
in this issue >>> 
President’s Corner- Full Day of FREE Training 

From the Office- MFCP-Style… You’ve Got a Friend! 

MVP at Work- Two Questions for Supporting Remote Employees 

Members Helping Members- Postal Incentives 

John Foust- Don’t Ghost Your Clients 

Kevin Slimp- Healthy, Growing Papers 
Ryan Dohrn- Creating Urgency with Clients 

 

 

  

 

FEBRUARY 2025 

 

Find us on Facebook 
 

CLICK HERE 

TO REGISTER 

We hope to see 

all of you there! 

Something for everyone!  Join us for a 70th 

Anniversary adventure at Spring Confer-

ence in Sioux Falls, South Dakota 

CLICK HERE FOR A BROCHURE 

https://www.facebook.com/people/Midwest-Free-Community-Papers/100083343817052/?notif_id=1715141380309496&notif_t=page_user_activity&ref=notif
https://charlie.amberplains.com/fmi/webd/mfcp?homeurl=https://www.mfcp.org
https://charlie.amberplains.com/fmi/webd/mfcp?homeurl=https://www.mfcp.org
https://02f0a56ef46d93f03c90-22ac5f107621879d5667e0d7ed595bdb.ssl.cf2.rackcdn.com/sites/36042/uploads/115241/MFCPBrochure202520250204-611471-59i3y2.pdf
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Full Day of FREE Training 

Registration Open Now! 

 

A full day of FREE training … need I say more? 

Last month I talked about a few of the benefits of MFCP. February is the month of LOVE and I 

would like to talk about one of my favorite benefits of MFCP … conference. 

Conference is a benefit that should not be taken lightly. I am proud to say some of my closest 

friends were met at an MFCP conference.  

The people attending conference are fighting the same challenges and celebrating similar victories 

as you are each day. Is there a reason you wouldn’t want to spend two full days with them? Or 

better yet, can you afford to not take the time to hear their ideas?  

One of the best parts of conference is you attend for FREE as a member and so does your staff! 

Imagine what it would cost to have one speaker/trainer come to your office to address your staff. 

This year, you will have the ability to learn from five speakers at zero cost for registration. Some 

conferences have a registration fee of almost $800 a person.  

April 3-4 are the dates to write on your calendar. Conference will be at the Holiday Inn in Sioux 

Falls, South Dakota. Speakers include Dustin James, Holly Hoffman, Russell Viers, Lindsey 

Young and Joleen Goodman. We are offering three full tracks for editorial, graphics and sales for 

our 70th.   

If you have not taken the time to attend conference, 2025 is your year.  

Download the sheets and schedule below and don’t forget to go register! 

We are all about deadlines. Every day we have some sort of deadline to meet. Your deadline for 

today is to register for 70th anniversary MFCP conference and trade show.   

Lisa 

Here is your link to register 

Here is the link for the brochure. 
 

Lisa Miller 

https://charlie.amberplains.com/fmi/webd/mfcp?homeurl=https://www.mfcp.org
https://02f0a56ef46d93f03c90-22ac5f107621879d5667e0d7ed595bdb.ssl.cf2.rackcdn.com/sites/36042/uploads/115241/MFCPBrochure202520250204-611471-59i3y2.pdf


 

 

 

 

 

                                   

 

 

 

 

      

From the Office 

MFCP- Style  

You’ve Got a Friend! 
 

 

 

 
 

 

 

Lee Borkowski 

 

As you’ll see in Lisa Miller’s column this month, plans for our Spring Conference are well under-

way—and this one is extra special! We’ll be celebrating 70 years as an organization, a milestone 

that wouldn’t be possible without the incredible members we’ve had over the decades. What 

makes MFCP truly stand out is the willingness of our members to share openly and support one 

another. That generosity is the heartbeat of our association, and it’s why so many lifelong friend-

ships have been formed at our meetings. I’m honored to be part of this amazing community. 

