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EDITOR’S VIEWPOINT

A Devastating impact 

DAvE NEUhARTh
EdITOr

To undersTand The impacT of 
what happened to 751 Pennysaver 
employees in California, you have to 
put yourself in their position. Many of 
them had devoted much of their lives 
to the Pennysaver. (see related article 
on page 11.)

You have been employed with a 
publication for five, 10, 20, even 30 
years. You have made your best effort 
to assure the success of the business 
and been involved in its unprecedented 
growth over a number of years.

In the long run you were involved 
in a weekly mailed publication that 
became the largest in the world, mail-
ing over 9.1 million publications each 
week.

the staff was aware that over the 
past years, competition with websites, 
Craigslist and other digital entities 
made their product tougher to sell. But 
most employees gave it their best ef-
fort and sales at the Pennysaver were 
reported at over $100 million, down 
from when open gate Capital pur-
chased the company 18 months ago.

Some thoughts on the laid-off em-
ployees:

the paychecks they just received 
bounced. the lender pulled the money 
out of the operating fund.

there was no severance pay offered.

vacation pay earned – looks like it 
went down the drain.

If you were an employee on the 
road, it looks like the expenses you 
incurred also went down the drain.

there’s no word on health insurance 
or if Cobra is available.

there is no access to the 401k and 
retirement funds. Are these funds safe? 
If employees can access these funds 
but they are under age 591/2, a huge 

penalty is involved in withdrawing the 
funds.

In some cases, employees may 
have funds available to live day-to-
day. Others who don’t are in a difficult 
situation. Without a payroll check it is 
impossible to borrow on your home, 
buy a car or get a loan.

As one of the employees noted, 
“they are just chopping us into pieces 
and they don’t care. I feel like we’re a 
little cockroach – just go home, pack 
your stuff and go, fast.”

We wish them the best!
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Appeals Court exigency decision
by Donna hanbery, Executive Director, Saturation Mailers Coalition

on friday, June 5, 2015, The uniTed 
states Court of Appeals for the district of Columbia 
circuit issued its long-awaited decision on the ap-
peals taken by the united states Postal service and 
mailers relating to the Postal service’s exigency rate 
decision of the Postal regulatory Commission (PrC) 
issued on december 24, 2013. the PrC had denied 
the Postal service’s effort to seek a “permanent” 
increase of 4.3% in postal rates above the annual 
CPI rate adjustment the Postal service is permitted 
to make under current law.

the long-awaited decision 
answered some questions, 
but raised others. the Postal 
service had sought to over-
turn the PrC’s decision in total 
and wanted to make the 4.3% 
increase in rates “permanent,” 
baking in the exigency in-
crease to the rates that mailers 
would pay “forever” going for-
ward. the PrC found that the 
amount of revenue the Postal 
service lost “due to” the great 
recession was $3.2 billion and 
imposed a limit of time that 
the Postal service could col-
lect the 4.3% surcharge. In 
a companion appeal, a group 
of mailers and mailing asso-
ciations, had argued that the 
entire exigency increase should 
be denied in total.

the Court of Appeals clearly decided that the 
Postal service cannot charge a permanent, 4.3% 
exigency increase. But it suggests the PrC might 
have been “too stingy” in computing the amount of 
revenues the Postal service lost “due to” the great 
recession. It remanded the case back to the PrC 
for further proceedings.

the Court of Appeals rejected one of the two 
arguments made by the Postal service. the Postal 
service had challenged one of the standards adopt-
ed by the Commission to limit the duration of the 

exigency surcharge to what the commission called 
the “New Normal” standard. the Postal service 
argued that the great recession caused the Postal 
service to permanently lose revenue and that these 
revenues would not return. It argued that this was 
justification for the Postal Service to forever add the 
4.3% to its rates. 

the PrC found that there were many other things 
like changing mailing habits and new technologies 
that were impacting mail volumes, that had nothing 

to do with the great reces-
sion. under the 2006 law 
establishing the rate cap, and 
prior PrC interpretations, 
the Postal service could only 
recover an exigency increase 
for losses that were “due to” 
the extraordinary and excep-
tional circumstances of the 
great recession. Many of the 
other changes going on in the 
economy, and mailing habits, 
were the “New Normal” that 
the Postal service needed to 
adjust to under the law. 

Further, the Court noted 
that one of the purposes of 
the 2006 law was to require 
the Postal service to restrict 
rate increases and increase 
efficiency. if changing mailing 
habits and economic circum-
stances require the Postal 

service to make adjustments and respond, then the 
service needs to look to its own business changes, 
or changes in its operations and network, and not 
just pass added costs to mailers. 

the Court stated, “the Commission sensibly 
concluded that the statutory exception allowing 
higher rates when needed to respond to extraordi-
nary financial circumstances should only continue 
as long as those circumstances, and fact, remain 
extra-ordinary…. in other words, the commission 

Continued on page 8

Bottom line, the Court 
ruling prevents the Postal 

service from imposing 
the 4.3% exigency 

surcharge “forever.” 
But the remand likely 

means that the exigent 
surcharge will remain in 

effect through the 
summer and, potentially, 

into the heavier fall 
mailing season.
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permissibly reasoned that just because some of the 
effects of exigent circumstances may continue for the 
foreseeable future, that does not mean that those 
circumstances remain ‘extraordinary’ or ‘exceptional’ 
for just as long.” 

the Postal service did prevail on the second argu-
ment it made. A second rule applied by the PrC 
in determining the amount of revenue lost by the 
Postal service was referred to as the “Count once” 
rule. the Commission refused to recognize the cost 
or losses to the Postal service of lost mail volume 
beyond the year in which the loss first occurred. the 
Court of Appeals gives this example, “A worker laid 
off during the recession might cancel her cable sub-
scription, and no longer pay her monthly bill by mail. 
the Commission would count that change as a loss 
of no more than 12 pieces of mail; the Postal ser-
vice would count it as lost volume for as long as the 
recession stands between the worker and her cable 
subscription. if it takes her four years to find a new 
job and re-subscribe, the Postal Service would count 
48 lost pieces of mail.”

the Court of Appeals stopped short of agreeing 
completely with the Postal service’s rationale, that 
the entire four years of losses needed to be counted. 
But, the Court pointed to the “New Normal” rule it 
approved in its opinion as requiring a more fact spe-
cific analysis of how long the impact of the recession, 
and resulting mail losses, needed to be counted, 
rather than an automatic 12 month period. 

the Court of Appeals found that the Commis-
sion was “arbitrary and capricious” in only letting 
the Postal service recoup losses shown to be “due 
to” the recession for a 12-month period. the court 
stopped short, however, of doing anything to vacate 
the current PrC order limiting the Postal service’s re-

covery of revenues to $3.2 billion and did not act to 
extend the duration of the exigent surcharge. these 
are issues that the Court of Appeals remanded to the 
Commission to decide. 

so what does this mean for mailers? under the 
PrC order, the Postal service has been on track to 
recoup $3.2 billion in exigency revenue as early as 
August, 2015. In light of the Court of Appeals re-
mand, the PrC could act to keep the surcharge in 
effect for a longer period of time. the PrC could also 
find that the Postal Service failed to carry its bur-
den of proof, as the party seeking the higher rates, 
to show evidence that would prove the additional 
losses. On this basis, the Prc could affirm its original 
order, the PrC could also ask for comments and ad-
ditional evidence from the parties. As of the writing 
of this column, the PrC has not issued any orders or 
actions on the Court of Appeals decision.

Clearly, the Postal service is seeing the decision and 
remand as an opportunity for the service to extend 
the period of time where it can collect the exigent sur-
charge of 4.3%. In an Industry Alert issued after the 
Court decision, the service stated, “the u.s. Postal 
Service is gratified that the U.S. court of Appeals for 
the district of Columbia Circuit reversed a key as-
pect of how the Postal regulatory Commission (PrC) 
measured volume losses caused by the great reces-
sion. the continuation of the exigent pricing surcharge 
is critical to the Postal Service’s financial health…We 
look forward to exploring other issues with the PrC on 
remand in accordance with today’s court order.” 

Bottom line, the Court ruling prevents the Postal 
service from imposing the 4.3% exigency surcharge 
“forever.” But the remand likely means that the 
exigent surcharge will remain in effect through the 
summer and, potentially, into the heavier fall mailing 
season.

Continued from page 7
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Christmas in july?  USPS Mobile
 Promo Offers 6 Months of Savings

by Donna hanbery, Executive Director, Saturation Mailers Coalition

for The pasT several years, The posTal 
service has offered a “holiday” mail promotion that 
rewarded participating mailers with an up-front, 2% 
discount on eligible mail pieces sent during the last 
few months of each year.

the 2015 Mail drives Mobile engagement Promo-
tion offers a much longer program, with potential 
savings of 2% per mail piece for the last six months 
of the year.

sMC, and many of our 
members, had praised the 
Postal service for offering 
promotions and incentives, 
but pointed out that the short 
time frames made it difficult 
to educate customers on the 
opportunities and for mailers 
to reap the rewards of a two-
month promotion window. the 
promotions offered in 2015, 
which include promotions that 
are offered to First Class Mail 
and two promotions for stan-
dard Mail, all have a longer 
program window.

the six-month program 
window is the good news. 
Program requirements are 
considerably more complex 
and challenging than prior 
holiday mobile programs.

