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ñI'm a great believer 

in luck, and I find the 
harder I work the more I 

have of itò. 
 

               Thomas Jefferson  
 
 

 This yearôs presidential election promises to be a 

huge news event. It is again possible that America 

will again go to bed before they know who will be our 

next leader.  

Election time is a great opportunity for you to sell a 

lot of newspapers and the companies that react 

quickly and decisively will see the biggest gains.  

Weôve added several more ideas in this edition of 

LMCIS to help you maximize the chances to sell 

additional newspapers.  

Read closely the story that was submitted to us from 

Mike Zinser, as he does an excellent job outlining a 

critical issue for newspapers that we canôt ignore.  

Share success stories with us so we can share them 

with the rest of the circulation community. With the 

challenges circulation professionals face daily, now is 

not the time to hold good ideas close to the vest.  

The International Newspaper Carrier Day contest is 

being revived! The contest was very popular with 

newspaper professionals for many years. We 

encourage everyone to put together a great 

marketing effort for their carriers and share their 

ideas with us at LMCIS. (See last two pages for 

details)  

The International Newspaper Carrier day is managed 

by NAA and they do an excellent job on all fronts. We 

would like to recommend to newspapers that they 

contact NAA about moving this day, which has 

traditionally been in early October, to a day in early 

December. We think moving this special day to honor 

carriers to December will increase the money carriers 

earn in tips. With route expenses what they are, we 

need to do all we can to increase their earning 

potential.  
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www.circulationidea.com  
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HISTORY  
 

Ron Anderson started publishing 
Circulation I dea Service in 1986. He 
acquired the publication from a 
subsidiary of Scripps Howard (Berkley 
Small) 22 years ago. ñCIS has been 
serving the newspaper industry since I 
was a young circulation manager in the 
1960sò. Anderson noted. "I am excited  
about the new owners and the future of  
Circulation I dea Serviceò. Anderson is a 
noted Circulation Professional who was 
recently honored as an Inductee  
into the National Circulation Director Hall  
of Fame and had the prestigious award  
named after him.  



IN THE NEWS...  
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Seattle Times, P -I will increase price to 75 
cents  
The newsstand price of The Seattle Times and the Seattle  

P-I weekday editions will increase to 75 cents starting 
Sept. 1. The Sunday retail price will stay at $1.50. The 
news coincides with an increase in the newsstand price of 
The New York Times, which rose to $1.50 from $1.25. 

The change affects ñthe suggested retail price of the 
newspaper,ò Seattle Times Co. a newspaper 
spokesperson said, as newsstand operators can charge 
whatever price they like.  

The Seattle Times Co., majority-owned by the Blethen 
family. The Times eliminated about 190 jobs earlier this 
year. The Seattle Times is the company's flagship 
newspaper. 

Palo Alto Weekly drops Wednesday edition  
 

The Palo Alto Weekly , which has been printing two 
editions a week for 15 years, has announced that it will 

drop their Wednesday edition and only publish on 

Friday. The move comes six weeks after the Palo Alto 
Daily News  eliminated its Monday edition because of a 

lack of advertising.  

The Buffalo News  offers 107 employees 
buyout  

Roughly 10 percent of the work -force at the 
newspaper is eligible for these buyouts. Buyout 

offers start at $60,000 and go up depending on how 

long an employee has worked for the newspaper. 
Eligible employees include both union and non-union 

workers in several different departments including 
transportation and distribution, but no newsroom 

employees will be impacted.  

The buyouts are completely voluntary and no further 
action is planned if employees turn them down, 

Buffalo News employees have until October third to 
decide if they're taking the buyout.  

The Cordele Dispatch, converts to USPS  
The Cordele Dispatch is in the process of changing its 
method of newspaper distribution. After several 
months of contemplating the best move to bring 
expenses in line they have decided to convert daily 
papers (Tuesday through Friday) to same-day mail 
delivery. This move becomes effective throughout all 
three counties in early September. 
Sunday papers and holiday editions will continue be 
delivered by carriers with delivery deadlines set to 
8am. The newspaper will  continue placing papers at 
the usual dealer and rack locations in the coverage 
area all five days. 
There will be a few customers, in outlying areas, 
that will be changed to mail every day because it is 
no longer cost effective to travel so many miles. 
Customers who will be affected by this change will 
be notified individually, and they will receive their 
Sunday papers with Mondayôs mail. There will be no 
increase in the cost of the newspaper. 

Caller Times   
VP of Circulation at the Caller Times, Jeff Deloach 

adds VP of Advertising to his 
circulation duties the 
newspaper announced.  
 

Deloach, a highly respected 
circulation professional also 
announced the promotion of 
two within circulation to assist 
in the management of the 
circulation department.  
 

Mike Arnold is now the 
Circulation Manager of Operations. Mike will manage 
the Metro Home Delivery, State Circulation and 
Transportation at the Caller Times. 
 

Sonia Burke will be the Circulation Manager of Sales 
and Administrative Department. With these 
responsibilities include all aspects of circulation sales, 
subscriber retention, single copy and Newspaper In 
Education. 

The price of the Sunday 
Pilot to go up by a 
quarter  

The Virginian-Pilot will increase 

the price of their Sunday 

newspapers in single copy 

locations to $1.50 from $1.25 on 

Sunday. It will be the first rate 

increase for the newspaper in 18 

years. The cost for daily newspapers will remain 50 

cents. 

Dallas, Fort Worth distribution agreement  
The Dallas Morning News and The Fort Worth (Texas) 
Star-Telegram will deliver each otherôs newspapers 

starting Oct. 6.  

The News will deliver about 5,000 daily copies and 7,000 

Sunday copies of The Star-Telegram in Dallas, Cook, 
Denton and Ellis counties. 

The Star-Telegram will deliver 21,000 daily copies and 

20,000 Sunday copies of The News in Tarrant, Parker, 
Hood and Johnson counties. 

The arrangement will also cover distribution of other 
publications including The New York Times, USA Today, 

Investorôs Business Daily and specialty newspapers 
Quick, Al Dia and La Estrella en Casa. 

Chattanooga Times Free Press  
Has hired Carroll Duckworth to be the circulation 
director. Duckworth was previously Single Copy Manager 

Evansville Courier & Press 

http://www.wkbw.com/news/local/27105474.html


James Richard (Dick) Irvin  

 
SHREVEPORT , LA- Mr. Irvin 
passed away on August 19, 
2008 , after a brief illness. 
Graveside services were held 
on September 13, 2008 in 
Stockport , Iowa .  
 

Mr. Irvin was born on 
September 18, 1913 in 
DesMoines , Iowa and was a 
resident of Shreveport for the past two years. He 
served during World War II, as a First Lieutenant in 
the European Theater. 
 

Mr. Irvin came from the Des Moines (IA) Register 
organization and later worked worked at the St. Paul 
(MN) Press and was at the Hickey-Mitchell Insurance 
Company for many years.   
 

He retired in 1977 and drove the "company" car until 
he lost his ability to drive five years ago due to failing 
eyesight. 
  

His first wife, Betty, died in 1984.  He and Ellie were 
married 9-17-88, one day before his 75th 
birthday. Next month they would have been married 
20 years. Dick would have been 95 years old next 
month.  

IN THE NEWS... 
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Gannett to cut 1,000 newspaper jobs and 
100 management positions  
Gannett, the McLean, Va.-based newspaper giant will cut 
1,000 jobs, or about 3% of their workforce.  

