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AUDIT PROMOTION CHECKLIST

All of the services listed below are FREE promotions included with your audit.

When your audit is complete the most important part of your audit
process begins! To get the biggest return on your investment, make
sure you promote your audit. It’s easy, and it’s free. Use this checklist to
increase revenue today!

Need Posters?
CVC’s “power” poster is free and looks great

in offices, conference rooms and training ar-

eas. Make sure your office visitors know about

V] DISPLAY THE CVC LOGO - After your printed audit report has
been issued, you can run the CVC logo in your publication, rate
card and media kit. Call CVC for more logo promotion ideas.

the power of
your CVC audit.
Order your free
poster today by
calling (800)
262-6392.

(VI GET CONFERENCE CALL TRAINING - Call (800) 262-6392 to
schedule training on your CVC audit report and readership
study. Training sessions take 30 minutes, and can be scheduled

during regular weekly sales meetings.

LET US SEND A LOCAL AUDIT PROMOTION - Send CVC 10 pre-
addressed mailing labels for potential new advertisers in your area.
CVC will personalize an audit promotion letter for your publication and
send each advertiser a copy of your report. After completing confer-
ence call training your sales staff should follow up with the recipients
of the letter.

NATIONAL AUDIT PROMOTION - CVC automatically releases your audit
to Standard Rate and Data Service, and hundreds of national media
buyers. Make sure you review your SRDS listing regularly and contact
national advertisers in your area regularly. Call CVC for more informa-
tion on national & regional media contacts.

REGIONAL AUDIT PROMOTION - CVC maintains a database of more
than 5,000 advertising agencies nationwide. Use the advertising
agency marketing plan in the CVC Sales Handbook to develop profit-
able relationships with local ad agencies.

CREATE IN-HOUSE AUDIT PROMOTION ADS — www.cvcaudit.com
shows examples of hundreds of promotional ads run by other pub-
lishers. Make sure area businesses know why your readers are their
potential customers.

If your audit is sponsored by IFPA, MFCP, WCP, CPIl, MACPA, FCPNY, CPNE,
GCPM, SAPA, CPF, or PNAWAN you can have additional publications you own
audited at association rates. Save thousands of dollars and call today for your

Higher standard

* CVC audits are available at no-cost to most

* Need a map? CVC offers additional custom
* Own other publications? CVC extends
* CVC audits paid and non-paid print media

* Audit reports include comprehensive

Call today for more information
800.262.6392.

Better results.

state, regional, and IFPA qualified
members. Publcations can also fund their
own audits and readership studies at

affordable rates.

‘mapping services for publishers and
advertisers

group discounts to publishers with
multiple titles.

including newspapers, magazines,
shoppers, and niche publications.

readership studies and cover printing,
distribution, and circulation verification.

www.cvcaudit.com

FREE
NADA
ZIP
ZILCH
GRATIS

no-obligation quote.

A\t

COMPLIMENTARY

All of these audit promotions are
included in the cost of your audit.
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BOB MUNN &
President F

BRIAN RUSHING
Vice President

The Weekly Want Ads
6160 W. Park Ave.

Houma, LA 70364

(985) 868-7515

Fax (985) 873-9009 ©
brian@weeklywantads.com
term expires September
2015

1 Memminger Ave.
Wheeling, W. VA 26003
(304) 639-8810 !

Fax (304) 845-4312
bobmunn@mac.com
term expires Septemober
15

MARK HELMER
Director of Finance

DAN BUENDO
Director

Helmer Printing &

N. 6356 740th St. |
Beldenville, WI 54003 |
(715) 273-4601

Fax (715) 273-4769
mark@helmerprinting.com Dan@TheReminder.com
term expires September term expires September
2017 2017

Reminder Publications [&
280 N. Main St. |
E. Longmeadow, MA 01028
(413) 525-6661
Fax (413) 525-5882

DOUG FABIAN
Director

KATIE THOMAS
Director

Exchange, Inc. |
P.O.Box 490 |
Fayetteville, TN

(931) 433-9737

Fax (931) 433-0053
katie@exchange-inc.com *

Reminder Publications
280 N. Main St.

E. Longmeadow, MA 01028
(413) 525-6661, ext. 144
doug@thereminder.com
term expires September

2015 term expires September
2015
RENA REISER JANE MEANS
Director Director

New Mexico Market Place K Advertisi
PO Box 92800 app P,ngo;sé'A',%
Albuquerque NM 87199 Lebanon, PA 17042

(505) 888-0500 Ext 102
Fax (505) 888-1078
rena@nmmarketplace.com
term expires Septenger
15

(717) 273-8127 |
jane@themerchandiser.com
term expires September
2017

EILEEN CURLEY
Sergeant-at-Arms

DEBORAH PHILLIPS §
Immediate Past President \

The World 'm

403 US Rt. 302 Berlin
Barre, VT 05641
(802) 479-2582

Fax (802) 479-7916

The Shopper

924 E. 162 St.

South Holland, IL 60473
(708) 271-8957

Fax (708) 333-9630

dphillips@vt-world.com general@myshopper.biz
term expires September term expires September
2015 2015

DOUGLAS FRY [NE(ONNS
Executive Director " 3

DANIELLE BURNETT
Assistant Director

CADNET

13157 Avocet Street NW
Coon Rapids, MN 55448
(866) 224-8151

Fax (866) 864-2051
danielleburnett-ifpa@live.com

Headquarters
104 Westland Drive &8
Columbia, TN 38401 :
(931) 922-4171 e
Fax (888) 450-8329 Q
douglas@ifpa.com @
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“..it can be independence
forever for those who value it
sufficiently... if they give their
allegiance to an association
such as this one, they will be
dedicated to keeping the spirit
alive, and they will be doing it
by helping each other.”

- Victor R. Jose
IFPA Founding Conference
September 20, 1980

The Independent
Publisher

Published monthly for the benefit
of members by Independent Free
Newspapers of America®

Publisher
Bob Munn, President

Federal Collective Membership
Registration No. 1,561,653

Managing Editor
Douglas Fry
e-mail: douglas@ifpa.com

DEADLINES: The next issue of The Independent
Publisher will be published Spetember 15,
2015. Deadline for all copy is August 15, 2015.
Copy will be accepted on a space-available
basis and the publisher reserves the right to
edit or reject any material.

Advertising, Editorial & Production
The Independent Publisher (IFPA)
104 Westland Drive
Columbia, TN 38401
(931)922-4171

©2015 by Independent Free Papers of America”. All rights
reserved. Reproduction in whole or part without written
permission is prohibited.

The cover photo is of Val Stokes, Jane
Means, Randy Miller, and Robert S. Kapp
(seated).

VERIFICATION
COUNCIL

@ PaperChain

Media’s Missing Link:
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By Bob Munn

IFPA’s greatest strength is its members.

The more experiences, successes and
challenges we share, the stronger and
more vibrant the IFPA community be-
comes. To continue building on that
foundation, your Board of Directors
sought new channels for members to
interact and learn more about each
other and our operations.

For example, the rebooted Member
Profile feature in TIP each month.
We’ll take an inside look at one of our
member operations to get an idea of
their history, their unique challenges
and what each of us can learn from
other members’ journeys.

Each month’s Member Profile will be
as unique as the individual operations
themselves. Last month, we saw a dif-
ferent side of veteran publisher Dwight
Bitikofer. From the beginning of his
publishing journey, when he juggled
the roles of part time college student,
taxi driver and dispatcher, he built a
venerable weekly newspaper in the
suburbs of St. Louis.

This month, we catch Valerie Stokes,
CEO of Kapp Advertising Service in
Lebanon, PA. We find her a few
months in advance of her retirement
from a career that saw her grow
from display sales person to CEO of
one of the largest independently
owned, carrier delivered publication
groups in North America. Her per-
spective is unique, timely, instruc-

Building
On IFPA’s
Strengths

tive and suggests that things may not
have changed as much as we like to
believe they have.

In future weeks, IFPA Member Profiles
will offer insight into unique aspects of
our member’s operations as well as the
common interests that hold us together.

