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Association Members
Take advantage of Multi Source Surveys

Publishers across the country are gaining further insights into their
customers buying habits by using CVC’s phone, online, QR code, email
and social media surveys.

Publish space available ads promoting your survey.

Promote the survey on your website, social media and email newsletters.

See a sample survey at:

https://www.research.net/r/cvc2016
CIRCULATION
VERIFICATION
Our Higher Standards COUNCIL

H I
Give You Better Results! OUR DATA SPEAKS VOLUMES

800.262.6392
www.cvcaudit.com




features:

1 1 MFCP PUBLISHERS
SUMMIT RECAP

1 2 \I:IVCI)-I\E\;{’E ARETHEY

16 INTEGRATED
PRINT & DIGITAL

SEPTEMBER2016

4| AFCP DIRECTORS

6| EDITOR'SVIEWPOINT

7| POSTAL UPDATE: PRICING PROPOSALS

9| POSTAL UPDATE: MOBILE SHOPPING PROMO
|4 | ASSOCIATE MEMBER PROFILE: ALLYSITES

5| FROMTHETOP

|9 | THE LEADERSHIP INSTITUTE

21 |

MEMBER PROFILE: DAN BUENDO

22 | STORY SPOTLIGHT: COMMUNITY STRONG

23| RISING STARS

24 | ASSOCIATION CONTACT INFORMATION

25| GRAPEVINE

26| ASSOCIATION UPDATES

27| ONTHE HORIZON

29| CLASSIFIEDS

The October issue will take a look at this fall's major event,
the upcoming Presidential election, and how it impacts small
businesses. We will also continue to examine the people,
publishers and businesses that make up the community

publication industry.
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interest that should be shared with
people throughout the Free Paper
Industry, simply email them to
loren@afcp.org. We welcome your
input, appreciate your readership
and look forward to your contribu-
tions to our content.

Free Paper INK is not liable for er-
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beyond the cost of the space
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Spreadsheets

work, but there’s

a better way!

e Sales CRM
® Ad Scheduling
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 Employee Records
e Sales History
e Time Clock
® Commissions

Software developed by

Call Chris today for a demol

407-656-2777
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Selling a NANI ad
just got easier!

Uncomplicated Pricing...
Lower Price Point...

Improved Marketing
Materials...

Profitable Sales For
Selling Members

National Coverage...

Convenience of a One
Order Buy...

Proven Advertiser
Results...

Reliable - Audited
Publishing Performance...

For More Member Information To Start Selling Ads Today! Contact the AFCP Office at...

Association of Free Community Papers “The mission of AFCP is to help its members
a cp 7445 Morgan Road - Suite 203, Liverpool, NY 13090 enchance their profitability and lead in

Call (877) 203-2327 or visit afcp.org strengthening the free publication industry.”



EDITOR'S VIEWPOINT

DAVE NEUHARTH
EDITOR
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Remembering
Key AFCP Members

THRouGHOUT THE YEARS AFCP HAs
lost key members that were instrumental
in the success of the association.

Some have retired, some have moved
on to other careers. We remember these
individuals and have decided to attempt
to find out what they are up to now.

In this issue of INK we have profiled
Deirdre Flynn, a person who goes back to
the early days of the association when she
was the executive director named to man-
age AFCP. She represented SmithBucklin,
a Chicago-based management firm. We
also have profiled Bob Barrington who
was a successful owner and publisher in
Wisconsin. Bob sold his operation, earned
a law degree, and now is working in a
district attorney’s office in Wisconsin.

We don’t recall all the past individu-
als involved in AFCP but here are some
names that many of you will remember:

Gordon Lowry served as AFCP’s presi-
dent and was one of the top officers of
Add Inc, one of the largest free paper
companies in the country. He retired from
the industry and we know that Gordon
has been involved in real estate sales in
the Naples, Fla., area.

Pete Gorman served as AFCP’s presi-
dent and was the president of Harte-
Hanks, the largest direct mail publication
in the world. My guess is that he still
resides in Southern California doing what
he liked best, sailing on his sailboat.

Edward B. Marks, the owner and publish-
er of the Arizona Pennysaver, left the indus-
try. He was a long time AFCP board mem-
ber. We understand he is involved in the
real estate business in southeast Florida.

Mike Hall served on the AFCP board. He
was the publisher of the Buyer’s Guide in
Warner Robins, Ga. What is he up to?

Scott McElhaney was an AFCP board
member and a president for Journal Com-
munity Publishing Group in Wisconsin. Last
we heard he left the publishing industry.

Former AFCP board member Denny
Raiche was the publisher of the Free Born
County Shopper in Albert Lee, Minn. He
retired.

Ray Pike was an AFCP board member
who retired as publisher of the Waxa-
hachie Newspapers in Waxahachie, Texas.

Molly Richard served on the AFCP board.
She was the publisher of Quik Quarter Clas-
sifieds in Lafayette, La. We understand she
is in the restaurant business in that area.

Tom Krekel served on the AFCP board
and as an officer. He was the president
of NIN Publishing in Flemington, N.J. We
understand he left the industry. What is
he up to?

Gladys Van Drie, who served as AFCP’s
president, retired and continues to visit
the AFCP conferences. We know what she
is up to and the association now presents
a special award in her honor.

Harry Buckel served on the AFCP board
of directors for 10 years. He was involved
in the publishing industry for more then 30
years, including 20 years of service in the
shopper sector where he ran both Harte-
Hanks’ shopper division and Newport Me-
dia. At this time we believe Harry is retired.

Dick Mandt founded and built The Flyer
in Florida into one of the top free print pa-
pers in the industry. He sold the business
to Harte-Hanks and retired. He served
on the AFCP board of directors and as its
president. During his term he is credited
with the success of its classified network
which has made AFCP the most respected
association in the free paper industry.
What is Dick doing now? Retirement was
for a short term. He is back in the busi-
ness after buying The Flyer in Florida back
from Harte-Hanks.

In future issues of INK we will inter-
view some of these icons and update their
status. If you have contact information on
others who have served AFCP, please let
me know at djneuharth@aol.com. M



STORY SPOTLIGHT

Postal Pricing Proposals Could Be
“Good News” for Publishers

by Donna Hanbery, Executive Director, Saturation Mailers Coalition

MAILERS RARELY LOOK FORWARD TO PosTAL
Service price adjustments, but the 2017 Postal Ser-
vice rate adjustment could bring good news for free
paper publishers that use Standard Enhanced Car-
rier Route Saturation Mail to distribute their papers.

For more than three decades, the price structure
for Standard Mail has had a piece/pound rate for-
mula. There is a fixed piece rate, up to 3.3 ounces.
For pieces heavier than 3.3 ounces, the rate in-
cludes the piece rate plus additional postage charg-
es based on the “pound” rate. The actual rate the
mailer pays will depend on where mail is entered.

For most free paper publishers and other
shared mail programs, mail is drop
shipped deep into the system to both
achieve the lowest rate by earn-
ing the highest drop ship discount
possible, and to better control
delivery service. Most free paper
publishers and shared mail pro-
grams work with local advertis-
ers that demand consistent,
weekly in-home date delivery
windows for their advertising
pieces.

The Saturation Mailers Coali-
tion (SMC) has been working
with individual mailers for years to
dialog with the Postal Service about
our members’ concerns on pricing and
service and to advocate for the best rates and ser-
vice possible. One of SMC’s agenda items has been
to urge the Postal Service to reduce the pound rate,
or to otherwise reduce the price for saturation pro-
gram mailings, to allow our members to compete
more effectively with other print media and to at-
tract and retain advertisers into our mail programs.

SMC and other leaders in the industry have
shown that as pieces got heavier, postal rates went
up by a significant amount. But postal costs are not
similarly increased as package weight increases. In
some studies, increases in package weight actu-
ally make the mail more efficient and less costly to
delivery. Most importantly for our members and the
Postal Service in terms of retaining and growing this

LS

N mail distribution, I would urge all

business, non-postal alternatives, including print
products delivered by private carrier or on demand,
do not have a high fixed cost, disadvantage of dis-
tribution costs increasing steeply as the weight of
the piece increases.

