USA VALUES, LLC
2010 Media Kit

Advertising Rates for 2010 Rollout of USA Values
Advertising Flyer for Northern Dakota County, MN
West Side, South St. Paul, West St. Paul,
Mendota Heights, Sunfish Lake and Inver Grove
Heights

The USA Flyer is 28x20 inch front and back 4 color printed on gloss
text. It sends an important public service message and sends your
message to 40,000 residents in Northern Dakota County. It gives you
an important local cause to work with.

The demographics- See the selected information from Tom Wolfgram, Ask for
summary or detail via email. tomwolfgram@usavalues-character.com

The advertising rates- Prices for Northern Dakota County, not including Eagan.
(40,000 residences, consumers, businesses and organizations) (On the last page)
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The Brand — —  Deliver Early
Reading Skills
GES

RINGING ADVANTA

First it will be 20”x14” S
Ultimately it will be 20”x28”
It folds to 10”x7” and is mserted

Designed to be notlced and opened after dell

tthe door with the
doorbell ringing g y

Without The Gift Of
Early Reading Skills
All Children Are
Behind Before They
Start Kindergarten.
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The advertising campaign issues:

Your Best Sales Offer and Appearance

Cost

BOOSTED with And

The Best Cause, Plus, Plus, Plus The ROI/Payback Proof

100% coverage of the last mile

consumer (Competition is Growing)

Right Target/Delivery (No way to miss)
Effective network for 24-7 efficient

Right Timing  (No way to miss)

Right Offer / Call to Action (Advisor?)
between a website and the
Right Graphics (Advisor)

Your Customer Knowledge and Conversions

1.

What is your best offer and “notice index” linked through your
site to sales levels?

1.5 The Best Cause for business is education/literacy; freedom

2.

that creates expanding capacity and growth. It has the quick
and greatest payback (Ringing Advantages!). Business needs
overflowing literacy and education to be most vibrant and
consistently growing from within and out.

What is your real ROI proof for the printed flyer response?

Visits to your website or location, do they come in or call or email or opt-in? Can
you feel the impact of your ad?

Do you know people are working with your best offer published?
Conversion of the prospect and customer retention is not advertising.

Cost verses sales ratios; ask Tom Wolfgram for discussion of real ROI. (P7)
Size/Freg/total per year growing sales stable sales

Timing is now, unless your target is seasonal.

The efficient network operation (advertising flyer, your web, the
Post It Network Banner Link and your Catalog) is designed for
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Note:

small business 24-7 100% communication coverage.
Accountable traffic must be driven to your website.
100% coverage of resident, business, organizations in NDC

o 2 times per month email to resident opt-ins

o 4 times per year email to business and organization opt-ins
24-7 coverage linking your website to the public service message and your PDF’s
24-7 coverage linking your business via merchant circle to your website and your
coupons. (optional and suggested)

Site optimization is only a fraction of the coverage model for a local

business. Less yellow page reliance for local coverage is desirable. A favorable local
costs verse Money Mailer, Val Pak, Local Newspaper, and Networking provides
advantage.

Your Best Offer in Print (stand out flyer due to delivery, form, PSM and color)
Your Best Offer on the USA Values Post It Web; 1 minute for 1 dollar per day; -
How will you know it is working?
o Banner
o Link to your site
o One minute presentation -JPEG, PDF, Video.
Your best coupon offer sent to opt-ins; -How will you know it is working?
o Resident consumers -2 times per month
o Business purchasing managers and owners- 4 times per year
More Exposure by text message- see
More Exposure Sent by radio- see
More Exposure Sent by TV- see

Reasons for advertising with USA VALUES

Connect with 100% of the families with an important no cost message of support for
100% Early Reading Skills Delivery *giving us a local ringing advantage.

=

No o

*It is not government
*It is work that must be done before kindergarten

«It is first things first--economics, education, emotions, and the ethics of our
neighborhood

Emotion and Ethics

Be part of a group that is too smart to not do it’s part.

Promote positive change and support veteran ownership in local growth.
Economics and Education
Start a payback process that is self sustained.

