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Loren Colburn, Executive Director Eeep”‘g the industry informed on
Cassey Recore, Administrative Assistant | K€Y issues, topics and industry

. L X . news. If you have any items of
Alix Browne, Administrative Assistant interest that should be shared with

135 Ol_d Cove Road - Suite 210 people throughout the Free Paper
2\ e Liverpool, NY 13090 Industry, simply email them to
Toll Free: 877.203.2327 loren@afcp.org. We welcome your
AFCP’S BILL WELSH Fax: 720.528.7943 input, appreciate your readership
Email: Ioren@afcp.org a_nd look forward to your contribu-
FOUNDATION Web: www.afcp.org tions to our content.

Free Paper INK is not liable for

EDITOR: errors appearing in advertise-
Dave Neuharth ments beyond the cost of the
P.O. Box 1149 space occupied by the error, and

notification must be made in writ-

Summerfield, FL 34492-1149 ing within ten days of publishing.

Phone: 352.347.4470 The right is reserved by Free Paper
Fax: 352.347.3384 INK to edit, reject, or cut any copy
Email: DJNeuharth@aol.com without notice.
COMPOSITION: NO CASH REFUNDS
Barbara A. Holmes The opinions of the individual
Phone: 352.598.3500 contributors or correspondents do

not necessarily reflect those of the

Email: FreePaperINK@aol.com publication or its management.

MARKETING REPRESENTATIVE: Free Paper INK may include mate-
Wendy MacDonald rial produced under copyrighted or
10418 Bond Street syndicated ad service. Permission

of the publisher must be obtained
Overl.anfj Park, KS 66214 before copying any of the material
Office: 913.461.3721 from any issue of Free Paper INK.

Email: wendy@afcp.org DEADLINES: The deadiine f
A : e deadline for
I ) 7 KINNEY IS S N MISSION STATEMENT classified ads, display ads and edi-

DI EGO KEYN OTE Bring news and resources to the attention of the torial is the 4th of every month.

free paper industry by publishing a responsible Cover Photo:
quality magazine. www.shutterstock.com
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Annual Conference and Trade Show ﬁ 2016

Contact Alix Browne in the AFCP office at:
alix@afcp.org or call 1-877-203-2327

Whose voice do

industry leaders seek?
Just ask them.

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

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

“Kevin Kamen is one of the world’s best-known and

BB most-prolific brokers of media properties and companies.”

— Gypsy C. Gallardo, CEO/Publisher of
The Power Broker Magazine

Whose judgment do they trust?

“Kevin Kamen correctly predicted as far back as 2010
that a buyer would be willing to pay $42 million to $51
% million for The Journal ... ‘They paid about $4 million to
$5 million more than they should have,” Kamen told WPRI.
com ... Kamen suggested Gatehouse was motivated to pay

- = a premium in part to ensure a competing newspaper chain

Kevin B. Kamen didn’t get The (Providence) Journal instead.”
President/CEO — Ted Nessi, WPRI 12, Providence, Rhode Island

Getting it
right matters!

info@kamengroup.com www.kamengroup.com

KAMEN & CO. GROUP SERVICES

NY (516) 379-2797  FL (727) 786-5930 » FAX (516) 379-3812
626 RXR Plaza, Uniondale, NY 11556

Considering selling your publication? You
should have your title financially valued
correctly and listed for sale. Call or come visit
Kamen & Co. Group Services to assist you.

NEW REVENUE

Sell EVERY DOOR DIRECT MAIL with our
WHITE LABEL solution - NO SETUP FEE!

Branded eCommerce Site YOUR PUBLICATION T

Your advertisers (or sales reps) target
postal routes, choose design and print
options, and order online

- in 10 minutes or less!

Online Mapping Tool

Enter any address, get local postal
route data, and “click” to select

routes. Create multiple campaigns,
save data for future, and more!

Order Online 24/7
Your advertisers self-transact and our
automated process fulfills and delivers
each direct mail campaign.

Available!
R ere

Ja

S TR

FREE DEMO oo -
CALL NOW!I MP
800-48I-1656
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EDITOR
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Dreaming of the
New Year

I HAD A DREAM.

In the New Year, the Internet disap-
peared.

The print media did away with all
their web activities. Classified revenue
in print media soared to new heights.

The circulation of the daily newspa-
pers started to grow, but it was too late.
Free papers took over the advertising
in their communities and free paper
publishers made so much money they
didn't know what to do with it.

Gone are the days when newspapers
had to go through consolidations in local
and regional markets in order to sur-
vive, laying off thousands of employees.

Gone are the investments required to
compete for digital advertising, which in
most cases was not successful. Compe-
tition in the digital world was a tough
ball game with the likes of Facebook
and Google.

The problem is that the dream came
to end when I read some of the follow-
ing:

e “Based on my research in this
space, I've been pushing themes and
#Hashtags in PaperChain Social Mes-
saging that attempt to illuminate the
#Safety and #Power of #Print — favor-
ably contrasting with #AdTech that is
still truly #WildWest in terms of #Pri-
vacy, #Metrics, #Malware, #AdFraud
- concluding with the Obvious: #Bots-
DontShopLocal and #PrintCantStalk
You.”

e “And a final caution to Publishers:
Get a handle on what code is on your
websites now. I am willing to bet that
most Ad Opps & Techies at most papers
have no clue why half the scripts are
running — and how much ‘data leakage’
is going on — where some 3rd-party firm
they don’t know is grabbing ‘audience

insights’ far superior to their own, to
target and sell on a competitor’s site.”

No doubt about it, some of us have
no clue.

Recently I read that less than 50% of
papers have a website, but the ads we
read state that publishers can increase
profits by offering mobile solutions to
their advertisers. That includes text
ads, mobile app development, mobile
website development for your custom-
ers, mobile text coupons, promotional
blasts, mobile apps, niche smartphone
apps and the list goes on and on. The
publishing print media is leveraging
technology and audience data more
than ever.

Forget the digital. There is some good
news for the print industry in the New
Year.

For those who use direct mail for
delivery, there is no price increase
scheduled in 2016 - that is, if the Postal
Regulatory Commission (PRC) approves
it as expected at their scheduled meet-
ing on January 17.

The North Dakota Newspaper Associ-
ation (NDNA) recently took a readership
survey in the state and the results for
the print media were great. The survey
reveal that 83.4 percent of adults read
newspapers and 73.3 percent of those
between the ages of 18 to 34 were print
readers.

With the readership of the young
people, we can say that “Print is Alive.”

WHAT 1S IN STORE FOR THE FREE
paper industry in the New Year?

You can bet the executive directors
of the free paper associations will be
working on new revenue opportunities
as their long-time source of revenue,



classified ads, continues to decline.

Greg Birkett, publisher of the Dubuque Advertiser
in Iowa, thinks the economy is going to pick up a bit,
although in the Midwest the agriculture market is
suffering due to low commodity pricing. “The imple-
mentation of more and better quality special sections
and digital advertising will help drive results for our
advertisers. It will be a great year for thinking out-
side the box,” he said.

First, I wrote a long version of what we expect and
our plans, then I wrote a very short one - so here’s
a middle version. Edit as you see fit.

Overall, we are doing surprisingly well and if we
can keep it together, next year should be good too.

Barbara Powers, publisher of The Exchange, a
shopper in Spokane, Washington, said, “Our econo-
my here is stable and shows growth in many areas
including real estate and the building industry. Con-
tinued growth opportunities look good for us as we
offer our readers goods and services mainly revolv-
ing around the home and real estate.

"I expect our print circulation to increase with the
addition of more rack locations and also [due to] a
weakening of other print publications in our area. It
is our ongoing intention to improve our print format
and content to provide our readers what they want
and need.

“Digital is, and will continue to be, a constant
struggle to keep up with the latest and the great-
est. It will be more expensive to maintain all the
platforms (mostly due to staffing). I don’t see our
banner ads making any big revenue increases but
we are finding other ways to bring in revenue, such
as charging for videos and featured placements on
our website. I believe there is money to be made
by helping our current advertisers increase their
digital presence to target their customers and
audience. Recently, we increased our presence on
social media as a marketing tool, and it's starting
to pay off.

"2016 should be another good year if we stay
focused on who we are and cater to our readers both
online and in print.”

Good advice! M

m MC@M ic_p Arizunamociatmn @ (Utah Press

Providing print services to over 50 publications
and associations across the country.
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Papers Partner With USPS &
Mail Mobile Promo Helps Heroes

by Donna Hanbery, Executive Director, Saturation Mailers Coalition

WHEN DAN ALEXANDER, PUBLISHER AND OWNER
of Denton Publications, Inc., and the publisher of Sun
Community News and Printing, got up early to attend
a postal roundtable at the AFCP annual conference

in 2015, he was looking for the latest information on
postal service rates, service changes, and promo-
tions. He is always on the lookout for ideas that can
help his paper, his customers, and significantly, other
papers in the industry.

