
E D I T O R I A L  March 

I am excited to announce the 

addition of our newest 

circulation ñall starò member, 

Tony LeBlanc, from The 

Lethbridge Herald. I feel after 

you a look at this issue you 

will be as impressed with his 

work as we are.  Mr. Anderson 

spotlights The Lethbridge 

Herald and we have several of 

Tonyôs marketing pieces in our 

ñHot Ideaò section. Also you 

can read more about Tony on 

page 20.  

It is the time of year when 

circulation professionals from across the country come 

together to share ideas in several sectional 

conferences. These conferences are made up of hard 

working and dedicated professionals that receive no 

additional pay for taking on the huge task of putting 

together these meetings. We encourage you to invest 

in yourself and attend these meeting even if your 

company will not pay your way. The investment will 

more than pay for itself with what you will learn and 

the networking with other circulation professionals is 

invaluable.  

True story: We recently contacted a former subscriber 

to LMCIS about re-subscribing. The newspaper 

publisher we talked with was all about getting a free 

issue and passed the copy we sent on to her circulation 

staff. Two district managers called us after looking 

over their free issue the publisher sent. One wanted to 

order development material paying out of his own 

pocket and the other wanted a subscription sent to his 

home. We cut both a good deal. They obviously felt 

they could afford to invest in their development even 

if their company wouldn't.  They made an investment 

in their future. I am sure it will pay off for them 

ñdown the roadò.  

Regardless of how you develop staff, develop staff! 

Find the money. Invest in your staff. If your company 

will not invest in your development invest in yourself! 

Visit us online  at www.circulationidea.com 

 

Christie Learn 

Publisher 

LEARNing More  

Circulation Idea Service 

PS: Read this issue closely and you will learn how to get an 

excellent free book!  
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LET US HEAR FROM YOU!  
 

We are asking for your testimonials regarding 

LMCIS. Please share with us ways you have used 

our publication to be successful. Also, we would 

love to share your testimonials with readers and 

online so please send us your quote today. 

circulationidea@yahoo.com  
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HOT 

DOTS 

FOR ALL YOUR CIRCULATION NEEDS  

¶ Racks, Modular units and Wire 

¶ Hot Dots 

¶ Post and U-Bolts 

¶ Rain Flaps for Tubes 

¶ Tubes colors available Red, Black, Tan, 
Orange, White, Green, Blue and Yellow 

¶ Promotional Items 

G & V Campbell, INC  
¶  Full Service 

¶ 25-Years in Newspaper Supplies 
Business 

¶ Service, Quality and Integrity  
 
 
 Phone 706-484-1872 
 
 Fax 706-484-4768 

One of our test carriers said this about 

óThe Daily Scoopò. 

 
ñYes , I love it and no you canôt have it 

back!ò   

Prices 

 

1-4 ððð- 

$25.95 

 

 

5 Plus ðð- 

$22.95 

 

Call for orders of 

50 or more.   

www.gvcampbellinc.com 

Only from G&V Campbell Inc.  

706.484.1872 

A NEW quality 

product into a 

very reliable 

G&V Tube! 

 

 

Visit us online  

 
 

Extends from 

41 to 72 inches 
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Boyne City Newspaper Closes 

BOYNE CITY -- The Boyne City 

Citizen-Journal printed its last edition in 

January, ending a community tenure that 

extended for more than 120 years. The 

newspaper employed three with a 

circulation of 2,079.  

 

Greeneville Sun Adds Distribution of Knoxville 
Newspaper 
The Greeneville Sun will begin distributing the News 

Sentinel in Greene County beginning Sunday, Feb. 1, 

according to Sun General Manager Steven K. Harbison. 

Details of the distribution arrangement was recently worked 

out between Sun Director of Circulation Dale Long and 

Knoxville News Sentinel Circulation Director Jim Boyd. In 

Greene County, beginning on Sunday, Feb. 1, the Knoxville 

newspaper will be distributed by the Sun through the regular single-copy 

outlets in Greeneville, Mosheim and other parts of the county where it is 

currently sold. Home delivery will be offered by the Sun in areas of the 

county where it is economically feasible to do so, Harbison said. 

Source:www.greenvillesun.com 

EMPIRE NAMES NEW 

CIRCULATION DIRECTOR   
Brian Naplachowski has been named 

the Juneau Empire's new circulation 

director.  The position had been vacant 

for months. Naplachowski, who has 

worked in print journalism for the past 

12 years arrived in Alaska Jan. 26, and 

said his move from Sakagit Valley, 

WA., was inspired by local beauty.  

Naplachowski began his newspaper 

career in 1996 as an independent sales 

representative promoting home-delivery 

subscriptions for various newspapers 

across California and Washington.  

A few years later, he accepted the 
position of circulation sales manager at 

the Skagit Valley Herald, a newspaper 

with a daily circulation of about 17,500, 

based in Mount Vernon, Wash. After 

two years in that role, he was promoted 

to circulation director, a position he 

held for eight years.  

Jim Boyd 

Baltimore Examiner Closing  

BALTIMORE - Less than three years 

after its startup as the city's second daily 

newspaper, The Baltimore Examiner is 

shutting down, a victim of slower-than-

expected ad sales. The newspaper will 

print its last issue Feb. 15. About 90 

people will lose their jobs. 

JACKSONVILLE, FL -- The parent 

company for Florida's oldest-and 

Jacksonville's largest-newspaper has hired 

a financial institution known for helping 

companies filing for bankruptcy. In a 

statement released yesterday, Morris 

Publishing Group, LLC announced the 

hiring of Lazard Freres & Co. LLC as its 

financial advisor and Neal, Gerber & 

Eisenberg, LLP as legal counsel. 
Executives with the Times-Union referred 

all questions to Morris Publishing with no 

further comment. 

