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Community Publishers celebrates 75 years of representing the community 
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Interactions with others in a close setting. 
Info sharing amongst the group and not 
solely relied upon by the presenter. Liked 
the social time and the outing at the ball 
game provided good interaction time to talk 
to others about the topics and others as 
well.

2024 Phoenix ACP Leadership Retreat Attendee

Association of
Community

Publishers

When asked, “What did you like most the 
Phoenix Leadership Retreat?”
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FROM THE TOP

WHAT COMES NEXT? 

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

T
his article will come 
as my farewell ad-
dress as President of 
ACP. A lot of things 

come to mind for this 
piece, but overall I’d like to 
convey my sincere thanks 
to all of you. The gratitude 
I feel is extensive and there 
are many reasons for it. 

First and foremost, I’m 
grateful that you (members 
and associate members, the 
board, and staff) entrusted 
me with not only joining 
the board of IFPA when I 
was still relatively new to 
the industry, but then nomi-
nating me to serve in a high 
leadership role when the 
associations merged. There’s 
something to be said about 
growing through discomfort 
and I can honestly say that 
being part of the execu-
tive team of IFPA and later 
ACP, taught me so much 
about business, leadership, 
interpersonal dynamics, 
and most importantly how 
mentorship looks when it’s 
done right. 

Leading a board of 
directors is not an easy 
thing. I suppose leading 
in general is not an easy 

thing.  They certainly don’t 
teach you how to do it in 
school or anywhere else 
until it’s your turn, and 
then you fi gure it out on 
the fl y. Over the last couple 
of years, I’ve picked up 
some general rules for 
leading meetings and I’ll 
share them with you here 
as bullet points. Many of 
you probably know these 
already, but if you haven’t 
thought about them for 
some time here they are. 

• It’s important to listen 
more than talk. 

• When you do talk, 
talk at the right time, 
typically after everyone 
else has had their say. 

• When you’ve chosen 
the right time, your 
words should be well 
thought out and deliv-
ered at a steady pace. 

• Lastly, know when you 
need to ask for a mo-
tion and when not to! 

All of these are easier 
said than done but the only 
way to get comfortable is to 
practice. I know I still have 

a lot of practicing to do 
especially when it comes to 
listening fi rst. Stay tuned on 
that front for now….

So after sharing these 
lessons and my gratitude, 
what comes next for the 
association? In 2025 Joyce 
Frericks moves into the 
President’s role and Lisa 
Miller joins her as First Vice 
President. The two of them 
will be great at the helm, 
and the association will 
be in good hands over the 
next two and four years. 
Our next strategic planning 
session for the association 
and the industry will be led 
by Joyce in January at the 
beginning of the Revenue 
Summit in Orlando, and I 
have high expectations for 
what will come from that. 

On the business side of 
things and with the new 
year approaching, what’s 
next for your publication? If 
the answer is nothing, then 
I applaud you for being the 
exception in our industry. 
For us at Featured Media, 
the focus will be on contin-
ued revenue diversifi cation 
and cost reduction, pri-
marily getting out of total 

market mailing and differ-
entiating our distribution 
methods. With postage in-
creases so far and perhaps 
more to come, total market 
mailing is all but unavail-
able for us except in rural 
markets. We’ll also need to 
continue to develop new 
revenue sources, and the 
vendors of ACP have been 
great partners in helping us 
do that. We’ll be leaning on 
ACP for continued guidance 
as our media company 
evolves, and I hope many 
of you will continue to do 
so as well. I believe we all 
have bright futures ahead 
so long as we continue to 
move forward and adapt 
together. 

So in farewell, thank you 
all again for the impact 
you’ve made on me and 
our company. Serving as 
your president was an 
honor and I look forward 
to continuing to work with 
you in the new year and 
beyond. I wish I had a 
good catch phrase to end 
on like “If it’s free, buy it!”, 
but for now I’ll just say 
keep in touch and see you 
all in 2025! 
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The ACP Revenue Summit is tailored for industry leaders focused 
on driving revenue and optimizing costs. This summit offers 
actionable strategies and insights to take back and implement 
within your organization for measurable impact.

Thursday, January 9, 2025
6:00 - 7:30 - Welcome Networking Reception

Friday, January 10, 2025
8:00 - 9:00 -     Breakfast
9:00 - 10:00 -   Opening Activity
10:00 - 12:00 - ACP Idea Lab: Boosting Revenue & Cutting Costs*
12:00 - 1:00 -   Lunch
1:00 - 2:00 -     ACP Idea Lab* (Cont.): 
2:00 - 3:30 -     Proven Strategies to Boost Your Bottom Line
3:30 - 3:45 -     Coffee Break
3:45 - 4:15 -     2025 Industry Trends with Tim Bingaman
4:15 - 5:30 -     Open Forum/Hot Topic Roundtable (publishing 
                           members only)
* To participate, each attendee must bring one revenue-generating 
or cost-saving idea to share. Presentations will be capped at 3-5 
minutes per person, with a prize awarded to the presenter whose 
idea receives the most votes.

Preliminary Schedule - Subject to Changes

BUILD YOUR BUSINESS - WARM YOUR WINTER

REVENUE
$UMMIT

WESTGATE LAKES RESORT & SPA
JANUARY 9-10, 2025 F  ORLANDO

REGISTER NOW - LIMITED SEATING EVENT
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BY DOUGLAS FRY

A FLU SHOT IS NOT  
A WONDERFUL SURPRISE

I 
grew up in what many 
might consider “frugal” 
circumstances. My fa-
ther was a high school 

math teacher. My mother 
was an elementary school 
music teacher who gave 
up her lucrative career to 
raise six children, one of 
which was me. This might 
come as a shock to you but 
school teachers don’t make 
a ton of money and a fami-
ly of eight isn’t cheap.

And so it was that when-
ever we received anything 
special, like an extra help-
ing of chicken on Sunday, 
a new stick to play with, 
or soda pop for no special 
reason we felt like we were 
living the “good life.”

I remember one time 
when I felt that we were 
living like Rockefellers. 
My father decided that we 
would go out to dinner 
instead of eating our usual 
supper of gruel and bread 
crusts. He even invited my 
widowed grandmother to 
join us. Talk about extrav-
agant! Mother reminded us 
as we left to walk to school 
that we should come home 
on time because we were 
doing something special.

We picked up Grand-
ma Fry and began our 45 
minute drive to a favorite 
restaurant on Hood Ca-
nal, Washington. It was a 
favorite restaurant because 
my mother and father had 
eaten there once before 
15 years earlier when they 

didn’t have children.
We had only driven 10 

minutes when Grandma 
exclaimed, “Oh no! We have 
to go back home. I forgot 
my plates.” Please under-
stand that I didn’t know that 
“plates” was a polite name 
for dentures. As Dad turned 
the car around, I helped her 
out by exclaiming, “Don’t 
worry Grandma. From what I 
understand, restaurants sup-
ply the plates, napkins, and 
everything!” Needless to say 
I was the butt of the jokes 
for the evening. But the food 
was good and the restaurant 
even supplied plates, nap-
kins and everything.

With all that in mind 
let’s fast forward a couple 
of years. We were heading 
off to school again when 
Mother told us to come 
home on time because 
there will be a “surprise” 
for us. She wouldn’t tell 
us what the surprise was 
so all during the day it 
was hard to concentrate 
on school work imagining 
what delights we would 
have waiting for us when 
we arrived home.

I skipped home after 
school and joined my 
brothers and sisters in 
anxious speculation as to 
the surprise which would 
soon come. Would we go 
out to dinner again? Would 
we have in increase in our 
allowances to a quarter 
instead of a dime? Our 
minds spun at the sheer 
expectation.

We piled into the car at 
Mom’s request and drove 

across the bridge to the other 
side of town. What would it 
be? What was the great sur-
prise? I could hardly sit still 
but with four of us crammed 
into a car bench seat I didn’t 
have any other option.

We parked downtown 
and walked up some marble 
stairs in a professional build-
ing. My mind started scream-
ing at me, “This is the same 
building the doctors office is 
in! Run, Douglas, Run!” You 
might have figured it out by 
now but I refused to believe 
my mother would knowing-
ly deceive us. We were go-
ing to the doctor to receive 
our annual flu shots. Talk 
about a let down! You may 
have never seen six children 
rubbing their scrawny upper 
arms with the saddest faces 
known to man but let me 
tell, you it isn’t a pretty sight.

