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Should we be 
writing about your  
newspaper?  

 
Our 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 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 

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

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 for more information 

www.circulationidea.com  
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Colorado Springs 'Gazette' 
Names New Publisher   

Steven Pope has been appointed 
president and publisher of The 

Gazette in Colorado Springs, Colo. 
Pope was previously general 

manager of Swift Communications 
Colorado Mountain News Media. He 

succeeds Scott McKibben, who was 

named chief revenue officer of the 
Los Angeles Times in August. 

While at the Colorado Mountain 
News, which publishes six dailies, 11 

weeklies. Pope was able to grow 
revenues by 59% while investing in 

new pressroom equipment & 
technology.  

Pope also served as publisher of the 

Vail Daily Group, also owned by 
Swift, Vice President of Circulation at 

the Denver Post, Vice President of 
Circulation & Production at the 

Houston Post & Director of 
Circulation at the Tucson Newspaper 

Agency. He began his career at the 
Long Beach (Calif.) Press Telegram 

in 1979 as Circulation Director.  

New classifications agreed 
for newspapers in China  

China's newspapers are to be 
divided into two categories: public -

service-oriented and profit -oriented, 
with the former receiving financial 

support from the government.  

Key government and Party 
newspapers, those spreading 

Marxist and Party theories, 
newspapers for ethnic minorities 

and farmers, government and Party 

bulletins, and ones targeted at 
foreign readers are regarded as 

public service-oriented. These will 
be funded by the government, 

project investment and public 
service procurement.  

To aid the reform of public service -

oriented newspapers, the 
government is considering setting 

up a national fund, Tang Xujun, 
vice-director of the Media Research 

Institute of the Chinese Academy of 

Social Sciences, told China Daily. 

The government already funds the 

People's Daily and distributes it to 

rural areas of western China, 
including Sichuan, Gansu, Qinghai, 

Ningxia and Xinjiang. 

Profit-oriented newspapers, such as 
metropolitan editions, will receive 

government support to improve 
their operational models and 

transform them into businesses.  

Local papers are encouraged to 
work together, so they can grow 

together. At present, it is very 
difficult for them to control or 

acquire newspapers in other 
regions.  

Public service-oriented newspapers 

have long suffered from a shortage 
of investment, while profit -oriented 

papers do not have a proper 

market-oriented development 
strategy. Moreover, print media are 

facing enormous pressure from 
digital media. 

 

'Daily Oklahomanô No Longer 

Statewide  
In December The Daily Oklahoman 

cut back distribution in some areas 
of the state. The paper in November 

began warning readers that it was 
remaining a statewide paper -- but 

only in the sense that it covered 

news of the entire state. On Dec. 1, 
it told readers it would no longer 

distribute to all four corners of the 
Sooner State. 

The newspaper cited materials cost, 

particularly newsprint, behind the 
decision. 

About 7,000 home delivery 

customers were affected by the 
change and most were more than 

100 miles from the newspaperôs 
Oklahoma City home base. In some 

cities, including Tulsa, home delivery 
has been suspended, but single-copy 

sales will continue.  

The Marco Eagle  

Starting in December a trip to the 

rack will cost readers $.50 for single 

copy. (The newspaper having been 

a free paper for about two years)  

Home delivery, to both single family 

homes and condominiums on 

Marco, Goodland and Isles of Capri, 

will continue to be free.  

Residents, whether permanent or 

seasonal, who once picked up a 

free copy from newsstands may call 

the Eagle and request delivery to 

still obtain the newspaper at no 

charge. 

Currently about 55 percent of the 

total press run is dedicated to the 

newsstands.  

Single copies will continue to be 

available at nearly 150 locations 

throughout the Island, including 

dealers such as grocery, 

convenience and bookstores.  

We have new training and development material 
Visit us online or call 256.757.6849  

www.circulationidea.com 
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Retired Chronicle circu-
lation director Piller dies  
 

Frank Piller was  circulation director for the Kane 
County Chronicle and Northwest Herald for more 
than 30 years, Piller, 63, of Geneva, died Sunday 

at Central DuPage Hospital in Winfield as a result 
of complications from heart surgery, said his 
partner of 14 years, Janeen McKenzie. 



Scanner Up! Daytona Beach 
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Draw management, accounting for returns and 
payment to the contractors, eliminating work 
formally done by store employees such as verifying 
draws coming into the store, verifying returns, 
collecting and verifying statements and paying the 
contractors. The key to this change is scan based 
trading (SBT). 

In scan based trading, stores no longer count draw 
and returns because they pay only for those 
newspapers scanned at the cash register. The 
savings in employee labor and passing responsibility 
for shrinkage, a retailing term for stolen inventory, 
on to their vendor were important benefits to 
encourage retailers to sign on to Nexxus Groupôs and 
iControl USAôs programs. 

But the show stopper was how the retail chains paid 
for the newspapers they sold. They would stop 
paying hundreds of newspaper contractors and cut 
one check per month to one entity.   iControl USA 
markets themselves as a ñnewspaper billing 
consolidation service.ò A final benefit to retailers is 
that instead of paying for newspapers at the end of 
the week, they can pay at least 30 days late, taking 
advantage of the interest float on their cash flow. 
Quickly iContolUSA signed up over 8000 accounts, 
including Barnes & Noble, A&P, B Dalton, 
Cumberland Farms, CVS Pharmacy, Dominickôs 
Grocery, Giant, Pathmark, The Paradies Shops, Price 
Chopper, Safeway, Schnucks, 7-Eleven, Stop & 
Shop, Superfresh, The Book Stop, Travel Traders, 
Vons, Waldbaums and Winn-Dixie. Nexxus Group 
tied up Borders, Dollar General, Food Lion, 
Food4Less, Fresh Market, Kroger, Lowes Foods, 
Marsh, Q-Check Food Stores, Ralphôs Grocery, 
Speedway Super America, Sunoco, Sweetbay-
Hannaford, Village Pantry and Wal-Mart. 

If you are going to be permitted to sell your 
newspaper at any of that imposing list of outlets, 
you must learn to deal with two immediate 
obstacles. Dealers will have to pay for their net sales 
weekly, but wait 30 to 60 days to be paid by scan 
based accounts. Then there is the shrinkage,  

Scan Based Trading at the Daytona Beach 
News-Journal 
 
As almost everyone is probably aware by now, that two companies, 
Nexxus Group (www.thenexxusgroup.com) and iControl USA 
(www.icontrolusa.com) have contracted with large retail chains to handle all 
aspects of their newspaper accounts:     
       By Steve Robbins 
       Single Copy Manager 
       News-Journal 

typically around 10% loss, to contend with. Left 
with a choice of selling newspapers in location 
where they are paid immediately or waiting a 
month or two to receive payment for newspapers 
they already paid for, contractors will tend to 
undersupply scan based trading accounts if nothing 
is done to change the situation.  

At The Daytona Beach News-Journal, we have 
incorporated a Corporate Billing system for scan 
based trading retail chains. We issue the 
contractors credit for their scan based accounts the 
following week from the date of the sale. The two 
newspaper billing consolidators work differently.  

With Nexxus Group, we have an on-line account. It 
is linked to their database, broken down by week 
and by store location. On Monday, we can 
immediately log on to the Nexxus Group website 
and download an itemized table of all stores with a 
sales breakdown of all our products by UPC code. 
Calculating dealer credit is easy from this, and is 
the exact amount the newspaper will be paid.       

We have found that when there is unreasonable 
shrinkage, it is usually an issue with cashiers not 
scanning the newspapers. They sometimes just ring 
up a newspaper as a general merchandise sale, 
depriving us of payment for that newspaper. Store 
managers are quick to respond when we contact 
them on shrinkage issues, because manually 
entering a sale is much more inefficient than merely 
scanning the product. To the manager, this 
represents poor customer service.  This personal 
contact has helped us to get shrinkage to a more 
manageable level. 

There is a discrepancy procedure where the 
newspaper can be paid for the shrinkage. Upon 
evidence of a store stamped invoice, the difference 
between scanned and invoiced sales is paid to the 
newspaper. Therefore, we can credit the dealer the 
entire amount of the invoice. From an accounting 
standpoint, we have set up accounts for each 
individual store. This account is debited when a  

http://www.icontrolusa.com/


United States presidential inauguration Steve Learn 
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credit is issued to a contractor. When payment is re-
ceived we credit the store account, canceling the debit 
representing payment already made to the contractor. All 
of this represents a tremendous additional workload for a 
single copy/accounting department to track.  

On the flip side, there is tremendous opportunity here! 
First of all, these consolidators make deals with entire 
chains.  This can open doors that have been closed tight 
for years, with no newspaper sales permitted. This 
makes the 10% shrinkage loss more justifiable from that 
perspective. 

