


CIRCULATION

COUNCIL

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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term expires Sept. 2016

Lebanon, PA 17042

(717) 273-8127
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term expires Sept. 2016
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MARK HELMER
Director of Finance

Helmer Printing &
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The World
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term expires Sept. 2016
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Newspapers
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(214) 560-4212

Fax (214) 823-8866
rwamre@advocatemag.com
term expires Sept. 2016

DANIELLE BURNETT DOUGLAS FRY 5
Assistant Director = Executive Director
CADNET Headquarters
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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
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On the cover, Joe and Mary Nicastro work
side-by-side on their 17 publications.

CIRCULATION
Q) Pperchai
COUNCIL Media’s Missing Link

www.ifpa.com ® The Independent Publisher ® December 2015 e Page 3


mailto:douglas@ifpa.com
mailto:janem@themerchandiser.com
mailto:Dan@TheReminder.com
http://www.ifpa.com
mailto:rena@nmmarketplace.com
mailto:joe@deltapublications.com
mailto:mark@helmerprinting.com
mailto:general@myshopper.biz
mailto:katie@exchange-inc.com
mailto:doug@thereminder.com
mailto:rwamre@advocatemag.com
mailto:dphillips@vt-world.com
mailto:douglas@ifpa.com
mailto:danielleburnett-ifpa@live.com

Doug'’s Dribble

THANKFULNESS

Below is an article that is copied from
Trish Hoskin, a writer and PhD. A couple
weeks ago, 1 was having a tough day.
Physical ailments have made me adjust
more things than I would like to admit to
this year. I have been a handful even to
myself. I was whining about just about
everything a few weeks ago and called
my wife to “vent.” Those of you who
know Connie fully understand that this
was not a smart thing to do if I wanted
10 stay in a sorry state. She quickly told
me that I needed 1o be focused on being
thankful for what I had, not for what I
didn’t. Obviously, she is a smart woman.
I hung up feeling much better, spent a
minute of quiet time, and searched for
the article below. I had found it years ago
with a simple Google search. I thought
it may be good for you all 1o read as we
head into the holiday season.

Being thankful opens us up to
receiving all kinds of wonderful
blessings. When in a state of

gratefulness, we acknowledge our
true selves & radiate this energy to
others.

What does it mean to be thankful¢
I'm not talking about being polite
after someone’s opened the door
for you. I'm talking about feeling
thankful for the true blessings in your
life. “True Blessings” mean the things
in your life that resonate importance
in your life - the things that touch
your core.

You may be wondering why it’s
important to feel thankful. Oprah
talked about this concept a few
years ago and she suggested having
a thankfulness journal. This is a great
idea because it keeps us focused on
the positives in our lives. It helps
us see the great things we have and
do, and puts our frustrations and
worries into perspective. But even
if you don’t have a journal, you can
see the benefits of being conscious
of thankfulness - again, it keeps us

by
Doug
Fabian

focused on the great and wonderful
things in our lives.

How does being thankful affect
your life¢ Let’s look at it in terms of
someone you may know. Imagine the
person who is usually in a bad mood.
They are always complaining about
something, there is always someone
who’s done something to them and
they’re always getting the bum deal.
This person is hard to be around and
it takes a lot of energy to maintain a
relationship with them. By the end
of a visit, you’re exhausted! Do you
think this person is a thankful one¢
Probably not. In fact, if you asked
them what they’re thankful for, they
may have a hard time telling you.

On the other hand, think of someone
else you know. This person is
energetic, and has a certain spark
to them. They laugh a lot and have
a “can-do” attitude. They may be
afraid, but they are willing to try

ROCK SOLID TRANSACTION

E %5

MARANACNEWS

TUCSON WEST

PUBLISHING, INC.

Tucson, Arizona

ribb-Green

Phone: 406-579-2925
cribb.com

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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new things. If you ask them what
they’re thankful for, they will be able
to list off many. And when you visit
with this person, you feel energized,
inspired and thankful to know them.
It's safe to say that this person is
more fulfilled in their life than the
unthankful one.

Of course our lives are never perfect
but we still strive for perfection. But
you know how itis. You reach the top
of one mountain and lo and behold!
there’s another mountain to climb!
Don't feel discouraged by this. Be
sure to look back at all the mountains
you've climbed and acknowledge the
growth and progress you’'ve made.
Be thankful for the experiences
because without them, you wouldn’t

be where you are today:.

And what if where you are today is
not where you want to be¢ Again, be
thankful that you are where you are
- because now you have a very clear
idea of what you don’t want. You
can now work towards what you do
want.

If you are wondering how to get
started on this, begin with a list.
Write down every little thing you're
thankful for. Nothing is too small to
put on this list. Include the mundane
things like the first cup of coffee in
the morning or the birds that were
singing. Tell yourself that you're
going to add to it all day as ideas

pop into your head. Keep this idea in
your mind all day. You don’t have to
be totally focused on it, just be open
and know that at the end of the day
when you read over your list, you're
going to see that there are so many
wonderful things in your life that you
have to be thankful for.

