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   So, if we could reintroduce the print newspaper to younger readers, how would we do it?
Our first thought was, “We wouldn’t. Millennials don’t need print.” But with further investigation we realized there might be a
successful way to do this if publishers are willing to take chances and rethink everything they know about print. Editor & Publisher
challenged our advanced multimedia class at Emerson College to answer that question with 18-25-year-olds in mind.
.....SEE THE FULL STORY HERE

Emerson College Students Offer Advice on 
How to Rethink Print for Younger Generations

By Emerson College Journalism Graduate Class 612

– Featured in Editor & Publisher June 1, 2017 –

http://www.editorandpublisher.com/feature/emerson-college-students-offer-advice-on-how-to-rethink-print-for-younger-generations/
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Okay my print-minded peeps, I believe
one of the banes of your existence that low
down, skallywagish varmint commonly
known as that smackin' frackin Social
Media. (Cue the dramatic music for evil-
doers, Dun, dun, DAHHHHHH!)

Undoubtedly from more and more of your
previously paying advertising customers,
and businesses that have just started, you
have heard:

“It is not personal, but I am taking part (or
all) of your budget and putting it to
advertising on Facebook.”

or

“You are too expensive. I only promote my
business on social media.”

or

“Does any one read the paper any more
besides old people? My customers are
younger; they like social media.”

Before you throw up your arms, scrunch
your eyes and let loose a torrid of colorful
adjectives, know this: I feel your pain and
weekly I offer up a silent prayer for all of
us ink-stained wretches, “God, save us
all.” Now, give yourself a hug and let's
move on into your new future where print
and social media live in harmony, like
ebony and ivory.

Most likely you fall into one of these four
camps.

    1. “I hate social media.”

    2. “I hate social media and chose
       to ignore it.”

    3. “I hate social media, but I think we 
       have a Facebook page. Maybe?” Or,

    4. “I hate social media but I'm gonna' 
       make it my bitch and make it work for
       me.”

If you are in one of the first three camps, I
hope to move you into Camp #4. (Even if
you are kickin' and screamin', “I will not be
a part of this social media Tom Foolery!” I,
Dandy Don Rush, want to help you enter
this scary new world. Be brave, Young
Cub, you can do this. I know you can!)

First, let's get through your local
businesses who just LOVE to use social
media to promote their businesses. If you
have heard any combination of the three
phrases about social media it is your job
to compliment your customers, show
empathy for them and then skillfully . . . no,
artfully . . . no, cunningly sew the seeds of
doubt about their ignoring or abandoning
your community paper all together. Try this
approach.

“Customer, that's great you are putting a
lot of thought into marketing your business
and trying new media. It has got to be hard
to stay one step ahead of your
competition.”

And, then rebut (nicely) their arguments.

Print is too expensive: “If you don't mind
me asking, what are you spending on
Facebook? $50 a week to reach what,

3,000 people up to 25 miles away? Did
you know if you added another $50 a
week to your marketing budget you can
reach (fill your own readership numbers)
31,500 people in our own community?” I
rounded down my circulation and
multiplied it by 1.75 people per address to
get the 31,500 number. You can then do
the math to show the Cost Per Eyeball.
$50 divided by 3,000 = .0166 cents per
eye ball (if every head belonged to a one-
eyed pirate); $50 divided by 31,500 costs
half, .0027 cents per view. Know your
market, demographics and numbers. Get
this through your independent auditor,
government resources, etc.

And, then go into, “How much time are you
spending on this a week? I've heard
marketing experts say to do it right, it takes
15 to 20 hours a week to manage an
effective social media marketing
campaign. I don't know how you do it! We
all have the same amount of hours in the
day, but it seems you have more time than
me – you must be a pro!”

Only Old People Read Papers: “Yeah,
that's a common misconception some
people have about community papers.
According to our demographics, 59
percent of our readership is between 25
and 54 years old – prime spending age!
Did you know 98 percent of the community
receives my community paper? Further,
almost three of every four people
surveyed said they frequently purchase
products or services from our ads? If you
want, I can e-mail you that survey and
audit.”

