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Something for all at the 2019 APA
Media Summit

CONNECT + ENGAGE - INNOVATE

Join us Feb. 8 in Montgomery
for the 2019 APA Media Summit.
There will be a full day of
programing for advertising
and editorial staffs at Alabama
newspapers.

Jim Elsberry, president
of Elsberry Consulting and a
30-year veteran  newspaper
executive, will present “Anatomy
of a Sales Conversation” and
“How to Success in Business
by Doing the Right Thing.” This
program will inspire your entire
advertising department.

For your editorial staff, Jim
Morgan, president of Passage
Creek Consultants and former

general manager of Colorado
Mountain  News Media, will
present a two-part program

on newsroom leadership and

ALABAMA PRESS ASSOCIATION

2019 MEDIA SUMMIT

FEBRUARY 8 - MONTGOMERY, AL

establishing a content strategy
for your news operation.

John Archibald, a Pulitzer
Prize winning writer for the
Alabama Media Group, will
share his thoughts on using
research and public records to
produce stories and commentary
pieces that arm readers with the
information they need to make
well-informed decisions.

Archibald will also participate
in an open records panel
decision with APA General
Counsel Dennis Bailey during the
afternoon. Here’s your chance to
ask the expert and the attorney
your open records question.

For more information or
to register for the APA Media
Summit, visit www.alabamapress.
org/2019MediaSummit.

Beware of spoofed emails

APA is aware that someone
is “spoofing” Leigh Leigh’s email
account and sending phishing
emails to members with an in-
voice. They are not coming from
her or even through her email.
She will never send you an in-
voice. Trash these and do not
open attachments.

We tried, but our email host
cannot filter these messages on
our end because our mail sys-
tem never handled them. They
go from a 3rd party “spoofer” di-
rectly to you using her email ad-
dress as a cover.

There is a tool called SPF that
can help mitigate the issue. An
SPF record is basically a list of
legitimate sources that an email
can originate from. The recipi-
ent’s mail system has to check
SPF when processing incoming
mail, when activated. You can
contact whoever administers
your spam filter to set this up
(it's a pretty standard feature).
It's important to note that SPF
will not catch every single type
of phishing email, but it can help
mitigate the issue. We apologize
for any inconvenience.


www.alabamapress.org
http://www.alabamapress.org/2019MediaSummit
http://www.alabamapress.org/2019MediaSummit
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Miller named Publisher in Scottsboro

Lifelong
Scottsboro resi-
dent and former
city councilman
Brent Miller has

been named
publisher for
The Jackson

County Sentinel

in Scottsboro.
Miller is returning to the paper

where he served as an advertising

salesman and later as ad director.
For the past several years, he has
operated his own photo studio.

“We’re delighted Brent is rejoin-
ing our company. His experience
in the newspaper industry and his
commitment to the community of
Scottsboro are impressive. Brent is
a wonderful addition to our team in
North Alabama,” said Dolph Tillot-
son, president of Southern News-
papers, Inc.

Miller met with staff members
Monday morning. “l am thrilled to
be here,” said Miller. “Returning to
Jackson County Sentinel is both a
challenge and honor. This paper
has been a part of me and the com-
munity’s life forever. I’'m excited to
lead this team forward.”

He replaces Brandon Cox who
has returned to his home state of
Kentucky to be closer to family.

Rice named general manager at Tuscaloosa News

Bobby Rice was
recently named
general manager
at The Tuscaloosa
News. He joined
the paper in July
as advertising

director.

Rice grew up in Alabama and
his father Bill Rice Sr., played foot-
ball at Alabama. He is a graduate
of Troy University, and began his
advertising career at the Mont-
gomery Advertiser.

He has worked at newspapers
in Florida, Texas, Alabama and
Louisiana, including Montgomery
and the Dallas Morning News.

Rice and his wife, Molly, have
two children, Will, 12, and Eleanor,
9.

Judges needed for lllinois contest

We need judges!! We are part-
nering with the lllinois Press As-
sociation this year for your contest
judging. Judging will take place
mostly online beginning Jan. 31
until March 1.

Soon, we will be asking the II-
linois newspapers to judge your
contest entries. We want their best
judges, and we want to provide
the same to them. These judging
exchanges make our contest pos-

== ILLINOIS PRESS

S ASSOCIATION
I SeTving newspapers since 1865
. .
ey llincisPress

-_—
-

sible, and this is a great way to
check out what other newspapers
across the country are doing and
spark ideas for your papers, maga-

zines and websites.