A perfect example of Members Helping Members in action happened just last month. We had 

two eblasts go out with requests for help, and the responses were a testament to the power of our 

network. One member’s chamber of commerce had asked them to recreate a city map, and they 

wanted to know what sources others were using. Within 12 hours of the eblast, three solid answers 

came in—two suggested great mapping resources, and another shared that they create their own 

maps using Adobe. Just imagine how much time and effort it would have taken to track down 

those answers the old-fashioned way, one phone call at a time! 

The second request was from someone looking for a sample sell sheet that combines pricing 

for digital and print offerings into one page. That one didn’t generate responses, which tells us 

something important—there’s a need for this resource. And that’s what MFCP is all about: identi-

fying what our members need and working to fill those gaps. We’ll be taking a closer look at this 

to see how we can help. 

If you ever have a question, problem, or issue, don’t hesitate to reach out to me! I can move 

quickly to send out a Members Helping Members eblast, and the entire association will help find a 

solution. It’s one of the greatest benefits of being part of MFCP—having a network of industry 

professionals ready to assist. 

Next week, I’ll be heading into our Strategic Planning session. This is always a valuable time to 

step back, assess where we are, and have honest conversations about what we can do better. The 

goal is simple: to ensure that MFCP is here for many years to come, stronger than ever. As I al-

ways say, we’re here to help our members make more money—and that’s a responsibility we take 

seriously! 

Thank you for being part of MFCP and for making it the unique, supportive, and forward-thinking 

organization that it is. I look forward to seeing many of you in April as we celebrate 70 years to-

gether! 

Lee 

 

 

 



 

 

 

       

  

  
By Amy Kyllo, Staff Writer 

Dairy Star, Sauk Centre, MN 

 

Two Questions for Supporting 

Remote Employees 

 
  Pause,  

 

 
 

 

 

 
 

By Megan Punt 
 

 “Great things in business are never done by ONE person. 

They’re done by a TEAM of people.” Steve Jobs 

 

For many of us, working remote or semi-remote is reality. Remote workers are in a complicated 

dance as they deliver value to the company while simultaneously balancing life and work that are 

uniquely intwined. Though convenient on the surface, working a remote job requires an extra 

level of attention to detail to be successful. 

As an editorial staff person working fully remote with in-person interviews, here are two ques-

tions I would encourage you to ask your remote employees. First, do they feel isolated from their 

team members? Second when do they do their work and are they happy with how these hours in-

teract with the rest of their life? 

Working as a remote employee it is easy to become siloed from your team as you push out deliv-

erables. As an extroverted, social person, I have found this detachment makes me feel sad, dissat-

isfied and robotic in my role. It’s so easy for isolation to creep in and for all the contact you have 

with your coworkers to devolve into connecting when you need something from them or they 

need something from you. Remember, remote workers have no built-in water cooler conversa-

tions. 

My boss and I have begun implementing intentional check-ins for me with himself and another 

of my coworkers. I also have a professional mentor and a writing mentor who I can set up times 

to visit with. 

As I continue to grow in community with my team, here is what I have learned: 

• Connecting with coworkers helps you to enjoy your job. Fostering job satisfaction is not inef-

ficient. We all know it is hard to find good employees. Do not let yourself become a victim of 

burnout and force your company to find a new employee. You are worth it. Taking the time to 

love your job benefits everyone. 

• Connecting with coworkers amplifies energy. When I share about an amazing story I’m work-

ing on or a social media post that performed well, I get a huge boost of enthusiasm and excite-

ment which bleeds into the quality of work I do. Sharing my work changes my mood and ani-

mates me. 

• Connecting allows exchange of ideas. You do not have to do this alone. Connecting allows 

questions to be asked and ideas and tactics to synergize instead of molding in one person’s corner 

of the company. I have good ideas and so do my coworkers, but if we never talk about them, they 

only do one person any good. 
 

MVP at Work 



 

  

With remote work comes flexibility. No one is watching when you punch in. In some ways, 

remote work is more about being available to coworkers and getting your work done in a 

timely fashion than it is about working specific hours. However, this thinking also has limita-

tions. 