No longer are we subject to the whim of each individ-
ual store manager regarding access to their store. The 
billing consolidators insist that every store in the chain 
sell every newspaper who agrees to their terms. That is 
instant access to stores locations where we have never 
before been able to sell newspapers. With a 30 day no-
tice and with one account manager, price changes can 
be instituted chain-wide. Positioning your newspaper 
properly to leverage the advantage and minimize the 
effects of the disadvantages of scan based trading is an 
ever growing part of single copy sales management. 
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"New story on my email u wull 
have to look or better have 
him reemail it to you 

Corpus Christi (TEXAS)  
Caller - Times  

Net Paid average for six months ending September 30  
 

Year Daily    (Mon. -Fri.)  Saturday   Sunday  
 
2005 50,042 --  57,685 --  70,448 -- 
 
2006 50,550   +508 (1.0%) 57,484  -201 (0.3%) 71,270  +822 (1.2%) 
 
2007 51,002 +452 (0.9%) 56,504  -980 (1.7%) 71,493 +223 (0.3%) 
 
2008 51,195 +193 (0.4%) 56,023 -481 (0.9%) 71,644 +151 (0.2%) 
 
Total growth: +1,153 (2.3%)  -1,662 (2.9%)  +1,196 (1.7%) 
 
Average growth:  +0.8%/year  -1.0%/year  +0.6%/year 

¶  
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Single copy inserts  This is done  Their  
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One of the foutz should be emailing a story  
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Show Me the Money hǊ LΩƭƭ {Ƙƻǿ ¸ƻǳ ǘƘŜ Door 

 

Letôs face it. 

 
Itôs been a tough time for Circulation Directors (whatôs left of them) across the country.   

 

As newspapersô financial conditions continue to be a challenge, the pressure is on for circulation executives to produce improvements to the bottom line or to get in line for some free government cheese. 

 
Whatôs a CD to do to address financial concerns at the newspaper and within the circulation department?  (Note:  ñHold a bake saleò will not quite cut it.)   

 

Below are some thoughts to consider, while you consume one or more adult beverages.   

 

Some ñBig Pictureò Ideas to Consider 

Many newspapers have already made or are contemplating basic structural changes to their traditional methods of operating.   

 
These are well beyond anything a CD has the authority or the ability to address personally, but that need to at least be ñput on the tableò for the newspaperôs management team: 

  

A reduction in frequency of days of publication.  Can your newspaper profitably sustain delivery on its current schedule?  Are there days that are clearly unprofitable and could be eliminated, with your newspaperôs website picking up the slack for its readers? 

 
A change to US Postal Service delivery.  Would it make financial sense for your newspaper to change from carrier to Post Office delivery (especially if you publish fewer than seven days a week)? 

 

A reduction in your area of delivery service.  Do you currently service far-flung areas that cost you more to deliver than you get in circulation and ad revenue? Consider reducing your delivery distribution area to better reflect your true market area.  Cut off delivery to unprofitable ñegoò circulation areas and convert them to electronic or mail delivery. 

 
Sharing of resources (printing, delivery, sales/marketing, management) with other newspapers in your group or with other regional newspapers, including competitors.  All newspapers are feeling financial pressures.  Cooperation may need to replace competition in this changing industry. 

 

Keep in mind that each of these strategies has many pros and cons that must be identified and thoroughly addressed before decisions should be made.  Also, the implementation of those strategies requires a lot of detailed planning and proper follow-through.   

 
Need More Revenue? Increasing Rates is the Answer 

Unless youôre in a major growth market and can drive significant unit growth (and not at reduced prices), you wonôt be able to increase revenue without rate increases.   

 

However, many newspapers are reluctant to do so because rate increases can negatively affect circulation numbers, which in turn can affect ad rates.   
 

One strategy to minimize any pricing effects on circulation volumes is to just select segments of your pricing structure for implementing any rate increases.  Among the choices: 

 

Increase either (but not all of) the one, three, six or twelve month rates for your everyday subscribers.  You might be able to increase rates for more than one of the choices, but the more categories you select, the more subscribers you will put at risk. 
 

Raise your ñEasy Payò rate.  Remember that Easy Pay is mostly a choice of convenience.  Most newspapers already have a very favorable monthly rate for Easy Pay, so an increase may not be a big issue.  (Be sure to communicate the change to your subscribers at least 30 days ahead of time, as required by law.) 

 

¶ Increase partial week subscription prices.  ñSunday onlyò and ñweekend onlyò subscriptions tend to be lifestyle choices rather than price choices.  You can be fairly aggressive in this area, with prices exceeding the single copy prices on newsstands. 

o If you have carriers who are on a wholesale/retail arrangement with your newspaper, keep in mind that itôs the carrier wholesale rates that drive your newspaperôs revenue, and not the retail price that customers pay. 

So, if you charge subscribers a higher price for partial week subscriptions, you need to also charge a higher wholesale rate to your carriers for those copies, in order for your newspaper to capture the additional revenue. 
 

If you donôt already charge a high price for motor route service to rural areas, consider doing so.  (Suggested amount: $1.00 - $1.50 per month more per subscriber).  If you already charge a higher price for motor route subscribers, consider increasing the amount just for those customers and not for your core market area. 

 

Review your single copy pricing.  Most customers find that a $0.50 daily and a $1.50 Sunday price is a ñgood valueò for newspapers.  If youôre below those rates, if you have a decent product and you wonôt be priced higher than the competition, a rate change can be often implemented with a minimal impact on units.  But donôt change single copy prices and home delivery rates at the same time. 
 

¶ A $0.75 single copy daily price has become increasingly popular at newspapers across the county.  It certainly is a good option, if raising revenue is the objective at your newspaper.  When you do your calculations, you should build in about a 12-18% or so loss in units. 

Similarly, a $1.75 or even $2.00 Sunday price is an option for raising revenue.  Again, you will need to anticipate a loss in units ï about 8-12% would be a reasonable expectation, depending on a variety of factors at your newspaper and within your market. 
 

¶ Donôt forget that itôs the wholesale rates charged to single copy contractors and/or to retail outlets that produce your newspaperôs revenue.  Consider ñtweakingò those wholesale rates.  The average wholesale rate for newspapers is 80% of the single copy price. 

o If youôre below that level, you can charge the 80% rate (or higher) for new dealers that come on board. 

o You could also get ñgutsyò and implement a wholesale rate increase to 80% for the remaining dealers without raising the retail price. 

o Consider a similar ñgutsyò move to raise your wholesale rates to more than 80% percent, without raising single copy prices. 

For many individual dealers, raising wholesale rates will not be a big deal.  For you, the cumulative effect from all of the dealers can be significant.  Of course, you may encounter some resistance, so be prepared to negotiate, as needed. 

 

Reduce or eliminate Senior Citizen discounts. If you donôt have a special senior citizen rate, donôt start one.  That demographic is your most loyal core of subscribers and, as a group, has greater financial assets than many other demographic segments (e.g. 18-25 year olds).  If you do have such a rate, ñgrandfatherò it (pun intended) for current customers and slowly work to phase out the discount.  (But please donôt tell any of those seniors that I  
told you to eliminate the discount, and do not give them my home phone number.  Some of the feistier ones may question the legitimacy of my birth.) 

 

¶ Adjust carrier wholesale rates (or carrier fees, if you have carriers who are paid ñper pieceò).  Review the rates for ñreasonablenessò whenever a route turns over, whenever contracts are re-signed and whenever retail rates are changed. 

o You want to be fair both to your carriers and to your own company.  Determine the estimated ñnet profit per hourò on all carrier routes and hauls, including single copy operations.  (This info is for internal assessment only, and must not be shared with contractors.) 

Negotiate and adjust rates and as needed.  If your current rates were established when gas prices were much higher (or lower) than now, it certainly makes sense to re-negotiate those rates. 

 
Have consumers pay the sales tax.  If youôre in a state where tax must be charged for newspaper subscriptions and single copy sales, donôt ñincludeò the tax in the price.  Break the newspaper cost out from the tax (except in vending machines, where the tax has to be included in the rate). 

 

If you produce a large Thanksgiving Dayôs edition, consider charging the same price as your Sunday rate for that day. 

 

Looking for Expense Savings? Some General Thoughts 

Fish where the ñbig fishò are ï areas such as staffing/hours, ñsubsidiesò, discounts, rates, and hauling.  Donôt sweat the small accounts, such as ñsubscriptionsò. 

 

Look at long-term restructuring vs. short-term gimmicks.  Avoid self-inflicted gunshot wounds. 
 