You can even add things that
you don’t have, but want. This is
important in manifesting our dreams.

Have fun with this and enjoy the
light and love it will bring you.

Now, go and give someone a hug...
Have a blessed Holiday Season, full
of thankfulness! Doug

J@m@] T

Hurry! Only 2 Spots Available For The

Publishers’ Summit

Register now at

T T

rt Il.'auder‘dale FL
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MSG PAYMENT SYSTEMS |8

VERIFICATION

COUNCIL

A MIRABEL TECHNOLOGIES PRODUCT
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Joe & Mary
Nicastro:

Chapter Two
In New Jersey

By Bob Munn

“My father and my grandfather were
peddlers...,” Joe Nicastro begins the
story that he calls his ‘path to publishing.’

Let’s hold that thought and consider
where this unique story of an even-
more unique individual rests today.

Joe Nicastro grew and sold his first
set of Bergen County, New Jersey-
based weekly publications from
1987 through 2003. He built an in-
dustry reputation for technical inno-

vation and creative thinking (to put it

. Ao “I would not be in business today,
mildly). Today, he’s at it again...17 . . »
monthly publications with over lantfor IFPA. That is the truth.

185,000 mailed circulation. Today’s
products adhere to the same format

and basic philosophy that inspired  groceries door-to-door from a re-purposed school bus. Above:

him in the eighties. They operated a physical store, as well, and Joe's child- Joe and Mary
hood was a master’s degree in entrepreneurship, deal- only recently

The difference in his two operations  ing with consumers, suppliers and—above all, selling. moved their 17

is the lessons learned over eighteen publications

years and the opportunities that tech- ~ Right out of high school, he opened his own store. It from their home

nology offers. was such a success that after one year, the landlord to commercial
gained a new appreciation for the value of the loca- office space.

But, it all started on a fruit truck. The  tion and spiked the rent to an exorbitant level. (This is

Nicastros sold fruit, vegetables and New Jersey, after all.) Joe closed the store and headed
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for community
college.

He funded his
college career
by going back
to the street and
selling produce
from his own
truck. He builta
following that

Y-

grew into a new

Joe learned to serve customers at his father, Mike’s, fruit and vegetable store.

and only job |
have ever had.
In late 1985, |
interviewed for
a sales position
at the Wayne
Today Newspa-
pers and got
the job.”

He already had
the sales part

larger physical
store. Joe's Fruits and Vegetables opened in 1980.

And that's when he started advertising. Let him tell the story.

“The local ad rep would come in to sell me ads and |
would complain it was too expensive. One day | gave
him a shot. We offered veal cutlets for $1.99 per
pound. The store was packed. Sales went through the
roof, and many new customers came through the doors.
Then in typical advertiser style when the rep came back
in to rerun the ad, | told him I couldn’t afford to. | would
run ads from him periodically, but never committed to
a regular schedule.”

The store was a success despite Joe’s neanderthal ap-
proach to advertising. After three years, he sold and got
out of the grocery business. He and a friend went to-
gether to purchase a local bar and restaurant. Joe was
the cook, and things went very well from the beginning.
Again, let Joe pick up the story here.

“Only problem was being 23 years old and owning a
bar, | wanted more young people in the bar. After los-
ing my older customers who paid to eat (not like the
kids who would
buy a 50¢ beer)
the business
went  downhill
and we closed it.
Shortly  there-
after, | decided
to find the one

prosper, as well.”

“I have always believed that my mission
is to help small business owners grow.
If I could do that, my business would

down and had
seen the value of consistent advertising. It didn’t take
long to become the company’s sales leader. But that
small pond became much bigger when Wayne Today
was purchased by Ingersoll and Joe was tapped to train
others at locations throughout the Ingersoll chain.

Again, let’s let him tell the story.

“This was a huge company that had no idea what it
was doing. | watched them destroy the small success-
ful papers they bought up. With my less than 18
months of newspaper experience and knowing |
couldn’t do any worse, | left and began publishing in
the areas where | had once sold for them. The Inde-
pendent News was born in 1987.

“My motivation wasn’t that much different from what
| hear from publishers across the country. Large com-
panies approach communities with a corporate men-
tality. The bottom line is all that matters not the
businesses or communities.

“I'have been using the same formula for all the years |
have been publishing,” Joe explains. “The technology has
changed but one
thing that has not
changed is what
the public wants.”

The former res-
taurant cook lists

Continued, next page
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]Oe Mary, continued

his community publishing recipe: “Local news, events and information.
Local market readers crave local. Local sports, school news, scouting news,
events and good local features on people who do good in the community.

My wife, Mary, and | grew that first small group of weeklies. In 2003, we
sold them to the daily papers.

