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While it's always a bummer when a subscriber doesn't renew a subscription, don't give up on these people. They loved your newspaper once, and there's always a good chance that you can rekindle the flame.

Actually, the list of former subscribers is the best prospect list there is; better than any list you could buy.

So, give these readers a little time to miss you, and then give them a call.

A few suggestions:

1. Wait until three months after the subscriber received his/her last issue. 2. Give him a call. Introduce yourself as a representative of the newspaper. Point out that he has been missed. 3. Offer a special "We've Missed You" offer — say, five dollars off, or 15 months for the price of 12. 4. Obtain immediate payment via a credit card. 5. Someone in the office should make these calls on a regular basis as part of his job. In other words, don't treat it as a one-time promotion effort. Do handle it as part of a routine for soliciting subscriptions.

You should see a success rate of at least 20 percent — one out of every five calls. That's far better than the 2-3% success rate you could expect from other methods such as direct mail or sampling.

You may wonder if these people can be solicited by phone in lieu of the stringent Federal "Do Not Call" regulations.

They certainly can since your paper and the customer have an established business relationship. But there are time limits for that relationship.

Below is the specific wording from the Federal Do Not Call law:

A telemarketer or seller may call a consumer with whom it has an established business relationship for up to 18 months after the consumer's last purchase, delivery, or payment — even if the consumer's number is on the National Do Not Call Registry. In addition, a company may call a consumer for up to three months after the consumer makes an inquiry or submits an application to the company. And if a consumer has given a company written permission, the company may call even if the consumer's number is on the National Do Not Call Registry.

One caveat: if a consumer asks a company not to call, the company may not call, even if there is an established business relationship. Indeed, a company may not call a consumer — regardless of whether the consumer's number is on the registry — if the consumer has asked to be on the company's own do not call list.

