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All of the services listed below are FREE promotions included with your audit.

FREE   

NADA

ZIP

ZILCH

GRATIS

COMPLIMENTARY

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

AUDIT PROMOTION CHECKLIST

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

 R DISPLAY THE CVC LOGO - After your printed audit report has 
been issued, you can run the CVC logo in your publication, rate 
card and media kit. Call CVC for more logo promotion ideas.

 R GET CONFERENCE CALL TRAINING - Call (800) 262-6392 to 
schedule training on your CVC audit report and readership 
study. Training sessions take 30 minutes, and can be scheduled 
during regular weekly sales meetings.

 R LET US SEND A LOCAL AUDIT PROMOTION - Send CVC 10 pre-
addressed mailing labels for potential new advertisers in your area. 
CVC will personalize an audit promotion letter for your publication and 
send each advertiser a copy of your report. After completing confer-
ence call training your sales staff should follow up with the recipients 
of the letter.

 R NATIONAL AUDIT PROMOTION - CVC automatically releases your audit 
to Standard Rate and Data Service, and hundreds of national media 
buyers.  Make sure you review your SRDS listing regularly and contact 
national advertisers in your area regularly.  Call CVC for more informa-
tion on national & regional media contacts.

 R REGIONAL AUDIT PROMOTION - CVC maintains a database of more 
than 5,000 advertising agencies nationwide. Use the advertising 
agency marketing plan in the CVC Sales Handbook to develop profit-
able relationships with local ad agencies. 

 R CREATE IN-HOUSE AUDIT PROMOTION ADS – www.cvcaudit.com 
shows examples of hundreds of promotional ads run by other pub-
lishers. Make sure area businesses know why your readers are their 
potential customers. 

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

Need Posters?
CVC’s “power” poster is free and looks great 
in offices, conference rooms and training ar-
eas. Make sure your office visitors know about 
the power of 
your CVC audit. 
Order your free 
poster today by 
calling (800) 
262-6392.
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OFFICERS FOR 2017-2018

INDEPENDENT FREE PAPERS OF AMERICA

“...it can be independence 
forever for those who value it 
sufficiently... if they give their 
allegiance to an association 
such as this one, they will be 
dedicated to keeping the spirit 
alive, and they will be doing it 
by helping each other.”

-- Victor R. Jose
IFPA Founding Conference

September 20, 1980

The Independent 
Publisher

Published monthly for the benefit 
of members by Independent Free 

Newspapers of America®

Publisher
Jane Means, President
Federal Collective Membership

Registration No. 1,561,653

Managing Editor
Douglas Fry

e-mail: douglas@ifpa.com
DEADLINES: The next issue of The Independent 
Publisher will be published December 15, 2017. 
Deadline for all copy is November 15, 2017. 
Copy will be accepted on a space-available 
basis and the publisher reserves the right to 
edit or reject any material.

Advertising, Editorial & Production
The Independent Publisher (IFPA)

104 Westland Drive
Columbia, TN 38401

(931) 922-4171
 

©2017 by Independent Free Papers of America®. All rights 
reserved. Reproduction in whole or part without written 
permission is prohibited.

Well I was wrong. Someone actually reads 
this portion of the magazine. Because they 
are such a loyal reader they will receive a 
year subscription at no charge. You could 
too.
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It’s a Weekly 
Mailer
by Jay Lenkersdorfer

The Weekly Mailer was first 
published in February 2005, 
established as a subscription-free 
weekly news magazine distributed in 
South Central Idaho. The founders, 
Jay Lenkersdorfer and Paul Lyons, 
have deep roots in free and paid 
circulation newspapers as well as 
retail and specialty retail companies.

Both Lenkersdorfer and Lyons 
had been employed at the local 
newspaper, the South Idaho Press, 
(SIP) as the publisher and advertising 
director respectively. When the 
newspaper changed ownership for 
the fifth time since 1996, the new 
owners chose to bring in their own 
people, creating the void that became 
the Weekly Mailer.

Since 1996, the SIP has been owned 
by Park Newspapers, Media General, 
Community Newspaper Holdings, 
Inc., Liberty Group Publishing and 
Lee Enterprises. Liberty Group 
Publishing traded the South Idaho 
Press and other publishing assets in 
Idaho and Nevada for Lee Enterprises 
assets in the Midwest in the spring 
of 2004. Lee closed the South Idaho 
Press four years later. It would prove 
to be a costly error, one that we were 
able to capitalize on.

In its early years, the Weekly 
Mailer thrived with virtually no 
competition. Yes, there were two 
daily newspapers distributed in the 
market with one publishing locally. 
The Weekly Mailer used saturation 
mail delivery to give advertisers 
virtually 100 percent of the market, 
compared to less than 20 percent 

penetration provided by the dailies.

Our success was based on our 
overwhelming in-home receivership 
(98%) and excellent readership 
(82%). It didn’t hurt that all our 
advertising customers were the 
same people we had established 
relationships with from our time in 
the market at the daily newspaper. 
Our competition had replaced us in 
the market with outsiders, people 
with no local connections, no 
relationships and frankly, no clue of 
the regions culture. In the early years 
it was like shooting fish in a barrel.

As former daily newspaper operators 
we were well aware of the benefits 
of good local content. We also 
understood that sending paid 
reporters to every public meeting 

would be an expensive enterprise. 
The solution was to use content 
largely comprised of light news, 
features, and submissions from 
within our communities. One of 
our early successes was a restaurant 
review written by one of the two 
owners. We kept that up until we 
had reviewed every restaurant, food 
court and taco cart in the market, 
many twice. It was popular enough 
it will likely be repeated at a future 
date.

The Weekly Mailer uses a tabloid 
format because it lends to an 
ease of reading and perhaps more 
importantly, helps small to medium 
sized ads stand out on a page. This 
does create some challenges when 
merging longer news stories on 
pages with advertising. Encouraging 

by
Jay 

Lenkersdorfer

Our commitment to mail our publication to every residential address is one 
we have reviewed regularly but have never changed. 
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shorter more concise news stories 
and submissions isn’t always popular 
with the reporters or submitters, but 
it does force them to get to the point 
early in the story.

One of our best, and most 
controversial features, is called 
“Sound Off” and included both 
signed and unsigned editorial 
opinions. We weren’t pioneers in this 
field but we quickly found ourselves 
with big targets on our backs because 
of the liberal allowance we gave to 
unsigned editorial opinions.

We had some governance over what 
topics we would not allow, thanks 
to several colleagues at newspapers 
that had ventured into this territory 
ahead of us. We have never allowed 
criticism of religion, the naming of 
businesses in the negative, or the 
use of non-public person names. 
Deciding if the principal of a local 
high school is a public person took us 
squarely into a fiery furnace, costing 
us at least one advertiser. Over the 
years we found ourselves tightening 
up what we would print, rejecting 
editorials that went too far, a change 
from our early days.

A few years later our business ran 
headlong into the maelstrom after 
we published every public employee 
salary in our two-county market. It 
was the most popular special edition 
we had done in years, but it created a 
few “LOUD” critics. Those who had 
been listed in the eight-page special 
section were furious to have their 
salary outed publicly.

Most agreed that the information was 
part of the public record but couldn’t 
come to terms with the fact that we 
had packaged it alphabetically where 
their neighbors could learn how 
much they made. We had people 
going from advertiser to advertiser 
delivering petitions from citizens 
saying they would stop shopping in 
their stores if they advertised with 
us. It took a chunk out of us.

The small group manufacturing this 

outrage in our community included 
one elected official and successful 
trucking company CEO who 
bankrolled a competing publication 
against us. It consisted largely of some 
of our former employees and copied 
our business model with exactness. 
The financiers knew nothing about 
the newspaper business but had lots 
of money. Their goal was nothing 
short of putting us out of business.

It has been eight years since that list of 
public employee salaries was printed. 
The business that was started up to 
punish us was sold to Lee Enterprises 
a few years ago having never made 
a profit, but seems to share the same 
end goal of closing us down.

Have we learned any critical lessons 
in the twelve years since we printed 
our first edition? Sure, we have 
learned that even if you truly believe 
you are right in what you are doing; 
i.e. printing public employee salaries, 
that action might cause you pain, loss 
of revenue and diminished profits. 
We are fortunate that we still have 
many excellent advertisers who are 
willing to hang in there with us.

The reality we all live in - being 
in small markets during a time of 
diminished retail advertising, adds to 
our challenges. Fully fifty percent of 
the advertisers we sold ads to in our 
first year in business have gone out of 
business. Fewer retailers to buy ads 
has shifted our focus to more service 
related advertising. We have several 
outstanding special advertising 
sections that continue to do well for 
us.  Like the rest of the community 

newspaper industry, we have learned 
how to do more with less. We can 
adapt and excel if we have the right 
attitude and haven’t forgotten how 
to hit the streets.

Our commitment to mail our 
publication to every residential 
address is one we have reviewed 
regularly but have never changed. 
It is expensive but earned us a 
substantial advantage over our early 
competitors. With an average cost 
of .15 cents per paper we deliver, 
using the post office isn’t for the 
faint of heart. We have regular insert 
customers that came to us through 
our listing in SRDS, made possible by 
our circulation audit. In our situation, 
membership in the Pacific Northwest 
Association of Want Ad Newspapers 
(PNAWAN) and IFPA helps pay for 
our audit.

Being in the west where we are 
really spread out has made it harder 
to interact within the free paper 
associations. Early on we learned that 
though there are benefits to attending 
AFCP or IFPA annual meetings, 
having a small team makes it difficult 
to break away to attend them. The 
economics of attending has a lot to 
do with how close the conference is 
to our market.

Though both owners have good 
sized families, none of their children 
have an interest in publishing. What 
this means for the newspaper is 
that someone else will have the 
opportunity to continue on with 
the success the Weekly Mailer has 
enjoyed, when the time is right.

Paul Lyons and Jay Lenkersdorfer proudly provide local content.
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Oyster Pointer - Coming of Age
Oyster Pointer was born 30 years 
ago, with the early beginnings of 
Oyster Point of Newport News, 
Virginia.  The 740-acre business 
park was formerly a World War II 
munitions storage area, purchased 
by the City of Newport News from 
the U. S. government.  City officials 
determined the site would be 
developed as a multi-use industrial, 
commercial and retail business hub.

As the park began to develop and 
grow, so did the Oyster Pointer, 
winning national awards for both 
its design and content.  From its 
beginnings in 1987, the publication 
has become a key source of 
information and news for the Oyster 
Point area, including Port Warwick 
and the new Tech Center, two highly 
visible retail business communities. 

Each month, Oyster Pointer, with 
a circulation of 9,000, provides 
information about businesses, 
business people and events.   Most 
of its stories are about businesses 
in the Oyster Point area.  However, 
a maximum of three stories outside 
of the park environs are frequently 
highlighted:  one called Beside the 
Point, featuring a business that 
borders the Oyster Point business 
park; anther named Stretching the 
Point, featuring a business that 
may be in another area of Newport 
News; and the third duly named 
Way Beyond the Point, featuring a 
business that may be just that...way 
beyond Oyster Point but of interest 
to its readership. 

Oyster Pointer is provides a source 
of informative columns written by 
legal, medical, health and business 
professionals.  

This is a very special time for Oyster 
Pointer.   It is celebrating 30 years of 
continuing publication.

As Sylvia Weinstein, its publisher 
and editor says, “It seems like just 
yesterday that we were touting our 
beginnings of bringing to the Oyster 
Point community of Newport News 
our unique brand of business news, 
feature stories, bios of our many 
friends and neighbors and fascinating 
stories to keep us informed of news 
in the neighborhood. And here we 
are now, with our party hats on to 
celebrate our 30th.” 

In 1987, when the first issue of 
Oyster Pointer rolled off the presses 
in an original quantity of 500 issues 
and hand delivered to 15 locations 
for distribution, the small staff 
only dreamed of a successful new 
publication.  There were very few 
businesses located in the business 
park.  Today that number has 
increased dramatically, with Oyster 
Point businesses, services and 
eateries, totaling almost 1,000. 

The original Oyster Point business 
park has outgrown its formerly 
established boundaries to include 
many of the neighboring business 
communities, and Oyster Pointer has 
been right there. The paper’s team has 
more than 26 individuals working to 
produce and deliver a first-class “good 
news” feature publication.  Oyster 

Pointer’s readership has grown to 
more than 26,000, according to the 
most recent Circulation Verification 
Council audit, with delivery to more 
than 180 distribution locations.

Weinstein is “over the moon” with the 
acceptance and recognition of what 
started as a four-page newsletter and 
has grown into a 32-page monthly tab 
that readers look forward to reading 
each month. “I think 30 is a good age 
for us,” says the paper’s publisher.  “It 
represents maturity while keeping in 
mind our youthful confidence in a 
bright future.” 

“May we all look forward to many 
more years of serving our friends and 
neighbors of Newport News with the 
same quality they have come to rely 
on from us. We can all be extremely 
proud of our accomplishments and 
await new challenges that come 
our way…because age is constantly 
inspiring,” Weinstein says. 