West MilE

e, Mail

¢ _ Family
Your lﬂi’
Vol 1, No 1 E

£ dpkalo i & s

ON THE BALL-= Howard Ball former editor of the Suburban Trends has recent Iy joined the stafr of th
West Milford / Independent News, The new general managerlooks over a copy of the paper wi - SN
Joe Nicastro and Ron Higgins. TSI Publisherg

Former Argus Editor Joing
The West Milford News

While they were closing down our
original operation, we started two
more weeklies in adjacent markets and
sold those to the same group in 2005.
That time, | stayed on as General Man-
ager of their weekly division. Mean-
while, Mary started a single monthly
publication, The Black River News, on
her own, working from home. Around
2007, the daily closed the two papers
we sold them the second time. So we
added those two areas to the monthly
Black River News. One thing led to an-
other, and in 2015 we merged our pa-
pers with NJ Marketeer group owned
by Darwin Oort, another long time
publisher. That partnership became
New View Media Group, and we
wound up with 17 titles and 185,000
in the mail. Recently, all that growth
forced us out of Mary’s home office
and into commercial real estate.

| have always believed that my mission
is to help small business owners grow
their businesses . If I could do that, my
business would prosper, as well.

“The key to our success is that we can
help local business grow by providing
our community with valuable family
friendly content. Everybody wins.

“I don’t think what we do is unique.
There are IFPA publishers all over
the country who prosper by putting
their communities first. That's why
IFPA has been so valuable.

“l joined IFPA the same year | started
my own paper. | came to my first
meeting in St. Louis a youngster,
knowing nothing. | hit gold. Gary
Godfrey and Joe Duval taught me
more at that meeting than anything |
knew prior. Gary taught me about
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zoning while Joe and Lynn taught
me about graphics and Mac com-
puters and changed my papers and
how we did things, forever.

“The opportunity to serve IFPA—and
eventually become President— en-
abled me to give something back,
but also provided life-long friends
like Gary Godfrey, Joe Duval, Gary
Rudy, Tom Aird and countless oth-
ers, who have been vital to my busi-
ness and personal life.

“IFPA gave me something that I
could not get anywhere else. Absent
the sharing and support | got there,
[ would not be in business today if
not for IFPA. That is the truth.”

Joe takes pride in his focused and
highly efficient new organization.

“We produce 17 monthlies with 2
graphics people. My wife Mary runs
the graphics side. Nine sales people,
mostly part time, are supported by
one telemarketer who sets appoint-
ments for my sales reps. A very small
staff. One location. Our sales reps
work remotely from their homes.
There is rarely a reason to come into
the office except for a meeting or if
they need to pick up supplies.”

He continues, “I handle every as-
pect of the company, except for ed-
itorial & graphics. | take care of all
finances and bookkeeping, payroll,
health benefits, printing and distri-
bution and everything else that goes
along from the business side. | also
manage our website and online, as
well as sales.”

“There will always be a
way for a community
newspaper to tell a
different story that

is fresh and exciting
never old.”

When asked if he is still the com-
pany’s top seller, he smiles and ex-
plains, “The funny part is that | still
sell the most and all my sales are
done online and on the phone, with
90% online. | just do not have to
leave the office.”

And vyet, get out of the office he
does. He was recently reelected to a
second four-year term on his town’s,
Mt. Olive, NJ, Council and has his
eye on becoming Mayor after that.
He also chairs the Board of Health
and serves as Council President.

“Like most of us, I'm always looking
for new services and products for
my customers. | currently offer cus-
tomers printing services, an online
business directory, apps for their
business and online services that |
provide through my other company,
CoolerAds, that was created to help
fellow publishers back in 1998.

“Finding the right online products is
a challenge. Many have tried online
directories, coupons services like
Croupon. The issue for me is finding
the right product that can help them,
as well as generate additional rev-
enue. It is easy to sell someone an
online banner ad, but they only
have “x” amount of dollars to spend,
overall. If they spend an additional

Guest Commentary

Getting Back To Basics

By B S, e s, P sk N Bery

100 e e

S
. Toy. o commers 1 . W

o Seczm
ﬂ:ﬂ’ulwmunsznhmm

$200 per month for an online ad,
they might reduce the print side by
$200, and there is nothing gained
from the paper’s side. | would rather
offer an online ad free with the ad in
print, then my advertiser can feel
like they are getting more with their
print ad when they do run in print.”

We asked Joe what he saw as his
greatest challenge, and his usual
ebullient mood turned serious.