Times-Union Seeks Help 

Newspaper Layoffs  

Two eastern North Carolina newspapers 

say declining business conditions will 

force them to eliminate 28 jobs.  The 

Daily Reflector of Greenville will 

eliminate 23 positions across its 232-

member staff, except for the circulation 
department. The Rocky Mount Telegram 

said it would eliminate five positions on 

its staff of 49 people. Both are owned by 

Cox Newspapers.  

Last year, Cox announced it was looking 

for a buyer for its N. C. publications.  

Circulation Director will be 

remembered 
The Huntsville Item 

Charlie Blakeley, circulation director 

for The Huntsville Item, passed away in 

early February. Blakeley, a longtime 

member of the Item staff, was 68. 

ñWe are all deeply saddened at the loss 
of Charlie Blakeley,ò said Dennis 

Garrison, Huntsville Item publisher. 

ñHe was a great, big-hearted guy, and 

he played an important role in the daily 

operation of our newspaper. His 

experience and guidance will be 

missed.ò 

Blakeley came to The Huntsville Item 

in March 1999. For nearly 10 years, he 

worked closely with the circulation 

staff to ensure quality customer service 

to the publicationôs loyal readers. 

ñCharlie was always working hard with 

fellow staffers and with his carriers,ò 

Garrison said. ñThere wasnôt anything 

he wouldnôt do for his carriers, and he 

was always the first to roll up his 

sleeves and go to work.ò 

Before coming to The Huntsville Item, 

Blakeley worked in both mailrooms and 
circulation offices at a number of 

publications around the country. 

ñIn addition to working at The 

Huntsville Item, Blakeley also worked 

at the Houston Post and at newspapers 

in New Orleans and in parts of Florida,ò 

said Bill Hamilton, Huntsville Item 

business manager. ñHe had been in this 

business for a long time.ò  

USPS To Ask Congress for a Cut 

Back to 5-day Delivery  
In a hearing before a Senate 

subcommittee on January 28, 

Postmaster General, Jack Potter asked 

Congress to allow the U.S. Postal 

Service to ñtemporarily reduce mail 

delivery to five days week.ò  The 
statement sent shockwaves through the 

mailing community and was widely 

reported across the country.  PMG 

Potter was specifically asking Congress 

to remove an annual appropriation rider 

ï first added in 1983 ï that requires the 

Postal Service to deliver mail six days a 

week.   

The request was not well received by 

members of the Senate subcommittee 

with several Senators suggesting that 

the move to five day delivery would 

accelerate the Postal Serviceôs problems 

by forcing customers to consider 

alternative sources of delivery.  

NAAôs view is that this proposal may 

not be ready for prime time, but it will 

certainly generate much discussion and 

analysis within the mailing community 

and among certain Members of 

Congress.  As always, NAA will stay 

on top of these issues and obtain more 

information from Postal Service 

management and policymakers on 

Capitol Hill.  We will get back to you if 

we feel this proposal on five day 

delivery is gaining momentum.  

Source: NAA  

Visit us online for training and development 
Material 

 

www.circulationidea.com 
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More Changes in Greeneville 
The Greeneville Sun announced in a 

front-page news article at the end of 

January several design changes including 

the width of each page decreasing. 

Previously, the width has been 12.5 

inches; but with the change the width of 

each page goes to 11 inches.  
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Former Circulation Director 

takes over at Connecticut Post 
John J. DeAugustine has been named 

Publisher of the Connecticut Post.  

DeAugustine, the Post's new Publisher, 

has been circulation director at the 

Times Union since 1995. He replaces 

Robert Laska, who is retiring after 43 
years with the Connecticut Post and its 

predecessors. 

Before joining Hearst in Albany, he was 

vice president of circulation at the York 

Newspaper Co. in Pennsylvania. York is 

part of MediaNews Group, which 

owned the Post until last year. He was 

19, and attending the University of 

Pittsburgh, when he took his first 

newspaper job, at the Tribune Review 

Publishing Co. in southwestern 

Pennsylvania. 

In a statement the newspaper reflected 
that DeAugustine built up the 

newspaperôs  Thursday and Sunday 

editions with a circulation initiative 

designed to improve those numbers on 

days with the biggest advertising 

revenues.   

 

Chicago Tribune Repackaging as 

Tabloid for Street Sales 
CHICAGO ð The Chicago Tribune on 

Monday will hit the streets ð and its 

rival, the Chicago Sun-Times ð with a 

newly reformatted tabloid-sized version 

of itself for weekday sales at area 

commuter stations, newsstands and 
newspaper boxes, the Tribune announced 

Tuesday. 

Home delivery subscribers will continue 

to receive the Chicago Tribuneôs 

traditional broadsheet edition, which will 

have the same editorial content as the 

single-copy tabloid version with minor 
differences in headlines, photos and 

captions because of the new size, the 

paper said. 

Sun back over 3-Million Sales 

The Sun bounced back from poor sales 

in December to move above 3m to 

again be the United Kingdomôs biggest 

selling newspaper, according to Audit 
Bureau of Circulations January figures 

recently published.  

The Sun had dropped below the 3-

million barrier last month, but posted a 

solid 8.51% month-on-month 

circulation increase in January to total 

3,146,006 sales. 

The Daily Mirror, which last month 

upped its cover price by 5p to 45p, saw 

a circulation increase of 1.48% month-

on-month to 1,366,891. This was a year

-on-year decline of 9.63% and 95% of 

copies were sold at full rate. 

The Daily Mail managed a 4.19% 

month-on-month sales increase to 

2,228,897, a year-on-year decrease of 

3.67%. It sold 86% of copies at full rate 

and distributed 128,770 bulks ï copies 

that readers can pick up for free from 

hotels, airlines and gyms, which pay a 

nominal fee. 

William "Buddy" E. Swor,  

Age 82, of Little Rock went home to be with the Lord and 

his wife Frances Swor on February 4, 2009 .  Buddy 

worked for the Arkansas Gazette for over 35 years and 

was a deacon and Sunday School teacher at Immanuel 

Baptist Church for over 50 years. 

