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EDITOR'S VIEWPOINT
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DAVE NEUHARTH
EDITOR

September 2017

f it works Here
t will work | here

IN THIS 1sSuE oF INK WE ARE
sharing some special section ideas that
were provided by some members of the
Association of Free Community Papers
(AFCP).

We thank the members who took the
time to submit these articles.

For most of us, special sections have
been an asset to the bottom line over
the years and many of those sections are
published each year.

Going back to the early days of my
career as the writer and then editor of a
daily newspaper in northwest Washing-
ton, these sections were a pain for the
editorial staff. Staff reporters complained
they had enough to do to cover their
regular beats and the sections were an
added burden. As an editor, I made sure
we managed to get the job done and I
always asked for an increase in the edito-
rial budget to spend more of the paper’s
money.

When discussing special sections at a
staff meeting, I opened my mouth and
suggested a showcase edition for the
county. “We can feature the businesses
that normally don’t advertise,” I said.

After considerable discussion on what
advertisers would be on the list, it was
decided to move forward. We would print
extra papers to distribute at the chamber
of commerce and add additional charges
to the normal advertising rates.

On the list were parks, the water dis-
trict, Unions, the large manufactures in the
area, hospitals - the list went on and on.

The publisher looked at me and noted
that because it was my idea, I would be
responsible for two pages of advertising.
Selling advertising was not my bag, but I
kept my mouth shut.

The advertising department went to
work, created a special rate sheet, and
made their plans.

My first step was to get a copy of the
rates and target Shell Oil and Texaco.
Both companies had oil refineries near
Anacortes in the Puget Sound. We often
fished the waters around these facilities
and often watched the huge oil tankers
visit to drop off their crude oil. The Sk-
agit Valley Herald was the daily newspa-
per in Anacortes and we also published a
weekly newspaper in the city.

After some phone work, I made con-
tact with the managers of the plants and
used the ploy that we were doing this
section and would like to provide news of
their role in the local community.

The manager of Texaco invited me to
visit when a ship arrived the next day
and we had a nine-course lunch with the
captain. Editorial information and photos
were provided. I provided the manager
with a copy of the rate card and “Bingo”,
I had the first ad - a full page with color.
In my position there was no commission
involved, but it was a great feeling.

The Shell management team took me
to dinner, suits and ties, and when that
was over the results were the same.

As you know, most editorial and adver-
tising departments have conflicts. With-
out notice the next morning, I took the
time to barge into their morning meeting
and announce we had two full page color
ads to kick off the Showcase section.

We ended up with 48 pages, and who
knows? They still may be publishing this
section.

The publisher of The Herald was Leigh-
ton Wood. When we talked about special
sections, his theory was, “If it makes
money, publish it.”

Sharing these ideas with our mem-
bers is another benefit of AFCP. If a
special section works in one area, the
chances are that it will work in your
area as well. M



FEATURE STORY

VWhat do Judges look for?

THERE IS NO QUESTION THAT THE BENEFIT AT THE
top of the list of free community papers association ben-
efits is their annual editorial and graphic awards presen-
tations.

The awards competition allows the members of the
editorial and graphic departments to display their skills.
Often these ceremonies are a major part of an associa-
tion’s annual conference.

For those who participate and enter the competition,
the results are obvious - the free paper associations’
employees have talent. Lots of talent, and it is displayed
during this competition.

Whether you have previously entered a competition or
not, we have asked past judges of these contests to give
you some input to aid in your decision-making about
entries for future competitions.

EpitorIAL ENTRIES

What piece of advice for the
entry selections is the most im-
portant?

Tom Cuskey said, “For editorial
and photo awards, there is a lot of
duplicity among entries; so entering a
story or photo that has a truly unique
quality or a new twist on a common
theme helps grab the attention of the
judge. It's a long day of judging and
the reality is that something unusual,
catchy or emotionally compelling is what will stay with a
judge through the process.”

Name three things you look for when judging an
editorial piece.

Cuskey replied, “The opening paragraph(s) has got
to be compelling and build a reason to keep going. Folks
don’t have time to browse anymore. It's not a novel,
even a short story, so being concise and fluid is critical.
A great headline — I have been surprised at great stories
that I probably wouldn’t have normally read based on
the headline.”

What are the most critical aspects you look for in
an editorial photograph?

Cuskey said, “Clarity — some photos just don’t have
good definition, or it's been lost in the printing process. A
good photo idea isn’t enough to overcome bad presenta-
tion. Also, captured action and/or emotion always grabs
a judge’s attention.”

“Set aside entries
each time your
publication is

published.”

— Douglas Fry

What is the first thing to "turn you off” when
judging an editorial piece?

Cuskey said, “Length. It's a headline driven, sound
bite world today. Sad, but real.”

How important is printing quality in photo entries?

Cuskey said, “Critical. Clean, clear representation
makes the photo and the photo makes the page. Be it
color or B&W, it has to look great on paper to win.”

GRAPHIC ENTRIES

What piece of advice for the entry selections is
the most important?

Greg Birkett said, “Judges like things that are dif-
ferent. For example, on small or medium ads they look
for ads that they feel will stick out on a page filled with
other ads....white space, lack of clut-
ter usually stands out.”

Lee Borkowski said, "My advice
would be to enter! Oftentimes we are
our own worst critic. Every publica-
tion has award-winning ads, but sadly
many of them never make it to judg-
ing. My second piece of advice would
be to have a point person responsible
for reviewing your papers each week
and begin setting ads aside for the
competition. This makes the already
easy entry process go that much
quicker. (As a reward, the point per-
son could come to conference and claim your awards.)”

Douglas Fry said, "Some judges felt the entries were
pulled out of a publication at the last minute with little
thought about what other ads might be winners. They
found this when they looked through the entire publica-
tion as they judged General Excellence categories. We
often heard, ‘Why wasn't this ad or article entered? It
would have done very well if it was submitted.” So, the
advice is to set aside entries each time your publication
is published. Choose the best from each publication and
put them to the side. Then, before the deadline, pick the
winners from each week. You won't be as rushed and
you'll choose the real best of the best instead of what
you remember from a recent issue.”

Hank McAfee said, “"Ensure you've filtered your en-
tries in advance so that you're only submitting your very
best work. Sometimes if there are too many entries in

Continued on page 24
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Cruise Into Savings

by Donna Hanbery, Executive Director, Saturation Mailers Coalition

WHERE HAS THE SUMMER GONE?! FOR
Caribbean souls like me, it is time to start thinking
and planning for winter vacations. For free papers
that mail, you can cruise into savings on your postal
bill by participating in the AFCP 2017 USPS Mobile
Shopping Promotion.

Once again, the Association of Free Community Pa-
pers and Paper Chain are offering members and other
mail publications an opportunity to qualify for the
2017 USPS Mobile Shopping Promotion by using the
NCP Travel ad - which

20-page download of program requirements that can
be found at https://postalpro.usps.com/node/2690.
(You can also access the program requirements by
going to the Postal Pro website, Promotions and In-
centives, and click on “learn more” in the section on
the 2017 Mobile Shopping Promotion.)

Once again, Dan Alexander — SMC Steering Commit-
tee Member, AFCP superstar, and leader of Paper Chain
- has made participation in the program simple by
working with AFCP leadership to get the ad approved

and by sharing simple

you can run in color or
black and white and size
as appropriate for your
publication - to qualify
for the promotion.

As in prior years, the
Mobile Shopping Promo-
tion is run at the end
of year. It is intended
to encourage mail-
ers and advertisers to
make their mail pieces
more interactive, and to
highlight the connection
between the mail piece
and the digital shopping
experience. Qualifying
mail pieces must allow
customers to conve-
niently go from the mail
piece to a mobilized, op-
timized online shopping

PLAN YOUR
NEXT VACATION NOW!

Book completely online with the comfort
of knowing there is personalized service
waiting to help you if you need it!

Or just give us a call - it’s that easy.

NCPTRAVEL.COM

“how to” steps for par-
ticipation. With thanks to
Dan, here are the steps
for qualification:

1. Download the
USPS program promo-
tion requirements and
understand the benefits
of qualifying your ad
in your publication up
front. The program re-
quirements also include
follow-up requirements
with the Postal Service
that you agree to ac-
cept, like participation
in a survey.

2. Pre-enrollment and
registration are required.
You can enroll through
the USPS Business
Customer Gateway site

Scan Here To Shop For
Your Next Vacation

site, using platforms
such as Quick Response
(QR) codes, snap tags,
watermarks, and other
advanced technologies.
This year’s promotion
period was shortened

- GRUISE PLANNERS

YOUR LAND AND CRUISE EXPERTS

1-877-270-7260

(gateway.usps.com).

3. A copy of the NCP
Travel ad accompanies
this article. You can
obtain the approved ad
copy on the AFCP web-
site by looking at the

www.ncptravel.com

from six months to five
months, running from August 1 through December
31, 2017. Pre-registration and enrollment is required.
Although the NCP Travel ad has been approved by
the USPS Promotions Department as having the inter-
active features and purchasing opportunity required by
the promotion, participating publishers are cautioned
to get your specific ad approved in advance to assure
that you will not experience any problems or obstacles
in claiming the discount at the time of mailing.

