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BY PATTY ARCHER

After two months of vocal clashes over 

advertising boycotts, offi ce hours, pay-

ing for conference delegate fees and 

deadlines with the editor, your business 

manager disappears after Christmas 

vacation.

They left a note on the door that says, 

rather plainly, “I QUIT,” and they seem 

to have left town. Your fi rst issue of the 

term is to be released in a week, and 

you can’t fi gure out from the piles of pa-

pers on their desk which ads should go 

in this issue and which should not. 

Your student union VP Finance roars 

into your offi ce, waving printer’s in-

voices, saying that you are $10,000 over 

your printing budget; they threaten to 

revoke your precious semi-autonomy 

because of fi nancial mismanagement.  

Your laser printer has broken down and 

you need to get it fi xed, but you’re not 

sure where the service contract is, or 

where the paper’s cheque book is to pay 

for the pizza from the last staff meet-

ing.

Knowledge is power and knowledge of 

money gives you real power in small 

volunteer organizations. Problems that 

start in a student paper’s business offi ce 

can quickly and seriously affect the rest 

of the paper.

Almost all student papers have some-

one who is responsible for selling ads 

or keeping track of business. On smaller 

papers it is often a part-timer or a vol-

unteer. Sometimes the paper is not au-

tonomous and the student union does 

the books, while someone at the paper 

(often the editor) tries to keep track of 

the cash fl ow.

Autonomous papers usually have their 

own business offi ce, with semi-profes-

sional advertising and business manag-

ers. They may even come to staff meet-

ings and report to the paper’s board of 

directors.

There is no such thing as one perfect 

structure for every student newspaper’s 

business offi ce. But even the most non-

autonomous paper should know what 

their revenue and expenses are.  Even a 

small paper with few staff can develop 

a basic business plan and work towards 

some goals.

Following some basic rules in your 

business offi ce can help your paper 

avoid some of the more obvious pitfalls. 

While this chapter will not go into great 

detail on things like accounting or day-

to-day business procedures, it should 

provide a general outline for new busi-

ness managers to set up and keep a ba-

sic business operation going.

DESIGNATING THE BUSINESS 
MANAGER

It is usually better if one person is giv-

en the job of business manager. They 

should be given a clear job descrip-

tion stating who they are responsible 

to (staff, editors, board of directors), 

details of what hours they are expected 

to work, their pay (if any), the length 

of their job term and a complete list of 

their duties (ad sales, bank deposits, 

creating a budget, etc.). This job de-

scription must comply with your pro-

vincial labour code.

The process of who can hire, and can 

fi re (if need be) the business manager 

should be part of the job description, 

along with notice of a job performance 

review once the candidate is well into 

their term. This can often be done by 

the editor.

A review should not be a chance for per-

sonal attacks, but should look at how 

well the business manager fulfi ls the 

job description, and an examination 

to see if there needs to be any changes 

to the job description. Even volunteer 

business managers should occasionally 

look critically at their job.

Having one person on staff who deals 

promptly and regularly with things like 

depositing cheques, paying printers, 

and dealing with advertisers can go a 

long way toward avoiding problems 

with bounced cheques, angry printers 

and the bank closing your paper’s ac-

count. 

OFFICE  SPACE

Many student papers don’t have much 

room in their offi ces, but it is very im-

portant that your business person have 

some space they can call their own.

A separate cubicle with a desk, phone 

and fi ling cabinet is ideal, but if that is 

not possible even their own desk and a 

space for fi les and a message board is 

a good start. Having their own space is 

important because so much of working 

the business side of a newspaper in-

volves sorting through piles of papers. 

If those stacks get moved or thrown 

out, your paper may lose cheques and 

invoices.

All staff should try to be polite when 

taking messages for the business offi ce 

(in case it’s a big new account) and the 

business manager should be sure to re-

spond promptly to messages. 

Setting up a business offi ce
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PROMOTIONAL  TOOLS

Even if your student union does your 

paper’s bookkeeping, your paper might 

be responsible for local ad sales. If this 

is the case, your ad manager (with help 

from the rest of the staff) should create 

some standard information packages 

to give out to potential clients. 

•[See: Developing the local advertising 
market]

Local advertisers have a reputation for 

trying to put off paying small groups 

like student papers, but if you have a 

signed contract, you can always take a 

delinquent client to small claims court 

or a collection agency.

Your business offi ce should regularly 

send out invoices, tearsheets (proof that 

the ad ran), and monthly statements to 

encourage clients to pay promptly.

Having stationery, an answering ma-

chine with a snappy message and a 

separate business offi ce phone line 

are good promotional tools, enabling 

the business manager to get back to 

clients easier and faster which should 

boost ad sales.

IF YOU AREN’T AUTONOMOUS
KEEP GHOST BOOKS 

Ghost books are books that someone 

at the paper keeps to stay on top of the 

paper’s fi nancial position when your 

student union is the one that offi cially 

takes care of your fi nances. 

Ghost books give your paper’s staff 

more information to enable them to 

make wise decisions regarding expens-

es, paper sizes, use of colour, etc.

Even when a student union doesn’t 

intend to deceive the paper about the 

state of their fi nances, they are often 

behind in tracking ad revenue and 

expenses. Non-autonomous papers 

should choose someone to keep ghost 

books and be the ‘ghost’ business man-

ager. That way, your paper will be better 

able to make sound fi nancial decisions 

in a pinch.

To keep basic ghost books, you should 

fi rst get a copy of your current year’s 

budget for the paper. You should con-

stantly compare the running total of ex-

penses and revenue to those totals and 

line items in your budget. 

You can write down expenses as they 

happen (CUP fees, printing for issues, 

salaries, etc.) and add up each issue’s 

ad revenue from national, local, on-

campus, and classifi ed ads. You should 

know what expenses you have and 

when they are usually paid.

The paper’s sales person will know how 

much in ads they have sold and your 

student union treasurer or business of-

fi ce staff will be able to tell you of any 

expenses that are not obvious, such as 

computer contracts and insurance pre-

miums.

Your student union should also be con-

vinced to give you a copy of the monthly 

statement, outlining where they think 

you stand fi nancially.  This gives you 

something to check your ghost books 

against, but don’t take their books to be 

infallible.

If you have problems convincing your 

student union staff to either give you 

monthly statements or information on 

revenue and expenses, explain that it 

is merely so the staff understands how 

the fi nancial end of the paper affects 

the rest of it, that you don’t want to go 

over budget and it’s really only to help 

them.

Just like papers that have a real busi-

ness manager, papers that have a ghost 

business manager should be clear as to 

whose job it is, what the duties are, who 

they report to and how often. Keeping 

ghost books can often be the fi rst step 

towards fi nancial autonomy for a pa-

per.

THINGS TO KEEP IN MIND 

There are a few external factors that 

can cause a lot of grief to your paper’s 

fi nances (and therefore its survival), 

and most of them are common to every 

student paper in Canada.

Printers
Most student papers have been with the 

same printer for years, assuming that 

the annual price increases are normal 

and that the print quality is as good as it 

will get. It doesn’t have to be like that.

Your paper is an important source 

of revenue for your printer, and they 

should treat you as well as non-stu-

dent print jobs. Unless they are the only 

printer in region, you can change print-

ers at will.

Some papers have all of the newsprint 

printers in the area offer bids for their 

business, and then choose the one that 

fi ts them the best. Printing is a very 

competitive business, so if you tell your 

printer that some other printer can pro-

vide the recycled paper that you want or 

is much cheaper than they are, and that 

you are considering this new printer, 

your old printer might suddenly drop 

Setting up a business offi ce2
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their price or be able to fi nd recycled 

paper too.  

•[See: Choosing a printer]

Bookkeeping snags
This includes things like the GST and 

computer accounting programs. All 

these things get worse the longer you 

put off dealing with them: the govern-

ment will come chasing after you to 

collect the GST, the bank might bounce 

your staff’s paycheques and your books 

get farther and farther behind.

One of your best resources is talking to 

business managers and staff at other 

student papers to fi nd out what kind of 

bookkeeping processes they use. 

•[See: Budgeting from accounting]

Bad advertisers 
If an advertiser refuses to pay for ads 

they ran in your paper last year (or last 

term) it is not a good idea to run their ads 

again. For companies considered high 

risk for this offence, you might ask for a 

deposit or a cheque at the signing of the 

contract. Many other businesses have 

policies like this. Don’t let advertisers 

bully you. They need the student market 

as much as you need their money.

Out of control expenses
Photo editors and production manag-

ers should have a budget set for sup-

plies that accurately refl ect their ex-

penses. They should be kept up-to-date 

on how much they have spent in their 

area. The same rules should apply to 

your staff’s travel expenses to confer-

ences and phone bills. If the paper staff 

and editors are not kept informed about 

how much has been spent on items like 

these, they may make decisions that 

cause fi nancial trouble later.

Sales  strategies
Sales strategies are not just for your 

paper’s business offi ce. Just as boycott 

lists are a concern of your whole staff, 

and affect ad revenue, things like your 

paper’s image in the community and 

how your staffers answer the phone can 

make sales more diffi cult.

Advertisers do not usually shy away 

from controversial papers as long as 

they believe that students are avidly 

reading it. 

The new business manager
Often the best resource for a new busi-

ness manager is learning about their 

student newspaper’s recent history. 

However, many incoming business 

managers are not former paper staff-

ers or may not have an extended train-

ing period with the outgoing business 

manager.

New business managers should ac-

quaint themselves with the paper’s past 

by exploring fi les, compiling lists of 

past advertisers, sorting through back 

issues for ideas and analyzing the last 

three to fi ve years of ad revenue and ex-

penses. This all helps them to develop 

a workable budget for the next publish-

ing year.

If you have the time or inclination, 

write a sales/ad/business procedures 

handbook specifically for your paper. 

This can be very helpful, both by mak-

ing your paper’s current business staff 

focus on improvements to current 

problems, and by creating a docu-

ment you can pass on as a training 

manual for business managers of the 

future.

Even if you only have time to jot a few 

notes now and then, a new business 

manager might be able to avoid making 

some of the same errors that you did 

by reading of them. A manual or hand-

book doesn’t have to be complicated. 

Just write down the procedures for 

things like banking, collecting the stu-

dent levy payment, and who to talk to 

about collecting on overdue advertising 

accounts. This ‘self-help’ procedures 

manual can sit on the shelf with all the 

other useful resource material you col-

lect from CUP, Campus Plus, and other 

student papers. 

Periodically reviewing resource mate-

rial and guidebooks can help you and 

your paper’s business offi ce deal with 

future fi nancial crises in a quick and 

decisive way. É

Patty Archer was an editor at the Martlet 

(University of Victoria) before working 

in the business offi ce at the Link (Con-

cordia University). She was also a Cam-

pus Plus Liaison (1989-91.)
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What’s the use of budgeting?

Consider the following questions:

1† How much cash do you have in 

the bank? Is that fi gure what your bank 

records show, or what you think is the 

correct amount? Do these amounts dif-

fer and, if so, why?

2† Where do you owe money? If it 

sounds like a lot, where was it all spent? 

Who owes you money? Can you answer 

the who-owes-you quicker than the 

who-you-owe? Could you make a list 

of who owes you money categorizing 

them by how long they have owed the 

amount?

3† Can you describe assets as things 

of monetary value, both visible (cash, 

furniture, equipment, supplies) and not 

so visible (money owed to you)? Where 

did they all come from?

4† Do you think that CUP should 

be able to tell any one of its over 70 

members how much they owe at any 

point? Should they be able to tell you 

the dates and invoice numbers that 

you received and the dates and cheque 

numbers that they received from you? 

Could you correct them if they were 

wrong? Could you do the same for oth-

er organizations that you deal with?

5† Could you give a precise verbaliza-

tion of how your organization has per-

formed fi nancially in the last complete 

month or year to date without having 

to rifl e through stacks of bills, invoices 

and bank statements?

6† If two other people were to use 

your records in answering any of the 

above, would they arrive at the same 

numbers?

The point of this exercise is to dem-

onstrate the real need for good book-

keeping.

THE ART OF BUDGETING

If it were a science, we would all be 

working with solid budgets that we 

could be confi dent not to exceed. But 

it isn’t a science. Many factors are un-

known to us when we begin drawing 

up the budget and must somehow be 

estimated.

The following suggestions are nothing 

radical. The fi rst step is to break the to-

tal budget down to a series of monthly 

budgets. The format used for monthly 

and total budgets should be identical, 

but now we have smaller time frames to 

work with. It’s easier to work in compo-

nent parts and fi t them into the whole, 

after all. When drawing up the fi nal bud-

get, you can also work backwards from 

some points to double check fi gures.

After setting things up this way, it be-

comes a matter of determining usage 

and cost. It’s no more mysterious than 

that. Solid budgets need a thorough 

approach at this point. Usage of cer-

tain expense items must be estimated 

monthly down to the fi nest detail pos-

sible and should document everything. 

If you’ve done your homework in calcu-

lating these items in detail, make sure 

you add notes that show others what 

usage you were estimating from travel 

costs to printing to staff payroll. 

Looking at past budgets is immensely 

helpful in this regard. The only two 

guidelines we have to work with when 

creating budgets are past usage and an-

ticipated increase in usage and/or cost.

THE BUDGET AS A SCRUTINEER

Many business people invest a lot of en-

ergy in drawing up a solid budget and 

then fi le it away until the year is over 

and a new one must be prepared. Pe-

rusing statements — be they monthly, 

quarterly or year-end — and not relat-

ing them to the original budget is sort 

of similar to saying “an orange is big-

ger.”

Than what? 

That statement, and your fi nancial 

statements, are just begging for a phrase 

to give it some relativity. As an observa-

tion it is not meaningful. Suppose you 

looked at a fi nancial statement that 

showed your newspaper was running a 

small surplus after two months of op-

erations, and you confi dently breathed 

a sigh of relief, thinking everything was 

all right. Suppose, however, that you 

then consulted your original budget  

and discovered that you had antici-

pated a much larger surplus for those 

two months, because it was required to 

get you over a couple of leaner months 

that you were expecting later on. Would 

you still feel as good about your perfor-

mance to date?

Your budget is to be used as a guideline 

at all times throughout the year. It lends 

relevance to interim fi nancial state-

ment helps control spending, maximiz-

es your chances of coming in on target 

and allows you to make mid-stream 

changes to accommodate unforeseen 

events. What’s the use of a plan if it isn’t 

followed?

The tool we use as this control func-

tion is called a statement of analysis of 

variance. It lists your actual expenses to 

date, your budgeted expenses to date, 

Budgetting from accounting
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and the difference between the two. 

This difference is called the variance. If 

the variance is in your favour (actual is 

less than budgeted) it’s called a positive 

variance, or, if it is in the other direction, 

a negative variance. Be sure to leave a 

comments section in these reports that 

can be used to explain the variance for 

each expense account.

HOW TO GO BANKRUPT WHILE 
FOLLOWING YOUR BUDGET

The most serious problem, and the one 

of largest causes of bankruptcy among 

small businesses, occurs while many of 

them are right on target with their ini-

tial budgets. 

It pertains to the method in which we 

recognize expenses. Accounting tech-

niques recognize two methods: 

1† They can be recognized and re-

corded as they are paid for. That means 

the source document will be the cheque 

stubs that confi rms payment of the ex-

pense on some date.

2† They can be recognized and re-

corded as they are incurred, and the 

source document will be invoices sent 

to us by a supplier.

The former is called the cash basis meth-

od and the latter the od and the latter the od accrual method. 

While it is permitted to record on the 

cash basis method, almost all reporting 

to the taxation division of Revenue Can-

ada must be done on the accrual basis, 

which may mean a temporary adjust-

ment to your cash basis bookkeeping 

system to incorporate amounts owed 

to and by an organization.

Budgets are usually prepared on an ac-

crual basis. If your budget were based 

on the movement of cash, items such 

as depreciation would not appear on 

it, as it pertains to a method of allocat-

ing the cost of a durable piece of equip-

ment over the course of its useful life 

span. The cash outlay for that piece of 

equipment, on the other hand, prob-

ably happened all in one shot when it 

was acquired.

Therein lies the danger of insolvency. 

