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Crossword Puzzle

Newspapers Are Dead: 
Long Live Newspapers!

By Dorothy York, Presi-
dent and CEO of North 

American Precis Syndicate 
(NAPS)

The emergence of a vast 
array of digital channels 
has made printed newspa-
pers stronger.  While many 
newspapers have lost mar-
ket share, been bought out, 
merged into chains of news-
papers, or have gone out of 
business, others have been 
reborn, rebranded, rein-
vented themselves, or have 
started up as new ventures, 
product line extensions, or 
resurfaced with new owners.

Many small business own-
ers reach customers and 
prospects via online chan-
nels such as social media, 
and use more traditional 
channels such as newsletters 
or direct mail.  Community 
newspapers are all supported 
by local advertisers, mostly 
small businesses, who have 
determined that there is a 
competitive rate of return on 
their ad spend with printed 
media. 

Using a combination of 
print and digital channels 
helps to move inventory for 
a higher price and with less 
time on the market.  Adver-
tisers evaluate their success 
on the basis of a variety of 

factors, which can be traced 
back to the specific medium 
used to generate responses, 
including increase in sales 
volume, leads generated, 
direct response by email, 
phone or filling out a form 
online, store traffic, and 
some more intangible effects 
such as brand loyalty, brand 
recognition, reputation man-
agement, and loss preven-
tion. 

Here are some benefits of 
ad budgets with a combina-
tion of print and digital meda 
channels:

1 - Connect With Consum-
ers On Their Terms: Reach 
your target audiences wher-
ever they may be, at just the 
right time and in just the 
right place.

2 - Earn Trust:  Printed 
newspapers offer the most 
trusted form of advertis-
ing.  You can drive readers 
of newspapers, and their 
friends and family members, 
who they share news with, 
to your online assets where 
they can engage and inter-
act with you directly.  For 
those who read both in print 
and online, you can get rein-
forcement of your message 
by having it appear in more 
than one place or multiple 
places. 

3 - More Metrics For 
Deeper Analysis:  When you 
use an integrated marketing 
approach, you have more 
methods of analyzing what 
is working and what isn’t, 
to help you refine your plan.  
Some like to include unique 
identifying information in 
each form of outreach, for 
a more detailed and com-
prehensive analysis.  For 
example, you can try using 
trackable links or unique 
landing pages, special offers, 
and unique email addresses, 
or phone numbers. 

4 - Extend Your Reach:  
Millennials tend to spend 
more time online than 
Boomers, who tend to prefer 
printed newspapers, and the 
two groups are not mutu-
ally exclusive, as they share 
information with each other.  
By using a combination of 
channels, you have a much 
better chance of reaching a 
larger audience. 

By covering newspapers in 
print, you get more of an on-
line presence as well, because 
most newspapers offer an 
online version of the printed 
publication, including a pdf, 
which is an exact replica.  

Newspapers have social me-
dia channels for easy sharing.  
You can capture audiences in 
print to help build a follow-
ing on your social and digital 
channels. 

The printed word will al-
ways command a higher ad 
rate than online advertising, 
for the equivalent amount of 
space, due to the likelihood 
that it will be seen.  Visibility 
of information in a printed 
newspaper is generally high-
er because it is more likely 
to get read cover to cover 
in a short time than some 
sites which have many more 
pages, which can be added 
at little or no cost, whereas 
print is limited by the cost to 
print and mail.  Some sites of 
newspapers have thousands 
of pages per day, offering 
news from a variety of exter-
nal sources. 

Print is not dead.  It is a 
highly valuable segment 
of any marketing portfo-
lio which will continue to 
evolve, redesign, innovate 
and prosper.  There are thou-
sands of community news-
papers that are saturation 
mailers, offering the oppor-
tunity for reaching every-

one in a given community.  
Small towns are the back-
bone of our civilization, with 
tightly knit communities that 
share information, found in 
newspapers, with their niche 

groups.
For more information, or 

a proposal from our experts, 
contact us at info@napsnet.
com or visit https://mynew-
stouse.com/.

Jackson, Miss. – The Mis-
sissippi Lottery Corporation 
(MLC) made its May trans-
fer of $14,189,448.06 today 
to the Lottery Proceeds Fund 
in the Mississippi State Trea-
sury. With one month re-
maining in Fiscal Year 2021, 
this brings the total transfer 
so far to $129,182,547.36.

To date for FY 2021, the 
MLC has sent $80 million 
to road and bridge needs 
around the state, along 
with $49,182,547.36 to the 
Education Enhancement 
Fund.

“For all of us at the MLC, 
we feel a great sense of ac-
complishment,” said MLC 
President Tom Shaheen. 
“None of this could have 
been possible without the 
dedication and efforts of our 
retailer partners, vendors, 
our board of directors, our 

Mississippi Lottery Corporation 
announces May transfer to the state

employees and the players! 
I am fortunate to have had 
the opportunity to work with 
such a wonderful group of 
people and to be a part of 
Mississippi history.”

Per the Alyce G. Clarke 
Mississippi Lottery Law, the 
first $80 million in net pro-
ceeds goes to road and bridge 
needs around the state for 10 
years. Net proceeds over $80 
million go to the Education 
Enhancement Fund.  

In accordance with the 
Alyce G. Clarke Lottery 
Law, the MLC is required to 
transfer net proceeds within 
20 days following the close 
of each calendar month. The 
MLC was legislatively cre-
ated in 2018 by the Alyce G. 
Clarke Mississippi Lottery 
Law, Senate Bill 2001. Visit 
us online at www.mslottery-
home.com. 


