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Look
Great.
Spend
L Less.

Yeah, looks matter. We live in an intense visual age where print publishers are competing
for eyeballs with a zillion images on phones, tablets, laptops, smart TVs, you name it. To
get noticed, to be relevant and to be profitable you need to stand out, make a statement
and grab readers with compelling design.

If your publications look like 1985 or 1995 you’d better fast-forward soon to 2025. We can
make your newspapers and magazines snap, crackle and pop - getting them the attention
they need and deserve. Make your content pretty and compelling - a must-read. When
you do your design with us, a modern redesign is no extra charge. Your print and web
ads will look a world better. Better designed ads get more readership which leads to more
response and that makes for happier advertisers who’ll spend more money with you.

The best part? You can save 50-75% versus the cost of doing your pages and ads in-house or
even with local freelancers. World-class art direction at a fraction of the cost. You also get:

+ FREE unlimited spec ads. v FREE e-book files.
« FREE changes and corrections. « FREE posting and uploads to your CMS.
« FREE charts and infographics « FREE design of your promotional,
to embellish your stories. marketing and media kit materials.
v FREE stock photography. « AND MORE!

It’s our 21st year serving more than 325 newspapers and magazines each week. 100+ full-
time, highly-talented designers will make you look great and save you a bundle. Tons of
references available.

We Make Publishing Prettier and More Profitable.

Call Howard Barbanel today at 516-860-7440 to get started.
Howard@Design2Pro.com ¢ Design2Pro.com
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Call us today!
877-203-2327

www.communitypublishers.com/membership

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.

Kansas turn-key weekly paid adjudicated community newspaper
serving Linn County, several Townships, City and School
Districts. Approx. 1,700 paid copies; only 45 minutes from
Kansas City.

New Jersey weekly paid community newspaper portfolio.
Award-Winning editorial content with dominant advertising
lineage and digital platforms. SOLD

Trucking/Trailer/Equipment magazine distributed for free at
Wawas, truck and rest stops and numerous gas retailers along
the Interstate on the East Coast and throughout the Midwest.
Family owned/operated and in business since 1966.

Georgia award-winning portfolio of 4 weekly paid adjudicated
community newspapers and assorted niche glossy regional
magazines in bustling region of the state.

Michigan weekly paid community newspaper based approx. 60
miles southwest of Detroit and in a wonderful market. Family
owned/operated and in business decades. SOLD

Ohio regional magazine located in the Northeast region of the
state approx. 50 miles from Cleveland. Exceptional publication
with a devoted readership and advertising base.

Thinking about selling? Be proactive, sensible and efficient. We
are here to assist with confidential, professional advice and
direction. After all, helping media executives is what we do best!

KAMEN & CO IS PROUD TO BE THE EXPERT MEDIA

FINANCIAL RESOURCE FOR FORBES 400 LIST OF
AMERICAS RICHEST PEOPLE. 2015-2025
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ACERAGONEERENCGESTNENDEEQUONES

“Getting new ideas and learning how other publishers

operate is extremely important. The other publishers at
ACP events are always willing to share.”

“It provides a unique opportunity to network with
others that do what you do, but don't compete in the
same market, AND...every problem you are experiencing

has already been solved by someone you will meet at
conference.” a C

Association of
Community
Publishers

2024 Norfolk ACP Conference Attendees

Association of Community Publishers

/ 55 ANNIVERSARY

ANNUAL CONFERENCE & TRADE SHOW

L E SEPTEMBER 10-12, 2025

RENAISSANCE MOBILE RIVERVIEW PLAZA HOTEL

DESIGN THE BACK OF THE
CONFERENCE T-SHIRT! [

Deadline to enter: Friday, August 1, 2025

Send questions or design entries to Cassey Recore:
cassey@communitypublishers.com

WINNER RECEIVES A

Your design must reference the 2025 Conference and FREE‘DSX'IRT
Trade Show in Mobile, AL. The conference logo does not

have to be used in the design. The shirt color will be $100 AMEX
Vegas Gold. No more than 4 spot colors may be used. GIFT CARD!

6 | JULY 2025



BY JOYCE FRERICKS

f you’ve ever attended an ACP

event, you know there’s some-

thing special about it—but the

annual conference and trade
show? That’s where the real magic
happens. Whether you'’re a longtime
member or brand new to the commu-
nity, here’s why attending the 2025
ACP Conference is a game-changer
for you and your publication.

UNMATCHED NETWORKING
OPPORTUNITIES

Ask any ACP member what they
value most, and you’ll hear one an-
swer time and again: the networking.
While we offer touchpoints through-
out the year, nothing compares to
the in-person connections made at
the annual conference. From struc-
tured networking sessions to casual
hallway chats, social events, and our
always-popular Idea Exchange, this
is your chance to engage with peers
who face the same challenges and
share the same passion as you.

You’ll meet publishers, sales lead-
ers, editors, designers, and industry
vendors who truly get it—the day-
to-day work, the big goals, the small
wins. These are the people who
will become your sounding board,
support system, and possibly even
collaborators for years to come.

SPEAKER LINEUP THAT
DELIVERS

For 2025, we’ve raised the bar
even higher with an expanded slate
of featured speakers. This year’s

FROM THE TOP

WHY YOU CAN'T MISS THE
2025 ACP CONFERENCE

sessions are packed with practical,
forward-thinking content. Dive deep
into topics like Al for local media,
high-impact lead generation, and
optimizing your email strategy.
Explore the ever-important world of
first-party data and how to make it
work for you.

We’ve designed sessions for every
level—from those just dipping their
toes into digital strategy to seasoned
pros looking for advanced insights.
You’ll also experience a hands-on
leadership workshop focused on
powerful communication techniques,
as well as TLI’s signature sales train-
ing sessions. You won’t just leave
inspired—you’ll leave equipped.

TRADE SHOW:YOUR ONE-
STOP RESOURCE HUB

Need new software? Looking for a
better printer? Curious about Al tools,
design services, or monetization strat-
egies? The ACP Trade Show brings
together 25-30 top industry partners
so you can explore solutions tailored
to your needs—all in one place.

This is your chance to meet the
people behind the platforms, ask
your questions, compare offerings,
and learn about new products. From
tech innovations to trusted legacy
vendors, the trade show is a gold-
mine for resources that can transform
your workflow and bottom line.

YES,WE HAVE FUN TOO!

We don’t just talk about work—we
celebrate it. The ACP Conference is
known for its creative, inclusive, and
flat-out fun atmosphere. This year,
we're taking it to the next level with
our very own Mardi Gras-style pa-
rade, led by a second line band and
culminating in a dinner event at the

one-and-only Carnival Museum.

But the festivities don’t stop there.
Kick things off with a high-ener-
gy opening cocktail reception and
close things down in style with our
farewell mixer. Even the Idea Ex-
change and trade show wrap-up get
a playful twist with friendly competi-
tions, games, and interactive sessions
designed to keep you engaged and
entertained.

STAY A LITTLE LONGER:
EXPLORE MOBILE,AL

As if all that weren’t enough, let’s
talk location. Mobile, Alabama—a city
rich in history, culture, and Southern
charm—is your host for the 2025
conference. It’s the birthplace of
America’s original Mardi Gras and
just a short drive from some of the
most stunning Gulf Coast beaches.
Make it a working vacation and stay
an extra day (or two!) to explore the
cobblestone streets, local cuisine, art
galleries, and waterfront views.

Whether you’re wandering through
historic districts or soaking in the
coastal sunshine, Mobile offers the
perfect backdrop for your profession-
al recharge.

BOTTOM LINE?

