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=- Deaths on the rise

Join the hundreds

of publishers who’ve
eliminated 50-75% on
their production expenses

Switch to us and you can produce your
publications for a really low flat rate, all-inclusive
from cover to cover including all your print and
web ads and all your design needs.

« 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.
v FREE stock photography. v AND MORE!

Howard Barbanel

. . . 516-860-7440 (m)
Give us a few minutes today & Howard@design2pro.com

and you could be saving
thousands next month!

DesiGn 2Pro
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ACP Member Benefit For Your Employees

Bob Wright Memoridl
Scholarships

Have your student apply for one of four scholarships!

q C Bob Wright

ot “ Memorial Scholarship

C it [ .
ommunity Requirements:

* Parent, guardian or grandparent must
work for a community paper that is a

current member of the Association of
Community Publishers (ACP).

e Applicant must be a high school
graduating senior or current college
student.

e Applicant must be attending a 4 year
college, vocational trade school or com-
munity college.

e Application must be received by
March 31, 2023

DOWNLOAD APPLICATION AT:
www.communitypublishers.com/scholarships
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PUBLICATIONS LISTED FOR SALE

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

www.kamengroup.com

info@kamengroup.com

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.

Florida free distribution Senior Magazine with massive circulation from Palm

Beach to Fort Lauderdale to Miami. Published decades; aligned with boomer
expos, symposiums, and festivals. Inserted into 17,000 copies of Miami Herald
monthly. Wonderful social media platforms in play!

Northern California rural area adjudicated weekly 100-year community
newspaper. Attractive gem of a title w/inserts & loyal readership. Fabulous
steady growth w/$500k in annual sales. Great digital platforms; borders
Oregon. Wonderful rural part of the country with clean air, water, and no traffic!
Building/office available for purchase.

lowa based National Horse Magazine created in 1964. Distribution across the
USA & in 14 countries. Profitable subscriber-driven title with in-depth features,
best-show results, and vet & legal advice focusing on the heavy horse and
mule population. UNDER CONTRACT

New digital revenue in 90 days

Full back-office support

Georgia Lake Country award-winning weekly paid broadsheet community
newspapers with additional glossy regional niche magazines. A fantastic

growing region within Georgia! Proven go—to—market approach

Florida healthcare advertorial newspaper with testimonials. Established in 1987
and circulated to nearly 900,000 via mail and bulk distribution quarterly.
UNDER CONTRACT

Sales execution

LL8K«

Real-time reporting
B2B Ohio construction, realty, architecture glossy Magazine in business 75

years. SOLD

North Carolina regional glossy attractive lifestyle Magazine started in 2005.
Major market saturation; solid growth potential. SOLD

KAMEN & CO IS PROUD TO BE THE EXPERT MEDIA
FINANCIAL RESOURCE FOR FORBES 400 LIST OF

JanuarySpring.com

AMERICAS RICHEST PEOPLE. 2015-2023
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Introducing the
ACP Health Plan

Built exclusively for
Members of ACP

Enjoy the cost of savings of level-funding,

without added risk with the ACP Health Plan G‘

Our program gives employees access to -

broad, national healthcare provider networks A“g°'°"°".°f
ommunity

and RBP (Reference Based Pricing) models, Publishers
to provide quality health benefits.

Why a level-funded program?

#= Multiple plan designs make it easy for you to find the right fit for
your situation.

= Level funded plans leverage the organization’'s power to
purchase healthcare benefits at competitive rates.
Unlimited major medical coverage for organizations of all sizes.

*= An experienced team is always ready to provide expertise before
and after you have chosen your plan.

| saved over $1,000 per month
switching to the ACP Health Plan
with basically the same coverage |
had prior.

Joe Nicastro
My Life Publications - Budd Lake, NJ

Contact your agent today!

Terrence Gorman
948-456-8600 (x162)

terrencegorman@worldinsurance.com
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Rising Star  «

2023
SILENT AUCTION

DONATIONS
NEEDED!

MUSIC MEMORABILIA
AUTOGRAPHED ITEMS
UNIQUE ARTWORK
ELECTRONICS
GIFT BASKETS
TIMESHARES
GIFT CARDS
SPECIALTY ITEMS
JEWELRY & WATCHES

LIFE IN THE FAST LANE
A

2623
CHARLOTTE
]

[
CONFERENCE & TRADE SHOW

Contact Cassey Recore:
cassey@communitypublishers.com

All proceeds from the silent auction go to the Bill Welsh
Foundation to help provide scholarships for Rising Stars
to attend the ACP annual conference.




BY MANUEL KARAM

FROM THE TOP

HIRE...TRAIN...

f all the jobs at a community

publishing company, which

is the most challenging to

hire, train and retain? In my
experience the answer is without a
doubt - sales. There simply aren’t
many other jobs that prepare a new
hire for the speed of our sales cy-
cles, the objections they’ll encounter,
or the expertise needed to recom-
mend good marketing plans confi-
dently to business owners.

When I started as a sales manager,
I remember being excited whenever
we brought a new person on board.
I would think “great, the position is
filled now I can get back to normal
day-to-day stuff.” Unfortunately,
many times I ended up disappointed
that the new hire did not stay very
long. After doing the same things
that produced the same results for a
period of time, it became apparent
there was more that needed to be
done to set our new team members
up for success.

First, we were handing over sales
territories too quickly. After a road
day or two with the manager the
rep would in some cases have 500
accounts to work, sometimes from
a satellite office with little manager
supervision. That was too much too
soon. Currently, we require new
hires to start as sales assistants,
helping the rest of the team for at
least two or three months before
they’re assigned a territory. We stick
to that even if a territory is open.
That ensures the new hire under-
stands our system, our expectations
and our customers before we hand
the keys over. We also have them
go on road days with all of our reps
one at a time, so they can get a
taste for the “real world” and some
differing presentation styles. Lastly,
we have them go through online

RETAIN...AND CHANGE

training through ACP. Whether that’s
TLI or Power Sales University, we
find it essential that the new hire
take their time to learn in a con-
trolled setting before the action
starts. These things have all made

a huge difference to our retention
numbers. I imagine you have con-
sidered these strategies at one time
or another at your own publications
and established similar guidelines.

The other thing we had to rede-
velop, and perhaps this was just as
important, is what success looked
like for a new rep. In our market,
three of the four counties we cover
are rural and relatively stable in
terms of local business ownership.
The other county around the city of
Rochester underwent rapid chang-
es over a few short years and it’s
where much of our employee (sales)
turnover was occurring. Local busi-
nesses around Rochester were being
challenged by ecommerce and fierce
competition from corporate chains
at a much higher rate than our rural
communities. The local businesses
there had to evolve. We couldn’t
have a new sales rep returning to
the same customers offering the
same things and expecting a dif-
ferent outcome. We had to change
ourselves. That meant expanding
our portfolio of media products to
include niche guides, glossy mag-
azines, digital solutions, as well as
adjusting the circulation of our core
penny saver to match demand.

My point is it’s worth having a
good plan for training and retaining.
But it’s also just as important that
we’re all making sure our publi-
cations are evolving with the local
business landscape. It’s a heck of a
lot easier for a salesperson to stay
when they believe they have a win-
ning formula behind them. W
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THE ONE THING

REAL WORLD
TRAINING

BY DOUGLAS FRY

ou have probably seen pho-
tos of mountain climbers
atop Mount Everest with their
ice axes raised over their
heads in triumph as they straddle
the summit of the tallest mountain in
the world. I grew up idolizing those
climbers in the photos. In fact, as a
young man I met Jim Whittaker, the
first American to climb Mount Ever-
est. I had a photo of him on my wall
with his ice ax raised above his head
and his other arm around his Sherpa
guide Nawang Gombu. This photo
motivated me to climb mountains.

Jim Whittaker, or “Mr. Whittaker”
as I liked to call him, and his twin
brother Lou learned climbing tech-
niques as they climbed nearly every
high point around Seattle. One other
little aside, Jim became the CEO of
REI (Recreational Equipment Incor-
porated) starting his career as its only
employee at the beginning of that
company. You probably have an REI
nearby. But I'm getting off the subject
here. The subject is about ice axes
and training.

The lure of adventure attracted me
to the mountains constantly. On April
27,1973 1 was to lead a group of first
time climbers with the goal of sum-
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miting Mount Ellinor in the Olympic
Mountains. Yep, that’s the way they
spelled Ellinor back then.