Everybody seems a lot more concerned 

about collecting money that’s owed than 

paying money that they owe. As a busi-

ness operator, you are often required to 

pay for things that you are offering to 

clients before you’ve received the dollars 

from the sales. Your budget won’t show 

this if you’ve billed your customers but 

they are dragging their heels.

In fact, your budget could be right on 

target. But if your revenues are billed 

annually and not paid immediately 

upon invoicing, you could still get in 

trouble. While your budget shows a sur-

plus, cash outfl ows to pay for expenses 

will exceed cash infl ows from sales. If 

there isn’t a healthy bank balance to 

begin with or interim bank fi nancing 

could not be arranged, suppliers who 

weren’t being paid could force the orga-

nization into receivership. 

To prevent this, it is vital to do some 

planning with respect to your cash 

fl ow. This is achieved by way of yet an-

other statement that we call a cash fl ow 

projection. It should be drafted on a 

monthly basis for the next 12 months, 

and make use of your monthly budgets. 

It will show cash receipts, cash dis-

bursements and opening and closing 

bank balances. 

THE BALANCE SHEET

To manage all those questions, let’s cre-

ate a hypothetical situation.

Joe Journalist has recently graduated 

from j-school and started working for 

the local newspaper. Since beginning 

the new job, he has moved into a new 

apartment, and acquired the neces-

sary basics to pursue his “man-about-

town” image — some new furniture, a 

sound system and a car. He had worked 

summers while going to school and 

had used his summer earnings to help 

cover the cost of his schooling. He did 

have to get a student loan, however, 

to make it through school. He’s never 

been much of a bookkeeper, primarily 

because he felt there was never enough 

money to keep track of. However, per-

manent employment has changed 

that, and he begins to feel the need for 

a little organization.

A good starting point on the way to 

getting the bookkeeping act together 

is to establish where the starting point 

is. At this precise point in time what 

are the assets? Remember they are 

things of value which may be concrete 

(tangible) or not (intangible). Here are 

Joe’s:

Cash in bank  $900
Money owed to Joe $750
Bonds   $1,500
Furniture  $4,500Furniture  $4,500F
Sound system  $2,400
Car   $12,000
BJ Degree  $20,000  BJ Degree  $20,000  B

   $42,050

Now for the bad news. As well as hav-

ing accumulated a bunch of assets, 

Joe might also have a few debts to his 

name. These we call liabilities, and his 

Budgetting from accounting2
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might look like this:

Balance of student loan $10,000

Balance of car loan $9,000

Owed to furniture store $1,500  

   $20,500

Let’s go back to Joe’s assets. Money 

was needed to purchase all those as-

sets. The list of liabilities are evidence 

that almost half the funds that allowed 

the purchase of those assets were bor-

rowed and are still owing to other par-

ties. The money used to acquire the 

other $21,550 worth of assets must have 

come from somewhere. If it hadn’t been 

borrowed, where did it come from?

Two brownie points for those who said 

he earned it. $21,550 of assets were 

purchased by the money generated by 

Joe, net of expenses. It is the result of 

(Income minus Expenses), and is called 

his ‘earned surplus.’

This concept is critical to the under-

standing of what comes later. Assets 

exceed liabilities by $21,550. We must 

be able to account for the money used 

to purchase $42,050 worth of assets. No 

assets come out of mid-air. There is al-

ways a source to which we can attribute 

the money that was used to purchase 

assets. In establishing a statement of 

his fi nancial picture, we have listed all 

Joe’s assets, and all the sources of mon-

ey used to buy those assets, namely li-

abilities and earned surplus. 

Perhaps a better way to have written 

them down would be as in fi gure 1. 

[see fi gure 1]

You have just partaken in a Statement 

of Financial Position. Points to remem-

ber:

1† It is as of a precise point in time. We 

often compare it to a snapshot pic-

ture.

2† Assets = Liabilities + Surplus (or Eq-

uity)

This equation is the cornerstone of our 

present accounting and bookkeeping 

system. Assets must always balance 

with liabilities and surplus, which in a 

usual business situation is called eq-

uity. 

The statement of fi nancial position is 

more affectionately known as the Bal-

ance Sheet.

1† Assets 
Assets are subdivided into current and 

long-term assets to refl ect the ease of 

liquidating each asset. Cash, for obvi-

ous reasons, is considered the most liq-

Budgetting from accounting

Assets Liabilities
Cash in bank
Sound system
Money owed to Joe
Car
Bonds 
BJ Degree
Furniture 

$900
$2,400
$750
$12,000
$1,500
$20,000
$4,500

Balance of student loan
Owed to furniture store
Balance of car loan
Surplus

$10,000
$1,500
$9,000
$21,550

Total assets $42,050 Total liabilities and equityTotal liabilities and equity $42,050

fi g
ur

e 
1

3

Joe Journalist, Statement of fi nancial position as of 31/06/02

uid of all assets. Long-term assets, such 

as real estate or machinery, are less 

likely to sell overnight or have the capa-

bility of being quickly converted into a 

current asset such as cash. 

2† Current assets 
Current assets are any assets that can 

be easily converted into cash within 

one calendar year. Examples of current 

assets would be checking or money 

market accounts, accounts receivable, 

and notes receivable that are due with-

in one year’s time. 

ß Cash 

 Money available immediately, such 

as in checking accounts, is the most 

liquid of all short-term assets. 

ß Accounts receivable 

 This is money owed to the business 

for purchases made by customers, 

suppliers, and other vendors. 

ß Notes receivables 

 Notes receivables that are due with-

in one year are current assets. Notes 

that cannot be collected on within 

one year should be considered long-

term assets. 

3† Fixed assets 
Fixed assets include land, buildings, 

machinery and vehicles that are used in 

connection with the business. 

ß Land 

 Land is considered a fi xed asset but, 

unlike other fi xed assets, is not de-

preciated, because land is consid-

ered an asset that never wears out.

ß Buildings 

 Buildings are categorized as fi xed as-

sets and are depreciated over time. 

ß Offi ce equipment 

 This includes copiers, fax machines, 
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printers, and computers used in 

your business. 

ß Machinery 

 This fi gure represents machines and 

equipment used in your plant to 

produce your product. Examples of 

machinery might include conveyor 

belts or a printing press. 

ß Vehicles 

 This would include any vehicles 

used in your business. 

ß Total fi xed assets 

 This is the total dollar value of all 

fi xed assets in your business, less 

any accumulated depreciation. 

4† Total assets 
This fi gure represents the total dollar 

value of both the short-term and long-

term assets of your business. 

5† Liabilities and owners’ equity 
This includes all debts and obliga-

tions owed by the business to out-

side creditors, vendors or banks that 

are payable within one year, plus the 

owners’ equity. Often, this side of the 

balance sheet is simply referred to as 

“liabilities.” 

ß Accounts payable 

 This is comprised of all short-term 

obligations owed by your business to 

creditors, suppliers, and other ven-

dors. Accounts payable can include 

supplies and materials acquired on 

credit. 

ß Notes payable 

 This represents money owed on a 

short-term collection cycle of one 

year or less. It may include bank 

notes, mortgage obligations, or ve-

hicle payments. 

ß Accrued payroll and withholding

 This includes any earned wages or 

withholdings that are owed to or for 

employees but have not yet been 

paid. 

ß Total current liabilities 

 This is the sum total of all current 

liabilities owed to creditors that 

must be paid within a one-year time 

frame. 

ß Long-term liabilities 

 These are any debts or obligations 

owed by the business that are due 

more than one year out from the 

current date. 

ß Mortgage note payable 

 This is the balance of a mortgage 

that extends out beyond the current 

year. For example, you may have 

paid off three years of a fi fteen-year 

mortgage note, of which the remain-

ing eleven years, not counting the 

current year, are considered long-

term. 

ß Owners’ equity 

 Sometimes this is referred to as 

stockholders’ equity. Owners’ equity 

is made up of the initial investment 

in the business as well as any re-

tained earnings that are reinvested 

in the business. 

ß Common stock 

 This is stock issued as part of the ini-

tial or later-stage investment in the 

business. 

ß Retained earnings 

 These are earnings reinvested in the 

business after the deduction of any 

distributions to shareholders, such 

as dividend payments. 

6† Total liabilities and owners’ 
equity 
This comprises all debts and mon-

ies that are owed to outside creditors, 

vendors, or banks and the remaining 

monies that are owed to shareholders, 

including retained earnings reinvested 

in the business.

THE INCOME STATEMENT

Balance sheets are great for proving 

certain pieces of information. We speci-

fi ed, however, that they only show the 

cumulative net effect of Joe’s income-

less-expenses to date. In most organiza-

tions, we would like to have a little more 

detail about the revenue (income) and 

expense activity that the present cumu-

lative net fi gures represent. 

Perhaps we would like to know sources 

of revenue and where the expenses are 

occurring, so that we might take con-

crete action to maximize the former 

and minimize the latter. We might like 

to compare expense amounts across 

different years to determine and moni-

tor trends, so that we can prevent over-

spending in any one area. We might 

also be interested to know if a large sur-

plus in one year was due to a one-time 

event (such as winning the lottery) or if 

we can expect it to continue in future 

years. None of this can be provided by 

the balance sheet.

If somehow we could make a giant list 

of all the past categories and amounts 

of revenue received during the past 

year — and another list of all catego-

ries and amounts of expenses incurred 

in that same time period — we would 

be able to answer these questions. The 

difference between the totals of our two 

lists of revenues and expenses would 

Budgetting from accounting3
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be our “earned surplus” for the year, as-

suming it is a positive fi gure. If it were 

negative, we would call it a defi cit. If 

Joe Journalist could have somehow 

produced such lists for every year that 

he has been independent and working, 

then the sum of all the year’s surpluses 

and defi cits should equal the $21,550 

that was shown as earned surplus on 

the balance sheet.

The list of a year’s revenue and ex-

penses is an important part of book-

keeping. It has evolved somewhat, so 

that revenue and expense amounts are 

summarized and we do away with un-

manageable lists. In their place, we are 

left with another statement to comple-

ment the statement of fi nancial posi-

tion, or the balance sheet. This income 

statement is a summary of revenue 

and expense activity for some period 

of time, in some detail. We call it the 

income statement, or profi t and loss 

statement. Joe Journalist’s might look 

like that in fi gure 2.

[see fi gure 2]

Before we leave them, let’s review the 

balance sheet and income statement 

and understand how they interact.

ß The balance sheet is a statement of 

fi nancial position for an organization  

at a point in time. It must always show 

a balance between total assets and total 

liabilities and surplus or equity.

ß The income statement is a sum-

mary of revenue and expense activity 

for some period of time. It is essentially 

a “blow-up” picture of the most recent 

activity of the “earned surplus” catego-

ry on the balance sheet. A total of all in-

come statements since year one of the 

organization’s operations will equal the 

earned surplus or defi cit that appears 

on the most recent balance sheet.

ß The categories that we have been re-

ferring to are correctly called accounts.

ß Each of the accounts on a balance 

sheet may be increased or decreased.

ß An increase in the “earned surplus” 

account is revenue. A decrease is an ex-

pense. Revenue and expense categories 

are also called accounts (income state-

ment accounts) even though 

they are both actually com-

ponents of the balance sheet’s 

earned surplus account.

THE PRINCIPLE OF 
DOUBLE ENTRY

If the logic of the balance 

sheet has managed to seep 

through, then it should come 

as no surprise when we say that for ev-

ery transaction, at least two accounts 

are affected. They may be either bal-

ance sheet or income statements ac-

counts. Also, they are affected (either 

increased or decreased) in such a way 

so as to maintain the balance between 

assets, liabilities and surplus.

[see fi gure three, following page]

If you managed to complete most of 

them correctly and understood what 

you were doing, you are not going to 

have much problem with bookkeep-

ing. Whether it was something you 

consciously realized or not, you only 

had four choices from which to select 

which, and how the accounts were af-

fected.

They are numbered and listed below:

Assets and Surplus Liabilities 

(i) Increase  (iii) Increase

(ii) Decrease  (iv) Decrease

For every transaction, two of the four 

possible events were chosen. We had to 

make sure that the two events chosen 

did not upset that all-important bal-

ance. 

[see fi gure four]

Theoretically, you could manage a 

bookkeeping system by writing down 

increase and decrease as we have been 

doing. It might be a bit tedious, as every 

time we go to record a transaction we’ll 

have to use the seesaw analogy. Also, 

each properly recorded transaction 

Budgetting from accounting

Revenue (Income)
SalarySalary $30,000
Interest on bonds $150
Other $300 $30,450

Expensesxpenses
Income tax $6,000
Accommodation $7,200
Food $1800
Auto ExpensesAuto Expenses $5052
ClothingClothing $1800
Entertainment $1800
Medical and Dental $900
Misc. $500 $25,052
Surplus (Net Income)urplus (Net Income) $5,398fi g

ur
e 

2

4

Joe Journalist,  Income Statement 
For 1-year period ending 31/06/02

First Event Subsequent Second Event

(i) Increase an asset
(ii) Increase an asset 
(iii) Decrease an asset 
(iv) Increase a Liability or Equity

Decrease an asset
Increase a Liability or Equity
Decrease a Liability or Equity
Decrease a Liability or Equity

   

fi g
ur

e 
4
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could be decrease-decrease, increase-

decrease or increase-increase situation, 

which lacks a little in consistency and 

could be a little confusing

ß An increase in an asset is a “debit” to 

the account.

ß A decrease in an asset is a “credit” to 

the account.

ß An increase in a liability or equity is a 

“credit” to the account.

ß A decrease in a liability or equity is a 

“debit” to the account.

For every transaction, there must be a 

debit amount and a credit amount that 

are equal to one another.

In double entry accounting, rather than 

using a single column for each account 

and entering some numbers as positive 

and others as negative, we use two col-

umns for each account and enter only 

positive numbers. Whether the entry 

increases or decreases the account is 

determined by choice of the column in 

which it is entered. Entries in the left 

column are referred to as debits, and 

entries in the right column are referred 

to as credits. 

Two accounts are always  affected by 

each transaction, and one of those en-

tries must be a debit and the other must 

be a credit of equal amount. Actually, 

more than two accounts can be used if 

the transaction is spread among them, 

just as long as the sum of debits for the 

transaction equals the sum of credits 

for it. 

The double entry accounting system 

provides a system of checks and bal-

ances. By summing up all of the debits, 

summing up all of the credits and com-

paring the two totals, one can detect 

and have the opportunity to correct 

many common bookkeeping errors. 

To avoid confusion over debits and 

credits, avoid thinking of them in the 

way that they are used in everyday lan-

guage, which often refers to a credit as 

increasing an account and a debit as 

decreasing an account. For example, if 

our bank credits our checking account, 

money is added to it and the balance 

increases. In accounting terms, howev-

er, if a transaction causes a company’s 

checking account to be credited, its 

balance decreases. Moreover, credit-

ing another company account such as 

accounts payable will increase its bal-

ance. 

The confusion can be eliminated by re-

membering one thing. In accounting, 

the verbs “debit” and “credit” have the 

following meanings: 

Debit: “Enter in the left column” 

Credit: “Enter in the right column”

That’s all. Debit refers to the left col-

umn; credit refers to the right col-

umn. To debit the cash account sim-

ply means to enter the value in the 

left column of the account. There are 

no deeper meanings with which to be 

concerned. 

The reason for the apparent inconsis-

tency when compared to everyday lan-
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Description of Event
1st account 
affected How?

2nd account 
affected How?