What does this have to 
do with our industry? From 
time to time we have bad 
news to give our employ-
ees or even readers. It 
might be a new compen-
sation package, or health 
care modifications, a reduc-
tion in staff, or the need to 
have readers support the 
publication. How do we 
handle it? Do we sugar-coat 
the bad tasting change in 
order to make it easier to 
swallow or do we simply 
tell the truth and allow our 
grown up employees and 
readers to handle it?

My recommendation is 
that we always be up front 
with our customers and the 
people we work with. Don’t 
try to make the situation 

something it isn’t. That is 
insulting to everyone and 
only makes the situation 
worse. If you have bad news 
to deliver get the involved 
parties together and simply 
lay it out. If you are looking 
for answers or their sugges-
tions on how to handle the 
challenge you will get better 
ideas when you are up front 
than when you aren’t.

Sometimes we get to 
deliver good news, like 
when your team completes 
a challenging project on 
time, under budget, and 
over sold. When that hap-
pens let everyone celebrate 
together.

Your business might 
be in the same “frugal” 
situation my family was 
in growing up. If so, look 
for ways to celebrate 
together that doesn’t cost 
much. Have an employee 
pot luck luncheon where 
everyone brings something. 
Give your people a couple 
of hours off after a job 
well done. They probably 
wouldn’t have accom-
plished much anyway. 
Invite them to attend an 
ACP conference or a Winter 
Retreat. It will earn you 
more than it costs.

If you are flush with 
profits you can always ask 
your employees what they 
would like to improve their 
work areas or sales efforts. 
Or you might take every-
one out to dinner. But if 
you do, please remember 
that the restaurant will 
supply plates, napkins, and 
everything.  

THE ONE THING
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Southeastern, Michigan well branded weekly broadsheet community 
paid newspaper with a most attractive Seasonal magazine published 
in what CNN Money Magazine once called one of the “Best Small 
Towns to reside in the USA.” Printing press and realty associated with 
title optional.

Trucking free distribution Magazine delivered at rest stops, gas 
stations, via US Mail and online. Title serves the trucking & heavy 
equipment and service trades in business since 1966. Great opportu-
nity for growth; Midwest and East Coast saturation.

Kansas weekly paid community newspaper in business 50-plus years 
and the o�cial newspaper of the county, several towns, school, fire 
and library districts with little competition. Significant ad lineage; 
talented sta� to remain on if requested.

Georgia Lake Country weekly community paid newspapers and several 
free distribution glossy magazines within a bustling attractive market. 
Outstanding growth potential; near major auto, corporate and 
educational landmarks!
 
Florida statewide lifestyle Magazine; popular and growing across 
assorted print, digital & event platforms. High-grade editorial content; 
significant advertising lineage from popular ad buyers marketing their 
respective visitor convention bureaus, major resorts, etc.
 
Thinking about selling? Be proactive, sensible and e�cient. We are 
here to assist with confidential, professional advice and direction. 
After all, helping media executives is what we do best!

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
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ADVERTISING
DISTRIBUTION SERVICES

 

 

Call us today!
877-203-2327

www.communitypublishers.com/membership

I

Association of
Community

Publishers

Join an association with 
successful people who

do what you do!
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PERSPECTIVE

NEW YEAR RESOLUTIONS 
OR GOALS?

W 
hy do so many of us have 
this deep-seeded aversion 
to New Year resolutions? 
It is a topic that I will 

avoid as often as I can. If I really 
think about it, my best guess is that 
it always seemed to get associated 
with quitting something you didn’t 
really want to quit. The attempts to 
quit smoking, quit snacking to lose 
weight or quit drinking that favorite 
beer brand have made me associate 
New Year resolutions with things we 
should do, but will never stick with. 
That just sets us up for a large dose 
of the feeling of failure. Who needs 
to do that to begin any year?

Based on that analysis, let’s shift 
the perspective by replacing the term 
“resolution” with something that 
sounds more attainable. I’m much 
more comfortable with the word 
“goal” when I think of setting an 
objective for the new year. Picking a 
goal requires a more analytical per-
spective, since setting a goal comes 
with the need for a clear, practical 
plan with defi ned steps and mea-
surable results. I get a much greater 
level of confi dence about outcomes 
when there is a plan in place of spe-
cifi c actions I can institute to accom-
plish the goal.

I also feel like the shift to goals 
also broadens the opportunities for 
success. A result of a resolution is 
often a totality. I quit doing some-
thing or I didn’t. I lost 20 lbs. or I 
didn’t. A goal on the other hand, can 
be obtained in increments as you 
proceed through the planned steps 
or actions. “I lost 5 lbs.” delivers 
the feeling of success by itself but 
repeats the success feeling again at 

the “I lost 10 lbs.” The step toward 
50% of the goal is a winning step 
and keeps me focused on moving 
forward. Even if I fall short of the 20, 
I feel some level of accomplishment 
with 10 or 15.

Now let’s talk about some setting 
a few New Year goals that might be 
both worthwhile and obtainable. In 
an effort to include all aspects of 
your life, I would ask you to write 
down 3 things you want to accom-
plish in the coming year, but you 
must include one from each of the 
following areas:

• One goal for you to accomplish 
professionally. This may be to 
take several classes, or to sell 
one new customer each month 
for a year, or even to identify and 
train your replacement so you 
can move beyond your current 
position. Pick something that will 

improve your professional life, af-
ter all you spend over 1/3 of your 
waking hours in your “profession-
al life.” Something that you can 
plan specifi c steps and actionable 
items that when complete, will 
accomplish this specifi c profes-
sional goal.

• One goal for you to accomplish 
in your family/civic life. This one 
has a broad range of options 
based on your position in life. 
Young people and older people 
may want to focus on their com-
munity involvement for a goal. 
Parents may want to focus on 
the family interaction for a goal, 
like having a date night once a 
month or including a specifi c 
activity with the kids. Maybe it’s 
to call Mom and Dad more often 
while you can. The key is to pick 
something that will increase your 
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BY LOREN COLBURN
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Publishers

Based on national surveys of 39,977 people conducted 
by Circulation Verification Council: 

76.7% report they regularly read an 
ACP Member publication!

READ
Print’s not dead, it’s

Photo Credit:  Roman Samborskyi / shutterstock.com

™

contribution to the people around 
you – family, friends, neighbors, 
church, etc.

•	 One goal for you to accomplish 
personally. Think outside the box 
on this one. Something that is 
important to you and your mental 
health. Maybe it’s to play more 
golf, read a specific number of 
books, take up a new hobby, or 
anything else that will get you to 
relax and enjoy life more. This 
one should be selected carefully 
and given high priority.

Once you have established all 
three goals and have put an action 
plan together to propel you toward 
making them all happen, then you 
are ready to take on 2025. One way 
to ensure these goals stay committed 
to is to tell someone about them. 
Once you express them publicly – 
there is a deeper level of commit-
ment to make them happen. With 

that, here are my three New Year 
goals for 2025.

1.	To find out more about what you, 
the readers of Publish Magazine 
would like to see included within 
these pages and incorporate the 
new content/information. (Be pre-
pared for the first action item on 
this one as I will need you all to 
complete the survey questions get 
this goal off and running.)

2.	To plan one activity per month to 
do just with my wife and to leave 
our cell phones off while we do 
whatever that activity is. It may 
be a dinner out (restaurant of her 
choice), a movie (of her choice), 
a Finger Lakes wine tasting trip – 
something where we share an un-
interrupted afternoon or evening.

3.	To include two events per month 
of personal time activity. This 
may be a round of golf, a trip out 

on the lake fishing, a morning 
spent fly fishing for salmon on 
the Salmon River or an afternoon 
spent doing something with one 
(or all) of my three sons. That’s 
24 “me” activities in the same 
year – been a long time since that 
has happened.

Now that I have made these 
public – you have all been enlisted 
to hold me accountable to see that 
these happen. I seriously hope you 
will select three goals for yourself in 
2025 that are outside your normal 
work objectives and make them hap-
pen. Write them down, share them 
and feel good about your progress. 
Once we all do that, the term “New 
Year Resolution” may move to a 
whole new comfort level. 

Until next month, make sure you get 
out there and spread the good news, 
“Print’s not dead, it’s READ!” 

