FREE PAPER

The Free Paper Industry’s NEWws SOURCE. |
FEBRUARY2017 I

www.afcp.org  *

LOUISVILLE

BOURBON,THE DERBY
AND SO MUCH MORE!

DICK MANDT

J AN INDUSTRY ICON

/ 1 E

|




from 1
Al proce‘?dz or Rising

afcp

Loviisville

ANNUAL CONFERENCE & TRADE SHOW

o ok it out of t4¢ quf/
2017

about making a donation. April 20-22, 2017

Please refer to the registration
form for details and instructions



features:

1 1 DICK MANDT, AN
INDUSTRY ICON

1 6 KENTUCKY
DERBY MUSEUM

1 7 UNIQUE LOUIS-
VILLE EXPERIENCE

FEBRUARY2017

POSTAL UPDATE: THE FUTURE OF POSTAL RATES?

ADVERTISING ADVICE: SELL BEYOND THE OVERLAP

4| AFCP DIRECTORS
6| EDITOR'SVIEWPOINT
8| FEATURE STORY: WHEN YOU ARE IN, GET OUT!
10 |
/3| MEMBER PROFILE: KAPP ADVERTISING SERVICE
|4 | CONFERENCE COMMITTEE UPDATE
5| FROMTHETOP
|8 | T-SHIRT CONTEST
|9 | THE LEADERSHIP INSTITUTE
20| RISING STARS: SILENT AUCTION
21| SPOTLIGHT ON PERSONNEL
22 | THE NEWS GURU: FINDING THE TRUTH
24 |
25| ASSOCIATION UPDATES
26| ASSOCIATION CONTACT INFORMATION
27| ONTHE HORIZON

28| GRAPEVINE
29 |  CLASSIFIEDS

The March issue will take a look at educational opportunities
for Free Publication Professionals including The Leadership
Institute (TLI) and much more. We will also continue to
examine the people, publications and businesses that make
up this ever-changing community publication industry.

AFCP/NANI HEADQUARTERS:
Loren Colburn, Executive Director
Cassey Recore, Administrative Assistant
Alix Browne, Administrative Assistant
135 OIld Cove Road - Suite 210
Liverpool, NY 13090
Toll Free: 877.203.2327
Fax: 720.528.7943
Email: loren@afcp.org
Web: www.afcp.org

EDITOR:
Dave Neuharth
P.O. Box 1149
Summerfield, FL 34492-1149
Phone: 352.362-7350
Fax: 352.347.3384
Email: DINeuharth@aol.com

COMPOSITION:
Barbara A. Holmes
Phone: 352.598.3500
Email: FreePaperINK@aol.com

MARKETING REPRESENTATIVE:
Wendy MacDonald
10418 Bond Street

Overland Park, KS 66214
Office: 913.461.3721
Email: wendy@afcp.org

MISSION STATEMENT
Bring news and resources to the attention of the
free paper industry by publishing a responsible
quality magazine.

Free Paper INK is dedicated to
keeping the industry informed on
key issues, topics and industry
news. If you have any items of
interest that should be shared with
people throughout the Free Paper
Industry, simply email them to
loren@afcp.org. We welcome your
input, appreciate your readership
and look forward to your contribu-
tions to our content.

Free Paper INK is not liable for er-
rors appearing in advertisements
beyond the cost of the space
occupied by the error, and noti-
fication must be made in writing
within ten days of publishing. The
right is reserved by Free Paper
INK to edit, reject, or cut any copy
without notice.

NO CASH REFUNDS

The opinions of the individual
contributors or correspondents do
not necessarily reflect those of the
publication or its management.

Free Paper INK may include mate-
rial produced under copyrighted or
syndicated ad service. Permission
of the publisher must be obtained
before copying any of the material
from any issue of Free Paper INK.

DEADLINES: The deadline for
classified ads, display ads and edi-
torial is the 4th of every month.

Cover Photo:
Thomas Kelley - Shutterstock.com



VERIFICATION

COUNCIL

audit.

DISPLAY THE CVC LOGO

ADVERTISERS

NN RRNEF

at www.cvcaudit.com

(@10 MWNOL) AUDIT PROMOTION
CHECKLIST

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

SIGN UP FOR FREE CONFERENCE CALL TRAINING
LET US SEND A LOCAL AUDIT PROMOTION TO YOUR

NATIONAL & REGIONAL AUDIT PROMOTION CD
FREE ONLINE READERSHIP STUDIES
CREATE IN-HOUSE AUDIT PROMOTION ADS — See samples

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

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

Your Reach

ith 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

PRESIDENT

Shane Goodman
Cityview

Johnston, IA
shane@dmcityview.com
515-953-4822, x305

FIRST VICE PRESIDENT
Charlie Delatorre

Tower Publications

Gainesville, FL
charlie@towerpublications.com
352-372-5468

SECOND VICE PRESIDENT
Michael Van Stry

Coastal View News
Carpinteria, CA
news@coastalview.com
805-684-4428

THIRD VICE PRESIDENT
John Draper

The Free Star

Pipestone, MN
jdraper@pipestonestar.com
507-825-3333

SECRETARY / TREASURER
Karen Sawicz

Lake Country Pennysaver

Albion, NY
karen.sawicz@lakecountrypennysaver.com
585-589-5641

IMMEDIATE PAST PRESIDENT
Greg Birkett

Dubuque Advertiser

Dubuque, IA
gbirkett@dubuqueadvertiser.com
563-588-0162

EXECUTIVE DIRECTOR
Loren Colburn

AFCP / NANI

Liverpool, NY
loren@afcp.org
877-203-2327

AT-LARGE DIRECTORS

Will Thomas

Exchange Media Group
Fayetteville, TN
will@exchange-inc.com
931-433-9737

Carol Toomey
Action Unlimited
Concord, MA
carolaction@aol.com
978-371-2442

REGIONAL / STATE
REPRESENTATIVES

Daniel Alexander
Denton Publications, Inc.
Elizabethtown, NY
dan@denpubs.com
518-873-6368

Lee Borkowski

Richland Center Shopping News
Richland Center, WI
Iborkowski@wcinet.com
608-647-2911

Terri Drake

Giant Nickel
Kennewick, WA
terri@giantnickel.com
509-783-5455

Randy Miller

The Merchandiser

Lebanon, PA
randym@themerchandiser.com
717-270-2742

Wendy Murray
Senior Life Magazine
North Ft. Myers, FL
murwendy@aol.com
239-707-6722

Dave Neuharth

Editor - Free Paper INK Magazine
Summerfield, FL
djneuharth@aol.com
352-362-7350

Rich Paulsen

Southwest Iowa Shopper
Creston, IA
publisher@crestonnews.com
641-782-2141 x230

Caroline Quattlebaum

The Southeast Sun
Enterprise, AL
publisher@southeastsun.com
334-393-2969

Farris Robinson

Hometown News

South Daytona, FL
frobinson@hometownnewsol.com
386-322-5900

Steven Silver

Yankee Pennysaver
Brookfield, CT
steven@ctpennysaver.com
203-775-9122

Trevor Slette

The Shopper

Windom, MN
trevors@windomnews.com
507-931-3455

NANI DIRECTOR

Vincent Grassia

Ad-Visor Media Consultants
Ponte Vedra Beach, FL
vinmanpvb372@aol.com
904-572-5858

RISING STARS DIRECTOR

David Sickels

The Post Newspapers

Medina, OH
dsickels@thepostnewspapers.com
330-309-1745




Selling a NANI ad
just got easier!

Uncomplicated Pricing...
Lower Price Point...

Improved Marketing
Materials...

Profitable Sales For
Selling Members

National Coverage...

Convenience of a One
Order Buy...

Proven Advertiser
Results...

Reliable - Audited
Publishing Performance...

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

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

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



EDITOR'S VIEWPOINT

Joows 7 it

DAVE NEUHARTH
EDITOR

February 2017

The Louisville lineup
s looking Good!

IN 2009 WE HAD THE HONOR OF
attending the Southeastern Advertising
Publishers Association (SAPA) confer-
ence in Louisville, Kentucky.

As usual the conference, under the
direction of SAPA Executive Director
Douglas Fry, was an overwhelming suc-
cess.

Now it is time for Douglas to shine
again. SAPA is returning to Louisville in
April and this time he will have plenty
of help to assure the success of another
home run.

Joining SAPA for this conference is
the Association of Free Community
Papers (AFCP) and the staff of Executive
Director Loren Colburn, which means
we can look forward to an even larger
conference with more opportunities. The
Leadership Institute (TLI), some of the
best training personnel in the industry,
food, entertainment and great off-site
activities are all on the agenda.

Think classified ads are dead? When
looking at the print media around the
country, it may seem so. But take a look
at the article on The Flyer in Florida.
Under the leadership of Richard “Dick”
Mandt, the number of classifies in his
publications are soaring to new heights.
Dick credits the training provided by
Peter Lamb with the success.

The line up of speakers in Louisville
will include Lamb. This is your opportu-
nity to learn how to get that classified
revenue back on track.

We know that Louisville is rich in the
history of horse racing. The first race
course was laid out in Lexington in
1789. In 1875 Churchill Downs officially
opened in Louisville and began its tradi-
tion of the most famous two minutes in
sports, the Kentucky Derby.