As the publisher of a community newspaper with
distribution through much of the Northeastern por-
tion of New York, Alexander values the Postal Service
and his relationship with the USPS. He describes the
Postal Service as a “vital partner” and “the best dis-
tribution system in the world.” He
is also a passionate spokesperson
for the free paper industry and the
ability of community newspapers to
provide advertisers with the rele-
vant, locally delivered, print adver-
tising messages they need.

When Alexander heard about the
Postal Service’s 2015 Mail Drives
Mobile Engagement six-month, two-
percent discount incentive program,
he recognized an opportunity to
do more than just earn a discount
for his own paper. Donna Hanbery,
executive director of the Saturation
Mailers Coalition, explained how the
incentive program was designed
to connect consumers to the Internet to trigger an
online purchase, with a product or a mailed confir-
mation and receipt delivered by the USPS.

Alexander saw an opportunity to use the USPS pro-
motion, combined with a donated ad from his publica-
tion and that of other papers, to help support Fisher
House Foundation, an A+ rated charity that relies
on the generosity of the American public to fund its
homes and programs. AFCP and other state, regional,
and national free paper associations, acting individu-
ally and through PaperChain, have supported the work
of Fisher House Foundation for the past two years.
Fisher House is best known for its network of comfort
homes where military veteran families can stay at no
cost while a loved one is receiving treatment.

Alexander did the leg work to look into the Postal

Month 2016

Alexander saw an
opportunity to use the
USPS promotion,
combined with a
donated ad from his

publication and that of

other papers, to help
support Fisher House
Foundation.

promotion and to determine the steps that would
need to be followed for a publisher, and the Fisher
House promotional ads, to qualify for the two percent
Postal discount.

So what is Fisher House and how did it come to
be the sponsored cause for the free paper industry?
The story begins with AFCP Executive Director Loren
Colburn. When the Government shutdown occurred
a few years ago, Colburn heard that Fisher House
was stepping up to help ensure that military families
would continue to receive death benefits for those
who made the ultimate sacrifice.

Colburn, like many Americans, was moved by
Fisher House offering to do what the Federal Govern-
ment would not. He also saw the
opportunities for home town Amer-
ica to contribute to Fisher House
in meaningful ways. Fisher House
accepts donations, large and small,
in the form of cash but can also use
donations of airline and hotel points
or miles to help military families
travel to be with a loved one and
find lodging in areas where Fisher
House does not have one of its
“home away from homes” to house
military families. He describes Fisher
House Foundation as “the perfect
opportunity for hometown America
to move the needle to help a good
cause in a meaningful way.”

Colburn reached out to the Foundation for infor-
mation and sample ads that free papers could include
as part of their community service commitment to
help Fisher Houses nationwide and in the communi-
ties where papers are published and read.

So let me return to the diligent efforts of Dan Alexan-
der. He is involved with PaperChain, a combined effort
of all free papers to help build the brand of free com-
munity papers. PaperChain strives to present the free
paper industry as the most persuasive and locally rel-
evant print product that advertisers and media buyers
can choose to help advertisers connect with customers.

For papers with either editorial or 100% advertis-
ing content, free papers receive excellent audited
scores for readership and response. In communities
where free papers are distributed by mail, papers work



closely with the Postal Service to provide advertisers
and readers with a weekly source for shopping values.
Most free papers devote a significant amount of unpaid
space within each publication to community news,
announcements, and other non-profit or charitable
efforts. For PaperChain President John Draper, the
opportunity to support Fisher House while partnering
with the Postal Service’s promotion was a win-win-win.

Draper liked the Fisher House opportunity, as it
was a cause with connections throughout the coun-
try. The free paper industry works to push results
in local community markets. As one of its brand-
building outreach efforts, PaperChain values the op-
portunity to partner with charitable programs and to
educate free paper publishers on opportunities, like
the Postal promotion, to strengthen
the free paper industry.

Draper credits Dan Alexander for
doing the leg work to get a template
ad and bar code for the promotion,
and for making sure that publishers
understood and could fulfill all USPS
promotion program requirements.

The program rules for the Mail
Drives Mobile Engagement incentive
were designed to encourage mailers
to drive consumers to complete an
online transaction. Alexander made
the inquiry about designing an ad
and program that could help readers
make a contribution to Fisher House.
He describes the Postal Service promotion office as be-
ing very helpful in answering his inquires and working
to design a program where a true exchange of funds
for a contribution was achieved. “They took the time
to understand the promotion, and to help us explain to
participants that wanted to register in advance how to
meet program requirements,” said Alexander.

PaperChain communicated with its members to
promote and describe the Postal Service promotion
and the opportunity for publishers who mail to par-
ticipate in communications to members. PaperChain
pointed out that donations of miles or hotel points
would not qualify for the promotion at this time. A
donation of money or another financial contribution
that could be confirmed by a receipt that the Fisher
House Foundation would send by mail was required.

“The Postal Service

has been interested

in our well being and
has worked with us.
We hope this promo-
tion is offered again in

a way that we can help
and support the Fisher
House next year.”

STORY SPOTLIGHT

PaperChain got to work in sharing information
about the Mail Drives Mobile Engagement promotion
with all publishers.

After describing the steps to participate in the Mail
Drive Mobile Engagement promotion, PaperChain
provided some information about Fisher House and
the Postal Service.

“Fisher House has been serving our military fami-
lies for 25 years with 66 facilities around the country
and in Europe, providing housing close to a loved
one during hospitalization for an illness, disease, or
injury. This USPS promotion provides PaperChain
publishers with an incentive to run the Fisher House
ads and assist them in this very important mission.

“Our delivery partner, the United
States Postal Service, sees this mo-
bile engagement promotion as an
ideal way to further strengthen their
market position in this ever chal-
lenging economy. Keeping our deliv-
ery partner well positioned to meet
the technology changes, maintains
our publications delivery method
through this valuable vendor.”

Alexander has been running the
Fisher House ads in every edi-
tion of his paper since the promo-
tion period began. He pointed out
some other win-win benefits of the
promotion. He states, “Our readers
have seen the ads each week and
have learned about Fisher House and the valuable
work it is doing. The savings the paper has received
in postage has helped the paper invest in inserting
equipment to help expand its distribution business
and strengthen its mailed community products.”

Alexander is bullish on print and the free paper in-
dustry. “As the dailys are pulling back and doing less
in full saturation coverage, insert and flyer customers
are moving towards the free paper industry and the
mail,” he said.

Alexander also believes in the Postal Service. “In
our rural market, it surely is our partner,” he said.
“The Postal Service has been interested in our well
being and has worked with us. We hope this promo-
tion is offered again in a way that we can help and
support the Fisher House next year.”
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Fisher House Facts

by Donna Hanbery, Executive Director, Saturation Mailers Coalition

As THE AUTHOR OF THIS
column, I must confess that I did
not know about the Fisher House
until Dan Alexander talked to me
about ways to help the organiza-
tion and free papers to qualify for
the USPS Mail Drives Mobile En-
gagement promotion. Until Dan
helped me “get smart,” I thought
Fisher House had something to
do with nuts.

Well nuts on me. I talked to
Ashley Estill, communications
and public relations coordinator
for Fisher House Foundation, and
learned about Fisher House and
its mission.

Estill is the one who told me
about AFCP Executive Director
Loren Colburn reaching out to
help Fisher House Foundation
when the Foundation stepped up
to do the right thing during the
Government shutdown, provid-
ing military families the death
benefits from their loved ones
who made the ultimate sacrifice.
Ashley welcomed the opportunity
to have more media attention
and support from community
newspapers and shoppers, as
most of Fisher House’s support
comes from the generosity of the
American public.

“We don't pay for advertising,
so we keep administrative costs
low,” said Estill. “It was great to
have Loren volunteer with an-
other way to help our mission.”

Estill started the partnership
with AFCP and the free paper
industry in late 2013. Fisher
House provided free papers with
ads and a good story to tell about
how individual contributions can
go a long way. For contributions
that come in through use of QR

codes, Fisher House generates a
receipt for each donation. Fisher
House is also a big user of the
Postal Service with its magazine,
The Patriot, mailed tax receipts
to acknowledge contributions,
and a large reliance on volunteer
efforts that frequently include
Postal workers.

Estill stated that the need for
help for our Veterans was grow-
ing. At the end of each year,
Fisher House gets involved with
the combined federal campaign,
where federal employees have an
opportunity to help and promote
philanthropic causes. “We fre-
quently get requests to speak at
Post Offices and to talk to Postal
employees. At these talks, a
lot of hands are raised. We are
always encouraged by the ques-
tions and volunteers that respond
to our requests.”