PERSPECTIVE
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RESOLUTIONS FEATURE

BBB BUSINESS TIP:  
10 NEW YEAR'S RESOLUTIONS FOR YOUR SMALL BUSINESS

S
caling and sustainability will 
continue to be the main focus 
for any small business owner. 
There are many ways to achieve 

revenue growth, attracting top talent, 
instilling a healthy culture, delighting 
customers, and so much more. 

HERE ARE 10 BUSINESS 
NEW YEAR'S RESOLUTIONS 
THAT YOU MAY WANT 
TO CONSIDER FOR A 
SUCCESSFUL 2025.

1.	Continue building a strong 
digital footprint  – Aside from 
having a website, ensure you 
build a solid content marketing 
strategy [1] that will help you cre-
ate valuable content pieces that 
will drive engagement and sales.  
Read BBB’s tips on improving 
your website [2] and how to use 
social media to find opportuni-
ties for growth [3].

2.	Promote your business consis-
tently – Rather than waiting for 
major holidays to push larger 
promotions, find ways that you 
can creatively promote your 
business throughout the en-
tire year. This ensures that you 
stay top of mind for your target 
customers. Check out BBB’s tips 
on how you can expand your 
current offerings for growth [4].

[1]  https://www.searchenginejournal.com/con-
tent-marketing-statistics-you-should-know/507173/

[2]  https://www.bbb.org/article/busi-
ness/24572-bbb-business-tip-how-to-increase-web-
site-conversions-by-improving-user-experiences

[3]  https://www.bbb.org/article/business/23953-bbb-
business-tip-creative-ways-small-businesses-can-ex-
pand-their-offerings

[4]  https://www.bbb.org/article/business/23953-bbb-
business-tip-creative-ways-small-businesses-can-ex-
pand-their-offerings

BY BETTER BUSINESS BUREAU. NOVEMBER 6, 2024.

3.	Personalize the entire buyer 
journey – The days of communi-
cating “at” your target audience, 
hoping they will buy from you, 
are now a thing of the past. 81% 
of customers prefer companies 
that offer a personalized expe-
rience. Therefore, personalize 
the buyer journey by offering 
products/services based on your 
customers’ purchase behavior 
and complementary items they 
can also consider. 

4.	Embrace an effective technol-
ogy stack – From social media 
to email marketing, know that 
every piece of technology you 
leverage to communicate with 
your customers must effectively 
impact your business goals. More 
specifically, here are six tips your 
business can start using today [5]. 

•	 Be authentic with your audi-
ence – Most people can tell when 
they’re being pitched. The chal-
lenge is to create a brand voice 
that’s relatable to your customer. 
Don’t overpromise in your ads 
or posts, and make sure your 
influencers are disclosing things 
like “I received a free product 
sample from the brand.” Most 
importantly, speak to your users 
as people – use photos, videos 
and words to tell them how your 
service solves a problem, or how 
your products fit into their lives.

•	 Be responsive to comments, 
questions, and direct messag-
es – Not only is responsiveness 
a core value for BBB Accredited 
Businesses, it’s also one of the 

[5]  https://www.bbb.org/article/business/28072-bbb-
business-tip-6-easy-ways-to-create-trust-on-social-
media

key responsibilities for operating 
a social media account. When you 
get a comment or message on a 
social platform, use this opportu-
nity to connect. Alerts for these 
communications are easy to set 
up, so designate someone on your 
team to respond promptly to these 
interactions when they occur.

•	 Look for opportunities to be 
transparent – In many ways, 
your social media posts are the 
quickest way to announce import-
ant news. This comes in handy 
not only for instances like launch-
ing new products or locations, 
but also for unfortunate devel-
opments like temporary closures 
or shipping delays. Many users 
might even look to your social 
media page first for this kind of 
news. Keep them in the loop by 
being transparent.

•	 Provide value in your posts – 
It’s easy to get into the habit 
of posting only promotions or 
marketing content, but you can 
expand on that. Strive to educate 
your customers by addressing 
FAQs, creating how-to content, or 
featuring customer testimonials. 
This enables you to get the most 
out of the social platform while 
also generating trust by delivering 
a richer customer experience.

•	 Make privacy a priority – This 
goes for your customers and your 
team members. When posting 
content that might feature others, 
respect their privacy by asking 
permission first. On a similar 
note, resharing someone else’s 
post is a quick and easy thing to 
do, but make sure to check with 
the original content creator first 
(and don’t forget to credit them).



14 | DECEMBER 2024

Looking for professional 
certi��cation options?

We can help you out!

For More Information

www.communitypublishers.com/education

The Leadership Institute
Professional Certification Programs



DECEMBER 2024  |  15

RESOLUTIONS FEATURE

•	 Be active in protecting your 
customer’s data – Hootsuite [6] 
recently outlined some of these 
concerns as more brands turn to 
social commerce, so stay vigilant 
if your brand is exploring these 
opportunities. Institute safeguards 
that protect customers’ financial 
information. Include a privacy 
policy [7] on your bio page and 
outline your terms of service and 
return policies. Offer opt-out op-
tions when appropriate so users 
don’t feel forced into subscrip-
tions or unwanted solicitations.

5.	Reduce costs – Save money 
wherever you can without com-
promising quality. Many business-
es fail due to inadequate financ-
ing and low revenue. Reducing 
cost doesn’t mean that you focus 
merely on just overhead. There 
are various ways you can cut 
back spending while pushing for 
growth. Check out this list of how 
small businesses can cut costs 
without sacrificing growth [8].

6.	Have a positive workplace 
culture – Your employees are 
the lifeblood of your company. 
Every day, they contribute to the 
success of your business by sup-
porting its mission. However, the 
most crucial role that your em-
ployees play is in shaping your 
firm's culture. From the quality of 
the people you hire to the loyalty 
of your consumers, corporate cul-
ture is critical to practically every 
facet of your business's long-term 
success. In fact, according to a 
study by Duke University, more 
than 94% of executives stated 
that a distinct business culture is 
important to business success [9]. 

[6]  https://www.hootsuite.com/research/so-
cial-trends#2oNj54Hl8AgnS49LCEkpZm

[7]  https://www.bbb.org/article/business/21390-bbb-
business-tip-writing-an-effective-privacy-policy-for-
your-small-business-website

[8]  https://www.bbb.org/article/business/24454-bbb-
business-tip-how-small-businesses-can-cut-costs-with-
out-sacrificing-growth

[9]  https://www.fuqua.duke.edu/duke-fuqua-insights/
corporate-culture

7.	Push customer reviews – Rep-
utation can mean everything, 
especially for a small business 
owner trying to attract and retain 
customers. According to the 
2024 Edelman Trust Barometer 
[10], 63% are more likely to pur-
chase new products on behalf 
of a brand they fully trust. You 
want to tell customers that your 
business is trustworthy, ethical, 
and transparent – and what 
better way to illustrate that story 
than through online customer 
reviews? Check out Power of 
Customer Reviews on Small 
Businesses [11] to see how BBB 
ensures accuracy and transpar-
ency with its review program.

8.	Exercise transparency – Oper-
ating with transparency builds 
relationships that turn curious 
browsers into buyers and buyers 
into raving fans. Always be trans-
parent, from admitting missteps 
and correcting them to inviting 
your customers to engage with 
you online and through social 
media. Authentic interaction with 
your clients goes a long way to 
building customer trust.

9.	Be purpose-driven – By under-
standing what is most import-
ant to your customers, you can 
leverage their values within your 
company collateral, which can 
further illustrate that you’re not 
just a “for-profit” company, but 
you care about your community. 
In other words, you are a pur-
pose-driven company pushing for 
a larger impact than just making 
sales. Purpose-driven brands 
see success both among their 
customers and their employees. 
Share moments on social media 
that demonstrate your purpose 
and mission, and don't be shy to 
show how your brand is commit-
ted to helping make a difference. 

[10]  https://www.edelman.com/trust/2024/trust-ba-
rometer/special-report-brand

[11]  https://www.bbb.org/article/business/23063-bet-
ter-business-briefing-the-power-of-customer-reviews-
on-small-businesses

10.	 Establish trust – Building trust 
is crucial to earning your customers' 
trust. When making a purchase, 
buyers have many options at their 
disposal. Customers have been able 
to be more attentive when picking 
which brands to support as a result 
of this accessibility. The best meth-
od to increase client loyalty and 
assure your company's success is 
to build a company based on trust 
and integrity. Giving your business 
a step up over the competition is 
always something to desire; aiming 
for BBB Accreditation is a valu-
able way to do this. Accreditation 
requires the utmost trustworthiness, 
customer respect, and integrity, 
which can help your business stand 
out – especially during a pandemic.