Gannett is struggling with declining advertising and 
circulation. Layoffs will account for about 600 of the 
positions cut and should be completed by the end of the 
month. The rest will come from attrition.  
Gannett stock closed up more than 10 percent at $21.31, 
as Wall Street rewarded the pending reductions. 

The job cuts will come from the company's community 
newspaper division, but not USA Today. 

Gannett also plans to eliminate about 100 management 
positions and overhaul its corporate structure. The new 
structure hopes to flatten executive management and 
enhance the roles of group sites.  

WATERTOWN ð Robert C. Shumway, 86,   

 
Died Wednesday, Aug. 13, 2008, at Waterbury 
Hospital. He was the widower of Harriet (Melcher) 
Shumway.  

Bob had been a long time supporter of the RICMA 
effort.   Old timers will remember that Bob followed Ed 
Bennett as CM at Fremont and worked with Bill 
Morrissey at Dayton. 

He joined Berkley-Small after serving at Waterbury and 
retired in 1985. Then he started his own circulation 
supply business and fully retired in 1993.  

Nine get probation, fined in circulation 
scandal  

The circulation scandal which rocked Newsday drew to an 

end after the nine people charged in the case -- including 

former top business executives at the newspaper -- were 

sentenced in federal court after entering guilty pleas.  

The U.S. District Judge sentenced Louis Sito, the former 

No. 2 business executive at Newsday; Robert Brennan, 

former Newsday vice president for circulation; Robert 

Garcia, Hoy's former sales and distribution manager; and 

Richard Czark, former national circulation manager to 5 

years' probation each and thousands of dollars in fines.  

Also drawing 5 years' probation and thousands in fines 

were Gus Acosta, who ran a national distribution firm in 

Hackensack, N.J.; Ed Smith, former Newsday liaison to the 

Audit Bureau of Circulation; Dennis Springer, former Long 

Island home delivery manager for Newsday; Dot McKillop, 

former director of single -copy sales on Long Island for 

Newsday; and John Faiella, the operator of two Suffolk 

newspaper delivery companies used by Newsday. 

The nine had pleaded guilty to conspiracy to commit fraud 

for inflating the circulation figures.  

Federal prosecutors have said that between 2000 and 

2004, Newsday's daily circulation was inflated by as much 

as 100,000 copies. They said the daily circulation of Hoy, 

then Newsday's Spanish-language sister paper, was also 

inflated, by as much as 45,000 copies. 

Merriweather Promoted  
ZANESVILLE- Circulation Director 

John Merriweather was promoted 

Tuesday to general manager of the 

Times Recorder, Coshocton Tribune 

and the Zanesville-Muskingum 

Advertiser. Merriweather, 46, has 

served as circulation director since 

June 2005 and will maintain his 

circulation operations 

responsibilities. 

McClatchy Co.   

McClatchy, home to 30 newspapers including the Miami 
Herald, said that it is implementing a one -year wage 
freeze for all employees. 

Please let us know 
regarding staff 
changes. 
 
256.757.6849 



Catch the Big Mouth...  
Big enough to keep two or more newspapers dry!  
  
  
  
  
  

 The toughest tube in the  
Industry  

"The Big Mouth"  
 

 

Makes for faster easier  

delivery that newspaper 
carriers prefer over other 
tubes.  
 

Visit us online at 
www.gvcampbellinc.com or  
email us at   
gvcampbellinc@aol.com  
 

 

 

 

1-706 -484 -1872 

  
 

 
 

 

 
 

THE #1 NAME IN CIRCULATION CONSULTING EXCELLENCE  
       

 

           
                                                        

¶ Onsite Operational Assessments  
¶ Onsite Marketing Planning  
¶ Staff Development/Training  

   
Why not get the best?  

 

¶ Executive Recruitment  

¶ Department ñTempò Assistance  

 
 

Additional Consulting Services  

 

 

 

www.andersonrandles.com  

  Conference Speakers            DM Online Training              

 
Phil Hanna  

 

 

770 -252 -5900  
 

71 Middleton Trace  

Newnan, GA 30265  

 

paperboy@summergrove.net  

 
Don Michel  

 

 

319 -390 -9288  

 

311 Rock Ridge Road,  

Cedar Rapids, IA 52405  

 

donpmichel@msn.com  

 
The Source for all your Circulation and  

Promotion Needs.  



 

 

8-Skills of a Successful Circ. Dir. 
8-Skills of a Successful DSM 
8-Skills of a Successful Office MGR  
8-Skills of a Successful SC MGR  

Get all FOUR 8-Skills for  

the Low Price of $249 and we will pay 

the  

shipping and handling..... 

Call 256-757-6849 or email us today clearn2007@yahoo.com  

$69.95 Each Plus $4 shipping and handling if sold separately  

Visit us online at  

www.circulationidea.com  

 
Bright New Ideas? 

We­ve got­em     
Cutting Edge Training and  

Development Material 

For the Budget Minded Professional 

Buy all 4 and Save OVER 15% 



   

Net paid average for six months ending March 31 

Greenwood, SC    The Index -Journal  
 

Year   Morning (Mon. -Sat.)   Sunday  

2005  14,136  --  15,379  -- 
2006  14,286   +150 (1.1%)   15,141   -238 (1.5%)  

2007  14,582   +296 (2.1%)   15,222   + 81 (0.5%)  
2008  14,833   +251 (1.7%)   15,092   -130 (0.9%)  

Total growth     +697 (4.9%)      -287  (1.9%)  

Average growth               +1.6%/year       -0.6%/ year 

Spotlight on growth... Ronald C. Anderson 

"It is not one thing, but a lot of different things," said 

Albert Ashley, Circulation Manager of  
The Index-Journal, Greenwood, SC, when asked the 

secret to the success of his newspaper in growing 
circulation over the last three years.  

 
"One of those key things is that we have 
very little carrier turnover -- under 10% 
per year," Ashley said.  ñThis makes for 
a very stable operationò. 
 
 

This independently owned morning and Sunday 

newspaper has averaged 1.6% daily circulation growth 
per year for the past three years, according to ABC Fas 

Fax reports for the six months ending March 31, 2005 

through March 31, 2008.  While the Sunday figure is down 
slightly for the same period, the combined properly 

weighted daily and Sunday average for 2008 would 
exceed that of 2005 by about 3.9%, or an average growth 

of about 1.3% per year.  
 

Ashley has been the Circulation Manager there since 
January 1997.   
 

In describing his newspaper's market, he said it is growing 
perhaps 1 to 2% per year in population. He describes 
direct competition as being minimal, with only one outside 
daily having some home delivery and single copy 
circulation in his city zone. Ashley added that The Index-
Journal is expanding some of its routes into previously 
uncovered areas on the outer edges of its market. This is 
being done with some success. 
 

A kiosk program is their number one sales source. It is run 
by an independent contractor who locates mostly at retail 

stores in the area.  
 

 

 
 
 

The kiosk is in operation every weekend, plus some 

other days when appropriate. All orders are prepaid 
and are sold at half price. The seller offers three, six, 

and twelve month subscriptions. 
 

Their next strongest program for producing home 
delivery starts is door-to-door. The kiosk contractor 

does some of this, with some part -time adults doing 
the rest. The same half price offer is used.  
 

They do no cold call telemarketing, no direct mail, 

and just minimal carrier selling. They do use ads and 
inserts in their TMC product and inserts in single copy 

newspapers promoting home delivery. 
 

Ashley said that they are always running some kind of 
promotion. Most of them offer premiums for new 

subscriptions, such as a comic strip umbrella. These 
offers are promoted in -paper and in their TMC 

product. This past Spring, for example, an umbrella 
promotion yielded about 150 full price three month 

orders. 
 