(Continued on page 7)

By Don Rush
CPM President

Make Social Media Your Bitch, Part 1.
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A Look Inside My Inbox

Kevin Slimp
The News Guru

Convention 
season has 
been a lot of 
fun for me 
this year. I 
just returned 
from visits 
with associa-
tions across 

the Midwest U.S. and West-
ern Canada and there is a 
defi nite intensity brewing 
among community newspa-
per publishers. There were 
more publishers wanting a 
private moment to discuss 
their thoughts, and longer 
lines of folks waiting to 
talk to me after sessions.

As I entered the ball-
room at the Illinois Press 
Association Convention, 
I couldn’t help but smile. 
Scheduled to speak on the 
topic, “What’s Going on at 
Newspapers Today,” I had 
a feeling there would be a 
need for more chairs and it 
was inspiring to see every 
seat fi lled and more chairs 
brought into the room as 
I spoke. Still, a dozen or 
so folks stood in the back 
area to hear what I had to 
say about the mood of the 
industry.

In the vendors area at 
the same convention, I 
was greeted by Virginia 
publisher Matt Paxton 
and Wisconsin publisher 
Andrew Johnson, both 
representing the National 
Newspaper Association. 
We probably could have 
talked for hours, but time 
was limited as I had to lead 
a session. We continued 
the discussion, centered 
around the crucial need 
for more honest conversa-
tions about the state of the 
industry, during breaks 
over the next two days.

Like so many places I 
visit, both Matt and An-
drew are at healthy news-
papers and weren’t sur-
prised to hear that most 
of the papers I visit are re-

porting steady or improved 
health over the past three 
years. I have a feeling we 
will meet together soon to 
continue that discussion.

Stan Schwartz, editor of 
Publishers’ Auxiliary was 
also in the audience in Il-
linois. At one point, while 
helping me distribute some 
materials, he said, “You 
know what people like? 
They love your Question & 
Answer columns.”

Stan knows what he’s 
doing. If he says readers 
like Question & Answer 
columns, I believe him.

Here are some of the 
questions I’ve received 
from readers and friends 
recently:

From Janet in Tennes-
see
I know you’re on the road, 
but we really need your 
help. Our production Mac 
has a white screen and 
we’ve tried restarting it. 
Nothing seems to work. 
Please help.

In the old days, Janet, 
it seemed like restarting a 
computer fi xed most prob-
lems. It still fi xes some, but 
in this case it takes a little 
more work. When restart-
ing a computer doesn’t 
work, unplugging the com-
puter for several minutes, 
then restarting, sometimes 
does the trick.

Both Macs and PCs 
sometimes need to be 
unplugged. These are the 
steps I sent to Janet that 
got her computer up and 
running:

Turn off the computer 
for several minutes, then 
restart while pressing the 
Option+R keys immediate-
ly after hearing the Apple 
chimes. When the comput-
er starts up, you should see 
the OS X utilities menu. 
Select “Disk Utility” and 

click “Continue.” Select 
your start up disk and 
click “Repair Disk.” Then 
reboot your Mac.

From Mark in Ohio
We have “lost” an impor-
tant folder of InDesign 
pages  on our Mac server. 
This is the only thing 
missing. We do use the 
Amazon backup service 
every night. We were us-
ing the folder four nights 
ago, but now it has van-
ished. Is there any “back 
door” way to fi nd this fi le? 
Or anything else you can 
think of?

I’m glad you have the 
daily backup, Mark. As 
long as the folder is there, 
you’ve lost a few hours at 
the most.

My conversation with 
Mark highlights the im-
portance of running Time 
Machine, which creates 
an hourly backup of your 
Macs, and the impor-
tance of having an off-site 
backup. There are many 
good cloud backup services 
out there, and most cost 
approximately $5 (US) per 
month per computer or 
even less if you subscribe 
for an entire network of 
computers.

From Ken in Manitoba
What’s the best way to 
backup our email? If we 

ever lose it, we’d be in a 
bind.

If you take a look at 
Mark’s question, you’ll 
fi nd your answer. It’s 
important to use Time Ma-
chine or some other local 
backup, in addition to an 
off-site backup. Many cloud 
(off-site) systems offer both 
off-site and local backups 
(to a USB drive or other de-
vice). Carbonite (carbonite.
com) is one of many such 
systems.

From Buddy in Georgia
I’d like to pick your brain 
for a moment. Many of our 
printing customers are 
having a similar problem: 
black text printing on all 
four plates. Do you have 
any suggestions to help 
with this issue?