In preparation for the event I in-
vited all the climbers that would be
in the expedition to a nearby park
to practice some of the techniques
needed to climb in the ice and snow
of the proposed route. We practiced
“roping up” which means attaching
a climbing rope to a harness around
your waist and legs. Two or some-
times three people would be spaced
along that 120’ rope. The reality was
that simply walking tied together
had to be practiced. If one person
climbed too slowly or too quickly the
others on the rope might be pulled
off balance. So, we learned to move
as a team. Lesson 1: train to move
together as a team.

Having conquered the task of
walking we moved on to another
technique: the belay. When a rope
team gets to more dangerous sections
of a route the first person climbs
until reaching the end of the rope
then next person climbs past, leap
frogging ahead. They switch leads to
climb the tough sections. While one
person is climbing the other person
attaches themselves to a rock or
other immovable object and lets out
the rope as the first person ascends.
If the person in the lead falls the sec-
ond person stops the rope from mov-
ing and keeps the leader from going
“splat.” Lesson 2: train to improve
your chances of success.

With no rocks to attach to, such as
the ice and snow of Mount Ellinor,
the second person on the rope team
assumes the “Boot/Ax Belay.” The
second person on the rope would
normally jam their ice ax into the
snow or ice all the way to the head of
the ax. Then they would place their
foot against the ax shaft to ensure

it didn’t get pulled out of the ice.
Finally, the rope was wound around
the head of the ice ax to offer friction
in case of a fall. If the leader fell the
second person would simply stop the
rope to arrest their descent. Sounds
easy, right? Lesson 3: practice tech-
niques new to you.

We practiced the Boot/Ax Belay un-
til I felt that everyone was proficient
in the operation. Understanding and
being able to perform this belay was
extremely important because the lives
of the leader and everyone attached
to the rope were in mortal danger if
anything went wrong.

The day of the climb finally ar-
rived. We drove to the base of the
mountain and climbed up into the
clouds. After about 2 hours of climb-
ing we found ourselves in a “white
out.” The fog had enveloped us, thick
and opaque. White clouds and white
snow blended into a morass so thick
that we couldn’t tell up from down.

It was quite a unique experience.

We stopped climbing and made

sure everyone was roped up as they
should be. I figured we were close to
the top of a ravine, nearing the ridge
that would lead us to the summit.

The problem was I couldn’t see
anything other than white. Now
more than ever I needed my rope
team to be alert and at their best,
our lives depended on it. The others
on the rope began setting up a boot/




ax belay and after they yelled “Belay
On!” I knew I could move ahead.

I climbed cautiously toward what I
thought might be the ridge. I poked
my ice ax into the snow every foot
or two to test how deep the snow

was and make sure I wasn’t walking
out into space. After a few minutes I
neared the end of the rope; stabbed
the ice ax into the snow, removed it,
and looked through the hole it left
to see the valley 2,000 feet below.

I had climbed out onto a snow
cornice that could have given way at
any moment. I gingerly edged back
from the precipice and returned to
my team.

When I looked at the team that
would save my life if needed, I saw
that one person was simply sitting
in the snow, the other had the rope
wrapped around his ankle instead of
the ice ax. If I had fallen the mid-
dle person would have been pulled
away and the last person would have
been yanked off his feet with the
rope hauling him away by the ankle.
Lesson #4: even if you think you
know the technique you still need
to practice often.

THE ONE THING

I'm happy to say we made it to the
summit of Mount Ellinor. The feeling
of accomplishment was overcome by
the realization that my training had
come up short. I never took training
for granted again. In order to execute
when it counts you have to be able to
count on your team.

That brings us to training for our jobs,
specifically sales. Training with Power
Sales University may not save your life
but it can make your sales life more
enjoyable. Don’t take it for granted.
Don’t assume your team knows what
they are doing and how to execute in a
professional manner. You need to drill,
practice, and role play in order to make
sure success becomes a matter of rote
rather than a matter of rarity. The best
part of the PSU training system is that
there is no extra cost to you.

Lesson #5: don’t wait another
minute to train as though your suc-
cess depends on it, because it does.

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

$1 for 3 months s

Then $10/mo.

Cancel anytime

Audience--

sy JlownNews

Learn more at: TownNews.com/Audience

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

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

Call now to get started! (314) 966-771 |

CIRCULATION

VERIFICATION || 1.2/

COUNCIL
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BY LOREN COLBURN

’m not sure why my
blood pressure rises
when I hear the term
“role-playing” men-
tioned in a sales training
context. I feel like Pavlov’s
dog with drool on my face
as this unconditioned re-
sponse reacts to the simple
sound of those two words
connected by a hyphen!
Why do salespeople all
cringe when the term
“role-playing” is introduced
into a training session?

We could substitute
“rehearsal”, or “practice”, or
even “walk-through” (if we
need the hyphen) in place
of role-playing, but my fear
would be extending this
anxiety reaction to even
more words. What is there
about practicing sales sce-
narios that seems so unnat-
ural to us, so uncomfortable?

We accept practice in
almost every other aspect
of our lives without any
concern. For many of those
areas, we actually welcome
the opportunity to practice
in the hope that whatever
skill we are working on
will improve our perfor-
mance when we need it.
Learning to play a piano,
swing a golf club, paral-
lel park your car, swim,
cook a new recipe, or even
add a new dance step all
require consistent rehearsal
to get the familiarity with
any of these functions to
perform at the best level.

10 | MARCH 2023

PERSPECTIVE

ROLE-PLAYING ANXIETY

Why does practicing real
sales situations conjure up
such anxiety in salespeo-
ple? All too often I believe
we perceive it to be some
type of public speaking
activity which carries a
similar reaction with most
people. The only way you
overcome the fear of public
speaking, is to speak pub-
licly to a group of people
on several occasions, each
time you will get even
more at ease. The other
critical aspect of easing the
anxiety of public speaking,
is to be both very familiar
and very passionate about
your topic.

It is also very similar to
the anxiety many sales-
people feel when making
a cold call. How do I start
the conversation? What
if they object right away?
What if they put me off
rather than talk to me? The
only way you overcome
the uncomfortable feeling
related to a cold call - is
to practice your responses
in those situations until
that response is automatic,
comfortable and totally
natural. But that level of
comfort only comes with
practice, practice, practice.

Through the sales re-
hearsal process, you can
prepare to present respons-
es and questions you know
you will need in advance
for specific sales situations
and then practice delivering
them until they are as natu-
ral as saying “good morn-
ing!” That’s what “role-play-
ing” is for and why it is
critical to maximizing your
true potential as a salesper-

son. It’s like telling a good
joke, you have to deliver it
not like you were reading
it but like a story that you
recall the details of all the
way to the punch line. The
more you tell it, the more
comfortable you get to pro-
vide the timing and details
to get the best audience
response.

One of this month’s fea-
ture articles lays out some
great exercises to build
role-playing into your skill
development plan. It covers
8 different exercises that
help develop needed skills
that range from listening all
the way to utilizing people
within your organization
to play the role that most
closely fits their normal
persona. These exercis-
es will add some specific
focuses to the sales training
and help your team get
comfortable with role-play-
ing on an ongoing basis.

Once the comfort level
pushes the anxiety out
of the activity, you can
utilize it to address new
objections or unique sales
situations as they present
themselves.

The familiarity of your
product and the passion
for finding an opportuni-
ty to discuss that product
will improve the more you
practice as well. Relaxed
and comfortable is the best
posture to illustrate the con-
fidence and professionalism
that advertisers will need
to see in order to believe in
what you are saying. The
more prepared you feel in
each situation, the better
you will react in responding
with an appropriate and
problem-solving reply.

Like any profession-
al, salespeople need the
practice / rehearsal /
role-playing repetitions to
be ongoing and relevant
for it to have a lasting im-
provement on performance.
Regardless of if it is sinking
a free throw, making a shot
from a greenside bunker,
playing happy birthday on
a harmonica or answering
the nobody reads your
paper objection — proper
rehearsal leads to improved
performance. Improved
performance leads to more
media buyers agreeing with
you, “If it’s free, buy it!” B



CONFERENCE OPENING KEYNOTE

EVERY SALES YES BEGINS WITH A KNOW

WITH SAM RICHTER

INTEL SECRETS TO FIND THE RIGHT PERSON,
AT THE RIGHT TIME, WITH THE RIGHT MESSAGE

In today's world, it's no longer enough to be interesting. To
succeed in sales, you must be interested. What's important
to the other person? How can you hyper-personalize your
message so it gefs noticed® When you know more, you'll find
the right opportunities, at the right time, with the right message
to get meetings with decision makers that others only dream
about. In this dynamic program, you will discover...

* A mathematically proven formula for revenue growth
that reveals your best prospect companies, decision makers,
contact information, and ways to connect that generates
positive responses.

* Jaw-dropping tactics for finding online information that 99%

never thought possible, using the tools you already use every
day (and some new ones you never knew existed - all free!).