Mailers wanting full details on program require-
ments should go to the Postal service rIBs website 
and click through the 2015 incentive programs and 
the specific program requirements for the 2015 Mail 
drives Mobile engagement Promotion. there are nine 
pages of program requirements including links to 
technical specifications for claiming the discount, a 
link for questions to the program office, and a user 
guide for enrollment and program registration. this 
column presents an overview of the program descrip-
tion, and program parameters and requirements.

the Postal service describes the program as pro-
viding business mailers, including standard Mailer 

letter and flats and Nonprofit Standard Mail, with an 
up-front 2% discount on mail pieces that include a 
mobile barcode or print/mobile technology that can 
be read or scanned by a mobile device and which 
leads the recipient to a mobile-optimized shopping 
website with the ability to complete a financial trans-
action. the recipient must be able to purchase an 
advertised product from the website. the mail piece 

must contain text near the 
barcode or image the provides 
guidance to the consumer to 
scan the barcode or image 
and conveys information about 
the landing page. Although 
the overview states that the 
mobile site must allow the 
purchase of a “product,” the 
full guide states, “in some 
instances the sale of services 
and charitable donations may 
qualify for the promotion 
discount provided a financial 
transaction can occur at some 
point during the scanning of 
the mail piece or a purchase is 
able to be completed.”

to participate, mailers must 
pre-register. registration has 
already begun and will con-
tinue until the program ends 
on december 31, 2015. the 
program awards mailers with 

an up-front 2% discount on the eligible postage. the 
discount must be claimed at the time of mailing.

there are detailed requirements on the piece, and 
corresponding website, to be eligible. the piece must 
contain a mobile barcode or other equivalent print/
mobile technology that when scanned by a mobile 
device takes the consumer or reader to a mobile 
optimized website. If a mailer, or printer or produc-
tion designer, is unsure if the design or technology 
meets promotion qualifications, the program office at 
Mailingpromotions@usps.gov can review the piece.

Qualifying for the 
2015 mobile 

program is not a 
“piece of cake.” But 
with the opportunity 

for six months’ of 
savings of 2% on 

every piece you mail, 
the rewards can 

certainly be sweet.

Continued on page 10
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ogy, the mail piece must contain prominent text near 
the barcode or image that tells the consumer to scan 
the barcode or image and provides information about 
the landing page. examples provided:

• Scan here to shop on mobile website

• Scan here to see our products

• Scan here to purchase

the destination webpage must be deeply integrat-
ed with a check-out function. it must be possible for 
a new consumer or “guest” to complete a purchase 
using the mobile device.

the promotion requires the purchase of a “prod-
uct” and defines a product as a “tangible and physi-
cal item that needs to be distributed or manufac-
tured and can be shipped via a mailing or shipping 
product offered by the Postal service. Although de-
livery by the Postal service is not required, deliveries 
that could only be fulfilled, for example, by private 
carrier like a pizza delivery will not qualify.”

In some fairly limited circumstances it appears 
that a sale of services or charitable donation could 
qualify. It appears, for example, that a charitable 
contribution might qualify if the donation was com-
pletely transacted with an online payment and the 
participating charity mailed the donor a hardcopy 
certificate, or thank you note, using the US Postal 
service.

In additional to the detailed requirements about 
the barcode, the site, and transaction requirements, 
the program has these additional requirements:

• Mailing submission requirements:

 ~ Mailings must be submitted electronically 
via mail.dat, mail.xml, or Postal Wizard. Mailings 
submitted via Postal Wizard cannot exceed 999 
pieces.

 ~ Mailings that are not prepared and entered 
by the mail owner must provide additional informa-
tion. Participating mailers are required to affirmative-
ly claim the promotion in the incentive claims section 
on electronic postage statement submissions. the 
claimant must certify that each mail piece meets all 
eligibility requirements. 

• there are restrictions on where the barcode 
can be placed.  It cannot be placed on a detached 
address label (dAL). It cannot be place in areas that 
are near the address or any required barcode area.

• At the time of mailing, the mailer must provide 
a hardcopy, unaddressed sample of the mail piece 
showing the placement of the mobile barcode, image 
or tag, and directional copy to the acceptance port.

• Participating mailers must agree to participate 
in a survey and retain an electronic or hardcopy 
sample of the mail piece until February 29, 2016. If 
requested by the Postal service, the mailer must be 
prepared to forward the sample to the program office 
for promotions.

qualifying for the 2015 mobile program is not 
a “piece of cake.” But with the opportunity for six 
months’ of savings of 2% on every piece you mail, 
the rewards can certainly be sweet.

For further information on the Saturation Mailers Coalition, 
contact SMC Executive Director Donna Hanbery at 612-
340-9350 (voice), 612-340-9446 (fax) or e-mail:  Han-
bery@hnclaw.com.

Continued from page 9
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FEATURE STOrY

Pennysaver Closes Without Notice!

the state will 
investigate the 

closing and 
whether open 
gate broke any 

laws by not 
giving notice.

employees of The pennysaver in california 
were told on Friday, May 22, that the parent company 
of the world’s largest distributed weekly publication was 
closing its doors. 

there were approximately 751 Pennysaver employees 
who showed up for work and found they no longer had 
employment. employees were told that after 53 years 
of publishing the parent company, open gate Capitol, 
was shutting down the Pennysaver. open gate Capitol 
purchased the Pennysaver about 18 months ago from 
Harte-Hanks for a reported $22.5 million. revenue at 
that time was listed at about $200 million. A sign at the 
headquarters in Brea read, “sorry, we are no longer in 
business.” the world’s largest weekly 
mailed magazine listed a print circulation 
at one time of 9.1 million and ended after 
some zones closures at 6.5 million.

on the following sunday open gate 
Capitol, who hired realization services 
Inc.’s Barry Kasoff back in december 
2014, sent out an announcement from 
rsI’s ron Myers, acting Pennysaver Ceo, 
that read, “We empathize with our em-
ployees during this difficult time. When 
our lender unexpectedly pulled the fund-
ing, we had no choice but to immediately 
cease operations.” Myers promised that 
company executives were working to find 
a potential buyer and with their lender to 
re-secure their line of credit.

In a message to the Association of Free Community 
Papers (AFCP) board of directors, elaine Buckley, a 
previous PennySaver vice president of sales and 35-year 
veteran of the company, and former AFCP board mem-
ber, said, “the parent company didn’t pay us any sever-
ance, our last paycheck was not funded, and we didn’t 
receive our vacation or any expenses we incurred. Barry 
from rsI brought the employees into the Brea Produc-
tion Facility on tuesday, May 26th to give them their final 
checks and benefit information. However, before they 
were distributed, he announced the bank just notified 
him they wouldn’t be funded.” Buckley said she spoke 
to Barry on speaker phone while hundreds of employ-
ees were waiting for answers from him. “People were 
waiting in line for checks that were not good, and Barry 
told them to deposit the check anyway. there was utter 
chaos and confusion, and that afternoon it was even on 

the evening news from ABC, NBC and CBs.”

Buckley said, “People are stunned and shocked, some 
have looked to me for guidance, and reassurance, any-
thing, and I had none to give. this company brought in 
the rsI Liquidators and in the end they were brutal. I 
am not sad for me, I have prospered and done well. I 
am heartbroken for the hundreds of people that lost their 
source of income, and now they have no health care 
options, because the company immediately filed Bank-
ruptcy Chapter 7.” 

For her volunteer activities as a trainer for many free 
paper associations and the Leadership Institute, earlier 
this year Buckley was named the recipient of the an-

nual AFCP Craig McMullin distinguished 
service Award.

since the closing, Buckley has been 
working with potential employers for 
Pennysaver personnel. Immediately 
after the closure, former Pennysaver 
employee Andy Poston established a 
Facebook page, Former Pennysaver CA 
employees. this page is used to keep 
the laid-off employees up to date on 
what is happening, and for leads on 
potential employment. one of the Pen-
nysaver’s major advertisers, Archie Hall 
with Ashley Furniture, notified the Pen-
nysaver employees they would accept 
applications from san diego to sacra-
mento with positions that include ware-

house workers, customer service, and sales people. 

the Pennysaver was founded in 1962 by demarco and 
vanAuslin in a Huntington Beach, Calif., garage  when 
they formed the vande Publishing company. In 1972 
they sold the PennySaver to Harte-Hanks, a targeted di-
rect marketing giant. In 1981 the headquarters for Pen-
nysaver was moved to nearby Brea. some of the leaders 
who were members of AFCP and also responsible for the 
growth of the company were Harry Buckel, Pete gorman, 
Loren dalton and Carlos guzman.

the state will investigate the closing and whether 
open gate broke any laws by not giving notice and 
thereby violating the “Warn Act” in California. unless 
there are special circumstances, employees of larger 
companies of 100 or more persons have the right to re-
ceive 60 days’ notice. there is now a class action lawsuit 
filed by the employees.



July 2015

INK
12

FEATURE STOrY

Fisher House:  hope for heroes
since iTs incepTion, paperchain has asked 
publishers of the free paper associations to support vari-
ous charities with space-available house ads.

several years ago the PaperChain committee of this 
event again examined charitable groups to be consid-
ered. the committee targeted worthwhile organizations 
who benefited people regardless of the state or city they 
lived in to meet our broad geographic area. 

the committee wanted a program that deserved the 
support of our loyal readers and publishers based solely 
on the charitable merits of the organization. Last but not 
least, it needed to be a cause that touches all of our lives 
and communities, regardless of demographics or econom-
ics. It was an easy decision to make when we fully under-
stood what Fisher House does and who they are helping.

Here are the important facts about Fisher House:

2014 Highlights: 

• Families served: Over 25,000

• Average length of stay: 10 days

• Average (for combat casualties): 45-60 days

• Daily lodging capacity: 848 families

• Saved families over $47 million in lodging costs, plus 
food and transportation use

Facts since Inception (1990):

• Families served: Over 250,000 

• Number of lodging days offered: 5.8 million 

• Saved families more than $282 million in lodging and 
transportation costs

Ratings:

• Four stars (out of four) from charity Navigator

• A+ from American institute of Philanthropy

the following is the story of a family who benefit-
ted from the generosity of Fisher House supporters and 
points directly to why we need to support this tremen-
dous program. It’s important to show these military and 
veterans’ families that we appreciate their sacrifices and 
will support them in their time of need. Please take a 
minute to read the short summary of the Mitchell fam-
ily’s journey and think about how important your role in 
this program can be.