Yes, Buddy, I do. Most 
folks see a fi le like this and 
think the problem was 
caused by using “registra-
tion” instead of black in the 
text. That’s usually not the 
case. This happens primar-
ily when the text has been 
converted to RGB. This 
can happen in two places, 
but usually happens when 
converting the fi le to PDF. 
Check the settings in either 
InDesign or Acrobat and 
make sure nothing is set to 
convert to RGB. The safest 
setting is “Leave Color 
Unchanged.”

Answering questions about backups and text on four plates

When black text prints on all four plates, causing registration 
problems, the culprit is usually incorrect settings in Acrobat or 
InDesign.
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Whenever the conversation turns to
printed newspaper vs. digital
publication my comment is always
the same: The delivery platform
isn’t as important as the information
being delivered.

In an age when almost any obscure
fact can be found on the Internet, it
is locally written content –
innovative, interesting and
motivating news stories that attract
readers. 

There are two kinds of stories: Hard
news and features. The first
includes covering the city council
and the second is writing about a
kid in a wheelchair playing grade
school basketball. Coupled with
both those kinds of stories there
should also be an abundance of
local, full color photos, interactive
columns and lots of ads. Many
subscribers buy a paper as much
for the ads as they do the editorial
content.

But back to editorial content and an
important truth: The community
newspaper is the first writer of local
history. Reporters are the early
contributors for articles and books
that will be written generations from
now. In the newspaper you see

drafts covering events as simple
the vote at last night’s city council
meeting, the basketball team’s
three overtimes before winning
Friday night’s game, the birth of a
son or daughter at the hospital, the
opening of a new street front
business or the death of a long
admired, or almost unknown,
resident.

Your readers want to be regularly
updated on the activities of local
people, emerging and historic
places, annual events and
community government and
organizations. They want to get that
information from sources they can
trust. They want more than a single
website paragraph, they want the
“who, what, where, when and why”
of traditional, professional
journalism.

Not every story has to be long to
carry the weight of importance.
Often pertinent information can be
reported in a well thought out
graphic. They should do more than
fill space. They should tell a moving
story all by themselves. They
should be sharp, well edited and
print boldly on the page.

(Continued on page 5)

By Peter Wagner
Founder and Publisher,
The N’West Iowa REVIEW

Financial Success Depends on a Strong Newsroom.
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Here are some places my son Jay
P. Wagner often told our N’West
Iowa REVIEW staff to look for story
ideas:

1. The classified ads in our
newspaper and other regional
papers.1. The bulletin boards at the
local grocery store, city hall, bowling
alley or high school.

2. Student newspapers, church
bulletins, employee newsletters,
chamber and city newsletters and
all of the hundreds of news releases
that hit your desk.

3. But don’t print the news release
as it come in. Find an original story
within the information and write a
superior piece different from the
release printed by all your
competition.

4. Have coffee with the
businessmen who meet at the drug
store every weekday morning. Say
little and keep your ears open. You’ll
learn a great deal about a great deal
of things going on in the community.

5. Pay as much attention to what is
talked about before and after the
council or supervisors meeting as
what is said at the meeting itself.
Sometimes the best story pops up
outside of the official discussion.

6. Drive to work along a different
route every morning. You’ll be
surprised what you’ll discover.

7. Be nice to secretaries and
gatekeepers. They’ll often tell you
more than you’ll ever get from their
bosses.

Jay and Jeff Grant, his successor
as editor of The N’West Iowa
REVIEW, would also suggest that
most failing newspapers have at
least two of three reoccurring
problems. The first is that many fail
to have any recognizable
personality. Their story selection
and publication design are very
limited.

The second is the publishers refuse
to listen to the requests and
suggestions of their subscribers.

Third, and most important of all,
they don’t regularly publish an
opinion page. They fail to provide a
credible forum for public
expression.

Being the best requires a desire to
excel by both the management and
the staff. It demands a heavy
investment in technology and
qualified employees. It depends on
a consistent mentoring program and
committed newsroom leadership. 

And most of all, it requires personal
passion from the top down. A
passion driven by the love of
sharing the community’s story – and
getting it right.

Peter W. Wagner is publisher of the award winning N’West Iowa REVIEW and 12 additional publications. He is often called “The Idea Man”
and is a regular presenter at State Press Association and Publishing Group conventions and seminars. You can contact him regarding his
programs “100 Ideas for Fun and Profit” or “Selling Print Advertising the Wagner Way” by emailing pww@iowainformation.com or calling his
cell 712-348-3550 anytime.