The ACP Conference isn’t just
another industry event—it’s where
community, innovation, and inspi-
ration come together. You’ll leave
with new ideas, fresh energy, deeper
connections, and a renewed love for
what you do.

So what are you waiting for? Join
us in Mobile. Let’s grow together.
Let’s celebrate local media. And let’s
have some serious fun while we’re at
it. Visit communitypublishers.com to
register NOW! ®

JULY 2025 |
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Print’s not dead, it's

READ

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

Silent Auction

DONATIONS NEEDED!
MUSIC MEMORABILIA 76.7% Report

AUTOGRAPHED ITEMS

UNIQUE ARTWORK Regularly Reading
i an ACP Member

GIFT BASKETS
TIMESHARES Publication!
GIFT CARDS

SPECIALTY ITEMS
JEWELRY & WATCHES

DONATE ITEMS ONLINE AT:
event.gives/rsauction/items/donateitem
or scan the QR code below

The Association of Community Publishers

For a PDF of this ad you can drop your logo into and

Yle)z
MDD DI |
e
[2'4
7 5 é w run in your publication, contact the ACP Office at:
office@communitypublishers.com
Contact Cassey Recore: . ¢ "-‘ a C

cassey@communitypublishers.com

All proceeds from the silent auction go to the Bill Welsh

Foundation to help provide scholarships for Rising Stars
to attend the ACP annual conference.
: Photo Credit: LightField Studios /€
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-
BY CASSEY RECORE -
ACP EXECUTIVE DIRECTOR

can hardly believe three months

have passed since my first

quarterly update! Time seems

to be flying, and no matter who
I talk to, everyone seems to feel
the same way. For me, this year has
been especially reflective as my
twins prepare to graduate from high
school. I find myself wondering how
we got here so quickly and where
the years in between went—it feels
like just yesterday they were start-
ing kindergarten. By the time you
read this, they will have graduated
and begun preparing for their next
adventures—one heading to college
and the other to the U.S. Navy. I'm
sure time will begin to move just as
quickly for them as they enter the
next chapter of “grown-up” life.

It’s also hard to believe that it’s
been four years since AFCP and IFPA
merged to become what is now ACP.
As many of you know, Douglas Fry
stepped into the role of Executive
Director for the newly formed asso-
ciation, planning to serve a few more
years before retiring. As you've likely
heard, the ACP Board of Directors
has officially announced Douglas’s
retirement, effective June 1, 2025.

WOW!

Once again, I find myself asking—
how did the time go by so fast?

We extend our heartfelt congrat-
ulations to Douglas on his well-de-
served retirement and thank him for
his many contributions to ACP and
the industry as a whole. Throughout
his years of service, Douglas has
positively impacted countless mem-
bers with his industry knowledge
and leadership. He will be greatly
missed, and we wish him all the
best in this exciting new chapter.

As I step into the role of Executive
Director, 'm profoundly aware of the
“big shoes” I'm stepping into. It’s a
true honor to follow in the footsteps
of remarkable leaders like Craig
McMullin, Loren Colburn, Gary Rudy,

DIRECTLY SPEAKING

al Conference and Trade Show in
Mobile, AL. Over the past several
months, we’ve selected and secured
our speakers, built the full TLI line-
up, crafted the event schedule, and
organized all activities. Registration
just opened this week—and before
I know it, I'll be boarding a plane
to Alabama to get everything set up
and welcome you! I'm very excited
about this year’s program and en-
courage you all to join us. With dy-
namic speakers and relevant topics
in the fast-evolving worlds of data,
Al, and technology, this conference
is one you won’t want to miss.

At the same time, we’ve been
planning our Summer Learning
Series—a virtual training collabo-

At the same time, we've been planning our
Summer Learning Series—a virtual training

collaboration with Midwest Free Community
Papers. Throughout June, we'll be offering
sessions on Al, digital tools, graphics, editorial,
and sales. These virtual offerings are a valuable
resource, especially for those who can’t attend

our in-person events.

and Douglas Fry. Over my 15 years
with ACP (and previously AFCP), I've
had the privilege of learning from
many of these incredible individu-
als, and I carry their guidance and
wisdom with me into this next phase.
I’'m honored to serve our membership
and promise to give my very best in
this role. Thank you for the outpour-
ing of support and encouragement as
we make this transition together.

As 1 write this, we are deep in the
planning stages for the 2025 Annu-

ration with Midwest Free Commu-
nity Papers. Throughout June, we’ll
be offering sessions on Al, digital
tools, graphics, editorial, and sales.
These virtual offerings are a valuable
resource, especially for those who
can’t attend our in-person events.
Following the training series, we’ll
be hosting a virtual presentation
to announce the 2025 ACP Best
of the Best winners! Although we
originally planned to announce them
at the fall conference, feedback from

JULY 2025 |
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DIRECTLY SPEAKING

members indicated the wait between
entry and announcement was too
long. We listened—and decided to
share the results sooner. For 2026,
we’ll realign the award timing to
coincide with the conference so we
can return to announcing winners in
person. Congratulations to all of our
2025 honorees! The entries this year
were exceptional—you truly deserve
the recognition. I look forward to
seeing your work every year!

Beyond events, we continue
to focus on enhancing member
benefits. We recently announced a
new partnership with PopMount,
providing our members with an
additional revenue stream and an
exclusive increase in revenue share.
I encourage you to visit community-
publishers.com for more details and
to connect with Danielle at Pop-
Mount to get started.

We also just announced the 2025
Bob Wright Memorial Scholarship

winners, featured in the June issue
of Publish Magazine. 1 want to
extend a heartfelt thank you to Deb
Phillips of The World in Vermont,
who has done a fantastic job over-
seeing the scholarship program for
many years. 2025 marks her final
year in that role, and we’re incred-
ibly grateful for her dedication.
Moving forward, the ACP office will
manage the program.

We’re also onboarding our 2025
Rising Stars and can’t wait to meet
them in person at the conference!
The existing Stars have been hard
at work evaluating platforms to take
our traditional silent auction digital.
This exciting update will allow more
members to participate, whether
attending the conference or not, and
we hope it will increase support for
the Bill Welsh Foundation in 2025
and beyond.

Looking ahead, we’ve signed the
contract for our 2026 Leadership

A
ol
\

//_|

/

K
N

Retreat, which will be held in Feb-
ruary in Orlando—more information
coming soon! We’re also planning
updates to the ADS Network to
offer more ad format flexibility,
making it more valuable for current
members and attractive to potential
new ones. Additionally, we’re devel-
oping new certification programs
under the education umbrella—stay
tuned! And finally, we’re bringing
back our restructured roundtable
share calls after the fall conference.
They’ll still provide open discus-
sion opportunities, but now with a
monthly theme or topic to enhance
the conversation.

With everything happening, it’s a
challenge to fit it all into one article!
The ACP Board and Committees are
constantly working on new projects,
initiatives, and member benefits to
support our industry. As always, I
welcome your feedback and ideas—
you know where to find me! B

Proud to be the expert media financial valuation resource for
the FORBES 400 List of America’s Richest People 2015 - 2025

KAMEN & CO. GROUP SERVICES, LLC

Media Appraisers, Accountants, Advisors & Brokers

President/CEO

Kevin B. Kamen

626 RXR Plaza

Uniondale, New York 11556
Phone: (516) 379-2797

Cell: (516) 242-2857

E-mail: info@kamengroup.com
www.kamengroup.com

PAPER REVOLUTION

In the U.S., over 66% of paper products - like
the printed publication you're reading
right now - is recycled info new products,
one of the highest recycling rates
of any material in the country.

®
LOVE\
PAPER

Discover the story of paper
www.lovepaperna.org

Sources: American Forest and Paper Association, 2019
U.S. Environmental Protection Agency, 2017
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Somebody once said...

