EDITORIAL

November

AYour asking me
how to grow circulation?

Telling you how to do it is

pretty simple. Get more

- starts than stops. Doing it is

a | ot harder. o

Don Cunningham former Circulation

X ot VAN Director Morristown, Tennessee to my
husband Steve when they first met in
1991.

It is hard to believe that it has been a year since
we purchased Ron Andersonb
Circulation Idea Service.

When we purchased CIS we changed the name
right off the bat to LEARNIing More Circulation Idea
Service . The reason had more to do with the

industry than finding a way to get our name in the

titte. Our publication continues to be an outlet for

the best circulation professionals in the country to
share ideas.

Circulation Managers/Directors are the new 6 -
million dollar men/women. The industry is

retooling circulation professionals in every aspect.
We are here to help. From the comments we are
getting about LMCIS we think our subscription rate
is well worth the circulation knowledge we bring

you each month.

We are starting to get entries in for the best
International Newspaper Carrier Day Promotion.

Please send those into us as quickly as possible so
we can get them judged and announce our results.
The International Newspaper Carrier day is
managed by NAA and they do an excellent job on
all levels. We would like to recommend to
newspapers that they contact NAA about moving
this day, which has traditionally been in early
October, to a day in early December. We think
moving this special day to honor carriers to
December will increase the money carriers earn in
tips. With route expenses what they are, we need
to do all we can to increase their earning potential.

Visit us online for your training needs.
www.circulationidea.com

Christie G. Learn

Publisher LEARNing More Circulation Idea Service
526 Alabama Street Killen, Alabama 35645
circulationidea@yahoo.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, LEARNiIng
More Circulation ldea

Service.

CircldeaService@comcast.net or call
him direct at 850.532.9466
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IN THE NEWS...

Register can report on carrier trial,

The Orange County Register  can cover testimony in
a lawsuit brought by newspaper carriers, a state
appeals court ruled Monday. The judge who imposed
the original gag order, barring The Register from
reporting on the trial, said bias in coverage could
influence witnesses and jurors.

A friends-of-the-court brief, organized by CNPA,
included more than two dozen news organizations in
appealing the gag order. The class-action suit, against
Register parent Freedom Communications, was brought
by newspaper carriers who claim The Register wrongly
classified them as contractors. It seeks $100 million.

PARADE's HealthyStyle

New York -- PARADE's HealthyStyle, the new
magazine from Parade Publications, launched on
September 17, 2008, with a circulation of more than 8
million in 46 newspapers across the country, including
the LA Times, Boston Globe, Chicago Tribune, Dallas
Morning News, Newark StarLedger, Atlanta Journal-
Constitution, The Seattle Times/PostIntelligencer and
the St. Louis PostDispatch. The inaugural issue has
24 pages, including 10 pages of advertising from the
pharmaceutical, packaged goods, home electronics,
and retail categories. Unilever, Campbell's and Sanofi
are among the magazine charter advertisers.

Farmer new circulation director
The Courier has a new circulation
director.

Gregg Farmer, an Ohio native is the
new circulation director at the Courier
in Benton, Arkansas. Farmer who has
28 years of experience in the
newspaper circulation field is excited
about his new position.

Farmer has held circulation executive
positions in numerous Ohio cities, including Hamilton,
Middletown, Chardon, Canton, Troy, Piqua and

Sidney. He also has worked in Palmdale, Calif.;
Wichita Falls, Texas; and Prescott, Ariz.

Farmer is a graduate of the University of Kentucky

with a computer science degree. While attending
school in Kentucky, Farmer was appointed a Kentucky
Colonel by then-Gov. Martha Layne Collins. He also
has an associateds degree
from Southern Ohio College.

He is a graduate of Ohio State University and holds a
degree in sales and management, a program offered
through the Ohio Circulation Managers Association.

Alameda dropping Tuesday edition

The increased cost of newsprint and other expenses
have moved the Alameda Journal to announce

that its Tuesday edition would cease on Oct. 21. They
noted that Tuesday news features and columnists
would appear in the remaining Friday edition. The
Alameda Journal is part of Bay Area Newspaper Group
-East Bay.

Orillia Packet & Times Gets New Publisher

John Hammill is the new Publisher at the Packet & Times
in Orillia Canada.

Hammill started his newspaper career 11 years ago as a
district sales manager in Thunder Bay shortly after
graduating from Lakehead University with a degree in
Business Administration.

He then headed to the National Post where he was in
charge of retail newspaper sales in the GTA. After a year
in Toronto, he came to The Packet & Times, where he
worked as circulation manager for one year. His career
path then led him to Fredericton, N. B., where he worked
at the Daily Gleaner as circulation director.

From there he went to St. Catharines, where he stayed for
five years as the Regional Circulation Director and was also
appointed director of operations for the inbound customer
service centre.

Galveston Island home delivery cranks up

Daily News circulation personnel hope to begin home-
delivery of the newspaper in selected areas of Galveston
Island beginning around Sunday, Oct. 5. It has been a long
and difficult road for Circulation Director Yvonne Mascorro
but the effort has been incredible.

The distribution plan for home delivery is to phase in
delivery as neighborhoods return with delivery to the most
populated areas first. The newspaper will continue to offer
delivery of newspapers to selected free drops around town.
Fire Station, Home Depot, Randalls, Galveston Community
Center, Justice Center, Convention Center, Academy Wal
Mart, Clinic on 61st Street, San Luis Resort, CVS,
Walgreens, Hilton, Kroger, Ball High School, and Mainland
Medical Center, Texas City

The newspaper never missed an edition during the storm,
and home delivery already has resumed on the Galveston
County mainland. During the current crisis on Galveston
Island, about 5,000 newspapers were being trucked to the
island daily and distributed at free drop locations.

The Daily News building on Galveston Island sustained
flood and wind damage but repair work is underway.

St. Pete Bans Paper Sales On nghways
ST. PETERSBURGThe city council o v
voted to ban panhandling, charity
collections and newspaper sales on
medians along city streets, rejecting
pleas from people who sald the WI .
Idke oHe§/ in ﬁéerﬁo ve. !
The vote means the only activity al-
lowed on St. Petersburg medians will
be crossing the street.

