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COMING NEXT MONTH

The September issue of Publish will take a look at presidential candidates and 
their stand for small business issues.  As always, we will also cover the people, 
information and issues influencing the community publishing industry.
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RICK WAMRE: A CAREER OF  
SERVICE AND LEADERSHIP

W
e at the Association of Community Publishers 
(ACP) want to extend our heartfelt thanks to 
Rick Wamre as he retires from the association 
board of directors. Rick’s dedication and lead-

ership have left a lasting impact on our organization and 
the wider publishing community.

Rick served as president of both the Texas Community 
Newspaper Association (TCNA) and the Independent Free 
Papers of America (IFPA) fortunately for him, not at the 
same time. His leadership has been marked by vision and 
unwavering commitment. His biggest achievement was 
playing a key role in merging IFPA with the Association 
of Free Community Papers (AFCP). This merger not only 
strengthened our industry but also promoted a spirit of 
collaboration and innovation that will be felt for years.

With the help of Rick’s leadership, the IFPA and AFCP 
merger went off without a hitch, combining the best of 
both organizations to create a stronger ACP. He even 
helped both associations secure top-notch legal counsel at 

no charge. His strategic vision and dedication ensured that 
this big change benefited everyone and set a new stan-
dard for excellence.

As Rick steps down from the board, we think back on 
all the contributions he’s made. His leadership has been all 
about building community, enhancing communication, be-
ing good stewards of the association's assets, and pushing 
for progress. Rick’s legacy is one of teamwork and growth, 
and his impact will be felt long after his retirement.

The ACP community is incredibly grateful for Rick’s years 
of service and the positive changes he’s led. His work has not 
only made our organization stronger but also inspired others 
to strive for excellence and unity in the community publish-
ing industry. He has always been willing to share his experi-
ence and wisdom to help anyone in need of guidance.

We wish Rick all the best in his future endeavors and 
thank him for his exceptional service and dedication to 
the ACP. His legacy will continue to inspire and guide us 
as we move forward.  

BY DOUGLAS FRY
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FROM THE TOP

SPECIAL SECTIONS – A BOOST FOR 
REVENUE AND ENGAGEMENT 

“Being in the paper is special.” 
This often-quoted phrase from 
one of our publication's founders, 
Jane Harrison, or “Grandma Jane” 
as the family affectionately calls 
her, regularly surfaces during our 
discussions about new special sec-
tions. It serves as a reminder not to 
overdo the number of promotions 
we run. Over-relying on special sec-
tions risks advertisers holding out 
for these opportunities instead of 
committing to long-term ROP buys 
which sustain our publication. They 
can also be a lot of extra work. 

Despite this, we certainly offer 
many opportunities for advertis-
ers to take advantage of, including 
directories, guides, special sec-
tions, and editorial features. Special 
sections have distinct benefi ts, the 
most notable being the simplicity of 
the sales process. It's usually just a 
matter of inviting advertisers to be 
part of a community-focused event. 
This invitation is easy to accept, 
with no expectation of a measur-
able return. Additionally, special 
sections not only boost sales but 
also enhance the paper's quali-
ty and content — a double win. 
However, as Grandma Jane warned, 
special sections can be like sugary 

drinks: providing an initial high 
followed by a sales fi zzle.

So, how do you balance the rev-
enue boost from special sections 
with regular ROP sales? It comes 
down to planning and prioritizing. 
If you have a strong special section 
planned for a particular month, it 
might not be wise to introduce a 
new idea shortly after. There are ex-
ceptions, such as running features in 
different industries simultaneously, 
like real estate and auto, but be cau-
tious not to overwhelm your sales 
team. We've been guilty of this, yet 
our media consultants typically rise 
to the challenge and excel at these 
special offerings. 

In our sales department, we often 
say, “We have so much going on!” 
I'm not always sure we're adhering 
to Grandma Jane’s advice, but we 
all need to fi nd what works for us, 
in our markets, with our customers. 
Borrowing creatively from within 
the association is a great place to 
get inspiration and tailoring ideas 
to fi t your territory is important as 
well. Advertisers, like everyone else 
these days, can get bored easily, so 
it's essential to bring fresh and fun 
ideas to them. It’s usually a win for 
you and your readers too.  

BY MANUEL KARAM
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Proud to be the expert media financial valuation resource for 
the FORBES 400 List of America's Richest People 2015 - 2024



8 | AUGUST 2024

P
ic

tu
re

 b
y:

 A
nt

on
 V

ie
ri

et
in

Association of Community Publishers Ad Network

877-203-2327

Coast to Coast Classified Ads
6 Million Homes With a Single Order

Start your sales team selling national ads today!
A members only benefit of the Association of Community Publishers, Inc.
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BY DOUGLAS FRY

“DON’T BREAK YOUR 
STRIDE”

I
t will come as a com-
plete shock to you, but 
it’s the truth, I  used 
to run long distances 

as a college student. When 
the weather was nice there 
was something magical 
about running in the Uinta 
Mountains of Utah. But 
those two days occurred 
the day after Spring ended 
and the day Fall began. For 
the rest of the year I ran on 
the indoor track.

Every day I ran during 
my lunch hour. Running 
round and round the 
quarter mile track of the 
Smith Fieldhouse is as 
boring as it sounds. How-
ever, there was another 
reason I ran inside. You 
see, girls also ran on the 
same track, at the same 
time I did. I got to know 
some of them. There was 
“Blue Shorts” that would 
simply ignore me, “White 
Tank Top” tried to outrun 
me, and “Pepper Spray 
Girl” told me to leave her 
alone or she would un-
leash her can of pepper 
spray on me. Good times.

There was also a Karate 
class that started shortly 

after I began my run each 
day. As a result, there was 
one young guy dressed 
in his karategi, or simply 
“gi,” that warmed up on 
the track each day. He 
didn’t have the same suave 
manner that I did nor did 
he run 6 miles. Each day 
he would surge past me 
on his measly two laps and 
then cut immediately to his 
left making me break my 
stride to keep from run-
ning in to him.

Every Monday, Wednes-
day, and Friday this Kara-
te Kid wannabe ran past 
me, cut me off, and fin-
ished his 1/2 mile acting 
like he had just complet-
ed a marathon. Several 
times I yelled at him to 
watch out as he made me 
chop short my stride. But 
he ignored me each time. 
After a couple weeks of 
this I had reached such 
a point of frustration, 
by his self-centered and 
aggressive running, that I 
decided I wouldn’t break 
my stride when he came 
by me and cut into my 
lane.

I saw him stretch-
ing at the side of the 

track on my 20th lap. 
I knew he would be 
coming around me soon 
enough. About 5 min-
utes later I heard his 
bare feet slapping on 
the track as he ap-
proached from behind. 
Sure enough, he came 
around me and cut me 
off. This time I didn’t 
shorten my stride and 
my right foot caught his 
left foot and produced a 
blur of white cotton fab-
ric as he tumbled to the 
ground. I kept my pace, 
didn’t shorten my stride, 
and ran on as if nothing 
had happened.

I wasn’t proud of what 
happened but he never 
cut me off again. In the 
weeks ahead he warmed 
up and passed me as he 
prepared for the karate 
class. But these times he 
gave me a wide berth 
when he passed me.

The point of all this is to 
remind you that often our 
competition tries to make 
us break our stride. Don’t 
do it. Keep your pace, 
keep doing what you do 
best. You may have the 
satisfaction of watching 
them explode in a blur of 
white cotton fabric. 
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THE ONE THING
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Based on national surveys of 39,977 
people conducted by

Circulation Verification Council

76.7% Report
Regularly Reading
an ACP Member

Publication!