Newcomer marketing is also done. These folks are 
called from the office and sold at full price. Stops 
are also called from the office, in an effort to save 
or resell them.  
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Greenwood, SC. 

   The Index-Journal 

Aided by their very low carrier 
turnover, they are able to achieve 
a service ratio of 1.0 to 1.5 
complaints per 1000 deliveries.  
Ashley also cited their "good 
rapport with the carriers".  



They recently launched an EZ Pay program to help 

retain subscribers, and it now covers close to 10% of 
their subscriber base. They have successfully used a four 

months for the price of three offer to gain conversions to 
EZ Pay. Their EZ Pay price is $13 per month, which is 

the same as non-EZ Pay subscribers pay. 
 

Their single copy prices are 50 cents daily and $1.50 
Sunday. Home delivery is $39 for 13 weeks, $74.10 for 

26 weeks, and $140.40 for 52 weeks. These long term 
discounts are 5% for six months and 10% for twelve.  

Their most recent price increase was in October 2005, 
when they went from $12 to $13 per month.  
 

Single copy sales represent about 15% of their total 

circulation. Ashley said that Circulation works very 
closely with News, the latter department providing 

advance content information so that draws can be 
adjusted, etc. Ashley described the product as 

predominately local. 
 

A big circulation gain occurred a couple of years ago 
when they were able to sell the local hospital on buying 

a copy every day for each patient. These copies are 

delivered with the patients' breakfast. The hospital pays  
25% of the basic price. This is good for about 220 

copies per day, seven days per week. They have a 
similar deal with a rehab center, which provides about 

30 sales per day, Monday through Saturday. 
 

They also started an NIE program about three years 
ago, adding an NIE Coordinator to run it.  
 

Spotlight on growth... Collections 

L E A R N i n g  M o r e  Ci r c u l a t i o n  I d e a  Se r v i c e 8 

97% Collected with  

55% EZ Pay    
 
By Ella Miles 
Customer Service Manager 
Dayton Beach News-Journal  
 

Over the past three years we have watched our new start 
paid percentage increase steadily. 

In 2005, we ended the year with 58% of our sales paid.  In 
three years we have increased our paid percentage to an 
average of 85% per week.  Recently, we exceeded this mark 
with an incredible 97% paid!  

Bi-monthly training and role -playing secessions with the staff, 
is the reason were we able to reach the 97% paid level. Also 
55% of these starts took EZ Pay.   

In the beginning stages of our training, the staff relied 
heavily on offering gift cards and other incentives to secure 
payment at the time of sale.  During this time our training 
focused on the value of the paper to new and current 
subscribers. As our training progressed, we began to reduce 
the number of incentives that the staff was able to offer until 
they believed in the product enough to sell it without the 
crutch of having to rely on gift cards or other incentives.    

The key is if your staff believes in the value of the 
daily newspaper, they will be able to sell it.  

 Along with the training, we also adjusted the commission 
structure and held contests to reward paid sales. The agents 
were compensated more for a paid sale than a billed 
start. The contests also keeps the focus on getting payments 
upfront. Soon it became second nature for the staff to close 
a sale by giving the customer the choice of paying for the 
paper with a credit card or auto bank draft, instead of asking 
if they would prefer to be billed for the subscription or pay 
over the phone.   

The staff is not only assuming the sale, they are 
assuming a paid sale. 

After seeing the success of this program with our paid sales 
effort, we then shifted more toward increasing our EZ pay 
sales.  

At the start of our EZ pay program, we offered subscribers a 
$20 Gift Card to various stores for going on the payment 
plan. With training, a shift in our commission structure and 
some sales contests we have able to successfully ramp the 
offer down from $20 to $10.  

The Subscriber Appreciation card we use is good for buy one 
get one free offers at local merchants.  Many of our agents 
are now securing EZ pay sales, as well as conversions of 
current subscribers, without having to rely on the Gift Card 
incentive.   

Again, through training, our agents are now focusing on the 
value of saving money and time by going to the EZ pay 
program and are able to convey this to our subscribers. 



Newspaper Theft Athens, Alabama 
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Rack thefts hurt newspaper 
carriers  

By Jean Cole   

jean@athensnews -courier.com  

Every day, without fail, a mystery woman approached the 

newspaper rack at Hometown Grocery in Athens. Every day, 
without fail, she dropped in two quarters, pulled open the 

door, reached in and, instead of pulling out the one paper 

she paid for, left with the entire stack. She took the 
purloined papers to the plant where she worked and sold 

them.  

Eventually, a grocery store patron noticed her routine and 
reported her.  

The woman thought she was stealing from a newspaper 

company.  She was actually stealing from newspaper 
carriers Sebrina and Andy Tarpley, a hardworking West 

Limestone couple with two children ð Breanna, 9, and Levi, 
4 ð who deliver newspapers all night to the 80 to 90 racks 

throughout Limestone County.  

ñWe are losing $700 to $800 a week from people stealing 
papers,ò said 30-year-old Sebrina. ñWeôre making some 

money or we wouldnôt be doing it, but itôs taking money 
from our family.ò  

ñWhatever papers we donôt sell, we have to turn back in to 

the newspaper or we have to pay for them,ò Sebrina said. 
ñIf they are stolen, we still have to pay for them.ò 

Before the thief at Hometown Grocery was caught, the 

Tarpleys were losing about 30 papers a day from the rack.  

To illustrate the problem, the Tarpleys collected all of the 
money in the racks before loading the Sunday papers. Then 

they collected all of the money before loading Tuesdayôs 
edition. The News Courier is not published Mondays.  

ñWe checked 10 racks and we had 80 papers stolen out of 

10 racks,ò Sebrina said. ñIf they steal one daily paper, I 
have to sell three more papers to break even. I end up with 

enough to pay my gas for a week and a little more ï enough 

not to quit right now. ò 

As someone who understands living on a budget, she 

wonders who canôt afford to pay 50 cents for a newspaper. 

ñItôs just 50 cents,ò she said.  

EDITORôS NOTE: The story is about an issue we all have encountered before, 

newspapers stolen from racks. Historically, some newspapers might have turned a 
deaf ear to carrier complaints regarding stolen newspapers. Today, in these tough 

economic times, we suggest working with your carriers to lower rack pilferage.  

Tips to help carriers reduce 
theft of newspapers from 
racks  

 

¶ Provide home carriers with an alternative for 

replacing shortages other than taking newspapers 

from racks. 

¶ For rural routes where a rack may be the only 

alternative to get access to shortage replacement 

copies, inform the carriers to at least contact the 
newspaper office to report what has occurred. The 

papers can then be deducted from the rackôs draw 

amount or can be counted as ñreturnsò for that 
day, so that pilferage figures arenôt inflated.  

¶ Consider placing small signs or stickers on the 

machines stating that the racks are being 
monitored and that anyone found taking more 

than one paper from a machine without paying 
them will be prosecuted. Many circulation 

suppliers have standard stickers that could be 
purchased, or you can customize your own. 

¶ One little anti -theft ñtrickò used before is to 

remove a bolt from one of the four corner pricing 

faceplates on a rack.  A battery-operated, blinking 
light is put in that spot.  It both draws attention to 

the machine for sales purposes and appears to be 
a surveillance camera to reduce theft.  

¶ Consider offering rewards for anyone reporting 

rack theft resulting in a successful prosecution. 

¶ A laminated card that highlights that 

theft hurts the 
Independent Contractor. 

Put the card inside the 
rack on the display holder 

so the person buying the 
newspaper will see it 

clearly.  
 