Here’s a little Fisher House his-
tory. Since 1990, over 250,000
families have been served. As of
the present time, Fisher House
has 66 facilities located near
major military and VA medical
centers. Fisher House homes can
accommodate 16 to 42 fam-
ily members in a homey and
comfortable environment. Typi-
cal houses are 5,000 to 16,800
square feet, with a common
kitchen, laundry facilities, spa-
cious dining room, and living
room with a library and toys for
children. M

For further information on the Satu-
ration Mailers Coalition, contact SMC
Executive Director Donna Hanbery at
612-340-9350 (voice), 612-340-9446
(fax) or e-mail: Hanbery@hnclaw.
com.

Fisher House
2014 Highlights

Families Served: Over
25,000.

Average Length of Stay:
Ten (10) days.

Average cost to provide
a night of lodging for a
military family: $10.00

In 2014, Fisher House
saved families more than
$47 million in lodging,
food and transportation
costs. Fisher House is

a not-for-profit orga-
nization under Section
501(c)(3) of the IRS
code. Eligibility for Fisher
House housing is estab-
lished by criteria set by
the hospital or installa-
tion commanders. Fisher
Houses are given to the
U.S. Government as gifts.
Military service secretar-
ies and the Secretary of
Veteran Affairs are re-
sponsible for the opera-
tion and maintenance of
the homes.




AFCP Board Establishes

FEATURE STORY

Bill VWelsh Foundation

THE AssocCIATION OF FREE
Community Papers (AFCP) board of
directors approved the following resolu-
tion supporting the formation of the Bill
Welsh Foundation. The action was taken
at their October board meeting in Las
Vegas, Nevada.

WHEREAS, Bill Welsh played a critical
role in the development of the Associa-
tion of Free Community Papers (AFCP)
and was an honored friend and colleague
of everyone associated with AFCP.

WHEREAS, Bill Welsh was specially
endowed with energy, fun and leader-
ship skills and harbored a special love
for AFCP.

WHEREAS, it is therefore most ap-

H@HR

WINNER
NO MORE

WILL RECEIVE
ﬂlllﬂll

A FREE SHIRT &
ALL THE
RECOGNITION!

‘ COI-OR5

Must reference the AFCP 2016 Annual Conference and
Trade Show in San Diego, the conference logo does not
have to be used in the design.

CVC is sponsoring the shirt and
their logo will be on the front.

propriate that a charitable foundation
be organized to prominently carry the
name of Bill Welsh and that the Founda-
tion operate to promote the education
and professional development of out-
standing young professionals working
in the community newspaper industry
whose character reflects Bill Welsh’s
natural enthusiasm for the industry,
love of people, problem-solving skills
and leadership abilities.

NOW, THEREFORE, BE IT RESOLVED
as follows:

RESOLVED, that the AFCP Board of
Directors of the Association of Free
Community Papers (AFCP) supports the
formation of the Bill Welsh Foundation.

Continued on page 26
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Annual Conference and Trade Sh

Save the Dates: April 28-30, 2018

Please send questions or
design entries to

alix@afcp.org by March 1st.
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CONTACT
INFORMATION

national

AFCP

Association of Free Community
Papers

135 Old Cove Road, Suite 210
Liverpool, NY 13090

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

Web: www.afcp.org

Loren Colburn

IFPA

Independent Free Papers of
America

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

CANADA

Blain Fowler

c/o the Camrose Booster
4925 48th Street

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

Fax: 780-672-2518

Email: cbads@cable-lynx.net

NAMPA

North American Mature 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

regional

CPNE

Community Papers of New England
403 U.S. Rte. 302 - Berlin

Barre, VT 05641

Phone: 802-479-2582

Email: dphillips@vt-world.com
Web: www.cpne.biz

Deborah Phillips

MACPA

Mid-Atlantic Community Papers
Association

P.O. Box 408

Hamburg, PA 19526

Toll Free: 800-450-7227

Fax: 610-743-8500

Email: info@macpa.net

Web: www.macpa.net
MACnet (Advertising Networks)
Email: info@macnetonline.com
Web: www.macnetonline.com
Alyse Mitten

MFCP

Midwest Free Community Papers
P.O. Box 5720

Coralville, IA 52241
400 First Avenue #2
Coralville, IA 52241

Toll Free: 800-248-4061
Phone: 319-341-4352
Fax: 319-341-4358
Email: dick@mfcp.org
Web: www.mfcp.org
Dick Colvin

PNAWAN

Pacific Northwest Association of
Want Ad Newspapers

c/o Exchange Publishing
P.O. Box 427

Spokane, WA 99210

Toll Free: 800-326-2223
Phone: 509-922-3456
Fax: 509-455-7940

Email: ads@pnawan.org
Web: www.RegionalAds.org
Web: www.PNAWAN.org
Kylah Strohte

SACP

Southwestern Association of
Community Publications

c/o Valley Publications
27259 1/2 Camp Plenty Road
Santa Clarita, CA 91351
Phone: 661-510-7520

Fax: 661-298-5338

Email: scdarrin@pacbell.net
Darrin Watson

SAPA

Southeastern Advertising
Publishers Association

P.O. Box 456

Columbia, TN 38402

104 Westland Drive
Columbia, TN 38401
Phone: 931-223-5708

Fax: 888-450-8329

Email: info@sapatoday.com
Web: www.sapatoday.com
Douglas Fry

state

CPF

Community Papers of Florida

P.O. Box 1149

Summerfield, FL 34492-1149
13405 SE Highway 484

Belleview, FL 34420

Phone: 352-347-4470

Fax: 352-347-3384

Phone/Fax: 850-762-4086 (Clas-
sifieds & billing inquiries only)
Email: DJINeuharth@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
1451 East Lansing Drive

Suite 213B

East Lansing, MI 48823

Toll Free: 800-783-0267

Phone: 517-333-3355

Cell Phone: 517-242-0203

Fax: 517-333-3322

Email: jackguza@cpapersmi.com
Jack Guza

CPOWV

Community Papers of Ohio & West
Virginia

3500 Sullivant Ave.

Columbus, OH 43204

Phone: 614-272-5422

Fax: 614-272-0684

Email: phildaubel@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.adnetworkny.com
Dan Holmes

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)


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
http://www.RegionalAds.org
http://www.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.adnetworkny.com
mailto:douglas@tcnatoday.com
http://tcnatoday.com
mailto:janderson@wisad.com
http://www.wisad.com

FEATURE STORY

Meet FCPNY’s David Grayson

THE PRESIDENT OF THE FREE
Community Papers of New York
(FCPNY) is a longtime member of
the association, having joined in
1990 and served on the board of
directors since 1995.

David Grayson is the president

the parent corporation, as well as
the publisher of LeRoy Pennysaver
& News in New York. The company is also involved in
commercial printing, textile printing, embroidery, and
promotional product distribution, all under the trade
name of LP Graphics.

Grayson started his printing career in 1983. Shortly
thereafter he and his father were approached by the
owner of the LeRoy Pennysaver who asked if they were
interested in purchasing the publication. The LeRoy Pen-
nysaver was well established and publishing since 1933,
so they joined together to make the purchase and began
publishing in November of 1984.

During his tenure he has served as vice president,
transitioning the company to its present form while
working for his father. His father’s company was original-

Did You Know?

and owner of Dray Enterprises, Inc.

ly in the automobile industry, which was declining during
the automotive downturn of the early 1980s. Grayson
subsequently purchased the corporation from his father.

The publishing company is also a member of the As-
sociation of Free Community Papers (AFCP).

Grayson said that FCPNY has been a great advantage
during his career. “The knowledge we have gained from
conferences, meetings and relations with many freely-
sharing publishers from all over New York State has been
invaluable to our business,” he said.

A native of LeRoy, Grayson has spent most of his life
living in his hometown. He stays active in the community
serving in the Rotary Club, where he is a past president. He
also is past president and a member of the LeRoy Business
Council and the Genesee County Chamber of Commerce.

Grayson studied business administration at the Roch-
ester Institute of Technology and worked for an automo-
tive parts manufacturer for eight years prior to entering
business with his father.

In his spare time he likes to hunt, fish, ride a Harley
Davidson motorcycle, and sing in his church choir. He is
also involved with nonprofessional theater.

Grayson has been married to Danette for 40 years
and the couple have two adult daughters, Jacqueline and
Lauren, and three grandsons. [

Create Professional Websites for Your Clients with the #1 Website Builder for Print Publishers!

Professionally Designed

Themes - Choose from our large
selection of pre-designed themes
or create your own.

Beautiful on All Devices -
Our responsive design ensures

that every site you create looks
great on desktop, tablet and
mobile.

Easy-to-Edit -

Add text, photos, coupons, videos
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FROMTHETOP
WITH GREG BIRKETT

by Greg Birkett

IT's HARD TO BELIEVE
2015 is over - it went
way too fast! Now that
the Holidays are over,

it is time to lean in and
put the shoulder to the
wheel and make 2016
another great year.

The conference committee has been hard at work
planning for another great conference! Top notch pre-
senters like our opening Keynote speaker, Sam Rich-
ter, great training sessions, a super trade show, food
and fun await all who attend. Not only are we going
to learn a lot, we are going to have fun doing it.