The full program requirements are set forth in a

September 2017

button on the right side
of the site to link to a downloadable PDF file.

4. The ad can be run anywhere in your publica-
tion, but make certain you do not change the ad copy.
You can change the size proportionately, or run the
ad in black and white, but any other alteration of the
ad would need re-approval from the USPS. Changing
the ad would also require approval from NCP Travel.
Other than sizing, you don’t need to do anything!
AFCP and NCP Travel have done the work for you.

The up front 2% postage discount MUST be
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CRUISE " PLANNERS

Your Cruise and Land Specialist

2017 USPS Mobile Shopping Promo - Ad Use Registration

In order to utilize the NCPtravel.com in this year’s promotion, it is necessary
to register the publication using the ad with NCPtravel.com. This allows us to
track what markets the advertising message appears in should we have any
questions that come up. Please complete the information below and send it
to us as indicated at the bottom of the form. Once you have registered your
use of the ad, you are authorized to use the ad.
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Publication Name:

Address City State

Contact Person Phone

Email Circulation

Please complete the above information completely and return it to NCP
Travel either by faxing it to 781-459-7770 or emailing a completed copy to
loren.colburn@cruiseplanners.com.

Ad Copy is available at the Association of Free Community Papers website:

www.afcp.org - look on the right side for the button link to pdf file

NCPtravel.com
NATIONAL CRUISE PLANNERS TRAVEL
135 Old Cove Rd. - Suite 210, Liverpool, NY 13090
1-800-444-2222

claimed at the time of mailing. You cannot get a the ad until your publication has been registered.
rebate at a later date. So what are you waiting for? If you are not already
Cruise Planners is part of a franchise organization. participating in the 2017 Mobile Shopping Promotion,
In order to utilize the ncptravel.com name and ad, you and earning up-front savings on your publication’s
must register your publication with ncptravel.com. A postal rates, this is your chance to save some money on
copy of the ad use registration form also accompanies postage that you can put into your pocketbook and start

this article. You are not permitted or authorized to use planning and paying for your own winter getaway. [l



CONFERENCE NOTES

CONFERENCE
NOTES

You may be asking yourself ...

“Why Baltimore?”

by Trevor Slette, 2018 Conference Committee Chair

THAT's EXACTLY WHAT I ASKED MYSELF WHEN
I found out they were considering Baltimore for the
conference I am chairing in 2018. Of all the places!
Why couldn’t it be Orlando or Nashville? After having
visited Baltimore in June for a site planning meeting,
I totally understand it and couldn’t be more excited
to have my conference in Baltimore’s Inner Harbor!

This city somewhere along the way has gotten a
not-too-great image, but the Baltimore Inner Harbor
where we will have conference is the waterfront hub
of activity for a revitalized city! This transformation
into the city’s most visited area started in the 1960’s
and has continued to be a model of revitalization ef-
forts for cities across the country.

It’s now lined with popular attractions like the
amazing National Aquarium, historic ships from a
variety of eras, lively restaurants and views that are
stunning at all times of the day or night. Inexpensive
water taxis make visiting adjacent neighborhoods a

scenic and convenient experience. Whether you are
heading to the cobblestone streets of Fell’s Point for
the nightlife or Federal Hill for a walk through history,
there is an abundance of activities for everyone. The
harbor tour that takes you out to view Fort McHenry
- where the Star Spangled Banner was penned as
the sun came up over the fort in the War of 1812 - is
actually a very moving experience and one I highly
recommend.

Forget what you might have thought about what
Baltimore is supposed to be like. We are going to
educate you over the next few months on not only
“Why Baltimore?” but why you should be really ex-
cited about Baltimore. Through the coming issues of
Free Paper INK we will be providing details on both
the conference and Baltimore’s Inner Harbor to get
you prepared for what I'm convinced will be a tre-
mendous conference program, a memorable city to
experience, and the annual networking extravaganza
this association has made its trademark. [




FROM THE TOP
WITH SHANE GOODMAN

SpPECIAL. IT’S A UNIQUE
word. You might say it
is, well, special. As an
adjective, it means “bet-
ter, greater, or otherwise
different from what is
usual.” As a noun, it is
defined as “a thing, such
as an event, product, or
broadcast, that is designed or organized for a par-
ticular occasion or purpose.”

So, what’s so special about free papers? The an-
swer can be best summed up in a little something I
call SCORE. Let me explain.

The “S” stands for our service. We as free paper
publishers understand the need to take care of our
customers — in person. Facebook is a great place
to share cat videos and what you had for breakfast.
Email is a good business communication tool. And
the phone is a wonderful way to follow up or set
appointments. But seeing our customers in person,
learning about their businesses and presenting
ideas creates commerce, turning our readers into
customers for our advertisers. That's service.

The “C” stands for our content. To gain and keep
readers, we must provide information that can’t be
found on the Internet. Our friends in the paid news-
paper industry learned this lesson the hard way. We
focus on local news, local information, local listings,
local classified ads, and,
most importantly, reasons
to shop at local businesses.
That’s content.

The “0” stands for our
ownership. While not all free
papers are locally owned,
many are — and that’s im-
portant. Many of our custom-
ers are also independent and
locally-owned businesses,
and they want to work with
others like them. Loyalty
from advertisers isn't what
it used to be, especially with
the large chains that seem-
ingly jump to each new and
shiny option. Meanwhile,

Isn't that Special?

by Shane Goodman

many free paper publishers are seeing significant
gains from service advertisers like doctors, dentists,
chiropractors, health clubs, restaurants, daycares,
dance studies and the like. These business owners
want to know who they are doing business with,
and we do, too. That’s ownership.

The “R” is for our readership. It is the single most
important thing that free papers have, and we won't
ever take that for granted. Again, we can learn from
our friends in the paid newspaper industry. They got
greedy. When their circulation numbers declined,
they made up for the lost revenue by increasing
subscription prices, failing to understand the long-
term effect on their advertising reach. For most of
us in the free paper industry, our readership is hold-
ing steady or growing. That’s an important benefit
that we need to do a better job in promoting. It is
our lifeblood. That’s readership.

The “E” is for our energy. Vendors at our confer-
ences tell me how motivated they are after attend-
ing our events, especially after seeing the doom
and gloom at other conferences. We are upbeat. We
are positive. We are prepared. And we are steadfast
in our commitment to continually improve. That's
energy.

Comedian Dana Carvey is often remembered
for his Church Lady skit on “Saturday Night Live,”
where he coined the phrase, “Isn’t that special?”
You may recall that whenever the Church Lady felt
that she had proven a point,
she would do her “Superior
Dance” by strutting to organ
music in front of her alleged
inferiors. As free paper
publishers, we are known
for being modest and not
taunting our opponents. We
are in a new era now, and
maybe it's time to dance.

Isn’t that special? [

9%
SHANE GOODMAN

AFCP PRESIDENT
CITYVIEW
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Special Promotions

OVER THE YEARS, SPECIAL SECTIONS HAVE BEEN
important to the bottom line of free paper publishers
around the country. Ideas have been created in these
sections that will work in most areas of the country.

In the last issue of Free Paper INK, publishers were
asked to share some of these ideas with members of
AFCP for this issue of INK. We thank those publishers
who have contributed to this issue.

Buy LocaL / THiINk LocaL BRANDING CAMPAIGN

In Wisconsin, the Richland Center Shopping
News has designed and implemented a multi-
faceted branding campaign. Richland Center is
sandwiched between two larger cities: Madison,
60 miles to the East, and Lacrosse, 75 miles to
the West. Locals are often drawn to the bigger
cities to conduct their major shopping. As a result,
local business suffers. To add further complica-
tion, the City Council voted to defund the Chamber
of Commerce. As a
result, local busi-
nesses lack a voice.

Bearing all of
the above in mind,
The Shopping News
decided to help by
launching a ‘Buy
Local’ campaign in
the fall of 2016. The
goal was to encour-
age local residents
to think more
about keeping their
holiday spending
local. WRCO, a local
independent radio
station, joined the
efforts.

Sales reps for both companies handed out large,
bright ‘Buy Local’ posters. Merchants were informed
about the program and asked to wait until a specific date
to display their poster. An email blast went out around
3:00 p.m. one afternoon asking that merchants display
their poster later that day or early the next morning. The
next day there were posters in every window in town!
Each week, the paper ran a full-page ad explaining the
importance of keeping dollars local and encouraging folks
to do what they could to support local “jobs, neighbors,
businesses.” The local radio station did the same.

Neighbors ¢ Jobs ¢

“The promo had impact, but not as much as we had
hoped,” said Publisher Lee Borkowski. She said, “When
you live in a rural area, geography often dictates the
necessity of traveling out of town (or going online) for
products or services you need. This concept is not new
nor is it unexpected. Unfortunately, this practice be-
comes a habit and only adds to the exodus from local
support. My goal with our next campaign was to recog-
nize that fact, bring it to the forefront, and challenge
folks to ‘think’ about what they could
do locally. Hence the new campaign -
‘Think Local.

