
E D I T O R I A L  December  

With this edition of LMCIS we 

proudly mark one year of our 

company, LEARNing More 

Circulation Idea Service LLC.  

We purchased CIS  from Ron 

Anderson in November last year and 

December 2007 was our first edition.  

Weôve tried to spruce things up a 

little and do some redecorating but 

always with the goal of helping 

circulation professionals. We are proud to be your 

number one source for circulation ideas.   

This is an excellent time to thank our contributors. 

They provide our readers with over 500 years of 

circulation and newspaper experience. We like to 

refer to them as our ñAll Star Teamò.  

In 2009 our team is growing as we add 39 

additional years of experience with Fred Foutz. 

Fred is VP of Circulation for GateHouse Media and 

a highly regarded industry leader. As we work to 

bring you the best ideas in 2009 Fred will be a 

great addition. Our team is devoted too bring you 

cutting edge ideas for many years in to the future. 

Our ñAll Starsò are a remarkably devoted and hard 

working group that care what happens to our 

industry.  

This yearôs historic presidential election will go 

down as one of the best selling newspapers ever in 

many markets. I was certainly impressed with the 

planning and efforts at many newspapers to 

maximize sales. While the circulation/newspaper 

industry has undergone widespread changes in 

2008 with the new year around the corner the 

recent interest in newspaper give us renewed 

hope.   

All of us at LMCIS would like to wish 

everyone a Happy Holiday season and a 
prosperous New Year.  
 

Visit us online for your training needs.  

www.circulationidea.com  
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Want to discover how to 

reach industry professionals? 
Contact Lewis Floyd about 

advertising opportunities in 
the number one circulation 

trade publication, LEARNing 
More Circulation Idea 

Service.  
 

CircIdeaService@comcast.net or call 
him direct at 850.532.9466  
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We will announce two new members to 
this prestigious hall of fame in January.  

Nominees: Ken Jefferson, Joe Forsee, Bill 

Jardine, Ray Mack, Cy Favor, Harold Schwartz, 

Rich Randles, Frank Mastermarino, Don Michel, 

John Murray, Fred Foutz, Doug Davis, Tommy 

Knowles, and Carl McCarter.  

   

 
 
Weôre taking Don Michelôs 

story on page nine to heart.  
 
We are asking for your testimonials 

regarding LMCIS. Please share with us 
ways you have used our publication to 

be successful in 2008. Also, we would 
love to share your testimonials with 

readers and nonreaders so get your 
quote in today. circulationidea@yahoo.com  

LET US HEAR FROM YOU !  

The Anderson-Hanna National 

Circulation Director Hall of   

Fame 



IN THE NEWS...  
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ABC Moves Closer to Counting Anything   
 

The Audit Bureau of Circulations has voted to modify 

changes that will affect newspapers reporting to the 
organization. The changes apply to rules that 

organization voted on last July -- U.S. dailies will be able 
to report circulation as long as it's paid.  

Currently individually paid circulation is broken out on 

the FAS-FAX and publisher's statement in two 
categories: copies sold at 50% or more of the basic 

price and copies sold between 25% and 50% of the 
basic price. Those categories will no longer be a part of 

the reports.  
However, if a newspaper sells more than 5% of its 

circulation below 25% of the average price, it will be 

noted -- just not on the FAS-FAX or pub statement. Due 
to these changes, ABC will discontinue the requirement 

for newspapers to report an average price. 
Below are the latest changes relating to the re -

organization announced in the summer.  

Merle Davidson, the newly elected chairman of the ABC 
board and director of media services at J.C. Penney, 

said: "Many newspapers and their advertisers are under 
increasing economic pressure. The ABC board is 

finalizing the implementation of a broad set of sweeping 
rule changes that will help to lower costs, streamline 

audits, better define circulation categories, and provide 

greater pricing and marketing flexibility for publishers."  

Danny J, Griffin , age 55, past away September 
23,2008. He was employed with 
The Birminngham ïNews for 22 
years. 
Glen Tabor, SCMA Treasure and 
Past-President said: ñDanny was 
the SCMA President in 1993 and 
was honored with a lifetime 
membership. He will be deeply 
missed by all of us in SCMA. 
Tabor went on to reflect how 
Danny loved his job and the 
newspaper business which he 
showed with his hard work. 
Special thanks to the 
Birmingham News and SCMA for this information. 

