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On the Cutting 
Edge...  

Employee vs. Contractor -  Circulation is one area that 
utilizes independent contractors more than other area of 
the newspaper. In November, the Associated Press ran a 
story that basically compared the proôs and conôs of 
whether to use employees or contractors.  The third type of 
worker to look at is the temporary worker.  As the economy 
slowly rebounds and newspapers start thinking about 
taking on more workers, I thought it would be a good 
subject to explore. 

The most obvious monetary consideration is the tax, 
including unemployment insurance and of course benefits 
for employees. These employee expenses can be very costly 
in todayôs environment. While the actual cost by 
percentages can vary depending on the benefit packages 
offered by companies, it is safe to say that it is a minimum 
of 20% of total compensation and can go as high as 40%.   

One area that is often overlooked when considering what 
employees cost is vacation and sick pay.  Two weeks 
vacation and a week of sick or personal leave add another  
6% to things such as health, life insurance, disability, FICA, 
etc. 

Another possibility to keep in mind is the temporary 
worker from an agency. Many companies have turned to 
temp agencies so they can try out a worker before 
committing to a permanent hire. The worker also gets to 
give the company a tryout. They each have the opportunity 
to evaluate whether they're a good fit and are meeting each 
otherôs needs.  If the employee doesn't work out, the 
company doesn't have to deal with severance issues like 
unemployment insurance.  

I have heard some refer to workers who are hired for a 
specific time period as ñtempsò. But, if an agency is not 
used they are still an employee and the company is still on 
the hook for such things as unemployment and workers 
compensation. 

An independent contractor is generally defined by two 
factors---control and compensation. Without getting into a 
discussion on the legal definitions and parameters of 
independents, if you tell a person when to work, how to 
work, where to work and their compensation is dependent 
on these factors, you have an employee.   

While independent contractors save you substantial money 
and hassle, you give up control and to some extent loyalty.   

Independent contractors generally have some type of form 
of compensation besides yours.  If you are not their primary 
source of money you may not have the same level of 
interest or loyalty as an employee.  

Often this is not a big factor when we are weighing the 
different options, which is the case with carriers.  

Here is a quick check list to determine if you should use 
employees,  independent contractors or a Temporary 
service company. 

If you lose dollars for the Company I will be understanding. If you lose 
reputation for the firm, I will be ruthless - Warren Buffet  

Is their job or task complicated or detail oriented?  If yes,  
go with Employee. 

Does the assignment have an end?  If yes, go with a Temp 
or Independent Contractor.  

Is there high turnover? If yes, an Independent Contractor 
might be the answer.  

Do they have to be at your office to accomplish the job? An 
Employee or Temp is the answer. 

Is there confidentiality involved? Definitely go with an 
Employee.  

How much supervision is needed?  Low level, go 
Independent Contractor.  

How much is your company growing?  More growth 
equals more Employees.  

Is it a high paying job?  Stay away from Temps because 
their fee is generally a percentage of the hourly rate. 

How important is quality? The more quality needed the 
more an Employee makes sense. 

How much time do you have to supervise? Little time 
means more likely an Independent Contractor makes 
sense.  

These are just a few of the factors to consider but a rule to 
remember is, ñAre the expense and hassle savings worth 
the loyalty and commitment loss?ò 

Is Your Newspaper Underpriced?  Newspapers are 
currently going against the old Economics 101 theory that 
states that as demand goes down, prices should go down.  
Quite to the contrary, over the past 18 months newspapers 
across the country have been raising their circulation rates 
for increased revenue streams, despite large decreases in 
demand.  The $.50 newspaper is fast disappearing and 
being replaced with $.75 and in some cases $1.00 
newspapers. Sunday newspapers are at $2.00 and 
climbing.  

According to the Newspaper Association of America 
(NAA), nearly one-third of all dailies were at 75 cents by 
the end of 2008, compared with just 2% two years earlier.  

Home delivery prices are also accelerating, with seven-day 
delivery plans up an average of 8.3% between 2007 and 
the beginning of 2009. Weekend packages, meanwhile, 
are up more than 11%.  