Army Colonel Ben Mitchell and his wife, griselle, enjoy a walk with their children.
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army colonel Ben miTchell 
was nearly fatally injured from an 
M16 bullet in March 2012, during 
a training exercise while preparing 
to deploy overseas. despite imme-
diate life-saving procedures, col. 
Mitchell lost his right lower leg.

After hearing the news all mili-
tary spouses fear, Ben’s wife, gri-
selle, knew she needed to get to 
her husband’s bedside as soon as 
possible. She left their four-year-
old twins for the very first time 
with an aching heart, not knowing 
how long she would be gone. 

After spending two uncertain 
weeks in the ICu with griselle at 
his side around the clock, Ben was 
transferred to Brooke Army Medi-
cal Center in san Antonio, texas. 

thanks to Fisher House, griselle 
had a warm, comforting place to 
live during the nine months she 
spent so far from home – and it 
cost her nothing. While Ben under-
went more than a dozen surgeries and extensive rehabil-
itation and physical therapy, griselle was just steps away 
from the hospital where Ben was being treated. Ben was 
able to focus on his recovery knowing his wife was safe 
and taken care of. Later, the twins joined their parents in 
texas to face this medical crisis together.

“When I arrived at the Fisher House, I saw the light 
for the first time,” griselle said. “i knew everything was 
going to be all right. When we were together as family, 
that’s when the real healing began.” 

Ben took his first steps using a prosthetic surrounded 
by his family, barely four months after his injury – a 
fraction of the time predicted by doctors. He credits his 
quick recovery to the proximity of his family.

“thanks to my coach and my wife, griselle, who kept 
reminding me that my twins needed me. When I looked 
out my hospital room window, I could see the Fisher 
House and I knew that’s where my family was. that mo-
tivated me each and every day to get up.” 

After Ben’s recovery, he medically retired from the 
Army in october 2012, after 24 years of service. 

the Mitchells now live in texas and Ben spends time 
mentoring wounded warriors and working with the Fisher 
House in Houston. 

the Fisher House motto – “A family’s love is good med-
icine” – continues to be true for so many military families 
during a medical crisis. While the road to recovery is 
different for every family, one thing remains the same – 
Fisher House is there to provide comfort and compassion.

Let’s take this opportunity to help those who have sac-
rificed for our safety and security! Download your Fisher 
House ads from PaperChain.org todAY! 

For more information on Fisher House Foundation, or 
how you can help support military families, visit http://
www.fisherhouse.org.
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by Loren Colburn, AFCP Executive Director

There has never Been a Better 
 Time to Sell nAni Ads
iT is imporTanT To make you 
aware of the changes that are taking 
place with the NANI Ad Network. 
over the years we have had many 
programs to encourage sales includ-
ing multiple week discounts, free 
ads after a certain amount of weeks, 
new customer discounts, and more. 
quite often it was confusing.

the pricing structure has changed 
for both the NANi classified Network 
and the NANI 2x2 Network. the 
changes put in place by the NANI 
board are intended to simplify the 
NANI pricing structure and realign 
the price point to better fit the 
trends of the current market. 

We have done away with the 
confusing quarterly special pricing 
programs in favor of one simplified 
rate! If you are a NANI publishing 
member, you will receive an ad-
ditional discount off the rate as a 
member benefit. if you can use one 
more profitable sales product, selling 
NANi is a member benefit that can 
help you earn additional revenue.

there is also a new seller incen-
tive program that is based on the 
total number of ads you run in a 
quarter. 

We have created a new media kit 
for sellers and added some help-
ful tools that will make selling NANI 

easier than ever! there is a new 
brochure for advertisers and a new 
insertion order form as well. 

i am confident that the changes 
we are making will strengthen the 
NANI network tremendously and 
make selling NANI easier for you. 
the new price point will be attractive 
to a larger variety of advertisers, 
making selling NANi ads a profitable 
revenue source for you and your 
sales people.

these changes to the NANI 
Network and an increased need for 
national advertising options means 
one thing. “there has never been a 
better time to sell NANI ads!”
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like many of you, 
I was shocked last 
month when I heard 
that Pennysaver closed 
its doors so abruptly. 
Being a publisher of a 

small publication in Iowa, I can certainly imagine 
how the troubles we have on a small scale must be 
magnified mightily when you have an enterprise 
with a circulation of nine million weekly.  I don’t 
quite understand the economics of it all, that’s for 
sure. I would have assumed some of the zones 
were performing well and that they would have 
targeted those, or perhaps sold some of them off to 
publishers that could deliver local better.

My heart goes out to the employees, many who 
have worked for the publication for decades. they 
put their all into it and certainly were not rewarded. 
I also feel bad for all the local businesses that re-
lied on the Pennysaver to deliver their advertising 
message each week. Perhaps there are some local 
publishers in the area who will pick up the coverage 
area with their publications or perhaps start new 
ones. I would love to hear of any publishers who 
are doing that.

elaine Buckley has 
been a trooper through 
this process, helping her 
former colleagues and 
continually posting posi-
tive encouragement to 
help them get through 
the tough times. I hope in 
the end the staff will be 
in a better place and that 
they know they are in our 
thoughts. It certainly is 
hard to hear of publica-
tions failing, especially 
when they had done so 
well over the years.

enough sad talk. time 
to think about south-

ern California in a positive way – like the upcom-
ing AFCP conference in san diego in the spring of 
2016! the conference chair this year is John draper, 
the trade show chair is Will thomas and the ad con-
test chair is trevor Slette. Another All-Star Line-up. 
Add in the experienced AFCP staff and conference 
team and the beautiful weather, and I know it will 
be another remarkable conference. the team has 
been busy meeting, reviewing attendee surveys and 
exploring options for great learning opportunities 
and fun too!

All committees have been busy and I appreciate 
the board and committee members’ hard work as 
we move the association forward. I was excited this 
month to host our first peer group conference calls. 
You will be hearing more about them in the future 
and I encourage everyone to join in a peer group. 
Networking is the number one member benefit as 
rated by our members, and peer groups will help 
make that benefit easier to take advantage of.

In closing, I want to thank all of you who have 
supported the Bill Welsh Memorial rising stars 
scholarship Fund through donating to the auction, 
buying auction items, donating NANI rebate checks 

or making an outright 
donation. Bill would have 
that big “Bill Welsh grin” 
on his face, he might get 
a bit sappy over it, then 
most likely he would lick 
his finger and stick it in 
my ear!!

Hope your summer is 
off to a great start!
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California: 
 Bad news, good news
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DUBUQUE ADVERTISER
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july is Free Community Paper month!

The best things in life are free

CIRCULATION VERIFICATION COUNCIL DATA MEASURING PAPERS AUDITED IN BOTH 1999 AND 2013. WWW.CVCAUDIT.COM

Free community 
papers like the one 

you’re reading today 
are thriving. In fact, free 

community publications have 
been able to maintain nearly 99% 

of their readership since the turn of 
the millenium. We love the 

neighborhoods we serve and we 
couldn’t do it without your support.

Thank you!

Visit paperchain.com to learn more

[MEMBER PUBLICATION LOGO & CONTACT INFO]

The best things 
in life are free

CIRCULATION VERIFICATION COUNCIL DATA MEASURING PAPERS AUDITED IN BOTH 1999 AND 2013. WWW.CVCAUDIT.COM

Free community papers like 
the one you’re reading today 
are thriving. In fact, free 
community publications have 
been able to maintain nearly 
99% of their readership since 
the turn of the millenium. We 
love the neighborhoods we 
serve and we couldn’t do it 
without your support.

Thank you!

Visit paperchain.com to learn more

[MEMBER PUBLICATION LOGO & CONTACT INFO]

all Too ofTen These days we hear “prinT is dead.” 
In reality, however, print is far from perishing. Nowhere 
is this more evident than in the free community paper 
industry.

In our busy everyday world, we sometimes forget to 
boast about how important and relevant our community 
papers are. they are significant not only in aiding adver-
tisers to share their message with potential customers 
but also in delivering local community news of interest to 
readers in homes across the country.

PaperChain is the common link between all free com-
munity papers across the country. For that reason, we 

feel it is the responsibility of PaperChain to be the leader 
in expanding awareness of the free community paper 
industry, and letting people know print is not dead but 
very much alive and well.

this July we again celebrate Free Community Paper 
Month. during this time, we ask that all the state, re-
gional and local free community paper organizations get 
together and celebrate. to do this, PaperChain is provid-
ing materials to help you promote this event.

1. shown in each ad is the PaperChain logo. Please 
use this logo often on your masthead, folios, promotional 
ads, articles and as fillers throughout your paper during 
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The best 
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are free

Free community papers
like the one you’re reading

today are thriving. In fact,
free community publications
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since the turn of the millenium.
We love the neighborhoods we 

serve and we couldn’t do it
without your support.

Thank you!

CIRCULATION VERIFICATION COUNCIL DATA MEASURING PAPERS AUDITED IN BOTH 1999 AND 2013. WWW.CVCAUDIT.COM

[MEMBER PUBLICATION LOGO & CONTACT INFO]

Visit paperchain.com to learn more

Free community papers like the one 
you’re reading today are thriving. In 

fact, free community publications 
have been able to maintain nearly 
99% of their readership since the 

turn of the millenium. We love the 
neighborhoods we serve and we 

couldn’t do it without your support.

Thank you!