Attend the conference in Louisville
where one of the activities is a visit to

the Kentucky Derby Museum. The mu-

seum features exhibits, memorabilia, a
gift shop and a café over looking a pad-
dock with a resident horse.

Before heading to the Kentucky Derby
Museum, we’ll first visit Papa John's. The
pizza company was founded in 1984 and
now has over 4,000 worldwide locations
including 2,600 in the U.S.

Papa John’s Campus is located in Lou-
isville and it is on the agenda for confer-
ence attendees to visit and enjoy some
pizza.

The campus produces dough balls for
the chain. For the Super Bowl week in
2016, the company reported a record
number of about one million balls made
at this campus. This will be an interest-
ing place to visit.

Attending the conference in Louisville
gets better and better. It's an opportuni-
ty that will leave you with unforgettable
experiences.

“THUNDER OVER LouisviLLE!”

To some of the locals, this is the of-
ficial kick-off to the Kentucky Derby Fes-
tival. To others it’s the unofficial begin-
ning of spring. “Thunder Over Louisville”
is one of the largest air and fireworks
shows in North America.

The Air Show starts at 3 p.m. The
fireworks display is scheduled for 9:30
p.m. This is scheduled April 22 - the
final day of the conference.

Where does all this take place?

On the river in Louisville. The Galt
House hotel is located downtown on the
Ohio river so you will have a bird’s eye
view of these famous events.

Secure your room now at www.afcp.

org. [
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When You Are In, Get Out!

by Dennis Wade, Trainer — Speaker — Publisher

(GOLF IS A CHALLENGING GAME. SO
challenging that it can, for many, hardly be
considered a game. Darrell Royal, the leg-
endary coach of the Texas Longhorn Football
team, once said something to the effect that
squaring the golf club face to the ball at the
point of impact while execut-
ing a golf swing is one of the
most difficult athletic skills to
master. There are not many
golfers who would disagree.

One of the unwritten
tips to enjoying golf is that
when you are in trouble, the
immediate and only objec-
tive must be to get out of
trouble. Golf courses are
designed to make the game
challenging and that is why
there are so many trouble
spots on the course. These
troubles consist of sand,
trees, bushes, water, hills,
and on some courses, rail-
road ties. These troubles are
easy to get into and can be
very tough to get out of. But
you simply must get out. The simple solution
is often the best solution.

So when you hit a bad shot and find
yourself in trouble, get out of trouble. Many
amateur golfers stand over a golf ball that

r
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is deep in trouble and imagine that they can
hit a shot that the professionals would never
attempt. They select the wrong club, take a
stand and swing away. The result is predict-
able and they find themselves in more trouble
than they were in prior to the risky shot.

When you are in trouble,
your only immediate focus
should be to simply and
quickly get out of trouble.
Learning to get out of trouble
can be a tough lesson to mas-
ter. Mistakes in business and
life happen and it is far less
important why it happened
and who is at fault than it is
to get things headed back in
the right direction.

Once you have handled
the initial issue that caused
the trouble, you can move
on to the causes and find
out who and why. But dis-
covering who and why is
not nearly as important as
quickly defusing the situ-
ation. Even if you have to
take ownership of trouble you did not create,
the aggrieved will value your efforts to make
their life better by confronting - and when ap-
propriate, handling - the issue yourself.

So when you are in, get out! M
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The Future of Postal Rates?

by Donna Hanbery, Executive Director, Saturation Mailers Coalition

PRC BeaGins FIrsT BRoOAD REVIEW OF
PosTaL RATE MAKING SYSTEM

On December 20, 2016, the Postal Regulatory
Commission (PRC) announced that it would begin
its review of the system for regulating rates and
classes for Market Dominant products that was
established in the 2006 law that governs today’s
Postal Service and rate making system.

The Postal Accountability and Enhancement Act
(PAEA) provided a system of setting postal rates
tied to changes in the annual Consumer Price Index
and provided that at the end of ten years the PRC
would do a review of how the
rate-setting process was work-
ing to achieve the objectives of
the law. The PRC Order, entitled
“Advance Notice of Proposed
Rulemaking on the Statutory
Review of the System for Regulat-
ing Rates and Classes for Market
Dominant Products”, could be just
the beginning of a long process
to review and evaluate how the
current system is working. If the
PRC finds the objectives of the
PAEA Statute are not being met,
it could establish another pro-
ceeding to modify the system, or
adopt an alternative system, to
achieve the objectives of the law.

The PRC Order stated it would
examine “all aspects” of the rate-
making system under current law, including but not
limited to:

e The annual limitation on the percentage
change in rates;

e The schedule for rate changes;

e 45-day notice before the implementation of
rate adjustments;

e Expedited rate changes due to extraordinary
or exceptional circumstances;

e C(Class level application of the annual limitation;
e The rounding of rates and fees;

e The use of unused rate authority;

e Work sharing discounts.

The Commission Order provides that stakeholder
comments are due by March 20, 2017.

“The PRC
Order stated
it would
examine ‘all

aspects’ of the
rate-making

system under
current law.”

In addition to soliciting comments on how the
current system is meeting the objectives under the
law, the Commission invited commentors to suggest
modifications that should be made to the system,
or propose any alternative system that should be
adopted to achieve the objectives of the law. This
invitation for ideas about changes or a “future” or
“different” system, was a surprise to some postal
watchers who had not anticipated this invitation for
new ideas and proposals in the initial rate review
proceeding.

Once comments are submitted in March 2017,
there will be no opportunity for a
reply or comment on the submis-
sions or suggestions of other par-
ties. The Commission’s opinion is
expected sometime in the fall and
as noted, this could start another
round of rule making proceedings
with its own initial comment (and
likely reply comment) periods
that are customary in formal rule
making proceedings.

To assist postal stakeholders in
submitting comments that would
help the Commission focus on the
objectives of the law, the Com-
mission Order listed the nine ob-
jectives of rate making under the
2006 law and provided a prelimi-
nary definition for each objective,
as well as potential method for
measuring whether the objectives
were being achieved.

The Commission Order invites participants to
comment on the definition and the metrics for
measurement if commentors have different views
or alternative metrics to suggest. The Commission
also opened the door to commentors to suggest if
the Commission’s Order and “proposed framework
is not appropriate for the review” or to suggest a
different or better framework to be used for the
review and how to measure the achievement of the
objectives in the alternative framework.

It is anticipated that most stakeholders will not
quibble with or challenge the Commission’s frame-
work for the proceeding, but will be exploring ways
that individual stakeholders, and perhaps industry
coalitions, could work together to submit comments.



The nine objectives established in PAEA, and sub-
ject to the rate making review, are as follows:

e To maximize incentives to reduce cost and
increase efficiency.

e To create predictability and stability in rates.

e To maintain high quality service standards
established under Section 3691.

e To allow the Postal Service placing flexibility.

e To assure adequate revenues, including re-
tained earnings, to maintain financial stability.

e To reduce the administrative burden and in-
crease the transparency of the rate making process.
e To enhance mail security

and deter terrorism.

e To establish and maintain
a just and reasonable schedule
for rates and classifications;
however, the objective under this
paragraph shall not be construed
to prohibit the Postal Service
from making changes of unequal
magnitude within, between, or
among classes of mail.

e To allocate the total institu-
tional costs of the Postal Service
appropriately between market
dominant and competitive prod-
ucts.

Significantly, the PRC also has
a separate proceeding pending
before it to consider whether the
current share of institutional costs, 5.5%, allocated
to competitive products is sufficient or should be
changed.

The Postal Service has made no secret of its
goals to seek relief from the CPI rate cap and to
argue that the current system is working for the
USPS to meet its financial needs in terms of ad-
equate revenues, and building revenues to make
capital improvements and maintain financial stabil-
ity. Undoubtedly, the Service will seek much greater
pricing flexibility, including the potential of an
increase in the current rate base and freedom from
the constraints of the CPI rate cap.

SMC and other mailer associations have applaud-
ed the CPI rate cap as finally providing mailers and
other stakeholders with some assurance of predict-

“Once comments
are submitted,
there will be no
opportunity for

a reply or
comment on the
submissions or
suggestions of
other parties.”

STORY SPOTLIGHT

ability and stability, and protecting the investment
in mail programs and market expansion or frequen-
cy that has been done by SMC members over the
past 10 years.

SMC will be participating with other mailer as-
sociations, as well as through our membership in
PostCom, in the rate review proceeding.

USPS ANNOUNCES A PHASE TRANSITION FOR
MARKING MAIL

In response to industry concerns about the
USPS announcement to re-brand standard mail to
the Name Marketing Mail, the
Service has issued a number
of advisories stating that it will
implement this name change in
a phased transition to allow both
hardware and software changes
to be successfully implemented.

Some industry officials are
still urging the Service to allow
postal indicia and names on
postal pieces that do not include
the name “marketing mail”, as
some mailers are concerned that
this name could cause consumer
confusion or be inconsistent with
the purposes of some types of
pieces currently using the broad
spectrum of products permitted
as “standard mail”.

In December 2017, the Ser-
vice announced, “The new indicia and/or postage
markings should not be used for letter or flat mail
until January 2018 at the earliest.” It stated tray
label and pallet markings will be deferred until mid-
2017 at the earliest.

