
 

 

 

 

 

 

 

 

     The TCMA Board of Directors has approved an invitation to join with 

the Cal-Western Circulation Managers Association (CWCMA) and the 

Northwest International Circulation Executives (NICE) to sponsor a com-

bined Circulation/Audience Development conference in Las Vegas, Ne-

vada, next June 20-22, 2018. 

     This is an exciting development to be able to join with the largest 

combined circulation association conference in America. This past June, 

2017, CWCMA and NICE sponsored the Circulation/Audience Develop-

ment conference, also in Las Vegas, with an attendance in access of 

185. The conference was preceded with the Major Metro Single Copy 

meeting that attributed to the large attendance. The Major Metro Single 

Copy group is slated to precede the 2018 conference. 

      TCMA will continue to be an automatous association in the State of 

Texas. Our association is NOT becoming a part of CWCMA or NICE. 

TCMA is lending its support to create a larger and more inclusive confer-

ence designed to attract conference attendees from all sizes of newspa-

pers in Texas. As we have attempted to do with our statewide annual 

conference, our goal is to provide conference presentations that can be 

designed in scale to any market. What works in Dallas can also be modi-

fied to work in Tyler, Corpus Christi or Amarillo. And that is what you can 

expect when you attend the 2018 CWCMA/NICE/TCMA Circulation/

Audience Development Conference next June, 2018. 

     In mid-September the leaders of CWCMA, NICE and TCMA will have 

a conference call to begin planning for the 2018 conference. On the 

agenda is a possible rebranding of the combined conference to reflect 

the largest conference in the western half of the country. 

     During the 104 year history of America’s First Circulation Sectional, 

TCMA has boldly taken steps to be an association devoted to Training 

Circulation Managers for Achievement. That has not changed and will 

continue to be our mission. The methods to achieve the goal may 

change. I hope you will plan to be a part of the combined conference 

next June and plan accordingly in your 2018 annual budget. Be sure to 

watch the TCMA web site and the Lone Star Review for upcoming infor-

mation.  
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Survey Says 

     In the May, 2017 Lone Star Review, readers were asked to participate in an online four question survey 

concerning the 2018 Conference location and duration. This survey was conducted before TCMA was invit-

ed to join with CWCMA and NICE for a co-sponsored 2018 conference. 

 

2018 Conference Location:  
 
San Antonio  21.43%  
Austin   50.00% 
Houston Area  7.14% 
Dallas Area  7.14% 
Corpus Christi  7.14% 
Hill Country Resort 7.14% 
 

Conference Duration:     
 

Thursday noon to Friday noon  46.67%   
Wednesday noon to Friday noon 53.33% 
 

360 Media Alliance Summit in St Louis (March)     
 

I have attended   33.33%  66.67% 
    Yes  No 
 
I would attend in 2018  33.33%  66.67% 
    Yes  No 

 
I have attended a TCMA Conference  93.33%  6.67% 
      Yes  No 

 CWCMA Adds New Mexico to its Audience Development Organization  
Novato, California, August 3, 2017  

 

     The Cal-Western Circulation Manager’s Association (CWCMA) is pleased to announce the addition of the 

State of New Mexico to its organization effective immediately. The organization represents print and digital 

media executives residing in the States of California, Hawaii, Arizona, Utah, Nevada, and now New Mexico.  

     “We welcome the Audience Development and Subscriber Service executives of the 53 print and digital 

media organizations in New Mexico to Cal-West” said Aaron Kotarek, President of CWCMA. “Our organiza-

tion is steeped in tradition and we take immense pride in the sharing of industry best practices, connecting 

our membership with relevant industry business partners, and mentoring up-and-coming industry leaders. I 

have no doubt the circulation and audience development executives in New Mexico will find value in our or-

ganization and I welcome them enthusiastically to CWCMA,” Kotarek said.  