The best things 
in life are free

CIRCULATION VERIFICATION COUNCIL DATA MEASURING PAPERS AUDITED IN BOTH 1999 AND 2013. WWW.CVCAUDIT.COM

Visit paperchain.com to learn more

[MEMBER PUBLICATION LOGO & CONTACT INFO]

the month of July. For original artwork and PdFs visit: 
http://paperchain.org/freepapermonth.html

2. Publishers are asked to not alter the logo, but to 
use it often. We encourage you to localize the ad and 
draw your reader’s attention to the important role your 
paper and staff play in this industry and how this indus-
try stimulates the local and national economy.

3. Also shown are some of the ads that available on 
the website for download.

4. We also encourage you to brainstorm with your staff 
and find ways to use the month of July to highlight your 
organization’s accomplishments and the many ways your 

publications help drive and support the local economy.

5. the 2015 celebration is a national event but you 
can provide the local flavor. Ask your town fathers, city 
council and county government to consider taking action 
on a local proclamation formally recognizing Free Com-
munity Paper Month. suggested proclamations can also 
be found at http://paperchain.org/freepapermonth.html.

Your paper has made a great investment in your com-
munity and this industry. only you and your staff can 
help us bring that story to your readers in this consolidat-
ed industry-wide effort. Please consider active participa-
tion in the July 2015 Free Community Paper Month.

http://paperchain.org/freepapermonth.html
http://paperchain.org/freepapermonth.html
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ThE LEADERShIP INSTITUTE
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the leadership institute 
is a structured sales 

and sales management 
training program 
sponsored by the 

Association of Free
Community Papers. 

to date, 1,814 free 
paper professionals have 
attended classes at the 

AFCP,  state and regional 
conferences, earning over 

10,935 class credits in 
66 different course 

curriculums.  A total of 81 
people have completed all 
the requirements and been 

certified as Associate 
Advertising executives 

(AAe) by the AFCP Board!

by Jim Busch

The leAdersHiP Institute

“Salesmanship is the art of influencing any kind of hu-
man behavior by putting the proposition in terms ap-
pealing to the other fellow.”

– James Webb Young

James weBB young is my hero. as a young man 
just starting in advertising, I read everything the local library 
system had on my new career. some of the books I read 
were technical and dry. some were written for the obvious 
purpose of feeding the author’s ego. 

When I came across James Webb Young’s books on ad-
vertising, i knew i had struck gold. His thin, simply-written 
books are well over sixty years old, but their message is just 
as relevant and as valuable as they were back in the “Mad 
Men” era. A self-taught man, Young rose to become one 
of the top people at J. Walter thompson, then the largest 
advertising agency in the world. He was the author of three 
advertising classics, A Technique for Producing Ideas, How 
to Become an Advertising Man (they were all men in his day) 
and Diary of an Advertising Man. 

James Webb Young believed that to be successful in adver-
tising, one had to take the time to educate himself and then 
apply that knowledge to solving the problem at hand. He read 
constantly and prided himself on his knowledge of a wide 
variety of subjects.

When he was trying to sell or help an account, he im-
mersed himself in their business. He studied their products, 
their business model and their competitors. Most of all he 
tried to get inside their customers’ minds. He wanted to know 
what made them choose to do business with his advertiser. 
He used this information to form what he called his “proposi-
tion.”  

His advertiser’s proposition described what the business 
could do for the public. James Webb Young’s proposition 
described what his agency could do for the advertiser. He 
strongly believed that proceeding without a clear understand-
ing of these “propositions” guaranteed failure. Without a thor-
ough understanding of the client and their customers’ needs, 
Young felt it was impossible to put “your proposition in terms 
that would appeal to the other fellow.”

Advertising and technology have changed a lot since Young 
retired in the 1960’s, but people have not. It doesn’t matter if 
we are trying to sell a print program or online advertising; we 
have to present our “proposition” in terms of how it will help 
our customers achieve their goals. 

Young’s books are available on Amazon. I highly recom-
mend them to today’s advertising men and advertising 
women.
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When your audit is complete the most important part of your audit 
process begins! To get the biggest return on your investment, 
make sure you promote your audit. It’s easy, and it’s free. Use this 
checklist to increase revenue today!

All of these audit promotions are included in the cost of your 
audit.

 DISPLAY THE CVC LOGO

 SIGN UP FOR FREE CONFERENCE CALL TRAINING

 LET US SEND A LOCAL AUDIT PROMOTION TO YOUR 
ADVERTISERS

 NATIONAL & REGIONAL AUDIT PROMOTION CD

 FREE ONLINE READERSHIP STUDIES

 CREATE IN-HOUSE AUDIT PROMOTION ADS – See samples 
at www.cvcaudit.com

If your audit is sponsored by IFPA, MFCP, WCP, CPII, MACPA, FCPNY, 
CPNE, CPM, SAPA, CPF, or PNAWAN you can have additional pub-
lications you own audited at association rates. Save thousands of 
dollars and call today for your no-obligation quote.  

AUDIT PROMOTION 
CHECKLIST

(800) 262-6392 • www.cvcaudit.com

Changes are taking place All over
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Martha de la torre

marTha de la Torre has sTepped down as The presidenT of 
the international classified Media Association (icMA).

de la torre will remain on the ICMA board of directors for the next six 
months before stepping down completely.

She is the chief executive officer and cofounder of el clasificado, a Span-
ish language publication distributed weekly throughout southern California. 
An active member of the Association of Free Community Papers (AFCP), 
she founded el clasificado with her husband, Joe Badane, in 1988.

Since its inception, the privately-owned company has made huge gains 
in revenue and in the number of employees it hires. they have produced 
award-winning publications.

ICMA operations Manager shay Klomp Bueters said, “We would like 
to take this opportunity to say a huge ‘thank you’ to Martha. she has 
worked tirelessly as the Chair of ICMA’s board of directors for the past 
two years.”

http://www.cvcaudit.comIf
http://www.cvcaudit.comIf
http://www.cvcaudit.com
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Digital’s Good, 
 Good Digital’s Better

by David Sickels, 2014 Rising Star, Managing Editor for The Post Newspapers

five years ago, The general 
consensus was that newspapers were 
surely about to go extinct and the In-
ternet was to blame.

so, newspaper moguls adopted the 
old “if you can’t beat ‘em, join ‘em” 
mentality. Publications that didn’t have 
a website quickly developed one. some 
even created e-editions of their print 
products, and later on, a few jumped 
on the app train.

For most, taking these steps has 
helped usher in a new era for newspa-
pers. Having a digital product means 
readers can more easily take the paper 
on the go, increase the size of text and 
photos, share stories with friends and 
family and, in some cases, even inter-
act with articles and advertisements 
with the touch of a finger.

Finally, we’ve caught up with the 
times. Now it’s time to get ahead.

the Web’s all well and good, but 
some publications have thrown the 
digital playbook out the window and 
have started experimenting with new 
ways to attract and keep loyal readers.

the Charlotte observer, based out 
of North Carolina, has come up with 
one novel idea in an attempt to reach 
a younger demographic in 2015: the 
Charlotte Five (http://www.charlot-
tefive.com/). every day, the homepage 
resets with five new stories, gener-
ally bite-sized tidbits of a mix of both 
entertainment and news articles. A 
countdown timer at the top-left corner 
of the page lets readers know how long 
it will be until the next five arrive. Also, 
the site is built mobile first, so readers 
are encouraged to share that article on 
“the worse five parking lots in char-

lotte” via social media.

With this, the observer has begun 
to crack what will keep Millennials like 
me coming back: small, entertain-
ing stories which are accessed by an 
interface so easy to use your dog could 
figure it out. Plus – and maybe this is 
even more important – loading times 
are lightning fast.

the paper seems to be enjoying mild 
success with its idea. designing a mo-
bile-first product such as the charlotte 
Five isn’t easy (my publication, the 
Post Newspapers, has been working on 
creating a flawless one for more than 
a year), but it’s important. A recent 
series of studies by Pew research Cen-
ter in association with the John s. and 
James L. Knight Foundation shows that 
68 percent of smartphone users use 
their phone at least occasionally to fol-
low along with breaking news events. 
Sixty-seven percent use a smartphone 
to share content about events happen-
ing in the community.

And more than half our audience, 
64 percent, says they own a smart-
phone of some kind – a figure which 
only hit 35 percent in 2011. With some 
smartphones being manufactured with 
whopping 8-inch screens – and they’re 
only getting bigger year after year – 
adapting at least part of the newspaper 
product as mobile first only seems to 
make more and more sense.

In my experience, given the choice, 
younger readers tend to opt for con-
venience and older readers tend to 
opt for routine. the traditional news-
paper used to be the best of both 
worlds; it’s time our product takes 
back that title.

http://www.charlot-tefive.com/
http://www.charlot-tefive.com/
http://www.charlot-tefive.com/
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by John Foust

TracTion is a key elemenT in any 
business. even the business of football. 

Many fans remember when the green 
Bay Packers hosted the dallas Cowboys 
in the 1967 NFL Championship game. 
the winner would go on to play the AFL’s 
oakland raiders in the second super 
Bowl. this was the famous “ice bowl,” 
in which the temperature was minus 13 
degrees Fahrenheit (minus 25 Celsius) 
at kickoff. Before the season, green Bay 
coach vince Lombardi had purchased an 
underground electric grid system that 
was supposed to keep the field from 
freezing. But on the day of the game, the 
system wasn’t working, and the field was 
frozen solid. It was so cold that Frank 
gifford, who was announcing the game 
in an open booth, said, “I think I’ll take 
another bite of my coffee.” 

Dallas was leading 17-14, when the 
Packers were facing third and goal on the 
cowboys’ 1-yard line with 16 seconds re-
maining. Lombardi called for quarterback 
Bart starr to give the ball to the fullback, 
Chuck Mercein. But starr didn’t want to 
risk a handoff and decided – without tell-
ing anyone in the huddle – to run the ball 
himself. When guard Jerry Kramer got to 
the line of scrimmage, he couldn’t believe 
his good fortune in finding a soft patch of 
turf. It was a foothold. of course, Kramer 
threw the key block, starr scored, and 
the Packers won. 