The ban could cost the St Pete Times
could cost the newspaper $400,000 a
year according to
sources.

Jerry Hill circulation =
director for the St.
Petersburg Times said that for most
people who sell the newspaper on the
street, it is their only source of income.

-

LEARNI More Circulation

ng

|l dea

Ser vi dlavember 2008




Bright New ldeg
We - v e

Cutting Edge
Developmen

For the Budget Minded F

Visit us online at

WwWw.circulationidea.com

&-SKills of a Successtul
Single Copy Managers

Single Copy Manager

Buy all 4 and Save O\ ' |

 Circulation:Idos QeRice

11 Core Values for a SiMdeesgfetsSingle Copy
198 Critical Skills to be successful and not just sun

Get all FOUBk#is for
the Low Price of $249 and we
the

Call 258%6849 or email us today clearn2007 @y
$69.95 Each Plus $4 shipping and handling if s

shipping and handling....|

11 What Single Copy is really all about... It i!wot ab
s sLearn how to manage draws by |ocation i}

pay



Spotlight on growth...

The Pantagraph, Bloomington, IL

Net Paid average for six months ending March 31
Year Daily (Mon. - Fri. Saturday Sunday
2005 47,228 - 46,129 - 49,172
2006 47,666  +438 (0.9%) 45,879 - 250 (0.5%) 50,018 +846 (1.7%)
2007 47,759  +93 (0.2%) 45,428 - 451 (1.0%) 50,066 + 48 (0.1%)
2008 47,764 + 5 - 43,704 -1724 (3.8%) 50,081 + 15 -
Total growth: +536 (1.1%) -2425 (5.3%) +909 (1.8%)
Ave. growth: +0.4%l/year -1.8%lyear +0.6%/year
""We have a fantastic staff, including a very experienced rate times 52, so there is no discount for long term pay-
crew of district managers." So said Bob Scott, Circulation ment. About 23% of their subscribers are on EZ Pay.
Director of The Pantagraph, Bloomington, IL, when asked Those folks pay $18.10 per month--a very slight dis-
to what he attributed the steady circulation growth of his count from the basic home delivery price.

newspaper in recent years. Scott, who has been CD
there since April 2007, said that his predecessor, Bill
Hertter and his fine team, had built a solid service and
subscriber retention operation which got the growth
underway. Now, their diversified marketing program is
helping to keep that growth going.

Single copies are priced at 75 cents daily and $1.75 on
Sunday. The daily price went to 75 cents in September
2007, and yet their total daily circulation has continued
to grow, albeit very slightly. Scott said that their daily
single copy sales dropped 18% after the price increase,
but since only 7% of total daily circulation is single

This morning and Sunday newspaper, owned by Lee copy, that 18% shortfall represents only about 1.25% of
Enterprises, has averaged 0.4% weekday circulation total daily circulation. Some single copy readers moved
growth and 0.6% Sunday growth for each of the past to home delivery, too, they agreed.

three years, according to ABC Fas Fax reports for the six
months ending March 31, 2005 through March 31, 2008.
While Saturday is down an average of 1.8% per year
during that time, if we were to create a properly

weighted six day average from the actual weekday and ] o ]
Saturday averages, the result would be a very slight six Telemarketing This is outsourced, and provides about

day daily average growth per year for that three year 40% of total solicited orders. Their sales offer varies.

Home delivery marketing Campbell described the home
delivery marketing operation as having become more
intense in the last two years, as start pressure has been
increased to continue producing growth.

period. Currently, they are using a 25% discount for a 13 week
order.

Scott was joined in the interview by Chad Campbell, ) ] )

Circulation Sales and Operations Manager. Together they ~ Kiosk sales Also outsourced, this source provides about

described their marketing programs and basic operation. 30% of total orders. This program does a good job of

hitting newcomers, Campbell said. Subscriptions are all
paid for at the time of sale, and some discounting is
used along with gift certificates to the host retailer.

Bloomington is both a college town and the home base
for State Farm Insurance. Scott estimates that city zone
households are growing from 2% to 3% per year, while

population beyond the city zone is static. 7he Direct marketing This provides another 25% of their
Pantagraphhas no direct daily newspaper competition solicited order_s. It |_ncludes direct mail and inserts
except for all around the edges of its market. (FSIs) placed into single copy newspapers.

This newspaper still has many youth carriers. About one- The FSls are usually done on Sunday and one

third of city zone carriers are youths, they said, as are weekday each week. The Sunday FSI is aimed at female
about half of the carriers in the state area. Scott said readers, since they buy the majority of Sunday's single
that 75% of their carriers have been on route for two copies. The daily piece is directed more at male readers
years or longer. (sports, etc.). They typically offer about a 25% dis-
Pricing. Their pricing is reasonably aggressive, with a count.

$4.35 per week basic seven day home delivery price. Their direct mail, which is being done all the time, yields
That would equate to about $18.85 per month. All slightly over a 1% return, Campbell said, but one mail-
subscribers are office pay, being billed at 8, 13, 26, or 52 ing last year to former subscribers produced almost a
week intervals. The 52 week rate is simply the weekly 4% return. Offers are targeted to the database being
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Spotlight on growth...

Ronald C. Ander:

used. Some of those specific data base groups are
newcomers, former subscribers, and specific
demographically selected zip codes.

Carriers They produce just under 5% of total solicited
orders. Carriers are typically paid about $20 for selling a
new paid 13 week order.

Retention Retention marketing is critical to their success.
Scott and Campbell said that some of their best progress
is in that area, with revamped invoicing, improved
verification, and more. Their current annual churn rate is
about 29%, having formerly been at 40%.

Good service is a key part of their subscriber retention
effort. Their complaints per 1000 deliveries ratios are
about 1.2 daily and 2.5 Sunday, or about 1.5 overall.

Subscribers are given a 35 day grace period, reduced
from the 45 days used previously. First renewal material
is mailed to subscribers 28 days prior to expiration.

Much activity happens during the grace period, to include
calls from customer service reps and district managers.
The DMs save about 5% of those who are in their final
week of grace. Also, a sticky note is affixed to the
subscriber's final issue, and a salesoriented post card is
mailed to them three days prior to the stop date.