Creativity is intelligence
having fun.

CXP

Finstein
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BY LOREN COLBURN

was emailing back and forth with John Foust about

articles in Publish today. We will go back and forth

about our articles now and then. Part of our e-conver-

sation was about transmitting materials to our office
and I requested a “backup” copy go to Cassey (just in case
I mess up at some point). Since my head was in the writ-
ing mode, it made me think that a column about proper
backup procedures might not be a bad idea.

So often when we think about backups, it’s related to
our computer storage and business documentation. Any-
one who has ever crashed a hard drive or lost critical files
in error can attest to the cost in both dollars and hours it
takes to rebuild lost materials. That supports this top-of-
mind awareness and high priority for digital backups in
our small business procedures and planning.

What we do forget sometimes is the importance of
maintaining a backup plan and practice outside the digital
realm. Taking the time to invest in a “what if” plan for
every important aspect, person or function of the busi-
ness may seem like one of those items you would do if
you weren’t so damn busy, but you’re just swamped at
the moment. It can easily turn into your next disaster if
left unattended. Let’s look at some critical aspects of the
publication business that you should have a backup plan
formalized and ready to implement if need be:

® What is your plan if your printer/pressroom has a dis-
ruption and is unable to print your publications come
press time?

® Who will back up your job/job functions if you sud-
denly can’t work for an extended period of time?

® Think about your 10 most valuable employees. Who
will back up their job/job functions if they suddenly
can’t work for an extended period of time?

® How will you get your publications out if there is a
sudden pandemic forcing 61.5% of your employees to
not be able to come into work (don’t think that could
never happen — May 2020 is not that long ago)?

® If malware shut down your entire computer system
at one instant, how would you manage invoicing, ad
composition, pagination and customer resource man-

PERSPECTIVE

PROPER BACKUP
PROCEDURES - IT'S NOT
. JUST ABOUT COMPUTERS!

agement? According to a Qualysec.com article “52
Small Business Cyber Attack Statistics for 2025”:

v 45% of small businesses lack endpoint protection
on company devices.

v 43% of cyber attacks target small businesses.

v 75% of small businesses experienced at least one
cyber attack in the past year.

® Look at your 5 most important suppliers (paper, ink,
internet, printing plates, etc.), if you lost their supply
tomorrow — what is your backup plan.

Any one of these can send a company down a disas-
trous path, causing the kind of disruption that can crip-
ple a small business. Depending on the financial strength
of the business, it can even deal the fatal blow that ends
in closure. We certainly saw that during the pandemic
when a significant number of publications did not come
out the other side.

e

PlanB

——

——

Let’s start making the required backup plans now where
we don’t have them. The minutes you spend in prepa-
ration will save hours and dollars when the time comes
you need them. If you’re thinking “we already have those
plans formulated”, prioritize the time to dust them off;,
making sure they are still a sound solutions to the antici-
pated problem situation. Then schedule out some annual
or biennial review points to validate or adjust those plans
in this rapidly changing world.

My experience has proven that writing your backup plans
down so that they are easy to access, understand and re-
view is the most effective way to keep them. After all, print
is the most effective way to retain information in addition
to the fact that, “Print’s not dead, it’s READ!” &

JULY 2025 | 11



Want to earn a 3% discount
on your USPS postage?

PICTURE PERFECT, NOW

WA UL <
YOUTASTEIT ,

MERICA'S ORIGINAL BUTCyz

Butcher's Classic Pack

Caramel Apple Tartlets (4 o0z.)
Omaha Steaks Seasoning (3 0z.)
FREE Omaha Steaks Burgers (4 0z.)

4 Butcher’s Cut Filet Mignons (5 0z.)

4 Air-Chilled Boneless Chicken Breasts (5 0z.) Scan Now To Order
4 PureGround® Filet Mignon Burgers (6 0z.)

4 Gourmet Jumbo Franks (3 0z.) E IE
4 Individual Scalloped Potatoes (3.8 0z.) = o

4

1

8

78237XDS  separately $366-93 312999
SPECIAL INTRODUCTORY PRICE

ORDER | OmahaSteaks.com/ClassicPack7199 | 1.833.897.4133

NOW! | Ask for your FREE burgers with offer 78237XDS

Savings shown over aggregated single item base price. 8 free 4 oz. burgers will be sent to each shipping
address that includes 78237. Limit 2. Standard S&H added per address. While supplies last. Items may be
substituted due to inventory limitations. Some products may not be available for sale in your area. Sales
are subject to OmahaSteaks.com/terms-of-use. Expires 12/31/25. 24M7165 | Omaha Steaks, LLC

Running this ad and being an
ACP member can make that happen!

Go to www.communitypublishers.com/usps-discount
for more information and material downloads

QC

Association of
Community
Publishers

Providing the tools and support needed for publications to be more successful.
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INDESIGN TIPS & TRICKS

9 PRO-TIPS FOR

MASTERING ADOBE INDESIGN

e’ve been using Adobe
InDesign, one of the
most popular layout and
page design tools, for
what seems like forever — at least 84

years.

Generally, we use InDesign when
creating marketing collateral, in-
cluding posters, flyers, interactive
PDFs, digital magazines, and more.

Over time, we’ve learned a bunch
of simple tips and tricks that have
had a big impact on our workflow
and product.

Here are the 5 most important
pro-tips that we’ve learned along
the way.

HOT KEYS: SPEED UP
THE DESIGN PROCESS

Vs

SELECT DIRECT SELECT

BY JASON FORREST

] emporep.ernatempor. |
simusae-estiass.equidus:
voluptates-re-nonectur,-

optamus-estibearum |atatis et-
quatemporion-es-simi,-eum-
exerum-adion-core-sit-alian-
ime-de-laboribus-nos endiatiae:
nist-expliquibus,-saer.- Tempo-
re-sunt-esciet-apelis-reresti-
blacias-ate electem.ip

Hot keys are keyboard shortcuts
for actions that you would other-
wise access from the application
menu. Learning these hot keys will
save you a ton of time, especially
for projects with a lot of pages.

Select vs. Direct Select

There’s a difference between a
frame and the stuff within a frame.

You can select the frame by hit-
ting the ‘V’ key for the select tool,
but if you want to select the stuff
within a fame, hit the ‘A’ key for the
direct select tool.

Paste in Place

Did you know you can quick-
ly copy an object and paste it in
the exact same spot on a different
page in your document? It’s a game
changer.

First, select the object, then hold
the ‘Command’ key and hit the ‘C’
key in order to copy it.

Lorem Ipsum Dolor
Sit:Amet: |

berum dem-a-non -rem-aborerf. |

erruptatur-atem nobisquae aut
inctiisto des‘ides.consequia-de

prepudis reped elendic ipitasit
omnimpo rrumqui-blant . dolorei
cimiliciant labor-aut.volupta est.'f'I

Once you’re on the new page,
hold ‘Shift’ while simultaneously
pressing the ‘Option’, ‘Command’
and ‘V’ keys to paste it in place.

Boom.

[

X

option

#®

command

{Qshiﬂ ’ +

Preview Mode

InDesign’s default view shows a
lot of visual information, like mar-
gins, columns, and frames.

Hit the ‘W’ key to toggle Preview
Mode to see what your final layout
will look like.

Toggle Guides

If you still want to see some of
the building blocks of your layout
(like text frames), but you don’t
want to see anything else, hold

JULY 2025 | 13
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INDESIGN TIPS & TRICKS

the ‘Option’ key and then hit the
Semi-colon (;) key.

o]+ [

Place Image

Hold the Command key (or Con-
trol in Windows) and press the ‘D’
key to insert an image into a frame.