In a subsequent announcement, the USPS stated
it is “working closely with the industry” and had
heard concerns about “open rates”. The Service
stated it was “exploring options that will not require
the term ‘marking mail’ to be used.”

The Service thanked the industry for its feedback
and stated it looked forward to an ongoing collabo-
ration.

Continued on page 10
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Continued from page 9

PostaL APPOINTMENTS

Congress ended the lame duck session without
taking action to appoint any persons to serve on the
USPS Board of Governors. As of the end of the year,
the Postal Board of Governors only had the Postmas-
ter General and Deputy Postmaster General remain-
ing as its governing body. It remains to be seen if the
new Congress will consider postal governance a prior-
ity or if the Postal Board of Governors will continue to
be run by its chief executive officer and deputy.

Fortunately, Congress did take action to reappoint
two well-respected postal pros to continuing service
on the Postal Regulatory Commission. With the very
important 10 year rate-making proceeding underway,
the industry was relieved to see Congress confirm
the appointments of Robert G. Taub and Mark Acton
as continuing commissioners for the Postal Regulato-
ry Commission for terms that will expire October 14,
2022. Both commissioners were confirmed by the
United States Senate on December 10, 2016. Taub
has been designated as Chairman of the Commis-

sion. He has served as acting chairman since Decem-
ber, 2014. The PRC unanimously voted to designate
Commissioner Acton as Vice Chair for calendar year
2017.

These appointments came through at a critical
time for the Commission as the Postal industry and
Commission begins the intensive statutory review of
the price cap system for regulating Market Dominant
products.

Chairman Taub has more than 30 years of experi-
ence in public service, with a decade of service as
Chief of Staff to U.S. Representative John McHugh.
John McHugh’s work on postal reform and legislation
led to the current law.

Commissioner Acton was first appointed to the PRC
by President George W. Bush in 2005. Prior to that
appointment, he had served as a special assistant to
the Commission Chairman. Before joining the Com-
mission, Acton had an extensive professional history
of active involvement in the public policy arena — in-
cluding nine years of experience managing legislative
and regular concerns as Staff Director for the Repub-
lican National Committee Council’s office. [M
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FEATURE STORY

The Extraordinary Career of

Dick Mandt

DURING HIS EXTRAORDINARY
accomplishments in the free
paper industry, Richard D. (Dick)
Mandt has served as president
and CEO of ADVO, founded The
Flyer in Miami, served as group
president of Harte-Hanks Shop-
pers, served as president of the
Community Papers of Florida
(CPF), received the CPF Milton

& Bernice Beckerman Award for
community service, served as
president of the Association of
Free Community Papers (AFCP),
and received the United States
Postal Service Business Partners
award, the AFCP Distinguished
Service Award and the AFCP Pub-
lisher of the Year Award.

Mandt has been in the free
paper business for over 40
years. He and his late wife, Judy,
founded The Flyer magazine in
1977 as a direct mail local shop-
per in Miami with a circulation of
20,000.

The Flyer eventually grew to a circulation of over 1.2
million with over 700,000 distributed in the Miami area
and 500,000 in the Fort Lauderdale area.

After his early success in 1982, he sold the company
to Harte-Hanks Communications of San Antonio, Texas.
He joined Harte-Hanks, serving as group publisher. His
responsibilities included acquisition and/or management
of shoppers in Albuquerque and Las Cruces, New Mexico;
El Paso, Austin and Arlington, Texas; Oklahoma City,
Oklahoma; and Tucson, Arizona. Additional responsibili-
ties included direct marketing and/or hand distribution
divisions in Albuquerque, Tucson, San Antonio, Houston
and New Orleans.

In late 1987, Mandt once again became an entrepre-
neur. He purchased the struggling Tampa division from
Harte-Hanks. The direct mail shopper had a circulation
of 250,000. Under his leadership, the direct mail shop-
per grew quickly to over 900,000 circulation and revenue
increased over 1,000 percent.

In May of 2005, Mandt
agreed to sell The Flyer in Tam-
pa back to Harte-Hanks. During
the next few years the print in-
dustry and classified advertising
took a downturn. Harte-Hanks
made the decision to sell The
Flyer in Tampa and added the
The Flyer in Miami to the sale.
Mandt went back into the busi-
ness and made the purchase,
which was effective January 1,
2013. He assumed ownership
of one of the largest free paper
publications in the U.S.

The Flyer now direct mails
1,100,000 weekly in the Mi-
ami/Fort Lauderdale area and
690,000 in the Tampa Bay area.

Over the years Mandt has
seen many changes in the print
industry, but his plan has always
been committed to his mission:
to connect buyers and sellers
and bring the best local values
to The Flyer’s customers no matter where they are.

Through the years Mandt has also been passionate
about training sales reps and being one of the strongest
classified media publications in The Flyer’s market.

Revenue for classifieds had dropped dramatically dur-
ing the years after Harte-Hanks resumed ownership.
Mandt brought Jennifer (Ingram) Epps back into this
program, a long time manager under his old regime, and
used the training expertise of Peter Lamb to jump start
the classified program. It has been a huge success and
The Flyer has increased telemarketing revenue to new
heights. Between the print product and The Flyer’s web-
site, the number of reader ads is over 172,000 per week.

For many years The Flyer has been one of the stron-
gest supporters of the free paper association classified
networks. The Flyer has supported AFCP, IFPA, SAPA and
CPF.

Mandt is an advocate that classified advertising is not

dead, but that too many companies have too easily given
Continued on page 12
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The Extraordinary Career of Dick Mandt

Continued from page 11

up the ship in selling their telemarketing ads. He credits
Lamb and the staff he has put together with making The
Flyer classified ads a profitable part of his operation.

Despite the changes in publishing over the years, The
Flyer has kept up with the changes and become a force
in the market.

Flyer Digital is a new division of the company created
in 2014. It focuses on the expanding portfolio of digital
products and services for local businesses, along with
directing the launch of the new stand-alone website for
TheFlyer.com

Flyer Digital has been hard at work launching new prod-
ucts including: FlyerSites, affordable and customizable
website solutions for local businesses; Smart Home Style,
a new website and publication focused on the needs of the
owners of upscale homes; and Local Savings Extra - Hy-
per Local, which provides coupons and deals from busi-
nesses in area neighborhoods. The Flyer Digital continues

to work on several new initiatives for digital products and
service offerings catered to local businesses.

The Flyer is one of the largest commercial printers in
the Tampa Bay area. It also serves as the printing com-
pany for a number of other publications around the state.

Over the years Mandt has been active in the commu-
nity paper associations. He is an active member of CPF,
SAPA, IFPA and AFCP.

When he received the AFCP Distinguished Service
Award, Mandt said, “I am grateful for the opportunity to
have served the free paper industry. One of the distinct
benefits of membership and participating in these as-
sociations has been the ability to get significant help and
support when the interests of our members are threat-
ened. I have been honored to lead several free paper
associations that exist to protect and serve the rights
of their members. We also have a great opportunity to
meet with our peers in this industry and share knowl-
edge of our business.” [M

Add web design to your bottom line.

Create and sell websites to your advertisers with the SiteSwan platform.

[o. IO

Let Us Provide a FREE Estimate

See it for yourself! Schedule a free 1-on-1 demo of
the SiteSwan platform for you and your staff.

| 2 February 2017

Easy-to-use. No technical skills required.
Over 70 pre-designed website themes.
We provide training for your staff.

Sales and marketing materials included.
100% white label
Set your own prices - huge profit potential.

sneﬁman

r. WEBSITE BUILDER

= clients see your brand.




STORY SPOTLIGHT

Need Service? Think Kapp!

FoLLowinG His U.S. Navy
career in World War II, Robert
Kapp was employed as an appli-
ance salesman.

Kapp enjoyed selling but did
not care for waiting for custom-
ers to show up, so he went in
search of a career that would
suit his salesmanship.

He made a deal to purchase
the Merchandiser from Lestor
Benson, who founded the publi-
cation in 1948. The paper had a
circulation of 2,300.

At the time of the purchase,
the business was located on
West Main Street in Myerstown,
Pennsylvania, and later moved
to Millardsville, Pennsylvania.

Kapp set out on a mission to
help his customers’ businesses
grow. The rest is history. He es-
tablished Kapp Advertising Service in central Penn-
sylvania and northern Maryland, which has grown
to 11 publications with over 300,000 distribution
and one of the ten largest groups of independently-
owned weekly newspapers in the United States.

Kapp built Kapp Advertising Service, Inc., on just
that - service! Today, the company continues to
embrace that philosophy as they serve their clients,
readers, and communities from their offices in Leba-
non, Hanover, and Reading, Pennsylvania. Kapp was
known for his commitment to service and industry
education. He was active in IFPA, AFCP and MACPA.

(now AFCP).

This 1961-62 file photo of Robert Kapp was
taken when he served as president of NAAP

As publishers of free com-
the company continues to

to advertisers and readers. The
company’s mission is to play a

vital role in the communities it

serves.

In January of 1977, the Mer-
chandiser moved to its present
location at 100 East Cumber-
land Street, Lebanon, Pennsyl-
vania. It has a fully computer-
ized graphics department and
two high-speed presses to
produce not only the Merchan-
disers, but other printing work
as well.

