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AUDIT PROMOTION CHECKLIST

All of the services listed below are FREE promotions included with your audit.

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!

[V] DISPLAY THE CVC LOGO - After your printed audit report has
been issued, you can run the CVC logo in your publication, rate
card and media kit. Call CVC for more logo promotion ideas.

[V GET CONFERENCE CALL TRAINING - Call (800) 262-6392 to
schedule training on your CVC audit report and readership
study. Training sessions take 30 minutes, and can be scheduled
during regular weekly sales meetings.

V] LET US SEND A LOCAL AUDIT PROMOTION - Send CVC 10 pre-
addressed mailing labels for potential new advertisers in your area.
CVC will personalize an audit promotion letter for your publication and
send each advertiser a copy of your report. After completing confer-
ence call training your sales staff should follow up with the recipients
of the letter.

262-6392.

[V] NATIONAL AUDIT PROMOTION - CVC automatically releases your audit
to Standard Rate and Data Service, and hundreds of national media
buyers. Make sure you review your SRDS listing regularly and contact
national advertisers in your area regularly. Call CVC for more informa-
tion on national & regional media contacts.

[V REGIONAL AUDIT PROMOTION - CVC maintains a database of more
than 5,000 advertising agencies nationwide. Use the advertising
agency marketing plan in the CVC Sales Handbook to develop profit-
able relationships with local ad agencies.

[V CREATE IN-HOUSE AUDIT PROMOTION ADS — www.cvcaudit.com
shows examples of hundreds of promotional ads run by other pub-
lishers. Make sure area businesses know why your readers are their
potential customers.

If your audit is sponsored by IFPA, MFCP, WCP, CPIl, MACPA, FCPNY, CPNE,
CPM, SAPA, CPF, or PNAWAN you can have additional publications you own
audited at association rates. Save thousands of dollars and call today for your

Need Posters?
CVC’s “power” poster is free and looks great

in offices, conference rooms and training ar-
eas. Make sure your office visitors kno
the power of
your CVC audit.
Order your free
poster today by
calling (800)

w about

Higher standards.
Better results.

* CVC audits are available at no-cost to most
state, regional, and IFPA qualified
‘members. Publications can also fund their
own audits and readership studies at
affordable rates.

* Need a map? CVC offers additional custom
‘mapping services for publishers and
advertisers.

* Own other publications? CVC extends
group discounts to publishers with
multple tites

* CVC audits paid and non-paid print media
including newspapers, magazines,
shoppers, and niche publications.

* Audit reports include comprehensive
readership studies and cover printing,
distribution, and circulation verification.

Call today for more information
800.262.6392.
www.cvcaudit.com

FREE
NADA
ZIP

ZILCH
GRATIS

no-obligation quote.

COMPLIMENTARY

All of these audit promotions are
included in the cost of your audit.
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o RS FOR 2016-2017

KATIE MCNABB |
Vice President | &

JANE MEANS
President

Kapp Advertising

P.O. Box 840

Lebanon, PA 17042

(717) 273-8127
janem@themerchandiser.com '
term expires Sept. 2018

Exchange Media Group '
P.O. Box 490
Fayetteville, TN |

(931) 433-9737 |,

Fax (931) 433-0053 &
katie@exchange-inc.com
term expires Sept. 2018

DAN BUENDO
Director

DEBORAH PHILLIPS
Director of Finance

The World
403 US Rt. 302 Berlin |
Barre, VT 05641
(802) 479-2582 B¢
Fax (802) 479-7916 i
dphillips@vt-world.com
term expires Sept. 2017

Reminder Publications [&"
280 N. Main St.

E. Longmeadow, MA 01028
(413) 525-6661

Fax (413) 525-5882
Dan@TheReminder.com
term expires Sept. 2017

EILEEN CURLEY RICK WAMRE
Director Director

The Shopper Advocate Community
924 E. 162 St. Newspapers

South Holland, IL 60473
(708) 271-8957

Fax (708) 333-9630
general@myshopper.biz
term expires Sept. 2018

6301 Gaston Avenue
Dallas, TX 75214

(214) 560-4212 q
Fax (214) 823-8866 ¥
rwamre@advocatemag.com
term expires Sept. 2018

RENA REISER JOE MATHES
Director Director

New Mexico Market Place T
PO Box 92800 P.O. Bo?("%g?
Albuquerque NM 87199 Kiel, Wl 53042
(505) 888-0500 Ext 102 (920) 894-2828

Fax (505) 888-1078
rena@nmmarketplace.com
term expires Sept. 2018

joe@deltapublications.com
term expires Sept. 2018

ERIC MCROY
Sergeant-at-Arms

DOUG FABIAN
Past President

Advantage News

235 A East Center Drive
Alton, IL 62002

(618) 463-0612

Fax (618)463-0733
EricMcRoy@
AdVantageNews.com
term expires Sept. 2017

Reminder Publications
280 N. Main St.

E. Longmeadow, MA 01028
(413) 525-6661, ext. 144
doug@thereminder.com
term expires Sept. 2018

DANIELLE BURNETT DOUGLAS FRY
Assistant Director = Executive Director
CADNET Headquarters

13157 Avocet Street NW 104 Westland Drive

Columbia, TN 38401
(931) 922-4171
Fax (888) 450-8329
douglas@ifpa.com

Coon Rapids, MN 55448
(866) 224-8151

Fax (866) 864-2051
danielleburnett-ifpa@live.com
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“..it can be independence
forever for those who value it
sufficiently... if they give their
allegiance to an association
such as this one, they will be
dedicated to keeping the spirit
alive, and they will be doing it
by helping each other.”

- Victor R. Jose
IFPA Founding Conference
September 20, 1980
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Media’s Missing Link
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Jotted by Jane

As you read this, you would have
made it through Thanksgiving
and are now preparing for the
Holidays. As [ write this, [ haven’t
even made the grocery list for
Thanksgiving yet. (For those of
you who know me well, you I
have no need for a grocery list,
ever!)

