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The November issue will take a look at the use of color in
the publishing industry and the impact and changes it affords
advertisers and publishers. As always, we will continue to
examine the people, publishers and businesses that make up
the community publication industry.

AFCP/NANI HEADQUARTERS: Free Paper INK is dedicated to
Loren Colburn, Executive Director keeping the industry informed on

Cassey Recore, Administrative Assistant | KeY issues, topics and industry
news. If you have any items of

1 3 JOE NICASTRO AliX1BBgochvlr(;eéoA\;iemFi{gias(tjrfthiés;ils(t)ant interest that should be shared with

people throughout the Free Paper

TALKS POLITICS Liverpool, NY 13090 Industry, simply email them to

Toll Free: 877.203.2327 loren@afcp.org. We welcome your
Fax: 720.528.7943 input, appreciate your readership
Email: Ioren@afcp.org and look forward to your contribu-

Web: www.afcp.org tions to our content.

Free Paper INK is not liable for er-
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Phone: 352.362-7350 right is reserved by Free Paper
Fax: 352.347.3384 INK to edit, reject, or cut any copy
Email: DJNeuharth@aol.com without notice.
COMPOSITION: NO CASH REFUNDS
Barbara A. Holmes The opinions of the individual
Phone: 352.598.3500 contributors or correspondents do

not necessarily reflect those of the

Email: FreepaperlNK@ao"com publication or its management.

MARKETING REPRESENTATIVE: Free Paper INK may include mate-

: Wendy MacDonald rial produced under copyrighted or
! X 10418 Bond Street syndicated ad service. Permission
A of the publisher must be obtained

Overland Park, KS 66214 before copying any of the material
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EDITOR'S VIEWPOINT

DAVE NEUHARTH
EDITOR

October 2016

A Little Election History

IN THIS 1SSUE OF FREE PaPER INK
we are taking a look at the elections in
November. A lot is on the line, especially
in the presidential election.

Will it be Hillary Clinton, who will mostly
carry on the agenda of current President
Obama? Or will it be Donald Trump, who
advocates change?

In the Senate, the Republications need
to keep control - then in case Clinton
wins, they will have some control over the
liberal spending.

We have several article in this issue on
the election. We have featured Joe Nica-
stro, a successful New Jersey publisher,
who is also involved in politics in his com-
munity.

Will it be a close presidential election?
Probably. If we look back at history, there
were some real nail-biters.

Another Clinton (no, not Bill) was in-
volved in a close election in 1813. Dewitt
Clinton lost by less than four thousand
votes to James Madison. Maybe this is a
good omen for Mr. Trump.

Another close election took place in
1880 when Ohio Senator James Garfield
scored a 2,000-vote victory over Winfield
Hancock, a distinguished Civil War Gener-
al. Unfortunately he soon was the second
president killed when he was shot in the
chest by a deranged officer seeker.

In 1884 New York’s Democratic Gover-
nor Grover Cleveland managed to defeat
a popular Republican, James Blaine. He
squeaked out a 25,000-vote win over the
favorite from Maine.

Four years later it was a different story.
Benjamin Harrison, the grandson of the
country’s eleventh president, William
Henry Harrison, lost the popular vote by
100,000 votes but won the electoral vote
to defeat Cleveland.

Moving up closer to our time, in 1960
the first close race of modern time took
place when Democrat John F. Kennedy
defeated Republican Richard Nixon by
112,000 votes. That year over 69 million

votes were cast and it was one of the first
elections in which television ads and de-
bates played a huge part in the campaign.
Eight years later Nixon returned and won
the election.

In 1997 Democrat Jimmy Carter, a
Georgia peanut farmer, defeated a Michi-
gan congressman turned president, Gerald
Ford, by 57 electoral votes. The votes
were counted until wee hours of the
morning. Many speculated that the Carter
vote was the result of the prior four years
when Republican Richard “Tricky Dick”
Nixon was forced to resign over the Wa-
tergate scandal.

Then there was the closest and most
controversial election in history. In 2000,
Republican George W. Bush took on Dem-
ocrat Al Gore in the closest election ever.
Even the television networks were at odds
trying to determine who won. Gore won
the popular vote by half a million votes.
Hanging chads in Broward County, Florida
were not considered real votes and Bush
ended up winning by default. The decision
was made after considerable time and ac-
tion in Tallahassee.

It took five weeks to determine the
winner. Bush’s official margin was by
537 votes. Lawsuits were filed. Recounts
were ordered. Bitter disputes centered
on confusing ballots, missing names from
voting rolls, and subjecting minority vot-
ers to multiple requests for identification.
The punch card ballots were vulnerable
to voter error. The Florida Supreme Court
ordered a recount.

In a late night decision, the U.S. Su-
preme Court halted the Florida recount. A
narrow majority of the Justices said that
the recount violated the principle that “all
votes must be treated equally.” It also
ruled that there was not enough time to
conduct a new recount that would meet
constitutional muster.

Who will win in 20167 If it takes chads
for Trump to win, then I am all for it. Not
everyone is going to agree with that. But
this is America and Trump is my choice. [



Who is fooling Who!?

I REMEMBER WHEN NOT EVERYONE IN
college passed. I remember when there
were fewer really good grades than the
other kind. I remember a time when you
had to really push hard in college to make
excellent grades and the accomplishments
were really special, because there were
fewer people making A’s than the other
letter-grades that, by design, represented a
lower level of accomplishment.

Today it just ain’t so. A study conducted
by professors Stuart Rojstaczer and Chris-
topher Healy revealed that
in 1960, the most common
grade in college given nation-
wide was a C. In fact D’s and
F's accounted for more grades
combined than A’s, which
were given at a rate of 15%.

Today the largest percentage

of grades across a wide range

of schools are A’s. The reality

is not real. 73% of all college

grades are either A or B (43% are A’s). Are
we to assume that the students of today are
really that much smarter than those of days
past? Should we surmise that the college
students of today are really buckling down,
not wed to their smart phones and taking no
academic prisoners? I don’t think so.

What this says about higher learning on
a massive scale is that these students are
living in a bubble that someone designed.

FEATURE STORY

Who knows what the intention is but it will
be painfully obvious what the results are
once the veil of academia is lifted and the
application of the knowledge acquired is
necessary to thrive or just survive.

Once these coddled young adults get in
the business world, a rude awakening likely
awaits. Because these students were excel-
ling in their previous protected environment
according to the grades they were given,
and they watched in admiration and awe
as the grass grew greener right under their

studious feet, the new reality
may be hard to accept. They
will find that the business
world is a bit more demand-
* ing. Out here, if you don’t
really produce you really
fail — and nothing is going
to stop that from happening
except the focused efforts
that produce at the required
levels of expectations.