Kapp Advertising Ser-
vice supplements its flagship
Merchandiser product with a
monthly parenting publication,
“About Families,” covering the Lebanon and Berks
County, Pennsylvania, markets; a bi-monthly senior
publication and several seasonal niche pieces in-
cluding Bridal, Football, Racing and Recreation, and
Fun Guides. In addition they offer preprint distribu-
tion and commercial printing services.

Jane Means serves as the current CEO and gen-
eral manager of the company. She accepted the
position in 2016 to oversee the company with over
200 employees. For her service to IFPA, she was
named the 2016 recipient of the annual Ben Ham-
mack Award. [
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Remember to
return it promptly!
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Call the NANI Office at
877-203-2327.
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CONFERENCE
NOTES

it's time to REGISTER for conferencel

by Will Thomas, Conference Committee Chair

ON BEHALF OF THE
AFCP and SAPA Boards
of Directors and staffs,
it is my privilege to of-
ficially invite you to the
2017 Joint Conference
and Trade Show that
will be held in Louisville,
Kentucky from April 20
- 22, 2017. This annual
networking event brings
together the free com-
munity publication in-
dustry for what promises
to be a fantastic confer-
ence in one of America’s
most historic and welcoming cities.

The conference team has been hard at work creat-
ing the mix of content, educational opportunities and
networking events to provide an enjoyable, profes-
sionally rewarding and informative experience for
all attendees. Our plan will invite you to roll up your
sleeves, get into some great discussions and learn
from some of the very best our industry has to offer.
Our goal is to expose you to as many serious revenue
generating ideas as will be needed to help make 2017
a year you are able to “Knock it Out of the Park!”

Here are just a few highlights:

Michael Allosso will jump start this year’s confer-
ence with his opening keynote, “You on Your Best
Day”. I have had the privilege of seeing Michael’s
presentation through my area Vistage International
group and assure you it will provide you with tips to
perform at peak levels on a regular basis. Michael’s
program will deliver the keys to modify your daily
behaviors as well as provide techniques for doing this
as soon as you return home.

On Friday, Sherri Horton will guide us through

the digital analytics spectrum to help us to a better
understanding of the importance, pitfalls and critical
information available for our websites. As a data ana-
lyst for Gatehouse Media, Sherri understands how this
information relates to our industry; and being Google
Analytics certified, she understands how to accom-
plish the data mining to access the critical statistics.

[

Will Thomas

The introduction of our newest information offering
of “flash presentations” should provide an opportunity
for attendees to experience a variety of topical discus-
sions on specific subjects of interest to their business.
This unique format will offer a broad range of topics
that will be addressed in an intimate setting to pro-
vide plenty of opportunities for asking questions and
exchanging information.

The Leadership Institute (TLI) will again provide the
educational backbone of the annual conference with a
full compliment of 30 class presentations. This accred-
ited program has been specifically designed for sales
reps and managers of all levels to increase performance
and improve effectiveness with focused industry-specif-
ic training. Rob Zarrilli continues to do an excellent job
leading a talented faculty from across the country on
this one-of-a-kind professional development program.

The 2017 Conference Trade Show remains the larg-
est of its kind for the free paper industry. This year’s
show will host an assortment of sponsors with products
and services specific to our industry and aimed at solv-
ing problems and creating opportunities for publishing
members. From software solutions to rack systems,
promotional products to graphics and content providers,
the Trade Show has it all. We'll be carving out some time
throughout the conference for you to spend some quality
time with these phenomenal trade show partners.

The Galt House Hotel is situated in the very heart
of downtown Louisville and provides convenient ac-
cess to all the fascinating attractions Louisville has
to offer. Our Friday program will conclude a short
walk from the hotel in the exciting Fourth Street Live
area as we combine the annual Club AFCP and dinner
at Tavern on 4th where attendees will experience a
variety of activities to facilitate the industry’s premier
annual networking event.

After the conclusion of our conference on Satur-
day, you will have the opportunity to experience one
of Louisville’s premier events with the kickoff of the
Kentucky Derby Festival featuring “Thunder Over
Louisville”. This is the nation’s largest civic celebration
including an incredible air show Saturday afternoon
and the nation’s largest fireworks show on Saturday
evening - all right in front of our host hotel.

Continued on page 16



FROMTHETOP
WITH SHANE GOODMAN

Walking the WALK

by Shane Goodman

AS FREE PAPER

publishers, we know

the importance of

providing training to
our staff and learning
from those around us
in the industry through networking opportuni-
ties. Survey after survey, these are two of the
highest rated membership benefits for AFCP.

Simply said, when it comes to training and

networking, most
of us talk the
talk. But do we
walk the walk?

Tighter bud-
gets. Smaller
staffs. Greater
time constraints.
These are some
of the reasons
we offer for not
sending more of
our staff to the
AFCP annual con-
ferences. They
are all legitimate;
but when budgets
are tighter, staffs
are smaller and
time is truly con-
strained, training
and education
become even
more important.
And for the dol-

lars spent, there is no greater value than the

AFCP Conference & Trade Show.
My first AFCP Conference was in Chicago

in 2000. My boss at the time, Craig McMul-

lin, didn't ask me if I wanted to attend; he

told me that I would. He guaranteed me that

I wouldn’t regret it, and he was right. Many of
the people I met on that trip 17 years ago are
friends and colleagues still today, and I have
learned much from them. They encouraged me
to continue to attend the conferences and to
bring others — to walk the walk. Through the
years, I have done so, some years more than
others for the aforementioned reasons. I know
that many of you can relate to this.

With all this in mind, my challenge to you is
two-fold. First,
be sure to per-
sonally sign up
and attend the
AFCP Confer-
ence in Louis-
ville, Kentucky,
from April 20-22.
You will clearly
benefit from all it
has to offer. Sec-
ond, and maybe
more important-
ly, plant seeds
for the future

by bringing staff
members to the
conference, too.
It is an invest-
ment in your
staff, an invest-
ment in your
company and an
investment in
your industry.

In short, walk the walk. You won't regret it.

See you in Louisville, and, as always, thanks

for reading. M
SHANE GOODMAN

%»"’b AFCP PRESIDENT

CITYVIEW

dOl3IH1L WOYS
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CONFERENCE
NOTES

Kentucky Derby Museum

THe KenTucky DErBY MUSEUM IS ONE OF THE
premiere attractions in the Louisville region, celebrat-
ing the tradition, history, hospitality and pride of the
world-renowned event that is the Kentucky Derby.

The Kentucky Derby Museum first opened its doors
in April 1985. Although the Museum sits adjacent to
historic Churchill Downs Racetrack, it operates as a
separate 501 (c) 3 non-profit organization, generating
its own revenue. The Museum’s property was donated
by Churchill Downs Racetrack, and the construction of
the facility and seed money for its endowment fund
were provided by the J. Graham Brown Foundation
and five banks in the community.

In 2010, the Kentucky Derby Museum'’s 25th An-
niversary was marked with a $5.5 million renovation
which dramatically transformed the Museum’s inte-
rior from top to bottom. The Museum embraced the
renovation project
after a severe flash
flood devastated the
main floor exhib-
its and lower level
offices in August of

Kentucky Derby.

The Museum has welcomed more than four million
visitors from all over the world including celebrities Bo
Derek, Steven Spielberg, Kate Capshaw, Muhammad
Ali, Sigourney Weaver, Gene Simmons, Susan St.
James, Dick Ebersol, President Mikhail Gorbachev and
the First Minister of Scotland to name a few.

The Kentucky Derby Museum, in addition to preserv-
ing the history of the Kentucky Derby, offers so much
more to the community. The education department
offers free educational programs to all public and paro-
chial schools within the states of Kentucky and Indiana
that focus on Core Academic standards. Through these
programs, students learn about the economics, history
and significance of the Kentucky Derby.

The Kentucky Derby Museum, a 501(C)(3) non-
profit public charity organization, has a Mission to EN-
GAGE, EDUCATE and
EXCITE everyone
about the extraordi-
nary experience that
is the KENTUCKY
DERBY.

2009. During the nine
months of closure,
the Museum created
all new exhibits and
themes, developed
research and em-
braced the mission to
engage, educate and
excite everyone about
the extraordinary
experience that is the

For more informa-
tion on this out-
standing Louisville
attraction, go to Der-
byMuseum.org and
plan your visit for
when you are attend-
ing the AFCP Annual
Conference and Trade
Show this coming
Credit: Kentucky Derby Museum April 20 - 22. [

't's time to REGISTER for conferencel!

Continued from page 14

I encourage you, SAPA members and NANI par-
ticipants, to take advantage of the available free
conference registration. Yes, that’s right - zero, zilch,
nada for all three program days! Additionally, NANI
participants will get an additional $50 toward each
room night booked during the conference for up to
four nights as a member benefit of NANI participa-
tion. There’s no question that our annual conference
is always something to remember.

On behalf of the Conference Committee, I would
like to personally invite you to join us in Louisville.
There’s always fun to be had; but more importantly,
there’s so much to learn from one another. Make the
commitment to make 2017 the year that you and
your team “Knock it Out of the Park!”