Joe buys another $100 worth of 
furniture using the cash from his 
bank account. Furniture ó Cash ò
He plans a vacation, and borrows 
$250 from his bank manager to 
cover the cost. The money is de-
posited into his bank account.posited into his bank account. Cash ó Bank loan ó
He earns $200 in salary and de-
posits it to his bank account.posits it to his bank account. Cash ó

Revenue Salary 
(Earned Surplus)(Earned Surplus) ó

He buys $50 in groceries using 
money from his bank account.money from his bank account. Cash ò

Food expenses 
(Earned Surplus)(Earned Surplus) ó

Car repairs cost $125, which is 
also drawn from his bank ac-
count. Cash ò Auto expensesAuto expenses ò
A $75 cheque payment is made 
towards reducing the bank loan.towards reducing the bank loan. Cash ò Bank loan ò
The $230 that is owed to Joe is 
paid to him and is directly depos-
ited to his bank account (Caution 
– look carefully to decide which 
two accounts are affected.)two accounts are affected.) Cash ó Owed to Joe ò
Bond interest of $50 becomes 
due and is deposited into his 
bank account. Cash ó

Interest Revenue 
(Earned Surplus)(Earned Surplus) ó

With all the money that he has 
been receiving, he pays back the 
$250 vacation loan. Cash ò Bank loan ò
He goes on his vacation and 
spends $200.spends $200.spends $200. Cash ò

Vacation Expenses 
(Earned Surplus)(Earned Surplus)(Earned Surplus) òfi g

ur
e 

3

5
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guage is that from the bank customer’s 

perspective, a checking account is an 

asset account. From the bank’s perspec-

tive, the customer’s account appears on 

the balance sheet as a liability account, 

and a liability accounts balance is in-

creased by crediting it. In common use, 

we use the terminology from the per-

spective of the bank’s books, hence the 

apparent inconsistency. 

Whether a debit or a credit increases or 

decreases an account balance depends 

on the type of account. Asset and ex-

pense accounts are increased on the 

debit side, while liability, equity, and 

revenue accounts are increased on the 

credit side.

The bookkeeping system
The amount of detail necessary to in-

troduce us to bookkeeping is substan-

tial. It should not be something that 

you would expect to absorb in a short 

period of time. Actual practice is an es-

sential ingredient to learning it success-

fully. The reason for using so much de-

tail is that bookkeeping can be defi ned 

as the process that transforms various 

bits and pieces of information (input) 

into the desired output. The input con-

sists of cancelled cheques, deposit re-

cords, invoices, bills, bank statements 

and other pieces of information that 

are transformed into the balance sheet 

and the income statement.

Obviously, the transformation function 

performed by the bookkeeping system 

is one that continually condenses and 

arranges information. We start with 

hundreds of pieces of paper and end up 

with neatly organized fi les. 

The journal is the fi rst actor in the sys-

tem that comes into contact with the 

outside world. It confronts all those 

bits and pieces of paper and absorbs all 

the information contained therein, in a 

very simple fashion. We call it the “book 

of original entry” and it is the fi rst stage 

in the condensing process. Once we 

transcribe the information from those 

hundreds of bits of paper to the jour-

nal, we can then fi le the paper away and 

work from the journal. 

The journal information is arranged in 

the ledger. Or, as is now more common, 

programs like Quickbooks. 

General ledger
The general ledger is the core of a com-

pany’s fi nancial records. These consti-

tute the central “books” of your system 

and every transaction fl ows through the 

general ledger. These records remain a 

permanent track of the history of all fi -

nancial transactions since the company 

came into existance.

Subledgers and the general ledger
Your accounting system will have a 

number of subsidiary ledgers (called 

subledgers) for items such as cash, ac-

counts receivable, and accounts pay-

able. All of the entries that are entered 

(posted) to these subledgers will trans-

act through the general ledger account. 

For example, when a credit sale posted 

in the account, receivable subledger 

turns into cash due to a payment, the 

transaction will be posted to the general 

ledger and the two (cash and accounts 

receivable) subledgers as well. 

There are times when items will go di-

rectly to the general ledger without any 

subledger posting. These are primar-

ily capital fi nancial transactions that 

have no operational subledgers. These 

may include items such as capital con-

tributions, loan proceeds, loan repay-

ments (principal) and proceeds from 

sale of assets. These items will be linked 

to your balance sheet but not to your 

profi t and loss statement. 

Setting up the general ledger
There are two main issues to under-

stand when setting up the general led-

ger. The fi rst is their linkage to your 

fi nancial reports, and the other is the 

establishment of opening balances. 

The two primary fi nancial documents 

of any company are their balance sheet 

and the profi t and loss statement, as ex-

plained above. Both of these are drawn 

directly from the company’s general 

ledger. The order of how the numerical 

balances appear is determined by the 

chart of accounts, but all entries will 

appear. The general ledger accrues the 

balances that make up the line items 

on these reports, and the changes are 

refl ected in the profi t and loss state-

ment as well. 

The opening balances that are estab-

lished on your general ledgers may not 

always be zero as you might assume. On 

the asset side, you will have all tangible 

assets (the value of all equipment) that 

are available as well as any cash that 

has been invested as working capital. 

On the liability side, you will have any 

loans, as well as trade credit or lease 

payments that you may have secured in 

order to start up. You will also increase 

your stockholder equity in the amount 

you have invested, but not loaned to, 

the business. 

The general ledger creates an audit 

trail.

Don’t let the word audit strike fear in 

your heart; I am not talking about a tax 

audit. Although, if you are called to re-

spond to an outside audit for any rea-
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son, a well-maintained general ledger 

is essential. 

But you will also want an internal trail 

of transaction so that you can trace any 

discrepancy (such as double billing or 

an unrecorded payment) through your 

own system. You must be able to fi nd 

the origin of any transaction in order to 

verify its accuracy. The general ledger is 

where you will do this.

Accounts receivable and payable
What happens when we’ve bought 

something (incurring and expense) that 

we don’t pay for right away? Or when we 

receive an order for goods and services 

that we provide, but aren’t paid right 

away? Do we record these transactions 

now, and if so, how? Or do we wait for 

the actual movement of money?

Accounting is far less of a science than 

many people believe. Questions such as 

these have to be answered in a subjec-

tive manner, because there are no hard 

and fast rules. The guidelines used in 

Canada are called “Generally Accepted 

Accounting Principles” and are updat-

ed as needs arise. 

The questions posed in the preced-

ing paragraph touched on the subject 

of revenue recognition: the point in 

time when we recognize revenue and 

expenses. If we don’t recognize and 

record them until there is money re-

ceived or disbursed, we are said to be 

recording based on the cash system. If 

we recognize and record revenue and 

expenses when they occur, regardless 

of when the movement of money hap-

pens, we are said to be recording on 

the accrual basis. The latter system is 

generally accepted and Revenue Can-

ada requires it for business income tax 

purposes.

However, we still have a choice as to 

whether we want to record fi nancial 

transactions using the cash or accrual 

system. If we choose the cash sys-

tem, accountants will have to modify 

it somewhat at year-end to have your 

statements conform to the accrual 

principle. The differences are simpli-

fi ed here and are far more complex 

than this document implies, but for our 

purposes, this is the only difference we 

need to be concerned about.

The accrual basis is often advanta-

geous to help keep track of what we are 

owed by parties who have purchased 

but have not, as of yet, paid for goods 

or services that we provided. These 

are called accounts receivable. It does 

the same for amounts we owe, which 

we call accounts payable. For revenue 

transactions, we set up and debit a 

“holding” account that we called ac-

counts receivable and which effectively counts receivable and which effectively counts receivable

represents money that we are owed. 

When we fi nally receive that money, 

“accounts receivable” is credited and 

the “money owed” amount is wiped 

out. The opposite happens for “ac-

counts payable,” which handles ex-

pense items.

PETTY CASH

There are times when things must be 

paid for in cash. Usually, it is an in-

stance where the amount is minimal 

and doesn’t warrant the effort of writ-

ing a cheque, or wouldn’t be acceptable 

to the receiving party (i.e. a $4 cheque 

to the 12-year-old paper carrier). It is 

therefore necessary to keep some cash 

on hand for these kinds of situations. 

Unfortunately, because we call it “petty” 

cash, too many of us don’t worry about 

accounting for it. 

It is surprising how much money does 

get spent through petty cash over time. 

Too often, people write out a cheque to 

cash at the bank and record it as a pet-

ty cash expense. This is not correct. It 

eventually is disbursed to cover expens-

es, but until then, it is a balance sheet 

account, just like cash in the bank.

In fact, we treat it as though we loaned 

a person called “Petty Cash” a certain 

amount. Usually that amount is es-

tablished (let’s say $100) and the $100 

is put in some central, safe place. It is 

then to be paid out only upon receipt of 

a bill or a personal voucher if a bill isn’t 

practical (e.g. reimbursing someone for 

postage stamps when they forgot to ask 

for a receipt). The total of cash left, bills 

and vouchers must always add up to 

$100. When our petty cash balance gets 

low, we write another cheque to Petty 

Cash to an amount suffi cient to replen-

ish it back to $100. This time, the entry 

offsetting the “cash in bank” credit are 

debits to the expense accounts that we 

have been disbursing cash towards in 

the last little while, and for which we 

have supporting bills and vouchers. 

This is called the “imprest petty cash” 

system.

Points to remember

1† Only the fi rst cheque written to petty 

cash will be debited to petty cash.

2† The cash should be kept in one place 

(in a metal box) with one person 

in charge. He or she distributes it 

only in exchange for a bill or signed 

personal voucher, for the same 

amount.

3† The total of cash, bills and voucher 

must always equal what was origi-

nally put in.

4† The expenses are recorded as jour-

nal entries not as petty cash is dis-
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bursed, but rather when petty cash 

is being replenished. The bills and 

vouchers that support the offsetting 

debit entries in the general journal 

are then removed from the box.

5† It starts all over again.

There is one other reason for an of-

fi cial petty cash system. If and when 

you are audited, one of the fi rst things 

to be scrutinized will be your handling 

of petty cash. A tight system prevents 

“slippage” (people helping themselves 

to cash on hand) and aids in accurate 

reporting of expenses. If you are with-

out such a system, creating an impres-

sion of disorganization to your auditor, 

you may well be in for a lengthier, cost-

lier audit.

PAYROLL

Another frequently subsidiary jour-

nal  used is the payroll journal. As an 

employer there are certain obligations 

that you have to the government, both 

on your own and on your employee’s 

behalf. Both the employer and the 

employee must make contributions to 

the Canada Pension Plan and to Em-

ployment Insurance, at the rates pro-

scribed by Canada Revenue Agency. 

However, the employer is responsible 

for administering the collection and 

remittance of these contributions. It 

is done by withholding the employee’s 

contribution when paying their salary, 

totaling up the amount of employee 

contributions withheld at the end of a 

month, calculating what the employer 

owes on top of that and remitting the 

total amount to the Receiver General 

of Canada. As a further service to their 

employees, employers must also with-

hold and remit personal income tax on 

their behalf.

If you do have employees for whom 

this must be done, an effi cient payroll 

system must be implemented. Govern-

ments, like most of us, are much more 

informed and scrutinizing about what 

is owed them, rather than what they 

owe. 

DEPRECIATION

You need, additionally, to check Rev-

enue Canada regulations for specifi c 

rules regarding depreciation and meth-

ods of calculating depreciation for vari-

ous types of assets.

Grasping depreciation is intuitive. For 

example, let’s say you buy a van for 

newspaper distribution. It loses value 

the minute you drive it out of the deal-

ership. It is considered an operational 

asset in running your business. Each 

year that you own the van, it loses some 

value, until it fi nally stops running and 

has no value to the business. Measuring 

the loss in value of an asset is known as 

depreciation. 

Depreciation is considered an expense 

and is listed in an income statement 

under expenses. The most relevant 

for the student press are furniture and 

equipment. 

To fi nd the annual depreciation cost for 

your assets, you need to know the initial 

cost of the assets. You also need to deter-

mine how many years you think the assets 

will retain some value for your business. 

Most computer equipment is depreci-

ated over a three-to-fi ve year period.

STRAIGHT-LINE DEPRECIATION 

Straight-line depreciation is the most 

common method of depreciating as-

sets. To compute the amount of annual 

depreciation expense using the straight-

line method requires two numbers: the 

initial cost of the asset and its estimat-

ed useful life span. For example, if you 

purchase a truck for $20,000 and expect 

it to have a use in your business for ten 

years. You would use the straight-line 

method for determining depreciation:  

Divide the initial cost of the truck by its 

useful life. 

The $20,000 becomes a depreciation ex-

pense that is reported on your income 

statement under operation expenses at 

the end of each year. 

COLLECTIONS

When your paper established its bud-

get for the next year, three main sources 

of revenue were taken into consider-

ation: student levies or student council 

grants, projected local advertising and 

projected national advertising. This 

revenue is a major factor in determin-

ing the number of issues as well as the 

number of pages you will be publish-

ing over the next academic year. Local 

advertising revenue in any year should 

account for 30 per cent of your total net 

revenue. It is the responsibility of your 

advertising manager to maintain and 

develop the local market. In the course 

of their work, local lineage from old and 

new clients is generated and processed. 

Processing of local advertising includes 

everything from the initial sales call to 

invoicing and collecting. Everyone con-

nected with the paper runs into prob-

lems when accounts are not paid and 

you end up over budget.

It is not uncommon for some papers to 

regularly experience a 30 per cent bad 
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debt level.

HOW TO PREVENT BAD DEBT

Responsibility for the collection of all 

local advertising revenue should rest 

with the advertising manager.

If your advertising manager is working 

on straight commission, they should 

only receive a percentage of earned 

commission before the accounts have 

been paid. Only when all monies have 

been collected should that person 

receive full remuneration. If, on the 

other hand, the advertising manager is 

paid salary and commission, he or she 

should not receive any commission un-

til the accounts have been paid in full.

Check previous years’ list of accounts to 

determine those in default. Be aware of 

delinquent advertisers so that you don’t 

get burned again.

Any paper can contact the Better Busi-

ness Bureau in their area to run a check 

on the reliability of a new retail ac-

count.

Similarly, the company’s bank manager 

should be able to let you know if a new 

account is a good or bad risk (is there a 

history of bad debts?).

Stimulate prompt payment of accounts 

by offering a cash discount (i.e., 2 per 

cent off for payment received within 10 

days of receipt of invoice). This can re-

sult in a much healthier cash fl ow.

In some cases (new clients) you might 

want to encourage prepayment — try 

offering a 5 per cent prepayment dis-

count. New clients may be willing to 

prepay a portion of the bill (so that at 

least you cover your costs).

Make sure that you keep an accurate re-

cord of all local accounts. As soon as the 

ad has appeared in a particular issue, 

an invoice along with proof of insertion 

(tearsheet) should be sent immediately 

to the advertiser.

After 30 days, all overdue accounts 

should receive a copy of the original 

invoice or a statement to remind then 

that the money is still outstanding. If an 

advertiser is still in default after 60 days, 

make a point of visiting the client with 

all appropriate documentation in order 

to determine why the account has not 

been paid.

COLLECT WITH A VENGEANCE

If the advertiser fl atly refuses to pay the 

bill, point out emphatically that their 

refusal to pay could become public 

knowledge.

Involve a third party in your billing dis-

putes — this will defi nitely pose a much 

more serious threat to the party in de-

fault. As a rule, private collection agen-

cies will charge anywhere from 33 to 50 

per cent on money collected.

Note:Note:N  keep trucking — you have six 

years to collect on a bad debt. É

Budgetting from accounting9
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Useful business vocabulary
Assets 
Assets are subdivided into current and 

long-term assets to refl ect the ease of 

liquidating each asset. Cash, for obvi-

ous reasons, is considered the most liq-

uid of all assets. Long-term assets, such 

as real estate or machinery, are less 

likely to sell overnight or have the capa-

bility of being quickly converted into a 

current asset such as cash. 

Current assets 
Current assets are any assets that can 

be easily converted into cash within 

one calendar year. Examples of current 

assets would be checking or money 

market accounts, accounts receivable, 

and notes receivable that are due with-

in one year’s time. 

ß Cash

Money available immediately, such as 

in checking accounts, is the most liquid 

of all short-term assets. 

ß Accounts receivable

This is money owed to the business for 

purchases made by customers, suppli-

ers, and other vendors. 

ß Notes receivable

Notes receivable that are due within 

one year are current assets. Notes that 

cannot be collected on within one year 

should be considered long-term as-

sets.

Fixed assets 
Fixed assets include land, buildings, 

machinery, and vehicles that are used 

in connection with the business. 

Total fi xed assets 
This is the total dollar value of all fi xed 

assets in your business, less any accu-

mulated depreciation.

Total assets 
This fi gure represents the total dollar 

value of both the short-term and long-

term assets of your business. 

Liabilities and owners’ equity 
This includes all debts and obligations 

owed by the business to outside credi-

tors, vendors, or banks that are payable 

within one year, plus the owners’ equity. 

