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The February issue of Publish will provide an overview the the many  
member benefits available with membership in the Association  
of Community Publications.
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Is it getting harder and harder to recruit, train, supervise and retain 
affordable high-quality graphic designers? Get off the frustration train. 

Simplify your life. Leave the design work to us and use your time for 
revenue enhancement and editorial improvement.

Try us out for free! We’ll produce a few days of your ads and/or editorial 
pages for absolutely no cost and no risk whatsoever!

Most ads produced the same day! World-class editorial design. 
We’ve got you covered from cover to cover all at prices 50-70% less than 

in-house and even less than most freelancers.

Call us today to get started and see how much you can save.
Howard Barbanel, 516-860-7440 • Howard@Design2Pro.com • www.design2pro.com

 FREE stock photography.
 FREE changes and corrections.
 FREE charts and infographics 

to embellish your stories.
 FREE unlimited spec ads. 

 FREE e-book files.
 FREE posting and uploads to your CMS.
 FREE design of your promotional, 

marketing and media kit materials.
 AND MORE!

• 100+ Full-time designers on staff.
• Our 20th Year serving the industry.

• Simple flat-rate pricing with no extras whatsoever.
• 315+ newspapers and magazines designed each week.

Is it getting harder and harder to recruit, train, supervise and retain 

Struggling to Find 
Good Graphics Help?

We’ve Got 
You Covered!
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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

Proud to be the expert media financial valuation resource for 
the FORBES 400 List of America's Richest People 2015 - 2024
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UNITING FOR SUCCESS
communitypublishers.com

Create a digital revenue stream.
Retain and grow print advertisers.

Develop multi-channel marketing plans.
24/7 Real-time reporting.
Full back-office support.

FRESH AIR FOR
DIGITAL MARKETING

januaryspring.com

T U R N  Y O U R  P U B L I C A T I O N  I N T O  A
D I G I T A L  A G E N C Y
F O R  O N L Y  $ 9 9 / M O

JANUARY SPRING + ACP
Exclusive Partnership

Exclusively available to ACP members, create a digital income source that complements your print services for
your customers! January Spring handles the hard work while you enjoy the benefits.

They’re your full back office support team, from initial pitches to sales to renewals. Offering group training programs
for your team, enabling you to learn alongside peers for maximum support during the training phase.

For ACP members, there’s a special offer of a three-way split monthly fee for the first year, minimizing your costs to
kickstart your journey.

For more information, call ACP at 877-203-2327 or email office@communitypublishers.com.

T U R N  Y O U R  P U B L I C A T I O N  I N T O  A
D I G I T A L  A G E N C Y
F O R  O N L Y  $ 9 9 / M O

JANUARY SPRING + ACP

Create a digital revenue stream.
Retain and grow print advertisers.

Develop multi-channel marketing plans.
24/7 Real-time reporting.
Full back-office support.

Exclusive Partnership
JANUARY SPRING + ACP

FRESH AIR FORFRESH AIR FOR
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FROM THE TOP

STRENGTHENING COMMUNITY 
PUBLICATIONS TOGETHER

BY JOYCE FRERICKS – 
ACP PRESIDENT

Association of
Community

Publishers

EDUCATIONAL
PROGRAMS

REVENUE
IDEA SHARING

CIRCULATION
AUDITS FROM CVC

INDUSTRYWIDE
NETWORKING

AND MUCH MORE
JOIN TODAY!

Membership has its benefits   -   benefits you need!

TLI CLASSES
PROFESSIONAL

CERTIFICATIONS

IDEA EXCHANGES
OPEN PUBLISHER

DISCUSSIONS

BI-ANNUAL
CIRCULATION

AUDITS

VIRTUAL AND
IN-PERSON

EVENTS

Association of Community Publishers   -   877-203-2327

A
s I sit here 
holding my new 
2-week-old grand-
baby, writing my 

fi rst column for ACP, I won-
der what his life will be 
like. What will he encoun-
ter in the next 18 years and 
who will he become as an 
adult? 

I wonder the same thing 
about our community 
publications. Will we still 
be printing them? Will we 
still be fi ghting this fi ght 
of print and digital? Or will 
we learn how to meld the 
two medias together to be-
come stronger than ever? 

How can we start a new 
chapter for our publica-
tions in the next year and 
attract excitement for them?

The next few years will be 
crucial for the publishing in-
dustry. As the new president 
of Association of Community 
Publishers, I want to empha-
size the role we all play in 
uniting print and digital to 
serve our communities. Our 
community papers are not 
just a source of information; 
they are the hearts of our 

communities. They give our 
businesses the opportunity 
to advertise affordably to 
their customers, and we 
cover on the news, events, 
governments and schools 
that the larger media outlets 
do not report on.

The U.S. Postal Service 
Offi ce of Inspector General 
partnered with the Center 
for Neural Decision Mak-
ing at Temple University’s 
Fox School of Business in 
2015 and 2019. Research-
ers made conclusions 
about the way consumers 
respond to digital versus 
print ads.

The key takeaway from 
the study is included in the 
U.S. Postal Service’s article 
“Is direct mail advertising 
effective: A research study.” 
It says, “In addition to 
being cost-effective, digital 
media is the fastest way to 
communicate an idea to 
customers. Consider using 
digital ads when you’re 
looking to gain attention 
and quickly deliver a mes-
sage. However, print materi-
als – like postcards, catalogs 

and magazine ads – have a 
more pronounced emotion-
al effect on consumers. For 
marketers who want ad-
vertising with long-lasting 
impact and easy recollec-
tion, a physical ad simply 
has more psychological 
infl uence. Both mediums 
have their advantages. The 
most effective campaigns 
will use both in combina-
tion to create omni-channel 
experiences that excite and 
engage.” 

I personally have learned 
an enormous amount 
of information from our 
trade associations to help 
our business in the last 
10 years. I believe all of 
us need to continue to 
collaborate for our indus-
tries’ success. We can work 
together to share ideas and 
resources to transform our 
publications to best meet 
the needs of our readers 
and advertisers. We need 
to diversify how we deliver 
our content using multiple 
formats – print, digital, 
podcasts and video. We 
need to tell the stories in a 

way that meets the needs 
of our customers.

Before I sign off on 
my fi rst column for ACP, 
I would like to thank all 
the past leadership. Our 
past ACP presidents, John 
Draper and Manuel Karem, 
along with all the staff 
and board have seamlessly 
joined IFPA and AFCP. The 
road ahead may be chal-
lenging, but I believe that 
if we are willing to adapt 
and work together, we will 
not only survive but thrive. 

For all of you who are 
members. Thank you for 
your continued loyalty to 
ACP. For those of you who 
are not members, ACP 
has training opportuni-
ties, in-person events and 
networking opportunities 
for our members. I urge all 
community publications 
that are not members – 
from weekly newspapers 
to niche publications – 
to take advantage of our 
2025 “$99 membership 
special”.  

We must be stronger and 
more creative than ever! 
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Based on national surveys of 39,977 people conducted by 
Circulation Verification Council: 

76.7% reported they regularly read 
an ACP Member publication!

READ
Print’s not dead, it’s
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BY DOUGLAS FRY

WRITE FOR YOUR READER

I 
recently fi nished reading the 
classic by Herman Melville, 
Moby Dick, The Whale. For 
those of us who have been 

living under a rock for the past 
150 years, Moby Dick is a story 
about a whale. Well, it’s more than 
that.

It’s about a really nasty, angry, 
ill-tempered whale. Not just any 
nasty, angry, ill-tempered whale – 
this one was white. For a whale, 
it had to be “Einstein” smart. How 
does one write an 800+ page book 
about such a smart, fi endish white 
whale? I learned that writers at that 
time were paid by the word so it 
made sense to write novels with as 
many of those critters as possible to 
monetize your efforts.

You can write such a book if 
you have a couple of things go-
ing for you. First of all, you must 
have a complete disregard for your 
readers. After reading one chapter, 
which was over 40 pages about 
how sailors positioned themselves 
in the upper masts of a whaling 
ship, I realized Mr. Melville could 
have written “It was dangerous and 
uncomfortable in the high masts of 
a whaling vessel.”