Dialog between Postal Service leaders on market-
ing, pricing and costing has taken place for years.
During its July 2016 MTAC meetings and in discus-
sions SMC has had with Postal Service pricing per-
sonnel thereafter, the Postal Service has confirmed
that it intends to raise the allowable weight by
increasing the Standard Mail flat piece price weight
break from 3.3 ounces to 4 ounces.

All initial pricing proposals and struc-
ture considerations must be consid-
ered preliminary, as they are still
under consideration and pending
before USPS senior leadership,
and final prices and product deci-
sions are within the sole author-
ity of the Postal Board of Gover-
nors and approval by the Postal
Regulatory Commission. But as
your association leader, and a
person who tries to be a cheer-
leader for our members and

mailed publishers to start think-
ing about what you could do with
.7 more ounces of “space” to sell at
a price that will be at the same piece rate you are
paying today, plus whatever annual "CPI” adjust-
ment is imposed in the rate filing to be done at the
end of the year. (The present CPI increase is antici-
pated to be relatively small, around 1%. If postal
legislation was passed, considered a long shot by
many, this could increase by an additional 2.1%).
For free papers that already have pieces exceed-
ing 3.3 ounces, this price change will be an “instant
windfall.” But for many free paper publishers and
mailers that have areas or zones that are lighter
weight, or have distribution that includes both post-
al and other distribution methods like private carrier
or rack, this pricing change makes Saturation Mail

Continued on page 8
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Continued from page 7

distribution a much more attractive alternative.

In my decades of working with the industry, a
chief complaint about postal pricing is how it “pun-
ishes” papers and publishers that become more suc-
cessful. In some markets the heaviest, most profit-
able papers are the first papers to convert to private
carrier distribution. In other circumstances, publish-
ers and mailers find that they are turning down op-
portunities to distribute insert advertising and pieces
that are heavier or on better quality paper stock
for fear of being “overweight.” This pricing change
gives mailers an exciting opportunity to rethink your
marketing and sales opportunities. Publishers and
shared mailers may be able to go after advertisers
that have done heavier pieces, and different catego-
ries of advertisers, with more “real estate” to sell in
your package.

In announcing the proposed price structure con-
siderations, the Postal Service made it clear that
it wants to be more transparent with industry. It
is inviting comment and feedback as it does not

want unintended consequences or harm to occur by
its changes. The USPS wants to make pricing and
structure changes that simplify pricing and products,
encourage mail retention and growth.

As an association leader, I have been taking to
people at the Postal Service about an increase in the
breakpoint, or otherwise lowering the cost for Satu-
ration Mail and/or the cost for heavier pieces, for as
long as I can remember. This proposed change in
the piece weight break from 3.3 ounces to 4 ounces,
without a change in how the pound rate is applied,
and without other disruptive changes or increases in
the “piece price” is very welcome news! It will help
free papers that mail to expand their product offer-
ings and increase circulation coverage.

SMC wants to thank and acknowledge the efforts
of Postal Service senior leadership, including Chief
Marketing Officer Jim Cochrane, USPS Vice President
of Pricing and Costing Sharon Owens, and the hard
working Pricing and Costing staff that had to run and
rerun the numbers to show and support that these
adjustments would be beneficial for the Postal Ser-
vice and its customers. [M
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STORY SPOTLIGHT

Cruise Into Savings With 2016
Mobile Shopping Promotion

by Donna Hanbery, Executive Director, Saturation Mailers Coalition

IF YOUR PUBLICATION IS SENT BY STANDARD
Mail, whether as a saturation publication or part of
a High Density Mail program, the AFCP Cruise Plan-
ner ad can help you achieve an up-front, 2% postal
rate discount under the 2016 Mobile Shopping Pro-
motion between now and the end of the year.
Earlier this year, AFCP teamed up with PaperChain
to develop a Cruise Planner ad that would help mail-
ers qualify for the USPS Augmented Realty Promo-
tion. That promotion ended on August 31, 2016.
The 2016 Mobile Shopping Promotion is another
opportunity for participating mailers to earn an up-
front, 2% savings on the total postage cost. Although
similar to prior Postal Mobile Shopping or holiday

3. Website requirements include that the desti-
nation page be relevant to the content of the ad piece.

4. Mobile Optimization. The destination
webpage must allow consumers to have a mobile
optimized experience. Specifications about how
screen size, resolution, and page formatting works
are in the program requirements. The website must
include a guest check-out function so that consum-
ers do not need to have an account.

5. Purchase of a Product. The mobile barcode
must allow the purchase of a product. With some ex-
ceptions, certain sales of services and charitable do-
nations are allowed. But these options have a number
of additional requirements that should be carefully

promotions, the 2016 program has
program requirements and some
program options that are differ-
ent from the requirements of prior
years’ promotions. For example,
the Fisher House ad that qualified
for the 2015 Mobile Barcode Pro-
motion would not qualify for 2016
requirements.

To qualify for the Mobile Shop-
ping Promotion, each mail piece
must meet five requirements. The
USPS warns that prior approval of
the piece is strongly encouraged.

In general, the five require-
ments for the piece include:

A
Fe &

NCPTRAVEL.co

PLANNING YOUR
NEXT VACATION?

Book completely online with the comfort
of knowing there is personalized service
waiting to help you if you need it!

Or just give us a call - it’s that easy.

followed to ensure qualification.

For free paper publishers who
do not have a customer in mind
to take advantage of the 2016
Mobile Shopping Promotion,
AFCP and PaperChain have done
the leg work for you. They have
a “ready to go,” NCP Travel ad
that can help you qualify for the
promotion, and also help NANI
and AFCP generate funds to sup-
port programs that benefit the
free paper industry.

With thanks to the good folks
at PaperChain who put this pro-

Scan Here To Shop For
Your Next Vacation

motion together, this article in-

1. Mobile Barcode Re-
quirement. The barcode, when
scanned to a mobile device, leads
to a complete mobile optimized

 CRUISEPLANNERS 02
EEE:

www.ncptravel.com

" YoUR LAND AND CRUISE EXPERTS

1-877-270-7260

cludes a copy of the preapproved
NCPTravel.com Cruise Planner’s
ad. But to get the best resolution
for your ad copy, to get a color

website. Detailed specifications of the types of bar-
codes and apps that might qualify are discussed in
the program requirements.

The 2016 promotion allows participants to use a
mobile barcode format to link to a social media platform
with a “buy now” button capacity for specific products.

2. Directional Copy Requirement. The mail
piece must contain text near the barcode, or an
image, directing the consumer to scan the barcode.
An example would include “scan here to shop.”

ad and/or to get the must current version of the ad,
publishers are urged to contact AFCP headquarters
at www.afcp.org (see buttons on the right side of
the home page to download ad copy) for usable
versions of the ad. For additional questions, contact
Loren Colburn at loren@afcp.org.

Here are the steps you should take to participate
in the 2016 Mobile Shopping Promotion.

1. Download the program requirements: https://
Continued on page 10
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Continued from page 9

ribbs.usps.gov/mailingpromotions/documents/tech_gu
ides/2016MobileShoppingPromotionRequirements.pdf
Read the instructions provided and follow all

steps in order to receive the 2% discount. Each partic-
ipating publisher is cautioned to get their own pre-ap-
proval from the Program Office to ensure their quali-
fication with the USPS. PaperChain is not responsible
for any publisher who fails to receive the discount, or
who must refund a discount given in error, for not fol-
lowing postal regs or obtaining prior approval.

2. Enroll immediately in the program through
your USPS Business Customer Gateway (gateway.
usps.com).

3. Run the approved NCP Travel ad anywhere
within in your paper. Do not change the copy! You
can re-size proportionally, but if you alter the ad you
should get re-approval from USPS and AFCP. Use of
names and logos in the ad are subject to agreements
and require approval before changes are permitted.

4. The discount must be claimed at the time of
the mailing and cannot be rebated at a later date.

Mailings must be submitted electronically by mail.
dat®; mail.xmI™; or Postal Wizard.

It is strongly encouraged that mailers seek preap-
proval of the ad copy by submitting the ad and inqui-
ry to the Promotions Program Office. The email and
contact information for the Program Office is below.
The Program Office responds to most inquiries within
two or three business days of receipt of promotions
in the inbox email address or the P.O. Box.