 

Don Michel, Keith Foutz and 
Steve Learn provided these 
tips  



Yet, that seems to be the same ñstrategyò 

some newspapers have taken lately. Cut 

sales budgets and salespeople, but expect 

circulation to stay the same or to grow.  

A typical newspaper has a ñchurnò rate 

between 30-40%. Thus, a circulation 

department has to sell enough new 

subscriptions to replace 30-40% of its 

home-delivered circulation base each 

year. 

Example: If your subscription base is 

15,000 customers and your churn rate is 

33%, you need to plan on selling at least 

5,000 new orders per year to offset all of 

the stops (excluding vacation stops with 

restarts and other temporary stops).  

If you break the example down further, 

your newspaper would need at least 417 

new starts per month or almost 100 per 

week ï just to try to stay  even. 

Unfortunately, many newspapers do not 

have the plans, the resources nor the 

programs in place to address this ñstart 

pressureò issue.   

I can certainly understand the financial 

pressures and the budget cuts that 

newspapers face nowadays.  Itôs tough to 

swallow the fact that an annual ñstart 

pressure needò of 5,000 orders is likely to 

cost between $100,000 - $200,000 a year.  

(That would be at a cost of $20 -$30 per 

order, which may even be low, at many 

newspapers.) And all of that expenditure 

will buy you . . .  .  

New Customers Don Michel  
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How Do I Sell Thee?   

Let Me Re-Count the Ways. 

A cartoon shows a group of businesspeople gathered around 

a conference table. 

The company president is at the front of the room, pointing to 

a chart and a line-graph with a huge downward plummet.  

The caption shows the president saying, ñThe dip in sales 

seems to coincide with the decision to eliminate the sales 

staff.ò 

Do yaô think ? 

the same home-delivered circulation as 

you had the year before. If youôre lucky. 

That doesnôt usually sit well with 

Publishers, who donôt understand the 

nature of the ñchurnò beast. 

However, what option do you have? Are 

you willing to watch your circulation 

numbers quickly tank and to lose the grip 

on your whole newspaperôs franchise and 

advertising niche in the market? 

Or, is your newspaperôs management 

willing to make the commitment  - 

including the financial investment - to 

maintain or grow your numbers?  

(ñUnlessò, as my business partner, Phil 

Hanna often says, ñyou already have too 

much circulationò.) 

Producing enough start pressure at a 

reasonable cost has become a 

tremendous challenge for circulation 

departments. This has become particularly 

true with the decline in telemarketing 

sales, especially after the federal Do-Not-

Call list legislation was passed in October 

2003. About 75% of all households are 

now on that list.  

Although no other single source can 

produce the sheer volume of orders that 

telemarketing once did, the cumulative 

impact of diversified sales methods, 

combined with strong retention programs, 

can still produce home-delivery growth.  

About three years ago, I wrote an  

article for CIS  listing a variety of 

subscriber acquisition channels, as well 

as comments and tips on making your 

programs effective. Here is an update: 

Voluntary Orders  

These are the least expensive and the 

best retained. So, put yourself into 

position to have potential prospects 

contact you to place a subscription 

order. 

In addition to in -paper ads (to 

attract single copy buyers), use 

other methods to reach non-

subscribers, including: radio; TMC 

products; websites; and TV and 

billboards (where possible and 

affordable). 

Present testimonials of satisfied, 

current subscribers that 

demographically match the demos of 

non-subscribers you wish to attract.  

Create a multi-media branding 

campaign that includes subscriber 

testimonials.  Have a consistent 

branding ñthemeò (e.g. ñDiscover 

Whatôs In It for Youò; ñWorth 

Every Second . . . Worth Every 

Centò; ñMaking a Difference in Your 

Lifeò). 

Saturate and ñblitzò the market with 

your message to provide strong 

brand awareness and to get the 

highest exposure. 
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Include a ñcall to actionò and provide convenient 

methods to do business with you, including phone 

numbers, postage reply cards and internet access. 

Telemarketing  

Although itôs not having the impact it once had, 

telemarketing should still be a part of 

part of a newspaperôs sales mix. 

Outsource cold-calling to a reputable 

telemarketing company. 

Use internal staff for ñhotò calls to 

households that have conducted 

business with you within the past 18 

months (and are therefore not 

affected by the Federal ñDo Not Callò 

list restrictions). This would include: recent stops; partial -

week subscribers (for upgrades); new movers; 

households that received requested samples; and leads 

from classified advertising. Keep in mind that you have to 

maintain and observe an internal do-not-call list for 

households that have specifically requested that your 

newspaper not make calls. 

Have a good sales script and a decent offer; get your 

main sales pitch across quickly. 

Focus on securing payment at the time of sale, during 

the verification process, or soon after the order is 

started. Promote EZ Pay as the preferred payment 

method. 

Make sure that your CSRs are well-trained so that they 

can turn inbound calls into sales and marketing calls.  

Examples: Ask for the order during phone conversations 

with all non -subscribers.   

Get restarts for all temporary stops. Promote vacation 

packs and NIE donations.   

Offer EZ Pay to all customers. Work to upgrade partial 

week-subscribers.  Save customers who request stops. 

Direct Mail  

The most critical factors: a good non -subscriber list and a 

good offer. (Donôt worry so much about a fancy mailpiece .)  

The best prospects:  former subscribers. 

Control expenses: Use simple but effective pieces.  Mail 

only to former subscribers or to geographic areas where a 

reasonable response rate can be expected (in core-market 

zip codes vs. far-flung distribution areas).  

Prepare your response device first and have a strong call 

to action. 

For more info about direct mail and a ñtemplateò for a 

direct mail sales letter and mailing program, check out the 

Postal Serviceôs website at www.usps.com.   

Youôll find some terrific information on that site regarding 

direct mail marketing.  

Kiosks  

Establish good relationships 

with retailers, especially 

grocery stores and discount 

stores. Consider making sales 

calls together with your 

newspaperôs ad sales reps. 

Become partners with store 

managers and sell them on 

the benefits of the program 

(e.g. gift card purchases 

for sale premiums, free ad 

space, customer greeters). 

Have an attention-getting, attractive booth.  

Use in-store gift cards as premiums for paid orders. Promote 

EZ Pay. 

Be available on high-traffic days (weekends) in high -traffic 

locations. If possible, get as close to the front door as 

possible.  Rotate locations.   

Carrier Sales  

Provide a year-round, worthwhile incentive for all new carrier 

orders (e.g. $10 for non -paid orders, $20 for paid orders).  

At least twice a year (Spring and Fall), run special campaigns 

for about a four -week period and provide even greater 

incentives. Best incentive: Cash or cash equivalents (e.g. gift 

cards from convenience stores or retail locations). 

Promote the annual additional profit  earned by having just 10-

20 more customers on the route.  

Provide decent sales and ñleave behindò materials with 

postage-paid reply cards. Allow carriers sales credit for orders 

mailed that contain their route numbers on them.  

Work especially with new carriers, who are usually more 

receptive and excited about sales work than ñveteranò carriers. 

Provide new carriers with a list of all stops on the route from 

the previous twelve months as a ñtarget listò for new orders. 

Sales Crews  

Have a high-quality, professional employee or contracted 

operation.  For legal reasons, employ crewmembers who are 16 

years or older. 

Provide proper training and motivation (a good incentive 

program and an upbeat crew supervisor).  

Get orders that are paid up front.  