Allocate and reinvest.  Find savings in some areas and put them to better use elsewhere. 

 

With that background in mind, here are some specific expense areas to look at: 
 

Staffing 

Review all of your needs, especially whenever turnover occurs.  Save on unneeded positions or reallocate the hours where they can better be utilized (e.g. moving costs for new telemarketing sales to retention marketing). 

 
Use less-expensive part-time people rather than full-time people for repetitive, lesser skilled tasks. 

 

Consider outsourcing appropriate parts of your operation if it will save on costs and/or allow you to focus on your core responsibilities. 

 

Transportation, Delivery  

Usually, contract operations are less expensive than having the newspaper own its own fleet of vehicles and using employee haulers.  So, before you order new trucks, consider contractor delivery. 

 
Look to ñcluster dropò bundle delivery to carriers (if full-fledged ñDistribution Centersò arenôt feasible or economical). 

 

Where possible, combine delivery in rural areas for bundle hauls, single copy papers, post offices and subscriber delivery along the route. 

 
ñBid outò transportation hauls to get your best price. 

 

Reduce complaints and shortages.  Focus on getting bundle and subscriber deliveries correct the first time rather than spending so much on recovery. 

 
Deliver other publications or products to generate more profit for carriers and more revenue for your newspaper. 

 

Sales Discounting 

Often, a lower-discount (20%) introductory price can yield the same sales results as a larger-discount offer (50%), so why throw money away?    During the course of a year and with large sales volumes, the savings can be significant. 
 

Materials, Supplies and Other Costs  

Refurbish coin racks, rather than buying all new ones. 

wŜŘǳŎŜ ƴŜǿǎǇǊƛƴǘ ǿŀǎǘŜΦ  ¸ƻǳǊ ǇŀƛŘ ŎƛǊŎǳƭŀǘƛƻƴ ǎƘƻǳƭŘ ōŜ ŀōƻǳǘ фл҈ ƻŦ ȅƻǳǊ ƎǊƻǎǎ ǇǊŜǎǎ ǊǳƴΣ ƛƴŎƭǳŘƛƴƎ ǎǇƻƛƭǎΦ  LŦ ƛǘΩǎ ƭŜǎǎ ǘhan that, find out where the waste is coming from and make adjustments accordingly.  Examples:  Convert free copies to paid.  Use άƎƻƻŘ ǎǇƻƛƭǎέ ŀƴŘ ǎƛƴƎƭŜ ŎƻǇȅ ǊŜǘǳǊƴǎ ŦƻǊ ŜƳǇƭƻȅŜŜ ŎƻǇƛŜǎΣ ƻŦŦƛŎŜ ŦƛƭŜǎ ŀƴŘ ƳŀƛƭƛƴƎ ƻǳǘ-of-state editions. Control returns and press waste.  Use samples wisely. 

Get better control of yor carrier supply inventory (e.g. plastic bags, rubber bands, delivery tubes).  Evaluate all supply purchases.  Negotiate to get the best prices that you can.  Charge carriers (at cost) for the supplies that they order.   

 

Control postage costs.  Send only one statement to customers prior to subscription expiration (and then send postcards to non-payers during grace periods).  Consider ǎŜƴŘƛƴƎ ƻǳǘ ǊŜƴŜǿŀƭ ǎǘŀǘŜƳŜƴǘǎ Ǿƛŀ άǎǘŀƴŘŀǊŘέ Ƴŀƛƭ ǾǎΦ мst Ŏƭŀǎǎ ƳŀƛƭΦ  ¦ǎŜ ǳǇŘŀǘŜŘ ǎƻŦǘǿŀǊŜ ŦƻǊ άǇŜǊƛƻŘƛŎŀƭǎέ ŘŜƭƛǾŜǊȅ ǘƻ ŜƴǎǳǊŜ ǘƘŀǘ ȅƻǳΩǊŜ ƎŜǘǘƛƴƎ ǘƘŜ ōŜǎǘ ǊŀǘŜǎΦ   

 

Reduce coin rack pilferageΦ  LŦ ȅƻǳǊ ǇƛƭŦŜǊŀƎŜ ŜȄŎŜŜŘǎ ŀōƻǳǘ му҈Σ ƛǘΩǎ ǘƻƻ ƘƛƎƘΦ  tǊƻǾƛŘŜ άŎƘŜŎƪǎ ŀƴŘ ōŀƭŀƴŎŜǎέ ƛƴ ȅƻǳǊ ŎƻƭƭŜŎǘƛƻƴ ǎȅǎǘŜƳΣ ŎƘŀƴƎŜ ƭƻŎƪǎ on your machines and monitor your collectors.   

 

Training 

I once had a Publisher who, without even looking at the department managersô budgets, made this declaration (and itôs not what you think):  ñAll training budgets are approved.ò 
 

That was quite an enlightened statement.  Usually, when cuts occur, training is the first area to suffer the consequences. 

 
But that Publisher realized that training is an investment (and not an expense) that will ultimately make a positive effect on the bottom line.  So donôt cut your training budget. 

 

 

You now have several ideas to implement to get the most out of your fiscal year and to help save your job. 
 

Iôm sure that your Publisher will reward you with a huge bonus, provided that bonuses ïand (hopefully) youï donôt get cut from t  



Building Partnerships Phillip K. Hanna 

LEARNing More Circulation Idea Service Ï     February  2009  14  

might be a start. Then   
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It is Survival Time for  
Daily Newspapers          710 Three Wood Dr  

  Fayetteville, NC 28312  
  (910) 321-7371   

  mastro@nc.rr.com 

In this time of uncertainty in the newspaper publishing 

business, it is extremely important that all of us 
associated with it continue to move forward in a 

positive manner. 

Too many doom and gloom types are predicting that 
the end of the world is imminent and newspapers are 

breathing their last breaths.  They point to the fact 
that many newspaper publishing corporationsô stock 

values have hit rock bottom and many of them have 
been forced to sell off or close some of their 

newspapers.  They say that the Internet is the main 
culprit and young people donôt read newspapers. 

When I talk to circulation executives from newspapers 

that are part of a chain all they talk about is how they 
are cutting expenses, reducing staff and raising prices.  

They never mention looking for ways to grow 

circulation and increase penetration.  Many of them are 
operating with paper -thin staffs and customer service 

as we used to know it has been thrown out the 
window. 

However, when I talk to circulation executives from 

independently-owned newspapers they sing a different 
tune.  Sure, they are watching their expenses closely 

and trimming costs wherever possible, but they seem 
to be upbeat about the future and still talk about 

growing circulation and increasing penetration.  

Independent newspapers donôt have to answer to 
stockholders and arenôt looking to achieve 30 % or 

higher profit margins year in and year out.  They are 
locally-owned and operated.  They are in business 

publish a newspaper and make a profit, but in most 

cases can weather a bad economic period.  They donôt 
slash expenses to keep their profits consistent.  They 

might make less money in a bad year and more money 
in a good year, but they learn to live with it.  

As someone that has worked for both independent and 

corporately-owned newspapers, and even on some 
corporate staffs, I can tell you that they operate quite 

differently from each other.  Circulation directors at an 
independent newspaper can get support and answers 

from their publisher a lot quicker than their 
counterparts at corporately-owned newspapers. 

A lot of independent publishers made a lot of money 

during the ó60s, ó70s and ó80s by selling their 
newspapers to large newspaper corporations.  These 

corporations made a lot of money, too.  They 

ñstreamlinedò the purchased newspapers by reducing  

 

 

 

expenses and increasing advertising and circulation 

prices, which, in turn, increased profits dramatically.  

During the ó90s acquisitions of independent newspapers 

by the large corporations slowed down and these 

corporations tried different strategies to increase profits.  
It was during the ó90s that the term ñsynergyò was 

applied to newspaper ownership.  Corporations would 
swap or purchase properties that were relatively close 

to existing properties so they could ñsynergizeò them.  If 
a corporation owned three newspapers that were 20 or 

30 miles from one another they could shut down the 
presses at two of them and print all three publications 

at one newspaper plant. 

Another example of ñsynergizingò would be when a 
large newspaper corporation owns 30 or 40 newspapers 

and shuts down the customer service operations at the 

individual newspapers and sets up a corporate customer 
service operation that handles calls for all of the 

newspapers.  Nice local touch, eh?  Some newspaper 
corporations even outsourced their customer service 

operations to contractors in foreign countries.  Even a 
nicer local touch, eh? 

Maybe we are close to the end of the world for large 

corporately-owned newspaper groups and absentee 
ownership, but independent locally-owned newspapers 

are alive and well.  Local investors are gobbling up 
newspapers at a fairly rapid rate and it is happening all 

over the country.  Just today I heard that two of my 

favorite newspapers in Connecticut, The New Britain 
Herald and The Bristol Press were purchased by local 

investors from a newspaper group that had threatened 
to close them if buyers werenôt found by a certain date.  