With its ongoing readership and 
advertising support, Oyster Pointer 
looks forward to growing and serving 
as a primary source of information 
for people not only in Oyster Point 
but throughout the Virginia Peninsula 
as well.
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SUMMITSUMMITSUMMIT
PUBLISHERSPUBLISHERSPUBLISHERSPUBLISHERSPUBLISHERS

J O I N  U S  A T  T H E

SUMMITSUMMIT
C L E A R W A T E R  B E A C H ,  F L O R I D A
C L E A R W A T E R  B E A C H ,  F L O R I D A

JANUARY  2 6  A ND  2 7 ,  2 0 1 8
C L E ARWATER  B E ACH  HO L I D A Y  I N N

 C L E ARWATER  B E ACH ,  F L OR I D A

LIMITED AVAILABLITY.Register Today! 
www.freepaperconference.com

Only 10 Spots Remain!
Register Today
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Jotted by Jane
by

Jane
Means

As you can well imagine, it’s getting 
to be more and more challenging 
to maintain IFPA’s strong member 
benefi ts with a dwindling revenue 
stream. 

For years, actually decades, we 
have been able to rely on CadNet, 
our Classifi ed Ad Network, to fund 
basically all of our benefi ts and 
operational expenses. There’s no 
argument that classifi ed line ad sales 
are down. We’ve implemented the 
2x2 ad program to help offset the 
situation. If you are not participating 
in that program, your rebate will be 
decreased substantially, so please 
contact Danielle Burnett to get 
started.

Even though each member can sell 
line ads and 2x2’s into the network 
(and make an attractive commission 
for yourself), very few members take 

advantage of this opportunity. This 
could be the ultimate “Do you want 
fries with that?” when your staff asks 
if the advertiser would benefi t by 
having their ad seen by millions of 
readers across the country. Granted 
that might be only be useful to a few 
advertisers a year, but if each of us 
sold 3 or 4 a year, we’d have another 
500 ads. If you have any suggestions 
as to how we could help you sell 
those ads, we want to hear from you. 

In the meantime, we’ve added a 
couple of small revenue streams. One 
is what we call IFPA Google AdSense 
Network. This is donating one digital 
ad space on your website to IFPA. It’s 
really easy to get set up (because you 
can assign the tech task to your IT 
person!) and then you don’t have to 
do anything with it ever again. 

And Yes! We have an additional 

reason to participate. IFPA’s annual 
dues is scheduled to increase by 
$50/yr starting in 2018. BUT if you 
are now (or start) participating in 
AdSense, you’ll get a $50/yr discount! 
That’s right, no dues increase and still 
get all the IFPA benefi ts.

To get AdSense accomplished, you 
can have your tech person go to IFPA.
com; click on Benefi ts in the menu 
bar; in the drop down select Google 
Ads – the easy to follow instructions 
are right there. The other option is 
to contact Douglas Fry and he’ll be 
happy to assist you.

Thank you for helping IFPA help you; 
partnerships are wonderful.

Like Us On Facebook!
http://bit.ly/1UiP7qT
Follow Us On Twitter!

https://twitter.com/_IFPA_

Learn about conferences,
 webinars, and industry news.

INDEPENDENT FREE PAPERS OF AMERICA



 www.ifpa.com • The Independent Publisher • November 2017 • Page 9

32 Quarterfold

37 Broadsheet
   or Tabloid

32 Digest

32 Magazine

C-91SD C-2003SD

C-6SDPoly Bags

SS-5SS-6SS-7 RT SS-8

800-398-2427
www.theservicechamps.com

info@hamiltoncirculation.com
Fax - 708-946-3733 

Wire
Displays

Tubes and
Steel Posts

Steel Distribution BoxesPlastic Displays

Carrier BagsRubber Bands ST-91SD

AccountScout Anywhere...

- Rent or Own
- Cloud or On Premise
- ANY device

Software to manage every ad dollar, 
from sales, through production and billing Afrom sales, through production and billing AAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAfrom sales, through production and billing AAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAA

Sales Production

Billing
303-791-3301
www.FakeBrains.com

Helping Businesses Achieve GreatnessHelping Businesses Achieve Greatness

®

“Our salesperson who took the IFPA Sales Training course “Basic Ad Sales” 
has increased his sales last month by 10%. I feel that particular training 
de� nitely contributed to his success. � ank you IFPA!”

Doug Fabian
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Graphic Hooks by
Ellen 

Hanrahan

Special Borders with Dingbats
There were also opportunities to make special 
borders or banners for you headlines with ding-
bats—depending on how you put the pieces 

together! Back in ’93, it was more 
difficult to create  

screens, now 
I can simply 
change the 

transparency of an object with-
out having to make altera-

tions in another software 
program. 

Nonetheless, with the 
Christmas season 
fast approaching, I 
chose an ornament 
(a single black, line 
art element from a 
collection called Art 

Parts ), to show how Ellen Hanrahan  hanrahan.ln@att.net ©2017

…until next month!

bB

 This was a simple way to make swash char-
acters without having a separate swash char-
acter font for each typeface (yea, that’s how we 
rolled!). Other characters I’ve used were:

ga i k b n
 Nowadays, we just find a font that has a lot of 
swash glyphs attached… and trust me, they are 
out there by the dozens!

bBYou’re Invited

the same graphic can be used a number of ways. 
This one is obviously used quite large to show 
that a single graphic can be used in the corner of 
an ad to call attention to that area. I mean, you 
did notice this ornament before you even started 
to read the information, didn’t you?

Artwork Formats
This ornament artwork happened to be an EPS 
file from 1993, and had to be taken into a draw-
ing program, in this instance it was Adobe 
Illustrator, to make the 15% screened art.
 Artwork that was saved as a tiff file could be 
changed in your page layout program. That’s 
why it was very important to know if your art was 
Encapsulated Postscript (EPS) or Tagged Image 
Format (TIFF). You cannot alter an EPS file in a 
page layout program—which was true in 1993. 
 All you could do was change the color of 
the back ground. See example—all I did was 
to screen the background 10%. So if you can’t 
change the color of your artwork, you’ll know that 
you have an EPS file.
 Now with the ability of the newer software pro-
grams you can actually place an Illustrator file 
into the Adobe InDesign program. I save my 
Illustrator files as .ai and have changed transpar-
ency, so I can “screen” imported files. 

This was my message in ’93, and there are 
still a lot of different ways to use single element 
graphics—these were just a few ways to get 
you started. Perhaps you don’t have a lot of time 
to experiment, most of us don’t. It’s usually by 
someone else’s example that we find out what 
and how something can be done. 
 Don’t overlook simple, single 
pieces of electronic artwork, or 
scan simple art 
or even use an 
ornament or 
dingbat font.

I began writing for TIP in June of 1993…, so it 
has been quite an adventure. I was looking 
at some of those very early articles and things 
have changed. Not so much the information, but 
the way of creating that information. So thanks, 
technology, you’ve made my life easier—some-
times. Actually, some of those early files cannot 
be opened. I had a little issue with the file from 
November of 1993… because it kept crashing 
when I wanted to update and use the information 
in 2017! As always, there are workarounds.

Swash Characters
 So in 1993, I let you know I really liked, and 
used dingbats —a lot! They’re convenient, flex-
ible and not too expensive. To show a variety of 
ways to use simple art elements in the ads you 
produce I used a new font, Adobe Wood Type™ 
Ornaments 2 as a way to add a little more pizazz 
to your ads. For example:

You’re Invited
 Using Zapf Chancery at 30 points, I added the 
Ornament (also 30 points) to various parts of 
the text (I screened the text), to add a little more 
elegance to the text. So it would look like:

Small Ad
Elements
Working 
text around 
a graphic 
element can 
add im pact, 
especially if the amount of copy 
is minimal. You can extend the 
artwork out of the border to 
create extra white space. 
 This effect may work best for 
the Holiday greetings that are 
starting to appear!

Wallpaper Motif
Using the art as a screened 

background element and 
repeating the graphic gives a 

wallpaper effect. Most effective 
if there isn’t a great deal of copy ! 

Make sure that the typeface you 
choose is strong enough to stand 

out from the background. 

And Now? I Still Like Dingbats! 
I am still a strong proponent of using small bits of 
art for greater impact. However, I am fascinated 
now by “watercolor” effects and fortunately I do 
have some examples to show you.

 Happy  Thanksgiving
The above watercolor block is from Water Color 
Bundle which includes shapes, lines, back-
grounds, Photoshop Bushes and plants.
 The typeface Goldeye, above, already has  the 
swash characters. Both of the above were pur-
chased from Mighty Deals, of course.
 A few more watercolor samples:

Twenty-four years has 
made a big difference 

in the way I work, 
for sure; but I still 

talk about the same 
things. If you can’t 

get people to read the 
message, then it really 

doesn’t matter what 
kind of tools you may 

   have. No wonder it seems as if I keep 
repeating myself, because I do. Anyway I am 

still curious about the world of print and I should 
seriously look into getting Creative Cloud. I 

have been talking about it for more then a year 
now—so maybe in 2018! 
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To keep you on your toes, TIP (The Independent Publisher) will include several photos from Gary Rudy’s vast 
photo library. Try to identify each person and email those names to Douglas Fry (douglas@ifpa.com)

Gary’s Gallery
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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.

SiteSwan 
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.

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

5 Tech Tools to Grow Your 
Publishing Business

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

Ideal Directories 
What is it?
Turn-key business directory websites that can be branded for your  
publication and market. Choose from different directory “themes”  
including a general business directory, restaurant directory, wedding 
vendor directory and more. 

How can it help you grow?
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 
revenue stream that is practically hands-off. You can create different 
pricing plans based on what features you want to offer, and money 
automatically gets deposited into your bank account. 

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

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 can instantly boost  
classified ad sales. 

How can it help you grow?
This system will act like an additional classified salesperson! People who 
place Classified Ads get reminded to renew their ads before they expire 
and miss the deadline. Automated upsell opportunities to add a photo to 
an ad significantly boost average ad cost. Your staff all have separate logins 
to proof incoming ads and customer credit cards are stored for more 
efficient renewals and re-orders. Save time, boost efficiencies, and put your 
publication’s website & technology on par with major classified websites 
without making a huge investment. 

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

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

SiteSwan
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 1Super easy-to-use platform that lets you build beautiful, fully responsive1Super easy-to-use platform that lets you build beautiful, fully responsive
websites for your advertisers and other local businesses.1websites for your advertisers and other local businesses.

Open up a brand new revenue stream by offering affordable web design 1Open up a brand new revenue stream by offering affordable web design 
to your clients. Set your own prices and charge an upfront setup fee 1to your clients. Set your own prices and charge an upfront setup fee 
followed by a monthly service fee. Clients edit their sites themselves 1followed by a monthly service fee. Clients edit their sites themselves 
using a site editor branded for you. Sales training and marketing 1using a site editor branded for you. Sales training and marketing 
material is included, taking the guesswork out of how to sell digital.1material is included, taking the guesswork out of how to sell digital.
You even get your own marketing website to promote your services. 1You even get your own marketing website to promote your services. 
Less than 50% of businesses have a website…you can change that 1Less than 50% of businesses have a website…you can change that 

2Turn-key business directory websites that can be branded for your 2Turn-key business directory websites that can be branded for your 
publication and market. Choose from different directory “themes” 2publication and market. Choose from different directory “themes” 
including a general business directory, restaurant directory, wedding 2including a general business directory, restaurant directory, wedding 

Offer your advertisers the best of both print and online with a listing 2Offer your advertisers the best of both print and online with a listing 
on your local directory website. Businesses can even sign up and 2on your local directory website. Businesses can even sign up and 
manage their listing themselves allowing you to generate a monthly 2manage their listing themselves allowing you to generate a monthly 
revenue stream that is practically hands-off. You can create different 2revenue stream that is practically hands-off. You can create different 
pricing plans based on what features you want to offer, and money 2pricing plans based on what features you want to offer, and money 
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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.

SiteSwan 
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.

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

5 Tech Tools to Grow Your 
Publishing Business

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

Ideal Directories 
What is it?
Turn-key business directory websites that can be branded for your  
publication and market. Choose from different directory “themes”  
including a general business directory, restaurant directory, wedding 
vendor directory and more. 

How can it help you grow?
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 
revenue stream that is practically hands-off. You can create different 
pricing plans based on what features you want to offer, and money 
automatically gets deposited into your bank account. 

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

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 can instantly boost  
classified ad sales. 

How can it help you grow?
This system will act like an additional classified salesperson! People who 
place Classified Ads get reminded to renew their ads before they expire 
and miss the deadline. Automated upsell opportunities to add a photo to 
an ad significantly boost average ad cost. Your staff all have separate logins 
to proof incoming ads and customer credit cards are stored for more 
efficient renewals and re-orders. Save time, boost efficiencies, and put your 
publication’s website & technology on par with major classified websites 
without making a huge investment. 

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

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

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: 
(based on volume).

3A digital publishing platform that transforms your boring PDF’s into 3A digital publishing platform that transforms your boring PDF’s into 
high-definition, fully-responsive interactive Page-Flip Digital Editions. 3high-definition, fully-responsive interactive Page-Flip Digital Editions. 

