673-2907. All entries must be
received by Wednesday, February 9th at 12 noon. Winners will be notified by phone.

_ BoydHunter . _

— Cedar Community CNA Rk Pumbing — Mlewely

— Cedar Community RN ___ Expedition Supply ___ Zelr Tensporttion LLC
__ MountinsPiggy Wiggly _ Tastings __ Bankshot

_ Brumer Fumiture __ Jackson Recration Dept. _ C&RHardware

Camera Gase

West Bend Vacuum Center
Truck Outfitters of West Bend

Nehm'sForal
Dodge Co. Housing Authoriy

Little Red inn
Mineshaft

PHONE

P

Valentine’s ﬂag %ts

The artwork for this heading sample has been reduced to 50% of its
original size. The free-floating concept allowed our “paginator” to fill
any size space without having to create a specific size—try it! Flexibility
is a good thing, and it allowed us to vary the size of the heading with-
out creating multiple sizes.

BestiWisiigs fova Specialtow Yean!

Iwas a student, an art teacher, a graphic designer, a writer and again a student.
For info, PDFs of articles, or have ideas or comments, e-mail:
hanrahan.In@att.net  Ellen Hanrahan ©01/2023
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Each new year, most people make reso-
lutions to be better, plus we look ahead
to predict what might happen in the
coming 365 days. It’s also the time folks
put together lists of “the best” or “the
worst” of this or that.

The website BoredPanda.com gathered
a list of some of the worst advertising
slogans and taglines ever created...

and it was a pretty long list. Apparently
when some creative ad people struggle
too hard to be creative, disaster follows.

Here are a handful of those worst ads,
slogans and even double-meanings, in
no particular order. Hopefully, none of
us will imitate some of these really bad
concepts in this new 2023 year.

“Nothing sucks like
Electrolux”

We realize that IS what a vacuum
cleaner does, but you don’t have to
SAY it like that, do you??

“Good Luck”

TSNS TEL:(+998-90) 187-11:45

An aitline that tells you “good luck”
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YOU/DJBETTER{SHORJAROQUND;

Let's avoid repeating
some of the worst ad
messcdages ever created

whenever you fly with them doesn’t
really inspire a lot of confidence...

“Cheat on your girlfriend,
not on your workout”

‘i&;cl%."mem

You’d think a world-wide company like
Reebok would have more taste, but no...

“Look like a girl, act like a
lady, think like a man, work
like a boss”

Look like a girl

Actlike alady |
Think like a man
Work like a boss

# Womens

Hmmm, could you possibly offend any
more people? This seems to try being
a “feel-good ad” but it instantly insults
girls, ladies, men and even the boss.
While that probably wasn’t their intent,
it probably sold fewer pens because so
many people were insulted or maligned.

“It’s not for women”
-

Why would any company insult half
its potential customers, for no good
reason? Are they trying to appeal only
to men? Why? Most smart businesses
welcome all the customers they can.

“If we can’t have fresh air,
at least we can have
fresh muffins”

—————

" IF WE CANT HAVE FRESH AR
AT LEAST WE CAN HAVE

FRESH MUFFINS

ﬁ\,

COME 10, 7-CLEVEN 1OR BELICIONS BARLS COORS. AAktS 10 GRS
BELIVERED FHESH BAILY FRON OFR EXCLUSHE BAKERY 04 LOUE e,

I don’t even know where to begin here.
Let’s talk gloom and doom and THEN
invite folks to buy the product. FAIL !!!

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. Mark WRummel @gmail.com
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When | chose to name my weekly
column, “Building Main Street,
not Wall Street”, | did so with the
thought of providing information
to small and medium-sized
communities; communities that
often lack the financial resources
to climb the mountains that must
be climbed to transform and/or
revitalize. Occasionally, my topic
will touch on universal methods
that allow Wall Street to transfer
dollars from any community to
their bottom line - this is one of
those weeks.

Let's look at a great example of how Wall Street
quietly extracts major dollars from every community
around the country. Let me start by saying, if you
bank locally, these funds typically remain local
benefiting your community. If you don’t bank locally
or regionally, these funds leave your community or
region forever, never to return.

Let's start by using a typical $50 local transaction.
When a consumer shops and makes a purchase with
$50 in cash, they will receive $50 in goods. More
importantly the retailer likewise receives a full $50
from that transaction. In other words, everybody
wins and that full $50 remains within the community
to be spent again and again.

Building Main Street
Not Wall Street *

How Wall Street
Extracts Dollars
From a Community

by John Newby

On the other side of the coin, most of us also utilize
credit cards. Many of us use them almost exclusively
for the sake of convenience. Let's see how that
shakes out when a consumer purchases that same
item via a credit card.