“For this campaign, we designed
another compelling poster and we
engaged the local radio station.
Posters were handed around; the

campaign was explained, and
we set a launch date. In addi-
tion to all of the things we did
for ‘Buy Local,’ we also added
a business fea-
ture to our paper
each week. For the
articles, a question-
naire was handed
out requesting
information about
the business. We
had a first-in, first-
featured policy -
but probably more
important to note,
we did not require
that the business
be a client. Taking
this position added
to our credibility
that we truly are
vested in the com-
munity and helping
it grow.

“"When it’s time to feature a local business, we type up
their question/answers and arrange a photo shoot. The
shoots are quick — but fun! To add to the branding, we
purchased a dozen pair of green glasses, hats, pom-
poms, etc. The clients don the apparel and strike a pose
to mimic the gal on the poster.

“Next, we shot a quick video in which they introduce
themselves, state that they are the featured business
of the week and encourage folks to read about them in
the Shopping News. We also mention listening to WRCO
radio, as they conduct an interview with the business the



Think I.ocul.:.

*NAME OF BUSINESS: \,‘/‘/
=

“YEAR ESTABLISHED:

“TELL US A LITTLE ABOUT YOUR BUSINESS: WHAT DO YOU DO2 —

*HOW MANY “NEIGHBORS” DO YOU EMPLOY2

RECOGNIZING YOU CAN DO BUSINESS ANYWHERE...WHY ARE YOU HERE?

'WHAT'S THE ONE THING YOU WISH EVERYONE KNEW ABOUT YOUR BUSINESS2

'WHAT MAKES YOUR BUSINESS UNIQUE2

OTHER THAN PROVIDING JOBS AND PAYING TAXES WHAT ARE SOME OTHER WAYS
YOU GIVE BACK TO THE COMMUNITY2

PARTING THOUGHTS....
THIS IS YOUR LAST CHANCE....SHARE ANYTHING YOU FEEL WE MISSED INCLUDING ABOVE.

‘Who should we contact to schedule a photo? Name:

Email Phone:
*The first 4 questions are required to be answered. The others are optional. Answer as many questions as you wish.

Return to: Think Local Business Feature, P.O. Box 272, Richland Center, W1 53581

This is a free service and the feature will run on a firstcome, firstserve basis. Don't delay in
completing the information form so the Shopping News can schedule your photo and feature your business!

Think Local!

This week we had the pleasure of interviewing the Scott and Kelly
Coppernoll, owners of Kelly’s Coffee. We hope you enjoy learning more
about their business.

NAME OF BUSINESS: Kelly's Coffee House
Year established: December 2016
Tell us a little about your business: What
do you do? We serve Premium coffee,
from scratch bakery, and a Sandwich menu
(soup-seasonally) that is fresh and made to
order. All, in an inviting atmosphere!
How many “neighbors” do you employ?
Currently we employ six.

izing you can do
anywhere...why are you here?
We love Richland Center! Scott’s family is
from the Ithaca area, but moved away, and
he came back and | am a transplant. We
love the quaint and friendly community. This
community is very supportive and we love
raising our four children in this environment.
What's the one thing you wish everyone knew about your
business? We love to serve people! We care very much about providing high quality products and treat-
ing all our customers very well, because they all matter. We see our customers as an extension of our
family.
‘What makes your business unique? Us! We are a true “family business.” You will find our oldest two
helping customers. They love to do that and you can tell! We are working diligently to provide this commu-
nity with a great place to gather!
Other than providing jobs and paying taxes what are some other ways you give
back to the community? A fun place to hang-out. This community has been asking for a gathering spot
for great coffee and great conversation...this is it! You can meet for coffee to catch up with an old friend or
meet a new one. We also have Wi-fi for our customers so it lends itself well to sit and study by yourself or
with a group. Itis also a convenient spot to meet clients and have meetings.
Parting please share ing else you'd like our readers to know:
While we loved serving the community with Papa’s Donuts, we have gone into a different direction and
no longer make donuts. We think that you will love fresh baked goodies that we have in the bakery case.
Papa’s Donuts business is for sale and we would love to pass the baton to the right person. As for Kelly’s
Coffee House, we are new and we are still growing. We will be having our first music night, which will be
used as a way to showcase the area’s own great local talent. This will be in two formats, open Mic and Live
music. We have a wide collection of board games for the whole family to enjoy and we have
designated a couple nights of the week to play! Stop in and see us and see all that we have to offer!
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Address: 196 West Court Street Richland Center
Phone: 608-383-1399

Hours: Monday thru Saturday 6am-7pm

Email: kellyscoffee@yahoo.com

Tune into WRCO this Wednesday for the news at noon during which they
will feature an interview with Kelly and Scott.
Watch this page next week to learn more about Connie’s Creations.

To have your business featured here please complete the survey form that came with your Think Local sign.

Or; contact the Shopping News for a fresh copy. Complete the form and return it to the
Shopping News to be added to the schedule. First in, first featured!

adno-510124-01

FEATURE

same week. It's been a great one-two punch. We’ve successfully
created a lot of buzz around town.

“To keep it fun after the fact, we take one of the featured
business photos and re-create the ‘Think Local’ poster to now
read ‘We Think Local.” Our goal will be to have every business
featured and owning their own signs,” said Borkowski.

So, what's the feedback so far?

"Think Local’ is really resonating with our readers. We had
one person comment that they still needed to travel to Madison
to make a purchase, but they made sure to fill their tank locally.
That's exactly the type of thinking we were hoping for.

“An insurance agent shared that she was contacted by a local
business owner who told her that the ‘think Local’ campaign
caused them to question why they were sending premium dol-
lars out of town. They now buy their insurance locally - same
underwriter, same coverage, just keeping it local.

“What’s next? I'm not sure. And that’s where I'm hoping you
can help. How would you change the program? What would
you add to increase engagement? Do you have any ideas for
a reader contest? Have you any experience with devising a
scavenger hunt? Is there a new twist on involving social media
to help develop this awareness? Is there a logical next step to
guarantee continued involvement?

“Those of us who've been in the business a long time know
there are no original ideas, just ones you customize and make
your own. We also know that the upside of any problem is the
fact that it creates a breeding ground for imaginative and in-
novative ideas. So please take this opportunity to come up
with the ‘what’s next’ to successfully complete the cycle of this
campaign. ‘Buy Local’, ‘Think Local’, and ......... " q

BLue HErROES

The Wisconsin-Iowa
Shopping News in Prairie
du Chien, Wisconsin,
turned to the color blue i |
to publish a special pro-
motion.

The “Blue Heroes
Police Officer Apprecia-
tion Promotion” was published to nominate police officers for
going above and beyond their duties. The winning department
received an appreciation party.

Businesses sponsored the recognition pages, posters and
party by purchasing ads in a special Police Officer Week section.
The promotion generated a considerable amount of positive

community feedback and goodwill with the local law enforce-
ment agencies. The police chief recognized the promotion on a
local radio station, and there were thousands of likes and shares
on social media.

Continued on page 14

Police Officer Week May 15-21, 2017
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Results uou can trust.
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Special Promotions

We have receive‘ﬂformsfr"‘ m/community members who
would like to expressitheir appré iation/by nominating a
blue hero'who has touched their life.

REAY D@Tr[ﬂ 2IST IS
NATIGNAL P [EE W

week and provide a local Police Department with a
party of appreciation!

Your Sponsorship will also include
2x3 full color ad in the May
16th edition of WI-IA Shopping
News, along with winners of the
appreciation party.
Deadline is 4 PM on May 11th.
Contact Tma’Jﬂlle, Randi or
caII the¥Shopping News, fo*more

Ad Size 2x3
Full Color

Wisconsin-lowa
*
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These local Heroes were nominated by members of
the community for going above and beyond.

TERRY SPROSTY - Prairie du Chien Police Department
STAESY POLOBAA - Prairie du Chien Police Department
JEREMY HARTY - Grant County Sheriff’'s Department

A ERIEKESEN - Prairie du Chien Police Départment

GASEY GO - Prairie du Chien Police Departm i

[SHAWN| - Crawford County Sheriff's Department
ROSENDAE - Lansing Police Department

JEFF HIENIEY - Prairie du Chien Police Department

TARA MENRY - Prairie du Chien Police Department
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S
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WEISUPPORTOUR LOCALLBLUE HEROES!

POLICE|
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Continued from page 13

The first step in the implementation was soliciting nominations for
police officers for going above and beyond. This was done through
print ads, social media posts and online submissions. The winners
were determined by a random drawing.

All members of the office signed a thank you note, and a copy of
the recognition ad was sent to each nominated officer.

Business sponsorship ads were sold for a special Police Officer
Week section. Posters showing support for local law enforcement
were distributed to businesses for display during the promo week.

Smoky Mountain
BOOLS nec. s100.00
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Rodriguez Contractors, LLC
(402) 201-1006

(402) 733-8576
3902 5. 42nd St, Omaa, NE 68107
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4112 Q St. Omaha
() 827-0226

Pheasant
Bar & Grill
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Cinco DE Mavo

American Classifieds in Omaha, Nebraska, has been using the
Cinco de Mayo celebration to provide an extra source of revenue on
an annual basis.