PageFlip Pro allows your readers to view your publication wherever they are. 3PageFlip Pro allows your readers to view your publication wherever they are. 
Now featuring a new responsive design for tablet and mobile viewing with 3Now 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 3lightning 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 3latest 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. 3love 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 3You can also extend the shelf life of special sections. Recent updates to the 
platform include subscription management and banner ad integration.3platform include subscription management and banner ad integration.

4Exchange Classified Ads Platform4Exchange Classified Ads Platform

An incredibly robust, but simple-to-use software platform that powers 4An incredibly robust, but simple-to-use software platform that powers 
your publication’s website and classifieds system that can instantly boost 4your publication’s website and classifieds system that can instantly boost 

This system will act like an additional classified salesperson! People who 4This system will act like an additional classified salesperson! People who 
place Classified Ads get reminded to renew their ads before they expire 4place Classified Ads get reminded to renew their ads before they expire 
and miss the deadline. Automated upsell opportunities to add a photo to 4and miss the deadline. Automated upsell opportunities to add a photo to 
an ad significantly boost average ad cost. Your staff all have separate logins 4an ad significantly boost average ad cost. Your staff all have separate logins 
to proof incoming ads and customer credit cards are stored for more 4to proof incoming ads and customer credit cards are stored for more 
efficient renewals and re-orders. Save time, boost efficiencies, and put your 4efficient renewals and re-orders. Save time, boost efficiencies, and put your 

5An easy-to-use email marketing system that lets you send out thousands 5An easy-to-use email marketing system that lets you send out thousands 

With a few clicks you can put together great-looking emails and blast them 5With 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 5out to your readers and/or advertisers. Announce the latest Digital Edition 
is online, or feature a seasonal print promotion. You can even sell 5is online, or feature a seasonal print promotion. You can even sell 

Paid plans starting at $10/mo5Paid plans starting at $10/mo
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Lou Ann Sornson 
Receives Ben 
Hammack Award
The Ben Hammack Memorial 
Service Award is presented each fall 
to an IFPA member who exemplifies 
the attitude and willingness to 
serve the organization without 
concern for personal recognition. 
Ben Hammack of Star Publications, 
Gaylord Michigan was the icon that 
represented IFPA volunteers. This 
young man was always willing to 
help on any project, offering his time 
and creative advice to see the project 
through to completion. He died in 
July 1988, at the age of 34 from a 
heart attack at the finish of a 10K run.

This award honors him. This award 
this year is presented to a person 
who represents the exact meaning of 
the award. One who has ALWAYS 
volunteered and served IFPA without 
thinking about needing personal credit.

This person is one who any one of us 
could call (and have) to discuss any 
IFPA topic. Maybe directly connected 
to this person’s company or maybe a 
much wider industry topic involving 
deep thought. This person is always 
concerned on how to make every 
IFPA member publication better and 
stronger. 

This person is well liked and respected 
throughout the news media industry. 

This person started at the present 
employer in February 1990 after 
studying at Peru State College in 
Nebraska and serving in the United 
States Air Force beginning with basic 
training in Anniston, Alabama in 
1974 through an honorable discharge 
while stationed in Colorado Springs 
in 1976. There was a period working 
for the Nebraska City News-Press, 
which may have been the catalyst to 

her remaining within the newspaper 
industry. 

This lady is married for 25+ years and 
resides in Missouri.  Her children, 
step-children and grandchildren 
mean the world to her and she adores 
being a Grandma (and recently 
became a Great-Grandma!) And she 
has always been very close to her 
sister and two brothers. 

This year’s award winner has lived 
in Texas, Iowa, Colorado, Nebraska 
and Missouri. 

She works with numerous groups 
and press associations on behalf of 
her employer.

She is currently the Regional Sales 
Manager for Kansas, Kentucky, 
Missouri, Nebraska, Oklahoma, 
Texas and Wisconsin. 

Some fun facts you may or may not 
know:

She is a Leftie, a Capricorn, she 
embraces Social Media, she was 
a dispatcher at the local Sherriff’s 
office. She loves music, cars and 
planes.  She has read ALL of the 
Nancy Drew mysteries. She makes 
the best chocolate pie from scratch.

As for sports, She is a Nebraska fan.  
She loves fishing and visiting friends 
in Canada. We KNOW she loves 
fishing because she and her husband 
have custom rods made by none 
other than our very own Gary Rudy. 

This year’s Ben Hammack Award 
is presented to the very deserving 
LouAnn Sornson of Metro Creative 
Graphics Inc.

FROM LOU ANN SORNSON 
TO IFPA MEMBERS

Dear IFPA, 

Between the Metro Saturday session 
and lunch at IFPA in NY, my mind was 
thinking of our upcoming afternoon 
sessions. Regional Manager, Tina 
Dentner and I were lucky to find 2 
seats at a table with Jane Means, 
whom I had not had a chance to 
visit.  Also at the table were Dwight 
Bitikofer, and his graphic artist, 
Amanda Zarecki.  Amanda had 
contributed to the success of Metro’s 
Laura Koch session, and I was pleased 
to tell Dwight  about importance of 
Amanda’s contribution.  Tina and I 
would have the Metro sessions after 
lunch, so I was a little distracted at 
lunch to say the least.

I then turned my attention to Jane as 
she made her way to the podium.  I 
turned my chair to see her and focus 
on her speech. I always like to try 
and figure out who is the winner of 
the honoree is before they announce 
the name, and after many years of 
attending the IFPA conventions, I 
usually know who it is before they 
say the name. Listening and looking 
around the room I heard Peru state 
college, and it didn’t register. When 
she said “attended basic training in 
Anniston, Alabama”, I thought well 
maybe it’s me but, there were men 
and women at Anniston, Alabama for 
basic training.  I knew it was I, when 
she mentioned Colorado Springs.  
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It just couldn’t be anyone else but 
me. You could have knocked me over 
with a feather…so shocked. It was all 
clicking the more she spoke.  

I sat listening thinking, how did 
they find all this information about 
me. I learned later that Metro, Tina 
Dentner, and my daughter, Alyssa, all 
helped and knew.

Boy, can they keep a secret.

It never dawned on me that I would 
be so honored with any award let 
alone the Ben Hammack award. 

As I looked out to the people in 
the room, I’m not sure what I said 
from the podium as my mind went 
blank… trying very hard not to go 
into an ugly cry.  I’m sure I didn’t 
thank you all properly.

I was taught by a pro, my boss, 
Andy Shapiro, the importance and 

value of the friendships we make 
in our industry. I can thank him for 
my opportunity to work with the 
industry and valuable training. He 
saw something in my background 
of advertising sales director and 
my expierence to bring value to the 
Metro team. I believe that helps 
me understand and helps the IFPA 
membership. 

Never once did I think of any award 
as I worked and attended the IFPA 
conventions thru the years. I felt that 
I took so much more away from the 
conventions, from the membership 
and sessions, than I left for the 
membership. 

Most of all, I was learning from all of 
you. You all have no idea how much 
I have learned from you and continue 
to learn. I never once thought I was 
doing anything out of the ordinary 
or above and beyond. I just listen 
and think how I can help an IFPA 

member, or betterment of the IFPA 
because this is what I do. 

I want to thank everyone for making 
me look so good doing my job, 
working and visiting with you all 
over the years. You all bring out the 
best in me. I have made valuable 
friends over the years and I’m sure 
if I was ever in need, I could pick up 
the phone and call anyone of you for 
help with a project or a question, and 
you would come to my rescue.

I am humbled and honored to 
receive the Ben Hammack award 
and will strive to continue helping 
the membership and work for the 
betterment of the industry.

I thank you all.

Sincerely,

Lou Ann Sornson
Metro Creative Graphics

Make
Sales Soar
Like Magic
Improve your close
ratios to 70% or more
with the New MiAD

Wizard!

800.223.1600
service@metro-email.com
www.metrocreativeconnection.com

No training.
No time wasted.
No more tough sells.

It's a fact that spec ads help close
more sales— and yet spec ads are
used less than 20% of the time.
Now, with the real-world magic of
MiAD Wizard, personalizing and
presenting spec ads for EVERY
prospect is as easy as 1-2-3!

Go to miadwizard.com
and see the magic
for yourself!
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Joe Mathes Receives 
Distinguished Service 
Award
This years recipient of the 
Distinguished Service Award is a 
multi-media sales specialist, focusing 
on print and digital advertising sales 
strategies. An early adapter in the 
digital media world this person 
drove the online equation for 
their company in the early 2000’s, 
advocating a strong web presence to 
support traditional print media sales. 
His consultative sales approaches 
helped numerous newspapers and 
groups make a foray into the world 
of online advertising on newspaper 
and community websites.

He continues to be a resource 
for publishers, not only as a sales 
consultant but as a respected 
speaker and expert on digital sales 
and information opportunities. His 
monthly newsletter is a widely 
circulated collection of articles that 
feed the professional sales and 
development needs of the publishing 
industry.

If I told you the recipient is an avid 
cyclist who loves to read and is 
dedicated to never stop learning 
you would probably know who it is 
without further comments.

The son of a weekly newspaper 
publisher, he began his career in 
publications working as a circulation 
specialist for Action Advertiser, a 
weekly shopping news guide in Fond 
du Lac, WI.

In 1984, he rejoined his family 
newspaper operation in Kiel, WI, 
where he served as Sales Manager 
for the Kiel Tri-County Record 
and Shopper. In 1987, he became 

part owner of Delta Publications, 
Inc. serving as VP Sales. His vision 
helped create the Tempo as a major 
free paper presence, circulating to 
more than 20,000 homes in Eastern 
Wisconsin. Along the way, he helped 
grow the company’s sales 10-fold 
over a period of seven years.

In 2006, he was the founding force 
behind Delta Online, a digital 
strategies company geared to help 
other newspapers connect on key 
digital advertising opportunities.

His company’s network, USAreaCars 
is a consortium of online vertical 
automotive sales sites, developed 
to help publishers remain successful 

in meeting the needs of automotive 
customers.

He has served on the board of directors 
of many professional associations, 
including a term as president of the 
Wisconsin Community Publishers 
Association. He has been active 
in nationwide advertising and 
publication associations, including 
American Free Community Papers, 
Midwest Free Paper Publications, and 
Independent Free Papers or America.

Please join me in congratulating 
Joe Mathes of Delta Publications, 
this year’s Distinguished Award 
Recipient.

Douglas Fry presents the Distinguished Service Award To Joe Mathes IFPAs 
2017 Award Recipient
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IFPA Minutes
IFPA BOARD MEETING 

THURSDAY, SEPTEMBER 
28, 2017 WESTIN JERSEY 
CITY NEWPORT, JERSEY 

CITY, NJ
President Jane Means called the 
meeting to order at 8:00a.m. EST 
Board Members present: Deborah 
Phillips, Jane Means, Dan Buendo, 
Eric McRoy, Joe Mathes, Eileen 
Curley, Doug Fabian, Rick Wamre 
and Executive Director Douglas Fry 
and Guests Joe Nicastro and Gary 
Rudy. Katie McNabb and Joyce 
Frericks were excused.

Treasurer’s Report – Deborah Phillips 
The August financials were emailed 
prior to the meeting as well as a 
financial reforecast.  Deborah gave 
an overview of the current financial 
situation.  Dan made a motion to 
accept the financial report, Doug 
seconded the motion, all were in 
favor.

NYC Conference – Douglas Fry: 
Douglas, Joe, Gary and Danielle gave 
updates on what to expect at the 
conference starting this afternoon.

Publishers Summit – Danielle 
Burnett, Joe Mathes: Ten people have 
registered for the 2018 Publishers 
Summit.  It was also reported that 
early bird pricing is currently available 
for past attendees and marketing 
(ending October 6) has started in TIP 
and biweekly eblasts will begin in 
October.

Future Conferences – Dan Buendo, 
Douglas Fry, Joe Mathes: Information 
was shared on the cost of potential 
association partnerships .  There 
was also discussion on how to best 
serve the membership  with future 
conferences and  how to restructure 
them to better fit the organization 
financially.

IFPA Sales Training – Rick Wamre: 
Rick shared that he is looking for 
potential sponsors for upcoming 
online training.

Membership Dues – Eric McRoy: Eric 
led discussion on how to structure 
future membership dues.  The 
committee recommended raising 
dues for members who choose to 
not participate in AdSense.  Joe 
made a motion to raise the 2018 
membership dues $50 for members 
not participating in AdSense, Eileen 
seconded the motion, all were in 
favor.

Nominating Committee Report – 
Deborah Phillips: Deborah recapped 
the nominating committee report 
that will be presented at the Annual 
Membership Meeting.

FITS –Eric McRoy: Eric led discussion 
on restructuring the FITS program 
and suggested that the organization 
provide podcasts and find better 
ways to promote existing videos.

SHARE – Doug Fabian: Doug 
reported that he will have someone 
call sales managers from all member 
publications and invite them to 
participate in SHARE.

CADNET – Dan Buendo: Joe made 
a motion that members need to 
run 75% of combined display and 
classified ads to receive a CADNET 
rebate and CVC audit.  Eileen 
seconded the motion, all were in 
favor.