¢ Techniques to identify opportunities using sales trigger events
and powerful introductions, so you're calling on prospects who
most likely need your product or solution, right now.

How to leverage information and put the “R” back into
CRM to get past gatekeepers, make a great impression, and
gain permission to ask challenging questions.

Attendees will receive custom Intel Resources making it easy
to implement what was learned when you get home. You will
be shocked at what you don't know (but soon will) that you will
immediately use to dramatically improve sales performance.

“GET THE MEETING WORKSHOP” WITH SAM RICHTER

communication including...

EVEN MORE WEB SEARCH SECRETS FOR FINDING SALES OPPORTUNITIES AND GETTING MEETINGS WITH DECISION MAKERS

In the keynote, you learned sales intelligence strategies and tactics to find more opportunities and get meetings with decision makers
most never dreamed possible. In this perfect workshop complement, you'll discover best practices for advanced intel gathering and

v/ ADVANCED WEB SEARCH SECRETS (that most pros don't even know) for finding existing lead lists,
membership directories, competitor proposals, price lists, past and current RFPs, and more.

v/ BEST PRACTICE TECHNIQUES FOR LEVERAGING INFORMATION AND EFFECTIVE PROSPECTING via

email, social media / LinkedIn, and live sales calls (includes the best-practice script library).

v/ INTEL TACTICS AND RESOURCES THAT REVEAL HIDDEN INFORMATION - in legal and ethical ways -

that help you discover more opportunities and ways to increase your credibility and value.

v/ WAYS TO USE THE CUSTOM INTEL RESOURCES that all attendees receive to find the right prospects,
at the right time, and ensure relevancy in every sales call (taught through a live, interactive demo).

When you know more about your prospects and clients, their issues, their goals, their industries, and their (and your) competitors, you
gain the edge in every sales call, every meeting, every proposal, and every negotiation — every time.

MARCH 2023
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ACP Conference & Trade Show - May 11-12 - Charlotte, North Carolina

GET IN TO THE DIGITAL RACE WITH CHARITY HUFF

Charity Huff is CEO of January Spring, a digital marketing & advertising agency that works
exclusively with Niche publishers. Charity has designed and delivered multi-media sales programs,
working alongside 5,000+ sales professionals from the media and tech industries over her 25+ year
career. She and her team have built a proven model to enhance your offering to include off-site
digital using a combination of geo-fencing, device targeting, household targeting, paid social, and
search marketing.

Seven out of every $10 spent in local advertising will be spent in digital this year. Charity Huff,
CEO of digital ad agency January Spring and partner with ACP, will provide proven, go-to-market
strategies that include the right combination of your own print and digital paired with “the rest of the
internet.” Leave this session revved up to take these offerings back to your team. New revenue is

within reach.

10 STEPS TO DIGITAL SUCESSS WITH DAN BUENDO

REAL WORLD EXPERIENCE IN BUILDING A DIGITAL MARKETING BUSINESS FROM AN EXISTING PRINT BUSINESS.

Way back in 2003 Dan Buendo started offering web design services to local newspaper
advertisers under the Reminder Web Design name, an extension of their newspaper company,
Reminder Publications. Eventually, this digital division of the newspaper grew to become its own
separate company, Envision Marketing Group (EMG), a full service marketing and advertising
agency, launched in 2010, specializing in branding, weab design, SEO, social media, video
production, email marketing, media placement and a whole lot more. Today, EMG continues to grow
its client base, working with hundreds of small, medium & large business throughout New England
and across the country.

Dan’s session will cover ten of the most important steps publications can take to build their digital
business. He will address your questions, fears and concerns having walked the same path you are
faced with in your markets. Hearing about digital from an experienced print professional should
deliver a perspective and experience level that will give sound, relevant and insightful information to assure participants they get the
guidance and information they need to build their digital business.

BE THE COMMUNITY FORUM WITH TOM SILVESTRI

Learn about a transformative strategy to redefine your future as THE Community Forum, becoming
super-relevant to a growing audience while meeting crucial demand for civil discourse. In its
simplest form, the initiative uses the Forum or town hall formats to better advocate the mission of
your organization, deepen the news literacy of your community, and organize civil conversations
about community issues of importance while identifying game-changing solutions that improve the
quality of life and the success of your operation. Above all, the ultimate goal is to be the catalyst
for an enlightend democracy, thanks to your organization’s intense connections to the community
it serves and your inspiring leadership. Learn from the organizer of the Public Square that blazed
a new course for civil discourse in Richmond, VA, over a 15-year period that delivered nearly 80
programs. The Community Forum has been an initiative of The Relevance Project, an initiative of press
associations in the U.S. and Canada.

Tom Silvestri has spent nearly 45 years in the newspaper industry including roles as a frontline news manager and editor, jobs with
dailies and weeklies while launching monthlies, unprecedented corporate roles such as the director of news synergy and community
newspapers president, several community and industry leadership positions, and the establishment of a civil, civic dialogue initiative
called the Public Square that earned The Times-Dispatch national acclaim. Tom’s industry experience has also included being
chairman of the American Press Institute and president of the Southern Newspaper Publishers Association, where he received the
Frank W. Mayborn Leadership Award in 2018. He also is a member of the Virginia Communications Hall of Fame.

LEADERSHIP ROUNDTABLE
LIFE IN THE FAST LANE

2823 CHARLOTTE

CONFERENCE AND TRADE SHOW
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8 SALES ROLE PLAY EXERCISES
TO PREPARE YOUR TEAM FOR THE WIN

ere’s how most sales role-

play exercises go:

* The manager gathers the

team and exclaims (with just
a bit too much excitement) the
plan to do some role-playing.

* The first exercise covers the most
obvious objections that everybody
already knows how to handle.

* The second exercise is too fake to
learn from. The third is worse.

* What follows is a poorly struc-
tured, incredibly awkward, and
minimally effective goof-off
session.

Role-play exercises are crucial to
developing strong conversational
tactics and messaging delivery. It’s
mind-blowing how little attention is
paid to doing them right.

Medals are given out at the cham-
pionship, but you earn them in
practice. It’s time to take role-play
seriously.

I have participated in and run thou-
sands of role-play exercises for sales.
Here are the 8 exercises I have found
most effective, and tips to execute
them right.

EXERCISE #1 —

LEARNING IS LISTENING
Before we can help anyone on the

other end of our sales efforts, we

must become expert listeners. That’s

why this exercise needs to be repeat-

ed regularly!

It can be performed in a large

group, or with as few as 2 people.
If in a group, either segment into
smaller groups, or play with the
whole group, “telephone” style.

1. One person will begin by mak-
ing a statement. It can be direct-
ly related to your organization
or something entirely abstract.

BY ADAM CLARK

2. The next person in line will
begin their statement using the
last three words of the previous
person’s statement.

3. Continue until you have circled
the entire group, or for a speci-
fied period of time.

This improv comedy technique
will help reps learn to pay attention
to what others are saying, instead of
living within their own agendas and
planned responses.

EXERCISE #2 —
OBJECTION ISLAND

This is a great role-play exercise to
run anytime your team is together.

It not only provides a great field for
practicing rapid fire objection re-
sponse, but allows team members to
hear ideas, engage in peer coaching,
and shake off some nerves through a
shared experience.

Here’s how it works:

1. Begin by calling out a rep, then
hurling a common objection
heard during your team’s calls.

2. The rep has 5 seconds to re-
spond, and do so in a way that
will allow the conversation to
progress positively, or they are
voted off Objection Island.

3. If the rep is successful, the
rep then calls out a person
of their choice and repeats
the process.

Each time, the objection and re-
sponse must be unique. Typically the
sales leader is the final judgment for
timing, response quality, and original-
ity versus other responses.

If you want to vary things a bit,
the sales leader can throw out the
same objection to every team mem-
ber sequentially, following the same
response guidelines.

EXERCISE #3 —
PERSONA MIXED BAG

This role-play exercise helps a
rep sharpen many tools at once —
in particular, the ability to interact
successfully with the many personas
they’ll work with within your target
organizations.

Begin this exercise with a list of per-
sonas typically targeted and encoun-
tered. Examples of these can be CXO,
Director of X, or gatekeeper. Addition-
ally, you can get creative by adding
personality traits such as “super direct,”
“in a hurry,” “analytical,” or “distracted.”

1. Write each one down on a small
sheet of paper, fold, and place
into a bowl or hat.

2. At the beginning of the role-play
(once the goal of the session is
defined), the person playing the
prospect will draw a piece of
paper from the hat and adopt
the qualities written on it.