 

Newspapers fly off the shelves with 
$10 off coupons  

Coupons for $10 off a minimum purchase of $10 at 
Boscovôs stores brought shoppers out in droves and sold 
out newspapers at the Standard-Speaker, The Citizensô 
Voice, Wilkes-Barre, and The Republican & Herald, 
Pottsville according to Circulation director Joe Nealon. 
Nealonôs circulation staff spent a good part of the day 
restocking shelves.  
Boscovôs operates 39 locations, with stores in Scranton, 
Wilkes-Barre, Hazleton and Pottsville. 

Blog on Newspaper site from Anonymous  newspaper carrier  

I am a paper carrier (maybe yours). I am part of a movement to get a union in for the paper 

carriers and bundle haulers here in ______ County. Currently, an in town carrier makes .076 

cents per daily paper that they deliver (yes, less than eight cents each). On a Sunday we 

make .32 cent per paper. This adds up to a little over $41.00 a year for each 7 -day a week 

customer.  

We also have to pay a $5.00 complaint fee for missed deliveries (even when they are stolen), 

wet papers and placement complaints. This means that if I get one complaint, the next 65 

papers that I deliver are being delivered for free.  

We also have to pay for the bags that we deliver these in (we use to get them for free). We 

are now required to deliver the ________ and the ___________, ___________, Wall street 

Journal and many other publications. We make much less on these, as little as .04 cents on 

some of them.  

It appears that it does not make any difference to the ___________ if the gas prices have 

doubled -  our pay does not go up.  The bundle haulers do not get any extra money for many 

of the papers that they have to deliver to us from the printers and local dock. Even though it 

costs them more time to do all of the extra paper work and extra gas for the added weight.  

We are struggling to make ends meet so that we can deliver your papers to you in a timely 

manner. The attitude that we have been given is if you can't do this just find another job. 

Many make less than minimum wage during the week as it is.  

I enjoy serving my customers and occasionally meeting them. This job also leaves me time 

during the day to do other things. I am asking all that take the ________ to call ____ -____ 

(circulation) and ask for your carriers name and number. Then call your carrier and urge them 

to call ___ -____ to find out more about the union that we are working to get here. This is a 

confidential call. Please help us so that we can help each other.  



 

Get all FOUR 8-Skills for  
the Low Price of $249 and we will 
pay the shipping and handling..... 

Call 256-757-6849 or email us today 

clearn2007@yahoo.com  

$69.95 Each Plus $4 shipping and handling  

if sold separately  

Visit us online at  

www.circulationidea.com  

 
New Ideas? 

We­ve got­em     
Cutting Edge Training and  
Development Material 

For the Budget Minded Professional 

Buy all 4 and Save OVER 15% 

8-Skills of a Successful  
Single Copy, Home Delivery and 
Customer Service Managers.  
Plus proven tips for a successful  
Circulation Director 
 
 

 



      Newspaper Carrier Day 
Promotion Competition sponsored by  

LEARNing More Circulation Idea Service 
 

International 
 

Spotlight on growth... Ronald C. Anderson 
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Should we be writing about 
your  newspaper?  

 
These monthly Spotlight on Growth articles are all initiated from 
our review of ABC six month Fas Fax reports for US newspapers. 
Thus, if your newspaper is not an ABC member, yet is growing 
circulation consistently, we have no way of knowing about you 
unless you tell us. This also applies to newspapers in Canada, both 
ABC members and otherwise. 
 
If you fall into one of those two categories, and have shown daily 
circulation growth for the past three years, or four of the last five, 
and you would like to have us do a Spotlight on Growth article 
about your newspaper, please email me at rnldandr@aol.com, or 
call at (585) 381-0686. We look forward to hearing from you! 

 
Thank you! 
 

Ron Anderson 

Judges 2008 
Visit us online for biographical 
information about our judges. 
www.circulationidea.com 
Left to Right: 
Debbie Keenan 
Dick Fuller 
Chris Blaser 
Fred Foutz 
Steve Learn 

Winners to be announced in January 2009. Thanks for all 
that entered. Visit us at www.circulationidea.com to see the best 
entries. 