Product Scott described their newspaper product as
being "critical to our success." He described their new
publisher as having brought Circulation, Editorial, and
Marketing together into an "Audience Development
Team." Folks from these three departments work closely
in frequent meetings, "to insure that we are all on the
same page." They cited one major specific success story
from this team as being a gain of over 300 subscribers in
one small town in their state area. "The product has a
strong local emphasis,” Scott said.

Single copy sales Their single copy operation is managed
by a single copy manager and a merchandiser.

Promotion is constant, they said. Sunday single copy is
13% of total circulation and has remained steady, they
said. One key to Sunday success is their 99 cent
program. Every Sunday, twelve "big box" grocery
markets sell The Pantagraphfor 99 cents. This has
resulted in better merchandising, multi displays, and a
better presence in those key outlets.

Other They have some third party sales, mostly through
hotels and hospitals.
Scott also cited their
"excellent NIE program.”
It is fully funded through
about $60,000 that is
raised each year from
sponsors, vacation stop
donations, subscriber
contributions, and more.
NIE represents about
7% of daily circulation,
Scott said.

The Pantagraph
Staff Report from BLOOMINGTON

The combined market reach of The Pantagraph and
its Web site has increased, as has the newspaper's
circulation and market penetration, according to
recent studies by two independent research firms.

Together, the newspaper and Web Site combine to
reach 84% of adults in The Pantagraph's market.

That is up from 77.6% from last year, based on
audience studies by Wilkerson & Associates. The
studies measured sevenday reach of newspapers
and their online sites from January to June in 2007
and 2008.

This trend is seen across Lee's properties: Combined
reach of Lee newspapers and their online sites grew
from 66 percent of all adults in 2007 to 71 percent in
2008, according to the studies.

The research: Average weekday readership of The
Pantagraph rose from 50% last year to 53% in 2008
while average Sunday readership jumped from 56%
to 64%.

The Pantagraphés paid cijJcul

based on an annual report released by the Audit
Bureau of Circulation.

The Pantagraph's daily circulation stands at 47,188,
up slightly compared with March 2007, said
Circulation Director Bob Scott. Sunday's circulation is
50,272, also up from the same period a year ago.

The Pantagraph's newspaper's market penetration,
also is up, said Scott. Market penetration in the
newspaper's primary market area of McLean County
rose to 53% Monday through Saturday and to 57%
on Sunday. That compares to 51% and 54%, in
2006, said Scott.
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The gift that keeps on
giving-AlLL YEAR LONG.
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The Donald

Broward Palm Bea
New Times

You're Fired!

Crossing the Donald

As told to Edmund Newton

The fate of one New Timessidewalk distribution box
doesn't amount to a hill of beans in this cockeyed world of
ours. It's there one minute & on the sidewalk in front of
Donald Trump 's brand-new Trump International Hotel &
Tower on A1Ad and gone the next. Mysteriouslygone.
But so what? It was just another one of those abused
metal boxes that passersby kick, bump their cars into, or
sometimes use for its intended purpose 0 to pick up a
copy of the latest issue of this newspaper. Its absence
meant 40 or 50 people wouldn't get the paper. Big deal,
right?

Still, when circulation director Chris Terrell noticed the
empty space on the sidewalk two weeks ago, he had to
stop to investigate. It was his job. And he has a big stake
in the 50 or so circulation boxes on Fort Lauderdale
streets. The city just put new regulations in place
requiring, among a lot of other things, new black boxes
(you probably remember the red ones) and a $125
licensing fee for each location. You see, New Timesis
investedin Fort Lauderdale.

Terrell started poking around Trump's building site, where
298 "ultra-luxury" apartments will be available for
occupancy some time next year. He lifted the lid of a
construction Dumpster, and there lay the box. Like a
corpse. Not only had it been torn from its moorings but its
display window had been smashed, and there were
hammer dents on its side. It was slathered with drippy
white plaster and covered with construction debris.

Workers on the site told the aghast Terrell that the
person to talk to about the box was Mick Fournier
project executive for the Trump Organization. "Mick's
the man to speak to," said a man in the general
contractor's office.

Terrell couldn't find Fournier, but a man in the Trump
office questioned whether any newspaper had a right
to place a box in front of the Trump project. "Go
ahead, get the attorneys involved," he said to Terrell.
"We've got a gang of them." Terrell did contact New
Times legal counsel, and he filed a police report.

There was much the same reaction from project
executive Fournier himself the next day. In a
telephone conversation, he told Terrell, "Listen, we
don't want it there. It's unacceptable to us. We don't
want a box in front of our $200 million project.”

Terrell pointed out that the box was on a city
sidewalk at a location that had been approved by
Code Enforcement.

Of course, this is no ordinary hotelier that New Times
is dealing with here. This is the dude with the most
celebrated comb-over in civilization. The Donald is not
used to being impeded by mere city ordinances or by
snippy newspapers unimpressed by his celebrity heft.
So it came as no surprise to Tailpipe when he learned
that Fournier complained to Fort Lauderdale's Code
Enforcement Office, saying there should be an
exception to the policy of newspaper distribution.
'‘Cause it's like, you know, 7rump!

The 'Pipe is also proud to say that code enforcement
officer Deborah Hernandez  reportedly reaffirmed
city policy (New Times box was on city property and,
as such, Trump's minions had no right to remove it).
This old car part would like to point out that there are
also constitutional issues here (the First Amendment
guarantees freedom of the press), making Terrell's
battle all the more important.

As of now, there's a new box in front of the Trump
site (with a notice that its theft will be prosecuted to
the full extent of the law), and New Timesissued a
demand that the Trump organization reimburse the
newspaper for $660.40. This, in fact, is cheap,
representing just the cost of a new box. It doesn't
count the expense of re-bolting a new box to the
sidewalk and the loss of revenue from lack of
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Postal Changes

Max Heath

Next-day paperwork submission
gained for newspaper mail
dropped overnight

Newspapers are reporting a flurry of
problems from enforcement of new
Postal Service Business Mail Acceptance
guidelines that instruct all post offices
accepting mail to ensure that postage
statements are presented with the mail
drop.

