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CIRCULATION

COUNCIL

AUDIT PROMOTION CHECKLIST

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

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!

[V] 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.

[V 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.

V] 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.

262-6392.

[V] 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.

[V 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.

[V 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, CPIl, 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

Need Posters?
CVC’s “power” poster is free and looks great

in offices, conference rooms and training ar-
eas. Make sure your office visitors kno
the power of
your CVC audit.
Order your free
poster today by
calling (800)

w about

Higher standards.
Better results.

* CVC audits are available at no-cost to most
state, regional, and IFPA qualified
‘members. Publications can also fund their
own audits and readership studies at
affordable rates.

* Need a map? CVC offers additional custom
‘mapping services for publishers and
advertisers.

* Own other publications? CVC extends
group discounts to publishers with
multple tites

* CVC audits paid and non-paid print media
including newspapers, magazines,
shoppers, and niche publications.

* Audit reports include comprehensive
readership studies and cover printing,
distribution, and circulation verification.

Call today for more information
800.262.6392.
www.cvcaudit.com

FREE
NADA
ZIP

ZILCH
GRATIS

no-obligation quote.

COMPLIMENTARY

All of these audit promotions are
included in the cost of your audit.
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o RS FOR 2017-2018

KATIE MCNABB |
Vice President | &

JANE MEANS
President

Kapp Advertising

P.O. Box 840

Lebanon, PA 17042

(717) 273-8127
janem@themerchandiser.com '
term expires Sept. 2018

Exchange Media Group '
P.O. Box 490
Fayetteville, TN |

(931) 433-9737 |,

Fax (931) 433-0053 &
katie@exchange-inc.com
term expires Sept. 2018

DAN BUENDO
Director

DEBORAH PHILLIPS
Director of Finance

The World
403 US Rt. 302 Berlin |
Barre, VT 05641
(802) 479-2582 B¢
Fax (802) 479-7916 i
dphillips@vt-world.com
term expires Sept. 2017

Reminder Publications [&"
280 N. Main St.

E. Longmeadow, MA 01028
(413) 525-6661

Fax (413) 525-5882
Dan@TheReminder.com
term expires Sept. 2017

RICK WAMRE
Director

EILEEN CURLEY
Director

Hometown Publications
23856 Andrew Road
Plainfield, IL 60585 |
815-436-2431ext 112 2
ecurley@buglenewspapers. ¥
com
term expires Sept. 2018

Advocate Community
Newspapers
6301 Gaston Avenue
Dallas, TX 75214

(214) 560-4212 &
Fax (214) 823-8866 ¥
rwamre@advocatemag.com
term expires Sept. 2018

JOE MATHES
Director

ERIC MCROY
Director

Advantage News

235 A East Center Drive
Alton, IL 62002

(618) 463-0612

Fax (618) 463-0733
EricMcRoy@
AdVantageNews.com
term expires Sept. 2017

Tempo

P.O.Box 237

Kiel, W1 53042

(920) 894-2828
joe@deltapublications.com
term expires Sept. 2018

JOYCE FRERICKS [

DOUG FABIAN e < ¥
Past President Sergeant-at-Arms y i \ bl
The Valley Breeze Star Publications |
Newspapers 522 Sinclair Lewis Avenue
6 Blackstone Valley Place, Sauk Centre, MN 56378 L&
Suite 204 320-352-6577

Lincoln, RI 02865
401-334-9555 ext. 141
Doug@valleybreeze.com

term expires Sept. 2018

joyce@saukherald.com
term expires Sept. 2017

DANIELLE BURNETT DOUGLAS FRY 5
Assistant Director = Executive Director
CADNET Headquarters
13157 Avocet Street NW 104 Westland Drive

Columbia, TN 38401
(931) 922-4171
Fax (888) 450-8329
douglas@ifpa.com

Coon Rapids, MN 55448
(866) 224-8151

Fax (866) 864-2051
danielleburnett-ifpa@live.com
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“..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
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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 | 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

b @ PaperChain

Media’s Missing Link

VERIFICATION
COUNCIL
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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 vyears, 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

*

everf
Located at 221 W Main . gy

T ——
. Walmart”

Save money, |
ey,
385 N Overien :.vse}:ﬂt_’er,

Our commitment to mail our publication to every residential address is one

by
Jay
Lenkersdorfer

'/
24 5, Rog
'bggb”;" ey

we have reviewed regularly but have never changed.