It all started with Kramer’s foothold, 
which gave him traction against Jethro 
Pugh, the Cowboys’ superb defensive 
tackle. to this day, Cowboy fans specu-
late on what could have happened if 
Pugh had had the soft patch of turf. 

there’s a lot of slippery ground in the 
world of sales. the first step in getting 
traction is to find the soft spot – the big-

gest and the best of which is self-inter-
est. British statesman Benjamin disraeli 
said, “talk to a man about himself and he 
will listen for hours.” there’s great truth 
in these words – as long as we are com-
pletely sincere in our interest. 

Let’s look at some foothold areas for 
sales presentations:

1. Advance research. show that you 
have done your homework on the com-
pany. Learn as much as you can before 
your first meeting. Study the company’s 
website. If it’s a retail business, visit one 
of their stores. 

2. On-the-spot research. in your initial 
appointment, ask a lot of questions. get 
facts and opinions. What is the com-
pany’s marketing history? What kinds of 
ad campaigns have worked in the past? 
What hasn’t worked? What are their mar-
keting goals? 

3. Previous communication. If you’ve 
had conversations or an e-mail dialogue 
with your prospect, that’s a good starting 
point. if you’ve promised to bring specific 
information to the meeting, that’s even 
better.

4. Common interest. As long as you 
keep it brief – and as long as you avoid 
political topics – this can be a good 
rapport-building foothold. Did you grow 
up in the same geographic area? do you 
have similar hobbies? 

or...do you share an interest in foot-
ball? 

(c) Copyright 2015 by John Foust. All rights 
reserved. John Foust has conducted training 
programs for thousands of newspaper adver-
tising professionals. Many ad departments are 
using his training videos to save time and get 
quick results from in-house training. Email for 
information: john@johnfoust.com

mailto:john@johnfoust.com
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Co-op Advertising . . . Go ahead and 
  google it.  i dare you.

by TIM BRENNAN, MultiAd

In a loT of places There seems To Be a 
publisher perception that co-op is non-existent or at 
least less viable in today’s retail environment. Again, I 
say “horse hockey.” go ahead and google it…i’ll wait.

About 98,000,000 results, right? Per one of my 
favorite quotes from Aldous Huxley (who has a lot 
of them), “Facts do not cease to exist because they 
are ignored.” the results will show a 
wide variety of information… defini-
tions from a lot of sources, articles 
from many places, sales resources, 
agency and media assistance, some 
manufacturer plans and materials, 
etc., etc., etc. co-op advertising 
turns out to be a catchall term that 
can mean a lot of things revolving 
around shared marketing, so let’s 
get more particular.

google “co-op advertising guide-
lines”…again, i’ll wait.

About 12,900,000 results, right? 
Well, that narrows it down. And what 
you’ll find here is a little more par-
ticular to manufacturer brand adver-
tising plans for the local dealer base 
and the agencies that help to manage 
them. You should find more than a 
few examples of specific manufactur-
er plan details that will resonate with 
local stores in your neck of the woods. of course, with 
that many results in the search, there’s a lot of crap…
old information, irrelevant detail and the like.

MultiAd recas helps to boil this down into a more 
usable fashion for sales executives through a lot of 
direct contact with manufacturers and their agencies 
about their brand co-op programs. We tailor this with 
as much detail as they’ll provide us to help the local 
media help their sMB channel partners that invari-
ably need more assistance with their advertising than 
the manufacturer can deal with. recas tailors the 
manufacturer co-op plan when possible with sample 
ad material, current consumer promotions, and link-
age to the manufacturer’s store locators so that you 

can literally know the details of the brand advertising 
plan, have sample promotions and materials to show, 
and know who the brand resellers are in your market 
area. You can absolutely develop more co-op leads in 
any market than you will ever be able to follow up on.

the question then becomes, what to do with all 
of that, and there’s really not one simple answer to 

that. each brand has its own com-
plexities and every dealer has its 
own viewpoint on what it’s worth to 
their business. In the media sales 
environment you really should have 
a process that your reps can count 
on when their accounts bring it 
up. You can even link to a solution 
from Advertising for dummies here:  
http://www.dummies.com/how-to/
content/how-to-use-an-advertising-
coop-program.html

there are a lot of players in this 
space and the winners all provide 
turnkey solutions for using the avail-
able co-op resources. From dealer 
proposal to accrual reclamation, 
this is not brain surgery and can be 
accomplished with a small amount 
of effort. the first step is to recog-
nize that you have a problem and 
overcome your denial. there are lots 
of opportunities all around you and 

we’ll discuss them more in this space over the coming 
months…or feel free to reach out to me anytime.

if you need a co-op target for this month, go and 
talk to any of the Heating-Air conditioning companies 
in your market…all of the brands they sell (carrier, 
trane, Lennox, etc.) have lucrative co-op offerings…
and if they’re not busy, they should be.

This information is provided by agreement with AFCP and 
MultiAd Recas to help take the mystery out of co-op adver-
tising. For more information or your Recas.com Co-op user-
name and password (a benefit of AFCP membership) along 
with the AFCP Co-op Lead email, contact the AFCP office at 
877-203-2327.

you should find 
more than a few 

examples 
of specific 

manufacturer 
plan details that 

will resonate 
with local stores 
in your neck of 

the woods.

http://www.dummies.com/how-to/content/how-to-use-an-advertising-coop-program.html
http://www.dummies.com/how-to/content/how-to-use-an-advertising-coop-program.html
http://www.dummies.com/how-to/content/how-to-use-an-advertising-coop-program.html
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Are you having a great year?
by Kevin Slimp

“iT’s a quarTer To Three,” sang frank 
sinatra, “no one in the place ‘cept you and me.” 

I’m not sure why that song comes to mind. It might 
have something to do with the fact that it’s a quarter 
till three and I’m experiencing my normal saturday/
sunday routine of sitting in an airport, this time in 
Sioux Falls, waiting to board my first flight of the day.

My week has been pretty much the same as every 
week since January. sunday through Wednesday, I was 
home in Knoxville, tennessee. on Wednesday, I caught 
a flight to Sioux Falls, South Dakota, which would be 
my base for the next three days. the towns change, 
but the schedule remains pretty much the same.

I’ve spoken at a dozen or so 
conventions so far this year and 
visited more than 100 newspa-
pers. Yes, I know. that’s a lot of 
newspapers.

on thursday, in Iowa, I spent 
the day with a small paper near 
the south dakota border. the staff 
was obviously excited about spend-
ing the day together. the pub-
lisher showed me the wall of fame, 
covered with pictures of celebrities 
reading their paper. Included were 
pics of Barack obama, Chuck Nor-
ris and regis Philbin, among doz-
ens of others, reading their copies 
of the Akron Hometowner.

the next day, I headed two 
hours north, where I worked with 
the staff of several free and paid 
papers in southwest Minnesota. 
What a great day. A young, ex-
cited staff didn’t want to leave as 
each session ended. 

At lunch, the publisher, who I 
had met at several MFCP (Mid-
west Free Community Papers) conventions over the 
years, walked me to a historic restaurant two blocks 
away, where we had a conversation I have with a lot 
of publishers. I asked how his papers were doing.

“We’re doing really well,” he told me. “that seems 
to be the case here in Minnesota. It’s a really good 
year for community newspapers.”

replace Minnesota with another state or province 
and I’ve heard these same words from publishers 

from California to New York this year.

With so many newspapers reporting a really good 
year, why are there still newspapers who aren’t? 
I thought about this as I drove to the airport this 
morning (the roads are pretty clear at 2 a.m. in 
sioux Falls, making it safe to think while driving) and 
came up with what I’m calling: 

my Top four reasons some newspapers 
aren’T having a greaT year

reason 4: economic stresses in communities. 
some of you follow my travel blog, kenandkevinroad-
trip.com, and know that in my spare time, I’ve taken 

backroads all over North America 
to meet the folks who live in “out 
of the way places.” on a recent 
trip through the desert south-
west, I was surprised at how 
abandoned many small towns 
seemed. In more than one town 
I visited, the newspaper was 
the only business open on Main 
street. Let’s face it, it’s hard to 
keep newspapers flourishing in 
places where there are no busi-
nesses to support the products.

reason 3: Family businesses 
just aren’t what they used to 
be. Newspapers have tradition-
ally been family businesses. I 
work with several newspapers 
who have been family business 
for three or four generations. 
Like any business, newspapers 
suffer when there’s no genera-
tion to continue the tradition. 
It’s hard to imagine that little 
Johnny wants to be a rocket sci-
entist instead of a reporter, but 

it happens. sure the papers can be sold, but papers 
tend to lose the advantages of community journalism 
when they become part of a larger group and lose 
that local connection.

reason 2: Short-term profit over long-term suste-
nance. sure, cutting staff, pages and quality can be 
a boon for next month’s bottom line. But what about 
next year? if your answer is, “We’ll find something 
else to cut next year,” you’re likely to find out too 
late that you’ve cut yourself out of business. that’s 

every guest in the hotel lobby was reading a 
newspaper when I walked down for breakfast 
in sioux Falls. some were reading community 
papers, others usA today or the local metro.
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Kevin Slimp is director of the Institute of Newspaper Technol-
ogy, a training program for newspaper designers, publishers and 
technical staff. For more information concerning the Institute, 
please visit www.newspaperinstitute.com. To read past columns, 
visit www.kevinslimp.com.

toolbox
d i g i t a l

- A Valuable Resource for AFCP Members -

The AFCP Digital Toolbox helps members �nd 
the right product and service providers to meet 
the varying needs of their publications. This 
handy resource tool lets you locate an appropri-
ate provider and see a brief description of their 
products and services. If the company looks like 
they will be able to meet your needs, you have 
the ability to click right to their website for 
additional information and direct contact.
   