As a reminder, it is a require-
ment to volunteer as a judge for our
2019 partner’s contest in order to
qualify as a contestant in the APA
Media Awards. The IPA contest
deadline is Jan. 31. They require
roughly 100 judges to spread en-
tries fairly. At this point, APA has re-
ceived just 21 sign-ups for judging.
Thank you to those who have! Click
here to sign up as a judge.

New name.

Same game.

THE APA BETTER NEWSPAPER
CONTEST IS NOW THE APA

MEDIA AWARDS.

CONTEST NOW OPEN FOR
ENTRIES!

APA .
‘Media
- AWARDS

Print | Digital | Magazine
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Allen purchases Birmingham Fun and Family

Matthew Allen, a vet-
eran of nearly 15 years in
the newspaper industry,
has acquired the monthly
publication  Birmingham
Fun and Family Maga-
zine. The publication, pre-
viously owned by Jay Carr
of Alabaster, has been
published for more than
15 years and serves the entire Bir-
mingham metro area.

Allen most recently served as

Matthew Allen

the sales manager for
Starnes Media, which in-
cludes seven monthly
newspapers mailed to
more than 110,000 homes
and businesses in the Bir-
mingham metro area. He
served in that role from
May 2012 until January
2019. Prior to that he held
various positions from May 2004
to May 2012 with Shelby County
Newspapers, Inc., in Columbiana.

“I've had a dream of owning my
own business for some time, and
the opportunity to take a respected
publication like Birmingham Fun
and Family and build on Jay’s suc-
cess is exciting for me.”

Birmingham Fun and Family
has a monthly press run of 12,000
copies and is distributed for free at
targeted locations throughout Bir-
mingham. For more information,

visit birminghamfunandfamily.com.

Stevenson and Van Sice to be honored at APA Media

Summit

Veteran newspaper man John
Stevenson and novice editor Ethan
Van Sice will be honored at the
2019 Media Summit in Montgom-
ery on Feb. 8, 2019.

Stevenson will receive APA’s
Lifetime Achievement Award. Van
Sice will receive the Emerg-
ing Journalist Award.

John Stevenson is the
publisher and editor of The
Randolph Leader in Roa-
noke. He is only the third
editor of The Leader, his
grandfather and father hold-
ing the position before him.
Stevenson’s grandfather,
Olin Stevenson, founded
the paper and served as its
editor for 45 years. His father,
John B. Stevenson, also served as
editor and publisher for 45 years
before John took the reins in 1982.

Stevenson served as APA presi-
dentin 1997, and also served many
years as the chairman of the Better
Newspaper Contest Committee.

He graduated from Auburn Uni-
versity in 1970, and enlisted in the
U.S. Army. He was on active duty
for six years and advanced to the
rank of major.

John Stevenson

In 2008, Stevenson was elected
president of the National Newspa-
per Association, after serving as a
regional director and treasurer.

He and his wife Jennifer split their
time between Birmingham and Ro-
anoke.

Ethan Van Sice

The Emerging Journalist Award
will be presented to Ethan Van
Sice, editor of the Wilcox Pro-
gressive Era in Camden. The APA
board established the award to
recognize journalists, 30 years or
younger, with less than five years
of experience in the field.

Van Sice is a native of Madi-
son, Miss., and a 2009 graduate
of Madison Central High School.
He also attended The University

of Southern Mississippi is Hatties-
burg.

His grandparents, Glenda Curl
and the late Hollis Curl, have pub-
lished the Wilcox Progressive Era
in Camden since 1969. Van Sice
began writing a column for the
newspaper, “Penned Be-
hind Bars,” during his in-
carceration in Mississippi
after pleading guilty to ve-
hicular homicide, following
a tragic accident in 2010.

His column was well
received by readers, and
many began correspond-
ing with him. His column
won first place in the APA
BNC Awards for Best Hu-

man Interest Column in 2014.

Upon his release in 2014, Van
Sice moved to Camden and be-
gan his work at the newspaper. He
launched the paper’s first website
and continues to manage the site.
He renamed his column, “Vices
and Virtues,” a column that re-
mains popular with readers.

The awards will be presented
during the luncheon at the APA

Frances
Smith Tribble,
of Manchester,
Ga., passed
away Dec. 22,
2018. She was
81.