3. Now perform the role-play,
provide the feedback, and start
from the top.

4. After at least 2 passes with that
persona and/or trait, grab a
new one.

Keep in mind, the goal and tactics

for the rep should largely remain
the same, save for any tweaks from
feedback.

EXERCISE #4 — EXTREME
CONDITIONS (HOT SEAT)
This exercise isn’t for the faint
of heart and should definitely be
reserved for those strong teams that
can handle a bit of heat. It will add
an edge of difficulty that (hopefully)
won’t exist in real-world calling.
The idea is exactly the same as
warming up before an inning at bat:
A batter will swing a weighted bat
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before stepping up to the plate. Once
they drop the weighted bat and pick
up the normal one, it feels incredibly
light and can be moved through the
swing plane at an incredible rate.

1. To begin, the sales leader will
outline the rules.

2. Pitches must be perfect. Any de-
viation to the ideal will result in
a “buzzer” or “gong” sounding,
and the rep will be moved to the
back of the line.

3. If the rep nails it, the role-play
continues, leading to objections
and other opportunities for the
rep to get it just right or get out
of the hot seat.

4. This can continue for many
cycles if the sales leader really
wants to turn the heat up.

A variation on this is to require the

next rep in line to pick up exactly
where the last rep left off.

EXERCISE #5 —
ROLE REVERSAL

This should be an obvious one:
Turn the role-play around for the rep,
allowing them to assume the position
of the prospect.

1. The sales leader conducts the
ideal role-play, objection re-
sponses, conversational tactics,
and closing techniques.

2. Allow the rep to provide feed-
back, or comment on what they
thought worked well or not at all.

3. After a round or two, compile
the items that worked well and
switch seats again.

4. Using the list of winning tactics,
help the rep develop their own
comfort level with them. Work
on wordsmithing and delivery
until the rep has a strong grasp
of the skills.

This also works very well with top

sellers demonstrating as the sales
leader would.

EXERCISE #6 —
BOARDROOM BRAWL

This is another exercise best left to
culturally strong, performance-orient-
ed teams.

14 | MARCH 2023

1. Gather the team in your board-
room. Come prepared with some
recorded calls that could have
gone better. Make sure you have
at least one for all reps present
so the field is level, and they all
experience this together.

2. If you have a large team, break
them up into manageable
chunks, letting everyone know
that their time will come.

3. Now, play the call for all to hear.

4. Once it is over, immediately adopt
the persona from the prospect on
the exposed call (make sure you
have studied the call, and pre-
pared a transcript to work from).

5. Have the rep begin a role-play
based on the exact scenario just
played for the team. The goal
here is to help the rep correct
their own mistakes. It gives
them a mulligan of sorts and
also applies a bit of pressure
as the entire team is witnessing
the process.

Variations:

* Encourage peer coaching during
these brawls, and even to add a
competitive twist by rewarding
points and prizes to reps who
can successfully correct the call.

* Have a different rep take over
after the call is played and handle
it in their way.

NOTE: A great side effect of “Board-
room Brawl” and “Extreme Condi-
tions (Hot Seat)” is the softening of
Ego that can wreck a salesperson’s
ability to improve their skills and
natural talents.

EXERCISE #7 — THE RINGER

It is one thing to act out a perso-
na during a role-play. It’s an entirely
different thing to seek out the exact
persona within your organization and
invite them to participate.

If your team targets C-Level pros-
pects regularly, go grab your C-Suite
(they probably aren’t very busy
anyway...) and bring them into your
sales training!

e Have them simply be who they

are and treat your sales team as

they would the numerous sales-
people who are attempting to
connect with them every sin-

gle day.

Solicit their feedback on the
tactics and have them detail what
is important to them with respect
to their position, demands, goals,
and motivators.

If you can draw on this wealth of
experience and knowledge within
your own organization, you can bet it
will pay dividends as you target these
folks in other orgs.

Yes, everyone is different. But
never forget the Normal Curve.

The majority of C-Level executives
face similar challenges and demands,
have similar thought processes

and certainly similar motivators.
There are always outliers, but you’ll
be far better prepared if you fo-

cus your improvement efforts on

the majority.

EXERCISE #8 —
PAY THE PROS
Anytime a leader has to consider
implementing a new idea, they come
to the “build vs. buy” conundrum.
If you are at this crossroad and tend
to follow the “buy” approach, reach
out to the guys over at Roleplay.co.
At Roleplay’s “sales gym,” your
team can participate in real-world-
based sales role-play training led
by industry experts and receive
feedback from the best in the game
today. They can also help you build
out your own programs to maximize
your time and effort spent training
your teams.

TIPS FOR BETTER SALES
ROLE PLAY

SET A PRACTICE SCHEDULE

Proper sales practice is not a once-
a-week or once-a-month activity. It is
at least a 2-3 times-per-week directed
effort to improve highly specific parts
of your sales attack.

It not only works out the “what” you
say but the “how” and “why” as well.



Set your team up for maximum
success by planning practice time in
advance. You should front-load your
practice time and stretch it out as you
improve your targets.

For example, if your company
launches a new product line, role-
play every day for 2 weeks. As reps
improve, reduce role-plays to 3 times
per week, then 2, then 1 if they are
really getting dialed in.

PREPARE YOUR
SCOUTING REPORT
Build your role-play routine based
on real-world interactions. Leveraging
technology is your best play here.
Tools such as Gong.io and Chorus.
ai can provide insights into trouble
spots in your reps’ talk tracks, tactics,
and delivery. It can also line up some
fantastic objections to practice against.
* Begin collecting popular
objections while reviewing call
recordings.
* Then use them to test your reps
rapid-response abilities and train
their skills in overcoming them.

EXPAND YOUR
TRAINING FOCUS

Positioning statements and objec-
tion responses are definitely import-
ant parts of role-plays, but far from
the only parts. Crank up the effective-
ness of practice sessions by keying
on other important parts of success-
ful sales conversations.

Intonation, energy and articulation
are vital to successful talk tracks, as
well as pace and vocabulary. Even the
best messages and objection respons-
es can be done in by a lack of enthu-
siasm, speaking too fast/slow, and
using words that are insider-speak or
used to boost the perceived intelli-
gence of the rep.

An excellent way to ensure you
are listening closely for these char-
acteristics is to create a scorecard for
each session.

* Use a scale of 1-10 for each

category.

* As you work through your role-

play schedule, look for a pattern

SALES TRAINING FEATURE

of positive improvement (or neg-
ative). Trust me, it will emerge.

* You can also aggregate these
scores and create an overall
performance matrix to classify
capabilities. This also provides
opportunities for competitions
and incentives tied to intentional
improvement.

NO SURPRISES

Provide your reps (or have your
reps provide you) with the frame-
work and intended goals for each
practice session. This produces more
creative thinking for the reps, helping
them to develop quality delivery in
their own voice.

As you grow your practice rou-
tine, reps will begin identifying their
own areas in need of improvement,
and set goals they want you to help
them with.

Since keeping your sales role-play
exercises as close to the real-world as
possible is key to its success, having
a rep prepare for the role-play as
they would a real sales call is in line
with this directive.

BE THE BUYER

It’s time to role-play! Typically, role-
plays are conducted between rep and
rep, or rep and manager. In either
scenario, the player in the buyer’s
seat has to lay down the team-mem-
ber hat and put on the buyer hat.

Even the most accomplished
salesperson or sales leader has been
a customer at some point. Use this
experience to become the customer
for your training partner.

e Truly consider the persona and

scenario you are working within.

* Think of the daily challenges
faced by the persona/role, what
is important to their business,
and how they may react to this
particular call.
It can be difficult, especially in
the rep-to-rep role-play exercis-
es, but try to keep the wild and
crazy responses to a minimum to
maximize the effectiveness of the
training session.

IFYOU PROVIDE FEEDBACK,
THEY WILL COME

This is gold: the secret sauce where
the rep finally steps into the cage for
batting practice.

Feedback is how role-plays create
behavioral change in reps, and there
is a “right way” to do it.

ALWAYS keep your feedback kind
and encouraging. Sales is difficult.
We all know that. Practice is for im-
proving, so let the prospects dish out
the beatings.

Provide real-time coaching. Don’t
allow a rep to continue past a real
hiccup. Stop the role-play, provide
the feedback, then begin the role-
play again. This will ensure the rep
develops along the correct pathways
and with proper timing.

If the rep is progressing nicely with
the role-play, provide positive rein-
forcement by allowing the session to
progress towards a win for the rep.
Don’t be afraid to pepper in some
objections as necessary, but again, re-
inforce positively by allowing progres-
sion if the rep deftly overcomes them.

