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2015 AFCPBOARD OF 
DIRECTORS

PresIdeNt
greg Birkett
Dubuque Advertiser
dubuque, IA
gbirkett@dbqadvertiser.
com
563-588-0162

FIrst vICe PresIdeNt
shane goodman
Cityview
Johnston, IA
shane@dmcityview.com
515-953-4822, x305

seCoNd vICe PresIdeNt
Charlie delatorre
Tower Publications
gainesville, FL
charlie@towerpublications.
com
352-372-5468

tHIrd vICe PresIdeNt
Michael van stry
Coastal View News
Carpinteria, CA
news@coastalview.com
805-684-4428

seCretArY / treAsurer
Karen sawicz
Lake Country Pennysaver
Albion, NY
karen@lakecountrypenny-
saver.com
585-589-5641

IMMedIAte PAst 
PresIdeNt
Carol toomey
Action Unlimited
Concord, MA
carolaction@aol.com
978-371-2442

eXeCutIve dIreCtor
Loren Colburn
AFCP / NANI
Liverpool, NY
loren@afcp.org
877-203-2327

At-LArge DirectOrS

John draper
The Free Star
Pipestone, MN
jdraper@pipestonestar.com
507-825-3333

greg Ledford
Community First Media, 
Inc.
shelby, NC
greg@shelbyinfo.com
704-484-1047 x111

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
lborkowski@wcinet.com
608-647-2911

Carla Chase
Chase Media Group
Yorktown Heights, NY
cchase@chasemultimedia.
com
914-962-3871

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

Jim Haigh
Government Relations 
Consultant
emmaus, PA
jimhaigh@fast.net
610-965-4032

Jonathan Mcelvy
The Leader
Houston, tX
jonathan@theleadernews.
com
713-686-8494

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
352-347-4470

tony onellion
Bargains Plus!
slidell, LA
bargainsplusnow@gmail.
com
985-649-9515

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

russell quattlebaum
The Southeast Sun
enterprise, AL
sales@southeastsun.com
334-393-2969

Farris robinson
Hometown News
south daytona, FL
frobinson@hometown-
newsol.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
334-393-2969

darrin Watson
PennysaverUSA.com
santa Clarita, CA
darrin@pacbell.net
661-510-7520
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1000 Hedstrom Drive
Ashland, OH  44805

Don’t let
high 

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

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

To learn more about this member benefit, 
contact the AFCP office or look for 
MSG Payment Systems in the 
AFCP Digital Toolbox at afcp.orgafcp.org

no more 
high 
credit card 
processing
  fees cutting 
into your
    profits

Tired of high 
credit card 

processing fees 
cutting into your 

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

AFCP members 
have the option of enlisting the 

services of MSG Payment Systems to 
provide competitive, member-only rates 

for your credit card processing.

To learn more about this member benefit, 
contact the AFCP office or look for 

MSG Payment Systems in the 
AFCP Digital Toolbox at afcp.org
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EDITOR’S VIEWPOINT

Conference overview 

DAvE NEuhARTh
EDITOR

Once again, here we are at the 
annual Association of Free Community 
Papers (AFCP) conference and once 
again, the training sessions offered are 
monumental.

If it were possible to attend each 
session you could spend a semester 
here and write a book on the speakers 
and their presentations.

the Leadership Institute (tLI) once 
again offers 35 classes – count them 
in this issue – 35 classes. ten of the 
classes are new.

A wealth of talent will provide 13 
management and content tracks, panel 
discussions and open mike sessions.

Add the keynote speakers, the rising 
stars recognition, the tLI graduation, 
the “Best of the Best” awards presen-
tation, the evening entertainment and 
banquets, and you are in store for one 
heck of a conference.

You attended the conference to meet 
with your peers, to learn, and to take 
home some ideas to help the bottom 
line of your publications. You might 
want to put the Innovative Ideas Pre-
sentations on top of your list. this ses-
sion is listed on the program at 9:30 
a.m. Friday.

this well-thought-out program will 
offer the best in ideas that you can try 
to pick up extra revenue.

Member publications were asked to 
submit an idea in advance that they 
had utilized in their own companies on 
a successful basis. this included any 
area of the operation including adver-
tising promotions, sales promotions, 
sales incentive programs, editorial 
ideas, community involvement, mar-
keting ideas, team building exercise 
and production programs, etc.

A judging panel will select nine to 12 

finalists who will have the opportunity 
to present their ideas at this session. 
the judges will base the selected ses-
sions on profitability, creativity, ease of 
implementation, presentation quality 
and uniqueness.

the finalists are required to submit 
a PowerPoint video presentation and a 
printed outline form that can be distrib-
uted to attendees.

the top idea submitted by an indi-
vidual or a team will received $500. 
second place is worth $250, third place 
$200 and the remaining finalists will 
receive $100.

the Innovative Ideas is a winning 
idea and assures that everyone attend-
ing the conference can learn a surefire 
way to take home some money-making 
ideas from their peers.
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FEATuRE STORY

metro Launches Redesigned Site 
with the launch Of MetrO creative 
graphics’ redesigned site, newmcc.com, media 
professionals will find it easier than ever to ac-
cess and adapt sales ideas designed to expand 
ad revenue opportunities. While MCC has long 
been the company’s one-stop source of multi-
platform solutions delivered for print, Web and 
mobile advertising, the redesign offers a unique, 
innovative search design that instantly retrieves 
and connects images, layouts, and editorial con-
tent in new ways to expand creativity, save time, 
and open doors to new and increased revenue. 

the addition of search features such as intui-
tive keyword suggestions and automatic compila-
tion of related-content results enables users to 
capture powerful combinations of targeted results 
— such as specific images or graphic elements — 
and ideas for incorporating those images or ele-
ments into effective, ready-to-roll ads or editorial 
features. the new MCC experience also enables 
creative and sales professionals to search Metro’s 
vast library of Images and spec Ads simultaneously and 
view results based on recent popularity, enabling them to 
save time, identify trends, and showcase the many avail-
able creative options to get the job done.

Another innovation — MCC’s new Interactive search-
Book — features clickable pages that connect users 
directly with every idea, image, ad, and tool on the site 
for instant downloading. Highlighted features and roll-
over hovers make it simple to access ideas and related 
content.

“Whether users choose to use our new Interactive 
searchBook or begin searching and downloading from 
the new MetroCreativeConnection, the process will be 
simple, the experience will be enjoyable, and the results 
will boost both creativity and sales,” says debra shapiro 
Weiss, Metro’s executive vice President.

the new, easy-to-explore Mcc is also geared to sup-
port digital ad sales efforts by providing creative content 
that engages users on multiple platforms. the ability to 
include advertisers in the creative process is yet another 
benefit of the redesign. Media sales reps can conduct 
quick searches during sales calls or invite advertisers 
to peruse MCC on their own — both of which markedly 
increase the likelihood of closing the sale. 

“the redesign of MetroCreativeConnection is at the 
heart of our longstanding commitment to bringing tech-
nology and creativity together in service of our clients,” 
says robert Zimmerman, Metro’s president and Ceo. 
“As a company, our mission has always been to provide 
our clients with cutting-edge resources for ad creation 
and design work that satisfy every type of advertiser 
and budget. With the redesign of MCC, we have made it 
simpler than ever to get even better results.”

the newmcc.com is now a live working Beta that will 
continue to evolve with valued feedback from users and 
expand as new features are implemented. For more 
information about the new MetroCreativeConnection, call 
Metro’s client Services team at 800-223-1600 or e-mail 
service@metro-email.com.
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PaperChain 2014 Media Buyer Survey Brings Smiles to Free Paper Publishers

A survey of media buyers across the U.S. in 2014 was commissioned by PaperChain to gain opinions of media 
buying habits and opinions. It was compared with a similar study done in 2008. Where appropriate the compari-
son of the two surveys is shown below.

         
    2008 2014 % Change

1.  Total Number of Respondents 127 172 35%
        
2. Likely/somewhat likely to use in a buy:
  Free Community Papers 36% 59% 23%
  Paid Daily Newspapers 86% 78% -8%
  Internet (Website, Social Media, etc.) N/A 93%  
        
3a. Free Community Papers are MORE effective than TMC publications 30% 47% 17%  
  b. TMC publications are MORE effective than Free Community Papers 30% 17% -13%

4. Media buyers’ opinions of Free Community Papers      
  Greater Awareness of Free Community Papers 42% 72% 30%
  View FCP more positively (past 5 years) 40% 64% 24%
  View FCP more negatively (past 5 years) 13% 3% -10%

5. Have had experience placing ads in Free Community Papers 65% 90% 25%

6. Best way to disseminate information about the Free Community 
 Paper Industry:
  Comprehensive Data available on SRDS  86%
  Info data releases directly through audit company  63%
  Internet based advertising  38%

7. When researching an ad buy which do you consult?
  Standard Rate and Data Service  79%
  Google or other Internet search  55%
  In-House database  22%

8. Which of the following best describes your thoughts on circulation 
 audits in this changing media environment?
 (Scale of 1-10; 1 meaning not important at all, 10 meaning critically important)
  Score of 10  68%
  Score of 9  13%
  Score of 8  11%
  All Others (1-7) Combined  9%

9. Other Important Information:
  Production quality varies more widely with Free Community
   papers than with Paid Dailies  87%
  Vast Majority prefer to work individually with papers  64%
  Median media buyer age  45 years
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2014 Survey Report
PaPerchain – the assOciatiOn-driven Marketing effOrt 
for the free paper industry – has recently released results of a 
survey aimed at measuring free paper appeal to major media 
buyers. the results are very promising.

Accompanying this article (on the preceding page) is a sum-
mary report of the survey along with some commentary from 
tim Bingaman of circulation Verification council. tim and cVc 
have long worked hard to sell major ad buyers on the strengths 
and advantages of utilizing free papers. His comments on the 
survey and the comparisons provided to the 2008 poll are es-
pecially insightful and based on years of working closely with 
publishers and advertisers.

“With 90% now saying they have experience placing ads in 
free papers it looks like your FPI [free paper industry] may have 
turned the corner on general acceptance. It’s pretty rare that we 
hear the, “I/my client prefers to buy paid publications” state-
ment anymore. When reviewing some old data I think it’s inter-
esting to note that between 2002 (the first study) and 2008 (the 
second study) the score remained flat at 65%. it appears that 
attitudes have been changed recently as the score has increased 
25 percentage points in that time. It correlates well with what 
we have heard from the media panels at the association meet-
ings and with the increased media searches we see on the free 
papers,” said Bingaman.

“It appears that there were a few more major buyers in this 
survey as evidenced by an 8% jump in those that reported 
they made national buys in radio, tv and outdoor. there was a 
20% jump in those that reported they purchase print nationally. 
regional print buyers remained unchanged for media other than 
print. there was an increase of 13% more reporting they make 
regional print buys. there were big increases (about 19% weight-
ed) in those that reported they purchase state and local media.

“the 2014 study had far more active ‘media buyers’ than pre-
vious surveys. Media directors remained pretty much unchanged 
at 26% vs. 21%, but active media buyers increased from 18% 
to 41%. Media coordinators remained unchanged at 8% while 
media planners saw a big jump at 12% to 30%. the 2014 study 
had more media buyers with longer tenure in the industry. Both 
5-10 years and 10+ years increased while those reporting less 
than 5 years fell from 24% to 12%,” said Bingaman.

“I do think there are some tremendous opportunities for free 
papers that share the same city (not necessarily market) to work 
together. A couple of well-trained reps working the majors for 
5-10 publications in a market could have some impact.”
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Postal skies are bluer than you think:
 OIG Report Raises Questions about Postal Service “Liabilities”

by Donna hanbery, Executive Director, Saturation Mailers Coalition

accOrding tO the “news,” the POstal 
service is “going broke,” cannot pay its bills as they 
come due, and is on the “watch list” of troubled 
agencies identified by the government Accountability 
Office. Media, government, and congressional reports 
have shown the Postal service to have cumulative 
net losses of $51.7B, an annual $5.6B payment owed 
to the u.s. treasury that the service had defaulted 
in paying for prior years, and has maxed out on its 
authorized debt limit of $15B. Figures like these 
have led pundits to question the 
future of the Postal service and 
cause at least one lawmaker, of 
a House reform bill introduced 
in prior years, to recommend 
receivership for the usPs.

But are things really that 
bleak? A January 2015 white 
paper issued by the Office of 
Inspector general (oIg) for 
the united states Postal ser-
vice raises important questions 
about the assumptions made in 
structuring and calculating the 
service’s estimated liabilities. 
Importantly, the report notes 
that by changing some assump-
tions and looking at the large amounts of payments 
the Postal service has already made to fund retiree 
health care and pension liabilities, it is very possible 
that the Postal service – and in turn, the postal 
ratepayers that completely support the operations 
of the USPS – are on track to significantly over-fund 
the Postal service’s true responsibilities and actual 
liabilities for the pension, health care, and workers’ 
compensation liabilities of its workforce. 

under current law, there is nothing to require the 
treasury to repay any sums should future account-
ing or changes in assumptions show that the true 
liabilities have been over-funded. the paper con-
cludes that the continued mandate for 100% pre-
funding of liabilities that are frequently changing and 
highly uncertain risks unnecessarily damaging the 
Postal Service, inflating prices, and over-funding.

the white paper, entitled “Considerations in 
structuring estimated Liabilities,” begins with an 

overview of the current law and mandated payment 
obligations that have created the “financial crisis” 
threatening the Postal service.  

When the Postal Accountability and enhancement 
Act of 2006 was passed, certain assumptions were 
made about the liabilities the Postal service would 
face in the future to pay the health care costs and 
pension liabilities of its current and retired work-
force. unlike any other private or federal agency, 
the law mandated the Postal service to completely 

pre-fund these estimated liabili-
ties on an accelerated schedule 
of annual payments of approxi-
mately $5.6B per year to pre-
fund future retiree health care. 

At the time the law was 
passed, several studies and 
reviews had been done of the 
Postal service’s prior payments 
for pension liabilities. Although 
some studies suggested that 
the Postal service had already 
overpaid its fair share of pension 
obligations under Civil service 
and federal retirement plans, 
the service and ratepayers were 
not given full credit for these 

likely overpayments of pension obligations.
the oIg report points out that current calcula-

tions show the Postal service’s retiree health care 
and pension liabilities as estimated at approximately 
$403.8B. Cash already set a side for these estimated 
liabilities totals $335.6B so that a significant sum, 
83%, of the estimated future payouts for health care 
and pensions is already pre-funded. No other federal 
or private entity is required to, or will voluntarily, 
pre-fund such a large sum of future obligations as 
an exiting and operating business. under current 
calculations, the total sum of unfunded health care, 
pension, and workers’ compensation liabilities are 
estimated to be $86.6B as of september 30, 2014.

Although most private and public corporations 
would brag about funding future obligations at a 
level exceeding 80%, the Postal service is constant-
ly characterized as “under funded,” “in debt,” and 
in “default” for not paying the annual pre-funding 
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obligation of $5.6B out of operating revenues. the 
$15B debt ceiling the Postal service hit in recent 
years arose as its borrowing power was used to 
fund the pre-payment obligations. the report notes 
the Postal service borrowed $15B from the treasury 
(the maximum it is allowed to borrow), while it paid 
$21B to the health benefits fund.

the aggressive pre-funding schedule was adopted 
in part based on the pessimistic assumption that 
Postal service liabilities would become a taxpayer 
burden if the Postal service were 
to someday cease to exist. But 
this “bankruptcy” or “liquidation 
approach” to the Postal service 
is not an accurate reflection of 
how most businesses calculate 
their liabilities and what would 
take place if a business truly was 
compelled to liquidate its assets.

In addition to questioning the 
pre-funding obligation to begin 
with, the oIg report notes that 
the assumptions being made by 
the Office of Personnel Manage-
ment (oPM) when calculating 
the service’s unfunded liabilities 
make several questionable as-
sumptions that can be challenged.

Real Estate. If a business goes broke, it liqui-
dates its assets. the Postal Service has significant 
real estate holdings that are shown, on its books, 
at net book value rather than fair market value. If 
the Postal service really went out of business and 
had to sell all of its assets to provide funds to pay 
retiree health care, pension, and workers’ compen-
sation costs, it would have real estate with a fair 
market value estimated as high as $85B. under this 
liquidation assumption, the unfunded liabilities of 
the Postal service fall from $86.6B to $1.6B.

Interest. Another questionable assumption made 
in calculations is the rate of interest currently being 
accrued on treasury notes. over the past few years, 
interest rates have been at historically low levels. 
under these low levels, the amounts of funding that 
the Postal service has already paid earn little in in-
terest to off-set future unfunded liabilities. the Oig 

compares historic interest rates for 10 year treasury 
notes pointing out a 75 year average of 5.34%. If 
the interest rate assumption is increased by a mod-
est 1.25% over its present historic low, the amount 
of future unfunded liabilities is reduced to $14.3B.

Medicare Participation. Another assumption or 
calculation questioned in the report is the current law 
that requires Postal service employees to pay Medi-
care tax, but does not mandate them to participate in 
Medicare Parts A, B or d. If the law was changed to 

require Postal service employees 
to participate in Medicare, the 
amount of retiree health care 
liabilities would be reduced by 
$42.9B, leaving the total amount 
of unfunded pension, workers’ 
compensation, and health care 
liabilities at $43.7B.

Workforce Assumptions. 
A final question raised in the 
oIg paper are the assumptions 
about the demographic charac-
teristics and career patterns of 
Postal service employees. Postal 
service demographics differ from 
those of other federal or military 
employees. the oPM model cur-

rently used to estimate retiree health care and pension 
costs for the Postal service uses all federal employees. 
if the OPM was to focus on the specific demographics 
of the Postal service, the combined retiree health care 
and pension liabilities would be reduced by $8.5B.

the report is issued at an important time. New 
members are in Congress that may have fresh at-
titudes and an open mind toward the Postal ser-
vice’s condition and potential reform. the oIg has 
discussed the report and shared its findings with 
senate and House members sitting on the oversight 
Committees for the Postal service. Hopefully newly 
elected officials and committee members, as well 
as the oPM as it reconsiders the payment schedule 
for future Postal service payments, will consider 
the points raised in the oIg report. the compelling 
report ends with the following summary:

“In the past eight years, the Postal service’s 

The oIG report notes that 

the assumptions being made 

by the oPm when 

calculating the Service’s un-

funded liabilities make 

several questionable 

assumptions that can 

be challenged.