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
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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.

best, and most
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.

One of our
controversial

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

every mailbox. every week.

WEEKLY NEWS JOURNAL

Paul Lyons and Jay Lenkersdorfer proudly provide local content.

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.

Ithas 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.
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Oyster Pointer - Commg 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
beenrightthere. 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.

Weinsteinis “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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Jotted by Jane

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

For years, actually decades, we
have been able to rely on CadNet,
our Classified Ad Network, to fund
basically all of our benefits and
operational expenses. There’s no
argument that classified 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 benefit 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 [FPA. 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 benefits.

To get AdSense accomplished, you
can have your tech person go to IFPA.
com; click on Benefits 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 Facehook!
http://bitly/10IPIqT

Follow Us On Twitter!

IFIPAl

INDEPENDENT FREE PAPERS OF AMERICA

webinars, and industry news.

Learn about conferences,
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AccountScout Anywhere...

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

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

Billing

303-791-3301
www.FakeBrains.com

3@ Fﬁ[\’E B?ﬁ I.I.VS Sales Production

G
Gr

“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
definitely contributed to his success. Thank you IFPA!”

il
jn

Doug Fabian

Tubes and
Steel Posts

<
-

=

HAMILTON

CIRCULATION SUPPLIES

800-398-2427

www.theservicechamps.com

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

32 Quarterfold

e
37 Broadsheet
or Tabloid
Wire
Displays

32 Digest

Rubber Bands ) ST-91SD

C-2003SD

Plastic Displays
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Graphic Hooks

| began writing for TIP in June of 1993..., so it
has been quite an adventure. | 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. | had a little issue with the file from
November of 1993... because it kept crashing
when | wanted to update and use the information
in 2017! As always, there are workarounds.

Swash Characters

Soin 1993, | let you know | 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 | used a new font, Adobe Wood Type™
Ornaments 2 as a way to add a little more pizazz
to your ads. For example:

C®\ y @D

Using Zapf Chancery at 30 points, | 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:

“Doure Invited,

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:

F= & 8 D sl

Nowadays, we just find a font that has a lot of
swash glyphs attached. .. and trust me, they are
out there by the dozens!

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
Mn

SCreens, now
| 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, |
chose an ornament
(a single black, line
art element from a
collection called Art
Parts), to show how

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. | mean, you
did notice this ornament before you even started
to read the information, didn’t you?

Small Ad

Working
text around
a graphic
element can
add impact,
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!

Using theartasa screened
background element and
repeating the graphicgivesa
wallpaper effect. Most effective
ifthereisn’t agreat deal of copy!

Make sure that the typefaceyou
choose is strong enough to stand
out from the background.

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
lllustrator, to make the 15% screened art.
Artwork that was saved as a iff 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 | 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 Hlustrator file
into the Adobe InDesign program. | save my
lllustrator files as .ai and have changed transpar-
ency, so | can “screen” imported files.

by
Ellen
Hanrahan

\

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 g

ornament or
dingbat font.

And Now? I Still Like Dingbats!

| am still a strong proponent of using small bits of
art for greater impact. However, | am fascinated
now by “watercolor” effects and fortunately | do
have some examples to show you.

A
b

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 | work,

for sure; but | 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 | keep
repeating myself, because | do. Anyway | am
still curious about the world of print and | should
seriously look into getting Creative Cloud. |
have been talking about it for more then a year
y /“\ /\1 now—so maybe in 2018!

\/ \_/ amtilnext month!

hanrahan.In@att.net ©2017

Ellen Hanrahan
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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)
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5 Tech Tools to Grow Your
Publishing Business

Publishers continue to face new challenges in the evolving industry of print publishing.
However, new technologies are now giving publishers opportunities they never had.
Here are a few technologies and services that can help you grow your business in 2017.

