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COMMUNITY PAPERS OF MICHIGAN

Happy half-way-through-the-year mark!
I hope the year has been good to all of
you and that you’re well on your way to
meeting all your goals. Before we get to
some ideas for July promotions, here are
some Community Papers of Michigan
updates.

INCREASES IN REVENUE GOING
BACK TO MEMBERSHIP

So, | ran the numbers last week for the
Board of Directors’ May Month End report
and also did some year-to-date digging.
I'm pleased to share with you that CPM’s
staff of one point five people (Dana
Risner and myself), through sales of pre-
printinserts and run of press display ads,
has returned to membership $82,136.13
for the year (January through May). That
is an 8.5 percent increase of the same
time period last year ($75,694.38). That
is very promising. It also shows the
need for membership to send in correct
circulation numbers and up-to-date rate
cards. CPM’s cut/commission on sales is
15 percent on ROP ads and 10 percent
on pre-print inserts.

LOOKING FOR BOARD MEMBERS

If you ever wondered what goes on
behind the scenes at Community Papers
of Michigan, why not volunteer to be
a board member? Get involved! CPM
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needs a couple of publishers or general
managers to join our board of directors.
It isn’t that hard of a commitment: four
meetings a year, which last about 2 hours
each. That’s it. In return board members
receive a milage check and more
importantly the opportunity to discuss
issues with other board members and
share ideas. The idea exchange at these
meetings is enjoyed by all involved. Drop
me a line, DonRush@CPapersMi.com
and | will answer all your questions.

SOME JULY PROMOTIONAL IDEAS

Yup, there’s still time to make things
happen for some quick revenue next
month. Community papers usually
have the ability to make quick turns or
changes with their promotions over
the daily conglomerate publications.
Without further eloquence, here are
some potential newspaper advertising
promotions and themes for July 2025:

GENERAL PROMOTIONS & IDEAS:

* Focus on July Holidays: Tie your
advertising to events like the 4th of
July, Independence Day, or even less
conventional holidays like World Emoji
Day (July 17) or International Joke Day
(July 1). On your social media, ask folks
to send in their favorite, family friendly,
emoji or dad joke. Run them on a page

Promotions to Ponder

From The Executive Director, Don Rush

with local sponsor(s). Good way to get
community member names in your print
editions.

o Summer Sales & Deals: Promote
summertime products, services, or
events with feature pages. Think about
summer travel, outdoor activities, or
seasonal products.

* Back-to-School Focus: Since back-to-
school shopping often begins in July,
consider advertising relevant products
or services. Great time for a special
section.

» Sustainable Practices: Consider
highlighting environmentally conscious
products or services in your community.
Could be a nice section or feature pages
in your publications.

» Support Local Charities: Tie your
promotions to a charity drive or donate a
portion of sales to a relevant cause.

WRAPPING UP

As always, please share your ideas for
your feature pages, special promotions
and sections. The more positive news
we gather and share the easier we make
if for all member publications to continue
serving their communities and making a
profit. Have a great summer!




BY JOHN FOUST

My grandmother Martha lived in
Wilson, which is in eastern North
Carolina. As a widow, she remarried
later in life to a widower named
Herman. | was in my twenties then,
and it was a special privilege to
see those sweet lovebirds spend
their final years together.

A few years after they married, they
moved to a retirement community
in Durham, about thirty minutes
away from Raleigh, where | was
living.

Being so close, | visited them as
often as | could. | remember calling
before one visit to ask if there was
anything they needed. Herman
said he needed a can of Barbasol
shaving cream from a particular
drug store in Wilson. | was
happy to do that and, although
| mentioned that Barbasol was
sold everywhere, he insisted that
it had to come from that favorite
drugstore. | ended up buying the
shaving cream in Raleigh and
took it to him, never letting on
that it came from a different store.
Everything worked out fine.