Email: Mailingpromotions@usps.gov

Facsimile: 202-268-0238

Mail: U.S. Postal Service

Attn: 2016 Mobile Shopping Promotion

P.O. Box 23282

Washington, DC 20026-3282

Help yourself. Help your association. Take advan-

tage of the NANI - AFCP NCPTravel.com Cruise Plan-
ners ad and promotion opportunity today! [

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: Hanbery@
hnclaw.com.

A Member Benefit of the Association of Free Community Papers

ol The Leadership Institute

Lighting the Way

Complete 15 Class Credits

Pass Comprehensive Exam at Conference

Graduate with your...
Associate Advertising Executive (AAE) Certification

Call (877) 203-2327 or visit afcp.org

Association of Free Community Papers
7445 Morgan Road - Suite 203, Liverpool, NY 13090

“The mission of AFCP is to help its members
enchance their profitability and lead in
strengthening the free publication industry.”



CONFERENCE
NOTES

MFCP pPublishers Summit Recap

by Kevin Haezebroeck, MFCP Executive Director

THERE IS AN OLD
saying that work is
work and fun is fun. But
sometimes work can be
fun and that was cer-
tainly the case at the
MFCP Publishers Summit
in Mankato in mid-July.

Sure we had a board
meeting and a gen-
eral meeting where four
board members (Gary
Dudley, Robin Noth,
Claudia Lovin and Kelly
Hulke) were voted in for another term. We also dis-
cussed the October Conference that will send the train-
ing closer to the reps by training one day in Albert Lea,
Minn, one day in Des Moines, Iowa and one day in Mo-
line, Ill. on October 12, 13 and 14. This should reduce
the time off the streets for the reps while still enabling
them to get some good solid sales training from our
featured speaker, Diane Ciotta. This is the first year
MFCP has attempted a traveling conference so it will be
interesting to see how it works for members.

One of the fun things we did was a pub crawl
(pictured below) on Wednesday evening which gave
everyone a chance to meet and talk with new people
or catch up with members they know but haven't seen
or talked to in a while. A special thank you goes out to
Kelly Hulke who did the bulk of the work on the pub

Kevin Haezebroeck

crawl by picking the stops and working with the bars
and restaurants to make our stops at their pubs fun.

The Conference Committee all worked on the sum-
mit as well, and I'd like to extend thanks to them
for their guidance as this was my first rodeo, so to
speak. At one stop we had pretzels as big as Rhode
Island and they were as tasty as they were large. I
believe five of these giant pretzels served as appetiz-
ers for our whole group.

S31ON IDNIFYIANOD

But the best part of the summit was the discussion
session that brought together publishers from a vari-
ety of publications from a variety of locations. We had
publishers from Iowa, South Dakota, Minnesota and
Kansas. We had publishers from corporately-owned
properties as well as family-owned operations. We had
publishers who had a great deal of experience and
publishers who were just starting out in the business.

The topics of discussion ranged from the impact
of the U.S. Department of Labor’s changes to the
overtime rule (https://www.regonline.com/Overtime-
Archivel6 is the link to the Iowa Press Association
webinar), to postal issues and a 2% savings program
(http://www.mfcp.org/2016-mobile-shopping-pro-
motion/), factors that impact the pricing of preprints,
and hiring and retaining good employees.

Shane Goodman, currently an MFCP member and
president of AFCP, also shared a presentation on So-
cial Media Facts and Myths. The session was open to
any topic that any attendee wanted to bring up and
Continued on page 26
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Catching up with a couple of
former AFCP colleagues

WHAT ARE SOME PAST MEMBERS OF THE
Association of Free Community Papers (AFCP) who
left the publishing industry up to now?

Going back to the 1980s and '90s, the name
Deirdre Flynn was well recognized by the members
of AFCP.

In 1982, Flynn began working with the associa-
tion exclusively on marketing, communications and
public relations.

At the time AFCP was still called the National
Association of Advertising Publishers (NAAP) until
its name changed in the mid ‘80s. NAAP contracted
with a Chicago firm, SmithBucklin & Associates,
Inc., to manage the association.

In 1988, Flynn was named executive director and
she served as such until 2000 when the AFCP board
opted to self operate and hired Craig McMullin as its
executive director.

Flynn is still connected to SmithBucklin, but as an
independent contractor working with The Popcorn
Board and The Popcorn Institute, SmithBucklin’s
oldest clients, as their executive director.

She left her official role at SmithBucklin at the
end of 2001 and became the executive vice presi-
dent of the North American Association of Food
Equipment Manufacturers (NAFEM).

Flynn worked with AFCP, Popcorn and NAFEM
for her entire 20-year career with SmithBucklin. In
2001 NAFEM decided to become a stand-alone orga-
nization, and she moved out (and on) with them.

Flynn said, “It’s kind of funny. I still am an inde-
pendent contractor for them on the popcorn busi-
ness, and when I left with NAFEM became a large
client. SmithBucklin event managers work for me
managing our tradeshow, a large, city-wide, every-
other-year event that’s our flagship program.”

Flynn currently serves on the Advisory Board for
the William F. Harrah College of Hotel Administration
at the University of Nevada, Las Vegas.

When asked about her favorite memories and
conferences with AFCP, she said, “There are so
many favorite memories, I almost hate to list them
for fear I leave something out. What I loved most
about working with/for AFCP was the people.

“"When I became executive director, there were
great, smart, role-model, mentoring presidents

|2 September 20

Deirdre Flynn

and board members who taught me so much about
business, relationships, customer service, and
more.

“The first president I worked with was Craig
Trongaard, and I'll always be indebted to him for all
he taught me about the industry, and about manag-
ing programs, services and people. And there were
countless others after him - for me, the who's who
of the industry: Bruce Gotts, J.J. Blonien, Leeanne
Borkowski, Dick Mandt, Bob Barrington, Gordon
Lowry and countless board and committee mem-
bers post 1988 - Dick Snyder, Victor Ianno, Harry
Buckel, Ed Marks, Pete Gorman, Craig McMullin, Bill
Welsh, Carol Margraf, Dan Holmes, Loren Colburn,
Roger Stephenson, Brian Gay. Again, not wanting to
leave anyone out - Steve Thompson, Terry Burge,
Stan Henry, Tom Karavakis, Shirley Colgrove, Jim
Crosby.

“It would be remiss of me, even though I was
just starting with the group, not to mention Gladys
Van Drie. She was president when I started in 1982,
and led the group through some really challenging



Bob Barrington

times. And let’s not forget what the state associa-
tion directors taught me too - you [Dave], Janelle,
Greg, Mary, Lynn, Alyce - great peer mentors!”

Flynn said her favorite convention “was probably
any time we were in Washington, D.C. There was
always just a level of excitement and energy that
was fun. There were two parts of the convention I
liked the most. One was any time Dick Snyder led
the open forum ... the ideas, the questions - you al-
ways learned so much - he was a moderating mas-
ter! The other was the Idea Fair/3-Minute Speech
Contest. That’s where real creativity came through.
Those were always such fun to listen to and write
stories about later.

“When I first started with AFCP, I used to get to
coordinate the Annual Awards Competition. The first
committee I ever worked with included art directors
from a few member companies, and two up-and-
coming publishers (actually more in sales director
roles at that time, but I'm not trying to date us!) -
Leeanne Borkowski and Loren Colburn. What fun we
had!”

STORY SPOTLIGHT

RoBERT “"BoB” BARRINGTON SERVED AS THE
president of AFCP from 1996-1998 and on the board
of directors for several years. He also was an active
member of the Wisconsin Community Papers (WCP)
and the Independent Free Papers of America (IFPA).

After graduating from the University of Wisconsin
with honors in 1981, Barrington became a pub-
lisher in the free paper industry when he purchased
the Antigo Area Shoppers Guide serving Langlade
County, Wisconsin.

In 2003 he sold the Antigo Area Shoppers Guide
and took a year off. He then returned to the Univer-
sity of Wisconsin and received a degree in law.

Following graduation he was employed by the Dodge
County (Wis.) District Attorney’s Office, where he
serves as the managing attorney. His focus is mostly
on white collar and public integrity crimes, though still
gets his share of other cases like drunk driving.

In 2009 Barrington was credited with taking the
Dodge County D.A.’s office “paperless.” The office
has become a model for the rest of the state.