Often, this side of the balance sheet is 

simply referred to as “Liabilities.” This 

includes:

ß Accounts payable 

This is comprised of all short-term 

obligations owed by your business to 

creditors, suppliers, and other vendors. 

Accounts payable can include supplies 

and materials acquired on credit. 

ß Notes payable 

This represents money owed on a short-

term collection cycle of one year or less. 

It may include bank notes, mortgage 

obligations, or vehicle payments. 

ß Accrued payroll and withholding 

This includes any earned wages or 

withholdings that are owed to or for 

employees but have not yet been paid. 

ß Total current liabilities 

This is the sum total of all current li-

abilities owed to creditors that must be 

paid within a one-year time frame. 

ß Long-term liabilities 

These are any debts or obligations owed 

by the business that are due more than 

one year out from the current date. 

ß Mortgage note payable 

This is the balance of a mortgage that 

extends out beyond the current year. 

For example, you may have paid off 

three years of a fi fteen-year mortgage 

note, of which the remaining eleven 

years, not counting the current year, are 

considered long-term. 

ß Owners’ equity 

Sometimes this is referred to as stock-

holders’ equity. Owners’ equity is made 

up of the initial investment in the busi-

ness as well as any retained earnings 

that are reinvested in the business. 

ß Common stock 

This is stock issued as part of the initial or 

later-stage investment in the business. 

ß Retained earnings 

These are earnings reinvested in the 

business after the deduction of any dis-

tributions to shareholders, such as divi-

dend payments. 

Total liabilities and owners’ equity 
This comprises all debts and mon-

ies that are owed to outside creditors, 

vendors, or banks and the remaining 

monies that are owed to shareholders, 

including retained earnings reinvested 

in the business.

Income statements
An income statement, otherwise 

known as a profi t and loss statement 

(P&L), summarizes profi t or loss dur-

ing a given period of time, such as a 

month, three months, or one year. The 

income statement records all revenues 

and operating expenses during this 

period. 

What are income statements used for? 

With tight budgets ubiquitous in the 

student press, P&Ls can show editors 

what areas are over budget or under 

budget. Specifi c items that are causing 

unexpected expenditures can be pin-

pointed, such as phone, fax, mail, or 

printing expenses. 
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Useful business vocabulary2

Sales 
The sales fi gure represents the amount 

of revenue generated. The amount re-

corded here is the total sales, less dis-

counts or DNR charges. 

Other income
Most student newspapers have a stu-

dent levy or funding from a students’ 

union. Fundraised money would also 

fall under this category.

Costs
This includes materials purchased from 

outside suppliers, for example printing 

costs.

Gross profi t 
Gross profi t is derived by subtracting 

the cost of goods sold from net sales. 

It does not include any operating ex-

penses. 

Operating expenses 
These are the daily expenses incurred 

in the operation of your business. 

Collateral and promotions 
Collateral fees are expenses incurred 

in the creation or purchase of printed 

sales materials used by your sales staff. 

Promotion fees include any giveaways 

used to promote or sell your product. 

Other sales costs 
These include any other costs associ-

ated with selling advertising. They may 

include travel, phone expenses, sales 

meetings or copying. 

Offi ce salaries 
These include salaries for full- or part-

time business and administrative staff, 

as well as editorial staff salaries and/or 

honouraria.

Rent 
These are the fees incurred to rent or 

lease offi ce space. 

Utilities 
These include costs for heating, air 

conditioning, electricity, phone equip-

ment rental and phone usage used in 

connection with your business. 

Depreciation 
Depreciation is an annual expense 

that takes into account the loss in 

value of equipment used in your busi-

ness. Examples of equipment that 

may be subject to depreciation in-

cludes copiers, computers, printers 

and fax machines. 

Other overhead costs 
Expense items that do not fall into 

other categories or cannot be clearly 

associated with a particular product 

or function are considered to be other 

overhead costs. These types of expenses 

may include insurance, offi ce supplies 

or cleaning services. 

Total expenses 
This is a tabulation of all expenses in-

curred in running your business, ex-

clusive of taxes or interest expense on 

interest income, if any. 

Net income before taxes 
This number represents the amount of 

income earned by a business prior to 

paying income taxes. This fi gure is ar-

rived at by subtracting total operating 

expenses from gross profi t. 

Taxes 
This is the amount of income tax you 

owe to the federal government and, if 

applicable, state and local government 

taxes. 

Net income 
This is the amount of money the busi-

ness has earned after paying income 

taxes.  É
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See the following books for more information:

Essentials of Managing Human Resources by Ei-

leen Stewart, Monica Belcourt, George Bolander 

and Scott Snell. 

Charities and Not-for-Profi t Employment Law 

Handbook by Stewart Saxe and Jean Brough.

You asked? Your employment standards ques-You asked? Your employment standards ques-Y

tions answered by Ann Opie

Labour law in Canada by Donald D. Carter, Georf-

frey England, Brian Etterington, and Gilles 

Trudeau. 

HIRING LAW

The majority of human resources de-

cisions fall under provincial statutes. 

However, it is important to note that 

common law, contract law and gov-

ernment regulations (especially the 

Canada Labour Code and the Canadian 

Human Rights Act) also apply in some 

cases. Most, if not all, of these docu-

ments are now available online.

Canada Labour Code: http://laws.jus-
tice.gc.ca/en/L-2/16598.htm

Canadian Human Rights Act: http://
laws.justice.gc.ca/en/H-6/28526.htm

Papers’ hiring practices differ, but all of 

them take into consideration the major 

tenet of Canadian common law: estab-

lishing an employee-employer trust by 

ensuring both know what is going on. 

(Essentials)

Workers’ compensation only applies to 

specifi c industries, among which the 

student press is not counted. Under 

Occupational Health and Safety Acts, 

employers are required to have one 

employee with First Aid certifi cation, a 

fi rst aid kit and provide transportation 

to the hospital when necessary. These 

seem like good ideas. (38, charities)

If you are uncertain which laws apply to 

you, check with Employment Standards.

Most provinces have similar labour 

laws, with slight differences in mini-

mum wages, vacation entitlement, or 

human rights legislation (for example, 

employment and pay equity). Gener-

ally, you can fi nd the relevant human 

resources laws for your province in the 

following statutes: an employment/la-

bour standards act; labour/industrial 

relations act; occupational/workers’ 

health and safety act; and a human 

rights act. All can be accessed easily by 

searching the web for your province’s 

statutes. In addition, most areas not 

covered by these laws have precedents 

in common law. (Essentials)

All not-for-profi ts that are incorpo-

rated under provincial laws fall under 

that province’s employment standards 

laws as well. Legislated employment 

standards do not apply, however, if 

the newspaper is a work experience or 

class-credit college, university or high 

school project. (Charities, 1)

EMPLOYMENT STANDARDS 
LEGISLATION

No provincial legislation provides a 

clear defi nition of an employee, though 

through common law we know that 

most “staff” at student papers are con-

sidered employees and not contractors 

or volunteers. (Charities,1)

Every province has legislation that stip-

ulates the minimum responsibilities of 

employers. 

www.gov.on.ca/LA/es/ese.htm
www.gov.mb.ca/labour/standards
www.gnb.ca/justice/deplinks/ENG/ted.
htm

HIRING

There is a bulk of human resources 

policy dealing with discrimination, 

and most people are familiar with what 

constitutes discrimination. Nonethe-

less, certain hiring practices can be dis-

criminatory. 

1†  Word-of-mouth recruiting. Supple-

ment this practice with external re-

cruitment methods. 

2†  Infl ated job requirements. 

3†  Participation in training: ensure that 

all employees are equally invited.

Managers must be careful not to hire 

employees on the basis of “individual-

ized” job requirements that satisfy per-

sonal whims but bear little relation to 

successful job performance. 

Hiring should take into consideration 

both “can-do” and “will-do” factors: 

Can-doCan-doC : knowledge, skills, aptitudes.

Will-doWill-doW : motivation, interests, person-

ality characteristics.

HUMAN RIGHTS LEGISLATION 
AND HIRING

You cannot discriminate against po-

tential employees on the basis of race, 

religion, gender, age, national or ethnic 

origin, disability or family or marital 

status. Most provinces also prohibit 

discrimination based on sexual orien-

tation or criminal records (except, in 

some jurisdictions, if pardoned). Thus, 

when hiring, employers are prohibited 

from asking questions that would re-

quire potential employees to self-iden-

tify on any of these bases. This generally 

Hiring and fi ring

Ñ
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includes reverse discrimination, as well 

as harassment.

•[See: CUP Code of Conduct]

The federal and provincial govern-

ments all have tribunals to deal with 

human rights complaints, including 

those related to human resources prac-

tices. If such a tribunal so rules, human 

rights violations can be penalized by 

non-payment on any grants, loans or 

contracts with the jurisdictional gov-

ernment. (Essentials)

The best thing to do is to ask what you 

need to know. If the job requires heavy 

lifting (say, distributing newspapers), 

don’t ask “do you have any back prob-

lems or medical issues?” — say “This 

job requires a lot of heavy lifting. Are 

you able to do this?”

** Strangely, a loophole in Ontario law 

allows you to ask “have you ever been 

convicted of an offence for which you 

have not been pardoned?” No follow-ups 

are allowed, however. (Charities, 114)

The Ontario Human Rights Commission 

publishes guidelines on the questions 

that can be asked during interviews. 

Ohrc.on.ca

EMPLOYMENT DOCUMENTS

Job descriptions  should contain 
1†  Job title.

2†  Summary of job — “Why does this 

job exist?”

3†  List of duties and responsibilities 

— usually in order of importance

4†  Job specifi cation — the specifi c 

skills, knowledge, and abilities re-

quired to successfully perform the 

job. May include education, experi-

ence, training and specifi c skills. 

Problems with job descriptions
1† Often use vague terms, providing 

little guidance to job holder.

2† Not updated often enough.

3† May contravene human rights or 

other laws.

4† May limit the scope of activities of 

the job holder.

5† Often do not contain standards of 

performance or provisions for as-

sessment.

6† Can be source of confl ict when du-

ties are not performed or expected 

duties are not included.

Good job descriptions
1†  Are clear and concise. 

2†  Use specifi c performance standards 

(deposit cheques by the 10th of the 

month); performance standards are 

very important for progressive ac-

tion policies.

3† Use “occasionally” (sometimes a 

part of job description) and “may” (a 

job duty shared with other employ-

ees).

4† Are specifi c, but remember that the 

smaller your staff, the more varied 

job roles will be — focus on identify-

ing core activities and the attributes 

needed to be successful. 

Job descriptions are often used for as-

sessment of pay. (Essentials)

EMPLOYMENT CONTRACTS

Employees cannot contract out their 

rights; any contract, written or under-

stood, must comply with the minimum 

provisions of the provincial legislation. 

Because of the strict budgetary con-

straints of not-for-profi t organizations, 

provisions exist to ensure the organiza-

tion is able to operate within its budget-

ary constraints — including the ability 

to change benefi t provisions or termi-

nate employees at a known cost. 

NON-COMPETITION PROVISIONS

It is legal to put a provision in an em-

ployee’s contract (before termination) 

precluding employees from taking ac-

tions that would compete with or in-

jure the organization during the time 

of employment or for a period of time 

following termination. Common law 

on the subject has aimed to ensure 

that the employee is free to take up 

other employment, and ensure that 

such clauses are as limited as possible 

to accomplish the objective of the em-

ployer. For example, fundraisers may 

be limited from canvassing the same 

donors and areas for a period of time. 

If the employer can prove that this is 

necessary to protect their interests. 

Recent case law has favoured employ-

ees in their new employment, and it 

is traditionally easier to prohibit the 

employee from soliciting the same 

donors to the previous organization 

than from working for a competing 

organization. 

DISCIPLINE AND FIRING

Performance reviews
It’s important to assess employees’ work. 

This can be assessed in four ways: 

ß Does the employee meet specifi c 

performance standards? 

ß Is employee “competent” in job 

function.

ß Interpersonal communications, 

self-motivation, etc. 

ß Living job description — updated as 

Hiring and fi ring2



chapter twelve      ≠ ≠ ≠ business

≠ ≠ ≠     ≠ www.cup.ca   ≠ ≠ ≠ ≠ C A N A D I A N  U N I V E R S I T Y  P R E S S    ≠ ≠ ≠ ≠ resource 2007  ≠ ≠     ≠ ≠

job description changes. Includes 

typical problems that may occur 

and the results that can be expected 

in dealing with these issues. 

The legality of any performance man-

agement system is measured against 

criteria of reliability, fairness, and valid-

ity. 

Reliability — is the performance as-

sessment consistent over all employ-

ees? 

Fairness — avoiding bias of factors 

unrelated to job performance

Validity Validity V — job-related and accurate. 

This is the most important. 

While you should seriously consider 

conducting performance reviews, the 

key is to not be vague. Rather than rat-

ing someone’s “dependability” on a 

scale of 1-10, note how deadlines were 

kept. 

A good performance review
ß Is objectively job-related.

ß Is based on criteria given to employ-

ees before it is conducted.

ß Is based on the personal observa-

tions of managers, with help of an 

objective standard of comparison 

(i.e. grading scale).

ß Is discussed openly with employees, 

including coaching or guidance to 

help poor performers improve their 

performance. 

ß Has an appeals process to enable 

employees to express disagreement 

with the formal evaluation. 

PROGRESSIVE DISCIPLINE 
POLICY

Regardless of whether your paper con-

ducts performance reviews, it should 

have in place a progressive discipline 

policy. Remember, discipline is not 

about force or punishment, but rather 

about promoting desirable conduct 

(and correcting for undesirable con-

duct) to develop the employee. (Essen-

tials)

The simplest progressive discipline pol-

icy is sometimes referred to as the “little 

black book”: a record kept of all positive 

or negative notable incidents relating 

to the employee’s behaviour and/or 

performance. This could includes spe-

cifi cs on when articles were submitted, 

complaints other staff members have 

about an employee, or things they have 

done that are above and beyond the job 

description. 

Remember, though, that such a fi le 

must be, by virtue of the Privacy Act, 

available upon the employee’s request. 

Most provincial privacy acts also stipu-

late that the employer is charged with 

ensuring that all information is accu-

rate and well-protected, providing in-

formation on how the information is 

used and protected, to the employee 

in question and in the case of a claim. 

(Charitites122)

Policies should include: 
ß Date, time and location of incident.

ß The problem.

ß Consequences on overall work per-

formance or on the work unit.

ß Prior discussion with employee 

about the problem.

ß Disciplinary action to be taken and 

specifi c improvement expected.

ß Consequences if improvement is 

not made, and a follow-up date.

ß The employee’s reaction to the su-

pervisor’s attempt to change behav-

iour.

ß The names of witnesses to the inci-

dent (if appropriate).

Legal concerns with having person-
nel fi les
ß Ensure compliance with applicable 

laws (privacy, etc.).

ß Defi ne exactly what information is 

to be kept in fi les.

ß Develop categories of personnel 

info (to be used for reports, bonuses, 

noting problems, etc.).

ß Specify where, when, how, and un-

der what circumstances employees 

may review or copy their fi les.

ß Prohibit the collection of informa-

tion that could be viewed as dis-

criminatory or could form the basis 

of an invasion-of-privacy suit.

ß Review records regularly to remove 

irrelevant, outdated, or inaccurate 

information.

For an excellent starting point, see 

CUP’s progressive discipline policy. 

GROUNDS FOR DISMISSAL

Just-cause dismissal guidelines
ß Did the organization forewarn the 

employee of the possible disciplin-

ary consequences of their actions? 

ß Were management’s requirements 

of the employee reasonable in rela-

tion to the orderly, effi cient and safe 

operation of the organization’s busi-

ness? 

ß Did management, before discharg-

ing the employee, make a reason-

able effort to establish that the em-

ployee’s performance was unsatis-

factory? 

ß Was the organization’s investigation 

conducted in a fair and professional 

manner? 

ß Did the investigation produce suffi -

cient evidence? 

ß Has management treated this em-

ployee under its rules, orders, and 

Hiring and fi ring3
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penalties as it has other employees 

in similar circumstances? 

ß Did the discharge fi t the miscon-

duct, considering the seriousness of 

the previous offence, the employee’s 

service record, and any mitigating 

circumstances? 