To those who are making really good
grades because you earned them, stay the
course because the disciplined behavioral
foundations you are utilizing to make the
grade now will pay off later in your profes-
sional endeavors. There are many schools
to choose from that do grade students well
and fairly and they produce the type of pre-
pared individual that will be in a position to
make positive contributions. [
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small businesses an

by Chris Sedlak

LitTLe FisH Bic Ocean INC. WAS FOUNDED
in early 2008. The company was created to help
small businesses compete with the big guys through
the use of business management software. Big
business has always had huge budgets to invest

in innovative software which makes them tough to
compete with. Our mission was to give that same
advantage to small business at a fraction of the
cost.

My name is Chris Sedlak and I've been in the
publishing industry since 1998. I got my start work-
ing as a production manager for a community paper
in southwest Orlando. After
a few years, I decided that
general manager was my next
move. So I approached the
owner and spoke to him about
my goal. He told me that a GM
is accountable for improving
sales and I needed to find a
way to increase sales in order
to earn that title.

So I took this new direction
and sat down with the sales
manager. I watched what he
did and asked what slowed
him down the most. It didn't
take me long to realize that in-
efficiencies were taking a lot of
time away from making sales.
So I created a simple database
to pull his information together
and eliminate wasted time. His
calls immediately doubled and
as you can imagine, his sales went up.

I took this new success back to the owner, who
then asked me to do the same for the rest of the
sales department. Once that was completed, he
then asked me to see what I could do with the bill-
ing department, then production, and well - you see
where this is heading.

It took me a while, but I realized a few years
later that the GM position had been filled - by my
program.

“MaxPro is like having an
assistant for each one of your
staff members that can be
remotely accessed from
anywhere. It’s centered
around MAXimizing
PROductivity by tying each

department together,

eliminating repetition and
reducing errors.”

— Chris Sedlak

It was about that time that I
decided I could help other publish-
ers improve sales using the same
techniques. That's when Little
Fish Big Ocean Inc. was formed.
We created a unique system for
publishers where they could log
in from anywhere. Remote sales-
people could easily communicate
with the rest of the office. And we
added plenty of “smart” features that take the work
out of things, such as managing sales territories
and creating a credit scoring
system for advertisers that au-
tomatically warns of problems.

MaxPro Publishing was intro-
duced in July of 2009. MaxPro,
or Max, as we refer to it, is like
having an assistant for each
one of your staff members that
can be remotely accessed from
anywhere. It's centered around
MAXimizing PROductivity by
tying each department togeth-
er, eliminating repetition and
reducing errors. But it's the
centralization of your compa-
ny’s data that is most critical.
You as the publisher actually
“own” your information, in-
stead of it being on your sales
staff’s phone. Imagine if your
best sales person walked out
the door. Did you just lose his
contact list? Are you going to lose time and money
trying to figure out where they left off? The answer
without a doubt is “YES!”

While we continue to work with other industries,
publishing is our passion. There is just a warmth
there that a lot of other industries lack, and that’s
why we’re so thankful to be involved with such a
good group of people.

I can be reached anytime at 406-656-2777 or by
email at: chris@maxpropublishing.com. [

Chris Sedlak
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Meet the magic behind

DAN ALEXANDER IS THE PUBLISHER AND
president of Denton Publications, Inc., a community
newspaper publishing company and commercial
printing operation based in Elizabethtown, N.Y.

Alexander is also the principle owner of New
Market Press, Inc., a Vermont-based community
newspaper company, and Community Media Group
LLC, publishers of Eagle Newspaper Group in the
Syracuse, N.Y., area and Spotlight Newspapers in
the Capital District.

The family is involved in the
business. “I fear I am seriously
overrated when it comes to my
contribution to the company. My
wife Gayle, son DJ and now his
wife Ashley are strong driving
forces in the operation of Sun
Community News & Printing,”
Alexander said.

After serving as general mem-
bers of daily, weekly and free
papers in New York, the com-
pany he worked for was sold to
American Publishing Company.
Alexander was named regional
manager and soon hit the road
looking for acquisitions.

One of the companies he
looked at was a small group in
Elizabethtown, but the company
turned down his recommendation to make the purchase.

He got together with his mentor, George Sample,
and son Scoop Sample, and purchased the publica-
tions. In 2000 he acquired the Sample family shares
of the company and expanded into other markets.

Alexander serves on the Free Community Papers of
New York (FCPNY) board of directors and has been its
president. For his service to FCPNY he was honored
with its very first Publisher of the Year award in 2001.

He is also a member of the Independent Free
Papers of America (IFPA) and has been a board
member of the New York Press Association.

Alexander currently serves on the Association of
Free Community Papers (AFCP) board of directors
and has taken an active role in committees. He is

“l fear | am seriously
overrated when it comes
to my contribution to the

company. My wife Gayle,

son DJ and now his wife

Ashley are strong driving

forces in the operation
of Sun Community
News & Printing.”

- Dan Alexander

also the chair of PaperChain.

Although he attended college, he said, “In the
field of publishing, I learned by the school of hard
knocks.” In 2012 he was a graduate of The Leader-
ship Institute.

Alexander is also active in community service. He
served as the United Way campaign chair and as the
four-county chairperson of the Work Force Investment
Board. He is also a commissioned lay minister with
the Catholic Church and a mem-
ber of St. Elizabeth’s Church.

His wife Gayle was in the
newspaper business long before
Alexander. She worked at the
Corry Evening Journal and when
they moved at Hanover Evening
Sun in Pennsylvania back in the
late 1970’s serving as an assis-
tant to the advertising directors.

Gayle has had a number of
roles with the company over the
years but currently oversees
finances, including production of
the monthly financial statements
and closely monitoring the ac-
counts receivable to ensure a
sound cash flow to maintain the
operation. She is the CVC audit
point person for pulling together
the driver manifests, postal
reports and web metrics accounting for distribution
accuracy.

Gayle has expanded her responsibilities getting
involved in community affairs with two community
hospitals. She was also a United Way Campaign
Chair several years after Alexander chaired the
campaign, and assisted in fund raising for the build-
ing of a new SPCA facility in the county. She is also
active in St. Elizabeth’s Church.

Gayle's commitment to AFCP, assisting with the
annual conference, is marked by the same passion
she brings to all the organizations with which she
engages. She has recently begun writing for the
new North Country Living Magazine and provides
a critical eye on demanding quality content. “She
is the Matriarch of Sun Community News and the



It’s a family affair! The Alexander family (from left to right:
keep things running smoothly.

go-to person our employees look to when they need
something non-technical,” Alexander said.

D] (Dan, Jr.) began helping out stuffing papers
at the age of 12. He has worked in the press room,
sales department and editorial department, and was
a courier back when the company picked up flats at
customer locations to print. He even drove a truck
delivering papers to print customers. “He has seen
it all and done it all,” Alexander said.

D] is the creative talent that gives the publishing
company the WOW factor. His eye for design and
his skills with the digital world really set the com-
pany apart from other publishing ventures. “He will
simply not let us go to press until his eyes have gone
through everything page by page. His leadership
skills within the company continue to overshadow my
input in many areas due to his in-depth knowledge of
our digital networks, computers, programs, websites
and personnel that rely on these tools everyday.