Consider non-traditional crew salespeople (e.g. senior 

citizens).   

http://www.usps.com/
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Sampling  

Preauthorized (requested) samples work best (25-40% 

conversion rates). Extend an invitation for the sample 

via: single copy inserts; your TMC product; your website; 

newcomer mailings; direct mail; and one -day carrier-

delivered samples with fliers offering extended free 

samples. 

Four-week or one-month samples can provide better 

results than shorter terms for requested samples.  

For non-requested samples: Control the number of 

samples (e.g. 5-10 nonsubscribers for a two-week 

period) that a carrier will distribute at any one time.  

Secure sponsors for samples so that the samples can 

be counted as paid ñthird partyò sales. 

The key to sampling: Proper sales follow-up via phone 

or a salesperson visit. Also, include a postage-paid mail 

back order card with samples that are distributed.  

Distribute door hangers to non-subscribers in selected 

neighborhoods and offer four-week free samples. 

Follow up on all requested samples. 

Free Standing Inserts ï Single Copy Papers  

Vary days of the week. Use bright, eye-catching pieces. 

Sell the convenience of home delivery. Promote the 

features and benefits of the less-read daysô  

newspapers, showing a reason to read each dayôs 

issue. 

Provide for an easy response: Postage paid reply card, 

phone number, email/web site address. 

Create a ñsense of urgencyò.  Use occasional ñlimited 

time onlyò (e.g. 24-hour) sales promotions. 

Consider offering a 4-week free authorized sample. 

Newcomer Marketing  

Purchase newcomer listings from an outside vendor. 

Use direct mail and telemarketing to promote 

subscriptions using a free four-week sample. 

If possible, secure a real estate company to sponsor 

samples in order to count them as ñthird partyò sales.  

Apartment Sales  

If possible, work out arrangement with apartment 

manager to have the subscription cost added to the rent.  

Establish good relationships with apartment managers 

so that youôll be allowed to: solicit in apartments (if 

possible); to leave sales materials or samples at the 

apartments; or to have the manager distribute free 

sample ñwelcome giftsò to new tenants. 

Use direct mail to promote in selected apartments.  

Consider Sunday only or ñweekend onlyò subscription  

sales programs, which may generate a better  

response rate from apartment residents.   

Door Hangers  

Provide door hangers to 

carriers and crew sales 

people as ñleave 

behindsò for sales calls. 

Include a good offer 

and ease of reply 

(postage-paid return 

card; phone number; 

email/web site 

address). 

Upgrades from Partial 

to Full -Week 

Subscription  

Run upgrade programs 

at least twice a year via 

telemarketing and direct 

mail. If youôre an ABC 

newspaper:  Be sure that you run an  ñOpt Inò program - and 

not an automatic upgrade - as currently required by ABC 

regulations.  (This ABC rule changes in April of 2009.  Automatic 

upgrades with an ñopt outò clause will be allowed.  Be sure to 

check the ABC website for details.)  

TMC promotion  

Anchor a newspaper subscription promotional ad on page one or 

two of the TMC product every week (either a special offer or a 

four-week sample). 

Use ñtestimonialò ads from current subscribers to promote the 

benefits of subscribing. 

About once a month, include a freestanding promotional insert 

with a postage-paid mail back card or with a ñlimited 

timeò (e.g. 24-hour) special offer.  

Organizational Sales (outside groups and clubs selling 

for fund -raising)  (Best suited for small towns/small 

newspapers.) 

Run in-paper ads promoting the benefits of subscription sales 

drives. 

Provide $10-$20 commissions to the group for each new order 

obtained. 

Consider single copy sales programs for organizations, such as 

selling newspapers outside of churches on Sunday. 

Marketing to Businesses  

Get a list of businesses from the yellow pages or directory 

services.   

Use direct mail and telemarketing to promote the benefits of 

subscribing for both the business and for serving customers 

and patrons in waiting areas.  
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Gift Subscriptions  

Run gift certificate ads in the newspaper at appropriate 

times of the year (e.g. several weeks before Christmas or 

other special holidays). 

Promote gift subscriptions with billing inserts.  

Instead of specific gift subscriptions, consider offering 

ñgift cardsò good for various amounts ($10, $20 and 

up, in increments), which can be applied to the 

subscription of the receiverôs choice. 

Create a database of previous gift -givers and send 

direct mail promotional pieces to them for future gift 

subscription purchases. 

Employee Sales  

Provide ñbusiness cardsò for employees to give to 

prospects for ordering four -week free samples. Include 

the newspaperôs phone number and address for ordering. 

Besides cash, use logo-imprinted premiums for promos 

and as rewards for any employee sales. 

Organize an employee ñcall nightò to contact previous 

stops for subscription re-sales.   

Web Site Marketing  

Be sure to have a PROMINENT promotion on the top 

front page of your web site to promote print 

subscriptions. 

Provide an on-line subscription form and promote 

access to it through the web site and on content 

screens. Make sure the reader is easily attracted to the 

feature: ñFor home delivery of The Daily Planet, click 

here.ò Make it visible and even ñstunningò.  

 Provide good reasons to subscribe; sell your product!  

Put ñsubscribe to the print editionò buttons on your 

home page and all over your site (e.g. at the ends of 

online stories, in the classifieds section). 

Offer four-week free samples.  Follow up on requested 

samples. 

Make arrangements to have your subscription sales 

message found on the websites of other local 

businesses, such as real estate companies, local 

utilities, the Chamber of Commerce and cable TV. 

And now you have a recap of a variety sales program 

options - both inexpensive and more ñpriceyò ï for you 

to implement at your newspaper.  

Unless, of course, you already have too much 

circulation.   

MANAGEMENT TIPS  

 
Be on time for ALL your appointments. If 
you schedule a meeting, set a time to visit with a 
customer, or tell someone you'll meet them for a 
working breakfast be there at the time you set or 
you will lose their respect. If your customer 
service person tells a customer the redelivery will 
be within an hour, make sure it is. It's just 
common courtesy, and it will really help your 
business.  

Stop and smell the roses. Believe it or not, you 
will do a better job with your business if you let 
your mind wander once in awhile. Take a break. 
Recharge your batteries.  When you go back to 
work you will be more creative and less stressed.  

You Are Not Smarter Than Everybody.  You 
may not be smarter than everyone! Seek input 
from the group, and LISTEN to it. You will be 
surprised at what you can learn.  

It's not how hard you work, it's what you 
get done.  Anybody can work hard, and most 
people do. The really successful people focus on 
accomplishing results not on effort expended. 
Donôt confuse effort with success. 

Learn from the mistakes of others.  You can't 
live long enough to make ALL the mistakes 
yourself.  

Work On Your Weaknesses First.  In any job 
you will find things you do well, some you do 
okay, and some you don't do so well. To improve 
yourself, and increase your value, work first to 
improve in those areas that are your weakest.  

Anyone can steer the ship in calm waters.  
What will set you apart in your career is how you 
perform during the tough times. Don't become 
complacent and relax just because things are 
going well. Plan ahead for the down times.  

Dare to Dream.  You can't move forward if you 
are always looking back. You can't find new 
solutions if you believe 'it can't be done'. Have the 
courage of your convictions and go for it!  

In every business there are a few key 
success factors.  Define them, then organize 
your department to achieve them, and make 
them your priority each day!   
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Content, Marketing and  

Appearanceé  
 
Three Important Factors When Selling Newspapers  

One of the basics of single copy sales is that 

the presentation and display of your product 

is a key to increasing sales. Whether you 

are selling your newspapers over the 

counter or via a vending machine, it is 

important that they are displayed and 

marketed properly. 