¥
command

Frames and Content
A lot of InDesign is placing im-
ages into frames. After you’ve hit
‘Command’ + D to place an image,
you can:
® Fit an image in a frame pro-
portionally (Shift + Option +
Command + E)

[ s
|+
option

FIT IMAGE PROPORTIONALLY

+ D

{ shift

command J + E ’

® Center an image in a frame
(Shift + Option + E)

L shift ] +

CENTER IMAGE

option

® Resize an image and the
frame it is in proportionally
(Shift + Click + Drag)

.
£ shift +

RESIZE PROPORTIONALLY

OBJECT ALIGNMENT:
PERFECTLY BALANCED,AS
ALL THINGS SHOULD BE

Don’t just eyeball your design.
Use the Alignment function to easily
achieve a clean and perfectly-bal-
anced layout.

Use the Select tool (hit the V’
key) to select an object (frames,
type, etc.) or multiple objects.
Choose what you are aligning the
frame or frames to: themselves,

JULY 2025

the margin, the page, or the whole
spread.

S Align  Pathfinder

Align Objects:
™ & I
. = LR LI

Use Spacing )

AlignTo: |1,

+ Align to Selection
Align to Key Object
Align to Margins
Align to Page
Align to Spread

Distribute Spacing:

= jn

[ useSpacing

Aligning a group of objects to-
gether first, and then to the margin
or page results, in the most balance.

HIDDEN CHARACTERS:
DON’T LET THEM
WREAK HAVOC

@ Jason Forrests
creaTive piRceToR «

S As the Croawe Drector for DIGHal ink, FOrest I responsie for
leading all of our Clients” deSN InTatves, ICuing all part and
agual desg needs. s

Agraduate o the Unversity of Massachusetts in Amberst wih 3 Bacheior's Degree in Foe
Auts, Forrest's desigrs include digital an< print DOoks, fographics, 10gos, 8-D00K, presen
Lations, Magazin Covers, resen 211 boards, responsive mebsites and rore.«

Bofore joining Digitzh ink in 2013, Forrast was 3 SIaf. Desigrar 3t Socia - Tecnaokogics. &
WSt CONSUTNG UM PUChased Dy QIoBAICONSUTING I0ICEr INNOVAID, 300 3 e 2NCe print
209 igita designer, with-clionts incl.ding 10505 Understanding Unimied, Gve.com, Tre
Foresight Allance and more s

No, we’re not talking about Scoo-
by-Doo style hidden characters.
The kind of hidden characters I'm
referring to are things like bizarre
line breaks and mysterious spacing
issues.

When you copy formatted text
from outside of InDesign and paste
it into a text frame, a whole bunch
of hidden characters sneak into
your layout.

You can find them by going to
‘Type’ in the top menu and se-
lecting ‘Show Hidden Characters’.
Then you’ll be able to identify and
eliminate all the hidden characters
wreaking havoc on your design.

This will also help you fix line
and page break issues.

It’s either you or them. Don’t hesi-
tate. Be merciless.

TEXT THREADS: REVEAL
FRAME CONNECTIONS

It’s common for a layout to have
multiple connected frames of text,

but it can be confusing to keep track
of how each frame is connected.

You can reveal the connections
between frames by selecting View
in the top menu, selecting ‘Extras’,
then ‘Show Text Threads’.

EXPORTING PDF FILES:
BEST PRACTICES
There are several preset options
for exporting PDFs, depending on
your needs and requirements:
® For sending PDFs as attach-
ments and viewing online, se-
lect ‘File’, ‘Adobe PDF Presets’,
and ‘[Smallest File Size]...’
® When you have more wiggle
room for larger file sizes, like
printing at home or in an
office, choose ‘File’ > ‘Adobe
PDF Presets’ > ‘[High Quality
Print]’
® When you need to send your
artwork to a print vendor who
specifies everything to be in
CMYK color, choose ‘File’ >
‘Adobe PDF Presets’ > [PD-
F/x-1a:2001]

Adobe PDF Presets
Export...
Invite to Edit...

>

[High Quality Print]...
[PDF{X-1a:2001]...
[PDF{X-3:2002]...
[PDF{X-4:2008]...
[Press Quality]...
[Smallest File Size]...

Share for Review...
® Export to Adobe Express

Publish Online...
Publish Online Dashboard...

These 5 tips and tricks are crucial,
but that’s just the tip of the iceberg.

If you’re interesting in leveraging
our full master of Adobe InDesign,
let’s talk. m

Original blog article: bttps.//www.
digital.ink/blog/adobe-indesign-tips/

For more information: btips:;//www.
digital.ink/contact/



o Presented by Guy Tasaka

Local Media 3.0: Transforming Your
Publishing Model for the Digital Age

Don't miss this transformative keynote session with
media strategist Guy Tasakal!

Are you maximizing your share of your advertisers' total marketing

spend? Most local publishers capture only a fraction of what advertisers

are actually spending in their markets. Local Media 3.0 isn't about Guy Tasaka
abandoning print—it's about leveraging your existing strengths to CEO - Tasaka Digital LLC
capture a larger piece of the digital advertising pie. Portland, OR

In this eye-opening session, you'll discover:
y P 9 o Guy Tasaka is an accomplished media

Why the "AND strategy" (not the "OR strategy") is critical for local professional with a rich history in the
media sustainability evolutl'on pf digital publishing. Wlth
expertise in research and analytics,
How to use your current print revenue to build new digital revenue strategic planning, product develop-
streams ment, and marketing management,
" e . . Guy stands out as an industry leader,
Practical ways to position your publication as a full-service media particularly in mobile products, digital
agency subscriptions, and Connected
. . . . Television (CTV). As the CEO of Tasaka
Real-world case studies of publishers successfully implementing Digital, he has been at the forefront of
the 3.0 model developing digital content distribution
Whether you publish a community shopper, lifestyle magazine, or hybrid ::ET;?:;Zaenccié;r;fg;t:;;zzlﬁzed as
model, this session offers a progressive vision for local media that the 2015 Local Media Association's
doesn't require abandoning your print foundation. Guy's insights have Innovator of the Year, Guy continues to
already helped hundreds of forward-thinking publishers evolve their influence the future of local media

business models—now it's your turn. theough his vislonary approgeh snd
commitment to innovation.

/ 5% ANNIVERSARY

ANNUAL CONFERENCE & TRADE SHOW

SEPTEMBER 10-12, 2025

RENAISSANCE MOBILE RIVERVIEW PLAZA HOTEL
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Presented by Ross Furukawa

Lead Generation Tactics & First-Party Data:
Boosting Local Media Sales

This keynote session will cover will cover:

= Actionable frameworks for contests, newsletters,

and local directories

Ross Furukawa
Publisher, SMDP

Low-cost tech tools and platforms Santa Monica, CA

Ross Furukawa is a seasoned

Case studies of successful community publishers [

marketing strategist with a proven

Step-by-step guidance on audience segmentation EEIEINEEHIIEEIIENTES

and monetization

both traditional and digital
publishing environments.
Leveraging multi-channel lead
generation tactics, Al-driven

The keyntote will be followed by a Q&A workshop marketing automation, and
with publishers to examine current tactics and integrated tech solutions, he has

successfully launched and scaled

adVise on Simple and aCtiOI"Iab|e goa|S tO implement. multiple ventures—from local
Participants will leave with a follow-up playbook LELS e AN ST

agencies to comprehensive

containing templates, ChECkliStS, and additional affiliate networks—delivering
resources to implement these strategies right away. [tk b

JULY 2025

growth for brands and
publications.