Obituaries

Tribble and her husband, Rob-
ert “Bob” E. Tribble own three
newspapers in Alabama; The Cen-
treville Press, The Marion Times
Standard and The Western Star in
Bessemer, as well as five publica-
tions on Georgia.

Media Summit.

Mrs. Tribble was a native of
Albany, Ga., and was a member
of the Manchester First Baptist
Church.
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Fighting to keep public notices in newspapers

The public loses out when gov-
ernment makes it harder to find out
what it’s doing.

Reading public notice ads in
the classifieds is about exciting as
watching paint dry, but it’s neces-
sary reading for some.

In Carmel, California, a 99-year-
old woman was able to stop the
bank from foreclosing on her house
after someone read the notice in
the local paper and shared it with
her grandchildren.

After reading a county financial
report in the Ottumwa Courier, an
lowa pharmacist learned that a
national pharmacy chain over-
charged by five times the price
of medicines it supplied the lo-
cal jail. His complaints led to
him securing the contract in-
stead.

Dating back to the Colonial
era, public notice has served
a vital role in informing people
about the activities of their gov-
ernment. Typical public notice
laws apply to public actions,
such as budgets, hearings,
government contracts open for
bidding, unclaimed property
and court actions.

But despite its historical sig-
nificance and importance, pub-
lic notice has increasingly come
under attack. In recent years,
some cash-strapped state leg-
islatures have tried to remove
the requirement that public notices
be published in newspapers, opt-
ing instead to allow government
entities to post them for free on
their own websites.

“It would be the classic example
of putting the fox in charge of the
hen house,” says Richard Karpel,
executive director of the Public No-
tice Resource Center (PNRC), a
nonprofit organization that serves
as a clearinghouse for information
about public notice legislation.

In 2018 alone, the PNRC
tracked about 160 separate bills.
About a dozen of them, if passed,
would have eliminated public no-
tice from newspapers altogether;
many others would have elimi-
nated it in limited circumstances.
Fortunately, most of the bills failed,

due to the intense lobbying efforts
of state newspaper associations.

Advocating to retain public no-
tice “has become a big part of the
job,” says Mark Maassen, execu-
tive director of the Missouri Press
Association.

This past year, the Missouri
Press Association successfully

fought three-anti-public notice bills
that worked their way through the
state legislature. The most serious
of the bills, SB 580, would have
eliminated public notices in news-
papers altogether.

The association found its big-
gest allies among legislators in ru-
ral areas, where internet access is
limited and local newspapers still
have a strong presence. “Small ru-
ral communities still rely very much
on the local newspaper for their
news,” Maassen says.

A primary argument against
public notice is that it costs tax-
payer money to place the ads in
newspapers. And, in fact, with the
decline of commercial advertis-
ing, public notice advertising has
become an increasingly important
source of revenue for local news-
papers, especially in smaller mar-
kets.

At the Morgan Messenger, a
weekly newspaper in Berkeley
Springs, W.Va., public notice ad

revenue helps pay the salaries
of its staff. “We couldn’t give the
public the news they want without
it,” says Executive Editor Sandy
Buzzerd.

Last year, Missouri newspapers
made nearly $6 million dollars in
public notice advertising when a
number of ballot issues were up for
a vote in the November midterm
elections, including three medical
marijuana initiatives. Those bills
alone resulted in 11 full pages of le-
gal notices that ran for four consec-
utive weeks in some newspapers.
It was the biggest public notice
buy in memory, says Maassen.

But that kind of money is
the exception, rather than the
rule. Karpel says that public
notice advertising is actually
not a big-ticket item for state
and local governments. “It’'s a
drop in the bucket compared to
what they spend elsewhere,” he
says. “It’s a disingenuous argu-
ment.”

Karpel says there’s often a
personal motive behind the op-
position to public notice. “It’s of-
ten prompted by politicians who
want to stop the journalism they
don’t like.” He points to anti-
public notice efforts in New Jer-
sey and Maine, spearheaded
by governors Chris Christie and
Paul LePage respectively—two
politicians with a notoriously
testy relationship with reporters.

Another  argument  against
public notice is that it's no longer
needed today, when everyone has
a cell phone and should be able
to access notices on government
websites.

