{
4

il

Not
Uidie

.
s not too

late!

ae holidays have you
ning a little behind,
don’t worry. You can still
register for the KPA
~ Winter Convention
jan. 23-24 in Louisville

F (UK) SCF LEX 405

CENTRAL SERIALS
MARGARET
UNIVERSITY OF
LEXINGTON KY

RECORDS

| KING LIBRARY
KY LIBRARIES

40506

THE KENTUCKY

at the Seelbach Hotel.
Deadline for registering
is Thursday, Jan. 16.
Call today!

A complete convention
schedule can be found
on pages 14, 15

-

RESS E
J

January, 1997 b
Volume 68, Number 1

The Official Publication
of the Kentucky Press

SeNqule;mbt W

JAN 2

P APEHS/MICROTEXT!

5 1997

ICALS COLLECTION

Survey holds primarily good news for papers

Readers want

more local news

By LISA CARNAHAN
KPA News Bureau

The shopper/readership habits
survey, conducted by Preston-
Osborne (formerly the Preston
Group), holds mostly good news
for newspapers.

The survey, which since 1995
has been undertaken on an a year-
ly basis, questioned 807 Kentucky
adults about their shopping habits
and their readership of newspa-
pers.

This year, a new phase was
added to the survey to try and
determine at what level of erosion,
if any, newspapers were experienc-
ing at the hands of on-line services
and cable television news. In
response to the on-line question,
78 percent of respondents said it
was still important for them to
read the newspaper. And 74 per-
cent of the 76 percent who sub-
scribed to a cable or satellite ser-
vice felt it was still important for
them to read a newspaper.

The survey also probed the

Chart 1

Newspaper section readership
The above graph shows the percentage of respondents who read various sections of their newspaper all or
most of the time. Local news recorded the highest marks at 92.8. The scores for the other sections were:
Obituaries, 64.0; State News, 76.2; Social, 57.0; TV, 48.7; Court News, 54.7; Editorial, 58.7; Sports, 46.6;

Classified, 51.4; and Business, 41.3.

level of importance the respondents
placed on their local newspaper as
a source of information.

And while the news from this
year's report is primarily good,
there are signs that publishers and

editors shouldn't ignore.

It appears readers are crying
out for more local news. In a ques-
tion which compared readership of
various sections of the paper, the
local news section was the clear

Meeting scheduled

The official business meeting of
the Kentucky Press Association
will be held Friday, January 24 at
the Seelbach Hotel in Louisville
beginning at 8 a.m.

At the business meeting, vot-
ing members will consider the pro-
posed 1997 budgets for the
Kentucky Press Association and
the Kentucky Press Service as
adopted by the board of directors
on Sept. 27, 1996, and will vote on
officers for 1997.

Those officers include:

President — Gene Clabes

President-elect — Guy Hatfield

Vice-President — Russ Powell

Treasurer — Marty Backus

Past President — John Del
Santo
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winner with almost 92 percent say-
ing they read it all or most of the
time. The closest finishers were
state news and obituaries which
ranked 77 and 64 percent respec-

See SURVEY, page 16
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Kentucky people, papers in

Clabes to head Scripps

Howard Foundation

Judith G. Clabes has been
named president and chief execu-
tive officer of the Scripps Howard
Foundation.

Clabes was editor of The
Kentucky Post for 12 years until
her appointment in 1995 as direc-
tor of special projects for Scripps'
newspaper division. She assumed
her new duties in December.

The Scripps Howard
Foundation's traditional work has
focused on supporting excellence
in journalism through journalism
education, professional develop-
ment and an extensive program of
awards in journalism.

The foundation's expanded

role will mean an additional focus:
corporate giving in such areas as
education, arts and culture, civic
projects and social services.

Clabes is a
Henderson. She joined Scripps
Howard in 1971 as the
Newspaper in Education coordi-
nator at Scripps’ Evansville, Ind.,
Printing Corporation. She was
soon promoted to community
affairs director and associate edi-
tor of The Evansville Press.

In 1978, Clabes became editor
The Sunday Courier & Press in
Evansville and in 1983 was
named editor of The Kentucky
Post.