This seems to be an effort to increase circulationôs 
contribution to the overall revenue of a newspaper 
operation.  Over the years 20% has been an arguable 
percentage of circulation contribution.  Here is an 
interesting quote from Matt Lindsay, president of the 
Atlanta based Mather Economics, "What we're finding 
now is that newspapers are much more focused on 
profitable circulation."  

Personally, I have felt that the price of newspapers has  

By Robert Bobber  
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been grossly underpriced for many years.  When a bottle of 
water can cost you over a $1.00, it puts the value of 
newspaper in prospective.  I recently bought a pack of gum 
for $1.49.  Are newspapers worth more than Big Red? 

While there is research that says you will initially lose 20% 
of your single copy number when you go from $.50 to $.75, 
you have increased your revenue by 50%.  As they say, ñDo 
the mathò.  If single copy represents approximately 20%  to 
25% of your overall circulation then that means you will 
loose just 4% to 5% of circulation overall which sadly is not 
that uncommon today. It also doesnôt take into account 
that some of those readers will change to single copy and 
also that this is an initial loss and in many cases many of 
the readers return in a relatively short period.  

Finally the other consideration is that as single copy prices 
increase, home delivery canôt be far behind.  For instance 
the Dallas Morning News raised its seven day home 
delivery rate in May 43% to $30 when single copies went 
from 75 cents to $1 on weekdays and from $2 to $3 on 
Sundays. By this fall the Morning News expects circulation 
to contribute 36% of their total revenue. In 2000 
circulation represented 8% of their revenue. In case you 
were interested their home delivery renewal rate was 88% 
or about normal.  

Among newspapers with circulations above 100,000, home 
delivery prices have soared 24% in the past two years. 

I am sure this is not all good news for circulation directors 
because price increases have been a subject of debate for 
many years, particularly if your bonus and/or job 
depended on circulation increase but the bottom line is 
that newspapers are shifting their business 
model gradually but inevitably to a premium 
market for its advertisers.  Newspaper readers 
will be higher income, better educated 
individuals who want a more in depth analysis of 
the news than a thirty second spot on TV or a ñleadò on the 
Internet.   As such newspapers will be able to increase their 
prices more aggressively than in the past. 

Life in the 1500ôs- In the days of yore (Iôm not sure where 
yore was but anyway) families would obtain pork which 
was scarce and made them feel quite special.  When 
visitors came over they would hang up their bacon to show 
off.  It was a sign of wealth that a man could ñbring home 
the baconò.  They also would cut off a little to share with 
guests and all would sit around and ñchew the fatò 

NYT to Take Bold Step-In a recent press release The New 
York Times announced  that it intended to charge frequent 
readers for access to its Web site, a step being debated 
across the industry that nearly every major newspaper has 
so far feared to take. 

Starting in early 2011, visitors to NYTimes.com will get a 
certain number of articles free every month before being 
asked to pay a flat fee for unlimited access. Subscribers to 
the newspaperôs print edition will receive full access to the 
site. 

 ñThis announcement allows us to begin the thought 
process thatôs going to answer so many of the questions 
that we all care about,ò Arthur Sulzberger Jr., the company 
chairman and publisher of the newspaper, said in an 
interview. ñWe canôt get this halfway right or three-
quarters of the way right. We have to get this really, really 
right.ò 

This obviously will be closely watched by publishers and  

other purveyors of online content.  

Few general-interest publications charge now, but many 
newspapers and magazines are studying whether to make 
the switch. 

Still, publishers fear that income from digital subscriptions 
would not compensate for the resulting loss of audience 
and advertising revenue. 

NYTimes.com is by far the most popular newspaper site in 
the country, with more than 17 million readers a month in 
the United States, according to Nielsen Online, and analysts 
say it is easily the leader in advertising revenue, as well. 
That may make it better positioned than other general-
interest papers to charge ð and also gives The Times more 
to lose if the move backfires. 

This would not be the first time the company has attempted 
an online pay model. In the 1990s it charged overseas 
readers, and from 2005 to 2007 the newspaperôs 
TimesSelect service charged for access to editorials and 
columns. TimesSelect attracted about 210,000 subscribers 
who paid $49.95 a year but it was scrapped to take 
advantage of the boom in online advertising. 