Finally, debrief the session with the
rep. Provide the rep with their scores,
discuss goal attainment, and follow up
for effectiveness of sales objectives.

WRAP UP

There has never been a champion-
ship team, gold medal Olympian, or
Greatest Of All Time that achieved
winning status without practice
and training.

In fact, a case could be made that far
more of their time was spent in practice
and training than actually competing.

If your goal is to equip your sales
teams with the highest ability to
convert calls and close deals, there
is no better way to achieve this than
regular, reality-based, and highly
structured practice.

Make the time for it, build your prac-
tice facilities, and transform your teams
into a well-oiled closing machine! ®

Original Article:
bttps.//www.saleshacker.com/
sales-role-play-exercises/
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THE SURVEY SAYS...

How often do you provide training for the following
positions/topics?

®m Never mQOccasionally Regularly (at least monthly)
100%
83.3%
80%
63.2% 61.1%
60% 55 9 55.6%
o
47.1% 47 49 50.0%
8.9% 38.9% 38.9%
40% 36.8% 1 39 . 3.3%
26.3% 0
3% 27. 8 %
20% ol 12.5% 1 1%
0.09 0% 0% 0% 0%
0%
o Q& 2
& ) 0 ©
Q @ @ 6 S
& & O .\Q} & 2 ® %0@ é\é“
Q? N N & & & & o
& & s O & NS N Q
> ) & 4 o QO
% Y N OO \(\Q
& K
$0 «{b
Have you ever taken TLI Do you have your AAE
Sales Training classes? Certification from TLI?
60% 80%
52.6% 70% 66.7%
50% 47.4% 60%
50%
40%
40%
30% 30% 27.8%
20%
20% 10% 5.6%
0 [
10% 0%
Yes | have enough No
credits but need
0% to take the
Yes exam.
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How often do you have formal sales meetings with your sales
team (select the closest answer)?
45%

42.1%

40%

35%

30%

26.3%

25%

21.1%

20%

15%

10%

5.3% 5.3%
0%
Weekly Twice per month Monthly Quarterly No formal sales

meetings

Do you have a formal (written) onboarding program for new
hires in the following departments?

mYes mNo = We have an informal program

60%
. 50.0%

50% 47.4% 47 4%
40% 36.8% 37.5%

31.6% 31.6% 31.6%
30%

21.1%
20%
12.5%
10%
0%
Sales Editorial Office / Accounting Graphics
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10 BENEFITS

OF SALES TRAINING

ales training has a proven
benefit to a company’s bottom
line. However, many business-
es are still hesitant to invest
in proper sales training. Choosing a
recommended sales trainer such as
Robert McKernan is a critical decision
for any company. The benefits of a
great sales program are indispensable
for the growth and culture of any
organization.

It can make a huge difference to
your company’s overall performance
in addition to improving the overall
well-being of your sales represen-
tatives. It can even inspire them
to grow and past their limits and
achieve new areas of success in their
lives. If you’re still wondering how
sales training can benefit your orga-
nization, here are 10 benefits your
business can gain from effective
sales training:

1. SALES TRAINING CAN
BOOST REVENUE

Improvements in the skills of your
sales force will without a doubt bring
in more revenue for your organiza-
tion. It would only make sense that
since revenue is what keeps your
company going, that you would want
everyone on your sales team to be
firing on all cylinders. Effective train-
ing will keep everyone sharp and on
their toes, directly impacting sales
and revenue.

2. SALES TRAINING CAN
IMPROVE PRODUCTIVITY

A steady regiment of proper and
effective sales training can give your
sales team the confidence to take care
of tasks and objectives without being
asked or told to. The benefits of sales
training can give the team clear and
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BY ROBERT MCKERNAN

defined steps and make them more
productive by motivating them to be
more efficient and effective.

3. SALES TRAINING CAN
HELP CLOSE BIGGER DEALS
Sales training can help your team
close deals more often or even reel in
bigger fish. Your sales force becomes
proficient at closing deals when sales

reps hone their skills and gain the
confidence to tackle more responsi-
bilities. Training can help instill best
practices that sales reps can fine tune
as they close more deals.

4. TRAINING CAN
STRENGTHEN YOUR
ORGANIZATION

Good sales training can bring the
team together for a win, but great
sales trainers turn teams into cham-
pions. The same is true for your
sales team. Think of a sales trainer
as a beacon of morale for your sales
representatives. Great sales train-
ing won’t just improve individual
performance but it can also instill a
sense of unity and teamwork within
your network of sales representa-
tives. There are a lot of moving parts
involved in closing a deal. Great sales
training can ensure that everything is
running like clockwork.

5. SALES TRAINING CAN
HELP BRING IN NEW
CLIENTS AND APPEASE
CURRENT ONES

While repeat business is likely
essential, it could get difficult to dig
your team out of a rut of not being
able to bring in new clients. Great
sales training has the added benefit
of inspiring and motivating sales rep-
resentatives to feel more comfortable
about taking risks which can lead to
big deals and clients.

Great sales training can also im-
prove your customer service which
can, in turn, appease your clients and
raise awareness about your business
through word-of-mouth.

6.TRAINING CAN IMPROVE
EMPLOYEE SATISFACTION

People appreciate being trained
because of the comfort of having
directions and clear instructions.
Training provides sales represen-
tatives with guidelines that could
potentially help them to be better at
their jobs, which in turn improves
satisfaction. You want your sales
representatives to enjoy their jobs.
Fulfillment comes through success.
Effective sales training can improve
employee satisfaction through a
sense of accomplishment.

‘ Sales representatives that develop and learn
from effective sales training learn how to think
better on their feet by improving their decision-
making skills. They are much more adept at
recognizing opportunities and capitalizing
on them which in turn can enrich their lives
in more ways than just closing a deal.
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7. SALES TRAINING CAN tives ideas and solutions to problems and importance of what your orga-
HELP IMPROVE EMPLOYEE by sales representatives, they will nization has to offer.
COMMUNICATION SKILLS also help to fine-tune these ideas

The benefits of sales training go with their rigorous questioning. 10. SALES TRAINING CAN
far beyond just increased revenue. The benefit of having a great sales HELP COMPANIES PROSPER
The challenges and obstacles one trainer is that they are great spring- THROUGH DIFFICULT TIMES
overcomes professionally are not un-  boards for adventurous ideas and Sales Training can help turn things
like many of the personal challenges  will also help sales representatives around when a company is an
we face every day. Sales represen- to achieve these ideas with realis- enduring adversity and uncertainty.
tatives that develop and learn from tic goals. Sales training benefits organizations
effective sales training learn how to of all sizes. The benefits of Sales
think better on their feet by improv- 9. TRAINING CAN IMPROVE training include: an increase in
ing their decision-making skills. UNDERSTANDING OF your organization’s overall business
They are much more adept at recog- PRODUCTS AND SERVICES performance, maintain and improve
nizing opportunities and capitalizing You can’t sell anything if you the morale of your sales represen-
on them which in turn can enrich don’t know everything there is to tatives, strengthen your employee’s
their lives in more ways than just know about your product or service. resolve and commitment to the
closing a deal. A good sales trainer will educate company, develop solid leaders by

sales representatives about the instilling confidence, and improve

8. TRAINING CAN products and services they are sell- the capacity of your team to adapt to
INSPIRE CREATIVITY ing. Sales trainers will ensure sales setbacks. W

Great sales trainers are masters representatives can speak about the
at listening and observing, that’s no most important highlights of their Original Article:
secret. A great sales trainer will not products and services so as to help bttps://robertmckernan.com/project/
only support the new and alterna- prospects understand the benefits 10-benefits-of-sales-training/
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‘ The only thing worse than training your
employees and having them leave...is not
training them and having them stay.

— Henry Ford

f you aren’t using the ACP

On Demand Training Center,

WHY NOT? YOU SHOULD BE!

Here’s why:

* PSU can increase your sales
by 40% or more in the next

12 months flat with this online

sales training and coaching

program!
* PSU has over 125 modules
of training totaling over 28
hours total of world class sales
training.
Training for salespeople at any
experience level.

e This training would normally
cost you $1500/month, but ACP
members can access this pro-
gram at NO CHARGE as a part of
your member benefits package!

e The training center also
includes over 8 hours of
INDUSTRY SPECIFIC training
from TLI for new hires or can
be used as a great refresher for
seasoned salespeople.

* On demand training designed to
fit within your schedule, 24/7.
Train at your own pace at a time
that is convenient for YOU!

* Help recruiting and retention —
Give your existing team and
potential new hires something
that will set you apart from
the competition. Studies show
that professional development
opportunities greatly increase
retention and help you attract
new employees.