Continued on page 12
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financial condition has significantly worsened from 
making large pre-funding payments for retiree health 
care. the Postal service’s customers were charged 
for increased postage, in part, because of these pre-
funding requirements. the Postal service’s research 
and development and infrastructure maintenance 
were poorly funded because of its financial condition.

“through congressional action, the Postal service 
has funded $335.6 billion in cash towards its future 
retirement costs. However, mandating 100 percent 
pre-funding of liabilities that are frequently changing 
and highly uncertain, risks unnecessarily damaging 
the Postal Service, inflating prices, and over-funding 
future liabilities.

“the senate’s recent effort to move to 80 percent 
funding for future health care liabilities reduces the 
adverse impact of changing assumption fluctuations, 
such as a downsized workforce, demographics, and 
actualized interest rates. the Postal service’s physi-

cal assets would cover any remaining shortfall.
“Additionally, Congress is considering additional 

provisions, including requiring Medicare participation 
and using Postal Service specific versus general fed-
eral government demographics, which would further 
reduce the liabilities. 

“Finally, as the oPM is set to establish an annual 
payment schedule no later than FY 2017 for retiree 
health care liabilities, the Postal service may want to 
request consideration of whether the missed pre-fund-
ing payments totaling $22.4 billion should continue to 
be reflected as a liability on the financial statements.” 

Writing on behalf of those that care about and 
use the Postal service to serve advertising custom-
ers, we can only hope that the government officials 
responsible for laws governing the Postal service, 
the calculation of Postal service liabilities, and the 
Postal service’s own executive team, urge a careful 
consideration of the Oig report’s findings and recom-
mendations.
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FROM THE TOP
WITh GREG BIRKETT

by Greg Birkett

A Warm Savannah 
  welcome Y’all!

it’s hard tO believe 
that a year has gone by 
since our last conference 
in orlando, but here it is, 
conference time again!

If you are reading this special conference edi-
tion of INK magazine at the conference, welcome to 
beautiful savannah. I know you are going to take 
home some great ideas and have a blast while do-
ing it! the conference team has a lot lined up for 
you to enjoy. 

If you are reading this from the comfort of your 
home or office and did not attend, i know you are 
missing out on a lot. But don’t feel left out. this 
issue has a lot of information packed into it about 
the conference and about our associate members 
that are exhibiting at the trade show. reach out to 
them and explore ways to allow them to help you 
grow your business. It’s also not too early to make 
a pledge to yourself that you won’t miss next year’s 
conference in san di-
ego.

the annual confer-
ence gives the AFCP 
board and staff a 
unique opportunity to 
talk to our member-
ship in person, to hear 
firsthand their suc-
cesses and struggles. 
It’s also a chance for us 
to inform our member-
ship about AFCP and 
its programs includ-
ing our membership 
committee’s new “Peer 
group” program. these 
peer groups will have 
a chance at conference 
to meet each other in 
person and develop a 

cohesive networking group. Imagine a chance to 
learn and share with others who are not only in the 
same industry, but who have many other similari-
ties too.

Andy Hoh has been an instrumental part of our 
board’s strategic planning sessions for some time 
now and has taken on other responsibilities at 
conference, including a training opportunity for our 
rising stars. this year Andy is also going to do a 
session in our management track that I am looking 
forward to, as well as a session to start our board 
meeting which will grade us on how we are doing as 
compared to the goals we set this past summer. I 
appreciate Andy’s guidance.

I also want to thank everyone involved in the 
conference for all of your efforts to make it enjoy-
able and educational for all who attend. I am not 
going to mention any names in this letter for fear 
of leaving anyone out, but please know I appreci-
ate all the efforts of so many who contribute to the 

conference including 
folks who have donated 
items to the all new 
“rising stars” silent 
auction.

I look forward to 
writing next month’s 
column so I can report 
on all the cool things 
that happened at con-
ference!

GREG BIRKETT
AFCP PRESIDENT
DUBUQUE ADVERTISER
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WELCOME LETTER

The 2015 Conference

Welcome to Savannah!
by Lee Borkowski, Conference Chair

On behalf Of the cOnference 
Committee, I want to welcome you 
to savannah! For nearly a year we 
have been meeting on a regular ba-
sis to plan the savannah conference. 
We’re sure you’re going to like what 
we have to offer.

the “Partners in Progress” annual 
conference and trade show is a col-
laborative effort between the As-
sociation of Free Community Papers 
(AFCP) and the southeastern Adver-
tising Publishers Association (sAPA). 
our primary goal is to provide you 
with programming designed to help 
your publications post a healthier 
bottom line. our secondary goal is 
to make certain you have fun! 

As the conference unfolds you 
will have the opportunity to see four 
keynote speakers who will cover 
topics that in themselves will make 
your time to travel to savannah well 
worth the trip. steve Baker will open 
with a session on “rapid Financial 
results and Lasting Cultural Change.” 
genia stevens has joined us to 
share her thoughts on ways to make 
money on Facebook and how to use 
google Analytics to your advantage. 
ed Henninger will provide three ses-
sions on newspaper design and “how 
to print money.” saturday morning 
we will welcome david Marquet to 

the stage. the best-selling author of 
“turn the ship Around,” david will 
provide information on how to get 
the most out of your employees. 

Breakout training tracks for pub-
lishers and managers include how to 
sell niche publication products, and a 
session on “the great game of Busi-
ness” followed by Mini-games work-
shops. You don’t want to miss the 
innovative ideas presentation, as well 
as sessions on apps for the workplace, 

dealing with superstars, co-op adver-
tising sales, and postal updates. Back 
on the agenda are several open mike 
sessions on content and management.

these breakout sessions are host-
ed by members of AFCP and sAPA. 
We thank them for volunteering 
their time to prepare and make the 
presentations. Included are Michael 
van stry, vinnie grassia, douglas 
Fry, doug Fabian, Charlie delatorre, 
Hans Appens and Will thomas.

the Leadership Institute (tLI) 
once again provides a ton of learn-
ing opportunities. At this conference, 
35 courses are offered including 10 
new courses. Most of the tLI in-
structors are members who donate 
their time to make these presenta-
tions. We thank Bill osborne, Charlie 
delatorre, darrin Watson, dennis 
Wade, elaine Buckley, Jim Busch, Jon 
Cantrell, J.W. owens, tom Cuskey, 
Jonathan Mcelvy, dan shock and 
danielle Forbes for their volunteer 
service. A special thanks goes out to 
rob Zarrilli for leading this program.

We can look forward to the “Best of 
the Best” awards program and recog-
nition of the AFCP rising stars. New 
this year, the rising stars are conduct-
ing a Silent Auction fund-raising event. 
Bring your checkbooks and pick up a 
memorable piece to take home.

Lee Borkowski, Conference Chair
richland Center shopping News

richland Center, WI

Michelle FarnhamJohn draperLoren Colburngreg Birkettgayle Alexander
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shops. You don’t want to miss the 
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on the agenda are several open mike 
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their time to make these presenta-
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Wade, elaine Buckley, Jim Busch, Jon 
Cantrell, J.W. owens, tom Cuskey, 
Jonathan Mcelvy, dan shock and 
danielle Forbes for their volunteer 
service. A special thanks goes out to 
rob Zarrilli for leading this program.

We can look forward to the “Best of 
the Best” awards program and recog-
nition of the AFCP rising stars. New 
this year, the rising stars are conduct-
ing a Silent Auction fund-raising event. 
Bring your checkbooks and pick up a 
memorable piece to take home.

Lee Borkowski, Conference Chair
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Committee Members
Will thomasAshley sohlCassey recoreWendy Macdonalddouglas Fry

AFcP’s tradition of fine foods, bever-
ages and entertainment will continue 
at the savannah conference. For open-
ers we will have a welcome reception 
and dinner thursday evening in a 
perfect setting overlooking the river. 
For those who want to participate, a 
“Pub Crawl” to visit some “Watering 
Holes” will show attendees around the 
riverfront district. the opportunity to 
win some prizes is part of this event.

As always you’re encouraged 
to take time to visit with the at-
tending vendors. We have a great 
trade show and the vendors are an 
instrumental part of our conferenc-
es. they host many of our sessions 
and we thank them for making the 
investment to attend.

Friday evening’s reception and din-
ner will be held at the historic Charles 
H. Morris Center at trustee’s garden 
just one block from the hotel. enjoy 
cocktails, a “Low Country Boil” and 
entertainment. then head back to the 
hotel to take part in the rising stars’ 
annual “Club AFCP.” enjoy music, 
games and the company of friends.

saturday evening you are on your 
own to enjoy the many restaurants 
of historic savannah.

thanks to the volunteer work of the 
conference committee, we are look-
ing forward to a great event. As the 

conference chair, I know how many 
hours of planning and conference calls 
took place to work out the numerous 
details. When you see these individu-
als, be sure to thank them for their 
time. they are greg Birkett, Confer-
ence Committee Chair; John draper, 
trade show Chair, Will thomas, 
Awards Chair, gayle Alexander, Food & 
Beverage Chair; Ashley sohl, Michelle 
Farnham, douglas Fry, Loren Colburn, 
Cassey recore and Wendy Macdonald.

on behalf of the board of directors 
of AFCP and sAPA, thank you for at-
tending this conference.

P.S. If you are reading this and 
not at the conference, you will prob-
ably never know how much that idea 
you won’t come home with would 
have improved your bottom line! 
Don’t make that same mistake next 
year. Please plan now to join us in 
San Diego in 2016!

even the pups in savannah wish you a warm savannah welcome!
Photo credit:  visitsavannah.com
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 18 | keyNoTe SPeAkeR:  Steve Baker

  19 | keyNoTe SPeAkeR:  David marquet

 20 | APPS IN THe woRkPlAce PANel:  Douglas Fry

 20 | APPS IN THe woRkPlAce PANel:  will Thomas

 21 | eDIToRIAl TRAck:  ed Henninger

 21 | eDIToRIAl TRAck:   Bruce Trogdon

 21 | eDIToRIAl TRAck:   michael Van Stry

 22 | PuBlISHeRS TRAck:   Tim Brennan

 22 | PuBlISHeRS TRAck:   Vincent Grassia

 22 | PuBlISHeRS TRAck:   Donna Hanbery

 23 | PuBlISHeRS TRAck:   Andy Hoh

 23 | PuBlISHeRS TRAck:   Genia Stevens

 24 | NIcHe PRoDucTS PANel:   Hans Appen

 24 | NIcHe PRoDucTS PANel:   charlie Delatorre

 24 | NIcHe PRoDucTS PANel:   Doug Fabian

 25 | THe leADeRSHIP INSTITuTe:   elaine Buckley

 25 | THe leADeRSHIP INSTITuTe:   Jim Busch

 25 | THe leADeRSHIP INSTITuTe:   Jon cantrell

 26 | THe leADeRSHIP INSTITuTe:   Tom cuskey

 27 | THe leADeRSHIP INSTITuTe:   charlie Delatorre

 27 | THe leADeRSHIP INSTITuTe:   Danielle Forbes

 27 | THe leADeRSHIP INSTITuTe:   Jonathan mcelvy

 28 | THe leADeRSHIP INSTITuTe:   Bill osborne

 29 | THe leADeRSHIP INSTITuTe:   J.w. owens

 29 | THe leADeRSHIP INSTITuTe:   Dan Shock

 29 | THe leADeRSHIP INSTITuTe:   Dennis wade

 30 | THe leADeRSHIP INSTITuTe:   Darrin watson

 31 | THe leADeRSHIP INSTITuTe:   Rob Zarrilli

 32 | THe leADeRSHIP INSTITuTe couRSeS

 35 | THe leADeRSHIP INSTITuTe clASS ScHeDule

 36 | TlI GRADuATeS:   Hans Appen

 36 | TlI GRADuATeS:   mike Dorman

 36 | TlI GRADuATeS:   Vincent Grassia

 36 | TlI GRADuATeS:   Brad london

 37 | TlI GRADuATeS:   Jan martin

 37 | TlI GRADuATeS:   Ray martin

 37 | TlI GRADuATeS:   kerri musselman

 38 | RISING STARS:   Amanda Goossen

 39 | RISING STARS:   Abby Breaux

 39 | RISING STARS:   Amy Hansen

 40 | RISING STARS:   Andrew karl

 41 | RISING STARS:   Ashley Ann lewan

 41 | RISING STARS:   celeste Jones

 42 | RISING STARS:   Ashley ochoa

 42 | RISING STARS:   David Sickles

 43 | RISING STARS:   Ashley Sohl

 43 | RISING STARS:   eric mathes

 44 | RISING STARS:   michelle Farnham

 44 | RISING STARS:   Hank mcAfee

 45 | RISING STARS:   michelle Arnst

 46 | RISING STARS:   Hans Appen

 47 | RISING STARS:   Jesse walma

 47 | RISING STARS:   Steve Fleck

 48 | RISING STARS:   kylah Strohte

 49 | RISING STARS:   michelle macomber

 50 | DAIly coNFeReNce ScHeDule

You never know what you’ll find going on in the historic downtown squares!      Photo credit:  VisitSavannah.com
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steve baker is the OPening keynOte 
speaker at this conference.

Baker is the vice president of the great 
game of Business, Inc., a division of employ-
ee-owned Src Holdings corporation. Known 
for his high-energy and engaging message, 
Baker has become a top-rated and sought-
after speaker, author and coach on topics of 
Open-Book Management, Strategy & execu-
tion, Leadership and employee engagement. 
He co-wrote the update of the number one 
bestseller, “the great game of Business 20th 
Anniversary edition.”

Baker spent two decades working for pri-
vately-held companies, struggling to help 
owners reach their goals without access to key 
business metrics. Learning to play the great 
game of Business at srC changed his life both 
at work and at home. 

He also serves on the board of the National 
Center for employee ownership as well as 
the steering committee for srC’s ownership 
Culture Initiative. He is a frequent speaker for 
the Inc500, vistage, entrepreneur’s organi-
zation and executive Forums. His audiences 
span every segment of industry, including the 
department of defense, New Belgium Brewing 
Company, dePaul university, virginia Com-
monwealth University and 1-800-gOt-JUNK?

Baker’s message in savannah is entitled, 
“rapid Financial results & Lasting Cultural 
Change.” Based on Jack stack’s bestselling 
book, it will offer attendees an engaging look 
at the origins and fundamentals of open-book 
management and the great game of Busi-
ness. 

the great game of Business is a unique 
and well- proven methodology and approach 
to running a company, based on a simple yet 
powerful belief:  “When employees think, act 
and feel like owners, everybody wins.” this 
proven operating system teaches people busi-
ness, holds them accountable and provides 
them a stake in the outcome.

In its simplest form, the great game of 

Business gets everyone focused on the com-
pany’s success. employee goals and account-
abilities are tied directly to the success of the 
business. It teaches all employees the ‘Critical 
Numbers’ of the company and how they can 
make a difference – both individually and as 
part of a team.

“good to great” author Jim Collins says, 
“the whole concept of the great game of 
Business is beautiful – consistency, alignment, 
and transparency, infused with core values and 
brought to life with powerful mechanisms. It is 
inspired and inspiring.”

steve Baker
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david Marquet is an OPtiMist whO 
believes that we all have an inner super-
hero capable of acts of greatness.

Marquet is the saturday keynote speak-
er at the conference who will present a 
proven method to create an empowering 
work environment that will release the 
passion, initiative and intellect of each 
person in your organization. the bold and 
highly effective leadership approach can 
be summarized as, “give control, create 
leaders.” 

He is the author of the award-win-
ning book “turn the ship Around!” In 
2012, Fortune Magazine called it the “best 
how-to  manual anywhere for managers 
on delegating, training, and driving flaw-
less execution.” It is the true story of how 
the santa Fe skyrocketed from worst to 
first in the fleet by challenging the create 
Navy’s traditional leader-follower ap-
proach in favor of a new “leader-leader 
approach.”

A 1981 create Naval Academy graduate, 
Marquet served in the u.s. submarine 
force for 28 years. He commanded the 
nuclear-powered fast-attack submarine 
uss santa Fe. Captain Marquet complete-
ly turned around the santa Fe, where the 
crew went from being “worst to first.” the 
santa Fe continued to win awards after 
his departure and promoted a dispropor-
tionate number of officers and enlisted 
men to positions of increased responsibil-
ity, including 10 subsequent submarine 
captains. After riding the uss santa Fe, 
stephen r. Covey said it was the most 
empowering organization he’d ever seen 
and wrote about Captain Marquet’s lead-
ership practices in his book, the 8th 
Habit.

Marquet retired from the Navy in 2009. 
He speaks to businesses and groups who 
want to create empowering work environ-
ments that release the passion, initiative, 
and intellect of each person.

He is the Captain of Human Capital 
engineering at Next Jump, inc., an e-
commerce company in New York, teaches 
a graduate level leadership course at 
Columbia university, and is here to tell us 
his story and how you can apply what he 
learned to your businesses.

david Marquet
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taking Part in the “aPPs 
for the Workplace” panel discus-
sion Friday morning is a person 
who is wearing many hats.

douglas Fry is the executive 
director of three free paper 
associations:  the Independent 
Free Papers of America (IFPA), 
the southeastern Advertising 
Publishers Association (sAPA), 
and the texas Community 

Newspaper Association (tCNA).
His first job with a newspaper was as a newspa-

per carrier for the Bremerton sun in Washington 
when he was 13 years old. His first full-time job in 
his publishing career was in display sales at Ad-Pak 
in the 90’s. He was later promoted to the position of 
publisher. He then moved to the exchange in Fay-
etteville, tenn., as an assistant publisher. In 1997 he 
moved to a sister company to manage its prepress 
operation and worked as ad manger and startup en-
gineer for the tennessee Home & Farm Magazine. 

In 2002 he accepted his current position with 
sAPA. He was familiar with the association as a 
longtime member while working in the publishing 
field. He served on the SAPA board of directors and 
for a six-year period he was SAPA’s treasurer. He 
later moved on to the positions of vice president 
and then president.

IFPA named him the recipient of the annual Ben 
Hammack Award in 2006 for his service to the free 
paper industry. 

Fry is considered by his peers to be one of the 
top experts in the digital industry. He is often called 
upon to help with digital problems and he often 
solves them. He has been instrumental in the suc-
cess of the PaperChain digital programs.

Fry is a graduate of Brigham Young university. 
While attending BYu he met debbie and they have 
been married for 37 years.

alsO taking Part in the Panel discussiOn 
of “Apps for the Workplace” is Will thomas, the 
chief executive officer (ceO) of exchange Media 
group in Fayetteville, tenn. the company creates 
print and digital platforms to connect people. 