Beginning this month, in fact, to the
right of this column, we initiate the
IFPA Book Club. We all have books
that have been meaningful in our lives
and careers. This is our opportunity to
share them with our peers. Jane Means
kicks us off this month, but this is an
IFPA feature that each of you can par-
ticipate in, and we look forward to
your review of books you’ve found
vital to your career.

“Which of the books on
your shelves have insight
and wisdom to offer your
colleagues in Community
Publishing? You could be
the next featured member
of the IFPA Book Club.”

And finally, be watching your e-mail
inbox for the first installment of Pub-
lisher’s Desktop in which we share arti-
cles of interest as we navigate the future
of the Community Publishing Industry,
which is looking pretty bright right now.

L =~ M5
o - e
1
- BB
I'ﬁ |
"Bk

IFPlA;Book Club

Title: Emotional Intelligence
For Sales Success

Author: Colleen Stanley
Date of Publication: 2013
Reviewed By: Jane Means

How would you describe this book’s message?
Empowering! It clearly paths logical sell-
ing strategies and how and why clients
buy. This book spells out action plans for
improving a) your emotional intelligence,
b) your ability to influence, c) your
prospecting results, d) your likability, e)
the way you manage expectations, f) your
questioning skills, g) your ability to reach
decision makers, and h) your ability to get
paid what you are worth.

What will be your lasting impression of
the subject? A “must read” (we bought
CDs too; so read or listen to) for entire
sales team.

Please share a quote or two from the book:
“So what are you waiting for? There are
prospects who need your services. Today
is the day to let them know how you and
your company can be of service.”

Why would you recommend it to others?
This is a great training tool for newer sales
reps and sales managers. It is also a strong
jogger for the
veteran sales
staffers. The
last couple of
chapters re-
mind us how
our corporate
culture could
be set up for

EMOTIONAL
INTELLIGENCE

. YN

SALES

SUCCESss

success and %
how to de- Colleen Stante,
velop lead- e e g e e
ers. It’s

fresh; it’s informational; it’s edu-
cational and it’s motivating!
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The Merchandiser Credits
Success To Values Taught
By Robert Kapp

Robert Kapp created Kapp Advertising
Service on a foundation of service to
its customers.

In 1950, the 24 year old World War
II navy veteran followed his service
on the aircraft carrier Wasp with a
short stint as an appliance salesman.
He enjoyed the selling, but didn’t care
for the idea of waiting for customers
to come to him. In search of a more
proactive outlet for his salesmanship,
he purchased a small local publication
and set upon a mission to help his
customers’ businesses grow.

65 years later, that foundation is
the bedrock for one of the largest
independently ~ owned, carrier
delivered publication groups in North
America.

The Merchandiser, as its known
today, grew from its origin as the 2500
circulation Myerstown Advertiser
to become a home delivered free
community newspaper published in
eleven different editions, reaching
over 288,000 homes, serving 6
counties in Pennsylvania and two in
northern Maryland.

Kapp Advertising Service supplements
its flagship product with a monthly
parenting publication About
Families, delivered in 2 counties in
PA; a bi-monthly senior publication
and several seasonal niche pieces
including Bridal, Football, Racing and
Recreation and Fun Guides.

They complement those print

The 1958 Officers and Directors of NAAP pose fol-
lowing their first Board meeting at the close of the
Detroit convention. They are, SEATED, from left
Mrs, Lucy Clair, of Allegan, Mich,; Mrs. Rose Ehle,
secretary~treasurer, of Evansville, Wis.; and S, T,
Barkman, executive secretary, of Berlin, Wis.

STANDING, left to right, Del Kistler, 1959 pres-
ident-elect, of Harvard, Ill.; J. Lynn Leet, of Mt.
Pleasant, Mich.; Robert S, Kapp, of Myerstown,
Pa.; L.U. Tollefson, president, of Luverne, Minn.;
Mark Skeffington, of Westbrook, Conn.; A.K. Fox,
of Des Moines; Victor Green, vice-president of
Pekin, Ind.; and Cyril Van Hise, of Pierre, S. Dak.

products with a digital portfolio
including web advertising, web
design and hosting. Finally, they’ve
also recently opened new vistas by
offering an extensive line of specialty
products to their customers.

Ask CEO Valerie Stokes their secret
to this enviable record of progressive
growth, and the IFPA past president
points to two precepts that Mr. Kapp
maintained from the very beginning.

“At the heart of the organization
from day one,” she recalled, “Was Mr.
Kapp’s commitment to service and
industry education.” She remembers
him personally setting the tone of
expectations for new employees by
pointing out that the company name
was Kapp Advertising SERVICE
making the emphasis on service to
the customer clear from the very
beginning.

At the same time, this visionary was
acutely aware that he could best
realize his ambition by building an

by
Bob Munn

equally  vibrant |
peer group of like ¥
minded publishers %€
across the country.
Consequently,
the young
organization
looked beyond its
local horizons to become instrumental
in the fledgling PAAP, which later
became MACPA as well as NAAP,
which begat AFCP and of course IFPA.

“Mr. Kapp neverlookedatinvolvement
in industry groups as an expense,”
Stokes recalls, “Our memberships
are investments, and ones on which
we always enjoy a healthy return.”
That’s why you will always see our
company’s  representatives  eager
to serve and contribute to these
organizations so we can continue to
rub elbows with and learn from our
industry leaders.”

Warming to the subject, she continued.

“Whether our people are involved in
continued on page next 2 pages
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general meetings or taking leadership
responsibilities on the boards of
directors, they always find themselves
sitting with the top people in this
industry. We have the opportunity to
hear, confide, learn...and then come
home and implement. I can’t imagine
doing what we’ve done here without
those resources.”

A look at the record confirms that
Kapp Advertising Service walks that
walk as an active force throughout
industry associations. CEO Valerie
Stokes, is a past President of IFPA
and has chaired the IFPA Bob Wright
Memorial ~ Scholarship  selection
committee for several years. Randy
Miller, General Sales Manager is a
current board member of AFCP and
a past President of MACPA. Jane
Means, General Manager, who will be
replacing Stokes when she retires in
January 2016, is a current [FPA board
member and will be stepping into the
Vice-President position on the Board
in September. Each following in the
footsteps of Robert Kapp who was
instrumental in both PAAP and NAAP.

Asked for an example of Kapp’s
commitment to industry networking
paying dividends, Stokes smiled and

pointed to Jane Means who
will succeed her as CEO in
a few months. “When I first
heard Jane speak at IFPA, I
was blown away. I knew
she was someone special,
and we’ve been friends for
years. | don’t think either of [
us ever thought we would
ever work together or it &
would work out this way,
but the dividends for Kapp
Advertising Service have
been incredible.”

That's a great story, but how about
something our readers are more likely
to relate to¢

She continued, “Over the vyears,
so much of what we bring home
has  become interwoven into
this organization’s success to the
point that we probably take it for
granted. For example, our Summer
Sweepstakes which has been integral
to our long term success was inspired
by Blain Fowler of the Camrose
Booster. So many other things we do
were inspired by long forgotten Three
Minute Idea Exchanges or informal
conversations.”

Robert Kapp founder of Kapp Advertising

Service, and his wife Helga

At this point, Jane Means suggested
that we just discuss three of their
most recent endeavors. Jane explained
those initiatives in detail.

KAPP SELECT SITES

“A few years ago, in the IFPA Exhibit
Hall we found Justin Gerena of
Site Swan, who empowered us to
begin producing web sites for those
customers. We expanded our value to
local businesses with a single white
label solution that we found through
the IFPA network.”

SPECIALTY PRODUCTS

“This idea came from a Publishers’
Summit, and has become our version

ROCK SOLID TRANSACTION

— : 5

MARANA{INEWS.

Kinderpartrur places 2nd st chess championahip  haancy
Faze abcadd
ot barv e
ot ]

-':'L:

adip "emmtin View IS feacher sarms préstighens smard
———————

[ ——

TUCSON WEST
PUBLISHING, INC.