LD SiteSwan

stel Juan What is it?
Super easy-to-use platform that lets you build beautiful, fully responsive
websites for your advertisers and other local businesses.

[

Join Our Website =
Reseller Program

Create and sell websites to small 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.

+ Easy-to-Use Software
+ No Experience Needed
+ Use Your Own Branding
« Huge Profit Potential

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

Ideal Directories —

What is it? ideal directories S S —
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.

Start Your Own Business Directory
Website

With our easy-to-use software, anyone can launch their own directory website, that
generates passive income and practically runs itself.

How can it help you grow?
Offer your advertisers the best of both print and online with a listing Gt sarid e
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 Launch Your Directory Website in Minutes
pricing plans based on what features you want to offer, and money with One of Our Pre-Built Themes
automatically gets deposited into your bank account.

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

CLIENT LOGIN

PAGEFLIPPRO WOME  HOWIWORKS  FEATURES  PAICNG  CONTACTUS What is it?
] A digital publishing platform that transforms your boring PDF's into
Turn Your PDF into an high-definition, fully-responsive interactive Page-Flip Digital Editions.

Interactive Page-Flip Digital Edition

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

How can it help you grow?

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

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

Exchange Classified Ads Platform .

Exchange S IS R LAY A
What is it? I
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.

Classified Ads Software

Built by a publisher, for publishers.

How can it help you grow? LTI
This system will act like an additional classified salesperson! People who
place Classified Ads get reminded to renew their ads before they expire

A i e Ceadine Automated upse” e V- phOtO -
L . The Exchange Classified Ads Software Platform is a complete end-to-end solution that
an ad s|gn|f|cant|y boost average ad cost. Your staff all have separate |0g|ns powers your entire website and helps you manage classified ads from start to finish.

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.

J+S STONEWARE
onume store

How can it help you grow?

v | e || e 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!

Can’t Choose? Let Them!

343 Stoneware gift cards make the »
perfit gift for picky fiends,come.

s won b r< ‘ How much does it cost: Paid plans starting at $10/mo
(based on subscriber list size)
www.mailchimp.com
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Lou Ann Sornson
Receives Ben
Hammack Award

The Ben Hammack Memorial
Service Award is presented each fall
to an [FPA 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 personiswellliked 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, lowa, 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 [FPA,

Between the Metro Saturday session
and lunch atIFPA 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.

[ 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. [ 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. | 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.

[ 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.

[ 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.

[ thank you all.

Sincerely,

Lou Aun Sernson

Metro Creative Graphics

Make

Sales Soar
Like Magic

Improve your close
ratios to 70% or more
with the New MIAD

Go to miadwizard.com
and see the magic
for yourself!

WIZARD!

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!

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

M=TRO

CREATE. SELL. PROFIT.

800.223.1600

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

www.ifpa.com ® The Independent Publisher ® November 2017 ® Page 15



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

2017 Award Recipient

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

Douglas Fry presents the Distinguished Service Award To Joe Mathes IFPAs

e

in meeting the needs of automotive
customers.

Hehasserved onthe 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.
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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 Minutes

[FPA 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

The financial status of
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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Min Utes 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.

[FPA 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,
[FPA 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

Good vs. Bad Ads: Creating Ads That Sell & Get Results

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.

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

Good vs. Bad Ads: Why Do People Buy Things?

Copyrights and Publishing:
Protect Yourself With
‘Common Sense

A Word About Tradsmarked Phrases

o peoi

Good vs. Bad Ads: Timing Is Everything
el ey oo e

Good vs. Bad Ads: Balance and Eye Flow Are Essential to Ad Attention
b s

-, OPEN
L+ Good vs. Bad Ads: The Four P's of Marketing or
SAVE: Solutions, Access, Value and Education

Good vs. Bad Ads:
Making Ads With Benefits

Good vs. Bad Ads:
What is Adequate White Space?