Over the counter sales require that your 

product be very visible to potential buyers 

as soon as they enter a retail outlet. Point of 

purchase is very important when it comes to 

inside sales. Not only should they be very 

visible, but the way in which they are 

displayed can add up to increased sales. If 

you can get the retail establishment to 

display your newspaper on the counter, you 

deserve an A+ for point of purchase.  

There are a plethora of inside racks to 

choose from, and there is one for every type 

of retail environment. I especially like the 

racks that have room for signage of some 

type. Be it a rack card or some type of decal 

or banner. The more you can display the 

name of your newspaper, the merrier. Name 

recognition is vital when it comes to sales. 

Speaking of vending machines, or news 

racks as some people like to call them, it is 

an absolute must that they be kept clean 

and shiny and in good working condition. 

Thereôs no excuse for nasty, filthy and dusty 

machines. One of my peeves is a dirty 

machine with a rack card promoting 

something that happened a year ago. This is 

not acceptable! 

It doesnôt matter if you use employees to 

service your racks, or contractors, they all 

should be held accountable for keeping the 

machines clean and operable.   

Newspapers spend a lot of money for rack 

cards and window banners to promote that 

dayôs newspaper or an up and coming 

feature.  

It is a shame when the people responsible 

for servicing the machines donôt use them. 

As I have mentioned in previous columns, I 

travel by automobile quite a bit and make 

it a point to purchase as many local 
newspapers along the way. I just returned 

from a trip to western North Carolina and 
eastern Tennessee, and managed to 

purchase several newspapers along 
Interstate 40, which goes through the 

entire state of North Carolina and into 
Tennessee. I am happy to report that most 

of the vending machines I saw along the 

way were in good to excellent condition. I 
did, however, see some machines that 

were better suited for the scrap heap. 
Some newspapers need to do a better job 

of field inspection. 

I am also happy to report that many of the 
newspapers are finally beginning to get ité 

They are putting more emphasis on local 
coverage and their front pages are almost 

entirely local. Hurrah! I especially enjoyed 
the newspapers that used banners above 

the masthead and cleverly used photos and 

story leads above the fold to draw readers 
inside the newspapers. Another hurrah! 

I am sad to report that some of the 
newspapers that I purchased are still 
trying to be all things to all people 
and in the process cheating their 
readers.  

These newspapers, for the most part, 
contained a smattering of national news 

and sports briefs that were nothing more 
than you get in a national newspaper, the 

Internet or any of the national news 
channels on cable TV.  My point is, why put 

this type of news in the newspaper in the 
first place. Give your readers something 

they canôt get via the Internet or cable 

TVéIn-depth local coverage. 

One newspaper, in particular, that I 

purchased for five consecutive days did a 

super job of reporting local news and  

Key Points  
 
¶ Presentation and 

display of product 
 
¶ Marketed Properly 
 
¶ Visible to potential 

buyers as soon as they 
enter store 

 
¶ On the Counter next to 

cash register is A+ 
position. 

 
¶ Signage on racks adds 

to name recognition. 
 
¶ Racks need to be kept 

clean, shinny and good 
working order.  

 
¶ An out of date rack 

card is bad for 
business. 

 
¶ Hold contractors 

accountable for 
keeping the racks 
clean and working.  

 
¶ Make sure carriers are 

using the marketing 
material youôre 
providing 

 
¶ Local News! Local 

News! Local News! 



 
Management Tips  
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sports.  
I was impressed with the amount of space they devoted to 
high school football. They had news stories and box scores 

for at least 15 games in their coverage area.  
They also had photographs from some of the games and 

they were prominently displayed above the fold on page 
one and on the front page of the sports section.  

That newspaper was entirely local from the front 
page to the last page. They had in -depth 
reporting of an annual festival and the sports 
pages were filled with names and faces. Of 
course I am not from that area, but I really got a 
feel for the area by reading the local newspaper. 
By the way, this newspaper was not small by any 
means and serves a fairly large circulation area. 
Hats off to them, they get it!  

A larger, regional newspaper that covers the same area 
was one of those aforementioned newspapers that tried to 

be everything to everybody. I bought it for two days and 

gave up on it after that. For example, they had the major 
league box scores from the previous day, but that was all 

they printed. They only had a story about the Atlanta 
Braves game, but none of the other games. This is what I 

mean about a spattering of coverage. Why put it in there 
at all if you are not going to have complete coverage and 

stories on all of the games. Why not devote that space to 
local sports? 

I did get my national news fix from USA Today, which was 

readily available throughout the area where we were 
staying. USA Today must do a good job of keeping an eye 

on their distributors. Every one of their machines was 

impeccably clean. In fact, in some locations where there 
was a bank of machines and news racks all lined up in a 

row, their machines really stood out. Thatôs not to say that 
the other newspapers werenôt doing a good job with their 

machines, itôs just that the USA Today machines caught my 
eye. 

Oh yeah, I noticed a lot of free publication during our trip, 

most notable were the real estate and automobile 
publications. But there were others which were aimed at a 

specific target audience such as entertainment, leisure, 
outdoors, parenthood and sports. Most of the free 

newspaper racks were eyesores and not well kept.  Some 

of these free publications also need to do a better job with 
field inspections. 

Remember, content alone will not sell your newspaper, but 

if the content is excellent and it is marketed and displayed 
properly, your single copy sales have no where to go but 

up. Next time you go on vacation or even a short trip 
outside of your market, buy some newspapers and do a 

little critique on their content, marketing and appearance. 
You might be surprised by what you see. 

See yôall next month! 

Frank P. Mastromarino 

Newspaper Circulation Consultant 

710 Three Wood Drive Fayetteville, NC 28312  

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

Delegation  
Delegation is a skill of which we have all heard - but few 
understand. It can be used either as an excuse for 
dumping failure to subordinates, or as a tool for motivating 
and training your team to realize their potential.  

Delegation is a style of management which allows your 
staff to use their skills and knowledge to their full potential. 
This will increase your staffôs knowledge and 
understanding. Without delegation, you lose the valuable 
resources around you. (Your team)   

Delegation is primarily about entrusting your authority to 
others. This means that they can act and initiate 
independently; and that they assume responsibility with 
you for certain tasks. If something goes wrong, you remain 
responsible since you are the manager; the trick is to 
delegate in such a way that things get done but do not go 
(badly) wrong.  

Objective  
The objective of delegation is to get the job done by 
someone else. Not just the simple tasks like reading 
instructions and pushing a button. True delegation must 
also include the decision making and changes which 
depend upon new information or facts. With delegation, 
your staff should have the authority to react to situations 
without referring back to you.  

To enable someone else to do the job for you, you must 
ensure that:  

¶ They know what you want, they have the authority to    

       achieve, and know how to do it.  
These all depend upon communicating clearly the nature of 
the task, the extent of their discretion, and the sources of 
relevant information and knowledge.  

What Next?  
You still need to monitor the tasks you have delegated and 
to continue the development of your staff to help them 
exercise their authority well. There are some management 
functions you should never delegate - these are the 
personal/personnel ones which are often the most obvious 
additions to your responsibilities as you assume a 
managerial role. Specifically, they include: motivation, 
training, team-building, organization, praising, 
reprimanding, performance reviews, promotion.  

 
 
 
As a manager, you have a 
responsibility to your company 
to develop your team. 
Delegation with proper 
inspection is an excellent way 
to develop your team  
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The Future Jerry Bellune 

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

Newspapers  

The Future of  

When the going gets tough, real 
leaders get going.   