Next you have to write the book 
with a thesaurus next to you re-
placing every simple word with the 
most obscure locution available. 
(See what I did there?) Why would 
you want to state things simply 
when you could approach things 
with magniloquence in mind? Yep, 
I learned me a couple of new words 
reading that book.

But the biggest challenge of the 
book is that nearly all the chapters 
dedicate themselves to such incred-
ible minutia that the readers eyes 
become numb from reading. At one 
point I simply hoped that the whale 
would come along and destroy the 
ship, eat the captain, and spout on 
the crew so that the book would 
end. But it didn’t.

I’m glad I can now say that I read 
the book. At this point, if you’ve 
gotten this far, and not hoped I too 
would stop writing, you might be 
asking what this has to do with the 
world of the Association of Com-
munity Publishers and community 
based media?

It’s really pretty simple. Look at 
our publications. Do we commit 
the same errors? Are the stories we 
have in our publications offering 

the reader something interesting to 
spend time with? Have we ever tried 
to appear smarter or more eloquent 
than we really are by ramping up 
the verbiage or adding words to an 
article just to make it fi ll up a news 
hole?

Let’s decide to keep our read-
ers fi rst in our minds. Let’s write 
so that by reading our editorials, 
articles, and ads they can gain 
something worthwhile without 
breaking out the dictionary, buy-
ing new glasses because reading 
our publication wore out the 
previous pair, or inducing mass 
migraines.

I’ll try to do the same. The next 
article you read from me may read 
like a Dr. Seuss book. But Dr. Seuss 
never wrote about white whales. 
I’m glad.  

THE ONE THING
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Looking for professional 
certi��cation options?

We can help you out!

For More Information

www.communitypublishers.com/education

The Leadership Institute
Professional Certification Programs
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PERSPECTIVE

75 YEARS 
AND STILL GOING!

B
y anyone’s calendar, seven-
ty-fi ve years spans a long 
time and a world of change. 
Life was so different back in 

1950, it’s hard to imagine that much 
of what was introduced back then is 
still chugging along after 75 years. 
A little research proved that thought 
was not really on the right track, 
there were some important introduc-
tions in 1950 that would signifi cant-
ly impact the world as we know it 
today!

For starters, 1950 saw the intro-
duction of the fi rst multipurpose 
charge card by Diners Club. For 
businessman Frank McNamara, for-
getting his wallet while dining out 
at a New York City restaurant was 
an embarrassment he resolved never 
to face again. Luckily, his wife came 
to bail him out and pay the tab. But 
little did he know that “fi rst supper” 
would become an important part 
of a credit card industry that has 
exploded to over $550 billion just 75 
years later. 

Then there was Robert W. Hutson, 
who applied for and was granted a 
U.S. Design Patent for the Oral B-60. 
The fi rst toothbrush with soft nylon 
bristles. Compared to other brushes 
on the market, the nylon bristles 
were less abrasive to tooth enamel, 
better for massaging gums and more 
effective at picking up tooth powder. 
75 years later, the world purchases 
3.5 billion nylon toothbrushes annu-
ally, thank you Mr. Hutson.

In October of 1950, Charles M. 
Schulz debuted a four-panel comic 

strip through United Feature Syn-
dicate in seven newspapers. That 
Peanuts comic strip would eventually 
grow to being published in 2,600 
papers in 75 countries and in 21 
languages. The strips, plus merchan-
dise and product endorsements, 
produced revenues of more than $1 
billion per year and have outlived its 
creator who passed away February 
12, 2000. Charlie Brown is 75 years 
and still going strong!

The year 1950 also saw the fi rst 
offi cial gathering and organization 
of a group of free community paper 
publishers who would join forces 
with the shared goal: “to further 
and promote the general interests of 
advertising periodical publishers, 
and to improve, extend and place 
upon a safe and more permanent 
foundation the general welfare of 
such publishers.” John S. Morgan 
from Alma, Michigan was chosen as 
the fi rst President and the journey 
had begun. By 1951 the organization 
reported it had grown to 67 mem-
bers with a combined circulation of 
231,000.

The group would formally incor-
porate in 1954 as National Associa-
tion of Advertising Publishers, Inc. 

(NAAP) – a Wisconsin Corporation. 
The 50’s saw the organization grow 
both in numbers and in geography 
as the word spread of the organi-
zation. The fast expansion would 
continue into the 60’s and 70’s as 
community publication popularity 
caught on across the country. By 
1968, there were an estimated 2,000 
free papers distributed in the United 
States with an estimated circulation 
of 30 million homes.

By the late 70’s, there was con-
cern in the organization for in-
cluding publications owned or 
purchased by daily newspaper cor-
porations. The group was strongly 
divided on the issue and when the 
bylaws were changed at the 1980 
Nashville conference to include 
corporate owned publications, the 
members who wanted to maintain 
their exclusivity split off to form a 
new organization, Independent Free 
Papers of America (IFPA) in1980. 
The two organizations continued 
to grow over the years and a large 
number of publications who were 
eligible for both actually participat-
ed in both organizations.

In early 1987, the NAAP Board 
of Directors felt it was necessary 
to change the name of the orga-
nization to better align with their 
expanded membership that now 

BY LOREN COLBURN
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included a variety of free distribu-
tion niche publications in the auto-
motive, real estate and senior living 
industries. The name was offi cially 
changed to the Association of Free 
Community Papers (AFCP) in June 
of 1987. 

As the industry continued to ex-
pand in the 1990’s and early 2000’s, 
both organizations built strong 
funding support from classifi ed ad 
networks utilizing space in member 
publications. This funding allowed 
the organizations to provide their 
individual mixes of conferences, 
educational programs, circula-
tion audits and an assortment of 
additional member benefi ts with-
out adding additional expenses 
to member publications. Life was 
good!

With the opening of web access 
to the public in the early 1990’s, the 
growth of the internet was meteoric! 
According to Wikipedia, the internet 
went from communicating 1% of the 
two-way telecommunications net-
works in 1993, to 51% by the year 
2000, and more than 97% of the tele-
communicated information by 2007. 
This shift in information availability 
has impacted almost all aspects of 
everyday life and print products 
would not go unaffected. There has 
been a shift from printed circula-
tion to online availability by many 
publications in order to maintain 
readership numbers. Those that have 
navigated this tricky expansion suc-
cessfully, have actually maintained 
or even grown readership numbers 
through the process.

The digital information growth 
impacted both AFCP and IFPA 
with a reduced number of member 
publications. As classifi ed ad reve-
nues declined due to free ads from 
Craigslist and Groupon, and eventu-
ally Zillow, Cars.com and Booking.
com, what was a major source of 
revenue and readership content for 
local publications faded away. With 
this decline came the decline of the 
sheer number of small publications 
across the country and economic 
survival became more diffi cult with 
the increased cost of both printing 
and distribution.

In late 2019, AFCP and IFPA be-
gan talking about the possibility of 
merging the two organizations back 
together since many of the issues 
that divided the groups 40 years 
earlier were no longer obstacles. 
The outbreak of Covid-19 in early 
2020 put additional pressure on the 
profi tability of member publications 
and helped expedite the merger dis-
cussions. By December of 2020 both 
memberships had approved a plan 
that would unify the two organiza-
tions and the representation of the 
community publishing industry.

The association went through one 
fi nal name change in 2021 with the 
completion of the merger process to 
become the Association of Commu-
nity Publishers. The new bylaws 
were ratifi ed and membership was 
open to any entity that publishes 
Community Focused Media. This 
shift in requirements opened the 
membership possibilities to sub-
scription based publications, digital-
ly distributed publications, as well 
as weekly, monthly and quarterly 
publications.

Having been involved with the 
organization since my fi rst event 
in 1978, it’s been all about being 
able to connect with peers. This 
invaluable resource has helped me 
navigate the many changes that 
47 years has presented. It also 
has provided a much needed safe 
haven where I always felt comfort-
able openly seeking advice, help 
and direction without the fear of 
embarrassment or rejection. For 
me personally, it’s been my source 
of mentors, advisors, role models 
and most importantly…friends. It 
just doesn’t get any better than 
this.