“Time. Not just from the standpoint
of the things | need to do for my busi-
ness, but running out of time. At 55,
| feel I have so many more ideas for
our industry and things | would like
to do, like teaching others how to
start local publications and building
toward a national community news-
paper brand. | get so much out of
talking with fellow publishers, and |
welcome anyone to contact me any-
time. There are so many possibilities
and they are exciting to think about.
The only lim-
iting factor is

“Hase R Cap On "

time and how
WE'S FHU” ! we choose to
“EEETABLES use it.”
oA NG o
(201) 546-98% Joe can be
reached at

joe@newviewmg.com
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Graphic Hooks

WHEN SPACE IN AN AD IS LIMITED, THIS TECHNIQUE
CAN BE A BIG HELP...

on a(POm

Type on a path can be a big help when you have
a limited space to work with—and in today’s
market, limited space seems to be the norm. |
found a simple heading in the Metro Newspaper
Service (December 2009, page 66) that | believe
will work for my purposes. It's not exactly what |
want, but the idea is there. | will deconstruct the
original heading and just use elements of the
original that will suit my goal of a badge or “tag”
that | can use in a number of ways.

Cookie Recipes

This bears repeating. This is the time of year
when cookie recipes are big! For gifts, for par-
ties, desserts— for sharing! | liked the “Santa’s
Cookie Picks” header, but | want to make it a
little more generic, | don’t know, maybe just
“Holiday Cookies” will be enough. By the way,
I am using the header at 36% of its original size.

| liked the casual type that was chosen for
this heading, however, if |am going to use type
on a circular path, | need to be a little more dis-
criminating. Type on a circle path looks best
in all caps. Descenders that hang below the
baseline become a distraction as you'll soon
see. | have used the typeface Postino Italic
because it comes closest to the type used in
the original heading. | have used the TYPE ON
A PATH OPTION “Rainbow,” but I'm really not
liking it already and | haven't even added the
cookie art. Anyway, the first version is upper
and lowercase and it looks a little “messy.” The
second version is all caps and while it suggest
the outline of a circle better, | think | will choose
another typeface altogether. (Typeface size is
20 pointin both cases.

83&,01.4 C'oo 2

Co_ %
oA
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At this point, I'm also
making the words run
in just the top portion
of the circle. | decided
to let the artwork
stand on its own, so
my type for “Holiday
Cookies"” is Myriad Pro
Black Condensed, plus
the words are now 32
point. And rather than base align the text to
the path, | chose center align because | tinted
the inside circle and wanted the “parts” to
seem more connected.

| also chose to add a stroke and small dark
shadow to just the text area. The amount of
space you have to work with will dictate the
size of the heading.

Heading with
lots of cookies!

In the next column, | offer some variations
on this item. Some will work well smaller, as
a “badge” or “tag” to unite similar items. This
type of heading can be done with Happy
Hours, Gift Baskets, Brunches... whatever! Just
use appropriate artwork and scale to balance
the heading.

HARTRY

HAPTY

by
Ellen
Hanrahan

Typessizeis now
26 point, but the
circleis reduced
to accommodate
asmaller area.
We don't need
as many cookies
either!

Same as above with justa
few of the items shifted.

I repositioned “Cookies”
to the bottom of the
circle, and choose
“flip” on my Type on

a Path options. Since
I did not base align
the text, lalso had to
delete the color from
the circle on “Cookies”
so both “Holiday” and
“Cookies” would appear to

overlap the tinted bottom circle. And

once again, | had to shift the cookies to create a
more cohesive look.

| was able to do all of the type on a path in
Adobe InDesign. Before | would have had to do
the work in Adobe lllustrator and go back and
adjust. QuarkXPress has similar features, and
the procedure is pretty much the same, so you
should be able to accomplish this technique in
that program as well.

The only lllustrator work is the cookie art
and | can shift, modify and import very quickly.

If you are planning on using the art as a
header or a “tag,” you can place it in a library,
or create a PDF to use whenever you need to.
Once the initial work is done, you can reduce,
reuse or recycle... how great is that!

HAPTPY

Back in the old days, | did a “Sale” border very much like this one with the
font Bermuda Squiggle. | was using QuarkXPress at the time, so | made

some adjustments—Ilike not doing a real type on path! So | have updated
the type on path for use in InDesign and this is truly one long rectangular
path. Did | have to do a little tweaking? Heck yea! But it wasn’t too bad nor
did it take much time—maybe 5-8 minutes to get the text to come out
even. Probably about the same amount of time it took in 2004 to create
separate boxes and place them around the border. So it’s a wash.
Now experiment with other shapes. | use Adobe CS 6, but I've been
using this technique since Adobe CS3.
Well this wraps it up for another year and | also find myself crav-
ing some Christmas cookies! | will be back in January, BUT, I still
welcome your ideas, comments and concerns, so e-mail to the

R™ " ABlessedHobiday to ol
o

KAV

FIAATH R

| welcome your input and suggestions. | entered the publishing business
after nine years as a high school art teacher and taught software pro-
grams at technical school. | also write for The Independent Publisher,
and I'm still learning. E-mail: hanrahan.In@att.net

Ellen Hanrahan ©2015
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Every salesperson is looking
for the fastest way, the best
way, and the easiest way to
“close” a sale.

More than human nature, for
salespeople, closing the sale
is both a desire and a need.
And the results are totally
measurable. Either you win, or
you lose. There is no second
place in sales.