 He is survived by his daughter, Kathy Hollingsworth of 

Little Rock and her two children and four grandchildren; 

he is also survived by his son John Swor and his wife, 

Laura of Missouri, and their three children and five grandchildren; and his 

long-time friend E. J. Spratlin, who he loved to eat ice cream with. 

Memorials may be made t o Immanuel Baptist Church , 501 N. 

Schackleford Road , Little Rock , AR 72211 or the Summit Church , 6600 

Crystal Hill Road, North Little Rock , AR 72118 . Photo provided by Joe Forsee 

More Consolidation at Herald-

Tribune  

The Media Group laid off 48 people 

and cut home delivery to two area 

communities in a cost-cutting move, the 

paper revealed in February.  

The circulation pullback affects home 

delivery in Port Charlotte and Punta 

Gorda and will occur in March, 

according to the story.  

To ease the delivery pullback, the 

newspaper is making its Herald-Tribune 

E-Edition available for free online 

through Aug. 31.  

Newspapers Announces 

Furloughs 

New England Newspapers Inc., which 

operates  newspapers in Massachusetts 

and Vermont, will require about 300 

hourly and salaried employees to take 

unpaid one-week furloughs to cut 

expenses. 

The employees work at the Brattleboro 

Reformer and Bennington Banner in 

Vermont and the North Adams 

Transcript, The Berkshire Eagle, and 

The Advocate in Massachusetts. Also 

affected are employees of weekly 

publications in the group. 

 

Best Newspapers in America 
Inland Press Association, a not-for-

profit newspaper association founded in 

1885, sponsors this annual contest.  

Inlandôs contest recognizes high 

achievement in non-daily community 

newspaper publishing. Entries are 

judged on quality of writing, story 

selection, design and presentation of 

these stories, as well as community 

focus.  

The Papillion Times of Nebraska won 

first place, followed by The Erwin 

Record (TN) in second and the Nogales 

International of Arizona placed third.  

In other divisions, The Hutchinson 

Leader of Minnesota won for papers 

between 5,000 and 10,000 circulation. 

The News-Register in McMinnville, 
Ore., earned second place.  

Taking third was the Hays Free Press in 

Kyle/Buda, Texas.  

The Taos News of New Mexico won 

for newspapers with more than 10,000 

circulation.  

Second place went to the St. Louis 

American, and third place went to The 

Shawnee Dispatch of Kansas.  

Visit us online for training and development needs 

www.circulationidea.com 
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http://www.erwinrecord.net/Detail.php?Cat=HOMEPAGE&ID=58634
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The Lethbridge 

(AB) Herald 
(Writer's note:  This is the first 

Canadian newspaper on which we 

have reported in this series of 

stories.  We hope there will be 

many more!) 

"We are proud of our subscriber 

retention, and have concentrated on 

service and other retention ideas."  So 

said Tony LeBlanc, Director of 

Circulation of The Lethbridge Herald, 

Lethbridge, Alberta, Canada, when 

asked for the key factors in his 

newspaper's circulation growth over 

the past two years. 

This seven day morning newspaper, owned by the Alberta 

Newspaper Group, has averaged 1.4% weekday circulation 

growth, 0.7 % Saturday growth, and 

1.2% Sunday growth over the past two 

years, according to ABC Fas Fax reports 

for the six months ending September 30, 

2007 and 2008, and figures supplied by 

the newspaper for the same period in 

2006.   

LeBlanc said that his current annual 

churn rate is 15% to 20%.  This is 

helped by service ratios of 1.5 

complaints per 1000 deliveries on 

weekdays and 2.5 per 1000 on weekend 

days.  "All complaints are counted 

without caps," he said.  The localness of 

the newspaper is another retention factor, he said.  He described 

The Lethbridge Herald as "absolutely local."  He said that this is 

vital for them, as the two dailies from Calgary circulate 

throughout the Lethbridge market. 

LeBlanc described the Lethbridge area as a mostly agricultural 

market, full of young people from Saskatchewan who have 

moved there looking for jobs.  He said that the population of the 

city based on Canada Census 2006 is 74,640 with another 

20,000 in the retail zone.  And, while population has grown 

there over the last five years, the rate of growth has tapered off 

due to the recession, he said. 

The newspaper's carriers are 80% adults and 20% youths, with 

about 500 routes managed by four district managers.  Carrier 

turnover is about 150% annually, but un-contracted open routes 

are no longer a problem, LeBlanc said.  For six months of the 

year, they are usually under 1% of total routes, he said.  DMs do 

The Lethbridge Herald, Lethbridge AB, Canada 
 

Net paid average circulation for six months ending September 30 

 

Year  Mon.- Fri.   Saturday   Sunday 
2006  17,254  --  17,756 --  15,523    -- 
 

2007  17,351        + 97 (0.6%) 17,783  + 27  (0.2%) 15,633   +110  (0.7%) 

 
2008  17,745  +394 (2.3%) 18,021  +238  (1.3%) 15,896   +263  (1.7%) 

 

Total growth   +491 (2.8%)   +265  (1.5%)                +373 (2.4%) 
 

Ave. growth   +1.4%/yr.   +0.7%/yr.                     +1.2%/yr. 

not deliver open routes, except in the case of last minute emer-

gencies.  He told us that he has built up a group of substitute 

carriers who can do open routes, down routes,  and cover car-

rier vacations.  These subs do no collections  and are paid 

weekly. 

Yes, we mentioned carriers doing collections.  LeBlanc intro-

duced this when he came to Lethbridge in October 2006, and 

they currently have about 800 subscribers who pay that way, 

which is about 6% is the total.  They do encourage carriers to 

sell these subscribers to convert to office pay or to auto bank 

debit/auto credit card charge (EZ Pay).  Such a conversion nets 

the carrier a $10 incentive.  And, when an office pay sub-

scriber does not renew, they are automatically switched back to 

carrier collect, so that the carrier can contact them to save that 

profit for themselves.  Carriers collect at the door, starting on 

the 20th of the month. 