Brand loyalty is a powerful force. For
years, Herman was loyal to Barbasol
shaving cream and that drug store. He
wasn’t unpleasant about it at all; that
was simply his choice. Like Herman,
we all have loyalties to specific
brands. Some of us wouldn’t think of
driving anything but a Toyota. Some
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Ad-Libs

BRAND LOYALTY IS A

always have Cheerios in their kitchen
cabinet. And others will drive past two
grocery stores to get to the store they
like best.

]! I

*

Branding is a big topic that has
inspired countless books, articles,
seminars and lectures. But for our
purposes today, let’s narrow it down to
one question: How can you deal with
an advertiser who doesn’t consider
your newspaper, because of a strong
loyalty to another advertising choice?

Franklin, who has been a sales

POWERFUL FORCE

manager for many years, told me
about his team’s approach. “We
acknowledge that loyalty runs deep
in the advertising industry. We have
plenty of advertisers who are
loyal to us, so we understand
how some people are loyal to
others. Maybe a business has
had good results running ads
somewhere else. Maybe they
have a long-term relationship
with the other ad department. Or
maybe it's a comfortable habit
or a resistance to the perceived
difficulty of setting a new course.

“When we hit that brick wall with
a potential advertiser, we do two
things,” Franklin explained. “First,
we develop a plan to stay in touch.
We don’t become a pest, we just
reach out to them every now and
then to keep ourselves top-of-
mind. We might send information
about a relevant special section
or even an interesting article
about their favorite team.

“The second thing is to watch carefully
for signs of change in their business,
because change may indicate a
willingness to consider new ideas. Is
there new ownership or management?
Is there a new ad manager? Are they
planning to open a new home office
or store location? Big or small, a hint
of change may open the door for a
sales appointment.”

(c) Copyright 2025 by John Foust. All rights reserved. John Foust has conducted training programs for thousands of
newspaper advertising professionals. Many ad departments are using his training DVDs to save time and get quick
results from in-house training. Email for information: john@johnfoust.com
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Improving The Front Page

Making a few improvements will draw readers

By Kevin Slimp

I’ve had such a
great time visiting
publishers, editors,
designers, and ad reps
at conventions over the
past few months. At most
conventions, I’ve sat at
tables pulled together to
accommodate 20 or more
publishers and editors
as I critiqued their
newspapers.

My most recent stop
was at the North Dakota
Newspaper Association
Convention. Having
spoken for this group
many times in the past,
I dutifully planned my
trip to Bismarck, only
to learn I was heading
to the wrong city. One
rental car and three
hours later, I was in
Fargo - in plenty of time
for the convention.

I was especially
impressed by one young
man who had bought
his local newspaper
when he heard it was
about to close. With a
full-time job requiring
alot of travel, he
assembled the necessary
support to publish the
weekly paper. As if
that weren’t enough,
he also published a
neighboring paper for
a few weeks when the
publisher there became
too ill to work. His
dedication is inspiring,
and his newspaper is
filled with local stories
that read like those of
a seasoned veteran. We
spent some time after
the convention sessions
discussing possible
improvements.

I'm looking forward
to seeing his redesigned
pages soon.

Since returning from
Fargo two weeks ago,
I've received several

front pages from
publishers who wanted
me to see what they
had done following my
critique. It amazes me to
see the improvement in
these papers after such
a short time together.
Just yesterday, I opened
my inbox to find the
front page of The Walsh
County Record. Jackie
Thompson, publisher,
reminded me I had
visited their newspaper
more than 20 years
ago in Grafton, North
Dakota. I felt like a proud
parent after seeing her
new front page.