Dismissing employees
ß Hold the meeting early in the week 

and in a neutral meeting place. 

ß Come to the point within the fi rst 

two or three minutes, and list in a 

logical order all the reasons for the 

termination. 

ß Be straightforward and fi rm, yet 

tactful, and remain resolute in the 

decision; avoid debating reasons 

and decisions. 

ß Make the discussion private, busi-

nesslike, and fairly brief; make notes 

of the meeting. 

ß Avoid making accusations against 

the employee and interjecting per-

sonal feelings into the discussion; be 

courteous and respectful at all times. 

ß Avoid bringing up any personality 

differences.

ß Provide any information concerning 

severance pay and the status of ben-

efi ts and coverage.

ß Explain how employment inquiries 

from future employers will be han-

dled. 

ß Arranging a mutually agreed time 

for the employee to clear out per-

sonal belongings and for the return 

of any company property.

ß Have another manager present as a 

witness. 

For more on wrongful dismissal, see: 

http://candaonline.about.com/cs/hrem-

ployers/Hronline.com

PAYMENT

Most student papers have term con-

tracts with employees. This implies two 

things: a written contract, and the rights 

associated with that contract. 

Of course, even if you don’t have a for-

mal, written contract there might be an 

implied contract — the result of dis-

cussions before or after an employee is 

hired. Job security may also be outlined 

in employee manuals. Formal or infor-

mal, such contracts are legally binding 

in the courts. 

To reduce vulnerability to implied-

contract lawsuits, it’s important to 

explain the nature of the employment 

relationship in documents such as 

employee handbooks and signed job 

descriptions. These should be signed 

at the time employment is offered. 

(Charities, 59-62)

Some jurisdictions have provisions for 

ensuring that minimum wages are ad-

hered to in non-hourly employees. Oth-

ers have no such law. (You asked? 138) 

Pay attention to which legislation ap-

plies in your area.

Paydays
All employees must be paid at least 

twice per month. All money earned in 

a pay period, including overtime and 

statutory holiday pay, must be paid 

within eight days after the end of the 

pay period, except annual vacation pay 

and wages credited to an employee’s 

time bank. A pay period may not ex-

ceed 16 days.

Forms of payment
Wages must be paid in Canadian cur-

rency. Wages can be paid in cash, by 

cheque, bank draft, money order or by 

direct deposit to an employee’s bank 

account. Payment by direct deposit 

must be authorized in writing by the 

employee or by a collective agreement.

Wage statements
On paydays, an employer must give 

each employee a written wage state-

ment for the pay period, which includes 

the following information:

ß The employer’s name and address.

ß The hours worked by the employee.

ß The employee’s wage rate, whether 

hourly, salary, fl at rate, piece rate, 

commission or other incentive ba-

sis.

ß The employee’s overtime rate(s).

ß The hours worked at the overtime 

rate(s).

ß Any money, allowance or other pay-

ment the employee is entitled to. 

(This would include vacation or 

statutory holiday pay).

ß The amount and purpose of each 

deduction.

ß If the employee is paid other than by 

the hour or by salary, how the wages 

were calculated.

ß The employee’s gross and net wages.

ß Any amounts withdrawn from the 

employee’s time bank and how 

much time remains.

A wage statement must be a docu-

ment separate from an employee’s pay-

cheque, so that it can be kept by the 

employee if desired.

If a wage statement would be the same 

as that in previous pay period, another 

need not be given until a change oc-

curs.

Deductions from payments 
Should your paper wish to set up a de-

ductions program (for example, the 

Hiring and fi ring4



chapter twelve      ≠ ≠ ≠ business

≠ ≠ ≠     ≠ www.cup.ca   ≠ ≠ ≠ ≠ C A N A D I A N  U N I V E R S I T Y  P R E S S    ≠ ≠ ≠ ≠ resource 2007  ≠ ≠     ≠ ≠

Gateway assists staff members with 

technology purchases), it is important 

to note that a written agreement that 

sets out the exact amount, or a for-

mula to determine the exact amount, 

is required to deduct wages. You can’t 

deduct from an employee’s wages any-

thing other than income tax, CPP, and 

EI, unless they ask you to.

All payment records should be kept for 

seven years (though in most cases the 

requirement is only three), in accor-

dance with the most stringent of pro-

vincial human resources legislation. 

This record must contain the employ-

ee’s name, address, start date, wage cal-

culation information or salary, vacation 

pay and all records pertaining to leaves 

of absence. (You asked? 114, 119)

How it works
Although both EI and CPP are regulated 

by federal laws, all employees are en-

titled to pay through these systems in 

the event of losing their job (EI) or retir-

ing (CPP).  One exception: EI needn’t be 

paid to employees working less than 12 

hours per week and making less than 20 

per cent of the maximum weekly insur-

able earnings fi gure. In 2002, employ-

ees were required to pay 2.2 per cent of 

earnings to EI, and employers 1.4 times 

the employees’ rate. Updated fi gures are 

available from Revenue Canada. When 

an employee covered by employment 

insurance is terminated, the employer 

must fi ll out a “Record of Employment” 

form, provided by Human Resources 

Development Canada, and forward 

copies of the form to the employee and 

the Commission within fi ve days of ter-

mination. This includes layoffs as a re-

sult of the conclusion of a contract, or 

any other reason for termination. 

To qualify for EI, an employee must 

have worked between 10 to 20 weeks in 

the last 52, depending on the province 

and its unemployment rate. EI awards 

55 per cent of the highest weekly earn-

ings during the paid period, beginning 

two weeks after the record is fi led and 

lasting up to 50 weeks, provided the in-

dividual is available to work during that 

time (and is seeking work at the local 

Canada Employment Centre). Sever-

ance pay also delays EI benefi ts. No in-

surance is provided to employees who 

quit without just cause or are fi red for 

misconduct. (Charities 33-34)

How to set up EI and CPP 
deductions
Employers have to deduct Canada Pen-

sion Plan (CPP) contributions, Employ-

ment Insurance (EI) premiums and 

income tax from the amount they pay 

employees. Throughout the year, em-

ployers send these deductions to Reve-

nue Canada on their employees’ behalf, 

along with their share of contributions. 

At the end of February, the following 

year, employers report an employee’s 

income and deductions on the appro-

priate information slip — like the T4 

or T4A. Note that the T4A is usually for 

other income received outside of pay-

roll such as scholarships and bursaries.

If you are an employer paying salaries, 

wages, advances or other benefi ts, you 

need to register for a payroll account 

with Revenue Canada. Companies need 

to attach the payroll account to their 

Business Number (BN). Companies 

that don’t yet have a BN need to obtain 

a BN and then a payroll account from 

Revenue Canada.

The timing is also tricky. Companies 

have to register for a payroll account 

before the 15th day of the month fol-

lowing the month in which they began 

withholding deductions from their em-

ployees’ pay.

HIRING AN EMPLOYEE

When you hire an employee, one of 

the fi rst things you need to do is obtain 

their Social Insurance Number (SIN). 

Employees have to show their SIN card 

to their employer, and the employer 

has to always use the correct name and 

number as shown on the employee’s 

SIN card.

The employee must then complete a 

TD1 and Personal Tax Credits Return 

Form (http://www.cra-arc.gc.ca/E/

pbg/tf/td1/README.html). These 

forms tell the employer how much fed-

eral and provincial or territorial tax to 

deduct from his or her income.

HOW MUCH TO DEDUCT

As an employer you calculate the CPP, 

EI and income tax deductions based on 

the amounts you pay your employees. 

These amounts are determined with 

the help of various guides published 

by Revenue Canada that change an-

nually. Some of these guides may be 

T4001, Employers’ Guide — Payroll De-

ductions — Basic Information, T4130, 

Employers’ Guide — Taxable Benefi ts 

or T4032, Payroll Deductions Tables. A 

complete list of downloadable guides 

can be found on Revenue Canada’s 

website.

You hold these payroll deductions in trust 

for the Receiver General and must keep 

these amounts separate from the operat-

ing funds of your business. You then re-

mit these funds to Revenue Canada using 

the remittance forms and following the 

Hiring and fi ring5
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procedures and due dates outlined on 

the Revenue Canada website.

The final step consists of filing em-

ployer information returns that sum-

marize the numbers. The summaries 

and slips are due on the last day of 

February for deductions from the 

year before. Companies can now use 

the Internet to file T4 slips, as well as 

the traditional postal systems. More 

information about filing employer in-

formation returns can be read in the 

guide titled, Employers’ Guide-Fil-

ing the T4 Slip and Summary Form 

(http://www.cra-arc.gc.ca/E/pub/tg/

rc4120/README.html).

TERMINATION OF EMPLOYMENT

Employees may be terminated for: 
ß Dishonesty.

ß Intoxication (depending on circum-

stances and effect on job perfor-

mance).

ß Illness (not temporary and leading 

to absences that make meeting job 

expectations impossible).

ß Insolence (sometimes).

ß Incompetence (the most common, 

and also the most diffi cult to prove, 

reason for termination; must show 

what level of competence was ex-

pected, that this level of compe-

tence was known to the employee, 

and that it was not met).

ß Confl ict of interest (almost always 

suffi cient cause for termination). 

Reasons that might otherwise be suf-

fi cient causes for termination cease to 

be if the employer has allowed the same 

behaviour in the past. For example, a 

characteristic level of insolence cannot 

suddenly become reason for dismissal. 

However, an employer can notify em-

ployees in advance that such standards 

are no longer acceptable, at which point 

the clock starts over. 

It is often diffi cult to prove termina-

tion for cause in court. Consequently, 

employers should begin preparing for a 

legal suit before termination by record-

ing evidence of the employee’s failures 

along with complaints from supervi-

sors, peers and subordinates. 

When an employer invites an employee 

to resign or be fi red, the resulting resig-

nation will be considered termination. 

If the employee resigns rather than ac-

cepts a change in responsibilities, pay 

or location, the severance will likely 

be considered a termination. When an 

employee does resign, the employer 

should ask for the resignation in writ-

ing. (Charities, 63-66)

When an employee leaves your employ-

ment, you have to prepare a Record of 

Employment (ROE). Revenue Canada 

suggests calculating the employee’s 

earnings and deductions for the year to 

date, and giving the employee a T4 slip. 

Then you can keep a copy of their slip 

and include it with your T4 Summary 

when you fi le it with Revenue Canada 

by the end of February of the following 

year.

Because most student newspaper em-

ployees are on a one-year term con-

tract, it is important to outline the 

notice required for termination in the 

contract. The accepted norm is two 

weeks, or one pay period, though this 

may be contended. If the employee 

commits a serious act of misconduct, 

or the employer makes substantial 

changes to the job, prior notice is no 

longer required for the dissolution of 

the contract. If there is no such pro-

vision, the court could enforce back 

payment for more than two weeks if 

a contract that the employee thought 

was secure is dissolved. 

If the pay period is longer than two 

weeks, the court may rule that an entire 

pay period constitutes notice. Common 

law has also awarded up to one month 

of termination pay for an annual con-

tract. (Labour law in Canada, 338)

WHEN EMPLOYMENT ENDS

Regardless of how long you are paying 

the employee after termination, pay-

ment should continue on a normal 

schedule. Some jurisdictions provide 

payment longer (Ontario allows for 

completion of termination pay 30 days 

after termination) but most outline 

payment no later than the next regular 

pay period. (You asked?, 151)

An employee must be paid in full with-

in 48 hours of when the employer ends 

their employment. If an employee quits 

or retires, they must be paid wages pre-

viously owed in full within six days.

These times are by the clock and the 

calendar. They are not working hours 

and business days.

If an employee cannot be located, the 

employer must pay the wages to the 

Director of Employment Standards 

within 60 days after the wages become 

payable. The director then holds these 

wages in trust for the employee.

VOLUNTEERS

Employment law does not recognize 

the concept of the volunteer-employee; 

Hiring and fi ring6
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there is no mention of honoraria or how 

to negotiate a raise in salary, as it’s ex-

pected that such terms of employment 

are negotiated for professional service. 

So your paid staff, regardless of how 

they are paid, are staff, and volunteers 

are volunteers.  

As such, volunteer status should be 

clearly outlined, from recruitment to 

selection and use of volunteers. They 

can be rewarded for efforts, so long as 

the rewards are purely discretionary 

and not tied to performance. 

Volunteers can be directed and assigned 

regarding their duties, but must remain 

volunteers, free to leave as they wish. 

You can, however, require that volun-

teers undergo training (i.e., attend sec-

tion meetings) in order to continue as 

volunteers. (Charities, 108)

LEAVES OF ABSENCE

Most leave-of-absence policy is dic-

tated by common law. Some provinces 

require employers to provide time off 

to attend family members’ funerals, 

or emergency leaves of absence. (You 

asked? 138). É

Sources:

http://www.go2hr.ca/ForbrEmployers/

Legal/tabid/87/Default.aspx

Hiring and fi ring7
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BY TREVOR HARGREAVES

Things have a changed an awful lot in 

the last ten years. Back in the day, a pa-

per’s layout was ruled by cut and paste 

(literally, with a knife and glue), and 

some poor fool was elected each se-

mester to recklessly speed across town 

with the fl ats of the latest issue in a mad 

rush to make print deadlines.  

There’s no debate that the advent of the 

internet has made things a lot easier.  

The retirement of fl ats not only means 

better resolution, but ease of delivery 

at the click of an FTP icon.  That said, 

not all printers provide the same level 

of service and options to lowly campus 

newsies such as us.  

If you follow the steps below when 

choosing a printer you are guaranteed 

to maximize your options.

Does the printer accept fi les via FTP 
(File Transfer Protocol)? 
They better, or get off the phone.  Of 

course if they don’t, they probably don’t 

have a phone as the reception is bad in 

their cave.  At last count, all CUP pa-

pers except one submitted their fi les 

via FTP.  

Quote out your specs
When you give your business to a print-

er, it’s typically long-term. This is the 

standard now. Have your print schedule 

ready, estimated upload and delivery 

times and costs for sudden changes in 

page counts, colour, or special sections 

all mapped out.

Ask about paper stock
Depending on the type and volume of 

business a printer does, you can often 

benefi t from the press runs of larger 

commercial and community papers, 

and get a comp upgrade on stock.  Here’s 

why: If your paper has a moderate print 

run, a printer will often plan to slip your 

paper in after running a larger paper to 

use what’s left of their paper roll from 

the larger run.  This is cost effective for 

the printer, as the stock would other-

wise be waste.  This applies to a lot of 

small papers.  

For large-run papers, there are certain 

benefi ts that you will experience.  The 

reality is that your print costs are higher 

and the printer stands to make more 

money.  As such, large papers are likely 

to get better service than the smaller 

papers.  When quoting around, stick 

the screws to the print reps and aim 

for a paper upgrade to seal the deal.  A 

nicely laid out paper is that much more 

splendiferous when it’s on sweet paper.  

If you don’t know much about news 

stock paper, here’s the Cole’s Notes ex-

planation:  The most common type of 

paper is called Electra-Bright.  In print-

er lingo, it’s oft referred to as EB.  The 

higher the grade of EB, the more heavily 

the paper has been bleached.  It is also 

typically a little thicker.  If you want 

your paper to look swank, I recom-

mend EB68 or the fi re of Olympus that 

is EB72.  

Don’t be limited by local geography
If you live in a major city, this isn’t an 

issue, but several papers from small 

towns are stuck printing with the only 

printer in town. Not surprisingly, they 

are paying too much and getting shod-

dy service. With some clever thinking 

and utilization of modern technology, 

you can get better service and superior 

product at a good price.  Here’s the deal: 

If you live a few hundred miles from a 

major city centre, do your printing 

there.  Greyhound offers surprisingly 

cheap shipping rates as their business 

is based around moving people, not 

packages.  As such, they are your gold-

en ticket.  Bump your production dead-

lines ahead to allow 24 hours for ship-

ping, and you’re in business.

Alternately, rural areas such as Atlantic 

Canada can build these necessities into 

their print contracts.  See if you can ne-

gotiate shipping rates directly from the 

printer to save more time.

Does the printer operate 24 hours 
per day?
The benefi ts here are pretty obvious.  

When you can fi nish the paper at 3am 

and pick it up at 11am, life is beautiful. 