She is the wife of Gene
Clabes, publisher of Recorder
Newspapers and the 1997 KPA
president.

native of

Luecke named editor
of Herald-Leader

Pam Luecke —————
was named odi-}
tor of the |
Lexington
Herald-Leader
Dec. 16, marking |
the first time a
woman has held |
that position in
the newspaper’s
history.

Luecke, 43, replaces Timothy
M. Kelly, who became Herald-
Leader publisher and president
Oct. 1. She had been editor of the
paper’s editorial pages since
October 1995.

“I had felt that there were qual-
ified didates for the position at
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Marty Backus, Appalachian News Express
Diistrict 1

William Mitchell, Fulton Leader
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Jed Dillingham, Dawson Springs Progress
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Teresa Reviett, McLean County News
District 4

Charlie Portmann, Franklin Favorite
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David Greer, Elizabethtown News
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Marty Backus, Appalachian News Express
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Louise Hatmaker, Jackson Times/Beattyville
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the Herald-Leader and couldn’t be
happier than to be promoting with-
in,” Kelly said in announcing his

the news

master’s degree in journalism from
Northwestern University in
Evanston Ill., and an MBA from
the University of Hartford in 1979
She also was a Bagehot Fellow in
economic journalism at Columbia
University in 1986-87

LCNI chooses Gray
as new VlCC-prCSlan[

Bonnie Burks Gray has been
named vice president of Landmark
Community Newspapers, Inc.
(LCNI).

A 1968 graduate of the
University of Kentucky with a
degree in political science, Gray
began her newspaper career as edi-
tor of the Ohio County Times after
serving as sales manager for the
University of Kentucky Press in
Lexington. She then went to work
for U.S. News & World Report in
Washington, D.C. as marketing

District 13 isi i
Glenn Gray, Manchester Enterprise dm;:s:;:ke came to the Pulitzer rea::earch and sales promotion
i Prize-winning newspaper from the " o. 2
District 14 After returning to Kentucky,
Stuart Simpson, Pulaski Week Hartford (Copn.) Courant, v{vhere Gray was office manager for the
she worked six years as assistant L Y ille A Di gt f th
District 15-A managing editor/metro and then o0 o o e e ion
Tom Caudill, Lexington Herald-Leader g::::‘t‘)’r :g:“ agtnti:d(l)?;::tw:vsh:: Service. She began working as
District 15-B she began her career as a features 2880ciate editor of The Shelby
Tom Moore, Stanford Interior Journal reporter in 1975 News in 1970 and continued in
; In 1979, she moved to that capacity when The Shelby
State at Large Louisville when she was hired as a N¢W8 and The Shelby Sentinel
Russ Powell, Ashland Daily Independent |  business reporter for The Courier- Merged to form the Sentinel-News
Journal. Luecke, who held several in 1972. She was named advertis-
Ed Riney, Owen \ger Inqui positions in her 10 years at The N8 San“g,e‘:;"dlfgm in 1988
: Courier-Journal, was a contribut- FeypIome g as
s foc o e v onke s g ing editor of that newspaper’s advertising director.
" i 3 Pulitzer Prize-winning coverage of
Merv Aubespin, Louisville Courier Journal . .
} the 1988 Carrollton bus crash. She Dietz named pubhsher
Associates Division also was supervising editor of the i B
Barbara McDaniel, Toyota Motor Courant’s investigation of the at Paintsville Herald
Manufacturing s::l:%:ﬂ::rt;ﬁ;?pe, which also Ron Dietz has taken over the
Advertising Division b ey albachelor’s reigns at The Paintsvi}le Herald.
Teresa Revlett, McLean County News degree in philosophy from Carleton He replaces Kate B. Dickson who
College in Northfield, Minn., a has accepted a transfer to The
News Editorial Division ’ See PEOPLE, page 12
John Nelson, Pulaski Week
s Deaths
Dr. Ron Woilfe, Eastern K ky
University Emma Douglas Galbraith  Allan S. Perry.
Emma Douglas Galbraith, Following the death of John
Goneral Couneels .. longtime editor of the Paintsville Wheeler in 1958, Galbraith mar-
!;‘"FH’::?WK‘MGW-WY‘"' Herald, died Nov. 28 of complica- ried retired New York business
tions form Alzheimer's disease. She execptiv% ?leorlze gﬂlbl:'fiithfar}:d
Kaihiichs. Poan A A was 89. continued her leaders ip of the
Kentucky Press Service Staff Galbraith, of Hagerhill in Herald. After Galbraith decided to