Here are a few of the
changes she had made to
the page:

« The Walsh County
Record now has a
brand-new flag across
the top of the front
page. This is one
critique I have of

the new design. It’s
much better than the
previous flag, but I
would find a way to
spread out the letters
in “RECORD” or
possibly use “COUNTY
RECORD” with “The
Walsh County” above.
Still, it’s so much
better than the old flag.
Ilike the way the
newspaper uses teasers
above the top of the
front page. They are
designed in such a
way that they grab
attention and make
the reader want to go
to pages A4 and B1

to read the stories. I
also appreciate that
the baseball pitcher
is facing toward the
middle of the page,
not off the page.
There is a consistency
to the page that draws
the reader in. The
fonts used for the

headlines are visually
appealing. I tend to use
the same font, a serif,
for headlines, but it’s
perfectly acceptable to
have one serif and one
sans serif.

The body font is large
enough. I'm surprised
how often newspapers
use body text that

is too small. People
won't ready small
body text. They might
read a paragraph or
two, but not more.

T advise clients to
shorten stories to
make room for larger
text if necessary.

The bylines and
subheads stand out
and draw the readers
to the stories. I tend to
prefer light sans serif
fonts for bylines, but
Jackie has found a way
to make these work.
The rules between
packages make it more
likely readers will read
a story rather than be
overwhelmed by text.
The page is balanced.
Sure, there are always
things I might do
differently. A line
across the bottom

of the page would
help create a more
balanced look, but the
design is already very
balanced; people in the
photos are facing the
right direction, and
there’s no fear that the
page will tilt in one
direction or another.
The red kickers are
effective. I'd probably
not use more than two
on a page, but this is the
first issue of the new
design. Things like that
will work out in time.

This was one of
several front pages I've
received from publishers
in North Dakota over
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the past two weeks.
All were significant
improvements over the
previous designs. I can
always find something
I'd do differently (I
wouldn’t have used
the bus artwork on
this page), but these
suggestions are
sometimes a matter of
personal preference.
While looking over
newspapers spread out
over the registration
table at the Wyoming
Press Association
Convention in January,
I commented that I'd
never seen so many
attractive front pages in
one state before. I loved
the person’s response at
the table. “It’s because
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you were here last year
and showed everyone
how to improve
their newspapers.
Everyone went home
and redesigned their
papers.”

Yes, I'm a proud
parent.

Kevin Slimp
“The News Guru”
kevin@kevinslimp.com

Kevin Slimp is a popular
consultant, advisor and trainer in
the newspaper industry.
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While automotive giants like Ford and General Motors annually
unveil models featuring enhancements in technology and safety,
a contrasting trend unfolds within the food industry, exemplified
by companies like Smucker’s.

This difference in product development strategies stems
primarily from the distinct ways consumer preferences influence
each market.

IN THE AUTOMOTIVE SECTOR, consumer demand often
centers around innovation and advancements. Buyers anticipate
new features, improved performance, and cutting-edge technolo-
gy with each model year.

Automakers respond by implementing regular updates, from
minor facelifts to complete redesigns every five to seven years,
to capture and retain customer interest and drive sales. This is
essential for maintaining market competitiveness and addressing
ever-evolving consumer expectations.

IN THE FOOD INDUSTRY, HOWEVER, established brands like
Smucker’s prioritize consistency and familiarity.

Consumer acceptance of food products is highly influenced
by sensory properties like taste and texture, and these percep-
tions are built over time through repeated exposure. Sudden
or significant changes to a beloved product can be met with
consumer resistance and distrust.

Therefore, brands like Smucker’s focus on maintaining the
familiar sensory experience and rely on their established repu-
tation and consumer loyalty rather than drastic annual product
overhauls.

THIS DIFFERENCE HIGHLIGHTS the powerful role consumer
preferences play in shaping product development across vari-
ous industries, dictating whether innovation or unwavering con-
sistency becomes the driving force behind a brand’s strategy.