So when National Independent 
Broadcasters, National Women’s 
Press Association and Community 
Broadcasters Association have all 
fallen by the wayside in the last 75 
years, the Association of Community 
Publishers is still performing its mis-
sion - To help its members enhance 
their viability and lead in strength-
ening the community publishing 
industry.

To all the volunteers and mem-
bers who have participated and 
supported this organization over 
those 75 years – we offer a very 
sincere thank you. It is our hope 
that you have gained as much 
from the association as you have 
given and we look forward to 
the next 75 years with great 
anticipation. We understand that 
much will continue to change 
in the coming years, but as long 
as the sense of community we 
share stays strong, ACP will be 
helping publishers navigate the 
coming changes. You see, it’s 
more than an association – it’s a 
family.

Throughout this issue you will 
take a walk down memory lane of 
our 75 year history. Enjoy the walk 
and until the next issue, keep telling 
everyone…“Print’s not dead, it’s 
READ!” 

PERSPECTIVE
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INDUSTRY LEADERS

75 YEARS OF STRONG LEADERSHIP 
FOR 75 YEARS, OUR ASSOCIATION HAS BEEN DEDICATED TO SERVING OUR INDUSTRY AND PROMOTING OUR SHARED 
GOALS. FOUNDED IN 1950, WE STARTED WITH A SMALL GROUP OF PASSIONATE INDIVIDUALS WHO BELIEVED IN THE 
POWER OF COLLABORATION. OVER THE DECADES, STRONG LEADERS HAVE ENABLED US TO MAINTAIN A VIBRANT 
NETWORK THAT CONNECTS PEOPLE, SHARES KNOWLEDGE, AND ADVOCATES FOR IMPORTANT ISSUES THROUGHOUT 
THE COMMUNITY PUBLISHING INDUSTRY. THROUGH THE MANY CHALLENGES, IT IS THESE INDIVIDUALS THAT HAVE 
SUPPLIED THE VISION, ENERGY AND LEADERSHIP TO BUILD A LEGACY OF SURVIVAL AND SUCCESS.

NAAP Presidents
Year (s) President Publication City State

1950 – 1951 John S. Morgan Alma Reminder Alma MI
1951 – 1952 S.T. Barkman Berlin Shopping News Berlin WI
1952 – 1953 Floyd A. House Pennysaver Angola NY
1953 – 1954 H.E. Von Haden Fort Reminder Fort Atkinson WI
1954 – 1955 W.J. Van Allen The Reminder Plymouth WI
1955 – 1956 Lynn Leet Buyers Guide Mount Pleasant MI
1956 – 1957 Mack Bennett Shoppers Guide Otsego MI

First Row:  Robert Greene, Executive Director; Rudy VanDrie – Secretary Treasurer, Ames, IA; Victor Jose – Vice President, Richmond, IN; Max Calgrove – 
President, Mansfield, PA; James McLaughlin – President-Elect, Eaton Rapids, MI; Joseph Sklenar – Past President, Audubon, IA

Second Row:  William Plank, Camp Hill, PA; Leonard Heuslein, Mount Vernon, NY; Loren Lawton, Columbus, WI; Robert Beck, Mora, MN; Arthur 
Weinischke, Pompano Beach, FL; Melvin Jacobs, Hastings, MI; Vincent St. John, Albion, NY; Burnett Bartley, Blue Earth, MN

Third Row:  Merrill Raymond, Athol, MA; Matthew Petersohn, Hatboro, PA; Lyn Leet, Mt. Pleasant, MI; Lyle Crowder, Charles City, IA; A. K. Fox, 
DesMoines, IA; Robert Graham, Platteville, WI; Jerome Remkiewicz, Rockville, CN; 

Not Present:  H. C. Van Ausdeln, Costa Mesa, CA; William Johnson, Plant City, FL; Ralph Waterhouse, Orchard Park, NY

NAAP Board of Directors 1966 – 1967
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1957 – 1958 A.K. Fox Westside Shopper Des Moines IA
1958 – 1959 L.U. Tollefson Luverne Announcer Luverne MN
1959 – 1960 Delbert Kistler Fort Reminder Fort Atkinson WI
1960 – 1961 Victor Green The Banner Gazette Pekin IN
1961 – 1962 Robert S. Kapp Merchandiser Myerstown PA
1962 – 1963 Elmer H. Verneer Sioux Center Shopper Sioux Center IA
1963 – 1964 Gordon Davis Pennysaver Skaneateles NY
1964 – 1965 Thomas S. Wallace Scotsman Press Syracuse NY
1965 – 1966 Joseph M. Sklenar Sklenar Publishing Co. Ames IA
1966 – 1967 Max L. Colgrove Pennysaver Mansfield PA
1967 – 1968 James McLaughlin Flashes Eaton Rapids MI
1968 – 1969 Victor Jose The Graphic Richmond IN
1969 – 1970 Rudy Van Drie Ames Advertiser Ames IA
1970 – 1971 Dwaine C. Lighter The Algona Reminder Algona IA
1971 – 1972 Gilbert M. Selznick Reporter Toms River NJ
1972 – 1973 William E. Mitten The Windsor Press Hamburg PA
1973 – 1974 Richard Luzadder Osceola Shopper Kissimmee FL
1974 – 1975 J.R. Carson Tip-Off Shopping Guide Jonesville MI
1975 – 1976 James Start Fox Valley Shopping News Yorkville IL
1976 – 1977 John Holmes Holmes Publishing Co. Whiting IA
1977 – 1978 Victor G. Ianno Scotsman Press Syracuse NY
1978 – 1979 James O'Day Shopper and Foto News Merrill WI
1979 – 1980 Roger Miller Town Crier Brattleboro VT
1980 – 1981 Shirley Colgrove Advertizer Advocate Alief TX
1981 – 1982 James Crosby The Valley Shopper West Des Moines IA
1982 – 1983 Gladys Van Drie Ames Advertiser Ames IA
1983 – 1984 Thomas Karavakis Towne & Country Shopper Waupaca WI
1984 - 1985 Stan Henry Chanry Communications Ltd. Levittown NY
1985 – 1986 Terry Burge Burge Publishing Corp. Houston TX
1986 – 1988 Edward B. Marks Marks-Roiland Comm. Jericho NY

IFPA Presidents
1980 Tim Lighter Algona IA

1981 Chuck Hawken Flashes Stuart FL
1982 Bob Wright Little Falls MN

1983 Joe Sklenar Audubon IA

1984 Joe Green Green Banner Publications Pekin IN
1985 Jerry Wright Three Rivers MI

1986 Wayne Cox 

1987 Gary Godfrey Arens Publishing & Printing Covington OH

1988 Brian Kovsky 

1989 Milt Helmer Helmer Printing Beldenville WI
1990 Carlene Phelps Douglas Shopper Kingsland GA

1991 Jeff Wells Melbourne FL

1992 Carol Hoheisel Morrison County Shopper Little Falls MN
1993 – 1994 John Jacobs The Reminder Hastings MI

1995 Joe Nicastro MJ Media Budd Lake NJ
1996 Gary Rudy Cape May County Herald Cape May NJ
1997 Tom Aird Buyers Guide Martinsburg WV
1998 Val Stokes Kapp Advertising Lebanon PA
1999 Blain Fowler Camrose Booster Camrose AB
2000 Mary Nelson Midweek Fargo ND
2001 Bob Munn Green Tab Publishing Wheeling WV

INDUSTRY LEADERS
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2002 Deborah Pillips The World Barre VT
2003 – 2004 Joe Green Green Banner Publications Borden IN
2005 – 2007 Doug Fabian Reminder Publications East Longmeadow MA
2008 – 2009 Dan Buendo Reminder Publications East Longmeadow MA
2010 – 2011 Deborah Pillips The World Barre VT
2012 – 2013 Bob Munn Green Tab Publishing Moundsville WV

2014 Doug Fabian Reminder Publications East Longmeadow MA
2015 – 2016 Jane Means Kapp Advertising Lebanon PA
2017 – 2018 Rick Wamre Advocate Media Dallas TX
2019 – 2020 Rick Wamre Advocate Media Dallas TX