Hallelujah! (See breakout box below)  

 

Buyer Emerges To Keep Press Rolling  
In a story posted on the newspapers' websites Pub-
lisher Edward Gunderson said Michael Schroeder, 

owner of Central Connecticut Communications, had 
entered into a letter of intent to buy the new Brit-
ain Herald and Bristol Press.  The sale includes 
three weeklies: the Wethersfield  Post, the Newing-
ton  Town Crier and the Rocky Hill  Post, the story 
said.  
Schroeder was with Newsday for 15 years and was 

publisher of the short - lived BostonNOW, a free 
commuter daily, according to the Journal Register 
Co.  

http://www.courant.com/topic/us/connecticut/hartford-county/wethersfield-PLGEO100100202270000.topic
http://www.courant.com/topic/us/connecticut/hartford-county/newington-PLGEO100100202190000.topic
http://www.courant.com/topic/us/connecticut/hartford-county/newington-PLGEO100100202190000.topic
http://www.courant.com/topic/us/connecticut/hartford-county/rocky-hill-PLGEO100100202210000.topic
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Personally, I think local ownership will be the 
savior of the newspaper publishing business.   

 

Newspapers need to make a profit, though, and that is 
no longer an easy task.   

They can start by putting out a local product filled with 

names and faces.  The more local the product, the more 
newspapers and advertising they will sell.  They will need 

to increase local ROP advertising and continue to go after 
the pre-print and circular advertising.   Classified will 

continue to be a tough sell, especially in the automobile, 
real estate and help wanted areas.   

Another thing that local owners will need to do is define 

their market.  Too many newspapers have far too 
expansive circulation areas.  They have motor routes that 

travel more miles than they have customers.  It is time 

to rein in your circulation area and offer home delivery in 
your primary market.  And within that primary market, 

make sure you have total market coverage for your 
advertisers. 

Like I said, it is important for all of us to remain positive 

when it comes to the future of newspapers.  I hope they 
are around for a long time to come.  I canôt imagine 

waking up in the morning and not having a newspaper to 
read with my morning coffee.  And, what would I do 

without the crossword puzzle? 

See yôall next month! 

 

To the right ð-  Taken from the pages 
of 8 -Skills of a Successful Single Copy, 

Home Delivery and Customer Service 
Managers. Plus proven tips for a 

successful Circulation Director.  
 

 

 

 

Teaching Managers to call prospects  
 

¶ Get managers to sit down with you when calling 

prospects 

¶ Listen as managers call prospects, Coach them along 

every step of the way.  

¶ Have managers listen to you as you call prospects 

¶ Teach them to use BUZZ words such as:  ñWe have a 

really good route close to you that is open. It does 
not take long to  deliver and it pays really well.ò 

¶ Find out why the person wants the route. Does the 

reason make sense?  

¶ Find out how much money the person wants or needs 

to make off the route  

¶ Find out how much time does this person have to 

devote to the route  

¶ Make sure the reason(s) for getting a route make 

sense. Does the money amount they need match up 

with what the route pays? Does the amount of time 
the prospect has and the time window fit with the 

route? Donôt try to put square pegs into round holes.  

¶ Does the prospect have valid driverôs license and car 

insurance? Tell them to bring proof to your very first 

meeting. Donôt waste with someone that will wait 
your time.  

¶ Tell them how much money they can expect every 

week. I think it is best to low ball the number a little, 

as it is better for them to get a little more than they 
expect than a little less.  

¶ Meet the person in the daylight show them when 

they pick up their newspapers,  show them the route. 
Make plans for them to ride the next morning. Tell 

them what they need to bring with them. Have them 

look over the contract with you but send it home with 
them. Tell them to read it and write on it any 

questions they have. Tell them that after they ride 
the route the next day you will be asking for a 

commitment from them.  

¶ Ask them how long they would keep the route IF you 

choose them as the carrier 

¶ Tell them about Christmas tips and that tips often 

come in the entire year.  

¶ Tell them that if things go well you will contract them 

for 6 months to see how it goes. Ask them what their 
biggest concern is about taking a route? Overcome 

that concern right then. Or is it something canôt be 
overcome? Then move on.  

¶ The first night they ride the route have the manager 

pick the prospect up at their own home. Make sure 

they are clear on the time and if there is no lights on 
the doorbell will ring. This will reduce the number of 

no shows and the time a manager sits around waiting 
for a prospect that is not going to show.  

Workbooks and HD DVDs Quality development at 

affordable prices 

Visit our web page to learn more: 

 

Www.circulationidea.com 
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MANAGEMENT TIPS Jerry Bellune 

W W W.J E R R Y B E L L U N E.C O M 

He recently popped his cork at one of our co-workers ð 

in front of mutual friends. This was unacceptable. When I 
confronted him about it, he was genuinely surprised. He 

had not realized the impact his anger had on her. Anger 
is an emotion easily triggered but it can be controlled, 

even by Type A impatient people. Managers who would 
become leaders not only must control their anger. They 

must lead in a way that makes it fun to work with them. 
We recently found  David Leonhardtôs web site 

www.thehappyguy.com and discovered a collection of 

anger management tips Adolf Hitler could have used. 
One of the biggest obstacles to leadership success is 

anger. Anger destroys marriages, family and business 
relationships and increases stress. We make mistakes 

when we grow angry, because anger makes it harder for 
us to process information and think problems through. If 

you have a tough time controlling your temper, here are 
some things you can do the next time you feel steam 

rising in your boiler.   

¶ Ask yourself: "Will this matter 10 years from now?" 

It probably wonôt and you will see the problem from 

a calmer perspective.  

¶ Ask yourself:  "What is the worst consequence of 

getting angry?" If someone cut in front of you on the 
way to work, youôll probably decide itôs not that big a 

deal.  

¶ Ask yourself:  "Have I done this?" No? You probably 

have, even unintentionally. Were you angry with 
yourself? Cut him some slack.  

¶ Ask yourself:  "Did he do this to me on purpose?" 

Most of them time, the jerk was just careless or in a 

rush. He meant you no harm.  

¶ Count to 10.  This may not calm you down 

immediately but it can minimize what you can do to 
someone else while youôre angry. Even try counting 

to 10 with a deep slow breathe between each count. 
Deep breathing ð from your diaphragm ð helps you 

relax.  

¶ Pace the numbers . How about "one thousand and 

one, two thousand and two ..."? As you begin to 
calm down, visualize a happy or relaxing experience. 

Find a place to park, close your eyes and travel there 

in your mind. Make it a stress-free oasis.  

Leaders are fun  

to work with  

 
One of our managers has an attitude.  

He could not pass for Mother Theresa.   
This evening, make a note to yourself about the 

experience. Describe what happened and how well, or 
poorly, you handled your control. Then think about 

three "good" things that happened today. Describe 
them and how they made you feel. Think about how 

you could make something similar happen tomorrow for 
somebody you really care about. If it makes you  feel 

better, tear up the notes about the frustration, anger 
and rage you felt. Let the act of destroying the note, do 

away with the anger of that moment forever. If this 

advice doesnôt help, you may need professional help. 
Meantime, forgive yourself for letting it get to you. 

Youôre a better person than you give yourself credit for.  

Putting fun to work for you.  Weôve talked a good bit 
over the past months in this column about creating an 

environment where people want to work and would turn 
down a better financial offer because they like it here. 

Does that describe your newspaper or at least your 
circulation department? If not, how are you working 

toward making it that kind of place. None of us want 
the cost, time and energy drain that comes with 

frequent turnover. One of our competitors operates a 

revolving door at his newspaper. I donôt see why he 
continues to run this kind of operation year after year 

when he could do away with the enormous economic 
and morale costs of high turnover. Consultant and 

leadership strategist Ann Ellliott advises us to create a 
"fun place to work". The most valuable asset of any 

business is the people who work there. When your 
people leave at the end of each day, you should want 

them to look forward to coming to work the next day.  

1.  Every day people should have an opportunity 
to do what they enjoy doing. How many of your 

employees say "I love what I do?" Are their talents 
matched with roles? Do you know what "theyôre 

good at?" Have you ever asked them the question, 
"What are you good at?" Their answers probably 

will surprise you.  