Tucson, Arizona

ribb-Green

Phope406-579

cribb.com

2925

Cribb, Greene & Associates is pleased to
congratulate Tucson West on the sale of the
Marana News, Foothills News, Desert Times
and related websites to 10/13 Communications.

BROKERAGE * APPRAISAL - CONSULTING - SINCE 1923
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of ‘Would you like fries with thate’
We found new affiliations that enable
us to offer our customers over 900,000
items that they would be buying from
someone else. Branded items from
calendars and pens to cups and high
end golf shirts. It’s a natural fit for our
existing sales team.”

PAID OBITUARIES

“This was another idea from the
Publisher’s Summit. For twenty
years, we published very abbreviated
death notices in our communities
as a free service to our readers. Any
greater depth would have entailed
unmanageable costs for a publication
of our reach. When we saw what our
peers in other markets were doing, it
emboldened us to offer the option for
expanded space at a price to tell the
stories of their loved one’s journey
through life. It is a Win/Win for
everyone,” Jane explained.

Valerie referred questions about our
industry’s future and the challenges it
faces to Jane Means, Kapp’s CEO in
waiting.

“Here, as well as throughout the
continent, 1 believe our biggest
challenge is to clarify the perception
of the newspaper industry. It’s clear
that metros and daily conglomerates
have extreme declines in readership.”

“We don’t,” said Jane authoritatively.

“Ourentire sales team is getting in front
of local chambers, civic organizations
and as many business decision makers
as possible to tell the story of Free
Community Newspapers. Our print
products are the most powerful and
cost-effective method to reach our
communities, period.”

Jane concluded with, “Digital is a fun
(and frustrating) shiny toy but print is
what works best for local businesses;
thus, it is where we will continue
to focus our efforts and enjoy the
successes!”

Valerie Stokes is walking down the
back nine of her career with a well-
deserved retirement in sight. Her story
is growing from display salesperson
to CEO of one this industry’s most
venerable companies. She has led
IFPA as President and run the table

on every award it can present to
a member. It seemed appropriate
to close by asking about the most
significant changes she has seen over
the years. Her response, true to form,
was thoughtful and unique.

“T don’t know that anything
important has changed dramatically.
We've always had competition,
and we've always grown to adapt.”
She continues, “We learned to
compete at a higher level when
we adopted circulation audits and
began selling with readership data.
Our niche publications grew out
of recognition that readers and
advertisers occasionally wanted more
specific content. The same with the
more recent services we've begun
delivering. It’s a continuing story of
evolving and competing.

“In the end,” she summarized,
“It all comes down to looking for
opportunities and products where the
customer benefits.”

They don’t call it Kapp Advertising
Service for nothing. |

AMERICA'S #1 BROKER s rews continuous service

Midwest/Plains:
Lower Midwest/National
West Coast/Mtn States

IT’S LIKE HAVING A BROKER
ON YOUR FRONT PORCH.

All of our associates handle specific geographies. We're on the front lines
closely monitoring activity in your region, tracking trends, who's buying, who's
selling, markets that are hot, and markets that are not.

New England/Mid-Atlantic: John Szefc (845) 291-7367
East/Southeast: Dave Slavin (973) 729-7299
South/Southwest: Lewis Floyd (850) 532-9466
Southwest/West Dennis Winskowski (218) 849-7807

Julie Bergman (218) 230-8943
Peter Neill (734) 891-3008
Ken Amundson (970) 215-3060

W.B.

Grimes
& Company

Corporate Offices:
24212 Muscari Court
Gaithersburg, MD 20882
(301) 253-5016

Est. 1959
Larry Grimes, President
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Graphic Hooks

U&le (Upper and lower case) was a publi- : a sampling of the uses throughout this :

cation from the International Typeface
Corporation devoted to type—usage
and design—and ceased print publica-
tion in the fall of 1999.

| wrote this article for the August 2001

TIP and | thought Id revisit the site and : Contrast and Boldface

information on it. Well, there’s a bit of :

a change (what, 14-years later and | : Remember contrast? | believe | discuss

. article as well. For ease in readability, try

: to use the same weight, but if it’s con- :
. trast you want, don’t wimp out, pair a :

: bookface with a boldface instead of a
: semibold or medium typeface.

expected sites not to change?). Itis no :

longer www.itcfonts.com, and there’s :

no link to U&Ic Online.

That being said, www.fonts.com is :

a good site that has a great Learning :
link that will help you with better under- :
standing of the world of typography, :
along with explanations and articles of :

font usage, fonts for sale and free fonts. :
There are still a few U&Ic articles that @

come up, but you can get this informa- :
tion at blog.fonts.com with a direct :

link to U&Ic and numerous articles from : .
: first sentence actually demonstrates a

. contrast. The other offers less contrast

experts in the field (this site is associ-
ated with fonts.com).
The information | talked about in 2001

was Emphasis: ltalics and Boldface, an : > :
. of attention to an area. If you are trying

article by llene Strizver,—a typographic

consultant, designer and writer special- :
izing in all aspects of typographic com- :
munication—explains how boldface and :

italics are two common techniques for :

lending emphasis to text (I could not :
find this particular article, but the impor- :
: sparingly within your text because it :
: does create a rather harsh visual inter-
. ruption, which can, (repeat after me)
: “impede readability.”

tant part is here.).

ltalics and Obliques

Strizver states, “Italics are usually quite

distinct from their companion romans; :

: Avoid bold and italic “styles”

they may have different design features

and character widths, and often appear :
: we encounter when working with digital
: files from outside of our “jurisdiction”
: s0 to speak, is the use of the computer
: generated “style.” In other words, the
- use of bold and italics for emphasis that
. are created from the style menu and not
: from the typeface menu.

states “Both obliques and italics are :

more calligraphic in style.” These angled
typefaces are designed specifically to
complement the roman version.

An oblique typeface is a slanted ver-
sion of the roman or “straight up and
down” version but offers less contrast.
Strizver puts it succinctly when she

used for emphasis in roman body text....

While italics speak softly, obliques whis- @

per.”
Use either of these two typefaces

out making a major change in the “color”

the titles of books, newspapers, movies,
publications, as well as foreign phrases

: back then because we found the use of :

it every month...

Contrast is a device that works with
all the design elements... and is a most
effective way to create visual interest

by
Ellen
Hanrahan

\

typography for emphasis
typography for emphasis
: typography for emphasis

. ITC Syndor Medium is the first example
. and ITC Syndor Medium ltalic is the sec-
. ond example. The third example is again
« ITC Syndor Medium—this time | used the
. italic from the computer’s style menu. All
. this does is to put a ‘pseudo’ slant on the
. letters. The actual drawn italic typeface
. has letter forms that fit together more
uniformly and elegantly.

and to help in organizing information by :

providing a focal point. Whatever stands :

out the most gets noticed.

Contrast is created when two ele- :

ments are different—really different.
Contrast brings images into focus.

The word “contrast” in both sentenc-
es above has been made bolder, but the

. and is better suited if you want to main- :

tain the same ‘color’ without calling a lot

to grab areader’s attention, go bold and
use contrast with gusto.

Boldface type is often used for cap-
tions, phrases, subheads, stand-alone
words, or when you are looking for par-
ticular emphasis. Use boldface type

One of the most common problems that

This used to be more of a problem in

. “the old days,” but there are still exam-

ples to be found. This was an issue way

. this style function caused our pages to
when you want to create attention with- :
: when we tried to send the pages to film.
of the text and to create subtle empha- :
sis of words or phrases. The use of :
Italics and obliques are helpful to set off :
: software companies to eliminate this
: feature, technology and typefaces have
or common expressions. I’'ve sprinkled :

not print— we got a “postscript error”

With the proliferation of typefaces, we :

can pretty much access bold and italics
within a family. So while we couldn’t get

made it easier to avoid! (See column 3)

typography for emphasis
typography for emphasis
. typography for emphasis

Again, ITC Syndor Medium is the first
example with ITC Syndor Bold the sec-
. ond example. The third example is again
« ITC Syndor Medium—with the bold style
. from the computer’s style menu. The
. actual drawn bold typeface has let-
. ter forms that are created differently to

- compensate for the heavier weight of the
letter. You may not be able to tell, but the
‘y’ has a more chiseled stroke.