AFCP Presidents
1988 – 1990 Craig Trongaard Woodward Communications Dubuque IA
1990 – 1991 Bruce Gotts Access Communications Adrian MI
1991 – 1992 J.J. Blonien Enterprise Newspapers West Allis WI
1992 – 1994 Lee Borkowski Trade Lines Eau Claire MI
1994 – 1996 Dick Mandt The Flyer Tampa FL
1996 – 1998 Robert Barrington Antigo Shoppers Guide Antigo WI
1998 – 2000 Gordon Lowry Add Inc. Columbus OH
2000 – 2002 Dan Holmes The Berkshire Pennysaver Lee MA
2002 – 2004 Loren Colburn Scotsman Press Syracuse NY
2004 – 2006 Bill Welsh Maverick Media Syracuse NE
2006 – 2008 Jim Kendall The Flyer Tampa FL
2008 – 2010 Orestes Baez Maryland Pennysaver Baltimore MD
2010 – 2012 Scott Patterson Carolina Moneysaver Charlotte NC
2012 – 2014 Carol Toomey Action Unlimited Concord MA
2014 – 2016 Greg Birkett Dubuque Advertiser Dubuque IA
2016 – 2018 Shane Goodman Big Green Umbrella Media Des Moines IA
2018 – 2020 Charlie Delatorre Tower Publishing Gainesville FL
2020 – 2021 John Draper Pipestone Publishing Pipestone MN

ACP Presidents
2021 – 2022 John Draper Pipestone Publishing Pipestone MN
2022 – 2024 Manuel Karam Featured Media Avon NY
2025 – 2026 Joyce Frericks Star Publications Sauk Centre MN

NAAP / AFCP / ACP Publisher of the Year Recipients
ONE OF THE HIGHEST HONORS THE ASSOCIATION HAS BESTOWED ON AN INDIVIDUAL THROUGH THE YEARS HAS 
BEEN THE PUBLISHER OF THE YEAR AWARD. THIS AWARD IS PRESENTED GOES TO A PERSON WHO HAS MADE 
SIGNIFICANT CONTRIBUTIONS TO THEIR PUBLICATION, THEIR COMMUNITY AND THE COMMUNITY PUBLISHING 
INDUSTRY AS A WHOLE. THIS AN ALPHABETICAL LISTING OF THOSE THAT HAVE RECEIVED THIS HONOR.

Orestes BAEZ
Bob BARRINGTON
Greg BIRKETT
Lee BORKOWSKI
Liz BRAGG
Greg BRUNS
Dan BUENDO
Loren COLBURN
Shirley COLGROVE
Shirley DECKER
Charlie DELATORRE
John DRAPER

Glen FETZNER
A. Kay FOX
Shane GOODMAN
Pete GORMAN
Robert GRAHAM
Vincent GRASSIA
Carlos GUZMAN
Steve HARRISON
Jack HENDRICKS
Dan HOLMES
Victor IANNO
Victor JOSE

Jim KENDALL
Lynn LEET
Gordon LOWRY
Richard D. MANDT  
Edward B. MARKS
Craig McMULLIN
Steve MICHELS
Lisa MILLER
John S. MORGAN
William PLANK
Merrill RAYMOND
Jerry REMKIEWICZ

Karen SAWICZ
Scott PATTERSON 
Val SIMON
Dick SNYDER
James STARK
Gerry & Betty TENNYSON
Carol TOOMEY
Don TOWNSEND
Craig TRONGAARD
Michael VanSTRY
Raymond WALTON
William R. WELSH
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REWARD YOUR CUSTOMERS

REWARD YOUR STAFF
REWARD YOURSELF!

Enter ACP’s 2025 Best of the Best Publication Awards contest and show the rest of the 
world your best work. Use your winning entries to promote your staff, your advertisers and 
your national award winning publication! MARK YOUR CALENDARS! Entries must be 
received by March 31, 2025. Forms are available for download from the ACP website, 
www.communitypublishers.com/awards or email the ACP office for more information.
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COMMUNITY NEWSPAPERS ROLE

I
n an era dominated by digital 
media and national news out-
lets, community newspapers 
remain a crucial part of our 

local ecosystems. These small but 
powerful publications are crucial 
for the social and cultural fabric                            
of our communities by not only pro-
viding a platform for local voices but 
also fostering community engage-
ment, promoting transparency, and 
supporting economic growth.

1. ROOTED IN LOCAL  
RELEVANCE

Community newspapers focus on 
the issues that matter most to their 
readers – town council decisions, 
local events, business openings, and 
school achievements. Unlike na-
tional publications that cover broad 
or sensational topics, community 
newspapers bring hyper-local stories 
that would otherwise go unreported. 
These stories inform residents about 
developments affecting their daily 
lives and help them make decisions 
about the issues impacting their 
neighborhoods.

2. FOSTERING A SENSE 
OF COMMUNITY

From spotlighting local heroes to 
covering high school sports, com-
munity newspapers create a sense 
of pride and belonging. Community 
newspapers highlight the events, 
causes and stories that bring people 
together building a shared under-
standing and connection to the 
community.

3. HOLDING LOCAL  
POWER ACCOUNTABLE

Just as national newspapers inves-
tigate and report on federal or state 

BY AL DICROCE

matters, community newspapers 
serve as watchdogs for local govern-
ment. They report on town council 
meetings, zoning decisions, school 
board developments, and other civic 
matters, keeping residents informed 
and holding officials accountable. 
This transparency builds a sense 
of trust and engagement within 
the community, ensuring that deci-
sion-makers are scrutinized and that 
public voices are heard.

4. PROVIDING A PLATFORM  
FOR LOCAL BUSINESSES

Small businesses depend on af-
fordable advertising, and communi-
ty newspapers offer just that. Adver-
tising in a community paper reaches 
the right audience – local people 
likely to become loyal customers. 
Additionally, these publications 
often feature business spotlights, 
interviews with local entrepreneurs, 
and “Best of” contests, all of which 
give small businesses visibility. This 
mutual support between the com-
munity paper and local business-
es contributes to a thriving local 
economy.

5. CHAMPIONING LOCAL  
STORIES AND PEOPLE

In the midst of large, impersonal 
news coverage, community news-
papers make space for stories of 
the people and places that give a 
community its character. Whether 
it’s an artist’s new gallery, a student’s 
academic achievements, or the retire-
ment of a longtime volunteer, these 
papers celebrate the unique accom-
plishments of individuals who might 
otherwise go unrecognized. They 
capture the milestones and narra-
tives that form a town’s identity.

6. FILLING GAPS LEFT 
BY DIGITAL MEDIA

Social media may be quick to high-
light breaking news, but it lacks the 
depth that community newspapers 
provide. Unlike social media, which 
can be rife with misinformation, 
community newspapers are rooted 
in journalistic integrity. They report 
with accuracy and focus on what 
benefits readers in meaningful ways.

7. PROMOTING CIVIC  
ENGAGEMENT

Local newspapers encourage civic 
engagement by educating the public 
on local issues. Whether it’s voting in 
municipal elections, attending town 
hall meetings, or simply volunteer-
ing, these publications provide the 
context that helps people understand 
why their participation matters. An 
informed and engaged population is 
the backbone of any community, and 
newspapers play an essential role in 
making that happen.

8. SUPPORTING LITERACY 
AND HABITUAL READING

Community newspapers cultivate 
reading habits within the community, 
fostering literacy and lifelong learn-
ing. Many readers, young and old, 
develop their knowledge of current 
events, history, and civics through 
local news. This not only strengthens 
individuals’ understanding but also 
enriches the collective knowledge of 
the community.

9. A SOURCE OF CONTINUITY 
AND TRADITION

Community newspapers often have 
a deep-rooted history within their 
towns. Many have been around for 
generations, telling the stories of the 

THE VITAL ROLE OF COMMUNITY 
NEWSPAPERS: WHY LOCAL MATTERS
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COMMUNITY NEWSPAPERS ROLE

community’s growth, struggles, and 
triumphs. They create a thread that 
connects past, present, and future 
generations, giving residents a sense 
of belonging and continuity.