Yet both scenarios give you and I a
chance to pause and give thanks. As
each of us look around our offices,
I'm confident we all get a “warm
and fuzzy” feeling as we appreciate
each and every department. Our
dedicated sales staffs, the ever
creative graphics departments, ad
entry and pagination are honed in
on every detail, A/R and A/P are
on top of it, electronic tear sheets
are streamlined, the pressroom
is humming and circulation is
bustling.

We work in a wonderful industry
where our circulation holds strong
and our readers remain loyal.

I'm so grateful my path crossed
with a gentleman (Jim Hillman)
who hired me into this incredible
industry. I am so indebted to
so many industry leaders who
guided me along the way. Several
are now deceased and many are
reading this column now! I hear
from several retired newspaper
people throughout the year; it’s
always great to keep in touch.

Facing my first year as President,
I cannot begin to tell you how
helpful both Douglas and Danielle
have been. Our board is made up
of top leaders, sharp thinkers and
devoted people to the mission of
IFPA. Our past president Doug
Fabian has been invaluable

www.msgpay.com
1-888-697-8831

by
Jane
Means

with his unending dedication to
making sure the organization has
a smooth transition.

[ don’t know if other industries are
as helpful, as devoted in helping
each other, but IFPA members
certainly excel. Thank you fellow
[FPA members!

My sincere wishes for a wonderful
holiday season and a glorious
new year.

p.s. If you haven't registered yet for
the Publishers” Summit at the end of
January, do so today; space is limited
and there are not many seats left. See
you in Las Vegas!

v

Competitively-priced
merchant services.

© O

Request your FREE
quote today at Mobile Software Website & Over the
he||0@msgpdy.com (Phone/Tablet) Interface eCommerce Phone

S

MSG PAYMENT SYSTEMS

Let Us Help You. Contact Us Today.

\ 1-888-697-8831
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January 27 and 28, 2017
The Flamingo and Casino
Las Vegas, Nevada

P4

e Limited Availability. Register Today! www.freepaperconference.com
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What's In A Name?

Everything!

I really needed to put on my “curmud-
geon” pants as [ wrote this. Before we
get to the content of this article please
remember that I love everything dig-
ital. I embrace new technology and
enjoy all the new, fun, fast, important
things we can do with our new tab-
lets, phones, blistering-fast internet
connections, and wireless toilets.

However, [ read recently that the
Newspaper Association of America
was going to change its name. Is there
anything wrong with their name and
what does their old name tell us¢ First
of all, it’s an association. Check. I un-
derstand that. It’s located in the space
on the map called “America.” Dou-
ble-check. I can find its members on a
map. Finally, the association located in
America is composed of Newspapers.
Got it!

The NAA (old name for the Newspa-
per Association of America) is chang-
ing its name to News Media Alli-
ance. Please forgive my puzzled look.
After we regain our composure let’s
try to figure out what that means. It
is an alliance. That sounds kind of like
an association but more militaristic.
The dictionary informs us that an al-
liance is a union or association formed
for the mutual benefit of its members.
Alright, it’s a fancier name for “asso-
ciation.”

I think we know what “news” means.
An aside here, did you know that the
word “news” came from the informa-
tion coming in from the four cardinal
directions: North, East, West, South,
thus news¢ News: broadcast or pub-
lished noteworthy information which
may have been unknown to others.

Finally, we have “Media.” The main
means of mass communication: broad-
casting, publishing, and the internet.

My assumption then regarding the
meaning of the name change is a
“union for the mutual benefit of mass
media broadcast, publishing, and in-
ternet who inform others of informa-
tion that may be unknown to others.”

Does that seem a bit broad to you¢
Maybe I'm slow. But it seems to me
that what was once an association
of newspapers in America has trans-
formed itself into anything that dis-
seminates information anywhere in
the Universe.

Let’s see what the NAA, er, NMA
is telling its members regarding the
name change.

The Newspaper Association of America to-
day announced it has changed its name to
News Media Alliance and launched a new
website, www.newsmediaalliance.org. The
announcement is the culmination of a larg-
er strategic plan to highlight the news me-
dia industry’s evolution to multi-platform,
digitally-savvy businesses and premium
content providets.

The organization’s new focus better re-
flects the fully-integrated multi-platform
media organizations that comprise its
membership. The new website visually
depicts this expansion of news media into
digital and mobile formats, with a modern
look and feel that incorporates imagery of
what it means to be a news media orga-
nization today: communicating in real-time
across multiple platforms. The site is also
mobile-responsive to accommodate the in-
creasing number of readers accessing the
site on mobile devices.

News Media Alliance Vice President of
Innovation Michael MaLoon says of the
changes, "Our transformation efforts are
designed to show the positive trajectory of
the industry and to share the innovation
and growth taking place, especially in the

digital space. There are so many great
things happening in our industry right now,
and our job is to tell those stoties.”

In addition, for the first time the organiza-
tion is broadening its membership require-
ments to allow digital-first and digital-only
news organizations publishing original
content to become members. The associa-
tion has a number of new tools and resourc-
es it will be making available to members
in the coming months that reflect the digital
focus of its membership.

[f I understand this correctly, it means
that anyone that has a website that
publishes original content may
become members of this new alliance.
I guess they want all those folks that
are making tons of money with their
content on the internet. Bubba down
the street has a website on which
he places photos of his best friends
drinking and shooting firearms. He
even writes about what happened
last weekend. Here’s your newest
member of NMA. Congratulations.

About a zillion years ago I was
publisher of a 40,000 weekly shopper
in Wilmington, NC. It was owned by
the Raleigh News & Observer. Since
I couldn’t be a member of IFPA I tried
to join NAA. They said “no thanks.”
[ don’t know how they did it but the
rejection letter had an air of turned up
noses. I felt as if they were holding
the application like it had “cooties”
as the board gave sideways glances
to members of their association at
the impertinence of this rube. Oh,

how the mighty have fallen.