David T. Thompson, Executive Director
Bonnie Howard, Business Manager
Gloria Davis, Advertising Director
Lisa Carnahan, News Bureau Directo
Reba Lewis, R /Marketing Coordi
Sue Cammack, Secretary

Buffy Sams, Bookkeeping Assistant
Sherry Harper, Advertising Assistant
Rachel McCarty, Clipping Director
Linda Slemp, Clipping Assistant
Carol Payton, Clipping Assistant
Holly Stigers, Clipping Assistant
Audra Douglas, Clipping Assistant

Johnson County, was editor of the
newspaper for 18 years. She first
became involved with the Herald
in 1945 when she and then-hus-
band John W. Wheeler purchased
a 50-percent share of the newspa-
per from former publisher Walker
Robinson.

After Robinson's death in 1947,
Galbraith assumed the role of edi-
tor and publisher, a post she held
until the newspaper was sold to

sell the Herald to Perry in early
1965, she continued to serve as the
paper's associate editor until May
of that same year.

Galbraith was the daughter of
Samuel Milton Auxier and Anna
Auxier. She is survived by two sis-
ters, Geneva Wilson Crider, of
Hager Hill, and Fannie A. Hall, of
Jacksonville, Fla., and by three
nieces, Nancy Archer, Anna June

See DEATHS, page 11
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By JIM STASIOWSKI

If you think reporters
and editors speak the
same language, you've
never heard them talk
about how long a story
should be.

The reporter and edi-
tor haggle awhile, then
the editor decrees, “OK,
write 15 inches.”

To the editor that : ‘J
means, “At most 15 inches”; to the reporter, it
means, “When I get to 15, I'll go get coffee, them
come back and add another five.”

No issue in the newsroom is as volatile as
story lengths. When I was a rookie reporter,
nobody cared about lengths, and circulation
nationwide was dropping. Then our industry
meticulously studied our readers, concluded
they didn’t have time to read long stories, so we
made every story short. Sure enough, circula-
tion kept dropping.

No one has a foolproof formula for how long
a story should be. Every writer I've ever met can
make a convincing argument that, “If you cut
those three paragraphs from the story, enor-
mous fissures will open in the earth’s surface
and swallow medium-sized cities.”

As a general rule, I like what Kurt
Vonnegut, the novelist, says: Don’t put anything
in a story that does not reveal character or

Jewell fallout leads to court
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Word-by-word editing the best method for reporters

advance the action.”

But newsroom lawyers can fly the Space
Shuttle through the loophole in that one. “If 1
don’t use four paragraphs to describe the
mayor’s dandruff,” the city hall reporter will
squeal, “readers can’t possibly grasp the man’s
overwhelming insecurity.”

Donald Murray, the revered writing coach of
the Boston Globe, says “A story that includes
too much and lacks focus is often written to sat-
isfy the chorus of editors and censors who haunt
us all.”

Murray has pinpointed the writer’s argu-
ment: “The editor made me ruin my story.”

I'll read a bloated story and say to the
writer, “Geez, these six paragraphs seem exces-
sive. In a story about adding new parking
spaces at the mall, I don’t think you need to
explain Einstein’s Theory of Relativity.”

The reporter will roll his or her eyes and
say, “You don’t know my editor.”

Much of the junk in news stories gets there
because the writer thinks the editor wants it in,
the editor thinks the writer wants it in, and nei-
ther has a clue the other think it’s junk.

So writers: Towwrite at a reasonable length,
leave out the stuff you think people won't read
Anticipate your editor’s additions. If the editor
says, “You need to add such-and-such,” be ready
with, “But nobody will read that.”

A lot of writers toss everything in the story
on the theory they’ll cut the weak stuff when

they edit. But once something gets in the story,
it all looks good. That’s what the computer has
done to our words: Nothing ever looks bad on a
monitor, it all looks neat and clean and orderly,
so it all stays in.

So let’s say you've written a story, you're
convinced everything is good, but your editor
wants it shorter. What's the first step?

Most of us go looking for full paragraphs or
sentences to cut. That’s fine if you assume
you've put in stuff that didn’t belong in the first
place.