That causes problems for many papers,
weekly and daily, who print at night
and drop on postal docks when the
offices are closed. Previously,
newspapers were allowed to measure
and mark the newspaper for lineage
and advertising percentage
computati on, and
editions with supplements, the day
after the night -time drop and take it to
the post office.

The Post al
the SarbanesOxley Act, commonly
referred to as
of this policy change. The financial
reporting requirements passed by
Congress to improve control over
business entities created pressure on
USPS to ensure that there is no such
thing as fAbypass
postage payment and verification. That
stance threatens the long-time
understanding between post offices and
their most loyal, local customers to
allow a postage statement to be
brought over the next business day.

The National Newspaper Association,
which | represent as postal chair, has
long been handling occasional
complaints on past attempts to enforce
mailing statement submission with the
newspaper drop. We had been able to
convince postmasters to relent with the
help of e-mails going back to 1999 from
Jerry Lease, USPS Mailing Standards
Periodicals specialist. He stated that so
long as the newspaper had money in its
deposit account, he saw no reason why
next-day submission of a mailing

we

Servicebd

i SOX

ma il

statement was not logical for overnight
drops of newspapers.

Working with Mr. Lease and a
counterpart in USPS HQ Business Mail
Acceptance (BMA), Cher RuppRuggeri,
and Bob Galaher, Manager of BMA, his
department agreed to institutionalize
the informal opinions that had been
granted to NNA members the past nine
years.

This policy statement was sent to BMA
managers August 7, 2008 that will allow
Periodicals making mail drops overnight
or other times when the office is

icBddg-t he paperos

AfPostage on al/l
prepaid at the time of mailing,
with limited exceptions. There is a
SimittPeRBptidn e W1t h
sensitive Periodicals mailings
'd&oslted at thd Bost Hfc8 &t
mailing during late night or early
morning hours, often referred to as
overnight drops. For these
Periodicals mailings, it is
permissible for the publisher to

Imak anbPeinigl drdp Ss9oAdag S
the mailer has sufficient funds in
an advance deposit account to
ensure that a negative balance is
not incurred. The postage
statement and marked copy, if
applicable, must be submitted
later that same business day

the next business day following a
weekend or holiday closing - and
entered into PostalOne!

immediately, when applicable, to
ensure postage is properly

collected and reported.

- or

ABME managers
may permit overnight drops if
tracking procedures are in place to
ensure that the related postage
statement and marked copy, if
applicable, are received. BME

or

to ensure that the related

postage statement and marked
copy, if applicable, are

received. BME managers or
postmasters must also make
arrangements with publishers to
ensure that a monthly random in -
depth verification is performed

on each publication that arrives

via overnight drop (e.g.,

verification on site or arrival at a
USPS facility).o

The policy will also be contained in a
redraft of DM-1 0 9 , t he

ma i lintefR4 BMA hh8bodk U ! | Y

Newspapers with Central Account
Payment System (CAPS) are also
considered to have money in their

C a u s eaccount since payment is always

avail able via debit

account.

NNA has asked BMA to extend this
policy to Standard Mail shoppers
dropped on the same overnight
schedule, since they have similar
production schedules. While they are
not required to be measured, the final
weight is often not available. Unlike
Periodicals, a complete total weight
and presort verification is required on
a Standard Mail product each issue.

In situations where the newspaper
has no staff available, such as
Saturday, but the post office is
accepting mail,
agreed to allow submission of a 3541
with estimated weight and ad
percentage with the mailing, with

p o understadding that the final, adjusted

paperwork, to come by noon the next
day. This practice has also been
approved for a newspaper that is
being mailed and dropped just in time
to make the outbound mail truck

Post al

t

BMAGSs
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to the Sectional Center Facility, but without time for

paperwork to be finalized. An estimated ad percentage and

. . _the Permit Indicia_ box. When you do that, you need to
wel g ht can be submi .t ted on a ndgetjﬂrgbrgéfdﬂioniﬁ sﬂﬁgl‘, to %hﬁle?t'e the ﬁr&ess.
mailing, and then corrected the next day with marked copy

submitted along with corrected postage statement. 1. A return address must be placed in the upper left cor-
ner of th%%dpresg side or addressir)g area so thatt postal

iPeriodical s s bmitted during cRRskhO& wherd 6 Zehd e Addfes ‘ér?ar?gg noficc. © €
hours must be accompanied by a postage statement and

mar ked copy;Rugsggeird . RumBput, dif 2.8 chepakdaxenghe front page of Standard Mail Post-

Servi ce En ddies SanvieaRequésted bel ow

statement with a precise advertising percentage cannot be age Statement 3602-R must be completed. Under

provided, an estimated advertising percentage equal to the AMailingo section, justleaderbove t he
highest advertising percentage for the last 30 days will be iMove Update Methodd and check t

acceptable,d she said. fAThe mairAknecd Icloapryy asnedr vai qeo searmdy®@r sement . O

statement claiming the correct advertising is to be presented

sy 12 woon on the next bustne gL ISR UpR ey
may enter the original in PostalOne! and then reverse the P y Py

charges and enter the updated statement upon receipt. ally up date y our_f//es, using the ac_i(_jress chang_e_ notice
received, and prior to the next mailing after notified.

[fice

LMCIS readers should contact me with questions applicable to
similar situations.

Mandatory Intelligent Mail Barcode
delayed to May 2011

Move Upadate method must be checked in box on
3602 -R Postage Statement

PRSRT STD
The Postal Service has granted mailers yet another year ECR-WSH
exemption from mandatory use of its new Intelligent Malil U.S. POSTAGE PAID
Barcode (IMB) on address and container labels, set for PERMIT NO. XX
implementation in May 2009. The announcement was made SHELBYVILLE. KY 40065

at the a meeting of the Mailers Technical Advisory Committee
(MTAC) in Washington, DC August 6.

Discount pricing will be offered, but not until fall 2009. It
appears that with the deteriorating financial status of USPS,
and the fact that some companies have already made
substantial investment in IMB implementation, USPS thought
it could save the money for discount pricing. That reversal of
previous promises did not set well with the mailing industry,
which had been promised full-service IMB prices that are
lower than the basic-service IMB and POSTNET prices. They
will now get them, but about five months later than first POSTALONE! MANUAL ENTRY STILL OPTIONAL
promised. Rate recommendations will be made to the Postal
Rate Commission in February 2009, with an inflation-based
hike in May 2009.