/ 5% ANNIVERSARY

ANNUAL CONFERENCE & TRADE SHOW

SEPTEMBER 10-12, 2025

RENAISSANCE MOBILE RIVERVIEW PLAZA HOTEL




Presented by Lisa and Jay Graves

‘ N
Your Invitation to the First-Party Party: Digital Publishing & Email

For publishers, first-party data—especially email—is your most valuable asset. In this session, StyleBlueprint
shares how their robust email strategy drives audience engagement, boosts advertiser relationships, and
enhances content performance across platforms. Learn to blend editorial and marketing content, streamline
production with tools like RSS, and use email to power retargeting, social media, SEO, and more. Featuring
real-world case studies and actionable metrics, this session offers practical strategies designed for community
publishers navigating today’s data-driven landscape. Walk away with the tools to unlock email’s full potential
and strengthen your overall digital strategy.

SPECIAL WORKSHOP SESSION

Putting Your First-Party Email Strategy to Work
You've seen what's possible - now it's time to put it into action. In this hands-on workshop, we'll dive deeper
into the tools, tactics, and workflows that small publishers can use to start or scale a winning first-party email
strategy. Learn how to segment your email lists for better targeting, create high-performing content blends, and
track the KPIs that matter most. We'll walk through real publishing scenarios, helping you leave with a practical
action plan tailored to your audience and resources. Whether you're just starting out or looking to optimize your
approach, this session will help you move from ideas to implementation - fast. Perfect for publishers who want
to understand how Al can complement their current operations without replacing what's already working.

Liza and Jay Graves

Liza and Jay Graves are the duo behind StyleBlueprint, a digital platform

celebrating Southern culture, travel, and local business. Liza, Founder

and CEO, launched the site in 2009 to spotlight Southern voices and

small businesses, growing it into a nationally recognized, woman-

owned brand. Named one of Southern Living's Most Stylish Southerners,

she also earned accolades as a top CEO. Jay, COO and EO Nashville

president, brings 20+ years in tech and startups, with clients like the

NFL and NBC Sports. Together, they champion scalable co-op marketing .

for under-resourced towns, reaching over three million readers annually

with stories that uplift the South. Jay Graves

/ 55 ANNIVERSARY

ANNUAL CONFERENCE & TRADE SHOW

SEPTEMBER 10-12, 2025

RENAISSANCE MOBILE RIVERVIEW PLAZA HOTEL
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Celebrate your industry...
Grow your business...
Experience an amazing city!

Conference Conference Hotel
Registrafion Link Brochure Link Registrafion Link

) o A o B A o] B e )

Dii 15;‘ & o D I’ s L D -

Start planning your trip today!

Conference Registration: https://charlie.amberplains.com/fmi/webd/AFCPWebRegistration?homeurl=http://www.communitypublishers.com
Brochure Link: https://www.communitypublishers.com/_files/ugd/4d733b_41adcafc78f84fch80109677a90e67fd.pdf

Hotel Link: https://www.marriott.com/event-reservations/reservation-link.mi?id=1722453981297 &key=GRP&guestreslink2=true&app=resvlink

/ 5 ANNIVERSARY

ANNUAL CONFERENCE & TRADE SHOW

EE SEPTEMBER 10-12, 2025

RENAISSANCE MOBILE RIVERVIEW PLAZA HOTEL
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BEST OF THE BEST

2025 BEST i BEST AWARDS

he winners for the 2025

Best of the Best Publication

Awards were announced

on Thursday, June 26th at a
Zoom presentation hosted by the
Association of Community Publish-
ers (ACP). This year’s competition
attracted over 880 entries in 46
different entry classifications. Both
the graphics and editorial judging
were performed this year by stu-
dents and faculty from Columbia

Featured
Media

Avon, NY

OUR BIGGEST SALE
‘OF THE YEAR!

Exchange
Media Group

Fayetteville, TN

i Fayetitle g~

4

State Community College through
a combination of virtual and in
person sessions. The following are
a few of the winner highlights from
this year’s awards for your review.
The full 2025 presentation as well
as a complete list of all of this year’s
award winners is available on the
ACP website at: https://www.com-
munitypublishers.com/awards

As always, the competition for
the top award, the Best of Show

ot of

ELEIEI'I'II. ﬂWm

Ell IR GREENS
WIRETSHYOR 2L

designation, was very competitive
but congratulations to Exchange
Media from Fayetteville, TN who
walked away a clear winner. The
Best of Show award is presented to
the company who accumulates the
most award points in each year’s
competition! Reminder Publishing,
Arcadia News, Big Green Umbrella
Media and Featured Media were
also in the running for this Best of
Show title. B

BEST OF SHOW FINALISTS

Big Green Reminder Arcadia
Umbrella Media Publishing News
Johnston, IA East Longmeadow, MA Phoenix, AZ

ARCA% NEws
. A . S

2025 BEST OF SHOW WINNER

Media Group

~change
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BEST OF THE BEST

GENERAL EXCELLENCE - 1st PLACE
Over 15% Editorial

CITYVIEW
(T BEST

0% - 15% Editorial

EEEEEEEEEE

RPENNYSAVER

Wiither's Doy
BREARIAST &
BRUNCH BUFFET

IREAKFAST MENU

S DV

Featured Media
Genesee Valley
Penny Saver

! OF DES MOINES

Big Green

Umbrella Media

Cityview

Glossy Publications

Exchange Media
Group

GENERAL EXCELLENCE - 2nd PLACE

0% - 15% Editorial

The Exchange

Over 15% Editorial

The Shopping News
of Lancaster County

Glossy Publications

Reminder
Publications

GENERAL EXCELLENCE - 3rd PLACE

0% - 15% Editorial

FILLMORE COUNTY

;E JSURNAL

Brownsville City Council Holds Public Hearing

Fillmore County
Journal

20 | JULY 2025

Over 15% Editorial
TT‘MES woman

]

Webster-Kirkwood
Times

Glossy Publications

ADVOCFTE

N

Advocate
Media

1st PLACE
Andrew E. Shapiro Award

¥ ENCOURAGING MAMA

Kern County
Family Magazine

2nd PLACE
Andrew E. Shapiro Award

The Franklin
Shopper

3rd PLACE
Andrew E. Shapiro Award

o :
.\al‘rmm/

s[mp/e

Yoys

Advocate
Media



BEST OF THE BEST
BEST DISPLAY AD WINNERS - 1st PLACE

Black & White Black & White Color Ad Color Ad
1/4 pg or less Larger than 1/4 pg 1/4 pg or less Larger than 1/4 pg
aHicen Sense| (e -
an B TAW
January 20 .’G\Waﬂles o o » L Ge 2|
e i\ Neahhoar o amates Hombawporn rsecome Y S5

toelderly! ~

1501 N. Trade Days Blvd. - Canton, Texas
drkaitie@euphoriachiro.com

Engle Printing Camrose Van Zandt Featured Media
& Publishing Booster Newspapers Home Magazine

ORIVE TG
e ONLY'
WITH GRAVY,
MASHED POTATOES,
COLESLAW & DRINK

FORONLY
7@( RIVERSIDE LODGE #503 FRAM 5

25 Cool Creek Road, Wrightsuille, PA 17368 ©

For Tickets Call Keith Flaharty (717) 858-1487

BEST FRONT PAGE WINNERS - 1st PLACE
Newsprint - No Ads Newsprint - With Ads Glossy Stock

:
_ .» b
PRIME MAGAZINE’S 2024-25 RESOURCE GUIDE

g A "
e / ftyefive FEATANG

Columbia Gorge The Coast News Reminder
News Publishing
BEST SPECIAL SECTIONS AND PROMOTIONS - 1st PLACE