With work malleability comes the joys of a long lunch break with a family member who is in 

town or flexing your work around an event. However, remote flexibility also comes with al-

most no accountability or motivation outside of yourself. 

Though I get my work done by deadline, I’ve found myself clocking in and out all the time 

and starting my day late. These bad habits stretch work into the evenings and Saturday morn-

ings. Of course, since I work for a newspaper, occasionally there is no avoiding an evening in-

terview or editing that has to be done by the next morning, but most of the time working in the 

evenings is more about not having been disciplined about completing hours. 

My boss who mentors me has challenged me to work more consistent, normal hours and clock 

out less. I’m not fully there yet, but I am working towards healthier timing. I would encourage 

coworkers to check with remote workers about whether having someone in their lives as ac-

countability or a reminder to have stricter boundaries would be a mental relief. Remember that 

as long as they are getting their work done on time, this conversation is about their well-being, 

not their performance. 

I hope this column helps you understand and utilize your remote workers or coworkers better. 

We can be among your best employees if you will collaborate with us with intentionality, con-

nection and help. 

Amy 
 



 

  

Members Helping Members 

One of the greatest strengths of MFCP is our members' willingness to support one another, and 

when it comes to postal discounts, Pete Schultz, Mailing and Delivery Specialist at Woodward 

Printing Services, has gone above and beyond. Pete has made it his mission to keep our members 

informed about available postal incentives, creating detailed step-by-step guides to help navigate 

the application process and claim discounts through the Postal One Business Gateway. 

This year, there are four key postal discounts/incentives available, if applicable: 

1. Marriage Mail Incentive – A holdover from last year, this incentive offers a 10% savings for 

newspapers that weigh 2 ounces or under and are published at least 10 times in a calendar year. 

2. Integrated Technology - Mobile Shopping Incentive – To qualify, you must submit an ap-

proved ad (we’re using Omaha Steaks this year), run it each week, check the appropriate box on 

your paperwork, and save 3%. The program runs for a six-month window, so be sure to start by 

July 1 to maximize your benefits. 

3. Containerization/Pallet Discount – While this discount is small—just $0.001 per copy—those 

fractions add up over time. To claim it, all you need to do is check a box. 

4. Sustainability Discount – A 1% savings for using qualified recycled paper. This discount is an 

add-on, meaning you can claim it alongside the Integrated Technology Mobile Shopping Promo. 

If this all sounds a bit overwhelming—don’t worry! Pete and I will be hosting a Roundtable in 

the coming weeks to go over everything and answer any questions. We’re also putting together a 

training video that you can watch at your convenience, along with handouts featuring step-by-

step instructions and screenshots. 

MFCP extends a huge thank you to Pete for his dedication to helping our members navigate 

these incentives. If you have questions or need assistance, don’t hesitate to reach out to him—but 

please be mindful of his time. He’s more than willing to help, and his expertise is a tremendous 

resource for us all! 

Stay tuned for more details on the upcoming Roundtable, and as always, if you need help with 

anything, don’t hesitate to reach out. We’re all in this together! 

 

 

 

 

 

 

 

 

POSTAL INCENTIVES 



 

 

 

 

  Ad-Libs 

John Foust, Greensboro, NC 

Don’t Ghost Your Clients 

 

 

 

 
 

 

Eric is an advertiser who has dealt with a number of media salespeople. “In all of my years of placing 

advertising, I have only one pet peeve,” he told me. “I don’t like it when salespeople ghost me.”  

 

Although “ghosting” is most frequently associated with personal relationships, it also occurs in business 

relationships. Eric is as cheerful as any advertiser you’ll meet, but it bothers him when a salesperson 

ignores him after an important appointment, after his store has featured a big sale, or after a new cam-

paign starts. At those crucial times, he may need to discuss tweaks to the ad schedule or new offers to 

generate more interest. “I’m definitely not high-maintenance, but not promptly returning phone calls or 

not replying to emails and texts is wrong. That tells me they are disorganized, they are procrastinating 

or they are deliberately ignoring me.”  