The celebration is growing each year and has been spearheaded
by Sherry Guthridge, a sales rep for the publication.

After contacting the promoter of the event, Guthridge arranged a
trade out for show involvement. American Classifieds provides teaser
ads prior to the event as well as an entire publication dedicated to
Cinco de Mayo. The front and back page and multiple inside pages
are dedicated to ads from clients wishing to reach this growing group.

The paper provides ads promoting the festivities, times, locations
and entertainment. Attendees can register for a giveaway the publi-
cation sponsors by visiting a booth at the event.

The event has become a vital partnership for American Classi-
fieds and has resulted in many new clients that it was not previously
exposed to.

American Classifieds also uses three websites and Facebook to
get the word out about Cinco de Mayo. The site opens in vibrant full
color, matching the print ads.



FooteALL!

Many publications in the free paper industry publish special
sections for football season. American Classifieds in Omaha,
Nebraska, has elevated their special section to a new level.

The publication offers a two-page spread for a period of 16
weeks, featuring college and professional football. At least one
of the games is included in an advertiser’s ad.

During those 16 weeks, readers have an opportunity to win a
total of $3,500 in cash and prizes.

American Classifies encourages clients to participate by do-
nating gift cards in exchange for their logo recognition with the
paper’s promotion, parking lot signage and any outside adver-
tising for the contest. Advertisers also have the opportunity, for
$10 per week, to be a drop-off location for the contest.

The customer base includes three websites, Facebook and
social media. Customers can enter their selections through the
printed paper or digitally. There are three prizes each week, and
most of the prizes are donated.

The value of advertising received by American Classifieds, at
$55 per ad for 16 weeks times 42 ads, totals $36,960 for the
contest period.

Year after year, readers look for the contests. The advertisers
normally repeat each year and make few changes. |

Play Our Football Contest

In Cash
& Prizes

3500

Y=

See Paper For Details
Billboards purchased around town.

CRuisiIN’

GIL Shopping News in Platteville, Wisconsin, has turned to
classic cars to add some editorial to their publication with a
special section called Cruisin”.

The Woodward Community Media publication special section fea-
tures photos of reader-submitted classic cars and their “Fast 5” little
snippets about their favorites roads, longest trips, car clubs, etc.

Cruisin’ runs once a month from April through October. The
section also tries to feature a story each issue about a restora-
tion, remodel or other story pertaining to autos. Advertisers
sponsor each car that is on the page. Advertisers also have the
option to run special promotions and coupons with special ad
pricing on this page.

Continued on page 18

FEATURE

Everyone Loves Our

O Foothall Contst]

Featuring College and Pro Teams

Be part of our most sought after
yearly promotion for
an unbelievably low cost!

125,000
Readers Weekly
Jii Plus ...
Free Website
Coverage

Y Weplacea
/ game within your
ad for maximum

Appearing August 31st
N Thru December 14th
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5 Tech Tools to Grow
Your Publishing BUSINESS

Publishers continue to face new challenges in the evolving industry of print publishing.
However, new technologies are now giving publishers opportunities they never had.

Here are a few technologies and services that can help you grow your business in 2017. —
coe SiteSwan
sitetSywan = e e s What is it?

Super easy-to-use platform that lets you build beautiful, fully responsive

[
websites for your advertisers and other local businesses.

How can it help you grow?

Open up a brand new revenue stream by offering affordable web design
to your clients. Set your own prices and charge an upfront setup fee
followed by a monthly service fee. Clients edit their sites themselves
using a site editor branded for you. Sales training and marketing
material is included, taking the guesswork out of how to sell digital.

You even get your own marketing website to promote your services.
Less than 50% of businesses have a website...you can change that

and make money all at the same time.

Reseller Program

Create and sell websites to small businesses.
+ Easy-to-Use Software
+ No Experience Needed

+ Use Your Own Branding
+ Huge Profit Potential

Get Started Now

How much does it cost: Plans start at $99/mo
www.siteswan.com

Ideal Directories oo

P ideal directories ome T s rigisrn Fsoena
What is it? Launch your BIG doatocey!
Turn-key business directory websites that can be branded for your Hurry - At Fast Sign up today and you can save aver 50% CLICK HERE
publication and market. Choose from different directory “themes”
including a general business directory, restaurant directory, wedding Start Your Own Online
vendor directory and more. Business Directory Website

. With our easy-to-use software, anyone can launch their own business directory website,

How can it help you grow? that generates passive income antl practically runs itselr

Offer your advertisers the best of both print and online with a listing
on your local directory website. Businesses can even sign up and

manage their listing themselves allowing you to generate a monthly A | rootEiEey
revenue stream that is practically hands-off. You can create different - Pl tho Podect Wnllng

pricing plans based on what features you want to offer, and money
automatically gets deposited into your bank account.

——|
@Bhiness —————  WEDDING
p oo g

How much does it cost: Plans start at $99/mo
www.idealdirectories.com

Paid Advertisement

September 2017




PAGEFLIPPRO WOME  HOWIWORKS  FEATURES  PRGNG  CONTAGTUS

Turn Your PDF into an
Interactive Page-Flip Digital Edition

Discover the fast, easy and affordable way to get your publication online.

Try it for FREE

Perfect for free papers, books, broch: letters and more.

Exchange ! Courier .% .

g EOUA

Exchange Classified Ads Platform

What is it?

An incredibly robust, but simple-to-use software platform that powers

your publication’s website and classifieds system that
classified ad sales.

How can it help you grow?
This system will act like an additional classified salesp

place Classified Ads get reminded to renew their ads before they expire

PageFlip Pro

What is it?
A digital publishing platform that transforms your boring PDF's into
high-definition, fully-responsive interactive Page-Flip Digital Editions.

How can it help you grow?

PageFlip Pro allows your readers to view your publication wherever they are.
Now featuring a new responsive design for tablet and mobile viewing with
lightning fast page load speeds, your website is always up-to-date with the
latest version of your print publication. It's hands-off for you and advertisers
love the added exposure the digital edition offers...plus it's all branded for you.
You can also extend the shelf life of special sections. Recent updates to the
platform include subscription management and banner ad integration.

How much does it cost: Pricing starts at just $1 per page
(based on volume).
www.pageflippro.com

Exchange

can instantly boost

Classified Ads Software

Built by a publisher, fo s.

Click to Learn More

erson! People who

I ey bocat verans ad hoct your staff all havARSUIEY |
N . pe . The Exchange Classified Ads Software Platform is a complete end-to-end solution that
an ad significantly boost average ad cost. Your staff all have separate logins poviers your entie website and helps you manage dassiied ads from start o fiish.

to proof incoming ads and customer credit cards are stored for more

efficient renewals and re-orders. Save time, boost effi
publication’s website & technology on par with major
without making a huge investment.

How much does it cost: Plans starting at $685/mo
www.classifiedads.software

J+5 STONEWARE

,,,,,,,,,,,

Can't Choose? Let Them!

318 Stoneware git cards make the
‘perfect gif for picky friends, come
in any amount, and are available

et
i

ciencies, and put your
classified websites

Mailchimp

What is it?
An easy-to-use email marketing system that lets you send out thousands
of emails at once.

How can it help you grow?

With a few clicks you can put together great-looking emails and blast them
out to your readers and/or advertisers. Announce the latest Digital Edition
is online, or feature a seasonal print promotion. You can even sell
sponsorships inside of the email blasts!

How much does it cost: Paid plans starting at $10/mo
(based on subscriber list size)
www.mailchimp.com

September 20
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Special Promotions
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Not what | expected to see in this weeks shopping news

O % 0 You. Brandy Stetz, Steven M. Schave and 115 ohers

Continued from page 15

a. The special pricing gets smaller shops, detailers,
and even home-based auto service businesses advertising
the things people need. This allows the company the op-
portunity to seek revenue from businesses that don’t have a
high income and generally don’t advertise.

b. This is a well-read section. As a shopper, this gives
readers a change of pace.

C. Local photos and stories create a longer shelf life,
giving the paper added value.

d. By creating a section with editorial, businesses were
able to utilize their co-op, which requires the editorial con-
tent. Without the co-op utilization, many of the companies
would not be able to run in the paper.

To get the wheels rolling, employees submit their adver-
tisers/friends/families’ cars to start getting the word out.
From there, employees attending car shows take photos
and ask questions or give out their business cards to the
vehicle owners. Attending the car shows seems to be where
they get the most participants. They also use Facebook and
fill ads to start collecting reader submissions. In conjunction
with the paper, they feature the cars on the paper’s Face-
book page to direct readers to the paper to see more.