Be tired of thinking somebody will do it timely for me. 100% early literacy is a
sign of excellence, Desire excellence shopping in my stores, asking for services,
walking my streets, living my neighborhoods and bidding on my real estate.
Your advertising is lowest total cost. Positioned for more cost effectiveness.
Your advertising is modern with the opted-in customer / prospect.

Your connection to the message is an “extra” that you make valuable.

Help The Youngest Children Learn To Read

A Public Service Mussage to Mam:
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The Business to Business Post It Program
by USA VALUES, LLC

Local business to business of all sizes are invited to the Post It listing and linking
with growth services that include at least support for the public service message.
All size businesses are encouraged to send the message to their employees. All
Business is encouraged to help us record Opt-ins for the Business to Consumer
Network.

The Business to Business Post It listings are published quarterly in a single focus email
and twitter to promote growth and full utilization of the Real Estate with all business,
organizations, churches and apartments.

All Established businesses are encouraged to be a part of this Network for $360 per
year ($1 per day) in support of the public service message of Early Reading Skills
Delivered- Ringing Advantages.

Credit and Billing:

Credit applications approved quickly. Payment is due in full in 10 days from billing. A rebilling charge of $3
will be assessed on all invoices over 30 days past due. Any advertiser who signs a contract is responsible for
the entire length and terms of the contract. If the contract is terminated prematurely by the advertiser, the
advertiser shall also pay for the discount they received during the time under contract.

Notices:

The publisher reserves the right to accept or reject any editorial or advertising information submitted for publication. No deviation from
the rate card for any advertiser. The publisher shall not be liable for slight changes or typographical errors that do not lessen the value of
the advertisement. The publisher’s liability for other errors or omissions in connection with an advertisement is strictly limited to
publication of the advertisement in any subsequent issue or the refund of any monies paid for the advertisement.

The advertiser and/or advertising agency agrees to defend and indemnify the publisher against any and all liability, loss or expenses
arising from claims of libel, unfair competition, unfair trade practices, infringement of trademarks, copyrights, trade names, patents or
proprietary rights or violation of rights or privacy resulting from the publication of the advertiser's advertisement.

Sales office located at:
651-735-3018 or cell 612-968-1579
7879 Somerset Ct

Woodbury MN

55125
info@usavalues-character.com
www.usavalues-character.com

Display Advertising
four color process!

Creative Services
Layout and simple graphic design is included

Memberships
NDC Chamber of Commerce and River Heights Chamber of Commerce
4
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Links

http://www.usavalues-character.com/sponsors.shtml forBto C
http://www.usavalues-character.com/sponsorsb.shtml for B to B.

Your Ads, Coupons, Sales Promotions, are demonstrated in an example email “Coupons”.

See Coupons -- http://www.usavalues-character.com/References/Coupons.pdf

Calendar

January

Published: Dec. 28

Ad Deadline: Dec. 16
Camera Ready: Dec. 17

February

Published: Jan. 25

Ad Deadline: Jan. 15
Camera Ready: Jan. 19
March

Published: Feb. 22

Ad Deadline: Feb. 12
Camera Ready: Feb. 16
April

Published: March 29

Ad Deadline: March 19
Camera Ready: March 23

May
Published: April 26

Ad Deadline: April 16
Camera Ready: April 20
June

Published: May 24

Ad Deadline: May 14
Camera Ready: May 18

We need the B to B community to connect with the message
It costs you only $360 per year to be a part of the network

They come from your FREE participation as a
Business or Merchant on Merchants Circle
http://www.merchantcircle.com/corporate

Your Notes

July

Published: June 28

Ad Deadline: June 18
Camera Ready: June 22
August

Published: July 30

Ad Deadline: July 16
Camera Ready: July 20
September

Published: Aug. 30

Ad Deadline: Aug. 20
Camera Ready: Aug. 24
October

Published: Sept. 27

Ad Deadline: Sept. 17
Camera Ready: Sept. 21
November

Published: Oct. 25

Ad Deadline: Oct. 15
Camera Ready: Oct. 19
December

Published: Nov. 29

Ad Deadline: Nov. 19

Marketing Budgets Spiral Toward Social

Marketers are spending more money on social media and
planning to continue the pattern. They claim that in five
years nearly one-fifth of budgets will go to the channel.