DISCLAIMER: | had to approximate the
style menu because | can’t do it in this
program, nor any program |

tried! Sorry!

Ampersand

: Speaking of U&Ic, one of my favor-
ite characters makes up part of the
name—the ampersand! It’s distinc-
: tive, elegant, whimsical and can be
. used in a number of ways.

Rooted in Latin, “et” (meaning
“and”), this ligature is composed
from the letters “e” and “t.” The
word’s an alteration of “et per se
and,” which became corrupted to
“and per se and”—finally “amper-
sand,” and | think we may need to
explore this more later on. But in
the meantime, | have gathered a
few ampersands that appeal to me.
. They all are 36 point size as well!

&&33&-9 &&

. Large heading is Salmiak Italic; 36-point are Ed Brush,
+ Caflisch Script Pro, Bickham Script Pro, Candy Script
* Regular (2 examples) and Zelda Regular (2 examples)

: Until next time...

: Ellen Hanrahan  hanrahan.In@att.net ©2015
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by
Jeffrey
Gitomer

Think back to your selling ability
when you were a kid.

That statement no doubt brought a
big smile to your face. The toy you
wanted. The place you wanted to
go. The candy bar you wanted in the
checkout aisle of the grocery store.
The TV show you wanted to watch.
The movie you wanted to go to.
The friend you wanted to hang out
with. Even staying up later than your
bedtime.

All sales. And a high percentage of
positive outcomes.

Whatever it was you wanted, you
most often made the sale.

Fast-forward to the time that you
got your business card printed. And
you got a job selling whatever. And
you got training. Training about your
product. Training about the history
of your company. A little sales
training about probing, overcoming
objections, and closing the sale. You
were given sales tools like a CRM and
a laptop. And finally you were given
some kind of a sales plan. A quota
that you had to meet or get fired.

And then, all of a sudden, sales
became a struggle. Ever ask yourself
why¢ Why sales were so easy when
you were five years old, and became
so difficult when you were 25 years

old¢

Thesimpleanswerislack ofemotional
engagement with the prospect, lack
of dedicated determination and drive,
and lack of emotional attachment to
the outcome. All of which you had,
and had employed, when you were
five years old. Pretty interesting, huh¢

So I'm issuing you a challenge to go
back to the days when you were five
years old, and made 100% of your
sales.

No you can’t turn back the clock,
but you can recall the elements that
made your ability to sell and get your
way so amazingly successful.

Sell Like You Did As
A Kid. 100% Closing

To help you relive your past success,
I'm listing and re-creating the
elements that helped you make that
sale. And I'm not listing these in a
vacuum. Because for me to go back to
that time I would have to remember
what happened 64 years ago. So
I've enlisted the aid of my six-year-
old daughter. She keeps me on my
toes, she keeps me current, she has
emotional attachment to me and
the outcome, and her closing ratio is
somewhere around 100 %.

You’re smiling right now, because
your kid has the same closing ratio.
Or better stated, your kid has a better
closing ratio than you do. Take a
lesson.

* You knew your targeted customer
intimately.

* You knew exactly what you
wanted.

® You pictured ownership from the
beginning of the conversation.

® You stayed focused.
* You were confident of victory.

e The first thing you did was ask
questions and ask for the sale.

* You got everyone emotionally
engaged.

e When in doubt you asked “why¢”

e If you got any kind of resistance
you asked “why¢”

¢ You had all the reasons in the world

why they should buy.

® You kept figuring out new ways
and new reasons if they said no.

® You were emotionally attached to
the outcome.

® Your persistence was remarkable.
Unyielding. Passionate. You cried.
You threw a fit. You were even
willing to take corporal punishment
to make the sale.

e Giving up was never an option.

e When you finally got what you
wanted, you felt a sense of victory.

e You didn’t have any literature,
you didn’t have a business card,
and it didn’t matter what you were
wearing.

e Winning once gave you the
confidence that you could win again.

Now while I don’t expect you to go
into to your next sales call stomping
around, crying, and demanding to
get your way, I do expect you to add
more emotion to your process. I do
expect you to know your customer
better. I do expect you to become
more emotionally engaged. I do
expect you to take more than a few
rebuffs or objections, and hang in
there until you make the sale. I do
expect you to continue to figure out
new ways to get to “yes,” rather than
taking the first “no.”

And 1 do expect you to have more
emotional  attachment to the
outcome.

Oh yeah, and I do expect you to have
more fun atit. You had way more fun
at sales when you were a kid.

Jeffrey Gitomer is the author of twelve
best-selling books including The Sales
Bible, The Little Red Book of Selling, The
Little Gold Book of Yes! Attitude, and 21.5
Unbreakable Laws of Selling. His real-
world ideas and content are also available
as online courses arwww.GitomerVT.
com. For information about training and
seminars visit www. Gitomer.com orwww.
GitomerCertifiedAdvisors.com, or email
Jeffrey personally at salesman@gitomer.
com.

© 2015 All Rights Reserved. Don’t even
think about reproducing this document
without written permission from Jeffrey
H. Gitomer and Buy Gitomer. 704-333-
1112 |
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Launch Your Own

How It Works

%

Rebrand Our Sign up Local Build Sites Fast - Get Paid Every
Platform - Businesses - Create small Month -
Add your own We'll show you business websites Set your own
company name how with proven in minutes. No prices and keep
and logo. Use your sales techniques coding or technical 100% of sales.
own domain. and marketing experience needed.
materials.
Includes:

v Branded Marketing Site v Sales & Marketing Materials

v/ Desktop & Mobile Site Builder v 100% White Label

v/ Hosting for every site v/ Training & Support

v/ Reseller Dashboard v No Contracts - Cancel anytime

sﬂe(\\%umn

Ar. WEBSITE BUILDER

Partner with SiteSwan and start selling websites today.
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Web Design Business

How Much Money Can | Make?

Profit Calculator

Set your own prices and generate upfront and residual income on every site you sell. The recurring
income you create will continue even if you no longer sign up new accounts. Use our potential
profit calculator to see how much you can make.

$399
How much will you charge for Setup / Design? .
(Suggested Retail Price is $200 - $1,500)
$50
How much will you charge per month? Q

(Suggested Retail Price is $25 - $100/month)

NUMBER UPFRONT RECURRING RECURRING
OF SITES SOLD DESIGN INCOME MONTHLY INCOME ANNUAL INCOME

$9,975 $1,250/mo. $15,000
50 $19,950 $2,500/mo. $30,000
100 $39,900 $5,000/mo. $60,000
200 $79,800 $10,000/mo. $120,000
400 $159,600 $20,000/mo. $240,000
1000 $399,000 $50,000/mo. $600,000

*Based on our recommended pricing structure of $399 Setup followed by $50/month.

Call now for a Free Demo: 1 (888) 958-6838
Learn more at www.siteswan.com
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Court Outlines

Damage Remedies
For ADA Violation

by Courtney Karnes, ckarnes@

kingballow.

A Trucking Company was recently
ordered to pay twelve of its former
truck drivers a total of $477,399 for
disability discrimination. According
to the Court, the Trucking Company
subjected its truck drivers to “overly
broad” medical inquiries, which
were required for the truck drivers to
obtain medical clearances.

ADA VIOLATION

The medical clearance policy
required all drivers to notify the
Trucking Company whenever the
driver interacted with a medical
professional. One employee notified
the Trucking Company that he
had routine appointments with
his physician to monitor his HIV-
positive status. According to the
Equal Opportunity Employment
Commission (EOEC), once the
Trucking Company discovered that

the truck driver was HIV positive,
the driver was required to provide
a full release of medical records.
When the truck driver refused, the
Trucking Company terminated his
employment.