D
IS SERVED

METRO IFPA

METRO  [EPAr

Your Closet
1 Your Canvas

Good vs. Bad Ads:
Winning Strategies for Campaign Selling

Good vs. Bad Ads:
And Now, Our Feature Presentation
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2018 Postal Price
Changes Announced

No Postal Promotions [ 7e0sares

For Now

by Donna Hanbery, Saturation Mailers
Coalition

On October 6, 2017, the Postal
Service filed 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 filing.

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 significant
contribution or “mark up” to Postal
Service institutional costs, the overall
“average” increase for high density
and saturation flats 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 first-class retail, or “forever”
stamp, taking that price from 49 cents
to 50 cents. There was no increase
for additional ounces of first 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
filing, the Postal Service announced
that the filing 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 office, to file a standard,
CPI, price adjustment case.

The Postal Service included with the
price filing 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 file a
case that strictly complied with the
increases allowed by the cumulative

POSTAL SERVICE

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 fill the seats for independent Postal
Board of Governors Members leaving
the USPS without the authority under
the statute to make changes in prices,
classifications and products. It is
this lack of an independent Board of
Governors that has caused the Postal
Service to announce that it cannot
file, or continue, the Postal Service
promotions that have been included
in postal rate filings 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 filing. It has been
generally rumored and discussed
that the absence of any independent
Board of Governors Members, and
the potential risk that any price filing
might be challenged if promotions
were included, led the Postal Service
to take the very conservative approach
of taking promotions off the table, and
filing a price adjustment that made no
structural, classifications, 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 filing include:
continued on page 21
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Talk Less,
Listen More,

Increase
Sales!

"An entertaining
and easy read,

this book is filled
with valuable advice...

the author provides
entertaining examples

of real-life situations that BARNESCNOBLE ~ amazon

OOOOOOOOOOOO

illustrate the power of ®iTunes INGRAM  Indigo

simply listening to others."

Amazon Review

- www.dianeciotta.com
 diane@trainingclassics.com
732-672-7942
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Regular Standard Mail Flats Postage Rates--Enhanced Carrier Route
(USPS Proposed Rates for January 21, 2018 implementation)

. (All Rates Shown in Cents)
e The USPS did not change the For Pieces Weighing Mare
1 For Pieces Weighing 4.0 Ounces' Than 4.0 Ounces /1 /2
current breakpoint of 4 ounces. : orLess 112
Current Rates | Prop Rates
PLUS PLUS
« » . SUBCLASS/ Curr. | Prop % Amt Per Per Per Per
e The “avera ge” rate for mail drop Rate Category Rate | Rates | Diff | Diff | Piece | Pound |Piece| Pound
. [ECR FLATS High Density /3 ) 248 | 248 | 00% | .00 | 94 [ 615 | 96 | 60.9
sh1pped at the DDU, whether NDC Entry 208 | 208 | 00% | 00 | 94 | 454 | 96 | 448
. . - SCF Entry 194 | 194 | 0.0% | 00 | 94 | 39.9 | 96 | 393
entered in the slmphfled (EDDM Delivery Unit Entry 185 | 185 | 0.0% | 0.0 | 94 | 363 | 96 | 357
p [ECR FLATS - High Density Plus 228 | 227 | (04% | (0.1) | 74 | 615 | 75 | 609
address format) or with an address, NDC Entry 8.8 | 187 | (05)% | (0.1) | 74 | 454 | 7.5 | 448
: o SCF Entry 174 | 17.3 [ (0.6)% | (01) | 7.4 | 39.9 | 7.5 | 393
1ncreased mOdeStly by 1€SS than 1 A)' Delivery Unit Entry 16.5 164 | (0.6)% | (0.1) | 74 36.3 7.5 35.7
[ECR FLATS - Saturation 218 | 219 | 05% | 01 | 64 | 615 | 67 | 609
NDC Enlry 7.8 | 17.9 | 06% | 01 | 64 | 454 | 67 | 448
° ; SCF Entry 164 | 165 | 06% | 01 | 6.4 | 399 | 67 | 39.3
There was no Change in the poupd Delivery Unit Entry 155 | 156 | 06% | 01 | 64 | 363 | 67 | 357
rate. In general, the rates for heavier [EDDM ECR FLATS — i 219 | 220 [ 05% | 01 | 65 | 615 | 68 | 609
- e NDC Entry 17.9 | 180 | 06% | 01 | 65 | 454 | 68 | 448
mail, charged at the combination SCF Entry 165 | 166 | 06% | 01 | 65 | 39.9 | 68 | 393
Delivery Unit Entry 15.6 15.7 | 0.6% 0.1 6.5 363 | 6. 5.7