As small business owners venture 
into 2025, know that keeping your 
customers top of mind by aligning 
your growth initiatives to personalize 
the purchase journey will foster rev-
enue while building more awareness 
for your business. 

Trust and transparency matter 
more now than ever before. In a 
market saturated with companies 
competing for customers, BBB Ac-
creditation gives consumers confi-
dence that they are dealing with an 
ethical and vetted business.

The BBB Standards for Trust remain 
at the core of BBB and its partners, 
and today presents an even greater op-
portunity for online retailers to elevate 
their brand, build trust, and commit to 
excellence. Since 1912, BBB has been 
supporting businesses and consum-
ers in its mission of advancing mar-
ketplace trust. Today, nearly 400,000 
Accredited Businesses across North 
America support that mission. The 
need for trust has never been greater. 
Consider adding the BBB Seal next to 
your company's name and joining a 
community of trustworthy businesses.

To take the next step to becoming 
BBB Accredited, visit www.BBB.
org. Visit our Biz HQ page for more 
business tips, and scroll through 
our BBB Business News Feed! 
BBB of Southern Piedmont and West-
ern N.C. contributed to this article. 
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2025 EXPECTATIONS

A NUMBER OF SURVEYS 
HAVE BEEN RELEASED IN 
THE PAST FEW WEEKS THAT 
COVER TENS OF THOUSANDS 
OF BUSINESS OWNERS… 
HERE IS WHAT THEY HAVE 
TO SAY

S
mall businesses employ about 
half of the workers in this 
country [1] and generate nearly 
half of the nation’s gross do-

mestic product. These owners — and 
their employees — are a massive 
voting bloc. So with the election 
only a couple of weeks away, what’s 
their state of mind?

A number of surveys have been 
released in the past few weeks that 
cover tens of thousands of business 
owners, of every color and gender 
from across the country, represent-
ing the smallest to mid-sized orga-
nizations (that is, a few hundred 
persons). Here is a sample of what 
they had to say.

First, real monthly income de-
creased in September in eight of the 
12 industry sectors tracked by the 
Intuit QuickBooks Small Business 
Index [2]. Likewise, small-business 
revenue last month dipped in fi ve of 
the eight regions monitored as part 
of the index, with zero or near zero 
growth in the remaining three.

However, a Small Business Index [3]

from payments and fi nancial technol-

[1]  https://www.forbes.com/sites/jackkel-
ly/2024/04/26/small-businesses-are-losing-confi-
dence/ 

[2]  https://quickbooks.intuit.com/r/small-business-da-
ta/index/october-2024/?

[3]  https://www.fiserv.com/en/fiserv-small-business-
index.html?

BY GENE MARKS

ogy fi rm Fiserv, which tracked retail 
and restaurant point-of-sale transac-
tions, revealed three straight months 
of “steady consumer spending” and 
— although retail trade declined in 
September — small-business sales 
increasing about 1.8 percent over the 
last year. So not a lot. But positive.

A Bank of America survey [4] found 
that 78 percent of the American 
small-businesses responding to their 
recent survey “grew” (though the 
growth was unspecifi ed) in the past 
year, with even higher percentag-
es for businesses with Black and 
Hispanic owners. U.S. Bank’s Small 
Business Perspective survey [5] found 
that 73 percent of small businesses 
have also “grown” in the last year — 
again, with no amount specifi ed.

But the National Federation of 
Independent Businesses [6], which 
has surveyed its membership month-
ly for the last 50 years, said that a 
“net negative” (seasonally adjusted) 
number of business owners report-
ed higher nominal sales in the past 
three months, down 1 point from 
August and the “lowest reading 
of this year.” The survey also said 
that the net frequency of reports of 
positive profi t trends was minus-34 
percent (seasonally adjusted), with 

[4]  https://newsroom.bankofamerica.com/content/
dam/newsroom/docs/2024/2024%20Women%20 
and%20Minority%20Business%20Owner%20Spot-
light.pdf

[5]  https://ir.usbank.com/news-events/news/news-de-
tails/2024/73-of-small-businesses-have-grown-in-past-
year-despite-more-than-half-reporting-labor-challeng-
es-U.S.-Bank-report-reveals/default.aspx

[6]  https://www.nfib.com/content/press-release/econ-
omy/new-nfib-survey-main-street-uncertainty-reaches-
all-time-high/

owners blaming weaker sales, infl a-
tion and labor costs as the culprits.

According to the Intuit index 
employment for U.S. small busi-
nesses with one to nine employees 
decreased by 4,800 jobs in Septem-
ber compared to August (a decline 
of 0.04 percent month-over-month), 
with decreases noted in ten of the 12 
sectors it tracked.

Human resources and payroll 
services provider Paychex’s Small 
Business Employment Watch [7]

for September, which refl ects U.S. 
small businesses with fewer than 50 
employees, said that their national 
jobs index “moderated slightly” in 
September but has shown “modest 
employment growth,” with annual-
ized hourly earnings growth remain-
ing below 3 percent for the past fi ve 
months. This is barely keeping up 
with infl ation.

“We’ve seen employment growth 
fl uctuate less than a half a percent-
age point in the last three months 
amidst uncertain external forces 
such as the upcoming election and 
the potential for additional rate cuts,” 
said John Gibson, Paychex’s presi-
dent and CEO.

The U.S Bank survey also found 
that many U.S. small-business own-
ers continue to face labor challenges, 
which include being understaffed 
(52 percent), navigating a more com-
petitive labor market (77 percent), 
and struggling to increase their em-
ployees’ salaries to keep pace with 
infl ation (65 percent).

According to the National Federa-
tion of Independent Businesses sur-

[7]  https://www.paychex.com/employment-watch/#!/
news-release/ 

WHAT AMERICA’S SMALL BUSINESSES 
HAVE TO SAY ABOUT 2024 

(and what they expect in 2025)
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vey, 51 percent of owners reported 
capital outlays in the last six months, 
down 5 points from August. Only 
one in fi ve business owners (season-
ally adjusted) are planning capital 
outlays in the next six months, and 
that’s down 5 points from August.

However, CNBC and SurveyMon-
key’s Small Business Survey [8] for 
the third quarter found that lower 
interest rates will likely lead busi-
ness owners surveyed to increase 
investments, expand their business 
or increase inventory.

Despite security concerns, a sur-
vey of small-business owners from 
Verizon Business [9] found that they 
are investing in tech more than they 
have in the past three years with 
the number of respondents using AI 
doubling to 39 percent. Upgrades to 
internet connections have formed 
a big portion of those investments, 
with 66 percent doing so in the past 
year.

75 percent of the business owners 
surveyed by U.S. Bank are also plan-
ning to focus on digital tools in the 
next 12 months to help reach their 
business goals, with nearly seven in 
10 seeing the benefi t of AI and 60 
percent having already implemented 
a solution with AI or automation.

[8]  https://www.cnbc.com/2024/09/27/small-busi-
ness-owners-invest-economy-fed-cuts-interest-rates.
html

[9]  https://www.cnbc.com/2024/09/27/small-busi-
ness-owners-invest-economy-fed-cuts-interest-rates.
html

Across the board, the surveys 
I analyzed found that small busi-
nesses are facing similar challenges 
this year: infl ation, the uncertainty 
around the economy and elections, 
higher interest rates and fi nding 
qualifi ed people. U.S. Bank said that 
42 percent of their respondents said 
they were concerned about obtain-
ing funding, and Verizon says that 
concerns about their business’ fi -
nancial and job security have grown 
over 10 percent in the last year.

The Bank of America survey found 
that nearly four out of fi ve owners 
of small- and mid-sized businesses 
anticipate revenue growth in the 
next 12 months and as many as 60 
percent believe the national econo-
my “will improve.”

Verizon says that “despite econom-
ic anxiety, small businesses remain 
optimistic,” and about half of re-
spondents expect their personal and 
their business fi nancial security to 
improve in the coming months, with 
almost 60 percent of the respondents 
believing their business “will be in a 
better economic position next year.”

Overall confi dence also increased 
in the quarterly CNBC-SurveyMon-
key poll to 51 out of 100, which is 
up 4 points from last quarter and 
9 points from the same quarter last 
year — and the fi rst time during the 
Biden presidency that it has risen 
above 50, a “net confi dent” reading.