2.  Respect employees for their contribution. 

Does everyone understand that each person makes 
a difference? Are people reminded that no matter 
where they are in the organization, they make a 

differenceðwith colleagues, customers and profits?  

http://www.thehappyguy.com
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Leadership Tips  

3. Recognize employees for their 

contribution. Are there formal and 
informal ways to acknowledge your people 

for how they contribute to your success? Do 
you thank them in a variety of ways for their 

contributionðin writing, in person, in 
private, in public? When was the last time 

you wrote to one of your employeeôs 
families and thanked them for their support 

at home of your prized employee? What 

kind of impression would that make?  

4. Make learning and training 

opportunities available at everyone. Do 

you encourage learning to build knowledge 
and skills? Do you support people who look 

for new, better ways of doing something? 
Are employees encouraged to learn other 

departments and areas?  

5. Fulfill their larger purpose in life in 
their work. Are your people working with a 

purpose or just collecting a paycheck? Do 
you provide them opportunities to ask you 

candid questions and answer them 
honestly?  

6. Understand that "the whole person 

shows up" to work. Employees bring their 
family concerns to work with them. Does 

your culture help employees balance work 

and family life? Do you encourage balance 
or want to wring as much out of them as 

you can get?  

7. Ensure that your people take their 
work seriously and themselves lightly. 

Are laughter and good humor evident? Do 
you provide opportunities for employees 

(and their families) to have fun together 
regularly? When was the last time you had a 

Christmas party? A family picnic? A social 
outing of any kind for them and their 

families to say thank you for their 

contributions and hard work?  

Ensure the work environment is clean, 

well organized and looks attractive. Is your 

work place organized so that work is easy to do? 
Have you used colors conducive to the kind of 

work you do? I remember working at one 
newspaper whose offices were painted in a 

hideous hue of what we laughingly called 
"landlord brown". Green plants can create a 

more healthy work environment. Do you use 
them? What kind of impression do the outside 

grounds and entrance make?  

Is it welcoming to employees and visitors? Next 

time we will talk about the power of praise and 
forgiveness.  

January Takeaway Thought. Are you looking for guidance as 

a leader? Are you having a problem with a boss who could use 
some leadership guidance, too? This month weôre offering a two-

for-one offer to readers of Circulation Idea Service only for my 
leadership book, "Lead People, Manage Things: 18 Strategies to 

Inspire Your People to Greater Heights". If youôre interested, 
shoot me an e-mail at Jerry@JerryBellune.com and Iôll show you 

how to get two copies for the price of one.  

©2009 The Bellune Company, Inc. 

Jerry Bellune and his family own and operate a newspaper 
publishing company in South Carolina. He conducts FUNshops 

for companies, governmental bodies and professional 
associations. For more on leadership and best business 

practices, go to www.JerryBellune.com.   
 

Jerry Bellune  Leadership & Management Coach 

www.JerryBellune.com 803 -331 -6695  PO Box 1500 Lexington 
SC 29071-1500 Winners have faith.  They believe in 
themselves,  their purpose and higher calling.  

Warning   Warning    Warning  
 

Signs of 
excessive 
stress at 
work  
When people feel 
overwhelmed, they 

lose confidence and 
become irritable 
possibly withdrawn, 
making them less 
productive and 

effective. Their work becomes less rewarding. If the 
warning signs of work stress go unattended, they can 
lead to bigger problems. Beyond interfering with job 
performance and satisfaction, chronic or intense stress 
can also lead to physical and emotional health problems.  
 

Signs and symptoms of excessive 

job and workplace stress  
¶ Feeling anxious, irritable, or depressed  

¶ Apathy, loss of interest in work  

¶ Problems sleeping, Fatigue  

¶ Trouble concentrating  

¶ Muscle tension or headaches  

¶ Stomach problems  

¶ Social withdrawal  

¶ Loss of appetite or overeating  

¶ Using alcohol or drugs to cope  

¶ Chronic minor health problems  

http://www.JerryBellune.com
http://www.jerrybellune.com/
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On the Cutting Edge...  

Kiosk and Easy Pay - Hereôs some info by way of my 

friend Jerry Bellune from Greg Haynes of Jones Media of 
Greeneville, TN. The Watauga Democrat, a tri-weekly in 

Boone, NC, who started a kiosk program last June.  The 
program was outsourced to a kiosk company which set up 

12 locations, interviewing and contracting sales people 
and processing orders. The emphasis was on EZ-Pay sales 

via credit card or a checking account bank draft. A $10 
gift card to a local grocer was used as an incentive to 

subscribe. 

After approximately two months of kiosk sales, The 
Democrat has acquired 474 new subscribers.  95% of 

these are on EZ-Pay. Although the cost per order was 

significant (approx. $33 per order) on a $50 annual 
subscription, they believe they will retain at least 80% of 

them a year from now. The sales approach that made this 
successful was the emphasis on the EZ-Pay rate of just 

$3.95 per month. Until recently, you couldnôt get a gallon 
of gas for that in Boone. The savings to the paper on 

envelopes, invoice bills, postage and man hours having 
these people on EZ-Pay is significant. While itôs hard to 

assign an exact dollar figure, the calculations add up to 

around $4,000 to $5,000 based on 80% retention.  

Price Increases Part Two -On December 30, 2007 the 

Washington Post was a bargain at 35 cents a newsstand 

copy. But a lot can happen in a short period of time and 
recently its price went up from 50 cents, which was 

implemented on New Yearôs Eve, 2007, to 75 cents ï 
thatôs more than double in 12 months. 

Major metropolitan newspapers are finding that in spite of 

price increases from $.50 to $.75  at the newsstand their 
circulation revenue grows even if those buying the 

newspaper diminish a bit. The accountants seem to have 
it down to a science of how many readers can be lost and 

yet still make a profit from the newsstand hike. The 
number I hear thrown around is 20%. In other words you 

can loose twenty per cent of your single copy and still 

come out ahead, at least from a revenue standpoint.  The 
effect on the ability of your newspaper to make 

advertisersô cash register ring is another matter. 

Mind you, European readers will tell you 75 cents is still a 
bargain ï hard to find a paid -for quality newspaper (as 

opposed to tabloid) in Europe thatôs priced less than a 
dollar, and they donôt have near as many pages or 

sections except on a Saturday or Sunday. 
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ñA great leader is not necessarily one  

who does the greatest things.  

 He is the one who gets the people to  

do the greatest thingsò Ronald  Reagan  

Business Thought of the Month  

Before you criticize someoneôs performance this week, 
remember Edwards Demings 80% rule. His rule states 

that when there is a problem with performance, 80% of 

the time it is in the system and not the person. I will 
seek, find and destroy all roadblocks that hold my peo-

ple back. 

Keep Promoting -  Here is an article from the Wharton 
Business School at the University of Pennsylvania.  Basi-

cally it is telling us what we are preaching to our adver-
tisers, ñNow is not the time quit advertising but we 

should continue and maybe even increase advertisingò.  
Are we listening to ourselves when it comes to circula-

tion promotion?  Newspapers have got to avoid the 
temptation to cut out promotion when times get hard.  

If it is good for our advertisers why isnôt it good for our-

selves 

I have edited it to shorten the read.   

ñWith corporate managers under enormous pressure to 

control costs and maintain liquidity in the current credit 
crisis, advertising budgets often appear to be a dispen-

sable luxury in the struggle to survive. Executives who 

succumb to that temptation, however, put the long -
term future of their companies at risk, according to 

Wharton faculty and advertising experts.  

"The first reaction is to cut, cut, cut, and advertising is 
one of the first things to go," says Wharton marketing 

professor Peter Fader, adding that as companies slash 
advertising in a downturn, they leave empty space in 

consumers' minds for aggressive marketers to make 
strong inroads. Today's economy "provides an unusual 

opportunity to differentiate yourself and stand out from 
the crowd," says Fader, "but it takes a lot of courage 

and convincing to get senior management on board 

with that."  

According to Wharton marketing professor Leonard Lod-

ish, with demand slack for advertising services, the cost 

of these services goes down, making advertising expen-
ditures all the more defensible in a bad business cli-

mate. "If your company has something to say that is 
relevant in this environment, it's going to be more effi-
cient to say it now than to say it in better times," says 
Lodish.  

Research shows that companies that consistently  

http://www.wharton.upenn.edu/faculty/faderp.html
http://www.wharton.upenn.edu/faculty/lodishl.html
http://www.wharton.upenn.edu/faculty/lodishl.html
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advertise even during recessions perform better in 
the long run. A McGraw-Hill Research study looking 
at 600 companies from 1980 to 1985 found that 
those businesses which chose to maintain or raise 
their level of advertising expenditures during the 
1981 and 1982 recession had significantly higher 
sales after the economy recovered. Specifically, 
companies that advertised aggressively during the 
recession had sales 256% higher than those that 
did not continue to advertise.  