Are they cool?
Seriously, this is perhaps the most im-

portant question.  Does the prospective 

printer like the student press?  Are they 

genuinely interested in your business, 

or do they just want your money?  A 

printer that cares is worth a lot.

Are they technically profi cient?
When considering a printer, check out 

some of the other papers they print.  

Look carefully at the registration around 

the photos.  Does it all line up and look 

good?  Check out the ink on each page.  

Is it spread evenly throughout? If you 

fi nd anything, ask them about the de-

tails and see how they respond.  Make 

sure you’re comfortable with their an-

swers or move on to the next candi-

date.

Inquire about the service
Here’s a theoretical situation: Your 

printer calls.  They received the FTP 

of your paper, but you mixed up your 

color pages.  They were supposed to be 

on pages 12 and 13, but you put them 

on pages 11 and 12.  Duh.  Is the printer 

Chosing a printer
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calling to say “hey, I just changed the 

page numbers and wanted to make 

sure it’s cool with you that I print this 

corrected version.” Or, are they calling 

to say “Hey man, you’re a doofus.  I’m 

giving you 20 minutes to fi x the fi les and 

upload them, or you miss your booked 

press time and your paper will be two 

days late.”  I have experienced both of 

these scenarios, and the fi rst one is ob-

viously vastly preferable.  

There is a huge difference between a 

bad printer and a great printer.  Find 

the one that works best with your paper 

and it will make your entire printing ex-

perience a dream. É

Trevor Hargreaves was Western Campus 

Plus Regional Director from 2004-2007.

Chosing a printer
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Developing a local advertising market
The fi rst step in developing the local 

market is to develop effective sales-

people.

Each paper is unique and each adver-

tising department varies in sophistica-

tion, so generalizations are diffi cult, but 

the following is a guideline to setting up 

an effective sales department.

Assuming that the ad department is be-

ginning from scratch, the fi rst step is to 

hire an ad manager. This is the person 

who not only handles sales, but is also 

involved in managing the advertising 

department budgets, hiring and over-

seeing additional sales staff as well as 

long-term planning. Any other admin-

istrative duties directly related to adver-

tising, such as fi nalizing ad lists, com-

piling fi les on each advertiser, mail-outs 

and proof-reading should also be the 

ultimate responsibility of the ad man-

ager. It is therefore advisable, whenever 

possible, to include as part of the ad 

manager’s remuneration a guaranteed 

weekly wage over and above sales com-

mission. This ensures that the essential 

duties listed above will be carried out.

Ad sales representatives should be paid 

on a commission basis, preferably half 

of the commission upon publication 

of the ad and half upon payment of the 

bill. This allows for sales incentives as 

well as account reliability incentives, 

lowering the accumulation of bad debt.

There is no hard and fast rate of com-

mission that is applicable to every pa-

per — market potential varies greatly 

— but there is one thing that should be 

kept in mind: Advertising is a dollar-

motivated world, so it is necessary that 

ad people receive a larger share of the 

revenue than the editorial staff. After 

all, it is advertising that is generating the 

revenue. On the other hand, the rate of 

commission should not be so generous 

as to remove all incentive to constantly 

develop the local market.

Employee benefi ts such as travel allow-

ance can either be built into the rate of 

commission or negotiated separately. 

A mutually agreeable contract and job 

description should be drawn up on an 

annual basis.

WHAT TO LOOK FOR IN 
ADVERTISING PEOPLE

First and foremost, look for a person 

with a genuine interest in print media 

in general and a specifi c interest in your 

particular paper. Financial motivation 

is also essential but should not be the 

sole motivation. It is always to your ad-

vantage to hire a person who is already 

familiar with local merchants. Hiring 

an experienced sales person, however, 

is not always the best bet. An energetic 

person who is eager to learn can be just 

as effective.

Artistic abilities are always helpful but 

certainly not a requirement. An ad man-

ager, as opposed to sales staff, should 

possess managerial capabilities. Expe-

rience in a relevant area, such as design 

and copy writing, is a plus. Look for 

someone who is willing to make at least 

a semi-long term commitment — con-

tinuity is important if the paper hopes 

to maintain its credibility in the market. 

When one ad person replaces another, 

there should be adequate provisions 

made for a training period in which the 

retiring person introduces their succes-

sor to the established advertisers and 

other contacts.

An advertising person should also be 

capable of working closely with the pro-

duction and design people in preparing 

proofs and arranging placement. They 

must be prepared to work with the of-

fi ce manager or whoever handles in-

voicing and collections to remain aware 

of which advertisers are accumulating 

large debts. Indiscriminately selling 

ads to businesses on the brink of bank-

ruptcy often proves a waste of time and 

money.

All sales staff should be on the lookout 

for off-campus commercial interest at-

tempting to ‘dump’ stacks of pamphlets 

and fl yers around campus. A paper’s 

distribution rights must be protected 

and an ad in your paper, after all, is 

probably more effective than littered 

leafl ets.

One more thing to take into consid-

eration is that a good ad person must 

possess at least a vague understanding 

of deadlines.

It is generally advisable that the person 

handling sales not delve too deeply into 

the area of bill collection. It is diffi cult to 

sell an ad to a merchant one day and a 

month later walk in with a baseball bat 

demanding payment. The merchant 

may be reluctant to do further business 

with you.

The ad department should be prepared 

to undertake a massive promotional 

mail out at least once per year — ideally 

in the spring. This promotional package 

should include what every salesperson’s 

briefcase should contain: a rate card 

outlining mechanical specifi cation and 

standard ad sizes, circulation fi gures 

and distribution information, frequen-

cy and prompt payment discounts, and 

a publishing schedule for the upcoming 

year. Also include copies of a contract, 

Ñ
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insertion orders and a business card.

It is sometimes a good idea to throw in 

a recent copy or two of your paper so 

the advertiser knows exactly what they 

are getting into. Don’t forget to include 

a cover letter to explain the contents of 

the package. This is also a good place 

to make your sales pitch. Explain to the 

advertiser the value of the student mar-

ket and why they should be exploring it. 

These packages should be sent to every 

business within a 20-kilometre radius 

that might have some interest in the 

student market. This is the best way to 

ensure that all potential clients know of 

your paper’s existence.

Always follow up on the mail-out. Call 

them and make an appointment for a 

visit. Take into consideration the nature 

of the business when visiting. Don’t ar-

rive at a restaurant at noon and expect 

the manager to sit down with you and 

talk about advertising. As you get to 

know your accounts, you will learn the 

best times for visits and arrange your 

schedule accordingly. Dress appropri-

ately, too.  Don’t show up at a tax fi rm 

in jeans and a t-shirt, but don’t wear a 

three-piece suit to the shore yard either.

SELLING TACTICS

There are as many different approaches 

to selling advertising as there are adver-

tising sales people. There are a few ba-

sics to keep in mind, though. 

The sales person must not only con-

cern themself with the fi nancial well 

being of the paper but must take into 

consideration how the advertiser will 

benefi t. A successful advertising cam-

paign is good news for everyone. One-

shot advertising is rarely as successful 

as a carefully planned campaign. Take 

the time to plan ahead with the ad-

vertiser. There will always be a certain 

percentage of transient advertisers but 

others will be interested in more long-

term arrangements and these are usu-

ally the advertisers that can be signed 

to contracts. Some know exactly what 

they want and it is merely a case of 

seeing that it gets into print; others 

don’t know where to begin and the 

salesperson must be ready with ideas. 

It is sometimes worthwhile to prepare 

artwork for an advertiser without them 

requesting it, just to show them some 

ideas.

It is a very thin line that separates a 

thorough salesperson and a pushy 

one. An advertiser should never be 

pushed into a larger ad than is practi-

cal for their business. If a person’s sales 

technique involved trying to push the 

merchant into buying unneeded or 

unwanted space then that person may 

fi nd that clients hide in the back room 

when they come to call and don’t return 

phone calls or emails.

The campus market’s many merits do 

not necessitate hard-core selling tech-

niques. It is a market that, in many 

ways, sells itself. Selling student media 

often becomes a public relations job 

— setting up a good rapport with the lo-

cal merchants. This may include telling 

them if it is not a good week to advertise 

and helping them plan around future 

events such as convocation. They will 

appreciate your honesty and that will 

pay off in the long run.

Developing a lucrative local advertis-

ing market takes time and consider-

able effort but the rewards — fi nan-

cial stability and independence — are 

worthwhile.

RESEARCH: A SELLING TOOL IN 
THE LOCAL MARKET

The advertising manager of a campus 

newspaper is going to have a tough 

time increasing local advertising sales 

if they don’t know enough about their 

product or its audience.

Market segmentation is a vital part of 

an advertiser’s planning process.

ß The concept of segmentation is based 

on the proposition that consumers 

are different from one another.

ß A second proposition underlying 

the concept is that differences in 

consumers are related to differences 

in market demand.

ß The third proposition is that seg-

ments of consumers can be isolated 

within the overall market.

Through a process of adapting to the 

needs of carefully researched and de-

fi ned segments, advertisers can gain a 

substantial competitive advantage over 

those who still pursue a broad approach 

to the market.

Accordingly, the local advertising man-

ager who goes out into the marketplace 

in his or her area armed with research 

stands a far better chance of not only 

increasing sales from established cli-

ents, but also attracting additional sales 

from new local advertisers. The adver-

tising sales people will then fi nd them-

selves in a much stronger position to 

fi eld the standard questions. 

It is therefore benefi cial for your paper 

to conduct regular surveys (perhaps 

every 2-3 years). This tailored local re-

search can then be put to use for the 

current academic year and will be on 

fi le for future years.

Developing a local advertising market2
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WHAT DO LOCAL ADVERTISERS 
KNOW ABOUT YOUR MEDIUM 
AND YOUR AUDIENCE?

Your medium
Do they know:

1† The circulation of your paper?

2† Your publication schedule for the 

year?

3† The dates for special issues or events 

happening during the year?

4† The number and location of your 

paper’s distribution points on cam-

pus?

5† What percentage of students read 

your paper and how often?

6† The format of your paper, i.e. what 

sections you provide for your read-

ers?

7† Your paper’s mechanical require-

ments?

Your audience
Demographic data should include:

ß The full-time and part-time popula-

tion on your campus.

ß Undergraduate vs. graduate enroll-

ment.

ß A breakdown of female versus male 

students.

ß Students by age and year of study.

ß The percentage of students living on 

or off campus.

ß The number of students enrolled. 

in each major discipline offered by 

your college or university.

Purchasing patters
ß What durable goods are students 

buying? Where are they buying their 

cameras, computers, clothing, ste-

reos, cars, watches, etc.?

ß What food items are they buying and 

where are they shopping for them 

— i.e. major grocery chain, corner 

grocer or local convenience store. 

When students eat out, do they go to 

local restaurant, pizzeria, etc?

ß What personal care products are be-

ing used, how often and from what 

outlets are they being purchased 

— i.e. shampoo, deodorant, razors, 

toothpaste, mouthwash, vitamins, 

cold remedies, etc.

ß Where do students go for entertain-

ment — i.e. local movie theatre, 

campus pub, clubs, etc.

ADDITIONAL RESEARCH 

A potential local advertiser might be 

more receptive to salespeople if they 

have an idea of other clients who have 

advertised in your paper in the past. 

Search through last year’s issues and 

document all these advertisements by 

category. Also some of your national 

advertisements might relate directly or 

indirectly to a local client’s outlet.

Do a little homework. Find out the ap-

proach that a potential local client took 

the previous year and what they are up 

to now. This involves clipping and fi l-

ing tearsheets of ads that were placed 

in other media in the area. You can 

then assess the artwork being used to 

see whether it can or cannot be used in 

your publication.

Research preparation
When your paper proceeds with a re-

search study, make sure the question-

naire used is easy to read and not too 

lengthy. Timing is critical when you 

come to administer the survey, so make 

sure the bulk of your readers are pro-

viding the input you need. Decide how 

you want to administer the survey, i.e. 

published in your paper or handled by 

a business class as a project.

Choose a method that best suits your 

timetable, the academic schedule and 

your pocket book. Once you have suc-

cessfully completed your survey, com-

pile all the raw data and put it into read-

able form with tabulation and/or cross-

tabulation of the statistics. The research 

package then consists of a tabulated 

date, sample questions and survey 

methodology (how it was conducted, 

when, and your sample base).

The complete selling package
You now have a number of sales tools 

at your disposal — make sure that you 

do not use all of them at once! For a 

fi rst meeting you have an informative 

rate card, several issues of your paper, 

sample ads run the past year and infor-

mation about the potential advertiser’s 

current activity.

If you have conducted a survey, you can 

follow up with some interesting statis-

tics. Where applicable, organize a rec-

ommendation backed with research.

All these selling tools should push your 

local sales in an upward direction. The 

only thing left to do now is to sell your-

self. É

Developing a local advertising market3
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Selling advertising
BY MATT ADAMSON

Advertising makes people aware of a 

product or service and why they should 

buy it. This resource paper outlines how 

a newspaper can launch local ad sales 

effort that contributes to the paper’s 

budget.

The following steps encompass all the 

essential elements of a successful sale 

and address three questions that po-

tential advertisers usually ask:

1† Is it worth it to advertise to students?

2† Is using the newspaper the best way 

to reach them?

3† What message will best sell the 

product?

Following that are tips for expanding 

your advertising opportunities.

STUDENTS ARE IMPORTANT 
CONSUMERS

Students buy things.  They are regular 

consumers of fast foods, music, cloth-

ing and electronics. When students are 

concentrated in one place, such as a 

campus, they become regular and val-

ued customers to local retailers.

Unfortunately for student ad represen-

tatives, a common public perception is 

that students are usually broke, don’t 

buy much of anything and aren’t worth 

advertising to. 

In a way, this makes sense. Most stu-

dents are not working, have less money 

than the average wage earner and have 

smaller budgets. But their budgets don’t 

have to go far: they don’t have to buy big 

ticket items like washers, houses and 

furniture. While in school they rarely 

purchase insurance, do not have mort-

gages and seldomly save to put their 

children through school. Students have 

neither the same spending patterns 

nor consumer demands as those in the 

working world.

Students spend their money on tuition, 

books, supplies and rent. After that, stu-

dents have a fair bit of money left over 

as discretionary income. Most students 

eat out (or order in) regularly and, al-

though these are not usually expensive 

orders, small purchases add up. Adver-

tising local products and services to the 

campus community suddenly makes a 

lot of sense.

Campus Plus has conducted several 

surveys in recent years to create a stu-

dent profi le: the surveys of 2003 and 

2007 asked thousands of college and 

university students across Canada what 

they spend their money on, how they 

spend their time and how they read 

their campus newspaper.

The survey results are presented to po-

tential advertisers to show them what 

products students desire and can af-

ford. Although designed for presenta-

tion to clients at the national level, lo-

cal ad managers can use the results to 

sell advertising to local clients. Survey 

highlights are available from the Cam-

pus Plus website.

Many merchants realize that students 

contribute a healthy infusion of cash 

to the local community. Businesses are 

prepared to publicize their business to 

get their share of that market. In these 

cases, the paper’s advertising repre-

sentative acts more as a liaison person 

— articulating the local student mar-

ket so the advertiser can plan an effec-

tive campaign.

This can be done by suggesting active 

weeks (carnival, special events, career 

recruiting days) instead of quiet weeks 

(long weekends when many students 

leave early, exams), helping with lay-

out ideas, suggesting benefi ts to high-

light in the copy and recommending 

ad sizes in keeping with the advertis-

er’s budget.

The advertising rep’s work really begins 

if the retailer remains unconvinced that 

the local student market is worth reach-

ing. Begin by fi nding out how much the 

retailer knows about the campus. Tell 

them how many students are actually 

enrolled, including how many women 

and men. Outline the basic student 

spending patterns and explain how 

they are consistent with the products 

offered in particular stores.

Many retailers agree that they can use 

the campus business but won’t adver-

tise for a variety of reasons: they are not 

sure whether the cost of advertising will 

be worth it; they don’t know if the paper 

is read; if students (or anyone) actually 

reads advertising; or if they will respond 

to advertising.

WHAT’S SO GREAT ABOUT 
STUDENT NEWSPAPERS?

Make it clear to potential advertisers 

that students read and pay attention to 

their student newspaper.