Barrington has been elected to two terms of the
Board of Governors of the State Bar of Wisconsin
and currently serves on the executive committee.
He also was recently elected president of the Gov-
ernment Lawyers Division of the State Bar.

When asked if he had any regrets on leaving the
industry, he said, “I don't really have any regrets,
although Katy and I really miss the people and
networking of AFCP. We made many lifelong friends
and have tons of respect for the awesome people
involved. That’s why we try to make it to the annual
conference as often as we can.”

When asked if he had any AFCP memories or a fa-
vorite conference, Barrington said, “It's almost impos-
sible to choose my favorite conference because AFCP
always picks such great venues. Some of the best
have been San Diego, San Francisco, Disney World,
Washington D.C., Savannah, etc. Probably could have
skipped the one in Chicago. AFCP used to do ‘Publisher
Only’ conferences and I particularly liked the one in
Maui and another that Carol Toomey hosted in Aruba.

I only regret that we never made it to South Padre Is-
land (a long time joke on the AFCP board of directors).”

Over the years Bob and Katy have enjoyed travel-
ing around the world. They have two children, Beth
and Matt. M
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Introducl llySit

ALLYSITES HAS BEEN IN THE BUSINESS OF form with their own team. Their software runs their
helping businesses develop marketing concepts for websites and provides classified ad management
37 years. for other publishers. The company spent over 3,888

software development hours evolving their solution.
A customer can now have a $100,000 dollar website
solution for a low monthly fee.

The goal of the company is to design your web-
site at an affordable price and charge a monthly
fee that includes constant upgrades, support and
hosting. A customer will never encounter an hourly
or upgrade charge.

allySites is a web design company based in Fay-
etteville, Tenn., with a focus on the north Alabama
and middle Tennessee markets for website design
and management. [M

The company has carried traditional background
and beliefs into the digital age and has over 120
customers benefitting from its services.

allySites is an associate member of the Associa-
tion of Free Community Papers (AFCP) and was a
sponsor at the conference this year in San Diego.

The company built its first classified ads software
in the early '90s. It managed renewals and billing.
That initial solution worked well and then a wave of
innovation came.

Noting firsthand the evolution of the classified ad
industry, allySites decided to build its own plat-

Whose voice do

industry leaders seek?
Just ask them.

“Kevin Kamen works relentlessly. Whenever he speaks
| about the publishing business or companies, I pay close
o attention.”

— Paul Tash (Mr. Tash is Chairman of the Pulitzer
Board and CEO/Chairman of the Tampa Bay Times.)

“Kevin Kamen is one of the world’s best-known and
most-prolific brokers of media properties and companies.”
— Gypsy C. Gallardo, CEO/Publisher of
The Power Broker Magazine

Whose judgment do they trust?

“Kevin Kamen correctly predicted as far back as 2010

that a buyer would be willing to pay $42 million to $51
million for The Journal ... “They paid about $4 million to

$5 million more than they should have,” Kamen told WPRI.

i W e com ... Kamen suggested Gatehouse was motivated to pay
" a premium in part to ensure a competing newspaper chain
Kevin B. Kamen didn’t get The (Providence) Journal instead.”

President/CEO — Ted Nessi, WPRI 12, Providence, Rhode Island

Getting it Considering selling your publication? You Selling NANI ads !

should have your title financially valued
° correctly and listed for sale. Call or come visit
l'lght matterS! Kamen & Co. Group Services to assist you.

For more information,

info@kamengroup.com www.kamengroup.com 11877-203.2327

KAMEN & CO. GROUP SERVICES L WE Yol W call 0700 S

NY (516) 379-2797 » FL (727) 786-5930 « FAX (516) 379-3812 SREUNE S iR WOUVRACROTEIANL
- 626 RXR Plaza, Uniondale, NY 11556 \ y
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FROMTHETOP
WITH SHANE GOODMAN

by Shane Goodman

PLANNING. IT CAN BE
tiresome. It can be te-
dious. At times, it can
even be painstaking. But
it may be the single most
important thing we do —
or don‘t do — in our individual publishing companies.

Sometimes we simply need to step away from
our offices to a remote location, free from the
frequent interruptions and open to taking a “larger
picture” view of where we are at today and where
we are heading. We need to look at our successes
and be honest about our failures. We need to set
emotions and personalities aside and take a hard
look at trends and data. And, at the end of this big
reality check, we have to set goals and create plans
to capture the opportunities that exist. And let there
be no doubt, we have plenty of opportunities in this
industry for our publications and for the Association
of Free Community Papers.

Your AFCP staff, board of directors and I did
exactly that July 27-29 in a conference room at
the Embassy Suites in
Syracuse, New York. We
arrived late on Wednes-
day and worked through
the evening, updating
each other on what the
AFCP committees from
the past two years have
accomplished, as well
as what is new at the
individual state and
regional free paper as-
sociations. We started
early Thursday morn-
ing and worked into the
early evening, reviewing
the data and trends that
relate to our associa-
tion’s revenue sources.
We wrapped things up
Friday by setting goals

Planning turns opportunities
into Successes

dOl3H1 WOYd

and new committee structures, and we held our
formal board meetings.

Our planning retreat was tiresome. It was te-
dious. And, at times, it was painstaking. But at the
end, we came to agreement on a number of key
projects and opportunities for the next two years.
Here is a brief summary of the topics we will be
focusing on:

. Dues - We will be reviewing our current
dues structure in an attempt to identify opportuni-
ties to provide additional benefits to members who
may be willing to step up their annual contributions.

° INK - This continues to be the No. 1 mem-
ber benefit, according to survey responses. It is
our primary method of communication, and we will
continue to make efforts to provide news and infor-
mation to our members — and potential members
— about how to make their free papers even better.

. Membership - We believe this to be our sin-
gle biggest opportunity, as hundreds — if not thou-
sands — of free papers continue to publish in North
America that don't even know AFCP exists. We need
to educate them to the
benefits of being a mem-
ber of AFCP, and we will.
Look for much more on
this in weeks and months
to come.

e Marketing - We
made a great deal of

progress in this area in
the past year, thanks to
the leadership of Michael
Van Stry and his commit-
tee. We want to continue
those efforts to create
and promote in a uniform
way.

e Conference - Con-
ference has been, and
will continue to be, a
very large focus for AFCP.
Continued on page 20



FEATURE STORY

Your marketing recipe needs to Integrate
digital & print for your customers!

by Loren Colburn, AFCP Executive Director

YOUR ADVERTISERS ARE BEING
bombarded from all directions on why
they need to have a robust digital com-
ponent to their marketing plans. Industry
trade associations, suppliers and business
associates are all beating the same drum
in their ears to the point they are con-
vinced it is the most critical piece of that
complex marketing menu they need to put
together. At the same time, they are not
hearing the same mantra to build a strong
print advertising component within their
marketing budget.

This digital drumbeat has your merchants
looking for help developing their website,
expanding their SEO requirements, refining
their email marketing programs and examin-
ing all kinds of mobile applications. These all
have the ability to generate results to vary-
ing degrees as components of a modern day
marketing plan and help target specific market
segments that may be important to many of
their businesses. The difficult aspect becomes the portion
of the budget this digital component will consume.

According to Borrell Associates Inc. in their recent
Trends in Digital Marketing Services report, they pre-
dict the spending on Digital Marketing Service (DMS),
the business of helping companies manage their digital
marketing, has tripled in the last eight years. They be-
lieve the over $600 billion spent this year will go to over
215,000 businesses providing these services and esti-
mate this digital support spending will be almost double
what is spent on advertising in the same period! To a
publisher, that equates to spending double on ad design
what is spent on ad placements!

Traditional print media like your community publica-
tions realize there are still fantastic results available to
advertisers who apply the proven marketing principles to
drive results from the pages of your print publications.
What makes it a bit more difficult with this option is that
it is not the drum beat of the new era... it just isn’t the
sexy, leading edge component for your advertisers. It
is a time tested and proven method of building solid,
performance based advertising programs that continue
providing results which outperform many other media
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channels week after week.