Let ACP help take your sales team

to the next level. Take advantage
of this amazing member benefit
TODAY! What are you waiting for?

The past few years have been

hard on everyone. We understand
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that in many cases, it is no longer
feasible for publishers to bring their
sales team to the annual conference
or other in-person events for train-
ing. And virtual training sessions
don’t always fit within everyone’s
schedules. So, we decided to look
for ways that we could bring the
training to you! The ACP On De-
mand Training Center offers 24/7
training that can be completed on an
individual basis or in a group setting,
depending on your needs. It offers
both industry specific sales training
from The Leadership Institute (TLI)
as well as a world-class, general
sales training program for your team,
brought to you by Power Sales Uni-
versity, all in one place.

With this new platform, we are
now able to offer you over 125
interactive sales training modules
from the Power Sales University
platform. Regardless of prior experi-
ence or training, this program guides
you through every critical aspect of
sales methodology in a short, easily
digestible, and actionable way for
you to immediately implement in
the field, the techniques you learn. It
will also give you access to a series
of videos where the sales trainer has
recorded himself on real-world, live
sales calls and walks you through his
technique piece by piece.

The PSU material is designed with
flexibility in mind so you can either
have your sales team work individ-
ually at their own pace, or, if you
choose, it can be used for training in
a team setting, giving you the cues
to stop for discussion with your team
at certain points. This could come in
handy for those who conduct sales
meetings on a regular basis. You can

also assign training to specific users,
create teams in the platform, man-
age users and receive notifications
upon completion of assignments for
your staff if desired. These are just

a few examples of the wide range
of tools the new On Demand Train-
ing Center will offer. Another great
feature is that the PSU modules are
short — most of them are less than 20
minutes in length.

As for the TLI side, we have a
great training series for new hires or
salespeople who are just beginning
a sales training program. This is a
series of 8 classes with Rob Zarrilli,
our TLI Dean, which are very specif-
ic to the industry. They run through
the basics of the sales process, spe-
cifically relating to advertising sales.
These TLI training videos are a little
bit longer, averaging about an hour
each with a 10-question exam at the
end of each. As we work to broaden
our recorded material library, we
will soon have some other higher
level TLI classes available as well,
and we will continue to add to that
library over time. Our goal is to add
additional industry specific training
for a range of other departments
including graphics and editorial in
the future, as well.

Whether you’re using the TLI
training or the PSU training, you
will be sure to find something for
everyone. From the salesperson on
their first day in the field, to the
most seasoned sales professional,
no matter what level you are, you
will take something away from this
training.

We would like to take a moment
here to thank ACP Board Member
Joe Nicastro for bringing PSU to the



table. Having used the PSU train-
ing in the past, Joe was impressed
enough with the program that he
thought providing it to our mem-
bership would be a great benefit for
everyone and we certainly agree!

Over the past 10 months since we
launched, we’ve had several ACP
members take advantage of this new
opportunity. We asked a few of them
to share their overall opinion based
on experience, so here is what they
had to say:

“Power Sales University offers even
the most seasoned salespeople some
new phrases and techniques to use.
After watching the sessions in PSU,
both newer salespeople and older ones
Jfound common ground in discus-
sions about what was taught. It really
brings the whole team togetber.”

— Missy Traeger,
Star Publications

SALES TRAINING FEATURE

“I've been through an extensive
amount of training in 38+ years
at Kapp, but I am so excited about
this. I wish I would have bad the PSU
training modules when I first started.
While not industry specific, every-
thing I have viewed can be applied in
our industry. I often “rewind” the vid-
eo to bear a great point over again &
bave watched a few twice. And I can’t
say enough about Rob’s TLI courses.
I have always enjoyed TLI training.
This site is the best of both worlds.”
— Jane Quairoli,
Kapp Advertising Service

“Power sales is a good refresher for
anyone who interacts with clients.
I wholebeartedly agree with what
Jason says at the end of each session,
“the learning never stops!” Thank
you, ACP for providing this powerful
learning tool as a member benefit.”

- Lisa Miller, New Century Press

“They were excellent classes to
take and really belp build confi-
dence. They did a great job teaching
you the skills to use when trying
to sell.”

— Ronda Edwards,
Clearwater Progress

This benefit is included for all cur-
rent ACP members in good standing
at no cost to you, saving you thou-
sands of dollars a year. You have
nothing to lose and only increased
sales to gain! Contact the ACP office
at 877.203.2327 to get started today.
We also have a training video avail-
able on the ACP website to make it
as easy as possible to get started.

We are confident that if you com-
mit to giving the ACP On Demand
Training Center a try, it will be
well worth your time investment
and benefit you and your staff in
many ways. B

Deadline to enter: Friday, March 31

cassey@communitypublishers.com

DESIGN THE BACH OF THE
CONFERENCE T-SHIRT!

Send questions or design entries to Cassey Recore:

Your design must reference the 2023 Conference and
Trade Show in Charlotte. The conference logo does not
have to be used in the design. The shirt color will be black.
No more than 4 spot colors may be used.

LIFE IN THE FAST LANE

2523
CHARLOTTE
[ [ ]

WINNER RECEIVES A
FREE SHIRT

AND A

$100 AMEX

GIFT CARD!
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ADDITIONAL RESOURCES

G2 - Article

35 Sales Enablement Statistics That Will Blow Your Mind

This article offers solid statistical support for helping understand why sales enablement can
be critical to sales success.

Fit Small Business - Article

23 Sales Statistics You Need to Know

There is an enormous amount of information here that relate to what buyers are looking for
from salespeople. Covering areas all the way from sales enablement to sales training, if you
believe in numbers — this article is for you.

CloserIQ - Blog Article

7 Components of a Successful Sales Training Program
by James Meincke

Here are seven important components to consider when reviewing your sales training
program to make sure you are including all the critical skills.

GURU99 - Article

35 Best FREE LinkedlIn Learning Courses
with Certifications (2023)

by Amanda Henderson

Great list of Linkedin training that is available for FREE with convenient one-click access to
the actual courses.

GURU99 - Article

5 Best FREE Proofreading Courses Online

with Certificate (2023)
by Alyssa Walker

An excellent list of both free and paid options to make sure your content is presented
correctly. This skillset is one well worth developing with additional training.

22 | MARCH 2023

@
?ﬁﬁi?"g?‘f

: Pul)llsl} -:*- *-

@’**w;%@
,y‘” e
55 Publish ok

s 8 Bl
3"r'!s.
@ B

Qs

mﬁ’ e&wi {

@%i*’«;.% S510,
;ﬁgjﬁl‘ f&’:
34, I'n is %



ADDITIONAL RESOURCES

HSI - Blog Article

Best Practices for Training Employees
in Small Businesses

Although this article is written from a company focused on workplace safety, the practices are
applicable to many areas of employee training at small businesses everywhere.

Harvard Business Review - Article

Role Playing as a Sales Training Tool
By Larry J.B. Robinson

Although written some time ago, this article about training in a jewelry store offers some
great insights and advice on effective role playing in any sales environment.

Business Insider - Reviews

The 22 bhest online courses to learn Adobe Suite programs,
whether you're new to Photoshop or want to hecome an After Effects pro

Great review of training options for all Adobe Suite programs from a variety of sources.

Fit Small Business - Article

6 Best QuickBooks Training Courses for 2023

Excellent options for both free and fee based training related to the software that has a 66.1%
market share of accounting software.

Newest addition for your “Advertiser Help Page” Listings

Finances Online - Research Summary

26 Relevant Print Marketing Statistics: 2023 Ad Spending & Impact

If you are looking for solid statistics illustrating print is alive and well and still outperforming
other options in a number of ways — you are going to love digging through this treasure trove
of statistics.
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A WALK DOWN MEMORY LANE

NO INK TO DRY

few weeks past Lee Bor-
kowski and I met for lunch
as we both were past AFCP
President’s and enjoy rem-
iniscing about the association back
then, and its members. Somewhere in
the conversation she asked how and
when did my career in the shopper
business begin. After telling her my
story it was not too many days later
she called me and asked if I would
write my story and be willing to
share it. How do you say no to Lee?

Imagine if you will trying to recall
events and time lines from over 50
years ago! But in the end, my mem-
ory does accurately capture the time
and place of how some of us got into
this line of publishing and for a few
that had to get out. Here it is:

Late 1966 or early 67 a want ad in
the Sioux City Journal noted a shop-
per in western Iowa was for sale.
Upon inquiry, the paper, a shopper,
circulated in Onawa and several small
towns south with roughly 3,000 to
4,000 circulation. Called The Grape-
vine, it was owned for an unknown
period by the pastor of a small
church in South Sioux City, Nebraska.
Can you imagine?