Eileen made a motion to adjourn 
the meeting and Eric seconded the 
motion.  Meeting was adjourned at 
11:58 am.  

Recording Secretary Danielle Burnett

IFPA BUSINESS MEETING, 
SATURDAY, SEPTEMBER 

30, 2017 WESTIN JERSEY 
CITY NEWPORT, JERSEY 

CITY, NJ
President Jane Means called the 
meeting to order at 1:30 p.m.  A 
quorum was established by Rick 
Wamre.

Dan Buendo made a motion to accept 
the 2016 business meeting minutes, 
Rick Heckman seconded the motion. 

Treasurer’s Report – Deborah Phillips  

The financial status of the 
organization is good.

For the calendar year period January 
through August, 2017:

Balance Sheet: 134K in cash, $798K 
in investments. Total assets of the 
association are $1.1 million. Total 
liabilities $173K. Leaving unrestricted 
net assets of $903K, a $54K increase 
to prior year.

Revenue: 2017 Cadnet Classified 
Ad and Display Ad revenue through 
August 31st is $178K, a decrease of 
-$74K or -29% to prior year. Calendar 
year to date TOTAL revenue for the 
association is $311K down -$48K to 
prior year of $359K with declines in 
CADNET / Display Ad (-$74K) offset 
by gains in investment performance 
revenue (+$13K), training initiatives 
(+$8K) and membership (+$5K).

Total expenses 2016 to date $253K 
compared to $311K last year-to-
date. $83K of the expenses to date 
have been Cadnet rebates along 
with commissions. $16K for training 
initiatives. $31K for member benefits 
including CVC audits for member 
publications.

continued on page 18
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Minutes continued

In calendar year 2016 the association 
invested the following amounts back 
to the members: $143K in rebates 
and commissions from CADNET. 
$138K in conferences, publishers’ 
summits and training for members. 
$46K in member benefits including 
CVC circulation audits of member 
publications.

The financial records of the 
association are reviewed annually 
and tax preparation completed by 
the accounting firm of Clifton Larson 
Allen of Minneapolis, MN.

A copy of the 2016 financial review is 
available to any member.

Tom Ward made a motion to accept 
the financial report,  Carol Toomey 
seconded the motion, all were in 
favor.

Nominating Committee Report – 
Douglas Fry 

President: Jane Means, Vice-President: 
Katie McNabb, Treasurer: Deborah 
Phillips, Directors: Eric McRoy, Dan 
Buendo, Eileen Curley, Rick Wamre 
and Joe Mathes, Sergeant At Arms: 
Joyce Frericks, Past President: Doug 
Fabian

Carol Toomey made a motion to 
accept the nominations as presented, 
Blain Fowler seconded the motion, 
all were in favor.  

Carol Toomey made a motion to 
adjourn the meeting at 1:45 p.m. and 
Phil Daubel seconded the motion.

Recording Secretary Danielle Burnett

IFPA BOARD MEETING, 
THURSDAY, OCTOBER 18, 

2017
President Jane Means called the 
meeting to order at 9:00a.m. (EST)  
Board members present: Eileen 
Curley, Deborah Phillips, Joyce 
Frericks, Eric McRoy, Joe Mathes, 
Rick Wamre and Doug Fabian, 
Executive Director; Douglas Fry. 
Excused: Katie McNabb and Dan 
Buendo

Finances– Deborah Phillips:  The 
September financials were emailed 
prior to the call.  Deborah gave an 
overview of the current financial 
situation and an update on the 2017 
Fall Conference finances.

Eric made a motion to accept the 
report, Doug seconded the motion, 
all were in favor.

New Members – Danielle Burnett: 
The Philadelphia Observer and 
New York Beacon were presented 
for membership.  Deborah made a 
motion to accept their membership, 
Doug  seconded the motion.  The  
motion was suspended to follow up 
on a few questions.  

Publishers Summit – Danielle Burnett: 
There are only ten spaces left for the 
2018 Publishers Summit.   eBlasts and 
other marketing are scheduled to go 
out to members to remind everyone 
to sign up early. The committee will 
be meeting to work on final details of 
format and content.

Future Conferences – Joe Mathes: 
An email with a recap of the recent 
conference committee meeting was 
sent prior to the call.  Joe shared 
that the committee is looking at few 
potential locations and content for 
a 2018 conference.  The committee 
will meet again on October 31st.

Metro Member Benefit - Doug Fabian: 
Doug presented an opportunity 
Metro Creative Graphics is offering 
to provide to IFPA members.  Doug 
made a motion to accept the offer 
from Metro, Eileen seconded the 
motion, all were in favor.  

IFPA Training - Rick Wamre: Rick has 
been working with Ryan Dohrn to 
put together 6 training videos which 
plus 3 promotional videos.   Members 
would pay a onetime fee to access 
these training videos for their entire 
sales team unlimited times 24/7 for 
one year. Depending on participation, 
IFPA could receive a small amount of 
revenue share. Rick made a motion 
to guarantee Dohrn $2500 for the 
complete plan and to get the project 
started, Doug seconded the motion, 
all were in favor. 

Dues Restructuring – Eric McRoy: Eric 
reported that a committee meeting 
was held to discuss a few suggested 
dues changes and the committee 
concluded that the suggestions 
were not viable at this time. That 
committee will be meeting again 
within the next few weeks.

SHARE Group – Doug Fabian: Doug 
reported that the recent SHARE call 
was once again very successful and 
had a few new attendees.  Doug 
suggested considering a future sales 
manager retreat.  

Social Media and AdSense – Joe 
Mathes:  Joe will update the Facebook 
page with Publishers Summit info 
and reported that there are several 
likes on the items posted.  Joe also 
sent out a current AdSense report 
and reported that there have been 
additional participants with the new 
dues incentive. 

Joe made a motion to adjourn, Eric 
seconded the motion, all were in 
favor.  The meeting was adjourned at 
9:54 am EST.     

Recording Secretary Danielle Burnett
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Good Ads vs. Bad Ads Series
As a benefit to our membership, IFPA has partnered with Metro 
Creative Graphics to provide you with information sheets that 
discuss the elements of making better ads. This info was the basis 
for Metro’s very popular Good vs. Bad Ads session at the New York 
Conference last September.

Use the PDF pages for internal sales and graphics training or as 
a refresher course. You can also e-mail or hand-deliver individual 
pages to clients whom you feel could benefit from reading about 
how they can help you to make better ads for them from a source 

other than your paper. 

Each page has the Metro and IFPA logos in the footer, with ample 
room for you to add your own logo and contact info so you can 
personalize the pages for your clients. If you wish, create a booklet 
of the pages as a leave-behind, placing your sell sheet info on the 
back cover. A suggested front cover is included in the package for 
this optional purpose.

Watch your email every other week for your copies of these excel-
lent resources. A HUGE thanks to Metro for this awesome new 
series.

Copyrights and Publishing:
Protect Yourself With 
Common Sense
We’ve all been there — surfing along the Internet when we see the perfect
image for the ad we’re working on. The temptation is certainly there to
grab it and use it. Who would know? Despite the fact that the image will
most likely not be available in an optimal resolution for printing, if you grab
that image and publish it — in any form, in print or digitally — you’re
probably violating copyright laws.

How can you navigate copyright laws to protect your publication? We’re
not lawyers (nor do we play them on TV), but a little common sense advice
can go a long way. The whole process can be summed up in one concise
statement: If you didn’t take the photo or create the image yourself,
you need permission to use it.

Prior to 1989, a visible copyright notice was necessary for a work to 
be copyrighted. Today, both the U.S. and Canada recognize copyright 
as soon as something is published, whether a notice is there or not.
Therefore, you must always assume that everything you look at — 
in print or online — is copyrighted.

Some image creators and photographers attach metadata to their 
images that always follow the files, wherever they go. This data —
including copyright info — is visible in Photoshop® or Illustrator® by
selecting File Info from under the File menu. Keep in mind that any 
image is still copyrighted even if there is no metadata attribution.

The best way to protect yourself from copyright infringement accusations 
is by only using elements to which you have permission via a license. 
In effect, that’s what your Metro subscription is giving you: a license to
reproduce the material from Metro without further remuneration. Naturally,
this doesn’t mean there aren’t any restrictions to your use of Metro
imagery. For example, no image can be used for illicit material. Again,
apply a common sense approach: Would you want a picture of your
parents, spouse or children associated with that particular advertiser?

Metro takes great care to obtain model and property releases for every
photograph. People can look alike, so when you get a call from a reader
asking how you got a picture of their daughter on a beach, or their
grandfather in a nursing home, you can rest assured that Metro has you
covered with the proper documentation. This peace of mind is also a big
part of your subscription fee.

We are often asked why we can’t supply certain character images, such 
as a “Wizard of Oz” tin man, an imitation Superman character or a flying
Dumbo-style elephant, for example. Now you know the answer. If we don’t
own the copyright, just like you, we can’t distribute it. Even derivations can
be legally problematic.

So the next time you are tempted to use images from the Internet, apply
some common sense and visit MCC instead. Your legal team will be glad
you did.  M

When looking at images
in a Google search,

copyright information is
often available. Even

where it is not, a link to
the website in which the

image appears will
immediately tell you that

someone else owns the
rights to the image.

In a search for “dog,” lots of images come up. Selecting 
a picture of a cute puppy, you can see that the image is
darkened to show that it can only be viewed on the original
website. In this case the copyright is prominently displayed.
A picture of a woman and a dog seemingly doesn’t have a
copyright attribution. Clicking on the website link reveals 
it is actually part of a business website in England. Would
you want people to use images in their own ads from 
your website?

The definition of copyright infringement from the U.S. Copyright Office Web site.

A search for photos on MCC results in hundreds of choices.

Simple Internet searches can result in potentially millions of image results,
but it’s best to assume that all of them are copyrighted.

P1309B07001C

A Word About Trademarked Phrases
Copyright laws go beyond the image to phrases that have been trademarked.
Many companies and organizations vigorously defend their trademarks. These
include catch phrases, event names and more. As usual, when in doubt, consult
legal professionals before using a phrase for which another entity is known in any
advertising. Here are some common trademarks to avoid:

Major League Sports
This includes anything connected with
and including the phrases “Super
Bowl” and “Super Sunday,” without a
sponsorship contract.

NCAA
Any reference to”Sweet Sixteen” or
“Final Four” is forbidden in all
advertising without a sponsorship
contract.

Olympics
Most people know the image of the
rings cannot be used in ads, but 
neither can the name.

Academy Awards
You cannot use “Oscar” or “Academy
Awards” in advertising. Likewise, be
very careful with references to any
motion picture or television show; 
i.e., a “Car Wars” ad theme might be 
acceptable, but you wouldn’t want to
place a picture of Chewbacca behind
the wheel.

Catch Phrases & Slogans
The courts have not looked kindly
even on derivations of popular
slogans, so proceed with caution.

For more information on copyrights, consult your legal counsel or visit:
U.S.: http://www.copyright.gov/help/faq/faq-definitions.html
Canada: http://publications.gc.ca/site/eng/ccl/aboutCopyright.html

Good vs. Bad Ads: Creating Ads That Sell & Get Results
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Good ads have a strong, easy to comprehend message. This
ad tells you what you need to know at a glance, then
entices the reader to buy now with an offer for a gift card.

Good ads have a strong, easy to comprehend message. This
ad features appropriate photography and color to enhance
the message while the offer increases the desire to buy now.

Good ads have a strong, easy to comprehend message. This
ad has a built-in incentive in the headline that couples with
the photography to increase the desire for the service. The
discount offer invites the reader to buy now.

Getting Started
A good ad starts with a strong
message. That strong message has to
be compelling enough to garner
attention, provide information and
cause the reader to act on that
information. There is an easy
acronym in advertising to help you
remember how to craft a strong ad
message: AIDA.
A = Attention
I = Interest
D = Desire
A = Action

First you’ve got to get someone’s
attention and make them aware of
what it is your ad is offering. There
are many ways to do this, and we’ll
explore them in upcoming months. 

For now, be aware that you have 
four seconds to capture someone’s
attention. That is what studies have
shown is the average time it takes for
someone to decide to either linger 
or move on. Studies suggest online
viewing is around the same time, or
even less. No pressure, right? 
Make it strong.
Next you need to develop interest.
Ask yourself who the audience is for
this ad, and put yourself in their shoes.
“What’s in it for me?” is what everyone
will be asking, so show them the
benefit. You can begin doing this with
subheads as well as supporting
artwork. Make it interesting.
Increase desire by making your offer
irresistible. Price is often a huge desire
trigger, but so is luxury and quality,

sexiness and popularity, emotional
response and a host of additional
variables that motivate people to want
one thing over another. You can also
use the ad copy to increase the want
factor for the goods or services. 
Make it wanted.
The call to action is the final step.
Invite your reader to do something. 
In digital ads, the call to action is
most often a “click now.” In print,
you are inviting the reader into the
store to buy, to call or to visit the
store online. Remember the phrase
from the movie and play, “Glengarry,
Glen Ross”: “Always be closing.” If
you don’t ask people for the buy, they
won’t buy. Make it actionable, now. 