I am so proud to be connected with
an association like IFPA. We are
an association of independent free
papers in America. Bubba can’t be a
member. Only those with the highest
principles and standards are allowed
in our association. We still stand for
something important.
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IFPA Fall Conference
(and Trade Show
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Great Location!
Learn, Stay and Play!

-

-

el .’Y"""Y!g e

Download the app “Layar” from the
Apple App Store or Google Play for
an interactive experience. Open the
app and hold over the video symbol.
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Graphic Hooks

Once dgain, we have come to the end of another year. That means
there are lots of holiday ads and a chance to use some of the “lessons”
from this past year, which included Ad Redos and Comparisons, Flyer
Redo, Design Principles and Elements, Vector Art, Glyphs, Contrast,
and White Space usage to name just a few.

Over the years, we used Special Sections to showcase a number
of our customer’s businesses. One way for us to get a head start was
to designate the top half of the page to articles regarding the holiday.
These examples from past Christmas sections give you an idea of what
could be done. This process allowed us to put together themed articles
and fill in with advertising as the sales staff collected the information.
Most of the time they sold a half, quarter or eighth of a page. .. and yes
there were irregular sizes, but we handled those on an individual basis.

The articles were done mostly in black and white, because we were
never sure where the color would land, but again, this was an easy fix
because we could always go back and add color to the headline or art.

White space doesn’t have to be boring

| was working with mostly a six-column by 8-inch deep area but that
did not mean | needed to have a “window pane” look to the story area.
These story areas are at 35% of original size.

| still see articles that follow this process— the stories are on the
top of the page, but the heading runs across all the columns and the
text is neatly lined up in six-columns next to each other. Change it up!
You don’t even have to start at the top of your columns. Make sure the
artwork is an integral part of the design. Sometimes | created my own
“grid system” as well, but don’t tell anyone. None of the text spans the
width of the article. That is for both readability purposes and to help
incorporate the artwork into the ad.

White space is your friend and each of these examples shows that
by using the “white space” wisely, you can add more interesting ways
to include a variety of stories. Even the headings are different, but they
don’t compete because there is art or text that creates a boundary.

A majority of our stories came from the Metro Newspaper Service,
but that didn’'t mean | had to use them as is. At times | edited to fit the
space and as you see, it breaks up the page making it easier to read.

Type and artwork

In these examples, | usually paired a light typeface heading with a bold
typeface heading on the same page— two reasons— to show that
the stories are different and to add contrast. You could just pick one
typeface, but I had a number of short articles and | wanted to give them
their own “identity.”

I also used fairly simple artwork so that | could use it larger and
to support the information in the stories. Rather than using someone
stringing tree lights, I just showed a string of tree lights. The Partridge
in a Pear Tree artwork also summed up the “The 12 Days of Christmas”
info and using text wrap in InDesign also gave a more dynamic look
to the stories presented.

| used a star on a radial background to create unity and continuity
on the pages— there are a lot of options to break up space! Use them!

A Merry Christmag and safe holiday season to all.... and1hope
to continue to share more tips and techniques to make ad creation
easier. Also, | apologize for grammar/spelling errors in advance, ‘cause
I know I make them (and will continue to do so). I try very hard to proof-
read, but if | ask my husband, his eyes glaze over...

plus his spelling isn't that great .

either, so thanks for your patience!
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by
Ellen
Hanrahan

Find the perfect
Christmas tree =

the process ofselecti

reeisakintoan art

neede loss.

Oid Juw
kwow?
Shopping for a Christmas tree and
want to make sure it's fresh? Just

its by he
the needles with medium pressure
between your fingertips. If the
needles stay on the tree, then it's
probablyfresh. Lookattheneedles
and branches — they should be
glossy, green and flexible. If the
tree looks stiff, brown, or dry,
choose another one. To get the
freshest tree possible, you may
want to cut it yourself at a tree
farm.
by making a fresh cut just before
placing it in your tree stand, and

d pull

essarytoadd anything o
bleach or ferti

atalltimes. -~ source:About com

Hints for stringing

<9/ holiday lights 4 :

L

With a gift list amile long, time is of
the essence. Here are a few time-
saving tips:
+ Shop during off peak times —
first thing in the morning and at
the beginning of the week, on
Monday or Tuesday.
+ Wear comfortable clothing
and comfortable shoes. The

more comfortable you are, the
happier you will be.

« Keep shopping trips to 3 hours or less. Long shopping
spreeslead toimpulse buying and frustration.

+ During the holidays, traffic is heavier than normal. Plan

¥ pooling, g

« Limit the number of presents per person. The fewer
have to buy, y
Its not quantity —its quality.

¥ it
ifts all at

y ing
the same time.  ——WetroNewspaper Servce
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. The 12 Daggs of Cluristing
sk most people to et the “12 dags b Christnas” s corcesreyout s

number of people who can actually name most, if not all, 12 Verses. A frequently played Chrstmas song, s been heard by nearly
everyone, once

) meaning behind the 12 days.
™, o begin, the 12 days of Christmas have to do with the differences in the days various cultures celebrate the birth of
Jesus Christ. Though many assume the 12 days refers to the days prior to December 25 {when those in the Western
1» hemisphere celebrate Christmas), it actualy refers to the days between December 25 and the the beginning of the

= Epiphany on January 6. The Epiphany (also known as"Little Christmas’) is recognized as the day the Three Magi
arrived with gifts for Baby Jesus.