This is where you really need to integrate
your digital offerings with your print offerings for your
advertising clients. Help them develop digital compo-
nents that support their overall marketing efforts while
maintaining affordable digital product offerings and
balance to their budget. Supporting them by building
their digital presence makes them a player in the digital
space and a forward thinking merchant to the rest of
the world. That digital offering needs to be not only an
effective use of marketing budget but just as important-
ly, savvy enough to make them feel comfortable at their
chamber and Rotary meetings illustrating their trendy
digital presence.

The key component in your unique marketing recipe
needs to continue to include a healthy enough portion of
traditional print advertising to drive the much needed re-
sponse levels for their advertising campaigns. It isn’t the
sizzling, everybody-talks-about-it component - it's the
tried and true results-generating portion of the market-
ing plan. Old fashioned print advertising is the component
that makes phones ring, cash registers get utilized and
Continued on page 18



merchants successful. This is the
magic ingredient to your recipe, the
piece that will make your campaigns
successful where other media fail. It
is what will continue to set you apart
from your digital-only competition be-
cause it will drive their advertising to
otherwise unavailable results levels.
The need to participate in the digi-
tal sales arena is driven by the fact
that it positions you to balance that
marketing budget for your advertis-
ers. Merchants who pursue too many
digital directions can eat up far too
much advertising budget devoted
to unresponsive experimentation
and development. Your offerings
need to maintain the type of balance
between print and digital that will
assure the response levels necessary
to keep advertisers’ marketing pro-
grams generating the level of results
required to build their businesses.

There are an assortment of AFCP
Associate Members waiting to deliver
the expertise, products and services
necessary to help build a digital
product package for your publications
that will help fill your merchants’
digital needs. The April Issue of INK
featured product descriptions for
many of those Associate Members
and the links to the Digital Toolbox
on the AFCP website can help you
research who is available to help you.
However you integrate digital to your
product offerings, the important part
of the recipe is that you keep the
ingredient balance with print adver-
tising to assure response for your
advertisers’ marketing investment.

To obtain a full copy of the Borrell
Associates Inc. Report on Trends in
Digital Marketing Services, visit their
company website at www.borrellas-
sociates.com. [
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All told, auto advertising
will be a $37.5 billion cat-
egory this year, up about
0.8% from last year. But
the most important part of
that category - local car
dealerships, which ac-
count for two-thirds of that
spending - isn’t growing at
all.

Several things are at
play:

e A six-year growth jag
for new-car sales is ending.
New-car sales have grown
an average of 11% per
year since 2010. But not
this year. We're expecting
about 17.5 million new ve-
hicles to be sold this year,
compared with 17.4 million
last year, up 0.5%.

e There are fewer adver-
tisers. Due to dealership
consolidation, there were
750 fewer in 2015, twice
the loss seen in 2014. The
average midsize market
has 16 fewer dealerships
than five years ago - 7
fewer new-car dealers and
9 fewer used-car dealers.

e Consolidation is cre-
ating bigger dealerships
that spend less on per-car
advertising. Next year, for
the first time, large dealer-
ships (selling 400 or more
cars per year) will outnum-
ber small. Mega dealers
(selling 750 more per year)

1ATTACK

—EME

now represent 28% of
new-car dealerships. On a
per-vehicle basis, the big-
gest dealers tend to spend
half as much as the small-
est dealers.

e Per-vehicle advertising
costs continues to slip. The
average in 2016 is shap-
ing up to be $518, down
15.6% from five years ago
and down 22% from its
peak of $664 in 2009.

e Dealers’ love affair with
digital media is thinning
the traditional-media pack.
To the detriment of some
media companies, dealers
have begun an even stron-
ger scale-back of expen-
ditures in broadcast and
print media. They're clearly
utilizing traditional media
companies that offer strong
complements to dealers’
digital requirements.

Today, dealers are spend-
ing 62% of their budgets
on digital media. That's
because three of the Top 5
sources of new leads - in
their own perception - in-
volve digital media. They
now consider “online ads”
and “social media” on par
with TV advertising. They're
looking for media compa-
nies that understand that,
and can deliver a package
of advertising that supports
their digital channels. [
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2016 J.S. AUTO ADVERTISING

*37.5 BILLION
DEALERS HOW MUCH IS LOCAL?
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This report delves into today’'s automotive advertising environment, one in which digital is certainly
an important centerpiece, but also one in which traditional media plays a strong supporting role.
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To obtain a full copy of this special industry paper or to sign up to recieve
notification of new reports, webinars and the latest in industry trends go to
WWW.BORRELLASSOCIATES.COM.

EXECUTIVE SUMMARY

©Borrell Associates Inc. All Rights Reserved

® Reprinted by Permission e
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THE LEADERSHIP INSTITUTE

The LEADERSHIP Institute

The Leadership Institute
is a structured sales
and sales management
training program
sponsored by the
Association of Free
Community Papers.

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 8|
people have completed all
the requirements and been
certified as Associate

Advertising Executives
(AAE) by the AFCP Board!

by Jim Busch

"I am interested to see where a combination of faith
and science will take me.”

— Coach Pat Summitt

THE SPORTS WORLD RECENTLY LOST ONE OF ITS MOST
successful coaches.

Pat Summitt was a winner in anyone’s book. As coach of
the University of Tennessee Lady Volunteers basketball team,
she won an amazing 1,098 games. In 38 years leading the
UT team, they participated in 38 post season tournaments,
played in 30 consecutive NCAA tournaments and won eight
national titles.

In her long career at UT she won more tournaments than
any other coach in history, including the legendary John
Wooden, and transformed the world of women'’s sports. Like
coach Wooden she considered herself, first and foremost, an
educator.

Pat Summitt was an intelligent, articulate and generous
woman. She willingly shared her philosophy of leadership in
numerous interviews, addresses and several excellent books.
Summitt taught that success was the result of a positive atti-
tude, hard work, developing fundamental skills and discipline.
She felt that a positive attitude came from within, noting
that, “There are some concrete ways to create a winning at-
titude but nothing beats practicing it. When you prepare to
win, belief comes easily.”

Growing up on a small family farm, Pat Summitt recog-
nized the importance of hard work to achieving success. She
would tell her opponents, “Here’s how I'm going to beat you...
I'm going to outwork you. That's it. That’s all there is to it.”

She would work her players to exhaustion in practices,
but they didn’t complain because the coach was right there
with them running up and down the court shouting words of
encouragement. During these practices coach Summitt put
immense focus on fundamental skills. She would drill her
“ladies” over and over on ball handling, shooting skills and
teamwork until they became second nature.

She did not understand the concept of “good enough,” and
demanded nothing short of excellence from herself and her
players. Pat Summitt said that, “Nine tenths of discipline is
having the patience to do things right.”

Pat Summitt passed away at the age of 64 from early onset
Alzheimer’s. Her final act of leadership was inspiring those
around her with her courage in facing this horrible disease.

If you are interested in bringing out the best in yourself
and in the people you lead, Pat Summitt’s books are an excel-
lent place to start. [
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FROM THE TOP

FROMTHE TOP
WITH SHANE GOODMAN

Continued from page 15

We spend more money and time on this than
anything else we do, and for good reason. Greg
Birkett has been intricately involved with this for
several years, identifying opportunities for speak-
ers and training while remaining cost effective.
This effort will continue.

. Education - One of the most visible suc-
cesses of this committee has been the implemen-
tation of The Leadership Institute (TLI), and we
see great opportunities to take this training on
the road to various parts of the country. We will
be exploring these options and finding ways to
assist our members in effectively training their
sales staff.

° Rising Stars - More than five years ago,
we began discussions about how we could intro-
duce younger people into our industry and chal-
lenge them with opportunities. We also wanted to
learn how we could benefit from their knowledge
and interests in this ever-changing world. John
Draper led this charge to create the Rising Stars
program, and this initiative will continue.

° New Revenue - This committee clearly
has the most difficult task. In the past two years
we have identified a handful of new sources, but
none can replace the revenue from our NANI
classified network. As we move forward, we must
continue to seek out new ideas and revenue
streams to help fund all the aforementioned ben-
efits of AFCP. And we will.

As your board of directors, we have a respon-
sibility to ensure that AFCP is on solid ground.
We owe this to the people before us who devel-
oped and built this organization. We owe this to
all of you today who continue to look to AFCP for
networking and ideas. And we owe this to the
generations yet to come who will clearly benefit
from involvement in this organization.