Prior to serving as Ceo, he held various posi-

tions for exchange931.com and 
managed sales for Pulaski Web, 
a commercial web printer.  

thomas has a Business eco-
nomics undergraduate degree 
from Wofford College in spar-
tanburg, s.C. While at Wofford 
he met his wife, Pierrine, and 
they now have two children. 

He is a board member of the 
southeastern Advertising Pub-

lishers Association (sAPA), the Bank of Lincoln County 
and the Fayetteville Lincoln County Industrial devel-
opment Board (FLCIdB) and has served as chairman 
of the FLCIdB for the last two and half years. 

thomas belongs to vistage, an international 
Ceo best practices group, and is a member of First 
united Methodist Church in Fayetteville, tenn.

douglas Fry Will thomas
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Historic savannah has many beautiful ironwork gates.
Photo Credit:  visitsavannah.com
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ed henninger will
present three Content track 
sessions during this confer-
ence: “25 design things 
You’ve Been told You Can’t 
do ... But You really Can,” “A 
License to Print Money,” and 
“design Between the ears.”

the founder of Henninger 
Consulting has served hun-
dreds of dailies, weeklies, 

business journals, and church affiliated newspa-
per and niche publications throughout the united 
states, Canada and europe.

the mission of Henninger Consulting is to help 
you create a publication that wins you more cus-
tomers. their focus is on you, your publication, your 
readers, you advertisers and your staff.

Henninger said, “You want a publication with a 
strong bottom line. design offers you all of that—
and more. With the right design, your publication 
delivers information, insight and impact. And when 
you deliver those assets, your customers respond 
with increased readership and increased advertis-
ing.”

Henninger Consulting clients consistently win 
state and national design awards as well as the ac-
claim of readers, advertisers, and community lead-
ers. Instead of giving clients a redesign, Henninger 
teaches clients how to plan, create, develop and 
sustain a redesign.

bruce trOgdOn will 
present “Innovations in Con-
tent” Friday at 2:30 p.m.

trogdon is the founder and 
publisher of trogdon Publish-
ing, Inc., the parent com-
pany of the Post Newspapers 
located in Medina, ohio.

the company was founded 
by trogdon and his wife, 
sabrina, in 1975 when he was 
just 19 years old. their origi-

nal newspaper was called the Chippewa valley Mes-
senger and serviced the Wadsworth-rittman area. 
the name was changed to the trading Post before 

becoming known simply as the Post, and devel-
oped into what is now nine different local hometown 
newspapers. 

the Post has won numerous industry awards and 
was named America’s best free newspaper three 
years in a row. Featuring local advertising, news 
from area government, high school sports, letters 
to the editor, obituaries, school news and more, the 
Post truly is “your hometown newspaper.”

the trogdons have three grown children, the old-
est of which is Michael trogdon, executive editor of 
all of the Post Newspapers.

Michael van stry was 
named the recipient of the 
annual Association of Free 
Community Papers (AFCP) 
Publisher of the Year Award 
at the 2013 conference in 
denver.

He has served on the AFCP 
board of directors since 2008, 
served on the NANI commit-
tee, was the AFCP conference 

awards chair in 2011, the conference trade show 
chair in 2012, and in 2013 was the conference chair 
in denver.

In 2009 at the AFCP Myrtle Beach conference 
he was named the national NANI sales champion. 
since 2003 he has been a strong supporter of sell-
ing NANI ads. He is a recipient of the AFCP Publish-
er of the Year award.

van stry started his Coastal view News in 1994 
in his living room in Carpinteria, Calif., and later 
added deeP surf magazine and Carpinteria Maga-
zine. under his leadership he has built them into 
award-winning publications. His papers have won 
numerous AFCP “Best of the Best” awards in the an-
nual competition, including a first place award for 
outstanding Publication.

He is involved community service. His honors 
include Chamber of Commerce entrepreneur of the 
Year, California Avocado Festival volunteer of the 
Year and the City Business Partner Award.

van stry will moderate a Content “open Mike” 
session at 9:45 a.m. saturday.

ed Henninger
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Michael van stry

Bruce trogdon
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tiM brennan will cOnduct 
a publisher’s breakout man-
agement track on “MultiAd co-
op Advertising as a resource” 
Friday afternoon at 1:15.

the session will be detailing 
the changeover to recas.com 
and how it can help you and 
your staff to engage your local 
dealer base with their brand 
vendor marketing opportuni-
ties to provide long-term print/digital advertising 
exposure for their store.

Brennan is the vice president of recas strategic 
Development with a long history in the field of co-op 
advertising. starting at the retail level with a chain 
of regional discount department stores back in the 
80s, he built vendor co-op dollars into an integral 
part of the overall marketing of the Fair stores 
through circulars, newspaper, radio, tv, and events.

Moving from there in the 90s to a decade of daily 
newspaper experience across a wide range of local 
advertisers, he rolled similar dealer co-op solutions 
to other markets simplifying their brand marketing 
experience. With a passion for local business ad-
vertising and the options provided by manufacturer 
partner programs, Brennan has been involved with 
recas for a long, long time and working with Mul-
tiAd since before Y2K. How can he help you?

vincent grassia is the 
facilitator of a Management 
track “open Mike” session on 
saturday at 9:45 a.m.

grassia is the chief ex-
ecutive officer (ceO) of 
Iwanna division of Fayette-
ville Publishing Co. located in 
Asheville, N.C.

Past experience includes 
being the group manager of 
the Journal Community Publishing group in Florida.

grassia serves on the Association of Free Com-
munity Papers (AFCP) board of directors and for-
merly served on the Community Papers of Florida 
(CPF) board of directors and the PaperChain com-
mittee. He was the chair of the successful AFCP and 
CPF joint conference at st. Pete Beach in 2011. He 
is a recipient of the CPF Presidential Award.

grassia moved to Florida in 1998 when he as-
sumed the role of general manager of the Jack-
sonville shopping guide. He was later promoted to 
group manager.

Prior experience includes being employed at the 
Advisor in Middletown, N.J., as ad director of the 
greater Media weekly publications in Brunswick, 
N.J., and as general manager of the New Jersey 
Marketeer in staten Island.

grassia is a graduate of rutgers university where 
he received a Bachelor of Arts degree.

dOnna hanbery is back 
to update members on usPs 
issues during a saturation 
Mailers Coalition breakfast and 
discussion Friday morning.

Hanbery is the executive 
director of the saturation Mail-
ers Coalition (sMC). sMC was 
formed in 1997 by a coali-
tion of saturation mailers that 
included free paper publishers 
and shared mailers to promote 
reasonable postal rates and regulation, laws and 
postal policies that promote a viable, competitive 
and customer-focused Postal Service and a positive 
public image and response to mail print advertising.

she is a magna cum laude, 1977 graduate of 
the university of Minnesota Law school. she is the 
president and managing partner of the Hanbery 
& carney, P.A., law firm in Minneapolis. in her law 

tim Brennan

vincent grassia

Management Track Presenters

donna Hanbery

savannah offers many beautiful spots to enjoy the sunshine.
Photo Credit:  visitsavannah.com
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practice, Hanbery represents a variety of small to 
large clients’ general business matters.

Hanbery also serves as the executive director for 
the Alliance of Independent store owners and Pro-
fessionals (AIsoP). AIsoP is a voice for the small 
business customers that rely on locally-targeted 
advertising mailing products.

she has been representing the interests of ad-
vertising mailers since the late 70s. she has been 
involved in every postal rate case since the early 
80s, is a board member of PostCom, and is a regu-
lar contributor to Free Paper INK and to free paper 
conferences on postal topics.

Hanbery’s personal interests include ballroom 
dancing, playing soccer and finding new, warm 
places to travel.

andy hOh will lead a 
Management track, “Who 
Killed Bob Lyons – dealing 
with superstars” at 1:15 p.m. 
on Friday.

Hoh is a professor of strate-
gic management at Creighton 
university in omaha, Neb. 
He attended the university of 
Minnesota where he earned 
his Ph.d in Business Adminis-
tration in 1976.

Before attending the university of Minnesota, Hoh 
earned his master’s degree from Creighton univer-
sity, and previously studied english Literature at 

sogang Jesuit university in seoul, south Korea.
Hoh has earned numerous teaching awards for 

his work, including the excellence in teaching Award 
and don Beck teacher Award by Creighton College 
of Business, and the robert F. Kennedy teacher 
Award by the Creighton student Board of governors. 

Hoh has conducted many free paper planning 
retreats including many sessions for the AFCP Board 
of directors’ planning retreats. 

At the annual AFCP conferences he has provided 
the rising stars with the tools they need for a suc-
cessful career.

“understanding sOcial 
Media and using It to Make 
Money” and “google Analytics 
– What are they? What do they 
tell you? How to use them to 
make money?” are the presen-
tations of featured speaker ge-
nia stevens at this conference.

stevens is the owner and 
managing partner of Bel-
wah Media. she’s a market-

ing strategist who has extensive experience with 
helping companies use digital marketing and new 
emerging web trends to reach diverse markets, 
generate revenue and build brand awareness.   

she has worked with national brands like trek, 
BuNN, Jockey and Nielsen ratings. she also pro-
vided training and consulting for local organizations 
like Wisconsin Community Media, edgerton report-
er, rockford register Star, chicago-rockford Airport, 
Wisconsin department of Workforce development 
and Blackhawk technical college. She wrote a 145-
page social media training manual for tgI Friday’s.  
that manual is being used in the company’s 345+ 
international stores.

In her presentation, “understanding social Me-
dia and using It to Make Money,” she will provide 
insights and perspectives on social media as well 
as how publishers can make money with Facebook. 
this unique and informative session will change the 
way you look at social media.

In the google Analytics session, stevens will 
guide you through a better understanding of google 
Analytics and how they can play an intricate role in 
directing the marketing for your online products. INK
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hans aPPen is the 
general manager of the Ap-
pen Media group headquar-
tered in Alpharetta, ga.

Appen will join the gradu-
ates of the Leadership 
Institute (tLI) during this 
conference. In 2013 Appen 
was named one of the ris-
ing stars in the Association 
of Free Community Papers 
(AFCP). His involvement included working with 
the AFCP membership committee. When asked 
what his most valuable experience was as a ris-
ing star, he said, “Being able to work with peers 
that I don’t see on a regular basis. It allows for 
unfettered feedback and ideas that I can use with 
my company.”

Appen earned a BBA in economics from the 
university of georgia in 2011.  He is involved 
in community service, working with “the drake 
House,” “giving Children a Chance” and “North 
Fulton Community Charities.”

Married to Kristinia, he enjoys spending time 
with family, reading, golf and “doing Nothing.”

His subject today during the Niche Products 
Panel discussion is Business-to-Business publica-
tions.

charlie delatOrre is 
the owner and publisher of 
tower Publications in gaines-
ville, Fla.

delatorre is one of the 
founding faculty members 
for the Leadership Institute 
(tLI) and has presented 
classes annually at AFCP 
conferences as well as some 
of our affiliated state asso-
ciations. 

As a long-serving board member of the com-
munity Papers of Florida (CPF) and its past 
president, he has been an outspoken advocate of 
free papers for many years. His strong support of 
classified network sales by his own efforts and the 

efforts of his entire staff has financially supported 
not only AFCP’s NANI network, but numerous 
other state and regional associations across the 
country. He has served on the AFCP board and 
last year was honored with the AFCP Publisher of 
the Year Award.

He started his publishing career in sales with the 
Buyers guide in gainesville, owned by Add Inc, 
and quickly moved to the position of general man-
ager. He negotiated a deal to purchase the publica-
tion and has since been successful by publishing 
numerous publications under tower Publications.

A graduate of the university of Florida, he 
earned a bachelor’s degree in political science with 
a minor in business administration. He and his 
wife, Bonita, live in gainesville with their two chil-
dren, a daughter, Lauren, and a son, Charlie Jr.

delatorre’s topic today is selling senior Publica-
tions.

dOug fabian is the vice 
president of sales at remind-
er Publications in Longmead-
ow, Mass., where he leads a 
dynamic, highly successful 
sales team.

He has served the free pa-
per industry and associations 
for a number of years. He 
served on the board of direc-
tors and as president of the 
Independent Free Papers of America (IFPA) and 
the Community Papers of New england (CPNe). 
He also has been active with the Association of 
Free Community Papers (AFCP).

Fabian has won numerous awards for his vol-
unteer service. Last year he was the recipient of 
the annual IFPA Ben Hammack Memorial service 
Award. In 2006 he was the recipient of the annual 
IFPA distinguished service Award.  

What Fabian treasures most is his role as 
husband to his wife Connie, father to his sons ty, 
Aaron and Peter, and service through his church. 
He and his family members have often served the 
church as missionaries in foreign countries.

His subject today is on selling coupons.INK
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The Leadership Institute Instructors
elaine buckley is nOw a 
national account executive for 
the Pennysaver owned by open 
gate Capitol in the southern 
California market.

the 35-year veteran is 
responsible for large national 
and major local accounts in 
a footprint of approximately 
seven million circulation.

over the years Buckley has 
collected materials from senior reps, as well as her 
own firsthand experiences, and put together a com-
prehensive, classroom-style sales training program 
for new trainees. she has conducted numerous train-
ing programs for members of the free paper industry 
and is always willing to share her customized infor-
mation to be used in sales training programs.

Buckley is a member of the southwest Associa-
tion of Community Publications (sACP) and currently 
serves as their past president.

As one of 10 siblings, she said, “Having a large 
family gave me a strong competitive spirit. this is 
also why one of my favorite topics to train on are 
ways to be more competitive in our selling environ-
ment and have a better understanding of competi-
tion.” Her grandson, Zackary st. onge, has inherited 
that competitive strength; and as a result her son, 
Michael, has him very involved in racing cars, which 
is a passion for both of them.

Her competitive nature is revealed in one of her 
side activities. As an active card player, she has en-
tered and won some poker tournaments.

Buckley will present seminars on “Positioning Your 
Product Against the Competition,” “overcoming ob-
jections – Part II,” and “Print Isn’t dead – It’s Alive 
and Well!”

in 1983, JiM busch began his advertising
career as a sales representative with donnelley 
directory, the yellow pages division of the dun & 
Bradstreet Corporation. 

During his 12-year tenure with Donnelley he 
earned six promotions and worked in a number of 
sales, sales management and training positions, 
winning numerous local, regional and national sales 
awards. At donnelley he was exposed to a wide 

range of corporate training 
programs and was selected to 
be part of the marketing team 
that developed and executed 
the first proprietary directory 
project in company history. 

In 1995, Busch joined the Pen-
nysaver in Pittsburg, Pa., as the 
telephone sales manager. In ad-
dition to managing the telephone 
operation, he served as a district 
sales manager. In 2001, he was 

promoted to director of research and training. After the 
Pennysaver was purchased by trib total Media, Busch 
assumed responsibility for training 140 inside and 
outside salespeople. He now divides his time between 
market research, training and writing features for the 
paper. He is the author of the popular monthly Paper-
Chain “Link and Learn” training column that is used by 
hundreds of free paper industry publishers. 

His greatest strengths are his creative problem 
solving skills and the ability to motivate others by 
building their skill set and confidence. His dedication 
to lifelong learning serves him well in his current po-
sition and he has made it his personal goal to create 
a “learning” culture at the Pennysaver. 

Busch attended the university of Pittsburgh, earn-
ing a Bachelor of Arts degree in english. After gradu-
ation in 1974, he worked at a number of sales and 
management positions in several industries. 

He lives in White oak, Pa., with his wife, glenda. 
they are the parents of two grown children and have 
one grandson. 

Busch will take part in an Advertising sales Profes-
sional open Forum and an Advertising sales Man-
agement open Forum and conduct seminars on “role 
Playing – Practice Makes Perfect” and “Principles of 
Ad design for Non designers.”

this year Marks 30 years in the newsPaPer 
industry for Jon Cantrell. originally in sales at 
the daily gazette in sterling, Ill., (currently shaw 
Newspaper group), Cantrell moved to a position as 
advertising director with thomson Newspapers in 
Iron Mountain, Mich.

In the spring of 1988 he accepted the position of 

elaine Buckley Jim Busch

Continued on page 26
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Improve Your Reach
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!

with an ad in the
Community Papers of Florida classified network!

352-347-4470
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publisher of the Add inc.-owned 
Clay today in orange Park, Fla. 
today the newspaper is owned 
by the osteen family from 
sumter, s.C.  Cantrell manages 
two weekly newspapers, two 
monthly newspapers, and nu-
merous specialty publications. 

Clay today is a member of 
the Florida Press Association, 
the Community Papers of Florida (CPF), the Associa-
tion of Free Community Papers (AFCP) and the south-
eastern Advertising Publishers Association (sAPA).  

Cantrell has served as an instructor in the tLI pro-
gram and conducted numerous seminars since the 
announcement of its formation in 2005.

Active in the community, Cantrell currently serves 
as the marketing and communications chair for the 
Clay County Florida Chamber of Commerce, is a 
board member of the Clay County Florida salvation 

Army, the Clay County YMCA, the orange Park ro-
tary Club, Advisory Council for First Assembly Church 
and Community First Credit union.

When not working or volunteering, Cantrell enjoys 
motorcycles, disc golf, golf and the beach. He and 
his wife of 28 years, Phyllis, have three daughters:  
Katie (27), Jennifer (25) and danielle (21). they 
have three grandchildren, Judah, Zach and Zoey.

Cantrell will teach a class on “Prospecting: the 
Key to success.”

tOM cuskey is the 
director of sales and train-
ing for the Free Community 
Papers of New York (FCPNY), a 
premier industry trade associa-
tion. His experience includes 
more than 25 years with the 
scotsman Press in syracuse, 
N.Y., in sales, management and 
as publisher.

Jon Cantrell

Continued from page 25

tom Cuskey
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Cuskey has also been involved in sales and man-
agement training for more than 30 years. His train-
ing resume includes new hire sales training courses 
for thomas Publishing’s regional directory division 
as well as many years of new hire training and semi-
nar presentations for FCPNY prior to joining their 
staff in 2013. He has also worked independently with 
a number of groups including small business mar-
keting seminars for several Chambers of Commerce 
organizations across upstate New York.

In 2005 Cuskey’s training efforts were recognized 
with an award from the sales and Marketing ex-
ecutives of CNY. In 2007 he was named the FCPNY 
Publisher of the Year. He also facilitated many other 
programs including the popular “Who Moved My 
Cheese” seminars. 