Financial Success Depends on a Strong Newsrooom
(Continued from page 4)
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There’s a lot going on in 
The Perfect Sales Call (PSC).

This important interaction involves
dozens of power phrases that must be
properly tested and delicately timed.

Verbal cues must be matched by
corresponding non-verbal cues,
depending on whether the interaction
is a phone call or a physical meeting.
Of course, tone delivery, and timbre
are also critical.

Like all human interaction, the ultimate
sales call contains surprises and
unknowns.  You never know what the
prospect might do or say.  Group
presentations introduce even more
variables.

The Perfect Sales Call is like the
pencil drawing above.  Each has
hundreds–maybe thousands–of little
strokes or touches that make up the
entire process.

Here’s what to know as you create
The Perfect Sales Call:

1. It’s not just what you say.
Revenue will not increase because a
salesperson uses new verbiage once
in a while.  The PSC must be
established as a system.  And then we
must go to work improving that
system.

2.  Delivery is everything.  How you
communicate is the key to really killing

it in sales.  The “how” cannot be
learned from a Word document or blog
post.  It’s best to study video and
receive proper training from an
objective sales coach who helps you
rehearse the new script again and
again.

3.  There is no recipe for success.
One doesn’t cook like a great chef by
following one of the chef’s recipes.
Selling skills are a trade-craft that
must border on lifestyle.  A lifestyle
consists of the things we do or habits.
Every salesperson has bad selling
habits–even habits that she is not
aware of.  Ongoing coaching is one of
the only cures for “habit replacement.”

4.  The Perfect Sales Call is perfect
because it is customized to the
industry, the company, the sales
department, and to the salesperson.

The Perfect Sales Call–how to get
started

We can even assign times to these
segments once we confirm the length
of the PSC.  Here are the steps to a
perfect sales call:

1. Pre-meeting. Gather facts,
forensic research, social media look-
ups, third-party contacts.

2. Greeting and introductions.
Business card exchange, The Perfect
Handshake LINK, and a compliment.
Establish positive expectation by
saying something like “you’re going to
enjoy our time together” or “I’ve been
looking forward to meeting you.”

3. Pre-call the meeting time.   Protect
your  close by (re)confirming the
length of the meeting.  Say something
like, “I’ve blocked out about 45
minutes plus any Q&A, is that okay

with you?” and nod your head “yes.”

4. Anchor question #1. Get a quick
“yes” by asking something like, “Does
this sound good to you?” or “Is this a
good plan, so far?”

5. Pre-qualify the prospect. Get the
prospect to tell you why he took a
meeting with you.  Ask, “What is your
specific interest in…?”  If he is not a
qualified prospect, you must
reschedule the call or cancel the
meeting altogether.

6. Story exchange part 1. Get the
prospect’s story, such as her
background, successes, and currnet
challenges.  Ask a few questions
along the way.  Take notes.

7. Trial close #1. Get a quick “yes”
related to transaction potential by
asking something like “Sounds like
succeeding at X is really important to
you.  If I can show you something that
would help you save money/be more
successful/save time/improve
morale/sleep better at night, would
that be of interest?”

8. Story exchange part 2. Share
your story including your background,
successes, and goals.  Draw
comparisons to the prospect’s story.

9. Anchor question #2. Say
something like, “It looks like we have
a lot in common, don’t we?”

10. Product or service demo. This
could also be a drawing, a PowerPoint
or Prezi slide show or whatever.
Constantly reference “the ideal
solution.”

(Continued on page 7)

Michael Angelo Caruso

The Perfect Sales Call
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The Perfect Sales Call
(Continued from page 6)

11. Trial close #2. Get another quick
“yes” by asking something like, “Does it
seem like this type of service would be
of benefit to your organization?” or “Are
you still interested?”

12. The Close. You’d love to leave with
a purchase order number, but you may
have to settle for a “micro-close,” such
as an assessment, a team intro at the
next meeting or even the confirmation of
a visit to your company’s headquarters.

13. Dealing with objections. Hear the
person out.  Ask questions to clarify and
focus on deal-breakers.  Deal with the
objection or fall back to “less than ideal
solution.”

14. Redirect the close. Answer the
objection, then try to close again.  If
rebuffed because another company is
bidding, ask who else is quoting and
offer a bit of objective competitive
analysis.  Be sure to request “last-look.”