It all starts with effective planning. If you have
interest in helping with any of these committees,
please contact the AFCP office. We welcome and
encourage involvement, and we also look forward
to continuing to serve you all. [l

A
SHANE GOODMAN

AFCP PRESIDENT
CITYVIEW
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STORY SPOTLIGHT

Getting to Know AFCP Member

Dan Buendo

SOME YEARS AGO, IF YOU
started in the publishing
business you did what was
necessary to succeed. It may
have included helping your
parents make a success of
the publication they started.

Years later, you ended
up as the co-publisher and
continued to add to the suc-
cess of the publications in the
market area.

In the early 2000’s, the digital aspect of the in-
dustry was becoming more prominent. Should you
jump into the digital world or stay with your profit-
able print publications? This is a question that many
publishers have faced.

Dan Buendo and his brother, Chris, are the co-
publishers of the Reminder Publications in East
Longmeadow, Mass. Dan is well known for his role
as a publisher and a leader in the free paper indus-
try. Now he is also known for his presence in the
digital world. He has carried it to the next level.

He was raised in the newspaper business. His par-
ents, Carlo and Anne, started Reminder Publications
in 1962 with one publication, The Reminder, a 5,000-
circulation weekly. Carlo sold ads and Anne did the
composition while the boys helped here and there. In
the 49 years since Reminder Publications was estab-
lished, it has grown to six editions with over 45,000
circulation and more than 45 employees.

It was in 2003 that Buendo discovered one of
his employees in the composition department was
designing websites on her own as a side business.
After looking into it he was impressed with both the
software she used and with her work. Buendo then
decided to get into the website business. In 2009
Reminder Publications made an investment and
started a new company separate from the news-
papers, Envision Marketing Group, which has been
expanding its operation since its inception.

One step at a time, it has grown to a large busi-
ness that serves not only their market area but they
are also now assisting other publishers to tap into
the digital sales opportunity. Envision has digital
partnerships with publishers in several markets

Dan Buendo

across the country, serving clients as far away as
Dallas, Texas, and Albuquerque, N.M. Envision’s
team handles all phases of the digital process
including making the initial sale, designing the web-
site and then maintaining the ongoing servicing of
the account on the publisher’s behalf.

The integrated multimedia game plan for Envi-
sion Marketing Group includes website design, email
marketing, social media, mobile marketing, graphic
design, banding and design, pay-per-click plans,
search engine optimization, mobile website design
and support, and digital and traditional media man-
agement.

For the digital operation, Buendo serves as presi-
dent. Long-time associate Barbara Perry is the vice
president of sales and marketing. The operation
employs three account managers, an art director
and two web developers.

The majority of Envision’s digital sales do not
come from their newspaper sales staff. However,
the print reps are rewarded for providing leads.
Reminder Publications’ relationship with the client is
oftentimes what opens the door.

Buendo feels that papers in their local markets
have an advantage when it comes to digital. Local
businesses already trust the local news provider and
are bombarded by persons selling digital. “We have
a relationship with most of our print advertisers so
we use that advantage,” he said.

Buendo has served on the board of directors
and as president of the Independent Free Papers
of America (IFPA), on the board of directors and
as president of the Free Community Papers of New
England (FCPNE), as the chair of PaperChain and
on the board of directors of the Association of Free
Community Papers (AFCP).

He has been involved in community service with
the Springfield Exchange Club, a national organiza-
tion involving youth, and with the local chamber
of commerce. He served a mission with the MWTS
Mission Haiti “family.”

He is a graduate of the University of Massachu-
setts with a bachelor’s degree in Business Adminis-
tration. He enjoys playing hockey and golf.

He and his wife Debbie have two children, Alex-
andra and Nick. [
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STORY SPOTLIGHT

Community Strong

by Dennis Wade, Trainer — Speaker — Publisher

INFORMED COMMUNITIES ARE STRONG
communities.

Many folks in communities are con-
nected well enough to the community to
care enough to be proactive in staying on
top of changes and other happenings that
may have an impact on their community and
their lives. Typically and for many years the
local newspaper has been the sole trusted
provider of unique community information.
Newspapers must deliver truth in all kinds of
news and information, including advertising.
The “unique-trusted-information” task is a
formidable one.

Results from a 2014
National Newspaper As-
sociation reader survey
revealed several very \ ‘
important realities about 1 e
your community news- g
paper. Hands down, your
local newspaper works
better at delivering trusted
community information than
any other vehicle.

Across America and in a
community near you:

o 67% of residents in small communi-
ties regularly read local newspapers.

° 42% selected the community news-
paper as their preferred single source of lo-

AccountScout
Anywhere...

- Ad Schedules
- Receivables
- Billing

303-791-3301 | www.FakeBrains.com | £ FARE BRAINS

Iping Businesses Achieve Greatnes:
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Millions of
national car websites...

and 99% of them will be BEIERGI]])A

Take back your local market with

cal information. (By the way, no other single
source came close.)

o 94% agreed that the local commu-
nity newspapers were very informative.

o 80% said that they and their families
look forward to reading their local commu-
nity newspaper.

o 78% relied on the community news-
paper for local news and information.
o 25% of readers regularly read all of

the community newspaper, 45% read most
of the community newspaper and 30% read

some of the community newspaper.
e The “pass-along” rate (the
number of adults who read a
single copy) is 2.48 readers per
copy.

° 76% of readers say
that the local newspapers
advertising and advertising
inserts help them make better
buying decisions.

82% said they preferred ads
in the local community newspaper as op-
posed to the Internet.

These results are reflective of an engaged
readership in communities across America
and are likely representative of your commu-
nity, thereby proving that you and your local
community newspapers are vitally relevant
and important to your local community. [T

on bazillions of

your website and brand.
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RISING STARS

Follow the LEADER

by Ashley Charron, Rising Star; General Manager of The Vermont Eagle

FoLLow THE LEADER, AN ICONIC CHILDREN'S
game, has been played across the country for centu-
ries. It feels like it wasn’t that long ago when I was
the one leading a line of my friends through the play-
ground. They would follow me as I crawled through
the concrete tunnels, swung across the monkey bars,
slid down the slides and jumped over the swings. Life
seemed simple then as the one in front, no questions
or objections, just a fun game of Follow the Leader.

I didn't know I would be playing that same child-
hood game 20 years later. This
time I was leading a group of
diverse employees and it wasn't
as easy as it was on the play-
ground. The obstacles became
much larger and instead of
crawling through tunnels, I
wanted to crawl under my desk
and hide. I am the youngest
employee in the company and
I was appointed as the general
manager. Were these older em-
ployees going to accept some-
one half their age as the boss?
The nerves set in. How was I
going to show them I could be a
great leader?

I went to my trusty search
engine, Google, and typed in
“Top 3 Qualities of a Great Lead-
er” to see if I possessed any of
the proper characteristics. I clicked on the first few
links and compiled a list of what I thought were the
best traits I wanted to emulate as general manager.
On my pad of paper I had written confidence, de-
meanor and vision.

I knew right away I needed to beam with self-
assurance. I could not let them smell the fear I
reeked of. Gaining the appropriate amount of con-
fidence would allow my employees to trust me as a
leader and feel comfortable knowing I have matters
under control. If I doubted myself, others would too.
Adopting this mindset helped me take more risks and
overcome the fear of failure. I believed in my paper
and how I was capable of making it more successful
and so did the rest of my team. They were willing to
follow me through this process.

“As a leader,
| needed to
communicate
clearly and help

everyone involved
understand why
these changes

were necessary.’

Whether I was calm and collected or scared and
upset, it all showed through my demeanor. I was not
always able to stay positive in negative situations. I
learned techniques to facilitate smooth approaches,
such as look for the positive within the negative;
don’t take things personally; be slow to judge; be
grateful; and wait, then explain your thought pro-
cess. As a leader, those practices helped build my
demeanor so that it now exudes confidence, control,
caring and passion. These are some of the small ef-
forts that impacted my team in a
positive way

Being creative has always
been a quality of mine that I
held to a high standard. Need-
less to say, I had ideas coming
out my ears. I wanted to do
this and that special, change
this on page 3, make a new
logo — my vision was huge. I
expected everyone to cherish
my ideas and jump on board
as we turned a new leaf. I was
unquestionably wrong - not
everyone agreed.