READ
Print’s not dead, it’s

™
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Photo Credit:  LightField Studios / shutterstock.com

Kansas trophy-winning profitable weekly 1,700 paid community newspaper 
recognized as the “O�cial County and Town Newspaper” in Linn County and only 
45 minutes from Kansas City. Enormous ad lineage and attractive. Branded to 
the nth degree; quality sta� in place and owner willing to remain on 6 months if 
needed.    UNDER CONTRACT
Kentucky 3,300 weekly paid community newspaper recognized as the “Oldest 
Newspaper in Kentucky” and recently highlighted on the March 2024 front cover 
of PUB AUXILIARY of the NNA! Fabulous local newspaper that is rich in content 
and loaded with pages of advertising from locals. Profitable and engaging to 
both readers and ad buyers alike!
Chicago, Illinois Jewish Home newspaper; free distribution. Ownership recently 
relocated and ceased production. Was established for five years; mailed 
distribution. If you live or work in the Chicago market this local newspaper can 
potentially be an appropriate fit for you. If you already own a newspaper, 
magazine, or free distribution shopper and can sell ad space and produce the 
artwork consider this opportunity.
Georgia Lake Country's weekly portfolio of four paid community newspapers and 
several free distribution glossy magazines targeting the charming and unique 
markets within this bustling region of the state.
Northern California weekly paid community newspaper on the Oregon border. 
Adjudicated publication; serving a rural and high-quality family-oriented lifestyle 
region of the state.    SOLD

“Of the many services o�ered by Kamen & Co – from valuations to brokering to labor 
negotiations – you won’t see coaching, mentoring, counseling, or being a friend 
listed… but that is exactly what Kevin Kamen became to us. Throughout the inevitable 
highs and lows of o�ering our business for sale, he was in our corner every step of the 
way. He kept us up to speed, was always available, and demonstrated genuine 
commitment throughout. No question, he knows and understands the business side of 
things, but what became evident to us is that Kevin Kamen understands what’s truly 
important. He cares about people.” 
                                                                                                                                 Lynn Telleen, Iowa

PUBLICATIONS LISTED FOR SALE
KAMEN & CO. GROUP SERVICES, LLC

516-379-2797
info@kamengroup.com                      www.kamengroup.com

Need to have your publications financially valued correctly?
Want to sell your title? Contact our firm confidentially.

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

AMERICAS RICHEST PEOPLE. 2015-2024

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

Call now to get started! (314) 966-7711 

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

THE 5 TRAITS OF SUCCESSFUL 
PEOPLE IN THE COMMUNITY 

PUBLISHING INDUSTRY

A
fter 47 years of 
working in this 
industry, I decid-
ed it would be 

interesting to identify the 
common traits I have ob-
served in successful career 
community publishing pro-
fessionals over that time. 
I’m not talking about the 
person who spends a year 
or two with us while they 
wait for their big break in 
pharmaceuticals or surgical 
sales. I’m talking the peo-
ple who come in and get 
so attached to the industry 
that they can just never 
walk away. You know, 
those “ink in their veins” 
types. I’ve crossed paths 
with many of those people 
along the way and to be 
honest, they are the people 
I have always felt the most 
comfortable around. So 
here it goes, I believe suc-
cessful community publish-
ing career professionals…

1. …are people who gen-
uinely get a sense of accom-
plishment from helping oth-
er people succeed. It may be 
helping a merchant get the 
ad put together that moves 
that excess inventory. Or 
possibly sharing an idea they 
successfully implemented in 
their own company with a 
fellow professional to help 
that company become more 
successful. Or developing a 
new employee who has that 
“it factor” that makes them 
seem like a good fit in the 
industry and the company. 

Whatever the task, they get 
pleasure from participating 
in the success of people they 
can help along the way.

2. …are roll up their 
sleeves, not afraid to get 
their hands dirty, do what-
ever it takes to get the job 
done people. They are not 
lazy, let someone else do 
the heavy lifting types. They 
won’t look for the easiest 
way to get things done but 
focus on what drives the 
best outcomes. Sure, we’ve 
all met some that are not 
quite go getters along the 
way, but they are never the 
ones who are the most suc-
cessful or last the longest in 
this industry. We all gravitate 
to those people who are the 
first to pitch in and constant-
ly strive to build the best 
results and experiences.

3. …are creative think-
ers who are not afraid to 
follow their gut. They are 
not afraid to try new things, 
make changes to keep their 
products relevant as their 
community changes. They 
don’t focus on how things 
are but constantly look to 
how things could be. Those 
people in the industry who 
have been the protectors of 
the “we’ve always done it 
this way” mentality are disap-
pearing at an alarming rate. 
Those most successful in this 
industry seem to follow the 
Jack Welch philosophy of 
“Change before you have to.” 

4. …are personally 
driven to be successful. We 

have all met people who 
are successful because they 
happen to be in the right 
place at the right time. I 
believe those people only 
have short term success 
because of today’s acceler-
ated rate of change. Truly 
successful community pub-
lishing professionals don’t 
bask in the glory of their 
last accomplishment, they 
constantly drive themselves 
to improve on everything 
and build the next success 
story, and the next.

5. …are intensely loyal 
to both the industry and 
their employees. They feel 
this strong sense of com-
mitment to the people they 
work with and respect the 
reciprocity of their loyalty 
in return. We are all think-
ing of somebody we know 
that doesn’t fit this one, 
but I believe it is the rare 
exception to the rule. Most 
of the successful people 
I have crossed paths with 
tend to have an extremely 
strong allegiance to the 
industry and the people 
within it. It may not be a 
requirement to be suc-

cessful, but I believe this 
industry attracts people 
who exhibit this trait.

In looking back over the 
last 47 years, I have had the 
privilege of being associated 
with an enormous number 
of successful professionals 
throughout this industry. My 
involvement for the last 29 
years with the national asso-
ciation has provided oppor-
tunities to work with people 
from across North American 
as well as from around the 
world. Some of the great 
ones I have met along the 
way have come and gone, 
but I have no hesitation in 
saying some of the great 
ones are here right now and 
some of the great ones are 
just getting started in this 
industry. The good news is, 
we have attracted more than 
our fair share of great ones. 

As we continue to evolve as 
an industry, we need to hold 
on to attracting the people 
who exhibit these five traits. 
If we can do that, the future 
will be very bright and we 
will continue being able to 
promote the slogan, “Print’s 
not dead, it’s READ!”  
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ROP PROMOTIONS

DESCRIPTION:  Hello Summer! is 
our Reminder Publishing weeklies spe-
cial section for the upcoming summer 
season. It's published at the beginning 
of the summer and runs in our Re-
minder weeklies. It includes original, 
local editorial on seasonal businesses, 
events, eateries, and more. Local adver-
tisers choose from fi ve different size 
ads and receive a 25% discount if they 
run in both Hello Summer! zones.

UNIQUE CHARACTERISTICS:  
Our Reminder weeklies "seasonals" 
have been popular among our read-
ers, and advertisers, for many years. 
What used to be glossy magazine in-
serts are now mostly special sections 
in the paper. Hello Summer!, inter-
estingly enough, once called "Fun In 
the Sun!" follows up our "All Things 
Spring" section and precedes "All 
That's Fall". Later in November our 
annual "Holiday Gift Guide" seasonal 
is a tab publication inserted in the 
papers. With families always looking 

DESCRIPTION:  The World’s 
annual Who’s Who in Central 

For Additional Information, 
contact: 
Scott Greene, 
 sgreene@thereminder.com 

HELLO SUMMER!

WHO’S WHO IN CENTRAL VERMONT

PUBLICATION: THE REMINDER – EAST LONGMEADOW, MA

NUMBER OF YEARS THE PROMOTION HAS BEEN PRODUCED: 3 YEARS

TOTAL PAGES (LATEST YEAR): 14 PAGES

TOTAL CIRCULATION: 118,000

TOTAL REVENUE (LATEST YEAR): $19,515

PUBLICATION: THE WORLD – BARRE, VT

NUMBER OF YEARS THE PROMOTION HAS BEEN PRODUCED: 35 YEARS

TOTAL PAGES (LATEST YEAR): 3 PAGES

TOTAL CIRCULATION: 10,000

TOTAL REVENUE (LATEST YEAR): $2,375

Vermont is an in-paper promo-
tion where readers try to match 

an advertiser’s image to their ad. 
The winner with the most correct 

ALL ADS INCLUDE
FULL COLOR!

publishing
reminder

MAKE THIS SPECIAL SECTION
PART OF YOUR PLAN FOR
SUCCESS AND INCREASED
SALES THIS SUMMER!