Two newspapers charge already: The Wall Street Journal, 
which makes certain articles accessible only to subscribers, 
and The Financial Times, which allows non-paying readers 
to see up to 10 articles a month, a system close to what is 
planned by The Times. 

A Little Newspaper Economics-  (I need to preface these 
remarks before I write them that this is written around the 
first week in February so if things have changed 
dramatically since then I apologize)Stocks are a long way 

from where they used to be but they are a 
whole lot better than they were last March.  
Back then McClatchy shares hit 35 cents each 
but now they hover near $6; Gannett sank to 

$1.85 but now is around $16; and the New York Times that 
saw $4.12 now is more than $13. I am not sure this means 
the worst is over but at least the prices are moving into a 
more realistic area.    

The price of newspapers continues to struggle. I heard 
through a reliable source that the judge was getting ready to 
rule on the Daytona Beach News Journal case and the price 
being thrown around is $20 million. Rumor has it that the 
newspaper made $8 million last year. This is an 80,000 
circulation newspaper.  Whatôs wrong with this picture?  
The New York Times bought the Boston Globe for over a 
billion dollars in the mid -nineties. They refused a $700 
million offer not too many years ago and today it is valued 
around $300 million. While I certainly donôt play on this 
level, it all filters downhill and I am afraid the publicly held 
companiesô stocks wonôt fully rebound to any great degree 
until the basic value of newspapers returns.  Even though 
the advertising downturn is easing, the overall recovery  
will be slow.  

One last factor that must be 
considered is that the recovery is 
not going to pick up any speed until 
newspapers are showing new 
profits from increased revenue and 
not just expense cuts. 

Bob has a new  e mail 
addressé 
 rjbobber@bellsouth.net.  

http://NYTimes.com
http://topics.nytimes.com/top/reference/timestopics/people/s/arthur_sulzberger_jr/index.html?inline=nyt-per
mailto:rjbobber@bellsouth.net
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8 tips for handling 
complaints  
Hereôs one of my favorites from 
the past that bears shearing with 
your staff.  

When a reader calls in a complaint 
it is imperative that we try to solve 
the problem as quickly and 
efficiently as possible but there are 
a few things that we should always 
remember. 

 

1. Identify yourself - People want to 
know who they are talking to. By 
telling the customer your name you 
also signaling that you are not afraid 
of his or her problem.  

2. Donôt be confrontational- There is 
nothing worse than having a 
customer call in a complaint and a Customer Service Representative (CSR) starts 
arguing over whether or not there is really a problem.  

3. Apologize as quickly as possible- You cannot get out the words ñI am sorry for 
your problem Mr. XXX too soon in a conversation.  

4. Ask questions/Get the whole story- Let the customer talk. Ask as many questions 
as necessary to get to the root of the problem.  Many times we donôt hear ñthe rest 
of the storyò and immediately place blame. 

5.  Show concern- This is skill that the best CSRôs learn quickly. Itôs the inflection in 
your voice.  If you are bored, tired or donôt really care about that readers problem 
it will show in your voice.  This may be the single biggest factor between a good 
CSR and a great one. 

6. Donôt be afraid to admit there was a mistake- Too often we donôt want to admit 
that the newspaper was wrong.  Everyone makes mistakes and the sign of a well 
run organization is the ability to admit it and move on. Be careful though.  Donôt 
throw someone ñunder the busò just to get out of conversation.  

7. Be flexible with multiple solutions if possible - If you have more than one solution 
to the problem let the customer decided which route to take. That way the 
customer feels they are in control and that they ñwonò.  

8. Speak clearly- There is absolutely nothing worse than a CSR that a customer 
cannot understand. Avoid heavy accents.  Make sure your phone connections are 
clear with adequate volume. If the customer was upset when he or she called, they 
could become out of control if they canôt understand the CSR. 
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The Legal Aspects  
   

 

       

                       

 

 

                                                The Zinser Law Firm P.C.  

This monthôs column will report on a victory over the 
NLRB in Santa Barbara, the Senate blockage of Craig 
Becker, Employee Free Choice Act update, and a report on 
union membership.  