)4
:E, Vo
N As for each individual day and what each gift symbolizes, the largely cryptic connotation of each gift dates back to

the times when Catholics were not allowed to openly or even privately celebrate their religion in England. Therefore, as a
ite and their rel fs children, Catholics b The 12 Days of
> Christmas, with each gift bearing some religious significance.
- According to Catholic Online, a Web site devoted to providing Catholics with information pertaining to the origins,
9a 3 jarding their faith, the song is a reflection of the love between Catholics and God, with ‘my

1ing to God and ‘me” being allpracticing, baptized Catholics. The rest of the song, Catholic
history suggests,can be interpreted asfollows:

veral hundred times But though many of s can quote the lyrics, far fewer people are liely to know the
iy

APartridgeina Pear Tree
Jesus Christ,the son of God L
Two Turtle Doves. "

Eight Maids A-milking the eight Beatitudes
Nine Ladies Dancing the ninefits
of the Holy Spirt

theOld and the New Testament. TenLords A-Leaping theen
Three French Hens Commandments
theheologicaltesoffaith Hope Eleven Pipers Piping the 1 faithul

apostles excluding Judas)

Twelve Drummers Drumming the 12
points of doctrine in the Apostle’s Creed

Four Calling Birds the
Five Golden Rings th
firstfive books of
which dealt with manisfalfrom grace

Six Geese A-laying the six days of creation

of

But, for those who prefer to continue looking
at the song as just a quirky holiday hit, enjoy

Seven Swans A-swimming your rousing chorus of ‘Five Golden Rings”
the seven Sacraments —=—Metro Newspaper Service
Ellen Hanrahan  hanrahan.In@att.net ©2016
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To keep you on your toes, TIP (The Independent Publisher) will include several photos from Gary Rudy’s vast
photo library. Try to identify each person and email those names to Douglas Fry (douglas@ifpa.com)

. 7
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Newspaper’s First
Amendment defense

gutted

By Brigham Dixson
bdixson@kingballow.com

The Chicago Sun-Times obtained
the birth date, height, weight, and
hair and eye color for each of five
Chicago police officers from the
[linois Secretary of State’s motor
vehicle records, and published the
information in a story alleging that
the Chicago police had mishandled
a homicide investigation. In the
controversial column, the newspaper
claimed that all five of the officers
looked similar to a homicide
suspect, who happened to be the
nephew of Mayor Richard Daley.
The newspaper further claimed the

officers were purposefully used in a
single lineup alongside the suspect
in order to prevent the witness from
making a positive identification. The
newspaper published pictures of all of
the officers along with their personal
information to support its claims of a
mishandled investigation.

OFFICERS FILE SUIT,
NEWSPAPER APPEALS

The officers all sued the newspaper
in the United States District Court
in Chicago, alleging that it had
violated a federal statute, the
Driver’'s Privacy Protection Act

(DPPA), by obtaining and publishing

from
King & Ballow

their personal information. The
newspaper responded by filing
a motion to dismiss the officers’
lawsuit on the grounds that (1) the
information the newspaper obtained
and published was not the type of
personal information protected by
the federal statute, and (2) the federal
statute’s prohibition on obtaining and
publishing personal information from
motor vehicle records violates the
First Amendment. The district court
denied the newspaper’s motion, and
the newspaper appealed to the Court
of Appeals.

The appellate court agreed with
the district court and found (1)
the information the newspaper

had obtained and published was

(]

&
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www.theservicechamps.com

info@hamiltoncirculation.com §
Fax - 708-946-3733 .
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from
King & Ballow

protected personal information under
the DPPA, and (2) the newspaper had
no constitutional right to obtain or
publish the information. As a result,
the appellate court held that the
newspaper had violated the DPPA
and affirmed the district court’s
denial of the newspaper’s motion to
dismiss.

IS THERE LIFE AFTER

APPEAL?

After the appellate court’s ruling, the
officers argued the appellate court
opinion left nothing more to be
decided. Therefore, they asked that
the case be dismissed. The district
court dismissed the entire case with
one narrow exception: whether the
news- paper’s actions in obtaining
the officer’s personal information was
protected by the First Amendment.

At the time the newspaper obtained
the officers’ personal information,
the Chicago police department
had already, in the opinion of the
llinois Attorney General, violated
the Illinois Freedom of Information
Act by failing to timely turn over
photographs of the individuals in the

Newspaper’s First
Amendment defense

suspect line- up. The district court
found this significant because, in its
view, the court of appeals “may well
in fact recognize a ‘balancing’ test
so that under certain circumstances
the press would be allowed to
obtain personal information while
investigating a matter of public
significance and the invasion of
privacy [is] not particularly great.”

The district court distinguished the
newspaper’s possible lawfulness
in obtaining the information from
publishing the information by noting
that, at the time of publication,
the newspaper in fact had the
photographs of all of the officers.
Therefore, it considered publishing
the officer’s personal information
cumulative to the photographs
the newspaper also published, so
publishing the personal information
was not itself constitutionally
protected.

This ruling means the officer’s case will
proceed subject to the newspaper’s
First Amendment defense.

gutted

THOUGHTS GOING
FORWARD

This case is a significant loss for
journalists because it allowed the
news media to be punished for
publishing truthful information that
was law- fully obtained. Although
this particular case appears to be a
significant loss for journalists, there
are potential positive implications.

Journalists may have a tool to hold
governmentagencies’ feetto the fire in
meeting their Freedom of Information
Act obligations. If government
agencies are not timely in meeting
their FOIA obligations, journalists
may be constitutionally protected
by using other means to obtain
information if it is needed to report
on a matter of public significance. In
addition, if equivalent or cumulative
information is not later obtained via
the FOIA request, journalists may
even be constitutionally protected in
publishing that information.

IFPAN

Like Us On Facehook!
http://bitly/1UIPTaT

Follow Us On Twitter!
hitps://twitter.com/_IFPA_

INDEPENDENT FREE PAPERS OF AMERICA

Learn about conferences, webinars, and industry news.
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Launch Your Own

How It Works

e ¢

Rebrand Our Sign up Local Build Sites Fast - Get Paid Every
Platform - Businesses - Create small Month -
Add your own We'll show you business websites Set your own
company name how with proven in minutes. No prices and keep
and logo. Use your sales techniques coding or technical 100% of sales.
own domain. and marketing experience needed.
materials.
Includes:

v Branded Marketing Site v Sales & Marketing Materials

v/ Desktop & Mobile Site Builder v 100% White Label

v/ Hosting for every site v Training & Support

v/ Reseller Dashboard v No Contracts - Cancel anytime

sﬂe@wan

Ar. WEBSITE BUILDER

Partner with SiteSwan and start selling websites today.
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Web Design Business

How Much Money Can | Make?