 

Poet Maya Angelou famously wrote: “I've learned that people will forget what you said, people will 

forget what you did, but people will never forget how you made them feel.”  

 

How do you think Eric’s ghosters make him feel? Whether their inaction is intentional or not, he may 

feel that – after he becomes a regular advertiser – they don’t see him as worth their time any more.  

 

Is that the way you want your clients to see you? Your answer should be a resounding “no.” The solu-

tion is to make it a standard practice to follow up regularly with every single one of your advertisers. 

Eric has a few words of advice: 

 

1. Use the right method. “Some people like emails, some like texts, some like phone calls. While it’s 

human nature to use the form of communication that we prefer, things are different in the world of 

sales. When you’re dealing with prospects and customers, think about their likes and dislikes. Reach 

out to each individual the way they want to be contacted. In fact, they’ll appreciate it if you ask about 

their preference.”  

 

2. When you say you’re going to do something, do it. “Nobody likes broken promises. If you tell me 

you’ll send a proposal or an ad proof by next Tuesday, please do it. If something unexpected happens 

and you can’t deliver on time, please let me know as soon as you find out. I understand that delays hap-

pen, and I’ll respect you more for keeping me informed. For goodness’ sakes, don’t avoid me and make 

me call to ask what’s taking so long.”  
 

 

 



 

 

  

3. Don’t always be in sales-mode. “If someone contacts me only when they want me to buy something, 

their calls become an annoyance. In my business, I work to build relationships with my customers, so I 

appreciate it when salespeople do the same thing with me. My best piece of advice is: Show your cus-

tomers that you care about them and their businesses. When they know you care, they’ll be more likely 

to trust you and they’ll be more likely to invest in what you’re selling.”  

 

That advice is hard to ignore.  

 

(c) Copyright 2025 by John Foust. All rights reserved. 

John Foust has conducted training programs for thousands of newspaper advertising professionals. 

Many ad departments are using his training DVDs to save time and get quick results from in-house 

training. Email for information: john@johnfoust.com 
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Kevin Slimp 

Kevin Slimp - kevin@kevinslimp.com 

 

Healthy, Growing Papers 
The secret is making changes now, instead of later 

 
 

 
 

  

 

 
 

 

 

 

 

 

 

 

 
 

 

 

 

Those of you who pay attention to such things – and I’m guessing that’s not too many of you – 

may have noticed I didn’t spend nearly as much time speaking at conventions in 2024. It wasn’t 

because I didn’t get invited. I just decided to see what would happen if I took a year away from 

speaking to focus on other things. I did several newspaper redesigns, which took a lot of time. I 

traveled from coast to coast and led focus groups for newspapers. I also spent more time at 

home, overseeing my businesses here. 

After 30 years in the speaking business, I’ve learned a lot. Three times over those 30 years, I 

took a year away from speaking to focus on other things. I noticed two things that always 

seemed to happen after a year away from speaking. First, I saw the demand for my speaking in-

crease significantly after a year off the road. I guess that makes sense. Secondly, it seemed like – 

not always on purpose – I reinvented myself after time away from the road. The focus of my 

speaking changed. New topics, along with new audiences, were often the result. 

In the early days, I spoke almost exclusively about software. I would probably talk about it or 

teach related classes if it was a popular application.  

Next, almost by accident, I traveled to major universities to talk to faculty members about this 

new thing called the Internet and how it would disrupt the journalism world. Because of my role 

at The University of Tennessee Newspaper Institute, I was a trusted voice by most schools of 

journalism faculty. A few of you might remember when Rob Curley, now executive editor of 

The Spokesman-Review in Spokane, and I spoke – not together, but independently – to newspa-

per audiences about the potential for online news. I think Rob would agree that we both got 

some things right and some wrong. 

Following a break in the early 2000s, I found myself speaking a lot about the future of newspa-

pers. Most folks had already decided there was no future, so I decided my role – at least for the 

next few years was to offer a dissenting view on the subject. I made a lot of friends and a lot of 

detractors during that period. Saying newspapers weren’t dead wasn’t a popular opinion at the 

time. 