The Thursday night dinner is going to be held
on the USS Midway, a retired aircraft carrier in San
Diego harbor just minutes away from the famous
gas lamp district. It will be a spectacular event
with amazing views of the bay and city skyline. I
would encourage anyone attending to plan to stay a
couple of extra days or to come in a bit early — San
Diego has a lot to offer. The marketing committee is
busy finalizing the conference brochure and if you
haven’t received it by now, you will be getting it
very shortly.

I want to take a moment to shout out to the
past Rising Stars and to the
incoming Rising Stars. It has
been great to see this pro-
gram continue to get better
every year. It has been fun
working with them during the
convention and on confer-
ence calls throughout the
year. Also a special thanks
to John Draper, chair of the
Rising Stars committee, for
all of his guidance on this
program. I know he has a lot
of fun doing it, but he puts
forth a great effort; and this
year, he is doing double duty
as our conference chair!

The new Bill Welsh Memo-

Happy New Year!

rial Rising Stars Scholarship Fund will help ensure
that we can continue to fund this program well into
the future. Thanks go to Kacie Connor and Gary
Gerlach for starting this fund. Their generosity

and belief in supporting young professionals in our
industry and honoring our friend and colleague Bill
Welsh is very much appreciated. Also thank you to
all the silent auction item donors and bidders at the
Savannah conference. I look forward to seeing all
the cool auction items in San Diego! Please consider
donating to this year’s auction.

The membership committee has been working on
recruiting new members for our organization and
they could use your help with this. I am sure we all
know of one free publication that is not a member
of AFCP. I would love for you to recommend that
they join AFCP. In fact, if you would email the AFCP
office (cassey@afcp.org) with any leads, we will
make sure someone follows up and asks them to
join. How easy is that?

Loren and Cassey have both gone through train-
ing for Cruise Planners and can help you with any
future travel plans, including but not limited to
cruises and resorts. If you are planning on do-
ing any vacations in 2016, give them a call at
877.270.7260 to check out all the options open to
you. Wouldn't it be nice to
have someone you know help
plan your next trip?

I hope you have a great
New Year, and don’t forget to
make plans to attend the San
Diego conference April 28-30,
2016! [M

GREG BIRKETT
AFCP PRESIDENT
DUBUQUE ADVERTISER
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CONFERENCE
NOTES

Set Sail for SUcCcess

by John Draper, Conference Committee Chair

IN THE PAST EDITION OF INK MAGAZINE, I
highlighted some of the standard questions we as
publishers routinely face. Specifically, I touched on
my question, “How do I find a salesperson for a terri-
tory that has been open for some time?”

As of this writing, I have extended an offer for the
position; and if all goes according to plan we should
be back up and running in a short time. I will keep
you posted.

This process went down in a manner that has
some relation to our AFCP journey to Set Sail for
Success. We kept our eyes and ears open, net-
worked, and were not timid to pursue.

The lead for this potential hire was brought to me
by another sales employee. She started a dialogue at
a non-work related event with a contact who men-
tioned that her sister might be interested. This ended
up with a lunch meeting between the two of them,
an official interview, and so on. This employee kept
her eyes open with a purpose in mind. In addition,
this employee maintained optimism and positivity in
going about the process.

As we Set Sail for Success in our businesses,
maintaining optimism and positivity always prove to
make the navigation much easier. Through network-
ing and training, AFCP offers a great venue to build
one'’s resources. These resources give us the confi-
dence to push forward with optimism and positivity.

Our endeavor to again develop the industry’s best
conference and trade show continues to push for-
ward as well. The schedule is in place, social events
are taking shape, and we continue to add trade show
vendors to the line-up.

Something new this year is a T-shirt design con-
test. Given the high interest in our Savannah Pub
Crawl shirts from 2015, we have decided to make
available a souvenir shirt for the 2016 event. This
contest is being conducted by the Rising Stars and
complete details are posted at www.afcp.org. The
contest is open to all AFCP members so I urge you
to get your designers involved and have some fun as
they endeavor to have their work published for all to
enjoy.

The AFCP Rising Stars Silent Auction is also begin-
ning to take shape. Now in its second year, this silent
auction is conducted to support funding for confer-

Month 2016

The kissing sailor at the Bob Hope Memorial at San Diego
Bay, near the Midway museum.
Credit: Brian Flaigmore | Dreamstime.com

ence attendance scholarships that are made avail-
able to our industry’s Rising Stars. I encourage you
to make a contribution to the auction and join in the
fun of bidding in San Diego. The AFCP website has
information available or you can contact Alix at the
AFCP office for other specific questions.

Registration details are available for the upcoming
2016 AFCP Conference and Trade Show. I ask you
to join us in San Diego, to come with your eyes and
ears open, to not be timid, and to build your naviga-
tional resources as you Set Sail For Success.


http://www.afcp.org

CONFERENCE
NOTES

Introducing Keynote Speaker

Shannon Kinney

SHANNON KINNEY HAS AGREED TO
be one of the keynote speakers at the
annual Association of Free Community
Papers (AFCP) annual conference and
tradeshow scheduled April 28-30 in
San Diego, Calif.

Kinney is the founder and client
success officer at Dream Local Digital.
She has over 20 years of experi-
ence in the development of successful

Internet products, online sales and
marketing strategies. She has worked
on the teams developing successful
Internet brands such as cars.com,
careerbuilder.com, and over 60 online

media properties for newspapers all
over the U.S. and Canada.

Prior to that, she spent over 10
years in media sales and sales man-
agement in Maine.

Kinney is an experienced speaker,
trainer, advisor and consultant. She
has worked with small and large
companies alike, and has served more
than 28,000 small businesses in on-
line marketing workshops.

She has been recognized as a
Woman to Watch by Maine Biz, and as
a Local Digital Innovator by the Local
Media Association. [
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“What were you thinking?”

If you are not participating in the CVC online survey

program you’re missing out on additional data that can
increase revenue in 2016. View the new expanded 30
question survey template at research.net/r/cvc2016.

Call (800) 262-6392, or email thingaman@cvcaudit.com

for more information.

CIRCULATION

VERIFICATION

COUNCIL

OUR DATA SPEAKS VOLUMES
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“I'have had the pleasure of using AccountScout on a daily basis.
Customer service of this caliber simply makes my job easier; more

importantly, it improves the efficiency of our business”
- Lacey, Rushing Media
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THE cITY oF FAYETTEVILLE, N.C., RECENTLY
honored Up & Coming Weekly with a proclamation
for the publication’s 20th anniversary.

The proclamation read:

“This proclamation celebrates and recognizes
Bill Bowman and the creation of Fayetteville’s first
weekly community newspaper, Up & Coming Weekly.

“WHEREAS Up & Coming Weekly became Fayette-
ville’s first sanctioned North Carolina Press associ-
ated “Free” community newspaper; and,

“WHEREAS Up & Coming Weekly has been locally
owned, written and published in Fayetteville; and

“WHEREAS the Up & Coming Weekly is an award-
winning weekly community newspaper known
throughout North Carolina and the Southeast; and

“WHEREAS Up & Coming Weekly has provided a
continuous, unbiased journalistic voice for all the res-
idents of Fayetteville and Cumberland County; and

“WHEREAS Up & Coming Weekly has been dedicated
to accentuating and illuminating Fayetteville’s tradi-
tions, amenities, valued assets and quality of life; and

“WHEREAS Up & Coming Weekly has provided con-
tinuous support of our local governmental agencies,
arts and cultural venues and valued community non-
profit organizations.

“NOW, THEREFORE, be it resolved that the City of
Fayetteville:

(1) “Recognizes the significant and positive jour-
nalistic impact of Up & Coming Weekly in the daily
lives of its residents; and

(2) “Acknowledges the importance of a vibrant
free press to democracy while recognizing the role of

Lead yoursales team with AccountScout, reaching
dormant advertisers before you skip them!
Ad Management

eBilling & Receivables
CRM & Reminders

Affordable

[ )
[ ]
Software, o Ad Repository
Since 1991 o elears
e Many, Many Sales Reports!
303-791-3301
saies@fakebralnsggo

www.fakebrains.com

Spotlight

BT

“free” community newspapers
like Up & Coming Weekly in
that process.

“We congratulate Up & Com-
ing Weekly on its 20th Anniver-
sary of serving the residents
of the City of Fayetteville and
surrounding communities.”

In a note to SAPA Executive
Director Douglas Fry, Bowman
said, “Check this out. Wow!

20 years. Can you believe it? I remember attending
my first SAPA meeting in Atlanta in 1996! 1 liter-
ally knew nothing about the newspaper publishing
industry and depended solely on the help, expertise
and friendships of SAPA members to proceed and
succeed. Sales, distribution, layout and design - I
learned it all through SAPA and humbly admit I
would have not survived without such an organiza-
tion and dedicated advocacy.