DAMAGE STANDARDS

According to the EEOC, the Trucking
Company’s “broad policy imposes
disability-related  inquiries  that
are not job-related and consistent
with  business  necessity  and
therefore, violates the American
with Disabilities Act.” The parties
employed a Third Party Decision
Maker, who issued Opinion and
Order on Causation and Damages.
Under the American with Disabilities
Act, the truck drivers are entitled to
relief for back pay, employee benefits,
out of pocket expenses, payment for
emotional pain and suffering, as well
as punitive damages. The victim
must prove that he is entitled to back

future.

products.

satisfaction.

303.791.3301
sales@fakebrains.com
www.fakebrains.com

Fake Brains has been dedicated to the publishing industry since 1991, providing
software for small-to-medium sized newspapers and shoppers. By forming a
partnership with each of our customers, we help them use our software to its fullest
capacity. We’ve built our company on integrity, outstanding service, and solid

We have been very pleased with the company and the flexibility its programs
offer. There is an incredible variety of reports available with their program.
Their staff is easy to work with and very concerned with customer service and

-Sioban Gatrell, Fostoria Focus

from
King & Ballow

Damages for mental and
emotional distress cannot be
presumed and therefore, must
be proved with “competent
evidence.”

pay by providing information from
which damages can be determined.
Damages for mental and emotional
distress cannot be presumed and
therefore, must be proved with
“competent evidence.”

TOTAL DAMAGES
The Third Party Decision Maker

outlined the damages available to
each of the twelve truck drivers. The
Third Party Decision Maker awarded
a total of $477,399.00 in damages

Reprinted — from  “Comment,” a
publication of the law firm of King &
Ballow, Nashville, TN. Mark Hunt
is our consultant with King & Ballow
and he can be reached at (615) 726-
5497 or mhunt@kingballow.com.
The foregoing column is explanatory
in nature and is not intended to
provide legal advice as to particular
situations. .

Addressing the needs of newspapers
and planting the seeds for a profitable

® Classifieds

® Retail

e Scheduling
e Carriers

e Circulation

LW W d ] m Em vy

FANE BAIND

An Artificial Intelligence Software Company
Microsoft
CERTIFIED

Partner

F
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Jo-Ann
Johnson

EFFECTIVE SELLING
REQUIRES READY-TO-ROLL
SOLUTIONS

There was a time — and it wasn’t so
very long ago — when newspaper
advertising representatives had to be
experts in one thing and one thing
only — selling print ads in print
publications. Today, while many of
the strategies remain the same —
upselling, standing apart from the
competition, overcoming objections,
and closing the deal, to name a few
— today’s ad reps sell solutions.

Here is a sampling of the 21st century
resources and strategies that all
newspaper ad reps should have in
their pockets or, better yet, on their
laptops or tablets:

SPEC ADS STILL RULE

In fact, they are more important than
ever. Having spec ads — including
Web ad presentations — on every
sales call is key to making bigger sales
and closing them in less time. Having
the ability to put together print
and online spec ad

Ready To Roll
Solutions

revolutionized the newspaper’s spec
ad process and boosted its ability to
engage advertisers and close deals.

For Eric Bauer, Publisher of the
Orange (Texas) Leader, “Using
MiAD spec ads helps us appeal to
customers’ other senses, because
we’re no longer selling an invisible
product,” he explains. “The customer
has a chance to visualize not just the
ad, but the outcome of that ad and
start participating in its design. Once
the customer is involved, closing
the deal becomes just a matter of
making whatever changes he or she
requests.”

Show ready-to-roll solutions. Among
the quickest routes to getting a lock
on the competition and generating
increased revenue is through the sale
of specialty pages that are designed
to highlight a specific timely topic or
theme that will optimally showcase
an advertiser’'s ad among a group

of complementary advertisers. For
example, Metro offers a variety
of themed, multiple-advertiser ad
layouts and campaigns featuring
proven and complete concepts that
are ready to present and sell. By
presenting advertisers with a variety
of ads in optimal sizes, the chances
of engaging advertisers and closing
sales multiply exponentially. You
can present ads by simply printing
the files or — even better — add the
advertiser’s logos and information
in advance to create customized
presentations.

The bottom line¢ If you're selling
solutions, you have to be ready to
show customers what you’ve got.
And that means arriving at sales
calls with actual layouts that offer a
variety of media, ad positions, and
sizes, and meet a variety of needs.

This article was written by Jo-Ann
Johnson of Metro Creative Graphics, Inﬁ

presentations quickly
and  easily,  then
sharing them with the
customer during the
sales call, can make all
the difference.

Among  the most
powerful tools in a
sales rep’s arsenal is
Metro’'s MiAD (now

also  available  for
mobile). Over the last
three years, MiAD,

Metro’s content-driven
online application that
enables users to create
spec ads and finished
ads anywhere they
have access to a Web
browser and Internet
connection, has

ALL NEW

CADNET Display Ad Customers
Receive ACADNET

Classified Ad F RE E

Contact Danielle Burnett for more details

866-224-8151

C ADNIET" danielleburnett-ifpa@live.com

Offer good for one free CADNET Ad per
New Display Customer through September 30,2015

INDEPENDENT FREE PAPERS OF AMERICA
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Juggling Veggies &
Wearing Funky Socks

When [ began selling display ads for
the Ad-Pakin 1984 I didn’t have what
many might call “skill” or “talent.”
However, I did have experience in
customer service. I knew how to
treat my customers but cold calling
presented a new challenge.

I felt like I needed something to
“break the ice” with new, potential
customers, something different,
something they hadn’t seen a sales
rep do before. Something that would
set me apart and make me more
memorable than I was.

My need coincided with a trip to visit
my parents outside Seattle. While
there I saw a juggling kit for sale
called a “Tossed Salad” with a bean
bag carrot, tomato, and cucumber. I
decided that juggling was going to
be my “ice breaker” with my new
clients. So I purchased the kit. For
the next couple of days I tossed
and dropped those stuffed veggies
thousands of times until the magic

moment happened when [ made a
complete toss, toss, catch, toss, catch,
toss, catch cycle and didn’t drop a
single item. I kept practicing until I
could juggle without a slip as long as
[ wanted to.

When I returned to work I walked
into my first cold call account and
after a few pleasantries, like who
I was and why I was there, juggled
until the prospect had pity on me
and agreed to talk to me. I won’t
say juggling opened doors for me
but it helped me get over my fear of
rejection and new customers. They
remembered the guy from the Ad-
Pak that juggled a tossed salad.

Whenever I pick up three balls or
three of just about anything I still

try to juggle them. Sometimes
with limited success, sometimes
completely  failing, and rarely

throwing those three items and
catching them without dropping a
single item.

I won't say juggling opened
doors for me but it helped me get
over my fear of rejection and new
customers.

As a result of my inability to
completely trust my juggling prowess
[ have chosen an alternative that I can
use well into my twilight years. (No,
I'm not there yet.) I have chosen to
start wearing funky socks.

Yep, weird geometric patterns,
bright colors, polka dots, and
Argyles are now part of my podiatry
accoutrement. Will people remember
me¢ It’s really hard to tell for sure. But
last Sunday at church a lady came up
to me and complimented me on my
choice of socks.

When you come to the conference in
San Antonio this September 24 - 26
look me up and take a gander at my
socks. Just don’t expect me to juggle.

KAMEN & CO.
GROUP
SERVICES

NY (516) 379-2797

FL (727) 786-5930
FAX (516) 379-3812

626 RX R Plaza
Uniondale, NY 11556

info@kamengroup.com
www.kamengroup.com

Whose voice do industry leaders seek?
Just ask them.

“Kevin Kamen works relentlessly. Whenever he speaks about the publishing business or companies, I pay

close attention.”

— Paul Tash (Mr. Tash is Chairman of the Pulitzer Board
and CEO/Chairman of the Tampa Bay Times.), August 1, 2014
“Kevin Kamen is one of the world’s best-known and most-prolific brokers of media properties and

companies.”

— Gypsy C. Gallardo, CEO/Publisher of
The Power Broker Magazine, July 30, 2014

Whose judgement do they trust?

“Kevin Kamen correctly predicted as far back as 2010 that a buyer would be willing to pay $42 million to
‘They paid about $4 million to $5 million more than they should have,’
Kamen told WPRI.com ... Kamen suggested Gatehouse was motivated to pay a premium in part to
ensure a competing newspaper chain didn’t get The (Providence)

$51 million for The Journal ...