Profit Calculator

Set your own prices and generate upfront and residual income on every site you sell. The recurring
income you create will continue even if you no longer sign up new accounts. Use our potential
profit calculator to see how much you can make.

$399
How much will you charge for Setup / Design? .
(Suggested Retail Price is $200 - $1,500)
$50
How much will you charge per month? q

(Suggested Retail Price is $25 - $100/month)

NUMBER UPFRONT RECURRING RECURRING
OF SITES SOLD DESIGN INCOME MONTHLY INCOME ANNUAL INCOME

$9,975 $1,250/mo. $15,000
50 $19,950 $2,500/mo. $30,000
100 $39,900 $5,000/mo. $60,000
200 $79,800 $10,000/mo. $120,000
400 $159,600 $20,000/mo. $240,000
1000 $399,000 $50,000/mo. $600,000

*Based on our recommended pricing structure of $399 Setup followed by $50/month.

Call now for a Free Demo: 1 (888) 958-6838
Learn more at www.siteswan.com
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Supported vs. Native

Content

by Jo-Ann Johnson

Last year saw tremendous growth in
the popularity of native advertising
and sponsored content. While these
formats have been making waves
online for a several years, 2014 saw
the growth of native advertising in all
media, but most notably in print. In
fact, both The New York Times and
The Washington Post ran their first
print native ads in 2014. At the same
time, many media outlets, perhaps
encouraged by recent data showing
that readers spend about the same
amount of time on advertiser-
sponsored pieces as they do on news
stories, are increasingly adding these
strategies to their advertising toolkits.
But to ensure optimal success with
native advertising and sponsored
content, an understanding of what
each one is — and isn’t — is essential.

The difference between the two
terms varies widely and this
fuzziness has caused considerable
confusion — even inside the industry.
Many advertising insiders use the
terms interchangeably and, in doing

AccountScout Anywhere...

Software to manage every ad dollar,
from sales, through production and billing

- Rent or Own
- Cloud or On Premise
- ANY device

303-791-3301
www.FakeBrains.com

F LARE BRAINS

G
Gr

so, blur important distinctions. In
simplest terms, native advertising
both  mimics a  publication’s
editorial style and enhances reader
experience. Blogs and articles with
a promotional tone that aim to
convince a highly targeted audience
and flow seamlessly with the regular
content of the publication, site or app
are examples of native advertising.
Although native advertising is
delivered inaway that doesn’t disrupt
a reader’s experience, it may include
content that links to advertisers’
Web sites or advertiser-generated
content as well as videos and images
with a brand bias. Sponsored blog
posts are currently the most popular
form of native advertising, followed
closely by brand-oriented articles and
Facebook sponsored updates.

Sponsored content, on the other
hand, is purely editorial. Its goal
is not to convince or to sell, but
to inform and educate readers
and create/increase the value of a
brand by demonstrating thought
leadership. Examples of sponsored
content include editorially-focused,

Sales

from
Metro Creative
Graphics

unbiased content — articles that
mesh with both the style and subject
matter of a publication or site and
engage readers by presenting useful
and engaging topics — that generates
exposure for the sponsoring business.
For example, a print publication’s
Home Improvement section may
include a sponsored article on “How
to build a disaster-resilient house,” or
“Recognizing safety hazards during
yard work.” Its Health & Wellness
guide may feature an article on “What
to do when beginning an exercise
regimen” sponsored by a local fitness
club. Examples and opportunities
are endless. The only requirement
is to ensure that these articles are
prominently and clearly labeled as
sponsored content — SPONSORED
BY ABC FITNESS, for example — at
the beginning of the article or above
the headline.

Watch for other ways that print
publications can make money with
native advertising and sponsored
content.

This article was written by Jo-Ann
Johnson of Metro Creative Graphics, Inc.

Billing

Production
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EMPLOYEE BENEFIT

from

INDEPENDENT FREE PAPERS OF AMERICA

Your student can apply
for one of four

SCHOLARSHIPS

Boh Wright Memorial
Scholarship Requirements:

* Parent must work for a community paper that
is a current member of the Independent Free
Papers of America (IFPA).

* Applicant must be a high school graduating
senior or current college student.

* Applicant must be attending a 4 year college,
vocational trade school or community college.

*Application must be received by 3/22/17

To download application: Visit www.ifpa.com

Click on “Member Benefits” the “Bob Wright Memorial Scholarships”
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USPS Raises Rate,
Changes Name

In October 2016, the USPS filed
its Notice of Price Adjustment for
market dominant products with the
Postal Regulatory Commission. The
rate filing generally increased rates
in line with the cumulative increase
in the Consumer Price Index (CPI)
since the Service last adjusted rates.
Significantly for mailers of free papers
and other shared mail programs, the
USPS has increased the breakpoint of
allowable weight for standard mail
flats from 3.3 ounces to 4.0 ounces.
This change was done without a
commensurate increase in prices for
the extra weight. The new price for
a piece weighing up to four ounces is
the price with just the CPI increase.

Another significant change in the
filing, is the proposal to change the
name “Standard Mail” to “Marketing
Mail.”  The price change, upon
approval, will become effective
January 22, 2017. At that point
the name will also change, but
requirements for mailers to change
their software, postal indicia, or
placards, to reflect the name change

will not be imposed until July 2017.

For members of the Saturation
Mailers Coalition, the increase in
the breakpoint was welcome news.
It was responsive to requests and
appeals we have been making to the
USPS for many years to take steps to
reduce the rates for heavier pieces
to make the mail more valuable and
to make mailed free papers better
able to offer competitive prices to
advertisers that can choose between
other print media, electronic, and
an ever growing array of digital
offerings.

In support of these changes, the Postal
Service echoed arguments SMC has
been making about the benefits of
additional weight. The USPS wrote
in its filing “the purpose of this
change is to add value to the mail by
allowing senders of automation, non-
automation, and carrier route flats
to improve the quality of their mail
piece (e.g. by adding more material
to the mail piece or by increasing the
weight of the paper used) without

incurring additional pound charges.
In addition, this change will simplify
the price structure for mailers who
are already mailing items weighing
more than 3.3 ounces.”

