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The U.S. Postal Service (USPS) is looking
to increase rates for mailing periodicals,
standard A and first-class mail starting
sometime in 2006. The amount of increase
could be somewhere between 7-20 percent-
a wide margin to plan for, but governmen-
tal red tape makes it so. 

The reason for the increase? In part, it
revolves around what Congress will do
with postal reform, which will impact the
increase. Nevertheless, there will be an
increase and you should plan for it now. 

History tells us periodicals and standard A
mail are hit hardest by rate increases.
Generally, when a publication's circulation
is lower, the opportunity to qualify for car-
rier-route sortation is more difficult. This
contributes to the cost for the Postal
Service to process and deliver the mail, so
they pass along additional costs to the
mailer.

What can a publisher do about this? First,
make sure your subscriber list is clean and
accurate. Perform NCOA (National Change
of Address) and use ACR (Address
Correction Requested). These steps will
ensure that your subscriber list is up to
date. If it is not, you'll be advised of
changes as subscribers move.

There are two additional steps that can be
taken on the vendor side - more high tech,
but still achievable:

1) Co-Palletization
2) Co-Mail/Multi-Mail

Let's explore these two postage-saving
options.

Is your mail going out in sacks? Did you
know that the Postal Service charges you
more if your mail is sent to them in postal
sacks? 

The Postal Service offers a discount if your
mail is delivered to postal processing facili-
ties on pallets. The savings could be as

high as $0.015 a copy, which is $15/M
($15/1,000). However, there is a minimum
weight of 250 pounds to qualify for the 
discount. 

How do you qualify if you are only sending
45 copies to Minneapolis and that does not
meet the weight minimum? The Postal
Service does allow your title(s) to be com-
bined with other publications on the same
pallet, which enables you to qualify for the
minimum weight and discount. 

In fact, any number of different publica-
tions can be on a single pallet and qualify
for the discount as long as all of the titles
are going to the same ADC (Auxiliary
Distribution Center) or SCF (Sectional
Center Facility). Note, however, that the
$15/M savings does not include the cost to
ship to the SCF or ADC. 

This process - where many titles that would
normally be sent to the Postal Service are
combined on one pallet to qualify for dis-
counts - is called Co-Palletization.

Co-Mailing is another way to reduce your
postage costs.

Co-Mailing is the process of combining
multiple titles from multiple publishers
into one mailstream. This increases the pre-
sort level, thereby reducing the number of
times a piece of mail is handled and creates
more carrier-route packages. The Postal
Service rewards or reduces postage costs for
mailstreams that achieve finer levels of sor-
tation because it is more efficient for the
Postal Service to deliver. 

Here is how it works. Magazines A, B and
C have the following quantities:

By combining all three magazines into one
mailstream of 190,000, all three pay
postage as if their magazine had a circula-
tion of 190,000. This is how postage 
savings begin to accumulate.

Your magazine will be in a bundle of mail
with other magazines. Together they make
up a finer presort, which reduces the han-
dling required by the Postal Service and,
hence, the cost to deliver the mail.

This means that a bundle of mail is trans-
ported to the local post office and not
opened until the postal carrier is ready to
deliver the mail to homes and businesses.
Mail without the fine level of sortation is
handled many times before it gets to the
local post office, which increases the cost
to deliver the mail.

Multiply these savings across a year's worth
of postage costs. If your title is 30M, 
mailing monthly, the savings could be
$11,160/year. Another benefit is the poten-
tial of quicker delivery because the Postal
Service doesn't handle the mail as much.

As a mailer, it's important for you to start
brainstorming ways to help reduce cost,
and to help the Postal Service deliver the
mail more effectively. Talk to your vendors
now and see what they offer. If they don't
offer any solutions, find out who does. Do
your homework now so you can be pre-
pared to reduce the impact of the increase
before it hits.

* All postage costs and 
projected savings are based
on historical data.