Crafting a clear and strong message
takes time and effort, yet there is
nothing more important to making 
a good ad. You’ve got to consider
the needs of both the reader and the
seller, and use the tools available —
words and pictures — 
to motivate the reader to buy now.
Keep AIDA in mind and you are on
your way to making good, sellable
ads that get results.

What is the purpose of advertising? The sole purpose of advertising is to sell products, services or ideas. How to best accomplish that goal has been a topic of
debate and study as long as advertising has existed. Yet there are time-tested common elements that have surfaced through the years that help us define what
makes up a “good” ad — meaning one that drives sales — as opposed to a “bad” ad — one that is ignored.
In this series, we’ll explore the elements of good ads so these best practices can be applied to and improve upon our daily sales and production efforts.

Good vs. Bad Ads: Why Do People Buy Things?
The single most important thing to keep in mind when composing good ads is the message. Each ad must be crafted to appeal to

the right audience and entice them to buy now. In order to do that in the most expeditious manner, advertisers must understand what
compels people to make purchases.

Purchase motivations have been studied since the dawn of market research, which has traditionally shown that certain factors tend
to drive purchases regardless of the era in which those purchases are made. You’ll find a host of Top 10 motivation lists out there,
many of which overlap. For your convenience, Metro has culled the best of these prime motivators into a list of 
Top 12 Reasons People Buy Things:

Security and Safety
Everyone wants to feel safe and secure, so it’s no
surprise consumers want to protect their families,
property and belongings, too. Various businesses and
retailers can employ this motivator, whether they’re
selling insurance, baby carriages, home alarms or self-
defense classes.
Desire to Possess
We all like to own things, especially when those things
are considered “the best.” Appeal to those consumers
who want the very best by highlighting award-winning
products and customer testimonials offering rave
reviews. 
Following the Crowd
Sometimes we buy things just because we see others
buying them. This desire to “keep up with the
Joneses” also touches on our need to belong. Help
your clients advertise those goods and services that
appeal to their customers’ need to be on top of the
latest trends.
Health
Few products are more popular than those that
promote better health. For example, the National
Institutes of Health notes that, in 2014, Americans
spent more than $36 billion on supplements alone.
Showcase health care practitioners, fitness services
and the growing wellness industry to appeal to
health-conscious consumers determined to be as
healthy as possible.

Sex and Romance
We’ve all heard the saying, “Sex sells.” What that
phrase is really saying is that the promise that we 
will be sexier or have more romance in our lives is 
a prime motivator.
Curiosity
It may have killed the cat, but curiosity is sometimes all
the motivation consumers need to make a purchase.
Tailor messages that appeal to curious consumers by
designing ads that make them ask “What if ...?” 
Love of Beauty
We not only want to own things, we want to own
things that are beautiful. But beauty is in the eye of the
beholder, so this category may target a small segment
of the population or one that includes millions of
potential customers. Regardless, finding the most
aesthetically appealing elements of a product can
appeal to buyers’ love of beauty and motivate them to
make a purchase.
Recreation and Relaxation
We all want more leisure time, and we’re willing to
spend substantial amounts of money to make that time
as enjoyable as possible. Appeal to this need by
highlighting goods and services that help consumers
make the most of their leisure — whether at rest or
play, at home or away.

Feel Important
Consumers are often motivated by their desire 
to look and feel important. Appeal to this desire 
by showcasing advertisers offering everything 
from designer clothing to jewelry to the latest in
luxury services.
Pleasure and Comfort
Comfort will never go out of style or stop driving
purchase decisions. Help your advertisers appeal to
consumers’ quest for comfort by showcasing their most
luxurious offerings, whether it’s home furnishings like
beds, pillows, towels and linens or wellness services
like massage parlors and spas.
Love
Many purchase decisions are motivated by consumers’
love for the people in their lives. Help your advertisers
focus their efforts on gift-giving and altruism, and they
will soon see how this motivator serves as a gateway to
additional purchases made for other reasons.
Avoiding Discomfort
As much as we want to be comfortable, we often go
out of our way to avoid discomfort. Regardless of how
optimistic consumers can be, everyone wants to avoid
the pitfalls of life — real or imagined — and are willing
to spend money to do so. Connect with concerned
consumers by showcasing those services, such as
financial planning and healthcare, that alleviate anxiety
about the future. 
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Insurance company ad’s statement headline:
Security and Safety; Avoiding Discomfort
(expensive repair bills, being stranded)

Pharmacy ad’s question headline:
Health; Avoiding Discomfort (flu,
lost productivity and time)

Laundromat ad’s statement
headline: Feel Important; Avoiding
Discomfort (wasted time)

Sporting goods ad’s statement
headline: Desire to Possess;
Recreation and Relaxation

Heating oil & gas
company ad’s statement
headline: Pleasure and
Comfort; Love (family)

Yoga company ad’s
statement headline:
Health; Recreation and
Relaxation

Many products and services address multiple motivator categories. When you are crafting your ad message with these motivators in
mind, two approaches can make a great starting point: make a bold statement or ask a question. For example, “Treat Your Taste
Buds” is a statement headline that can be used in a restaurant or bakery ad. It appeals to our Desire to Possess, Curiosity, Pleasure
and Comfort and possibly Following the Crowd and Recreation and Relaxation, too. On the other hand, “Is Your Family Protected?”
asks a question that appeals to our motivators of Security and Safety, Health, Love and Avoiding Discomfort.

Match these prime motivators to your prospect lists and you’ll be improving your ad messages to create more good ads.  M

Good vs. Bad Ads: What is Appropriate Imagery?
Visual imagery is an essential part of every good ad. Because we are a visual species, ads that contain images are
generally more effective than ads that do not contain images. Images also keep our attention longer, give our eyes a
place to focus and present readers with immediately relatable feelings that connect their own experiences and per-
ceptions to the advertised product or service.

In order for this unspoken transaction to flow smoothly, the imagery selected must help convey the ad message. 
Here are some things to consider when choosing appropriate imagery for your ad developments:

Getting Attention or Getting the Message
Some ad creators feel the most important
job of any image is to gain the viewer’s at-
tention. While this is a necessary and com-
mendable action, best practices for making
good ads require more from ad imagery;
namely, the image(s) must further the main
ad message. Think of it as the difference
between an appetizer and an entrée. A
great appetizer can wake up your taste
buds and create a hunger for more, while
the entrée provides the main sustenance.
When the two work together, we call that a
memorable meal. Ads that leave an im-
pression produce results.

Literal vs. Lifestyle
Images in ads tend to be one of two types:
literal representations of the products or
services advertised, or a more abstract ap-
proach of what is termed a “lifestyle”
image. Increasingly popular, lifestyle im-
agery is often people-oriented photogra-
phy that shows one or more people in a
natural setting, often using the product or
service. You can think of lifestyle ap-
proaches to ad imagery the way the fra-
grance industry utilizes it. Imagery 
in perfume ads — in print and on TV — go
to the extreme to try to evoke a feeling 
that the viewer will to want to obtain. 
These marketers keep in mind the prime
motivators of why people buy things. Will
this product make me glamourous? Sexy?
Invincible? It’s a tall order for a few seconds
of imagery. Fortunately, you don’t have to
go to that extreme most of the time, but
content suppliers such as Metro often offer
help when you search for the right lifestyle
images by placing keywords that evoke a
feeling. Metro regularly keywords emotion
tags such as “stressed” or “happy” as well
as “lifestyle” and “group” to help you lo-
cate the most appropriate imagery.

Add a Dose of Personality
Every business has a personality, and good
ads will echo that personality, beginning
with imagery. Words like “whimsical,”
“friendly,” “formal,” “reliable” or “precise”
can describe the personality that a busi-
ness owner is trying to relate. 
It reflects both their business philosophy
and their personality. This is where the
communication between production and
sales is crucial. Since the salesperson has
more than likely visited the location and
met the owner, he or she can report on the
predominant colors in the store, the type-
face and style used in logos, the appear-
ance of the owner and the owner’s
personality. Production personnel can add
their own knowledge of the establishments
if they have visited the locations as a cus-
tomer as well.

Print, the Internet, Mobile and 

Social Media
Adding to the pressure of selecting just the
right images, you must also consider the
Internet, mobile and social media. Will this
ad be presented in just a single format?
More and more, it will be delivered in mul-
tiple formats. When you choose images for
ads, you’ve got to keep in mind how the
images used in the ad will appear on a
printed page, as a digital ad on your web-
site, in mobile ads and if any aspect 
of the ad’s images can be utilized in the
advertiser’s social media outlets. Therefore,
the key phrase in choosing appropriate im-
agery is clarity of purpose — how well
does the image represent the product or
service and support the 
ad message?

Bring It All Together
So you have your ad message and are
ready to choose appropriate imagery. Take
a moment to ask the same questions jour-
nalists are taught, namely: Who? What?
When? Where? And how?

• Who will be using this product or serv-
ice? Age demographics are important
when choosing images, but so is the sim-
ply question of who is most likely to use
the product or service?

• What is the purpose of the product or
service? Images can reinforce the pur-
pose of the advertised offering, whether
it is for relaxation, business, entertain-
ment, practicality or necessity.

• When can consumers get this product or
service? Is the ad advertising spring in-
ventory that is arriving soon, or is it show-
casing clearance items that are available
now? Imagery can play a role in relating
that info. Keep in mind that holiday and
seasonal imagery can reinforce an ad’s
message, but images are not the mes-
sage itself.

• Where can consumers get this product or
service? Your images contribute to the
readers’ decision to buy. If the business
has multiple locations or a website that
accepts purchases, consider showing a
location shot, map or Web address.

• How can consumers buy this product 
or service or get more info? Is a coupon
or a copy of the ad required to get a dis-
count? Which methods of payment are
accepted at the establishment? Can a
consumer pay with their smartphone? 
If the advertiser is active in social media,
you may also want to include icon 
images of popular social media sites 
in the ads.

Literal imagery, such as the hands and polish in this
nail salon ad, directly reflects the product or serv-
ice. The pharmacy ad uses a lifestyle image to ex-
press the location’s flu shot message.

This bakery ad 
uses both literal
and lifestyle im-
agery, plus a social
media image, to re-
inforce their ex-
pertise in baking
wedding cakes.

On the surface, a
photo of kids might

seem like a literal in-
terpretation. How-

ever, if you take
another look at the
photo, you can see

the kids pictured are
happy, implying they

are healthy as well.

Appropriate imagery can take its cue from the ad copy, especially the headline. 
Just be sure it reinforces the ad message.

Your appropriate art will probably be used in multiple formats for digital ads as
well as in print. Therefore, it is important to choose images that will be equally
effective in additional delivery platforms.

Appropriate imagery is an essential component of great ads. Keep these guidelines in mind when searching for
appropriate imagery and you’ll be on your way to crafting ads that get results, and that is the ultimate definition
of any good ad.  M P1603B07001C

Good vs. Bad Ads: Appropriate Type Reinforces the Ad Message
In our continuing series on the elements that make up good ads, let us turn our attention to the importance of appropriate type. What is appropriate type?
Simply put, appropriate type reinforces an ad message. While copy written for an ad can collectively be called the “type,” the “font” is the visual
representation of the type in an ad. The font choice, size and placement of appropriate type in an ad reinforces the message by delivering it in a visually
clear and precise manner.

Serif vs, Sans Serif vs. Cursive
The world of type is divided into three distinct
categories: serif, sans serif and cursive. The
category you choose can make a difference in how
the ad message is read and understood.

Serif type was derived from the ancient stone
cutter’s practice of chiseling thin lines in the stone 
to indicate the top and bottom of the letters to be
carved. That evolved into the small “appendages”
that define serif type. Some common serif types 
are Times, Century and Garamond. Serifs can 
be squared off (like Bodoni) or rounded (like
American Typewriter).

Since “sans” means without, sans serif type does
not have serifs. Therefore, sans serif is often
referred to as block type. This style became popular
in the early part of the twentieth century, so it is
often associated with the contemporary. Some
common sans serif types are Helvetica, Futura and
Franklin Gothic.

Cursive type is also known as “script.” Cursive type
most often connects one letter to another, as if
written with a quill, pen, pencil or marker.

Formal vs. Informal
Categories of type are often labeled “formal” or
“informal” based on the look and feel of the font,
which adds a measure of subjectivity to type
selection. The look and feel of type is often
described with adjectives like elegant, playful,
tough or sleek, for example. Nonetheless, the three
categories offer a place to start when choosing
appropriate type. Traditionally, serif type has been
used in formal situations, while sans serif is
considered more informal. Cursive type shows the
dichotomy of the choice, as cursive fonts can be
formal or informal. It is easy to see the difference
between a formal and informal script: one has an
elegant feel (Snell Roundhand or Kuenstler)
while another may look like handwriting and deliver
a casual feel (Freestyle Script or Giddyup).
Like cursive, both serif and sans serif type can be
formal or informal. As a general rule, sharper-edged
serifs are considered more formal than rounded
serifs. Compare the feel of Caslon to that of
Souvenir. In sans serif type, the thinner the font
width, generally speaking, the more formal the font
is perceived. Compare Gill Sans Ultra Bold with
Futura Light.