Address Service Requested

Some postmasters are encouraging newspapers to enter
their weekly postage statements via the electronic Posta-
/One! internal postal computer system. That shifts the data

| recommend that newspapers wait until IMB prices are entry from postal clerks to the newspaper staff. Each quar-
finalized before making a decision on whether to implement. terly MTAC visit, | check with Business Mail Acceptance to
Printers generally used by community newspapers are not yet confirm that no one can be forced to use PostalOne/That is
able to print the more complex IMB, as well as many older - still the case. Software firms serving newspapers should
model ink-jetting machines used in plants with in -line mailing develop an electronic transmission option offered by USPS
operations. And the extension of the current POSTNET code called Mail. XML (formerly Web Services). Encourage your
until May 2011 gives newspapers more breathing room to vendor to provide that service, which will allow electronic
work with software vendors and printer manufacturers to get sending of postage statements and USPS Quialification Re-
up to speed for at least the basic level of IMB. ports.

MOVE UPDATE FOR STANDARD MAIL: Max Heath, NNA postal chair, is semiretired postal consultant
ADDITIONAL INFORMATION TO COMPLY for Landmark Community Newspapers, Inc., Shelbyville, KY.

| want to reiterate some items on this subject covered in my E-mail maxheath@ilcni.com

last column. | recommended complying with the Nov. 23,

2008 Move Update requirement being added for Standard

Mail using the Ancillary

LEARNing More Circulation | dea Ser vi daeember2008 —



mailto:maxheath@lcni.com

USPS

Max Heath

United States Postal Service Post Office: Note Mail Arrival Date & Time
Postage Statement — Standard Mail
Permit Holder's Name and Address and Telephone Name and Address Telephane Name and Address of Individual or
Email Address, If Any of Mailing Agent Organization for Which Mailing |s Prepared
[if other than pemit holder) (I other than permit holder)
|
L
O
2
CAPS Cust Ref No.
Customer No. Customer No. Customer No.
Post Office Processing Categary Mailing Date Federal Agency Cost Code | Statement Seq. No. |MNp. and type of Containers
of Mailing [J Leters [ CMM )
—— O Fas [ wem - - - - _ Sacks
tofad Total P
'Pl'z:::ofe DPeml Imprint [] Parcels - Machinable Weight of a Single Piece otal Fieces 1t Latter Trays
% [Jprecanceled Stamps H Parcels - Irequiar 0 2H LetierTrays
[=)] Letters - Paid as NFMs pounds -
—_— EMM Letter Tra:
= [t [] ECR Letters - Paid 3s ECR Fats —= ¥
= Flat Trays
g Permit # For Mail Enclosed within Anather Class D Periodicals If Sacked, Based on Total Weight Pallets
[ Bound Printed Matter[ ] Library Mal [] Media Mail (] Parcel Post | [] 125 pes [] 151bs. [ bath __ Other
For Automation Price Pieces, Enter Date of Address | For Enhanced Carrier Route Price Pieces, Enter Date of For Enhanced Camier Route Price Pieces, Enter Date of
Matching and Coding Address Matching and Coding Carrier Route Sequencing
I S S I S S I I -
Move Update method:
Ancillary service endorsement |:| FAS Tforward |:| neoabink |:| ACS |:| Alternative method |:| Multiple
Parts Completed  (Select all that apply) DA |:| B DC DD DE DF DG D H |:| | D‘J |:| K |:| LDS
Total Postage (Add parts tofals)
Price at Which Postage Affixed (Check one) _ .
g [coreet  [Jiowest  [Meither pExs____ P051age Affixed
1]
..[3 Net Postage Due  (Subtract postage affived from total postage)
ch For USPS Use Only: Additional Pestage Payment  (State reason)
For postage afiixed add additional payments fo net posiage due; . .
Ty o e e Total Adjusted Postage Affixed
PR T MRl T TR Total Adjusted Postage Permit Imprint
(Permit Imprint Oniy)
The mailer's signature ceriffies acceptance of liability for and agreement to pay any revenue deficiencies assessed on this mailing, subject to appeal. If an
agent signs this form, the agent certifies that he or she is authorized to sign on behalf of the mailer, and that the mailer is bound by the certification and
5 agrees to pay any deficiencies. In addttion, agents may be liable for any deficiencies resulting from matters within their responsibility, knowledge, or control.
-= | The mailer hereby certifies that all information fumished on this form is accurate, fruthful, and complete; that the mail and the supporting documentation
@ | comply with all postal standards and that the mailing qualifies for the rates and fees claimed; and that the mailing does not contain any matter prohibited by
.‘9_ law or postal regulation. | understand that anyone who fumishes false or misleading information on this form or who omits information requested on this form
T | may be subject to ciminal and/or civil penafties, including fines and imprisonment.
8 Privacy Notice: For information regarding our Privacy Policy visit www. usps.com.
Signature of Mailer or Agent Printed Mame of Mailer or Agent Signing Form Telephane
Weight of a Single Piecs Are postage figures at left adjusted from ¥, Y
0 mailer's entries? If "Yes" state reason. l:l & D °
e pounds
Total Pieces Total Weight
2
5 Tolal Postage Round Stamp _(Required)
g Presort Verification Performed? (Check one)
217
Yes D No
0
[L | | CERTIFY that this mailing has been inspected
() | conceming: (1) eligibility for postage rates claimed;
) | (2) proper preparation {and presort where required); _ _
(3) proper completion of postage statement; and Date Mailer Notified Contact By (Initials)
(4) payment of annual fee (if required).
Verifying Employee’s Signature Print Verifying Employes's Name Time AM
PM

PS Fom 3602-R1, May 2008 (Page 1 of 11} PSN 7530-07-000-6209

This form and mailing standards available on Postal Explorer at pe.usps.com.
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Single Copy Rate Increase