“The addition of our Ricoh Digital Press, the
launch of a new website he designed and the
expansion of the online print store at www.sun-
communityprinting.com is all DJ. He put these
expansion projects on his back and continues to be
personally involved in every aspect of these new of-

STORY SPOTLIGHT

DJ, Gayle, Ashley and Dan) works well together as a team to

ferings,” Alexander said.

D] was in the first AFCP Rising Stars class and
was the inspiration behind several AFCP creative
graphic award contest video productions.

Ashley joined the firm ten years ago and like
the rest of the family, earned her wings coming up
through the ranks learning every task along the
way. Her strong work ethic, along with her many
other quality assets, caught DJ)’s attention. They
were married in 2010 and have two wonderful chil-
dren, Daniel ("3D") and Gracie.

“How Ashley manages to juggle the family and
her tasks here at the The Sun is an amazement to
us all. She has the demanding function of heading
the advertising department for our northern group.
She not only manages the advertising schedules
for nearly all national house accounts and agencies
but is also the senior manager in the front office,
making her the go-to person between production,
accounting, editorial and sales. She keeps the pro-
duction traffic in the office well organized and still
finds time to be on the road helping sales reps and
working with customers,” Alexander said.

Ashley is an AFCP Rising Star and a graduate of
TLI. M
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Elections: What's a

FREE PAPER tO

by Tiffany Gardner, Rising Star

WE ARE FINALLY APPROACHING THE END OF
another election year. Soon we will no longer wake
up to morning news filled with the latest presi-
dential candidate scandal, or the constant political
posts some of our friends cannot resist posting on
Facebook. Yes, on November 8th we will be rushing
to the polls (hopefully with a well-educated deci-
sion) to cast our votes.

Election years can cause great fluctuations on
different components of our economy. The newspa-
per industry can use this to its advantage. In this
industry, we hold an incredible power. We get mes-
sages to the masses. Election years are a great
time to get that extra boost in ad sales.

With all the rumors and tab-
loid stories surfacing on social
media, voters are trending to-
wards papers for the facts. It is
much easier to post a photo or
article on a third-party website
than to get your story in good
old black-and-white ink. There
is something about the perma-
nency of a newspaper article,
and the messages they convey,
that people tend to have more
faith in.

The Internet does not give
someone a tangible resource to
look back on. You can’t scrap-
book your Internet bookmarks, and many do not
save their pages to look back on. Newspapers have
the top-of-mind ability so members of the same
household can read the same article. Even if it
causes a debate, the source is there and it is clear
where their information is coming from. How many
times have you heard, “I saw it as I was scrolling
through my newsfeed but can’t find it now.” Unless
you're a magician, your newspaper doesn’t disap-
pear from the coffee table.

Demographically speaking, free papers got this.
Statistically proven time and time again, senior
citizens are the largest voting population. 70%
of Seniors (Americans age 65 and older) voted in
our last election, with the age group 45-64 trail-

Push your sales!

I’m finding success
utilizing my CVC

audit results.

- Tiffany Gardner

do?

ing them at 69%. Let's face it. With the advances
in technology, many grandparents are not up to
speed with Facebook, Twitter, or even Google.
Newspapers are part of their history and they
choose to find their facts in the ink. If not in the
physical ink, they can utilize Google enough to the
point that they have the ability to read their local
paper online.

So, what’s a free local paper to do?

Push your sales! I'm finding success utilizing
my CVC audit results. In our market, we are the
number one source for Americans age 45 and
older, which is also the key voting target many
candidates need to reach due to the fact that these
people always vote. But don’t
discount the voters ages 45
and younger! Looking further
into my CVC Audit Report, the
median income levels of weekly
shopper readers are anywhere
from $25,000 - $124,999. As
you can see, this covers many
people of varied lifestyles and
age groups.

Did you also know that
81.1% of readers have or
buy the products and service
featured in a weekly shopper?
That alone speaks volumes for
the influence we can have on
a population. I'm finding the CVC Audit facts are a
solid way to present my case when prospecting for
political advertising dollars.

Whether you are Republican, Democrat or Inde-
pendent, use this time to boost your ad sales and
increase your bottom line. [

Source: Campaigns & Elections, Tom Edmonds,
International Association of Political Consultants.
http://www.campaignsandelections.com, 2016.

Tiffany Gardner is a sales account executive with
the Grant Iowa Lafayette Shopping News, a divi-
sion of Woodward Communications, Inc.
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Publisher Joe Nicastro

talks POLITICS

MoOST OF US IN THE FREE PAPER INDUSTRY KNOW
Joe Nicastro as a successful publisher who has sold pa-
pers, purchased papers and led companies to success.

What you may not know is that Nicastro started early
in sales selling fruits and vegetables when he graduated
from high school. He sold that business and at the age of
23 bought a bar and restaurant. He later sold that busi-
ness and went back into the fruit and vegetable business.
That is when he had the opportunity to sell newspaper
advertising, which led him to the newspaper business.

“Sales is sales,” said Nicastro. He attributes his suc-
cess to his sales ability.

In 1987 he started The Independent News in the
northern New Jersey market. Under his leadership the
business grew and was successful.

Around 1995 he started the company My Paper online
which later became and still is known as CoolerAds. My
Paper online was one of the first to publish newspapers
display ads online back in 1997 and charge for them. “I
used the system successfully for a few years before of-
fering it to other publishers, which I still do to this day.

I always like trying new technology. You have to experi-
ment and try different things, otherwise you are standing
still and get left behind,” Nicastro said.

Sales and Publishing was another publication that Nica-
stro created as a product to help community newspapers
with articles and ideas. He hopes to bring it back one day
soon to help the industry with training and sales ideas.

After being involved in running and selling publica-
tions, in 2015 he and his wife Mary merged his publica-
tions with NJ Marketeer group which later became New
View Media Group. The company has 17 titles and direct
mails 155,000 in its market.

Now we know that Nicastro is successful in the art of
selling whether it’s fruit and vegetables, operating a bar
and restaurant, running a digital company, selling news-
paper ads, publishing, or buying and selling companies.

So what’s next?

Let’s take a look at politics.

Over four years ago he was approached by a member
of the Mt. Olive Council and asked if would like to run for
Council in the upcoming election.

"It was something I always thought about, going back to
my early years when it was suggested that I might want to

Joe Nicastro is involved in local politics in Mt. Olive, New Jersey.

run for mayor in the town I lived in. At that time the kids
were young and between the business and all else that was
going on, I decided I would not have the time,” he said.

He decided to get into the Mt. Olive race along with
two others. He came in first out of the three he ran with
but lost in his first try. The winner ended up getting
transferred and with the next highest vote count, Nica-
stro was selected to fill the seat. He finished that term
and has since been reelected to another term.