CALL NOW TO
PLACE YOUR AD!

East Longmeadow O�ce:
443b shaker road, EAST LONGMEADOW 413.525.6661

Westfield O�ce:
181 ROOT ROAD, WESTFIELD  413.562.4181

EDITION DATE

6.27
DEADLINE

6.12

ZONE 1 EDITIONS
EAST LONGMEADOW REMINDER | ENFIELD/SOMERS REMINDER

LUDLOW/MONSON REMINDER | SPRINGFIELD REMINDER

ZONE 2 EDITIONS
AGAWAM REMINDER | CHICOPEE/HOLYOKE HERALD

HAMPSHIRE REMINDER | THE PENNYSAVER

REACH MORE THAN 191,000 READERS
CHOOSE ONE OR TWO ZONES.

BUY BOTH AND SAVE 25%!

!

ALL ADS INCLUDE
FULL COLOR!

EAST LONGMEADOW REMINDER Back Cover $1,275 (5x20)
5x20 $975
5x10 $540
3x5 $225
2x5 $135
2x3 $90

Back Cover $1,275 (5x20)
5x20 $975
5x10 $540

CHOOSE YOUR 
AD SIZE:
2x3 (4.219”x 3”)
2x5 (4.219”x 5”)
3x5 (6.438”x 5”)
5x10 (10.875”x 9.87”)
5x20 (10.875”x 20”)

Rate Sheet                                          

for those summer things to do and 
places to go, Hello Summer! gives our 
Western Mass and Northern CT cus-
tomers a great platform to advertise 
their businesses and products.  

Link to Full Promo PDF

Link to Full Promo PDF

10% OFF
BOARDING AND/OR GROOMING
Cannot be combined with any other offers.
 Limit one per customer. Expires 8/31/23.

141 Porter Road • East Longmeadow, MA

413.525.3532
porterroadpetcare.com

“We strive to give your pet a clean & safe
environment and an enjoyable stay”

Monday - Friday 8am - 5pm 
Saturday 8am - 4pm 

Sunday 9am - 5pm

STAY, PLAY 
OR GROOM…
ALL SUMMER
LONG!

FREE
ONE DAY OF DAY CARE

Cannot be combined with any other offers.
 Limit one per customer. Expires 8/31/23.

HELLO SUMMER 2023 | EL/CH/LD/MP/SN/SP | 2 | THEREMINDER.COM

By Tina Lesniak
Correspondent

Walking down the street in 
Historic Deerfield is like walking 
directly back into history, an edu-
cational and fun way for families 
to connect with each other and 
with local history. It transports 
visitors back to the days of people 
growing most of their own food, 
cooking over a hearth fire and 
small villages being surrounded by 
vast open space.

“Each of our homes is native 
to the town, meaning none of the 
buildings have been relocated to 
be part of the museum,” explained 
Danaë DiNicola, associate direc-
tor of marketing and communi-

cations for Historic Deerfield. 
“What you see when you walk 
down the street is the way it 
looked when it was settled those 
hundreds of years ago.”

A different kind of 
“living history”

Because of its authenticity, 
the overall feel of Historic Deer-
field is slightly different from oth-
er historical villages in the area, 
such as Old Sturbridge Village 
or Storrowton Village Museum. 
Both of these villages have relo-
cated historic buildings from oth-
er locations to their museums.

“The stories we tell are au-
thentically Deerfield,” said DiNi-

cola. “Many times we learn about 
history as a child and think ‘Oh, 
that happened so long ago, and 
not anywhere near me,’ but in this 
case, it didn’t. We’ve found that 
many patrons truly enjoy that.”

A summer of 
adventures awaits

To engage its visitors, the 
museum has a constantly rotating 
programming schedule that ap-
peals to both younger and older 
visitors of the museum. The sum-
mer is filled with special events for 
families to enjoy.

On Saturday, July 15, the 
museum will host Farm Animal 
Frolic from 10 a.m. to 3 p.m. This 

family fun day will take place at 
History Workshop and feature 
interactions with farm animals, 
learning about their lives and 
proper care for them. The village 
will also host a scavenger hunt 
throughout its ground, as well as 
art activities, games and stories 
and songs from John Porcino. All 
of these activities are included 
with general admission.

In partnership with High-
land Street Foundation, the mu-
seum will be free for all visitors 
on Wednesday, Aug. 9. Historic 
Deerfield will be open during its 
normal hours, from 9:30 a.m. to 
4 p.m., and have a full schedule 
of demonstrations, hands-on ac-

tivities and crafts for visitors to 
participate in.

Throughout the summer, His-
tory Workshop will host “Tavern 
Games.” Visitors will learn to play 
a variety of strategy-related games 
from around the world and make 
their own 9 Men’s Morris game 
to take home.

Saturdays will feature open 
hearth demonstrations. If the 
weather isn’t too hot, then hearth 
cooks will demonstrate making 
pickles or preserves with fresh 
seasonal produce. When the tem-
perature gets too high, the cooks 
will use their talents to make cool 

A day at Historic Deerfield
Clockwise from top left: Craft demonstrations are always a part of the programming at Historic Deerfield. The Wells-Thorton House, painted robin’s egg blue by an 
ambitious laywer in 1803 hoping to attract clients. The Sheldon House. The visitor’s center and location of open hearth cooking demonstrations.

Photo Credit: Historic Deerfield

See DEERFIELD on page 6

 Sample Page                                        

For Additional Information, 
contact: 
Deborah Phillips 
 dphillips@vt-world.com
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ROP PROMOTIONS

DESCRIPTION:  Our special fea-
ture in the September/October edition 
of our Rochester Home magazine, 
spotlights the incredible women-run 
businesses across the community. With 
October marking National Women’s 
Small Business Month, there's no better 
time to celebrate their entrepreneurial 
spirit and community impact.

UNIQUE CHARACTERISTICS: 
What makes this feature unique is its 
personal touch. Our women-run issue 
includes a colorful mix of ads that 
highlight the diversity and creativity 
of local female entrepreneurs. We've 
also caught up with these inspir-
ing business owners for quick Q&A 
sessions, complete with their friendly 
headshots—putting faces to the names 
driving Rochester forward. 14  THEHOMEPUBLICATIONS.COM | Rochester 

Come see what’s in store for you!

The Piano Works, 349 W Commercial St. #1500, East Rochester

585.737.7672  |  IG @janisreedinteriors  |  Open Tues-Fri 12-5pm, Saturday 10am-2pm

D E S I G N  S T U D I O ,  H O M E  &  G I F T  B O U T I Q U E

Enduring home furnishings, endearing gifts and

all the design resources you need to live beautifully at home.

- Woman-owned business since 1997 -

Our 1st Birthday
Celebration at

The Piano Works!

October 4-7

Follow us on IG for
more details!

Save the Date

COMING IN OCTOBER!

T H E  P A N T R Y

Serving ware, charcuterie boards & tools, dinnerware,

stemware, cookbooks, gourmet foods and more.

O H  B A B Y !

Our permanent pop-up shop introducing

nursery décor and baby essentials.

MEET THE 
FACES OF ROC’S

RUN BUSINESSES

Janis Reed
Janis Reed Interiors

What’s your guilty pleasure?
Dark Chocolate

Favorite local fall activity? 
Walks in our local parks as the 
trees display their fall colors.

Who is a woman that inspires you?
Ashley Alderson of the 

Boutique Hub - wife, busy mama 
of 3, cancer survivor, podcaster 

and provider of resources, 
training and community for 

small business entrepreneurs.

Kelly Metras
salena’s mexican restaurant

Favorite local fall activity?
Hikes with the kids

Name two things you can’t live without.
Mexican food and a good book

Who is a woman that inspires you?
Kelly Bush: she is the most dedicated and 
driven person I know. Watching her work 
through tragedy and manage to still take 

care of everything is so inspiring. 