I find myself at the beginning of another year after a “break year.” I’ve already spoken at a few 

newspaper conferences, and my calendar is packed with upcoming conferences. Fascinating (to 

me, at least) is that I’m noticing the topics drawing the larger crowds are different than in previ-

ous years. I suppose that’s only natural. 

 

 



 

Sure, I still get asked to teach software classes occasionally – photo editing classes are still a big 

draw – but most classes seem related to growing newspapers. People are especially interested in 

information about redesigning – which includes more than just the design – their newspapers 

and working with advertisers to create marketing campaigns. Sessions where I invite publishers 

to bring copies of their newspapers, which I critique in front of the audience, are especially pop-

ular. I’ve had attendees write to me afterward and tell me they were about to close their papers 

before attending one of my critiquing sessions, and, yes, the paper turned around after they re-

turned home and made changes based on what they learned. 

Audiences seem to love learning about focus groups. Both what I’ve learned through leading fo-

cus groups throughout the U.S. and how they can conduct focus groups of their own. 

Just to be clear, this isn’t a promotion for my work. I’ve never been busier and often wonder 

how I’ll finish everything. I hope readers understand from this column that newspapers evolve 

and grow continuously. I hear from publishers regularly who want me to know how their 

changes have revived – and sometimes, saved – their newspapers. 

There’s no good reason to delay innovation. Gather your staff together immediately and begin 

discussing steps your newspaper needs to take to start revitalization immediately. 

I don’t know how many new versions of me lie ahead. Still, in this edition, I’m enjoying seeing 

newspapers renewed and resuscitated after making decisions to make changes rather than giving 

in to the “newspapers are dead” mentality. 

 

Kevin Slimp has been a popular consultant and speaker in the newspaper industry since devel-

oping the PDF remote printing method in 1994. His upcoming webinars on design, circulation, 

and software can be found at newspaperacademy.com. 

Kevin Slimp is former director of The University of Tennessee Newspaper Institute and founder 

of NewspaperAcademy.com. 

 
 



 

 Ryan Dohrn 

 
 

 

Ryan tackles the issue of how to encourage customers to consider a sales proposal at the first 

meeting. He suggests that creating a sense of urgency might be a good start. 

 

Discover actionable strategies to motivate clients to make quicker decisions. Ryan shares insights 

on effective incentives, the importance of immediate buy-in during initial meetings, and the ne-

cessity of controlling follow-up schedules. Perfect for anyone looking to enhance their sales 

techniques and drive faster results.  

 

Check it all in the link below. 
 

https://www.youtube.com/watch?v=zsbqioq5pW8 

 

Listen to Ryan’s ad sales podcast, Ad Sales Nation, on iTunes or on Soundcloud. Keep up to date 

with Ryan’s ad sales training advice on Facebook at: https://www.face-

book.com/RyanDohrnLIVE 

Ryan Dohrn is an award-winning ad sales training coach, a nationally recognized internet sales 

consultant, and an international motivational speaker. He is the author of the best-selling ad sales 

book, Selling Backwards. Ryan is the President and founder of Brain Swell Media and 360 Ad 

Sales Training, a boutique ad sales training and sales coaching firm with a detailed focus on ad 

sales training, internet consulting, and media revenue generation. Ryan is also the Publisher of 

Sales Training World. 

 

Creating Urgency with Clients 

 
 

 

https://www.youtube.com/watch?v=zsbqioq5pW8
https://itunes.apple.com/us/podcast/ad-sales-training-nation/id1321518923
https://itunes.apple.com/us/podcast/ad-sales-training-nation/id1321518923
http://360adsales.com/ad-sales-training-podcast
https://www.facebook.com/RyanDohrnLIVE
https://www.facebook.com/RyanDohrnLIVE
http://360adsales.com/
http://ryandohrn.com/
http://ryandohrn.com/
http://top-motivational-speaker.com/
http://sellingbackwards.com/
http://360adsales.com/
http://brainswellmedia.com/