Just go to the AFCP website at www.afcp.org and
look for the “Register Now” button on the right side
of the home page. You can also download the full
conference brochure below that on the right side and
start making plans to maximize your experience. [
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NOTES

A Unique Experience In Louisville

THEe AFCP ConFerReNCE COMMITTEE WORKS
hard each year to put together a program that will
appeal to all who attend. For 2017, the team went a
step further to create an exciting, customized pack-
age that will allow attendees to experience both a
local AFCP tie to Louisville as well as one of the fea-
tures this city is most famous for!

On Wednesday morning (April 19th), a bus will
pick up tour goers from the Galt House Hotel and
make its first stop at the Papa John’s campus. Here
attendees will tour the Preferred Marketing Solutions
print production plant. Preferred Marketing has been
a longtime Associate Mem-
ber and trade show partner
of AFCP. They will once
again help to support the
association at the Louisville
trade show as a Gold level
sponsor, and have agreed to
take on the Daily INK spon-
sorship this year as well.

Preferred Marketing
Solutions began 20 years
ago as the supplier of print
and promotional materi-
als to Papa John’s Interna-
tional. Today, their products
include printing (web and
sheet-fed), direct mail, vari-
able digital printing, print-
on-demand programs, FSI
printing programs, as well
as uniforms, uniform fulfill-
ment, custom embroidery
and promotional products. In addition, they provide
embossing, engraving, graphic design, fulfillment
and shipping. They currently provide these services
to a wide range of other organizations as well as
Papa John'’s.

When the tour of Preferred has concluded, attend-
ees will head over to tour the Papa John’s facility,
including the spectacular dough-making factory! The
facility houses their corporate offices and dough pro-
duction and is even where Papa John himself works!
Attendees will also enjoy a lunch provided by Papa
John’s while on the tour.

Did you know that the first Papa John’s pizza was
made in a broom closet in Jeffersonville, Indiana?
The company first opened its doors more than 30
years ago and has built a brand that has grown to be

Greg Birkett, Cassey Recore and Loren Colburn enjoyed
a preview tour of Papa John’s facility, one of the excit-
ing tours that you, too, can experience in Louisville.

a household name. With more than 4,900 locations
in 37 countries around the world, quality drives the
bus for Papa John’s, and has since the beginning.
Quality is the foundation this company was built on.
Their slogan helps drive that core value home: “Bet-
ter Ingredients. Better Pizza”.

Upon leaving the Papa John’s campus, the bus will
take attendees to the Kentucky Derby Museum at
Churchill Downs. Here you will have access to two
floors of exhibits, viewing of “The Greatest Race”
in the theater, the “Historic Walking Tour” of the
Churchill Downs Racetrack and a stroll through the
Museum'’s backyard pad-
dock to meet the resident
Thoroughbred and miniature
horse.

The first Kentucky Derby
race took place on May 17th
1875. Aristides raced 1.5
miles to win, in a field of
fifteen horses and in front of
a crowd of 10,000 specta-
tors. The Kentucky Derby is
the longest running sporting
event in U.S. history.

The Kentucky Derby
Museum opened its doors
in April 1985. It sits adja-
cent to the historic Churchill
Downs Racetrack and oper-
ates as a separate non-profit
organization. The Museum’s
property was donated by
Churchill Downs Racetrack.
In 2010, it underwent a $5.5 million renovation to
mark its 25th Anniversary, which dramatically trans-
formed the interior from top to bottom. Their mission
is to engage, educate and excite everyone about the
extraordinary experience that is the Kentucky Derby.

After an exciting day of sightseeing, the bus will
depart late that afternoon to return the group to the
Galt House Hotel.

This is such a unique, exclusive opportunity — you
definitely won’t want to miss out! Space is limited to
the first 50 guests who register. The price includes
everything described above and is only $49 per
person! You can sign up while completing your AFCP
Conference registration form. Please visit afcp.org
and click the “register now” button to get started.

We look forward to seeing you in Louisville! [
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If you like graphic design ....

ARE YOU A DESIGNER LOOKING FOR A FUN NEW
project? Do you have the talent to create something
awesome from a blank canvas? Do you like good
competition and nationwide notoriety?

If you said ‘yes’ to any of those questions, then
you're in luck! The Association of Free Community
Papers (AFCP) is bringing back the conference T-shirt
design contest! This is your opportunity to create the
design that will be featured on the back of AFCP’s
annual conference T-shirt. We are happy to have CVC
back as the shirt’s sponsor again this year, and their
logo will be on the front.

There are a few rules for the contest that par-
ticipants must follow. The design must reference
the AFCP 2017 Annual Conference and Trade Show,
which is taking place in Louisville, Kentucky. It can-
not include any more than four spot colors which are
capable of being screen-printed. Please do not use
any copyrighted material. The shirt color will be red,
so please design accordingly so that it will look good
on a red background.

What do you think of when you hear Louisville,
Kentucky?

Is it the Kentucky Derby, Churchill Downs, big hats
and Mint Juleps?

Do you think of the largest fireworks show in North
America with “Thunder Over Louisville”?

Maybe you think of Louisville Slugger and our
“Knock it Out of the Park” slogan?

Is it that 95% of the world’s supply of bourbon
comes from Kentucky, 1/3 of it right from Louisville?

Do you know it as the birthplace of Muhammed Ali?

The ideas are endless, so let your imagination
show us what you've got!

Any questions, as well as design entries, can be
directed/submitted to Alix Browne at alix@afcp.org.
The deadline for submissions is February 28, so get
yours in today.

The winner of the contest will receive a free shirt
and all of the recognition! Good luck and make sure
to “Knock it Out of the Park!” [M

CIRCULATION

COUNCIL

CVCis sponsoring the shirt and
their logo will be on the front.

Lovirvifle

ANNUAL CONFERENCE & TRADE SHOW

ock it Ol of the z, >

Save the dates: April 20-22, 2017

\ (o XUT7 desigr_i'must reference th'e‘-l-\‘FC_P .'2617;:[-\'_n;riu;1:_C9_'hferE_r_l_'cg‘an'dItgde
Showjin|louisville’iThelconferencellogo/does/notihaveitolbelused/inithe
design:iThejshirticolor,willlbelred: Noimorejthan/4'spoticolors/can|bejused.

DEADLINE: Tuesday, February 28th

Send questions or design entries to
Alix: alix@afcp.org




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!

THE LEADERSHIP INSTITUTE

he LEADERSHIP Institute

by Jim Busch

"It’s hard to see a halo if you’re looking for horns.”
— Cullen Hightower

SEVERAL YEARS AGO, I Took A “DRAWING FOR DumMIES”
course at our local museum. I found myself sitting in a
studio/classroom with ten other would-be artists waiting
patiently for our instructor.

Our teacher, Ron, arrived a few minutes late with a mug
of coffee in his hand. After introducing himself, he set
his cup down and told us to, “Look at this cup and draw
what you see.” After five minutes, he asked us to critique
our drawings. No one was pleased with their work. Most
people said, "It doesn’t really look like a cup. I just can’t
draw.”

Ron explained that, "Anyone can learn to draw. It's
learning to look that’s hard. Like most people, you all
drew the cup that’s in your head, instead of the cup right
in front of your eyes!”

Ron picked up a marker and quickly drew a perfect
coffee cup on a large newsprint pad. He pointed out that
the tops of the cups we drew were perfectly round while
the lip of his mug was a flattened oval. He then directed
our attention back to the cup on the table and asked us
to describe the shape of its rim from our vantage point.
Looking at the cup from a distance and at an angle, the
rim appeared to be an oval. Because we all “*knew” that
a cup is round, we drew what we expected to see rather
than what we were really looking at.

The lesson embodied in Ron’s exercise goes far beyond
the art world. Learning to pay attention to what we actu-
ally see, rather than what we expect to see, will enhance
our effectiveness in dealing with other people in our per-
sonal and professional lives.

I've heard salespeople say that, “All their customers are
idiots.” This characterization affects how they interact with
their clients. If I am dealing with an “idiot,” why should I
waste my time listening to them? “They probably won’t
understand the value of advertising anyway.”

If we think of our clients as individuals who are simply
trying to do the right thing for their businesses, we will be
open to them and to understanding their needs. By elimi-
nating the “horns” from our mental picture of the people
we deal with, we will find a lot more “halos” and a lot
more success in our lives. [
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RISING STARS

by Ciara Thompson, 201 6Rising Star

THE RISING STARS ARE WORKING ON THE
Third Annual Silent Auction to be held at this year’s
2017 Louisville conference, April 20-22.

In 2016 the silent auction raised $5,119! This could
not have been done without the generous donations
from AFCP members. We can’t thank you enough.

The money received from the silent auction goes
to the Bill Welsh Foundation which, in part, funds
scholarships for Rising Stars. These are the young
professionals you nominate from your company that
are selected to attend the annual AFCP conference.

I became a Rising Star in 2016 and attended the San
Diego conference. I can say without a doubt that the expe-
rience and the training I received has been incredible. The
Rising Stars program has allowed me to grow both person-
ally and professionally and has also benefited my employer.

As we strive for a more successful silent auction
each year, we have set a goal of 45 donations for
2017. Last year we received 32 donations, and in
2015 we had 24. This is an ambitious goal; and to
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Rising Stars need your HELP

do it, we will need your help!