GLI Senior Account Rep Tiffany Gardner said, “"Do not
limit yourself! You can use this template and cater it to
other hobbies people enjoy. You could feature reader-
submitted photos of a specific sport or topic. Other ideas to
use with this template would be area farms, gardens, flower
beds, hunting or fishing photos, or even scenic photos with
nearby advertiser sponsorship!” 9| [

Post Details
823 people Reached
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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

"To a mind that is still, the whole universe surrenders.”
- Chang Tzu

GET UP IN THE MORNING, GO HERE, GO THERE, CHECK
your e-mails, send out a few texts, answer a call, make a few
calls, go here, go there, over and over until you fall into bed.
Get up the next morning and repeat. Is this an apt descrip-
tion of your life? If so, you're not alone.

Modern technology has made us incredibly productive, but
it is hard to go five minutes without being interrupted by a
call, a tweet or some other distraction. Some of the informa-
tion is important and urgent, but much of it is trivial and a
pure waste of time.

Much of our day is spent sorting through all this data and
deciding what to respond to and what to discard. Our brains
are so absorbed in this endless sorting process that they do
not have time to engage in their primary function—THINK-
ING!

We find ourselves on a mental treadmill, constantly speed-
ing up as more and more information floods in through our
devices. Like Lucy and Ethel in the chocolate factory, we don’t
have the time to put things in their proper place.

Thinkers, from Socrates to Dale Carnegie, understood
the value of setting aside dedicated time for quiet thought.
Andrew Carnegie only spent two or three hours a day reading
reports and meeting with subordinates; the rest of his day
was spent thinking. Warren Buffet spends about 80% of his
time alone, deep in thought, and Bill Gates schedules large
blocks of uninterrupted “switched off” time for reflection.

Setting aside time to relax and simply think is surprisingly
difficult. Americans admire “go-getters” and we’ve become
addicted to our digital devices. The proven benefits of “going
inside your head” are so great that it is well worth your while
to give it a try.

Set aside some time, an hour will do, to be alone with your
thoughts. Switch off your devices and let your office and fam-
ily know that you’ll be unavailable. Find a quiet place and just
let your mind wander. Take a notepad with you to record your
thoughts and ideas.

Resist the urge to think about “what you should be do-
ing.” Concentrate on your goals and dreams. At the end of an
hour, you'll be mentally refreshed with some great actionable
ideas. Soon your “thinking time” will be your favorite time of
the week. [
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RISING STARS

Baltimore —

by Samantha Husted, Rising Star

BALTIMORE IS A PLACE THAT IS BURSTING WITH
energy. The coastal city is diverse, colorful, and rich
with culture. Due to its many sprawling districts, Bal-
timore is often referred to as the “city of neighbor-
hoods.” From its unique cuisine to its funky neigh-
borhoods and museums, it seems that Maryland’s
largest city has a little something for everyone.

The city’s vibrant culture is due largely in part to
its history. Baltimore was founded in 1729, nearly
225 years ago, when America was just in its infancy.
For years Baltimore acted as the leading seaport and
trading center of the world. Over time, the popula-
tion steadily increased and between 1776 and 1790
it nearly doubled
in size. By the
1800s, Baltimore
was the second
largest port of
entry for immi-
grants coming to
the United States.
Ellis Island was
the largest.

The influx of
immigrants from
Germany, Ireland,
Italy, Greece,
Poland, Lithuania,
Czech Republic,
Ukraine, Hungary,
and Russia had a
profound effect on
almost all aspects
of city life. The newcomers brought with them differ-
ent traditions and languages, cultures and religions,
food and history. They established businesses and
developed ethnological neighborhoods.

From politics, to the economy, to the physical ge-
ography of the city, immigrants played an important
role in shaping Baltimore’s diverse cultural landscape.

Today Baltimore is divided into nine sections:
Central, North, Northeast, East, Southeast, South,
Southwest, West, and Northwest. Within these geo-
graphical distinctions are historic neighborhoods, art
districts, museums and universities.

This year the Association of Free Community Papers
annual conference is set to take place in Baltimore’s
Inner Harbor, which is situated in the Central region.
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Photo by Shutterstock / Carlos E. Santa Maria

A City of Neighborhoods

The Inner Harbor is no longer the immigration port
it once was. Today it acts as a tourist destination and
commercial business area. It's a great place to shop,
learn, and perhaps importantly, eat.

In 2015, restaurant rating website Zagat listed
Baltimore as the second top food city in America. In
terms of culinary establishments, the Inner Harbor
offers visitors fresh seafood and authentic Baltimore
cuisine. There you can order delicious Maryland blue
crabs, pit beef, and of course, mouth-watering Berg-
ers cookies, which are hand-dipped in fudge and
packaged in an iconic red box. Interestingly, Henry
Berger, founder of Bergers, was a German immigrant

who came to Balti-
more in 1835.

Other hot spots
within the Inner
Harbor include the
National Aquari-
um, the Maryland
Science Center,
the historic Enoch
Pratt Free Library,
and the Fort
J McHenry National
o Monument and
Historic Shrine.
The monument
commemorates a
successful battle
fought during
the War of 1812
in which the fort
defended the Inner Harbor against the British Navy.
The battle was the inspiration behind the creation of
our national anthem, the “Star Spangled Banner.”

Westminster Hall and Burying Ground, also situated
in Central Baltimore, is the final resting place of famed
American poet and short story writer Edgar Allan Poe.
The historic graveyard was established in 1787 and is
home to the official Edgar Allan Poe House and Museum.

A little south and to the east you'll find the wa-
terfront neighborhood of Fells Point. Historically the
area has been home to Eastern European immigrants
of German, Polish, Ukrainian, and Russian descent.
With over 120 pubs, Fells Point is home to the larg-
est concentration of pubs, bars, and restaurants. It's
considered to be the “foodie” neighborhood of Bal-
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timore. If you're a beer connoisseur, Fells Point may be
the spot for you. There are a ton of local breweries with

all kinds of interesting and hoppy fermented concoctions.

In addition to providing Baltimoreans and its visitors
a plethora of food and alcohol, Fells Point is an area rich
with history, particularly when it comes to architecture.
The oldest standing residential house in Maryland, the
Robert Long House, is located in Fells Point. The house
was built 1776 and stands to this day in its original loca-
tion. The second oldest building is the ever-recognizable
Saint Patrick Catholic Church. The church itself was
founded in 1792, but the building wasn’t completed until
1898. And, on a historical side note, Frederick Douglass,
famous abolitionist, writer, and Maryland native, is said
to have worked the docks in Fells Point while enslaved.

If you make your way uptown to the North Baltimore
neighborhoods, you’ll find the academic side of Mary-
land. There resides Johns Hopkins University, a competi-
tive research university that was founded in 1876. Other
notable institutions include the St. Mary’s Seminary and
University and Notre Dame of Maryland University.

North Baltimore is also home to the Station North
Arts and Entertainment District, the official art district of
Baltimore. There the neighborhood is focused on theater,
entertainment, and art. Each year the official Maryland
Film Festival is held at the Charles Theater in the area.

Other popular destinations throughout the city include
Oriole Park at Camden Yards, the B&O Railroad Museum,
the Walters Art Museum, and the Maryland Historical
Society where an original copy of the “Star Spangled
Banner” can be found.

Baltimore is an exciting, sprawling city comprised of
neighborhoods with unique cultural anchors. It’s no sur-
prise that a city so rich in American history has birthed
some of the most famous names in our current cultural
repertoire. Some famous Baltimoreans include musicians
Billie Holiday, Eubie Blake, Frank Zappa, writer Edgar
Allan Poe, Edith Hamilton, and Frederick Douglass, cult
filmmaker John Waters, and of course, baseball legend
“The Great Bambino,” Babe Ruth.

Baltimore, the city of neighborhoods, is a melt-
ing pot of cultures. Maryland’s largest city is bursting
at the seams with history, art, food, and culture. Its
many neighborhoods stand as a testament to its histori-
cal roots as the second largest immigration hub in the
United States. Today, as the city is propelled forward by
the steady march of the future, it remains enriched with
the deep history of the past. m
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FEATURE STORY

Metro Creative Graphics Acquires
LSA Creative Outlet f/k/a MultiAd

NEws MEDIA PUBLISHERS, AS WELL AS PUBLISHERS
of other ad-supported products and services, have been
utilizing Metro’s creative and sales support services since
1910 to develop and profit from locally-focused advertis-
ing. With the acquisition of LSA’s Creative Outlet (CO),
Metro continues its customer-driven expansions in order
to best service the evolving needs of its clients.

The transition for CO clients will be completed by Sep-
tember 30, 2017. In addition to CO images and templates
being added to Metro’s online portal, Metro Creative
Connection (MCC), CO’s Food Photography service will be
enhanced and provided to clients of the service via MCC.
This merging of content libraries will offer immense ben-
efits to existing and transitioning Metro subscribers, in-
creasing the creative options previously available to both,
while introducing new clients to Metro’s extensive collec-
tion of design resources, which include dynamic photos,
art and graphics, logos and multiple-view auto images.

Transitioning subscribers will also be able to harness
Metro’s powerful spec ad resources to drive sales. In
addition to utilizing Metro’s expansive spec ad library,
subscribers will have the option to add MiAD Wizard —
Metro’s fast and easy spec ad personalization application
for sales professionals — to attract and close sales from
more local advertisers in less time.