Here’s a better technique: Before you try to
cut chunks of the story, go through word-by-
word and cut phrases, words, even syllables.
Turn “however” into “but”, instead of “started to
falter,” just use “faltered”, leave out a long title
that no reader cares about.

William E. Blundell, longtime writer and
editor for the Wall Street Journal and author of
a superb book on newspaper writing, “The Art
and Craft of Feature Writing,” says: “Many
writers first try to cut their stories by removing
entire sentences, paragraphs or even sections
Only after this do they look for smaller cuts. I do
the opposite because I can usually save enough
space with word-by-word cuts to preclude major
surgery.”

Blundell concedes, “Word-by-word editing
takes more time than any other step,” but he

See EDITING, page 9

Preston Group announces name change

By BARBARA Z. GYLES

Former Olympic-bombing sus-
pect Richard Jewel’s attorney
understands the nature of news
reporting but says the media

. should have shown more restraint

in covering his client last summer.

“If [the press| was going to
reveal his name when he was only
a suspect...[journalistsjhad a duty
no to sensationalize the story and
to make sure any information was
absolutely accurate,” says L. Lin
Wood, a partner in the Atlanta
firm of Wood and Grant.

Lawyer Peter C. Canfield, who
represents the Atlanta Journal and
Constitution, suggests the papers
helped Jewell's cause by “forcefully
and consistently questioning and
seeking explanations for the gov-
ernment’s every action in the
investigation” of the bombing in
which two people died.

But Nov. 6, Wood notified
Canfield that Jewell wants a
retraction of the Journal and
Constitution stories pertaining to
him, a request the dailies do not
expect to grant. In a written
response, Canfield said Wood has
not identified any errors.

“To retract something, they
need to tell us what we published
that’s not accurate, said Canfield
recently.

Because officials never arrest-
ed Jewell for the Atlanta bombing,
Wood says newspapers should
never have printed his name,
despite leaks from FBI agents that
he was a suspect —"one of many.”

$500,000 settlement
reached with NBC

NEW YORK (AP) _ Richard
Jewell, the security guard who
was the focus of the investiga-
tion into the Olympic park
bombing before he was cleared
by the government, reached a
settlement of more than
$500,000 from American televi-
sion network NBC, The Wall
Street Journal reported Jan. 3.

When the settlement was
announced on Dec. 9, no amount
was revealed and NBC issued a
statement saying it agreed to
the settlement to protect confi-
dential sources and would have
no further comment. No apology
or retraction was issued.

The Journal said the two
sides agreed on a settlement of]
more than $500,000, quoting
people familiar with the deal. It
quoted Jewell, 34, as saying he

The Preston Group, Kentucky's oldest public relations firm, is now
Preston-Osborne.

Formed in 1968, the company has six subsidiary disciplines includ-
ing its opinion studies and analysis group, now Preston-Osbhorne
Research. In addition, the firm specializes in corporate and institution-
al reputation management, crisis control, marketing, public affairs and
graphic design.

On Jan. 1, 1997, Phil Osborne became chief executive officer in
addition to his current responsibilities as president. Thomas L.
Preston, the firm's founder, will remain as chairman of the board.

Osborne, 43, joined the company in 1985 and has served as its pres-
ident since 1994.

The Preston Group recently was named by the national publica-
tion, INSIDE PR, as one of America's 100 best public relations firms, a
ranking placing it within the top 4 percent of its profession. Previously,
the magazine rated the firm one of the nation's top 12 in strategic plan-
ning, top 10 in innovation and top eight in issues management.

The Preston Group is a KPA Associate Member and has conducted
several retail shopping habit surveys for KPA and member newspapers
since 1987.

See SETTLEMENT, page 9

For some editors, that is the
practice. Ken Bunting, managing
editor of the Seattle Post-
Intelligencer, says he did not pub-
lish Jewell's name the first day it
surfaced “in keeping with our poli-
cy that we don’t name criminal
suspects until they've been
charged.” Yet the Seattle paper
began using Jewell's name the day
after it became public through

See JEWELL, page 9

Got legal questions |
about a story or ad?

Call the KPA
FOIl HOTLINE
(502) 589-5235

» 1
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Mastheads:

By EDWARD F. HENNINGER

A relatively small — but still important —
d(‘sign (’IL‘I“(‘H[ mn your new spaper is your mast-

head.