N

Bill Bowman

"I also remember coming into this industry without
any preconceived notions of the newspaper industry
or the bias and prejudices we encountered and en-
dured from the ‘paid’ dailies. In December 1995 we
defiantly made history in Fayetteville, North Carolina.

“Now, on December 14th, 2015 we will reach
another benchmark in the ‘free’ community newspa-
per industry when Up & Coming Weekly community
newspaper is recognized for pursuing all the ‘right
things’ for the ‘right reasons’. All valuable lessons
I learned from SAPA and the free paper industry
nearly 20 years ago. These free paper associations
are valuable to the success of our industry.” [

It’'s Audit
Time Again!

Remember to

return it promptly!

Questions?e e e o o o o o LTINS
Call the NANI Office
at 877-203-2327.
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THE LEADERSHIP INSTITUTE

The LEADERSHIP Institute

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

Association of Free Community Papers

To date, 1,814 free
paper professionals have
attended classes at the
AFCP, state and regional
conferences, earning over
10,935 class credits in
66 different course
curriculums. A total of 8|
people have completed all
the requirements and been
certified as Associate

Advertising Executives
(AAE) by the AFCP Board!

by Jim Busch

"Very often the only way to get a quality in reality is
to start behaving as if you had it already.”

- C. S. Lewis

I BELIEVE THAT “BORN” SALESPEOPLE OR “NATURAL”
leaders are mythical creatures like unicorns or dragons. The
great sales people and managers I've known are self cre-
ations. They didn’t exit the womb with the innate ability to
persuade others to see things their way; they acquired their
skills along the way.

While one can study sales and leadership techniques,
selling and leadership are not technical disciplines—they are
artistic pursuits. No one ever became an artist by reading a
book about painting, or about selling or management. While
it is important to study one’s craft, selling and managing
can only be learned by doing.

When I go out into the field with young sales reps I often
hear comments like, “I wish I could do that. You always
seem to know just what to say.” I wish that I could take
them back to the 1970s so that they could see me when I
began selling. I was an absolutely terrible sales person. Be-
cause I wanted to be a sales person and because I needed
to support my family, I didn’t let this deter me. I kept pre-
tending that I knew how to sell.

Of course there is a lot more than “fake it till you make
it” involved in becoming good at your chosen profession.
You must have the fortitude to “stay the course” and not
lose patience with yourself. It is difficult to get up in the
morning, put on your business clothes and a smile on your
face and go out to do something you’re not so sure you can
do.

Selling and leadership are difficult ways to make a living,
and take a long time to learn. To become good - and then
great - at doing these jobs, one has to keep slogging past
his own mediocrity. Many people do not survive this period
of their career. They decide that they are “not cut out for
this” and move on.

The best people learn from every call and from every
mistake. They become just a little bit better each and every
day. They admit their own shortcomings and talk to more
experienced people about how to improve their skills. In-
stead of obsessing about being a bad salesperson or leader,
they focus on becoming better at what they do.

The people who become great salespeople or leaders
“fake it while working hard to make it.” M
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An Advertising Lesson
in TOMBSTONE, ARIZONA

by John Foust

ONE OF THE MOST MEMORABLE ADS
I've seen was a billboard on Highway 80
north of Tombstone. I was in southern
Arizona on business and had some free
time to make a side trip to the town
where the Earp brothers and Doc Holliday
had their famous gunfight in 1881 with
the group known as the “"Cowboys” at the
OK Corral.

The billboard promoted the Tomb-
stone Motel with the simple line, “Rest in
peace.”

That's a phrase which wouldn’t work
for any other business with any other
name in any other town. But for a motel
in an Old West town named Tombstone
- with the main attraction being the site
of a gunfight which has been the subject
of movies and books - the line seemed
entirely appropriate.

I didn't spend the night in Tombstone
and I've never met anyone who has
stayed at the Tombstone Motel, so I can’t
speak for that establishment. All I know
is that - years after the trip - I still re-
member that billboard. I mention it here
because it illustrates some important
principles of advertising:

1. Billboards can teach us a lot about
advertising. Newspaper and billboard
advertising face the same basic challenge
of being readable and attracting atten-
tion at a glance. As you drive, you have
a few seconds to read a roadside sign in
its entirety. And as you turn the pages of
a newspaper or scan a website, you have
only a few seconds to decide if a particu-
lar ad is worth further reading.

If a message doesn’t communicate at
a glance, it will miss the mark.

2. The best ads are targeted. Tomb-
stone is a tourism destination. It's a safe
guess that a large number of out-of-
towners traveling to Tombstone are plan-

ning on visiting the OK Corral, the Boot
Hill cemetery and various buildings which
have been preserved as they were when
Wyatt Earp was Marshall.

It's smart to appeal to those travel-
ers’ knowledge of what made Tombstone
famous. And it's smart to place the sign
on the road leading into town.

3. Uniqueness is an advantage. In the
environment of Tombstone, Arizona, “rest
in peace” does not appear offensive at
all. Sure, it’s a little corny. But the slogan
is not likely to generate outrage among
consumers. On the other hand, can you
imagine “rest in peace” in an ad cam-
paign for Hilton or Marriott?

I think it's safe to say the Tombstone
Motel adopted a slogan that was uniquely
theirs.

4. The best messages are simple.
Obviously, “rest in peace” had a double
meaning. While acknowledging the
town’s well-known background, it sug-
gested a reason to stay at the Tombstone
Motel. With the combination of the head-
line and the motel’s logo, that simple
sign communicated: (1) a clearly stated
consumer benefit (rest), (2) a connection
to history (the Old West), (3) the ad-
vertiser, and (4) the location (which was
part of the advertiser’'s name).

All of that was communicated in just a
few words. In a few seconds.

That's a worthy objective for all adver-
tisers. [

(c) Copyright 2015 by John Foust. All
rights reserved. John Foust has con-
ducted training programs for thousands
of newspaper advertising professionals.
Many ad departments are using his train-
ing videos to save time and get quick
results from in-house training. Email for
information: john@johnfoust.com
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Are You Good With Design!?

by Amy Hansen, 2014 Rising Star

Do YOu HAVE THE TALENT TO TAKE A FEW
shapes and turn basically nothing into something
awesome? Do you like a good challenge? Would you
like one of your designs to gain immortality?

The Association of Free Community Papers
(AFCP) has just the thing for you! This year, AFCP
is doing a contest for the design of the back of
this year’s conference T-shirt. CVC will sponsor the
shirts again this year with their logo on the front,
but that leaves the entire back to be the canvas for
your winning design.

There are a few rules for the contest that par-
ticipants must follow. The design has to reference
the AFCP 2016 Annual Conference and Trade Show,
which is taking place in lovely San Diego, California.
The design cannot include any more than four colors
capable of being screen printed.

Here’s your chance to really be creative with your
skills. What do you think of when San Diego pops

into your mind?

CIRCULATION|

VERIFICATION

COUNCIL)

o Is it the city’s common reference as “Ameri-
ca’s Finest City?”

o Is it the full sail of a sleek sailboat navigat-
ing the harbor?

o Is it the abundance of white, sandy beaches
nestled next to the Pacific Ocean?

° Is it the delicious, authentic Mexican food
that lingers on your taste buds?

o Could it be the world-renowned San Diego
Z007?

The ideas are endless, and here’s your opportu-
nity to show us what you’ve got.

Any questions, as well as design entries, can be
directed/submitted to alix@afcp.org. The deadline
for submissions is March 1, so get started today.

The winner of the contest will receive a free shirt
and all of the recognition — which means “to the
winner goes the spoils.”

Good luck! [M

2015 T-Shirt featured the Pub Crawl Logo
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Selling a NANI ad
just got easier!

Uncomplicated Pricing...
Lower Price Point...

Improved Marketing
Materials...

Profitable Sales For
Selling Members

National Coverage...

Convenience of a One
Order Buy...

Proven Advertiser
Results...

Reliable - Audited
Publishing Performance...

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

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

Call (877) 203-2327 or visit afcp.org strengthening the free publication industry.”
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Print is More Than Ink & Paper

by Kylah Strohte, Rising Star

I work FOR EXCHANGE PUBLISHING, A COMPANY
based in Spokane, Wash., that publishes a weekly
shopper and a quarterly equine magazine. We also
have an excellent website and a couple of thousand
Twitter followers. We know we are more than just
print. A billboard is always just a billboard. But a
paper - or as I prefer to say, a publication - en-
compasses so much more. It becomes a guide, a
resource, a fixture that transcends the confines of
any single medium.

A couple of years ago, I
scoffed at the idea of working
for a paper. I had just moved
to Spokane and I was about
to interview for a job with The
Exchange. Just a few minutes
before the interview I said to
a friend, “A newspaper? Ugh,
print is dead. I don’t want
to work here.” Famous last
words. Within five minutes,
the publisher, Barbara Powers,
had changed my entire view
of the industry - or at least in
regard to Exchange Publishing
in particular. Her clear vision
and enthusiasm for the future
was infectious, and I was soon
absolutely certain that this
was the place for me. She
showed me that print isn't
dead; print is just so much more now.