15. Request referrals. Thank the new

customer for working with you.  Pledge
to never let her down.  Say something
like, “We’re going to do a great job for
you.”  Then ask, “Who else do you know
that might also be interested in doing
business with me?”

16.  Tell ‘em what happens next. Be
very specific.  Say something like, “So-
and-so from my team will be contacting
you soon” or “Someone will be
contacting you about the assessment on
Thursday.”  Give an end-date for the on-
boarding process.

Improving sales is an iterative
process

Let’s return to the earlier analogy that
compared The Perfect Sales Call.
Iterative processes are come together
because they receive hundreds and
even thousands of “touches.”

A person learns to play the guitar by
picking up the instrument countless
times and playing certain fingering
patterns or chord progressions over and
over.

You can become an airplane pilot by
logging 1,000 or more hours in the

cockpit or flight deck.  That means
rehearsing, reviewing, and executing a
set of procedures in an iterative manner
over a long period of time.

It’s not easy to be “perfect.”

Follow the above guidelines for The
Perfect Sales Call, get some coaching,
and your closing ratio will improve
because you’ll be that much closer to
perfect.

Good luck and let me know if you’d like
help.

About The Author

Michael Angelo Caruso is one of America’s
premier keynote speakers. He is known as “the
speakers’ speaker.” Mr. Caruso teaches
presentation skills and is in demand for
conventions, conferences, and annual events of
all kinds. Michael specializes in working with
leaders, salespeople, and the customer service
industry. He has spoken in South America, Africa,
Australia, Asia, the Middle East, and 49 of the 50
states. He spends lots of time working and
playing in California, Texas, Florida, and New
York. 

Make Social Media Your Bitch, Part 1
(Continued from page 2)

And then, the parting shot could be
something like, “Have you ever had your
message on Facebook go sideways?
Have you posted a nice little diddy on your
business Facebook page and all of a
sudden someone puts in a snarky remark
which leads to a bad review or critique of
your business and then have to spend a
ton of time answering each allegation?
That has got to make you want to pull your
hair out!”

Super awesome sales expert and trainer
Ryan Dorhn, founder of the media sales
training firm Brain Swell Media and creator

of The 360 Ad Sales System, puts it
something like this, “If you are letting your
marketing messaging to be spread on
social media, you are letting your
message open to a take over – you're
letting unpaid, untrained people you may
or may not know handle and spread your
message. You have given over control of
your marketing message.”

(And, since Dorhn is super awesome, I
am sure he said it more eloquently than
I just reported it! Check out his YouTube
snippets to get it from the horse's
mouth.)

Then remind your customer with your
community paper they are working with
a paid marketing professional, and the

message that you deliver is only the
message they, your customer wants.
Again, compliment them on actually
marketing their business, versus just
running a business. Let them know about
sound marketing is about consistency
and marketing in more than one medium.

So, my print-minded peeps, do you feel a
little better about social media? It is not
your end, just another hurdle to leap over.
As someone once said, a good defense is
a good offense. Next time, in Part 2, we
will go on the offense. We'll go into using
social media to better our standing in the
community, in the eyes of your business
partners and in general strengthen your
community paper.
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Catherine climbed the ranks
from sales person to sales
manager at her paper.
“Although I’ve been in the
business for a long time,”
she told me, “there’s always a
new way to look at
advertising.”

She mentioned a recent trip to a fast food
restaurant. “I was between meetings in a
nearby town and needed a quick lunch. So
I dropped by McDonalds. It had been over
a year since my last trip to a McDonalds,
and I was trying to choose between two of
their trademark products, a Big Mac and a
Quarter Pounder. I was planning to ask the
cashier about the ingredients in the Big
Mac, then all of a sudden I remembered
their famous television jingle from my
childhood. ‘Two all-beef patties, special
sauce, lettuce, cheese, pickles, onions on
a sesame seed bun.’ I hadn’t thought about
that in years, but it was in my memory
bank. I did an online search later and was
proud that had I remembered every
ingredient in the proper order.” 
That McDonalds campaign ran for about a
year and a half in the mid-Seventies. And
40 years later, Catherine still remembered.
That’s the power of repetition. 

Would she have remembered the jingle if
it had run only one time? Not a chance. 