“Small business owners continue 
to show resilience and optimism 

despite feeling impact from ongo-
ing stressors such as the economy, 
changing labor market dynamics, 
higher prices and wages, and other 
macroeconomic factors,” said Shruti 
Patel, chief product offi cer for busi-
ness banking at U.S. Bank.

But the National Federation of 
Independent Businesses survey says 
that optimism has been running 
below the 50-year average for 33 
months and uncertainty has risen to 
the highest reading ever recorded. 
Bank of America also admits that 
smaller employers are less optimistic, 
with 50 percent planning to expand 
and 39 percent planning to hire ver-
sus 78 percent and 61 percent of the 
owners of mid-sized businesses.

So what’s the takeaway? It seems 
that for most small businesses, 2024 
wasn’t bad, but it wasn’t great either. 
Hiring and investments have slowed. 
AI is hot. Money isn’t raining from 
the sky. But there’s no signifi cant 
recessionary red fl ags either.

Entrepreneurs and owners are 
generally optimistic for 2025. Count 
me as one.

Reprinted with permission for 
Gene Marks - Columnist on smallbiz, 
economy, public policy, tech for The 
Guardian, The Hill, Philly Inquirer, 
Wash Times, Forbes, Entrepreneur. 
Small Business owner and CPA

(This column originally appeared 
in The Hill  https://thehill.com/
opinion/fi nance/4945705-small-busi-
nesses-state-of-mind/) 
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A
s local information flow 
continues to evolve, com-
munity publications stand 
at a pivotal crossroads 

in 2025. The rise of digital media, 
shifting reader preferences, and eco-
nomic challenges mean local outlets 
must seize emerging opportunities 
to enhance their reach, engagement, 
and relevance within their commu-
nities. In this article, we explore key 
strategies that can empower local 
publications to grow their reader-
ship and foster deeper community 
connections.

EMBRACING DIGITAL 
TRANSFORMATION

One of the most significant oppor-
tunities for community publications 
in 2025 lies in embracing digital 
transformation. A strong online 
presence is no longer optional; it’s 
essential. This means developing 
engaging websites with rich multi-
media content and leveraging social 
media platforms to broaden their 
audience base.

To capture attention in a crowded 
digital space, publications should 
focus on creating high-quality, share-
able content that resonates with 
local readers. Interactive features—
such as polls, quizzes, and comment 
sections—encourage active partici-
pation, helping to foster a sense of 
community. Targeted social media 
ads can further amplify content, driv-
ing traffic back to websites or print 
editions and engaging local audienc-
es more effectively.

Implementing data analytics is also 
crucial for understanding readership 
patterns. By analyzing which con-
tent performs best, publications can 
refine their editorial decisions to en-

BIGGEST OPPORTUNITIES FOR LOCAL 
PUBLICATIONS IN 2025

INDUSTRY OPPORTUNITIES

sure they meet the interests of their 
community. In 2025, adapting to the 
digital world isn’t just a competitive 
advantage—it’s essential for survival.

FOSTERING COMMUNITY 
ENGAGEMENT

For generations, local publications 
have been integral to their commu-
nities, serving as trusted sources 
of news and information. In 2025, 
community engagement will be 
more important than ever. Publishers 
should focus on building stronger, 
more interactive relationships with 
their readers.

Hosting local events—such as 
town hall meetings, workshops, or 
"Meet the Editor" nights—provides 
valuable opportunities for residents 
to engage directly with editorial 
teams. Partnerships with local busi-
nesses and organizations can also 
help build deeper community con-
nections. By collaborating on events, 
projects, or initiatives, publications 
can demonstrate their commitment 
to local issues while raising their 
profile in the community.

Feature stories that celebrate 
local heroes—individuals making a 
difference in the community—can 
also enhance readership loyal-
ty. These human-interest stories 
resonate deeply with readers and 
strengthen the emotional connec-
tion between the publication and 
its audience.

Additionally, involving the com-
munity in editorial decisions can 
deepen these bonds. Creating a read-
er advisory board or soliciting input 
on upcoming stories helps ensure 
content is relevant and reflects the 
interests and concerns of the local 
population.

DIVERSIFYING REVENUE 
STREAMS

As traditional advertising revenue 
continues to decline, local publica-
tions in 2025 must explore diverse 
revenue streams to ensure finan-
cial stability. Subscription models, 
crowdfunding campaigns, and even 
merchandise sales can offer valuable 
funding opportunities.

Paid subscriptions for premi-
um content—such as investiga-
tive reporting, special features, or 
exclusive interviews—can encour-
age readers to support their local 
publication directly. Additionally, 
niche publications or communi-
ty-specific newsletters targeting 
smaller, specialized audiences can 
attract advertisers seeking more 
targeted exposure. By offering local 
businesses sponsorship opportuni-
ties for specific sections or features, 
publications can create mutually 
beneficial partnerships.

Expanding revenue streams not 
only secures a publication's financial 
future but also helps amplify local 
voices, creating a platform for under-
represented stories and perspectives 
within the community.

PRIORITIZING 
SUSTAINABILITY AND 
ETHICAL JOURNALISM

As the world becomes more at-
tuned to environmental and ethical 
issues, local publications have an 
opportunity to lead by example in 
2025. Adopting sustainable practic-
es—such as reducing paper waste, 
using eco-friendly printing materials, 
or transitioning to digital formats—
can resonate with readers who are 
increasingly concerned about the 
environment.



20  |  DECEMBER 2024

INDUSTRY OPPORTUNITIES

North.com – Blog Article
6 New Year’s resolutions to make for your small business.

By Ryan Gibbons

Written for retailers, this article provides a great perspective for publication professionals to keep up 
with, plus there are some excellent take-aways that will work in our businesses as well.   

 https://www.north.com/blog/6-new-year-s-resolutions-to-make-for-your-small-business

Linkedin – Article
10 New Year’s Resolutions For Small Business Owners

By Susan Marambio

A great list here of 10 things we should all be doing every year! Many are just good business and 
personal life practices we all need to be doing. Easy read with loads of content.

 https://www.linkedin.com/pulse/10-new-years-resolutions-small-business-susana-marambio/

Invoice Home – Blog Article
New Year’s Resolutions for Small Business Owners 

This article boils what many talk about into just 5 very straight-forward things small business 
owners can do to build their business and their personal effectiveness. 

 https://invoicehome.com/blog/resolutions-for-small-business-owners

AndyPreston.com – Article
Top 10 ‘New Year Resolutions’ For Your Sales Team

By Andy Preston

In this article, leading Sales Expert Andy Preston explains what the successful sales leaders and 
salespeople are implementing right now to make sure they have a great year this year! You get 
the first 5 free – you have to register to get the next 5.

 https://www.andypreston.com/top-10-new-year-resolutions-for-your-sales-team/

Ethical journalism is equally im-
portant. In an era of misinformation 
and media distrust, local publications 
can distinguish themselves by com-
mitting to transparency, accuracy, 
and integrity in their reporting. Ad-
dressing controversial issues openly 
and fostering community dialogue 
can further solidify a publication’s 
reputation as a trustworthy, unbiased 
source of information.

By prioritizing sustainability and 
ethical journalism, publications not 
only enhance their credibility but 
also attract a readership that values 
responsible, community-focused re-

porting. This approach can help en-
sure that local media remains a vital 
force for good in a rapidly changing 
media landscape.

CONCLUSION

The future of local publications 
in 2025 holds significant promise, 
provided they are willing to em-
brace change and innovation. By 
capitalizing on digital opportunities, 
deepening community engagement, 
diversifying revenue sources, and 
committing to sustainability and 
ethical journalism, local outlets can 

solidify their place as a central voice 
within their communities.

As they navigate the evolving me-
dia landscape, publications that take 
proactive steps to adapt and engage 
with their audiences will be the 
ones to thrive. The publications that 
embrace these opportunities will 
not only survive—they will lead the 
charge in shaping the future of local 
journalism.

This article was written with the help 
of ChatGPT 4o mini.