But Karpel says cell phones are
a “terrible” vehicle for public no-
tices, which tend to be text heavy
and hard to read on a small screen.
Plus, people often find notices by
accident, while scanning the news-
paper for other information. “Read-
ing a newspaper is a serendipitous
process,” says Karpel. “It encour-
ages people to find notices that
would get lost on the web.

continued on page 7
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public notice
continued from page 6

While politicized criticism of the
news media in the “fake news” era
may be fueling some of the anti-
public notice sentiment, Karpel
says it’s not necessarily a partisan
issue. “You’d think public notice is
most threatened in red states, but in
fact that’s not always the case,” he
says. For example, there is strong
support for it in Republican-dom-
inated states that have rural con-
stituencies, including many states
in the South and Upper Midwest.

An advantage of public notice is
that it can protect the government
from its worst instincts. That’s be-
cause newspapers provide a neu-
tral third-party source of informa-
tion that government entities don’t
necessarily want the public to see,
which can ultimately backfire.

The Michigan Department of En-
vironmental Quality (MDEQ) found
that out the hard way. In 2016, the
MDEQ was allowed to post exclu-
sively on its own website its draft

approval of a proposal that would
allow Nestle Waters to pump more
groundwater from public wells. The
proposal attracted no public at-
tention or comment, until a Grand
Rapids reporter wrote a story about
it—41 days into the 45-day public
comment period.

Within three days, the MDEQ
received thousands of comments,
forcing the agency to extend the
public comment period and sched-
ule public hearings. Eventually,
the proposal received more than
80,000 comments, and the agen-
cy’s director publicly admitted they
made a mistake in limiting the no-
tice to their website.

“People don’t understand what
public notice is supposed to do,”
says Steve Key, executive director
of the Hoosier State Press Associ-
ation. “It’s not just making informa-
tion public. It’s actually putting the
notice in the hands of the people.”
While newspapers may still be the
best venue, they also have an ob-
ligation to make public notices as
widely available as possible. More
than a dozen states now require

that newspapers also publish them
on their websites or on state press
association sites that aggregate
notices. And some associations,
like Missouri’s, are doing it without
a legislative mandate. “It's a way
to answer critics, who say news-
papers are still living in the buggy
whip era,” says Maassen.

To date, every state still re-
quires the bulk of public notices be
published in newspapers, but that
right may be taken away as state
legislatures continue to chip away
atit.

Just last month, in a preview of
the West Virginia legislative ses-
sion, State Senate Finance chair-
man Craig Blair announced that he
plans to introduce a bill that would
begin the process of removing pub-
lic notice ads from newspapers.

If that were to happen on a wide
scale, the public would ultimately
suffer. “The loss would be trans-
parency,” says Karpel. “People
would know a lot less about what’s
happening with their government if
public notice were removed from

Reporter-Tuskegee, AL

The Tuskegee News, published
since 1865, is seeking a Reporter.
Based in one of the most historic cit-
ies in the nation, it is the Macon County
Seat and the site of Tuskegee Univer-
sity! It is also home to The Tuskegee
Airmen and civil rights activists (birth-
place of Rosa Parks); George Wash-
ington Carver, famous researcher of
polio, peanuts and sweet potatoes. If
you are interested in being a reporter
in a city with such a rich heritage we
have a full-time position available. We
will also consider part-time applicants.
Full-time position offers competitive
compensation with benefits including,
vacation, sick leave, and insurance.
Please email your resume and a sam-
ple of your writing to Guy Rhodes, Pub-
lisher of The Tuskegee News at guyn-
rhodes@bellsouth.net

Account Representative-Demopolis, AL

The Demopolis Times has an im-
mediate opening for an advertising ac-
count representative to fill a sales po-
sition. This position will have a strong
focus on prospecting and new business
development while also providing out-
standing service to existing customers.

Help Wanted

Qualifying candidates will be goal-ori-
ented and self-motivated with strong
organization and communication skills.
Previous sales or marketing experience
is a plus, but we will train the right can-
didate. The advertising representative
will be tasked with selling advertising
for newspapers, magazines, promotion
publications and digital platforms.

Demopolis is situated in the heart
of Alabama’s Black Belt Region and is
centrally located between Tuscaloosa,
Ala. and Meridian, Miss. The Demopo-
lis Times is a consistent winner in the
Alabama Press Association Better
Newspaper Contest and its staff are
involved in civic and community activi-
ties.