On his thoughts about politics, Nicastro said, “On the
local level, I used to be one of those people who com-
plained about taxes and how we have too many police and
waste money. But like most, I never went to a meeting.
Once elected and listening to the police and seeing the ac-
tual reports and numbers and what they deal with, I was
in favor of adding more police if the budget allowed.

"I realized how the town’s worst enemy is the State
itself. The Department of Environmental Protection, the
Department of Transportation - they just make it impos-
sible for the governing body to do many things with all
the red tape.

Continued on page 14
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Continued from page 13

“I also realized that my town is very fortunate to have
a council and administration that get along. We can dis-
agree but we try to resolve all issues behind closed doors
and not in public.

“Once you move up to the county level you see how
things begin to change with campaigns and the money
being spent to get elected, the votes on issues and how
they are handled. Then you get to the state and it is
worse. With each level of government you see how things
change and why we are in the mess we are in nationally.”

In the future Nicastro plans to run for mayor when the
current one moves on. “ I am not sure about county or
state offices but as I was told when asked about run-
ning for mayor, the answer is always that it's something I
would definitely consider,” he said.

Since taking office he has helped get the Republican
Club in town back up and running. He has been voted
chair of the Mt. Olive County Committee and currently
serves as president of the council.

The council had no municipal tax increases in three
years, has built a great kids’ playground and now a

Spreadsheets
work, but there’s
a better way!
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e Sales History
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'n\é ?g

Software developed by

Call Chris today for a demol
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—
MaxProPublishing.com @q@o([AN“

splash pad. Nicastro was responsible for budgeting funds
for a couple of mailboxes painted like the American flag
for residents to use to dispose of their old flags. He re-
cently attended the Republican Convention in Cleveland,
something he always wanted to do.

When asked about politics in the publishing business,
he said, “Regardless of being a Republican, as a business-
man and an average citizen, I look at what is happening
and ask myself, is my business better than it was eight
years ago? Are my personal finances better off than eight
years ago? To be honest, if the answers were ‘yes’ I might
vote to keep things the way they are. But they are not.
Business is OK, not great, and more and more small busi-
nesses are closing and whatever downtowns we have are
virtually closed. Things are tough. There are many rea-
sons for this but I have to look for something to change.
My hope is that a new administration with new ideas and
a pro-business attitude might turn things around.”

In closing Nicastro said, "Whether I am serving the
residents of Mt. Olive or helping small businesses grow,
making a difference is very rewarding. When you see the
appreciation from the residents and businesses, that is
worth more than what it pays.” M

AFCP members
have the option of enlisting the
services of MSG Payment Systems to
provide competitive, member-only rates
for your credit card processing.

To learn more about this member benefit,
contact the AFCP office or look for
MSG Payment Systems in the

AFCP Digital Toolbox at afcp.org




FROMTHETOP
WITH SHANE GOODMAN

by Shane Goodman

IT WAS THE FALL OF
1988, and our country
was in the midst of a se-
ries of heated presidential
debates between George
H.W. Bush of Texas and
Michael Dukakis of Massachusetts. Bush was the
incumbent vice president, and Dukakis was the
governor of Massachusetts. I was a junior at Buena
Vista College, and this was the first presidential
election that I was eligible to vote in.

But I didn't.

Was I unpatriotic? Maybe, but uninterested,
uninvolved and unimpressed are probably better
descriptors.

I didn’t really understand the issues, the differ-
ences between the candidates or the core values of
the parties they represented. Honestly, I wasn’t even
sure where to go to vote if I wanted to. As it turned
out, Dukakis could have used my vote, along with
seven million or so more. Bush won the election in a
landslide. Since 1988, no candidate has managed to
equal or surpass the number of electoral votes Bush
won or the popular vote percentage he garnered.

That was 28 years ago. I have voted in every
presidential election since — 1992, 1996, 2000,
2004, 2008 and 2012. I have been a registered
Democrat, and I have been a registered Republican.
Like many of you in the publishing industry, some of
my views don't align with either
party. And, like approximately
40 percent of all American vot-
ers, I am now an independent.
This may explain why I was the
only one out of 300 students at
0.B. Laing Middle School who
cast a vote for John Anderson
in our mock election that pitted
Jimmy Carter against Ronald
Reagan in 1980. Those of you
who recall those times may
remember Anderson’s aggres-
sive campaign proposal that
suggested a 50-cent-per-gallon
gas tax with a corresponding

| voted for Anderson —
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50 percent reduction in Social Security taxes. At that
age, I didn’t know how to put gas in a car, and I cer-
tainly didn’t understand Social Security, but I liked
Anderson’s non-traditional approach.

That connection is what every candidate seeks to
make, and it underlines why it is important to not
only vote in every presidential election, but in every
other contest in which you are eligible. State gov-
ernor races. City council elections. School boards.
We should all do the necessary research and vote
for candidates we most closely align with. Every
election is important, and every vote does matter.
Unfortunately, according to national averages, only
60 percent of the eligible population votes during
presidential election years, and only 40 percent
vote during midterm elections. Those numbers are
much lower in local elections. We in the free paper
industry have a responsibility to educate our read-
ers on the importance of voting.

You have likely heard the often misquoted and
frequently misattributed saying, “If you're not a
liberal at 20, you have no heart; if you're not a
conservative at 40, you have no brain.” This quote
annoys as many people as it amuses, but there is a
hint of truth in there, too. Regardless, we still need
to show up at the polls and we need to encourage
others to do the same — liberals, conservatives and
independents alike.

I am not sure why I didn’t vote in 1988. Looking
back, I wish I would have. I
probably wouldn’t have voted
for Bush. I probably wouldn’t
have voted for Dukakis. But Ron
Paul ran on the Libertarian tick-
et in 1988, and the free spirit
that I was at the time might
have given him consideration —
" had I known who he was.

Meanwhile, where was John
Anderson when I needed

him? [M

SHANE GOODMAN
AFCP PRESIDENT
CITYVIEW
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Major Changes in Employment Law

New Overtime Rules and New OSHA Reporting Requirements

by Michael L. Dodd, Esq.

New OVERTIME RULES

On May 18, 2016, the U.S. Department of Labor (DOL)
published its long-awaited new rules governing who is
exempt and non-exempt from receiving overtime under
the Fair Labor Standards Act (FLSA). Since 2004, employ-
ees have been properly classified as exempt if they met
three tests: 1) a salary level test; 2) a salary basis test;
and 3) a duties test. The new rules only affect the salary
level test. Under the old rules, an employee had to be
paid at least $455 per week to satisfy this test. The new
rules, which will go into effect on December 1, 2016, will
require that an employee be paid at least $913 per week.