Full Article But the local display ad combined with

the social network will never go away! The point is

you need to care that every large box and retail grid is
its own “soci al net wor k'’
economies of scale to get emails for their coupons.



http://www.usavalues-character.com/sponsors.shtml
http://www.usavalues-character.com/sponsorsb.shtml
http://www.merchantcircle.com/corporate/
http://www.usavalues-character.com/References/Coupons.pdf
http://enews.emarketer.com/m/e83Gd_FUyfOw0UxhRl88I9XSwuQn5Q3h-Jm3kxn5r1iZzcW4Yw
http://enews.emarketer.com/m/ddfGd_FUyfOw0UxhRl88I9XSwuQn0i_KNN9ta0AN3qzo53yA_A

ADVERTISING RATES 4 COLOR 40,000 CIRCULATION
4 COLOR ADVERTISING RATES SENDING PUBLIC SERVICE MESSAGE
WITH USA VALUES, LLC

Help the Youngest Children Learn to Read

Circulation -40,000- is same as the St. Paul Voice, distributed free to high traffic businesses
and every home and apartment in West St. Paul, the West Side, Mendota, Mendota Heights,
Sunfish Lake and Lilydale, South St Paul. Inver Grove Heights is delivered to the home or
apartment outside the St. Paul Voice Area by USA VALUES, LLC.

*Display Ads * Other Printed Notices
Free Simple Ad Design with very important public service message.

Help send message with money you are already spending.
cal Business will be the first big economics winner when 100% of the children
are prepared by our community to start kindergarten ready to read.

Per time

A. 12x9 to 8.5x11 inches - 12 times per year $3232
B. 9x6 to 8.5x6 inches - 12 times per year $1818
C. 5.5x6 to 5x6 inches - 12 times per year $1010
D. 4.5x6 inches - 12 times per year $908
E. 5.5x3 to 5x3 inches - 12 times per year $520
F. 4.5x3 inches - 12 times per year $468
G. 2.75x3 inches - 12 times per year $268
H. 2.75x1.5 inches - 12 times per year $148
I. 1.5x1.5 inches - 12 times per year $79

L. 12x9 to 8.5x11 inches - 6 times per year $3456
M. 9x6 to 8.5x6 inches - 6 times per year $1944
N. 5.5x6 to 5x6 inches - 6 times per year $1080
0. 4.5x6- inches - 6 times per year $972
P. 5.5x3 to 5x3 inches - 6 times per year $556
Q. 4.5x3 inches- 6 times per year $500
R. 2.75x3 inches i 6 times per year $286
S. 2.75x1.5 inches - 6 times per year $159
T. 1.5x1.5 inches - 6 times per year $84
W. 12x9 to 8.5x11 inches - 1 times per year $4009
X. 9x6 to 8.5x6 inches - 1 times per year $2255
Y. 5.5x6 to 5x6 inches - 1 times per year $1253
Z.4.5x6- inches - 1 times per year $1127
AA. 5.5x3 to 5x3 inches - 1 times per year $645
BB. 4.5x3 inches - 1 times per year $580
CC. 2.75x3 inches i 1 times per year $332
DD. 2.75x1.5 inches - 1 times per year $185
EE. 1.5x1.5 inches - 1 times per year $98
XX. Member Banner, Link, and Catalog/PDF $360
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USA VALUES LLC Index of Cost and ROI Expectation.

USA VALUES LLC is a unique network besides your catalog and brochure and search optimization.
It should challenge your other spending besides texting, TV, Radio and Promotion.
Ask Tom Wolfgram 651-735-3018 to explain the columns in terms of ROI, Growth and Stable Sales.