Santa Barbara News -Press wins at 9 th  Circuit  

On January 26, 2010, in a 2 to 1 opinion, the U.S. Court of 
Appeals for the 9th Circuit affirmed the decision of U.S. 
District Court Judge Stephen Wilson, denying preliminary 
injunctive relief to the National Relations Board. The 
injunctive relief sought by the NLRB would have required 
Santa Barbara News -Press to reinstate now eight 
discharged employees. The U.S. District Court had 
decided that ña significant risk of a First Amendment 
violationò would arise if Santa Barbara News -Press were 
forced to reinstate employees it discharged for union 
activity directed at pressuring the newspaperôs owner and 
Publisher to refrain from exercising editorial control over 
news reporting.   

The 9th Circuit ruled that the First Amendment protects 
the right of the newspaper to control its content. The main 
thrust of the employeesô campaign to secure 
representation by the Graphic Communications 
Conference, International Brotherhood of Teamsters 
appears to have been to block or limit the influence of the 
owner and Publisher of the News-Press over the content 
of the news sections of the paper and to focus that 
authority on the employees themselves, as reporters and 
editors. The 9th Circuit concluded that the District Court 
had ruled correctly because the interim relief sought by 
the government in support of union activity aimed at 
obtaining editorial control poses a threat of violating the 
rights of the News-Press under the First Amendment.  

Significantly, the Court noted, ñThe rights of employees to 
organize and engage in collective bargaining may, 
understandably, be the primary focus and concern of the 
NLRB, but they do not supersede the First Amendmenté 
we owe no difference to the administrative agencyôs view 
of the First Amendment.ò 

The Court held that First Amendment rights are not 
jeopardized when it comes to wage and hour demands ï 
newspapers not protected by the First Amendment against 
having to pay more money to supporters ï but freedom of 
the press is jeopardized when the employeesô primary 
demand is for the Publisher to cede control of her 
newspaperôs content.   

Editorôs Note: The Zinser Law Firm filed amicus curiae 
briefs in this case on behalf of Newspaper Association of 
America, Gannett Co. Inc., Lee Enterprises, Inc., Media  

By L. Michael Zinser     

News Group, Inc. and Stephens Media, LLC. 

2. Nominee Becker blocked in U.S. Senate  

On February 9, 2010, the Republican-led filibuster, joined by 
Democrats Ben Nelson and Blanche Lincoln, blocked NLRB 
nominee Craig Becker. Becker was a very controversial nominee. 
In 2009, Senator John McCain put a hold on his nomination. The 
U.S. Senate sent the nomination back to President Obama. 
President Obama re-nominated Becker. 

Nominee Beckerôs views were extremely pro-union, out of the 
mainstream of labor thought. It was feared he would try to 
implement the Employee Free Choice Act through administrative 
rulings. Now we wait and watch to determine whether President 
Obama makes Becker a recess appointment when the Senate 
adjourns for the weeklong Presidents Day recess after February 
12. Under a recess appointment, Becker could serve until the 
beginning of the next Congress, which convenes in January 2011. 

3, Employee Free Choice Act update  

With the election of Scott Brown to the U.S. Senate in 
Massachusetts to fill the vacant seat due to the death of Senator 
Edward Kennedy, the Employee Free Choice Act would appear to 
be dead at the moment. The Democrats have lost the filibuster-
proof majority in the U.S. Senate. With Democrats Ben Nelson 
and Blanche Lincoln abandoning party lines on the Craig Becker 
NLRB nomination, the Democrats cannot count on Senators 
Nelson and Lincoln to continue to support the Employee Free 
Choice Act. However, we must remain vigilant. 

4. Union membership falls by 10%  

As reported by the Bureau of Labor Statistics, unions represent 
only 7.2% of the private sector workforce. That is down from 7.6% 

of the private sector 
workforce the year before. 
This drop in membership 
makes it easy to understand 
why the unions want the 
Employee Free Choice Act so 
badly. They are not 
succeeding at the ballot box 
in secret ballot elections, 
where employees have true 
choice. They see their only 
hope to increase the 
percentage of unionized 
workers to stifle the First 
Amendment, preclude 
debate and allow union 
representation without any 
election at all.   
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Recruiting Students 
to Sell Newspa-

The flyer should read  ñJOBS FOR 
STUDENTSò and you will need to have a 
few other particulars on the flyer, such as 
a phone number and maybe a hint at how 
much money a student can make by the 
day or by the week. The flyer needs to be 
short and to the point. What you are 
trying to do is get students to call you on 
the phone.  If you get ten calls from the 

flyer, chances are you will get one or two students for your 
crew.  