I am also the executive director of our Regional
Association, the Pacific Northwest Association of
Want Ad Newspapers (PNAWAN) and Western Re-
gional Advertising Program (WRAP), which is hosted
by Exchange Publishing. I'm also an AFCP Rising
Star, and I'm on three AFCP committees: Rising
Stars, Membership Committee, and the Conference
Committee. You could say I'm starting to get pretty
involved in the Free Paper Industry!

As director of PNAWAN, I work with many free
community publications on a regular basis. Some of
those publishers are staunchly members of the “old
guard” of the industry, who see no value in going
digital while at the same time bemoaning the de-
cline of their print products. But then others in the

It’s invigorating to work
with professionals who
are able to successfully
balance nostalgia and
tradition with the boot.

cutting edge, all the
while maintaining a
successful product that
can be consumed
multiple ways via an
array of platforms.

industry, such as Exchange Publishing, look forward
to the future and the many different avenues our
publications can grow to encompass. Some may
choose to look at a changing industry with trepida-
tion, but I choose to see it with excitement.

At last year’s AFCP Conference in Savannah, I
was impressed (and a bit surprised) with the size
and strength of our industry. Even though I viewed
the company I worked for as an example of suc-
cess, I think my old “print is
dead” mentality was still lurk-
ing in the back of my mind
when it came to the free pa-
per industry on a larger scale.
But being surrounded by so
many innovative thinkers and
enthusiastic leaders finally
gave that old stereotype the

Furthermore, being in-
volved with the planning pro-
cess for the upcoming 2016
AFCP Conference in San Diego
has given me a glimpse into
just how strong the free paper
industry has grown and how
far we're capable of going.

One of the things I find so
exciting about AFCP is the
overall attitude embracing
change, adaptability and new
ideas. This innovative and forward thinking mental-
ity of the AFCP leadership has allowed the free pa-
per industry to thrive. It’s invigorating to work with
professionals who are able to successfully balance
nostalgia and tradition with the cutting edge, all the
while maintaining a successful product that can be
consumed multiple ways via an array of platforms.

While there may still be some factions in the print
industry that still bring that “print is dead” cliché to
mind, I feel that number is now greatly eclipsed by
the overwhelming positivity, passion and ingenuity
the majority of our publications and leaders now ex-
emplify. I feel excited and proud to be involved with
PNAWAN and AFCP, and I'm continuously inspired
by the many great leaders and innovators in the
free paper industry. M
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've visited a lot of Successful

by Kevin Slimp

I'VE BEEN TRAINING AND ADVISING NEWSPAPERS
for 21 years, every since Larry Smith asked me to
come look over his operation in LaFollette, Tennessee
back in 1994. I worked with more than 100 papers in my
travels this year, not counting the thousands of papers
that attended conferences and training events I led.

That's a lot of years and a lot of papers, and in
that time I've come to recognize the traits that cor-
relate with success. I don’t have to spend very long
at a newspaper office to tell you how they’re doing in
terms of circulation, readership, ad sales and prof-
its. No one has to tell me. There are qualities that
lead to successful newspapers, and without them it’s
a good bet that there are some problems in one or
more of those four areas.

I could have listed fifty newspapers in this column,
because I ran into a lot of papers that are doing
things right in 2015. And it's showing in their num-
bers. Due to space limitations, here are a few that
stood out in my memory:

The Community News & The Wellington Adver-
tiser: Fergus, Ontario
I spent two days with the staff of this community
paper located 45 minutes from Toronto. It didn’t take
me long to realize that this group does a lot right.
Dave Adsett is one of my heros. Cutting isn’t in his
vocabulary; and while other papers in his area have cut
pages and staff, leading to decreasing circulation, Dave’s
papers have done the opposite, with the opposite results.
Here’s what Dave told me. "We make a good
living and are interested in the long game, rather
than managing by a month or quarter. We have also

/ /| o
Kevin points out a design tip with staff members of The Commu-

nity News in Fergus, Ontario during a visit in November 2015.
Credit: Pat Raftis, The Community News

& | ‘:

Dale Gentry tries his hand at a new software application as
staff members of The Standard Banner in Jefferson City, Ten-
nessee look on.

continued to hire staff and grow our business, as op-
posed to making cuts to achieve bottom line results.”

The Standard Banner: Jefferson City, Tennessee
“The work ethic of our staff and their dedication
to excellence are the two keys to our success,” Dale
Gentry told me as we discussed the secrets to his
newspaper’s success. “We work hard to cover, and
serve, our community well — whether it’s in the qual-
ity of our writing and photography, the effectiveness
of our ads, the excellence of our final printed product,
or the service we provide to readers and customers.”

The Piedmont Shopper: Danville, Virginia

I got to know the folks in Danville after receiving
a frantic call about ads printing wrong. It took a little
geographic magic, but I made the six-hour journey
to Danville on my way to Minneapolis, where I was
speaking the next day at a convention.

Kathy Crumpton is the publisher of The Piedmont
Shopper. She explains their success like this: “Over
the past 15 years, we've been blessed to establish
relationships with our readers and advertisers that go
beyond newsprint. That relationship with our commu-
nity led us to see the need for our other publications:
a monthly paper delivered to all public and private
schools, free to the students and staff, and Red Bird
Times, which serves the other end of our readership
spectrum and is enjoyed by seniors 50 and ‘wiser.’” No
matter which of our publications you pick up, you'll
find the same commitment to serving our community.”



Hmm. I'm starting to notice a trend among success-
ful newspapers with that “serving community” thing.

Sauk Centre Herald: Sauk Centre, Minnesota

I considered several newspapers in Minnesota for
this column, but limited myself to two. One is the
Sauk Centre Herald. You might remember the col-
umn I wrote about my experience with Dave’s staff
while visiting in November.

Dave had this to say about the Herald. “Respect is
a key word for us: Respect for readers, advertisers,
staff and competitors. We've always embraced tech-
nology and innovation. We try to tell the human dra-
ma which can be many things from tragic deaths to
losing the state high school basketball game to funny
stories from an old timer or a hog that escaped the
meat packing plant and ran down Main Street.”

Dave's staff is larger than many daily papers I
visit, and the payoff is seen in their success. Large
readership base, quality journalism and success in
the bottom line.

That seems to be another quality that correlates
with success at newspapers: Rather than cutting
staff to the bone, they seem to maintain their staffs,
leading to greater readership and ad sales.

Hood County News: Granbury, Texas

Every so often, I'm invited to visit Granbury, Texas,
a town of roughly 10,000 folks located just southwest
of Fort Worth. It was in Granbury that I trained the
first newspapers outside of Tennessee to use the PDF
method to print their pages 20 years ago.

It’s no surprise that newspapers like Hood County
News are successful. As you walk throughout the
building, you sense the pride the staff takes in put-

The staff of The Sauk Centre (MN) Herald look on as Kevin
explains how to get colors to match between ads.

Hot off the ress:
the Kenabec County Times during a visit in March 2015.

STORY SPOTLIGHT

&

Wade Weber disp

ting out a good newspaper. It's local. All local.

Publisher Jerry Tidwell has always believed in
quality, and brings in trainers and experts on a regu-
lar basis. It shows. Unlike some papers, the building
isn't near-empty. There’s a lot going on. And it all
starts with the publisher.

Interesting. That's another quality that seems to cor-
relate with successful papers: An engaged publisher who
knows and cares about his/her community and staff.

Kanabec County Times: Mora, Minnesota

I've liked Wade Weber, publisher, since I first met
him years ago when he invited me to train the staffs
of his papers in Central Minnesota. Since then, his pa-
pers have grown and so have his staffs. In addition to
his paper in Mora, Wade has publications in Pine City,
Cambridge, White Bear Lake and Grantsburg, as well
as the Amery Free Press in Northwestern Wisconsin.

There’s no feel of “centralization” in Wade’s pa-
pers. He told me, “Even though we are a group of
newspapers, each location focuses on its own com-
munity. We are very focused on being local, in both
advertising and in news content.”

Hmm. There's that “local” thing again. I'm starting
to believe that really does make a difference.

I could have mentioned so many other papers.
The Akron (Iowa) Hometowner, for example, or
the Cresco (Iowa) Shopper. I wouldn’t normally
mention a pure shopper in my list, but Peggy and
John Loveless keep a real community focus to their
publication. As John told me about a major national
newspaper group that offered him a tidy sum for his
paper, I was so inspired when he said, I didn't want
it to lose the community feel.”

I was also inspired in 2015 by a new generation
of publishers and newspapers. Mark Fortune comes
to mind, starting a successful new weekly in Ohio.
There's Michelle Van Hee, who publishes the newspa-
per in Madelia, Minnesota. The list could go on.