We encourage you to investigate and take full 
advantage of these partners in our industry, as 
their business is targeted at helping you 
improve your bottom line.

Technology at your fingertips...
Money in your pocket!

Check it out under the Member Benefits tab at...

www.         .org

Chuck Norris reads a copy of the 
Akron (IA) Hometowner.

one reason I enjoy work-
ing with el clasificado, in 
Los Angelos. they invite 
me to California every 
couple of years to train 
their staff. I love their 
business attitude which 
puts a premium on plan-
ning for future growth.

reason 1: Large corpo-
rations that just don’t get 
it. In the past 24 hours 
I’ve had interesting con-
versations with two for-
mer managers of papers 
that were part of a large, 
primarily metro newspa-
per group. Both had left 

on their own accord, after seeing their parent companies 
cut their papers to the point that they were “cookie cut” 
mirrors of their former selves.

the first moved one state over and became editor of 
a great community paper, where she is very happy and 
has no regrets about leaving the corporate world. the 
other was a publisher in the same group, but on the east 
Coast. After watching his newspaper being cut to the 
point where he couldn’t stand it any longer, he began a 
successful competing newspaper in the same city. He is 
currently making plans to deal with the significant growth 
of his product, now five years old. i’ll be driving north to 
meet with the staff of his free paper tomorrow.

It’s not just metro newspapers that make this mistake. 
I see groups of smaller papers making this same mistake 
frequently. At conventions, it’s easy to tell which type 
of paper people work for. Managers at locally focused 
papers, no matter the size, are the ones who obviously 
enjoy their work and find meaning in community journal-
ism. those who work with papers that are managed by 
someone in a place far away, usually look stressed and 
often share their war stories with me privately.

Fortunately, these four reasons don’t apply to most 
newspapers. that’s why it’s such a good year at most 
community papers. If your paper isn’t having a great year, 
perhaps it’s time to come to terms with the real reasons.

http://www.newspaperinstitute.com
http://www.kevinslimp.com
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Lead your sales team with AccountScout, reaching 
dormant advertisers before you skip them!    

Ad Management 
eBilling & Receivables  
CRM & Reminders  
Ad Repository 
eTears 
Many, Many Sales Reports! 

303-791-3301 
sales@fakebrains.com 

www.fakebrains.com

Affordable 
Software, 

Since 1991 

“I have had the pleasure of using AccountScout on a daily basis. 
Customer service of this caliber simply makes my job easier; more 
importantly, it improves the efficiency of our business”  

- Lacey, Rushing Media  

Uncomplicated Pricing...

Lower Price Point...

Improved Marketing Materials...

Proven Advertiser Results...

Association of Free Community Papers
7445 Morgan Road - Suite 203, Liverpool, NY 13090
Call (877) 203-2327 or visit afcp.org

david crawford of 
the standard rate and data 
service (srds) will head a 
digital panel at the Commu-
nity Papers of Florida (CPF) 
annual conference sched-
uled September 18-19, 
2015 at the Caribe royale 

resort in orlando, Florida. 

the conference will 
include the “Awards for ex-
cellence” awards luncheon, 
a Friday evening college 
football sports reception 
and numerous training 
programs.

Associations     in 
theneWs

“Back To Basics” is The 
theme of the Independent Free 
Papers of America (IFPA) and 
texas Community Newspaper 
Association (tCNA) joint con-
ference scheduled september 
24-26, 2015 in San Antonio, 
texas. 

Attendees are promised that 
they will be shown at least 
100 ideas they can take home 
to improve their bottom line, 
increase their efficiency, save 
money, increase sales and 
have other positive effects.

ASSOCIATION
UPDATES
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to submit your “associations in the news” story, please contact dave 
Neuharth by fax (1.352.347.3384) or email:  dJNeuharth@aol.com.

memBers who aTTend The midwesT free 
Community Papers (MFCP) summer summit for 
Publishers and Managers July 15-16, 2015 at 

Okoboji, iowa, will find a couple 
of memorable outings on the 
schedule. 

the opening session includes 
a cruise on the lake on the 
queen II at Arnold’s Park which 
includes food and beverages. An 
afternoon golf outing is planned 
on the second day at Brooks golf 
Course. this will be an 18 hole 
scramble event.

for The upcoming issue 
of Free Paper INK, the magazine 
is looking for “How to” articles 
about Christmas season promo-
tions that publishers can take 
advantage of.

the promotions can relate 
to any aspect of the business – 
readers, advertising sales, em-
ployee incentives or community 

involvement. 

the publications of the ar-
ticles published will received a 
$25 American express gift card.

recently the AFcP office 
emailed an enrollment form and 
information on how to submit 
your article. If you missed it, 
contact the AFcP office.

mailto:sales@fakebrains.com
http://www.fakebrains.com
mailto:DJNeuharth@aol.com
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Rebrand Our  
Platform 

Sign up Local  
Businesses  

Build Sites Fast  Get Paid Every 
Month 

How It Works

Partner with SiteSwan and  
start selling websites today.

Launch Your Own Web Design Business        

Branded Marketing Site
Desktop & Mobile Site Builder
Hosting for every site
Reseller Dashboard

Sales & Marketing Materials
100% White Label
Training & Support
No Contracts - Cancel anytime 

Includes:

Call now for a Free Demo: 1 (888) 958-6838          
Learn more at www.siteswan.com
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15/16ON THE 
hORIZON

cHicAgO, iL : JULY 13-14, 2015
Niche Media Ceo Conference, Chi-
cago, Ill. For information contact Carl 
Landau: carl@nichemediahq.com.

OkOBOJi, iA : JULY 15-16, 2015
Midwest Free Community Papers 
(MFCP). Publishers summit, okoboji, 
Iowa. For information contact dick 
Colvin: dick@mfcp.org.

orLANdo, FL : 
SePteMBer 18-19, 2015
Community Papers of Florida (CPF). 
Annual Conference, Caribe royale 
resort, orlando, Fla. For additional 
information contact dave Neuharth 
at 352-347-4470 or email DJNeu-
harth@aol.com.

sAN ANtoNIo, tX : 
SePteMBer 24-26, 2015
Independent Free Papers of Amer-
ica (IFPA) and texas Community 
Newspaper Association (tCNA). Joint 
Conference, riverwalk Hyatt, san 
Antonio, texas. For additional infor-
mation contact danielle Burnett at 
866-224-8151. email:  daniellebur-
nett-ifpa@live.com, or Douglas Fry, 
email:  douglas@tcnatoday.com.

MeLBourNe, FL : 
SePt. 27-Oct. 1, 2015
North American Mature Publishers As-
sociation, Inc. (NAMPA). National Con-
vention, Holiday Inn and Conference 
Center, Melbourne, Fla.  For informa-
tion contact gary L. Calligas, executive 
director of NAMPA, at (877) 466-2672 
or at gary@maturepublishers.com.

sYrACuse, NY : 
OctOBer 5-6, 2015
Free Community Papers of New York 
(FCPNY). Conference & Leadership 
summit, genesee grande Hotel, 
downtown syracuse, N.Y. For infor-
mation contact dan Holmes:  dhol-
mes@fcpny.com.

West des MoINes, IA : 
oCtoBer 16, 2015
Midwest Free Community Pa-
pers (MFCP). Fall Conference, the 
sheraton Hotel, West des Moines, 
Iowa. For information contact dick 
Colvin: dick@mfcp.org.

sept.

oct.july

To list your conference information in Free Paper INK, send it to:
DJNeuharth@aol.com

To list your conference information on the AFCP website, send it to:
 Loren@afcp.org

http://www.siteswan.com
mailto:carl@nichemediahq.com
mailto:dick@mfcp.org
mailto:DJNeu-harth@aol.com
mailto:DJNeu-harth@aol.com
mailto:daniellebur-nett-ifpa@live.com
mailto:daniellebur-nett-ifpa@live.com
mailto:Douglas@tcnatoday.com
mailto:gary@maturepublishers.com
mailto:dhol-mes@fcpny.com
mailto:dhol-mes@fcpny.com
mailto:dick@mfcp.org
mailto:DJNeuharth@aol.com
mailto:Loren@afcp.org
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AssociationCONTACT 
INFORMATION

afcp
Association of Free Community 
Papers
7445 Morgan road, suite 103
Liverpool, NY  13090
toll Free:  877-203-2327
email:  loren@afcp.org 
Web:  www.afcp.org
Loren Colburn

ifpa
Independent Free Papers of 
America
104 Westland drive
Columbia, tN  38401
Phone:  866-224-8151
Phone:  931-922-4171
email:  douglas@ifpa.com
Web:  www.ifpa.com 
douglas Fry

canada
Blain Fowler
c/o the Camrose Booster
4925 48th street
Camrose, AB, Canada  t4v1L7
Phone:  780-672-3142
Fax:  780-672-2518
email:  cbads@cable-lynx.net 

nampa
North American Mature Publishers 
Association, Inc.
P.o. Box 19510
Shreveport, LA  71149-0510
toll Free:  877-466-2672
Phone:  318-636-5510
Fax:  318-525-0655
email:  nampa.gary@gmail.com 
Web:  www.maturepublishers.com
gary Calligas

cpne
Community Papers of New england
403 u.s. rte. 302 – Berlin
Barre, vt  05641
Phone:  802-479-2582
email:  dphillips@vt-world.com
Web:  www.cpne.biz 
deborah Phillips