Cuskey also is a volunteer safe child environment 
trainer for the roman Catholic diocese of syracuse. 
He was ordained a permanent deacon in the diocese 
in 2010.

A graduate of syracuse university’s Newhouse 
school of Public Communications, Cuskey spent 
more than three years as a radio news anchor and 
public affairs producer and host. An avid guitarist, he 
resides in Liverpool with his wife, Angela. they have 
four children and two grandchildren.

He will present seminars on “Non-traditional Sales 
openings,” “Power of Praise,” and “selling Network 
Advertising.”

charlie delatOrre is the 
owner and publisher of tower 
Publications in gainesville, Fla.

delatorre is one of the found-
ing faculty members for the 
Leadership Institute (tLI) and 
has presented classes annually 
at AFCP conferences as well as 
some of our affiliated state as-
sociations. 

As a long-serving board mem-
ber of the Community Papers of Florida (CPF) and its 
past president, he has been an outspoken advocate 
of free papers for many years. His strong support of 
classified network sales by his own efforts and the 
efforts of his entire staff has financially supported not 
only AFCP’s NANI network, but numerous other state 
and regional associations across the country. He has 
served on the AFCP board and last year was honored 
with the AFCP Publisher of the Year Award.

He started his publishing career in sales with the 

Buyers guide in gainesville, owned by Add Inc, and 
quickly moved to the position of general manager. 
He negotiated a deal to purchase the publication and 
has since been successful by publishing numerous 
publications under tower Publications.

A graduate of the university of Florida, he earned 
a bachelor’s degree in political science with a minor 
in business administration. He and his wife, Bonita, 
live in gainesville with their two children, a daughter, 
Lauren, and a son, Charlie Jr.

delatorre will teach a class entitled, “Holding an 
effective Meeting.”

danielle fOrbes is the 
administrator of the Leader-
ship Institute (tLI). Forbes is a 
classified manager at trib total 
Media (Pittsburgh Pennysaver) 
in Pittsburgh, Pa.

After seven successful years 
in the food industry, where she 
advanced from waitress to as-
sistant manager, she decided to 
expand her horizons and joined 

the Pennysaver as an inside sales rep in 2005. she 
soon advanced to assistant manager and then to 
department manager. Her position now is the classi-
fied manager for trib total Media which includes the 
Pennysaver and the Pittsburgh daily Newspaper. she 
has held this position for over nine years. 

Forbes leads a team of 25 and is responsible for 
over three million dollars in classified and display 
revenue. Past honors include being selected as one 
of two young leaders for trib total Media to repre-
sent the organization at the Pennsylvania Newspaper 
Associations’ executive training Academy. 

she is a lifelong resident of Pittsburgh and, of 
course, an avid steeler and Penguins fan.

Her “smoky City” roots were apparent from an 
early age. While starting her career in a national 
restaurant chain, she earned a degree in business 
management from robert Morris university.

Forbes enjoys serving with tLI where she has 
the opportunity to share ideas and get to know the 
“amazing people” in the free paper industry.

JOnathan Mcelvy is President Of Mcelvy 
Media and publisher of the Leader, a newspaper and 
website covering the Heights, garden oaks and oak 
Forest communities of Houston.  

Charlie delatorre

danielle Forbes

Continued on page 28
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Direct Mail 
Solution 

For more info contact Margaret Modzelewski, at margaretm@usspi.com or 847-490-6000 x206

• Easy to use solution for local advertisers

• Target current customers or use our lists

• Minimum 5,000 required

• Sizes:  6”x 9” or 5.5”x 11”

• Two week lead time after receiving client 
creative & list selection

• Custom quotes include:  list prep, 
printing, postage & shipping to SCF 
postal facility

Mcelvy’s company purchased 
the Leader in July 2012. He 
also serves as publisher, under 
a management agreement, of 
the Fort Bend star and Fort 
Bend Business Journal.

Before that, he served for six 
years as vice president of news 
and online development at AsP 
Westward, a company that owned 
60 newspapers in Houston, east texas and denver.

Mcelvy is a graduate of the university of Alabama 
and worked at newspapers across Alabama, serving 
as a reporter, sports editor, managing editor, general 
manager and publisher – most of that time spent 
with Boone Newspapers. He has been a consultant to 
newspapers across the south and has taught jour-
nalism at the university of Alabama.

He is married to Meghan dawson Mcelvy, and has 
a son, Hank.

As a visiting Professor, the subject of his tLI class 
is “value Your Product, sell Your Brand.”

bill OsbOrne launched 
his publishing career at the 
Baltimore sun as a training 
and development manager. He 
left a training manager position 
in an insurance company to 
join the sun. 

He is currently an assistant 
professor at the Community Col-
lege of Baltimore County and the 
president of the People Business, 
Inc., a leadership, sales management and sales coach-
ing, consulting and training company. Most recently he 
was the director of human resources and training for 
strategic Publications, LLC, a media company which 
includes the Pennysaver group, Inc. (Maryland), Metro 
Community News (a Buffalo, N.Y., weekly paper) and 
take One USA (a multi-state distribution company).

Jonathan Mcelvy

Bill osborne

Continued from page 27
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osborne’s past experience spans more than 20 
years of training and development, including time as 
the training director at Ingersoll Publications Com-
pany (IPCo) at Princeton, N.J., and as advertising 
training director in gannett Company’s newspaper 
division. He has conducted numerous training semi-
nars for the tLI program.

For more than 20 years, osborne has assisted 
executives, managers and employees in the u.s. 
and ireland to focus on the continually-changing 
marketplace by designing, developing and deliver-
ing leadership, management and sales skills training 
programs. He also offers his experience and exper-
tise as a consultant and executive coach.  

As the corporate director of training at gannett 
Company, Inc., he designed, staffed and implement-
ed a training department serving over 92 companies 
and 1,500 managers and staff. 

osborne earned his bachelor’s degree in psychol-
ogy from the university of Maryland, and a master’s 
in psychology/counseling from the Adler dreikurs 
Institute for Human relations.

His seminars include “Making recommendations 
Using Features, Benefits & Value” and “Managing Up! 
5 Ways to Win Over a Difficult Boss.” 

J.w. Owens has an
extensive background in the 
publishing business that in-
cludes 30 years of experience 
managing several free papers in 
Florida, south Carolina, North 
Carolina and georgia.

He has worked as a print 
consultant for the New York 
times, is the past vice president 
of marketing and sales and new 

product development in Florida for Mid Florida News-
paper Network, and was the founder and publisher of 
the okeechobee Pennysaver. He is also the past owner 
of three Pennysavers, two newspapers and several 
monthly and annual magazines.

He works as a consultant for several companies in 
the southeast region to organize, motivate and lead 
sales teams in a wide range of sectors. He special-
izes in startups, turning around new products, online 
products and working with people in any aspect of 
the free paper business. He is currently working for 
ocean Media, opening up new territory for them.

His service to the free paper industry is outstand-
ing. A longtime member of the board of directors 

of the Community Papers of Florida (CPF), he twice 
served as the association’s president.

He is a past board member of the southeastern 
Advertising Publishers Association (sAPA), past 
chair and member of PaperChain, board member of 
the Florida Press Association (FPA), member of the 
National Newspaper Association, past committee 
member of Free Paper INK, current faculty member 
of the Leadership Institute (tLI), and charter class 
graduate of tLI.

owens is a graduate of the university of Kentucky.
His seminars include “Promoting and Prospecting 

through social Media,” “10 steps to superior Leader-
ship” and “online and in the Paper – selling Blended 
Print and Web Advertising Programs.”

One Of the tli visiting 
Professors is dan shock, the 
president of Covenant training 
and development Inc.

shock has a reputation as a 
dynamic leader skilled in team 
building to successfully achieve 
sales and financial program 
excellence. 

He has delivered dramatic 
improvements in quality market 
positioning and financial perfor-

mance by leading organizations to adopt and suc-
cessfully implement lean strategies and metric based 
management.

shock earned his BsBA from the university of 
tampa with a concentration in Finance. He is also a 
certified Professional Behavioral Analyst and certi-
fied Professional Motivators Analyst. Shock recently 
became certified for tt (i)’s emotional Quotient 
(eq). He has been teaching and cultivating the dIsC 
behavior and motivator training to increase sales 
since 1996.

Classes on the tLI agenda for shock include “Prin-
ciples of social style Interaction” and “emotional 
Intelligence is a Key Ingredient in Life and Business.”

dennis wade has Over 35 years Of exPerience 
in the print industry.

Wade began his career selling advertising at the 
Baytown sun in Baytown, texas. He has served as 
promotional manager, advertising manager, vice 
president of advertising and publisher of weeklies, 
dailies and business journals.

J.W. owens

dan shock

Continued on page 30
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He is a former member of 
the board of directors of the 
texas Community Newspaper 
Association (tCNA) and has 
served on the board of direc-
tors of the Association of Free 
Community Papers (AFCP).

Wade will instruct tLI classes 
on “the Art & science of Adver-
tising.”

darrin watsOn began his Publishing career 
in 1987 when he joined usA today as a circulation 
manager. Later he joined recycler classifieds in 
Los Angeles, Calif., to set up a distribution depart-
ment. In 1998 he and a partner, doug sutton, 
founded the Santa clarita Free classifieds.

“When we started the santa Clarita Free Clas-
sifieds, neither of us had ever sold an ad but we 
learned how. We sold ads during the day and 

built the ads at night,”  he 
said. over the last 15 years 
he has launched, bought 
and sold several publica-
tions. 

Watson currently works at 
the Pennysaver in Los Angeles 
as a regional sales manager.

He has been active with the 
Association of Free Community 
Papers (AFCP) for 14 years. He 
was involved in the startup of the southwest Asso-
ciation of Community Publications (sACP) and served 
as the association’s first president. He currently 
serves on the board of AFCP.

A native of Calgary, Canada, Watson enjoys all 
sports, and is an avid soccer player and skier.  He 
has three children and volunteers as a youth soccer 
coach and referee.

Watson will teach classes on “using Your rate 
Card as a sales tool.”

dennis Wade darrin Watson

Continued from page 29
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Active media buyers use srds.com to compare 
your newspaper brand to your competitors. 

next.srds.com/for-media

We have new ways for you to be found, considered and understood.
 
Sell more ads. Promote in srds.com

To see how you look, contact David Crawford at 770 614 0588 or David.Crawford@kantarmedia.com



April 2015

INK
31

CONFERENCE TRACK

th
eL

EA
D

ER
Sh

IP
in

st
itu

te

one of savannah Belles Ferries, the susie King taylor, cruises down the riverfront.    Photo Credit:  visitsavannah.com

rOb Zarrilli, the dean 
and architect of the Leader-
ship Institute (tLI), has many 
sales achievements to his 
credit including being the re-
cipient of the prestigious As-
sociation of Free Community 
Papers (AFCP) distinguished 
service Award for all of his 
many contributions to AFCP, 
the Leadership Institute and 
the industry as a whole.

this year the Leadership Institute celebrates 
its 10 year anniversary. It’s hard to believe Zarrilli 
introduced this program in san Francisco almost 11 
years ago. the growth has been considerable with a 
curriculum of more than 50 classes that are taught 
at national, regional and state associations. the 
training has had a huge impact on the free paper 
industry and its members. there is also a digital 
component of the Leadership Institute that Zarrilli 
has worked hard to develop, now with 26 podcasts 
and six online classes that are available to those 
who cannot make the conferences.

As a motivator and trainer, Zarrilli is excited 
about having established the top training program 
for sales and leadership in the free paper industry.

“the future of the free paper industry will only be 
as strong as our leadership, and the future is now. 
We must identify, develop, nurture and guide the 

leaders of tomorrow so our industry can continue 
to flourish in the ever-changing business environ-
ment,” he said.

Zarrilli started his publishing career in New York. 
After a short entrepreneurial stint when he started 
his own business, he relocated to Florida in 1992 
and joined the Flyer in tampa as the director of 
sales for their call center operation. In 1996 he was 
promoted to director and vice president of sales in 
Pinellas County, where he successfully expanded 
the Flyer’s sales organization to 400,000 in circu-
lation. Later he was named the vice president of 
training and recruiting, helping the Flyer grow to 
over a million circulation in the tampa Bay area.

After the sale of the Flyer to Harte-Hanks in 
2005, Zarrilli joined Mailbox Publishing as its presi-
dent, expanding their circulation and sales dramati-
cally in less than one year.

Currently Zarrilli is a keynote speaker and consid-
ered one of the premier sales and leadership train-
ers in the publishing industry.

A graduate of st. John’s university, Zarrilli has 
two passions in life:  his family and his work, in that 
order. He believes that life is like a game of tennis. 
“the one who serves rarely loses.”

He will take part in an Advertising sales Profes-
sional open Forum, an Advertising sales Management 
open Forum, and conduct seminars on “Why We Fol-
low great Leaders,” “Building Unstoppable Self confi-
dence,” and “turning Adversity into opportunity.”

rob Zarrilli
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Once again the leadershiP institute will 
introduce new topics and continue with our entire 
course catalog. Check out the listing of offerings and 
you will understand why you need to get your top 
performers into these classes. It can only improve 
their effectiveness and increase your sales!

TLI102 – Prospecting: The Key To Selling Success
updated for 2015! every great book begins with 

an exciting first page that grabs your imagination, 
pulls you into the story and leaves you wanting 
more. this course will teach you how to grab a pros-
pect’s attention and turn your cold calls into warm 
appointments.

TLI107 – Making Recommendations Using Fea-
tures, Benefits & Value

updated for 2015! What happens when you un-
cover a need? Learn how to make sound recommen-
dations by offering the features and benefits of your 
products that illustrate the vALue of your product in 
your customer’s mind. this course focuses on build-
ing a recommendation that is the solution to your 
customer’s problem(s).

TLI116 – Selling Network Advertising
updated for 2015! the world is your territory 

when you know how to effectively sell network clas-
sifieds. Learn how to identify network prospects 
and sell state, regional and national advertising 
programs to increase your profits and expand your 
advertisers’ product offerings to customers.

TLI123 – Building Unstoppable Self-Confidence
this powerful workshop offers a snapshot of how 

important self-confidence is in every aspect of your 
business, personally and professionally. give your 
business the credibility you seek to set yourself 
apart from your competition in the marketplace.

TLI126 – Promoting & Prospecting Through 
Social Media

updated for 2015! Learn how to use Facebook, 
LinkedIn and other social media sites to promote 
your professional expertise. Professionals around the 
world are using technology and social media to ex-
pand their personal and professional promotion. this 
key session will show you how to increase yours.

TLI128 – Manage Your Image with Proper Eti-
quette and Protocol

In this texting, email and voice mail world, it’s 
easy to forget professionalism, particularly with new 
clients. don’t “b 2 qwik 2 txt, Ls u b” dismissed as 
unprofessional!

TLI140 – Looking Good! Principles of Ad Sesign 
for Non-Designers

Learn how to use simple design rules to create 
powerful ads that will jump off the page and generate 
a better response for your advertisers. this class will 
also cover how to sell customers on the advantages of 
well designed ads and how to use your design skills to 
take business away from your competition.

TLI141 – Turning Adversity into Opportunity
ernest Hemingway once said: “the world breaks every-

one, and afterward, many are strong at the broken plac-
es.” this life changing class will show you how to respond 
(rather than simply react) to adversity and stress in ways 
that will make you a better, more resilient person.

TLI142 – Emotional Intelligence is a Key Ingre-
dient in Life and Business

Interested in building stronger relationships, 
succeeding at work and achieving your career and 
personal goals? emotional Intelligence (eq) has an 
enormous impact on your life, in fact eq matters 
more than your Intellectual Intelligence (Iq). Learn 
the keys to becoming more emotionally Intelligent 
with methods that can be applied immediately.

TLI143 – Positioning Your Product Against the 
Competition!

this session will demonstrate how to create a 
competitive matrix that will help prospects to see 
the value of your free paper versus other media. 
this is a powerful addition to your selling skills.

The Leadership Institute courses

100leVel couRSeS
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TLI144 – Print Isn’t Dead – It’s Alive and Well! NEW!
during this eye opening session learn the real facts 

about print and why Mark twain said it best, “the 
reports of my death have been greatly exaggerated.” 
today more than ever print is relevant. It’s more about 
how you supply your customer with the facts. elec-
tronic Advertising isn’t killing print we are. In fact, print 
and digital can and will coexist for a long time. Howev-
er, there will be changes and we need to be prepared.

TLI190 – Advertising Sales Professionals’ Open 
Forum

do you have questions about selling advertising? 
Here is your chance to join in this q & A session with 
members of the tLI faculty. this roundtable discus-
sion is your chance to “pick the brains” of experi-
enced sales trainers and get the answers you need to 
become a more effective sales person.

TLI213 – Power of Praise
updated for 2015! Learn to develop your staff by 

“praising them to success.” this session will cover 
how to use praise to motivate your people to adopt 
behaviors that will increase their effectiveness.

TLI217 – Holding an Effective Meeting
Learn to run meetings that are interesting, infor-

mative and inspirational. gain a wealth of practical 
advice on planning, running and getting the most 
from your staff meetings.

TLI222 – Overcoming Objections, II
this important topic has too much to present to fit 

into one session! Attend this session to discuss some 
of the more difficult objections and sure-fire ways to 
address them.

TLI230 – Online and in the Paper:  Selling 
Blended Print and Web Advertising Programs

this class will show sales people how to plan, 
position and sell blended web/print programs which 
will get results for advertisers and generate revenue 
for publishers, sell more advertising on your paper’s 

website and protect your print product. Also covered, 
using social media to drive readers to your paper.

TLI233 – Why We Follow Great Leaders
No matter what role you play in life, Mom, dad, 

sister, brother, sales associate, executive or entre-
preneur, your actions make a dramatic impact on ev-
eryone you touch. this interactive lesson on Leader-
ship from the eyes of those who follow you will make 
you better both personally and professionally. Learn 
how to inspire others by understanding what types of 
behavior motivates them to follow, ultimately reach-
ing the outcome everyone desires.

TLI234 – Non-Traditional Sales Openings
Difficult times require different and more aggres-

sive methods, it’s time to upgrade your sales tool 
belt. in this class learn non-traditional methods to 
open doors, reach more decision makers and ulti-
mately reach your desired outcome. this class is not 
for the weak, proceed with caution!

TLI235 – Managing Up! 5 Ways to Win Over a 
Difficult Boss  – NEW!