When LeBlanc came to Lethbridge two years ago, he says they 

had about 800 auto pay subscribers.  It is now up to 2,500, and 

growing.  Subscribers are offered two free weeks and a $10 gas 

card to switch to auto pay.  Most of their auto pay accounts are 

monthly.  Auto pay subscribers are afforded a special rate, too, 

being charged $16.33 per month, plus tax vs. the carrier collect 

price of $18.75 per month, plus tax.  The three month PIA rate 
of $50.48, plus tax, is also a bit higher than the monthly auto 

pay rate times three. 

The newspaper has introduced a new service in its renewal 

billing operation.  Subscribers can choose to receive their re-

newal notices by email instead of through the postal system.  

About 100 subscribers already take advantage of this electronic 

billing option, which reduces the newspaper's postage and 

forms cost. 

Subscribers can now also opt for delivery of the newspapers on 

line, and at prices that are lower than home delivery rates.   
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While they do not have an on line 

edition, per se, they are able to transmit 

copies of every page of the newspaper 

over the internet, with subscribers given 

a code for gaining access.   

LeBlanc mentioned two other important 

subscriber retention tools that they use.  

Both involve subscriber vacation stops. 

Such subscribers, when they call to 

stop, are offered either vacation pak 

service or the opportunity to donate 

their stopped copies to a local hospital. 

You might wonder why the hospital 

donation instead of the NIE donation 

that is so popular in the U.S. That's 

because their NIE (450 copies per day) 
is fully funded through payments 

directly from the schools!   

Their single copy prices are $1 Sunday 

through Thursday, and $1.50 on Friday 

and Saturday. This follows the long 

time custom in Canada in which 

Saturday is the biggest newspaper day 
of the week, not Sunday. LeBlanc said 

that the $1 daily single copy price 

would be equal to about 82 cents, US, 

at the time we did this interview. 

Their circulation has continued to grow 

despite overall price increases in March 

2007 and March 2008.  In March 2008, 
the weekend single copy price went from $1.25 to $1.50. 

Home delivery was increased by $1 per month across the 

board in each of those two price adjustments. 

LeBlanc said that he has two growth objectives he has to 

meet--mostly increased revenue and then a modest volume 

growth. It appears that he is accomplishing both. 

Their home delivery sales program is largely made up of 

three activities. 

¶ Telemarketing  Providing about 75% of all orders, 

this program is outsourced.  Subscriptions are sold at 

full price, plus an "added value" offer. For example, a 

recent added value offer was for two free movie 

passes and a large pizza. LeBlanc said that 25% of 

telemarketing orders are paid at the time of sale. The 

rest start as carrier collect, and those folks are then 

mailed an additional offer to convert to PIA . 

¶ Voluntary orders through print promotions   There 

are always promotions in the newspaper and on their 

website. For example, at the time this story was 

written (December), a gift subscription campaign was 

underway. Offering a gift subscription would yield 

the donor two weeks free on their own subscription, 

plus a Christmas wrapped newspaper roll to put under 

the recipients holiday tree. And, as an added value to 

the recipient, the new subscription would be extended 

by 20%. 

 

¶ Direct marketing This includes flyers in single copy 

newspapers, twice-weekly ads and inserts in their TMC 

product, and direct mail. For example, recently a greeting 

card was sent to 750 former subscribers with the movie 

and pizza offer. Seventy subscriptions resulted. This was a 

return over 9%! 

 

LeBlanc said that their carriers 

sell some new orders, but not 

many. 

Single copy sales are about 14% 

to 16% of their total circulation.  

These copies are contractor 

delivered but employee 

managed.  The exception is their 

city zone coin box route.   

They have 70 coin boxes, which 

are handled by a contracted 

distributor.  Dealers represent 

85% of their total single copy sales.  LeBlanc mentioned that 

their single copy has been dropping a bit as home delivery 

grows, "big time."  "A victim of our own success," he said. 

Bulk sales make up about 2% of total circulation.  Hotels buy 

copies for their guests.  And, fast food chains like McDonald's 

and Tim Horton often buy copies at a reduced price to give to 

their customers. 
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Geoff Vanderlin, Sauk Valley Newspapers, Sterling IL, has 

corporate responsibility for a Shaw Newspapers cluster and 

is circulation director of the Bureau County Republican, 

Princeton, IL. He presented many great ideas to the 

Kentucky Press Association convention circulation division 
in Louisville Jan. 23. He is active in the Mid-States 

Circulation Managers Association. Here are 20 of his ideas: 

Acquisition via low-income offer by the Telegraph 

Herald, Dubuque, IA. Goal was to increase home 
delivery targeting a specific demographic group of 

$40,000 or less income. Price would not increase, 

unless the subscriber dropped. Price point was $10 

per month daily and $5 per month Sunday. 26% 

went to EZ-Pay. There were 268 sales for a 5.4% 

response rate at $2.65 CPS. Six-month retention 

was 89%.  

The Dubuque letter was headed, ñThis offer is only 

available to you (the addressee) at this time and is 

not open to the general public.ò This kept 

recipients from transferring it to someone outside 

the demographic zone. 

Vanderlin quoted Mark Henschen as saying, ñThere are 

people who will never subscribe at full price. How 

about giving them a discount price forever?ñ He 

thinks that this is the way to go. 