Eileen & Jessie Wrona
enchanted rose garden

Name two things you can’t live without.
Caffeine (absolutely!) & each other. 

Being partners in business is a blessing.

What is one tip you would give for women 
looking to become their best self?

Don’t be afraid of change! Your ability to 
pivot will be your greatest advantage. 

Stick to your core values and 
allow yourself to grow even if it is scary!

14  THEHOMEPUBLICATIONS.COM | Rochester 

WOMEN-RUN

WOMEN RUN BUSINESSES
PUBLICATION: FEATURED MEDIA / GENESEE VALLEY PENNY SAVER – AVON, NY

NUMBER OF YEARS THE PROMOTION HAS BEEN PRODUCED: 5 YEARS

TOTAL PAGES (LATEST YEAR): 24 PAGES

TOTAL CIRCULATION: 10,800

TOTAL REVENUE (LATEST YEAR): $7,400 (ROCHESTER EDITION)

In addition to business stories, we 
shine a light on the support networks 
that empower women in our com-
munity. From non-profi ts to advocacy 

groups, our editorial content spot-
lights those dedicated to fostering 
a thriving environment for wom-
en-owned businesses.  

Link to Full Promo PDF

Rate Sheet Sample Page

Sample Pages   Sample Page

answers wins a $75 gift certificate 
from their choice of any of the 
participating advertisers. The ads 
are 3.1” X 3” in color at a cost of 
$95.00. The promotion attracted 
25 advertisers in the latest running 
and the promotion concludes with 
a half page ad indicating all the 
photos identified.

UNIQUE CHARACTERISTICS:  
What makes this promotion unique 
is that any number of businesses can 
participate and any type of busi-
ness can be included. Not only is it 
a reader favorite, it’s a unique way 
for businesses to market themselves 
(and what business owner doesn’t 
want to see their picture in your 
publication!).  

For Additional Information, 
contact: 
Manuel Karam, 
 manuelk@featuredmedia.com



SPECIAL SECTIONS

DESCRIPTION:  The Clay Coun-
ty Fair is a much anticipated venue 
every March/April. It is one of the 
largest events in Clay County. The 
Clay Today has partnered with the 
Fair association for many years to 
produce this section. We meet early 
in the year to discuss the theme of 
the fair, new attractions, items that 
the fair wants to focus on such as 
a pet adoption or a food drive and 
generate our content from that. Our 
advertisers happily say yes to adver-
tising in the Offi cial Clay County Fair 
Guide. The understand the impor-
tance of the fair and the revenue it 
drives to our county. Each year the 
editorial and production team  try to 
outdo the previous year’s guide. This 
is the second year we have entered 
this contest and the second year the 
guide has won an award. We have 
also won awards from IAFE (Interna-
tional Association of Fairs and Expos) 
for this publication.

UNIQUE CHARACTERISTICS:  
Our community looks forward to this 
and really embraces it. Each year it 
gets bigger and bigger 171K  fairgo-

year when I work on this and have 
made some great contacts and we 
have written about so many people 
from all walks of life we meet at the 
fair. Everyone has a story to tell. Our 
paper promotes the fair before and 
throughout it's 11 day run . A report-
er is out there daily so we can post to 
the website, write stories.  

CLAYCOUNTYFAIR.ORG FOR VISITOR INFORMATION, GO TO:
WWW.EXPLORECLAY.COM

MARCH 30 – APRIL 9, 2023

CLAY COUNTY
AGRICULTURAL FAIR

fair 
IS FOR

everyone

2023 OFFICIAL FUN GUIDE

FAIR FUN GUIDE
PUBLICATION: CLAY TODAY, FLEMING ISLAND, FL

NUMBER OF YEARS THE PROMOTION HAS BEEN PRODUCED: 15 YEARS

TOTAL PAGES (LATEST YEAR): 56 PAGES

TOTAL CIRCULATION: 17,000

TOTAL REVENUE (LATEST YEAR): $28,000

ers this year.. I would tell another 
publisher to look for the event in 
your community, meet with it's orga-
nizers and offer to help with getting  
the  word out. (The fair team in Clay 
County is a 3 paid person organiza-
tion and needs the help of volunteers 
and the community to pull this off 
every year.) I learn so much every 

Link to Full Promo PDF

Section Cover                                          Sample Page                                        

For Additional Information, 
contact: 
Faris Robinson 
 farris@claytodayonline.com

GRADUATION GUIDE
PUBLICATION: FILMORE COUNTY JOURNAL

NUMBER OF YEARS THE PROMOTION HAS BEEN PRODUCED: (NOT AVAILABLE)

TOTAL PAGES (LATEST YEAR): 36 PAGES

TOTAL CIRCULATION: (NOT AVAILABLE)

TOTAL REVENUE (LATEST YEAR): (NOT AVAILABLE)Link to Full Promo PDF
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SPECIAL SECTIONS

Link to Full Promo PDF

www.valleybreeze.comMAY 18–24, 2023

Valley Pets

©2023 THE VALLEY BREEZE

CONG� TULATIONS TO OUR FIRST-EVER VALLEY PETS COVER MODEL(S)! 
CALLIE, pictured at top is a rescue dog from Cumberland owned by A.J. Collette. 

From left are fi ve week old kitty LEO, of North Smithfi eld owned by Terri LaPlante; MADDIE, an Australian shepherd from North Providence 
who is a year and a half, owned by Jeff Ledoux; and ELTON JOHN, adopted eight months ago by Melanie Gosetti of North Providence.

CALLIE

LEO MADDIE ELTON JOHN

6     VALLEY PETS  MAY 18–24, 2023  |  VALLEY BREEZE  |  SPECIAL SECTION

From shelter to feline forever home

By LUZJENNIFER MARTINEZ
Valley Breeze Deputy Editor

luzjennifer@valleybreeze.com

Adopting a cat can be an exciting but daunt-
ing process. With so many aspects to consider 
such as space, supplies, as well as other animals 
and children that may already be at home, it’s 
best to have a plan in place to prepare for your 
new furry friend’s arrival. The Valley Breeze con-
sulted with two local experts for some cat adop-
tion tips to ensure a smooth process. Check 
them out below.

Bringing them home
When it comes to introducing your furry 

feline to your home space, where to keep them 
really depends on their personality and the 
dynamics of the space they are being intro-

duced to. According to Johanna Sparling, volun-
teer at the Scituate Animal Shelter, it is best to 
have a separate isolation or introduction room if 
the new cat is timid, so they can get used to the 
sounds and smells of their new home.

If the cat is more social and outgoing, then 
Sparling says it is best to introduce them to your 
entire space as well as family and other pets 
right away. “We suggest bringing the cat into 
various rooms, so they can learn quickly that 
this is home,” Sparling said.

For kittens that are 8-12 weeks old, Sparling 
says it is best to keep them in a small, safe 
space, especially when you are unable to super-
vise them while away at work or when sleeping. 
“If the home does not have a small room, we 
suggest purchasing an inexpensive pop-up mesh 
tent to keep the kitten safe from harm when the 
humans aren’t around to supervise,” Sparling 
said.

Supplies to have on hand
Along with food, toys, litter, and a litter 

box, Dennis Tabella from the nonprofi t group 
Defenders of Animals, suggests also getting a 
scratching post, cat trees and calming pher-
omones, so your cat can feel right at home. 
Sparling suggests holding off on purchasing 
large cat towers until you can gauge if the cat 
wants to reach new heights at home. “Squeeze-
up” or ”lick-able” treats are also a must, 
Sparling said, since they contain almost pure 
protein, fi sh, or chicken and have few ingredi-
ents.