The DOL based this new salary threshold (which
translates into $47,476 per year) on the 40th percentile
of weekly earnings for all full-time salaried workers in
the lowest-wage Census Region of the country (which
is currently the Southern U.S.). This level will be “up-
dated” every three years (beginning on January 1, 2020)
to maintain the threshold at that same 40th percentile
level going forward. In other words, it is likely that the
threshold level will increase every three years. Accord-
ingly, employers with exempt employees earning at or
near $913 per week should be prepared to keep pace
with these triennial adjustments or else be prepared to
treat the employee as non-exempt (i.e., paying him/her
overtime) following one of these adjustments.

Another significant difference between the old and new
rules is that employers will be permitted to count a por-
tion of nondiscretionary bonuses, incentives, and com-
missions paid to employees toward the new $913 per
week threshold. Specifically, these payments can make
up (at most) 10% of the required salary level. The new
regulations also require that these payments be made on
a quarterly or more frequent basis in order to be counted
toward that 10% cap. Nondiscretionary bonuses and
incentives are those that are paid based on measurable
factors, like a company’s productivity or profits. Unlike
discretionary bonuses, an employee can calculate exactly
how much he/she will receive if a particular goal is met.

By way of example, let’s say that an employer has an
otherwise exempt employee whose base salary is $900
per week. Technically, this would not satisfy the new
$913 salary threshold test. But, if that employer had a
practice of giving the employee a $50 per week bonus if
a certain production goal is met, that nondiscretionary
bonus could be counted toward satisfying the test. In
fact, up to 10% of the $913 (or $91.30) could come from
such a bonus program. If, however, the bonus is not paid
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because the goal is not met, the employer would have
to make a “catch-up” payment to ensure that the em-
ployee’s overall compensation meets the $913 per week
threshold. The new rules would allow employers to make
these “catch-up” payments at the end of each quarter.

Employers have a few months to prepare for these
changes. We recommend to our clients that they cal-
culate the expense of giving additional overtime to
any newly-classified non-exempt employees based on
their current work schedules. Remember, anyone under
the salary threshold will be entitled to overtime for all
hours worked in excess of 40 per week. Compare those
expenses to the expenses associated with increasing
employee salary levels to $913 per week or above, and
make your decisions accordingly.

Employers should also develop strategies for containing
overtime expenses. For example, an employer can adopt
and enforce a personnel policy that prohibits working over-
time unless authorized to do so by a supervisor. Employers
must pay an employee for all hours worked (even when
they violate such a policy), but an employer could still dis-
cipline an employee for working unauthorized overtime.

New OSHA REGULATION —
ReEAsoNABLE REPORTING PROCEDURE

In another recent development of particular interest to
publishers of community papers, the Occupational Safety
and Health Administration (OSHA) issued a final rule on
recording and reporting workplace injuries and illnesses.
The new rule, which takes effect January 1, 2017, requires
certain employers to electronically submit injury and illness
data to OSHA that they are already required to compile and
keep under OSHA regulations. Specifically, if your company
is already required to maintain OSHA 300, 300A and 301
forms, it will most likely be required to submit that infor-
mation to OSHA electronically each year. (See more specific
coverage description below.) This differs from the current
rules which only require employers to maintain the infor-
mation internally and submit it upon request.

This change is of particular interest because OSHA will
publicize the injury and illness information it receives on
its website. This means that anyone in the world will be
able to search and download the data. OSHA's website
states that:

“OSHA believes that posting timely, establishment-
specific injury and illness data will provide valuable infor-
mation to employers, employees, employee representa-
tives, and researchers.”



Critics have countered that such reports will lead to
public shaming of businesses for incidents that in some
cases are outside of their control.

The new rules cover establishments with 250 or more
employees that are subject to OSHA's record keeping
regulation to maintain a Log of Work-Related Injuries
and Ilinesses (OSHA Form 300), the Summary of Work-
Related Injuries and Ilinesses (OSHA Form 300A), and
the Injury and Iliness Incident Report (OSHA Form 301).
In addition, establishments with 20-249 employees in
certain high-risk industries must electronically submit
to OSHA some of the information from the Summary of
Work-Related Injuries and Illnesses (OSHA Form 300A).
These “high-risk industries” include those establishments
falling under the NAICS code 32311 (Printing). Please
note that establishments with fewer than 20 employees
at all times during the year do not have to routinely sub-
mit information electronically to OSHA.

The establishments with 250 or more employees will be
required to submit information from their 2016 Form 300A
by July 1, 2017. These same employers will be required to
submit information from all 2017 forms (300A, 300, and
301) by July 1, 2018. Beginning in 2019 and every year
thereafter, the information must be submitted by March
2. The smaller employers in the “high-risk industries” will
be required to submit information from their 2016 Form
300A by July 1, 2017, and their 2017 Form 300A by July
1, 2018. Beginning in 2019 and every year thereafter, the
information must be submitted by March 2.

OSHA's final rule also requires employers to inform
employees of their right to report work-related injuries
and illnesses free from retaliation. Specifically, employers
must establish a reasonable procedure for its employees to
report work-related injuries, and must inform employees
of how to report a work-related iliness or injury. The rule
includes language stating: “[a] procedure is not reason-
able if it would deter or discourage a reasonable employee
from accurately reporting a workplace illness or injury.” 29
C.F.R. §1904.35(b)(1)(i). It also states: “Employers are
prohibited from discharging or in any manner discriminat-
ing against employees for reporting work-related injuries
or illnesses.” 29 C.F.R. §1904.35(b)(1)(iii)(B). Enforce-
ment of this requirement will begin November 1, 2016.

Employers have raised concerns regarding this new
rule and the effect it will have on blanket post-accident
mandatory drug-testing policies. Although not addressed
in the language of the Rule itself, OSHA has interpreted
the rule to include a prohibition from policies requiring
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Michael L. Dodd

mandatory drug testing (or the mere threat of drug test-
ing) as a form of adverse action against employees who
report injuries or illnesses. OSHA’s stance is that policies
that require blanket mandatory post-accident drug test-
ing may discourage employees from reporting work-
related illnesses or injuries. OSHA has suggested that
continued use of such policies could result in a citation.

However, this does not mean that employers must
abandon all post-accident drug testing. On the contrary,
OSHA condones post-accident drug testing in cases
where there is a “reasonable possibility that drug use by
the reporting employee was a contributing factor to the
reported injury or illness.” So, post-accident drug testing
may be appropriate in a case where an employee dis-
plays symptoms of drug and/or alcohol use but probably
not otherwise. Additionally, OSHA has stated that in cas-
es where an employer is conducting post-accident drug
testing to comply with a state law, that testing is reason-
able; for example, in cases involving workers’ compensa-
tion claims or vehicle and traffic laws and regulations.