Lets admit it. The crepe hangers of the media have 
one thing right. Metro newspapers are in trouble. 
Gannett is axing 1,000 jobs. And they arenôt the 
only one. But isnôt Gannett one of the largest and 
most profitable newspaper publishers in the world? 
Should we unload our Gannett stock?  

One development the crepe hangers seem 
to overlook is that community newspapers 
arenôt in trouble. Advertising revenue may 
be down because retailing revenue is 
down. But community newspapers are far 
from endangered.  

Much of that is due to the leadership of community 
newspaper publishers, circulators, editors and their 
dedicated staff people. We care about our 
communities ð and our communities care about 
us. 

What the future holds  

In August, a group of us who work as coaches, 
consultants, speakers and trainers for the 
newspaper industry met in Atlanta for more than 
12 hours over two days to discuss the future of 
newspapers and what we are seeing as we travel 
the country and abroad.  

Our Media Specialists Group discussed the 
circulation decline of metro papers, the relationship 
between legitimate concern for our communities 
and readers, the long-term impact of outsourcing 
editing and advertising production to foreign 
countries and the health and future of newspapers.  

We concluded that community newspapers 
will survive and prosper while mid-size and 
metro papers need to pay more attention 
to creating quality local products that 
readers and advertisers will value.  

Here are some of the highlights of what we see 
and what we anticipate.  

Alienating readers and advertisers   

Kevin Slimp, director of the Institute of Newspaper Technology in 
Knoxville, Tenn., said that corporate-owned newspaper publish-
ers risk alienating readers with staff cuts, diminished local news 
and watered down products as they strive to improve their bot-
tom lines with Draconian cuts and layoffs.  

Fellow LEARNing More Circulation Idea Service contributor Bob 

Bobber says that wherever he goes, he sees signs that the print 

industry is in better shape than the crepe hangers want you to 

believe. Bob, whoôs general manager of the Suncoast Media 

Group in Florida, said: "While we all realize that metros are hurt-

ing, if you take shoppers, weeklies, magazines, the international 

press, community dailies and niche publications, circulation is 

doing just fineò. "The days of 30% and 40% margins are long 

gone, but a lot of that is going to be replaced by alternate deliv-

ery, Web sites and whatever else we come up with over the next 

10 or 20 years". 
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Asked about the impending doom of 

newspapers, award-winning newspaper 

designer Ed Henninger responded, "I 

donôt see community newspapers ï mom 

and pop operations ï dying. I do see 

larger newspapers, 30,000 and up, 

having problems." 

According to Ken Blum, an Ohio 

newspaper consultant and author of 

"Black Ink, the Book", the big companies 

are in serious trouble for other reasons. 

Itôs not that many of these papers are 

not profitable. Itôs that theyôre not 

profitable enough to cover their 

exorbitant debt loads. They paid high 

prices when the economy was humming 

and now theyôre looking at plunging 

revenues at these newspapers.  

Is free distribution the answer?   
Blum said one emerging trend, converting from paid to free 

distribution, makes sense in an urban market where there 

is a lot of population churn. But, he said, "Iôve been to 

many markets where the weekly newspapers have an 80% 

to 90% penetration. I would never recommend free 

distribution for them."  

Asked what he would say to newspaper owners and 

publishers worried about the future, 

former Connecticut newspaper group 

CEO and consultant John Peterson said, 

"A good local paper is essential to its 

users. It should be the ownerôs manual 

to the community.  

Newspapers are a service business. Itôs 

unreasonable to expect them to be 

successful if you continue to keep taking 

things away from readers and advertisers." 

Lost connections with customers   
Is outsourcing our jobs a plus or a minus? Kevin Slimp 

thinks it is a minus. He believes 

outsourcing can damage our 

connections with our customers. 

Designers in India donôt understand 

our culture. Outsourcing advertising 

and editing to them is a disconnect 

with advertisers and readers. How can 

an editor in Calcutta figure out what is 

happening in an important criminal 

trial in Miami, Fla.? 

What does it cost to replace people with technology? Bob 

Bobber fears we will turn ourselves into just another 

commodity as many banks have done. Look at banksô 

attempts to replace tellers with ATMs, he said. They lost 

the personal touch, their connection with their customers. 

Are we headed down the same perilous path? 

Has voicemail robbed us of that human 

connection?  

Ed Henninger warns itôs another disconnect. Letôs say 

your newspaper didnôt arrive today. You call the paper. 

You get a recording: "If you did not get your paper, 

press 1." Three recorded prompts later youôve given 

your name and address and you donôt get to talk to a 

real person. óReal peopleô are an expense. Voicemail is 

cheaper.  

But is it a good experience for your 

subscribers?  

A banker friend of ours wonôt have voicemail answer 

his calls. He says his competitors can copy everything 

else he does. He stresses the one thing they wonôt 

copy is his friendly staff.  

ñToo expensive,ò the competition says. ñPoppycock,ò 

he says. His competitive advantage is that personal 

customer connection. Have you maintained a personal 

customer connection? 

Local is our franchise   

My own take on newspapersô future and our roles 

as leaders in the industry...  

Itôs simple and optimistic. The obituaries are 

premature. Our community newspapers are robust.  

We fill a need for local news and information like 

nothing else. We tell you about your taxes. What 
your local officials are up to; About the education 

your children get; The safety of your town; Who 
scored the winning points in the local high school 

game; Who was born, got married or died; Whatôs 

on at the movies.  

We donôt try to cover the world. We cover what we 

do best. We should not try to be all things to all 

people. Thatôs suicidal. Local news and sports is 
our reason for existence. We should do it better 

than anyone else ever could.  

October Takeaway Thought.  

Our Media Specialists Group meets online once a 
month to discuss topics of pressing concern to 
newspapers. Our next annual meeting will take place in 
Tampa, Fla., in August 2009. Iôll let you know 
specifically where and when. You have our invitation to 
join us for a spirited discussion of real world 
newspaper and online publishing issues. 

Next month: How a leader develops a following. 
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¶ Getting the home delivery newspapers out early is not 

as important as hitting the racks and stores.  

¶ Have the editor put a front page announcement on 

the election day paper (Tuesday) that Wednesdayôs 
newspaper will be delivered to rack and store locations 

by 6am or 7am.  

¶ Communicate to carriers the need for a team effort 

and don't forget to include their help with getting 
marketing material to racks and stores.  

¶ The weekend before the election work with your 

carriers to get racks cleaned and inspected.  

¶ Develop double sided rack and stack cards that read 

ñFull Election Coverage Todayò. Put the marketing 

material out a few days prior to the election.   

¶ To add to the marketing effort I like to add red, white 

and blue helium balloons to racks and at point of 
purchase stands inside stores. (Wednesday) This is 

another area that you can use contractors. If getting 
to each location is impossible at least hit your top 50 

selling locations.  

¶ Talk to your newsroom a few days before the election 

to learn what local races are tight so you can 

determine where you might sell additional 

newspapers.  

¶ A couple of inexpensive marketing pieces for local 

mom and pop stores with a message relating to a local 

issue will also be affective.  

¶ Be aware of any upsets in your market. This may 

present an opportunity to shift newspapers around.   

¶ With a two-sided rack card, make sure carriers flip the 

rack card over on Wednesday. ñComplete election 

resultsò is one idea.  

¶ Ask stores to call in at 10:00 a.m. or have someone on 

your staff to determine how many papers they have in 

their stand. One suggestion is to put their name in a 
hat for a drawing. The calls from stores will help 

determine if and where newspapers might need 
shifted.  

¶ Make sure you have hawkers in downtown hot spots 

and a recovery run is always a smart choice. 