Welcome New All Star Fred Foutz 
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Contact 

Information:  
 

Please feel free to welcome 

Fred Foutz to our All Star 
Team  
 

ffoutz@pjstar.com  

Fred L. Foutz  

Vice President Circulation  

GateHouse Media  

Western Region  

One News Plaza  

Peoria, IL 61643  

309 -686 -3149  

Fax-309 -686 -3143  

Fred Foutz is a 39 year newspaper veteran with most of 

those in top circulation management posts at daily 
newspapers, as well as a couple of years as editor and 

publisher of a weekly newspaper. Foutz is a native of Dayton, 
Ohio, where he started his career at the Dayton Daily News 

as a district manager. His experience includes a ten year stint 

with Knight Ridder and two separate terms with Gannett 
totaling 15 years. While working for Gannett, Foutz was 

awarded the ñPresidentôs ringò twice.  

Well known and highly regarded circulation professional Ron 

Anderson had this to say about Foutz: ñI first met him in 
1969, when he was at the Hartford Times and I was there on 

a three month assignment as a consultant. Fred struck me 

then as someone who was very bright and would have a fine 
career in our business, and that observation has been proven 

correct.ò   

Legendary circulation icon Joe Forsee said: ñI met Fred many 

years ago and was impressed with his enthusiasm and 

circulation knowledge.ò 

Foutz served on the Board of Directors of NAA, and is a Past 

President and Board Chairman of CSCMA. Foutz, a strong 
supporter CSCMA, was voted their ñCirculation Executive of 

the Yearò in 1984 and won the ñPresidentôs Awardò in 2004.  
Foust was also active on numerous ICMA committees and 

task forces.  

After six years as Circulation Manager at the Journal Star in 
Peoria, IL, he was promoted to his current position of Vice 

President of Circulation for GateHouse Media.  

ñI am excited to add Fred to our All Star Team,ò LEARNing 

More Circulation Idea Service Publisher Christie Learn said. 

ñFred and Keith are tops in the circulation industry and their 
many awards and accolades is proof of their contribution to 

the circulation industry.ò  

Fredôs younger brother Keith, who got his start working for 

Fred in Hartford, Ct. is a regular contributor to LEARNing 

More Circulation Idea Service. 

With tongue firmly in cheek Keith said ñBoy, this is going to 

be tough on the readers, every month something from one of 
the Foutz brothers. Actually, I am looking forward to 2009. It 

is going to be a great year for LMCIS readers.ò  

 

Newest ®All Star¯ Brings 39 
Years of Circulation 
Experience to LMCIS 



SELLING NEWSPAPERS Steve Learn 
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Election Day Results  
Make Single Copy Managers Smile  

It happened all across this great country. Single copy managers smiled 
and added more newspapers. Then they suggested to their circulation 
directors to add another press run.  

Did circulation people underestimate how many newspapers were 
needed or did the demand exceed what could be anticipated? Or did the 
cost conscience climate we live in dictate decisions? I think the 
answer might be a little of all three.  

Here are a few election day results from around the country. No, 
not who won and lost. Weôre talking newspaper sales! 

Several newspapers did a fantastic job with their election 
planning but look closely at the San Francisco Chronicle. This 
newspaper clearly had their circulation, marketing and editorial 
departments all on the same page. (See next Page) 

Due to overwhelming demand, the Savannah Morning News 

printed an additional 3,000 copies of their election day results 
newspaper. ñWe significantly increased the number of papers we 

normally deliver to racks and stores, but it was not enough to keep up 
with the demand,ò said Circulation Director Todd Timmons. ñEveryone 

wants a memento ï or an extra ï of this historic event.ò 

Due to demand, The Augusta Chronicle printed extra copies of the 

final election results newspaper. Then The Chronicle produced a 
special street edition with election results about 4pm. This late edition 

featured a large front -page photo of president-elect Barack Obama and 
his family. Circulation Director Jeff Hartley said the newspapers were  

available in vending machines and retail stores by 5pm Wednesday. 

The Virginian -Pilot printed an extra 8,000 copies of the election 

results newspaper Wednesday morning but that was not enough. 

The Pilot then printed an additional 15,000 copies during the day 

Wednesday then on Thursday restarted, the presses to print 15,000 

more newspapers.  