plece and pound r ate’ dld nOt Add $0.036 (currenuy SD 035) fur each plece addressed usmg a Detached Address Label wm;| no advertising or a Detached
bel). :

increase. With the exception of the Address Label .

increase reﬂected 11’1 the jece rate Per piece maximum weight is 4.0 ounces before piece/pound rates apply.

h d h d Ff) . ’ This chart was prepared by Postal C ing Services, Inc. with ission) for the
the pound rate charged for pieces Association for Postal Commerce (PostCom)

weighing over 4 ounces remained the
same.

surcharge increased from 3.5 cents to Newspapers - Magazines o Shoppers
3.6 cents. Book Publishing

In its Notice of the Price Adjustment,
the Postal Service expressed B Ro K E R I N G
optimism that the 10 year rate

review will conclude with a decision

in favor of the Postal Service’s Proud to be the expert media financial

efforts to break free of the current valuation resource for FORBES 400 List of
price cap requirement. The Service America’s Richest People 2017, 2016 and 2015
begrudgingly announced that it Discover the current value of your publishing entity!
was filing this case to comply with . ] .
current law, but was outspoken in Confidential - Customized « Comprehensive

ing th
srating that EXPERT COURT VALUATION WITNESS
“The Postal Service maintains that Testimony ¢ Depositions ¢ Declarations
the rate making system must change Follow us at www.twitter.com/kamengroup
to meet the mandatory statutory . . —
objectives, including assuring the + Custom Brokering For Media Organizations
Postal Service’s financial stability « Print & Digital Media Valuations & Business Plans
and  providing funds needed for « Book Publishing, Video, Direct, Interactive, B2B,
m"elj“'ttmentd mn .lefﬁ“en.Ct? Isedmije Listing & Database Valuations
quality, and mail security. Indeed,
this is likely the last market dominant info@kamengroup.com www.kamengroup.com
price adjustment case that will be KAMEN & CO. GROUP SERVICES
reviewed under the current system’”. (516)379-2797 - 626 RXR Plaza, Uniondale, NY 11556
The 10 year rate review has, as of the e : »
writing of this article, not concluded. e - i ’/ /T
Although the PRC had signaled its B . |||\ 1|| g.gn'
goals of completing the review by ’ " \ L/
“early fall”, it now appears that a final
decision may not be available until / WWW.KamenGroup.COIn
November. \

Kevin B. Kamen, President/CEO Media Appraisers & BrOKers
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Customer Satisfaction
and Competitive Pricing.

100C OM S0Y 0K
#99

More than Just printers...
We are Publishers Too!

Keeps Up with the
Latest Technologies

Y OK 70(, 0

70C OM 90Y OK
#109

Your One-Stop
Print Resource.

Newspapers - Publications - Shoppers - Catalogs
Magazine - Directories - Coupon Books

College Course Catalogs - Advertising Supplements
Business and Financial Periodicals - Free Standing Inserts

Trumbull

PRINTING

205 Spring Hill Road
Trumbull, CT 06611

203.261.2548

www.trumbullprinting.com
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Helmer Printing

IFPAr

INDEPENDENT FREE PAPERS OF AMERICA

F-2015

Digital Display Rack

We're the name you've relied on and trusted for years, but
we're not resting on a strong past. We're innovating and
pushing for a successful future. One where the value of
print, the demand for digital, and the need for advertising
solutions are met with products, ideas and service you
can count on. The Steel City name is defined by reliability.
So know that our focus is on providing you with the best
tools for today and tomorrow.

(4[ steeL ciTy core

[800] 321.0350 « scity.com - facebook.com/steelcitycorp