Journal instead.”

— Ted Nessi, WPRI 12, Providence, Rhode Island, July 23, 2014

Getting it
right matters!

Considering selling your publication? You
should have your title financially valued
correctly and listed for sale. Call or come visit
Kamen & Co. Group Services to assist you.
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Bob Berting

I have owned an advertising agency
and as a media buyer, I have had
presentations from every conceivable
media outlet in the market. As
you probably know, ad agency
media buyers are busy people.
They evaluate thousands of print
and electronic media and listen to
hundreds of presentations. However
for salespeople who represent
community publications, it may be
difficult to get an appointment.

KNOW WHO TO CONTACT

To get on the media schedule,
it's important to know who to
contact at the ad agency. For the
advertising salesperson, two groups
are important: the media department
and the account services department.
While 85% of your time should be
spent with the media department,
since they do the actual planning
and analysis, the account services
department should be kept informed
about your publication because
they have the day-to-day contact
with the client. If your publication
is appropriate for several clients
at the same agency, you’ll have to

Confessions of a
Media Buyer

meet with the media and account
personnel on each account.

OUT OF SIGHT, OUT OF
MIND

This saying is especially true with a
corporate or ad agency media buyer.
When you are not persistent enough,
or allow yourself to be intimidated,
you fall into a comfortable rut
syndrome, ease off or take a passive
approach. The usual thinking is “Well
I gave it a good try but they don’t
understand the importance of our
publication” or “they are completely
oblivious to our existence...
sometimes I wonder about our
image.”

INDOCTRINATION OF THE
MEDIA BUYER

Although it is not applicable in my
case, advertising salespeople quickly
recognize the fact that many media
buyers are people in their early to
mid-twenties who went to college
and studied advertising, marketing,
and public relations, but never
understood the importance of a

community newspaper. They were
indoctrinated to think that mass
print media, radio, television, and
billboards were the target mediums
to consider. Because of that situation,
it is obvious that a persistent effort is
required to reach the subconscious
mind of the media buyer and
persuade them to strongly consider
your publication. I want to emphasize
that you must be persistent with the
media buyer—show why you should
be in their marketing plans. Send
them issues of your paper, send them
flyers about special promotions,
take ideas to them, be creative, ask
them to go to lunch, make concrete
proposals. Above all, be nice, be
friendly, be courteous.

WHAT DOES YOUR IMAGE
LOOK LIKE?

Think about the image you are
projecting. What does your business
card look like¢ How about your
media kit¢ Don’t ever think your
media kitis notimportant. As a media
buyer, [ want to carefully study each

continued on page 16

117

million

visitors per month

TownNews.com’s network serves more
visitors than NYTimes.com, CNN.com
and WordPress.com combined.*®

TownNews.com may not be a household name, but you’re
probably familiar with our work. That’s because we provide
cloud-based content management, hosting, mobile, and revenue
solutions to over 1,500 news and media sites nationwide. From
large metro dailies like STLtoday.com to small-town weeklies
like LaurelOutlook.com, no site is too big or too small.

Call 800-293-9576 today to schedule your FREE online demao.

TownNews.com

Innovation ¢ Quality ¢ Value ¢ Service

* Data provided by Quantcast (www.quantcast.com/top-sites)

www.ifpa.com ® The Independent Publisher ® August 2015 ® Page 15


http://www.ifpa.com
www.townnews.com

Media Buyer

publication and all the facets of why
I should do business with them. The
only way I can do this efficiently is to
have a well organized media kit from
you. I want to know about your audit
information and testimonials from
satisfied customers. The advertising
salesperson who tries to sell me
strictly with emotional appeals and
no logic or facts is not going to win
points with me. There is a trend
among some sales training experts
to insist a media kit is not necessary,
that all that is needed is carefully
selected magic bullet phrases and the
media buyer will be swayed to buy
and commit to years of advertising.
This is not real world thinking.

3 THINGS A MEDIA BUYER
WANTS TO KNOW

Let’s talk about the realities that a
media buyer wants to deal with as

far as the advertising salesperson is
concerned:

They want to trust and believe the
salesperson. Will the salesperson
always follow up on every statement
that promises action¢ Are they
knowledgeable¢ Are they creative¢

Do they have a well planned and
executed advertising programé If
your publication is to be the major
player in their media mix, you must
have a realistic and comprehensive
plan for them.

Confidence in the publication is
essential. If the media buyer is going
to agree to a long range program they
can’t have lingering doubts about the
professionalism of the salesperson,
the publication’s penetration in the
market, readership, and response
factors. They must have continual
reassurance and updates on these

continued from page 15

points.

Finally, you can’t push the process
of creativity. There might be several
meetings to go over concepts and
to thoroughly understand what the
media buyer’s needs are. Patience
will usually win out and the happy
ending is a strong and comprehensive
ad program in your publication.

Bob  Berting,  newspaper marketing
consultant, has  published his  new
e-book for sales professionals in the
newspaper industry entitled “Advanced
Selling Skills  For The Advertising
Sales Pro.” Salespeople can learn more
about this publication by using the
link www.adsalespro.com and see the
table of contents as well as reading the
complimentary first chapter. Payment of
$19.95 to download the 34 page e-book.

Bob can be emailed at bob@
bobberting.com or 800-536-5408.
He is located at 6330 Woburn Drive,
Indianapolis, IN 46250. u
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STAFF TRAINING

Is on-site training a thing of the past? Two states say, “no.

Kevin Slimp
The News Guru

kevin@Xkevinslimp.com

4

=
o week marks the end
1 S of the what I call “the
great experiment.”

I wondered how many newspapers,
if presented with an easy and afford-
able method of getting on-site training,
would take the bait and make a financial
investment to bring an expert in to train
and motivate their staffs.

You may feel like you're back in mid-
dle school chemistry class by the time
you finish reading this column, but stick
with me while I explain the method, the
group and the results.

I decided to begin with the papers in
Minnesota and Iowa. I suppose I could
have picked any states, but name recog-
nition is important, and most newspaper
folks in those states have known me for a
long time. Plus, I hadn’t traveled much to
those areas, other than to speak at con-
ventions, in a few years. Another reason I
selected those states is they have a lot of

papers an opportunity to have on-site
training that they normally couldn’t fit
into their budgets.

Back to the experiment. In middle
school chemistry, I learned that there
are six parts to an experiment. We’ve
discussed the first part, usually referred
to as “the question.” My question was,
“Will community newspapers invest in
training if it’s affordable and helpful?”

Which brings us to the second part
of the experiment, the hypothesis. My
hypothesis was that some papers would
make that investment. Probably not
dozens, but possibly six or eight.

Area three: Research. Research was
not only done on the road, but also in
surveys completed by publishers over
these months.

I've already discussed the fourth area
of scientific method: the experiment. In
this experiment, newspaper publishers
were offered a significantly discounted
rate, in return for their willingness to
schedule visits that worked well with
other area papers.

On to the fifth area of scientific meth-
od. In science, “analysis” is the record of
what happened in an experiment, often
referred to as “data.” In this case, I was

community newspapers.
Most papers in these JIENT
states, it seems, are either EWILET

C METH

surprised by the results. In
D all, T made 19 trips to the
area. Most of these trips

independent or part of lo-
cal newspaper groups.

QUESTION

STATE-THE-QUESTIC

E S ®
ATE-THE QUESTION

involved training groups of
newspapers on-site. Wade

When compared to
newspapers in my home
state of Tennessee, com-
munity papers in these
states are much smaller
in circulation. I was sur-
prised to find many pa-
pers with a distribution
less than 1,000. I visited
both free and paid papers
and had great fun meeting
several old friends from
MFCP along the way.

So I began the experiment in January,
offering to cut my fees in exchange for
combining multiple newspapers during
individual trips. For instance, I would
visit a paper in Southwest Minnesota on
Thursday, another in Northwest Iowa
on Friday, and still another a few hours
away on Saturday.