Interested in obtaining the best results for your 
team and your organization? Looking for a smoother, 
faster route to the top? the key might be in how you 
manage the relationship between you and your Boss. 
Learn 5 key basics to managing up and building a 
stronger, more valuable relationship with those who 
control and direct your career and your life.

TLI236 – Role Playing…Practice Makes Perfect! 
NEW!

Joe Banura, while speaking to a group of sales 
associates, said, “If you were on trial, being accused 
of being a sales person, would there be enough 
evidence to convict?” In other words we don’t spend 
enough time practicing and perfecting our life line. 
Find out how to make role playing an effective enjoy-
able sales training tool to increase sales immediately.

TLI290 – Advertising Sales Management Forum
do you have questions about managing an adver-

tising sales team? Here is your chance to join in this 
q & A session with members of the tLI faculty. this 
roundtable discussion is your chance to “pick the 
brains” of experienced sales trainers and get the an-
swers you need to become a more effective advertis-
ing sales manager. 

200leVel couRSeS

Continued on page 34
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TLI306 – The Art & Science of Advertising 
(back by popular demand)

this class reveals the Art & science of how ad-
vertising works and what “works” means. Managing 
client expectations is vitally critical to the depth of 
the relationship and learning the facts about adver-
tising is paramount. this program will empower you 
to better understand advertising in a general sense 
and print with a more specific view.

Instructor:  Dennis Wade – President of Granite 
Publications

TLI307 – Principles of Social Style Interaction 
(Back by popular demand!) 

In both sales and leading others it’s important to 
know that it’s “more important to understand than 
convince.” Whether you are charged with growing 
sales or growing a company, understanding others 
and being able to adapt your social style to theirs 
will be a key ingredient to your success. this class 
will deliver the keys to how social style can be uti-
lized to your advantage in a variety of situations.

Instructor:  Dan Shock – President of Covenant 
Training & Development, Inc.

TLI309 – Value Your Product, Sell Your Brand – 
NEW!

Want to learn how to sell less and have your cli-
ents buy more? the problem is most sales associates 
fall into the trap of leading with price and product. 
this interactive class will help you understand and 
identify your products strengths and benefits, while 
building and preserving your Brand.

Instructor:  Jonathan McElvy – President of McElvy 
Media

TLI310 – Using your Rate Card as a sales tool! 
NEW!

Now you don’t have to be a math major to calcu-
late price advantages for your client. Make money 
for you and your company by learning simple ways 
to use your rate card to your advantage.

Instructor:  Darrin Watson – Pennysaver USA

Continued from page 33

toolbox
d i g i t a l

- A Valuable Resource for AFCP Members -

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

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

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

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

www.         .org
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The Leadership Institute class Schedule
 Room Breakout 1 Breakout 2 Breakout 3 Breakout 4 Breakout 5 Breakout 6 Breakout 7

Day: Thursday 4/9/16 Thursday 4/9/16 Friday 4/10/15 Friday 4/10/15 Friday 4/10/15 Saturday 4/11/15 Saturday 4/11/15
Time: 1:15 - 2:25 PM 2:45 - 3:55 PM 1:15 - 2:25 PM 2:30 - 3:40 PM 4:10 - 5:20 PM 8:30 - 9:40 AM 9:45 - 10:55 AM

Pulaski 
(seats 60)

TLI 190            
Advertising Sales 

Professional                       
- Open Forum -

New Class!                    
TLI 309              

Value Your Product, 
Sell Your Brand

New Class!                    
TLI 310              

Using Your         
Rate Card as a 

Sales Tool!

New Class!                    
TLI 144                

Print Isn't Dead - It's 
Alive and Well!

New Class!                    
TLI 309              

Value Your Product, 
Sell Your Brand

New Class!                    
TLI 236                

Role Playing… 
Practice Makes 

Perfect

TLI 290            
Advertising Sales 

Management               
- Open Forum -

Jim Busch/Rob Zarrilli Jonathan McElvy Darrin Watson Elaine Buckley Jonathan McElvy Jim Busch Jim Busch/Rob Zarrilli

Franklin 
(seats 35)

TLI 307             
Principles of Social 

Style Interaction

New Class!                    
TLI 235          

Managing Up!  5 
Ways to Win Over a 

Difficult Boss

New Class!                    
TLI 236              

Role Playing… 
Practice Makes 

Perfect

TLI 234              
Non-Traditional 
Sales Openings

New Class!                    
TLI 235          

Managing Up!  5 
Ways to Win Over a 

Difficult Boss

New Class!                    
TLI 144                

Print Isn't Dead - It's 
Alive and Well!

New Class!                    
TLI 310              

Using Your             
Rate Card as a      

Sales Tool!
Dan Shock Bill Osborne Jim Busch Tom Cuskey Bill Osborne Elaine Buckley Darrin Watson

Forsyth 
(seats 35)

TLI 213                     
Power of Praise

TLI 306                
The Art & Science 

of Advertising

TLI 143            
Positioning Your 

Product Against the 
Competition

TLI 142           
Emotional 

Intelligence is a Key 
Ingredient in Life 

and Business

TLI 306                
The Art & Science 

of Advertising

TLI 307             
Principles of Social 

Style Interaction

TLI 142           
Emotional 

Intelligence is a Key 
Ingredient in Life and 

Business
Tom Cuskey Dennis Wade Elaine Buckley Dan Shock Dennis Wade Dan Shock Dan Shock

Chatham 
(seats 30)

TLI 107            
Making 

Recommendation s 
Using Features, 
Benefits & Value

TLI 126      
Promoting & 
Prospecting 

Through Social 
Media

TLI 233               
Why We Follow 
Great Leaders

TLI 226                 
10 Steps to  

Superior  
Leadership

TLI 123                
Building 

Unstoppable          
Self-Confidence

TLI 230             
Online and in the 
Paper - Selling 
Blended Print & 
Web Advertising 

Programs

TLI 143            
Positioning Your 

Product Against the 
Competition

Bill Osborne JW Owens Rob Zarrilli JW Owens Rob Zarrilli JW Owens Elaine Buckley

Plaza    
(seats 30)

TLI 102            
Prospecting: The Key 

To Selling Success

TLI 140      
Principles of Ad 
Design for Non-

designers

TLI 116           
Selling Network 

Advertising

TLI 217           
Holding an Effective 

Meeting

TLI 222              
Overcoming 
Objections -        

Part II

TLI 141           
Turning Adversity 
Into Opportunity

TLI 116              
Selling Network 

Advertising

Jon Cantrell Jim Busch Tom Cuskey Charlie Delatorre Elaine Buckley Rob Zarrilli Tom Cuskey
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hans aPPen has JOined 
the impressive list of the 
Leadership Institute (tLI) 
graduates who will be honored 
at this conference. Appen is 
the general manager of the 
Appen Media group headquar-
tered in Alpharetta, ga.

In 2013 Appen was named 
one of the rising stars in the 
Association of Free Community 
Papers (AFCP). His involvement included working 
with the AFCP membership committee. When asked 
what his most valuable experience was as a rising 
star, he said, “Being able to work with peers that I 
don’t see on a regular basis. It allows for unfettered 
feedback and ideas that I can use with my company.”

Appen earned a BBA in economics from the uni-
versity of georgia in 2011.  He is involved in com-
munity service, working with “the drake House,” 
“giving Children a Chance” and “North Fulton Com-
munity Charities.”

Married to Kristinia, he enjoys spending time with 
family, reading, golf and “doing Nothing.”

Mike dOrMan is the
senior account executive at Ap-
pen Media group in Alpharetta, 
ga., where he has been a top 
performer for the past four and 
a half years, helping his adver-
tising clients build and grow 
their businesses. 

dorman started his news-
paper career in 1998 in the 
classified sales department of 
McClatchy Newspapers and was quickly promoted 
to various sales and management positions with 
the Charlotte observer in North Carolina, rock Hill 
Herald, and the state Newspaper in south Carolina. 
In 2008, dorman had the opportunity to relocate to 
Las vegas, Nev., where he worked for the Las vegas 
review-Journal and the cBS tV affiliate- KLAS-tV. 

After a couple of years living the desert life, dor-
man moved closer to family and relocated to Atlanta 
where he lives with his partner of eight years, Paul.

grassia is the chief 
executive officer (ceO) of 
Iwanna division of Fayette-
ville Publishing Co. located in 
Asheville, N.C.

Past experience includes 
being the group manager of 
the Journal Community Pub-
lishing group in Florida.

grassia serves on the As-
sociation of Free Community 
Papers (AFCP) board of directors and formerly 
served on the Community Papers of Florida (CPF) 
board of directors and the PaperChain committee. 
He was the chair of the successful AFCP and CPF 
joint conference at st. Pete Beach in 2011. He is a 
recipient of the CPF Presidential Award.

grassia moved to Florida in 1998 when he as-
sumed the role of general manager of the Jack-
sonville shopping guide. He was later promoted to 
group manager.

Prior experience includes being employed at the 
Advisor in Middletown, N.J., as ad director of the 
greater Media weekly publications in Brunswick, 
N.J., and as general manager of the New Jersey 
Marketeer in staten Island.

grassia is a graduate of rutgers university where 
he received a Bachelor of Arts degree.

brad lOndOn will JOin 
the impressive list of the 
Leadership Institute (tLI) 
graduates honored at the con-
ference in savannah.

London is an outside sales 
representative for the Lake 
Country Pennysaver located 
in Albion, N.Y. He started his 
career in advertising five years 
ago when he replied to an ad 
in the Lake Country Pennysaver.

His talents are the result of national and state 
sales training conferences. In 2011 he was honored 
as the Free Community Papers of New York (FCPNY) 
“sales rep rookie of the Year.”

The Leadership Institute 
 Graduates

Hans Appen vincent grassia

Mike dorman

Brad London
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In his free time London enjoys skiing, hockey and 
travel.

Married to tracey, the couple have four children.

JOining the iMPressive 
list of the Leadership Institute 
(tLI) graduates is Jan Martin, 
who must surely have ink run-
ning through her veins.

Martin started her career 
in the newspaper business 
at the age of 15, working at 
her hometown daily paper 
as a writer, ad composer and 
photographer. When the daily 
paper in the neighboring town 

went on strike, she was asked to run that entire 
paper for three weeks at the ripe age of 17. she is 
the sales manager at exchange Publishing.

earning a scholarship in Journalism to North 
Idaho College, she was the editor of her college 
paper. After a brief stint at the Washington Post she 
started working at the exchange newspaper at the 
age of 20.

For the past 35 years, Martin has helped thou-
sands of businesses with successful ad campaigns. It 
is her belief in being “indispensable” that makes her 

stand out in the field. Aside from tLi classes, she 
continues to hone her craft by being involved with 
many community organizations and taking relevant 
sales and advertising seminars throughout the year.

Martin married ray Martin in the summer of 
2013, and between them they have seven children 
ranging in age from 14 to 25.  they enjoy sponta-
neous getaways, concerts, home renovation, family 
time and cruising in their 1967 Mustang.

ray Martin JOined the 
sales team at the exchange 
Newspaper in spokane, 
Wash., in June 2014.

Martin brings with him over 
20 years of sales experience, 
16 of those years as the sales 
manager at the Moneysaver 
weekly paper in Lewiston, 
Idaho. 

Having a true love for sales 
and newspaper advertising, Martin has quickly 
gained quite a roster of satisfied advertisers in his 
ten months at the exchange. He specializes in auto-
motive ads but is adept in all walks of business. 

He married the lead sales representative at the 
exchange, Jan Martin, in August 2014. Between 
them, they have seven children. He likes the out-
doors, bow hunting, motorcycling, family time, and 
cruising in his 1967 Mustang.

kerri MusselMan began her career in the 
late 1980s working as a part time secretary for both 
the circulation and sales departments. she contin-
ued to grow, learning most aspects of the company, 
positioning herself as the assistant sales manager 
for Kapp Advertising in the branch office located in 
Hanover, Pa. 

Kerri enjoys working with her own customer base 
as well as helping the eight marketing consultants 
in the office achieve their goals. 

Married to george, they have three children and 
four grandchildren. In her spare time, she enjoys 
spending time with her grandchildren, relaxing at 
the beach and traveling.

Jan Martin

ray Martin
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A ghost tour in a hearse should be on your “to do” list.
Photo Credit:  visitsavannah.com
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The Rising Stars:
 A New Generation of Innovators

if this year’s grOuP Of rising stars 
proves anything, it’s that there are more young 
professionals than ever who love working in the free 
paper industry. 

Joining the seasoned stars are 10 new induct-
ees, eager to become more involved with AFCP and 
interested in expanding their knowledge base. over 
the past year, John draper has been working to lead 
a new generation by creating opportunities for the 
stars to play a more important role in their home 
publications, as well as in AFCP. 

2014 saw more committee involvement, dedica-
tion, passion and problem solving. one exciting idea 
that was developed during the rising stars’ collabo-
ration was a silent auction, which will be showcased 
at this year’s conference, to help fund more schol-
arship opportunities. With more publishers taking 
advantage of the rising stars program and a newly 
expanded age cutoff, it’s even more important to 
ensure the future of such a valuable program. 

the rising stars program is designed to honor 
individuals younger than 35 who are emerging lead-
ers in the free paper industry. “It is always great to 
know there are other young people out there working 
in this industry. In a time when so many are talking 
about print media being on the decline, it’s reassur-
ing to know a new generation of quality employees 
are succeeding and bringing innovation to the game,” 
said Michelle Farnham, who was inducted in 2012.

In addition to monthly conference calls, the stars 
spend a lot of time working within AFCP committees 
such as digital, membership, conference and INK. 
Michelle Macomber, inducted in 2014, has benefitted 
greatly from being involved with the digital com-
mittee. “Being part of the rising stars and also part 
of the digital committee is slowly breaking me out 
of my shell of staying silent, because being part of 
those two things ... you can’t be quiet, you can’t be 
silent. People want to know what you think; people 
want to hear what you have to say,” said Macomber.

this is another huge part of the program – creat-
ing a platform where the voices of today are heard. 
during the orlando conference last year, david sick-
els was definitely surprised by the sense of inclusion 
that he experienced. “At the conference, I had some 
people walk up to me to ask advice on improving 

their publication. It was a huge honor to be seen in 
that kind of light,” said sickels .

the national conference allows for young profes-
sionals to gain knowledge, network across genera-
tions, expand their leadership skills and participate in 
group panel discussions. Many of the past stars have 
stayed actively involved in the free paper industry, 
and it’s easy to see why. the rising stars program 
is so much more than an added benefit of being a 
member of AFCP; it’s an opportunity for publishers, 
young professionals and AFCP to ensure the success 
of the free paper industry! 

Without further ado, here are 2015’s rising stars!

aManda gOOssen JOins 
the rising stars from Arcadia 
News in Phoenix, Ariz. With her 
BA in english, this 32-year-old 
managing editor brings many 
skills to the table. she’s re-
sponsible for the Arcadia News 
monthly editorial product and 
website management, from 
planning to production. she 
also heads up their regular spe-
cial sections, supervises a team 
of writers and creative designers, manages communi-
ty outreach programs, and designs their entire social 
media campaign. Amanda believes that there is no 
substitute for passion, hard work and determination.

What’s the most important thing you’ve 
learned from being in the free paper industry? 
our community anxiously awaits their paper. some-
times if the Post Office gets behind and the neigh-
borhood has to wait an extra couple of days for their 
paper, I start receiving emails asking for it. to know 
that we’re putting out a product people are excited to 
receive gives me an extra boost of energy at produc-
tion time and pushes our team to put out the very best 
product each month. We can’t let our neighbors down.

What’s the best part of your job? What’s the 
most challenging? the best part of my job is inter-
acting with our community. I love to hear stories of 
people doing great things, of young kids going above 
and beyond and of local businesses going after their 
dreams. It gives you a positive outlook on the world 

Amanda goossen
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to know your little community has so many impres-
sive things happening and so many good people 
trying to change the world.

Working as part of the Arcadia News team is also 
a major benefit of my job. Being part of a group with 
the same priorities, determination and love of the 
paper as myself makes every day great.

the most challenging thing about my job is the 
many hats I have to wear and trying to keep them 
all straight and in order. Although it’s a challenge, I 
love the chaos and excitement. 

Who has inspired you the most in the free 
paper industry? the person who has inspired me 
the most in this business is the owner and publisher 
of Arcadia News. In a tough business, greg Bruns 
has taught me to believe in myself. greg saw my po-
tential and gave me a chance. He saw in me what he 
once was: an inexperienced, but eager, newspaper 
employee. I will be forever grateful. 

Why do you choose to work in the free paper 
industry, instead of another career? I was a 
freelance writer, working from home while raising my 
son and daughter. Being home with my children in 
their earliest years was important to me, and I did 
mostly online work. I came to the Arcadia News ask-
ing to write one article a month as a way to increase 
my monthly income, as well as make a connection to 
the neighborhood where my family had just moved. 
I instantly fell in love with working for a newspaper 
so invested in its community.

abby breaux believes in 
going the extra mile. Com-
ing from Appen Media group 
in Alpharetta, ga., Abby is a 
25-year-old account executive 
and photographer. As an ac-
count executive, she develops 
and handles client relation-
ships through cold calling, 
networking and identifying 
individual advertising needs. 
this includes maintaining ac-

curate records of all sales and prospecting activities, 
including sales calls, presentations, closed sales and 
follow-up activities. Abby also photographs the cover 

of Appen Media group’s Answer Book publications 
and supplies photography work for clients’ ads. With 
her Bs degree in Art Marketing, Abby will be bringing 
a creative eye to the rising stars.

What’s the most important thing you’ve 
learned from being in the free paper industry? 
the most important thing that I have learned from 
the free paper industry is the meaning of commu-
nity. Just before I joined Appen Media group full 
time, it was my job to interview and photograph 30 
influential members of our community to celebrate 
the company’s 30th anniversary. I met a variety of 
different people (mayors, business owners and re-
tired individuals), but they all had one thing in com-
mon … a love for their community and appreciation 
for Appen Media group’s dedication to it. each of our 
publications is an extension of its local community, 
and we exist only because they believe in our com-
mitment to that.

What’s the best part of your job? What’s the 
most challenging? As an account executive, an 
important part of my job is developing strong busi-
ness relationships with clients. the businesses who 
advertise in our publications need to know we will 
develop a personal relationship with them built on 
trust and an understanding of their individual needs. 
I enjoy the bonding and rapport stage of selling, but 
the best part of my job is when a client shares the 
success they see from their advertising campaign. 