There is no donation too big or too small. We will
take any item(s) that will attract the bidder’s eye,
from gift cards to works of art, or even alcohol. (Fun
fact: Evan Williams was the first person to distill
Bourbon in Louisville). The foundation and auction will
benefit from any donation given, no matter the value.

Donations can be shipped to the hotel or brought
to the registration desk by Wednesday, April 19.
Even if you are unable to attend the conference, we
can still accept a donation; simply contact the AFCP
office to make arrangements. All forms needed to
donate are available at www.afcp.org.

Any items that need to be shipped to the confer-
ence can be sent to the Galt House Hotel, Attn: AFCP
Conference, Silent Auction, at 140 N. Fourth St.,
Louisville, Kentucky 40202.

For questions, please contact Alix Browne in the
AFCP office at alix@afcp.org or at 877-203-2327.

The Rising Stars greatly appreciate your generosity. m

Publisher In Small Town Of 18,500
Is Delivering Over

100 Engagements Per Month

To His Auto Dealers...

They’ve
GENERATED THOUSANDS

processing
fees cutting

into your

- AFCP members
prOfltS have the option

of enlisting the
services of MSG
Payment Systems to

OF DOLLARS
To learn more
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AFCP office or look processing.

for MSG Payment
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Find out more at
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DoN RusH HAS BEEN
elected president of the
Community Papers of
Michigan (CPM).

Rush is the assistant
publisher of Sherman
Publications, INC. (S.P.I.)
based in Oxford and
oversees the operations at
S.P.1.’s office in Clarkston.
The company publishes
four community newspa-
pers.

He joined the company
when he graduated from
Central Michigan Univer-
sity.

Rush has worked in all aspects of the community
paper industry including circulation, dark room, page

Don Rush

STORY SPOTLIGHT

CPM

design, composing ads, managing the sales depart-
ment, working in the press room and reporting. He
writes a weekly column, “Don’t Rush Me”, which has
won state and national awards. He has won awards
for feature and editorial writing and in photography.

In accepting the gavel Rush said, “It will be an
honor to work for the industry. Contrary to popular
belief, the print industry is a viable business model.
Print publications work at getting local news and
advertising to readers. I think my job as president of
CPM will be to help publishers get that news to their
communities and help grow their publications.

"I also want to take some time and get to meet
the movers and shakers of our member publications
over the next three years.”

Rush has served on the CPM board of directors
for the past four years and will serve a three-year
term. He replaces Jon Jacobs who will serve as past
president. [
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Technology at your fingertips...
Revenue in your pocket!

- AValuable Resource for AFCP Members -

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

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

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

www. apr.org




STORY SPOTLIGHT

Finding the TRUTH

It seems to be on a lot of minds.

by Kevin Slimp

THE TRANSITION FROM 2016
to 2017 seemed to prompt a
bit more email from folks who
read my columns. I'm not sure
if it was the upcoming solar
eclipse predicted by some to
mark the end of the world, the
death of Superman in “"Batman
vs. Superman: Dawn of Justice”
late in the year or, more likely,
response to the U.S. presiden-
tial election. Whatever the cause, readers had a lot to
say and most wanted me to join them in saying it.

The most common request was to write some-
thing about fake news.

“You should write something we can include in
our newspapers,” wrote one publisher.

“Please, please let people know that newspapers
are real,” wrote another.

One ad manager said, “You've got to do this. We
have to let readers and advertisers know we provide
needed resources to our communities.”

I thought about it. I found interviews of a couple
of folks who made fortunes creating fake news sites
in 2016. I even went so far as looking into the pos-
sibility of creating my own fake news site, just to
get firsthand knowledge for a story.

What I learned was it's really not very hard to
make a few thousand dollars with one of these
sites. It's trickier, now that Facebook and Google are
threatening to tighten down on providing advertis-
ing for them, but it is still possible.

I finally decided it just wasn’t worth the effort.
Everyone should know by now there are fake news
sites out there, and anyone who doesn’t probably
isn’t going to believe anything I might write about
the subject anyway.

What’s been more interesting to me lately is all the
news about big newspapers ramping up their staffs.

“Big Newspapers Are Booming: ‘Washington Post’
To Add 60 Newsroom Jobs” is a current headline on
NPR.com.

It’s not limited to the United States. “Why India’s
newspaper business is booming” is the headline in a
2016 column in The Economist.

\

Kevin‘SIip

You know what I think? I think most people don't
understand our business.

I sound like a broken record when I write that
most newspapers I visit, and I probably visit more
than anyone you know, are doing just fine. I've
been at papers, like one I visited in Florida recently,
looking for five editors to fill staff vacancies while I
was on-site. I receive messages daily from editors
and publishers looking for writers, editors, salespeo-
ple, designers and others for their operations.

Just this week I helped a weekly in Tennessee
and a daily in South Carolina fill staff openings.

Like most businesses and most years, we have
newspapers doing well and others doing not so well,
so I might not be as quick as NPR to write newspa-
pers are booming.

It pains me to watch some big newspaper groups
who aren’t doing well at all. I also know there are
plenty of small papers out there having rough years.
The truth, as I see it, is most papers are doing well,
especially community papers. Some big papers I
visit are doing well, but most aren’t.

Election season is always tough on advertising, ex-
cept political ads. When I owned a newspaper a few

WUOT  news arts&life music  programs

.\%
&
& th e two-way BREAKING NEWS FROM NPR

AMERICA

Big Newspapers Are Booming:
'Washington Post' To Add 60 Newsroom
Jobs

December 27, 2016 - 5:04 PM ET

LAUREL WAMSLEY




Alaska Star Weekly newspaper industry booming

Weekly newspaper industry booming

Two new papers circulating in Chugiak-Eagle River
By: Matt Tunseth

Chugiak-Eagle River Star

Posted: Wed, 12/21/2016 - 2:28pm
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years ago, we would grit our teeth in the months leading
up to an election, knowing advertising would increase
once a president was selected, no matter who it was.

Even my consulting business feels the pressures of
elections season. My phone didn't ring a lot in Octo-
ber and November. I knew not to worry. I've been at
this too long. In the first week of January I received
requests on one day from six different newspapers, ask-
ing when I could make a visit.

I try not to get on my soapbox too often these days.
Call it a New Years resolution if you will, but I'm trying
to look past my own initial observations and see what is
really happening in our business.

Here’s what I see so far in 2017:

- Just like other years, my email and voicemail are
filled with messages from newspapers and groups ask-
ing me to make a visit. Apparently our industry hasn't
gone anywhere.

- I'm hearing from newspapers, both small and large,
who are updating their operations as they begin this
new year.

- Attendance at my online events is very promis-
ing. Hundreds of newspaper folks attend online training
events each month.

I hope NPR is right. I hope big papers are booming,
and I hope that translates to small papers booming. The
truth, however, is probably somewhere between “News-
papers are booming” and “Newspapers are dead.”

As I consider the hundreds of newspapers I worked
with in 2016 and the thousands of emails I received
from readers, it seems like newspapers are doing just
fine overall.

There are even some out there who believe reaction
to fake news that permeated social media in 2016 might
bring more readers into our fold. I've certainly heard
from several friends who have subscribed to their local
papers in the past few weeks.

In twelve months, we will know. Until then, take a
breath. Everything looks OK from my vantage point. [

Kevin Slimp is CEO of newspaperacademy.com and
director of The Newspaper Institute. Contact Kevin at
kevin@newspaperacademy.com.
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Sell Beyond the OVERLAP

by John Foust

MEREDITH HAS BEEN SELLING
advertising for many years. “Watch out
for overlap,” she told me. “It’s a big chal-
lenge in the sales profession. Just like all
companies who compete with each other,
my paper and my competitors offer a lot
of the same things. I've heard that - de-
pending on the industry - feature overlap
can be more than 50 percent.”

According to Meredith, when a sales-
person focuses on things that the com-
petition can do just as well, there’s little
chance for differentiation. The prospect
thinks, "Why buy advertising in Choice A,
when Choice B offers the same thing?”

Here are some common areas of overlap:

1. Audience. “To sell beyond the over-
lap, this is a good place to start,” Mer-
edith said. “"The number one media ques-
tion that advertisers have is, ‘How many
prospective buyers will my ads reach?’ All
salespeople talk about audience, but not
many of them acknowledge the fact that
other media choices reach some of the
same people.”

Selling beyond the overlap forces you
to analyze how many of your advertiser’s
prospects you - and your competitors -
can reach. With facts on your side, your
selling approach becomes, “Of course, we
cover x-audience, like so-and-so does.
But let me show you where we reach
more people (better quality buyers, etc.)”

“Even when you're selling against TMC
(Total Market Coverage) products, there
can be gaps in coverage,” Meredith said.
“You've just got to look for them.”

That leads us to another possible
source of overlap.

2. Market Research. More and more
media companies are offering research
services to their advertisers. This can be
a good point of differentiation.

“It's important to promote your
research department as an objective

source of information,” Meredith said. “If
advertisers start to think it’s just to stack
the deck in your favor, they'll turn away.”