As a participant in postal proceedings
for the past 20 plus years, SMC has
sponsored and supported economic
testimony that shows postal costs
do not increase significantly as
piece weight increases.  Yet the
competitive playing field between
private carrier delivery, and other
methods of print delivery, and postal
distribution for heavier pieces, can be
intense. Itis hoped that this increase
in the allowable weight will give free
papers an opportunity to add pages
to their publications, to offer rates
more attractive to insert advertisers,
and to attract heavier inserts than
was competitively feasible in the
past.

Other adjustments on rates, and
prices for weight over 4.0 ounces,
maintained the same pound rate
in place before the filing for mail
brought to the destination delivery
office (DDU).  The pound rate
dropped a fraction for pieces brought
to the SCE A full chart showing
the individual rate cells, and before

Continued on page 18

Thanks for making
us number one.

Why is TownNews.com the top CMS choice among U.S.
newspapers?* Maybe it's because we give you more ways
to make money, create content and grow your
audience than anyone else. And all at an affordable price.

Ready to thrive in the digital age? Call 800.293.9576 today.

TN TownNews.com

*Source: Reynolds Journalism Institute “Tools We Use" report.

Page 16 ® December 2016 ® The Independent Publisher ® www.ifpa.com



Regular Standard Mail Flats Postage Rates--Enhanced Carrier Route
(USPS Proposed Rates for January 22, 2017 Implementation)

(All Rates Shown in Cents)

SUBCLASS/
Rate Category

For Pieces Weighing 4.0 Ounces
or Less /1 /2

For Pieces Weighing More
Than 4.0 Ounces /1 /2

Current Rates | Prop Rates

Curr. | Prop % Amt
Rate | Rates | Diff Diff

PLUS PLUS
Per Per Per Per
Piece | Pound | Piece| Pound

ECR FLATS — Basic

28.8 29.0 | 0.7% 0.2

145 | 701 | 11.0| 720

NDC Entry

25.6 26.0 | 1.6% 0.4

145 | 540 | 11.0| 60.0

SCF Entry

245 252 | 2.9% 0.7

145 | 492 |11.0| 568

Delivery Unit Entry

23.8 24.1 1.3% 0.3

145 | 449 | 11.0]| 524

ECR FLATS — Basic (5-D Pallets)

283 | 27.0 | (46)% | (1.3)

14.0 | 7041 9.0 | 72.0

NDC Entry

251 | 24.0 | (4.4)% | (1.1)

14.0 | 54.0 | 9.0 | 60.0

SCF Entry

240 | 232 | (3.3)% | (0.8)

140 | 492 | 90 | 56.8

Delivery Unit Entry

233 | 2214 | (5.20% | (1.2)

14.0 | 449 | 9.0 | 524

ECR FLATS High Density /3

23.5 24.8 | 5.5% 1.3

108 | 615 | 94 | 61.5

NDC Entry

20.2 20.8 | 3.0% 0.6

108 | 454 | 94 | 454

SCF Entry

19.2 194 | 1.0% 0.2

10.8 | 406 | 94 | 40.0

Delivery Unit Entry

18.3 185 | 11% | 02

108 | 363 | 94 | 363

ECR FLATS — High Density Plus

230 | 22.8 |(0.9)% | (0.2)

84 615 | 74 | 615

NDC Entry

19.7 18.8 | (4.6)% | (0.9)

84 | 454 | 74 | 454

SCF Entry

18.7 | 174 | (7.0)% | (1.3)

8.4 406 | 74 | 40.0

Delivery Unit Entry

17.8 | 165 | (7.3)% | (1.3)

8.4 363 | 74 | 363

ECR FLATS — Saturation

20.5 21.8 | 6.3% 1.3

7.8 615 | 64 | 615

NDC Entry 17.2 178 | 3.5% 0.6 7.8 454 | 64 | 454
SCF Entry 16.2 164 | 1.2% 0.2 7.8 406 | 64 | 40.0
Delivery Unit Entry 16.3 155 | 1.3% 0.2 7.8 363 | 64 | 363
EDDM ECR FLATS — Saturation 20.6 219 | 6.3% 1.3 7.9 615 | 65 | 615
NDC Entry 17.3 179 | 3.5% 0.6 7.9 454 | 65 | 454
SCF Entry 16.3 16.5 1.2% 0.2 7.9 406 | 65 | 40.0

Delivery Unit Entry

15.4 156 | 1.3% 0.2

7.9 36.3 | 65 | 363

For all Standard Mail letters and flats, add $0.070 (no change) per assessed piece, for mailings with less than 70 percent of
pieces passing Performance Based Verification at acceptance and which cannot demonstrate Move Update compliance.

Forward and Return Service - If used with electronic/automated Address Correction Service, forwarded flats pay $4.36 (currently

$1.355) per piece (no change from current rate). Returned flats pay the applicable First-Class Mail price. All other returned flats
requesting Forwarding-and-Return Service are charged the appropriate First-Class Mail price for the piece plus the price

multiplied by a factor of 2.472.

Add $0.035 (no change) for each piece addressed using a Detached Address Label with nb advertising or a Detached Address
Label containing advertising (Detached Marketing Label).

" The USPS has increased the per piece maximum weight to 4.0 ounces before piece/pound rates apply.

12 Saturation, High Density Plus, and High Density letter-shaped pieces, that weigh more than 4.0 ounces must pay the piece and

pound prices shown in the applicable Saturation, High Density Plus, and High Density Flats (Commercial and Nonprofit) price tables.