In keeping with its commitment to helping publish-
ers exceed their ad sales goals, Metro’s ongoing efforts
include “shop local” campaigns, community event pro-
motions, multi-advertiser pages, profitable idea sharing
through Metro’s Plus Business industry publication, and
more. Metro also provides copyright-free editorial fea-
tures for native advertising, as well as digital spec ads,
helping publications keep pace with changing advertiser
demands. This unique pairing of innovative sales tools
and solutions with outstanding creative resources will of-

(¥

Software Consulting Services, LLC
SCS builds trusted newspaper systems

“SCS has been the reason we were able to move all our
3rd shift graphic personnel to 1st and 2nd shifts; they
love sleeping when it's dark and we love having all the
work done by 11:00 pm! We look forward to more SCS
benefits as we develop our skills with their products.”

- Jane Means

CEO / General Manager
Kapp Advertising Service, Inc

newsbapersystems.com - 800.568.8006
\ -\
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fer former CO clients new roads to revenue.

“The team at Metro is excited and prepared to wel-
come the clients of Creative Outlet who will be integrated
into the Metro family. We are dedicated to making our
new clients’ transition a smooth one and to making sure
their experience with Metro is one that translates into
new revenue opportunities for years to come,” said Rob-
ert Zimmerman, president and CEO for Metro.

MeTro CREATIVE GRAPHICS, INC.

The leading advertising, creative, sales and editorial re-
source and business ally for newspapers and media compa-
nies in North America and beyond, Metro Creative Graphics
is dedicated to helping its customers generate top-line rev-
enue more easily, in less time. Since 1910, Metro has been
driven to deliver new, forward-thinking and actionable solu-
tions for print, web and mobile local advertising products.

The company’s deep and diverse suite of simple-to-
use, revenue-generating products and services includes
targeted art and photos, spec designs, editorial features,
ready-to-sell special sections, state-of-the-art online
e-sections and groundbreaking digital ad development
tools. Every day, Metro’s responsiveness helps customers
create, sell and profit beyond their business expecta-
tions. The company’s passion for performance has dem-
onstrated literally thousands of client success stories and
earned it a respected reputation in the industry.

The LSA is a not-for-profit industry association of me-
dia companies, agencies and technology providers help-
ing businesses market to local consumers. LSA consists
of about 300 members in 20 countries, and is dedicated
to helping these members realize the power of local mar-
keting and commerce through conferences, consulting,
insights, advocacy and more. The LSA Creative Outlet
library contains over 1.3 million photos, illustrations,
templates, editorial content, games and puzzles. [
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FEATURE STORY

A Free Paper Month Celebration

(lnhmwn,ab

Free Community Paper Month...
Give a Shout-Out to Your
Favorite Advertiser!

Tell us what advertiser consistently catches your
eye and offers you just what you’re looking for.

The advertiser with the most nods gets $100 in
advertising dollars, AND one lucky reader who
selected that advertiser will

win a $100 qtbtea)ui!

Enter online at gvpennysaver.com

Or mail/deliver entries to:

GVPS Free Paper Month Contest

1471 Route 15, PO Box 340, Avon, NY 14414

Contest guidelines:

* Must be 18 or older to participate

© Include your name, address/town/zip, phone & email

* GVPS employees/families are ineligible

 Deadline for entries: 7/31/17

© Winner's name/favorite
feature published 8/11/17

* We reserve the right to publish
any and all submissions.

* The Leadership Institute

Lighting the Way

Another member benefit of the

Association of Free Community Papers

afcp

Association of Free Community Papers
135 Old Cove Rd. - Suite 210, Liverpool, NY 13090
(877) 203-2327 or visit afcp.org

THE GENESEE VALLEY PENNYSAVER
in New York added a nice touch to cel-
ebrate Free Community Paper Month this
year.

The Pennysaver published information in
their paper on how to celebrate the month,
and asked readers to give a “Shout-Out”
for the name their favorite advertiser.

“Tell us what advertiser consistently
catches your eye and offers you just
what you're looking for,” the ad said.

The advertiser with the most nods
would receive $100 in advertising dollars,
and one lucky reader who selected that
advertiser would win a $100 gift card.

Reader were invited to submit entries
online, by mail or in person. The Pen-
nysaver reserved the right to publish any
and all submissions. [

USA Today names Baltimore
one of “Five Underrated Food
Cities on the East Coast”

=.ahdsyou
can bring

home tons
of Ideas!
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FrRee PAaPER INK IS ADDING
an Association of Free Commu-

nity Papers (AFCP) Business and
Service Directory for association

members and vendors of the print
industry.

The first edition of the monthly
directory is located on pages 26-
27 of this issue of INK.

New AFCP MEeMBERS!

Sycamore Media
108 W. Quarry St.
Maquoketa, IA 52060
Publisher: Trevis Mayfield
Circulation: 19,400
Phone: 563-652-2441

Livewire Printing Co.
310 Second St.
Jackson, MN 56143
Publisher: Justin R. Lessman
Circulation:
Phone: 507-847-3771

Website: livewireprinting.com

ASSOCIATION
UPDATES

Associations ihe N EW

The individual boxes are 2-5/8
inches wide and 1-3/8 inches
high. The cost for an ad in the
Business and Service Directory
is $50 per month for a minimum
five-month run.

For a 10-month contract, the
cost is reduced to $40 per month.

A 10 percent discount is also

being offered to advertisers for a
second ad. The maximum will be
two squares per advertiser.

AFCP associate members in good
standing will have one box included
with their annual membership.

To place an ad or for additional
information, contact the AFCP
office.

University City Review &
Philadelphia Free Press
218 S. 45th St.
Philadelphia, PA 19104
Publisher: Claudia Christian
Circulation: 30,000
Phone: 215-222-2374
Websites: www.ucreview.com &
www.philadelphiafreepress.com

10,213

To submit your “Associations in the News” story, contact Dave Neuharth at DJNeuharth@aol.com.

What do Judges look for?

Continued from page 7

the same category from the same place, your best work
might get lost in the signal/noise ratio.”

Lou Ann Sornson said, “"Please make sure you mark
you entries correctly. Some entries are marked wrong as
to the category.”

Name three things you look for when judging a
display ad.

Birkett said, “Original, creative and effective designs.”

Borkowski said, "I like ads that are open, eye appealing
and well designed - with a benefit/call to action headline.”

Fry said, “(1) Attractive overall design. It needs to
invite the reader in, not jar them with attention grabbing
devices. (2) Clean photography or artwork. (3) Lack of re-
verses, drop shadows, unusual border treatments. These
devices are overused and trite. Let the ad speak for itself.”

McAfee said, “(1) Aesthetic and application of good
design principles. (2) Cleverness and uniqueness of piece
to stand out and capture reader attention. (3) Good use
of typography.”

Sornson said, “Overall view of the ad. Spacing, com-

|'I'¢| ponents in the ad. Does it address, who, what, when and

24 September 2017

where? If it’s an image ad, does it cover the gambit of
feelings?”

What are the most critical aspects you look for in
a cover design or an editorial photograph?

Birkett said, “Cover design should be creative and
allow readers an insight into what they can expect from
the piece. This is especially true of front covers on spe-
cial sections or niche products.”

Borkowski replied, “Again, I like open, balanced
design with great eye appeal. Something that makes me
want to reach out and pick it up automatically.”

Fry replied, “The winning cover designs always have a
clever hook or design element that draws the reader into
the publication. The invitation and desire to read further
is paramount in good design. Dominant photography,
appropriate type choices, and intriguing headlines are
judged higher than the competition.”

McAfee said, “This is difficult, because covers need
to be appropriate for the type/style of publication they
are for. However, in basically all types (magazines, com-
munity newspapers, shoppers, etc.), I personally like to

Continued on page 28



ON THE

HORIZON
NEW YORK CITY, NY : WISCONSIN DELLS, WI :
‘ Se p-t SEPTEMBER 28-30, 2017 APRIL 6-7, 2018
Independent Free Papers of Community Papers of Wiscon-
America (IFPA). Annual Confer-  Sin (WCP). Annual Conference,
STUART, FL : ence, Westin Newport Hotel. For Chula Vista Resort in Wisconsin

SEPTEMBER 15-16, 2017
Community Papers of Florida
(CPF). Annual Conference,
Hutchinson Island Marriott
Resort & Marina, Stuart, Flor-
ida. For information contact:
DINeuharth@aol.com.

CHICAGO, IL :
SEPTEMBER 25-27, 2017

Niche Media Digital Confer-
ence, Chicago, Illinois. For ad-
ditional information visit www.
nichedigitalconference.com.

more information contact Douglas
Fry at douglas@douglasfry.org.

2018

CLEARWATER BEACH, FL :
JANUARY 26-27, 2018
Independent Free Papers of
America (IFPA). Publishers
Summit, Holiday Inn at Clear-
water Beach, Florida. For in-
formation contact Douglas Fry
at douglas@ifpa.com.

Dells, Wisconsin. For informa-
tion contact Janelle Anderson
at janderson@pdsadnet.com.