Many people think that
“closing the sale” is the
fulcrum point of the process.
All of those people are wrong.
Closing the sale begins when
the sales presentation begins.

A SALE IS NOT “CLOSED.” A
SALE IS EARNED.

In my career | have learned
two powerful words that
complete the selling process.
They allow me to complete
the sale without a feeling of
discomfort or hesitancy. When
it’s time to deliver those words,
I know in my heart of hearts
the sale is mine.

The two words are: fair
enough, and they are delivered
to the prospect in the form of a
question. “Fair enough?”

“Fair enough” are the most
powerful words to affirm the
prospect’s intention to buy. You
may be erroneously referring
to the prospect saying “yes” as
“closing a sale.” Not good.

-]
The New Truth About Closing the Sale

“Fair enough” asks for a
commitment and validates the
value and the fairness of your
offer. If your offer is valuable,
or perceived as valuable by
the prospect, then the words
“fair enough” will always be
followed by the prospect’s
affirmative answer. And vice-
versa.

The words “Fair enough”
are also a self-test. Do you
perceive that your offer is
so valuable, that when you
ask the prospect, “Is that fair
enough?” you know in your
mind and in your heart that in
fact it IS fair enough. Always
ask yourself the “fair enough”
question BEFORE you give a
sales presentation. If you can
answer “yes” to your own
offer, it’s likely the prospect
will answer “yes” as well.

The words “fairenough” ask for
a “yes” and a confirmation to
move forward. They are direct,
completely  understandable,
and are non-manipulative.
They don’t contain the
phrases, “Can you see any
reason not to move forward?”
or worse, “Is there any reason
you could not do this today?”
Those are old-world, BS sales
expressions of the worst order.

“Fair enough” is pointed,
powerful, and positive. And
you don’t have to wait until
the end of your presentation

to ask. You can slip it in once
or twice as you're presenting
to make certain you and the
prospect are in agreement and
moving forward.

“Fair  enough” gives you
a transition  from  your
presentation to earning the
business.

THINK ABOUT THIS: If you
have a bunch of presentation
slides and offer to send some
kind of proposal at the end
of your presentation, you
can never use the words
“fair enough.” Your job as a
salesperson is to figure out
how your presentation can
culminate with the words
“fair enough” and that there’s
enough perceived value in your
presentation for the customer
to say, “Yes, that's fair enough.”

If the prospect says, “That
sounds fair enough,” or gives
you some form of yes, that's
not just a purchase, it’s also a
report card that your offer was
perceived as valuable enough

to move forward.
START HERE: Review your

Continued, page14
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Launch Your Own

How It Works

e ¢

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@wan

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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New Truth continued

entire sales presentation and see
where the words “fair enough”
fit into it. If there’s no place for
them, then your offer is most
likely not fair enough, and
will be met with some kind of
resistance or stall.

This review process requires
work on your part, and may
mean you have to revise your
sales presentation. This is a good
thing! It will most likely mean
you have to ask more questions,
discover what the buying motive
of the prospect is, and make
certain you have value offerings
that are in harmony with their

true needs and motives to buy.

If you are able to give prospects
the answers they’re hoping
for, you will have created the
ultimate  buying  experience.
Asking the question “fair enough”
will become a joy. A financially
rewarding joy.

| just provided you with a major
secret of selling — a secret that,
when mastered, has the potential
to double your sales and increase
your earnings significantly. All
you have to do is create a strategy
to incorporate it. Fair enough?

Jeffrey Gitomer is the author

Quick Pitch Selling

* Can you capture a prospect’s curiosity in 45 seconds?
* Does your sales call have a headline?
*\What do you say when they say, “WWhaddaya Got?”

You will leave this webinar with a Quick Pitch
you can use on the street the next day

[FPA-20/20

Join Us Friday, December 18th. Register Here:
https:/ / attendee.gotowebinar.com/ register,/3039209938372182017

Training Webinars

of twelve best-selling books
including The Sales Bible and The
Little Red Book of Selling. His
best-selling 21.5 Unbreakable
Laws of Selling is now available
as a book and an online course at
www.gitomerVT.com. For public
event dates and information
about training and seminars
visit www.gitomer.com or email
Jeffrey personally at salesman@
gitomer.com.

© 2015 All Rights Reserved. Don't
think
document

even about
this
permission from Jeffrey H. Gitomer

and Buy Gitomer. 704/333-1112

reproducing

without  written

Bob Munn ¢ Sales Coach, Will Travel ¢ Gitomer Certified Advisor
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Details to follow.

Hotel accommodations:
Caribe Rogale
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SHARE Groups

Your sales managers drive the
success of your business. They often
represent the first point of contact
a potential advertiser has with
your organization. Wouldn’t it be
helpful if your sales manager could
SH.ARE. the knowledge of others
in the publishing industry to stay up-
to-date on the best practices¢

The IFPA has formed the sales
managers Share Help and Resource
Exchange (S.H.A.RE.) peer group,
and found it to be one of the most
valuable benefits you — and your
sales manager — can receive.