The masthead 1s not the nameplate; the |
nameplate is the name of your newspaper on
page 1. Some editors call this the "flag

The masthead is the box you run
often on the editorial page — that tells your
readers who you are. Most mastheads contain
the names of key people at your newspaper. At
many smaller newspapers, the masthead con-

An

1
|
{
|

|
|

most

N

tains the names of most of the people who work there, to give credit to
each and every one who contribute to the product.

Often the masthead will contain a smaller version of the nameplate,
used as a logo. And if you have a motto for your newspaper, it, too, may

also be placed in the masthead.

Here are some tips for design and placement of the masthead:
* Many newspapers place the masthead on page 4, which often is the

editorial page. This frequently occurs because regulations state that the
postal box need not be part of the masthead — it can go somewhere on
page 2, 3, or 4. My clients often place the postal box with a staff directory
(with phone numbers) on page 2 or 3.

* Because the

masthead does not need to be on page 2, 3 or 4, your

important part or your paper

editorial page can move elsewhere

* Quite a few newspapers place the masthead above the editorials.
That's acceptable, 1f the masthead itself isn't too large. Otherwise, this
placement makes it difficult for your readers to get to the "meat” of the
page — your editorials. As an alternative, you could place the masthead
below the editorials. If there are only three or four names in your mast-
head, consider running them in a line below the Opinion page flag.

¢ Keep the frame of the masthead simple: no round-cornered or
notched boxes, please.

* Keep the typography clean. Avoid script type faces and be judicious
in the use of italics.

¢ When listing names, it's acceptable for you to mix bold (titles?) and
roman (names?), but be consistent in their use.

¢ Use proper typography to align names and titles. Your options are
almost unlimited, so choose an approach that is quiet and simple.

* Fight off the temptation to use too many logos in the masthead —
these elements tend to add clutter. If you must use these logos, consider
placing them with the postal box or staff directory.

The masthead is the printed record of who's in charge at your news-
paper. If your masthead receives proper presentation, it helps you — and
your newspaper — look professional.

Edward F. Henninger is an independent newspaper consultant and
the director of OMNIA Consulting in Rock Hill, S.C. You can reach him at
803-327-3322, fax: 803-327-3323.

Opinion pages

Local talent a needed, but lacking commodity

BY ML.L. STEIN

Opinion editors are seeking out
more local talent to write op-ed
columns but finding out that devel-
oping them is a talent itself.

This was the picture that
emerged during interviews and
panel discussions when opinion edi-
tors convened recently in Los
Angeles.

Several said they still rely fairly
heavily on syndicated columnists,
even while scraping their communi-
ties to uncover home-grown writers
with something to say that impacts
more meaningfully in the lives of
readers. Subjects include education,
welfare, crime, race relations, gay
and lesbian 1ssues or the ups and
downs of single motherhood.

Conferees at the annual meet-
ing of the Association of Opinion
Page Editors (AOPE) represented
newspapers ranging from the Wall
Street Journal and Los Angeles

Times to the Eugene, Ore.,
Register-Guard.
AOPE President Tom

Wellman of the Toledo Blade said
his entire Saturday opinion page is
given over to local contributors, and
two others get Sunday space.

“The syndicated pundits still
dominate weekdays, but there is a
strong interest in viewpoints from
the community,” he noted. The
Saturday Essay page, Wellman
reported, has brought a big increase
in letters to the editor.

“It’'s not the easiest way to get
op-ed material, but what the locals
write hits closer to home for our
readers,” commented Diane Ollis of
the Austin (Texas) American-
Statesman. Her reference to the dif-
ficulty of corralling good communi-

cators locally was voiced by several
other op-ed editors — particularly
those on smaller papers with limit-
ed staffs — who mentioned the time
consumed in editing sometimes
awkward copy, getting pundits who
can meet deadlines and impressing
on them the need for tight writing.

“Nevertheless, 1 see a value in
not relying entirely on traditional
syndicated columnists,” said Eric
Ringham of the Minneapolis Star
Tribune. “I'm trying to give younger
writers a chance to express their
ideas on such subjects as welfare,
crime and other things.”