 

(Editor’s note: New Mexico was previously a part of the Midwest Circulation Managers Association.) 
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RICMA Remembers 

     The Retired International Circulation Managers Association (RICMA) recently published several columns 

from long time circulation business partners about the changes in our industry from their perspective. Editor 

of the RICMA Upbeat, Joe Forsee, graciously granted permission to re-print these columns. These column-

ists are members of TCMA. 

 

Rick Hively, President of Wilson Gregory Agency, Carrier Insurance 

    You asked me to write a brief view of print distribution changes that we at Wilson Grego-

ry Agency (WGA) have watched unfold over the past twenty years. Looking at two large 

corporate clients that use youth carriers across their respective organizations; the shift from 

youth to adult is dramatic. Less than 5% of independent contractors distributing newspa-

pers are youth newspaper carriers. WGA still insures nearly 50,000 Independent Contrac-

tor's around the country. But, virtually all distribution is done with adults via automobile and 

there are very few "porch delivery" operations still serving print subscribers. With outsourc-

ing playing a prominent role in mass print delivery, there are major Distribution Focused 

companies that distribute newspapers, courier packages, legal documents, door to door 

specialty advertising pieces and TMC products across the country. Our client group from this distribution fo-

cused network has ACI Last Mile Distribution, Wolverine Distributing, Global Ad, Western Postal, Newman's 

News Service and PCF among others. But many daily newspapers have unplugged their tradition Circulation 

Departments and have opted instead for other alternatives. So, the traditional newspaper carrier who was a 

13 year old has changed significantly. Has it become better? I know many adults who would have been enor-

mously well served had they had a Father, like, mine who insisted that my brothers and I all delivered news-

paper routes. 

 

John Pisa,  President/CEO of The Pisa Group, Telemarketing Specialists 
      To say that the newspaper industry has changed in my 40 plus years in the business 
would be a gross understatement.  
     And if you ask many vendors/business partners they will tell you that the industry is in de-
cline and that the changes have been negative and have adversely affected their business. 
And of course most of that is true.  
     I will leave the whys and how's of how we got to this point for others to debate. I can how-
ever speak to my end of the business...telemarketing/subscriber acquisition/retention pro-
grams and inbound customer service and how these changes have affected The Pisa Group 
and other telecommunication firms. 
     From where I sit in the telemarketing arena and fortunately for us, business has been very 
good. The very things that have adversely affected newspapers and many business partners i.e. budget 
cuts, layoffs, de-emphasizing print in favor of digital etc. have created a larger demand for our services. With 
newspapers becoming leaner with layoffs of full time employees, the need to outsource has taken on greater 
importance. We in turn are fulfilling that void with services that a number of years ago newspapers would not 
have outsourced. 
     I remember vividly when talk of "do not call" legislation was hovering at the ICMA and sectional confer-
ences and the subsequent implementation of the National Do Not Call Registry that came about in 
2003 ...the talk was that this would be the end of or at least the decline of the telemarketing industry. Well 
that certainly didn't happen. In fact most telemarketing firms grew exponentially. For those of us who invest-
ed and retooled our businesses, we saw a dramatic increase in market share and revenue.  How ironic that 
what was suppose to kill us would ultimately make us stronger. In fact I would argue that Do Not Call legisla-

(Continued on page 5) 
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Zinsergram a/k/a Legal Update 
By L. Michael Zinser 

The Zinser Law Firm, P.C. 

U.S. DEPARTMENT OF LABOR OVERTIME RULE UPDATE 

 

     On July 25, 2017, the U.S. Department of Labor issued a formal Request for Infor-

mation in preparation for drafting a Proposed Rule on salary levels for the white collar 

overtime exemptions. 

     The Request for Information notes that the pending order of the U.S. District Court 

in Texas called into question the DOL’s authority to utilize a salary level test in deter-

mining the exempt status of executive, administrative, and professional employees. 

The DOL is appealing that part of the District Court’s order.  