Additional Resources
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ADDITIONAL RESOURCES

Score.org – Resource
Top Trends to Pay Attention to for Business Owners in 2025

By Çağla Çelik

This article covers a lot of ground but offers some solid areas to consider for innovation and adaption 
in the coming year. From AI and sustainability to diversity and inclusion, some interesting areas to 
consider.

 https://www.score.org/utah/resource/eguide/top-trends-pay-attention-business-owners-2025

Mindtools – Video

Eight Rules for Successful New Year Resolutions
If you a visually driven person, you will love this approach. This video delivers step-by-step 
approach with interesting visual presentations to entertain you. Plenty of good material 
packed into under 3.4 minutes!

 https://www.mindtools.com/a8mlh20/new-year-resolutions

BenchmarkOne.com – Blog Article
8 Steps To Achieving Your Business’s New Year’s Resolutions More Quickly

A different look at many of the same concepts. This article focusses on the business resolutions 
you make and what you need to do to make them become reality.

 https://www.benchmarkone.com/blog/8-steps-achieving-businesss-new-years-resolutions-quickly/

Forbes – Article
Future Work Trends: 14 Workplace Predictions For 2025

By Brian Robinson, Ph.D.

This one might be a little unsettling, pointing to some of the more radical changes that are on the 
horizon. From the growth of the inclusion of AI, all the way to post election regulatory changes, 
this is worth a scan.

 https://www.forbes.com/sites/bryanrobinson/2024/11/13/future-work-trends-14-workplace-
predictions-for-2025/

SOCi.com – Blog Article
The Growing Importance of Local: Marketing Predictions for 2025

(Part 1 of 3)
Lots of ground covered in this article. From Ace Hardware’s localized approach to marketing, all 
the way to a prediction for the decline in brand loyalty, there is some thought provoking material 
here.QR

 https://www.soci.ai/blog/the-growing-importance-of-local-marketing-predictions-of-2025-part-1/

Newest addition for your “Advertiser Help Page” Listings

Playforthoughts.com – Blog Article
The Best Print Ads: Examples and Lessons From The Golden Age of Advertising

If you are looking for creative inspiration from some of the very best print ads over the years, you’re 
home! This entertaining walk through history demonstrates the true beauty of simplicity, not to 
mention what a large impression it can make.

 https://www.playforthoughts.com/blog/the-best-print-ads
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I
t’s Hard to imagine a 
free community pa-
per industry without 
the presence of Bill 

Welsh! It was Bill who 
always made newcomers 
feel welcome, included 
and important. It was Bill 
who made friends with 
everyone he met and 
made those friends always 
feel they were the most 
special people he knew. 
It was Bill who kept an 
entire industry always 
laughing and entertained 
with a smile and a wink 

or occasionally one of his favorite jokes. It was Bill who 
could light up a room any time he was in it. 

Yes, it’s hard to imagine this world without Bill Welsh. 
But as I sit here and think, it’s even harder to imagine 
what things would be like if we had never had the op-
portunity to have our lives and industry influenced by 
such an amazing individual. His impact and influence 
has guided us through so much over the years, and his 
involvement in AFCP and MFCP helped shape those 
organizations and provided the foundation for many of 
their accomplishments and much of their growth.

As I reflect on Bill’s impact on me personally over the 
last 20 years, I am overwhelmed by the number of life 
lessons he provided to me and the impact they have had 
on my life. these lessons were available to all of us sim-
ply by being around him... 

• There is no greater gift this life has to offer and no
higher testimonial to a person’s presence on this earth
than that of family. give it the highest priority available.

• Place an extremely high importance on the value
of friendship. It can be the provider of many of

the treasures that life has to offer. It is a source of 
great strength and support when the going gets 
tough and a great way to make the good times 
even better. 

• Use your sense of humor and sincere smile as a 
bridge to connect with people of all kinds. A 
keen sense of humor helps make the bonding 
process immediate and universal.

• Trust in the people around you – people will per-
form extraordinary things to support that trust you 
place in them.

A WALK DOWN MEMORY LANE

LESSONS FROM A LEGEND

That Bill Welsh smile that warmed so 
many hearts!

Bill and Ruby Welsh welcoming a new member in Denver, 2014.

BY LOREN COLBURN (FROM INK MAGAZINE, DECEMBER 2014)

Editor’s Note: For this month’s Walk Down Memory Lane, I chose something I wrote 10 years ago when Bill Welsh 
passed away. I thought it was important to reflect on the things Bill stood for and keep you all aware of why there 
is a Bill Welsh Foundation to support the educational initiatives in the community publishing industry.
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A WALK DOWN MEMORY LANE

• Don’t be afraid to show emotion! That vulnerability 
we show by displaying all of our emotions draws 
family and friends even closer together and 
strengthens the bonds that keep us close.

• LOVE... love your family, love your friends, love what 
you do... and love life! Every minute of every day.

Loren Colburn and Bill Welsh in Miami, 2007. Skip Welsh, Ruby Welsh and Stephanie Welsh Fritz at the fi rst Bill Welsh 
Memorial golf tournament in Nebraska City, NE

Help us celebrate!

1950 - 2025
Association of Community Publications

Send us your Walk Down Memory Lane story to run in Publish Magazine as we 
celebrate the history of community publications throughout 2025. Just email the 
story to loren@communitypublishers.com along with any vintage photos you might 
have to be considered for publication. 

We will all miss Bill Welsh and watching the trail of smiles 
he would leave in his wake as he worked his way around 
any gathering of people. We will also all benefi t from his 
involvement in our industry for many years to come, as his 
infl uence was dramatic and long lasting. I personally will 
miss him tremendously but will always remember him with 
a smile, a laugh and a tear – just like Bill taught me!  
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SUCCESSFUL PROJECT MANAGEMENT 
WITH THE PROJECT PYRAMID

BY JAMES A. BAKER 
FOUNDER - BAKER COMMUNICATIONS

P
roject management sometimes 
seems like juggling, with a 
number of balls that must 
be kept in the air during any 

project. The project manager has many 
concerns: controlling scope creep, 
maintaining quality, staying under bud-
get and on schedule, measuring prog-
ress. Your resources, time, and money 
must all be managed effectively.

Keeping all these “balls” in the air 
without dropping them can become 
overwhelming, as you worry about sev-
eral seemingly separate things simulta-
neously. It can be helpful to understand 
how different aspects of a project affect 
each other. These considerations are 
not separate objects to juggle, but parts 
of a solid structure that can support 
your project management success.

PROJECT MANAGEMENT 101
The point of project management, 

in essence, is to achieve the proj-
ect’s goals and objectives within set 
constraints. The traditional “project 

management triangle” assumes these 
constraints are time - your schedule; 
cost or resources - which includes 
your budget; and scope - the size of 
the project’s goal. None of these fac-
tors may be changed without affect-
ing the others: an increase in scope, 
for example, entails an increase in 
time and cost, while a decrease in the 
available budget or a tighter deadline 
may limit the scope of the project.

THE PROJECT PYRAMID
The “project management triangle” 

can be extended into a pyramid or 
tripod, with performance or “quali-
ty” at the top. The supporting sides 
or legs - resources, time, and scope 
- are the factors which determine 
how high the summit of the pyramid 
reaches, and whether it is stable. The 
more ambitious your goal, and the 
more resources and time you have to 
reach it, the greater your performance 
may be. However, if one of the three 
supports is modified without adjust-

ing the others appropriately, the pyr-
amid slumps, and may even collapse. 
Cutting the budget without altering 
the scope, for example, or increasing 
the scope without allowing more time 
for completion, will cause issues with 
quality performance.

Your job, as a project manager, is to 
ensure that your Project Pyramid is a 
solid, stable construction that you can 
cap with a high-quality end result.

MANAGING RESOURCES
Managing the budget is a critical 

element of most projects. Often a 
project manager is evaluated based 
on his or her ability to complete a 
project within budget.

Every project task will have a cost; 
in preparing the project budget, each 
of these costs is estimated and then 
totaled. Some estimates will be more 
accurate than others. The project 
budget may include an allowance 
for variations in cost, or contingency 
allowances for unforeseen delays or 
problems. The project manager's job 
is to keep the actual cost at or below 
the estimated cost, using as little of 
the contingency funds as possible.

Besides a monetary budget, your 
resources may also include people, 
equipment, and materials, depending 
on the nature of your industry and 
the type of project.

Managing people means making 
sure you have the right number of the 
right people with the right skills and 
tools doing the right jobs in the right 
way at the right time. People manage-
ment is one of the most challenging 
aspects of any project. Not only must 
you must ensure that the people in-
volved know what needs to be done, 
when to do it, and how to do it, but 
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you must also make sure they stay 
invested, motivated, and cooperative.