The consumer will still receive that same $50 value
from their purchase. The retailer however will
receive approximately $46 or $47 as Wall Street has
extracted their 3-4% credit card transaction fee. In
essence that community has lost 4% of every credit
card transaction forever. Some will say this is but a
small price to pay for the convenience. But, while
convenience is great, don't be lulled into thinking
thatitis a small price.

As these credit card transactions increase, what
happens to that $50? As the number of these
transactions increase, after roughly 25 transactions,
that entire $50 that was circulating throughout
the community as cash is now completely wiped
out through credit card fees never to be seen in
that community again. Imagine the amount of
cash flowing out of every community in the County
through a simple thing such as credit card fees. Of
course, that only magnifies if one isn't paying off
their credit card debts each month. At that point,
your community is losing those interest dollars; that
is another discussion for another day.

Don't take this the wrong way, it would be nearly
impossible for many to forgo credit card usage, that
is not the intent of this column. The intent is to make

" /\LH/ J

By

peaple aware of where their money is going and how
thatimpacts the entire community. As with anything,
moderation is the key, it is no different with your
usage of credit cards.

The point that needs to be made
is if you are banking with a Wall
Street bank, you might want to

reconsider your banking partner.

By banking locally, or even regionally, you are
keeping those dollars within your local or regional
community. Those dollars are then used to make
home loans, auto loans, and the list goes on, to
local customers spending local dollars with local
businesses.

Itis true that only one of us won't be able to change
our community. It takes an army of people all rowing
in the same direction to facilitate real change or
transformation. The army need not all make major
changes, but if each of us make some little changes,
over time, all those little changes equal huge results.
Start making little changes for a greater tomorrow.

John Newby, from SW Missouri, is a nationally
recognized Columnist, Speaker, & Publisher. He
consults with Community, Business & Media. 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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," There are \‘
28 MILLION \

Small Businesses |
\ in the US ,ll

. NOW is the

Nearly ™,

\ Perfect Ti
400/0‘3 erfect Time

/
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to Join Our Website
still do NOT have

a website J

Reseller Program

e SMB's Don't Want DIY

Small businesses don't have the time or
know-how to build a website themselves.

They just want someone to build it for them.

¢ SiteSwan is the Perfect Fit

SiteSwan websites are affordable, beautifully
designed, fully responsive, search engine friendly
and only take minutes to build.

e Complete Web Design Business-in-a-Box

We're more than just a website builder.
We provide everything you need to build a
profitable web design business.

Contact us today! www.SiteSwan.com
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Don Rush

CPM President

View Newspaper Group

666 S. Lapeer Rd.

Oxford, Ml 48371

Phone: 248-628-4801

Fax: 248-628-9750

Cell: 810-636-3798
don@shermanpublications.org

Marty Bennett

Vice President

Community Shoppers Guide

117 N. Farmer - P.O. Box 168
Otsego, MI 49078

Phone: 269-694-9431

Fax: 269-694-9145

Cell: 269-370-9469
info@communityshoppersquide.net

Jon Jacobs

Past President

Buyers Guide

P.0. Box 128

Lowell, Ml 49331

Phone: 616-897-9555

Cell: 269-208-9223

Fax: 616-897-4809
Jon@lowellbuyersguide.com

Fred Jacobs

Sec./Treasurer

J-Ad Graphics

1351 North M-43 Highway
Hastings, MI 49058-0188 Phone:
(269)945-9554

Fax: 269-945-5522

Cell: 269-838-0881
fred@j-adgraphics. com

George Moses

Director

The Marketeer

110 E. North St., Suite A Brighton,
Ml 48116

Phone: 810-227-1575

Fax: 810-227-8189

Cell: 517-404-7807
gmoses@georgemosesco.com

Wes Smith

Director

View Newspaper Group
1521 Imlay City Rd.

Lapeer, MI 48446

Phone: 810-664-0811

Fax: 810-667-6309

Cell: 810-338-7888
wsmith@mihomepaper.com

Kara DeChalk

Director

Salesman Publications

102 N. Main Street - P.O. Box 205
Concord, MI 49237-0205

Phone: 517-524-8540

Fax: 517-524-8570
ads@salesmanpublications.com

Jeff Demers

Director

C&G Newspapers

13650 11 Mile Road
Warren, MI 48089

Cell: 586-291-1874

Fax: 586-498-9631
jdemers@candgnews.com
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5198 Windsor Hwy.
Potterville, Ml 48876

Phone/Fax: (800)783-0267
mifreeads.com

Jack Guza, Executive Director
jackguza@cpapersmi.com

Dana Risner, Business Manager
danarisner@cpapersmi.com