WHAT IS IT?

Every sales manager faces day-to-day
challenges that are unique to leading
a sales team. “How can I grow my
team while still being an individual
contributor¢ Why is finding good
sales people so difficulté How do
[ stay motivated and motivate my
team¢ Where can I go to learn from
my peers, or whenIhave challenges¢”

Each S.H.ARE. peer group enables
a group of 8 to 10 front-line sales
managers to work together as a
team to develop their skills, share
best practices, and solve common
problems — while making each other
more successful.

HOW DOES IT WORK?

The SH.ARE. sales manager
peer group was limited to 8 to 10
members. Monthly hosted telephone
conference calls (59 minutes max)
are conducted with planned agendas,
plus time to address member requests.
Skills development, networking and
shared successes will be the focus.

The connections will continue
beyond the monthly calls with email
groups, and direct communication
between the members is encouraged.

WHAT’'S THE CATCH?

There’s no catch — simply the shared
knowledge and experiences your

sales manager can gain from his or
her peers who are fighting similar
battles.

Instead of investing in more after-
hours chamber networking functions,
invest in your sales manager’s future
with your company.

There is NO CHARGE for the next
2 members to sign up. Imagine,
unlimited access to the peer group for
FREE! But sign up quickly, because
space is limited!

by g
Rena Reiser S H A R E
peer groups

If you're not sure this is a GREAT
opportunity, pass this info along to
your sales managers and see what
they think.

HOW DO | SIGN UP?

Sign up at www.ifpa.com/share.
Look for the SSH.A.R.E. peer groups
link.

" APPRAISALS-BROKERING

+ 35 Years Publishing Experience
» Book, Magazine and Newspaper Company Financial Valuations
» Global Expertise, Deep Market Knowledge, Unmatched Integrity

Kamen & Co. Group Services

Book Pzzblishiug Company Appraisals » Bmkering

vy (516) 379-2797 « 1.(727) 786-5930
626 RXR Plaza, Uniondale, NY 11556

info@kamengroup.com « www.kamengroup.com

“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 Chairman/CEO of the Tampa Bay Times)

“Kevin Kamen is one of the world's best known and most
prolific brokers of media properties and companies.”

—Gypsy C. Gallardo, CEO/Publisher, The Power Broker Magazine
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News Station Not Liable
For Airing Footage

by Laura Mallory, Imallory@kingballow.com

A husband and wife sued an Oregon
television station and reporter for
showing the husband on a morning
broadcast, despite being promised his
likeness would not be aired.

Gunshots were fired in the couple’s
neighbor-hood, with some of the bullets
striking their home. Television crews
arrived to report on the shootings.
The husband is a sergeant for the state
penitentiary. Through his work, he
interacts with inmates, some of whom
have been released and have threatened

to kill him.
AN AGREEMENT NOT TO DISCLOSE

The husband told the reporter he was
very concerned for his safety and his
family’s safety and asked he not be
filmed or identified in any of the news
reports. If he was shown on the news
in front of his house, he believed current
and former inmates may discover where
he lives.

The reporter assured the husband his
image would not be broadcast. After
the reporter agreed not to use his image,
he allowed the reporter to film him
on his property. That same night, the
news station broadcast the story twice.

Neither broadcast showed the husband.
The story also aired the following
morning and was recut for a different
reporter.

The recut footage showed the husband
for a total of 3.4 seconds in the morning
broadcast. At least 25 inmates saw
the husband on television. One of the
penitentiary inmates even told the
husband he had enough information to
find out where he lived. This resulted
in the couple suing the news station
and the reporter under several legal
theories, including breach of contract
and infliction of emotional distress.
Therefore, the couple tried to keep their
home address private.

ANTI-SLAPP

The news station and reporter moved to
strike the complaint under the Oregon
anti-SLAPP (Strategic Lawsuits Against
Public Participation) statute, alleging
the claims arose out of their conduct in
furtherance of the exercise of their right
to free speech.

The purpose of Oregon’s anti- SLAPP
statute is to permit someone who is sued
over actions taken in the public arena
to have a questionable case dismissed
at an early stage. The statute protects
conduct in furtherance of the exercise of

from
King & Ballow

the constitutional right of free speech in
connection with a publicissue or anissue
of public interest. A motion to strike a
claim based on the anti-SLAPP statute
will be granted unless the person filing
the suit can demonstrate a probability
he or she will prevail on the claim.

The trial court denied the motion to
strike the couples’ claims and concluded
the filming of the husband was not
protected expression. The Court of
Appeals, however, reversed. Upon
an analysis of the claims and facts,
the appellate court held the evidence
does not support anything more than
a finding that the news station and
reporter acted negligently by failing to
make the station employees aware of
the promise they made that the husband
would not be included in the broadcast.
As a result, the court held the couple
failed to demonstrate a probability of
prevailing on their claims.