Taking the time to include my
staff in collaborative meetings
allowed for a larger acceptance
of needed alterations. As a
leader, I needed to communi-
cate clearly and help everyone
involved understand why these
changes were necessary. While not everyone was en-
thusiastic about the decisions, they trusted me with
what had now become our vision. This was a crucial
step for the beginning of a transformation of both
myself and the team I led.

Almost a year later that same childhood game,
Follow the Leader, became easier. As my confidence
grew, the obstacles lessened. Leading a team of
diverse employees has since become a joy. Every
week we collaborate as a team and make continu-
ing improvements to the paper as it strives to be the
best in the community.

I believe great leaders inspire greatness in
others. Think about it — what makes you a great
leader? [
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CONTACT
INFORMATION

'national

AFCP

Association of Free Community
Papers

135 Old Cove Road, Suite 210
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 Pub-
lishers 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
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regional

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: kevin@mfcp.org
Web: www.mfcp.org
Kevin Haezebroeck

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

state

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

Email: DJNeuharth@aol.com

Web: www.communitypaper-
sofflorida.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
1451 East Lansing Drive

Suite 213B

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@columbus-
messenger.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.adnetworkny.com
Dan Holmes

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)



GRAPEVINE

GRAPEVINE

AIM MepiA INDIANA, LLC HAs
announced the acquisition of the
print and digital publishing assets
of The Jackson County Banner, the
twice weekly newspaper serving
Brownstown, Ind., and surrounding
Jackson County along with The Bud-
get, a weekly shopper publication
serving the same geographic area,
from Lincoln Trail Publishing Com-
pany, a division of Community Media
Group of West Frankfort, IIl.

“We recognize the longstanding
commitment to this community
by Community Media Group and
the Perrotto family. They have
been dedicated stewards of these
publications and we are honored
to step into their role as owners to
continue and to expand the ser-
vice and support to Brownstown
and all of Jackson County,” said
Jeremy L. Halbreich, chairman and
CEO at AIM. “The Perrotto family
is admired and deeply respected

across our industry and we look
forward to continuing in their tra-
dition,” Halbreich added.

Mark J. Perrotto, president and
chief executive of Community Me-
dia Group, said, “We are pleased
that The Jackson County Banner
will be operated by a quality news-
paper publishing organization with
an established presence and a
major commitment to the region.”

The transaction was negotiated by
Cribb, Greene & Cope LLC. Terms of
the transaction were not disclosed.

FAYETTEVILLE PuBLISHING Co.
in Fayetteville, N.C., has sold The
Fayetteville Observer and its other
businesses to GateHouse Media, LLC.

The sale ends the 93 years of
local ownership by the family of
the late Ashton Wilson Lilly.

The Observer, which is marking

its 200th anniversary this year as

Your Reach

ith an ad in the
of Florida classified network!

WHAT'S GOING ON...

North Carolina’s oldest newspaper,
has been the largest independently
owned newspaper in North Carolina
and one of the largest remaining in
the South through an era of consol-
idation in the newspaper business.
Charles Broadwell, the com-
pany’s president and publisher and
a fourth-generation member of the
ownership family, announced the
news in a memo to employees.

“Our family owners and board
members went through extensive
discussions during the past year
before making the difficult decision
to sell the newspaper and accept
GateHouse’s offer,” Broadwell said
in his email.

The sale includes Iwanna USA, a
popular weekly classified publica-
tion in Ashville, N.C.

Gary Greene, managing direc-
tor of Cribb Greene & Cope LLC,
represented Fayetteville Publishing
Co. in the sale. M

For just

$245.00

SISO AUDIT PROMOTION

CHECKLIST

COUNCIL

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!

your message will
reach more than

1.8 million homes
and over

3.4 million readers.

Get Results!

Zones with up to
an additional
1.9 million homes
(3.7 million readers)
in the Tampa & Miami
areas are also available
for an additional cost.

Call today!

392.341.4410

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, CPIl, 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.

(800) 262-6392 « www.cvcaudit.com

NN RRNEF

September 2016

125




w
i
S
o
-
Z
O
i
O
O
(99]
(9]
<

Associations ihe N EW

THE MIDWEST FREE
Community Papers (MFCP)
has scheduled a three-day
traveling conference in
October.

Members will meet on
October 12 in Albert Lea,
Minn.; October 13 in Des
Moines, Iowa; and October
14 in Moline, IIl.

Tim BINGAMAN OF THE
Circulation Verification Coun-
cil (CVC) will be part of the
Media Buyers Panel Discussion
at the joint conference of the
Independent Free Papers of
America (IFPA), Southeastern

NETWORKING AT A C-LEVEL,
learning from industry experts,

meeting with recommended
solution providers, access to a

global network of professionals
and great social events are on
the agenda of the Internationa

ASSOCIATION
UPDATES

Classified Marketplace Associa-
tion (ICMA) Autumn Confer-
ence.

The conference is scheduled
for October 19-21 in Bern,
Switzerland at the Kursaal
I Hotel Bern.

Advertising Publishers Asso-
ciation (SAPA) and the Com-
munity Papers of Florida (CPF)
scheduled from September 29
through October 1 at the Car-
ibe Royale Resort in Orlando.

The panel will zero in on

REBEKAH DARksSMITH JOINED NICHE MEDIA AS
president in July 2016 to lead a strategic expansion that
will allow the company to more broadly serve the publish-

ing community.

Darksmith’s 20 year career in publishing experience
spans consumer, B-to-B, and scholarly and academic
publishing. Most recently she held a dual role within the
University of California Press, a $22M not-for-profit aca-
demic publishing house with periodical, book, and digital

publishing divisions.

For the past decade Darksmith has also served as a
business advisor for Niche Media, helping craft content

local media planning skills and
how the process works for the
media to place ads. Find out
how advertisers can find you
through CVC and the Stan-
dard Rate and Data Service
(SRDS).

THE ExTRA OF NEw CENTURY
Press has joined the Association of
Free Community Papers.

The Extra is located in Rock
Rapids, Iowa, and is 90% distrib-
uted by racks and 10% by mail.

Lisa Miller (Imiller@ncppub.
com) is the AFCP representative.
Kan Jurrens is the NANI contact
(ads@ncppub.com).

and marketing strategy for the Niche portfolio of events.

To submit your “associations in the news” story, please contact Dave Neuharth by fax (1.352.347.3384) or email: DJNeuharth@aol.com.

MFCP Publishers Summit Recap

Continued from page 11

the biggest limiting factor was the

time we had for the discussion.
Based on the quality of the dis-

cussion and the people I have met in

my time here, I am not surprised to
hear that many of our members are
having strong years growing top-line
revenue. While attendance was not
as large as I would have liked, the
discussion was beneficial regardless

of experience or ownership. I can
only apologize for not promoting
this better, as those who missed out
truly did miss out because on these
two days, work was not work at all.
It was fun. [



ONTHE
HORIZON

sept.

DENVER, CO : SEPTEMBER 19-21, 2016
Niche Digial Coference. For information
contact Carl Landau at 916-443-3000
or carl@nichemediahqg.com.

DENVER, CO : SEPTEMBER 25-28, 2016
North American Mature Publishers As-
sociation (NAMPA). National Conven-
tion, the Magnolia Hotel, Denver, Colo.
For information contact Gary Calligas
at gary@maturepublishers.com.

ORLANDO, FL :

SEPTEMBER 29 - OCTOBER 1, 2016
Independent Free Papers of America
(IFPA), Southeastern Advertising Pub-
lishers Association (SAPA) & Community
Papers of Florida (CPF). Joint Confer-
ence, Caribe Royale All-Suite Resort,
Orlando, Fla. For information contact
Douglas Fry, info@sapatoday.com, or
Dave Neuharth, djneuharth@aol.com.

OcCt.

ALBERT LEA, MN : OCTOBER 12, 2016
DES MOINES, IA : OCTOBER 13, 2016
MOLINE, IL : OCTOBER 14, 2016
Midwest Free Community Papers
(MFCP). Traveling Conference. For
more information email Kevin Hae-
zebroeck at Kevin@mfcp.org.