 
Email us and lets us know how many additional 

newspapers you sell this election. Good Luck!  
 

circulationidea@yahoo.com  
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Election Ideas         Elections 

ELECTION  

RESULTS! 

A few years ago I was Circulation Director at an 
afternoon newspaper, when we made decision to go 
out as a morning newspaper for the election results.  

This election was one of those off election years but 
amazingly the result was an increase of 120% over the 
previous year election and we increased 55% over the 
election two years prior. (Bush vs Gore election)    

The entire newspaper worked as a team to give 
Circulation a morning newspaper with great coverage 
of local elections.  

Thereôs a lot of work involved in going morning for one 
day but the impact in sale and in the community can 
be very positive.  

 

Election plans for one day swap to morning  

¶ Plan ahead. This is a change that cannot be thrown 

together in a few days.   

¶ Discuss your idea with all of the department heads 

and the publisher. Often with an afternoon 
newspaper  the editorial side of the newspapers is 

finished the night of the election with little to do in 
the early mornings. This might put the editor on 

your side as well. 

¶ The ad director will like the idea of the newspaper 

having a longer shelf life.   

 



Home Delivery Promotion       Election  
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When we think election, we think single copy 
opportunity. Brian Jones, of the Waxahachie Daily 
Light (Texas) saw a unique home delivery 
opportunity and provided us with an idea to share 
with you.  
 

Employees that brings in a paid start of three 
months or more get to draw from a jar. In the jar 
is 50-pieces of paper to represent each state with 
how many electoral votes the state offers written 
on the paper. A lucky employee that pulls Texas 
with 34 electoral votes, will earn $34 where a start 
will pay only $3 for Alaska.  
 
This idea would also work well with carriers.  
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Proven  
strategies  
for success; 

 

Be proactive  

Be thinking ahead of what you want to accomplish not 
only tomorrow, but next week, next month, next quarter 

and for the year.  

Be aggressive  

Build a fence around your market and take the attitude 
that  no competitor comes in to your backyard.  

Believe in the value of your product  

We get so caught up in rate adjustments that we forget 

the value of our product and the great service we 
provide to the readers home. At a conference many 

moons ago I heard a Publisher talk about dissecting his 
newspaper and cutting out all the various items that 

were of value. The discussions were not just coupons 
either but a variety of items such as classified sections, 

restaurant reviews, TV previews etc. He then 

reassembled them into the various categories and in the 
end, he had a thick example by various categories of the 

true value of our newspaper. This is a great way to 
show your newspaper the value you provide and as you 

know, ñKnowledge is powerò. Product knowledge goes 
along way to overcome challenges such as time or price. 

Lead by example  

Consider taking an approach of actually doing a route or 

a bundle haul occasionally. One of the most successful 
programs we ever ran was providing a weekend off for 

an independent contractor with management doing their 
route for them. Or if you prefer, offer an incentive to the 

c.s.r. team that provides the winner of most retention 
saves in a week with an afternoon off, again with 

management fulfilling their duties. When I first became 

the Corporate C.D. here in Bend, I had myself and our 
Circulation Management, staff the phones during the 

c.s.r.ôs occasional meetings. It certainly set the tone that 
they knew we wouldnôt ask them to do something we 

have not or would not do ourselves.  

Be a risk taker by being creative  

Realize that not everything you are going to try will net 
the desired results. Donôt let that stop you from trying 

new ideas. One program we attempted that failed 
miserably was going after our mail subscribers with our 

paid E-Edition. Sometimes you can learn more from your 
failures than you can from your successes. Donôt be 

hesitant to try again.  I would caution you to keep in 

mind itôs better to use a rifle approach rather a shotgun 

blast to see what will stick.  

Smile, enthusiasm is contagious  

Itôs important to have fun, remember life is short. Leading 

by example also means you smile and have fun. A sign we 
put onto every computer in our circulation department, 

including mine, is that a smile can be heard. It reminds us 

that our tone is often how we are perceived. If youôre 
having a bad day, take a moment to relax, walk around, 

get some air, (unless itôs a cold Bend day with the wind 
gusting up to 50 mph, and 8 inches of new fallen snow, 

then you may just want to view the sky from the inside.)  

Empower the team, encourage input  

We want our team to ñdo the right thingsò when it comes 
to our readers. Whether itôs making arrangements for re-
delivering a paper, issuing credit or extending the 
customerôs expiration date. We want them to resolve the 

situation right the first time. If an employee exceeds 
certain agreed upon criteria, we talk about it and find out  
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why it was necessary.  We donôt automatically make the 

assumption that they just ñgave away the farmò simply to 
get the customer off the phone.  We recognize their efforts 

as our philosophy is to spend as much to retain as we do 
to acquire. To us, thatôs what doing the right thing is all 

about. 

Spend time with all personnel  
Itôs important to take an interest in your team.  I would 

caution each of you to make sure it is a sincere interest as 
Iôve yet to see anyone in our industry who can fake 

sincerity with any degree of long term success.  Iôm not 
suggesting anyone to become too personal or too friendly 

as there is a fine line between business and friendship.  

What I am recommending is something as simple as 
asking how someone is doing today?  Did they have a 

good weekend and if so, what did they do?  
 

Practice listening  
Learning to listen was much harder for me. I continue to 

work on not interrupting or 
finishing sentences for 

employees. Let your team talk 
and share with you their 

thoughts and ideas. One of my 
many pet peeves however is 

that if you bring up a 

challenge, be prepared to 
discuss potential solutions as 

well. I learned early in my 
career that if you take a problem to a supervisor, also be 

prepared with suggestions on how to best resolve.  
 

Remember the basics, blocking and tackling  
Often times small 

and medium size 
newspapers do well 

while our metro 
friends and 

neighbors suffer.  

There are lots of 
varied reasons for 

metro publications 
struggle but one of 

them is they fail to 
remember thisé. You lose them just like you get them, 

one at a time. Take pride in doing the little things correctly 
the first time. Treating people like you want to be treated. 

Never asking someone to do something you havenôt done 

or wouldnôt do again. And finally, remember the old adage 
that the customer is always right.  

 

Leadership Success  Tips  
Listening With Full Attention  

 

When an employee or coworker approaches 
you for advice, inspiration, feedback or a 
discussion, listen to understand what the 
individual needs from you.  
 

If you canôt fully engage the person at that 
minute for any reason, it is better to reschedule 
the conversation. If you are, for example, on 
your way to a meeting, struggling with a 
deadline, trying to leave early, or experiencing 
any other distraction, it is better to make an 
appointment when you can really listen to the 
person.  
 

Donôt try to half way pay attention. You insult 
the person; you will never fully comprehend 
their position or need. Worst, the employee 
walks away feeling that you donôt care about 
his or her concerns.  
 

It is far better to reschedule the discussion 
when you have time to listen with your full and 
deep attention.  
 

Are You A Good Listener?  
Development Skills  
 
 

Becoming a good listener is important to 
maintaining and nurturing relationships as well 
as getting ahead on the job.  
 

 

Good listening skills help you learn and 
understand as well as project a warm and 
caring attitude.  
 

 

Other people 
expect you to listen 
to what they are 
saying and will judge 
you poorly if you 
appear to be doing 
otherwise.  
 

Keith Foutz  
Brings over thirty years of newspaper experience 
involving mailroom, production, advertising, 
marketing and circulation aspects including stints as 
both a General Manager and a Publisher.  
 

His current position is Corporate Circulation & 
Operations director for Western Communications and 
Publisher of Central Oregon Nickel Ads.  