After meeting with the pastor, my
wife and I made an offer and bought
the shopper for about $5,000. As-
sets consisted of the paper, sheet
fed press, box camera, strip printer
with half dozen strip negative fonts,

BY CRAIG TRONGAARD

graphic illustration books, receivables
and a jogger for the mail room. We
had no legal paperwork done, just a
check and hand shake.

We ran the shopper out of our
home in Sioux City for the first half
dozen issues. I pressed it on the
1250 Multilith sheet fed. It soon
became evident this single sheet
format was not going anywhere so
we quickly jobbed the printing out
to a web press printer in Vermil-
lion, South Dakota. For better part
of a year things were going well,
the paper looked great, expanded
the distribution and was being well
received by the advertisers and
readers. Business was growing! Then
on January 28th, 1968, the US Navy
Ship Pueblo was captured by the
North Koreans and taken into their
port. Shortly thereafter President
Lyndon Johnson called to active duty
several guard units of which the air
guard unit I belonged to in Sioux
City was one of them. I believe they
gave a few of us that had a business
a couple days to “what do I do now”
with the business.

During these couple days, a local
tv station interviewed me as to what
was I going to do with my business
now that I was recalled to active
duty? Being Mary and I were the only
employees and she was soon to have
our first child my response was sim-
ply, “I don’t know”.

The same night as that broadcast
John Holmes, owner of the Whiting
Newspaper called me to extend help
in any way he could while I was
gone. He offered to literally run the
shopper for us or was willing to buy
it if that was what I would prefer.

I had been thinking of having to

sell and had a price range based on
sales/profits and potential. After a
few minutes on the phone we agreed
to a price with terms. Those being 12
monthly payments at an interest rate
that was current at the time. He did
not want the press equipment and
said he would collect all the receiv-
ables at no cost, both current and
aged, and send a monthly check on
those collections. That was the extent
of our agreement. Neither one of us
ever brought up the need to having
papers drawn up, for us there was no
need to, our word was not negotiable
and it played out exactly as John pro-
posed. There was no ink to dry!

It made a lot of sense for John to
acquire the Grapevine whose distri-
bution was directly south of his area,
and the cross-selling potential was a
given. I saw John at one of our AFCP
meetings and we both spoke on
would that kind of verbal agreement
fly today? No.

PS. I often wished I would have
kept the strip printer and fonts. It was
unique and first generation in cold
type composition. R
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RISING STAR

NEVER STOP GROWING

‘ Never stop learning; for when we stop
learning we stop growing.
— Loyal Jack Hewman

n our everyday lives, we know learning a new skill

or hobby helps nurture our mind, boosts confidence,

and beats boredom-as a creative person myself, I have

recently been learning how to crochet (shout out to The
Woobles). But, have you thought about your business much
in the same sense?

The past two years of my position at Genesee Valley
Publications has been kind of unexpected... in a good way.
I started as a Graphic Designer five years ago, then we as
a company (and myself) had expanded into including our
own digital side of services. Now when someone asks what
I do for the company I simply say “all things digital” with
a bit of a chuckle because it truly is, if you have a digital
campaign idea, we will use our experience and resources
to get it done. I’'m not sure if five years ago we planned to
BY KARA IVISON — add social media ads for our customers, website and e-com-
ACP RISING STAR merce options on multiple platforms, and/or programmatic
display ads to our repertoire of services, but when you stop
learning, you stop growing.

Don’t get me wrong, it didn’t happen all at once and it
took a lot of training and learning about what these services
even looked like, the best way to go about implementing
them, teaching our ad consultants and more. For example,
when we added an option to ‘boost your print ad on Face-
book’ we had a large handful of customers add it. We post-
ed it to our page and then “boosted” it on Facebook. Not
only did this mean we were posting twenty plus times that
day (and Facebook frowns on that) the impressions/reach
results weren’t quite as high as we would have liked.

Fast forward to today, we know how to utilize the Face-
book Ads Manager to create ads for our customers with
their same print ad information that gives results in the
thousands of impressions and links back to their websites.
On a similar note, I can’t tell you how little I knew about
programmatic display ads before adding them to our ser-
vices and going through quite a few hours of training... and
I am sure I’'m not the only one within our company who
can say that. Even so, going over questions and trainings
once a month or so is essential to keep understanding about
all we can do and offer now.

Training plays a key part in what we do and how we con-
tinue to evolve and grow. Of course, new skills may seem
daunting to try to learn—or even figure out how to start-but
use any and all resources available, ask questions, and
sometimes you just have to give it a shot.

May you (and your business) never stop growing. B
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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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‘ Chance favors
the prepared mind.
— Louis Pasteur

BY JIM BUSCH

came across this quote when I was a young
man trying to figure out how to make my way
through life. I adopted it as my personal motto
and spent a good bit of my life trying to live up
to it. Chance or luck is a very polarizing concept.
Some believe luck is a myth while others believe
that it determines one’s success in life. Studies have
found that successful people minimize the impact
of luck on their life, they prefer to take credit for
what they’ve accomplished. Less successful people
believe that “some people have all the luck!” They
believe that some mysterious force decides who
becomes successful, and who fails to make the
grade. That the universe favors some individuals
and punishes others. Scientists looking into the
phenomenon have discovered that there is indeed
some magic involved in whether a person is lucky,
or not. The magic doesn’t exist in the ether, or the
spirit world, but rather in the brains, and hearts of
“lucky” people. The researchers found that the same
opportunities are presented to both “lucky,” and
“unlucky” people, the difference is that people who
expect to find opportunities, grab onto them, while
the people who believe they are destined to fail,
pass them by. Another thing that distinguishes the
fortunate from the unfortunate is that the “lucky”
people prepare themselves for the opportunities
they expect to find. They are constantly trying to
expand their knowledge, and polish their skills.
“Lucky” salespeople read books, and blogs that
make them better at their job. They study human
psychology and take every available training class
so that they will have the skills needed to exploit
every opportunity to win new customers that arises.
This training makes them more confident in their
abilities, and more inclined to seek out additional
opportunities, believing they will be able to close a
sale. This creates a growth cycle where the “lucky”
people, become “luckier” with every book they
read, and every class they take. The combination
of a positive outlook, and, in Pasteur’s words, a
prepared mind, makes a salesperson unstoppable.
While their “unlucky” peers decide that training is
a waste of time because customers “aren’t going to
buy from me anyways,” those lucky stiffs, “who get
all the breaks,” are busy prospecting and training to
turn opportunities into sales. Luck really does love
a prepared mind! ®
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BY JOHN FOUST
GREENSBORO, NC

AD-LIBS

A SALES PRINCIPLE
THAT BEARS REPEATING

arl is a marketing manager
who has been on the receiv-
ing end of hundreds of me-
dia presentations. He knows
a thing or two about effective sales
techniques. “Most of the time, I'm the
point person to gather information
about advertising options,” he said.
“I frequently need to pass informa-
tion along to others in the company.
Usually there’s a written proposal, but
that doesn’t tell the whole story.

“To make fair decisions, I need to
share the key points I hear,” he ex-
plained. “It’s important for sales peo-
ple to provide me with solid, repeat-
able product information. The best
presentations make those printed
proposals come to life.”

Be repeatable. That’s a strong
recommendation from Carl. Here are
some ways to accomplish that in a
sales presentation:

1. KEEP IT SIMPLE. This is the
first rule for just about every type of
communication, because we are bom-
barded with more messages than ever
before. The simple messages have
sticking power, while the complicated
ones get lost in the crowd.

I'm reminded of the Telephone
Game, an old school child’s game
which demonstrates how a message
can change as it is relayed to oth-
ers. People sit or stand in a line or
circle. The first person whispers a
phrase to the second person, who
whispers it to the third. And so it
goes, until the last person announc-
es the message as he or she heard
it. Unless it is simple, the ending
message usually bears only a faint
resemblance to the initial words.

To make things clear and repeat-
able, eliminate technical terminolo-
gy and use language that is easy to
understand.

2. MAKE IT VISUAL. We think in
pictures. That’s why it’s natural for us to
have a better memory for visual images
than for words. The more vivid the im-
age, the easier it is to repeat to others.

A sales person once told me about
using a Venn diagram in a presentation.
She drew three overlapping circles on
her legal pad. One circle represented
the print edition of her newspaper, one
represented their online product and one
represented other media being used by
the advertiser. The segment where all
three overlapped indicated those times
when all three had to be carefully coor-
dinated to work together. It was a clear
visual image which gave the advertiser a
repeatable sales point.