"We've never had to do this since I've been here," said Circulation 

Director Mark Quan, who has been with the newspaper for eight years.  

The Virginian-Pilot started the day with a run of nearly 196,000 copies. 
That included 20,500 for "single-copy sales," up from the usual 12,500. 

The newspapers went fast, triggering the move to print an additional 

15,000 copies. Those sold out, too, by late afternoon, Quan said.  

"We had store managers from Farm Fresh, 7-Eleven, Food Lion, and 

Wawa who were jamming up our phone lines saying they were sold 

out at 9am," he said.  

"We've had people here downstairs," he said, referring to the 

newspaper's main office, "sometimes 15 at a time, wanting to buy 

more than one"Quan added. 

 



Elections Results Steve Learn 
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The Charlotte Observer restarted presses Wednesday 

because of high demand. The Observer increased its Wednesday 
press run by 16,000 but that was not enough.  

ñThey were flying off the shelves and many people were buying 

multiple copies,ò said Kirk Wilson, the Observer's home delivery 
manager. At 9am. Wednesday, the newspaper turned the 

presses back on and ran off more than 20,000 more, which sold 
briskly. 

Other huge issues in the Observer's history include the explosion 

of the space shuttle Challenger, Dale Earnhardt's death in 
Daytona and the No. 1 seller of all, the passing of Elvis. 

At The News & Observer in Raleigh, North Carolina presses 

were turned back on during the lunch hour Wednesday for an 
extra run of about 10,000 papers, said Jim Puryear, Vice 

President of circulation. They had already added 11,000 papers 
to its normal press run anticipating brisk sales of the historic 

newspaper. 

At the Winston -Salem Journal , the Wednesday press run was 
increased to add 4,000 extra copies for newsstands, but they 

quickly sold out. Later this week the 84,000 -circulation daily 
plans to reprint the historic front page as a poster and insert it 

into copies. 

The State , in South Carolina increased its election night run by 
5,000 papers but had to print 10,000 more on Wednesday to 

meet demand. 

ñPeople were pulling them out of the carriers' hands as they 
were going into the stores,ò said Pat McFarland, Vice President 

of circulation for the Columbia newspaper.  

In anticipation of the 

demand, The San 
Francisco Chronicle 

planned to sell an extra 
40,000 copies of 

Wednesday's paper, plus 

40,000 special 
commemorative editions, 

said Chris Blaser, the 
paper's Vice President of 

Circulation. But because 
of the demand, the 

edition was sold out by midmorning. So in a 

rare move, presses were restarted to print 
an additional 35,000 copies of the morning 

paper Wednesday afternoon. 

"I've been in the business for 28 years and 
it's probably the highest level of demand 

and excitement I've seen in my career," 
Blaser said. "This has really touched 

everybody, particularly in the Bay Area." 

More than 2,000 special editions were sold 

by the afternoon through the paper's Web 
site, SFGate.com, some to buyers as far as 

Norway, Blaser said. When word spread that 
the extra editions were available at The 

Chronicle a line formed outside their 
building. 

In the nation's capital, hundreds of people lined up for copies of the sold -out 

Washington Post , which printed 250,000 additional papers to meet the demand. 
USA Today printed an extra 380,000 copies to bring its total run for Wednesday 

to 2.8 million.  

"Print is certainly the hero in this story," said Tom Kelly, a vice president of 
circulation for USA Today. "It's encouraging that people are reading us. I can't help 

but feel there will be some carryover."  



Testimonials Don Michel 
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Itôs 3:00 A.M. and you canôt sleep. 

So you get up and turn on the TV, only to channel surf 

through an endless stream of ads and infomercials: 

Marie Osmond promoting the Nutrisystem diet and 

flaunting her figure, despite having had twenty -six kids. 

A real ñtrusty-lookingò dude offering to have you 

consolidate all of your debt and credit card balances into 

one, convenient payment. (With small print on the 

screen mentioning something about ñan 84% interest 

rateò, ñnot legal in any states spelled with more than 

three lettersò, and ñmay require deposit of your first-

born male childò). 

A gecko selling insurance - presumably Roadkill 

Insurance. 

That Bearded Billy Bigmouth Guy yelling about how 

that Orange Oxy-Clean stuff will remove blood stains 

from your teenage sonôs hoodie. 