What does success
look like at

|
It looks like the final four months of 2008 and into 2009 These six items should cause one to ask how will we know
will see most daily newspapers raise their single copy rates what success is when we raise the price to $.75.
to $.75. The reason for this move is the current economic My thought is if you only lose 27 -30% of your daily single
situation coupled with declining ad revenue and increasing copy sales your price change would be a success. You
newsprint costs have forced daily newspapers to pull the must keep in mind in a three year old NAA study only
retail pricing lever. 16% of those polled said A$.75 wa

Using NAAds 2007 CircuIation?,ﬁﬁ.bi¥,n%Peﬁiﬂ?"ed?n@g"@eﬂle@&v?sc, i at
the end of 2006 daily single copy represented 16.8% of a significantly larger news hole and ad volume than we
total circul ati omhisidawday to EFPI®ay . o

significantly from the 2003 report that showed single copy Newspapers that raise their price might want to consider
being at 21.9%. In 1999, the first year NAA issued this these five tactics to help you through this pricing change:
report daily single copy was 15.7% of the daily total. This 1. Renew and expand your relationship with all your

is of course before newspapers ramped up their retalil dealer partners.

partnerships with OTC locations. If by the end of 2009 2. Make sure all store furniture is first class and up to

most daily papers are selling for $.75 and all national date.

papers priced at least $1.00 or more: what percentage will 3 Make sure all your racks represent your brand and are in
daily single copy be of the total daily circulation? good working order.

4. Make sure you are allocating space to promote dealers,
dealer contests, and forward promotion to drive single
copy sales during this price change.

5. Make sure all copies to your single copy outlets are
complete papers and delivered on time each day.

When attempting to answer this question one must keep in
mind several items:

1. Never has there been more competition for news and
information than we currently experience.

2. Never has there been a more significant decrease in

news and advertising content in daily newspapers than we While this price change is clearly a move made by

see today and tomorrow. newspapers out of economic necessity never has the

3. Never has the consumer been put on so much economic  demand on single copy operations been more

di stress t othgnwesdee iritheeear 2008.0 critical. Keeping losses at a minimum is the only way to

4. Never has the reading public especially those under the keep score during this critical time. If single copy is not
age of 32 felt so fAnot r epr e eperatingeatpeak ievel the h6e8% dadyrsingtertcdapy of | oc a l
daily newspapers. represents could be down to 12% or less by the end of

5. Never has there been so much economic turbulence in 2009. The most fearful part of this potential loss is that
world economies than we have see starting in October of very few defectors would migrate to our home delivery
2008. base. Promotion and operational excellence coupled with a
6. No daily newspaper has every recovered their single first class working relationship with news is no longer a
copy volume at the $.50 price compared to sales at $.25 good thought but necessary everyday if this $.75 price

and $.35 price points. change is going to be successful.
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Leadership

Frank Mastromar
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ol d
take care of your newspaper carriers and
treat them well, you will reap many rewards

circulation s

in this business. o |
that advice during my days as a district
manager and later on as a circulation
manager. It didnoét t
out that the most important aspect of being
a district manager was leadership. | learned
that if you responded to their needs and
treated them fairly, they would go to the

a

a

ﬁTake Good Care of Your

Seal_ Carriers...
And they will take care of YOU!

CARRIER

RECOGNITION
AWARDS

Key Points

newspaper carriers.

moon for you. Did you notice | said fAse
As one that had moved around a lot and fRespond to -Erhartréis_eﬁﬁ/v they referred
managed circulation departments P newspapers in the Washington, D.C. area.

throughout the country, | can tell you that In some parts of the country, I learned

newspaper carriers are the same in Tucson, | q Treat them fairly and | * hat newspaper carriers f
Arizona as they are in Trenton, New Jersey. you will reap rewards newspapers, or they fpass
Newspaper carriers in Fort Myers, Florida and in some cases, they fi
and Elmira, New York get up early every q Carriers are the same | Newspapers. Every time | told someone .
morning and deliver newspapers to their all across the country | L@t | used to fiserveo ne
customers every day. The only difference is was a kid they would look at me like I was

that carriers in certain parts of the country q Fair, Firm and from outer space or something.

have to overcome obstacles brought on by Friendly It didnét take me |l ong to
inclement weather. Never the less, if they a newspaper route gave me some

are treated fairly they will come through for 1 If you respect them, spending money and also gave me the

you. they will respect you opportunity to win valuable prizes. My first

| can remember when the majority of bicycle came from procuring new

newspaper carriers in this country were 1 Be honest, they can subscriptions for the newspaper. | even

what we called youth carriers. Those were spot a phony won a wagon and a sled through my sales

the good old days. When | was a kid _ _ efforts. All I had to do was solicit people on

growing up in Washington, D.C., some of T Adult carriers will my route that didnot Atak
my fondest memories were the times | respond to good What a great job.

spent as a newspaper carrier. My dad, who leadership just like And | can remember all of my district

worked for a newspaper, passed away when | youth carriers managers like it was yesterday. They

| was seven years old and | was the second always wore a shirt and tie and were very

oldest of six children, which meant we 1 Get to know them on | professional. To say | looked up to them

werendét the richest f| aone-to-one basis would be an understatement. Even the

neighborhood. district managers that brought the

As soon as | was ol d |TThebetterwetreat | newgpgpers to you in a truck were dressed
newspapers, | jumped at the opportunity to them the better job in a shirt and tie. 1t0ds
get a route. Before long, | was delivering a they will do. that stick out in your memory.

route in the morning for one newspaper and . . | didnét know it at the t
another route in the afternoon for another. l Carrlers are n were, to a man, great leaders. And, each

In those days we had the Washington Post business for one and every one of them led by example and

the Washington Times-Herald, the reasoneée To| #ad & of the carriers in the same way.

Washington Evening Starand the money I guess thatdéds why | r eme
Washington Daily News, and they all needed
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Management Tips

so vividly, they made quite an impression on a young man
growing up.