BERN, SWITZERLAND :

OCTOBER 19-21, 2016
International Classified Marketplace
Association (ICMA). Autumn Con-
ference, Kursaal Hotel Bern, Bern,
Switzerland. For additional informa-
tion, email hannah@icmaonline.org,
or call +31 (0)615 067 378.

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

NCF

All proceeds go Lh

2017

LOUISVILLE, KY :

APRIL 20-22, 2017

Association of Free Community
Papers (AFCP). Annual Conference &
Trade Show, Gait House, downtown
Louisville, Ky. For information con-
tact Loren Colburn, loren@afcp.org.

JERSEY CITY, NJ :

SEPTEMBER 28-30, 2017
Independent Free Papers of America
(IFPA). Annual Conference, Westin
Jersey City Newport Hotel. For more
information contact Douglas Fry at
info@sapatoday.com.

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

ADVERTISING RATES:

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

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”

* www.freepaperink.com * www.freepaperink.com ¢« www.freepaperink.com -

28 September 2016




INK CLASSIFIEDS

COMPUTER
SOFTWARE

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.

DISTRIBUTION
SERVICES

AVAILABLE NATION-
WIDE Let us distribute
your paper in a unique,
cost effective way while
bringing in additional
advertising revenue. Call
631.235.2643. The Email
Shopper ask for Richard
or email admin@thee-
mailshopper.com

WANT
INFORMATION ON
THE LEADERSHIP

INSTITUTE?

GOTO

CONTENT
PROVIDERS

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

PUBLICATION
BROKERS

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 @ Igrimes@
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

. EMPLOYMENT

ASSISTANT SALES
MANAGER Advertising and
Marketing position avail-
able in Wyomissing, Pa.
Kapp Advertising is look-
ing for a person who is
intelligent, hardworking,
personable and energetic.
Experience as a territory
team leader is essential.
Must be motivated and
able to motivate others.
Good time management
skills are necessary in this
fast-paced sales environ-
ment. Full benefit package
and excellent opportunity
for advancement. EOE.
Send cover letter, resume
and three professional
references to randym@
themerchandiser.com

RATES:

. EMPLOYMENT

ADVERTISING SALES
MANAGER The Smart
Shopper Group is rapidly
expanding their Shoppers
into the Sarasota FI. 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

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?

e Family atmosphere!

e Excellent compensation
plan with great incentives!
e Great earnings potential!
e Health, Dental, Vision,
Retirement Plans

e Ongoing training and de-
velopment!

e Room for advancement!
Open territories in Cape
Coral, Fort Myers, Bonita
and Naples.

Please email resume to:
jkonig@breezenewspapers.
com.

LIVE AND WORK in fabu-
lous Myrtle Beach, S.C. The
Myrtle Beach Herald has an
immediate opening for an
experienced sales rep. Email
resume to Tom Brown, tom.
brown@myorrynews.com.

DISCOUNTS:

. EMPLOYMENT

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

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.

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: Farris Robinson, Presi-
dent, to E-mail: Opportu-
nity@Hometownnewsol.com
Or Fax: 772-465-5301-EOE

CONTACT:

SA3HISSVTD NI

CLASSIFIED
ADVERTISING

Phone: 877.203-2327
Fax: 720.528-7943

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

Up to 30 words
$25 per issue

(additional words -
90 cents per word)

Email: afcp@afcp.org

free paper




INK CLASSIFIEDS

PUBLICATIONS
FOR SALE

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.

CENTRAL NEW JERSEY
WEEKLY PUBLICATION.
Own a 63-year-old mailed
community newspaper.
Over 37,000 mailed free to
homes. Profitable, mar-
ket leader. Owners retir-
ing. Good opportunity for
individual or family to build
on a steady base of busi-
ness. Send indication of
interest and background to:
cwrubel@gmail.com

WANT

INFORMATION
ON

THE
LEADERSHIP

INSTITUTE?

GOTO

CLASSIFIED
ADVERTISING

PUBLICATIONS
FOR SALE

25 YEAR OLD WEEKLY
paper for sale located
Charleston, South Carolina
- Family Owned - Debt Free
- Financing available - Time
for us to retire! - Call Rich-
ard @ 843-552-6826

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

KAMEN & CO GROUP
SERVICES - www.KAMEN-
GROUP.com - info@KAMEN-
GROUP.com

Myrtle Beach, SC publish-
ing entity that distributes
from Ocean Isle, NC to
Kiawah, SC. North Carolina
Shopper & Auto Magazine.
PennySaver from Major
East Coast Region. West
Coast Independent Film/
Movie Studio & Distributor-
ship seeks investors and/
or outright buyer. New
Mexico Weekly Newspaper
& Monthly Regional Maga-
zine. New Mexico Statewide
Monthly Health, Envi-
ronmental & 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

RATES:
Up to 30 words
$25 per issue

(additional words -
90 cents per word)

PUBLICATIONS
FOR SALE

(area) Newspaper Group.
Famous Coupon Queen
Booklet. South Dakota
Weekly Newspaper. (Eu-
rope / Overseas Listings).
Copenhagen, Denmark

- Daily Newspaper. Jeru-
salem, Israel - Auto Parts
(Manufacturing) Magazine.
Florence, Italy - Cultural &
Regional Magazines (four).
Iceland - Weekly Glossy
Tourist Magazine. Lucerne,
Switzerland - Major Daily
Newspaper Publishing Co.
Geneva, Switzerland - Edu-
cational Magazine. Prague,
Czech Republic - Science
Directory. Budapest, Hun-
gary - Book Publishing Co.
London, England - Daily
Newspaper. Edinburgh,
Scotland - Weekend News-
papers & Tourist Magazines
(six). Kamen & Co Group
Services can help you to
financially value your free
distribution publishing enti-
ty. We have the experience
and proven track record of
correctly valuing all types of
print & digital publishing or-
ganizations on a worldwide
basis. Want to sell your
valuable publication? We
provide customized, confi-
dential brokerage 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 con-
cise 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

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

INK CLASSIFIEDS

. MISCELLANEOUS

OUTPERFORM YOUR
CONDITIONS. Training
and marketing materi-

als supported by research
that will help your staff sell
more ads in this economy.
Affordable and proven
programs. John Peterson,
860-447-9198. Johncpeter-
son.com.

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

WANT TO PLACE YOUR
OWN CLASSIFIED AD?

EQUIPMENT FOR
SALE

INSERTING MACHINE
for SALE: 12 into 1 Muller-
Martini 227 inserting ma-
chine. Additional pockets
also available. Contact Lee
at Imsmith@theflyer.com or
813-635-3396.

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

36 OUTDOOR, 3 CLEAR
PLASTIC DOORS, SS15
9-12 Publication Plastic
Racks. Charcoal. Some
used 1 year, some never
used, all working condi-
tion. $3,000 plus shipping.
$12,643 new. Farmington,
NM 505-686-3831.

CONTACT:

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




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

- A Valuable Resource for AFCP Members -

The AFCP Digital Toolbox helps members find
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.

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

WWw. apr.org

Get Your Publication Online with a Page-Flip Digital Edition

Simply upload your PDF, we’ll handle the rest Vo_lu_me
Pricing
Seamlessly integrates with your current website Starting at

. o Just $1
Engage readers with realistic page turn per page

Make money with banner ads, digital inserts
and Google AdSense

Try it for FREE - visit
PageFlipPro.com

is a subsidiary of JB Multimedia, Inc.
Learn more: visit www.pageflippro.com or call (888) 592-3212 x 710

September 2016




A monthly publication provided by
the Association of Free Community
Papers. Our mission is to bring news
and resources to the free community
publication industry.

afcp

ASSOCIATION OF
FREE COMMUNITY PAPERS

135 Old Cove Road — Suite 210
Liverpool, NY 13090
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Got a newsworthy event going on
with your business or your staff?
Send the details and photos to

loren@afcp.org for consideration for a
coming issue of Free Paper INK. WWW.AFCP.ORG

Plan on being a part of this one!

afcp
lom'fl////e
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ANNUAL CONFERENCE & TRADE SHOW

_ Save the Dates!
G April 20-22, 2017

Joint AFCP and SAPA (Conference