These pieces cannot be entered at a DDU and must be prepared as letters. Carrier Route letter-shaped pieces that weigh more
than 3.5 ounces, but not more than 4.0 ounces, must pay Carrier Route Flats (4.0 ounces or less) prices. These pieces cannot be
entered at a DDU and must be prepared as letters. Carrier Route letter-shaped pieces that weigh more than 4.0 ounces must pay
Carrier Route Flats (greater than 4.0 ounces) per piece and per pound prices. These pieces cannot be entered at a DDU and must

be prepared as letters.

13 Subtract $0.001 per piece for each High Density flat that complies with the requirements for Full Service Intelligent Mail.

This chart was prepared by Postal Consulting Services, Inc.
the Association for Postal Commerce(PostCom) *




USPS Raises Rate,
Changes Name

and after rates, accompanies this
column. Our thanks to PostCom for

permission to share the chart on page
17.

Other features of the rate filing
include no change proposed for the
DAL (detached address label.) The
surcharge remains 3.5 cents. The
price for Every Door Direct Mail
(EDDM) Retail, will be 17.7 cents.
The allowable weight for this product
remains limited to 3.3 ounces.

The industry largely greeted the rate
filing as one where the Postal Service
officials responsible for costing,
pricing, and industry engagement,
had done a good job of discussing,
in advance, price and structure
changes with the industry. The filing
did not produce any unintended
consequences or  unwelcome
surprises.

The industry reacted in a slightly
different manner to the proposal
to change the name from Standard
Mail to Marketing Mail. In support
of the change, the USPS writes
“The 2015 Household Diary Study
shows that customers used Standard
Mail to send advertisements (84.1
percent of standard mail volumes)
funding requests (0.6 percent)
political materials (1.5 percent)
and newsletters/information (12.8
percent). While the content may
differ, each of these uses “markets”
a product, a service, or the benefit
of an event or an organization.
Accordingly, this name change will
aid our customers in understanding
what standard mail is and how it can
be used as part of their respective
marketing strategies.”

Some industry associations and
mailers are less enthused about the

new name. Some associations have
reached out to the USPS to ask it to
reconsider this change and to take it
out of the filing for further discussion.
Reasons for concerns include the
fear that the name “Marketing Mail”
will be synonymous, in the eyes of
some consumers, with the notion of
“junk mail.” Some associations have
pointed out that the name change
reflects a shift from identifying the
level of service the mail receives
(“standard”) to a description of its
content(marketing material). Another
industry request has been to suggest
that the Postal Service keep this name
change “optional.” The USPS would
be free to market its current standard
mail product as marketing mail, but
the required postal indicia and names
that must appear on a piece, or on
mail as entered with the USPS, could
continue to use the name “standard”
and current, acceptable,  postal
indicia and abbreviations.

The filing also included the USPS
promotions for 2017. Promotions
that are available for free paper
publishers that mail include a Tactile,
Sensory and Interactive Engagement
promotion that will award eligible
mailers with a two percent up-front
discount for a promotion period
running February 1, through July
31.  Another Emerging Advance
Technology Program runs March
1, though August 2017. A Mobile
Shopping Promotion will be offered
for a five month period beginning
August 1, though December 31,
2017. Many SMC members, and
free paper publishers that use the
mail, were able to take advantage of
ad copy and promotions sponsored
by Paper Chain and/or the AFCP
that helped the association, and
allowed registered mailers, to earn
the discount. All of the promotions

include detailed rules and promotion
requirements and require pre-
registration. A future column will
discuss more of the details and
requirements of the promotions.
The latest program requirements
for 2017 promotions and incentives
can be found on the RIBBS website:
https://ribbs.usps.gov/index.
cfmé¢page=mailingpromotions.
Questions on the 2017 promotion
can be directed to the Mailing
Service’s program mailing office at
mailingpromotions@usps.gov.

In addition to the filing for market
dominant pricing, the Postal Service
also filed its proposed prices for
competitive products and shipping
prices with these rates scheduled to
also take effect on January 22, 2017.

Some highlights of the proposed
changes for shipping and other
market dominant prices include the
following:

A 2.0 cent increase in the price of a
first class mail forever stamp, bringing
the price to 49.0 cents.

A single price for first class mail
commercial ~ pre-sorted  letters
weighing up to 3.5 ounces.

Increases in priority mail of 3.9
percent with an average increase in
the retail prices for this product of 3.3
percent. The price for a medium flat
rate box will increase from $13.45 to
$13.60. The price for a regular size,
flat rate priority envelop, increase
from $6.45 to $6.65.

FPAr
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The Solution for Lost Classified Revenue

Like most of you, IFPA has seen a decline in classified advertising revenue the past several years.

The CADNET Classified Network is IFPA’s largest source of revenue and also funds the bulk of
member benefits our member publishers enjoy. The IFPA Board of Directors is always looking for
alternative revenue sources to replace those lost classified dollars. IFPA has introduced a new
program that will do just that.

You may recall receiving an email from IFPA talking about the roll out of a new Google Adsense
Network. We are asking our member publications set aside one unsold display ad spot on their
website and designate it for this program. Similar to the way you set aside space in your print
publications to run the CADNET ads. Google will fill that spot with ads from their Adsense Network
and IFPA will collect the revenue for that one spot on your site.

To date, 25 IFPA members have signed on to the program and placed the IFPA AdSense code on
their websites. Our association is already experiencing the monetary benefit of this participation.
The goal is 100% member participation for this new revenue generating program.

If you were one of the early adopters of IFPA AdSense, thank you! If you have not yet added the
IFPA AdSense code to your website(s) your participation is Vital and Urgent! | urge you to do so
as soon as possible.

The IFPA Google Adsense Network will help IFPA continue to provide member benefits like: CVC
audits, Conferences, Publishers Summit, T.I.P. Magazine, 20/20 Webinars, S.H.A.R.E. Group, SRDS
Listings and More!

Here is the IFPA Google Adsense Network code for your website. Please place this on your website
as soon as possible. This code is for a responsive ad. Other ad sizes are available upon request.

Please go to the www.ifpa.com website and click on the Benefits drop down menu. Click on the
Google Ads link and copy then paste the Responsive Ad Code into your website.