How to Reduce Postage Costs Now and in the Future
by Stu Moore  | Quad Graphics   

Postage before Postage after Savings
Co-Mail* Co-Mail* $/M*

A)  30,000 $7,465 $6,534 $31/M
B)  40,000 $9,749 $8,593 $28/M
C)  120,000 $27,012 $24,558 $20/M

       



LBM Journal - New Web Site

LBM Journal magazine has a new Web site that aims to
serve as a practical, useful tool for the lumber/building
material industry: www.LBMJournal.com. The site includes
a searchable archive of articles from each issue of LBM
Journal, an interactive online poll, an easy-to-use sub-
scriber toolbox, a news feed from BuildingOnline, a 
form to request information from advertisers and more.

“LBMJournal.com was designed and built to be an exten-
sion of the magazine – serving as an easy reference to find
past articles, update their subscription, request product
information from advertisers, or check out the latest 
industry news,” explains Publisher Rick Schumacher. 

LBM Journal is published monthly by Minneapolis, Minn.-
based Custom Built Publishing LLC, delivered monthly to
more than 40,000 professionals in the lumber and building
material industry. Launched in July 2003, LBM Journal
is free to qualified subscribers. 

New Moon Publishing Hires New
Marketing/Communications Staff

New Moon Publishing is pleased to announce the hire of
two new marketing and communications staff members.



             

Penny Ertelt, winner of two Folio Gold Awards for
achievement in direct marketing, has joined New Moon
Publishing as marketing and communications manager.
Ertelt has more than 30 years experience in the magazine 
industry, most recently as CEO and publisher of Wildlife
Education, Ltd. (WEL), publisher of ZOOBOOKS
Magazine.  While at WEL, Ertelt increased magazine 
circulation 30 percent over three years.

 

    

Catherine Conover, New Moon Publishing's new 
communications coordinator, earned a master's degree 
in women's studies from Minnesota State University,
Mankato.  Before joining the staff at New Moon, Conover
was outreach director at Northern Communities Land
Trust.

Quad/Graphics Names New
Company President, Chairman

Thomas A. Quadracci has been named chairman & CEO of
Quad/Graphics, and J. Joel Quadracci has been named
president & COO, effective January 1. Previously, Thomas
Quadracci served as president & CEO, and Joel Quadracci
served as senior vice president of sales & administration.
Both executives are members of Quad/Graphics' Board of
Directors.

“We are making these appointments to further bolster
company management and success while preparing for 
the next generation of Quadracci family leadership,” said
Richard A. Burke, who has served as Quad/Graphics'
Chairman of the Board for the past year. Mr. Burke, best
known as chairman of Trek Corporation, will remain a
vital part of Quad/Graphics' Board of Directors, serving 
as vice chairman.

membernews
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Goings-On Share Your News!
If you’d like your organization’s 

announcements listed in MMPA’s 
Goings On, please send them via e-mail 

to lauriep@ewald.com
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Ehlert Publishing Group 
Acquires ARU Shows

Ehlert Publishing Group Inc. (Ehlert) has announced the 
acquisition of American Recreating Unlimited Inc. (ARU), an
Eden Prairie-based producer of three of the largest and longest-
running, family-oriented consumer shows in the Midwest.
ARU is a privately held business owned and operated by Don
and Lil Urban since 1965.

ARU recently produced the 40th
annual Minneapolis/St. Paul
Snowmobile/ATV/Motorcycle
Powersports Show and the
12th annual St. Paul Ice
Fishing/Winter Sports Show.
The 38th annual Minneapolis/St.
Paul RV/Camping and Vacation 
Show is scheduled for February 9-13 
at the Minneapolis Convention Center.

“We've developed a reputation over the years for delivering the
best in family-oriented, outdoor recreation shows,” said Don
Urban. “Many shows have come and gone over the past 40
years, but we've been successful in providing both consumers
and exhibitors a quality experience.” 