In-Paper Special Section Stand Alone

Camrose The Franklin Van Zandt
Booster Shopper Newspapers

JULY 2025 | 21



BEST OF THE BEST
BEST AD SERIES - 1st PLACE

et e
LAl t ME
10 wings for $10

PIZZA & BEER

o

J LV 4 C
We're more than just great pizza 7 « ENCINITAS
315§ Coast Highway 101 * ENCINITAS 315§ Coast Highway 101 » DOWNTOWN ENCINITAS diaPizza.com
(760) 942-2222 » LeucadiaPizza.com (760) 942-2222 » LeucadiaPizza.com We're more than just great pizza

Coast News Group

BEST DISPLAY AD WINNERS - 1st PLACE

Medical, Health & Wellness Food & Drink

' ((o RZ6

TRATTORIA

Grocery & Liquor

The Pinest Ialian Cuitine in the
Morimach Yalley
[N QW/ACCERTINGIRESERVATIONS]EOR]
WVALENTINESIDAY: ]

E
I

North of Boston
Media Group

Oyster Pointer

The Bargain Hunter

BEST DISPLAY AD WINNERS - 1st PLACE

Automotive Events

Fitness, Fashion & Beauty

LACE"”

FAYETTEVILLE
CHRYSLER DODGE JEEP RAM

 You’re Treated Like Family

1223 Huntsville Hwy. - (931) 532-0400
900 am.-7:00 p.m

fon. -
fayettevillechryslerjeepdodgeram.com

?

INSIDETRACK

Engle Printing Exchange Media The Florida
& Publishing Group Mariner
22 JULY 2025



BEST OF THE BEST

OTHER CATEGORY WINNERS - 1st PLACE

Best Media Kit Most Creative Ad Best Agency Ad ContestRunn
Headline Publication

Latienda
AT Target en
ADVANCED San Fe,rnando
ENT « Aillergy ya esta abierta.

M

Visitanos en Foothill Bivd
Arroyo St.

Qyster Pointer El Clasificado Big Green Umbrella

El Clasificado

BEST PUBLICATION BANNERS BEST USE OF DIGITAL
First Place
Herald

Second Place

<feniinder

Third Place

SELF PROMOTION WINNERS - 1st PLACE

Self Promotion Self Promotion Self Promotion Self Promotion
Classifieds Awards Own Publications  Community Service

B Clsifiéato =] B [GecRASSLAND

iHaga crecer su negocio!

Publique su
clasificado

“LEADERSHIP FOR A LIFETI

Recognized as one of the ol doett agriculturiime

El Clasificado i| i|ii|i|iiii Exchanie Media The Shoii i News

SELF PROMOTION WINNERS - 1st PLACE

Self Promotion Self Promotion Self Promotion Self Promotion
Classifieds Awards Own Publications Community Service

An Award-Winning Team...
177 AWARDS
OVER THE PAST SIX YEARS!

AP

good
picture &
tells a
story

To Place Your Ad Call
413.213.6189 - 413.213.6170

JULY 2025
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BEST OF THE BEST
EDITORIAL WINNERS - 1st PLACE

Opinion Article News Article Community Service
[ STRAY THOUGHTS . Ar:i Lcle

Keeping public in the dark on
school shootings i g

ip Winner
i

LISTINGS NEEDED

EDITORIAL WINNERS - 1st PLACE

Sports Article Entertaining Column Educational Column
A.:;ni‘;:‘:hemllsi( industry = nle

‘WAL-SMART - DEI or DIE!

€, sho e ¢

Comedian Chris Rock tells you who, one, you should be scared of

OTHER CATEGORY WINNERS - 1st PLACE

Best Use of Art Service Best Original Most Improved
Photography Publication
& oot

OF
__
Financial Greatness
Starts Here

b~

]
Bank of Lincoln County E&
&S rere Your Money Makes  Difrence =

3
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GRAPHICS TIPS & TRICKS

HERE IS SOME ADVICE FROM GRAPHIC ARTISTS WHEN
WE ASKED THE FOLLOWING QUESTION:

If you could give a fellow graphics person one
tip or trick you use to make your job easier, what
would that tip or trick be?

SIDNEY KIERSCH -The Lakes News Shopper

When I get stuck and don’t know what to do, I like to put
away whatever I'm working on for a while, or even until the
Jollowing day. When I come back to that project, I try to have
a fresh outlook on what I'm doing and not feel constrained to
what’s right in front of me. Simply reminding myself that I am a
creative mind and this is my job, knowing I have the freedom to
make changes and adjustments rather than putting myself into
a bubble is surprisingly belpful. If after all that I still find myself
stumped, I seek inspiration from Metro or other local print pub-
lications to come up with design elements and trends to utilize
for the project.

AMANDA THOOFT - Star Publications

Learn your quick commands in Adobe software, it saves so
much time not baving to go up to the menu bar and dragging
down to each item.

Set up actions in Photoshop, it makes editing photos so quick!

HEATHER JOHNSON - Tollefson Publishing

Use Workspaces! When you are using InDesign, Photoshop,
Hllustrator, etc... Set your tools the way that works best for you
and SAVE THE WORKSPACE! You’ll never be searching for
tools in menus and wasting time again. If things get moved or
changed at some point you can always reset your workspace
and bave everything you need back where you want it.

JACENTIA KINSEY - Coastal Breeze News

Learn and establish (when possible), shortcut keys. The more
you use them, the more natural it becomes for you to use them
and implement them for repetitive task. There are more short-
cuts keys than Ctrl+p or Ctrl+c, it’s worth taking the time to
learn them all.

MARISA SIDLES - The Lakes News Shopper
Keep Folders Organized :)

SHARON SCHWARTZ - The Camrose Booster

A big time saver is to have an ongoing Graphics folder where
you collect backgrounds, borders, layouts, beadings, star-
bursts, etc. as you use them for projects. In the future, if you
are under a big time crunch, instead of using valuable time
searching for art from a grapbics site, just grab something
you've used before out of your Graphics folder. I have a vast
collection of backgrounds, headings, starbursts, etc. that I have
used over and over in many different projects and applications
throughout the years. Another advantage of keeping graphics
on file is that you are getting your money’s worth by using the
grapbics numerous times! B

ADDITIONAL RESOURCES:

CANVA - ARTICLE
25 Graphic Design Tips for
Non-Designers and Beginners

@A https://www.canva.com/
learn/graphic-design-tips-
non-designers/

ADOBE MAX — VIDEO SESSION
BY CALLUM MCHUGH

Tips, Tricks, and Secrets
Every lllustrator User Should
Know - VS301

A https://www.adobe.com/
max/2023/sessions/na-tips-
tricks-and-secrets-every-

illustrator-user-vs301.html

REDALKEMI — BLOG ARTICLE
Mastering the Adobe Creative
Suite: Tips and Tricks for
Graphic Designers

A https://redalkemi.com/
blog/mastering-the-adobe-
creative-suite-tips-and-
tricks-for-graphic-designers/

ADOBE - BLOG ARTICLE

BY ADOBE GRAPHIC DESIGN TEAM

20 Years of InDesign: The

Top 20 Tips & Tricks

from Worldwide Evangelist,

Terry White Bl
ps://blog.adobe.com/ Rl e P

en/publish/2019/09/03/20- g ’“'{{;él%

years-of-indesign-top-20- e

tips-tricks-from-worldwide-

evangelist-terry-white

ENVATOTUTS+ — ARTICLE

BY DAISY E.

A to Z of InDesign: Tips, 9@ ;,?; o

Tricks, & Hacks! @z-i:g-_g.;;s@

A https://design.tutsplus. ?:ﬁu§%Q@

com/articles/a-to-z-of- Fy 3 e

indesign-tips-tricks-hacks- @" ’.g:g " £
o PO 2 2XCY

cms-36385
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RISING STAR

DESIGN IS A PART OF SALES, TOO.