SUPPORTING COMMUNITY 
NEWSPAPERS: AN INVESTMENT 
IN LOCAL IDENTITY

Local newspapers are essen-
tial to maintaining an informed, 

connected, and empowered 
population. Supporting them 
through subscriptions, readership, 
or advertising is an investment 
in your community. So, the next 
time you pick up a communi-
ty newspaper, remember you’re 
holding a piece of local culture and 
identity, keeping you connected 
to what’s happening in your own 
backyard.

Al DiCroce is the Director of Advertising 
at Trib Total Media. Additional 
information can be found at:  
https://mediakit.triblive.com

Original Article Link:  
https://mediakit.triblive.com/blog/ 
the-vital-role-of-community-newspapers-
why-local-matters/
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2011 – IFPA TIP  
(32 pages, gloss cover, offset 
inside, process color all pages)

2016 – IFPA TIP  
(24 pages, process all pages,  
70# gloss)

2021 – Publish renamed, 
redesigned  
(32 pages, process color all pages, 
70lb. gloss)

E
ven in it’s early 
beginnings, NAAP 
produced a publica-
tion to keep mem-

bers informed of what was 
going on in the industry. 
From newsletters as early 
as 1951, we see the asso-
ciation provide members 
with current events, best 
practices and industry 
information. Here are a 
few of the many looks the 
publications have gone 
through over the years.

1966 – NAAP Shopper  
Publisher  
(36 pages with 60lb. cover stock)

1974 – NAAP NEWS  
(6 pages, single sheets,  
collated and stapled)

75 YEARS OF KEEPING  
PUBLICATIONS INFORMED!

PUBLICATION HISTORY

1977 – NAAP NEWS redesigned 
(28 pages, black + 1color FBC, 
gloss stock)

1981 – FREE renamed  
(44 pages, gloss stock)

1999 – AFCP INK renamed, 
redesigned  
(16 pages, process cover,  
black +1 color inside,  
70# offset)

2003 – Free Paper INK renamed, 
redesigned  
(28 pages, black + 1 color all 
pages, 70lb. gloss)

2004 – Free Paper INK added 
process color all pages

2011 – Free Paper INK 
redesigned
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ADDITIONAL RESOURCES

288 Page Book

The Free Paper in America: Struggle For Survival
By Victor Jose

This former NAAP President wrote this chronical of free papers history. As graduate of 
Swarthmore College and Northwestern University with a masters degree in journalism, this 
may be the only book that details the history and workings of free papers.

 https://www.amazon.com/Free-Paper-America-Struggle-Survival/dp/0970313306

University of Alabama Repository – Dissertation PDF Download

A History of Weekly Community Newspapers in the United States: 1900 to 1980
By Beth H. Garfrerick

This 313 page offers a very comprehensive review of the history and impacts weekly papers 
have had in America. Each of the 8 chapters deals with a different decade and details the 
changing roles papers have played in their communities.

 https://ir-api.ua.edu/api/core/bitstreams/d6dccc13-37e1-4ff3-a194-34760a7c3574/content

Poynter – Article

Thinking of starting a local digital news site? Do it, but be aware of the pitfalls.
By Rick Edmonds

This article explores the opportunity to start a local news digital startup based on the decline of 
legacy newspapers and the abundance of journalism talent that is available as a result. Probably 
the most valuable part of this article is the information on funding sources.

 https://www.poynter.org/locally/2021/thinking-of-starting-a-local-digital-news-site-do-it-but-
be-aware-of-the-pitfalls/

Peter Lang – Book

Twentieth Century Weekly Community Newspapers in the United States
by Beth H. Garfrerick 

This book gets the story of community weekly newspapers out from under the over-
emphasized focus most books have on metropolitan dailies. A great review of the twentieth 
century history and impacts of weekly newspapers. Cost to purchase is $47.95

 https://www.peterlang.com/document/1312674

Computer History Museum – Blog Article

The Lisa: Apple’s Most Infl uential Failure
By Hansen Hsu

If you were in the industry in early 1980’s, you will fi nd this an interesting refresher of the 
predecessor to the Apple Macintosh that single-handedly changed the graphics world. This article 
includes some of the back-story behind how the development of both computers played out at 
Apple.

 https://computerhistory.org/blog/the-lisa-apples-most-infl uential-failure/
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ADDITIONAL RESOURCES

Purple Fusion – Article 

Remembering a classis - Border Tape
This short article covers an item you found in every art department at every paper in 
the country. If you weren’t in an art department in the 1960’s and 70’s, you may want to 
better understand what you’re missing!

 https://purplefusion.wordpress.com/2010/09/20/remembering-a-classic-border-tape/

Prepress Equipment History!

1950 – History of Pre-Press
 https://www.prepressure.com/prepress/history/events-1950-1959

1966 – VariTyper Headliner 820
 https://www.prepressure.com/prepress/history/events-1966

1969 – Compugraphic 7200
 https://www.prepressure.com/prepress/history/events-1969

1970 – The Mergenthaler VIP
 https://www.prepressure.com/prepress/history/events-1970

1971 – Compugraphic Compuwriter
 https://www.prepressure.com/prepress/history/events-1971

1977 – Compugraphic EditWriter 7500
 https://www.prepressure.com/prepress/history/events-1977

1983 – Apple Lisa / Compugraphic 8400
 https://www.prepressure.com/prepress/history/events-1983

1984 – Apple Macintosh
 https://www.prepressure.com/prepress/history/events-1984
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Actual page from 1966 Shopper Publisher  

SNAPSHOT 1966
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Actual page from 1981 Free Magazine

SNAPSHOT 1981
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TRAINING ARTICLE
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IS EVERYTHING NEGOTIABLE?
BY JAMES A. BAKER – FOUNDER, BAKER COMMUNICATIONS

“EVERYTHING IS NEGOTIABLE”

W
e have all heard this 
so many times that we 
probably don’t stop to 
think about it anymore. 

It might be worthwhile to take a 
moment to really consider that 
statement: “everything is negotia-
ble.” Is that true? Is everything really 
negotiable? And if so, what does that 
mean for us?

WHEN CAN YOU NEGOTIATE?

In some cultures, it is considered 
normal to haggle over everything - 
prices at the market are considered 
a starting point for negotiations, not 
a number that’s set in stone. This is 

a foreign to the way people in our 
culture think, which is one of the 
reasons American tourists have a 
reputation for being easy to fl eece. 
We tend to take things at face value 
and pay the stated price, even if it’s 
much more than the vendor would 
actually be willing to accept.

Even those of us who would 
haggle overseas usually don’t think 
about doing it at home. Since it isn’t 
a part of our regular mindset that 
“everything is negotiable” it never 
occurs to us that we might be able to 
get a better deal. 

It’s actually surprisingly easy, in 
many cases, to negotiate a better 
deal, but the trick is that you have 

to ask! When you go to the check-
out counter with a garment that has 
a snag or a package that has been 
opened and reclosed, very seldom 
will the cashier offer to knock the 
cost down for you. However, if you 
point out the issue and ask for a dis-
count, you may be surprised at how 
often you will get it. Just remember: 
you can’t get what you don’t ask for. 

Negotiating terms in a new job is 
one place where it can really pay off 
to get creative. Don’t just negotiate 
your pay rate - try to get the hours 
you want. Negotiate about fl ex time, 
vacation, insurance, parking, the type 
of work you will do, even how and 
when you will expect raises or promo-
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tions. You are likely to end up with a 
much better situation than if you sim-
ply accept what the company offers.

In your career, the ability to nego-
tiate can be invaluable. Try nego-
tiating for a better compensation 
package at your current job. Ask for 
a promotion, a more fl exible work 
schedule, better insurance, or high-
er-status assignments. 

You can often cut a deal when 
purchasing or renting if the only 
available offering has more than 
you actually want. If you’re buying 
a car and the only model on the lot 
has a skylight and you don’t real-
ly want or need a skylight, don’t 
pay extra for it. If you are renting 
equipment by the hour and you 
only need it for an hour and a half, 
negotiate to pay only for the time 
you are using rather than the full 
two hours. If you are renting a two-
bed, two-bath apartment but aren’t 
interested in having the second 
bathroom, try negotiating for a low-
er monthly rental rate, or to have 
the application fee waived.