macpa 
Mid-Atlantic community Papers 
Association 
P.o. Box 408
Hamburg, PA  19526
toll Free:  800-450-7227
Fax:  610-743-8500
email:  info@macpa.net 
Web:  www.macpa.net 
MACnet (Advertising Networks)
email:  info@macnetonline.com
Web:  www.macnetonline.com
Alyse Mitten

mfcp
Midwest Free Community Papers
P.o. Box 5720
Coralville, IA  52241
400 First Avenue #2
Coralville, IA  52241
toll Free:  800-248-4061
Phone:  319-341-4352
Fax:  319-341-4358
email:  dick@mfcp.org
Web:  www.mfcp.org
dick Colvin

pnawan
Pacific Northwest Association of 
Want Ad Newspapers
c/o exchange Publishing
P.o. Box 427
spokane, WA  99210
toll Free:  800-326-2223
Phone:  509-922-3456
Fax:  509-455-7940
email:  ads@pnawan.org
Web:  www.regionalAds.org
Web:  www.PNAWAN.org
Kylah strohte

sacp
southwestern Association of     
Community Publications 
c/o valley Publications
27259 1/2 Camp Plenty road
santa Clarita, CA  91351
Phone:  661-510-7520
Fax:  661-298-5338
email:  scdarrin@pacbell.net
darrin Watson

sapa
southeastern Advertising         
Publishers Association
P.o. Box 456
Columbia, tN  38402
104 Westland drive 
Columbia, tN  38401
Phone:  931-223-5708
Fax:  888-450-8329
email:  info@sapatoday.com
Web:  www.sapatoday.com
douglas Fry

cpf
Community Papers of Florida
P.o. Box 1149
Summerfield, FL  34492-1149
13405 se Highway 484 
Belleview, FL  34420
Phone:  352-347-4470
Fax:  352-347-3384
Phone/Fax:  850-762-4086   (clas-
sifieds & billing inquiries only)
email:  dJNeuharth@aol.com
Web:  www.communitypapersof-
florida.com
david Neuharth

cpi&i
Community Papers of Indiana and 
Illinois
c/o Family Flyer
P.o. Box 1004
Crown Point, IN  46308
Phone:  219-689-6262
Fax:  219-374-7558
email:  tina@FamilyFlyer.com
tina Jackson

cpm
Community Papers of Michigan
P.o. Box 1338
east Lansing, MI  48826
5000 Northwind drive, suite 240
east Lansing, MI  48823
toll Free:  800-783-0267
Phone:  517-333-3355
cell Phone:  517-242-0203
Fax:  517-333-3322
email:  jackguza@cpapersmi.com 
Jack guza

cpowv
Community Papers of ohio & West 
virginia
3500 sullivant Ave.
Columbus, oH  43204
Phone:  614-272-5422
Fax:  614-272-0684
email:  phildaubel@columbusmes-
senger.com

fcpny
Free Community Papers of New 
York
109 twin oaks drive, suite d
syracuse, NY  13206
toll Free:  877-275-2726
Phone:  315-472-6007
Fax:  877-790-1976
email:  dholmes@fcpny.com
Web:  www.fcpny.org 
Web:  www.classifiedsny.com 
dan Holmes

Tcna
texas Community Newspaper 
Association
104 Westland drive
Columbia, tN 38401
Phone:  931-223-5708
Fax:  888-450-8329
email:  douglas@tcnatoday.com
Web:  http://tcnatoday.com
douglas Fry

wcp 
Wisconsin Community Papers
P.o. Box 1256
Fond du Lac, Wi  54936-1256
101 s. Main street
Fond du Lac, WI  54935
toll Free:  800-727-8745
Phone:  920-924-2651
Fax:  920-922-0861
email:  janderson@wisad.com  
Web:  www.wisad.com
Janelle Anderson (ext. 108)

national

regional

state

mailto:loren@afcp.org
http://www.afcp.org
mailto:douglas@ifpa.com
http://www.ifpa.com
mailto:cbads@cable-lynx.net
mailto:nampa.gary@gmail.com
http://www.maturepublishers.com
mailto:dphillips@vt-world.com
http://www.cpne.biz
mailto:info@macpa.net
http://www.macpa.net
mailto:info@macnetonline.com
http://www.macnetonline.com
mailto:dick@mfcp.org
http://www.mfcp.org
mailto:ads@pnawan.org
http://www.RegionalAds.org
http://www.PNAWAN.org
mailto:scdarrin@pacbell.net
mailto:info@sapatoday.com
http://www.sapatoday.com
mailto:DJNeuharth@aol.com
http://www.communitypapersof-florida.com
http://www.communitypapersof-florida.com
http://www.communitypapersof-florida.com
mailto:Tina@FamilyFlyer.com
mailto:jackguza@cpapersmi.com
mailto:phildaubel@columbusmes-senger.com
mailto:phildaubel@columbusmes-senger.com
mailto:phildaubel@columbusmes-senger.com
mailto:dholmes@fcpny.com
http://www.fcpny.org
http://www.classifiedsny.com
mailto:douglas@tcnatoday.com
http://tcnatoday.com
mailto:janderson@wisad.com
http://www.wisad.com
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INK CLASSIFIEdS 

ADVERTISING SALES 
SYSTEMS from The Ad 
Wizard. Let advertisers 
create and schedule their 
own display ads while you 
reduce sales and produc-
tion costs. Sales systems 
available for Real Estate, 
Automotive and General 
Retail. www.InPrintMedia.
com  877-731-9566.

AFFORDABLE HELP DESK 
Support for publishing and 
printing - Adobe Acrobat, 
PhotoShop, InDesign, 
Illustrator, PageMaker; 
Quark, Microsoft, Mac OS, 
Networking; Mon-Fri 8-5 
CST. Online or call slayton-
solutions.biz 515-360-8100 
Consider the Benefits.

SOFTWARE FOR THE 
NEWSPAPER INDUSTRY 
Accounts receivable, sched-
uling, display and classified 
advertising, commissions, 
circulation, circulars, trucks 
& carrier payroll. Contact 
Fake Brains Software at 
www.fakebrains.com or 
303-791-3301. 

SUNTYPE PUBLISHING 
SYSTEMS Complete Clas-
sified Ad-Entry, Billing & 
Production Program. Other 
products include AR, Ad 
Scheduling, Subscription, 
Circulation Manager & Wire 
Capture. Call 800-458-4605 
or www.classifiedgroup.com.

CREATIVE CIRCLE has the 
industry’s best web-entry 
classifieds, community jour-
nalism and content manage-
ment solutions; our sister 
consulting company special-
izes in redesigns. Most of our 
clients are small and mid-size 
publications but our software 
is also used by media leaders 
such as NBC and the Chicago 
Tribune. www.adqic.com 

AVAILABLE NATION-
WIDE Let us distribute your 
paper in a unique, cost ef-
fective way while bringing in 
additional advertising rev-
enue.  Call 631.235.2643. 
The Email Shopper ask for 
Richard or email admin@
theemailshopper.com

SAVE TIME AND MONEY 
by purchasing your content 
from us. We supply en-
tertaining and educational 
content to free weekly com-
munity papers around the 
country. No contract! Email 
us today: FactsWeekly@
gmail.com or visit www.
FactsWeekly.com

KNOWLES MEDIA 
BROKERAGE SERVICES
Appraisals-Acquisitions

Sales-Mergers
Gregg K. Knowles, 
Licensed Broker. 

Office 661-833-3834
Cell 661-333-9516

Go to my WEBSITE for listings: 
www.media-broker.com

FREE NEWSPAPER IN-
DUSTRY NEWSLETTER
From W.B. Grimes & Co,
The Nation’s #1 Broker

Offices Nationwide
(just e-mail us @ lgrimes@
mediamergers.com) or call

(301) 253-5016.

AVAILABLE IN SOUTH 
FLORIDA for free publica-
tions (Weekly or Monthly). 
Call Tony Battallan. (561) 
585-7537

WHAT’S YOUR PAPER 
WORTH?  Free Newspaper 
Appraisal. Go to www.medi-
mergers.com 

ADVERTISING SALES 
MANAGER The Smart 
Shopper Group is rapidly 
expanding their Shoppers 
into the Sarasota Fl. Market 
and is in need of an ex-
perienced Sales Manager.  
This position will provide 
leadership and direction to 
Display Sales Representa-
tives. Applicants must have 
a proven track record of 
motivating and managing a 
sales group. Shopper and/
or weekly experience is a 
plus. Salary commensurate 
with experience.  Please 
email your resume with a 
cover letter and salary re-
quirements in confidence to 
R Knight, CEO at rknight@
smartshopg.com

ADVERTISING SALES 
MANAGER needed for 
Florida’s largest group of 
community newspapers. 
Salary, liberal bonus and 
benefit package available 
for the right individual.  
Please send your resume 
with cover letter and salary 
requirements in confidence 
to: Lee Mooty, General Man-
ager, to E-mail: Opportu-
nity@Hometownnewsol.com 
Or Fax: 772-465-5301-EOE

ADVERTISING SALES 
MANAGER  All Island Media, 
Inc. publishers of Penny-
saver, Town Crier and Trends 
is looking for an experienced 
sales manager to work in 
our Long Island office. This 
position will provide leader-
ship and direction to Display 
Sales Representatives. Ap-
plicants must have a proven 
track record of motivating 
and leading sales in a similar 
environment. Please send 
resume in confidence to 
jobs@lipennysaver.com

MEDIA COMPANY looking 
for aggressive, hardworking, 
highly motivated advertising 
sales professional for Inside 
and outside sales, Sales 
Managers, telemarketing. 
We don’t need sales people 
to make their goal, we need 
them to beat them.
What’s in it for you? 
• Family atmosphere! 
• Excellent compensation 
plan with great incentives! 
• Great earnings potential! 
• Health, Dental, Vision, 
Retirement Plans 
• Ongoing training and de-
velopment! 
• Room for advancement!
Open territories in Cape 
Coral, Fort Myers, Bonita 
and Naples.
Please email resume to: 
jkonig@breezenewspapers.
com.