     At this time, the DOL has decided not to advocate for the specific salary level 

($930 per week) set in the 2016 Final Overtime Rule, and intends to undertake fur-

ther rulemaking to determine what the salary level should be. In light of the pending litigation, the DOL has 

decided to issue this request for information, rather than proceed immediately to a Notice of Proposed Rule-

making. The DOL believes that gathering public input now will greatly aid in the development of a Notice of 

Proposed Rulemaking. 

     The Request for Information notes that, on February 24, 2017, President Trump signed Executive Order 

13777, “enforcing the regulatory reform agenda.” Consistent with this Executive Order, the DOL is reviewing 

the impact of the 2016 Final Overtime Rule’s changes, with a focus on lowering the regulatory burden. 

     Additionally, the Request for Information acknowledges the DOL’s awareness that the standard salary lev-

el set in the 2016 Final Rule was too high. 

     The DOL is inviting comments on the 2017 revisions to White Collar Exemption Regulations, “including 

whether the standard salary level set in that Rule effectively identifies employees who may be exempt, wheth-

er a different salary level would more appropriately identify such employees, the basis for setting a different 

salary level, and why a different salary level would be more appropriate or effective.” 

     The DOL seeks comment and information on the following questions: 

     Would updating the 2004 salary level for inflation be an appropriate basis for setting the standard salary 

level and, if so, what measure of inflation should be used? 

     Should the regulations contain multiple standard salary levels? If so, how should these levels be set: by 

size of Employer, census region, census division, state, metropolitan statistical area, or some other method? 

     Should the DOL set different standard salary levels for the executive, administrative, and professional ex-

emptions, as it did prior to 2004 – and, if so, should there be a lower salary for executive and administrative 

employees, as was done from 1963 until the 2004 Rulemaking? 

     Would a test for exemption that relies solely on the duties performed by the employee, without regard for 

the amount of salary paid by the Employer, be preferable to the current standard test? If so, what elements 

would be necessary in a duties-only test, and what examination of the amount of non-exempt work be re-

quired? 

     The 2016 Final Rule, for the first time, permitted non-discretionary bonuses and incentive payments 

(including commission) to satisfy up to 10% of the standard salary level. Is this an appropriate limit or should 