The project manager may also need 
to manage equipment, project materi-
als, or supplies. If your project involves 
use of equipment or supplies, you 
must ensure that you have the right 
equipment in the right place at the 
right time, that it is functioning proper-
ly, and that any necessary supplies are 
available for use when needed.

MANAGING TIME
Time management is another side 

of the Project Pyramid, a critical fac-
tor in successful project management.

A project can be broken down into 
a number of tasks that have to be per-
formed. To prepare the project sched-
ule, you must determine what the tasks 
are, estimate how long they will take, 
assess what resources they will re-
quire, and plan the order in which they 
should be done. Tasks must often be 
executed simultaneously by different 
people or groups within the project.

Any fl exibility in the schedule is 
called fl oat. Some tasks have zero 
fl oat; a line through all the tasks with 

zero fl oat determines a critical path. 
All tasks on this path must be com-
pleted on time if the project is to be 
completed on time. The Project Man-
ager's key time management task is 
to manage the critical path (or paths, 
if there are more than one).

MANAGING SCOPE CHANGES
Scope changes often occur in the 

form of "scope creep," the aggrega-
tion of small changes. These changes 
may be insignifi cant by themselves, 
but taken together they can become 
problematic. Ensure that any change 
in scope, no matter how small, is 
accompanied by approval for a cor-
responding change in budget and/or 
schedule as necessary.

BUILDING THE PYRAMID
The schedule, resources, and scope of 

a project all affect each other. The most 
common cause of blown budgets, for ex-
ample, is blown schedules. You cannot 
effectively manage the resources, time 
and money in a project unless you man-
age the project’s scope. Project managers 
who succeed in meeting their project 

schedule and control scope changes 
have a much better chance of staying 
within their project budget. Those who 
adjust their budget and schedule to 
accommodate any scope creep will still 
turn out quality work. Each factor has an 
effect on the total structure.

When planning and executing any 
project, don’t think of your budget, 
time and goals as separate issues. 
Each side of the Project Pyramid is 
dependent on the other two for sup-
port; if there is poor management of 
time, resources, or scope, the pyramid 
will not stand. Build your pyramid 
with an awareness of how any chang-
es affect the entire structure, and you 
will create a lasting monument to 
your project management success.  

Baker Communications offers leading 
edge training solutions for sales makers and 
sales managers that will help you address 
the goals and achieve the outcomes ad-
dressed in this article. For more information 
about how your organization can achieve 
immediate and lasting behavior change that 
will uncover new opportunities, drive reve-
nue, and boost your bottom line go to: 
 https://www.bakercommunications.

com/selling.html

SALES TRAINING
Available Whenever

Your Salespeople Are!

140 Individual Training Modules N DEMANDHRS

TRAINING CENTER
A MEMBER BENEFIT OF THE ASSOCIATION OF COMMUNITY PUBLISHERS

MEMBER BENEFITS TO BUILD YOUR BUSINESS
For more information go to:

https://www.communitypublishers.com/education
Association of

Community
Publishers

Over 28 hours of sales training on all apects of the sales process, 
available FREE to ACP members.
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RISING STAR

RESOLUTIONS
BY CAITLIN NEELAND (CJ)

T
hink of that word up top. 
How does it make you feel? 
Do you think it is daunting 
and brings a mountain of 

weight, hesitation, procrastination, 
and failure? These words do not 
have to be attached to your resolu-
tions. Let's cut those cords and start 
light and fresh!

How many of you write New Year's 
Resolutions? I have never written any. 
No matter your answer, if you failed, 
succeeded, or have never written any 
before, I am here to travel on this 
journey with you and have a monu-
mental 2025. At the end of our chat, 
I will write 2 New Year's resolutions 
with you and continuously work to-
wards them throughout the year. 

I have researched how you can 
achieve your New Year's resolutions. 
These next five tips/steps will make 
them simple and easily attainable.

1.	Look at last year's resolutions 
to see if there is one you want 
to put back on your list or pick 
completely new ones.

2.	Only keep 1 or 2 on your list. It 
will make achieving your goal 
manageable throughout the year. 

3.	Make your goal specific! If one of 
your goals is to read more, edit 
your resolution to read, "I am going 
to read six new books this year." 

4.	Devise a plan that will help you 
reach the mountaintop. Break 
your goal into mini milestones. 
Always make them specific so 
you know what you are reach-
ing for. If you want to read six 
books, write, "I will start a new 
book at the beginning of every 
other month." That will give you 
a benchmark to work towards. 
You can even research some 
books and write them down. 

As the beginning of the month 
rolls around and you finish 
your current book, you will be 
prepared and not stressed out to 
find a new book. You are setting 
yourself up for success!

5.	Start your goals now rather 
than at the beginning of the 
year! There is no day like today 
because you only have one life. 
Let's make it the best version 
and keep on improving. 

There are all kinds of resolutions, 
but what fits where you are right now? 
What changes do you want to make in 
2025? What can you do better? What 
are you working toward? I've gathered 
ten categories to help inspire you!

1.	Balance – Are you having 
trouble making time for other 
interests or hobbies beyond 
your everyday routine and work? 
Schedule time for studying, read-
ing, exercise, social activities, or 
volunteering.

2.	Learn a new skill or take up a 
new hobby. Now is the time! It 
may lead you to something great 
and unexpected.

3.	Financial goals – Consider and 
institute a plan to save for that 
new iPad or maybe buy some 
dirt. Maybe your finances are 
tight these days, and you need a 
way to reduce stress. Research or 
contact a finance professional to 
have a stress-free 2025!

4.	Improve your productivity by 
cutting your screen time. Limit 
your use of social media and TV/
streaming services. 

5.	Make time for more connections. 
If you're always working or have 
your calendar booked with other 
events, you can lighten your load 
to make room for quality time 
with family and friends. 

6.	Self-care is a broad topic but 
think about what this means to 
YOU. What does your body or 
mind need heading into the new 
year?

7.	Read more books - Tons of inspir-
ing stories and knowledge fill the 
pages of books. You may be look-
ing to learn a new skill or hobby. 
You could read a couple of books 
this year on that topic!

8.	Connect with nature – You can 
couple it with exercising more if 
that is another goal of yours. You 
can enjoy the outdoors by taking 
scenic leisure walks in different 
towns or parks. Find new spots 
you have never been to before. A 
picnic could be an excellent way 
to sit, relax, draw, or read! 

9.	Establish healthy eating habits – 
If there is a change you're scared 
about, it might seem scary now, 
but take baby steps and write 
down those mini milestones. I 
know you can do it; you have the 
courage to believe in yourself. 

10.	 Break a habit – We all have 
good and bad habits. If a habit 
is not serving you anymore, it is 
time to shed that habit and leave 
it behind in 2025.

My resolutions for 2025:

1.	 Read six new books! - It is some-
times challenging to complete 
even one book in a year. This year, 
I will end up reading five books. I 
am proud of myself and will keep 
the momentum going with six.

2.	 Continue swimming at least once 
a week!

I hope these tips and ideas have 
provided some food for thought and 
help you easily navigate your resolu-
tions. Have a Magical Holiday Season 
and a Happy New Year!  
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Y
ears ago, a keynote speaker at a 
local Ad Club meeting asked us to 
put ourselves in a consumer’s shoes. 
“Let’s say your name is John Doe,” 

he said. “One day you’re turning the pag-
es of the newspaper and see an ad with a 
headline that reads, ‘The truth about John 
Doe.’ Wouldn’t you read every word of that 
ad?” Everyone in the room responded with a 
resounding “yes.” 

 
That was one of the simplest and most 

dramatic examples of perspective I’ve ever 
seen. John Doe doesn’t care much about the 
advertisers in his town (unless he works for 
one of them). He’s not concerned about the 
profit margins of his local newspaper. And 
he doesn’t worry about the sales commis-
sions of the salespeople who work there. 

In other words, it’s human nature for John 
Doe to care primarily about himself. The 
products which attract his interest are those 
that can solve a problem or make life easier 
and more enjoyable for him and his family. 

While “The truth about John Doe” is the 
perfect headline – for John Doe – it’s im-
possible to reach that level of perfection in 
the real world of advertising. Ad copy can’t 
be personalized to that degree. The best we 
can do is to address our messages to smaller 
demographic audiences within a larger read-
ership group. 

 
Once a target audience has been identi-

fied, it’s important to look for connections 
between what the audience needs and how 
the advertiser can meet those needs. To get 
in step with consumers, focus your attention 
on their self-interest. 