In light of OSHA's final rule, affected employers should
review their reporting procedures for workplace illnesses
and injuries, including any mandatory post-accident
drug testing procedures. Moreover, they must inform
their employees of all reporting procedures and make it
clear to the employees that there will be no retaliation or
adverse consequences for reporting workplace illnesses
or injuries. M

Michael L. Dodd is a partner with the law firm of Ferrara
Fiorenza PC, located in Syracuse, New York. His prac-
tice focuses on defending both public and private sector
employers in discrimination, wage and hour, labor rela-
tions and other employment-related claims. He is also

a frequent author and speaker on these topics for both
state-wide and nation-wide organizations.
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CONFERENCE NOTES

Wi1TH MAJOR LEAGUE BASEBALL POSTSEASON
play taking place in October, our 2017 conference
theme of “Knock it Out of the Park” should feel right
at home. Our conference team is hard at work put-
ting the details together on the Louisville conference
to assure that the program covers all the bases for
attendees and that the overall experience is a home
run!

As we all understand, managing a team in today’s
ever-changing publishing industry presents new chal-
lenges as well as new opportunities. The Louisville
program will focus on presenting ideas, resources
and methods for dealing with the challenges and
exploiting the opportunities to help make your team
a success.

The opening keynote speaker, Michael Allosso, is

a Vistage speaker who has presented to hundreds
of CEO meetings including one I had the privilege of
attending. Michael’s program centers around “You
on Your Best Day” and being your best even on your
worst day. You will find him both entertaining and
informative, offering takeaways that you will be able
to utilize right away.

The Leadership Institute (TLI) is working on a new
set of curriculum to broaden its traditionally strong
programming. In addition, they will revisit core
classes for updates and freshness. TLI has proven
to be one of AFCP’s best tools for publishers, and it
isn't limited to just AFCP conferences. Check out the
online offerings at www.afcp.org and the podcasts
found on YouTube, as these tools are available every
day of the week for you and the crew.

Every business knows to look for resources from a
variety of sources and to that end, AFCP has begun
to fill up the industry’s largest trade show, a resource
unlike any other. They have commitments from a
variety of vendors and are currently identifying more
merchants to help provide solutions to your busi-
ness needs. If you have a vendor you feel would be
a good resource for our publishing attendees, please
introduce them to AFCP. If you have contact informa-
tion you would like to pass along, we encourage you
to send that to Loren at the AFCP office.
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Knock it Out of the Park!

Our lineup Is starting to take shape.

by Will Thomas, 2017 Conference Committee Chair

Will Thomas is the 2017 Conference Committee Chair.

The evening events will be huge with networking
opportunities woven into the usual good times, great
food and fun activities. The weekend we are in Lou-
isville happens to be the “"Thunder Over Louisville”
celebration which serves as the opening ceremonies
for the Kentucky Derby Festival. The planned events
feature one of the nation’s top air shows Saturday
afternoon and one of the largest firework shows in
North America Saturday night. With the Galt House
being our home base and being located in the heart
of the downtown activities, we will experience all the
best Louisville has to offer.

This lineup continues to develop; but the one thing
I am sure of already is that this joint conference
presented by AFCP and SAPA has all the components
necessary to help you and your team “Knock it Out
of the Park” in 2017. You need to start making plans
for the April 20-22 events right away! [0



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

"To succeed, it is necessary to accept the world as it is
and rise above it.”

— Michael Korda

SUCCESSFUL PEOPLE ARE SOMETIMES ACCUSED OF
“being out of touch with reality,” blithely ignoring the prob-
lems and challenges they are facing. Nothing could be farther
from the truth.

In my experience, winners are well aware of what is going
on - good and bad - in their environment. What distinguishes
them from their peers is where they choose to place their fo-
cus. Rather than wasting time and energy fretting over things
that they can’t change, they roll up their sleeves and focus on
what they can do.

Early in my career, I worked with a World War II Navy
veteran. Cliff had fought in the battle of the North Atlantic
and had lost many shipmates to German subs and planes.

His wartime experiences taught him that no matter what the
world throws at you, the only way to survive and win is to
keep fighting.

When someone in the office would start complaining about
how “tough” things are “out there,” Cliff would shake his head
and say, “Noted in the log. Now what are we going to do
about it?” This was his approach to life - he would assess the
situation, consider the problem at hand, review his options
and take what he believed was the most effective course of
action given the facts available at the time. Like anyone else,
sometimes Cliff would fail; but more often than not he would
achieve his goals.

There is a long list of things which lie outside of our con-
trol. As individuals we have no control over the state of the
economy, new technologies, the strategies pursued by our
competitors and much, much more. Even though all of these
things have a big impact on our businesses, we can do noth-
ing about them.

What we can control is how we respond to these environ-
mental factors. We can make changes to our products to
enhance the value they offer to our customers and we can
redouble our sales efforts. Like a sailor in a storm, we must
“read” the clouds and adjust our sails to weather the “blow.”
We may even be able to use the storm’s power to speed our
progress toward our destination.

As Michael Korda advises, the truly successful person
doesn’t ignore the reality of the situation; they accept it and
then through hard work and clear thinking, rise above it. [
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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.”
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Sound advice from fellow publishers...

AFCP Peer Groups provide great value to members

THERE IS NO HIGHER PURPOSE FOR A TRADE
association than to provide its members with the oppor-
tunity to facilitate the sharing of valuable trade resources
and information between its members.

To that end, the membership committee of the As-
sociation of Free Community Papers launched an ambi-
tious plan in 2015 to establish a network of Peer-to-Peer
Groups, with the sole purpose aimed at connecting non-
competing publishers.

With over 1,000 free publications made up of weekly
shoppers, newspapers, specialty niche publica-
tions, and magazines including monthly
and quarterly periodicals, AFCP’s
network of members reaches far
and wide across the country
from metropolitan cities to
the tiniest hamlets.

Connecting publishers
and skilled professionals
into manageable, tight-
knit groups of members
willing to share skills,
ideas, techniques and,
most importantly, cre-
ative concepts, provides
members with both
cost-saving and revenue-
producing knowledge.

At a time when large
publishing firms appear to
be shrinking, many free com-
munity publications are expe-
riencing new-found optimism and
growth as a result of current climate.

At the heart of most of these free publi-
cations is a local entrepreneur who is deeply rooted in
community affairs and driven to produce results for the
benefit of the communities he or she serves. As such,
sound advice from a successful peer holds far more value
and insight than advice from either a paid consultant or
from the school of hard knocks, where success or failure
takes time and money to surface.

Currently divided into four peer groups that meet
monthly, the groups are facilitated by experienced pub-
lishers Greg Birkett of the Dubuque Advertiser in Iowa,
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Greg Bruns of the Arcadia News in Arcadia, Arizona,
Greg Ledford of Community Media First in Shelby, North
Carolina, and Joe Nicastro of New View Media Group in
northern New Jersey.

Their knowledge of the industry and familiarity with
issues facing community publishers makes them ideal
leaders to facilitate and encourage members to contrib-
ute ideas and solutions that are at the heart of what
members want to grow their publishing companies and
stimulate employee opportunities.

Trevor Slette, publisher of Citizens Publishing. recently

made this comment about the Peer Partici-
pation. “To me, this is one of the best
benefits that AFCP offers - a
hidden gem. The ability to
bounce ideas/problems
off of colleagues in
similar-sized markets
pays for AFCP mem-
bership in one peer
group call alone. I
have used ideas we
have discussed on
the calls in my own
market. And to have
them as a resource
in how to implement
those ideas - price-
less.”