Ehlert is headquartered in Maple Grove, Minn., and has offices
in Ventura, Carson, and Scotts Valley, Calif. as well as Ft.
Lauderdale, Fla. The company produces 20 consumer and trade
magazines, several business-to-business directories and suppli-
ers guides, custom publications, Web sites and television shows
serving the snowmobile, all-terrain vehicle, motorcycle, boat-
ing, personal watercraft and camping markets. Ehlert also pro-
duces the Big East Snowmobile Show, the largest consumer
snowmobile show on the East Coast.

“We've been looking to expand our presence in the show 
business for some time,” said Dick Hendricks, executive vice
president at Ehlert. “The addition of the three ARU shows 
to our Big East Snowmobile Show gives us a solid platform to
grow our events and conferences division. There is great 
synergy and cross-marketing opportunities between the ARU
shows and several of our publications, such as Snow Goer, 
ATV magazine and Camping Life.”

Hendricks indicated that Ehlert will continue to produce 
the three Twin Cities shows, and that plans are also in the
works for launching several new shows over the next one 
to three years.  He also said previous ARU owner and founder
Don Urban will continue to work with Ehlert in an advisory
capacity.

New Addition to SalesForceXP 

Maureen Fletcher recently joined Mach1 Business Media, LLC,
as national sales director on SalesForceXP. Fletcher previously
spent 15 years with Minneapolis-based Lakewood Publications,
the original publisher of Potentials in Marketing magazine. 
She sold ancillary products for PIM, as well as display ad space 
in TRAINING and Online Learning magazines. Fletcher has
degrees in English and Psychology from the College of St.
Benedict, St. Joseph, Minn.

Selling Ad Space is Easy
by Chris Kelsey  | editor, GFR Magazine 

When I was a sophomore in high school, I took a speech
course, in which one requirement, of course, was the delivering
of a speech. I chose to talk about how to develop black-and-
white photographs: turning film to negatives, using an enlarger,
timing exposures in chemical baths, etc. I opened this speech
with a totally cornball, attention-getting use of a flash, some-
thing to which the instructor, one Bill Butkus, gave high marks.
Like me (an editor), that anecdote has no direct connection to
ad sales.

However, the anecdote does share with the title of this piece a
cheap attempt to grab attention. I would especially like to nab
the attention of advertising sales representatives. This associa-
tion hosts roundtable discussions for circulation, production,
publishing and editorial professionals. Advertising support is
vital to many, if not most, of our member magazines; yet, cur-
rently we do not host a roundtable that gives ad sales profes-
sionals an opportunity to share difficulties and experiences.

Selling advertising is not easy. What are your sales strategies?
Do you work in teams? Or, do you work (or feel) relatively iso-
lated? How is your work factored into deadlines? What is your
involvement in trade shows? How would you rate communica-
tion/work with other departments? These are just a few poten-
tial subjects for exploration – at least, as judged by an outsider.

It's high time, I think, that our sales reps give themselves the
same development and networking chance that the rest of us
have made available in our arenas.

If you work in advertising space sales, whether for print or
online revenue generation, and you're interested in seeing a
sales roundtable form, please write to Paul Hanscom
(paulh@ewald.com) at MMPA. Or call him at 651-290-6260.
He can help establish an initial meeting at MMPA's new offices
(where the other roundtables meet).

membernews
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So, be honest with yourself and your printer. 
Do you want them to make suggestions on how
your piece may print better, or do you want
them to do the best they can with the files
you've sent over? Spell out everything. Make 
an exhaustive list of every variable, every detail
and how it's to be handled. For instance, if the
printer says they can do a tip-in, ask what
equipment they'll be using? Will it add any 
days to your turnaround time? Does it have 
to go between certain pages? What's the cost? 
Do they have samples from other jobs of how 
it turned out?