There are a lot of newspapers out there doing things
right. Due to space limitations, I'll stop there. But be-
lieve me, this list could go on for several pages. [M
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THE SOUTHEASTERN ADVERTISING
Publishers Association (SAPA) will
conduct its first Leadership Retreat
March 5, 2016 at the LeMendien
Hotel in Atlanta, Ga.

The “Leading Toward Tomorrow”
session is designed for department
heads or anyone else publishers
want to help their organizations in
the future.

THERE IS STILL TIME FOR MEMBERS OF THE
Association of Free Community Papers (AFCP)
to enter the annual “"Best of the Best” Awards
Contest and show the free paper industry the
best work of your composition and editorial
personnel.
Entries are due January 25. To enter, go to

www.afcp.org and download your entry mate-
rials today!

ASSOCIATION
UPDATES

ONLINE INFORMATION SEARCH SECRETS TO
know more will be one of the key topics at
the Association of Free Community Papers
(AFCP) annual conference April 28-30 at the
Sheraton San Diego Hotel & Marina in San

Diego, Calif.

The opening keynote speaker, Sam Richter,
will provide attendees’ sessions on how to
discover the “Impersonal Web” and to “Per-
sonalize” your business relationships.

THE PaciFic NORTHWEST ASSOCIATION
of Want Ad Newspapers (PNAWAN) board
of directors has decided not to conduct an
annual conference in 2016.

Instead, they have allocated a budget

to help members to attend either the IFPA
or AFCP conferences.

AFCP Board Establishes Bill VWelsh Foundation

Continued from page 11

BE IT FURTHER RESOLVED, that
the AFCP Board of Directors autho-
rizes and approves having the AFCP
provide administrative and other
support services required to admin-
ister the operation of the Bill Welsh
Foundation.

BE IT FURTHER RESOLVED, that the

INK AFCP Board of Directors encourages

26 Month 2016

all AFCP members to consider making
donations to the Bill Welsh Founda-
tion in order to fund the Foundation’s
operations and to fund the Bill Welsh
Foundation’s mission of providing
educational and other professional
development opportunities for young
professionals and others associated
with community newspapers.

BE IT FURTHER RESOLVED, that the

AFCP express its thanks to the Gary G.
Gerlach and Karen A. Conner Chari-
table Foundation, Inc. for its commit-
ment to donate $10,000 to the Bill
Welsh Foundation upon its organiza-
tion, and its commitment to contribute
an additional $10,000 to the Bill Welsh
Foundation when AFCP members have
made contributions of $20,000 or
more to the Bill Welsh Foundation. [


http://www.afcp.org
mailto:DJNeuharth@aol.com

ONTHE
HORIZON

feb.

SAN DIEGO, CA :
FEBRUARY 22-23, 2016

North American Mature Publishers
Association (NAMPA). Niche CEO
Summit in San Diego, Calif. For
information contact Gary Calligas at
gary@maturepublishers.com.

Mmat.

ATLANTA, GA :

MARCH 5, 2016

Southeastern Advertising Publish-
ers Association (SAPA). Leadership
Retreat at the LeMendient Hotel,
Atlanta, Ga. For information contact
Douglas Fry at info@sapatoday.com.

ALTOONA, IA : MARCH 10-11, 2016
Midwest Free Community Papers
(MFCP). Spring Conference at Prai-
rie Meadows in Altoona, Iowa. For
information contact Kevin Haeze-
broeck at 319-341-4352.

apr.

AUSTIN, TX :

APRIL 4-6, 2016

North American Mature Publishers
Association (NAMPA). Niche Media
Conference in Austin, Texas. For
information contact Gary Calligas at
gary@maturepublishers.com.

GREEN BAY, WI :

APRIL 15-16, 2016

Wisconsin Community Papers
(WCP). Annual Conference at the
Tundra Lodge, Resort and Water-
park, Green Bay, Wis. For informa-
tion contact Janelle Anderson at
janderson@wisad.com.

apr.

SEVEN SPRINGS, PA :
APRIL 22-23, 2016

Mid-Atlantic Community Papers As-
sociation (MACPA). Annual Confer-
ence, the Seven Springs Mountain
Resort, Seven Springs, Pa. For
information contact Alyse Mitten,
info@macpa.net.

SAN DIEGO, CA :
APRIL 28-30, 2016

Association of Free Community
Papers (AFCP). Annual Conference
& Trade Show, Sheraton San Diego
Hotel and Marina on the shoreline
of San Diego Bay, San Diego, Calif.
For information contact Loren Col-
burn, loren@afcp.org.

may

AMSTERDAM, NETHERLANDS :

MAY 4-6, 2016

International Classified Media Asso-
ciation (ICMA). Annual Conference
ICMA’s head office in Amsterdam,
Netherlands. The site of the confer-
ence will soon be announced. For
information visit www.icmaonline.
org.

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

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

DENVER, CO :
SEPTEMBER 25-28, 2016

North American Mature Publishers
Association (NAMPA). National Con-
vention, the Magnolia Hotel, Den-
ver, Colo. For information contact
Gary Calligas at gary@maturepub-
lishers.com.

ORLANDO, FL :
SEPTEMBER 28 - OCTOBER 2, 2016

Independent Free Papers of Ameri-
ca (IFPA), Southeastern Advertising
Publishers Association (SAPA) and
Community Papers of Florida (CPF).
Joint Conference, the Caribe Royale
All-Suite Resort, Orlando, Fla. For
information contact Douglas Fry,
info@sapatoday.com, or Dave Neu-
harth, djneuharth@aol.com.

2017

LOUISVILLE, KY
APRIL 20-22, 2017

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

NOZINMOH IHLNO
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GRAPEVINE

THE GOTHENBURG TIMES IN
Gothenburg, Nebraska, has new
ownership for the first time since
1977.

Scott Wesner and Scott Wood,
high school classmates who both
have extensive newspaper experi-
ence, purchased the newspaper
effective December 2, 2015, under
the name Platte Valley Media, LLC.

The Gothenburg Times is a
weekly newspaper that is rec-
ognized as among the very best
in the state of Nebraska. The
Gothenburg Times has previously
been owned by only two families
in its history, which dates back
to 1908. Greg Viergutz and his
father, Vance, purchased the paper
in 1977 from the Holmes family,
founders of the Times.

Julie Bergman of W.B. Grimes
and Company represented Greg
and Kathi Viergutz and Gothenburg
Publishing Company in the sale.

BizWest Mebia LLC
announced that the company has
sold The Wyoming Business Report
to APG Media of the Rockies LLC.

Spreadsheets
work, but there's
a better way!

Prole

e Sales CRM
o Ad Scheduling

In the wake of the deal, the Wyo-
ming Business Report became the
sister publication to several com-
munity newspapers in Wyoming,
including the Wyoming Tribune
Eagle.

The Wyoming Business Report
was created almost 16 years ago
when the publishers of the North-
ern Colorado Business Report
(now BizWest Media) brought in
veteran AP reporter Dennis Curran
to cover Wyoming business, first
as a few pages in the Colorado
paper and then as a stand-alone
publication. The Wyoming Busi-
ness Report remains the only
statewide newspaper devoted to
business news.

BizWest Media, which has offices
in Fort Collins and Boulder, is the
publisher of BizWest, the biweekly
business newspaper formed out of
the merger of sister papers Boul-
der County Business Report and
Northern Colorado Business Report
in early 2014. Under APG Media
of the Rockies, Wyoming Busi-
ness Report will join the Wyoming
Tribune Eagle in Cheyenne, the
Laramie Boomerang, the Rawlins
Daily Times and the Rock Springs

GRAPEVINE

WHAT'S GOING ON...

Rocket-Miner in a new media fam-
ily started when APG bought the
McCracken Newspaper Group in
October. It also bought the Post
Register in Idaho Falls, Idaho, in
November.

APG is a subsidiary of Adams
Publishing Group LLC, a family-
owned media company headquar-
tered in St. Louis Park, Minnesota.

The sale marks the first time
the Wyoming Business Report
has been directly affiliated with
any other Wyoming newspaper.
Wyoming Tribune Eagle Publisher
Scott Walker said the sisterhood
between Wyoming’s only state-
wide business publication and four
community newspapers across
the I-80 corridor will lead to great
synergies and improve all the
papers. “"None of the daily papers
have a business reporter,” he said.
"I think it’s just a good opportuni-
ty and Wyoming Business Report’s
always been a big part of the
state. We want to continue that
tradition.”

Ken Amundson, senior associ-
ate for W.B. Grimes & Company,
represented BizWest Media in the

sale. [M

PUBLISHERS

MAKE
MONEY

selling NANTI ads!