HOW SHOULD YOU 
NEGOTIATE?

If you are polite and personable, 
you will fi nd that you can negotiate 
in many situations and get what you 
want just by asking. A discount, a 
better seat on an airplane, something 
extra thrown in for free - just ask 
nicely and see what happens. 

Approach is everything - a polite 
or funny request is more likely to 
be well-received in many situations 
than a demand. If you can point out 
the benefi t to the other party, it may 
also be helpful. A vendor is trying to 
make a sale and please customers, and 
sometimes that’s all it takes to motivate 
them to accommodate your request. 

THE NEGOTIATION 
MINDSET

Try to adopt the negotiation 
mindset: “everything is negotiable.” 
Instead of seeing a price tag as set 
in stone, try thinking of it as a fi rst 
offer in a negotiation. You must also 

work to overcome your reluctance 
to challenge the status quo and your 
fear of rejection.

Make it a habit to ask for a bet-
ter deal every time you have the 
opportunity. You won’t always get 
what you ask for, but you will be 
surprised at how often you do. 
Remember that the worst thing that 
can happen is that they say no - and 
even if they refuse initially, you may 
still be able to negotiate! Adopt the 
negotiation mindset and start getting 
more of what you want out of life - 
you can discover for yourself wheth-
er everything is really negotiable.

Baker Communications offers 
leading edge Negotiation 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 that leads 
to bigger wins during negotiations 
in any setting go to: https://www.
bakercommunications.com/negotia-
tion-training-solutions.htm 

SALES TRAINING
Available When Your Salespeople Are!

• 8 Class New Hire Training Sequence
• 8 Additional Industry Specific Classes
• 140 Individual Training Modules

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.

8 Additional Industry Specific Classes N DEMANDHRS

TRAINING CENTER
A MEMBER BENEFIT OF THE ASSOCIATION OF COMMUNITY PUBLISHERS
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RISING STAR

GRAPHIC DESIGN  
IN A NICHE INDUSTRY

SHELBY PALMER

W
hen I started in the 
graphic design industry, 
my college courses set 
me up for doing every-

thing in one job, print, social media, 
video, branding, generally being able 
to be everything for a brand and for 
yourself as a brand. This holistic, 
‘full-service’ type of design is what’s 
pushed as the bulk of the industry. 
Coming onto the Exchange team 
was a bit of a learning curve! News-
print is a very specific type of paper 
to design for. Our goal is always 
quality and consistency, to honor 
our long-standing legacy of trust and 
exceptional service. Working with 
customers' existing design, melding 
their glossy magazine ad with their 
newsprint weekly ad, and success-
fully moving all that towards digital 
campaigns is an integral part of the 
quality and consistency we provide. 

Churning New Content with 
Quality & Consistency:

Finding success in a niche industry 
is about consistency. Every week we 
produce four newsprint publications 
that include 1500± classified ads 
and display ads. They’re delivered 
to clean and tidy racks, and our 
customer service, on the phone, in 
person, and via the web is top notch. 
As production & design, we strive to 
eliminate any mistakes while orga-
nizing display ads & classified ads to 
the ideal visual spot. When creating 
a myriad of display ads, in a short 
amount of time, all for different 
customers, it can be difficult to keep 
them from all looking the same. 
This is why our graphics team takes 
learning and creativity so seriously. 
We strive for quality work, while 

also being effective. A paper full of 
the same visuals over and over again 
is not interesting and not effective. 
Some of these individual client 
styles have been cultivated since the 
1970’s. We work to keep the cus-
tomer happy and be consistent with 
the ads we create with the clients 
existing branding. 

Striving for perfection is a constant 
practice. When you produce a prod-
uct weekly, and know that this time 
next week it will be gone, it can be 
very easy to skimp on quality. Our 
graphics department strives to create 
a visually pleasing, expertly orga-
nized & successful classified paper. 
We do this by double checking our 
work, by asking questions, and by 
keeping our minds sharp. We aren’t 
afraid to collaborate with each other 
and with our sales team to find the 
best message for our advertisers. My 
team watches one new learning video 
a week, sometimes about new fea-
tures to products we use, sometimes 
the videos are shortcuts, or simply 
some creative inspiration. This keeps 
our eyes and minds open to new 
things, and keeps our designs fresh.

Being a Print Designer:

Design school doesn’t have an em-
phasis on print like it used to. Print 
is niche and some forward thinking 
design schools tend to focus on 
more holistic design or ‘full service’ 
design. More than 80% of my work is 
for a print product. We don’t do ev-
erything for a customer, though we 
can, but more often we’re focusing 
on their print advertising. It’s im-
portant to keep an open mind. While 
we’re successful with one specific 

thing, print, we are constantly work-
ing on and learning other tactics. 
We’ve jumped feet first into digital 
ads this year, have learned a lot and 
been successful in some good areas.

Print & Digital Holding 
Hands:

Having a successful print ad cam-
paign transitions smoothly into part-
nering print and digital. When your 
customers see your name in print, 
they trust the printed product. Then 
when they see your ads in digital 
spaces, they know, and recognize 
you and your products. It goes hand 
in hand. As a designer our team is 
consistent in our designs regarding 
online and print packages because 
this representation leads to recogni-
tion. The consistency here through 
multiple avenues leads to credibility 
and trust for us and our customers. 

Own Your Niche

I think it's key to take a breath and 
focus on what’s important. Be confi-
dent in your niche, and know where 
you’re headed. In an industry like 
community publishing, we know the 
world is always changing and we’re 
always working to adapt to it. We 
need to know who we are and what 
we’re providing the community with. 
When we know that we can adapt 
without changing our whole identity 
as cornerstones of our communities. 
The quality of our print products, 
the consistency of our customer 
service quality and our passion for 
providing our customers with a use-
ful print product is what keeps us 
moving forward.  
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O
ver the years, I’ve heard ad profes-
sionals talk about the outstanding 
copywriting that can be found in 
catalogues. Of course, there are oth-

er approaches to advertising creativity, but 
catalogues excel when it comes to descrip-
tions of product features and benefits. 

Some of the best examples can be found 
in L.L. Bean catalogues. Let’s take a look at 
a two-page spread featuring their famous 
snow boots. Even if you live in an area 
which doesn’t have snowy winters, it’s easy 
to appreciate this well-crafted concept. 

A color photograph occupies the entire 
left page and half of the right page. The 
close-up photo shows the boots being worn 
in the snow. The tops of the boots are just 
below the cuffed jeans, demonstrating the 
ankle height of one of the styles. Although 
there is snow on the boots, it is clearly not 
soaking through. The headline reads, “Bean 
Boots for the Snow.” 

The sub-headline reads, “Presenting our 
limited-edition waterproof Bean Boots, with 
400 grams of toasty PrimaLoft insulation 
and a breathable Gore-Tex lining to keep 
your feet dry and comfortable in extreme 
wet weather.” The PrimaLoft and Gore-Tex 
logos appear at the bottom, along with their 
slogans. 

The main copy to the right of the photo 
states, “For men and women...handcrafted in 
Maine since 1912, one pair at a time. Premi-
um full-grain leather sheds snow and rain. 
Supportive steel shank enhances stability 
and comfort. Waterproof rubber boot bot-
tom with chain-tread sole provides traction 
and durability.” 

Under that is a section which provides 
details on sizing for lined and unlined 
styles. There are six more photos, three of 
men’s boots and three of women’s boots. 

BY JOHN FOUST
GREENSBORO, NC

AD-LIBS

READ ANY GOOD  
CATALOGUES LATELY?

Each photo is accompanied by a few words 
of additional information on boot heights, 
available colors, linings and prices. At the 
bottom right corner of the page, there is a 
box which encourages readers to “See more 
styles and colors at LLBean.com.” 

What else do you need to know? It’s all 
right there on those two pages: A succinct 
five-word headline, a photo that shows the 
product in use, features and benefits in the 
copy, product details to help you choose 
the right size and style, and where to go for 
more information. 