Spend time on the front-end of the process
before you send over your first job to ensure 
the printer knows how you expect things to 
be done. Once again, don't assume. Find out
how the files should be sent, the turnaround
time, whether you'll need to always have a
proof or just the first few times. You also 
should consider attending the first press run 
or first couple of press runs. 

Expect some problems in the beginning. 
It's like dating - you have to get used to one
another's way of doing things. 

MMPA learned a valuable lesson as the new 
customer - even if walking a mile in these 
shoes wasn't much fun. 

A good way to avoid disappointment when working with a new printer 
is to invest time up front to make sure everyone is on the same page. 
In this case your goals and the printers' are the same – you both 
want a publication that looks good. 

Where that can break down is in managing expectations. Do you work hard to
make photos perfect before you send them and does that mean that you do not
want the printer to mess around with them? Or, are you on the other end of the
spectrum where you would be thankful for whatever your printer can do to
improve on the files that you send? 

How about this one: Do you want the printer to work hard to make the 
ads match the proofs or to err on the side of making editorial look good
(assuming a compromise has to be made)? If you have not had a specific 
discussion on this topic with your printer, how would they know? 

Here are some tips to consider when working with a new printer: 



   

Schedule a face-to-face meeting with the printer and two important 
people from your publication: the person responsible for day-to-day 
communications and the decision-maker who signs the bills.



  

Provide the new printer with the most recent copy of your publication 
with comments of what you like and what you don't. 



  

Give the printer an example of the best magazine you've done in the past 
year as a goal to meet or exceed.



  

Send the printer a test file – your last job would be appropriate. Also send    
the source files and ask the printer for recommendations to optimize 
work flow.



  

Discuss the advertising and editorial bias mentioned above – which way 
do you want the printer to lean.



  

Be on-site for the first press run to answer questions that will come 
up no matter how hard you have tried to think them all through.



  

Enlist the printer to be your partner in producing the best possible job. 
You'll find that they will take pride in doing a good job. 

Color My World:
Tips for Working with a new printerCSI Minneapolis continued from page 1
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If an advertiser's product is mentioned in a story, can that adver-
tiser place an ad that runs adjacent to or within the pages of the
story? Should the editorial department tell the advertising
department which companies are being mentioned in their sto-
ries so ad sales representatives can call the company and make a
sales pitch? Should the ad sales department be fully apprised of
upcoming editorial to help them know which prospects to call
on? If an advertiser asks to see a story before it runs to ensure its
accuracy should the magazine make the story available? And if
your answer to this last question was no and the advertiser
threatened to pull his advertising is the answer still no? 

If you responded somewhere between “Yeah, I think that would
be OK,” to “Not a bat's chance in . . .” then you would have fit
in on the discussion at the Publishers Roundtable on Dec. 8. 

There isn't a magazine published that has an editorial and adver-
tising department that hasn't had an occasional “discussion”
about what is appropriate where advertising and editorial col-
lide. The self-righteous editor would say that readers are buying
the magazine for the editorial, not to read the ads. And the 
self-righteous ad sales rep would counter that readers value the
advertising and, by the way, it's paying the bills. 

One of the 30 attendees at the roundtable succinctly commented
midway through the discussions: “If there were infinite ad 
budgets there would be no reason to have this roundtable.”

But since few magazines have found that infinite budget, there
will continue to be discussions by the two departments. The
roundtable did find some middle ground and suggested three
strategies to help both sides peacefully co-exist:



   

Policies, policies, policies. Discuss what your magazine's
“rules” are far in advance of a crisis situation. Talk it out and
agree and then use them.


  

Both sides get a say. Editorial integrity is important and so are
ad sales. Understand the goals of both and work toward helping
each other. For example, if an advertiser feels strongly about an
editorial bent, maybe a paid advertising section is the answer.


  

Define your magazine's business model and articulate it to
your staff and all stakeholders.

Mary Hennessy, publisher of Industrial Fabrics Association
International, shared her company's written policies and proce-
dures as an example of having it spelled out before hand. “If 
you have it written down, you don't have to figure it out from
scratch every time an issue comes up,” she said. “That helps
everyone.” 