My goal is to help my clients grow their business, 
and it’s very rewarding. We have the responsibility 
to not only represent our community, but to also be 
involved in its issues and challenges. I’ve learned 
that it is important to listen to people’s concerns and 
to make sure Appen Media group’s dedication to 
the community is clearly understood. therefore, the 
most challenging aspect of the job is to always main-
tain a balance between the editorial and advertis-
ing content of the publication, particularly to ensure 
there is no conflict between the two.

aMy hansen has cOMPleted her first seasOn 
with the rising Stars, and this 27-year-old news 
editor from the Osceola Sentinel-tribune in iowa has 
contributed much over the past year. 

Abby Breaux

Continued on page 40
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When your audit is complete the most important part of your audit 
process begins! To get the biggest return on your investment, 
make sure you promote your audit. It’s easy, and it’s free. Use this 
checklist to increase revenue today!

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

 DISPLAY THE CVC LOGO

 SIGN UP FOR FREE CONFERENCE CALL TRAINING

 LET US SEND A LOCAL AUDIT PROMOTION TO YOUR 
ADVERTISERS

 NATIONAL & REGIONAL AUDIT PROMOTION CD

 FREE ONLINE READERSHIP STUDIES

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

AUDIT PROMOTION 
CHECKLIST
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photography and Indesign lay-
out of her publication. she has 
bachelor degrees in journalism, 
mass communication and histo-
ry. A triple threat, Amy’s belief 
that being open to everything 
the job has to offer makes you 
a more successful professional 
in the free paper industry.

What’s the best part of your job? What’s the 
most challenging? the best part of my job is that 
you can be doing something different every day in the 
newspaper/free paper industry. the most challenging, 
and also rewarding, part of my job is having to cover 
breaking news and working frantically to get it out to 
the public in a timely yet professional manner.

Why do you choose to work in the free paper 
industry, instead of another career? I chose this 

industry because it allowed me to expand and learn 
using my creative side. Plus, math and science were 
never my easiest subjects in school.

andrew karl hails frOM 
Norwalk, Calif., where he is the 
analytics and community man-
ager for el clasificado, Quincean-
era.com Magazine and el Punto 
semanal. Andrew has attended 
the university of California, 
riverside & santa Cruz, and 
this 30-year-old is a huge sup-
porter of the free paper industry. 
Andrew feels that we have more 
opportunity than our paid media 
counterparts and that we’re a service to community.

What are some of the important digital proj-
ects that you’re working on for your publica-
tion? Or what are some digital projects you’re 

Amy Hansen

Continued from page 39
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really proud of? I’m very proud to be working 
on ongoing efforts to bridge the offline and online 
worlds to drive our business forward. understand-
ing how we can better connect with our community 
continues to fascinate me and getting input from dif-
ferent stakeholders in the company has been a great 
experience to get the most roI from our employees 
and deliver better content to our audience. 

How are you involved in your community? 
How does that help you in your career? I’m a 
board member of the santa Monica Junior Chamber 
of Commerce, and besides having an awesome time, 
we’re firmly rooted in community service! the connec-
tions i’ve made go beyond superficial, as many mem-
bers have become great friends of mine, and I can go 
to them with questions and often reach out to them 
for professional solutions needed for our business. 

Where do you see yourself in five years? di-
rector of Analytics!

ashley ann lewan, 
inducted in 2013, has learned 
so much from AFCP’s rising 
stars program. At age 27, Ash-
ley holds her BA in english from 
eastern Washington university 
and is based in spokane, Wash., 
as a member of exchange 
Publishing. she is the content 
editor for the exchange, as-
sistant editor of Horse-Previews 

Magazine, social media manager and editor of their 
editorial feature, Bountiful Life. she takes care of all 
content, editorial and photography for the exchange. 
she has also been working on switching formats for 
their popular country living magazine, Bountiful Life. 

Ashley also helps with production on multiple pub-
lications, including specialty show guides. As social 
media manager, she works to increase exchange 
Publishing’s presence on Facebook, twitter and In-
stagram. Ashley is well known for her integrity, and 
her insistence for following ethical guidelines and 
working hard to create a project that her company 
and community can be proud of.

Why do you choose to work in the free paper 
industry, instead of another career? I have 
worked with exchange Publishing for nearly four 
years and have had multiple opportunities to change 
careers. the reason that I stayed with the free paper 
industry is that I genuinely believe in the importance 

of publications like ours in the community. Where 
else can you provide a trustworthy, content rich, 
community minded product like the publications that 
we print? the answer is nowhere. 

I am also very lucky to work for a publisher who 
not only encourages me to grow in my position and 
education, but paves the way for advancement in the 
digital arena as well. I am working for a company 
that wants to improve the free paper industry, not 
just limp along trying to survive.

How are you involved in your community? 
How does that help you in your career? I have 
gotten very involved with the Arthritis Foundation. 
I have served on the committee for the spokane 
Jingle Bell run/Walk for Arthritis and in 2014 was 
invited to be the medical honoree, as I suffer from 
arthritis myself. I have become an advocate for ar-
thritis and was awarded a scholarship to attend the 
Arthritis Foundation Advocacy summit in Washington 
d.C. this year where I will also be testifying at Con-
gress about healthcare law. i have definitely grown 
as a leader and benefitted from being more involved 
in my community. Along with the rising stars, this 
opportunity has helped me become a more respon-
sible and dedicated employee. 

celeste JOnes, new tO 
the rising stars this year, is 
a 32-year-old art director for 
Cityview in des Moines, Iowa. 
Celeste, who believes the free 
paper industry is here to stay, 
is in charge of ad traffic, cover 
design and the weekly layout 
of Cityview. she also works 
on promotional pieces and is 
a talented deadline enforcer. 
Celeste has her AA from Iowa 

Central Community College, along with her BA from 
Iowa state university.

What’s the best part of your job? What’s the 
most challenging? the best part of my job is the 
people I work with, hands down. the employees that 
have been here for years all believe in our products, 
the free paper industry, and reaching higher for our 
goals as a company. Also, each day brings a new 
task, design or publication that I am able to be a 
part of making and it’s never dull. the most chal-
lenging is being creative every day and making sure 
deadlines are met every day. 

Ashley Ann Lewan

Celeste Jones

Continued on page 42
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Customer service of this caliber simply makes my job easier; more 
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Why do you choose to work in the free paper 
industry, instead of another career? I believe in 
the value of printed goods and news that is available 
free-of-charge for everyone in the community. con-
sumers pick up our newspaper consistently, proving 
that our product is in high demand. the advertisers 
are extremely loyal to our brand as well. 

How are you involved in your community? 
How does that help you in your career? I’m in-
volved in Mentor Iowa, a program designed to work 
with the juvenile court system to keep kids in their 
homes and assign them a mentor to be the role model 
that is missing in their lives. I’ve been a part of this 
program for six years, beginning as an ‘Adopt a Fam-
ily’ program that our office participates in, and now 
I’m serving on the board of directors. this helps me in 
my career as I’m getting our company’s name out to 
more businesses, along with making lifetime connec-
tions with other business people in our community.

ashley OchOa, 23-year-
old advertising consultant from 
the Nickel of Hermiston in 
oregon, is a delightful addition 
to the rising stars team. 

Ashley takes on full man-
agement of 40+ accounts per 
week, producing new ideas and 
gathering pertinent informa-
tion to bring these customers’ 
advertising visions to life. she 
has been able to efficiently sell 
a customer on positive benefits her paper will pro-

vide, such as targeting new customers and generat-
ing their profits. She also proofs ads before produc-
ing a final product, is an open minded professional 
and is a positive face for her community paper.

What’s the best part of your job? What’s the 
most challenging? the best part of my job would 
definitely be creating a solid foundation and building 
a strong, respectable and professional bond with my 
customers. At the same, that is the most challeng-
ing; it takes time and persistence to prove you and 
your product are worthy of that bond. 

Who has inspired you the most in this busi-
ness? My customers have been the most inspiring 
by far. I started my current job right out of high 
school at 18; so essentially, I was still a kid with a 
lot to learn. I learned a lot from my publisher and 
others I worked side by side with, but there wasn’t 
a single person who could teach me as much as 
my customers have – and that inspired me and still 
does. It inspires me to grow in this industry and to 
constantly challenge and fully apply myself in every 
aspect of my job. For that I truly thank them! 

Why do you choose to work in the free paper 
industry, instead of another career? I choose to 
work in this industry because I value and enjoy my 
job. I’m good at it. It works for me! 

david sickels is the Managing editOr Of 
the Post Newspapers in Medina, ohio, and has been 
part of the rising stars since the orlando Conference 
last year. Aged 24, david has his BA in Communica-
tions from the university of Akron. He manages the 
Post’s editorial staff, paginates and creates original 
content for web and print.

Ashley ochoa

Continued from page 41

mailto:sales@fakebrains.com
http://www.fakebrains.com


April 2015

INK
43

CONFERENCE TRACK
risingSTA

R
S

What advice do you have 
for other young profession-
als in the free paper indus-
try?  Learn as much as you 
can about both your company 
and the industry as a whole.

What’s the most impor-
tant thing you’ve learned 
from being in the free paper 
industry? If you’re willing to 
put in the time, hard work can 
often make up for lack of skill. 

despite what many may think, newspapers aren’t 
disappearing anytime soon, and I believe that is due 
to so many in our industry that are willing to put 
in the extra hours every day in order to evolve our 
product for the current generation.

Who has inspired you the most in this busi-
ness? the mavericks. It’s exciting to be a part of a 
business where leaders aren’t afraid to throw out the 
playbook to try something radically new.

ashley sOhl, the 29-
year-old sales and events 
manager for Cityview in des 
Moines, iowa, has benefitted 
from the rising stars program 
since 2012. 

Ashley earned her bachelors 
degree in Business Marketing 
from Iowa state university and 
her MBA from drake university. 
Ashley oversees a staff of ad-
vertising sales representatives, 

handles an account block and plan and executes a 
number of key events throughout the year. Always 
thinking outside the box, Ashley is an important as-
set for the rising stars and her home publication.

What’s the best part of your job?  the best 
part about my job is that I am able to do something 
different every day. Some days i spend in the office 
working directly with my team on various projects, 
training or generating new ideas to grow revenue. 
Other days i spend out of the office meeting with 
current customers, planning and executing events or 
creating new relationships with people in the com-
munity. I know I wouldn’t be able to sit at a com-
puter Monday through Friday; this job gives me the 
opportunity to do something different. It is also very 
rewarding to know that you are able to offer solu-

tions that will help a business grow and be involved 
in the community. 

What is the biggest challenge that the free 
paper industry faces in your area?  the biggest 
challenge is educating customers and the general 
public that we are different from the daily newspa-
per. Print is not dead. our readership is stronger 
than it has ever been. People choose to pick up our 
paper and to read it. this hasn’t only been a chal-
lenge with potential advertisers, it has also impacted 
our search for potential employees. We want to con-
tinue to grow and we are in need of good salespeo-
ple, but we find that people are afraid to work for a 
newspaper because they fear it is a failing industry.

eric Mathes hOlds his 
BBA in Marketing and is a 
brand new addition to the ris-
ing stars this year. An editorial 
writer and photographer for 
delta Publications in Kiel, Wis., 
eric is passionate about learn-
ing all the different aspects of 
the free paper business. At age 
26, eric offers fresh talent.

What’s the best part of 
your job? the best part of 

my job is the connection I have with my community. 
I have found great value in working closely with 
local school districts and other organizations. Work-
ing in my hometown has led me to discover many 
new things about the place I was raised, in ways I 
wouldn’t have without my career.

Who has inspired you the most in this busi-
ness? I’m very thankful to be surrounded by many 
great people in our office but my editor, Mark Sherry, 
has been my biggest mentor. Mark is both dedicated 
and kind, and has been a great mentor to me while 
I have learned the various aspects of the business 
over the last two years with delta Publications. 
Whether it’s a question about interviewing or final 
layout, Mark’s patience and experience has guided 
my work in a very positive direction.

How are you involved in your community? 
How does that help you in your career? I enjoy 
the opportunity to work with high school students 
who are interested in discovering future career 
options. It’s a great experience to help students 
explore their interests to help them prepare for their 

david sickels

Ashley sohl

eric Mathes

Continued on page 44
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cently been involved in launching a new community 
theatre in our local area. volunteering and getting in-
volved is a great way to take on new challenges. It’s 
helped in my career by developing new contacts and 
story ideas that I can take to our publications.

Michelle farnhaM is an 
extremely valuable member of 
the rising stars. Inducted in 
2012, Michelle is the 32-year-
old managing editor for the Post 
Newspapers in Medina, ohio. 

up until the new year, Mi-
chelle oversaw the editorial 
department (print and digital) 
for the Post’s nine ultra-local 
community papers. For the 
past two years, she has been working remotely from 
her home in Florida, after her husband took a job in 
the Panhandle. she is currently on maternity leave, 
caring for her new daughter, Madelyn Kate. Michelle 
has her bachelors degree in business journalism 
from Miami university.

What advice do you have for other young 
professionals in the free paper industry? From 
the editorial department perspective, young people 
need to make themselves as versatile as they can. 
the days of focusing on one discipline are coming to 
a close. Hone your writing skills, learn how to take 
quality photos and design a page. Keep up-to-date 
with technology and social media, and always prac-
tice good customer service.

What’s the most important thing you’ve 
learned from being in the free paper industry? I 
have come to better appreciate that everything costs 
money – even the free stuff! When I hear people 
complain as a commercial interrupts their free video 
streaming or that a publication or website is noth-
ing but ads anymore, I am quick to remind them 
that they didn’t pay for that service. these items are 
not produced as charity work, and someone has to 
pay for them somehow. It makes me appreciate the 
product or service much more than before.

hank Mcafee, 36-year-Old assOciate 
publisher and creative director for tower Publications, 
Inc. in gainesville, Fla.. is an impressive new member 
of the rising stars. Hank attended the Florida school 

of the Arts, and his experience 
will surely benefit the rising 
stars program greatly. 

Hank works alongside his 
publisher/Ceo to plan market 
strategies and identify growth 
opportunities. He is responsible 
for oversight of all aspects of 
design and project develop-
ment for our town, senior 
times, gator Country and 
survival guide. He mentors 
graphic designers to improve skills and encourage 
growth, and he consistently delivers high-quality 
work under rigid deadlines and quick turnarounds.

What advice do you have for other young 
professionals in the free paper industry? It’s 
easy to get swept up in the day-to-day grind. Be 
diligent about making time for learning and improve-
ment. don’t duck responsibility or make excuses 
when someone asks for your help. do your best to 

Michelle Farnham

Continued from page 43

Hank McAfee

the savannah Cotten exchange griffen.
Photo Credit:  visitsavannah.com



April 2015

INK
45

CONFERENCE TRACK
risingSTA

R
S

assist them in their time of need. there will come a 
day when you need help from them, and you’ll want 
them to do the same for you.

What’s the best part of your job? What’s the 
most challenging? the best part for me is solving 
problems. Whether it’s a challenging design problem 
or a difficult decision about whether or not to cut a 
story, finding creative solutions and implementing 
them with success is always rewarding. the most 
challenging thing has been improving efficiency to 
the point that we have the time/resources to explore 
growth opportunities.

Why do you choose to work in the free paper 
industry, instead of another career? It appeals to 
my fascination with communication and my personal 
desire to continually improve. Connecting with an 
audience either through stories or advertisements 
is fascinating to me. each issue of our publications 
should be the tangible result of the best work we’ve 
ever done — and there’s always another issue on the 
horizon.

What is the biggest challenge that the free 
paper industry faces in your area? I think the 
biggest challenge is finding a clear way to publish 
content in a digital space without cannibalizing the 
readership and revenue of our print products.

Michelle arnst is anOther 
fresh face joining the rising 
Stars. Michelle is a 25-year-old 
graphic designer for the Post 
Newspapers in Medina, ohio, 
who earned her BA in visual 
Communications along with her 
BBA in Marketing from Kent 
state university. 

As a graphic designer, Mi-
chelle creates and designs ads 
for the Post Newspapers. she 

gets to build lasting relationships with clients and 
their businesses. she also assists the sales team by 
quoting and selling ad spaces. As part of the promo-
tions team, Michelle gets to develop and moderate 
digital and print promotional contests and handle the 
contest branding.

What’s the most important thing you’ve 
learned from being in the free paper industry? 
Newspapers are not dead!! Yes, everything is becom-
ing more digital but tie it in correctly with your core 
product, you get the best of both worlds. Bringing the 
news to our local communities is what it is all about 
and having digital products only enhances that core 
foundation. We’re not going anywhere, anytime soon.

What’s the best part of your job? the best part 
of my job is getting to be part of the success of our 
local businesses. You get to build a relationship with 
the people and build campaigns for their businesses 
and you get to enjoy their success with them be-
cause you helped them get there. It’s all about that 
local community feeling of all being in it together.

What are some of the important digital proj-
ects that you’re working on for your publica-
tion? Or what are some digital projects you’re 
really proud of? some of the important digital 
products we are working on are our national sports 
contests. Football just ended and college basketball 
is right behind it. It gets fast paced and there are 
plenty of long days involved, but our readers love it 
and we get to thank them by awarding tons of prizes 
to our winners. 

Michelle Arnst

the tour guides are knowledgeable about all things savannah!
Photo Credit:  Barbara Holmes Continued on page 46
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hans aPPen, the 26-year-Old general 
manager at Appen Media group, was inducted as a 
rising star in 2013. since then, Hans has worked 
hard to further the program and ensure its success. 

Hans received his BBA in economics from the 
University of georgia and oversees the day-to-day 
operations, new business development and manages 
staff at their office in Alpharetta, ga.

What is the biggest challenge that the free 
paper industry faces in your area? the biggest 
challenge for all free papers is the recruiting and 
retention of labor that is passionate and dedicated 
to their work. We live in an increasingly competitive 
economy and an industry like the free papers – with 
thin margins and diversifying competitors – requires 
an ability to maximize every investment it makes in 
itself. It cannot afford to take two steps back for ev-
ery one it takes forward. that is why our labor force 

– our most valuable asset and 
our greatest expense – must 
first be hired based on char-
acter and competitive drive, 
and then provided the tools 
and training to secure a bright 
future for our companies and 
our industry. 