This is just one product in the catalogue. 
Descriptions like this appear on every page. 
In addition, L.L. Bean enhances their mar-
keting efforts with generous discounts, guar-
antees and delivery policies – all of which 
are designed to provide consumers with 
reasons to trust (and buy) their products. 
Because they don’t resort to shallow claims 
and exaggerations, you won’t find words 
like “unbelievable,” “fantastic” or “awesome” 
in their descriptions. By keeping the focus 
on relevant features and benefits, they es-
sentially let the products do the selling. And 
it’s no secret that they sell a lot. 

Obviously, not all advertisers are planning 
to publish a catalogue. But many of them 
can increase sales by using these catalogue 
techniques. 

In other words, if the shoe fits, wear it.  

© Copyright 2024 by John Foust. All rights 
reserved.

John Foust has conducted training programs 
for thousands of newspaper advertising 
professionals. Many ad departments are us-
ing 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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One of my favorite songs is from a group 
called The Byrds, an American rock band of 
the mid 1960s, called Turn! Turn! Turn!

To everything turn, turn, turn
There is a season turn, turn, turn
And a time to every purpose under Heaven
Now, I am not going to go through all the 

lyrics, but the general theme is change, and I 
have come to that point in my life where I will  
be making changes.

This is a hard article for me to write because 
one of the changes that I will be doing is step-
ping away from doing my monthly design 
articles. Granted, I only started doing articles 
for Publish in February of 2021, but before 
that I was contacted by Robert W. Munn 
about doing an article for the Independent 
Publisher (Independent Free Papers of 
America (IFPA), in 1995. In 2010, Douglas 
Fry from SAPA (Southeastern Advertising 
Publisher’s Association) contacted me and 
I wrote monthly articles from 2010–2018 for 
SAPAtoday; and finally I had a monthly article 
for The Informer, a Michigan publication from 
2012 until January of 2025. 

All of this is to say that I have many articles 
on file and as Douglas Fry pointed out in the 
October 2024 issue of Publish, it’s to “Leave 
Instructions.” So if you need a refresher or a 
past article, my email is the same.

I am still relatively healthy for an older 
person, but, gosh darn, steps just seem to 
be getting steeper, so a one-story residence 
seems ideal and I am falling way behind on 
my Ancestry information.

Resolutions from 2021
I thought I would look at the first article I 
wrote for Publish and share some of my 
resolutions from just a few year ago. A lot has 
changed in the past few years… we’ve expe-
rienced new working norms, become more 
dependent on online experiences and seen 
many changes in the tools and the ways that 
we conduct our business.

When I started as a Graphic Designer in the 
1980s, we were just at the beginning of see-
ing how our industry was changing.… and I 
also saw the reincarnation of our jobs as we 
relied more on technology and saw massive 
changes in information distribution.

Although, to be sure, there will still be chal-
lenges, triumphs and renewals, these past 
year have changed us, how we live, how we 
work and perhaps a more profound respect 
for the family, friends and connections we 
have made over the years.

A Few Resolutions
I am grateful for “Zoom,” because we were 
still able to connect, albeit a virtual expe-
rience. However, now it appears to be a 
more convenient way to stay in touch (in my 

opinion, especially since driving at night has 
become more of a challenge).

At the end of 2016, I wondered whether to 
join Adobe Creative Cloud, which I did, but 
still am way behind on most of the improve-
ments and innovations that have occurred 
since then (read that as giant steps in AI and 
new Adobe programs!). The following were 
my takes on some of my software programs 
at the time. Here’s an update…
Adobe InDesign: My page layout program 
is still InDesign, but there are now so many 
features that offer users to design for multiple 
platforms. I am probably not going to change 
programs or go beyond what I need. 

However, I am seriously considered getting 
Affinity Designer/Affinity Publisher (and I 
did get the programs, just haven’t tried them 
since I purchased them!). 

I do a newsletter for our Camera Club and 
this seemed to be a better option— it is way 
less expensive and it can open InDesign 
documents. So this is very doable… but still 
haven’t done it!
Adobe Acrobat:  Same as above… this pro-
gram has gotten more powerful and interac-
tive! I have begun to create more interactive 
PDF files for my newsletters and articles. So 
still working on this!
Adobe Dreamweaver: Yep, tried it, took a 
class—too intense, too many numbers, too 
many other programs. Bottom line, it’s over.
Plus I believe that there are other Adobe pro-
grams that can achieve this effect. That’s on 
my to-do list for the coming year.
Adobe Photoshop/Illustrator: 
I’ve put both programs together 
because there have been a 
slew of advancements for 
both. Let’s put it this way, 
it’s been difficult to stay 
current with all the 
new options in both of 
these programs.

However, I am most 
interested in learning 
the programs for the 
iPad! So that will also 
be an undertaking for 
2021… and now 2025.
… and a few new 
programs:
Adobe Fresco is worth
a look as well as finally
getting around to looking
at AI that is becoming a 
part of Photoshop as well 
as some plug-ins (ON1,
Topaz Studio
and Nik Filters). 

Happy New YearHappy New Year
May you all have a Peaceful, 

Productive, Prosperous
and Joy-filled 2025!

Final Thoughts
As we know from our industry, change is 
inevitable. So too is this point in my life. I will 
be turning to other endeavors in the future, 
and unfortunately preparing these articles is 
taking time from things that I need to do—
such as “downsizing” as my husband and I 
think about our future. We plan to move 
next year and with all the changes that are 
developing with the software and other 
tools I use, it’s just becoming more compli-
cated… and time-consuming.

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 have so many people to 
thank… Vic Jose and Gary Rudy from IFPA; 
Douglas Fry from SAPA; Jack Guza and Don 
Rush from Michigan; and Loren Colburn and 
Douglas Fry for exposing me to all the mem-
bers of the publishing industry… as well as 
numerous individuals who have encour-
aged me these last 29 years.

Most of all, I owe a debt of gratitude 
to all the readers. I am grateful for all the 
years I have hopefully helped anyone in 
understanding the design process, and I 
am thankful for all those in the publishing 
industry who have read some of the advice
I have given.

Saying goodbye isn’t easy, but it’s a neces-
sary part of the journey… and I hope it’s not 
goodbye; it’s just ‘see you later’!



JANUARY 2025 | 29

hanrahan.ln@att.net © 01/2025By Ellen Hanrahan
Graphic  Hooks

One of my favorite songs is from a group 
called The Byrds, an American rock band of 
the mid 1960s, called Turn! Turn! Turn!

To everything turn, turn, turn
There is a season turn, turn, turn
And a time to every purpose under Heaven
Now, I am not going to go through all the 

lyrics, but the general theme is change, and I 
have come to that point in my life where I will  
be making changes.

This is a hard article for me to write because 
one of the changes that I will be doing is step-
ping away from doing my monthly design 
articles. Granted, I only started doing articles 
for Publish in February of 2021, but before 
that I was contacted by Robert W. Munn 
about doing an article for the Independent 
Publisher (Independent Free Papers of 
America (IFPA), in 1995. In 2010, Douglas 
Fry from SAPA (Southeastern Advertising 
Publisher’s Association) contacted me and 
I wrote monthly articles from 2010–2018 for 
SAPAtoday; and finally I had a monthly article 
for The Informer, a Michigan publication from 
2012 until January of 2025. 

All of this is to say that I have many articles 
on file and as Douglas Fry pointed out in the 
October 2024 issue of Publish, it’s to “Leave 
Instructions.” So if you need a refresher or a 
past article, my email is the same.

I am still relatively healthy for an older 
person, but, gosh darn, steps just seem to 
be getting steeper, so a one-story residence 
seems ideal and I am falling way behind on 
my Ancestry information.

Resolutions from 2021
I thought I would look at the first article I 
wrote for Publish and share some of my 
resolutions from just a few year ago. A lot has 
changed in the past few years… we’ve expe-
rienced new working norms, become more 
dependent on online experiences and seen 
many changes in the tools and the ways that 
we conduct our business.

When I started as a Graphic Designer in the 
1980s, we were just at the beginning of see-
ing how our industry was changing.… and I 
also saw the reincarnation of our jobs as we 
relied more on technology and saw massive 
changes in information distribution.