It’s very easy. If you're technically challenged, grab your IT person and they can handle it for you.
If you don’t have an IT person,and you need help, IFPA will help you.

Thank you in advance for your participation!

Joe Mathes

Delta Publications-Kiel, WI

IFPA Board Member
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APPRAISALS

Newspapers
Magazines * Shoppers
Book Publishing

BROKERING

Discover the current value
of your publishing entity!
Confidential
Customized ¢ Comprehensive

EXPERT COURT VALUATION WITNESS
Testimony * Depositions * Declarations

follow us at www.twitter.com/kamengroup

¢ Custom Brokering For Media Organizations

e Print & Digital Media Valuations & Business Plans

* Book Publishing, Video, Direct, Interactive, B2B,
Listing & Database Valuations

info@kamengroup.com www.kamengroup.com

KAMEN & CO. GROUP SERVICES
(516) 379-2797
626 RXR PLAZA, UNIONDALE, NY 11556

www.KamenGroup.com
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2| Daily News on

Will the Internet kill your
free community paper?
Did instant potatoes kill
potatoes?

New technologies change many things. But not
everything. You may tweet, blog, surf, shop, or search
online but you continue to read your free community
paper. You just proved it.

Readership of free community papers is now higher
than paid daily papers and continues to grow. Rather
than being replaced by “instant” media, your local free
community paper has become an important part of
our neighborhood.

The reason, which sometimes is not heard because of
all the noise about the Internet, is pretty obvious: your
free community paper does what the Internet doesn’t.
We promote connections at a local level. Free papers
join readers and advertisers in ways digital media
don’t.

In fact, the local content and power of your free paper
makes advertising even more effective. We are the
number one medium for driving purchases. That’s
important in every product category.

Including potatoes. IFpAl

INDEPENDENT FREE PAPERS OF AMERICA
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Publishers, We Want You!
Yes, YOU!
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The greatest part of being in a SHARE
group is engaging my peers. Often, | have
questions that nobody in my office can
—— answer. But in my SHARE group, everyone either is or
has experienced exactly what I'm dealing

with. I's great to hear so many options and

solutions that have never occurred fo me.
Eric McRoy, VP, AdVantage News, Alton, IL
Join IFPA’s peer group exclusively for publishers,

peer grOUpS where you can share ideas and success stories,

and learn from other publishers about what's

FPAk working for them.
I/_\ Sign up Online at www.ifpa.com/Share
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IFPA Board Meeting, Thursday, November 17, 2016

President Jane Means called the meeting to order at 9:00a.m. (EST) Board members present: Eileen
Curley, Doug Fabian, Rena Reiser, Deborah Phillips, Joe Mathes, Rick Wamre, Katie McNabb, Eric
McRoy, Dan Buendo and Executive Director: Douglas Fry

Treasurer’'s Report - Deborah Phillips: October financials were emailed prior to the meeting. Deborah
pointed out that while revenue continues to decline the combination of managing expenses and the
Fall Conference coming in under budget has allowed for the organization to maintain a reasonable
cash position.

2017 Fall Conference Information has been sent to other associations inviting both members and
qualifying non-members to attend the conference in New York. Dan will be posting conference
promotional videos on the website and the videos will also be sentto members in promotional emails.

TIP - Eileen Curley: Eileen is working to find a non-Board member to work with her on finding new TIP
content and ideas.

Website - Eileen Curley: Eileen and Dan have gone through the entire IFPA website and have updated
most items and are working to make things throughout the site more consistent.

FITS - Doug Fabian: Douglas reported that the FITS videos that have been distributed have received
401 views. Doug and Jane talked about ways utilize time at the Publishers Summit to gather content
and create videos and/or clips for future use. Douglas is looking into new camera equipment to
produce better quality videos at future IFPA events. Doug made a motion to authorize the purchase
of a video camera with a ceiling of $3000. Deborah seconded the motion and all were in favor.

SHARE Groups - Doug Fabian: The Sales Manager group is continuing to go well and is being run by
Douglas. A magazine SHARE group started yesterday and Rick is working on inviting more members
to participate in the group.

Membership - Danielle Burnett: Design2Pro was presented for Associate Membership. Dan made a
motion to accept their membership, Eileen seconded the motion and all were in favor.

Social Media - Joe Mathes: Joe has been posting information on Facebook and Twitter and Douglas
has posted the NY promotional video.

AdSense - Joe Mathes: Prior to the call Joe sent a report showing participation and revenue for the
past 30 days. The program has hit a bit of a plateau which lead to discussion on how to reach out to
more members to participate in the program.

Publishers Summit - Danielle Burnett The Publishers Summit is nearly sold out and several sponsors
are confirmed. The Summit committe:e will meet at the end of November to work through more of
the program details.

Vendor Packages - Eric McRoy: Prior to the call Eric shared the vendor packages and pricing structure
he has put together for the New York conference. There was some discussion about price adjustments
that Eric will work on and report back to the Board.

Eric made a motion to adjourn, Doug seconded the motion, all were in favor. The meeting was
adjourned at 10:24am EST.

Recording Secretary Danielle Burnett
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Customer Satisfaction
and Competitive Pricing.
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#99

More than Just printers...
We are Publishers Too!

Keeps Up with the
Latest Technologies
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Your One-Stop
Print Resource.

Newspapers - Publications - Shoppers - Catalogs
Magazine - Directories - Coupon Books

College Course Catalogs - Advertising Supplements
Business and Financial Periodicals - Free Standing Inserts

Trumbull

PRINTING

205 Spring Hill Road
Trumbull, CT 06611

203.261.2548

www.trumbullprinting.com
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Digital Display Rack

We're the name you've relied on and trusted for years, but
we're not resting on a strong past. We're innovating and
pushing for a successful future. One where the value of
print, the demand for digital, and the need for advertising
solutions are met with products, ideas and service you
can count on. The Steel City name is defined by reliability.
So know that our focus is on providing you with the best
tools for today and tomorrow.
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[800] 321.0350 « scity.com - facebook.com/steelcitycorp