Acquisition via ñBreakaway from High Pricesò offer 

at the Lexington (KY) Herald-Leader was for 

Sunday-only rate of $4.99/month, normally $8.67 

(42% savings), run during high gas prices when 

spendable income was reduced. The offer was made 

via direct mail, single copy inserts, comic section 
spadia, and online. There were 50 new starts early 

in the campaign. (Right)  

Acquisition idea at Ann Arbor (MI) News was a ñPick 
your Meijer gift cardò that offered different value 

gift cards for different levels of subscription 

commitment. Six months daily earned the best, a 

$30 card. Six months Weekend package brought a 

$20 card, while six-month Sunday-only earned $10 

card. It was used to move away from heavy 

discounting. Inserted in single copies, it brought in 

106 starts in the first month. (See next page)  

Acquisition/EZ-Pay promotions from Princeton included 

a Free McDonaldôs coupon book for three extra-

value meals worth over $15. These were offered  

Building Circulation  

One Brick at a timeé  
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 with either a 3-month, 6-month, or 1-year 

subscription, with current subscribers offered free for 

EZ-Pay sign-up. 

AcquisitionðValentine Special at Princeton offered one-

night only, 5-6:30 p.m. a $5 per month deal, over 45% 

off the newsstand price, via special extension. Free 

access to their web site was promoted on this and 

other specials for subscribers. 

AcquisitionðFriday the 13th lucky offer of 13 weeks for 

$13.13 with EZ-Pay option at current rates kicking in 

after the 13 weeks was offered by Princeton. 

Ongoing single copy/TMC flyers, Princeton. Ongoing 

program from Feb.-Dec. is printed in-house in full 

color, and run about every two weeks, at different 

price points/offers, and evaluated from results. $29 

price point for tri-weekly for six months was lowest 
ever used. A four-month April showers special, ñItôs 

raining savings,ò offered 4 months for $30. 

Single Copy/TMC flyers, Monroe (MI) Evening News, 

promoted a 3-hour sale to create urgency, offering 
four weeks free plus gift card. Price equaled regular 

price for 13 weeks to eliminate ñsticker shock.ò 70 

orders were received in first hour. 

ñBe Our Guestò sampling flyers offered 30 days free to 

Morris (IL) Daily Herald is used ongoing in several 

towns, with bill after two weeks with letter, drew over 

100 stars in its first 4 weeks. 

Single copyðSave Ye Gold, at Post-Crescent, Appleton, 

WI St. Patrickôs Day promotion offers ñBuy a half-

price paper and receive a lucky necklaceò for only 25 

cents Monday-Saturday, $1 on Sunday, for an entire 

month. A full-page ad listed the participating 

locations. POP promotion (decorated news racks, 

flashing lights) plus ñSecret Shopperò promotion 

incentives were used to sell the paper. 6,853 

newspapers were reported sold in a 30-day period. 

Single copyð99c Sunday at Messenger-Inquirer, 

Owensboro, KY, was used to get into Kroger stores 

with extra locations, at end of checkout aisles. ROP 

ads were used during the six-week promotion. Sales 

up 134%, but still up 75% after 16 weeks and 45% 

after 9 months. 

Single copyðSUN-GO, at Winchester (KY) Sun, game 

cards inserted in paper with 24 sponsored spots. 

People had to go into the merchant to get clipped 
coupons validated to attach to their game card.  There 

were 10 winners a week for having a straight line 

ñSUNGO.ò Additional prizes were offered at the end 

of the contest for an ñX,ò a square, and full-card 

ñSUNGOs.ò Revenue was $10,400 with 10,000 non-

subscriber deliveries. 

 Single CopyðñTop Itò promotion, Telegraph Herald, 

Dubuque: Dealers were rewarded for having higher 

draws this year than the same month previous year.  
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Minimum increase for prizes was 35%. They increased their 

sales 180% at one store. A store could earn up to $225 for 

100% increase, scaling down to $200 for 75%, $175 for 

50%, and $150 for 35% increase. The store with the larg-

est increase earned $300. The promotion was supported 

by mystery shoppers. 

EZ Pay Cookbook Giveaway, Advocate-Messenger, Dan-

ville, KY: Free ñTaste of Homeò cookbook offered with 

conversion. It was advertised through in-paper ads and 
bill stuffers. E-Z Pay increased 200% during the promo-

tion period. 

EZ-Pay Coupon Book Premium at Ann Arbor News was 
promoted via flyers inserted into newsstand editions and 

renewal notices. The locally-produced coupon book had 

95 money-saving coupons. CSRs supported the effort by 

asking for conversions. 600 new EZ-Pay accounts were 

brought in during the first month. 

New start/EZ-Pay Vacation of a Lifetime promotion. 

Princeton offered the choice of 45 locations via vacation 

promoter for new starts at regular rate of $50 for six 

months, with first-month free for signing up for EZ-Pay. 

Bulk SalesðDominos coupons, Muskegon (MI) Chronicle: 

Dominos sponsored papers at 10 hotels/motels during the 

summerð200 papers per week. Dominos flyers were 

attached to every paper. Coupon offer was designed by 

the pizza company. Motels often ran out and requested 

additional papers. 

Bulk SalesðFront page ad notes, Morris Daily Herald: 

Stick-on notes were used to sell bulk sales. This different 

take on the advertising idea was feasible since the smaller 

quantities make the attachment possible without special 

machinery. 

NIEðBaby of the Year/Pet Star promotions were run by the 

Rockford (IL) Register-Star. The two reader participation 

contests raised money for NIE. It cost $10 to enter a pic-

ture of pet or baby, with $1 votes over two-week period. 

The Baby of the Year was featured on an NIE calendar. 

The winning pet received a prize package. Baby of the 

Year earned $18,144, paying for 157,000 papers. Pet Star 

earned $13,611, paying for 118,000 papers. 

NIEðKid Scoop is offered by the Post-Crescent and Bureau 
County Republican. The syndicated feature is used to 

raise funds for NIE. It is offered in multiple formats, with 

cost dependent on circulation. The Post-Crescent has one 

sponsor, the YMCA, paying $10,000 a year. The Prince-

ton, IL tri-weekly had 18 sponsors at $12 a week each, 

with 12th month free, bringing in $10,368. 

Vanderlin also showed off his tabloid Bureau County Republi-

can, run on a 35-inch web which some people mistake for 

a ñBerlinerò format. But the paper promotes it as an ñeasy

-readò format. 