I figured, at worst, I would do a lot
of traveling and break even. But I hoped
that I could get enough newspapers to
schedule two or three trips to the area,
making it profitable, plus giving these

S EnE

RESEARCH

ON-SITE AND ONLINE

~ ANALYSIS

RECORD THE DATA E

CONCLUSION
COMPARE THE HYPOTHESIS TO THE CONCLUSION

Webber’s papers in Min-
nesota was a good exam-
ple. The staffs of his four
(maybe there were five)
community papers met
together in one location,
on a Friday, for training.
There were approximately
25 folks in attendance.

About one-third of my
visits were to individual
newspapers, not groups.
The others varied in sizes of two news-
paper staffs to more than 30 staffs at one
stop. Yes, I was surprised.

In all, I trained more than 100
newspaper staffs in Minnesota and Iowa
between January and June. Originally, I
planned to complete these visits in Feb-
ruary and March. I still have a few that
are trying to work out dates (I extended
my offer after it became clear that I
couldn’t fit all the requests in during the
allotted period).

And finally, what you’ve been waiting
for, the sixth area of scientific method:

122

The last week of Kevin's “great ex-
periment.” In Tipton, IA (bottom), Kevin
trained the newspaper staff in the city
hall. The next day, in Charles City, IA
(top), the staff of the daily paper met in a
local restaurant banquet room.

the conclusion. It seems my original
hypothesis, that community newspapers
would invest in staff training if it were of-
fered in ways that made it affordable and
easy to arrange, was partially correct.

What I didn’t expect was the sheer
number of responses. Nowhere in my
wildest dreams would I have expected so
many community papers, in two states,
to get so excited about staff training.

A funny twist was that Minnesota
Newspaper Association asked me to do
a day of training on May 29 for their
members. I honestly worried that no one
would show up. After visiting so many
papers on-site over the previous four
months, I didn’t expect there were many
left. Probably the nicest part of this
experiment was walking into a packed
room, in a town just south of the Twin
Cities, on May 29.

I still get email daily from publishers
and others that I met during my experi-
ment in Minnesota and Iowa. Most write
to say how much their products have
improved or how their staffs are still
talking about the training days.

I'm thinking about trying this experi-
ment again in other states in late 2015 or
early 2016, if my schedule allows. You’ll
be the first to know how it goes.
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Welcome to our Fall Conference!
This Fall we are determined to
bring your publication Back to
Basics. From simple specials that
will make you money to providing
E.S.T. (Essential Sales Training) for
your entire sales team, we promise

you will go home with the benefits.

IFPA is proud to partner with
TCNA (Texas Community
Newspaper Association) for our
conference in beautiful, warm San
Antonio, Texas. We will be staying
at the Hyatt Regency Riverwalk
from September 24-26. The San
Antonio Riverwalk is the number
one tourist attraction in Texas. It is
lined with individual restaurants,
hotels, shops, museums, pubs,
attractions and more. You are

guaranteed entertainment.

INDEPENDENT FREE PAPERS OF AMERICA

The E.S.T. (Essential Sales Training)
will be targeting your sales team
whether they are just starting out
as a salesperson or continuing
their career as a seasoned sales
member. We understand sales can
be difficult in all markets. At this
conference, you will receive the
solutions needed to succeed. All
sales staff will need to follow the
training from beginning to end as
each session will build on the one
before it. Please plan on attending
all sessions. Our E.S.T. team,
Robert McInnis and Dennis Wade,
are determined to teach you skills
to get the sale.

On Friday, there will be round
tables for Publishers and also an
idea based workshop to get the

ideas flowing and give you an

IFPAr

opportunity to share and learn

from your peers.

On Thursday, there will be a
Vendor Blender opportunity for
the Publishers to have one on

one time with all the vendors

at the conference. This will be a
socializing time to learn what our
vendors have to offer. Who knows?
You may walk away the solution

you’ve been searching for.

Saturday, there will be an
opportunity for all graphics staff
for increasing their knowledge with
a sharing session moderated by
Douglas Fry.

Hope to see you in San Antonio!
We supply the information, you
take it home and apply it.

TCNA

Texas Community
Newspaper Association
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Target your
market!

\
< "L sell, Sell, Sl

E.S.T. SCHEDULE

Please plan on attending all sessions as each class will build on the one previous.

THURSDAY FRIDAY SATURDAY
E.S.T. - Essential Sales Training
Tim Bingaman of CVC, _;B_OZ,MdnT'Z:d SSeIIImg Response vs. E.S.T. - Essential Sales Training
State of the Industry racitiona ales Dennis Wade: The Art & Science of
PLUS: Best ideas for using your IFPA Advertising
provided audit Great Apps
Will Thomas: Helpful Apps related to
Sales Roundtable your business E.S.T. - Essential Sales Training

Dennis Wade: Planning Success
100 Great Ideas
for your newspaper, by your peers

E.S.T. - Essential Sales Training
Ron Pilger: Lessons I've Learned
About Sales in 35 Years

Fast Pitch Workshop
Bob Munn: creating curiosity and
rapport quickly with a sales client
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HYATT REGENCY SAN ANTONIO
123 Losoya Street

San Antonio, TX 78205

USA

T +1210 222 1234
SF +1 210 227 4928

sanantonioregency.hyatt.com

ACCOMMODATIONS

629 guestrooms, including 27 suites, 347 kings, 255 doubles, 140 Hyatt Gold
Passport® and 19 ADA; Women’s Experience, hypo-allergenic rooms and River
or Alamo view rooms available upon request

All Accommodations Offer:

Hyatt Grand Bed®

Wireless high-speed Internet access

Television with remote control, cable movie channels
and in-room pay-per-view movies

Video messages, video account review and video checkout

Voicemail, telephone and dataport

Individual climate control

Electronic door lock

Turndown service available upon request

Full bath amenities and hair dryer

Coffee bar and refrigerator

Iron/ironing board

iHome® alarm clock radio

SERVICES & FACILITIES

« Hyatt Express Check-In Kiosks
« Hyatt Fast Board™
1-800-CHECK-IN'

Hyatt Web Check-In

In-room dining 18 hours a day

Assistive listening devices

Currency exchange

Safe-deposit boxes at front desk

Laundry / dry cleaning

24-hour valet parking and
self-parking in covered garage

Concierge and Hyatt E-Concierge

Valet service
Gift shop; Garcia Art Glass

Soda and ice machines

FedEx® business center
and support services

Multilingual staff

LOCATION POINTS OF INTEREST
Situated downtown on the banks * The Alamo
of the Riverwalk, the Hyatt Regency « San Antonio River Walk

San Antonio hotel offers guests classic
elegance and Texas-size hospitality

AT&T Center (San Antonio Spurs)
Six Flags® Fiesta Texas Theme Park
Sea World®

San Antonio Zoo

VISITOR INFORMATION

» Language: English

¢ Currency: USD

+ Climate: hotin summer / warm and
cool in winter

Japanese Sunken Gardens

Shopping at Rivercenter Mall,

Northstar Mall and Paseo de

Alamo Shops

« Visa: Please refer to your local
travel consultant for visa
information prior to travel

HemisFair Park Plaza

Majestic Theater

San Antonio Museum of Art
San Antonio Children’s Museum

Institute of Texan Cultures

TRANSPORTATION

« San Antonio Int’l Airport—
9 miles /15 mins

King William Historic District
« San Antonio Convention Center— La Villita Spanish Village
2blocks / 5 min walk + Southwest School of Art and Craft

* Alamodome

RESTAURANTS & BARS

* Q Restaurant— one-of-a-kind River Walk restaurant that offers a tasty
sampling of slow-cooked favorites from around the world

¢ QBar— sip cocktails in this upscale sports lounge

« Einstein Bros. Bagels— enjoy fresh bagels in a variety of flavors,
innovative sandwiches, homemade soups and hot espresso drinks

RECREATIONAL FACILITIES

* DASA Spa on the River Walk, conveniently located in the hotel atrium

« Heated rooftop swimming pool and sundeck

« 2,800-square-foot Hyatt StayFit gym featuring the latest Life Fitness® Cardio
equipment with touch-screen LCD and Life Fitness® Signature Strength
Training equipment