Group leader Joe Nica-
stro added, “I have found
the AFCP Publishers Peer

Group a huge asset to my busi-

ness. Each month speaking with

fellow publishers and discussing is-

sues, new ideas and business in general has been
a huge benefit. I have found that these calls have helped

me learn about new programs and ideas and enable me
to better manage my business as well as allowing me to

offer new services to my advertisers.”

Lee Borkowski of the Richland Center Shopping News
in Wisconsin looks at the peer groups this way. “"The Peer
calls have been a great way to get quick answers to any
problems or challenges I may be running into. Our group

4

Continued on page 22
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AFCP Peer Groups provide great value to members

Continued from page 21

has also used them to review products/services that a
group member may be considering for purchase. So far
we’ve been able to solve or head off quite a few chal-
lenges. It's been well worth my time to participate in the
monthly call.”

And lastly, from Gregg Knowles of the Smart Shoppers
in Carroll and Denison, Iowa, “The Peer Group experi-
ment has been most enjoyable but more importantly, a
great learning experience for me. I have made several
new industry friends and all of us learn one or more new
ideas from our sessions. I urge other publishers to take
the time to join this outreach effort that rivals roundtable
discussions at our conventions.”

Peer groups routinely exchange copies of each oth-
ers’ papers as well as ideas on promotions, distribution
methods, accounting software, sales and commission
structures, vendor programs, and ideas to assist with

TGP 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!

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.

(800) 262-6392 - www.cvcaudit.com

REN RHEEN

challenges facing a specific publisher. Each monthly call
provides time for both solving problems and discussions
on ways to enhance profitability.

AFCP is currently working to expand the program for
industry professionals in the creative design field, news-
rooms, and for publishers of monthly publications.

Loren Colburn, executive director of AFCP, recently
commented during the organization’s bi-annual strate-
gic planning session, “I'm always impressed with the
number of volunteers who actively engage through the
association to support fellow members. The heart of this
organization has always been member helping member,
so the Peer Group concept was just a natural outreach
with our members taking the lead and other members
contributing during the calls.”

For information on how to become involved in an AFCP
Peer Group, contact the AFCP office at 877-203-2327 or
email loren@afcp.org. M

 Your Reach

it an ad in the
of Florida classified network!

For just

$245.00

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!

392-231-3409




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

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
12063 SE Highway 484
Belleview, FL 34420

Phone: 352-237-3409

Fax: 352-347-3384

Email: DJINeuharth@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)
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Did the dog eat your
HOMEWORK!?

by John Foust

IT's NO SECRET THAT THE MORE
sales people know about their prospects
- before they begin a sales presentation
- the better their chances for success-
ful outcomes. In advertising, this means
learning prospects’ business and market-
ing histories, identifying major competi-
tors and analyzing what they want to
accomplish in their advertising.

Since pre-presentation homework is such
a crucial step in the sales process, why
don’t more sales people make it a top pri-
ority? There are several possible reasons:

1. Impatience. High-energy sales peo-
ple thrive on the adrenaline of the pitch
and are eager to get to the main event.
After all, isn’t that where their powers of
persuasion come into play? And isn’t that
where decisions are made?

Impatience has a big downside. It
sends a signal that sales people are
(1) unprepared and (2) concerned only
about themselves. That’s a negative first
impression that is difficult to overcome in
a presentation.

2. Overconfidence. This is particu-
larly common with experienced account
executives; they feel like they can wing
it, instead of spending time gathering in-
formation. They have dealt with so many
widget dealers that they think they can
skip the discovery step.

3. Lack of knowledge and skills. Sales
people may skip this step because they
don’t know the techniques to gather
information. They may not have learned
how to ask open-ended questions to en-
courage prospects to talk. They may be
poor listeners. They may not know where
to find information (online research, net-
working, etc.).

4. Research paralysis. Some people
are more comfortable with technology
than they are with people. Rather than
avoid gathering information, they overdo

it. You’ll find them at their desks, basking
in the glow of their computer monitors,
poring over online and database re-
search, surrounded by charts and graphs.

Their mantra is not, “Ready, aim, fire.”
It's "Ready, aim, aim.” This approach
creates the risk of losing relevant, usable
information in a mountain of details.

5. Poor time management. You may
be familiar with the time management
grid which illustrates four categories: (1)
Urgent and Important, (2) Urgent but not
Important, (3) Important but not Urgent
and (4) not Urgent and not Important.
It’s human nature to concentrate on the
tasks which are in the urgent category,
regardless of their importance. Something
shouts “do this now,” and we do it - often
without asking ourselves if it can wait.

Good time managers discipline them-
selves to focus on tasks which are im-
portant but not urgent. Preparation time
can easily be put on the back burner, but
they don't let that happen.

6. Lack of desire. Every job has its
most favorite and least favorite parts.
Strong sales people persevere through
the parts they don't like because they
see how those duties fit into the big pic-
ture. Weak sales people simply avoid the
things they don't like.

7. Lack of perspective. Too many sales
people, veterans as well as rookies, simply
don't realize the importance of research.
The message here for them is: knowledge
is power. That goes for knowledge of the
sales process, as well as knowledge of
their prospective advertisers. [

(c) Copyright 2016 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



STORY SPOTLIGHT

Book Now, Sail Later ...

Tips for getting the best deal on cruise vacations

SHouLD I WAIT TO BOOK MY CRUISE?

No. The best time to book a cruise is the moment
you consider going. Booking early guarantees you'll
get the cabin type and location on the ship that you
want. Your Travel Advisor will be notified if the price
of a cruise drops thanks to Cruise Planners’ Cruise
Watcher program and they can often adjust your
rate before final payment is due. This way, you’ll be
sure to get the best rate no matter when you book.
If you have the luxury of traveling last minute, let
your Travel Advisor know - they’ll keep you in the
loop whenever last-minute travel deals come up,
but these are become more rare as the economy is
strengthening.

WHEN sHouLD I TRAVEL 1IF I WANT TO GET
THE BEST DEAL?

Traveling during the off-peak or shoulder seasons
- right before and right after peak season - is best.
For example, Alaska is most popular in the sum-
mer, so cruises in May or September might have the
best deals. Peak travel times are often when kids
are not in school, like summer, winter holidays and
spring break, so look for deals at times when class
is in session. Not sure when the best time to visit a
destination is? Every destination is different so ask
your Travel Advisor!

This cruise ship is moored at Flam, one of the most famous Norwegian fjords.

How po I FIND THE BEST CRUISE DEALS?