BY JAYDE VOGELER -
RISING STAR

y publisher recently told

our team a story about

a struggling publisher

needing guidance after
changing their business model. After
listening to them, he asked “Are you
doing written proposals? Are you
creating spec ads?” Answering not as
often as they should be, my publish-
er argued having a physical propos-
al and a spec ad for the customer
brings more value to in-person sales
meetings.

This is not the first instance of
hearing this kind of situation. A
while ago, during our Rising Stars
meeting, I asked if they use specs at
their businesses. I learned they are
not frequently requested to be creat-
ed. Spec ads are regularly created by
our designers to serve as a tool for
our sales team when engaging with
potential clients.

WHAT IS A SPECAD?

In our industry, a spec ad, short
for speculative advertisement, is a
non-committal ad created to show-
case ideas for a prospective client.

At Big Green Umbrella Media,
spec ads are a big focus for sales
reps to utilize in calls. Each sales
rep is required to send in two spec
ads per week; it is their job to bring

26 | JULY 2025

ideas to customers. Spec ads get the
customer involved in the process,
sparking ideas and creating conver-
sation. Once customers start marking
changes on the spec, the ad is sold.

Using spec ads are great for multi-
ple scenarios:

1. WHEN CLIENTS DON'T KNOW
WHAT TO ADVERTISE. Use spec
work to showcase key areas of
their business—Ilike a new prod-

uct, recent employee recognition,

or their commitment to excellent
customer service.

2. REFRESH AN EXISTING AD.
Some customers pick up the
same ad for multiple months and
it starts to look outdated. Bring-
ing a refresh to their existing ad
can bring excitement back to the
ad and for the client. It doesn’t
have to look like a totally differ-
ent ad; updating colors, typeface
and photos can bring new life to
the ad.

3. Showcase your designers! In my
experience, ad changes frequent-
ly consist of updating photos,
replacing body copy or changing
a phone number. With spec ads,
designers use their creative free-
dom to showcase their knowl-
edge about design and their
unique style.

SO WHAT CANYOU DO?
Designers, I know we are all busy
with ads that are due in two days

‘ Spec ads get the
customer involved in
the process, sparking
ideas and creating
conversation. Once
customers start
marking changes on

the spec, the ad is sold.

for press. My advice to keep spec ad
building time down:

Research the client — follow their
style, find past campaigns they’ve
put out on their social media chan-
nels. We don’t always have to create
brand new copy, headlines, images,
etc. to wow them.

ChatGPT - While our creative
expertise excels in layout, image
selection, and type design, not
everyone is able to write engaging
headlines or persuasive content.
Using ChatGPT to generate ideas for
headlines or to rewrite a portion of
text found on the prospective client’s
website to change the tone for a
print ad is an easy way to speed up
the process.

Lorem ipsum — If unsure what
copy to use, utilize dummy text. This
isn’t a final ad, therefore the client
can change the content anytime.
What’s important is getting the look
and feel of the ad for the client to
engage with.

Reduce and Reuse — Use past
designs! If a spec did not sell and
fits the prospective client’s style, save
time by reusing it.

Sales reps, I know you have a bud-
get to meet and a deadline coming
up soon. Designers need your help
to create spec ads faster. You can
speed up the process by gathering
bullet points, sourcing potential
photos, and compiling basic informa-
tion to share with the design team. If
you’re meeting with a client before
requesting a spec ad, ask them what
they’d like to highlight.

Spec ads are an invaluable tool in
the advertising sales process, serving
not only as a creative showcase but
also as a conversation starter that
helps clients visualize the potential
to advertise in print publications.
When sales reps and designers col-
laborate effectively, they can create
compelling spec ads that not only
capture attention but also drive re-
sults, making it an important part of
sales strategy. W



BY JOHN FOUST
GREENSBORO, NC

magine the editors of a prestigious news organization
sitting around a conference table discussing a break-
ing story. The story is written and all they need is a
headline to convey its importance to readers. Some-
one says, “I've got it. Let’s use one word: ‘Look.’ We can
give it more impact by making the two 0’s look like eye-
balls.” Everyone nods in agreement, and the headline runs.
Sounds ridiculous, doesn’t it? But something similar
must be happening in advertising conversations, be-
cause ‘Look’ has been a popular head-
line for years.
Popularity doesn’t equal effectiveness. ‘
Even though it’s frequently used, “Look”
is one of the worst headlines you’ll ever
see. It’s a product of lazy writing. It com-
municates nothing of value to readers.
A headline deserves more respect than
that, because it is the most important
part of an ad. Research shows that four
out of five readers do not get further
than the headline. Unfortunately, this
means that only 20 percent of the peo-
ple who read an ad headline will read
any of the body copy.
In other words, headlines have a lot
of weight to carry. Pick up any news-
paper — or go to any online news site
—and you’ll find article headlines that reveal the subjects
of those articles. As a result, you can make split second
decisions on whether or not to read more.
Doesn’t it make sense that the same should apply to
advertising headlines?
The next time you write an ad headline, ask yourself
three questions:

1. Does the headline tell readers what the ad is about?
If your ad is selling banking services, say so in the
headline. If you are selling kitchen remodeling, say so.
If you are promoting furniture, say so.
We read at a glance. If readers can’t determine quickly
what an ad is about, they’ll skip it completely.

Research shows
that four out of 3.
five readers do

not get further

than the headline.
Unfortunately, this
means that only 20
percent of the people
who read an ad
headline will read any
of the body copy.

AD-LIBS

WHAT MAKES A
GOOD HEADLINE?

2. Does the headline promise a benefit? There are
several types of headlines: (1) those that promise a
benefit, (2) those that provide news, and (3) those
that surprise readers or arouse curiosity.

While each type is capable of winning readership
and selling products, benefit headlines have been
shown to be the most reliable choice. Just about
every buying decision we make is driven by real or
perceived benefits. That’s why it’s a good idea to cre-
ate benefits-oriented advertising

— and then put the major benefit

front and center in the headline.

Is the language believ-
able? Without believable lan-
guage, our first two questions are
not worth answering. Consider

a hardware store ad which is
headlined, “Fantastic savings on
the world’s best lawnmowers.” To
answer our first two questions,
the ad is about lawnmowers and
the benefit is that customers can
save money. But the puffery kills
the message.

Copywriters should avoid exag-
gerations and unsubstantiated claims in advertising. No
one believes sweeping boasts like “fantastic,” or “superior”
or “best ever.”

The right answers to these three questions can put your
next ad in the top 20 percent. And you’ll increase your
chances of creating an ad that is worth a “look.” W

© Copyright 2025 by Jobn Foust. All rights reserved.

Jobn Foust has conducted training programs for thou-
sands of newspaper advertising professionals. Many ad
departments are using his training videos to save time and
get quick results from in-bouse training.

E-mail for information: & jobn@jobnfoust.com
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TAILOR THE PRESENTATION TO
YOUR TARGET AUDIENCE

BY JAMES A. BAKER - FOUNDER AND CEO, BAKER COMMUNICATIONS
AUTHOR, THE ANGER BUSTING WORKBOOK, FINALIST, BOOK OF THE YEAR, FOREWORD MAGAZINE

ow do you begin prepar-

ing for a presentation? Do

you outline your content

or pursue supplementary
research? Do you start designing
graphics for your slides? These are
all typical early steps in the prepa-
ration process. However, how much
thought do you give to the target
audience for this presentation, i.e.,
the key people in that audience
that you most want to influence? Do
you know who they are? Do you
have any idea how to structure your
presentation so that it will appeal
directly to their needs and interests?