Did you learn the multiplication tables by
going through them one time? What about
the alphabet? Can you hear a new song
one time and sing along the next time you
hear it on the radio? 

Catherine’s experience reinforced her
belief in the importance of repetition in
advertising. “I remember one advertiser –
an apartment developer – who wanted to
run a splashy grand opening ad. But he
didn’t want to run anything at all after that.
He figured the grand opening would create
so much buzz in the market that he
wouldn’t need to advertise any more for a
long time. In the short run, it would have
been nice for my paper to have that full-
page, full color ad, but we knew it would
have been a waste of his budget. We
worked hard to talk him into turning that full-
page budget into a mini-campaign that
stretched over several weeks. We felt if we
could demonstrate the value of repeating
his message – with measurable results –
then we could talk about extending the
campaign. Our strategy worked, and he
became a consistent advertiser.” 

Catherine explained that her team tells
advertisers about two key principles of
advertising: reach and frequency. How

many people will they reach? And how
frequently will they reach them? Yes, a
business can run one ad one time and
reach all the readers in her paper’s
distribution base. But without frequency,
there’s little chance for success. 

“Most of the time, it’s a simple concept for
advertisers to understand,” she said. “Once
they realize that repetition is a solid
strategy, they are willing to hear how to
make it work. Everybody wins. They get
better results and we increase our ad
count.”

(c) Copyright 2017 by John Foust. All rights reserved.
John Foust has conducted training programs for
thousands of newspaper advertising professionals.
Many ad departments are using his training videos
to save time and get quick results from in-house
training. E-mail for information:  john@johnfoust.com

By John Foust
Raleigh, NC

The power of repetition.
The power of repetition.
The power of…
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Many publishers love to
create one time
promotions—lots of them.
Many sales staffs get
burned out with these one
time promotions. Customers
may not react well to this
approach because they are asked
to spend more money on
advertising that is not part of their
original planned program to tell
the story of their business. 

However, the customer might be more
receptive if he or she could be part of an
area promotion that would have them
participate with fellow merchants in their
shopping center, small town, or business
community. These promotions can run
monthly and have a theme that would be
beneficial to all the participants. What is
needed is a yearly plan that would involve
getting the merchants to commit to a 12
times program—either as a new
advertiser or regular advertiser. The
merchants can be rewarded by giving
them free or at cost promotional services.

The power of subject promotions 

Your advertisers and prospective
advertisers could also enjoy being part of
a subject promotion. Typical subject
promotions are: apartment living, dining
and entertainment, home decorating,
building and home improvement, bridal,
etc. Subject promotions are great for
giving a rotating picture and story
schedule to the participants. These
promotions can be 12x a year or if they
are seasonal they could run 6x a year.
Subject promotions are a powerful way of
connecting with business categories that
can yield a lot of new business,  Put your

subject promotions in your yearly
planning schedule with the area
promotions and this overall mix
could yield a huge amount of
overall new business that could
really pump up your sales volume.

Will the sales department like it?

Once you have the yearly promotion
calendar planned, the sales

department looks at the total picture and
begins to realize the potential business
that can be achieved.  When the yearly
contracts are signed, all the salespeople
have to do is to service a huge, new
source of business that pours in every
month---and not have to fight every month
to build sales volume with one-time
promotions. Beyond this new source of
business, it will soon be apparent that the
promotion sales volume can be a
springboard for even more spin off ROP
business. Once all the 12x contracts are
signed, the final step is to send out the
12x schedule with monthly themes and
any other sales promotion materials that
compliment each promotion. The final
stage for this effort is to keep the
enthusiasm alive with the participating
merchants in their respective promotions.
The sales staff should have no problem
keeping enthusiasm alive. 

Bob Berting is a professional speaker, advertising sales trainer and publisher marketing consultant who has conducted over 1500 live seminars, tele-seminars and webinars for
newspaper sales staffs, their customers, and print media associations in the U.S. and Canada. His newest offer for the newspaper industry is a package of his two e-books “
Dynamic Advertising Sales and Image Power’ and “Advanced Selling Skills For The Advertising Sales Pro”. Both books can be ordered on his website www.bobberting.com
individually for 19.95 or both for 35.00. Contact Bob at bob@bobberting.com or 800-536- 5408. He is located at 6330 Woburn Drive, Indianapolis, IN 46250. 

By Bob Berting
Berting Communications

Pumping Up Your 
Advertising Sales Income
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