BALTIMORE, MD :

MAY 3-5, 2018

Association of Free Community
Papers (AFCP) and Mid-Atlantic
Community Paper Association
(MACPA). Joint Conference and
Trade Show, the Baltimore Inner
Harbor in Baltimore, Maryland.
For information contact Loren
Colburn (loren@afcp.org) or
Alyse Mittten (info@macpa.net).
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To list your conference information in Free Paper INK, send it to: DJNeuharth@aol.com
To list your conference information on the AFCP website, send it to: Loren@afcp.org I

Why Baltimore?

Departures Magazine names
Baltimore one of 9 Emerging
American Cities to Visit Now!

Y
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If you participate in

CVC online studies

we can tell you everything
you want to know

about your readers.

Call (800) 262-6392 for more information, or look at
the sample ftudy at https://www.research.net/r/cvc2016
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afcp Community Publications Business and Service Directory

ADVERTISING SERVICES & SOLUTIONS
CREATE. SELL. PROFIT.

"M=TRO

metrocreativeconnection.com

APPRAISALS & BROKERING
Newspapers
Magazines - Shoppers
Book Publishing

Confidential
Customized - Comprehensive

KAMEN & CO. GROUP SERVICES
516-379-2797 WWW.KAMENGROUP.COM

For more information - see our ad on page 5

CIRCULATION

VERIFICATION

CVC Audits and

COUNCIL Readership Studies

Third Party Print & Digital Verification
Increased Exposure to Media Buyers
Learn What Your Readers Want
Call 800-262-6392 or visit www.cvcaudit.com

CONTENT AND DATA MANAGEMENT

TN TownNewscom

Digital Publishing Solutions For
News and Media Organizations
www.townnews365.com 800-293-9576
Online Solutions. Bottom-line results.

ENTERTAINMENT CONTENT
Providing its partners with free entertainment
content from our stable stable of publications,
including TV Guide, TV Weekly, Channel Guide,
HOPPER, and ReMIND magazine.

* ASK MATT

* CHEERS & JEERS

* MOVIE REVIEWS

* CELEBRITY INTERVIEWS
* BEHIND THE SCENES

* DAILY BEST BETS

* DID YOU KNOW?

* ReMIND ReWIND

MEDIA

888-584-6688 ntvbmedia.com/edge

CREATIVE SERVICES

GRAPHIC ARTIST EMERGENGY?

Vacation? Extended sick leave? Vacant position?
TSCS can cover the gaps or fill your empty posrtlons'

/ We act
TIMES-SHAMROCK/ s an

extension
of your
team!

ROB JONES, MANAGING DIRECTOR
(570) 504-9309 e rjones@tscsdirect.com

START A BUSINESS DIRECTORY WEBSITE

ideal directories

Launch your BIG idea today!
Perfect add-on to your Wedding & Home
Improvement Special Sections
www.idealdirectories.com
From the owners of Page Flip Pro & SiteSwan

INDUSTRY NEWS

The Free Paper
Industry’s
News Source

877-203-2327

A publication of the Association
of Free Community Papers

WWW.AFCP.ORG

FOR EMPLOYEES
+ Group Life
4+ Group Health

FOR SUBSCRIBERS
+ Affinity Group
Insurance Plans

. FREE PAPER

Affinity Group Underwriters
804-273-9797

www.agu.net

CIRCULATION SUPPLIES
“from the basic to the innovative!”

%{HB STEEL CITY CORP
800-321-0350

— Make sure you see our ad on page 5 —

DIGITAL SALES TRAINING

ARK

Digital Sales Group

“lgniting digital media advertising sales!”

INCREASE YOUR DIGITAL MARKET SHARE
HANDS-ON DIGITAL SALES TRAINING

800-917-0820
info@sparkdigitalsalesgroup.com

LOCATION INTELLIGENCE

Global Leader in Location
Intelligence that drives sales!

LOCATION BASED ADVERTISING DRIVES SIGNIFICANTLY
HIGHER REVENUE FOR PUBLISHERS

@xAd

917-747-5935
www.xad.com

CLASSIFIED SALES SOLUTIONS

Software and services to take your
advertising sales to the next level!

CTGenius”

904-639-5213 WWW.CTGENIUS.COM

DISTRIBUTION BOXES - DISPLAY RACKS
AFFORDABLE - DURABLE
MADE IN THE USA

Largest Variety of Honor Boxes and Distribution
Racks for the Free Paper Publishing Industry
&AW

866-366-6166  WWW.GOPLASTICS.COM

MAJOR NETWORKING OPPORTUNITY

3|

ANNUAL CONFERENCE & TRADE SHOW

[NNER HARBOR

afi
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CLASSIFIED SOFTWARE & WEB DEVELOPMENT

Exchange
Classified Ads Software

$100,000 Classified Solution
for a LOW Monthly Fee
www.allysites.com 800-247-7318

E-COMMERCE CLASSIFIED SOLUTIONS

BLUEFIN PLACE AD
THE BEST SELF-SERVICE AD PLACEMENT
SOLUTION AVAILABLE TO PUBLISHERS

978-662-3323
WWW.GETBLUEFIN.COM

Bluefin Technology Partners

Advertising Solutions for Publishers

MARKETING PLATFORM

The Only Turnkey Solution
Designed Specifically for
Local Community Publishers!

BECOME YOUR
COMMUNITY HUB

LOCABLE

Publisher Network

Your Go-To Guide for Community Publication Business and Service Support




afcp Community Publications Business and Service Directory

MEDIA CONSULTING PRINTING AND PROMOTIONAL SUPPORT SEARCH PLATFORMS
H SEARCH ENGINE
Design. COntent_. _Ideas. DLATRORMS
Software. Training. P R E F E R R E D MARKETPLACES
AUTOMOTIVE
[ ] Providing the knowledge, Mgrkeﬂng Solutions REAL ESTATE
° experience and technology to RECREATIONAL
help publishers grow and thrive! www.preferredms.com AGRICULTURAL
* VERTICAL & HORIZONTAL
401-455-1555 rc:o'n‘axs 800-944-3276 (ext. 0|
Creative Circle L . 800'270'1 769 o (ext. 0)
MEDIA SOLUTIONS www.creativecirclemedia.com AUTOCONX.COM
MEDIA SELLER SOLUTIONS SELF-SERVE PROMOTIONAL PRINTING
SRDS Solutions for Media Sellers ( ) More than a CRM Allow consumers to create flyers or
Premium visibility packages deliver your N\ your 24/7 business poster: S :(Z'dte!g/ et'y thro;lgh le(XI?tlng
information where media decisions are made! print distripution networks

KANTAR MEDIA® | SRDS

847-375-5000 = kantarmedia.com S eSS eslinl || 949-386-4017 - pete@kickfler.co « kickflyer.co

.CO

6 "\ 407.656.2777 #(I Ck f Iy

PUBLISHING SOFTWARE SOCIAL MEDIA UTILIZATION

Merchant Card Processing Y Easvroust % commerciaLeiinc || NSEIS Follow

Request a free quote:  FREEDEMO X pavmoLL 2
1-888-697-8831 + msgpay.com m MONETIZE N
he||o@msgpay'com O SOCIAL MEDIA.
v Integrated b()ledrE for community newspapers FI NALLY! \I 4

Ecommerce - POS u] Merrimac Publlshlng Manager _
Mobile - Software MSG PAYMENT SYSTEMS 603-323-5077 WWW.MERRSOFT.COM Reinig@Friends2Follow.com | 801.403.7966

MOBILE APPS - NEWSPAPER SOFTWARE
AccountScout CRM Mobile App

for Sales Reps
- Advertiser Data

PUBLISHING SOFTWARE SOFTWARE SYSTEMS FOR PUBLISHERS
SCS BUILDS TRUSTED SYSTEMS
Find out why our customers call us “the best
tech support team” and say “we wish we could
contract with SCS to support all our products.”