Contact your NCP Travel Advisor for the best
specials and promotions currently available. Also,
be sure to sign up for your NCP Travel’s weekly
Travel Deals! These Cruise Planners exclusive offers
include discounts and add-ons that will make your
vacation extra special. These can include:

o Shipboard credit

. Cabin category upgrades

° Reduced payment deposits
. Free gratuities

° Beverage packages

° Shore excursions

° Free or reduced airfare

° Spa credits

Contact us today to find out about great deals
and to get started with planning your cruise vaca-
tion! With the clout offered by Cruise Planners and
American Express Travel, utilizing NCP Travel for
your cruise or all-inclusive vacation will not only
benefit you in getting the most competitive pricing
and availability, it will also benefit the Association of
Free Community Papers in staying self funding.

Contact Cassey Recore or Loren Colburn at 877-
270-7260 or go to NCPtravel.com to get started on
an amazing vacation. [

Credit: www.dreamstime.com
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ASSOCIATION UPDATES

ASSOCIATION
UPDATES

Associations ihe N EW

THE INDEPENDENT FREE

Papers of America (IFPA) wel- ATTENDEES OF THE JOINT From Sept. 14 to Nov. 14,
comes you to sign up for the conference of the Independent the annual Epcot International
Publisher and Manager’s Sum- Free Papers of America (IFPA), Food & Wine Festival will be
mit scheduled in Las Vegas, the Southeastern Advertising held. It includes wine tasting
Nevada, January 27 and 28, Publishers Association (SAPA) and culinary creations from
2017 at the Flamingo Resort and the Community Papers of around the world. Information
and Casino. Florida (CPF) will have an op- on attending and the savings
There is limited availability portunity to attend a special offered will be provided at the
for this session. To register go Disney World event. conference.
to www.freepaperconference.

com.

THE LeapersHIP INsTITUTE (TLI) 1S
providing training classes through its Online
Learning Center for Association of Free Com-
munity Papers (AFCP) members. The Extra

These self-directed classes can be com- New Century Press

THE AssociaTioN oF FREe COMMUNITY
Papers (AFCP) welcomes its newest member:

pleted from your office during normal business P.O. Box 28

hours or from any location. Rock Rapids, IA 51246
Current classes offered include Opening a Sales Contact: Lisa Miller

Dialogue, Effective Questioning, Communicat- Phone: 712-472-2525

ing Through Listening, Making Recommendations Fax: 712-472-3418

Using Features & Benefits, Answering the Classic Web: thefmextra.com

Sales Objections, Closing the Sale, and The Four Email: Imiller@ncppub.com
Essentials of an Effective Advertising Campaign.

For detailed information and to register go
to www.afcp.org.

AccountScout - PUBLISHERS

Anywhere... MAKE
MONEY

- Ad Schedules selling NANI ads!

- Receivables
- Billing




ALBERT LEA, MN :

OCTOBER 12, 2016

Midwest Free Community Papers
(MFCP). Traveling Conference. For
more information email Kevin Hae-
zebroeck at Kevin@mfcp.org.

DES MOINES, IA :

OCTOBER 13, 2016

Midwest Free Community Papers
(MFCP). Traveling Conference. For
more information email Kevin Hae-
zebroeck at Kevin@mfcp.org.

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 Market-
place Association (ICMA). Autumn
Conference, Kursaal Hotel Bern,
Bern, Switzerland. For additional
information, email hannah@icma-
online.org, or call +31 (0)615 067
378.

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

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

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

Independent Free Papers of Amer-
ica (IFPA). Annual Conference,
Westin Newport Hotel. For more
information contact Douglas Fry at
douglas@douglasfry.org.

A Member Benefit of the Association of Free Community Papers

The Leadership Institute

Lighting the Way

Complete 15 Class Credits

Pass Comprehensive Exam at Conference

afcp

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

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

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

NOZIYOH FHLNO




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 -«
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INK CLASSIFIEDS

COMPUTER PUBLICATION . EMPLOYMENT . EMPLOYMENT
SOFTWARE BROKERS
SOFTWARE FOR THE KNOWLES MEDIA ADVERTISING SALES ADVERTISING SALES
NEWSPAPER INDUSTRY BROKERAGE SERVICES MANAGER The Smart MANAGER All Island Media,

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?

GO TO

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

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:

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

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

¢ 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:

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
Email: afcp@afcp.org

Up to 30 words
$25 per issue

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

(additional words -
90 cents per word)

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.

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

WANT

INFORMATION
ON

THE
LEADERSHIP

INSTITUTE?

GOTO

CLASSIFIED
ADVERTISING

PUBLICATIONS
FOR SALE

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
(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,

RATES:
Up to 30 words
$25 per issue

(additional words -
90 cents per word)

PUBLICATIONS
FOR SALE

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

. MISCELLANEOUS

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.

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

INK CLASSIFIEDS

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 PLASTIC
Publication Racks. Model
SS15. 3 Clear Plastic Doors,
Holds 9-12 Publications.
Charcoal Colored. Some
used 1 year, some never
used, all working condition.
$3,000 NEGOTIABLE plus
shipping. $12,643 new.
Farmington, NM 505-686-
3831.

ARE YOU
NURTURING A

FOR AN
APPLICATION.

CONTACT:

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




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

<

DIGITAL

TOOLBOX

N

- 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.

WWW. afcp .0rg

lufa e afep, @B € wusahpress

Providing print services to over 50 publications
and associations across the country.

10% AFCP Member piscount
for Rack Cards
Enter promo code AFCP

PRE-DESIGNED TEMPLATES
FAST AND EASY

MINIMUMS AS LOW AS 25 CARDS
e > )
-l

;C//)/f?//tlllllb Rq C k C qa rd S
25 Qty 100 Qty 200 Qty 500 Qty

$31° $95° $140° $295°

We'll help you cut costs and maximize profits!

Digital Press Web Press
¢ Rate Sheets * Flyers
e NCR Forms e Inserts
e Calendars e Wraps
e Booklets e Brochures

Circulation Sales Direct/Solo Mail

e Bounce-back Cards * Printing

e Bill Inserts e Inkjetting

e Posters e UV Coating

e Mailers e Shipping
# Flyer
-8.5x 11

Print & Deliver

-Coated Paper

-Full Color Two Sides

-Low minimum of 25,000

-Fast Turn Around

*$300.00 set up/plate charge plus $1.00 per M freight

Flyer Special

$1.50 per M’

SOLO DIRECT MAIL SATURATION POSTCARDS

= [\S low as .157 postage per piece
= 200 piece minimum
«= No mailing list required «= Fast turn around times
Call for more information

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

Ihe
PrintSource ¥

Proverbg 3:5

CALL TODAY!

(909) 947-5292 * Fax (909) 930-9972
Web Site: www.ultimateprintsource.com

* Prices based on receiving PDF press-ready file, no bleed, maximum image
10.5" x 16.5", paper stock is 10pt coated, prices do not include shipping.




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

135 Old Cove Road — Suite 210
Liverpool, NY 13090

FREE COMMUNITY PAPERS

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

“You are nof going to want fo’sit this one out!”.
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