As your crew members become more experienced they will 
become excellent recruiters for you.  

One thing to watch with crew member recruiting is the 
production of good members when they bring a friend on.  
Many times a crew member doesnôt realize that they lose 
some of their focus when they bring a close friend into the 
program. When someoneôs production begins to suffer 
chances are their focus is on the friend more than on what 
they came on to do in the first place. I have also seen this 
work the other way around as well and many times a pair of 
good friends develop their own little method of competition 
and will work to out produce each other.  

Once youôve put together a sales crew allow plenty of time to 
make the pick-ups of the students. If you estimate that you 
need 30 minutes to have everyone picked up you should 
probably plan on 45 minutes. It takes time to train students 
to be ready to jump into the vehicle as you pull up.  

If students can be picked up at a central point thatôs fine, 
but you donôt want to tell four kids youôll pick them up at a 
basketball court only to have to wait for them to shower 
before entering the vehicle. 

As students enter the vehicle the noise level will increase 
with each student you pick up. Donôt get alarmed and donôt 
go out of your way to establish several rules for the vehicle.  
Keep it simple. 1) No student is to put their hands on 
another students once they enter the vehicle. This 
eliminates touching, slapping and that sort of thing in close 
quarters. 2)   There is no eating and drinking in the vehicle 
unless I say so.  This rule eliminates students from jumping 
into the van with candy, soda or anything else while others 
have none.    

I play the music loud and allow students to enjoy their time 
while in transit to a neighborhood but when we reach the 
neighborhood the music gets cut off and we concentrate on 
the selling.   

Have the students study the neighborhood as you roll 
through the streets preparing for your first starting point.    

I like to discuss a couple of training issues at this point right 
before we hit the sidewalks. I usually call on someone to 
give their presentation to the entire group or Iôll share 
something from the previous night that is an important 
training point. Iôll also remind the students that the training 
goal is for all crew members to become smarter than the 
person who opens the door. When we get to that point every 
night is successful. 

 

 

My column last month talked about selling 
newspapers door-to-door this year. What I 
tried to share was a training script that was 
both simple and effective. 

Scripting and training are extremely 
important elements of a successful door crew 
operation. But, long before we get to that 
point weôve got plenty to do in the area of 
recruitment and interviewing prospective 
sellers. 

Letôs begin by identifying who we want to work on our 
student crew. You can do that simply by being informed 
about state and or city laws that dictate ages and anything  
regarding the students you desire to recruit. Weôll go with 
students from the age of 13 years old and up for this writing, 
although as I have traveled throughout my career I have 
seen a variety of state codes dictating various ages 
throughout the country.  

You can use ads of all kinds when you want to recruit 
students, but thereôs nothing like getting up close and 
personal. Iôve always preferred to work with local schools 
and participate in their career days. High schools are great at 
these but youôll find that Middle schools as well often host 
career day functions for their students.   

Because state codes have come into play quite a bit more in 
the last 15 years than they were in the 1970ôs and 80ôs, many 
states require kids to be of high school age in order to knock 
on doors as an independent contractor. Weôre lucky in 
Arizona and still have the option to use kids 12-13 years old. 

A typical high school career day program has all of the US 
Armed Forces represented along with any number of 
companies that hire high school age students.  That could 
include McDonalds, Burger King, Taco Bell, etc., you get the 
picture. If you display a number of eye catching graphics and 
your newspaper logo or banner, youôre sure to get the 
attention of a number of students.  

When talking to students ask them right away when they 
would like to start? That always gets their attention; just 
make sure youôve got the answer ready when they say they 
can start tomorrow. Iôve had situations where Iôve left a 
career day function and had 10-12 students ready to go with 
me the very next day, it can happen that fast.  

You need to have a few tools ready to go when you are 
recruiting students to get involved with your program. First 
make sure you have a short contract for them to fill out that 
covers the basics and it should also include a W9 form for 
social security purposes. Most states will require a parent or 
guardian to actually sign the contract but it is still a great 
tool to send home with the student.  

