
 

 

CSCMA District Manager Development 
Workshop 

September 28, 2012 
 

Presenting:   

Josh Harmon 
 Operations Manager, Terre Haute, IN 

 Christy Gosser-Stiner  
Home Delivery Manager, Champaign, IL 

 Chad Campbell 
 Circulation Manager, Kankakee and Ottawa, IL 



Agenda 

·9:00 AM ð Introductions 

·9:15 AM ð Route Optimization 

·10:45 AM ð Break 

·11:00 AM ð Customer Service 

·12:00 AM ð Lunch 

·1:00 PM ð Carrier Basics 

·2:00 PM - Break 

·2:15 PM ð Independent Contractor Status 

·3:00 PM -  Adjourn 



Route Optimization 

·Evaluating routes for efficiency 

·Determining proper compensation for 

routes 

·Negotiating fuel-related variances 



Streets & Trips 



How this program can help you 

manage your routes.  

·Never go blind into a down route.  
ƁThe turn by turn strip map routes the area for you.  

·Print a map for your carriers to sub on 

routes.  

·Easily divide a large route into multiple routes.  
ƁYou can see the natural breaks in the roads for multiple 

routes.  

·Get number of miles per route. 

·Calculate fuel cost by route. 

·Imports easily through excel.  



Screen Shot of Paris Originally 



Paris once we cleaned it up.  



Strip Map & Turn by Turn 



Proper Route Compensation 

·What is the DMõs role in determining  

route profit? 

·When is it appropriate to seek a higher 

rate? 

·When should rates be lowered, and how?  



Effective Route Pricing 

·It is the DMõs responsibility to price 

routes in a manner that offers: 

ƁReliable, high-quality service 

ƁThe most cost-effective distribution system to 

your company 

ƁThese goals are often in conflict, but neither 

side of the equation should be ignored. 

 

 



What would you do? 

·Route A - $400 weekly gross, 8 hours per 

week, 140 miles per week, 0 turnover 

past 12 months. 

·Route B - $150 weekly gross, 12 hours 

per week, 100 miles per week, 1 turnover 

past 12 months. 

·Route C - $125 weekly gross, 15 hours 

per week, 300 miles per week, 7 turnover 

past 12 months. 



Donõt Forget Your Assets 

·Your newspaper is the best channel to 

those looking for work in your market. 

·You donõt set rates ð the market does.  

Itõs your job to get as close as possible to 

striking the right balance between service 

and cost. 

·Anybody up for an auction? 

 



Bid Sheet Truck 18A

Towns:Cabery, Kempton, Cullom

Delivery Days: Saturday

Approximate delivery time: 1hr 15min

 

Approximate time of pick up: 7:30 am Saturday

Approximate draw: 147 Saturday

Estimated Weight: 257 lbs

Approximate mileage:38 miles

Estimated Annual Drop

Approximate drops: 5 Saturday x 52 days 260 drops

260 total drops divided by 52 weeks

* equals 5 Saturday average drops

 

If interested in this truck please place your bid below and 

return to The Daily Journal Kankakee office Atttention Melissa Gilbert

8 Dearborn Square Kankakee,IL 60901 no later than 5:00pm on 

Friday September 25, 2009.  The Daily Journal is not responsible for

any bids not received by 5:00pm Friday September 25,2009

Name ____________________________________

Address ___________________________________

Phone ___________________________________

Type of Vehicle _____________________________

(Please Circle)

4x4 Yes or No

Your bid for services rendered ___________ (weekly pay required)

*Divide your weekly bid amount by the average number of weekly drops as indicated above

to give your per drop rate.  ___________ per drop rate.



Identifying Operational Efficiencies 

·We were seeking cost savings to keep our 
product affordable an expenses under 
control while maintaining circulation 
numbers. 

·We identified 3 categories: 

ƁMotor routes where we had a higher rate per 
piece profit. 

ƁMotor routes where customers were in a 
sparsely populated area of delivery. 

ƁOverall contractor rate per piece / pay status. 



Reduce Rates When Contract Is 

Too Lucrative 
·We identified the inequity of 10 city motor 

routes and found it obvious these routes 

returned a much higher rate of profit and 

less contractor turnover than other areas. 

·Increased the rate charged per piece by $.01 

ƁAverage papers per day = 3,480 X $.01 = $34.80 

per day 

Ɓ$34.80 per day X 364 days = $12,667 per year 

Ɓ*Notice must be given to the contractors 



òSix and Oneó 

·We evaluated business practices that 

produced negative financial results in 

sparsely populated areas of motor route 

delivery. 

·We identified 8 routes that delivered 133 

customers at 198 miles a day. 

·Transferred those customers to 6 day 

postal mail delivery and Sunday 

contracted motor delivery 



òSix and Oneó 

·Average postage is $0.55 X 133 

customers = $73.15 per day 

·Contractorõs cost = $91.77 (per piece 

cost & 1.5 miles per customer @ $0.69) 

·Total savings per day = $18.62 

·Total savings per year = $5,810 

Ɓ* Notice given to customer 

Ɓ* Exceptional Dispatch notices to Post Office 

 



Price Per Piece Evaluation 

·We identified all routes receiving 

allowance and mileage expense above a 

paper rate 

ƁDifficulty of route 

ƁLength of route 

ƁNumber of customers 



Price Per Piece Evaluation 

·After evaluation of all factors we 

calculated a per-piece amount for 

negotiation. 