Max Heath, semi-retired postal consultant, is former VP/

Circulation, Landmark Community Newspapers, 

Shelbyville, KY. Reach him via maxheath@lcni.com.  

mailto:maxheath@lcni.com
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I t seems that almost daily professional circulation 

executives are having their jobs eliminated from 

papers all over North America. Some companies are 

having a single circulation director óbe responsibleô 

for not only their current newspaper but adjacent 

dailies where their position has been eliminated.  

Some newspapers have a circulation director 

managing papers in multiple states and some even in 

different time zones.  In all of the cases the papers left without a 

circulation director had this position but now that assignment will be 

shared with the home delivery, single copy and the office manager.  

Each of these reports to the new director from a sister paper.   
 

It is time to 

Invest in Circulation Leadership!  

All of us know that these times are 

difficult for almost every business 

with the newspaper industry in 

particular turmoil- from declining ad 

dollars, higher newsprint cost and 

declining circulation. Some of the 

circulation decline has happened by 

design. Higher price points for single 

copy and home delivery, lowering 

dollars allocated for promotion and 
retention and the pull back in paid 

circulation from parts of the market 

deemed not to be wanted by 

advertisers.  Despite all of these 

factors now is not the time to skip the 

investment on leaders and leadership.  

Letôs focus on the remaining 

circulation director who was running a 

single paper but is now assigned the 

responsibility of running two or three 

dailies run by their company.   

How has the company prepared this 

individual to manage these additional 

newspapers along with the full and 

part time personnel and the carrier 

force?  In most cases there is no 

guidance for the remaining director on 

how to handle this increase in 

responsibility and sometimes no 

financial boost for the extra 

responsibility. Often the remaining 

director is just ñglad to still be on the 

teamò.   

Good companies are identifying and 

grooming leaders to meet these new 

challenges.  Bret Furio, Senior VP of 

Consumer Lifestyle for Phillips 

Electronics of North America states, ñ 

In times of crisis when the economy is 

struggling it is imperative to identify 

leaders.ò The reason is simple 

according to Furio: ñInvesting in 

leadership development will help 

Phillips through the recession and the 

recovery.ò  

Please note that the emphasis on 

leadership development is a departure 

from what has happened in the past 

during difficult economic times. 

Historically companies cut leadership 

development programs during 

economic downturns. But these  short 

sighted strategies have backfired,  with 

mid level manager and top  

performers leaving when the economy 

recovers.  On February 9, 2009 the 

Wall Street Journal stated: ñ now 

executives believe that without 

capable managers their ability to come 

through this recession in a healthy 

fashion is diminished.ò Employee 

development needs to continue even in 

the toughest times.  

What should a newspaper do to assist 

the remaining director in this new 

assignment?  Take advantage of any 

training offered by NAA, your local 

press association or by a regional 

circulation professional association. 

Network with other directors who 

have been given similar assignments 

within your company and outside of it. 

Read as much as you can about how to 

motivate line employees from a staff 

position as this is what you are now 

since you are not ñon siteò at your new 

properties.  

Take time to schedule visits to the 

properties to assess exactly what is 

going on in the office and in the field 

and how you can suggest 

improvements. Build alliances with 

the publisher and editor they will 

appreciate your concern since both 

have been accustomed to an ñon siteò 

circulation director.  

Most of all listen to the people that are 

left at the paper, keeping in mind that 

their success is now your success.  

Times are tough and the demand for 

leaders has never been greater. Quality 

newspaper professionals can handle 

these new assignments if they think 

prior to speaking, listen more than 

they speak, and most importantly treat 

their new colleagues with dignity and 

respect. 
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Editorôs Note: I received this email from Mr. Anderson in 

early February in which he address the crisis newspapers 

are encountering.  

 

Dear Christie,   

  

A good non-newspaper friend of mine passed 

along to me today the February 12 issue of Time 

magazine, containing several stories about how 

to save the newspaper industry.  Great read-

ing!  If you have not seen it, you should find a 

copy and read it.  

 

That story pushed my button, and I sent my 

friend the long email that is forwarded to you 

here. Publish if you wish. 

  

Onward and upward  

Ron  

Subj: Time Magazine articles on Newspapers 

  

Hi, Ed! 

 I just finished reading the Time magazine you 

dropped off here today.  Thanks again for 

sharing it with me.  I will pass it on to son Eric 

in tomorrow's mail. 

 For what it is worth, I completely agree with 

Isaacson, the author of the main story on saving 

newspapers.  I have advocated for ten to fifteen 

years, at least, that newspapers should not give 

news away, that they should always charge for 

it and then make sure that both the content is 

first class and that the service for delivering 

that news is the same.  People value what they 

pay for.   

 Newspapers made a huge mistake years ago, 

when they first started using the internet, by 

putting everything but the kitchen sink out 

there for the public, completely free.  I said so 

at the time, but who ever listens to a tired, old, 

veteran newspaper marketer!   

Newspapers' web sites should have been just 

like most other web sites are today-- purely 

promotional.  They should have, and still 

should, give internet users as much 

information about the newspaper, about its  

coverage, about how to do business with it easily, etc., 

as is possible.  

They should then have a separate on-line edition of 

the newspaper, complete with all news content and 

advertising, except for the ad inserts, which they sell 

to folks who want to access their news that way rather 

then via print.  Some companies have done that, 

including the Watertown Daily Times, where Eric 

used to work.  As I recall, they had over 1,000 on-line 

subscribers, in addition to those who subscribe for 

delivery.  Those on-line subscribers pay a monthly 

subscription price, paid on-line, the price being 

probably only about 50 to 60% of the home delivery 

subscription price.  That is appropriate, too, since the 

newspaper's variable cost is much less to serve on-line 

subscribers, since there is no delivery or newsprint 

cost. 