Sleeping arrangements
As far as where your new cat should sleep 

once they are home, Sparling said this is mainly 
determined by the cat owner’s preference on 

Cat adoption tips for a smooth transition

Continued on next page

For All Your
Fencing Needs

RESIDENTIAL
COMMERCIAL

SNOW REMOVAL

6 Bowen Street
Johnston, RI 02919

aepserviceinc@gmail.com
aepserviceinc.com

WWW.RIVERDALE.COM
508-234-7837
WWW.RIVERDALE.COM
508-234-7837

Hourly Positions Include:
Machine Operators

Salary Positions Include:
Controller & Storeroom Manager

Section Cover                                          Sample Page                                        

Promotion Cover  Sample Page                                        

DESCRIPTION: This special 
section includes graduate photos for 
11 area high schools and opportuni-
ties for area business to sponsor and 
congratulate their graduating seniors. 
The volume of advertiser support 
is very impressive as is the unique 
layout.

UNIQUE CHARACTERISTICS: 
This promotion provides opportu-
nity to sell both traditional adver-
tisers as well as non-traditional 
advertisers. Any business in the 
community is eligible and the 
nature of the piece will stay in the 
home of just about every member 
on each senior’s family!  

DESCRIPTION:  Special section 
containing self-generated editorial 
pertaining to pets and pet owner-
ship. This fi rst edition of Valley Pets 
attracted 27 advertisers from a broad 
cross section of business catagories. 
Fence companies, fl ooring, groom-
ers, pet stores and a number of 
businesses who wanted their pets 
included! 

UNIQUE CHARACTERISTICS: 
Readers submitted pets pictures 
for a chance to have their pet on 
the cover or inside the publication. 
Staff members at Valley Breeze 
also included their furry friends as 
well.  

PET SECTION
PUBLICATION: VALLEY BREEZE – LINCOLN, RI

NUMBER OF YEARS THE PROMOTION HAS BEEN PRODUCED: FIRST YEAR

TOTAL PAGES (LATEST YEAR): 16 PAGES

TOTAL CIRCULATION: (NOT AVAILABLE)

TOTAL REVENUE (LATEST YEAR): (NOT AVAILABLE)
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STAND ALONE PROMOTIONS

DESCRIPTION:  The BEST of 
NORTH COUNTY is an annual on-
line contest where local businesses 
compete for votes to secure the “Best 
Of” title in their business sub-cate-
gory. When voting period concludes, 
we publish a magazine and host an 
announcement party to celebrate the 
winners.

UNIQUE CHARACTERISTICS:  
The opportunity to engage with busi-
nesses that wouldn't advertise with 
our newspaper normally. Engagement 
was the intention. Revenue targets 
have been limited due to our small 
sales team but the benefi ts of the 
merchant and reader enthusiasm for 
this promotion contribute signifi cant-
ly to its value. 

BEST OF GUIDE
PUBLICATION: COAST NEWS GROUP – ENCINITAS, CA

PROMOTION TITLE: BEST OF NORTH COUNTRY

NUMBER OF YEARS THE PROMOTION HAS BEEN PRODUCED: 2 YEARS

TOTAL PAGES (LATEST YEAR): 68 PAGES

TOTAL CIRCULATION: 10,000 TOTAL REVENUE (LATEST YEAR): $54,480
Link to Full Promo PDF

Promotion Cover  Sample Page                                        

For Additional Information, 
contact: 
Chris Kydd 
 ckydd@coastnewsgroup.com

DESCRIPTION:  The Discov-
er Cedar Creek Lake magazine is 
published in a small town lake 
community. It focuses on dining, 
shopping, real estate, entertain-
ment and lake activities. The 2024 
Summer edition is 160 pages with 

DISCOVER GUIDE
PUBLICATION: THE MONITOR – MABANK, TX

PROMOTION NAME: DISCOVER CEDAR CREEK LAKE – FALL EDITION

NUMBER OF YEARS THE PROMOTION HAS BEEN PRODUCED: 6 YEARS 
(ALSO PUBLISH A SUMMER EDITION)

TOTAL PAGES (LATEST YEAR): 140 PAGES TOTAL CIRCULATION: 5,000

TOTAL REVENUE (LATEST YEAR): $79,000

total revenue of $100,812. Since we 
are a lake community, we focus on 
it dropping on the holiday week-
ends -  Memorial Day, July 4th and 
Labor Day during those weekends 
our population increases with our 
weekenders. It’s a great source of 

exposure for our customers for 
people who are just visiting the 
area.

UNIQUE CHARACTERISTICS:  
The Discover Fall edition has high 
profi le exposure in our commu-

Link to Full Promo PDF

For Additional Information, 
contact: 
Janice Grubbs Vincik 
 janice@themonitor.net
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STAND ALONE PROMOTIONS

Dining • Shopping • Real Estate • Entertainment

Cedar Creek LakeCedar Creek Lake
iscoveriscoverDD

Fall/Winter 2023-2024

Page 119

L
ate fall is when white-tail deer hunting season is in full 
swing, and Discover magazine asked Game Warden 
Mark Anderson, who is one of Henderson County’s 
game wardens through the Texas Parks & Wildlife 
Department (TPWD).

“I always enjoy the opportunity to share our message 
and passion for the outdoors,” Anderson says.

General questions can be answered at the ease of a few finger 
taps, as Anderson suggests using the Texas Outdoor Annual 
App, the official app of Texas hunting, fishing and boating 
regulations offered free through TPWD. The app offers hunting 
and fishing news from TPWD, too.

“Some of our most common questions have to do with 
season dates and bag limits for hunting and fishing,” Ander-
son says. “All of this information can be found in the Outdoor 
Annual App or the printed version. We encourage people to 
become familiar with these documents as they contain lots of 
useful information. Having the proper license type and en-
dorsements are also important.”

For those in the field or in a blind, the app lets you find hunting 
season dates and bag limits for your county, see seasons and 
bag limits for all game animals, review means and methods re-
strictions, find public hunting lands and apply for drawn hunts 
for mule deer, bighorn and other game.

For those on the water or on the shores, app users can see 
statewide bag and length limits, find exceptions to statewide 
limits by water body, find places to fish nearby and see tips for 
identifying bass and catfish.

As for licenses, stamps and permits, the app allows one to 
see types of licenses, permits and stamps available, find 
license retailers near you and look up your license purchase 
history and to purchase the licenses themselves.

Anderson also says that every hunter in Texas (including 
out-of-state hunters) born on or after Sept. 2, 1971, must 

successfully complete hunter education. The minimum age for 
certification is 9 years old and the cost is $15.

TPWD’s webpage about hunter education certification says 
the certification is good for life and is honored by other states 
and Canadian provinces requiring hunter education. Certifica-
tion proof (or a deferral) must be carried on your person.

How do you know if you qualify for a hunter education defer-
ral? Any person 17 years of age or older who has not com-
pleted hunter education may defer completion for up to one 
year, TPWD says. A deferral may only be obtained once (and 
is available at license vendors for $10) and is only valid until 
the end of the current license year, the department explains. 
You must be accompanied while hunting if you have a deferral.

So… what does “accompanied” mean? Accompanied means 
being with a person who is at least 17, who is licensed to hunt 
in Texas, who has passed hunter education or is exempt (born 
before Sept. 2, 1971), and they must be within normal voice 
control.

To review, the game warden shares that if you were born on 
or after Sept. 2, 1971, and you are under 9 years of age, you 
must be accompanied. Age 9 through 16, you must suc-
cessfully complete hunter education, OR you must be ac-
companied. And for age 17 and over, you must successfully 
complete hunter education; OR purchase a “Hunter Education 
Deferral,” and you must be accompanied.

Another unfortunate aspect of hunting season is those who 
don’t follow the rules. For that, there’s Operation Game Thief, 
which is Texas' Wildlife Crime-Stoppers Program, offering pri-
vately funded rewards of up to $1,000 for information leading 
to the conviction of a wildlife crime.

If a violation is currently in progress, please call 800-792-
GAME (4263) immediately - 24/7, TPWD says. You could get 
a reward of up to $1,000 for information leading to the convic-
tion of a wildlife crime.