Notice 12.5% 2%

Index Per month Per year Growing Stable
12 times per year Sales Sales
A. 12x9 to 8.5x11 inches - 12 times per year 10.0 High S 3,232 12 $ 38,784 S 310,272.00 $ 1,939,200.00
B. 9x6 to 8.5x6 inches - 12 times per year 9.0 S 1,818 12 $ 21,816 S 174,528.00 S 1,090,800.00
C. 5.5x6 to 5x6 inches - 12 times per year 8.0 S 1,010 12 $12,120 S 96,960.00 $ 606,000.00
D. 4.5x6- inches 12 times per year 7.0 $ 908 12 $10,896 S 87,168.00 S 544,800.00
E.5.5x3 to 5x3 inches - 12 times per year 6.0 S 520 12 $ 6,240 S 49,920.00 $ 312,000.00
F.4.5x3 12 inches- 12 times per year 5.0 $ 468 12 S 5,616 S 4492800 S 280,800.00
G.2.75x3 inches - 12 times per year 4.0 S 268 12 $ 3,216 S 25,728.00 $ 160,800.00
H. 2.75x1.5 inches - 12 times per year 3.0 $ 148 12 $ 1,776 S 14,208.00 S 88,800.00
I. 1.5x1.5 inches - 12 times per year 2.0 Low $ 79 12§ 948 S 7,584.00 S 47,400.00
6 times per year
L. 12x9 to 8.5x11 inches - 6 times per year 10.0 High $ 3,456 6 $ 20,736 $ 165,888.00 $ 1,036,800.00
M. 9x6 to 8.5x6 inches - 6 times per year 9.0 S 1,944 6 $11,664 S 93,312.00 $ 583,200.00
N. 5.5x6 to 5x6 inches - 6 times per year 8.0 S 1,080 6 $ 6,480 S 51,840.00 S 324,000.00
0. 4.5x6- inches - 6 times per year 7.0 $ 972 6 S 5,832 S  46,656.00 $ 291,600.00
P.5.5x3 to 5x3 inches - 6 times per year 6.0 S 556 6 S 3,336 S 26,688.00 $ 166,800.00
Q. 4.5x3 12 inches- 6 times per year 5.0 S 500 6 $ 3,000 S 24,000.00 $ 150,000.00
wd HOPTpEOo AYOKSAa ¢ ¢ @®#NOYSa LISk & SI6Ng 1,716 $ 13,72800 $  85,800.00
S.2.75x1.5 inches - 6 times per year 3.0 S 159 6 $ 954 S 7,632.00 S 47,700.00
T. 1.5x1.5 inches - 6 times per year 2.0 Low S 84 6 S 504 S 4,032.00 $ 25,200.00
3 times per year
L. 12x9 to 8.5x11 inches - 3 times per year 10.0 High $ 3,600 3 $10,800 S 86,400.00 $ 540,000.00
M. 9x6 to 8.5x6 inches - 3 times per year 9.0 S 2,100 3 S 6,300 S 50,400.00 $ 315,000.00
N. 5.5x6 to 5x6 inches - 3 times per year 8.0 S 1,150 3 '$ 3,450 S 27,600.00 $ 172,500.00
0. 4.5x6- inches - 3 times per year 7.0 $1,050 3§ 3,150 S 25,200.00 $ 157,500.00
P.5.5x3 to 5x3 inches - 3 times per year 6.0 S 600 3 S 1,800 S 14,400.00 S 90,000.00
Q. 4.5x3 12 inches- 3 times per year 5.0 S 540 3 $ 1,620 S 12,960.00 $ 81,000.00
wd HOPTpEo AYOKSE ¢ o #NOYSE SLIShuD & SI3Ng 930 $ 7,440.00 $  46,500.00
S.2.75x1.5 inches - 3 times per year 3.0 S 172 3 $ 516 S 4,128.00 S 25,800.00
T. 1.5x1.5 inches - 3 times per year 2.0 Low § 92 3§ 276 S 2,208.00 S 13,800.00
Event Promotion % Event Expectation
W. 12x9 to 8.5x11 inches - 1 times per year 10.0 High $ 4,009 na $ 4,009 S 20,045.00
X. 9x6 to 8.5x6 inches - 1 times per year 9.0 S 2,255 na $§ 2,255 S 11,275.00
Y. 5.5x6 to 5x6 inches - 1 times per year 8.0 S 1,253 na $ 1,253 S 6,265.00
Z.4.5x6- inches - 1 times per year 7.0 $1,127 na $ 1,127 S 5,635.00
AA. 5.5x3 to 5x3 inches - 1 times per year 6.0 S 645 na $ 645 S 3,225.00
BB. 4.5x3 12 inches- 1 times per year 5.0 S 580 na $§ 580 S 2,900.00
/1 ® HdOTpEo AYyOKSa ¢ ™ 4DA YSas LIBRI & - SNJ 332 $ 1,660.00
DD. 2.75x1.5 inches - 1 times per year 3.0 S 185 na $ 185 S 925.00
EE. 1.5x1.5 inches - 1 times per year 2.0 Low S 98 na $ 98 S 490.00
All Year Post It.
XX. Post It Banner, Link, and Catalog/PDF Constant S 360 na $ 360 S 2,880.00 $ 18,000.00
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We propose this become your local SOCIAL CAUSE!
This is really important