Another thing about paid on-line subscriptions is that 

the Audit Bureau of Circulations allows newspapers to 

count them as part of their paid circulation, if they 

meet the rules of the Bureau.  This means that they 

can use that circulation in justifying advertising rates 

to advertisers.  This has always struck me as being  

 

 

 

 

Ron Anderson is the 

former corporate 

Circulation Director 

for Gannett who has 
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newspaper industry. He 
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over 200 newspapers in 

the United States and 

beyond. 

The Future is Now!!! 
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what newspapers should have been 

doing right along, and obviously 

should begin doing now.  

The sticky wicket is the sticker shock 

of all of a sudden charging the internet 

readers a hefty subscription price.  To 

get into this new model now, 

newspapers will have to start with 

very modest prices, and then raise 

them in the time ahead at a sensible 

pace, from a marketing standpoint.   

I hope the Time article jolts the CEOs 

of the large newspaper companies to 

look hard at this idea, and quickly 

begin to do something about it.  It is 

one of the things that can definitely 

help save newspapers. 

Unfortunately, most of the problems 

of the newspaper industry are self-

inflicted.  They always have been, and 

for years I have been telling that to 

anyone who would listen. 

Other key strategies that newspapers 

must employ to save themselves, in 

my view are: 

1.  Concentrate on local news and 

local content.  Do it much better than 

is being done now, and sustain 

it!   Certainly, the internet can cover 

national and international stuff, but 

they can not do the local scene nearly 

as well as can newspapers.  Small 

dailies that recognize this fact are 

growing circulation, even today. 

2.  Newspapers that put readers first 

will always do better than those that 

put advertisers first.  USA Today has 

always been a good example of that, 

with its circulation still growing, even 

though very slightly.  Unfortunately, 

our industry has always seemed to be 

advertiser driven, instead of reader 

driven. which is one of the mistakes 

that has been made. 

3.  Service to the reader/subscriber has 

got to exceed expectations. 

Unfortunately, newspaper owners 

have not done nearly enough in this 

area either, as the bean counters 

assume control and everything gets 

out-sourced, etc.. 

4.  Marketing the news product, and the value of it, to readers and potential 

readers needs to be greatly improved, too.  I'll bet that costs in this area 

have been greatly reduced, too, in the last couple of  years, as historically, 

that is always the first thing that newspaper bean counters cut back on when 

times get more challenging. 

5.  Gradually, as the product and service become much better than is cur-

rently the case, newspapers would be able to charge the reader more, reduc-

ing their dependence on advertising.  Thirty years ago, we did a lot more of 

that than the industry has done in the last ten years, or so. 

Well, Ed, I gave you a rather long email.  Sorry about that, but the story 

pushed my button, and it felt good to get some of these thoughts off my 

chest.  Maybe there is the seed here for an article I can do for the monthly 

Circulation Idea Service that we used to own and for which I still write.  I 

will think on that. 

Meanwhile, again, thanks for helping keep me in the loop! 

 Ron A. 

 

 

 

 

Tell me and I`ll forget, show me and I may remember, involve me and I`ll 

understand. Chinese Proverb 

Everybody has accepted by now that change is unavoidable. But that still 

implies that change is like death and taxes it should be postponed as long 

as possible and no change would be vastly preferable. But in a period of 

upheaval, such as the one we are living in, change is the norm. Peter F. 

Drucker 1909-, American management guru 

Leadership is the ability to decide what is to be done and then get others 

to do it. Dwight D. Eisenhower 1890-1969, general and thirty-fourth 

President of the United States 

 Anyone can hold the helm when the sea is calm. Publilius Syrus ~100 BC 

Effective leadership is not about making speeches or being liked; leader-

ship is defined by results not attributes. Peter F. Drucker 1909-, American 

management guru 

Even a correct decision is wrong when it was taken too late. Lee Iacocca 

1924-, Father of the Ford Mustang and CEO of Chrysler 

Trust one who has gone through it.  Virgil  (70 BC - 19 BC), 

You can have everything in life that you want if you just give enough 

other people what they want.  Zig Ziglar 

Don't tell people how to do things, tell them what to do and let them sur-

prise you with their results.  George S. Patton 

Keep away from people who try to belittle your ambitions. Small people 

always do that, but the really great make you feel that you, too, can be-

come great. Mark Twain 

Points to Ponder 

http://www.quotationspage.com/quote/30967.html
http://www.quotationspage.com/quotes/Virgil/
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Through the years I have written many columns on route evaluations, 

route profiles, route alignment, route realignment, carrier recruitment, 

carrier selection, and carrier training.  And to this day I donôt think much 

has changed when it comes to the basics of each one of these disciplines. 

Sure, during the mid-sixties, when I 

began my career as a fledgling district 

sales manager for an afternoon daily 

newspaper, the majority of my early 

training dealt with youth carriers.  In 

those days, especially in the Northeast, 

we basically had two types of carrier 

routesé youth carrier routes and the 

adult motor routes.  The youth routes 

were in the city and suburbs and the 
adult motor routes were mostly in rural 

areas. 

Life was simple thené Teenagers and 

eleven and twelve year olds were 

looking for some extra income and a 

paper route was the perfect venue for 
earning some spending money. Hard-

working adults, for the most part, were 

looking for ways to supplement their 

income and a motor route was one of the 

ways a family could earn some extra 

income. 

Iôm not saying that it was easy pickings; 
you still had to go through a recruiting 

and selection process to find just the 

right people to fill your routes. In those 

days we scoured neighborhoods looking 

for potential youth carriers.  Some of our 

target areas were school bus stops, 

playgrounds and schools.  My best 

source for potential carriers was my own 

carrier force.  I would ask my carriers if 

they knew someone that might be 

interested in a paper route.  I kept a list  

District Management 

Begins with Proven 

Recruitment & Retention 

Techniques 

Pictured left Frank with his 

lovely wife Della 

of potential carriers by route and area, 

and would call them from time to time to 

make sure they were still interested in a 

route. 