Mark worked at papers in Saginaw, Port Huron and the Thumb Area, plus served on the CPM Board. He and wife Sally even worked for The Walt Disney Company.
He also opened and ran a successful restaurant for 17 years. He’s finally retired but still does some social media work from Fenton, Mich. MarkWRummel @gmail.com
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Down” Sales Strategy:
How to Never Get

Left Behind

Ryan Dohrn

Media Sales Coach

In media sales, losing your main contact at a client company can leave you scrambling.
One day, you’re exchanging friendly emails with Bob, your go-to guy, and the next,
he’s gone. Whether it’s retirement, a new job, or just an extended leave, the result
is the same: you’re stuck, relationshipless, and at risk of losing business. That’s why
| rely on what | call the “One Up, One Down” strategy—a simple, proactive way to

ensure you’re never left out in the cold when change hits.

Pay Attention to the People
Around Your Contact

Great ad sales training teaches you
that relationships matter—but it’s not
just about your main relationship.
Take a look around Bob. Who’s Bob’s
boss? Who supports him? You might
see names like Julie (above Bob) and
Brandon (below him) copied on emails
or attending Zoom meetings. The goal?
Get to know them all. It’s not about
selling to everyone—it’s about creating
a web of connection that keeps you
anchored in that company no matter
what happens to Bob.

Build Relationships Beyond the
Obvious

Whether you’re at a trade show, on a
Zoom call, or just replying to an email,
don’t zero in on your primary contact.
Take the time to greet others, ask for
introductions, and note who’s who.
During Zooms, jot down full names,
roles, and even casual observations.

Use events as a chance to build those
“above” and “below” relationships
organically. You’re not stalking—you’re
strategically networking.

Tap Into the Sales Team
Fraternity

If you can’t connect with people
above or below your main contact, go
sideways—connect with the company’s
sales team. Salespeople tend to help
each other out. It’'s a unique kind of
camaraderie, especially when you’ve
walked the same path. Fellow sellers
are often more than willing to introduce
you around or give you inside insights
that open doors.

Protect Your Pipeline from
Disruption

Losing your key contact shouldn’t mean
losing your revenue. By proactively
engaging with the layers around your
client, you keep your pipeline protected.
Your ad sales training isn’t just about
closing—it’s about sustaining. When

change comes (and it will), you’ll already
have your next step mapped out.

Key Takeaways:

- Always identify and engage with the
person above and below your main
contact.

« Use Zooms, emails, and events to spot
and build those relationships naturally.

« When in doubt, build rapport with the
sales team—they’ll often help their own.

- Stay ready for client turnover by
building a multi-contact strategy.

Sales success doesn’t come from
luck—it comes from thinking ahead.
So get strategic, build your safety
net, and never get left behind again.
Never forget... If sales was an easy job,
everyone would be doing it. They are
not. We are the chosen few. Chosen to
help. Chosen to do big things. Chosen
to guide. Chosen to win. — Ryan Dohrn

Ryan Dohrn is the creator of the 360 Ad Sales Training system and is a globally recognized media revenue consultant.
Ryan actively sells print, digital, broadcast, event sponsorships, exhibit space and radio.
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¢ SMB's Don't Want DIY

Small businesses don't have the time or
know-how to build a website themselves.

They just want someone to build it for them.

¢ SiteSwan is the Perfect Fit

SiteSwan websites are affordable, beautifully
designed, fully responsive, search engine friendly
and only take minutes to build.

* Complete Web Design Business-in-a-Box

We're more than just a website builder.
We provide everything you need to build a
profitable web design business.

Contact us today! www.SiteSwan.com
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117N. Farr¥1er- EF()) Box 168 Otsego, ~ Advertising & News 110 E. North St., Suite A Brighton,
MI 49078 241°S. Cochran Ave., MI 48116

Phone: 269-694-9431 Charlotte, M1 48813 Phone: 810-227-1575
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Jeff Demers Wes Smith Become a Board Member
Treasurer Director Your Input Helps Us All!
C&G Newspapers View Newspaper Group

13650 11 Mile Road 1521 Imlay City Rd. Email Don Today!
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Cell: 586-291-1874 Phone: 810-664-0811

Fax: 586-498-9631 Fax: 810-667-6309

jdemers@candgnews.com Cell: 810-338-7888

wsmith@mihomepaper.com
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