Compensation will include a base
salary with commissions based on
sales goals. We also offer health/den-
tal/vision insurance, 401(k), paid life
and disability insurance, retirement
plan, and paid vacation and holidays.
Qualified candidates are encouraged to
email resumés to robert.blankenship@
demopolistimes.com.

General Assignment Reporter-Selma, AL
The Selma Times-Journal, an

award-winning daily newspaper in west
central Alabama, has an immediate

newspapers.”

opening for an general assignment re-
porter to report on a variety of beats in-
cluding county/city government, cops/
courts, features and more. The position
offers an excellent opportunity for ad-
vancement within our parent company,
Boone Newspapers, Inc. The suc-
cessful candidate must be organized,
have an optimistic personality, enjoy
meeting new people and understand
what makes a community newspaper
important to its readers. They must
also enjoy small town life, getting in-
volved in the community they serve
while practicing true community jour-
nalism. Interested candidates should
send resume, cover letter, references,
work samples and salary requirements
to Will Whaley, Managing Editor, The
Selma Times-Journal at will.whaley@
selmatimesjournal.com.
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Sales calls: They’re only as cold as you make

them.

Ad Vice

by Brad English
APA

Something happened recent-
ly that hasn’t happened in the
twenty-seven years I've been
with APA. Someone tried to sell
me advertising. Yep. A rep from
Lamar Outdoor called to say
he had seen our house ad
for Alabamalegals.com (now
alabamapublicnotices.com) in
The Montgomery Advertiser.
He suggested it would make a
great billboard.

That started me thinking.
What does it say when anoth-
er media rep approaches the
competition for business?

Number one, it reinforces
the reality that selling adver-
tising in this economy is not
just tough for newspapers, but
tough for everyone. | counted
nine empty billboards on the way
in to Montgomery the other day.
And these aren’t tucked away
spots, but prime locations.

Number two, the rep wasn’t
afraid of failure when he called.
What were the odds | was go-
ing to say yes? Not very good.
He had done his homework and
knew we sold print, but called
anyway. Bottom line, our com-
petition is leaving no stone un-
turned. We have to have that
same mentality.

That brings us to cold calling.
In this environment, many of our
traditional advertisers have cut
back on their spending, stopped
it all together, or gone out of
business. To say new business
development is essential is a
gross understatement. But how
do we get our reps comfortable
with making the dreaded cold
call?

Start by planning. And part
of planning is prospecting. Sim-
ply making a call on a business

because it’s the next on your list
is a waste of time. Yours and the
prospect’s. Before making the
call, find out everything you can
about the business. Put yourself
in his position. If it were your
business, what would be the
benefits of advertising in the lo-
cal paper? Is the business’ tar-
get audience newspaper read-
ers? Make sure the newspaper
is a good fit and makes sense.

) 2000 Ransy Gleshergen. wuss glashargen. om

Practice. Which in our world
means roleplay. Salespeople
hate this almost as much as
they do cold calling. This re-
minds me of the story told about
Gene Stallings first practice at
Alabama. The special teams
coach enthusiastically runs up
to Stallings and excitedly tells
him how well his kicker is doing.
Tells Stallings, “Coach you got to
see this guy kick. He can’t miss.
He’s booming them from 60
yards out, splitting the up-
rights, right down the mid-
dle every time.” Stallings
strolls over to where they
are practicing and stands
right behind the kicker. The
kicker then misses the next
three kicks in a row. He
turns to Stallings and says,

“I don’t have any sales experience, but [ think
I'd be very good at making cold calls!™

Prepare for the call. | mean
really prepare. Come up with
a few icebreakers or opening
statements. Write them down
and get familiar with it. Avoid
“How are you today?” You don’t
know the person and they don’t
know you. It sounds insincere
and wastes time. Let’'s face it.
You've taken those calls be-
fore and you immediately start
thinking of ways to get off the
phone with this telemarketer. At
least | know | do. Another no-no
is asking if this is “a good time
to talk.” Any telemarketer asks
me that and my immediate an-
swer is “no.” Instead, offer an
introduction and the reason for
calling. Make sure there is a
benefit included in the reason
given. What’s in it for me? Take
the outdoor rep. He stated his
name, who he was with, and why
he was calling. He said where
he saw my ad and thought his
outdoor boards would help in
branding our site.

“l guess I'm a little nervous
with you watching and all.”
Stallings immediately re-
plied, “Well, son, | plan on
being at every game.” Bot-
tom line, if your reps can mas-
ter their presentation in front of
you, their likelihood of success
is greatly increased.