My first district manager
saleso in the evening. We
times a week and | can remember how much | looked
forward to it. He would pick four or six of us up and we
would fAworko one of his rou
subscriptions. He would put us out in pairs and come back
to check on us periodically to see how we were doing. He
would constantly encourage us to get more sales and tried
all kinds of motivational techniques to get us excited.

w

At the end of the evening he would treat us to some ice
cream or fAchips and a sodabo
jumped at every chance to d

Little did | realize what a lasting impact these district
managers would have on my |
much | had learned from them. As things turned out, |
ended up making a career out of newspaper circulation
wor ké and | oved every minut

My first district manager job was as a suburban district
manager for an afternoon newspaper in New Jersey. My
district was in a growing suburb, so | was able to practice
all the things | learned as a newspaper carrier and put
them to work for me. | treated my carriers in the way in
which | liked to be treated and things work out very well.
It was in this first district manager job that | developed
my management mantraéwhi
Iltds been that way ever

ch
sin
Like | said earlier, newspaper carriers are all alike, no
matter where you go. If you respect them, they will

respect you. They can spot a phony in a New York

minute. Be honest with them and treat them fairly and

they will work their butts off for you.

Nowadays almost all of the newspaper carriers are of the
adult variety, but they respond to good leadership just like
the youth carriers did. Get to know them on a one -to-one
basis. Be quick to respond to their needs and get back to
them when they have questions concerning their routes.
In this time of financial uncertainty and rising fuel prices it
is very important that district managers are user -friendly
when it comes to managing their newspaper carriers.

Todayds newspaper carriers
reasoné they need the money
better we treat them, the better job they will do. The old
circulation sage was right on as far as | was concerned. |
practiced his advice and it worked wonders for me.

See yo6all next month
Frank P. Mastromarino

Newspaper. Circulation Consultant

710.Three Wood Drive Fayetteville, NC 28312

(910) 321-7371 mastro@nc.rr.com

HOW TO WRITE A BETTER MEMO by Brian Konradt

Size doesndét matter. Such is
amazing how one short document can be such a huge pain?
Memos are an overlooked office document. We assume the
least amount of words on a sheet of paper makes it least
important. How wrong we are. Memos are as important as a
ten-page business letter autographed by Brad Pitt. A poorly
written memo can be irritating to readers (who really just

want to get back to work) and damaging to the sender (who
has no idea how he or she managed to come off sounding so
careless). Learning to write concise and effective memos is a
skill vital to any business person. The following tips show you
how to construct a formidable, readable memo.

BE SHORT, BUT SWEET

The most common problem with memos is their length.
Regardless of the topic, a memo should never be more than
two pages; any longer and the document begins to be report -
l'ike. And unless youdre repr
department, thereds no reaso
it short, be polite and get to the point as quickly as possible.
STAY AWAY FROM THE CLICHE

Overused phrases | i ke fAWeore
and APl ease dondét hesitate t
theydre vaguely heartless. U
your readers that you simply
di fferently or be remotely p
this...o0o or AGive me a call

these people -- act like it!

MAKE THE POINT IMMEDIATELY

Instead of discussing a problem at length before ending with

a vague conclusion as to what you need from the reader, get
to the point in the first sentence. Your readers will be more

|l i kely to keep reading if th
of them.

FOCUS ON THE PEOPLE

Avoid using passive verbs; and avoid sentences that rarely
include a pronoun. Keep your memo focused on both the
reader and yourself by wusing
more direct and personal and makes the reader feel as if
youdre with them, not
KEEP IT CONVERSATIONAL

Strive to write as you talk, or at least as closely as possible
Use short sentences, familiar words and contractions. Try
reading your memo out loud after writing; does it sound like
you? Would you actually say these things? If not, revise until
youbve got the closest appro
from the reader with wordy sentences.

MAKE YOUR NEEDS SPECIFIC

What do you need from the reader? When and how do you
need it? Make sure to close your memo with a summary of
the points, but also be as specific as possible about what
exactly you want; never leave the reader guessing. If you
need a response via email by 2pm, say just that. And be as
polite as possible here; nothing turns off a reader more than
being yelled at for a response.

© B. Konradlt
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Management Tips Jerry Bellune
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Leaders

develop
followings... ‘B =

Photo Andy Learn

When | was a "little merchant” delivering newspapers years  ag sales trainer Jeffrey Gitomer said, "Customer

ago, one of the first lessons | learned was to throw my satisfaction is worthless. Customer loyalty is priceless."
rolled copies onto front porches.

] o Tom Peters said, "if you are cus
Most of the route was pre-dawn, particularly in winter. ahead of 98% of the other businesses because they are
One of my customers called my mother to say that she did not". Time Magazine reported that "the #1 marketing
not get her paper. strategy for businesses and organizations now and in the

future will be directly related to the quality of that

| was certain that | had delivered to every customer on my . . ~ .
organi zationds customer service.

route. But with 15 minutes to spare before school started, |
rode my bike to her house and took her a paper. In fact, a survey by the U.S. Chamber of Commerce on

She thanked me and | apologized for the late delivery. why people give up on us found that:

1% die, 3% move away and 5% develop other

As | was leaving, | spotted her copy in a bush. In the dark, friendships.

my aim had not been accurate.
9% leave for competitive reasons and 14% are dissatisfied

| vowed never to make that mistak in. . .
owed never to make that mistake aga with the product or service.

At Christmas, this customer gave me $10.

68% quit buying from you because of an attitude of
$10 back then was worth 10

ihdift€réncetotvard thein byahe owM& brimAnadero d 2 Y -

—

She never knew | threw her paper in a bush. Todayds customers have multiple
What she knew was that | brought the paper right away. spend their money. Although price is important, lack of
service will determine whether they go to your

She never missed her paper again. competition.

She learned that she could depend on me. . L .
Exceptional customer service is the only way we can build

Watch what you say and  do loyal, long-lasting relationships.

As leaders, everything we do and say is watched carefully Can you meet this standard?
by our customers. Some of them are our colleagues,
superiors and subordinates. Others are the people who
keep us in business.

When potential customers d internal colleagues or
external subscribers and single copy buyersd decide if

they want to work with you or buy from you they wonder
Never forget that. We are constantly judged by our words about three things.

and our actions & or lack of action. 1. Can I trust you?

Strong leaders develop a following. People know they can
be trusted. People know that their leaders care about them
and their mission. They know they will do what they say. 3. Can | count on you?

Keep them happy for life Do you and your staff meet this standard? Can you say
with certainty that your customers will answer "yes" to all
three of these questions?