Top Choice
So how are you going to go about choosing the
most appropriate type for your ad? The advertiser
can offer clues in many ways: the look and feel 
of the business’s logo; the style of the
establishment; the impression a business gives
customers; the personality of the owner; and the
actual content of the advertiser’s ad message. As
you can see, this is where communication between
sales and production is crucial.

Many businesses tend to classify themselves based
on their industry. Accountants and financial
planners will want to portray a different feel than car
repair and daycare centers.

The target audience also comes into play when
choosing appropriate type. Ads aimed at
millennials may use a different look than ads aimed
at seniors. Yet even “seniors” are now divided into
“active seniors” and “older seniors.” One group
may need clear and readable type with few if any
reverse blocks (lighter type placed on a darker
background) and a larger point size, while the other
may require different appearances.

Headline vs. Body Copy
Headlines, by the nature of their size and position 
in an ad, are often the first thing viewed, and
therefore set the tone of the ad message. Body
copy delivers and enhances the message, and
provides info on acting on the ad’s offer. The
difference between the two is often amplified by
type choice, where, for example, a headline may 
be bolder than body copy, or the two may be
different fonts altogether.

Space: The Final Frontier
Space as it relates to type is also a contributor to
appropriate type. The space between letters (called
tracking) or the space between lines (called leading)
can make a tremendous difference in how the font
— and the ad message — are perceived.

How Much is Too Much?
Anecdotally speaking, ads that are limited to one or
two fonts return better results than those containing
more styles, if for no other reason than the former
are more readable than the latter. That is why it is
preferable to choose professional fonts that offer a
full family of regular, bold and italic, and maybe
also supply condensed or extended versions.

Taking It to the Screen
Now that more and more ads will appear both
digitally and in print, it becomes essential to 
take readability on a screen into account. This 
is especially true for ads that are intended for 
viewing on smaller smartphone screens.

Subjectivity vs. Objectivity
Since we are dealing with feelings and emotions,
one person may perceive a font differently than
another, and that is fine. The object is to hit the
target as often as possible. What we have outlined
here are the traditional methods for doing just that.

The world is constantly changing, and so is the
world of type. Fonts that were popular in the 1980s
may now seem quaint, which is why every
publication needs to budget for the addition of
new fonts every year.

If you think of every ad as a display window for the
customer, you can visualize and choose the most
appropriate type for the ad.  M

In these ad examples, a restaurant with the same
name illustrates how type affects perception.
Headlines and copy have been purposely limited to
emphasize the effect type choice has on the feel of
the ad. Which one is most appropriate for a
neighborhood bistro? Which seems affordable? How
about a fine dining experience? Family dining?

• Is the font advertiser-appropriate? Does it represent 
the business interest?

• Is the font and size completely readable and
understandable for the target audience?

• Is the font and size completely readable for the target
delivery system (i.e., print vs. digital)?

• Does the type reinforce the ad message?
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Questions to ask yourself
when determining the
appropriateness of type:

Good vs. Bad Ads: Balance and Eye Flow Are Essential to Ad Attention
and Comprehension
There are two essential elements of good ads that, on the surface, can sound like the name of a boy band from the ’90s: “Ladies and gentlemen, join
me in welcoming Balance and Flow!” Proper balance and eye flow in an ad layout help to gain and keep the readers’ attention while delivering the
message. Coupling the experience of decades of advertising publishing with scientific research on how our eyes perceive things, we can create 
a starting-point blueprint for creating ads with optimal balance and flow.

Finding Your Center
In our Western culture we learn to read top to
bottom, left to right. Therefore, it seems logical to
deduce that the optimal place to start in an ad
layout is the upper left corner. However, our eyes
don’t quite work that way. While our reading eye
wants to start at the upper left, our visual
perception wants to find a center. If items are
grouped around the actual center of an ad layout
the ad will appear unbalanced to the same eye.
That brings in the concept of the optical center. 
The optical center of an ad layout is the top third,
slightly left of center. One way to look at classic ad
design is to use the optical center as your ideal
position for artwork or a starting headline.
What does this tell us about balance and flow?
Balance is the distribution of weight around an ad
to ensure eye flow. And eye flow starts with
reading top to bottom, left to right.
Which Comes First?
When it comes to ad layout design, the age-old
idiom of “which comes first?” refers to art vs. copy.
Since we are overwhelmingly a visual society, and
most designers are visual people, it is best to start
with placing the art first. Why? First of all, one study
at Columbia University concluded that 83% of all the
information received by the human brain reaches it
through our eyes. Not only is it easier to fit copy to
art rather than art to copy, if you look at a lot of ads
where copy is flowed in first, most will appear
unbalanced. This often is due to the fact that the
images — given a secondary position — are too
small for the ad space. This affects both eye flow
and balance. Besides, the size of the ad imagery 
can always be adjusted later.
Lead with the art, then add the copy and adjust 
for balance and flow as you go.
The Role of Contrast
Balance helps an ad to read smoothly, so it holds a
readers’ attention longer. Contrast can be thought
of as the individual weights placed on the balance
scale to keep things on an even keel for easier
reader comprehension.
Contrast is achieved in three ways: size, color and
weight, and each holds true for both imagery and
type in an ad. Size refers to the proportional balance
of the imagery and type within the ad space. Color
can be manipulated to bring one element forward
before another. Weight combines with color and size
to serve up a balanced appearance that is more
pleasing to the eye. Weight in type is controlled by
the regular, bold and italic versions at hand.
If you think strictly in black and white terms, you can
think about contrast in terms of assigning an “A” for
black and a “B” for white. While you may very well
see that your ad has more of one than another, it will
show what needs to be done to the color or size to
even out the balance. By the same token, if gray is
added to the equation, when something that
appears predominantly as gray — meaning it has a
lack of contrast — we call that “neutral.” When you
are looking to get attention in an ad layout, neutral 
areas can be employed to balance the positive and
negative forces within the design and lead the flow.
Follow the Leader
The goal of eye flow is to lead the reader’s eye
around the ad. One trick to assist eye flow in an 
ad is to choose art that is oriented toward pointing
in a specific direction, which is usually into an ad 
or toward an important message. While pointing

hands are more obvious examples, people looking
or leaning one way or another can be the
beginning of creating eye flow in an ad. Objects
also can point the way by the angle at which they
are drawn or photographed. Rotation is also a tool
available to designers to lead the eye around an
ad.
Therefore, art that appears on the left side of an ad
should orient the reader toward the right, while art
on the right should lean toward the left. Art near the
top should lead back toward the bottom, while art
near the bottom should lead back toward the top.
And art that looks to reinforce a headline or
important type feature should lean toward that item.
In short, all items in an ad should be oriented to lead
the readers’ eyes around the ad in a logical manner.
And Now a Word About Words
Art can sometimes eliminate the need for much
copy at all. Take, for example, a fine dining
restaurant ad. If the food and atmosphere is so
appealing that it can sell itself, then that
photography can deliver the message with few
additions. For most situations, though, ad copy will
be desired.
As with imagery, the size and weight of ad copy
affect balance and flow. When it comes to the ad
copy, the headline is your most important type in
an ad, as is usually reflected by the size and
placement. Informational copy or sale items
presented are generally shown in a smaller size in
the ad. The call to action can be the same size as
informational copy, or larger. It can be called out
by manipulating weight with boldness or color.
Finally, the location information that tells the
reader where to go to get the ad offer generally
holds a size and weight position that is equal to or
slightly smaller than the headline. Again, weight and
color can help draw attention and direct eye flow.
Exceptions to the Rules
If there is one thing that can be said about creative
types, it’s that we often enjoy breaking rules,
whether as a creative exercise or a response to 
a perceived authoritarian constraint. When good
designers bend design rules that have been
established through the years, though, they
sometimes end up with spectacular results. Ads
where large expanses of an ad are left white and
small elements assigned to the bottom; ads where
elements purposely point outside the borders of
the ad space; ads that purposely mix type styles
that might not be thought of as compatible ... the
list goes on and on. When these rule infringements
are executed in the hands of our best designers,
they can gain more attention and results.
The bottom line is, when it comes to balance and
eye flow, follow the traditional route or disobey the
rules, but keep in mind that attention does not
always equal action. Take Super Bowl ads as an
illustration of attention vs. action. How many do you
remember? Now of those that got your attention,
how many can you name the company and product
behind the ad? Memorable ads are not always the
most effective. Whether you strive for “proper”
balance and eye flow or purposely want to
manipulate the balance and flow in opposite ways,
the goal of every good ad is to get the advertiser
more results — more sales.  M

Art type, orientation
and position can
contribute to balance
and flow. In this ad, the
figure looks into the ad
in the direction of the
headline and copy, which
is read from the top of
the ad to the bottom.
Arrows show the logical
path of eye flow.
Balance is achieved in a
symmetrical fashion,
roughly dividing the ad
in half. The “weight” of
the figure on the right is
balanced by the size and
color of the headline and
copy on the left.

The optical center of this horizontal ad is
roughly in the position of the hammer head.
By the orientation of the tool pointing down,
the eye will be lead into the ad. The weight
of the headline, ad information and action
location help to balance the ad and the
message by providing contrast.

The eye flow in this ad
is suited to a “T”. The
weight of the color bar
below the headline is
reinforced as the
starting point by the
figure’s leg stance. The
body of the figure
leads into the ad
message, which is
designed horizontally
to balance the top
headline horizontal. We
will naturally read the
ad info copy from the
left to the right, top to
bottom. Color is
repeated a third time 
to draw attention to
the location info and
further balance the
visual look.
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If anything, the
need for adequate
white space
increases when
designing online
ads, as white
space attracts
more attention on
crowded Web
pages.

Especially when designing multiple item ads, 
white space can separate the ad features while
presenting them in a visually pleasing manner.

Ads that have reverse areas or overall backgrounds (such as this photo
background ad layout) still need to contain adequate white space. In these
instances, backgrounds or black reverses act as neutral areas, which viewers
perceive in the same way they perceive white space.

Adequate white space
actually helps sell the ad
message by making the
features more prominent
and readable. Ads
designed with adequate
white space return
better results.
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Good vs. Bad Ads:
What is Adequate White Space?
The relationship between the human mind and eyes is truly amazing. While eyes constantly take in an expansive array of visual stimuli, the brain
acts as a filter, deciding which image to deliver to the “mind’s eye” at any given time. In other words, the brain is helping you sort through
everything to enable you to concentrate on something. As ad designers, we want people to concentrate on the exact “something” we want them
to absorb — the ad’s message. One of the main ways we can do this is through the use of white space.

What is Adequate White Space?
In simple terms, every ad can be divided into two
visual areas: one where type and imagery reside
(positive), and the other where nothing is placed
(negative). The areas where nothing is placed is called
white space. The interplay between the positive and
the negative creates contrast in the ad design. As far
as our eyes can tell, it is the negative white areas that
make the positive areas visible. Therefore, adequate
white space in any ad controls the interplay between
positive and negative areas of a layout to give the
reader’s eyes a place to rest (focus) as well as leading
to what is next (flow).
How Much is Enough?
When it comes to white space, how much is enough is
always going to be relative. Many hate the entire
concept because they believe white space to be a
waste of their advertising dollars. It becomes the job
of the ad designer and salesperson to educate and
convince the advertiser that white space literally gives
readers a chance to breathe, which helps them
concentrate on the ad message. Therefore, the best

pitch to make to these types of advertisers is that
white space helps deliver better results.
It becomes increasingly difficult to pin down hard and
fast rules of what is adequate in an age when we are
constantly bombarded with advertising messages
from an ever-growing number of sources. It is this very
assault on the senses that points to the need for white
space. In these terms, adequate would be enough to
draw attention to your ad over others.
The effectiveness of advertising has been studied as
long as there has been advertising. What worked 50
years ago may not work today since our environments
and methods of communications have changed so
dramatically. Nonetheless, white space remains an
important visual element, regardless of how the ad 
is delivered. If you need a starting point when trying
to solve the “how much is adequate” dilemma,
traditionally ad designers have been taught that ads in
which 70% of the ad space was devoted to the
combination of white space and illustration returned
the best results.

Variables to Consider
Cultural differences and age can affect how we view
things. Therefore, you need to consider who the ad is
targeting when determining adequate white space.
Millennials seem better equipped to filter out the
flotsam and jetsam of modern design, yet some will
respond better to more white space. Seniors tend to
interact with advertising differently than younger
demographics, so white space is vitally important to
help older eyes to focus. Likewise for younger readers.
Don’t Sweat the Details
All of these design demands can, on the surface,
present a daunting task when creating ads. Yet the
good news is that adding proper white space is
intuitive for good ad designers. The minute you place
something in the blank space within an ad’s
dimensions, you are playing with the positive and
negative elements within an ad. Keep the ad balanced
and you will more than likely create an ad that has
adequate white space and is therefore more readable,
which is a crucial component to making better ads
that produce better results.  M

The most effective
ads complete the
AIDA acronym
(attention, interest,
desire, action) with
a call to action that
provides a clear
benefit to the
consumer. Creating
a benefit in your ad
message can be as
easy as answering
the question,
“What’s in it for
me?”
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Good vs. Bad Ads:
Making Ads With Benefits
When crafting any good ad message, once you’ve grabbed attention,
cultivated interest and developed desire, you need to close the deal with a
call to action (AIDA). Another way to think of a call to action — namely, a
reason to buy, and buy now — is to state a clear benefit to the consumer.
The benefit gives the consumer a reason to act. Creating a benefit that
moves people to act can be summed up in one simple question that every
person reading the ad will ask: What’s in it for me?