Be prepared to discuss commissions, wages and bonus 
programs of all types and donôt misspeak when discussing, 
because it will come back on you. When talking about money 
the best way to go is to have things all on a hand-out and 
then answer questions as they come up. 

Once you get a group together, have them canvas a 
neighborhood passing out flyers looking for student to sell.  

 

 

 

By Jim Martin  
Circulation Director  
Casa Grande Valley  
Newspapers Inc.  
520-423-8642   

Door-to-door work doesnôt have 
to be a lost art. All we need to do 
is find some budget dollars. Then 
recruit, train and contract 
students to get involved in our 
efforts. The magic of the sale on 
the porch can still be very much a 
part of our selling future.  
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What Others Think   

The Question:  
 
Should  newspapers put up a pay wall charging customers for access or is it to late?  

 

Don Lovelace, VP/Circulation of Lakeway Publishers, 
Inc. Morristown, Tennessee. ñI think newspapers made 
the mistake of thinking we should give the news away 
and unlimited advertising dollars are going to flow like 
manna. I believe we should have limited access to a free 
site and put the entire paper up for a fee. We have 
always charged for our product. We have to pay for the 
costs associated with gathering this information. Those 
who would say we should not charge for the access are 
not responsible for revenue.ò 

Rob Covaceuszach, 
Circulation Director, Kamloops 
Daily News, Kamloops, B.C. 
ñWhat weôve decided to do 
corporately is give free access to 
existing print subscribers, and 
those that went with online 
digital subscription only, they 
have to pay regular rate for it.  I 
donôt think it is too late. Check 
out our website.ò 
www.kamloopsnews.ca 

Jerry Bellune, publisher and 
business consultant from South 
Carolina. ñIt's never too late to 
use common sense.  

We lost 20% of our paid 
subscribers after we launched our 
free web site in 1999. We bit the 
bullet and went paid.  

Now we only offer only a 
subscription for both the print 
and online editions which 

includes access to our daily local news updates. We 
allow older,  longtime subscribers who have no access 
to the internet  to renew their subscriptions for print 
only if they prefer.ò 

Debra Casciano Promotions Manager Press-
Register, Mobile, AL 
ñNewspapers should have never allowed information 
be received for free. For over 20 years, I felt this was 
the wrong direction and that it would eventually hurt 
our print business. I believe we could have provided a 
brief amount of information to tease the on -line 
reader, then direct them to our print product by 
suggesting they purchase the newspaper either by 
home-delivery or single copy.   

Of course, times have changed and many people are moving into the tech 
world. We can use this to our advantage by offering an online product but, 
definitely not at no cost. Many newspapers around the country are now 
looking at a paid on line model. In fact, I know a few papers who have 
already started charging for on-line subscriptions. At least itôs a step in the 
right direction. If we stop the online information (especially the local news) 
I do think people would pay providing they find value in the product.   

Anyway, in answer to your question. I do not believe itôs too late!ò 

Doug Davis , Corporate Director of Circulation and 
Human Resources  at The News-Journal in Daytona 
Beach, Florida. ñNewspapers are concerned they will 
lose their web site on line volume traffic if they institute 
a pay wall. If they lose significant traffic, this could 
have a negative impact with their on line advertising 
revenue. I think it's inevitable that newspapers  will 
need to strike a balance between free and paid on line 
content. The balance should be charging a fee for non 
subscribers to access specific proprietary local content. 
Local sports would be a good example.   

Like most newspapers, the public can access our web site and read almost 
all of our print  content for free. They can also get breaking news and video 
clips. We also have an E-Edition which is an exact replica of our print 
edition. The E-Edition is complimentary for our seven day readers. We 
increased our weekend subscription rates to include the seven day E-
Edition. Its just a way  to increase our revenue and give the perception of 
more value even if the subscriber does not use the E-Edition.  
Have we been successful with increasing our paid E-Edition readers? No, 
its a slow trickle of growth and why would it be any different when they can 
get the same content free on line. 
I don't think its to late to charge for proprietary local content that non 
subscribers want and need. The packaging and cross promotion of print 
and on line has to be carefully planned out in order to find the right 
balance.ò 

Steve Learn , LMCIS Columnist, 
ñCirculation Directors got it right 
15 years ago when we told 
Publishers that we should charge 
for online content. Most 
Publishers choose to listen to the 
Editors. As an industry we 
missed it that time around.  