3. Ad Production. “Although most
media companies are capable of produc-
ing ads, this is where you can put some
distance between you and your competi-
tion,” Meredith explained. “Unless your
prospect uses an ad agency, your creative
team will have a big influence on the
content and style of the advertising. In
fact, you might close the deal if you have
some good examples of ads your paper
has created - both print and online.”

4. Flexibility. "Advertisers are con-
cerned about adaptability,” Meredith
explained. "How quickly can they adjust
to shifting market conditions? Obviously,
dailies can outmaneuver weeklies, and
weeklies can outmaneuver monthlies. On
the other hand, it looks like online mar-
keting levels the playing field. But there
are bound to be gaps.”

5. Customer Service. “Actions speak
- and sell - louder than words,” Meredith
said. “Everybody talks about their great
customer service, but how many actu-
ally walk the talk? If your competitors
are slack in this area, you can position
yourself as extraordinary.

“It's better to talk less - and do more
- about customer service. Demonstrate
your customer-centered philosophy by
returning phone calls and emails right
away, by keeping your accounts informed
about their ads, and by sending hand-
written thank you notes.”

(c) Copyright 2016 by John Foust. All
rights reserved. John Foust has con-
ducted training programs for thousands
of newspaper advertising professionals.
Many ad departments are using his train-
ing videos to save time and get quick
results from in-house training. E-mail for
information: john@johnfoust.com [
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MEMBER STUDENTS OF THE
Independent Free Papers of
America (IFPA) can apply for
one of four Bob Wright Memorial
scholarships.

The student’s parent must
work for an IFPA member paper,
and be a high school graduating

senior or current college student.

The applicant must be attending
a four year college, vocational
trade school or community col-
lege. Applications are due by
March 22.

Applications are available at
www.ifpa.com.

DoN RusH, THE
assistant publisher of
Sherman Publications
in Oxford, has been
elected to serve as the
president of the Com-
munity Papers of Michi-

gan (CPM).

Marty Bennet,
the third-generation
owner of the Commu-
nity Shoppers Guide in
Otsego, was elected to
serve as vice president.

Fred Jacobs, the owner
and CEO of J-AD Graph-
ics in Hastings, was
re-elected as secretary-
treasurer.

Outgoing president
Jon Jacobs, the pub-
lisher of The Lowell
Ledger and Lowell Buy-
ers Guide in Lowell, will
serve as past president.
The terms are for three
years.

Diane CiottA, RYAN DOHRN
and Russell Viers are among the
featured speakers at the annual
Free Community Papers of New
York (FCPNY) conference sched-
uled April 6 & 7 at the Gideon
Putnam in Saratoga Springs, N.Y.

THE RISING STARS OF THE ASSOCIATION
of Free Community Papers (AFCP) are seeking
items for the silent auction that will take place at
the annual conference in Louisville, April 20-22.

Artwork, music memorabilia, jewelry, electron-

The conference will include 32
breakout sessions including adver-
tising sales, technology, produc-
tion and design, publishers and
management, and editorial and
digital. The annual Graphic Awards
Ceremony will be held.

The conference will be a joint
conference held with the New York
Press Association (NYPA) and the
New York News Publishers Asso-
ciation (NYNPA).

SaM RicHTER AND KEVIN SLIMP ARE
the featured speakers at the Midwest Free

ics, gift baskets, autographed items, timeshares,
specialty items and gift cards are acceptable.
Proceeds from the auction go to the Bill Welsh

Foundation to help provide scholarships for Rising

Stars.

To make a donation contact Alix Browne in the
AFCP office, alix@afcp.org or call 877-203-2327.

Community Papers (MFCP) Spring Confer-
ence scheduled April 7 & 8 at Prairie Mead-
ows in Altoona, Iowa.

The conference will also highlight MFCP’s
annual awards ceremony.

To submit your “associations in the

news” story, please contact Dave

Neuharth by fax (1.352.347.3384)
or e-mail: DJINeuharth@aol.com.
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CONTACT
INFORMATION

'national

AFCP

Association of Free Community
Papers

135 Old Cove Road, Suite 210
Liverpool, NY 13090

Toll Free: 877-203-2327
Email: loren@afcp.org

Web: www.afcp.org

Loren Colburn

IFPA

Independent Free Papers of
America

104 Westland Drive
Columbia, TN 38401
Phone: 866-224-8151
Phone: 931-922-4171
Email: douglas@ifpa.com
Web: www.ifpa.com
Douglas Fry

CANADA

Blain Fowler

c/o the Camrose Booster
4925 48th Street

Camrose, AB, Canada T4V1L7
Phone: 780-672-3142

Fax: 780-672-2518

Email: cbads@cable-lynx.net

NAMPA

North American Mature Pub-
lishers Association, Inc.

P.O. Box 19510

Shreveport, LA 71149-0510
Toll Free: 877-466-2672
Phone: 318-636-5510

Fax: 318-525-0655

Email: nampa.gary@gmail.com
Web: www.maturepublishers.com
Gary Calligas

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: DJNeuharth@aol.com

Web: www.communitypaper-
sofflorida.com

David Neuharth

CPI&I

Community Papers of Indiana
and Illinois

c/o Family Flyer

P.O. Box 1004

Crown Point, IN 46308
Phone: 219-689-6262

Fax: 219-374-7558

Email: Tina@FamilyFlyer.com
Tina Jackson

CPM

Community Papers of Michigan
1451 East Lansing Drive

Suite 213B

East Lansing, MI 48823

Toll Free: 800-783-0267
Phone: 517-333-3355

Cell Phone: 517-242-0203
Fax: 517-333-3322

Email: jackguza@cpapersmi.com
Jack Guza

CPOWV

Community Papers of Ohio &
West Virginia

3500 Sullivant Ave.
Columbus, OH 43204
Phone: 614-272-5422

Fax: 614-272-0684

Email: phildaubel@columbus-
messenger.com

FCPNY

Free Community Papers of
New York

109 Twin Oaks Drive, Suite D
Syracuse, NY 13206

Toll Free: 877-275-2726
Phone: 315-472-6007

Fax: 877-790-1976

Email: dholmes@fcpny.com
Web: www.fcpny.org

Web: www.adnetworkny.com
Dan Holmes

WCP

Wisconsin Community Papers
P.O. Box 1256

Fond du Lac, WI 54936-1256
101 S. Main Street

Fond du Lac, WI 54935

Toll Free: 800-727-8745
Phone: 920-924-2651

Fax: 920-922-0861

Email: janderson@wisad.com
Web: www.wisad.com
Janelle Anderson (ext. 108)

INK
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ONTHE
HORIZON
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GETTYSBURG, PA :

MARCH 17-18, 2017

Mid-Atlantic Community Papers As-
sociation (MACPA). Spring Confer-
ence, Wyndham Gettysburg, Get-
tysburg, Pa. For information contact
Alyse Mitten at info@macpa.net.

CHARLOTTE, NC :

MARCH 27-29, 2017

Niche Media’s Super Niche Media
Event, Sheraton Charlotte Hotel,
Charlotte, N.C. For information con-
tact Carl Landau at: carl@NicheMe-
diaHQ.com.

FONTANA, WI :

MARCH 31 - APRIL 1, 2017
Wisconsin Community Papers (WCP).
Annual conference, The Abby Resort,
Fontana, Wis. For information con-
tact Janelle Anderson: janderson@
pdsadnet.com.

Get Your Publication Online with a Page-Flip Digital Edition

apr.

SARATOGA SPRINGS, NY :

APRIL 6-7, 2017

Free Community Papers of New York
(FCPNY). Joint conference with New
York Press Association (NYPA) and
New York News Publishers Association
(NYNPA), the Gideon Putnam, Saratoga
Springs, N.Y. For information contact
Dan Holmes: dholmes@fcpny.com.

ALTOONA, IA : APRIL, 7-8 2017
Midwest Free Community Papers
(MFCP). Spring Conference, Prairie
Meadows, Altoona, Iowa. For infor-
mation contact Kevin Haezebroeck
at kevin@mfcp.org.

LOUISVILLE, KY : APRIL 20-22, 2017
Association of Free Community
Papers (AFCP). Annual Conference &
Trade Show, Gait House, downtown
Louisville, Ky. For information contact
Loren Colburn at loren@afcp.org.

Simply upload your PDF, we’ll handle the rest

Seamlessly integrates with your current website

Engage readers with realistic page turn

Make money with banner ads, digital inserts

and Google AdSense

CVC approved - Boost your circulation!

Try it for FREE - visit
PageFlipPro.com

sept.

NEW YORK CITY, NY :

SEPTEMBER 28-30, 2017
Independent Free Papers of America
(IFPA). Annual Conference, Westin
Newport Hotel. For more information
contact Douglas Fry at douglas@
douglasfry.org.

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

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

Volume
Pricing

Starting at
1

Just
per page

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

CepArR RapPiDS MEDIA
Company has purchased
the assets of three Iowa
daily newspapers including
The Fairfield Ledger, Mount
Pleasant News, and Wash-
ington Evening Journal from
the Murray family, accord-
ing to Managing Director
John Cribb of Cribb, Greene
& Cope, who represented
the Murray family in the
transaction.