A Sale is Not Enough
Half a century ago, the word “sale” in an
ad was enough to draw consumers into an
establishment to buy their goods and
services at a discounted rate. Nowadays,
“sale” has become so ubiquitous that the
word has been diluted in the minds of
buyers. During the recent recession, buyers
curtailed purchases until they found a sale.
While the word can help develop interest,
the mere suggestion of a “sale” may no
longer be enough to inspire action unless
the deeper benefit of the sale is related. 
Businesses large and small have more
competition than ever. Fifty years ago,
competitors existed within easy driving
distance from each other and their
customers. It was not uncommon for
competitors to be situated on the same
street. The Internet has changed all that.
Internet shopping is increasing the
competition for all types of businesses, as
consumers shop at home rather than visit
brick and mortar businesses. Research has
shown that when people do shop in stores,
an overwhelming number comparison shop
online, especially for big-ticket items like
cars, appliances, electronics, home
improvement, travel and more. So how can
a business compete and gain more
customers in this new buying environment?
Answering “What’s In It for Me?”
Advertising is the ultimate medium for
businesses to spread the word about their
offerings, and that’s where you come in. The
ad message you help create for them needs
to answer “What’s in it for me?” in a way
that compels consumers to buy from your
advertiser, and buy now. For example, an
item advertised as 20% off this week may
gain some attention and some buyers on its
own savings-benefit merit, but you’ll capture
more buyers in today’s environment when

“What’s in it for me?” is more than savings.
Add info about the desirability or quality of
the item to offer a more complete benefit.
By appealing to how a customer feels about
what they are buying, you are presenting a
clearer benefit to them.
We have previously discussed the prime
motivators for making purchases, which
include security and safety, love, convenience,
health, curiosity, recreation and relaxation,
and more. You can review and download
our previous article (as well as this one)
online in the MCC Sales area.
Take a look at the sample ads pictured on
this page to see how the ad offers are
connected to prime purchasing motivators
for a more complete consumer benefit. For
example, an electrician ad offers more than
a safety inspection at a special price. It’s
really offering peace of mind with home
safety and security.
Connect the Dots
If creating great benefits in ads was simple,
then all ads would be effective. Yet we know
that all ads are not created equal. When
answering “What’s in it for me?”, think
about it in terms of your own life. What
would you want out of purchasing a
particular product or service? Would it make
you look better or feel better? Would it be
convenient? Would it be good for your
family? Sometimes the best way to answer a
question is to first cultivate more questions.
This question-and-answer method is a tried-
and-true tip used by ad copywriters. If your
headline sets up a problem and your copy
offers the solution, the benefit has been
conveyed.
However you answer “What’s in it for me?”,
deliver the benefit and you’ll be making
more effective ads.  M

Multiple features in
ads present unique
challenges for sales
and design that can
be addressed with
fonts, size, weight,
space and color, as
well as associating
relevant imagery.

Many times a particular
feature (sometimes referred
to as a “call-out”) can be
made to stand out from the
rest of the ad by a contrasting
frame, box, oval or circle.
When formulating featured
items, it is necessary to
determine how important a
price or discount is to the
advertiser and their potential
customers.

Features can be an in-line
part of an ad’s structure. Size
and color can be helpful tools

in calling attention to the
feature without the need to

shout its message.

The personality and profile of
the business is worth keeping in
mind when formulating features
in ads. In the case of this resale
boutique ad, the bright red tint
of the photograph is contrasted
by a complementary green tint
offset box that broadcasts
business personality while
balancing the layout and
highlighting the feature.
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Good vs. Bad Ads:
And Now, Our Feature Presentation
In this series, we have discussed the important roles that various elements of an ad play in relating the ad message and delivering better
advertiser results. Now we’ll turn our attention to features. Featured items perform a key function within an ad, potentially serving as 
the call to action or as an invitation to acquire a featured item or service. If there is a single thing to keep in mind when thinking about
featured items within an ad, it is this: If everything is featured, then nothing is featured.

What Are Featured Items?
Featured items may be recognizable products or
services with a price or discount offer attached, or
less obvious features that provide some form of
emotional satisfaction. For example, a bar and grill
ad may feature a “best burger and brew special” at 
a listed price, or the ad may not list an item at all,
but feature a “Good Friends, Good Food, Good
Times” headline. Coupled with an enticing photo,
the message is the feature and call to action rolled
into one.
The Feature Landscape
If you think about an ad’s space as a landscape, the
role of the feature in the overall plan can come into
clearer focus. If you’re looking at a field of green, your
eye roams uninterrupted across the landscape. Our
eyes are looking for contrast for a place to linger
longer. It’s the red or yellow flower in the field of
green, the pond or lake reflecting the trees,
background hills changing the horizon or clouds 
in a bright blue sky that let us fully appreciate the
landscape by offering features within the scene. 
If everything in the landscape was the same size,
weight and color, there would be nothing to prevent
your eyes from continuously darting from one place 
to another.
Importance of Price
In many instances, a featured product or service will
list a price. As a salesperson or ad designer, you are
acting as your client’s interpreter to translate their

offers in a manner that will get them the best result.
Toward that end, you need to determine how
important the price is to the advertiser as well as 
the consumer. As a general rule, the more upscale 
a client’s business is, the less emphasis there tends
to be on price. 
Compare a discount fashion boutique to a high-end
fashion boutique. People want to shop at the
discount boutique because they can get the styles
they want at an affordable price. If price can entice
consumers to buy now, then prominently showcase
that price or discount. Shoppers visit high-end
boutiques because of the perceived quality, prestige
and exclusivity such boutiques provide, so price isn’t
the first concern when designing ads for these
retailers. Allow the personality of your client’s
business to give you design and copy clues on how
to best present their features.
Look Here!
Thanks to the popularity of email and texting, it is
now common knowledge that if someone types in 
all CAPS, the message comes across as SHOUTING.
Similarly, as we’ve previously discussed, the tools 
for making the feature stand out are images, type,
weight, size, and color. You must determine if 
your feature needs to be that punch in the face 
or something a little more sedate.
Enough is Enough?
There probably isn’t a sales or graphics person who
hasn’t come across a client who wants to fill their ad

space with as much as they possibly can. To these
advertisers, getting their money’s worth means
jamming two more items into their ad. This
conglomeration of items has become commonplace
for some business categories, including used cars,
liquor stores, real estate agencies, grocery stores,
and more. The challenge for sales and design teams
in these instances is to educate the client on how
their ad can deliver the best results while remaining
loyal to the “less is more” mantra. That said, the ad
designer is ultimately responsible for making sense
of a crowded field. When faced with a proliferation
of feature items, remember the lesson about
featuring everything: you’re right back in that field 
of green without contrast. Instead, think about
highlighting some items over others. You can have 
a “used car of the week” box, featured “white wine
specials” or similar size, color or weight separation
that can change the landscape to offer a place 
to focus.

Your Feature Presentation
When you consider the impact that featured items
can have on the effectiveness of a given ad, you can
see how vital communication between sales and
production teams truly is. Use these guidelines to
plan your featured items — whether it’s one or one
hundred — and you’ll be on your way to creating
more effective ads.  M

Good timing can mean the time is
right for something specific with
your advertiser and/or their
industry. For example, timing in
selling a real estate development
can mean getting a head start on
cash flow for the developer and
the best price for buyers. Timing
for a roofing sale can suggest
consumers act before the season
changes. And an ad for moving
capitalizes on timing to suggest
those who are moving think about
doing it themselves.

Good timing takes into account a
good hook, like seasonal changes
and events that are related to the
business of your advertisers. Metro
provides a huge selection of
seasonal and event imagery, and
relevant spec ads, throughout the
year. Peruse the Metro calendar on
MCC for upcoming events so you
can plan presentations and
advertiser promotions in advance.

Good timing may also require an understanding of your advertisers’ businesses so you 
can best serve their needs. For example, learning about the timing of their inventory
movement can help you explore when is the best time to offer full-page ads,
supplementary ads or campaigns of digital ads. Metro provides spec ads in 
one- to six-column sizes, and a large selection
of Web and mobile ads in the
most popular sizes in every issue.
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Good vs. Bad Ads: Timing Is Everything
There’s an old adage in comedy that can also be applied to ad creation: timing is everything. Like a comedian developing a joke, ads need to
deliver the right punch at the right time. What’s more, timing also refers to being topical and relevant. In this installment of the series, we’ll
explore the time-related actions to keep in mind when planning and creating ads, and tips on optimizing the timing in your ads for 
the best results.
Start With the Obvious
When thinking about timing in ad creation,
examining the obvious is a good place to begin.
Namely, when is the ad going to be published? 
And what needs to be done to keep the advertiser’s
message timely and relevant? Obviously, a Black
Friday ad that breaks on Saturday is of no use to
anyone. By the same measure, advertisers need the
perfect time for their ads to appear for many reasons,
from selling a perishable shipment to listing available
homes; raising cash through inventory reduction to
handling employee scheduling to accommodate an
expected increase in sales.
Therefore, good ads begin with great timing. Account
sales reps must work with their prospects to understand
what each business needs to determine the optimal
time for their ad or series of ads to appear.
Seasons Time
In every industry, seasons are a time of change. It is easy
to see the changes that happen with fashion, but it is
also true that the auto industry has its time for model
changeover to the next year. In addition, wallpaper
designs change, storage needs change, and outdoor
services change, even in regions where temperatures
don’t fluctuate much from season to season. Good ads
take time of year into account and present products in
the best possible light to deliver results.
Traditionally, there are optimal times for certain
functions. For example, gutter cleaning services may
be available all year long, but will peak in the fall.

Likewise, tax services will find the best audience at the
beginning of each year, and even though jewelry sales
are made every day of the year, the business booms
around Valentine’s Day, Mother’s Day, summer wedding
season and Christmastime. Knowing the best time to
advertise your prospects makes for good ads because
they help both the advertiser and the consumer. 
Time To ...
As previously discussed in this series, the question
and answer format is a traditional method in ad
creation, helping to gain attention and stimulate
action. The ad sets up a problem in the form of a
question and provides the solution from the
advertiser. One of the perennial tools in ad design 
is the “time to...” question. “Time to Move?” ...
“Time to Exercise?” ... “Time for a New Car?” As
you can see, this look at timing is a variation on the
famous “Got Milk?” concept, which is really the
same as asking, “Is it time to buy more milk?” The
ways to apply the question and answer format are
endless, and this approach is a proven attention-
getter for nearly every type of advertiser. 

Injecting time into an ad can also emphasize the call
to action; namely, act now. In that way, using time-
sensitive language in your ads can move the needle
to bring a mediocre ad into a better light. Phrases
such as “supplies are limited” and “3 days only” or
the addition of sale or coupon expiration dates lets
consumers know that there is a finite time for them
to take advantage of these offers.

Production Time
No discussion of ad timing is complete without
mentioning the time it takes to physically produce 
an ad. Without adequate time for design and
production, your chances of delivering a good ad 
are greatly reduced.
While creativity levels vary from person to person, 
the time needed to compose good ads also varies.
When you coordinate resources and capitalize on the
time available for ad composition, you increase your
ability to make good ads.
Time to Put It All Together
Make the most of your time with a simple question
checklist:
• When should the ad be published?
• What is the best offer for this advertiser to make 

at this particular time?
• Are there seasonal or other time-sensitive factors

to consider in this ad?
• Can this ad benefit from limiting the time the offer

is available?
• How long will this ad or ad campaign take to

produce?
Good timing makes for good ads. Harness the
power of good timing and you’ll make better ads —
that get results — in the process.  M

Every business and business owner is different. In order to
become a marketing partner with your clients, you need to
discover the what, where, when and how of their offerings.
One way to quickly accomplish this is by adopting the 
Four P’s of Marketing or SAVE approach.

Good vs. Bad Ads: The Four P’s of Marketing or
SAVE: Solutions, Access, Value and Education
There is a difference between marketing and selling. With regard to marketing, ad
salespeople must work alongside business owners or retailers before selling can occur.
Since successful marketing encompasses more than just advertising, it’s worth it for both
salespeople and creative production staff to take a moment to internalize the process of
marketing through the basic discovery methods of the Four P’s of Marketing: Product,
Place, Price and Promotion, or the SAVE: Solutions, Access, Value and Education
approach.