Game warden shares 

HUNTING 
SEASON TIPS

BY RUSSELL SLATON

Promotion Cover                                       Sample Page                                        

Link to Full Promo PDF

For Additional Information, 
contact: 
John Hemperly 
 jhemperly@engleonline.com

nity. It is placed in our newspa-
per, The Monitor, in racks only, 
six times throughout the Fall. We 
keep it stocked in the local Cham-
ber of Commerce, visitor centers, 
every advertiser gets a stack to 
hand out in their businesses. We 
have stand alone racks around 
town where people get them for 
free. 

20232023

Local entrepreneurs
offer presents for all

Giving the gift of 
experience
Ideas for last-minute 
holiday shoppers

Using their ingenuity and creativity, several local residents who enjoy activities like shopping, baking, 
needlework and making crafts have been able to parlay their interests into businesses that provide 
unique gift items.

Local entrepreneurs 
offer gifts for all

Gift boxes created by LancGoods feature assortments of 
products from local businesses.

Lyndell Sahd is the founder of LancGoods, which offers 
gift boxes that feature products from local businesses 
such as coffee, honey, candy, candles and handmade soaps 
and lotions. Sahd began the effort during the pandemic as 
a way to help local businesses and to assist shoppers who 
were reluctant to leave their homes for shopping, espe-
cially gift-buying. “I grew up in Lititz and tried to shop 
locally. It is very important to me,” Sahd explained.

She noted that her customers appreciate the local 
aspect of her business in a climate where people prefer 
the convenience of ordering gifts online. “People have 
appreciated shopping locally more than ever, so it’s been 
great,” Sahd said. “What people like about what I do is that 
they love the local concept, and they love the convenience. 
They let me do the running around. Instead of going to five 
places to look for gifts, I will do everything for them, provid-
ing a thoughtfully curated box.”

Among the boxes that LancGoods offers is a coffee box, 
which contains coffee along with mugs made at the 
Lancaster Creative Factory. There is also a birthday box 

with birthday cake-scented candles and a Home Sweet 
Home box that real estate agents may give as a gift for 
their clients moving into a new home.

“We added a Thinking of You box, which is a nice alterna-
tive to sending flowers when someone is going through a 
tough time,” Sahd explained. “The Lancaster box is one of 
most popular ones. We sell many of those as Christmas 
gifts. Everything (in the box) is 100% made in Lancaster 
(County).” 

“For Christmas, there will be many new varieties (of 
boxes) coming out,” she added. 

Sahd pointed out that an added benefit of the business 
is meeting local shop owners. “So many of the companies 
(where I buy the goods) have so many amazing stories. 
The best part is the relationships that I built,” she stated.

For more information, visit www.lancgoods.com and 
www.facebook.com/LancGoods. Sahd also encourages 
customers to follow the company on Instagram.

Another Lancaster County resident who founded a gift-
based business based on her interests is Gretchen 

BY FRANCINE FULTON

Rate Sheet                                          Sample Page                                        DESCRIPTION:  Gift Local was our 
answer to the mundane "Gift Guide" 
which we used to insert into 162,000 
papers and struggled to make a profi t. 
Our re-tooled publication includes 
local content created by our team of 
writers and advertisements from a wide 
range of accounts. The majority of the 
ads are geared towards the holidays.

UNIQUE CHARACTERISTICS:   Hy-
per Local editorial promotes shopping 
from local merchants and educates read-
ers on unique gifts available within their 
own community.  The editorial focus is 
targeted on promoting the “buy local” 
concept for the holiday season. Gift 
Local is printed on a 35#, 80 bright stock 
to accentuate the process color available 
on every page. Demand distribution is 
done through over 75 drop locations 
throughout the distribution area. 

GIFT LOCAL
PUBLICATION: ENGLE PRINTING & PUBLISHING – MOUNT JOY, PA

NUMBER OF YEARS THE PROMOTION HAS BEEN PRODUCED: 4 YEARS

TOTAL PAGES (LATEST YEAR): 56 PAGES

TOTAL CIRCULATION: 15,000

TOTAL REVENUE (LATEST YEAR): INCREASED 37%
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ADDITIONAL RESOURCES

Brandsonify – Blog Article

6 Common Mistakes to Avoid When Rebranding a Small Business
This common sense review of rebranding from the perspective of small business if thorough 
and thought provoking. This quick read is well worth a look and the three case studies of 
larger businesses are excellent support.

 https://brandsonify.com/blog/6-common-mistakes-to-avoid-when-rebranding-a-small-business/

e4m - Article

As newsprint prices surge, print pins hope on festive season
By Chehneet Kaur and Sonam Saini

This global view of newsprint consumption and pricing is something all print publications 
need to keep aware of. 

 https://www.exchange4media.com/media-print-news/newsprint-prices-surge-can-festive-season-
bring-respite-135515.html

Eugene Weekly – Article

What’s Lost When A Paper Dies
By Bentley Freeman  

Negative news may be unpleasant, but the startling review of statistics and realities of 
community impacts when the local news outlet closes is something everyone should be aware 
of. This article is a stark reminder of why we need to keep our papers healthy.

 https://eugeneweekly.com/2024/07/03/whats-lost-when-a-paper-dies/

KGW8 – Article

Small eastern Oregon paper believes it's found the antidote to print media's 
decline

By Thomas Shults, KGW Staff 
If you’re looking for a case where print publications have proven that hard work and a focused 
approach can improve a newspapers standing within the community – look no further.

 https://www.kgw.com/article/news/local/the-story/malheur-enterprise-award/283-015348fa-
3d83-4090-9164-56d34380afa6

Newest addition for your “Advertiser Help Page” Listings

&Marketing – Article

Discover the Enormous Value of Repetition in Advertising and Marketing
By Kim Steinmetz

This article reinforces the need for repetition in ad messaging to increase effectiveness. A quick 
read but filled with plenty of reasons to promote the “rule of seven” exposures before people will 
remember your ad message.

 https://www.and-marketing.com/repetition-in-advertising/
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A WALK DOWN MEMORY LANE

LAKE COUNTRY PENNYSAVER

M
y journey, with what today 
is the Lake Country Penny-
saver, began almost 65 years 
ago when my parents, Vince 

and Gwen St. John, along with Mr. 
Roger Stritzel, bought the business. 

Mr. Eugene Gallo began the Albi-
on-Holley Pennysaver in late 1947 as 
an 8”x12” mimeographed and stapled 
paper mailed to approximately 4100 
homes and businesses in the Albion-Hol-
ley area of Orleans County. Orleans 
County is a largely agricultural county 
that sits between Buffalo and Rochester 
at the western end of New York State. 
Today it has about 40,000 residents. 

In 1956, the size of the Penny-
saver changed to 10”x14”, folded to 
7”10”, and switched to an offset print 
format. Mr. Gallo sold the business to 
Allen and Herbert Lowman in 1958. 
They sold it in 1960 to Mr. Stritzel 
and my parents. A year later, my par-
ents became sole owners and added 
commercial printing. This commercial 
printing began with business cards, 
stationary, envelopes and raffl e tick-
ets. Today it has expanded to almost 
everything under the sun including 
four color brochures. 

The format changed to 12”x 18 3⁄4” 
in 1965. Delivery switched to a rural 
and village system in 1972. Delivery 
tubes were installed throughout an 

enlarged area in central and eastern 
Orleans County. In 1979, the Penny-
saver format changed to its present 
size: 6 columns by a 16”inch page. 
The design, layout and photography 
are completely done in house while 
the paper is printed in Buffalo. 

While the corporate name remains 
the Albion-Holley Pennysaver, Inc., 
the name of the actual paper changed 
on February 1, 1984 to Lake Country 
Pennysaver. 

I began working at the Pennysaver 
when my parents became owners. 
During my preteen and high schools 
years, I learned how to develop fi lm 
and literally cut and paste graphics. 
I also ran the letterpress and bindery 
and worked in sales and customer 
service. 