A woman who says sheôs ñjust like youò, and who 

claims to make $18,000 a month by writing poetry and 

stuffing envelopes, right from her mobile home.  

Wilford Brimley entering the menôs room, after 

extolling the benefits of Grape-Nuts. 

We may all scoff at those sales pitches, but they 

remain on the air for one reason ï they work!  
Why Testimonials ? 

Whether itôs a from a person who is well-known or someone 

our target audience can relate to, adding a face (and often a 

Testimonials - An Effective Sales 

and Promotional Tool  
A testimonial can be a powerful  

and very effective way to  
promote your product and 

services.  

voice) to an already-persuasive message can really 

provide an impact. 

Think about the pages of your own newspaper or of 

magazines that you read. What usually attracts your 

attention the most? Pictures and stories of people. 

Who Should be Included?  

The best newspaper promotional campaigns will feature 

testimonials from a representative sample from your 
market. 

Campaigns should be comprised of both well known, 

influential people in the community as well as typical 

residents from various neighborhoods around town. 

Youôll also want to include people targeted to the 

demographics youôre trying to reach with your 
specific campaign. 

Recruiting Testimonial Participants  

How do you find people to become part of your 
testimonial campaigns? Just ask!!! 

Youôd be amazed at the number of people who respect 

and enjoy your newspaper and who would be more 
than glad to participate in your program, without any 

special consideration (other than becoming ñfamousò by 
being recognized by family, friends and co-workers in 

your testimonial ads). 

The Dominion Post in Morgantown, WV was able to 
come up with a pool of more than 150 testimonial 

volunteers for its very effective promotional campaign 
(Because Your Day Matters).  An  impressive tab section 

was printed, featuring many of those testimonials.  



Testimonials Don Michel 
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The Macon (GA) Telegraph has also produced 

a similar testimonial tab product, sent as part 
of a ñwelcomeò package to new subscribers.  

The tab includes community leaders and 
everyday citizens, from a wide variety of 

demographic backgrounds. 

Multi -Media Campaigns  

Wherever possible, consider expanding your 
testimonial programs beyond your own 

newspaperôs pages and inserts to a variety of 

other venues.  Options include: 

¶ Local radio. 

¶ Local TV. 

¶ Your newspaperôs shopper or TMC product. 

¶ Direct mail. 

¶ Within subscription renewal packages. 

¶ Single copy rack cards and retail locations. 

¶ Kiosk sales locations. 

¶ Your own newspaperôs websites. 

¶ Other appropriate websites. 

¶ Billboards. 

 

Long -term Commitment  

Remember that it takes time for your 

market to assimilate and to recall your 

message.  A good testimonial program 

should last for several months. 

In fact, many ñbrandingò campaigns 

remain in effect for nine months to a year 

or more to have the greatest impact.  

A Consistent Message and Theme  

Your testimonial campaign should have a 

focused message and a tagline that people in the market will relate to and remember.  

Most of us can remember these themes from national companies, even though they were used many years ago:  

¶ McDonaldôs: We Do It All For You. 

¶ Coca-Cola: Itôs the Real Thing. 

¶ Burger King: Have It Your Way. 

¶ American Express Card: Donôt Leave Home Without It.  

¶ Federal Express:  When It Absolutely, Positively Has to Be There Overnight. 

Similarly, many newspapers have adopted long-lasting themes that are consistently promoted in their 

testimonial campaigns.  A few that come to mind:  
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¶ Miss a Day and You Miss a Lot. 

¶ Making a Difference in Your Life. 

¶ Worth Every Second.  Worth Every Cent. 

¶ Discover Whatôs In It for You. 

¶ Do It Daily. (Read The Daily Planet.)  

¶ Americaôs Newspaper. 

The Many Uses of Testimonial Campaigns  

Testimonial campaigns have many specific applications for 

circulation departments. The following are just a few ideas, 

as well as some ideas and examples to increase their 
effectiveness. 

Subscription Sales, Readership and 
Retention  

Present a variety of current readers with selected 
demographic backgrounds.  Have them relate such things as: 

¶ Their occupation.  

¶ How long theyôve been a reader. 

¶ Why they read the newspaper (and why others should).  