Now we have another 
opportunity. Now is the time 
while the print side is down to 
right a wrong and start charging. 

I recommend charging subscribers a small fee and 
charge non-subscribers of the printed product, a 
higher rate. My answer is to right a wrong from our 
past and charge.ò  

 

Low Cost High Quality Training Material  

LMCIS  

 

Visit us online at www.circulationidea.com 

Or Call 256.757.6849 

http://www.kamloopsnews.ca
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Since the hot topic seems to 
be how or why to have a pay wall, let me share 
with you both our logic and our most recent 
strategies at The Bulletin in Bend, Oregon.  

We made the business decision to have a paid site 
back in 2005. Since then weôve had several 
revisions, upgrades and changes to rates. But 
when we first made the decision to charge for 
access to our site, we did so with these strategies:  

¶ Invest in hardware, software and personnel 
to provide great content so we could recoup 
what we invested. 

¶ Invest in content that was unique and 
valuable to our readers but also to our 
company. We wanted this value to equate to new or additional dollars and our 
goal was to achieve this through our own staffing. 

The majority of us believed, at least in our market, that offering content for free 
online was detrimental to our print edition. You remember the print edition right? 
The one that pays most of the bills and our salaries?  Yeah, that edition.  

Because of those basic philosophies, we set up the following rates; 

¶ $10.50 per month for 7-day delivery of the print edition. (No discounting).  

¶ $8.00 per month for Sunday only delivery of the print edition.  

¶ E-edition is $8.00 monthly.  

¶ E-edition is $3.00 monthly for 3 -day access. 

We also provide a group rate for area businesses such as libraries etc. if they 
purchase in bulk. 

One of the reasons we chose $8. E-edition monthly rate was it coincided with our 
Sunday Only home delivery rate and the marketing opportunities between the two.  

We worked our way up to approximately 500 E-edition only subscribers but  initially 
dealt with several inquiries as to ñwhy we would charge for accessò?   

We dealt with this by providing thorough training to our CSR staff. This included  
pre-launch viewing, role playing and providing them with scripts. The inquires 

slowly faded. They still occur, but they are now 
the exception rather than the rule.  

Do readers still object?  Yes, and their 
complaint is basically the same, ñWe can get 
news for free at other newspaper sites, why 
would you chargeò? Communication, (surprise, 
surprise), is the key. Once readers understand 
why we charge, most accept. 

When we started, we did not provide an exact 
replica of our newspaper. This, I am pleased to 
say, changed in February this year. Our rate 
structure has changed as well. 

Our new rate is now $11 per month for both the 
print and the E -edition access. Our 
approximately 26,000 home delivery customers 
were given an opportunity to opt out and 
remain at the $10.50 print only rate.  

A Pay wall works    
   
    

Our marketing approach focuses on 
ñlook at all you receive for just pennies 
a dayò.  We focus on the content you 
get behind the pay wall and currently 
have about 25,000 folks now paying 
the additional .50 cents each month for 
access to our E-edition. That equates to 
roughly an additional $150,000 
annually in new  revenue. Let me 
repeat that number for you, that is 
$150,000 in new revenue, without 
jeopardizing a single home 
delivery customer .   

It also avoided a regular rate 
adjustment, for which we were long 
overdue. (As evidenced by our rate 
structure).   

In Bend weôve had record revenue 
years, growing each year starting back 
in 2003 and the growing readership 
has a positive impact on our 
advertising rates.  

We now have approximately 750 E-
Edition Only subscribers plus the 
25,000 mentioned above so our site 
traffic has not significantly changed.  

In addition, customers can now view 
the paper online just as if they were 
turning the pages on our print edition 
and the good news is that we anticipate 
continued readership growth, 
additional revenue streams in 2010. 

I think this clearly shows that value 
equates to dollars. For us here at 
Western Communication, 2010 is going 
to be one of our best years ever. 

See the next two pages for a 
couple of our ads promoting our 
E-Edition.  

 

 

By Keith Foutz  

 

Adding Revenue  