After spending the year 1967-1968 
away at college in South Dakota and 
six months during 1969 in Hartford 
studying to be a travel agent, I re-
turned to the Pennysaver working at 
many of the same tasks as before, but 
also learning the accounting part of 
the business. 

In March, 1989 I bought the busi-
ness when my parents retired. Since 
then I have overseen the entire oper-
ation as publisher. When necessary, I 
fi ll in wherever needed, but generally 
perform a variety of offi ce tasks.

Over the years the business has 
grown. Currently, over 19,000 audited 
copies are delivered to all of Orleans 
County, Elba in Genesee Country, and 
Middleport and Barker in Niagara 
County. We reach over 99% of our 
reading public. 

On April 2, 2013, dba The Orlearn-
sHub.com joined the corporation as 
an online newspaper. Advertising 
allows the community and beyond to 
access The Hub without pay walls. 
The same day, dba the Lake Coun-
try Media, encompassing all of the 
activities done by the Lake Country 
Pennysaver including website assis-

tance, also joined the Albion-Holley 
Pennysaver Inc. 

The Hub publishes about 3,500 
articles covering local news, events, 
people and government meetings. 
It posts many press releases from 
government agencies, local, state and 
national Congressional politicians 
and non-profi ts. The Hub covers local 
youth and high school sports, feature 
stories about interesting people and 
letters to the editor. Page views in 
2023 totaled 8,198,018 for an average 
of 22,460 a day. The Hub averaged 
8,458 daily users or unique visi-
tors throughout 2023. Our record is 
10,932,597 page views in 2020, the 
year that Covid dominated the news. 
During the height of Covid there 
were frequent updates on closings 
and restrictions. 

Perhaps the greatest change 
through the years has been technol-
ogy. From delivering a cut and paste 
typed copy to the printer in the early 
years, the Pennysaver is now both 
formatted and sent electronically to 
the printer. We have always updated 
our equipment and strived to keep 
pace with the changing times. 

The great constant throughout 
has been the people. Many talented, 
dedicated and caring individuals have 
worked with us throughout the years to 
produce the Pennysaver, printed prod-
ucts and the Hub. They have always 
been more like family than employees. 
We have also been very fortunate to 
have a very supportive community. 

My mom Gwen lived her entire life 
in Orleans County. She, I and my son 
Bill all graduated from Albion Schools. 
My dad Vince taught me that the com-
munity of Orleans was and remains 
our family and that we were to serve. 

Recently, the Pennysaver marked its 
75th anniversary and the Hub marked 
ten years of existence. Without our 
staff and community, this would nev-
er have been possible.  

BY KAREN SAWICZ
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MANAGEMENT TIPS:  
10 REASONS TO 

DELEGATE
BY BAKER COMMUNICATIONS, INC.

M
anagers often feel reluc-
tant to delegate. It's very 
easy to fall into the trap of 
thinking that you must do 

everything yourself if you want it to 
be done right. This mindset, while 
common, is a major impediment to 
effective management. New manag-
ers may lack the confidence to direct 
others, or feel that they are the only 
ones who can do things properly, 
especially if they were promoted over 
a department in which they previous-
ly worked. They may not trust their 
employees enough to entrust them 
with more work. 

It’s a simple fact that one person 
can’t do everything. Trying to accom-
plish or micromanage too many tasks 
leads to burnout, poor quality and 
missed deadlines, not to mention time 
management problems. Delegation is 
not a sign of weakness; it’s a sign of 
leadership. Managers who don’t dele-
gate will usually not remain in man-
agement for long, or stay in low-level 
management rather than moving up. 

The job of a manager is to MAN-
AGE and lead others, not to do their 
work for them. Bite the bullet, take 
the risk, and share the load. Even 
if you can do some things better 
yourself, you can’t do it all by your-
self. Your fear, your hesitation, your 
control issues, your perfectionism, 
and your arrogance only make the 
team less effective, less productive, 
and less successful. Delegate tasks, 
share the workload, and develop 
your employees’ skills and abilities. 
Given your vote of confidence, they 
may well surprise you. 

Here are ten compelling reasons 
for you to start delegating if you 

aren’t – or to delegate even more if 
you are. 

WHAT DELEGATION CAN DO 
FOR YOU

1.	IT FREES UP TIME FOR PLAN-
NING AND ORGANIZING. 
Most managers would like to 
have more time to get a handle 
on planning and organization. 
This is an important part of man-
aging any team, and it’s difficult 
to work it in between all your 
other tasks when you’re carrying 
too heavy a workload.

2.	IT HELPS YOU LEARN HOW TO 
MANAGE AND DEVELOP EM-
PLOYEES. 
If you aren’t certain of your own 
ability to develop your team, 
delegation is the best way to 
start. If you know what you want 
to accomplish, learning how to 
delegate the process is an im-
portant step towards becoming 
a better manager and having a 
better team.

3.	IT KEEPS YOU FROM SPREAD-
ING YOURSELF TOO THIN. 
Having too much on your plate 
is not only difficult for you, it 
can be disastrous for your team. 
If you can’t manage your own 
workload, you can’t hope to 
manage anything else. Get a grip; 
work smarter, not harder, and 
spread the load around.

4.	IT ENCOURAGES OPEN COMMU-
NICATION AND TRUST. 
If you delegate to your team 
members and remain open for 

questions, they will feel that 
you trust them and that you are 
accessible for communication. 
If your employees feel that you 
trust them and that they can talk 
to you, you will benefit immea-
surably. A team built on trust and 
open communication is a team 
poised for success. 

5.	IT CAN SHOW YOU A BETTER 
WAY. 
Employees who take over a pro-
cess or job may have a complete-
ly novel approach, and some-
times it’s a major improvement! 
If you just keep doing things the 
way you’ve always done them 
and refuse to allow anyone else a 
shot, there will be no opportunity 
for new and different ideas and 
approaches, process improve-
ments, or other potential innova-
tions.

WHAT DELEGATION CAN DO 
FOR YOUR TEAM MEMBERS

6.	IT MOTIVATES AND BUILDS 
MORALE. 
Employees find it gratifying when 
their managers delegate to them. 
For most, this is a sign that they 
are valued and trusted workers, 
and that their manager believes 
them capable of greater success. 
This can be more motivational 
than any team pizza party could 
ever be.

7.	IT ENCOURAGES AND STIMU-
LATES CREATIVITY AND INITIA-
TIVE. 
If employees feel empowered to 
accomplish delegated tasks in P
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their own way, they can become 
very both very creative and very 
driven to succeed. Their personal 
initiative and the desire to reach 
the goal you have set before 
them can produce impressive 
results.

8. IT DEVELOPS THEIR SKILLS.
The leaders of the future have to 
come from somewhere. Devel-
oping your employees through 
delegation and helping them to 
learn new skills not only benefi ts 
them, but furnishes your organi-
zation with more qualifi ed and 
better trained personnel.

9. IT ALLOWS THEM TO CONTRIB-
UTE SIGNIFICANTLY TO TEAM 
SUCCESS.
Your employees will relish the 
prestige and recognition that 
comes with doing something that 
makes a difference. They will 
experience pride and a sense of 

accomplishment from making a 
signifi cant contribution.

WHAT DELEGATION CAN DO 
FOR YOUR ORGANIZATION

As if all that wasn’t enough:

10.  Delegation will benefi t your 
team, your department, and your 
organization. 
It fosters trust, boosts morale, 
promotes high productivity 
and effi ciency, and generates a 
culture of enthusiasm, innova-
tion, creativity, cooperation, and 
openness. It will reduce employ-
ee turnover and furnish the or-
ganization with better-qualifi ed, 
more skilled employees.

REMEMBER

Delegation is not just a convenient 
way to shuffl e off simple tasks that 
you dislike doing. Delegation is not 

nominally giving someone a job and 
then micromanaging every stage of 
the project. Delegation is providing 
employees with a job to do within 
basic parameters and giving them the 
authority to make their own decisions 
on what steps to take to achieve the 
objective. Offer support and training as 
necessary, but allow your team mem-
bers a degree of autonomy and owner-
ship if you really want to benefi t. 