Although, to be sure, there will still be chal-
lenges, triumphs and renewals, these past 
year have changed us, how we live, how we 
work and perhaps a more profound respect 
for the family, friends and connections we 
have made over the years.

A Few Resolutions
I am grateful for “Zoom,” because we were 
still able to connect, albeit a virtual expe-
rience. However, now it appears to be a 
more convenient way to stay in touch (in my 

opinion, especially since driving at night has 
become more of a challenge).

At the end of 2016, I wondered whether to 
join Adobe Creative Cloud, which I did, but 
still am way behind on most of the improve-
ments and innovations that have occurred 
since then (read that as giant steps in AI and 
new Adobe programs!). The following were 
my takes on some of my software programs 
at the time. Here’s an update…
Adobe InDesign: My page layout program 
is still InDesign, but there are now so many 
features that offer users to design for multiple 
platforms. I am probably not going to change 
programs or go beyond what I need. 

However, I am seriously considered getting 
Affinity Designer/Affinity Publisher (and I 
did get the programs, just haven’t tried them 
since I purchased them!). 

I do a newsletter for our Camera Club and 
this seemed to be a better option— it is way 
less expensive and it can open InDesign 
documents. So this is very doable… but still 
haven’t done it!
Adobe Acrobat:  Same as above… this pro-
gram has gotten more powerful and interac-
tive! I have begun to create more interactive 
PDF files for my newsletters and articles. So 
still working on this!
Adobe Dreamweaver: Yep, tried it, took a 
class—too intense, too many numbers, too 
many other programs. Bottom line, it’s over.
Plus I believe that there are other Adobe pro-
grams that can achieve this effect. That’s on 
my to-do list for the coming year.
Adobe Photoshop/Illustrator: 
I’ve put both programs together 
because there have been a 
slew of advancements for 
both. Let’s put it this way, 
it’s been difficult to stay 
current with all the 
new options in both of 
these programs.

However, I am most 
interested in learning 
the programs for the 
iPad! So that will also 
be an undertaking for 
2021… and now 2025.
… and a few new 
programs:
Adobe Fresco is worth
a look as well as finally
getting around to looking
at AI that is becoming a 
part of Photoshop as well 
as some plug-ins (ON1,
Topaz Studio
and Nik Filters). 

Happy New YearHappy New Year
May you all have a Peaceful, 

Productive, Prosperous
and Joy-filled 2025!

Final Thoughts
As we know from our industry, change is 
inevitable. So too is this point in my life. I will 
be turning to other endeavors in the future, 
and unfortunately preparing these articles is 
taking time from things that I need to do—
such as “downsizing” as my husband and I 
think about our future. We plan to move 
next year and with all the changes that are 
developing with the software and other 
tools I use, it’s just becoming more compli-
cated… and time-consuming.

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 have so many people to 
thank… Vic Jose and Gary Rudy from IFPA; 
Douglas Fry from SAPA; Jack Guza and Don 
Rush from Michigan; and Loren Colburn and 
Douglas Fry for exposing me to all the mem-
bers of the publishing industry… as well as 
numerous individuals who have encour-
aged me these last 29 years.

Most of all, I owe a debt of gratitude 
to all the readers. I am grateful for all the 
years I have hopefully helped anyone in 
understanding the design process, and I 
am thankful for all those in the publishing 
industry who have read some of the advice
I have given.

Saying goodbye isn’t easy, but it’s a neces-
sary part of the journey… and I hope it’s not 
goodbye; it’s just ‘see you later’!

Community Publications Business and Service Directory

Your Go-To Guide for Community Publication Business and Service Support

DIGITAL MARKETING

AUDIT & READERSHIP STUDIES

APPRAISALS & BROKERING

ADVERTISING SERVICES & SOLUTIONS

LEGAL & PUBLICE NOTICE AUTOMATION

DESIGN SERVICES

ADVERTISING SERVICES & SOLUTIONSRVICES & SOLUTIONSR

APPRAISALS & BROKERING

AUDIT & READERSHIP STUDIES

COMMUNITY PUBLISHING

YOUR MESSAGE HERE!
Douglas Fry

877-203-2327
Douglas@communitypublishers.com

DESIGN SERVICES

DIGITAL MARKETING

INDUSTRY COMMUNICATION

Loren Colburn
877-203-2327

Loren@communitypublishers.com

LEGAL & PUBLICE NOTICE AUTOMATIONATIONA

Best digital ads + 
landing pages for 
regional advertisers

Instead of running a tired 
house ad, increase revenue with 
a great looking ad from one of 
our national or regional brands.
Call to sign up - no charge 

860-379-9602

DIRECT RESPONSE PRINT AD PLACEMENT



30 | JANUARY 2025

AUDIT & READERSHIP STUDIES

APPRAISALS & BROKERING

R

DESIGN SERVICESAUDIT & READERSHIP STUDIES DESIGN SERVICES

Community Publications Business and Service Directory

MERCHANT CARD PROCESSING

Custom Reader Studies
Marketing Materials
Sales Presentations
Ad Sales Development

973-879-1733

info@allinoneinsights.com

www.allinoneinsights.com

ALL IN ONE
INSIGHTS

MEDIA RESEARCH

Providing high quality
research, marketing and
ad sales support … cost-

effectively supporting your
entire team

Extensive experience with
community, city/regional publishers

Successful work with membership
and association publishers

Custom Reader StudiesCustom Reader StudiesCustom Reader StudiesCustom Reader StudiesCustom Reader StudiesCustom Reader StudiesCustom Reader StudiesCustom Reader StudiesCustom Reader StudiesCustom Reader StudiesCustom Reader StudiesCustom Reader StudiesCustom Reader StudiesCustom Reader StudiesCustom Reader StudiesCustom Reader Studies
Marketing MaterialsMarketing MaterialsMarketing MaterialsMarketing MaterialsMarketing MaterialsMarketing MaterialsMarketing MaterialsMarketing MaterialsMarketing MaterialsMarketing MaterialsMarketing MaterialsMarketing MaterialsMarketing MaterialsMarketing MaterialsMarketing MaterialsMarketing Materials
Sales PresentationsSales PresentationsSales PresentationsSales PresentationsSales PresentationsSales PresentationsSales PresentationsSales PresentationsSales PresentationsSales PresentationsSales PresentationsSales PresentationsSales PresentationsSales PresentationsSales PresentationsSales Presentations
Ad Sales DevelopmentAd Sales DevelopmentAd Sales DevelopmentAd Sales DevelopmentAd Sales DevelopmentAd Sales DevelopmentAd Sales DevelopmentAd Sales DevelopmentAd Sales DevelopmentAd Sales DevelopmentAd Sales DevelopmentAd Sales DevelopmentAd Sales DevelopmentAd Sales DevelopmentAd Sales DevelopmentAd Sales Development

Providing high quality
research, marketing and
ad sales support … cost-

effectively supporting your
entire team

Extensive experience with
community, city/regional publishers

Successful work with membership
and association publishers

MEDIA RESEARCH



ACP Member Bene�t For Your Employees

Bob Wright Memorial
Scholarships

Scholarship Requirements: 
•  Parent, guardian or grandparent must work for a community paper that is
    a current member of the Association of Community Publishers (ACP). 
•  Applicant must be a high school graduating senior or current college
    student. 
•  Applicant must be attending a 4 year college, vocational trade school or
    community college. 
•  Application must be received by April 1, 2025

Have your student apply for one of four scholarships!

DOWNLOAD APPLICATION AT:
www.communitypublishers.com/scholarships

Association of
Community

Publishers



Join us to celebrate the history and explore the 
opportunities for community publications!

SEPTEMBER 11-12, 2025

ANNUAL CONFERENCE
& TRADE SHOW

SAVE THE DATES!

PRSRT STD
U.S. Postage 

Paid
Permit #22

Slayton, MN

Publish
Association of

Community
Publishers

Publish is a monthly magazine 
produced by the Association 
of Community Publishers.

The mission of Publish is to 
cover the people, companies 
and events that shape the 
community media industry - 
one issue at a time.

8119 Circuit Rider Path
Cicero, NY 13039