·Overall we took 135 routes and devised a 

per piece rate.  This saved $381.39 per 

day from contractor profit. 

·Total annual savings = $138,826 

Ɓ* Notices sent to independent contractor 



Customer Service 
 

A special thanks to Troy Niday, Vice President, 
Circulation for The Birmingham News.  Many of 

the following slides were taken, with his 
permission, from a presentation he delivered at 

the SCMA District Manager Training in 
Huntsville, Alabama on August 16, 2007 



Why Customer Service is Critical 

· A Circulation Departmentõs primary purposeé.Audience 

development!  

 

ƁWe are NOT a distribution department with an obligation to sell. 

 

ƁWe are an Audience Development department  that has a distribution obligation. 

 

·Providing excellent customer service is a means to that end. 

ƁService is where we can distinguish ourselves. 

ƁIt is what we have the most control over. 

ƁIt is a daily representation of who we are as an organization. 

ƁIt IS our brand / our reputation. 

 

 



Why Customer Service is Critical 

 

Service ñ Laying the Foundation for Retention    

·  The foundation of any retention program is service. If the customer isn't 

receiving the newspaper as promised, the likelihood of her paying the first 

collection notice never mind the first renewal notice is unlikely. How many 

people do you know are willing to pay for something that they don't 

receive, or for poor service?  

Robert L. Rubrecht , director/circulation marketing, NAA  

on behalf of NAA's Circulation Federation Retention Committee  



The  Readership Institutes ð 8 Imperatives 

· 1: PUSHING SERVICE INTO THE òEXCELLENCE ZONEó RESULTS IN HIGHER RBS. 

· 2: AN INCREASED EMPHASIS ON CERTAIN KINDS OF CONTENT WILL DRIVE RBS.  

· 3: A PARTICULAR TYPE OF LOCAL NEWS HAS THE GREATEST POTENTIAL OF ALL 

CONTENT TOPICS FOR INCREASING RBS.  

· 4: MAKING THE NEWSPAPER EASIER TO READ AND NAVIGATE WILL IMPROVE RBS.  

· 5: IMPROVING THE CONTENT OF ADVERTISING WILL IMPROVE RBS.  

· 6: BUILDING A POSITIVE BRAND THAT HAS RELEVANCE TO READERS WILL 

INCREASE RBS. 

· 7: IN -PAPER PROMOTION OF SAME -DAY AND UPCOMING CONTENT WILL 

IMPROVE READER SATISFACTION AND IS MOST EFFECTIVE WITH YONGER 

READERS AND WOMEN.  

· 8: BUILDING AN ADAPTIVE, CONSTRUCTIVE CULTURE THAT IS ATTUNED TO 

READERS AND CUSTOMERS WILL RESULT IN HIGHER RBS.  



Why Customer Service is Critical 

·Readership Study ð Reader Behavior Score 

Ɓwww.readership.org     

ƁImpact Study / 8 Imperatives 
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Excellent Service 

Yields  Big  Rewards  

RBS 

Industry average = 4.25  

Service 

http://www.readership.org/


Understanding What Customers Want 

General -  

·Meet needs / exceed expectations. 

·If itõs broke ðfix it! 

ƁSolve the problem. 

ƁOwn the problem. 

¶Avoid the ònot my departmentó mentality. 

·Delight and surprise. 

ƁMore emotion than logic. 

ƁMeet and exceed the emotional needs. 

ƁReadership Study ð Take service to the Excellent Zone. 

 



A Team Effort  

·Staffing levels have changed, and our 

processes must change with them 

ƁA DM handling another district has become 

an almost-daily occurrence 

ƁHSI broadcast to all DM 

ƁHave a common service recovery process 

ƁHold other DMs accountable for your 

customers, and be accountable to them 

 



The Service Recovery Paradox 

·òWe have even noted something referred to 

as a ôrecovery paradoxõ, in which customers 

can be more delighted by a skillful service 

recovery than they are by service that was 

failure-free to start withó. 

·Flip side: customers have more tolerance for 

poor service than for poor service recovery. 
 

¶- Stefan Michel, David Bowen, and Robert Johnson 

¶Making the Most of Customer Complaints, WSJ 

¶June 19, 2012, Wall Street Journal 



What Would You Do 

·òThis is your favorite CSR.  I just got off the 
phone with Mr. Smith for the third day in a 
row.  His paper was missed again.ó 

·òThis is Mr. Smith.  Your service is terrible, 
and your company is a joke.  Stop my paper.ó 

·òThis is Mrs. Jones.  I donõt want anyone to 
lose their job, but your carrier has missed 
my delivery three times in the last month.ó 

·òThis is Mr. Adams.  Iõve spoken to your pal 
(another DM) fifteen times already and my 
paper was still wet today.ó 