For companies that do stay the course and continue 
to advertise into a recession or increase their 
promotional activities, the key is to craft messages 
that reflect the times and describe how their 
product or service benefits the consumer.ò 

Not Much Shelf Life? -From Philip Stone comes an 
interesting tidbit.  Thereôs a curious quirk about free 
newspapers that should worry advertisers. In 
London with the introduction of London Lite and 
thelondonpaper, the trash cleaned up by the 
London Underground (subway) each night has 
nearly doubled. In New York hawking free 
newspapers at subway stations added 15 tons of 
trash daily to the system in 2005.  

More Consolidation - From Editor and Publisher, 
on coming Feb. 2, The World-Herald in Omaha is 
ending its Midlands edition, which is delivered 
across much of the western half of Nebraska. At the 
same time, the paper said it is expanding 
distribution of its Nebraska edition, which goes to 
press much later and will now reach parts of the 
Midlands area. 
With the changes, the World-Herald said, about 
12,000 Midlands edition subscribers will lose same-
day print delivery, while "at least" 10,000 Midlands 
subscribers will receive the Nebraska edition.  The 
paper will be available by mail delivery and in an 
online electronic replica form in the areas losing 
home delivery.  
No delivery changes are planned for The World-
Herald editions distributed in western Iowa or in the 
Omaha area, where a morning and an evening 
edition of the newspaper are produced, the 
newspaper said. 
"The World-Herald has made these changes to 
strengthen its position to provide quality news and 
advertising services while addressing challenging 
economic conditions, rising newsprint expenses and 
higher operating and distribution costs," the paper 
said in announcement published Tuesday. 
"The Omaha World-Herald remains committed to 
delivering the news and providing advertising 
services across the state of Nebraska," said World-
Herald President and Publisher Terry Kroeger. "The 
paper will continue its agenda-setting, watchdog 
role for the entire state, using its resources in 
Omaha and in news bureaus in Lincoln and 
Washington, D.C., to cover issues of statewide 
significance." 

 

 

 

 

 

 

Tips for growing your e -mail base:  Hereôs one from the archives 
that has as much if not more relevance today.  According to Chief 
Marketer, the online marketer E-mail drives nearly 25% of all e -
commerce business according to industry estimates. Put another way, 
one out of four dollars spent in the e -commerce model is a direct result 
of e-mail marketing efforts.  As e -mail marketing increases in the 
newspaper industry, how can any Sales Manager or marketer not make 
e-mail list strategy a top priority for 2009.  

E-mail acquisition is a challenge however: Thatôs why the average 
company has e-mail addresses for less than one-third of its customers 
and the newspaper industry is way below that figure.  

Newspapers that constantly refine e-mail strategies and invest in both 
promotion and collection activities across all channels will succeed at 
growing their lists.  Here are some tips for making it simpler.  

1.  Get top management on board as to the fact that a complete e -mail 
database is a valuable asset not only to circulation but advertising, 
editorial and accounting.  Any metrics that you can develop to show an 
ROI are enormously helpful. 

2.  You HAVE to have the ability to capture e-mail addresses as part of 
your circulation operating system.  Almost all of the newer versions of 
most suppliers have this feature but some of the older ones donôt.  
Either get an upgrade, custom code it, or its time to get a new system!  

3. Capture e-mails everywhere. Every communication you have with 
your subscribers or non subscribers for that matter should include an 
attempt to collect the readerôs e-mail address. Whether it is starts, 
stops, vacation stops, billing statements, or service errors.  The 
customer service representative should end the conversation with ñTo 
serve you better can I have your e -mail address to add to our recordsò 

4. Ask for e-mail addresses on your Web page.  Even if your Web site 
is completely free you should at least ask them to ñregisterò with you 
and capture their e-mail address. 

5. Test outside sources for accuracy.  Good e-mail lists are hard to find 
but they are out there.  Try a couple on a test basis and see which 
ones are the most accurate and how they differ from what you have 
been able to collect.    Before you spend a lot of money on an e mail 
list make sure itôs a good one. 

6. Promote through in house advertising the benefits of having your e -
mail address on file.  Things such as reader benefits, upcoming special 
sections, advertising specials or major advertisers ñgrand openingò 
sales, or special events sponsored by the newspaper 

7. Invite readers to give you input on your product and/or service 
through e-mail.  Once they e-mail you, the address is captured for your 
files.  Blogs should be a great source of e-mails 

8. Make sure you have a conspicuous Privacy Policy.  Give the reader 
the assurance that you are not going to share his or her address with 
anyone else. 

9.  When you do get someone e-mail address, thank them through e -
mail and begin to build an e -mail relationship with your reader.  This 
may help to rebuild some of the personal relationship that newspapers 
have lost through the use of IVR (intervoice response) systems. 

10.  If possible you should be able to call up your database by e -mail 
address just as you can know by phone number, name, or address.  
This can help keep your database clean 
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Price Increases -  The recession has newspapers 

scrambling to find revenue in any place they can.  
Despite the recent reluctance to raise circulation 

subscription rates due to the free internet, many 
newspapers have none the less taken this bold action.  

Here is just a couple quick tips to help ease the impact 
of your next price increase. 

First of all, donôt announce it ahead of time.  Why the 

newspaper industry has gotten into this practice is 
beyond me.  When Macyôs raises the price of a shirt, do 

they send you a notice?  . Of course not, they just do it 
and the buyer makes a decision based on that price.  

Why we have felt compelled to announce it our readers 

is just another one of those, òThatôs way we have 
always done itñ excuses.  Youôd be surprised how many 

people donôt even know the rate of the newspaper but 
when you tell them you are raising the rate, they feel 

compelled to complain or want to quit.  

Second, honor the current subscription until the time for 
renewal.  To overcome the loss of revenue, simply 

implement the price increase three months earlier than 
planned.  The great majority of daily newspaper 

customers are paying 3 months at a time. So in three 
months you should be getting the majority of the 

impact of a price increase and not aggravating your 

readers as much. 

Timing can be important too.  If you are in a snowbird 

or vacation oriented market, put the increase in the 

time while your part time residents are gone.  When 
they come back they will not remember the old rate or 

assume it has been raised a long time and be less likely 
to complain.    Also, think about do it during a popular 

reader time such as football season in the South. For 
instance in Florida, do it in September when the Gators 

are on their way to another National Championship ( I 
had to work that in somewhere).  People are less likely 

to quit if they like what they are reading.  

Finally if someone does call to quit because of a price 
increase, simply put them on a ñspecialò equal to the old 

rate for three to six months.  The logic here is that if 

you let them quit, they are going to sign up for a new 
subscriber special at some point down the road and not 

only do you end up giving them the lower (sometimes 
even lower than your old rate) rate, but you have to 

pay a solicitor and you lost that circulation for a period 
of time. The actual percentage of subscribers you have 

to do this for will be minute.  Just doesnôt make sense 
or cents! Hope this helps! 

Joke of the Month - A married couple were asleep 

when the phone rang at 2 in the morning .  The 
rather ditzy young wife  (substitute blond, 

redhead, or brunette here) picked up the phone, 

listened for a moment and said, ñHow should I 
know, thatôs 200 miles from here!ò and hung up.  

The husband said ñWho was that?ò The wife said. 
ñI donôt know, some woman wanting to know if 

the coast is clear.ò 

Another Change in Publishing Days -Grappling with an 

economy in recession and a newspaper industry in transi-
tion, Hernando Today will decrease the number of days it 

publishes the printed newspaper each week, the paperôs 
publisher announced this month. 

The paper will suspended publication of the printed prod-

uct on Mondays and Tuesdays, effective Monday, Jan. 19, 
publisher Duane Chichester said. The paper will continue 

to be printed Wednesday through Sunday. 

The changes are a way to be ñproactiveò as advertising 
revenue continues to fall, the economy slumps and the 

cost of newsprint rises, Chichester said. 

Hernando Today is a publication of Media General based 
in Richmond, Va. Media General owns The Tampa Trib-
une, The Pasco Tribune, WFLA Channel 8 in Tampa and 
tbo.com, among other Florida media products.  

The Tampa Tribune has seen significant staff cuts in the 

last 18 months. The Pasco Tribune went to a five -day 
publication schedule last summer. 



 Several weeks ago, when the last of the autumn 

leaves still clung to their branches, a new district manager 
began her first day in the newspaper industry.  As is 

customary when a dm first starts, I issued her a building 
key, a copy of our employee handbook and, of course, her 

company issued cell phone.  Now, normally that cell 
phone is accompanied by a rather boring two and a half 

minute speech about the merits of having the device, 
rules of use and the obligatory warning about keeping the 

number ñsemi-privateò thus directing a majority of the 

unsolicited calls through the office land lines.  After all, 
the managers have dedicated extension with our 

published numbers so that anyone can call and leave 
them a message if need be.  Carriers also have the option 

of calling the 
main circulation 

number to 
speak with a 

representative 

for any of their 
basic needs.  