How are you involved in 
your community? How does 
that help you in your career? 
Free papers serve an important 
role in our community. For many of us, we are the le-
gal organ that provides the public with information on 
its schools, government, public safety and businesses. 
despite every attempt thus far, that role cannot be 
replaced by social media and digital news platforms. 
However, the free paper industry is faced with the 
conundrum that perception is reality. We cannot just 
show up anymore in people’s driveways and mailboxes 

Hans Appen

Continued from page 45
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and expect a significant level of involvement. We must 
serve our community in more visible, outward roles to 
remind people “we’re still here.” 

one of the ways we can do that is through volun-
teer work. I am involved in and serve in leadership 
positions in many civic and governmental agencies 
in my community. I have served on or chaired the 
boards of directors of three chambers of commerce, 
a young professionals group, two non-profits, my lo-
cal rotary club, and a city zonings board. All of these 
entities have proven to be a wonderful vehicle by 
which I tell people about who we are, what we do, 
and why they need us.

Jesse walMa is brand 
new to the rising stars pro-
gram, and brings with him his 
experience as a graphic/web 
designer for the shopper in 
south Holland, Ill. Aged 29, 
Jesse is a successful designer 
with his Bs in technology 
and graphics from Purdue 
university. He creatively and 
effectively illustrates ideas or 
concepts through designing 

advertisements. He also builds websites that directly 
and indirectly connect print and web. Jesse believes 
that communication is vital for success, making him 
a promising recruit for the rising stars.

What are some of the important digital proj-
ects that you’re working on for your publica-
tion? Or what are some digital projects you’re 
really proud of? A healthy relationship with our 
readers translates to a healthy promotion of our 
advertisers. I have been the lead designer in devel-
oping a website/email campaign to not only give our 
readership additional values, but also help them con-
nect with their local businesses. As a launching pad 
to email subscription, this new website provides itself 
as a main hub of local savings. those who read our 
newspaper can gain additional value through signing 
up through email with our local businesses. Chances 
for giveaways each month and monthly deals are 
given to potential local business customers. 

How are you involved in your community? 
How does that help you in your career? I volun-
teer with a few religious ministries through design-
ing and managing their websites. I also author and 
package dvds, stream services, create eBooks, and 
maintain an eCommerce site. this experience has 

taught me to adapt to technology and formulate new 
avenues to communicate with the upcoming trends.

steve fleck, the PrO-
duction manager for the smart 
shopper in Webster, Mass., 
joined the rising stars in 
2012. He received his BA in 
graphic design from Becker 
College. At 31 years old, steve 
is a versatile employee who 
encourages other young pro-
fessionals to try new things. 
steve works on layout, ad 
design, sales, web design and 

anything and everything that needs to get done.
What’s the best part of your job? What’s the 

most challenging? I think the most challenging thing 
about this industry, and working for a weekly shop-
per, is just trying to make sure to keep things fresh 
and different. otherwise you just end up falling into a 
pattern of going through the same motions each week 
and never straying from that path. the best part of 
the industry is being able to work with small compa-
nies and help them figure out how our services can 
have a positive impact on their businesses.

Who has inspired you the most in this busi-
ness? obviously I’m a little biased, but the owner 
of our company, carol toomey, has definitely been a 
huge inspiration to me in this business. the fact that 
she has been in the industry for so long, and yet is 
still so passionate and involved with the business 
on a day-to-day basis, says a lot. She’s involved in 
so many things I won’t even attempt to list them. 
I don’t know how she keeps it all straight, but she 
does, and always with a smile on her face.

What are some of the important digital proj-
ects that you’re working on for your publica-
tion? Or what are some digital projects you’re 
really proud of? We’ve struggled in the past with 
what to do in terms of making the jump to digital. Be-
ing a shopper, we are 90%+ advertising, so we don’t 
really have the content to pull readers in to a website 
and create the traffic we really need to sell adver-
tising online. By the time this has been printed, we 
will have launched our new online news site, south 
County Wire, which we are all very excited about, and 
I am looking forward to seeing what direction that 
takes us. I feel it will be a great way for us to break 

Jesse Walma

steve Fleck
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April 2015

into digital and will give our sales force another tool in 
their bag to use in an increasingly saturated market.

kylah strOhte is a cali-
fornia native, but now works as 
the executive director for the 
Pacific Northwest Association of 
Want Ad Newspapers (PNAWAN), 
based in spokane, Wash. 

Kylah, age 25, also works 
administration and social 
media for exchange Publishing 
where she works on classified 
and regional ad sales, social 
media management, and keep-
ing the office organized. Kylah earned her BA in Lin-
guistics and russian from the university of Maryland, 
College Park and is an exciting new member of the 
rising stars.

What advice do you have for other young pro-
fessionals in the free paper industry? embrace 
and recognize what makes print special and unique 
in the digital age. think about what print has to offer, 
and how print and digital can complement each other.

 What’s the best part of your job? What’s 
the most challenging? the challenging parts are 
the best parts! I really love how big of a project 
PNAWAN is. I had to jump right in and learn every-
thing very quickly and with very little instruction. 
the system being used was pretty outdated and had 
a lot of issues. I get a lot of satisfaction from solving 
problems, so I’m currently striving to create a more 
efficient system, and i’m really excited right now 
about our plans for PNAWAN’s future.

What are some of the important digital proj-
ects that you’re working on for your publica-
tion? Or what are some digital projects you’re 
really proud of? For PNAWAN, I’m currently work-
ing on a new system to handle the ads, as well as 

Kylah strohte
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a new website that’s more customer-friendly. it is 
definitely a big project and an excellent challenge. 

For the exchange, I am particularly proud of our 
growing social media presence. I started a twitter 
account for us a few months ago, and it’s proven to 
be a great way to promote awareness of the ex-
change by being more engaged with the local com-
munity, business owners, and advertisers. Follow us 
@exchangespokane!

Michelle MacOMber, age 25, has been 
involved with the rising stars since 2014. she re-
ceived her BA from Framingham university in 2011 
and is a graphic designer for the smart shopper in 
Webster, Mass. she builds ads, upsells ads, builds 
papers, provides stellar customer service, and gath-
ers information about community events.

What is the biggest challenge that the free 
paper industry faces in your area? As of right now, 
the weather! We’ve had something like 8 feet of snow 

fall within the last month or so, 
and that is hurting all the local 
businesses that we target as 
advertisers. they’ve had to shut 
down for several days. When it 
is snowing, people don’t come 
out to shop and they stay off 
the roads. so that means no 
business for them, which means 
no money to advertise.

What are some hobbies or 
causes you’re passionate about? I love going to the 
gym, working out and going to yoga. I love dancing. 
I was a technically trained dancer for 20 years. And I 
am really passionate about animals. I spend my time 
involving myself in things like fighting against animal 
cruelty, puppy mills and breed discrimination, finding 
homeless animals good and loving homes, helping lost 
pets find their homes, and donating to shelters. i love 
animals and wish I could save them all.

Michelle Macomber
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Savannah’s Fort Pulaski is a must-visit site!          Photo credit:  VisitSavannah.com
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The Daily conference Schedule

CONFERENCE TRACK

Wednesday – April 8
 1:00 – 7:00 PM .......................Registration Open

 1:00 – 7:00 PM .......................Trade Show Set-up

 3:00 – 5:00 PM .......................SAPA Board Meeting

 4:00 – 7:00 PM .......................Rising Stars Orientation Meeting

 4:00 – 7:00 PM .......................TLI Faculty Meeting / Facilities Tour

Thursday – April 9
    7:00  AM .....................................Registration Open

 7:15 – 8:30 AM .......................Breakfast in the Trade Show Area

 8:30 – 9:45 AM .......................Opening Ceremonies / Introductions

 Rising Stars Recognition / TLI Graduation

 9:45 – 11:15 AM ....................Opening Keynote:  Steve Baker – The Great Game of Business

 11:15 – 12:15 PM.....................vendor Interaction Session and Break in Trade Show Area

 12:15 – 1:15 PM .......................Recognition Lunch in Trade Show Area

 1:15 – 2:25 PM .......................Management Track:  MiniGames Workshop – The Great Game of Business

 TLI Classes:  (5 to choose from)

 2:25 –  2:45 PM .......................Break in Trade Show Area

 2:45 – 3:55 PM .......................Management Track:  MiniGames Workshop – The Great Games of Business

 TLI Classes:  (5 to choose from)

 3:55 –  5:00 PM .......................“Sponsor’s Sweet Tea Party”

 5:30 – 7:30 PM .......................Welcome Reception and Dinner at Savannah Marriot Riverfront

 7:30 – 10:30 PM.....................Savannah Pub Crawl

 Time Function



Friday – April 10
 7:15 – 8:30 AM .......................Breakfast in Trade Show Area / SMC Postal Breakfast Discussion

 8:30 – 8:40 AM .......................AFCP Annual Business Meeting

 8:40 – 8:50 AM .......................SAPA Annual Business Meeting

 8:50 – 9:30 AM .......................“Best of the Best” Awards Presentation

 9:30 – 10:30 AM ....................Innovative Ideas Presentations

 10:30 – 11:00 AM ....................Break in Trade Show Area

 11:00 – 12:15 PM.....................Digital Presentation:  Douglas Fry & Will Thomas – Apps for the Workplace

 12:15 –  1:15 PM .......................Lunch

 1:15 – 2:25 PM .......................Management Track 1:  Andy hoh – how to Motivate a Problem Employee –

 A Real Life Case Study of “Who Killed Bob Lyons”

 Management Track 2:  Tim Brennan – MultiAd Recas – Co-op Advertising

 to Promote Sales

 Content Track:  Ed henninger – 25 Design Things You’ve Been Told You Can’t

 Do ... Bt You Really Can!

 TLI Classes:  (5 to choose from)

 2:30 – 3:40 PM .......................Management Track:  Genia Stevens – Social Media update and how to Make

 Money with Facebook

 Content Track:  Bruce Trogdon – Innovations in Content

 TLI Classes:  (5 to choose from)

 3:40 – 4:10 PM .......................Break in Trade Show Area

 4:10 – 5:20 PM .......................Management Track:  Genia Stevens – Google Analytics – What are they, what

 do they tell you, how to use them to grow your business

 Content Track:  Ed henninger – A License to Print Money

 TLI Classes:  (5 to choose from)

 6:30 – 11:30 PM.....................Dinner / Activities / Club AFCP at the historic Morris Center adjacent to the hotel

 Time Function

The Daily conference Schedule
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Saturday – April 11
 7:15 – 8:30 AM .......................Breakfast (Peer Group Meetings)

 8:30 – 9:40 AM .......................Management Track:  hans Appen, Charlie Delatorre & Doug Fabian

 Niche Products Panel – B to B / Senior Publications / Coupons

 Content Track:  Ed henninger – Design Between the Ears!

 TLI Classes:  (5 to choose from)

 9:45 – 10:55 AM ....................Management Track:  vinnie Grassia –Management “Open Mike” Session

 Content Track:  Michael van Stry – Content “Open Mike” Session

 TLI Classes:  (5 to choose from)

 10:55 – 11:10 AM ....................Break

 11:10 – 12:40 PM.....................Closing Keynote:  David Marquet – Turn the Ship Around

 12:40 – 1:00 PM .......................Closing Ceremony

 1:00 – 2:00 PM .......................Lunch

 1:45 – 4:45 PM .......................AFCP Board Meeting

 2:00 – 3:45 PM .......................TLI CertificationExam

 4:00 –  ????? PM .........................Experience the charm and hospitality of Savannah on your own!

CONFERENCE TRACK

The Daily conference Schedule
 Time Function
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“What I do today is important because I am exchang-
ing a day of my life for it.”

– Hugh Mulligan

i recently heard a PresentatiOn by a financial 
planner who asked the audience this question: “What is your 
most valuable financial asset?” 

Most people answered that it was their home, a few said 
their small business and some said their investment portfo-
lio. the speaker responded that while these were important, 
everyone’s most important asset is their ability to earn a 
living. the time we put in on the job, coupled with skills and 
knowledge, is what allows us to own a house, run a business 
or build a portfolio.

We’ve all heard, “time is money!” but we forget that the 
reverse is true as well, “Money is time!” every bit of wealth 
on the planet was created because someone exchanged a 
portion of their life to create it. Life is our most precious and 
most limited resource; we cannot add another second to our 
lives. this is why we should never squander either our time 
or our money. 

Most people are cautious about spending their money. they 
are always looking for a coupon or a sale to save them a few 
dollars. We maintain a careful accounting of our funds. We 
create budgets and carefully analyze the performance of our 
investments. given the relationship between time and money, 
it is surprising that so many people give so little thought to 
how they manage their time. 

People who pinch every penny think nothing of idling 
away hours of their time. this is not to say that we should 
all be working 24/7/365. recreation and spending quality 
time with the people we care about is crucial to maintaining 
both our sanity and our productivity. this is time well spent. 
On the other hand, procrastinating or aimlessly surfing the 
web when we have more important things to do is just plain 
wasteful. 

to make the most of our days we should budget our time 
much like we budget our money. First, we must get a handle 
on how we are spending our time. Keeping a log to track your 
days in ten or fifteen minute increments will help you to iden-
tify the time wasters which devour your days. once you have 
done this, it is easy to create a time “budget,” a schedule that 
keeps you focused on productive activities. 

People who master how they spend their days will find their 
efforts rewarded with both more time and more money. You 
only get one life. Make every minute of it count!  

ThE LEADERShIP INSTITUTE
theLEA

D
ERSh

IPinstitute

The leadership Institute 
is a structured sales 

and sales management 
training program 
sponsored by the 

Association of Free
community Papers. 

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

AFcP,  state and regional 
conferences, earning over 

10,935 class credits in 
66 different course 

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

certified as Associate 
Advertising executives 

(AAe) by the AFcP Board!

by Jim Busch

The leADeRSHIP Institute
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  taking place All over

JOnathan Mcelvy has been appointed to the As-
sociation of Free Community Papers (AFCP) board of 
directors. His appointment was made by the texas 
Community Newspaper Association (tCNA).

Mcelvy is president of Mcelvy Media and publisher 
of the Leader, a newspaper and website covering 
the Heights, garden oaks and oak Forest communi-
ties of Houston. 

Mcelvy’s company purchased the Leader in July 
2012. He also serves as publisher, under a manage-
ment agreement, of the Fort Bend star and Fort 
Bend Business Journal.

Before that, he served for six years as vice 
president of news and online development at AsP 
Westward, a company that owned 60 newspapers in 
Houston, east texas and denver.

When asked how he started in the publishing field 
he said, “i was ‘weeded out’ of my pre-med classes 

in college, probably because I was spending more 
time trying to write a book than I was studying 
cell biology. So i took a year to finish core classes 
and realized I wanted to write for golf digest. that 
led me to a journalism degree, but not necessarily 
(obviously) a job with golf digest. two weeks before 
graduation my father suggested i find a job, and all 
my journalism professors pointed me toward open-
ings at community newspapers around Alabama. 
Almost 20 years later, and I still don’t believe I 
could have found a more perfect profession (includ-
ing years 2009-2012).”

Mcelvy is the vice president of the tCNA board 
and also serves on the board of the YMCA. 

“the benefit of belonging to professional organi-
zations like tCNA and AFCP is very simple. Indepen-
dent publishers are on an island. We come to our 
offices every day, expected to have the answers and 
energy to solve every problem. Most of us aren’t 
employees of larger corporations – on purpose – but 
it doesn’t mean we don’t need help. that’s what I 
get from these groups: Help. i find people with the 
same problems, and most of them have much bet-
ter answers than I have,” he said.

outside the industry he spent almost a year at 
a political think tank, rewriting papers prepared by 
Phds. He said, “this rewriting was so that normal 
people like you and me could understand them. I 
couldn’t get back to newspapers fast enough.”

Mcelvy is a graduate of the university of Alabama 
and worked at newspapers across Alabama, serving 
as a reporter, sports editor, managing editor, general 
manager and publisher – most of that time spent 
with Boone Newspapers. He has been a consultant 
to newspapers across the south and has taught 
journalism at the university of Alabama.

He is an Alabama football fan, which means that 
is a full-time hobby, and also an avid golfer.

Married to Meghan, an energy attorney in Hous-
ton with BakerBotts LLP, they have a son, Hank, 
who is 18 months old. Speaking of full-time jobs!
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Co-op is Simply 
  localized brand advertising

by TIM BRENNAN, MultiAd

cO-OP advertising arrangeMents are baked 
into the local sales process of most every brand 
name you know. From Allstate Insurance to Zerex 
Antifreeze, part of the supplier’s selling process is to 
build the brand nationally and engage the local seller 
with support for the same branded advertising at the 
market level. None of the national branded messaging 
tells the consumer where to buy the product; that’s 
left to the channel partner to run in local media, 
sometimes with the same brand content but 
now with where and why messaging.

As with all things, some of these co-
op plans are simpler than others, but 
it should never be assumed that the 
dealer is fully aware of the details 
and how to use them in their own 
advertising efforts. With some manu-
facturer co-op efforts, up to a third of 
the established budgets for these programs 
can be left unused…mostly through their small to mid-
sized retail partners that 
don’t have the resources to 
plan and execute with all 
of the program detail. With 
these local merchants, there 
is a need for assistance with 
ad design, manufacturer 
approval of the content, and 
co-op claim assistance to 
gather the advertising reim-
bursement.

Most co-op programs have specific guidelines for 
most local media products. From newspaper and 
direct mail to broadcast and online, these programs 
will have specific content requirements and claiming 
procedures to reimburse their channel partners for 
local advertising. the budgets for these programs are 
generally based on a percentage of wholesale pur-
chases and are left to the local partners’ discretion 
on where and how that funding is allocated.

Agencies are stepping into the void of dealer adop-
tion to simplify the co-op process. they offer opt-in 
solutions with various media types and an emphasis 
on digital to engage the dealer channel and perform 

all of the media buying functions on a regional/nation-
al scale. this, of course, will largely take local media 
options and individual dealer versioning off the table.

take a look around your market area and note the 
local merchants with brand name signage in their 
locations – paint stores with Benjamin Moore or Pitts-
burgh Paints; insurance agents with state Farm or 

Nationwide; oil change shops with quaker state 
or castrol; flooring stores with Mohawk 

or Karastan; motorsports locations with 
Yamaha or Honda – not to mention 

all of your auto dealers. 
All of these locations have some 

level of advertising support from 
their manufacturer partners. some 

of them are better at utilizing these 
resources than others, but it is the rare 
media sales executive that will go the 
extra mile and offer some level of as-

sistance here. that, in and of itself, could make all 
the difference in your sales 
efforts since co-op can foot 
a sizable portion of the bill.