Finally stick with it. Did
you know 80% of new sales are
closed after the fifth sales call?
Many reps don’t make it that far.
Remember when cold calling to
focus on the goal at hand, which
may simply be to set an appoint-
ment to better get to know the
prospect and his or her needs.
Building a business relationship
is a process. And you’ll get plen-
ty of “nos” along the way. But
each “no” puts you that much
closer to a “yes.”

If the rep will put in some time
before making the cold call, he
just might find it’s not the chilling
experience he thought it might
be.

Brad English is advertising
manager for APA. He can be
reached at 205.871.7737 or
email him at brad@alabama-
press.org
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Jodi is a sales manager with
an interesting philosophy. “We’re
all familiar with win-win,” she
said. “It’s a common cliché these
days. In business relationships
— especially any kind of negotia-
tion — each side should benefit.
| help you win, and you help me
win.

“Win-win is a noble objective,
but | don’t think it covers all the
bases in the advertising busi-
ness. I've heard people say that
we’re dealing with four wins, not
two. We talk about this all the
time in staff meetings. As long
as we focus on winning in four
areas, we’re on the right track.”

Let’s take a look at Jodi’s four
wins:

1. The advertiser. “It all starts
here,” she said. “Advertisers and
prospective advertisers want re-
sults. The purpose of advertising
is to generate sales and market
awareness, so we go into every
presentation with that in mind.

“After all, that’s how they
judge the value of running ads

What advertisers care about

with us. They constantly ask
themselves, ‘Are the ads work-
ing?’ If they can’t answer ‘yes’
to that question, we have a big
problem. If there’s no win for the
advertiser, the other wins don’t
matter.”

2. The newspaper. “When we tell
prospects we’re working for a
win-win, they automatically think
of their business and our news-
paper,” Jodi explained.

“We work for the newspaper,
and everybody understands that
we’re expected to keep our em-
ployer’s interests at heart. When
our advertisers get good results
from their campaigns, they’ll nat-
urally run more ads. That boosts
our business as well as theirs.
By helping them win, we win
right along with them.”

3. The consumer. “This is the
first of the additional wins,” Jodi
said. “Even though it doesn’t ap-
ply to every industry, it’s a big
part of what we do in advertis-
ing. In a lot of ways, you could
say we’re a bridge between
businesses and their customers.
If it weren’t for advertising, a lot
of people wouldn’'t know what’s
available in the marketplace.

“Around the office, we joke
about being consumer advo-
cates, but that’s our way of say-

ing we work to take care of our
audience. We’re obligated to
help advertisers package their
messages to help readers make
good buying decisions. If an ad-
vertiser hands us a bad idea, we
don’t hesitate to say it's a bad
idea. Our ad team knows prin-
ciples of effective advertising,
and they do everything they can
to steer clients away from weak
ideas.”

4. The sales person. The
fourth win hits close to home.
“We want the people in our ad
department to enjoy their work
and celebrate their successes,”
she said. “When someone lands
a new client, renews a contract
or sells a campaign, it gives their
confidence a big lift. We believe
each victory is a stepping stone
to more accomplishments.

“The better our team mem-
bers feel about their work, the
more valuable they become — to
the paper, to advertisers, to our
readers and to themselves.

“In our business, two wins are
not enough. We go for the win-
win-win-win.”

John Foust conducts train-
ing programs for newspaper
advertising  professionals.
E-mail for information: john@
Johnfoust.com
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Lawyers Since 1890

mediamergers.com

LEWIS FLOYD
Senior Associate

Helping you Buy, Sell, or
Value your publication

Rushton, Stakely, Johnston & Garrett, P.A.
has been serving clients for over a century
and Alabama newspapers, television, and
radio stations since the 1980’s.

Evans Bailey

Dennis Bailey

Dennis R. Bailey
General Counsel
Alabama Press Association
Montgomery, Alabama
(334) 206-3100

(850) 532-9466
fax: (850) 290-5535

Ifloyd@mediamergers.com

A rule of the Supreme Court of Alabama requires the following:
No representation is made that the quality of legal services to be performed
is greater than the quality of legal services performed by other lawyers.

Calling all
Alabama
magazines!

There is still time to
join as an Associate
Publication and
participate in the
APA Media Awards
Contestl

Contact APA at (205) 871-7737
or jaclyn@alabamapress.org
for more information.
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