It’s the only place where students can 

fi nd out about the events and activities 

that affect their daily lives. Information 

about campus concerts and lectures, 

news of tuition fee negotiations, stu-

dent council debates, analysis of post-

secondary education politics, varsity 

and intramural sports, announcements 

Ñ
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of social functions, employment pros-

pects and student reviews of the latest 

fi lms, books and records are all part of 

your weekly fare.

When students are keeping up with in-

formation, they will be reading the ads. 

A sale on new CDs (or old ones at sale 

prices) is important news to students. 

So is a good, convenient food store, 

restaurant, bookstore or place to fi nd 

cheap clothes, calculators, running 

shoes or a haircut.

When students read their newspaper, 

they’re in a receptive mood. They are 

making an effort to gather new infor-

mation. They’re also usually sitting 

down, relaxed and attentive. It’s the per-

fect time to remind them of a product’s 

benefi ts, convenience or availability at 

a particular store.

Other important benefi ts to the student 

include: Information contained in stu-

dent newspaper ads such as career op-

portunities, room charges, ticket prices 

for upcoming events and special stu-

dent discounts.

Most student newspapers are tabloids. 

Advertising is highly visible in tabloids 

(compared to broadsheets) and since 

ad content rarely exceeds 40 per cent 

(usually about 25 per cent), the ads are 

even more visible.

GOOD ADS CONTAIN A BENEFIT

Advertising just the name of the store 

with lots of white space around it (res-

taurants seem to have a penchant for 

this) may look catchy, but could be de-

signed more effectively.

Successful ads give the reader a ben-

efi t, whether it is price, quality, hours, 

selection, service, location, exclusiv-

ity or atmosphere. These benefi ts give 

the reader a reason to think about the 

ad, to remember it and, when the time 

comes, to purchase a related product or 

service; a reason to go to that store or 

buy that specifi c brand.

CAMPAIGNS

Students, like most people, are bom-

barded with information in class, at 

work, in the newspaper, in magazines, 

in books, on the radio and on televi-

sion. With such abundant and rapidly 

changing information, consistency is 

important. A clear and regularly run 

message has a fi ghting chance of being 

remembered.

Take the local pizza place for example. 

In the fi rst issue in September, a large, 

welcome back ad is run. The copy in-

cludes the menu, popular dishes, spe-

cialties, benefi ts of the delivery service, 

hours, location, prices and the tele-

phone number. In the following issue, 

the actual campaign begins.

A smaller ad, whatever the advertiser can 

afford over a period of time, highlight 

the fi rst in a series of benefi ts: the food 

(looks good; is good), location (conve-

nience), delivery service (speed), a spe-

cial price on a particular dish. These 

ads should have the same border and 

type face to convey a consistent theme 

but the copy and graphics should be 

changed for each issue. This ensures the 

ad does not look the same as last week’s 

and so gets dismissed as out-of-date, 

not-worth-reading material.

Rarely will someone look at a pizza ad 

and become hungry. But when they are 

hungry, they will think of the alterna-

tives and order what is uppermost in 

their minds. If they regularly see the 

benefi ts of “Plaza Europa” and become 

familiar with it, “Plaza Europa” will be 

one of the fi rst considered.

Although there will always be transient 

advertisers, the campaign strategy 

should be developed with merchants 

who have a regular, signifi cant amount 

of business from the campus.

SOME COMMON REASONS  
RETAILERS HAVE FOR NOT 
ADVERTISING

Advertising sales occur when you, as 

the paper’s representative, and the re-

tailer are engaged in mutually benefi -

cial conversation. The retailer discusses 

the business, what it has to offer; you 

explain students’ spending patterns 

and why students would be interested 

in this particular place. During this pro-

cess, try to isolate a few benefi ts that 

would appeal directly to your readers. 

Then outline how these benefi ts, when 

publicized over a period of time, would 

give the readers solid reasons to drop 

by this particular store.

“We have too much business.”
There is always room for more business. 

No one has ever heard a retail merchant 

ask a potential customer to leave the 

store because it is too busy. What the 

merchant is really saying is that he or 

she cannot justify an increase in their 

advertising budget to bring in an indef-

inite amount of increased sales.

If the retailer agrees that students are 

an important component in the store’s 

clientele, then advertising should be 

aimed toward the local campus popula-

tion. Ask the retailer if you could review 

Selling advertising2
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their advertising budget to see if there 

are any opportunities (special sales, 

promotions, etc.) for the newspaper.

“We have too little business.”
Advertising is really the only way more 

people can discover a store’s benefi ts. If 

the retailer agrees that students could 

fi nd items of interest in the shop, the 

newspaper is the most effective way 

of reaching them. If the retailer is un-

convinced they have anything to offer 

students and you think the store does, 

you have begun to isolate the prob-

lem. Outline how many students are 

on campus and how they spend their 

money.

“I don’t have any competition,” or 
“Everyone knows I’m here and what 
I carry.”

A retailer’s need to give more reasons 

than just the product’s availability or 

exclusivity is especially apparent when 

dealing with a local monopoly. Let’s use 

the lone record store in town. Competi-

tion exists not only among like products, 

but among different products, vying for 

the same student dollar. Students don’t 

have enough money to buy everything 

they want so they make spending deci-

sions.

“This may be true,” says the local 
store manager, “but does that mean 
if I put an ad in your paper I will sell 
more records?”

Let’s look at how students buy their 

CDs. Students make up their minds on 

how they will spend their disposable 

income at all times of the day or night. 

If they forget about CDs when mulling 

over what to do for some relaxation, 

they will consider other entertainment 

activities that have recently been on 

their minds such as eating out, going to 

a movie, buying a book or continuing to 

save for those hiking boots.

If a student is consistently informed 

about the latest releases, it can only 

heighten interest in music and the 

store. People read newspapers to keep 

informed of these very things.

“Word of mouth works a lot better 
for me.”
When this comes up the merchant is 

saying that they are confi dent the busi-

ness has something to offer and, rather 

than spending money to publicize it, 

is satisfi ed that customers telling their 

friends is good enough.

If the merchant is offering something in 

demand, the sooner more people hear 

about it, the sooner sales will increase. 

Suggest the money spent on advertising 

be viewed as an investment, a real busi-

ness cost that, if allocated properly, will 

yield returns. Show the merchant your 

paper and point out the various sizes 

and costs. This will give you an oppor-

tunity to mention a few benefi ts of your 

paper and the campus market. Your 

presentation should stress that your 

newspaper has many benefi ts while its 

costs are reasonable.

People talking about the store in a posi-

tive manner is also good advertising. A 

print campaign will act as a catalyst in 

this process. It reminds people to men-

tion this particular store to their friends 

or make a general comment when they 

are reading the paper and notice the 

ad.

THINKING ON YOUR FEET

The key to successful advertising sales 

calls is isolating the potential advertis-

er’s objections to your proposal.

If the retailer doesn’t believe that your 

campus has signifi cant purchasing 

power, it’s no use explaining the attrac-

tions of using the newspaper instead of 

another medium. If the advertiser ex-

presses interest in students but is dubi-

ous about the merits of using the paper, 

there’s no need to rattle on about stu-

dents’ spending patterns even though 

you may have some good facts on the 

tip of your tongue. And if the advertiser 

appears familiar with students, likes the 

paper, but is having a hard time devel-

oping an effective advertisement, move 

quickly to your layout ideas.

The frustration of selling is in thinking 

that you and the advertiser are on the 

same wave-length and then, when dis-

cussing the dates the ads will run, the 

advertiser says, “I don’t know. Students 

are usually broke anyway, aren’t they?”

It can be frustrating, but it’s back to 

square one. A retailer will only become a 

regular advertiser when they have con-

fi dence in all aspects of their decision 

to advertise. First, consider the market, 

then the medium, then creative layout 

ideas, campaigns, and so on. É

Selling advertising3
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Campus Plus
BY CHRISTINA BARFITT

Campus Plus is CUP’s national ad-

vertising sales organization. It’s most 

likely your national advertising sales 

representative. Campus Plus man-

ages the national advertising sales 

of almost 100 campus newspa-

pers across the country, including 

the vast majority of CUP members.

Individually, campus newspapers are 

small. In a market fi lled with broad-

circulation urban weeklies, market-

saturating free dailies and traditional 

local broadsheets, campus papers need 

to work together to get noticed. When 

Campus Plus deals with major adver-

tisers and ad agencies, it represents a 

total circulation of over 450,000. That 

gets the attention of people who might 

otherwise overlook campus publishers.

CUP formed Campus Plus in 1980 in 

order to sell multi-market ads on be-

half of campus newspapers in Canada. 

Now it is the largest company of its kind 

in Canada. Campus Plus does more 

than just sell advertising, the revenue 

it generates is reinvested in CUP and 

its member papers both indirectly — 

through projects like Mass Audience or 

the publishing of Assembly Required, or 

directly, through sponsorship of JHM, 

the national conference and funding 

for CUP National Offi ce.   

HOW IT WORKS

Campus Plus works throughout the 

year to market your paper to thousands 

of advertising clients. But beyond the 

sales is the true beauty of being a Cam-

pus Plus client; they also handle the 

paperwork. As any ad manager will tell 

you, the sale is just the fi rst step, the 

money’s in the follow up. Campus Plus 

provides accurate accounting of remit-

tances and outstanding payables as 

well as day to day handling of materials, 

insertion orders, ad reminder notices, 

invoicing, collection and tracking.

What do you, as a CUP member, have 

to do? Run the ad. Run it on time. Run 

it properly. Send Campus Plus copies of 

your paper, then sit back and wait for 

the money to roll in.   

Read all about it on the “How It All Works” 

section of the Campus Plus members 

site at www.campusplus.com. 

What you need to know:  Campus Plus 

is in the business of selling your paper 

to advertisers, but there’s a lot that indi-

vidual papers can do to help make that 

sell a little easier and increase their own 

national sales.

Be consistent. Always run the ad and 

always run the ad as it was meant to 

appear. Campus Plus is extremely re-

spectful of boycott lists and takes care 

to ensure that ads meet your publish-

ing standards.  An ad that doesn’t run or 

runs improperly because of error or in-

tent means there’s a client Campus Plus 

can’t invoice and that can mean lost 

revenue for every other CUP paper that 

also had that ad. Remember to have 

your production editor check all the 

links to ads before sending fi les to the 

printers, and place all ads before edito-

rial content — this way you’ll make sure 

the ads run the correct size and that you 

don’t ‘run out of space’ for them. 

Be fl exible. Be prepared to accept ads as 

late as possible. Students aren’t the only 

ones trying to push back due dates. Ad-

vertisers are notorious for pushing the 

limit of print deadlines. Last minute ads 

are a great source of revenue for those 

papers able to accept them.

SEND IN LEADS

If a national advertiser approaches you 

about advertising in your paper and 

you give their information to Campus 

Plus, everyone can benefi t from that 

revenue. When you forward a success-

ful lead to Campus Plus, that ad usually 

doesn’t just end up in your paper but 

runs in CUP papers across the country. 

You then receive a fi nder’s fee based on 

the entire ad buy. To fi ll out a lead form, 

visit the campusplus.com member’s 

section and click on the “lead form” link 

on the right hand side.

STRATEGIES TO BOOST 
NATIONAL ADVERTISING SALES

Be professional and invest in creating a 

good looking paper. Students judge you 

on your content but advertisers judge 

you on your look. That’s why Campus 

Plus sponsored the publishing of As-

sembly Required, a book written by for-

mer CUPpie Mike Barker, devoted to 

improving the quality of student news-

papers. If your production manager 

doesn’t have a copy, Campus Plus will 

send you one. The better your paper 

looks, the better Campus Plus looks. 

MASS AUDIENCE

Campus Plus is as committed as you are 

to maintaining the unique connection 

that your paper has with your reader-

ship. With more and more students get-

ting their news and entertainment on-

line, Campus Plus is committed to help-

ing you publish online. So Campus Plus 
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developed Mass Audience, an online 

publishing and advertising program for 

campus newspapers. Mass Audience is 

designed to streamline online publish-

ing on campuses across Canada.  

Go to massaudience.ca to get more info 

on how easy it is to publish your paper 

online and learn how you can earn more 

national sales revenue by doing so.   

HOW TO CONTACT 
CAMPUS PLUS

If you have questions about Campus 

Plus, there are several ways to get the 

answers you need. Firstly, almost ev-

erything you could ever need to know 

about Campus Plus can be found on 

the Campus Plus members site at cam-

pusplus.com. 

Secondly, Campus Plus employs sales 

staff, production staff, and an executive 

director, all of whom are ready, willing 

and eager to take your call. There’s also 

a toll-free number: 1-800-265-5372. 

Give them a call whenever you have a 

question or a concern, big or small. 

Finally, Campus Plus reports to a board 

of directors. So feel free to contact your 

regional Campus Plus representative, 

the CUP Board Campus Plus represen-

tative or the CUP President, should you 

have issues with, or just want to learn 

more about, Campus Plus.  É

Christina Barfi tt was the Altantic Re-

gional Director for the Campus Plus 

Board from 2005-2007. 

Campus Plus 2
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Boycott policies
BY MONIQUE BEAUDIN AND KATIE SWOGER

Advertising is a privilege, not a right.

Boycotting advertisements is neither 

censorship nor a freedom of speech 

issue. Nothing obliges you to accept 

a company’s ads unless you take their 

money. Rather, the effective use of boy-

cott lists and follow-up actions can send 

a strong message about the morals and 

politics of your publication.

In the fall of 1992, for example, an issue 

of Tribute, a fi lm advertising supple-

ment, was boycotted by almost all the 

CUP papers it was scheduled to run in 

because it contained a racist description 

of a black actor. As a result, the publish-

ers of Tribute re-wrote the article.

On a larger scale, boycotts have affected 

everything from Nestle Foods market-

ing baby formula in developing coun-

tries to McDonald’s use of ozone-de-

pleting styrofoam and rain forest beef.

The gains that come from boycotts tend 

to be small but symbolically powerful.

Not every advertiser on your boycott 

list is going to change because your pa-

per doesn’t agree with what it is doing, 

though. The staff of student newspapers 

also need to consider what kind of mes-

sages the advertising in their papers is 

sending to their readers. A paper can 

appear hypocritical if it consistently 

writes anti-war articles and takes adver-

tising from the Department of National 

Defence, or condemns clear-cutting 

but then runs ads from the same log-

ging companies it purports to fi ght.

Boycotts usually result from a staff dis-

cussion, followed by a group decision, 

the paper will no longer accept money 

from certain advertisers.

By no means should you jeopardize 

your paper’s survival with boycotts and, 

unfortunately, some student papers 

don’t have the option of picking and 

choosing their advertisers. Papers need 

to strike a balance between their con-

science and their fi nancial health when 

they choose to boycott.

Advertising is manipulative. Companies 

that have enough money to promote 

their messages pay newspapers money 

to sell not only products, but ideologies. 

Most student newspapers adhere to the 

‘sexist, racist and homophobic’ creed 

when it comes to advertising, but oth-

ers have made political decisions about 

banning advertising. Currently some 

papers have decided they will no longer 

accept advertising from the Depart-

ment of National Defence because they 

do not agree with Canada’s involvement 

in Afghanistan. 

Other papers have had lengthy boycott 

lists full of companies that invest in 

South Africa during apartheid. Other 

papers boycotted advertising because 

it is too controversial and have refused 

to run either pro- or anti-choice adver-

tisements on abortion, for the simple 

reason that the staff couldn’t come to a 

unanimous decision on the issue.

Discussion and education are the most 

important aspects of developing boy-

cott lists. The people making the deci-

sion to boycott advertising must feel 

comfortable and well-informed about 

that decision. Boycotting a company 

will be ineffective unless people know 

why you’ve decided to boycott it.

Hold well-publicized staff meetings 

and invite people who know about the 

advertiser or issue to talk. That way, the 

pressure is off the editor or staff mem-

ber to provide all of the information. 

Sometimes having a third party explain 

the issue will add credibility to an issue 

that might, to some people, seem in-

consequential.

Boycotting won’t serve its purpose if you 

don’t tell people why you have decided 

not to take the advertisers’ money. Write 

the company and tell them exactly why 

you don’t like their work, its practices 

or its product. Forward these letters to 

other campus papers and through your 

national advertising agents.