CONTACT:
Phone:  877.203-2327
Fax:  720.528-7943
Email:  afcp@afcp.org

CLASSIFIED
ADVERTISING

INFO
RATES:
Up to 30 words
$25 per issue
(additional words -  
90 cents per word)

DISCOUNTS:
10% off for 6 months
20% off for 12 months

COMPUTER  
SOFTWARE

DISTRIBUTION  
SERVICES

PUBLICATION 
BROKERS

EMPLOYMENT EMPLOYMENT

CONTENT 
PROVIDERS

IS YOUR CAREER 
WORTH 5 MINUTES 

OF YOUR TIME?

INVEST IN 
TRAINING BY

THE PODFATHER,
ROB ZARRILLI!

GO TO
WWW.AFCP.ORG

CLICK ON

MEMBER BENEFITS →
THE LEADERSHIP INSTITUTE →

PODCAST ARCHIVES
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LIVE AND WORK in 
fabulous Myrtle Beach, S.C. 
The Myrtle Beach Herald 
has an immediate opening 
for an experienced sales 
rep. Email resume to Tom 
Brown, tom.brown@myor-
rynews.com.

WEEKLY PAID NEWS-
PAPER EDITOR.  Seeking 
Weekly Newspaper Editor 
for two Community News-
papers in Clay County, 
Florida. Candidate must 
have prior newspaper expe-
rience, editing skills, writing 
skills, management skills, 
computer/Internet savvy, 
willingness to serve a local 
niche community, under-
stand deadlines and ability 
to work with a fast paced 
production & marketing en-
vironment while maintain-
ing high ethical standards. 
This is a full time position 
offering compensation com-
mensurate to experience 
plus benefit package. EOE 
Please send letter of inter-
est, experience and resume 
to jon@opcfla.com. 

REVENUE IS UP! Unique 
opportunity:  four monthly 
publications in North 
Central Florida for sale. All 
publications are targeted 
toward high end senior 
gated communities. Two 
publications come with 
exclusive home delivery 
rights. All the newspapers 
are award winning. If you 
have looked at the stats 
on the senior market you 
will see the opportunities 
for the next ten years. Will 
work as consultant for one 
year if needed. For informa-
tion call 352-804-1223.

KAMEN & CO GROUP 
SERVICES – www.KAMEN-
GROUP.com – info@KAMEN-
GROUP.com
Myrtle Beach, SC publishing 
entity that distributes from 
Ocean Isle, NC to Kiawah, 
SC. North Carolina Shopper 
& Auto Magazine. Penny-
Saver from Major East Coast 
Region. West Coast Inde-
pendent Film/Movie Studio & 
Distributorship seeks inves-
tors and/or outright buyer. 
New Mexico Weekly News-
paper & Monthly Regional 
Magazine. New Mexico 
Statewide Monthly Health, 
Environmental & Sustainable 
Newspaper. Chicago, Illinois 
Cultural Regional Magazine. 
Honolulu-based (small) 
Book Publishing Co. Tampa, 
FL (area) Shopper – Mailed. 
Central Florida Regional 
Parents/Family Magazine – 
Mailed. Southwest FL Home 
Decorating Upscale Annual 
Glossy Coffee Table Books 
(two). Tennessee Magazine 
focusing on Locals. Texas 
Weekly Newspapers (five). 
Indiana Weekly Newspapers 
(two). Seattle, WA Niche 
Glossy Magazine. Pennsyl-
vania Regional Magazines 
(three). Cleveland, Ohio 
Niche Newspaper. Kentucky 

(area) Newspaper Group. 
Las Vegas, Nevada Glossy 
Tourist Magazine. NYC 
(area) Newspaper Group. 
Famous Coupon Queen 
Booklet. South Dakota 
Weekly Newspaper.  (Europe 
/ Overseas Listings). Co-
penhagen, Denmark - Daily 
Newspaper. Jerusalem, Is-
rael - Auto Parts (Manufac-
turing) Magazine. Florence, 
Italy - Cultural & Regional 
Magazines (four). Iceland 
- Weekly Glossy Tourist 
Magazine. Lucerne, Switzer-
land - Major Daily Newspa-
per Publishing Co. Geneva, 
Switzerland - Educational 
Magazine. Prague, Czech 
Republic - Science Directory. 
Budapest, Hungary - Book 
Publishing Co. London, 
England - Daily Newspaper. 
Edinburgh, Scotland - Week-
end Newspapers & Tourist 
Magazines (six). Kamen & 
Co Group Services can help 
you to financially value your 
free distribution publishing 
entity. We have the expe-
rience and proven track 
record of correctly valuing 
all types of print & digital 
publishing organizations on 
a worldwide basis. Want to 
sell your valuable publica-
tion? We provide custom-
ized, confidential broker-
age services and would be 
delighted to meet you at 
our corporate headquarters 
in Uniondale, Long Island, 
New York. Please call and 
schedule your visit; it would 
be our pleasure to welcome 
you! Need a new business 
plan for your title? Let us 
help you with creating a 
realistic and cost effective 
2015/16 business plan that 
is concise and user-friendly. 
We are available to help you 
and your family. Simply call 
(516) 379-2797 or email us 
at info@KamenGroup.com   
/www.KamenGroup.com

NATIONWIDE W.B. 
Grimes & Company. Check 
out our complete list @ 
www.mediamergers.com

OUTPERFORM YOUR 
CONDITIONS. Training and 
marketing materials sup-
ported by research that will 
help your staff sell more ads 
in this economy. Affordable 
and proven programs. John 
Peterson, 860-447-9198. 
Johncpeterson.com.

WANTED: Charlie Mouser 
advertising and sales training 
booklets. Contact Tom Griffis 
at 970-590-1927 or email 
to:  tomgriffis1@mac.com

INSERTING & MAILING 
EQUIPMENT for sale: re-
cently taken out of opera-
tion is multiple Muller-Mar-
tini 227 insert machines in 
configurations from 7:1 up 
to 17:1, spare pockets and 
parts; Kodak DP5120 Ink Jet 
printers in working condi-
tion, repairable and parts; 
Kirk Rudy Mail bases. Con-
tact Lee at 813-635-3396.

NICE 6 SLOT MULTI-
publication racks for sale, 
in good condition @ $20.00 
per rack. Can send a picture 
if interested. Please email 
Julie or Rob at julie@opcfla.

CONTACT:
Phone:  877.203-2327
Fax:  720.528-7943
Email:  afcp@afcp.org

CLASSIFIED
ADVERTISING

INFO
RATES:
Up to 30 words
$25 per issue
(additional words -  
90 cents per word)

DISCOUNTS:
10% off for 6 months
20% off for 12 months

EMPLOYMENT PUBLICATIONS
FOR SALE

WANT

INFORMATION 
ON 
THE

 LEADERSHIP

INSTITUTE?

GO TO
WWW.

AFCP.ORG

PUBLICATIONS
FOR SALE

PUBLICATIONS
FOR SALE

MISCELLANEOUS

EQUIPMENT FOR 
SALE

WANT TO PLACE YOUR 
OWN CLASSIFIED AD?

CALL       
THE AFCP OFFICE AT

877-203-2327

mailto:tom.brown@myor-rynews.com.WEEKLY
mailto:tom.brown@myor-rynews.com.WEEKLY
mailto:tom.brown@myor-rynews.com.WEEKLY
mailto:jon@opcfla.com
http://www.KAMEN-GROUP.com
http://www.KAMEN-GROUP.com
mailto:info@KAMEN-GROUP.comMyrtle
mailto:info@KAMEN-GROUP.comMyrtle
mailto:info@KAMEN-GROUP.comMyrtle
mailto:info@KamenGroup.com
http://www.KamenGroup.comNATIONWIDE
http://www.KamenGroup.comNATIONWIDE
http://www.mediamergers.comOUTPERFORM
http://www.mediamergers.comOUTPERFORM
mailto:tomgriffis1@mac.comINSERTING
mailto:tomgriffis1@mac.comINSERTING
mailto:julie@opcfla.CONTACT:Phone:
mailto:julie@opcfla.CONTACT:Phone:
mailto:julie@opcfla.CONTACT:Phone:
mailto:afcp@afcp.orgCLASSIFIEDADVERTISINGINFORATES:Up
mailto:afcp@afcp.orgCLASSIFIEDADVERTISINGINFORATES:Up
mailto:afcp@afcp.orgCLASSIFIEDADVERTISINGINFORATES:Up


July 2015

INK
31

EIGHTH PAGE:      3-5/8” X 2-3/8”

QUARTER PAGE:   3-5/8” X 4-7/8”

    7-1/2” X 2-3/8”

HALF PAGE:  7-1/2” X 4-7/8”

   3-5/8” X 10”

FULL PAGE:  7-1/2” X 10”

Wendy MacDonald
Voice: 913-461-3721
Fax: 913-859-9275
Email:  wendy@afcp.org

To reach the entire 
Free Publication 
Industry with your 
ad message...

SIZE RATE

mailto:wendy@afcp.orgTo
mailto:wendy@afcp.orgTo


7445 Morgan road, Suite 103
LiverpooL, ny  13090

the Free paper induStry’S newS Source
www.aFcp.org

San Diego
Annual Conference and Trade Show 2016

Why be in San Diego next April 28-30?
There are a ton of reasons!

Got a newsworthy event 
going on with your business 

or with your staff?

Send the details and a photo to 
DJNeuharth@aol.com so it can be 
considered for inclusion in the next 

issue of Free Paper INK.

http://www.afcp.org
http://www.afcp.org
mailto:DJNeuharth@aol.com