With your one login to 
recas.com you can set the 
foundation to build revenue 
with some of your local 
accounts. As with anything 
worthwhile, there will be 
some legwork involved. And 
when that legwork gets too 

strenuous, you can always tack on recas support to 
your service to help with some of the heavy lifting 
and then we can add more ideas into the funnel.

check with the AFcP main office for your connec-
tion to the co-op resource and from there we’ll walk 
you through the transition process. otherwise we can 
connect in Savannah on the specifics.

this information is provided by agreement with 
AFCP and MultiAd recas to help take the mystery out 
of co-op advertising. For more information or your 
recas.com co-op username and password (a benefit 
of AFcP membership) along with the AFcP co-op Lead 
email, contact the AFcP office at 877-203-2327.
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 This community paper was paying for it. Why not use it?
by Kevin Slimp

in the Midst Of My busiest year ever, 
Dale gentry, publisher of the Standard-Banner in 
Jefferson City, tennessee, called to ask if I could 
find time to visit his newspaper. Less than an hour 
away from my office, i’ve visited Dale’s staff numer-
ous times 
over the past 
20 years and 
there was no 
way I was 
going to say, 
“no.”

so be-
tween trips 
to edmon-
ton, Alberta 
and Preston, 
Minnesota, 
I found an 
afternoon to 
spend with 
the staff of the Standard-Banner. the request from 
dale was simple enough: “Can you teach us to use 
InCopy?”

For those who aren’t familiar with the applica-
tion, InCopy is an Adobe product created to use in 
conjunction with Indesign. It allows users to create 
an editorial 
workflow 
between 
reporters, 
editors and 
page de-
signers.

InCopy 
has been 
around 
for quite 
a while. I 
first began 
teaching 
newspapers 
to use it in 2000, shortly after the release of ver-
sion 1.0. the idea is simple, really. While reporters 

and editors use InCopy to write and edit stories, 
designers lay out pages using Indesign. For folks 
who have never used editorial workflow software, its 
amazing to see InCopy in action. 

the afternoon began with everyone gathered 
around a conference table, watching on a screen 
(oK, I was projecting onto a wall) as I went over 
the basics of using InCopy. using InCopy is much 
the same as using any other word processor. the 
writer simply enters text and it appears on the 
screen.

Where InCopy differs from other word processors 
is its ability to work cooperatively with Indesign, 
allowing the writer and editor the ability to see how 
their words look on the Indesign page, as well as 
make changes 
to elements on 
the page.

While I was 
showing the 
group how the 
InCopy/Inde-
sign workflow 
works, they 
were sur-
prised at how 
easy it was 
to duplicate 
the process. 
As dale told 
me, “We’ve 
had InCopy for 
several months. We just couldn’t figure out how to 
use it.”

the incopy/inDesign workflow is like that. it’s in-
credibly easy to use, but almost impossible to learn 
on your own.

After 90 minutes of instruction, I sent the staff 
out to create stories in InCopy and pages in Inde-
sign. then  we gathered around dale’s computer for 
the real-world test. 

dale opened InCopy, then opened the Indesign 
page that had been created across the building by 
Kim, the lead paginator. As he started placing his 

the staff of the standard Banner watch-
es as dale gentry edits a photo from an 
Indesign layout via InCopy.

InCopy users can work in “story” or 
“Layout” mode. story mode (above)
looks much like any word processor.

Dale gentry uses incopy for the first 
time and learns how to edit a photo on 
an Indesign page from within InCopy.
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It’s Audit
Time Again!
Remember to 
return it promptly!

Questions? 
Call the NANI Office 
at 877-203-2327.

stories on her Indesign 
page, he let out an au-
dible, “oh, this is going to 
be great.”

When I asked dale what 
he meant, he answered, “I 
can already see all kinds 
of ways this is going to 
improve our process.”

And so it was. An easy 
afternoon for me. Just an 
hour’s drive each way, 
then three hours with 
the staff of the paper. My 
work was done.

And for those who think 
your paper is too small to 
benefit from incopy, i just 
visited a 600 circulation 
newspaper in Minnesota 

that has been using it for the past two  years and, ac-
cording to them, “couldn’t live without it.”

When working in “Layout” 
mode (above), InCopy users 
see what their edits look like 
on the Indesign page.

Kevin Slimp is director of the Institute of Newspaper Technolo-
gy, a training program for newspaper designers, publishers and 
technical staff. For more information concerning the Institute, 
please visit www.newspaperinstitute.com. To read past col-
umns, visit www.kevinslimp.com.

http://www.newspaperinstitute.com
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sherry wOrks in the PrOductiOn 
department of a large paper. she told me 
about the special formula they frequently 
use in meetings that are intended to 
evaluate procedures. the meetings are 
based on three simple questions: (1) 
What should we start doing? (2) What 
should we stop doing? And (3) What 
should we continue? 

“I don’t know the origin of the for-
mula,” sherry said, “because it was being 
used before I arrived. Like so many other 
techniques, the beauty is in its simplicity. 
We begin by posting three sheets of flip-
chart paper on the wall. one is labeled 
‘start,’ one is labeled ‘stop,’ and one is 
labeled ‘continue.’ We focus on a specific 
issue and list ideas in each category. It’s 
natural to bounce back and forth be-
tween the categories. one idea leads to 
another, sometimes on a different sheet.” 

Let’s take a look at the three ques-
tions: 

1. What do we need to start doing? 
“In an industry that is changing faster 
than ever before, this forces us to think 
beyond the way we’re currently doing 
things,” sherry said. “It also gives us 
permission to consider ideas we’ve heard 
about. We talk to people at newspaper 
conferences – and sometimes we call 
other papers – to ask how they approach 
certain problems. Why reinvent the 
wheel, when we can learn from others? 

“We write down the ideas and analyze 
each one. What might work? What are 
the steps to implementation? How could 
we propose it to management?” 

2. What do we need to stop doing? 
“this reminds me of the story about the 
lady who cut the ends off a ham before 
putting it in the oven,” sherry said. “A 
friend asked why, and she said her moth-
er had always done that. the conversa-

tion motivated her to investigate and she 
learned that her mother did it because 
her mother had done it. then she asked 
her grandmother about it and learned 
that the ends were trimmed to fit in her 
grandmother’s small oven. 

“Nothing is off-limits in our meet-
ings,” sherry explained. “We can’t afford 
to keep doing certain things because 
they’ve always been done.” 

3. What should we continue? “of 
course we have to adapt to stay ahead, 
but change just for the sake of change 
is not a good thing,” sherry said. “some 
processes work fine – and we want to 
keep doing those things.” 

I believe sherry’s technique can be 
used in a lot of departmental meetings 
– including advertising. think of all the 
time that is wasted by sitting around the 
table trying to answer the vague ques-
tion, “What should we try to change 
around here?” Wouldn’t it be better to 
focus everyone’s attention on these three 
specific areas? 

“Not all of our meetings produce 
groundbreaking ideas,” sherry said. “But 
these three questions have helped us 
focus our attention on how to put out a 
better product. We don’t care who comes 
up with the ideas. All we care about is 
results.” 

results. that sounds like a pretty good 
reason to try this technique. 

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

A Simple Formula 
 for (sales) meetings

by John Foust

mailto:john@johnfoust.com
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www.naninetwork.com

For more information, call 877-203-2327

PUBLISHERS
MAKE 

MONEY
selling NANI ads!

sAvANNAH, gA : 
APriL 9-11, 2015
Association of Free Community 
Papers (AFCP) and southeastern 
Advertising Publishers Associa-
tion (sAPA). Joint Conference, the 
savannah Marriott riverfront. For 
information contact Loren Colburn 
at loren@afcp.org, or douglas Fry 
at info@sapatoday.com.

HArrIsBurg, PA : 
APriL 17-18, 2015
Mid-Atlantic community Papers 
Association (MACPA). 25th Annual 
conference, Sheraton Harrisburg-
Hershey Hotel, Harrisburg, Pa. For 
information contact Alyce Mitten: 
info@macpa.net.

MILWAuKee, WI:  
APriL, 24-25, 2015
Wisconsin Community Papers 
(WCP). Annual Conference, the 
Hilton Milwaukee City Center, 
Milwaukee, Wis. For information 
contact Janelle Anderson: jander-
son@wisad.com.

BerLIN, gerMANY : 
MAY 6-8, 2015
international classified Media As-
sociation (ICMA). spring Confer-
ence, Berlin, germany. For infor-
mation visit www.icmaonline.org.

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

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

sAN ANtoNIo, tX : 
SePteMBer 24-26, 2015
Independent Free Papers of Ameri-
ca (IFPA) and texas Community 
Newspaper Association (tCNA). 
Joint Conference, riverwalk Hyatt, 
san Antonio, texas. For addi-
tional information contact danielle 
Burnett at 866-224-8151. email:  
danielleburnett-ifpa@live.com, or 
douglas Fry, email:  douglas@
tcnatoday.com.

sYrACuse, NY : 
OctOBer 5-6, 2015
Free Community Papers of New 
York (FCPNY). Conference & Lead-
ership summit, genesee grande 
Hotel, downtown syracuse, N.Y. 
For information contact dan Hol-
mes:  dholmes@fcpny.com.

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

apr. may

To list your conference information
in Free Paper INK, send it to:

DJNeuharth@aol.com

To list your conference information 
on the AFCP website, send it to:

 Loren@afcp.org

http://www.naninetwork.com
mailto:loren@afcp.org
mailto:info@sapatoday.com
mailto:info@macpa.net
mailto:jander-son@wisad.com
mailto:jander-son@wisad.com
http://www.icmaonline.org
mailto:DJNeuharth@aol.com
mailto:danielleburnett-ifpa@live.com
mailto:dholmes@fcpny.com
mailto:dick@mfcp.org
mailto:DJNeuharth@aol.com
mailto:Loren@afcp.org
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AssociationCONTACT 
INFORMATION

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

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

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

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

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

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

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

Pnawan
Pacific Northwest Association of 
Want Ad Newspapers
P.o. Box 427
spokane, WA  99210
Phone:  509-922-3456
Fax:  509-455-7940
email:  ads@pnawan.org
Barbara Powers, President

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

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

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

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

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

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

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

MfPa
Minnesota Free Paper Association
21998 Highway 27
Little Falls, MN  56345
Phone:  320-632-2345
Phone/Fax:  320-632-4426
email:  terry@littlefalls.net
email:  terry@mfpa.com
Web:  www.mfpa.com
terry Lehrke

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

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

national

regional

state

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

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

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

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

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

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

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

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

KNOWLES MEDIA 
BROKERAGE SERVICES
Appraisals-Acquisitions

Sales-Mergers
Gregg K. Knowles, 
Licensed Broker. 

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

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

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

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

(301) 253-5016.

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

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

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

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

ADVERTISING SALES 
MANAGER  All Island 
Media, Inc. publishers of 
Pennysaver, Town Crier and 
Trends is looking for an 
experienced sales man-
ager to work in our Long 
Island office. This position 
will provide leadership and 
direction to Display Sales 
Representatives. 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

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

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

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

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

CLASSIFIED
ADVERTISING

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

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

COMPUTER  
SOFTWARE

DISTRIBUTION  
SERVICES

PUBLICATION 
BROKERS

EMPLOYMENT EMPLOYMENT

CONTENT 
PROVIDERS
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http://www.InPrintMedia.com
http://www.fakebrains.com
http://www.classifiedgroup.com.CREATIVE
http://www.classifiedgroup.com.CREATIVE
http://www.adqic.com
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mailto:admin@theemailshopper.comSAVE
mailto:admin@theemailshopper.comSAVE
mailto:FactsWeekly@gmail.com
mailto:FactsWeekly@gmail.com
http://www.FactsWeekly.comKNOWLES
http://www.FactsWeekly.comKNOWLES
http://www.FactsWeekly.comKNOWLES
http://www.media-broker.comFREE
http://www.media-broker.comFREE
mailto:lgrimes@mediamergers.com
mailto:lgrimes@mediamergers.com
http://www.medi-mergers.com
http://www.medi-mergers.com
mailto:rknight@smartshopg.comADVERTISING
mailto:rknight@smartshopg.comADVERTISING
mailto:rknight@smartshopg.comADVERTISING
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mailto:jkonig@breezenewspapers.com.WEEKLY
mailto:jkonig@breezenewspapers.com.WEEKLY
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REVENUE IS UP! Unique 
opportunity:  four monthly 
publications in North 
Central Florida for sale. All 
publications are targeted 
toward high end senior 
gated communities. Two 
publications come with 
exclusive home delivery 
rights. All the newspapers 
are award winning. If you 
have looked at the stats 
on the senior market you 
will see the opportunities 
for the next ten years. Will 
work as consultant for one 
year if needed. For informa-
tion call 352-804-1223.

WWW.KAMENGROUP.
COM Kamen & Co Group 
Services is delighted to 
promote the following pub-
lications for sale. If you are 
interested in any of these 
titles please contact us and 
request a non disclosure. 
This is only a partial listing 
of our available publica-
tions for sale. If you would 
like to confidentially meet 
with us at our Long Island, 
New York office to discuss 
having your media com-
pany financially valued and 
listed for sale we would be 
pleased to get together. 
Simply call or email us to 

schedule. We are located 
directly across from the 
Uniondale, LI Marriott and 
Nassau Coliseum in Nassau 
County, NY. (516) 379-2797 
/ Email: Info@KamenGroup.
com. FOR SALE: New Mexico 
Newspaper (sustainable free 
mailed monthly / 27,400 
circulation)Central Florida 
Family Magazine, 26,000 
free distribution with major-
ity directly mailed to homes 
with children up to 15 yrs of 
age. Glossy title with solid 
advertising base and market 
visibility. North Carolina free 
distribution weekly shop-
per bulk dropped into street 
racks and key business 
locations throughout several 
large counties and major 
cities. This family owned/
operated company also has 
a sister weekly automotive 
magazine as part of the 
sale that is distributed on a 
different day by an in-house 
team. Several delivery vans 
and all office computers 
and equipment are part of 
the sale. We have a well 
branded  Eastern Pennsylva-
nia Regional magazine listed 
that is bringing in $1.2M 
annually in sales as well as 
a solid Arizona Regional title 
that is based in one of the 
more beautiful cities within 
all of Arizona. This title is 
well branded, family owned 
& operated and the owner 
would like to remain on in 
a non-managerial graph-
ics/production position for 
a few more years. We also 
have a small Honolulu-
based Book Publishing 
business for sale owned by 
a retired medical physician 
that has grown organically 
since 1988 inclusive of a 
distribution program with 
retail bookstore outlets. As 
well, we have a 29 year old 
Chicago, Illinois Regional/
Cultural Arts & Entertain-

ment glossy magazine that 
is delivered bi-monthly 
in the NY Times and Wall 
Street Journal specifically in 
the Chicagoland market to 
more than 104,000 homes 
who subscribe to the news-
papers for weekend delivery. 
The famous original Coupon 
Queen, Susan Samtur of 
New York, as seen on TV 
for decades, is selling her 
Digest sized magazine. We 
have a European-based 
Automotive B2B glossy 
magazine listed for sale that 
brings in nearly $650,000 in 
advertising revenue annual-
ly, has been in business for 
118 years and originally was 
based in the USA. Also listed 
is a free distribution online-
only weekly newspaper from 
Long Island, NY. We have a 
West Coast weekly news-
paper that has a long rich 
history of serving its read-
ership in one of the most 
populated markets on the 
West Coast and  Kentucky, 
Missouri, Texas, Washing-
ton and Michigan groups of 
weekly newspapers listed 
- all from key markets with 
solid readership. Our firm 
has a major Daily newspa-
per for sale from Texas and 
another from Florida. An Al-
abama-area collegiate foot-
ball magazine is available 
for purchase as is a South 
Carolina tourist magazine 
and a Tampa coupon maga-
zine that is distributed for 
free in 7-Elevens and con-
venience stores throughout 
the Hillsborough, Pinellas 
and Pasco County markets. 
We also have a number of 
European, Asian and Middle 
Eastern magazines, newspa-
pers, directories and digital 
sites seeking new owner-
ship groups. KAMEN & CO 
GROUP SERVICES, 626 RXR 
PLAZA, UNIONDALE, NY 
11556

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

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

INSERTING & MAILING 
EQUIPMENT for sale: 
recently taken out of op-
eration is multiple Muller-
Martini 227 insert machines 
in configurations from 7:1 
up to 17:1, spare pockets 
and parts; Kodak DP5120 
Ink Jet printers in working 
condition, repairable and 
parts; Kirk Rudy Mail bases. 
Contact Lee at 813-635-
3396.

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

CLASSIFIED
ADVERTISING

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

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

PUBLICATIONS
FOR SALE

WANT TO PLACE YOUR 
OWN CLASSIFIED AD?  

CALL       
THE AFCP OFFICE 

AT

877-203-2327
OR

E-MAIL

AFCP@AFCP.ORG

PUBLICATIONS
FOR SALE

PUBLICATIONS
FOR SALE

PUBLICATIONS
FOR SALE

MISCELLANEOUS

EQUIPMENT FOR 
SALE

IS YOUR CAREER WORTH 5 
MINUTES OF YOUR TIME?

INVEST IN TRAINING BY

THE PODFATHER,
ROB ZARRILLI!

GO TO

WWW.AFCP.ORG

CLICK ON

MEMBER BENEFITS →
THE LEADERSHIP INSTITUTE →

PODCAST ARCHIVES

mailto:Info@KamenGroup.com
mailto:Info@KamenGroup.com
http://www.mediamergers.comOUTPERFORM
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mailto:AT877-203-2327ORE-MAILAFCP@AFCP.ORGPUBLICATIONSFOR
mailto:AT877-203-2327ORE-MAILAFCP@AFCP.ORGPUBLICATIONSFOR
mailto:AT877-203-2327ORE-MAILAFCP@AFCP.ORGPUBLICATIONSFOR
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EIGHTH PAGE:      3-5/8” X 2-3/8”

QUARTER PAGE:   3-5/8” X 4-7/8”

    7-1/2” X 2-3/8”

HALF PAGE:  7-1/2” X 4-7/8”

   3-5/8” X 10”

FULL PAGE:  7-1/2” X 10”

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

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

SIZE RATE

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


7445 morgan road, suite 103
liverpool, nY  13090

the free paper industrY’s neWs source
WWW.afcp.org
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Photo Courtesy of Joanne DiBona

Got a newsworthy event 
going on with your business 

or with your staff?

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

issue of Free Paper INK.

mailto:DJNeuharth@aol.com