® Production Tracking
® Invoicing ® Statements
® Employee Records
e Sales History
e Time Clock

e Commissions

Software
developed by

\é; <
y 416
407-656-2777

nationalfadvertisingnetworkin.
www.afcp.org/nani

For more information, call 877-2037-53277
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INK CLASSIFIEDS

COMPUTER
SOFTWARE

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.adgic.com

free paper

CLASSIFIED
ADVERTISING

DISTRIBUTION
SERVICES

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

CONTENT
PROVIDERS

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

PUBLICATION
BROKERS

KNOWLES MEDIA
BROKERAGE SERVICES
Appraisals-Acquisitions
Sales-Mergers
Gregg K. Knowles,
Licensed Broker.
Office 661-833-3834
Cell 661-333-9516
Go to my WEBSITE for listings:
www.media-broker.com

FREE NEWSPAPER IN-
DUSTRY NEWSLETTER
From W.B. Grimes & Co,
The Nation’s #1 Broker
Offices Nationwide
(just e-mail us @ Igrimes@
mediamergers.com) or call
(301) 253-5016.

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

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

RATES:

Up to 30 words

$25 per issue
(additional words -
90 cents per word)

. EMPLOYMENT

MIDWEST FREE COMMU-
NITY PAPERS seeks a self-
motivated professional for
the position of EXECUTIVE
DIRECTOR. Eligible candi-
date must demonstrate a
proven track record in sales
and marketing, manage-
ment and leadership, and
possess excellent human
relations and communica-
tion skills. Previous experi-
ence in and/or knowledge
of the free paper industry

is preferred. Please send
resume, cover letter, com-
pensation requirements and
references to: mfcpdirec-
torsearch@gmail.com

ADVERTISING SALES
MANAGER The Smart Shop-
per Group is rapidly expand-
ing their Shoppers into the
Sarasota Fl. Market and is
in need of an experienced
Sales Manager. This position
will provide leadership and
direction to Display Sales
Representatives. Applicants
must have a proven track
record of motivating and
managing a sales group.
Shopper and/or weekly
experience is a plus. Salary
commensurate with experi-
ence. Please email your
resume with a cover letter
and salary requirements 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 Man-
ager, to E-mail: Opportu-
nity@Hometownnewsol.com
Or Fax: 772-465-5301-EOE

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

. EMPLOYMENT

MEDIA COMPANY looking
for aggressive, hardworking,
highly motivated advertising
sales professional for Inside
and outside sales, Sales
Managers, telemarketing.
We don’t need sales people
to make their goal, we need
them to beat them.

What'’s in it for you?

e Family atmosphere!

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

e Ongoing training and de-
velopment!

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

Please email resume to:
jkonig@breezenewspapers.
com.

LIVE AND WORK in
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@myor-
rynews.com.

IS YOUR CAREER WORTH 5
MINUTES OF YOUR TIME!

GOTO

WWW.AFCP.ORG
Click oN
MEeMBER BENEFITS —
THE LEADERSHIP INSTITUTE —>
PobDcAST ARCHIVES

CONTACT:
Phone: 877.203-2327
Fax: 720.528-7943

Email: afcp@afcp.org
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INK CLASSIFIEDS

. EMPLOYMENT

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

WEEKLY PAID NEWS-
PAPER EDITOR. Seeking
Weekly Newspaper Editor

for two Community Newspa-
pers in Clay County, Florida.
Candidate must have prior
newspaper experience, edit-
ing skills, writing skills, man-
agement skills, computer/
Internet savvy, willingness to
serve a local niche commu-
nity, understand deadlines
and ability to work with a
fast paced production &
marketing environment while
maintaining high ethical
standards. This is a full time
position offering compen-
sation commensurate to
experience plus benefit pack-
age. EOE Please send letter
of interest, experience and
resume to jon@opcfla.com.

WANT
INFORMATION ON
THE LEADERSHIP

INSTITUTE?

GOTO

CLASSIFIED
ADVERTISING

PUBLICATIONS
FOR SALE

REVENUE IS UP! Unique
opportunity: four monthly
publications in North
Central Florida for sale. All
publications are targeted
toward high end senior
gated communities. Two
publications come with
exclusive home delivery
rights. All the newspapers
are award winning. If you
have looked at the stats
on the senior market you
will see the opportunities
for the next ten years. Will
work as consultant for one
year if needed. For informa-
tion call 352-804-1223.

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

Myrtle Beach, SC publishing
entity that distributes from
Ocean Isle, NC to Kiawah,
SC. North Carolina Shopper
& Auto Magazine. Penny-
Saver from Major East Coast
Region. West Coast Inde-
pendent Film/Movie Studio &
Distributorship seeks inves-
tors and/or outright buyer.
New Mexico Weekly News-
paper & Monthly Regional
Magazine. New Mexico
Statewide Monthly Health,
Environmental & Sustainable
Newspaper. Chicago, Illinois
Cultural Regional Magazine.
Honolulu-based (small)
Book Publishing Co. Tampa,
FL (area) Shopper - Mailed.
Central Florida Regional
Parents/Family Magazine -
Mailed. Southwest FL Home
Decorating Upscale Annual
Glossy Coffee Table Books
(two). Tennessee Magazine
focusing on Locals. Texas
Weekly Newspapers (five).
Indiana Weekly Newspapers
(two). Seattle, WA Niche
Glossy Magazine. Pennsyl-
vania Regional Magazines
(three). Cleveland, Ohio
Niche Newspaper. Kentucky

RATES:

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

PUBLICATIONS
FOR SALE

(area) Newspaper Group.
Las Vegas, Nevada Glossy
Tourist Magazine. NYC
(area) Newspaper Group.
Famous Coupon Queen
Booklet. South Dakota
Weekly Newspaper. (Europe
/ Overseas Listings). Co-
penhagen, Denmark - Daily
Newspaper. Jerusalem, Is-
rael - Auto Parts (Manufac-
turing) Magazine. Florence,
Italy - Cultural & Regional
Magazines (four). Iceland

- Weekly Glossy Tourist
Magazine. Lucerne, Switzer-
land - Major Daily Newspa-
per Publishing Co. Geneva,
Switzerland - Educational
Magazine. Prague, Czech
Republic - Science Directory.
Budapest, Hungary - Book
Publishing Co. London,
England - Daily Newspaper.
Edinburgh, Scotland - Week-
end Newspapers & Tourist
Magazines (six). Kamen &
Co Group Services can help
you to financially value your
free distribution publishing
entity. We have the expe-
rience and proven track
record of correctly valuing
all types of print & digital
publishing organizations on
a worldwide basis. Want to
sell your valuable publica-
tion? We provide custom-
ized, confidential broker-
age services and would be
delighted to meet you at
our corporate headquarters
in Uniondale, Long Island,
New York. Please call and
schedule your visit; it would
be our pleasure to welcome
you! Need a new business
plan for your title? Let us
help you with creating a
realistic and cost effective
2015/16 business plan that
is concise and user-friendly.
We are available to help you
and your family. Simply call
(516) 379-2797 or email us
at info@KamenGroup.com
/www.KamenGroup.com

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

INK CLASSIFIEDS

PUBLICATIONS
FOR SALE

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

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

. MISCELLANEOUS

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

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

WANT TO PLACE YOUR
OWN CLASSIFIED AD?

EQUIPMENT FOR
SALE

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

NICE 6 SLOT MULTI-
publication racks for sale,

in good condition @ $20.00
per rack. Can send a picture
if interested. Please email
Julie or Rob at julie@opcfla.
com or rob@opcfla.com.

CONTACT:
Phone: 877.203-2327
Fax: 720.528-7943

Email: afcp@afcp.org
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are you the

As a member benefit, see how your
publication measures up compared
to over 300 publications across
the country and Canada.

What better way to motivate your staff
and publication to excellence.
Imagine the excitement when your
publication is called as being
one of the best of the best.

Join Today!

871-203-2327
afep.org

dlC

Introducing the New AutoConX Real Estate platform
powered by AIM, designed by publishers for publishers!

ooooooooooooooooo

relationships
or build new ones with
a brand
vertical website.

accounts,
ask us about our limited
time pricing offer.

Your Reach

ith an ad in the
of Florida classified network!

For just

$245.00

your message will
reach more than

1.8 million homes
and over

3.4 million readers.

Get Results!

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

Call today!

392-347-4410
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FREE PAPER s

135 Old Cove Road — Suite 210
Liverpool, NY 13090

Got a newsworthy event
going on with your business
or with your staff?

~“Send the details and a photo to
loren@afcp.org so it can be
considered for inclusion in the next

issue of Free Paper INK. WWW.AFCP.ORG

‘ree Exchangev of Ideas Evening on USS Midway

ndustry Specific Training All Inclusive Program
Peer to Peer Networking Product Growth Concepts
Extensive Trade Show Learn Industry Trends

Set Sail For Success! Sheraton San Diego

Hotel & Marina
D SAN DIEGO e
The Free Paper Industry’s
ow kd 2016

Annual Conference and Trade Sh Largest Annual Event
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