Traditionally, 
the cell phone 

has been a 
convenience for the office to reach district managers in 

the field.  
 But, as I handed over the cell phone, something 

occurred to me.  My train of thought had shifted.  ñWhat 

on Earth was I thinking?ò  I questioned myself quietly.  
When I first started in the industry, it had been ingrained 

in me to treat the cell phone as if it were a secret tether 
of communication from the dm to the office.  This was 

back when cellular communication was much less 
common than it is today.  In fact, we even used an 

ancient device called a ñpagerò which now borders on the 
realm of absurdity in todayôs world of ever-increasing cell 

phone functionality.  Oh, how things have changed!  In an 

instant I realized that over the last decade and even the 
last few years, the fundamentals of communication have 

changed drastically.  Even in my own life, I had failed to 
see how differently I interact; office memos via email  
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instead of paper, texts in lieu of phone calls to my 

managers to see when they can meet with me, a quick 
call from my cell when Iôm on my way home.  So, I was 

forced to ask myself a serious question:  In todayôs world, 
which method of interaction is best for a given situation 

and how does a district manager effectively apply it?  
 To answer this, I dug deep into the wealth of 

knowledge stored on the information superhighway, 
otherwise known as the internet.  Expectedly, I found that 

today, there are more forms of communication than ever 

before.  This gives you managers a much broader array of 
options to reach customers, carriers, upper management, 

office staff, and even your own families.  However, it is 
very important to use the appropriate form of 

communication for each situation.  Each different type of 
interaction conveys a certain level of priority and sincerity.  

Texting:  Texting via cell phone is probably the least 
formal method of communication.  However, it is also very 

convenient and usually very quick at alerting someone.  In 

the business world, you should use this only for very 
informal communications such as quick messages letting 

someone know you will be a couple minutes late for an 
appointment or to meet at a different place.  Texting has 

one obvious advantage in the fact that it can be done 
conveniently from your personal phone in a quiet manner 

lending itself to discreetness.  Texting is generally not a 
good way of showing emotion, unless you happen to be a 

text junky and can decipher your fourteen year -oldôs 

hieroglyphic-like messages that utilize every symbol in the 
alphabet. 

Email:  When using email, remember that it is not 
generally meant to be a formal type of communication.  It 

also does not usually get an extremely fast response since 
the recipient must be at a computer, or at least check via 

internet access on their cell phone.  Use this form of 
contact for things that are not of extreme importance but 

need to be in writing such as asking someone a question 

for which the answer can wait a day or so.  This can also 
be useful when asking for something like a written notice 

of cancellation from a contractor or when providing a 
route list to a carrier.  It accomplishes the same thing ers.  
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without having to be physically sent or delivered 

somewhere. 
Voice/Phone:   Telephone calls usually are considered 

the benchmark for standard communication.  They 
allow immediate transfer of information from one 

person to another and also have the benefit of letting 
either party express emotion verbally.  Phone calls are 

versatile and can be used for just about any transaction 
that does not require in person contact or something in 

writing.  A good example is having an informal 

conversation with a carrier to answer questions that he 
or she may have.  Keep in mind that leaving a voicemail 

is treated differently than actually speaking with 
someone directly 

Informal Note/Letter:   Dropping a note or letter to 
someone can be a quick easy way to let them know 

what needs to be done, or what you are going to do.  
However, keep in mind that mood or emotion is harder 

to express in this situation and you will not have an 

immediate response unless you expect a phone call or 
text upon receipt of your note.  You may want to use 

this method to let a carrier know of upcoming route 
changes or the like. 

Formal Letter:  Typing up a formal letter is probably the 
best way to document something.  It is written proof of 

your intentions and can be saved for later reference.  
This means you must be careful with what you are 

saying.  Formal letters can be used for a variety of 

circumstances including instructions, contract 
cancellations, sales pitches, thank you letters or even 

apologies.  They are often used as promotional or 
marketing material.  

In Person:  Face-to-face contact is and always will be 
the most sincere method of communication.  A more 

complete connection is made here due to the fact that 
more of your senses are involved at once.  You can see 

and hear the person simultaneously which allows you to 

convey and receive subtle undertones in the 
conversation.  This can help you show someone your 

level of appreciation or your empathy.   However, it can 
be detrimental to the relationship if you are angry or 

concealing anything.  Use this form of contact when 
dealing with important customer issues or serious 

contractor issues. 
All things considered, each person has his or her 

preferred method of communication.  Some people 

prefer face-to-face contact as much as possible, while 
others tend to avoid it at all costs.  It is in your best 

interest as a district manager to understand the 
differences between these forms of interaction and then 

use them to your advantage.  Learn what types of 
communication work best for each situation.  Then, 

master that particular aspect.  Let each circumstance 
dictate to you how to handle it.  With time, you will 
begin to understand and then utilize each form of 

communication to help you better manage your 
contractors and custom 
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Last January I announced to my publisher that this would be my 
last year in the circulation industry. It all started when I turned 

10 and the District Manager came over to apologize to my mom 
for the horrible service. I remember his exact words, ñHow old is 

he? Does he want a paper route?ò When I said yes I never knew 
that I would end up as a CSR at 15, DM in college and Circulation 

Manager upon graduation. Newspapers at the time used hot 
lead, linotype machines, honor racks, and were delivered by 

youth carriers toting collecting books. Things were less formal. If 

a carrier got behind on payment, you might see him washing the 
circulation vans to make it up. With gas at 24.9 cents per gallon 

our motor route carriers were willing to deliver as far as people had interest in our publication. PM papers far 
outnumbered the AM, and many markets had direct competition. It was not uncommon for newspapers to own a 

local commercial printing operation. 
 

Newspapers did not change 
overnight. Getting together at 

N.I.C.E and the other 

sectionals we found better 
ways of doing things. When I 

was a district manager we 
drove around with several 

thousand dollars in our cars, 
picking up carrier bills. That 

always concerned me, so as a 
circulation manager I 

arranged a carrier bank 

deposit system where carriers 
could take their collections to 

any bank. Carrier collect went 
to office pay, and options 

such as credit cards and EZ-
Pay were eventually added by 

newspapers. As an industry, I 
have always felt we 

sometimes lagged behind 

other industries in 
implementation. When I first 

suggested we accept Visa on 
subscriptions I got the 

strangest look from our 
accounting manager. It was 

not widely being done by  

A Sea of 
Change  
Retiring Circulation Director Jim Crowl recalls 47 
years in the circulation industry, and talks about 
what he sees ahead for newspapers. 
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newspapers at the time, despite acceptance elsewhere. 

Technology has always fascinated me, so I was in the 
first 1% of the public to buy a cb radio, personal 

computer, own a VCR, or surf the net. The early 
internet was mostly text, so when US News & World 

report first made the cover of their magazine available 
to download; I was excited, picturing newspapers 

someday creating online editions. About that time our 
publisherôs wife mentioned that there was a lot of talk 

at the latest publisher meeting about computers, and 

asked me ñcould you think of any reason in the world 
why we would want one of those computers at the 

newspaperò I thought of plenty. And had visions of 
scrapping the addressograph, graphotype, and PIA 

ledger cards for a computer database. It was not till 
years later that the newspaper bought a system, and 

even longer till circulation was a part of it. As a matter 
of fact the first computer I used in circulation duties 

was actually at a 12-year old carrierôs house. We had a 

sub not show up to do a route, and I swung by the 
regular carrierôs house in hopes that he had left a spare 

copy of the route list out before leaving for camp. His 
grandmother said that he actually kept it on a 

computer, and I was welcome to run a copy if I could 
figure out how to use it. I did, but left wondering when 

we would catch up in technology. Many of our papers 
again played catch-up when it came to the internet. 

What if newspapers had been the original internet 

access providers! 
 

2008 has been a challenging year for the industry. We 
have had to become more aggressive than ever in order 

to achieve fairly flat circulation growth. We are 
examining staffing and expenses that we have taken for 

granted for years. At our company we have just 
completed combining the circulation departments for 

our two daily publications into one. I believe we are 

seeing two separate things affect our industry. One is a 
change in lifestyle, with readership habit moving away 

from print, and people feeling less of a connection to 
their local town. The second is the national economy. 

The economy will recover and newspapers will survive. 
 