Business requirements consideinvestment in high quality jobs via early childhood education PDF

Community Savings from High Quality Early Learning PDF

K-12 Public School Savings from High Quality Early Learning PDF

USA Congressman suggests a private equity return from savings in public fectors PDF
early reading and learning kills. (see last 6 slides)

A Product of Early Brain Capacity Development WEB

The Partnership for Americas Economic Success. WEB

See the HecknmaEquation WEB

I will send you this via email to complete the linksst call
This cause will be elevated by the business process of gathering opt-

ins by asking for the obvious from all business except large boxes and
large grids; all churches and organizations; all residents, consumers,
and employees.
The Opt-in lists will be organized into
Business to Consumer and Business to Business.

The list of objections can be “kept in the box” by you, because in the
end this cause is supported by the simple first things first, right the
first time conceptual glue driven by the business beliefs of Steven
Covey and Philip Crosby who are well understood proponents of high
quality deliveries.

Current list of objections to promoting the social cause:

1. Don’t want to be part of business/education accountability concerns.

2. Don’t agree with the message as #1, #2, or #3 most important to society.

3. Don’t work with complications and many parts to a social cause.

4. If there are political, cultural, ethical issues, they are too sensitive for me.

5. This duplicates chamber and like networking efforts.

6. Itis going to cost me extra.

7. Don’t believe literacy is freedom and that literacy will drive traffic to my real estate that will
increase its value.

8. Don’t believe an education process of 100% ready for kindergarten can be “sold” by the

county to the outside high profile business development community (site selectors) in 4-6
short years of 100% delivery.

9. | am doing my own thing mostly, don’t need to grow.

10. Don’t understand the for profit part of this using a not for profit message.

11. Basics of insistent, intrusive, paternalism are against my small business individualistic attitudes
even if it creates the prompting for unconditional giving to those who are the youngest and by
chance will be challenged the most.

12. Don’t understand the concepts of cost containment from first things first, brain capacity science,
doing things right the first time.

13. Time is money. Need to focus on the blurring urgent. (just kidding)

3



http://www.usavalues-character.com/References/20081015_TelluridePrinciplesRatifiedSept08.pdf
http://www.usavalues-character.com/References/Leeds_Report_Final_Jan2007.pdf
http://www.usavalues-character.com/References/Wilder_Cost_Estimates.pdf
http://www.usavalues-character.com/References/20090920_Tellurideiijaredpolis.pdf
http://www.yourbabycanread.com/
http://www.partnershipforsuccess.org/index.php?id=01
http://www.heckmanequation.org/

The Public Service Message

Really, there may be 100 ways to write
this but really only one FIRST THING FIRST
to do. Please discuss it. The progress for
the child and the whole local area starts
as soon as the one size fits one pre-k
delivery starts.

The Truth, Without the gift of Early
Reading Skills all children are behind
before they even start kindergarten.
The Gift, Only an individual gift delivers
: = 4 early reading skills at age 2, 3, 4 and 5.
This gift is the key to opportunity. It is society’s best (effective and
lowest cost) approach to preparing the most at-risk to want
opportunities, choices and engagement.
The Focus, When 100% of the children start kindergarten ready to read
English the urban school has excess resources to meet the larger
requirement. K-12 Schools are vested but not funded in the goal of
100% readiness.

Thomas Wolfgram
-President- USA VALUES, LLC
651-735-3018, cell 612-968-1579
www.usavalues-character.com
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