Product/Solutions
The process begins with defining the product (or
service) that the business delivers. Keep in mind that
consumers aren’t really buying products — they buy
solutions to their problems. While a hardware store
sells power drills, what the customer really needs is 
an eighth-inch hole. Charles Revson, founder of
Revlon, once famously said that he manufactured
cosmetics and perfumes, but what he sold was hope.
Work with the business to clearly delineate what the
product is, and how it answers consumers’ questions
while also solving their problems.
Place/Access
The concept of “Place” seems obvious, but it is more
expansive than the physical building — also known 
as the brick and mortar. Simply put, “Place” means
where — and how — the consumer can get the
product. That may include in-store visits, online
ordering with store pick-up and ordering by phone 
or online with home delivery. It might also entail a
certificate or voucher of some type that is redeemed
later. In addition, a key part of “Place” is that the
business needs to have sufficient inventory or ability to
provide the product (goods or services) that is offered.
Price/Value
Setting proper pricing is a challenge for every
business. Before setting pricing, businesses must
consider the competition, the economy and the
demographic makeup of the region in which they
conduct business. Overhead, employment costs 
and the business’ objectives also play a role in
developing a pricing strategy. Discount sales, on 
the other hand, are usually reserved for clearing
remaining inventory or to quickly raise cash. Labeling
pricing as “sale priced” should then be reserved only
for the specific events during the selling cycle when
prices are significantly lower than usual in order to
avoid impacting the credibility of the business.

Promotion/Education
At this point, the ad campaign, including print and
digital components, comes into view. Successful

campaigns cannot be effectively planned and
developed until the questions brought to mind in the
previous three P’s are answered. By answering those
questions, the needs of the prospect will be revealed.
Included in that process are:
• The specific goods or services offered
• How and when the offer is valid
• How the offer differentiates from competitors’ offers
• Where the goods or services can be obtained
• The importance of pricing to the success of the

campaign
• Which delivery mechanisms are best to attract the

target audience, including social media, digital 
and print

SAVE Instead
In recent years, many people have suggested a
remodeling update was necessary for the traditional
Four P’s. One alternative that bears exploring was
developed by Motorola Solutions just a few years
ago. In this system, the Four P’s are replaced with the
acronym, SAVE. This concept alters the main
emphasis from Products to Solutions; swaps Place
with Access; changes Price to Value; and switches
Promotion to Education.
The differences can be subtle, but such a change may
be the fresh mindset you need to better communicate
with your potential clients and become their marketing
partner. For example, Value may address the question
of “what’s in it for me” more effectively than mere price.
And Education refers both to educating consumers
about the product as well as your advertiser prospect
on the best options available to them to accomplish
their desired goals. 
One might argue the semantics, but whether you
embrace the Four P’s or SAVE approach, the mission
and end result remains the same: you’ll make better,
more effective ads when you have clear and concise
information at hand.  M
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By using similar
layouts and the
same type
choices, this
lounge
campaign
becomes
immediately
identifiable as
part of a series.
While individual
ads contain
different offers,
together they
deliver a more
expansive
message and
goal from the
advertiser: that
the reader
should visit
them daily.

Each issue of Campaigns & Classified delivers
multiple campaign opportunities, including a 13-time
campaign. Sell it for a quarter-year, weekly campaign
or schedule multiple runs in any given week, the
choice is yours. Similar colors and layout makes it
easy to continue the campaign with additional ads.

Successful
campaigns can
include multiple
ad sizes plus
print and digital
components.
Metro offers
ready-to-present
campaigns that
can get you
started.

Good vs. Bad Ads:
Winning Strategies for Campaign Selling
Publishers who speak to Metro often note their desire to sell more ad campaigns. While publishers know that more linage equals more
revenue, they’re often frustrated that their staffs don’t sell ad campaigns as often as they would like. Publishers cite various reasons for the
lack of sales, including the usual suspects: time, knowledge and resources. In this installment of our series, we’ll define what constitutes a
campaign and address some strategies for making successful campaigns.
What Is a Campaign?
An ad campaign is a series of ads designed to
accomplish a specific goal. It’s campaign season in
the political world, and ad campaigns can be thought
of in the same way that political candidates approach
their campaigns. For example, political candidates
make multiple stops around a given territory, often
repeating the same or similar information with a goal
of convincing people to vote for them. On that same
note, ad campaigns typically appear multiple times
and, through the power of repetition, deliver the
advertiser’s message with a goal of compelling
consumers to choose their goods or services.
Toward that goal, a campaign can be a series of same-
size ads, differently sized ads, print and digital ads or
any combination thereof. Campaigns may include small
teaser ads that point to a larger ad in one edition, or
span multiple weeks across various platforms.
Why Campaigns?
The justifications for campaign selling are clear:
• Advertisers gain more exposure and recognition
• Consumers gain a better understanding of what

the advertiser is offering
• Campaigns generallly deliver better results than

one-time ads
• Campaigns offer more linage and revenue for you

Elements of Good Campaigns
When it comes to campaigns, same is good.
Campaigns work because of the power of repetition.
Therefore, the design of ads within a campaign should
always be similar if not the same. This includes:
• Same typographic choices
• Same type of ad borders
• Same style imagery

Ads within a campaign that appear similar connect
within the minds of consumers. The similar look also
opens possibilities to change colors, sizes or copy
headlines and messages as well as move from print to
digital platforms.
Print vs. Digital
Many publications are attempting to sell campaigns
by bundling digital Web and mobile ads with print.
This approach can be effective at getting advertisers
the exposure they desire among the widest range of
consumers. However, there are innate differences
between print and digital that need to be considered
when creating multiple platform campaigns.
The first difference is the call to action. Whereas print
ads traditionally ask consumers to come into the brick
and mortar site or call a number to make a purchase, the
call to action in digital Web and mobile ads is often a
“click here” suggestion. That click may deliver the
viewer to more information or directly connect them to
buy the goods or services at that time. Since the vast
majority of small retail businesses are not currently set up
to sell online, these businesses must consider including a
succinct call to action in the limited space of the digital
realm. 
Another difference is space. Digital ads are more 
like billboards than print ads. That is why digital ads
generally limit the message to no more than seven to
10 words. These limitations make it virtually impossible
to create the exact same ad for digital and print
campaigns. That makes the link within the digital ad —
where you send your viewer — very important. Maybe
you want to refer your digital viewers to 
the print ad by delivering a coupon to them when they
click, or use the link to direct viewers to the
information contained in the more expansive print ad.
Conversely, maybe your print ads want to refer to the
digital ads for more information or discount specials.

No mater the situation, consider the strengths and
limitations of each platform to best reinforce the
advertiser’s message.
Selling Campaigns
Advertisers are different, so each campaign needs to
be developed individually. The knowledge you gain
about your prospect through your initial meetings will
help you develop a campaign that works for them.

Regardless of which way you decide to go with a
campaign, having presentation-ready spec ads are
vital to the process. An entire campaign — or at least
the start of one — will have a much greater impact
than a conversation about a prospective campaign. 

Metro Campaigns
In our time-crunched world, anything that helps
facilitate the process can only be a good thing. Metro
delivers developed campaign spec ads for print and
digital in every issue. To view a selection, select
Campaigns under the Ad Type menu in the MCC
Creative Library, along with relevant keywords. See
ads that have complementary digital spec ads by
clicking the Print with Web/Mobile box under the
Spec Ad Filters.
If you routinely need more campaigns, explore the
possibilities MiAD® Wizard and MiAD Desktop can offer.
Plus, the Campaigns and Classified service includes
ready-to-go multiple-ad campaigns up to 13 weeks.
Call our Client Services Team at 800-223-1600 for more
information, or e-mail service@metro-email.com.
Sell more campaigns and get more results for your
advertisers while increasing your revenue. You may
save additional time by preparing a campaign in
advance, too.  M

P1609B07001C

Newest Free Member Benefit



Page 20 • November 2017 • The Independent Publisher • www.ifpa.com

2018 Postal Price 
Changes Announced 
No Postal Promotions 
For Now
by Donna Hanbery, Saturation Mailers 
Coalition

On October 6, 2017, the Postal 
Service fi led its Notice of Postal Rate 
Adjustments for Market Dominant, 
and Competitive Products, to be 
effective January 21, 2018. As 
previously explained to mailers 
and industry stakeholders in earlier 
meetings and announcements, the 
annual promotions that the Postal 
Service has included with price 
changes, were not included in the 
price fi ling.

For free papers that distribute their 
papers by locally entered, drop 
shipped saturation mail, the rate 
adjustments were below the average 
price change of approximately 1.9% 
for market dominant products. 
Recognizing the price sensitivity of 
these products, and their contribution 
to Postal Service revenues as a product 
that is largely drop entered, is subject 
to many competitive alternatives, 
and has historically made a signifi cant 
contribution or “mark up” to Postal 
Service institutional costs, the overall 
“average” increase for high density 
and saturation fl ats was 1.1%. A 
chart showing the proposed rates 
for high density and saturation mail, 
and before and after price increases, 
accompanies this article.

Other changes in Postal Service 
products included a one cent increase 
in the fi rst-class retail, or “forever” 
stamp, taking that price from 49 cents 
to 50 cents. There was no increase 
for additional ounces of fi rst class 
mail, keeping that rate at 21 cents per 
ounce.

The retail price for postcards 
increased from 34 to 35 cents. For 
competitive products, and shipping 
services including priority mail, 
the average increases were higher, 
averaging a 3.9% price increase.

In the Notice that accompanied the 
fi ling, the Postal Service announced 
that the fi ling was intended, as much 
as possible, to strictly comply with 
the current rate making law and the 
authority that the Postal Service had 
received, from the last independent 
Board of Governors Member 
remaining in offi ce, to fi le a standard, 
CPI, price adjustment case.

The Postal Service included with the 
price fi ling a Resolution, that had 
been approved as of last November, 
2016, when the last independent 
Board Member of the Postal Board 
of Governors had a term that came 
to an end. As of that date, the Board 
of Governors apparently were 
concerned that the future Board of 
Governors would not have a new 
appointment, and the only Board 
Members remaining would be 
the “staff level” Board Members, 
including the Postmaster General 
and the Deputy Postmaster General. 
Under the law, changes in prices and 
products are to be approved by the 
Postal Board of Governors, including 
at least one independent Board 
Member, in addition to the Postal 
Service staff of the PMG and Deputy 
PMG.

The Board Resolution gave the Postal 
Service limited authority to fi le a 
case that strictly complied with the 
increases allowed by the cumulative 

CPI, and authority for the Postal 
Service to make some adjustments 
in prices relating to work share 
discounts, and products that were 
not covering costs, to comply with 
previous rulings and concerns of the 
Postal Regulatory Commission. Since 
that Resolution was passed, an entire 
year has gone by with no current 
nominees pending for consideration 
to fi ll the seats for independent Postal 
Board of Governors Members leaving 
the USPS without the authority under 
the statute to make changes in prices, 
classifi cations and products. It is 
this lack of an independent Board of 
Governors that has caused the Postal 
Service to announce that it cannot 
fi le, or continue, the Postal Service 
promotions that have been included 
in postal rate fi lings and adjustments 
for the past several years. The Service 
had previously discussed postal 
promotions with the industry, and 
previewed promotions to be included 
in the 2018 price fi ling. It has been 
generally rumored and discussed 
that the absence of any independent 
Board of Governors Members, and 
the potential risk that any price fi ling 
might be challenged if promotions 
were included, led the Postal Service 
to take the very conservative approach 
of taking promotions off the table, and 
fi ling a price adjustment that made no 
structural, classifi cations, or product 
changes, and keeping the overall price 
adjustments strictly within the limits 
of the CPI cap and in accordance with 
previous PRC rulings.

For free papers distributing by 
saturation mail, some highlights of 
the rate fi ling include:

continued on page 21
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• The USPS did not change the 
current breakpoint of 4 ounces.

• The “average” rate for mail drop 
shipped at the DDU, whether 
entered in the simplifi ed (EDDM 
address format) or with an address, 
increased modestly by less than 1%.

• There was no change in the pound 
rate. In general, the rates for heavier 
mail, charged at the combination 
piece and pound rate, did not 
increase. With the exception of the 
increase refl ected in the piece rate, 
the pound rate charged for pieces 
weighing over 4 ounces remained the 
same.

• The Detached Address Label 
surcharge increased from 3.5 cents to 
3.6 cents.

In its Notice of the Price Adjustment, 
the Postal Service expressed 
optimism that the 10 year rate 
review will conclude with a decision 
in favor of the Postal Service’s 
efforts to break free of the current 
price cap requirement. The Service 
begrudgingly announced that it 
was fi ling this case to comply with 
current law, but was outspoken in 
stating that

“The Postal Service maintains that 
the rate making system must change 
to meet the mandatory statutory 
objectives, including assuring the 
Postal Service’s fi nancial stability 
and providing funds needed for 
investment in effi ciency, service 
quality, and mail security. Indeed, 
this is likely the last market dominant 
price adjustment case that will be 
reviewed under the current system”.

The 10 year rate review has, as of the 
writing of this article, not concluded. 
Although the PRC had signaled its 
goals of completing the review by 
“early fall”, it now appears that a fi nal 
decision may not be available until 
November.
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