
MCMA  

Helping Circulation 
Professionals Grow  

If I told you that in three days you could meet an entire 

network of people in the circulation business, learn 

hundreds of ideas and listen to key people in the world of 

newspapers speak, what price tag would you put on it? In 

my mind it is invaluable.  

As budgets get tighter, training seems to be one of the first 

things going out the window. However, without it you are 

bound to be stuck in the same rut.  

In April, Midwest Circulation Management Association 

(MCMA) held its annual conference in Rogers, Arkansas. 

I am lucky enough to have a Circulation Director who 

believes in training so I was able to attend. Among 

presenters were postal guru and LMCIS Columnist Max 

Heath, Audit Bureau of Circulations Chad Jeanette, USA 

Todayôs Newell Jensen, Zinser Law Firmôs Glenn Plosa 

and several other amazing presenters. Having the 

opportunity to hear these speakers and then have a chance 

to talk to them about your own papers concerns more than 

paid for the conference. It was a great learning experience 

for me. 

An important part of MCMAôs conference are the 

promotional awards. Member newspapers enter their 

promotions in several categories. Then at the conference 

banquet awards are handed out to the winners. Members 

of MCMA also receive a CD that has all of the entries on 

it. This yearôs CD has over 150 ideas for ways to increase 

your home delivery, single copy, NIE program and 

subscriber retention. Winners of the awards are marked on 

the CD with the award they won.  

When I returned from the conference we put together a 

promotion similar to the one that won best of show and 

received the highest return on a single copy promotion 

that we have seen this year. 

Another key part of the conference is the Hot Ideas 

Breakfast. About 15 ideas were presented at our breakfast 

and at least three we hope to implement within the year. A 

$100 cash prize was handed out to the person with the best 

idea. It is a wonderful opportunity to show off something 

your newspaper 

has done and 

gather ideas from 

others. 

Vendorama gives 

members a chance 

to meet with 

circulation 

vendors and 

discuss their new 

products or to see 

what they have  
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that you may need. Often times when 

you deal with a major company you 

simply have someone you talk to on the 

phone. The Vendorama gives you an 

opportunity to meet someone from the 

company you are receiving services from 

and perhaps learn something about their 

products that you didnôt know.  

Maybe the best part of these meetings is 

the networking with other circulation 

professionals. I got to meet and talk with 

so many top circulation people during 

the conference.  

I feel like I now have an entire network 

of people I can go to if I have a problem 

I am facing in my market.  

I left Rogers, Arkansas with a wealth of information and a complete 

network to back me up. The entire conference meeting was such a great 

learning experience. I am very grateful to the MCMA leadership for 

putting together such a great opportunity for me to learn and grow. I am 

also grateful to my boss and newspaper for giving me the opportunity to 

learn and grow.  

If you do not belong to an organization like MCMA management 

association I would certainly recommend joining and getting involved.  

 

EDITORôS Note: MCMA is one of the oldest and most active 

professional associations of newspaper circulation management personnel 

in the United States. They serve over 

100 newspapers in the eight-state 

area of Arkansas, Colorado, Kansas, 

Missouri, Nebraska, New Mexico, 

Oklahoma and Wyoming. The 2012 

marketing conference will be held in 

St. Louis, MO April 19-21, 2012. 
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We realized early this year that our economic climate wasnôt 

going to change in our market and that individuals were 

taking advantage more and more of coupons. With that in 

mind, we wanted to take full advantage and attempt to make 

lemonade out of these lemons. 

Our circulation team decided to begin utilizing a deal of the 

day program. We enlisted the assistance of our advertising 

department but quickly determined their focus needed to be 

elsewhere so instead of just allowing this program to fail 

before it even got started, our team took it upon themselves 

to make it work. That is one of the things that makes us 

different from some newspapers. When we hit obstacles, our 

first reaction is almost always, how can we still make this 

work?  

We did incorporate assistance from other departments that 

fall under my umbrella such as creative services and even our 

Production Manger as we always try to include others into 

our marketing strategies. We do so as we have found that 

some of the time we get too wrapped up in our individual 

tasks and goals and we simply canôt see the forest for the 

trees. So outside input is always welcomed and encouraged. 

With that stated, we quickly decided to meet as a small group 

and discuss how to make this work ourselves. 

Our initiative was to take our weakest single copy day, 

(Monday) and see what kind of interest we could instill that 

would translate into additional s.c. sales. Our secondary goal 

was to then turn these participating merchants into new 

advertisers and produce some incremental revenue on our ad 

side. The plan is/was simplistic, we would approach various  

local accounts that were not frequent advertisers 

and offer them a 3 x 5 ad on Monday that we 

would market in the following ways; 

¶ Tease on our Sunday front page, (using a 

skybox approach to show what a huge value/

attraction that is to a potential advertiser) 

¶ 3 x 5 ROP ad in Mondayôs edition, 
occasionally in color where feasible, (only if the 

page already had a paid color ad present) 

¶Email blasts alerting potential customers of 

ñMondayôs deal of the dayò;  Rack cards;  And finally testimonial ads 

based upon their individual results published as ROP ads. 

What we required in return was a substantial offer, minimum of 50%, 

a 3-4 week commitment and for them to require a print coupon be 

presented in order to be valid. We also requested the coupons be 

returned to us as we also requested email addresses on the coupon be 

completed in order to continue to build our email data base. 

What we quickly discovered was that the offer drove unbelievable 

traffic to the individual sponsor. We have experienced nothing short 

of remarkable results. I have taken the liberty of enclosing several 

copies of our actual offers along with several copies of testimonials 

we have been running. Our goal of improving single copy sales on  
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