2. Do you care about me?

Our friend Arnold Sanow, president of the Business Source,
is convinced that the only way to differentiate yourself from ) _ _
the competition is by building a following among all of your ~ Relationships of trust are built on these three key

customers. strategies:

We must think of our relations with our customers as a 1. Treat people the way they want to be treated.

lifelong pursuit. Everyone is different. To persuade, motivate and influence
We cannot afford to take them for granted. We must anyone and have them sing our praises, we must

commit to keeping them happy for life. understand what
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Leadership Tips

is important to them. As Stephen Covey said, we must November Takeaway Thoug ht. A

understand others before we can expect them to

understand us. leader should always ask for help

| didnoét understand this whewWhedrarittd sutOoibhvda0disSs Buth a
quickly learned that it did not matter what | had to sell. wron Failure to do so causes

What mattered was what the prospect was prepared to g. .

buy. If I could supply it, we were going to do business everyone affected to perceive a

together. If not, | was wasting their time and mine. "chi nk™" i n t he | eader

2. Give them what they want, when they want it :
and how they want it observes our webmaster Jim

The Raymond James investment banking firm lets you Howard, a retired military man and

manage the relationship with them. You can go into your Vietham veteran.
account on the Internet at your convenience and make all

the changes you wish. Think about a subordinate,

Ski Liberty in Pennsylvania increased its business by com petitor or associate who

making lift tickets available when skiers wanted them "ot "

instead of a set time when they had to use them. If you purposely looks for “chinks" and

buy a Ski Liberty 1ift ti ckeUS@stth@mI@negainem'mcﬂgencer a full
hours. Most ski slope have half and full day tickets. Come . .

late you lose that time. others. A leader who fails to include

One company which ignored rule #2, went out of business  Subordinates in the problem-solving
by developing a mousetrap that would last 20 years. What process causes everyone to lose

customers wanted was a mousetrap they could throw out . . . .
with the mouse. P confidence in his or her leadership

...... abilities. | tdés best

straightforward and get the

"Master Motivator" author Joe Batten problems out into the light of day.
advises: And the sooner, the better.

1. Ask before you tell.

2. Listen before you talk. ©2008 The Bellune Company, Inc.

Jerry Bellune and his family own and
operate a nhewspaper publishing company
in South Carolina. He conducts cost control
3. Always connect with your customers. workshops for publishers and circulation
People want person-to-person contact with those they buy executives. For more on leadership and

from. They want to feel that they connected with you. o :
They want to be listened to and to feel you care. best newspaper publishing practices, go to

One of our clients complained to us the other evening that ~ Www.JerryBellune.com.
he had invested $10 million in a new senior living center in
our town and a developer with property next door put his
"For Sale" sign up where peo
sign. When he complained to town officials, all they said
was "Wedll look into it."

3. Relate after you listen.

ur clientéos

That was two weeks ago and

he has not heard back. How

do you think he feels about local officials and their level of
concern for him and his $10 million investment?

In a recent USA Today poll, many respondents said that
they dondét plan to buy anythi
A major reason for their hesitancy is the lack of person-to-
person contact.

Do you have a great trust-building story we could share S
with other Learning More Circulation Idea Service readers? ! ;r.c_,ugﬁon:ldga
Please send it to me Jerry@jerrybellune.com
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Keith Foutz
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- for failure

-
This is the final article of the year for me but | look
forward to a prosperous 09.

I have spoken every other month on various topics that
have been tried and proven methods of success for
driving circulation. This month | would like to share with
you some of the things | have learned over the past 30
years as what not to do.

So, attempt to avoid the scenarios listed below at all
cost.

Dondét be reactive

Being reactive instead of proactive almost always has
you behind the eight ball
commonly to a negative situation(s) and usually with a
certain degree of urgency. Common traits for a reactive
individual are not communicating properly and
thoroughly; Delegating tasks and then not following
through; finally, not being patient enough to spend the
time necessary for adequate implementation, monitoring
and changing if necessary

Dondét be defensive,

Being defensive is not a positive attribute to have
associated with you or your team. It can mean not
accepting responsibility
they should, to a fiwe hayv
type of an attitude. Basically a defensive individual is
reluctant to change or to accept change. They are quick
to accept praise but criticism, despite being constructive
and even accented with positive terminology is not well
accepted. I use my Kkidsbéo
person as being a finegat:i
gender.

Dondét think you have all

No matter how long we stay in this business, there is
something to be learned everyday.

Whet her ités the net and
tailored to fit your market, we are only limited by our
own creativity.

I have an older brother Fred, who is ten years my senior
and who gave me my start in the newspaper business.
When we talk about various newspaper topics, he
usually reminds me that he has forgotten more than |
currently know. That may be true but as | constantly
remind him, at his age, he forgets a lot frequently while

Il 6m still young enough to

==

-
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Be Reactive
Be Defensive
Think you have all the answers
Be Complacent
Build Walls

that with you as ités i mportant
ve produceseagh and every dayignew gnd different thag o | ; ¢ g
the one we produced yesterday. How we present it to our
readers in headlines, pictures and graphics, distribution and
point of purchase is what separates us from the
unsuccessful media that surrounds us.

Wpoh o NIk L 04D ble e Ul the way

e al ways on t hi ayo
One of the worst things we can do is to Slt back and watch

and wonder what happens to our business. One of my
many philosophies has al ways bee
Regardless of the challenge, those individuals who are
t EYeGISTH! B"’\V%t@l syfraityengrained gnd that is {s fap wosg
v &0 gt pventry than o gry.andyt failg 'Eaveo V5 our
believed that you have to be aggressive in life. We are
either progressing or regressing and there is no room for
! Bueces? forSntiGiduais who sit back or are complacent. |
will also share that being overly aggressive can have
negative results as well. | WiII recaII applying fora C.D. job
c e 06s
P QNﬂ:e agwaeegvk l?WOUIJ caII or f|re of?a letter stating why§ gt ¢
was the right person for their opportunity. Needless to say,
they didndét offer me the positio
perceived as a nuisance. Still, | would rather be too
aggressive and proactive than to
attitude.

Dondét build wall s;

One of the many errors | made early on in my career was
thimking li could huild réadetshipewithout ang assistance s har e
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