[M] THE NEWSPAPER MANAGER

How Publishers Profit

-Re-runads CRM SALES PRODUCTION BILLING
-i05 & Android : INTEGRATED MARKETING
- Linked to office database Ph: 706-750-0016 gpooras@mirbeltechnologies.com SDsfgv:reI!dCOnfelélting Services, LLC
B H uilds trust newspaper systems
Fake Brains Software, Inc. - FakeBrains.com www.newspapermanager.com phil@newspapersystem.com poery 800-568-8006

MOBILE SOFTWARE DEVELOPMENT VACATION TRAVEL
INTEGRATED MOBILE SAVE ON YOUR NEXT VACATION PACKAGE

O REAGH TOOR Cummlngs -~ CRUISE PLANNERS

Publication Printers Since 1914

PUBLICATIONS PRINTING

AUDIENCE ON W YOUR LAND AND CRUISE EXPERTS
ANY DEVICE v MAGAZINES v GUIDEBOOKS — -
v JOURNALS v HIGH QUALITY Call us today or visit us online
BAR-Z MOBILE DEVELOPMENT v CATALOGS v SHORT-RUN PUBLICATIONS NE?’7t7r;‘7lgl72chm
info@Bar'Z-ccm 51 2'732'01 35 800-647-0035 CUMMINGSPRINTING.COM A Subsidiary of the Association of F.ree Community Papers
PRINTING SALES TRAINING FOR NEW HIRES
( . . _
Got Print? “ The Leadership Institute / LISTINGS IN
o Y1nct: - - o ' | THIS BUSINESS
Lighting the Way L |/ DIRECTORY
Send itto the Ultimate PrintSource ¥ Qpering o Sales Dislog &
for the Best Service, Quality and Price ¥ Waking Rocommendations Using Features & Benefis w 913-461-3721
Commercial Printing 7 St e victors wir 4F | contct
Inserts, Direct mail, Rackcards, NCR v Esse”“:': :Lif;e;;:’; ;:RC;:N";‘:T;S L \ | Wencjjy Macf:DonaId
g - wen afcp.ori
www.UItlmatePrlntSource Lom afcp.org / Member Benefits / The Leadership Institute / Online Learning Center T \ y@ p-org

Your Go-To Guide for Community Publication Business and Service Support
INK
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GRAPEVINE

SuN MEepIA GROUP HAS AGREED
to sell its assets to SJ Acquisi-
tion, a company controlled by

RFB Holdings, which also owns
MaineToday Media, Alliance Press
in Brunswick, Maine, and Courier
Publications, based in Rockland,
Maine.

Sun Media Group will remain
Maine owned and focused on serv-
ing the community with exception-
al journalism. “After four genera-
tions of family ownership, selling

Sun Media Group was a difficult
decision for the Costello family,”
said Steve Costello, vice president
of advertising and marketing, on

behalf of the entire Costello family.

“The decision was made after
many discussions by the family,
together with our outside board of
directors, and we determined that
the company could best succeed
in an organization with broader
resources and reach.” Costello
said. “Reade Brower, owner of RFB

GRAPEVINE

WHAT'S GOING ON...

Holdings, shares our belief in a
bright future for the community
newspaper business, one that in-
cludes printed products as well as
exciting new products and services
made possible in our continually
evolving digital world.”

The sale was expected to close
on August 1st. John Cribb and
Randy Cope of Cribb, Greene &
Cope brokerage firm represented
the Costello Family in the transac-

tion. [M

What do Judges look for?

Continued from page 24

see a good balance of product/brand awareness without
getting in the way of the subject matter for that particu-
lar issue.”

What is the first thing to "turn you off” when
judging an ad design piece?

Borkowski said, “Poor printing will kill a good ad ev-
ery time! Too small type and clutter are a close second!”

Fry said, "The appearance in the ad that no real
thought went into design. Simply filling in boxes and put-
ting what the customer says they want doesn’t necessar-
ily make a winning or results-oriented ad.”

McAfee replied, “Poor alignment of elements and
spacing (which often can make the piece appear slop-
py).”

Sornson said, “Jumbled, squeezed, over-crowded
information.

How important is printing quality in graphic or
photo entries?

Birkett said, “Printing quality is important. It is pretty
hard to award an entry if the color is out of registration
or it has toning on the ad or entry.

Borkowski said, “Quality printing is vitally important
- it can make or break a photo.”

Fry said, “Print quality is important but balance and
story telling in a photograph is more important. Some
associations judge their entries on the original digital file
rather than the printed piece. This approach takes how
rushed or upset the printer was that issue out of the
equation. Additionally, publications that are printed on
slick stock will always look better than newsprint. The

McAfee said, “Personally, I try to disregard poor print-
ing quality/cheap paper because the designer has no
control over that. However, design mistakes that clearly
disregard the printing process as the medium of repro-
duction for the design are something I will not overlook
(i.e., think reverse text on dark backgrounds that are
difficult to read due to dot gain).”

Sornson said, "I do consider the quality, and then
overall use of the photo.”

THE JUDGES

Tom Cuskey is the former FCPNY sales and training
director and former publisher of Scotsman Community
Publications. He is a Newhouse Graduate of Syracuse
University.

Douglas Fry is the executive director of IFPA and
SAPA. He is a seasoned veteran of numerous free paper
award competitions.

Lee Borkowski is the former publisher of Trade Lines
and is the current publisher of the Richland Center Shop-
ping News in Wisconsin. Twice she has served as the
AFCP awards chair.

Hank McAfee is the associate publisher of Tower
Publications in Gainesville, Florida. He is a graduate of
the Florida School of Fine Arts. He was the 2017 AFCP
awards chair.

Lou Ann Sornson is a regional sales manager for
Metro Creative Services and has been a judge for many
other associations in addition to AFCP.

GregBirkett is the publisher of the Dubuque Adver-
tiser in Iowa and is the past AFCP conference chair and

11| digital approach mitigates that challenge too.” awards judge. [
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INK CLASSIFIEDS

COMPUTER
SOFTWARE

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

SEE

INK MAGAZINE
ONLINE AT

CLICK oN
‘FRee PAPER INK’

DISTRIBUTION
SERVICES

AVAILABLE NATION-
WIDE Let us distribute
your paper in a unique,
cost effective way while
bringing in additional
advertising revenue. Call
631.235.2643. The Email
Shopper ask for Richard
or email admin@thee-
mailshopper.com

CONTENT
PROVIDERS

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

frec paper

CLASSIFIED
ADVERTISING

PUBLICATION
BROKERS

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

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

AVAILABLE IN SOUTH
FLORIDA for free publi-
cations (Weekly or Month-
ly). Call Tony Battallan.
(561) 585-7537

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

WANT
INFORMATION ON
THE
LEADERSHIP

INSTITUTE?

GO TO

RATES:

Up to 30 words

$25 per issue

(additional words -
90 cents per word)

. EMPLOYMENT

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

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

MEDIA COMPANY look-
ing for aggressive, hard-
working, highly motivated
advertising sales profes-
sional for Inside and out-
side sales, Sales Manag-
ers, telemarketing. We
don’t need sales people to
make their goal, we need
them to beat them.
What's in it for you?

e Family atmosphere!

e Excellent compensation
plan with great incen-
tives!

e Great earnings poten-
tial!

e Health, Dental, Vision,
Retirement Plans

¢ Ongoing training and
development!

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

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

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

. EMPLOYMENT

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

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

ORBTAIN VALUABLE
INFORMATION TO
IMPROVE YOUR
BUSINESS AT

SEE YOU IN
BALTIMORE!

CONTACT:

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

. EMPLOYMENT

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

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

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

VWANT TO PLACE YOUR
OWN CLASSIFIED AD?

PUBLICATIONS
FOR SALE

17 YEAR OLD WEEKLY
free shopper for sale lo-
cated in Sulphur Springs,
Texas (on I-30). Family
owned, debt free, afford-
able financing available.
Looking to semi-retire.
903-348-3546.

frece paper

CLASSIFIED
ADVERTISING

PUBLICATIONS
FOR SALE

KAMEN & CO. GROUP
SERVICES
www.KAMENGROUP.com
www.twitter.com/kamen-
group
info@kamengroup.com
516-379-2797
Kamen & Co Group Ser-
vices
626 RXR Plaza
Uniondale, NY 11556
We are the leading finan-
cial valuation multi-media
publishing firm in the
industry serving both the
domestic and international
publishing audience. Our
office values book publish-
ing, social media, video,
newspaper, shopper, mag-
azine and broadcast enti-
ties as well as investment
co’s that deal within the
media sector. At Kamen
& Co Group Services, our
continuum of publishing
advisory services allows
us to meet each client’s
needs. APPRAISALS, BRO-
KERING, CONSULTING.
We have publishing
properties for sale across
the globe; contact us for
specific markets and op-
portunities. Confidentially
email us at info@kamen-
group.com and/or feel
free to call us at our New
York corporate office 516
-379-2797. Follow us at
twitter too! www.twitter.
com/kamengroup
KAMEN & CO: Proud to
be the expert media fi-
nancial valuation resource
for FORBES 400 list of
America’s Richest People
2016 and 2015

WWW.AFCP.ORG

RATES:

Up to 30 words

$25 per issue

(additional words -
90 cents per word)

PUBLICATIONS
FOR SALE

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

IS YOUR CAREER
WORTH
5 MINUTES
OF YOUR TIME!

GOTO

WWW.AFCP.ORG
CLick ON
MEeMBER BENEFITS —
THE LEADERSHIP INSTITUTE —

PoDcAsT ARCHIVES

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

INK CLASSIFIEDS

PUBLICATIONS
FOR SALE

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

. MISCELLANEOUS

INCREASE REVENUE
through pay per call
advertising. Run small
classified ads and get paid
for each call you generate.
Prompt monthly payouts!
Contact Leigh Ann for
details! 618-351-7570,
Email@AdvertisingResults.
com.

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

EQUIPMENT FOR
SALE

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

NICE 6 SLOT MULTI-
publication racks for

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

CONTACT:

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




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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AFCP ANNUAL CONFERENCE & TRADE SHOW

INNER HARBOR
COMING NEXT MAY 3-8, 2018

JOINT CONFERENCE OF AFCP AND MACPA