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
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

® Classifieds

® Retail

e Scheduling
e Carriers

e Circulation

L W e A =a w -
rANE BININS
An Artificial Intelligence Software Company
Microsoft
CERTIFIED
Partner

F
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Unusual Attitudes &
How to Fix Them

Each month, as I write my personal
column, I think of ways to let you
know a bit more about me. Usually
this is more than you want to know,
but no one has complained loudly
enough yet. In keeping with that,
and not wanting you to know about
my Chocoholic tendencies, let’s talk
about Unusual Attitudes.

When [ took a job at the Exchange in
Fayetteville, TN the owner, mentor,
and friend Bill Thomas asked me if I
would be interested in learning how
to fly an airplane. It took all my self
control not to jump up and down,
giggling, clapping my hands. Instead,
I simply said, “If that’s what the
company wants, I'm willing to help
out any way I can.”

I began taking flight lessons from a
young man named Phillip Rutledge.
He was younger than I and we
developed a friendship. He was still in
college and having trouble with math.
I was having trouble with the whole
“keep the airplane in the air” thing.
So, we helped each other out. I took a
flight lesson and then we went to our
home where I tutored him in college
algebra, trig, and finally calculus.

Each time we went up in the plane I
learned something new. Navigation,
Instrument  Flight Rules, Dead
Reckoning, Stalls, S-Turns, Take Offs,
and we tried to do an equal number
of Landings. Each time we went up
Phillip did something to me to test
how [ would manage the plane when
things went wrong.

He would pull the power, switch off
the gas, add flaps, or even open the
door. He did anything to distract me
from the task of flying the airplane.
After the first time I was caught
unawares [ watched him, the horizon,
the gauges, and outside the plane like
a nervous hawk.

I seemed to be doing pretty well

because after about 8 hours of
instruction he got out of the plane
and told me to take off and land three
times, by myself. I managed to do all
three of each and taxied the aircraft to
the hangar.

I had done itl I was a pilot or so I
thought. However, Phillip had lots
more tricks up his sleeve before I
could take my pilots exam called a
check ride. After my solo, each time
we went up he told me to “Close your
eyes and put your head down.” Just so
you know, don’t ever do that unless
you trust the other person completely,
nothing good can come of it.

After he said those words I felt
the plane doing all kinds of crazy
maneuvers. [ heard the engine
alternately rev high or slow down.
Twisting and turning through the
air Phillip’s mission was to get me
completely disoriented and panicked.
At the height of confusion he would
say, “Douglas, open your eyes and
look up. The plane is yours.”

The immediate feeling of alarm,
anxiety, and near hysteria seized my
brain as I looked out to see either
nothing but blue sky as the plane
was pointed straight up stalled out, or
the ground rushing up at us with full
power. Or sometimes he would add
a twist of having the plane turned on
its side doing the above mentioned
acrobatics. I had to manage my fear,
take control of the plane, and get
it back on the straight and level as
quickly as possible. Those maneuvers
were called “Unusual Attitudes.”

The idea of Unusual Attitudes is that
the pilot is trained to handle stress
and react to problems without having
to deliberate about what to do. He or
she simply reacts as trained without
going through the long process of
figuring out how to overcome the
problem.

Switch gears now. When you are out
on a sales call you will have all kinds
of stuff thrown at you. Objections,
attitudes (sometimes unusual), and
outright dishonesty will be launched
at you by your customers and would-
be customers. How do you handle
them¢ Do you try and figure out just
the right response¢ Or do you simply
react as you’ve been trained¢

Mostofushaven’tbeentrained enough
or well enough to simply respond
as trained. We try to postpone an
answer by asking “probing questions”
all while trying to figure out why the
customer wants her ad upside down
on page three in full color or some
other outlandish proposition.

My suggestion is that we go back to
the basics of proper training. Proper
training includes practicing Unusual
Attitudes. Call it role play. Call it
what you like. Most of us don'’t like
it no matter what it’s called. But the
reality is that unless we practice how
we will respond to unusual questions,
attitudes, and objections we will crash
and burn. No one likes to crash and
burn, especially in sales.

During your next sales training
session talk to your people. Get them
to respond to “What would you do if
John Customer asked you to go off
the rate card because the competition
did¢” Have your people talk through
what they would say or do. Get input
and feedback from each person on
your sales team. You'll be surprised
at the interesting responses and fixes
they come up with. Everyone learns
from this process. It will help your
people be more professional and more
successful.

The next time you take a flight
remember that your pilot had plenty
of Unusual Attitudes so that you could
play “Words With Friends” despite
your seat mate’s unusual attitude.
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2016
PUBLISHERS' SUMMIT

y\

esort

“January 22%
“mrdale, FL

Only $299

Register at https://www.freepaperconference.com/registration/publishersummit/
or FAX this form to 1-888-450-8329
Don't forget to book your room at the Wyndham at 1-954-428-2850. Ask for

the special rate for the Independent Free Papers of America.