(Continued on page 6) 
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tion was the biggest impetus in the decline of circulation and the myriad of problems that have plagued the 
industry plus the primary cause of escalating subscriber acquisition costs The inability to reach out and touch 
your potential customers was and continues to be a devastating problem. 
     For many years most telemarketing firms focused primarily on subscriber acquisition. And of course the 
primary method was "cold calling" from first...manual touch tone telephones...then the advent of computer-
ized automated predictive dealers. The good news with these dialers was that you could reach mass 
amounts of people very efficiently. The bad news was that we bothered mass amounts of people and hence 
the call for legislation. Again I will leave the debate on legislation for another time but suffice to say it dramati-
cally affected our part of the industry. I felt strongly that telemarketing was not going away because it was too 
big of an industry. But I also knew that there were going to be major changes and we would have to evolve. 
We at The Pisa Group had to rethink our model and implement the necessary changes to effectively partner 
with newspapers for the challenges ahead. 
     The days of just selling mass amounts of "new" starts and hoping to retain a small percentage are fortu-
nately a thing of the past. In the past firms like mine were basically one trick ponies...just sell new subscrib-
ers and do it on the cheap.  We were told to sell as many new subscribers as we could and not worry about 
market rotation. We were basically a modern day boiler room. Now the business model focuses more on 
subscriber retention, inbound customer service and data management.  To me this is a positive. We now 
offer a myriad of services to the industry that we could only have dreamed of before. In fact cold calling tele-
marketing which was the primary source of revenue for telemarketing firms is now the least of what we do. 
We now employ "A Customer Lifecycle Management Program" when we partner with a newspaper. Simply 
put this means that when we sell a new subscriber we stay with the customer through all fazes of their term 
with the paper. From the acquisition faze through customer service through nurturing then retention we are 
there through all the touch points. Targeted telemarketing, Sunday Select Opt In programs, new order verifi-
cation, automated subscriber entry, digital bundles, email support, web chatting, grace collections, price 
change support, service issue escalation and market analysis are just a handful of the items that we partner 
with newspapers. These things would have been unheard of years ago in the traditional newspaper telemar-
keter relationship. 
     Another change that we had to navigate was the proliferation of buyouts of locally owned newspapers by 
larger newspaper groups. When I entered the industry there was a heathy ratio of large corporate owned 
newspapers to locally owned papers. Today a handful of groups own the majority of newspapers. Corporate 
ownership and executives think differently than local single ownership. Once again we had to employ a differ-
ent strategy in our approach to marketing subscriber sales.  
     In fact, of all the many changes in the industry that we have had to adapt to, the relationship change may 
be the biggest of all. Where as in the past we were considered a "necessary evil" we now are viewed as a 
valued partner. The acceptance of The Pisa Group as a trusted partner in the process with our clients cannot 
be overstated. When I first got in the business the main criteria in getting new business was price. A low 
CPO and a few references got you the business almost every time.  Now the criteria is quite extensive. Track 
record, performance, marketing plan, TCPA compliance and cost are just a handful of the factors we are 
evaluated on. We frequently are involved in the marketing plans and the budget process with many newspa-
pers.  Could you ever imagine that happening 20 years ago? Once again from a where I sit this has been a 
positive. 
     So where are we going from here? Although there are a ton of issues and challenges ahead I don't sub-
scribe to the imminent death of newspapers.  Admittedly I'm in the minority on this but I am a positive person 
and I do see the glass as half full. Newspapers have two very strong items in our favor: we're local and we 
already have an established brand. Who's in a better position to cover local news sports and entertainment 
than the local newspaper? I feel as long as the industry gives the public what it wants in information and in 
the form that they want it in both print or digital then newspapers can still proper.  
 

(Continued from page 3) 

(Continued on page 7) 



the regulations feature a different percentage cap? 

     Should there be multiple total annual compensation levels for the highly compensated employee exemp-

tion? If so, how should they be set? By size of Employer, census region, census division, state, metropolitan 

statistical area, or some other method? 

     Should the standard salary level of a highly compensated employee total annual compensation level be 

automatically updated on a periodic basis to ensure they remain effective, in combination with their respec-

tive duties test, at identifying exempt employees? 

     To view the full Request for Information and obtain instructions for submitting comments, visit the Federal 
Register website (http://tinyurl.com/yco2cssi). Note that written comments must be submitted on or before 
September 25, 2017. 

(Continued from page 4) 
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     Click on the Buyer’s Guide photo to see a copy of the 2017 CWCMA/NICE Buyer’s Guide for the Las Ve-

gas conference. You will be able to see a sample of the kind of programming that will be planned for the 2018 

Conference.  

     On page three is an inspiring quote from the incoming CWCMA President, Aaron Kotarek, who presented 

at TCMA in 2015. he said:  

I urge you to attend each and every session and pick up as many ideas as you can. My advice to you 

is to take detailed notes and when you return to the office type them up and share them with your su-

perior. Your company is making a financial commitment in sending you to this conference and reward-

ing them with key learnings and/or strategies and tactics which can be implemented into results is the 

goal of this conference.  

 

Good advice, Aaron. In addition, each evening the conference participants are emailed notes from the 

presentations of the day. One of this year’s attendees from Texas adopted an idea that he put into practice at 

his newspaper and has reaped dividends that more than paid for his trip. His Publisher is sending him to the 

2018 conference! 