3. MAKE IT PERSONAL. Cookie-
cutter presentations are a waste of time
for everyone — especially prospects.

Of course, there are standard things which
should be included in every presentation,
but each one must have a stamp of
individuality. A presentation should be
about the prospect and no one else.

A person’s favorite topic of conversation
is himself or herself. And a decision mak-
er’s favorite topic is the decision. To make
a presentation personal, show the other
person — and his or her company — how
they can benefit from the ideas you are
proposing. Talk about results from their
unique point of view.

Without a doubt, if you create repeat-
able sales points, you’ll increase your
chances of making that big sale. B

(c) Copyright 2023 by Jobn Foust.

All rights reserved.

Jobn Foust bas conducted training
programs for thousands of newspaper
advertising professionals. Many ad de-
partments are using bis training videos
to save time and get quick results from
in-bouse training. Email for information:
Jjobn@jobnfoust.com
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The Basics..

. forming an essential foun- :

dation. Understanding the fundamental :

principles of a skill, in this case, design.
This will be a bit “wordy,” but since our
world is very visual, we need to learn how

to develop skills to maintain unity, com- :
. designer to choose type wisely.

: Letterspace and Wordspace

prehension and perception.

Readability and Legibility

butes that are always a part of any design :

integral part of your design process.

we achieve—the ease in reading text.

given typeface.

the information that we present. The cor-
rect typeface and its use can make a huge
difference in creating clear and effective

advertising. Since this is something that :

hanrahan.In@att.net ©03/2023

All-cap samples at the bottom of the first
column can be tiring for readers and can
also limit the reading speed.

Lowercase letters are much easier to
recognize because their shape is more dis-
tinctive, and it's the responsibility of the

Readability and legibility are type attri- : Letterspace simply refers to the amount of

space between each letter. There should

consideration. They will eventually be an : Pe enough space to allow for individual let-

: ter, or character recognition. Letterspacing

we can control, we should be aware of its :

impact. The following are key components :
P J 4 b . change the space between letters. Most

regarding readability and legibility.

words, rather than concentrating on every :
single word in the sentence. Readability :
< AWAY VACATION Truck Vacuum Water

takes into account a number of factors,
but our primary concern is the use of type

: AWAY VACATION

in our advertising and other communica- :

tions. Because the designer can control the : first line are mechanically correct, but sep-

readability of the information presented, it :

is a choice that every designer needs to -

The following factors can make an :

impact on the readability of our printed @ ¢ |attars results in letterspacing that

information, therefore it is wise to become *

familiar with the following functions:

Readability:

Uppercase & Lowercase

Uppercase letter, or “caps” don't really :
have a distinctive look—most of the letters :
have a square shape to them—making it -

characteristics. Check out the following:

COMES FROM THE FACT THAT ALL THE :

CHARACTERS HAVE A “SAMENESS”

HAVE THE SAME SHAPE.

HAVE EVEN MORE TROUBLE IN TRYING

I MARCH 2023

more difficult to recognize their individual isolating words. : :
: between these words and lines of : acters any more than necessary and try

DIFFICULTY IN READING THIS TEXT ° type distract eye movement? The large

. form

Readability is the “comfort level” that : should be neither too tight nor too loose.

: Forexample, thetext youarereadingnowiscom-

Legibility refers to the clarity of the posed of lettersthatare spaced too close together.

individual characters and relies on the ¢ -
specificand inherent characteristics ofany : al characteristics of each letter.

Itagain becomes hardertorecognize theindividu-

On the other hand, you can also

As designers, we have total control : have Jetterspacing that is too

over both the readability and Ieglbllltyof:to determine where the words

loose, again making it difficult

themselves end. Too much space
between the letters is just as diffi-
cult to read as letters that are too
close together.

There will be times when you want to

When we read, we read in groupings of often this will occur when you run into

words where optical spacing is better.
Take a look...

Truck Vacuum Water
The space between the letters on the

arate some parts of the word too greatly.

< Optical or visual spacing now determines

make so information is easy tounderstand. : 5 the word reads

Removing space between certain pairs

appears more consistent throughout the
entire word. Letters were “tucked” or more

correctly, “kerned,” to achieve the correct : letter shapes. The dominant shapes can

visual spacing.

Wordspacing is the space between I ca|, curved, a combination of vertical

words.
creates

Too much wordspacing
reading problems
See how “gaps

“rivers,”

Point Size: Type is measured in point
IN A SANS SERIF TYPEFACE, WE MAY :
: points or larger is traditionally considered
TO DISTINGUISH THE INDIVIDUAL :
CHARACTERISTICS THAT USUALLY ALLOW :
USTO “SKIM"THROUGH THE INFORMATION. Ing on the particular typeface.

sizes and can be adjusted. Type that is 18

display type, while type that's smaller is
text type, but again, that can vary depend-

Reverse Tgpe: White type on a black
background presents its own problems
when the type is too small or has thick and
thin serifs. This can slow readability signifi-
cantly, especially on newsprint.

Line Length & Line Space: Most
readers scan the words on a page. The
most comfortable grouping is three to
four words that are “seen” at one time, so
it is necessary to be aware of the column
width and the point size of the type. These
two factors work hand in hand. Narrow
columns require smaller point sizes, while
larger columns can accommodate larger
point sizes in type. The rule of thumb used
to determine line length was 1%2-2 times
the point size. Still a good guideline today.

Linespace, or “leading” (pronounced
ledding), refers to the amount of space
between the lines of type and is measured
from baseline to baseline.

Leading is dependent upon such fac-
tors as the typeface and the x-height of
lowercase letters.

Type Alignment: You can arrange
type in a number of ways: Flush left or
left aligned; Flush right or right aligned;
Justified (type is flush on both right and
Ieft) and Centered.

QIblllt y Type Welaht' Type
ilies come in various weights—Light,
Roman Book, Bold, Ultra, etc. Typefaces
that are very bold or very light tend to rate
low on the legibility scale. “Grunge” type-
faces or “decorative” typefaces need to be
used with a discerning eye. They become
very difficult to read. If you aren't sure of
mixing type, select a typeface that offers a
number of different weights.

Tgpe Shape: Each character has a
unique shape and we can recognize those

. be divided into four categories—verti-

. and curved and oblique. Condensed and

by :

" e

expanded typefaces can make reading

. more difficult—try not to distort the char-

. to find a condensed typeface rather than

spaces that occur between these words : condensing your own. The integrity of the

most often occurring in : character may be lost.
WE ARE TRYING TO RECOGNIZE : ?c’)’freectthifr? J;it;f'ggfhere are ways to :
WORDS WITH OTHER LETTERS THAT : gular spacing.

: Serif and Sans-Serif: Serif typefaces

: appear to have little “feet” or strokes as
. part of the main vertical or diagonal stem.

: Sans, which means “without,”

refers to

. type without serifs. The best way to deter-
¢ mine which is the most appropriate type-
. face to use is practical application, past
: experience and your audience.
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ADVERTISING SERVICES & SOLUTIONS
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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
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Community Publications Business and Service Directory

YOUR LISTING HERE

This Space Available

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

o QoS

ADVERTISING
DISTRIBUTION SERVICES

Formerly the NANI and CADNET Networks

Z.
Z

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
/Ma/&/‘@d )

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 Printersco $
‘The Official Printer of the Denver Broncos
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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World-class sales training curriculum that trains salespeople of all
levels to master the art and science of sales.

No matter what your publication’s size or product mix, this sales
training will increase gross sales.

Curriculum includes interactive sales training modules whether
you sell over the phone, face-to-face or both.

Training on the fundamentals, the nuts and bolts of how to close
from A-to-Z.

TRAINING CENTER

A MEMBER BENEFIT OF THE ASSOCIATION OF COMMUNITY PUBLISHERS
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Cicero, NY 13039-8638

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.

v
",' TRADE SHOW PRBTIERS ,"',};

APUBLICATIONS ULTIMATE PIT CREW

S6S MAmgraal Cummings

INNOVATION. LONGEVITY. SERVICE.

Qodcelleron’r

M=TROQO,

CREATIVE GRAPHICS, INC.

LEGAL : vy Spring
NOTICE -
SERVICE

GlobalHD

v | MIRABEL
TECHNOLOGIES
The Next Generation of Automation I:l V-, /
| ASKCRM
. tools to streamline media selling
cncu o SM[O[D

Greative Circl Publich COUNCIL

LIFE IN THE FAST LANE
/|

2623
CHARLOTTE

./ /|
CONFERENCE & TAADE SHOW

mAavY 11-12, 2023 0 | ’

</ ADROITSQUARE

HILTAGHAREATTE UAIVERSITH FLAGE JUST A SAMPLING OF OUR COMMITTED PIT CREW