Company Name

Attendee Name

Address

City State Zip Code

Phone ( ) Email

Payment Method: OvVisa O Mastercard O American Express

Credit Card Number: Exp. Date CWV Code

Registration includes: Friday Afternoon Workshop, Friday Evening Social, Saturday Sharing Session, Breakfast & Lunch
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EMPLOYEE BENEFIT

from

IFPAY

INDEPENDENT FREE PAPERS OF AMERICA

Your student can apply
for one of five

SCHOLARSHIPS

Boh Wright Memorial
Scholarship Requirements:

* Parent must work for a community paper that
is a current member of the Independent Free
Papers of America (IFPA).

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

o Applicant must be attending a 4 year college,
vocational trade school or community college.

*Application must be received by 3/21/16

To download application: Visit ww.ifpa.com

Click on “Member Benefits” the “Bob Wright Memorial Scholarships”
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Effective Team-
Building, Part |

by Darrell Davis, Metro Creative

Graphics

Media salespeople are no different
from their colleagues in other
industries. To be successful in their
jobs, media sales professionals need
to be both motivated and inspired.
While many people use these terms
interchangeably, there are important
differences  between them —
differences that have a substantial
impact on building successful sales
teams.

Motivation seeks immediate gains
— meeting a sales goal, signing a
particular number of new contracts,
winning a prize — and pushes
from behind. Inspiration, on the
other hand, is directed towards the
bigger picture — having a sense
of accomplishment, meeting a
personal goal, earning the respect
and recognition of colleagues — and
pulls from within. Just as successful
salespeople need to be both
motivated and inspired, effective
team-building strategies incorporate
both motivation and inspiration at
every level.

When recognizing the distinction
between these two terms, it can be
easy to see why some team-building
efforts falter and others flourish.
Money and prizes, for example,
are motivators. However, studies
consistently indicate that most
supercharged salespeople are most
inspired not by money, but by their
desire to accomplish and receive

recognition. Therefore, successful
team-building  efforts  combine
motivation — higher commissions,

time off or prizes — and inspiration
— mechanisms for sharing and
celebrating accomplishments,
rewarding creativity and recognizing
the attainment of personal goals.

Taking note of individual sales reps’
goals is a key element of team-
building and a good way to link
motivation with inspiration. For
example, a salesperson who is a new
parent may value time off more than
a cash prize or increased commission,
while a staff member who is closer
to retirement may respond more
positively to a travel voucher that can
be used at some future date. Since

from
Metro Creative
Graphics

it has been shown repeatedly that
people tend to work harder toward
goals linked to what inspires them,
one effective team-building strategy
is to work with sales reps to develop
their individualized goals that go
beyond the baseline quota. Very
often, individuals will not only set
higher goals for themselves, but also
work harder to achieve them.

Finally, in addition to identifying
individual goals (inspiration) and
establishing a series of incentives
(motivation), it is essential to visibly
recognize teammembers’successes—
both large and small — along the way:.
Recognition — in the form of emails,
verbal or visual announcements or
small “displayable” gifts — spurs
selling, but it also creates the kind of
friendly competition that encourages
salespeople to keep at it.

While all of these factors are central
to creating effective team-building
activities, there is one more that
deserves our attention — creativity.
Check back next month for my
thoughts on some stellar “outside-the-
box” team-building strategies that have
proven both effective and entertaining.

Thanks for making
us number one.

Why is TownNews.com the top CMS choice among U.S.
newspapers?* Maybe it's because we give you more ways
to make money, create content and grow your
audience than anyone else. And all at an affordable price.

Ready to thrive in the digital age? Call 800.293.9576 today.

TN TownNews.com

*Source: Reynolds Journalism Institute “Tools We Use” report.
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Customer Satisfaction
and Competitive Pricing.
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#99

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

Keeps Up with the
Latest Technologies
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#109

Your One-Stop
Print Resource.

Newspapers - Publications - Shoppers - Catalogs
Magazine - Directories - Coupon Books

College Course Catalogs - Advertising Supplements
Business and Financial Periodicals - Free Standing Inserts

Trumbull

PRINTING

205 Spring Hill Road
Trumbull, CT 06611

203.261.2548

www.trumbullprinting.com
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AMERICA'S #1 BROKER 5 vewrs continuous service

IT'S LIKE HAVING A BROKER
ON YOUR FRONT PORCH. W.B.

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. " mes

New England/Mid-Atlantic: John Szefc (845) 291-7367 & company

East/Southeast: Dave Slavin (201) 230-0848
South/Southwest: Lewis Floyd (850) 532-9466

: e : _ Corporate Offices:
Midwest/Plains: Julie Bergman (218) 230-8943 24212 Muscari Gourt
Lower Midwest/National ~ Peter Neill (734) 891-3008  Gaithersburg, MD 20882

(301) 253-5016
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