 
Then think about headlines. A headline 

can make or break an ad. Research shows 
that, for every five people who read a head-

BY JOHN FOUST
GREENSBORO, NC

AD-LIBS

IN SEARCH OF THE  
PERFECT HEADLINE

line, only one will read the rest of the copy. 
This means that the John and Jane Does in 
your audience rely on headlines to tell them 
whether to keep reading. 

 
There are some ways to spark headline 

ideas. One of my favorites is the “how to” 
formula, because these two words set the 
stage for a benefit headline. To illustrate, 
consider book titles. Let’s say you want to 
build a piece of furniture, a rocking chair. 
You need step-by-step instructions, so you 
go online and browse through book choic-
es. Woodworking and Woodworking Basics 
are too general. How to Build Furniture is 
better, but your interest is in rocking chairs, 
not other types of furniture. Then you see 
How to Build a Rocking Chair. That’s the 
most enticing title of all, isn’t it? And it 
promises a specific benefit, without resort-
ing to puffed up claims or exaggerations. 

 
It’s the same with ad headlines. Use the 

words “how to” to put you on the right path. 
Then with your knowledge of the audi-
ence and the product or service your client 
is promoting, fill-in-the-blank to create a 
selection of benefit headlines. Pick the one 
you like best and build the ad concept from 
there. 

 
It’s all about giving people a reason to 

read beyond the headline.  

© Copyright 2024 by John Foust. All rights 
reserved.

John Foust has conducted training programs 
for thousands of newspaper advertising pro-
fessionals. Many ad departments are using 
his training videos to save time and get quick 
results from in-house training.  
E-mail for information:  
 john@johnfoust.com
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I liked the casual type that was chosen for 
this heading, however, if I am going to use 
type on a circular path, I need to be a little 
more discriminating. Type on a circle path 
looks best in all caps. Descenders that hang 
below the baseline become a distraction 
as you’ll soon see. I have used the typeface 
Postino Italic because it comes closest to the 
type used in the original heading. I have used 
the type on a path option “Rainbow,” but I’m 
really not liking it already and I haven’t even 
added the cookie art. Anyway, the first ver-
sion is upper and lowercase and it looks a lit-
tle “messy.” The second version is all caps and 
while it suggests the outline of a circle 
better, I think I will choose another 
typeface altogether. The unique char-
acteristics of the type interferes with 
readability. (Typeface size is 18 point in 
both cases.)

hanrahan.ln@att.net © 12/2024By Ellen Hanrahan
Graphic  Hooks

Final Thoughts
As we know from our industry, change is 
inevitable. So too is this point in my life. As 
I stated below, my last column will be next 
month and I am grateful for the years I have 
hopefully helped in the design process.

I’ve come a long way since Robert W. 
Munn contacted me about doing an article 
for the Independent Free Papers of America 
(IFPA), in 1995 and I would like to take a bit of 
time next year to discuss past, present and 
the future of being a Graphic Designer.

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. I found a simple heading that I 
believe will work for my purposes. It’s not 
exactly what I want, but the idea is there. I will 
deconstruct the original heading and just use 
elements of the original that will suit my goal 
of a badge or “tag” that I can use in a number 
of different ways.

Cookie Recipes
This is the time of year when cookie recipes 
are really big! For gifts, for parties, desserts— 
for sharing! I liked the “Santa’s Cookie Picks” 
header, but I want to make it a little more 
generic, I don’t know, maybe just “Holiday 
Cookies” will be enough. By the way, I am 
using the header at 32% of its original size.
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Back in the old days, I did a “Sale” border very much like this one with the font 
Bermuda Squiggle. I was using QuarkXPress at the time, so I made some 

adjustments—like not doing a real type on path! So I have updated the 
type on path for use in InDesign and this is truly one long rectangular 
path. Did I have to do a little tweaking? Heck yea! However the soft-
ware programs have made It so much easier to do a lot of the time-con-

suming tasks we had to do in the past. 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 cre-
ate separate boxes and place them around the border. So it’s a wash.

Now experiment with other shapes. I used Adobe CS 5.5 then, but 
I’ve been using this technique since Adobe CS3.

Well this wraps it up for another year and I also find myself craving 
some Christmas cookies! I will be back in January, unfortunately for 
the last time. In the meantime…

A Blessed Holiday to all!

HO
LIDAY COOKIESHO
LIDAY COOKIES

Heading with
lots of cookies!

At this point, I’m also making the words run 
in just the top portion of the circle. I 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, I chose center align because I tinted the 
inside circle and wanted the “parts” to seem 
more connected.

I 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.

HOLIDAYHOLIDAY

C  O O K I E SC O O K I E S

Same as above with just a few of the items 
shifted. 2 CIRCLES were required, so I reposi-
tioned “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, 
I also deleted 
the color from 
the circle on 
“Cookies” so 
both “Holiday” 
and “Cookies” 
would appear to 
overlap the tinted bot-
tom circle. Once again, I shifted the cookies to 
create a more cohesive look.

Type size is now 
24 point, but 
the  circle 
is reduced 
to accom-
modate a 
smaller area. 
We don’t 
need as many 
cookies either!

Type size is now 

need as many 

HO
LI

DAY C OOKIESHO
LI

DAY COOKIES

In the next column, I 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. Working with type on a 
path can feel a bit clumsy in the beginning, 
but anytime you try something new, it feels 
awkward. I have been writing about design 
since 1995, so I know awkward and clumsy!
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while it suggests the outline of a circle 
better, I think I will choose another 
typeface altogether. The unique char-
acteristics of the type interferes with 
readability. (Typeface size is 18 point in 
both cases.)
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month and I am grateful for the years I have 
hopefully helped in the design process.

I’ve come a long way since Robert W. 
Munn contacted me about doing an article 
for the Independent Free Papers of America 
(IFPA), in 1995 and I would like to take a bit of 
time next year to discuss past, present and 
the future of being a Graphic Designer.

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. I found a simple heading that I 
believe will work for my purposes. It’s not 
exactly what I want, but the idea is there. I will 
deconstruct the original heading and just use 
elements of the original that will suit my goal 
of a badge or “tag” that I can use in a number 
of different ways.

Cookie Recipes
This is the time of year when cookie recipes 
are really big! For gifts, for parties, desserts— 
for sharing! I liked the “Santa’s Cookie Picks” 
header, but I want to make it a little more 
generic, I don’t know, maybe just “Holiday 
Cookies” will be enough. By the way, I am 
using the header at 32% of its original size.
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Back in the old days, I did a “Sale” border very much like this one with the font 
Bermuda Squiggle. I was using QuarkXPress at the time, so I made some 

adjustments—like not doing a real type on path! So I have updated the 
type on path for use in InDesign and this is truly one long rectangular 
path. Did I have to do a little tweaking? Heck yea! However the soft-
ware programs have made It so much easier to do a lot of the time-con-

suming tasks we had to do in the past. 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 cre-
ate separate boxes and place them around the border. So it’s a wash.

Now experiment with other shapes. I used Adobe CS 5.5 then, but 
I’ve been using this technique since Adobe CS3.

Well this wraps it up for another year and I also find myself craving 
some Christmas cookies! I will be back in January, unfortunately for 
the last time. In the meantime…

A Blessed Holiday to all!

HO
LIDAY COOKIESHO
LIDAY COOKIES

Heading with
lots of cookies!

At this point, I’m also making the words run 
in just the top portion of the circle. I 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, I chose center align because I tinted the 
inside circle and wanted the “parts” to seem 
more connected.

I 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.

HOLIDAYHOLIDAY

C  O O K I E SC O O K I E S

Same as above with just a few of the items 
shifted. 2 CIRCLES were required, so I reposi-
tioned “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, 
I also deleted 
the color from 
the circle on 
“Cookies” so 
both “Holiday” 
and “Cookies” 
would appear to 
overlap the tinted bot-
tom circle. Once again, I shifted the cookies to 
create a more cohesive look.

Type size is now 
24 point, but 
the  circle 
is reduced 
to accom-
modate a 
smaller area. 
We don’t 
need as many 
cookies either!

HO
LI

DAY C OOKIESHO
LI

DAY COOKIES

In the next column, I 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. Working with type on a 
path can feel a bit clumsy in the beginning, 
but anytime you try something new, it feels 
awkward. I have been writing about design 
since 1995, so I know awkward and clumsy!
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