« 18-hole Pecan Valley Golf Course, six miles

« 18-hole The Quarry Golf Course, eight miles

« 18-hole Silverhorn Golf Course, ten miles

MEETING & EVENT SPACE
« Atotal of 40,000 square feet of function space, including 3,800 square feet of
prefunction space and an 8,000-square-foot conference center

21 meeting rooms offer individual or master controls for heat / AC and multiple
electrical and microphone outlets

Two blocks from San Antonio Convention Center

* Regency Ballroom and Rio Grande Ballroom complemented by spacious
prefunction foyers and 13 additional meeting rooms

Garden Terrace with reception capacity for 250 guests

Off-premise catering through Regency Caterers® at an array of venues, including
La Vista Terrace, La Villita, Southwest School of Art and Craft, Assembly Hall,
Tobin Center for the Performing Arts, Institute of Texas Cultures, Children’s
Museum, and River Barges

Meeting concierge available to assist attendees during conferences
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12:00

2:30

3:30

3:45

4:00

5:30

6:00

Thursdaj

Registration Opens

Tim Bingaman of CVC,
State of the Industry
PLUS: Best ideas for using
your IFPA provided audit

Announcements

Welcome and Up-to-date
Conference Information

Break

Vendor Blender
for Publishers

Sales Roundtable
Break

Opening Ceremony

10:15

10:30

12:00

1:30

3:00

3:15

4:45

5:00

= ri,ciwj
Breakfast & Registration

ES.T.

Essential Sales Training
Bob Mclnnis: Selling

Response vs. Traditional Ad Sales

Break

Great Apps
Will Thomas: Helpful Apps
related to your business

Lunch

100 Great Ideas
for your newspaper,
by your peers

E.S.T.

Essential Sales Training
Ron Pilger: Lessons I've Learned
About Sales in 35 Years

Break

100 Great Ideas
for your newspaper,
by your peers

Fast Pitch Workshop
Bob Munn: creating curiosity
and rapport quickly with a
sales client

Break

Publishers Roundtable

Sales Roundtable

7:30

8:30

10:15

10:30

12:00

1:00

1:30

2:45

3:00

Sa&urc’mv
Breakfast

ES.T.

Essential Sales Training
Dennis Wade: The Art &
Science of Advertising

Graphics
Jeremy Pafford

Break

E.S.T.

Essential Sales Training
Bob Mclnnis: Selling

Response vs. Traditional Ad Sales

Graphics
Douglas Fry: Alternatives to
Adobe CS & more

IFPA Lunch
Awards Presentations

TCNA Lunch
Annual Meeting

IFPA Annual Meeting
with election of board

100 Great Ideas
for your newspaper,
by your peers

E.S.T.
Essential Sales Training
Dennis Wade: Planning Success

Graphics Roundtable
Break

Wrap up

with prize give-aways
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TIM BINGAMAN

President & CEQO of Circulation Verification Council (CVC), believes that
necessity is the mother of invention. In 1992, Tim’s job was to analyze
struggling newspapers and determine whether they could be saved, or should
be shut down. While studying the feasibility of a publication in California, Tim
realized that he did not have the kind of data he needed to make a decision.
Circulation Verification Council (CVC) was created to meet the data needs of
advertisers and publishers who struggle evaluating community newspapers,
shoppers, niche publications, and magazines across the country. CVC gives an
accurate picture of publications’ circulation and readership so that publishers
and advertisers can make informed decisions.

ROBERT MCINNIS

Robert McInnis is a 30-year veteran of the newspaper industry. He started
selling advertising for and subsequently managed local community newspapers
in the Boston and Buffalo area. He was also the major accounts supervisor for
Newsday/New York Newsday (a top 10 U.S. daily at the time) and later became
training manager there. The training program he implemented brought in $3
million in added revenue the first year from his techniques and eventually Bob
left to start his own consulting practice.

For the past 20 years, he’s worked with over 1,000 newspapers including some
of the largest, such as the Boston Herald, the Hartford Courant, the Cincinnati
Enquirer, the Oregonian, the Honolulu Advertiser, and the Ottawa Citizen.
Bob has also spent significant time working for community newspaper groups.
He’s spoken at virtually all major press association conferences including the
International Newspaper Marketing Association, Society of Newspaper Design,
the Newspaper Society (U.K.) and the World Association of Newspapers. He
has also spoken frequently at the American Press Institute.

DENNIS WADE

Dennis Wade is a career newspaper professional with over 30 years of sales and
operations success. Specializing in community newspapers that believe in the
ability to effect positive change in the communities they serve.

Dennis is an accomplished leader that believes that the right people are the
greatest asset. Empowering and liberating are vitally important to helping
people grow and accomplish their individual and collective goals. Get the right
people in the right seats, set clear and realistic expectations and allow them to
do what they do best. The key to growth is focused determination and the right
levels of the right behavior at the right time.
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Company Name
Address City
Phone ( )

San Antonio, Texas
September 24-26, 2015

TCNA

Texas Community.
Newspaper Association

INDEPENDENT FREE PAPERS OF AMERICA

Register online at http://www.freepaperconference.com/registration/
or fill out this form and fax to 866.864.2051

Contact Name

State Zip Code

Email

O Visa O Mastercard

Payment Method: O Check #

Credit Card Number:

O American Express

Exp. Date CWV Code

Please print the following information as you'd like it to appear on your name
badge. Make additional copies of this form as needed.

Name
Title

Registration includes: ThursdaP/ night reception, Breakfast Friday & Saturday morn-
|

Email

(Your confirmation materials will be sent to this email address)

@) Management O sales @) Graphics

Name
Title

Email

(Your confirmation materials will be sent to this email address)

@) Management O sales @) Graphics

Name
Title

ing and all breaks during the conference.
Investment #of Total
Attendees
1st Attendee $1 99 1 51 99
Each additional attendee s,,

Meal Package
include Th. light dinner; Fri. breakfast,
lunch & dinner; Sat. breakfast, lunch 5159
You MUST purchase a meal plan for all

attending guests.

Email

(Your confirmation materials will be sent to this email address)

@) Management O sales @) Graphics

Name
Title

Email

(Your confirmation materials will be sent to this email address)

@) Management O sales @) Graphics

499

val, ue
er DersOn

P
Please fax this form to 866.864.2051

or mail to
Conference Registration
13157 Avocet St. NW, Coon Rapids, MN 55448

Register online at
www.freepaperconference.com

Hotel Registration: Hyatt Regency San Antonio
http://ow.ly/L5enX

IFPA rate only $175 (Reg. $229)
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IFPA
13157 Avocet St. NW
Coon Rapids, MN 55448

Back to
RasLes

September 24-26, 2015
San Antonio, Texas

Hyatt Regency Riverwalk

TCNA
FPA-aTCNA

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEE Newspaper Association
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Fall Conference
With Graphics
Information just for

YOU TCNA

Texas Community

— MNewspaper Association

Graphics/Design Information
All Day Saturday

Learn Alternatives to Adobe CS
Roundtables with peer sharing

Prizes

and MORE

Register online at
www.freepaperconference.com

Hotel Registration Hyatt Regency Riverwalk
http://ow.ly/L5enX

Fall Conference
September 24-26, 2015
San Antonio, Texas
Hyatt Regency Riverwalk


http://www.ifpa.com
www.freepaperconference.com

Customer Satisfaction and Competitive Pricing.

More than Just Printers ... We are Publishers Too!

Your One-Stop Print Resource.

Keeps Up with the Latest Technologies.

Locations in Trumbull, CT and Bennington, VT

Please contact us for a FREE consultation, print samples & quote.
We also offer a simple online quote request form.

205 Spring Hill Road, Trumbull, CT 06611
203.261.2548

www.trumbullprinting.com

Newspapers - Publications - Shoppers - Catalogs - Magazines - Directories * Coupon Books
College Course Catalogs - Business and Financial Periodicals - Free Standing Inserts - Advertising Supplements
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