_______________________________________________________

Baker Communications offers 
leading edge Management Training 
solutions that will help you address 
the goals and achieve the solutions 
addressed in this article. For more 
information about how your orga-
nization can achieve immediate and 
lasting behavior change in managing 
others, click here   https://www.
bakercommunications.com/manage-
ment-solutions.htm  
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RISING STAR

WE LOVE WNY: CREATING 
HYPER-LOCAL CONTENT

M
anuel Karam’s column earli-
er in this edition mentioned 
something our founder 
used to say “it’s special to 

be in the paper,” and since he men-
tioned that to me the other day, I’ve 
been finding myself referring back 
to that statement often. What makes 
it even funnier is one of the publi-
cations we have at Featured Media, 
and that I work closely is the Home 
Magazine, where themes and special 
sections are the core of our planning, 
selling, and designing–always a good 
reminder that one size doesn’t fit all!

FINDING CONNECTIONS
We take the time to find influencers, 

non-profits, and collaborators that not 
only fit our section themes but also 
complement each other without com-
peting. For example, we might choose 
a lifestyle influencer whose content 
enhances the theme rather than plac-
ing an interior designer when we have 
an interior designer also on the cover. 
This ensures that our content is harmo-
nious and valuable to both our readers 
and advertisers. Everything in our mag-
azine is hyper-local, getting the faces 
of our local residents to be showcased, 
whether it’s a home cook with a recipe 
blog, a mom showing some fun play 
ideas for her kids, or a photographer 
that loves to capture nature.

The key is to find great collabo-
rators (easier said than done some-
times!) we utilize social media often 
with location tags and hashtags. And 
we are lucky to have some great 
content writers on staff to help our 
vision come to life in the end. Creat-
ing connections is a huge aspect for 
us. We try to ask our collaborators 
if they have any friends that would 
want to work with us for a feature 
or our freelancer writers if they 

BY KARA IVISON – RISING STAR

have connections. In fact, in getting 
coffee with someone who started a 
networking group here in Rochester 
is how we just sold a cover spot to 
a friend of a friend. Never take any 
connection with a grain of salt.

We also try to attend local events 
and community gatherings like ‘Buf-
falo Boss Babes’ networking event 
or a ‘Roc Girl Walks’ walk. We often 
come out of these with a wealth of 
opportunities and ideas and is a great 
way to get our face into our commu-
nity. Building a network of reliable 
and diverse connections is an ongo-
ing process, but it’s one that pays off. 

Featuring ‘neighborhoods’ has been 
a great way to expand our reach 
without committing. We offered to 
our sales team that if they wanted to 
have an area featured that is outside 
of our regular circulation, we can do 
that! We find locals and events to fea-
ture that go alongside any advertising 
for the area–often teaming up with a 
Chamber of Commerce or Merchants 
Association–all with a goal to bring 
people to the area and showcase our 
surrounding towns. 

DESIGNING FOR SECTIONS
Each article in our magazines 

is custom designed to reflect the 
unique style and personality of our 
collaborators. We use their social 
media, website (if they have one), 
and photos to create an article that 
not only we are proud of but they’re 
proud to be part of. Our goal when 
picking our collaborators is not only, 
of course, what they can offer to our 
readers and their content overall, but 
we keep in mind how likely someone 
would share on their social media 
about being featured. As a newer 
publication with a small team, just a 
tag on social media is a goal for us, 

you never know where it could lead 
to in the future.

We’re structured around our themes, 
we may only have a few pages not 
dedicated to a specific section. This 
allows us to have curated and relevant 
content that engages our readers. But 
we can also think outside of the box 
to move content to fit where we want 
it. For example, in our recent edition, 
we featured a local lavender farm in 
our self-care section, the article not 
only told the story of the farm but 
also included tips on how to use lav-
ender in their lives. 

Our editorial feature is particular-
ly important, serving as a narrative 
thread that connects various sections 
throughout the publication. For May//
June, our editorial feature focused on 
sustainable living, a topic that res-
onates deeply with our community. 
We highlighted local businesses and 
influencers who are making strides in 
sustainability, from eco-friendly home 
products to community gardens. 
By considering the theme through-
out the magazine, we provided our 
readers with a comprehensive look at 
how they can be more sustainable in 
their daily lives.

THE RESULTS
When we feature a local or 

non-profit, we often hear back about 
increased visibility and support 
from the community. This not only 
helps these organizations thrive but 
strengthens our connection to the 
community. It’s a mutually beneficial 
relationship that we are so proud 
of. We take great pride in our work, 
knowing that every issue is a labor of 
love. By celebrating the uniqueness 
of our locals, we create a publication 
that we hope can inspire our commu-
nity.  
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car, but it was time for a replace-
ment, because expensive things were 
beginning to go wrong with it. At the 
dealership, we found a nice used car 
with only 12 thousand miles – a much 
newer version of his old model. Our 
salesperson was sincere and down-to-
earth, but unfortunately, he was hung 
up on technology. He spent most of 
the test drive talking about the screen 
in the middle of the dashboard. He 
was a walking encyclopedia of Blue-
tooth and wi-fi and digital program-
ming, but my father-in-law had no 
interest in those things. He just want-
ed to see how the car drove and learn 

the relevant differences between his 
old car and the new one. His patience 
with the barrage of comments like 
“look at this other cool feature” was a 
clear sign that he liked the car. 

 
In spite of the salesperson’s sin-

gle-minded focus, my wife’s dad 
decided it was the right car for him. 
When the transaction was over, he 
mentioned that the salesperson was 

BY JOHN FOUST
RALEIGH, NC

AD-LIBS

MEET THEM WHERE THEY ARE

“
“If a prospect is a 
numbers person, we 
should talk in terms of 
numbers – even if we’re 
not numbers people 
ourselves. If someone 
is an idea person, we 
should focus on ad 
concepts. Of course, 
this means we have to 
be prepared to talk to 
about advertising from 
all angles.”

T
im manages an ad sales team. 
“When I started my career 
in the newspaper business, I 
quickly learned that advertisers 

can be worlds apart in their knowl-
edge of marketing,” he said. “That’s 
why one of my favorite sales prin-
ciples is the old slogan, ‘Meet them 
where they are.’ 

 
“This means we have to recognize 

that our prospects have different lev-
els of experience. Most of them don’t 
have our knowledge of the intricacies 
of newspapers. If we don’t talk to 
them on their level, they will tune us 
out. And most of them are too polite 
to tell us we’re doing a poor job of 
explaining things.” 

 
Tim’s comments remind me of the 

time my wife and I helped her father 
select a car. He loved his 14-year-old 

nice, but extremely confusing. The 
next day, he accepted my offer of a 
simple tutorial. I sat in the car with 
him, placed my hand over the dash-
board display and said, “The first 
thing we’re going to do is forget 
about all of this.” He said, “That’s a 
good start.” Then we reviewed and 
practiced some basics until he was 
comfortable. When we finished, he 
said he was more confident and even 
more excited about the car. 

 
Age and experience make a big 

difference. That car salesperson should 
have known that a person of my 

father-in-law’s age wouldn’t care 
about fancy technology. But he 
was so blinded by his own interest 
that he couldn’t see things from 
another person’s perspective. 

 
“It’s all a matter of common 

sense,” Tim said. “If a prospect 
is a numbers person, we should 
talk in terms of numbers – even 
if we’re not numbers people 
ourselves. If someone is an idea 
person, we should focus on ad 
concepts. Of course, this means 
we have to be prepared to talk to 
about advertising from all angles.” 

 
Meet your prospects where they 

are. Let that be your guideline 
and you’ll be on the right road. 

(c) Copyright 2024 by John Foust. All 
rights reserved.

John Foust has conducted training 
programs for thousands of newspaper 
advertising professionals. Many ad de-
partments are using his training vid-
eos to save time and get quick results 
from in-house training. E-mail for 
information:  john@johnfoust.com

BY JOHN FOUST
RALEIGH, NC
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