The next publishers' roundtable will be at 8:30 a.m. Wednesday,
March 9, Ewald Consulting, 1000 Westgate Drive, St. Paul,
55114. For directions, go to www.mapquest.com and type in 
the address. A topic has not been selected. Watch your e-mail 
for information.

Successful or not, we discussed them. Twenty-one circulation
professionals and industry suppliers attended the Dec. 15 circu-
lation roundtable, and in a free-flowing exchange of ideas, expe-
riences and questions, discussed our successful and not-so-suc-
cessful circulation programs. We also explored the inconsisten-
cies of the marketplace – several circulators indicated a change
in cover wrap response rates over the past couple of years, but
those responses seem to be coming back. Both tip-on and full
wraps are being used, with the choice mostly driven by manu-
facturing/printing requirements. We shared a few examples of
inside cards that did not produce acceptable results.

Our discussion included the following programs and ideas:



  

E-mail/web and other electronic sources continue to do 
well, but e-mail offers must be handled with care, both to follow
privacy laws and to avoid rejected messages due to anti-spam
software. 


  

The use of telemarketing was recognized as a cost-effective
source, particularly for business to business titles, in most cases
being more economical than direct mail. 


  

New privacy regulations regarding the use of broadcast fax
and telecomm require constant monitoring to avoid legal prob

lems and to maintain positive relations with customers, both
current and future. 


  

We discussed an interesting use of a pre-announcement 
automated phone alert preceding a broadcast fax. Cost-per-order
results were acceptable, and this technique avoided some of the
problems associated with receiving an unsolicited fax.


  

The use of cover stickers to promote a Web site, a subscrip-
tion offer, or other offers inside the book were shown to have
good results.

A question confronting every circulator at one time or another:
How much to invest to acquire a new subscriber? The opinions
shared all came to the same point – it's a complex decision,
involving the analysis of factors such as the need to maintain a
rate base, the price of the product and a sense of the lifetime
value of a subscriber. Information varies from source to source,
too. Perhaps an entire roundtable can be devoted to this subject
at some time.

Our next roundtable is scheduled for Wednesday, March 16 at
MMPA Headquarters. While our topic is yet to be decided, one
suggestion is a session on fulfillment. Other suggestions should
be forwarded to Mary Vang (maryv@ewald.com). Watch for 
e-mail updates and plan to attend.

Roundtable Wrestles with Circulation Programs
by Jack Schabel  | circulation director, McGraw-Hill Healthcare Information

Publishers Roundtable Discusses Keeping the Peace
Between Ads and Edits

by Bill Monn | MMPA President

         



THANK YOU
Thank you to

Midland Paper
for generously donating the paper for this month’s newsletter!

John Olson, 612-623-2406
jolson@midlandpaper.com

FinePrint
1000 Westgate Drive, Suite 252
Saint Paul, Minnesota 55114
tel 651-290-6260
fax 651-290-2266
mmpa@ewald.com
www.mmpa.net

Circulate me!

Please make sure that everyone

in your office gets a chance to

see the latest issue of Fineprint

Circulate it to all employees or

post it in a central location.

Thank you!

Rebecca Sterner
Magazine Publishing Consultant

Helping Clients Profit
From More Successful:

• Circulation Marketing 
• Management Teams
• Planning and Analysis

952-469-3450
RebeccaSterner@cs.com
www.RebeccaSterner.com

Est. 1987

Make a
Contribution!

MMPA’s FinePrint welcomes your 
submissions on all publishing subjects: 
circulation, editorial, design, management,
effective meetings, consulting, electronic
publishing, etc. All journalistic styles are
welcome, be they humorous, hard-nosed
or passive. The deadline for each issue is
the 14th of the prior month (February 15
for the March issue).

Send all submissions to
lauriep@ewald.com.
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