“It was our desire to seek
a buyer who had the finan-
cial resources and commit-

ment to quality, who would
preserve through the chal-
lenging times ahead to see
these publications serving
the communities of Mount
Pleasant, Washington and
Fairfield remain strong,
healthy and vibrant for de-
cades into the future,” said
Brian Murray, Inland Indus-
tries chairman, in a state-
ment.

The Fairfield Ledger,
Mount Pleasant News and
Washington Evening Jour-
nal — each more than 130

GRAPEVINE

WHAT'S GOING ON...

years old - publish Monday
through Friday and have
free weekly publications.
The three papers, all in
communities that are coun-
ty seats, have a combined
circulation of about 5,600.

“Each of these newspa-
pers are respected leaders
in their communities,” said
Jim Burke, publisher of The
Gazette, which is owned by
Cedar Rapids Media Com-
pany. M

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

The Leadership Institute

Lighting the Way

Specialized Training Classes

Designed Specifically For
Community Publication Professionals

Six Classes Available Online at
AFCP’s Online Learnming Center

follow us at www.twitter.com/kamengroup
¢ Custom Brokering For Media Organizations
* Drint & 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

Leads to Professional
Associate Advertising Executive
(AAE) Certification

Another member benefit of the

Association of Free Community Papers

afcp

www.KamenGroup.com

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

Media Appraisers & Brokers Gl 2 e e




INK CLASSIFIEDS

COMPUTER
SOFTWARE

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

SEE

INK MAGAZINE
ONLINE AT

CLICK oN
‘FRee PAPER INK’

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

CONTENT
PROVIDERS

SAVE TIME AND MONEY
by purchasing your con-
tent from us. We supply
entertaining and edu-
cational content to free
weekly community papers
around the country. No
contract! Email us today:
FactsWeekly@gmail.com
or visit www.FactsWeekly.
com

frece paper

CLASSIFIED
ADVERTISING

PUBLICATION
BROKERS

KNOWLES MEDIA
BROKERAGE SERVICES
Appraisals-Acquisitions
Sales-Mergers
Gregg K. Knowles,
Licensed Broker.
Office 661-833-3834
Cell 661-333-9516
Go to my WEBSITE for
listings: www.media-bro-
ker.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 publi-
cations (Weekly or Month-
ly). Call Tony Battallan.
(561) 585-7537

WHAT'’S YOUR PAPER
WORTH? Free Newspa-
per Appraisal. Go to www.
medimergers.com

WANT
INFORMATION ON
THE
LEADERSHIP

INSTITUTE?

GO TO

RATES:
Up to 30 words
$25 per issue

(additional words -
90 cents per word)

. EMPLOYMENT

ADVERTISING SALES
MANAGER The Smart
Shopper Group is rapidly
expanding their Shop-
pers into the Sarasota

Fl. Market and is in need
of an experienced Sales
Manager. This position
will provide leadership
and direction to Display
Sales Representatives.
Applicants must have a
proven track record of
motivating and managing
a sales group. Shopper
and/or weekly experience
is a plus. Salary com-
mensurate with experi-
ence. Please email your
resume with a cover letter
and salary requirements
in confidence to R Knight,
CEO at rknight@smart-
shopg.com

MEDIA COMPANY look-
ing for aggressive, hard-
working, highly motivated
advertising sales profes-
sional for Inside and out-
side sales, Sales Manag-
ers, 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 incen-
tives!

e Great earnings poten-
tial!

e Health, Dental, Vision,
Retirement Plans

e Ongoing training and
development!

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

Please email resume to:
jkonig @breezenewspa-
pers.com.

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

. EMPLOYMENT

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

WEEKLY PAID NEWS-
PAPER EDITOR. Seek-
ing Weekly Newspaper
Editor for two Commu-
nity Newspapers in Clay
County, Florida. Candidate
must have prior newspa-
per experience, editing
skills, writing skills, man-
agement skills, computer/
Internet savvy, willing-
ness to serve a local niche
community, understand
deadlines and ability to
work with a fast paced
production & marketing
environment while main-
taining high ethical stan-
dards. This is a full time
position offering compen-
sation commensurate to
experience plus benefit
package. EOE Please send
letter of interest, experi-
ence and resume to jon@
opcfla.com.

DONATE AN |TEM
TO THE RISING
STARS SILENT
AucTIoN!

GOTO

CONTACT:

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

. EMPLOYMENT

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

ADVERTISING SALES
MANAGER needed for
Florida's largest group of
community newspapers.
Salary, liberal bonus and
benefit package avail-
able for the right indi-
vidual. Please send your
resume with cover letter
and salary requirements
in confidence to: Far-

ris Robinson, President,
to E-mail: Opportunity@
Hometownnewsol.com Or
Fax: 772-465-5301-EOE

WANT TO PLACE YOUR
OWN CLASSIFIED AD?

CALL

AT
877-203-2327

OR E-MAIL
AFCP(@AFCP.ORG

free paper

CLASSIFIED
ADVERTISING

PUBLICATIONS
FOR SALE

KAMEN & CO. GROUP
SERVICES
www.KAMENGROUP.com
www.twitter.com/kamen-
group
info@kamengroup.com
516-379-2797
Kamen & Co Group Ser-
vices
626 RXR Plaza
Uniondale, NY 11556

We are the leading finan-
cial valuation multi-media
publishing firm in the
industry serving both the
domestic and international
publishing audience. Our
office values book publish-
ing, social media, video,
newspaper, shopper, mag-
azine and broadcast enti-
ties as well as investment
co’s that deal within the
media sector. At Kamen
& Co Group Services, our
continuum of publishing
advisory services allows
us to meet each client’s
needs. APPRAISALS, BRO-
KERING, CONSULTING.
We have publishing
properties for sale across
the globe; contact us for
specific markets and op-
portunities. Confidentially
email us at info@kamen-
group.com and/or feel
free to call us at our New
York corporate office 516
-379-2797. Follow us at
twitter too! www.twitter.
com/kamengroup
KAMEN & CO: Proud to
be the expert media fi-
nancial valuation resource
for FORBES 400 list of
America’s Richest People
2016 and 2015

WWW.AFCP.ORG

RATES:

Up to 30 words

$25 per issue

(additional words -
90 cents per word)

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 infor-
mation call 352-804-1223.

25 YEAR OLD WEEKLY
paper for sale located
Charleston, South Caro-
lina - Family Owned -
Debt Free - Time for us
to retire! - Call Richard @
843-552-6826

IS YOUR CAREER
WORTH 5 MINUTES
OF YOUR TIME!

GOTO

WWW.AFCP.ORG
Cuick oN
MEeMBER BENEFITS —
THE LEADERSHIP INSTITUTE —
PobcAsT ARCHIVES

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

INK CLASSIFIEDS

PUBLICATIONS
FOR SALE

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

. MISCELLANEOUS

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

EQUIPMENT FOR
SALE

INSERTING MACHINE
for SALE: 12 into 1
Muller-Martini 227 insert-
ing machine. 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 picture if interested.
Please email Julie or Rob
at julie@opcfla.com or
rob@opcfla.com.

PER INQUIRY
ADVERTISING

MONETIZE UNSOLD AD
SPACE! Run small clas-
sified ads in your paper
and get paid per call you
generate. Payouts range
from $1.70-$126+ per
calll Contact Leigh Ann
for details! 618-351-
7570, Email: PPCProj-
ect@AdvertisingResults.
com.

CONTACT:

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




0‘1/&&’//44/ YOUR CRUISE...
THEN CRUISE YOUR vewnv

PRINCESS CRUISES « ROYAL CARIBBEAN « NORWEGIAN CRUISE LINE « HOLLAND AMERICA LINE
CELEBRITY CRUISES « CARNIVAL CRUISE LINE « AND MORE!

Best Values On
All Cruise Lines

Individual And - wm  Worldwide Cruises

Group Cruise -y h\! Exotic
Rates g J @7 Destinations

C
e @
i"s.

Your Cruise and Land Specialist

In Support of the Association of Free Community Papers
PERSONALIZED SERVICE AT AFFORDABLE PRICING

877.270.7260

Cassey.Recore@CruisePlanners.com

www.NCPTravel.com FSTH ST39068
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A monthly publication provided by
the Association of Free Community
Papers. Our mission is to bring news
and resources to the free community
publication industry.

afcp

ASSOCIATION OF
FREE COMMUNITY PAPERS

135 Old Cove Road — Suite 210
Liverpool, NY 13090

FREE PAPER s

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

Information Free Paper Industry
 Improve TRADE SHOW
ir Business! April 20-22, 2017

MTRO ittle fish I\
AREATIVE ERARELES, ING B!@ocu\lu) lﬂﬂlfl////

CREATE. SELL. PROFIT. et il1(.
ANNUAL CONFERENCE & TRADE SHOW

y %

- PLATINUM PARTNERS -

TIMES-SHAMROCK
CREATIVE SERVICES

PREFERRED

. l
. -','..! Marketing Solutions
B NN www.preferredms.com

AutoConX e
VAW ad-bmlder

Cummings ?X@P
Publication Printers Since 1914 “Igniting digital media advertising sales!”

- PARTNERS - COUNCIL

EDITOR ¢&sPUBLISHER-

allySites

Classified Ad Software

Software Consulting Services
CT Genius

TN TownNews.com

For More Information or to Register for the
Conference go to www.afcp.org