¶ What they like best about the newspaper and their 

favorite section. 

¶ How they find time to read the newspaper.  The time of 

the day that they read the paper - their newspaper 
readership ñhabitò. 

¶ The value that they find in the product.  

¶ Why they expect to remain a reader in the future.  

Use those testimonials to promote new sales 
and to encourage continuing readership. 

 

Single Copy Sales  

Find a single copy buyer who has the habit of buying your 
newspaper from a newsstand, and reading it regularly.  Use 

testimonials to promote increasing frequency of purchase. 

Contact a willing retailer who currently sells your product.  
Feature the retailer in ads and in dealer promotional 

materials, mentioning how newspaper sales add profit, 
increase store traffic, are low risk/low maintenance, and 

provide a service to customers. 

If your newspaper has a partnership arrangement where the 
retailerôs favorite charity receives funds from the sale of 

newspapers, an effective testimonial can be a ñcheck-
passingò picture between your publisher and the store 

manager. 

 

EZ Pay Promotions  

Select a reader (especially a newer, younger subscriber, if 

possible) to give a testimonial regarding the convenience, 
value and time-savings of an Easy Pay subscription. 

 

  

  

Newspapers in Education  

Identify one or more teachers who effective apply NIE 

in their classrooms at school.  Include information 
about how the newspaper is specifically used in class 

and the value of newspapers as an educational tool. 

Feature students who have an NIE program in their 
classroom, what they enjoy about the newspaper and 

how they use the paper as part of their education.  

Highlight both corporate and individual NIE sponsors, 
including reasons why they support providing 

newspapers in the classroom. 

Carrier Recruitment and Retention  

Select appropriate, diverse group of current carriers, 
who are willing to relate the reasons they became and 

have remained carriers. 

Many years ago, the Des Moines Register ran quite an 
effective recruitment testimonial campaign, featuring 

a variety of carriers:  

¶ A businessman and his family who used the 

profits to put a down payment on a house.  

¶ A high school student who was able to deliver 

papers in the morning and not interfere with 

school activities. 

¶ A grandmother who delivered papers by herself 

during the week, then shared the route with her 
granddaughter as a ñbonding/profit-earningò 

project on weekends.  

¶ A mother of three who delivered papers in the 

morning, then was available to stay home with 

the children during the daytime.  

Also, consider testimonials of former 
carriers who used the skills they learned to 
go on to have successful careers within 
the community.  

Customer Service  

Feature current subscribers who have recently 

indicated how pleased they are with the quality of 
their delivery service.  And invite others to share their 

service experience with the newspaper ï whether itôs 

been good or bad. 

Publish pictures and testimonials from your Customer 
Service Representatives, showing the pride they have 

in their work and promising to provide excellence in 
their quality of service.  

Promoting Online Products  

Highlight heavy users (especially younger people) 

of your online products and services, obtaining 
similar information and endorsements that youôve 

obtained from your print readers.  
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Other Uses for Testimonials?  

You and your staff can probably brainstorm 

and come up with even more ideas on how 

testimonials can help you achieve your 

promotional and sales objectives. 

And, now that Iôm finished writing this 

article, I think Iôll go and enjoy of my favorite 

adult beverages. 

After all, Dick Butkus and John Madden once 

assured me it Tastes Great  . . . and is 

Less Filling . 

 

For more testimonial 

examples see page.  33-37  

Miller Lite slogan 

revisited  
The 'Great taste, less filling'  tagline was last 

used prominently in ads in 1991, is being 

revived by MillerCoors.  

The debate is on.  

For years, Miller Lite notable drinkers bickered back 

and forth. Some said the drink tasted great. Others 

said it was less filling.  

Now they'll have a chance to debate again. 

MillerCoors LLC. is reviving its "Great taste, less 

filling" marketing slogan, which was created more 

than 30 years ago. The tagline started appearing 

Sept. 1 and will air during football season.  

All national Miller Lite radio spots immediately will 

start using the "Great taste, less filling" tags, the 

company said. Marketing materials in stores will 

feature the slogan as well.  

The "Great taste, less filling" tagline really never 

went away, but it was last used prominently in a 

campaign that ended in 1991 according to 

MillerCoors.  

Can you name the 18 people below?  