Most of the time, even though a
wide variety of people may be IN
the audience for our presentation,
there is a much smaller group of
people -- maybe only one (in the
case of some business or board
presentations) — that make up our
TARGET audience because they are
the ones we most want or need to
influence. Do you understand how
to prepare a preparation that will
gain and hold the attention of this
audience in a way that will give you
the opportunity to have the maxi-
mum impact?

Different types of people have
different types of listening and de-
cision-making styles. We can break
these styles down into a few basic
categories, each with its own set of
characteristic needs and attitudes.

Some people are hard-driving,
CEO types who project an image
that is decisive independent, con-
fident, assertive and a little blunt
and impatient at times. They are
usually bottom-line driven and they
don’t like to waste time. During a

JULY 2025

presentation, this person prefers
something:

Business-like and to the point
With no time-consuming details
Containing strong support
for any ideas, objectives, and
conclusions

® That points out options and
their potential benefits

® With well documented evi-
dence and data

Others are enthusiastic, creative,
friendly, and communicative; they
are people oriented and enjoy group
activities. During a presentation,

people in this group respond well to:

A relaxed, personal approach
Enthusiasm

Personal interaction

Positive ideas and responses
Testimonials and opinions
from people he or she re-
spects as being important or
successful

® The big picture only— they
will let you work out the de-
tails later

Then there are folks who are
concerned about details in the
extreme. They are generally seri-
ous, reserved, accurate, systematic,
organized, and cautious. During a
presentation, these folks want:

A more formal presentation
A slower-paced but steady
progression

® A written analysis with docu-
mented evidence supporting
principles or logic involved

Details, details, details
Factual, logical explanations
Punctuality, precision, and
accuracy
Evidence of expertise
Unemotional appeals
Tangibles like charts, graphs,
figures

® (Clear description of pros and
cons

Finally, there are those who are
simply supportive, consistent in
performance, dependable, folksy,
and loyal. They prefer a presenta-
tion that:

Is patient and free of conflict
Is based on a consensus of
opinion

® Is clear about guarantees of
outcome and rightness of

decision

® Requires a minimum of
change

® Provides assurances and guar-
antees

® Feels personal and which nur-
tures relationships
Is low or no pressure
Is delivered in a relaxed,
non-judgmental style

Can you imagine what would
happen if you delivered a heavily
detailed presentation to a hard-driv-
ing CEO type? No matter how
thorough, accurate and professional
you are, your target audience will
stop listening after less than five
minutes. What a disaster that would
be! Don’t just collect the facts; tailor
the facts to fit your audience and

(continued on page 30)
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ADVERTISING SERVICES & SOLUTIONS

metrocreativeconnection.com

APPRAISALS & BROKERING
Newspapers
Magazines - Shoppers
Book Publishing

Confidential
Customized - Comprehensive

KAMEN & CO. GROUP SERVICES
516-379-2797 WWW.KAMENGROUP.COM

For more information - see our ad in this issue.

SUPER DESIGN &
PER SAVINGS

Outstanding Creative Page
and Ad Design.

Savings of 50-70%!

Vs. In-House.

) DesiGn .Pro %
> mEEm 20

Howard Barbanel / 516-860-7440 / Howard@Design2pro,com

DIGITAL MARKETING

SMALL PUBLISHER BREAKS $800,000 MARK IN NEW DIGITAL SALES

The story and text message are now LEGENDARY.

A small publisher in the Sou
partnered with us to grow h
- the goal was to double thei

By partn
ben
mad

s is
a testament to 828 collabore nd the
“legendary text” to our Vice President is real.

If they can do it, why not you? Scan the QR code to book a demo.

) adcellerant

QLIEORWONY  cyc Audits and

Readership Studies

VERIFICATION

COUNCIL

Third Party Print & Digital Verification
Increased Exposure to Media Buyers
Learn What Your Readers Want
Call 800-262-6392 or visit www.cvcaudit.com

DIGITAL REVENUE CONCEPTS

START A BUSINESS DIRECTORY WEBSITE

ideal directories

Launch your BIG idea today!
Perfect add-on to your Wedding & Home
Improvement Special Sections
www.idealdirectories.com
From the owners of Page Flip Pro & SiteSwan

YOUR MESSAGE HERE!
Cassey Recore
877-203-2327

Cassey@communitypublishers.com

DIGITAL SMART ADS

SMARTICO \.

Best digital ads +
landing pages for
regional advertisers

Profitable No internal (

DIRECT RESPONSE PRINT AD PLACEMENT
Instead of running a tired

i liNCEteMincrease revenuehiytisl
a great looking ad from one of
our national or regional brands.

MediaBids

Performance Print Advertising

Call to sign up - no charge

860-379-9602

INDUSTRY COMMUNICATION

Publish

MAGAZINE
Loren Colburn
877-203-2327
Loren@communitypublishers.com

il)

from Day 1 =4 overhead

CUSTOMER RELATIONSHIP MANAGEMENT

HELP YOUR TEAM..

ARE YOUR MEDIA SALES...

ASK. CRM Aﬂ(—a?MlsanempmmM

tools to streamline mediaselling  designed to maximize your sales efforts.

robin@ask-crm.com, 301.800.2275, www.ask-crm.com

DIGITAL MARKETING

——— -
FRESH AIR FOR DIGITAI TING

WE DO THE SALES & OPERATIONS
HEAVY LIFTING

New digital revenue in 90-days
Proven go-to-market approach
3 to 5 x margin

Jrunivy $pring

INTEGRATED SOFTWARE SOLUTIONS

Find out why our customers call us
“the best tech support team”
and say “we wish we could contract with
SCS to support all our products.”

SES

LEGAL ADS

= Column

Reduce costs on legals.

Outsource affidavits.
Delight customers.

www.column.us

MEDIA CONSULTING
Design. Content. Ideas.
Software. Training.

‘ Providing the knowledge,
o experience and technology to
help publishers grow and thrive!

401-455-1555

www.creativecirclemedia.com

Creative Circle
MEDIA SOLUTIONS

<A ADROITSQUARE

Ad Design - Print/Digital/Video
Pagination/Design/Layout
Turnkey Specialty Publications/Magazines
Prepress Services

ADROITSQUARE.COM
919-653-8160 | hello@adroitsquare.com

Direct Mail?

Turn-Key Saturation
Direct Mail Programs
° Bagy ° Fast ° Profitable

jeff@ultimateprintsource.com 909-947-5292 x-320
www.UtimatePrintSource.com

MEDIA SELLING SOLUTIONS

Q@ SRDS_

Part of Adwanted Group

Enhance Your SRDS Profile

Michael Forgash
917-885-9793
michael.forgash@srds.com

Your Go-To Guide for Community Publication Business and Service Support
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you will be more persuasive and reason for this is that some people are busy.) In addition, having a take

effective. will find it easier to learn and recall home sheet will provide a frame
what you are saying if they have of reference days later when they

PRESENTATION QUICK something in their hands that is want to recall what you said, and

TIP OF THE MONTH - GIVE connected to your message. (Some if what you said was worth saying,
YOUR AUDIENCE AT LEAST people are kinesthetic learners who  they will appreciate this little mem-

ONE PIECE OF PAPER just learn better when their hands ory trigger. B

You may have a great opening,
powerful content and Killer animat-  Baker Communications offers leading edge Management Training solutions
ed graphics, but you will be more that will belp you addpress the goals and achieve the solutions addressed in
effective with your audience if you this article. For more information about how your organization can achieve

also give them at least one piece of  immediate and lasting bebavior change in managing others, go to: bitps.//
paper to take home with them. One  www.bakercommunications.com/management-solutions.htm
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7719 Japine Drive
Liverpool, NY 13090

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

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