I made sure that all of my carriers had a 

reliable substitute and I kept their names 

in a separate file and would often refer to 

this file when I was attempting to fill a 

route.  Substitute carriers were another 

excellent source for filling routes. 

It was in those early days of my career 

that I learned that ñThe best time to 

recruit carriers was when all of your 

routes were filled.ò  Little did I know 

that that would become my mantra 

throughout my circulation years?  I was 

always recruiting.  I was constantly 

running out of business cards because I 

gave them out everywhere in my 

district.  I became known as the ñPaper 

Manò throughout my districté at the 

schools, the corner stores, the 

playgroundsé Everywhere!  Believe 
me, when someone was interested in a 

route they knew who to call. 

We never looked for carriers through the 

classified pages.  Every so often we 

would run display ads touting the 

benefits of having a youth carrier 

newspaper route or an adult motor 
route.  The ones that worked best were 

the testimonial-type ads using actual 

youth carriers and adult motor route 

carriers. 

When I was responsible for adult 

carriers, my best source for finding 

potential carriers was the existing 

motor route carriers and their 

substitutes.  Another great source was 

inserting ñCarrier wanted in this areaò 

fliers in all of the deliveries on a 

particular motor route.  That process 

usually worked like a charm and 

produced a delivery person that lived 
on the route and not miles away 

ñCarrier Wantedò posters worked well 

on supermarket and drug store bulletin 

boards. 

I was constantly splitting routes and 

realigning routes whenever I had a 
route turnover.  I used to refer to this 

practice as massaging and refining my 

routes.  I always wanted to make my 

routes ñsellableò and ñfill-a-bleò, if 

you will. 

 I learned to keep a route profile on 

each route, which told me everything 
and anything I wanted to know about 

that route.  It would contain the 

number of households on the route and 

how many of them were 

subscribers.  It told me how many 

miles the route covered and how much 

time it took to deliver the route.  It 

also told me how much the potential 

profit would be on the route based on 

the number of subscribers.  All of this 

information would help me determine  



If you become the reactive type, another disease you have to 

look out for is ñDown-route-itisé which can be defined as 

having fear of downed routes.  Once you contract  this 

disease it is difficult to shake.  Worse yet it will lead to 

óWBSô, and before you know it you will have failed as a 

district manager. 

Managing a district begins with organization.  Route 

profiles and evaluations are an absolute must.  The carrier 

recruitment selection and training process when done in a 

professional and orderly way will always lead to excellent 

carrier retention and enable the district manager to spend 

most of his or her time on sales instead of always spinning 

their wheels.  Makes sense, eh? 

Newspaper routes are mostly delivered by adults these days 

and most of the newspapers deliver their product in the 

morning hours, but you will have to recruit, select, train, 

and do your best to retain them as best you can.  A lot of 

them get paid by the piece and their routes are all office- 

paid and many of them have to deliver newspapers seven 

days a week.  Make sure they are compensated fairly and 

manage them in a fair, firm and friendly manner and you 

should succeedé and donôt forget the route profiles! 

Now, with an economy that is in dire straits, is one of the 

best times to evaluate and realign your adult carrier 

routes.  Usually in a depressed economy, district manager 

donôt have to look too far for potential carrier 

applicants.  Itôs also a good time to take a good look at your 

under-performing carriers. 

If you would like more information on this subject, please 

feel free to contact me and I will be more than happy to 

discuss it further with you. 

  

See yôall next month! 

Carrier Recruitment Frank Mastromarino 
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if the route was a profitable one for the carrier as well as the 

company. 

This profile also contained a map of the route, a route list and 

a suggested delivery schedule, which had to be updated on a 

regular basis.  This process is much simpler nowadays, thanks 

to computers and circulation information systems. 

Every time I had a route come open I was able to evaluate the 

profitability of the route by referring to the route  profile.  It is 

important to note, since I was dealing with independent buy-

and-sell carriers, the profile was for my use only and was 

never shared with a carrier. 

Oh yeah, one thing I left outé collections!  There were no 

office-paid subscribers in those days.  If there were, they were 

few and far between.  So, not only did you have to make sure 

everything was in order with the route subscriber count; you 

also had to perform an audit on the route to confirm that all 

monies between the former carrier and the new carrier were 

all accounted for. 

You would think that transferring a route from one carrier to 

another would be a lot simpler today with computer generated 

route lists and delivery schedules, and 100% pre-paid 

subscribers, but if a district manager doesnôt have all of his or 

her ducks in a row, they are heading for disaster and will soon 

face a plethora of open routes.  In the old days we called them 

downed routes.  No matter what you call them, downed routes 

or open routes, you still need carriers to deliver them.  And a 

district manager can only deliver so many routes, eh? 

District manager work is not for procrastinators.  Thatôs why I 

say the best time to recruit is when all the routes are 

filled.  As soon as you know you have a carrier giving up 

their route, thatôs when you need to take actioné

the sooner the better.  There is nothing worse 

than leaving a carrier on a route after he or she 

has given notice.  They have lost interest in the 

route and you should get them off the route as 

soon as possible. 

 If  I had a carrier that wasnôt living up to the 

responsibilities outlined in the carrier agreement 

I took a very proactive stance and worked 

very diligently to remove the carrier from 

the route  Iôve seen too many district 

managers take a reactive stance and before 

you know it they have had a downed route 

on their hands. 

One of the most dreaded diseases 

associated with assigning new 

carriers to routes is ñWBSò or 

ñWarm Body Syndromeò  This 

disease usually seeks out 

procrastinators who waited until the 

last possible minute to find a carrier 

for an open route and grabbed the 

first warm body they could find, 

qualified or not.  I made sure I never 

fell victim to ñWBS!ò  

 

Frank Mastromarino  

710 Three Wood Dr  

Fayetteville, NC 28312  

(910) 321-7371   

mastro@nc.rr.com 