People will continue to read print newspapers as well as 
online editions. Despite circulation losses in larger 

markets, we are still the best vehicle to deliver mass 

readership. Radio and TV audiences are split between 
many choices. With internet radio and TV becoming 

more popular that audience will continue to fragment 
itself. The internet does not provide the mass media 

that advertiserôs desire. If you poll your neighbors, one 
person may be on a golf site, someone else on a 

custom car site etcé.very fragmented.  Newspapers are 

also a necessary part of gathering the news. Yes the 
local internet sites may have reader bogs, and even 

have an AP feed, but someone has to gather the news 
to begin with and be trusted to separate fact from 

fiction. 
 

 

Will newspapers change? Of course, the evolution will 

continue. Thatôs not all bad. One example is the stock 
market page. For years many of us provided a page 

that simply listed stocks, closing prices etc. I enjoy look-
ing at my stocks each day to see how much Iôve lost, 

but like most investors do so on the internet. The stock 
page has always been passed over by readers with no 

interest in the stock market. Weôve scrapped our stock 
market page in favor of a page of financial charts, and 

articles. Itôs written to be of interest to the investor as 

well as having things that the person who does not own 
stocks might find of interest. We still have a lot of older 

readers who depend on our TV magazine. However with 
online and on-screen listings readily available, some day 

that will be a thing of the past. With the overwhelming 
amount of information available, newspapers will pro-

vide even more of a sorting role in locating news of in-
terest to their readers. ñNews you can useò will join lo-

cal as must read content in a community. The dry, for-

mal style of many newspapers will become more read-
able. We will see more interactive content- web content 

going to print as vice versa to support each other. Most, 
but not all publications will survive. Joint printing and 

distribution efforts between competing publications will 
increase, and become more commonplace. Some edi-

tions will be cut, and we will see less effort to cover an 
entire region or state. A newspaper may distribute by 

print in their primary market area, but online/weekend 

only in the more distant areas.  
 

Newspapers will be a part, but not the whole of our 
business. A smart newspaper will be able to build a 

complete marketing package for their clients consisting 
of graphics support, direct mail, newspapers, and spe-

cial publications. Niche publications will not only con-
tinue but choices will expand. Some will be print, some 

online, and some a combination.  We currently have five 

phone directories distributed in our area. This will con-
solidate, and such directories will more than likely move 

online. Newspapers should be positioning themselves as 
THE online directory for their area before others do. 

Who else is in a position to not only have all the busi-
ness information, but know about the changes during 

the year to keep it current? Although there are some 
successful long time internet  pros, many business peo-

ple are just starting to get involved in the internet, and 

would benefit if newspapers offered ñhow toò seminars, 
and website links to integrate businesses, the directory, 

and the newspaper online product. 
 

Itôs an exciting time in the industry. Iôve met a lot of 
talented circulation people at N.I.C.E. conferences, and 

am confident that by working together our industry will 

continue to evolve in a positive manner and be as valu-
able in the future as we are today.  
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THE LEGAL ASPECTS 
The Zinser Law Firm, P.C.  

In recent months I have made you aware of two pieces 

of troubling legislation before Congress. One was the 
Employee Free Choice Act. Another was the Employee 

Misclassification Prevention Act, which was a naked 
attack on independent contractor status. There is yet a 

third law pending in Congress (H.R. 1644 and S. 969) 
commonly referred to as the RESPECT Act. Supervisors 

for decades have been exempt from the National Labor 
Relations Act for many reasons, the most important of 

which is to prevent the conflict of interest present by 

subjecting Management to union control through union 
discipline rules. The newly proposed legislation would 

amend the Actôs definition of ñsupervisorò so that more 
Management employees, currently recognized as 

supervisors, would be reclassified as employees and 
included in bargaining units. 

One of the most damaging provisions of the bill would 

exclude from the definition of ñsupervisorò any 
Management employee who does not spend over 50% 

of his/her time performing supervisory responsibilities/
duties. This provision would reverse more than 50 years 

of settled NLRB law that requires employees who are 

supervisors to perform supervisory duties ñregularlyò 
and for a ñsubstantialò portion of their time in order to 

be considered supervisors. This same body of case law 
also recognizes that supervisors can be working 

supervisors, spending a significant amount of time 
performing non-management duties. The use of 

working supervisors in the newspaper industry is a 
longstanding industry practice. This provision of the law 

is a broadside attack on working supervisorsô exclusion 

from coverage under the National Labor Relations Act. 

Proponents of this bill argue that it corrects recent 

decisions of the NLRB that inappropriately classified 

some nurses as supervisors. Quite to the contrary, the 
recent NLRB decisions clarified, at the direction of the 

U.S. Supreme Court, the meaning of the words ñassignò 
and ñresponsibility to direct.ò These are two terms that 

have been part of the definition of supervisor status 
under the Act since 1947. At issue in these cases was 

the question of whether or not individuals who have the 
right to assign work and responsibly direct employees, 

using their independent judgment, can be considered 

statutory supervisors, even though the individuals do 
not have the right to hire or fire. The NLRB answered 

that question in the affirmative.  

  

  

 

T 

This new legislation would delete the functions of 

assigning work and directing the work of other 
employees from those factors listed in the Act deemed 

to be supervisory in nature. If, ñassigning workò and 
ñresponsibly directing other employeesò are not 

supervisory duties, what are? 

Quality working supervisors are the key, frontline 
defense for Employers in their attempts to maintain a 

union-free environment. Quality frontline working 
supervisors are also key to effective administration of 

labor contracts where the employees are represented by 
a union. Organized labor knows and understands 
this . If this proposed piece of legislation becomes law, 

the following adverse impacts will occur:  

Individuals currently considered to be supervisors will 

be deemed employees by the National Labor Relations 

Act and will be included in bargaining units.  

Employers with existing labor agreements containing a 

so-called union security clause will find that their 

supervisors will be required to join and/or pay money to 
the unions. 

During union organizing campaigns, individuals now 

considered to be working supervisors will not be 
permitted to be part of Managementôs affirmative 

campaign against the union; this is a distinct 
disadvantage, as these frontline working supervisors 

often have a very good one on one relationship with the 
employees and are in the best position to help you 

during the organizing campaign. 

In order to maintain the supervisor status of these 
individuals, employers will have to consider whether to 

adjust their duties so they are spending over 50% of 
their time in actual supervisor duties. This potentially 

has an adverse impact on staffing in this time of 

downsizing and a recessionary economy. This is not the 
time to increase staffing to 

perform non-supervisor duties 
previously performed by working 

supervisors. 

Unions will surely pressure these 
ñworking supervisorsò when they 
are attempting to productively 
assign work to employees and to 

responsibly direct them. 
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Jim Martin 
Circulation Director 

Casa Grande Valley Newspapers Inc. 
Casa Grande, Arizona 

How do you fire an employee? 
What is the proper way to tell an employee 
that they're on probation and, ultimately, to fire 
them?  

The foundation of any good employee / 

employer relationship is communication , in 
both directions. Some companies operate as 
the employees would need to be mind readers 
to know how they are performing. So few 
companies seem to really emphasize 
communication as a cornerstone skill. As an 
employee, you have just as much responsibility 

to communicate your accomplishments and 
failures to your boss as they have to 

communicate corporate policy and strategic 
course corrections to you.  

As a stepping stone along this path, I will 
state bluntly that there should never be 
surprises in an employee review . If the 
employee is surprised, their management is in 
error and needs to learn more about how to 
manage. If the manager is surprised at the 
employees response or rebuttal to comments, 

then the employee is deficient in 
communicating to their boss. Either way, just 
like any other good relationship, the employee / 
boss relationship should be characterized by 
frequent, clear and honest communication.  

If an employee is caught stealing, harassing 
other employees sexually, or badmouthing the 
firm to the press, then I can see the company 
documenting the situation as part of a 
termination letter, but even then, a 
documented paper trail is an important part of 

good management practice.  

And "paper trail" is a good watchword for 
when you terminate someone, actually. Start 
with some email or written memos 

documenting the gap between what you expect 
of an employee and your perception of their 
performance. Then a formal letter or two, a 

probationary period with specific milestones for 
improvement, then, finally, a termination that 
shouldn't be any sort of surprise  because 

there's been a clear 

and open 
communications path 
all along.  

No manager enjoys 

firing someone, (well 
almost no manager) 
but if you do have to 
let someone go, at 
least have the 
professionalism and 

respect to terminate 

them in this manner. 
(unlike some people)  



 

Wondering how to jump 
start your team in 2009?  
Here's a unique book they will 
long remember.  A personally 

autographed copy of Jerry 
Bellune's  'Lead People, Manage 
Things' .  The book inspired by 
LEARNning More Circulation Idea 
Service.   Attractive bulk rates 
available at     

www.JerryBellune.com    

or call Jerry at  
803 - 331 - 6695 . 

Team 

Builder 