 

 

2017 CWCMA/NICE Conference 

http://tinyurl.com/yco2cssi)
http://www.cwcma.org/wp-content/uploads/2017/06/2017-Buyers-Guide.pdf
http://www.cwcma.org/wp-content/uploads/2017/06/2017-Buyers-Guide.pdf
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Joe Beaudry, President, Hamilton Circulation Supplies 
     In the1960’s Hamilton Circulation Supplies started as the newspaper industry's 
headquarters for Carrier Collection Supplies: Tear-off Coupon cards, Collection tags, 
books and binders. Plus pajco covers, rings and coin bags. I am not exaggerating 
when I say that we sold millions of collection cards annually.  
George Hamilton, the founder, quickly added a complete line of products needed by 
both circulation and mailroom departments.  
     Keep in mind that in the 1970’s there were approximately 800,000 youth carriers! 
Newspapers across the country relied on Hamilton for Canvas Carrier Bags, Rubber 
Bands, Bicycle Baskets . . . remember Bike Hooks? Also during this period plastic 
Poly Bags appeared replacing waxed bags.  
     Also at the same time Plastic Motor Route Tubes started to be manufactured. This put an end to the us-
age of the heavy gauge steel tubes. You may still actually see a steel tube being used in the rural areas of 
this country. In 1972 the price for either tube was only $1.04 each. (Current price for plastic tubes is approx. 
$4.50 each).  
     Currently Poly Bags, Rubber Bands and Inside Display Racks are the most leading circulation supplies 
being used.  
     Mailrooms have become totally automated. 40 years ago, in order for me to be able to make a sales call, I 
would often find myself standing next to a table, hand inserting papers, discussing supplies with the circula-
tion manager. We sold a lot of Wing Mailers, paste, waxed paper and Kraft bottom wrap in those days. Every 
daily newspaper had their own press and mailroom. Boy has that now changed!  
     When Hamilton Circulation Supplies started Al Taylor was the largest manufacturer of Coin Operated 
Racks. All newspapers sold at .10¢ per copy. Taylor made racks had a very simple mech that handled dimes 
flawlessly. The .15¢ per copy newspaper put Taylor out of business. The new “Stacker Mechs” appeared. 
Wally Davis (EDA Displayrite Co.) had his Bubble style racks. West of the Rockies, K-Jack was the prominent 
rack being used. Kaspar, represented then by Berkley Small, had a complete line of racks with their K-mech. 
Later Kaspar developed the popular totalizer TK-Mechs.  
     East of the Rockies also had Southern News Rack, EB Metals, Leco, Hennessey and later on Bellatrix 
manufacturing racks with their own unique battery operated mechs. In Canada the major rack company was 
Tempo.  
     When the USA TODAY started in 1982 the rack orders boomed! Every newspaper in the country was or-
dering new racks to match the unique style of the USA TODAY racks that were saturating the market.  
With current newspaper ownership pushing for increased revenue from their circulation departments the cost 
of single copy newspapers has soared. This has put an end to the future of coin operated racks and the many 
fine manufacturers who have supported our industry for decades.  
     Youth Prize Catalogs. An army of 800,000 youth carriers, knocking on doors, selling newspaper subscrip-
tions! Those were the “good ol’ days." Ask any former Church, Richards, Witlock salesman. Carrier kick-off 
meetings, crewing neighborhoods selling both newspaper and magazine subscriptions, plus making money 
and earning prizes.  
     Yes, the carrier prize business was big! Three companies printed prize catalogs to be distributed to youth 
carriers. Pollacks had two warehouses: one in New York and one in San Francisco. Glasspiegel had his 
warehouse in Milwaukee, and Hamilton Prizes and Premiums was in Beecher, IL. All of these warehouses 
were chock-full of electronics, sporting goods, games, bikes, etc. These products were being shipped to 
newspapers from coast to coast, who then rewarded their youth carriers with well-earned prizes for selling 
subscriptions and giving good service to their customers.  
The combination of the IRS wanting to tax these hard-working kids, early morning delivery and the rise of the 
independent adult carriers put an end to the Carrier Prize Catalog industry. We have all experienced being at 
a party when someone comes up to you, after finding out that you work for a newspaper saying, “I earned my 
first bike or baseball mitt by having a newspaper route in my town!" We are all very proud to be part of that 
era.  
 

(Continued from page 5) 
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