Write an editorial and tell people why 

your paper won’t take the ads. Editori-

als are an effective way of publicizing 

your decision and hopefully generating 

debate beyond your offi ce.

Papers should also review their ad boy-

cott lists every year. Once your paper 

boycotts an ad, it stays on fi le at Cam-

pus Plus until you decide to take it off. 

The staff should set up an ad policy 

committee just to make sure the ad 

boycott list is being followed. This com-

mittee can also screen for new ads that 

could be brought to the attention of the 

staff for discussion.

An advertising policy can be as formal 

or informal as you like. Setting up an ad 

hoc committee with a handful of volun-

teers could be effective for your paper, 

or you may wish to make it the respon-

sibility of an editor or staffer.

Don’t forget to send your boycott list to 

Campus Plus so that they won’t send 

ads from those companies to you. If 

you decide to boycott something and 

don’t tell the advertising agency, they 
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will send you the ads and you’ll be pe-

nalized for not running them.

AD BOYCOTT CHECKLIST

1† Set up an ad boycott committee at 

your paper.

2† Once concern about an ad is raised 

by the committee, fi nd out as much 

about the company or the ad as pos-

sible.

3† Advertise that boycotting the ad will 

be discussed at your next staff meeting 

or at an emergency staff meeting, if the 

boycott concerns the content of an ad 

scheduled to run in an upcoming is-

sue.

4† Invite business staff to attend the 

meeting and fi gure out what it will cost 

your paper in lost revenue to boycott 

the ad.

5† Discuss and vote on or reach a con-

sensus about whether or not to boycott 

the ad.

6†  Send notice to Campus Plus. If you 

are refusing to run an ad because of its 

specifi c content, you will not be penal-

ized for not running the ad. If you are 

boycotting a company because of their 

practices in general, you must give 

Campus Plus 30 days notice before your 

boycott will go into effect.

7† Write an editorial or explanation in 

your paper about why the staff decided 

to boycott the ad.

8† Send a letter to the company ex-

plaining why you are no longer accept-

ing their advertising. É

Monique Beaudin was CUP’s National 

Bureau Chief and was National Affairs 

Editor at The Charlatan (Carleton Uni-

versity.) Katie Swoger was the Editor-in-

Chief of The Charlatan. They worked on 

establishing an ad boycott system for 

The Charlatan.

Boycott policies2
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Distribution
Many student newspapers are work-

ing on being more environmentally 

friendly. This can include using recy-

cled newsprint, reusing and recycling 

paper in the offi ce and trying to dispose 

of dark room chemicals safely. 

They also look at how many newspa-

pers they are printing. For most papers, 

however, the problem is not that they 

are printing too many newspapers, but 

that they aren’t distributing them in a 

way that reaches all available readers.

It is understandable that distribution 

may not seem important to many staff-

ers on a student paper. Most are more 

worried about getting stories in, pho-

tographs to fi t and computers to work. 

But even if you have the most provoca-

tive and beautiful student newspaper in 

the world, part of your effort has been 

wasted if it doesn’t reach (or isn’t avail-

able to) every student. 

Avoid dropping circulation unless 

there’s a really good reason for it, es-

pecially mid-term. If a paper drops its 

circulation by 20 per cent, it can often 

expect to see its ad revenues also drop 

by at least 20 per cent. 

So, how do you improve your distribu-

tion to get rid of those “extra” copies? 

Each campus will have its own particu-

lar quirks, but here are some basics that 

can improve distribution: 

DISTRIBUTION MANAGER

Many papers hire one or two people 

as distribution managers. They are re-

sponsible for making sure that distribu-

tion is done well and on time. Some dis-

tribution managers are also responsible 

for keeping track of how well the paper 

is picked up, and implementing distri-

bution improvements. 

Being distribution a manager is a rather 

thankless task (you don’t get a byline) so 

it often works better if they can be paid 

a small fee per issue or an honorarium 

for the year. 

CONTRACT OUT

Other papers contract their distribu-

tion out to delivery companies. These 

companies pick up the paper from the 

printer and deliver it to the distribution 

points on the day of publication, fol-

lowing a pre-established list. This can 

be expensive, but it’s worthwhile for 

papers that come out more frequently 

— twice weekly or even daily. 

BOXES

Having recognizable newspaper boxes 

or stands with your paper’s name on 

them will help students fi nd your paper 

more easily than just parking stacks on 

a counter or table. 

Boxes should be attached to the wall 

or the fl oor so that they can’t be stolen. 

They should also be kept tidy so read-

ers are attracted to them, not repelled. 

They should be in all high traffi c areas 

of your school, including the student 

centre, cafeteria, library and pub. High 

traffi c boxes will often need refi lling. 

The distribution manager can watch 

out for empty boxes. 

TIMING

The papers should be available at ap-

proximately the same time every week. 

Then readers can reliably pick up your 

paper on their way to class, reading it 

to fi nd out what to do on the weekend, 

for example. 

If your paper is supposed to come out 

on Thursdays, but doesn’t appear in 

the boxes until Friday afternoon, fewer 

people will pick it up. The news is old 

and it’s not in their mind that Friday is 

paper day.

TRACK PICK-UP

Keep an accurate account of how many 

papers get picked up by how many are 

left in the boxes. A good way to do this is 

to divide up the drop-off points among 

staff members and agree that everyone 

will check their assigned areas between, 

say, six and seven o’clock on a particu-

lar day or days of the week, for a few 

weeks running. 

Tally the results. If one area runs out of 

papers consistently, put another dis-

tribution box with more papers there. 

Experiment with putting new boxes in 

new areas. Which cover image promote 

more pick-up? Does word of mouth 

about certain stories promote more 

pick-up?  Which issues were the least 

sought after? This can be useful in help-

ing to determine the direction of your 

paper, too, by seeing what readers like 

and don’t like.

WORK WITH THE UNIVERSITY

If you can, get a distribution policy or 

agreement with your institution. If you 

can, it could be nice to get an exclusiv-

ity deal to have your publication the 

only one allowed being distributed on 

campus (or on a short list of permitted 
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publications). It will also be useful to 

set guidelines for janitorial and security 

staff so they won’t throw out your pa-

pers as soon as they’re released. 

OFF-CAMPUS DISTRIBUTION

Explore the idea of off-campus distri-

bution. Some of your local advertisers 

might like to have copies on hand for 

students and other customers to read. 

Newsstands, bookstores, student hang-

outs/pubs and independent theatres are 

also good prospects for off-campus dis-

tribution. If possible, use a recognizable 

distribution box to keep things tidier.

Off-campus distribution is also good 

for visibility. Advertisers can see people 

picking up the paper, alumni may want 

to keep in touch and it’s a boost for writ-

ers to see their bylines downtown. 

If you’re in a smaller centre without 

much freely distributed press, it could 

be a big advantage to your advertisers 

for your paper to be available off-cam-

pus. Some papers — notably the Argosy 

in Sackville, N.B. — also serve as the lo-

cal alternative weekly. 

Before considering off-campus distri-

bution, check any distribution contracts 

you might have with student council or 

administration bodies. Seek permis-

sion if you have to — you wouldn’t want 

to lose your exclusive rights to campus 

distribution just because you dropped 

off a hundred copies of your paper 

downtown. 

If you have a reasonably friendly rela-

tionship with these institutions, push 

the PR angle of off-campus distribution 

— putting the school’s name in the pub-

lic eye, and so on. On the other hand, if 

you’ve just published a full page nude 

collage of the university president, you 

may want to keep off-campus distribu-

tion informal for now. 

Go to bookstores, cafes and community 

centres in areas frequented by students. 

Speak to the owners and ask permission 

to drop-off small numbers of papers on 

a window ledge or place a small paper 

rack in their vestibule. 

Make sure the papers are consistent-

ly neat and that you only drop off as 

many as will be picked up at that lo-

cation (this may take a few weeks to 

calculate). 

As to the mechanics of distribution, it’s 

much like on-campus distribution, but 

a little more time-consuming. It works 

best if you can afford to pay a staffer 

with a vehicle to do it — this way it gets 

done regularly and on time. 

You may also fi nd that being off-cam-

pus gives you new clout with students 

and non-students. Housing and other 

municipal issues will have new impact 

and your paper will have more credibil-

ity as one that is accepted in the com-

munity as well as on-campus. 

MAILING OUT YOUR PAPER

CUP papers have to send two copies 

of every issue to CUP’s national offi ce 

(one for clippings and one to fi le). If 

your paper is on the Campus Plus rate 

card, you need to send additional cop-

ies to Campus Plus for tearsheets to ad-

vertisers.

Mail newspapers to CUP members, as 

well as other student newspapers; it 

almost guarantees you’ll get copies of 

other papers in return. You should also 

be mailing papers to the National Ar-

chives of Canada, which is supposed to 

keep a record of all publications. 

Library and Archives Canada
395 Wellington Street
Ottawa, ON  K1A 0N4
CANADA

Send papers to people you want to in-

fl uence, impress or offend: mail cop-

ies to the local and regional daily and 

weekly papers, to the provincial legisla-

ture’s press gallery, to both college and 

mainstream radio stations, Canadian 

Press, the CBC, Globe and Mail and 

any magazines you’d like. Mail copies 

to your province’s education minister, 

the opposition education critic, CFS,  

CASA and student council executives 

on other campuses. Include any other 

government agencies or large groups 

you write about, as well.  This helps to 

give your stories more impact where 

they matter. 

SELLING  SUBSCRIPTIONS

Although mailing is valuable enough 

to do for free, selling subscriptions en-

sures you’re not subsidizing mailing 

needlessly. 

Selling subscriptions is straightforward 

enough: write up a simple but attrac-

tive letter to prospective subscribers 

describing your paper (including what 

the circulation is and how often it’s 

published), provide a price per year, 

and provide a coupon on the bottom 

for them to fi ll out and mail in.

If do you have paid subscribers, be sure 

to keep a business fi le on them, and 

send notices before their next payment 

is due.

Distribution2
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THE TECHNICALITIES OF 
MAILING THE PAPER

Many papers have decided that the best 

way to make sure that copies are mailed 

out on time is to have a staff member 

do it. If you have an offi ce lackey or ad 

sales rep, this can easily become an ad-

ministrative duty.

Canada Post offers discounts for publi-

cations — shipping papers for as little 

as $0.37 each. To qualify, papers must 

be sorted according to Canada Post’s 

specifi cations, and submit an electronic 

form. More information about special 

Canada Post rates can be accessed at: 

http://www.canadapost.ca/personal/

tools/pg/manual/CPCPrices-e.asp#i17

For Ontario papers: IUTS
Ontario papers can save money with 

the free Inter-University Transit System 

(IUTS), operated by the Council of On-

tario Universities. It serves all Ontario 

universities, the Ministry of Colleges 

and Universities, the Association of 

Universities and Colleges of Canada, 

the National Library of Canada, and 

a few other groups. It does not serve 

community colleges or organizations 

outside Ontario.

Check with your university mailroom 

for IUTS procedures. It could be as 

simple as rubberstamping the letters 

IUTS on each item or applying an IUTS 

sticker where the postage stamp would 

normally go. 

If your paper is not located in Ontario, 

ask your campus mailroom if there is 

any way that you can send mail to other 

institutions in your province or region 

without having to pay postage. Talk to 

your university and students’ unions — 

many papers have their postage costs 

paid!  É
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Fundraising for CUP conferences
Very few CUP members have maxi-

mized their fundraising capabilities. 

With a little initiative and good plan-

ning, though, it’s easy to raise some of 

the much-needed funds for attending 

CUP’s annual national conference and 

general meeting.

Those who try have traditionally had ex-

cellent luck with fundraising. The prob-

lem is that few give it a shot. It’s easy: 

you prepare a letter (samples available 

at www.cup.ca), circulate it to potential 

sponsors, and wait for the cheques to 

start rolling in. 

The key is in the pitch. Your delegates 

will be representing both your newspa-

per, your university and your commu-

nity. The funding will not only improve 

the quality of the newspaper, but it will 

also help to improve the reputation of 

the university, and will give students a 

better chance at becoming successful 

alumni. In the case of media outlets, 

helping to fund your participation at 

Nash will support the student journal-

ists that will one day become their col-

leagues. 

Most departments (English, Journal-

ism, History, etc.), administrators 

(president, vice-presidents), alumni 

organizations and local media outlets 

have money put aside for donations. 

Students attending national events are 

particularly attractive, it’s just a matter 

of asking for it. 

IN THE BEGINNING 

Put your letter on your paper’s letterhead 

(easy to make in InDesign or Quark), 

dress up a little, and deliver letters to the 

departments from which you’re seeking 

funding. Usually you will end up dealing 

with receptionists. Explain your fund-

raising efforts and ask that they put the 

letters across their bosses’ desks in the 

next couple of days. It’s a good idea to 

suggest a deadline — say you’re hoping 

to hear back within the week. 

If the decision-maker is in, even bet-

ter — you can pitch the conference to 

them directly. If you don’t hear back, 

stop by a couple of days later. If you’re 

lucky, the receptionist will have an ap-

proval form waiting for you. Donations 

might be $50, or might be $500 — either 

way, they all add up. 

There are sample letters for university 

departments and off-campus groups 

in the CUP document depot (www.cup.

ca), and they can be modifi ed to suit 

your target. Remember to address your 

letter properly (never write “To whom 

it may concern,” try and fi nd out who 

is actually  being addressed) and be 

sure its error-free. Attach as much in-

formation about the conference and 

your publication as you feel is neces-

sary. Usually a copy of your publication 

doesn’t hurt if you’re approaching ex-

ternal organizations.

There are two types of letters: “leveled 

sponsorship” or “direct request.” Lev-

eled sponsorship means going after a 

bunch of people for specifi c donations 

in return for recognition of their spon-

sorship.  Bronze donations, for instance, 

might get a thank-you in the next issue 

of the paper.  Silver donors might get a 

logo on the shoulder of your next t-shirt 

and gold donors might get the entire 

back of the t-shirt.  

Direct request involves making a spe-

cifi c pitch to a specifi c person. Ask the 

Dean of Arts for $800 to send one del-

egate to Nash. 

Your pitch is:
ß You need funding to send students 

to a national journalism confer-

ence. 

ß You don’t have money — you need 

theirs.

ß Representing paper, community 

and university.

ß Funding will improve reputation of  

university; students will be able to 

become better students and better 

alumni.

Know your stuff 
ß Do research to fi nd out important 

people and their titles. Make friends 

in the off-season.

ß Dress nicely, present letters in per-

son.

ß Use 9x12 envelopes, don’t seal 

them.

ß Attach 1-page CUP/Nash fact sheet. 

ß Split workload among a few people, 

but  have one contact person for 

call-backs.

SOURCES OF FUNDING 

At your university
ß Student council.

ß Administration (president, all vice-

presidents).

ß Alumni association.

ß Library.

ß All faculties.

ß Related departments (Fine Arts, His-

tory, English, etc.).

ß Student affairs / Student services.

ß Other on-campus groups (research 

centres, etc.).

Off-campus
ß Local media (newspapers, televi-

sion, radio).

ß Rotary clubs.

ß Companies sympathetic to students 
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or who market to students

ß Your paper’s alumni.

ß City hall.

There are a ton of other ideas for fund-

raising.  You can host movie nights at a 

local theatre ($500 - $750 to rent the-

atre, charge $5 admission, advertise 

the event in your paper and roll in the 

coins — note that this can require a few 

months of lead time to get reels of the 

fi lm in). You can host concert nights 

or sponsored speakers that will draw 

a crowd.  One paper struck a deal with 

their campus pub to take a cut of cover 

charges one Saturday night in exchange 

for some advertising space. The possi-

bilities are endless.

Remember that you need to think big. 

Bake sales are a waste of time. Follow 

up every activity with thank you letters 

and a report outlining the successes of 

the event and how their contributions 

helped. It could also help to get a letter 

of support and conference information 

from CUP. It’ll make your pitch that 

much sweeter. 

Speak with local fundraising organi-

zations and see if they can give your 

fundraisers some tips.  There is a vast 

treasure trove of experience out there 

and fundraising is a lucrative game to 

dabble in. É

Fundraising for CUP conferences2