During a panel session he mod-
erated on the problems faced by op-
ed editors, Ringham said he was
“tired” of paying $35 a week to syn-
dicates for writers he may only use
once a year. He lauded Tribune
Media for offering to sell its contrib-
utors on a “per use” basis. Some in
the audience, citing their limited
budgets, also spoke out against syn-
dicate contracts that don’t take
usage into account.

This prompted Alan Shearer,
editorial director and general man-
ager of the Washington Post
Writers Group, to advise from the
audience. “If you're only using a
writer once a year, don’t buy the
column.” Shearer said his group
will not sell material on a per use
basis “because we treat a piece as
exclusive in your market.”

In an interview, Shannon
Littejohn of the Wichita (Kan.)
Eagle, said syndicated columnists
currently account for only half of
her page as the paper moves toward
increasing community input.

For its “Community
Connections” feature, she contin-

Lawyer: Opinion protected, not immune

By M.L. STEIN

Op-ed page editors comfortable in the belief that trafficking an opin-
ion makes them immune from libel suits ought to worry, according to a
legal expert.

“You should not let down your guard because it’s an opinion piece,”
said Robert D. Richards, a lawyer and associate professor of law and
journalism at Penn State University.

In an address to the recent annual conference of the Association of
Opinion Page Editors (AOPE) in Los Angeles, Richard warned that
opinion articles have been vulnerable to defamation suits since the U.S.
Supreme Court ruled in favor of the plaintiff in Milkovich vs. Lorain

Journal in 1990.

In that case, a wrestling coach sued the paper for a sports column in
which the writer opined that the coach had lied to a committee investi-

See OPINION, page 9

ued, “I look for people who are
involved in something. They are
usually the movers and shakers in
town.”

For most of the editors, the
decision to veer toward backyard
voices stems from what the Miami
Herald’s Richard Bard termed the
need for “local perspective.”

“We want to give readers some-
thing they're not getting from CNN
or the Internet,” explained Marilyn
Duck of the Santa Rosa, Calif.,
Press Democrat. “Generally, there
is less writing quality with local
contributors, but we also get some
very good writers since this is a city
with high demographics in educa-
tion.”

How a newspaper can recruit
and cultivate its own stable of writ-
ers was exemplified at a panel fea-
turing five of them from the pages
of the Los Angeles Times: a history
professor, literature professor, high
school teacher, pro-life activist and
African American lawyer.

Times op-ed articles editor
Mary Heffron Arno said they were
picked mainly on the strength of
other writing they had done, their
reputation for advocacy, or on the
basis of a freelance submission that
stood out from the massive pile of
manuscripts pouring in every day.
Others, she said, were subjects of a
news or feature story that caught
someone’s eve.

Another panelist, Newsday op-
ed editor Noel Rubinton, advised
colleagues in search of writers. “It
takes a tremendous amount of time
and it helps if you know what
you're looking for, whether it be an
expert on conservative issues, femi-
nism or another specialty.” Before
taking on conservative pundit
James Pinkerton, who is now syndi-
cated, Rubinton sounded him out
over a two-hour lunch, the editor
said.

(Editor & Publisher, December
14, 1996)
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AD SENSE

Front page ads: To
do 1t or not to do it

BY KEN BLUM

It is another one of those issues that has my left-brained editor's
instincts doing battle with my right-brained businessman's instincts.

The left brain says that the front page is for news only. The right
brain asks, why?

In my case, the editor wins out again. We still do not run ads on any
of the front pages of our publications. The front page remains a sacred
cow that is not to be defaced or defiled by a display advertisement.

But there are some very good community newspapers that do allo-
cate space on the front page for display advertising. Usually the ads
appear in a strip at the bottom of the page, or as an "ear ad" that
appears beside the flag at the top. Even the prestigious USA Today,
while not yet into front-page ads, is running ads at the top of its section
front. A glance at a recent issue shows a prominent two-column by two
and one-half inch ad for Northwest Airlines at the top of the Money sec-
tion, and similar ads for the United States Postal Service and AT&T at
the top of the Life and Sports sections, respectively

The motivation, of course, is monetary. All of us are in a constant
search for new income sources. And the premium rates that can be
charged for this ultimate preferred position can definitely yield a finan-
cial shot in the arm

I talked to several publishers and advertising managers at newspa-
pers that run front-page advertising. Most of them charge three to four
times open rate. All of them say that advertisers are waiting in line for
front-page placement (which in itself verifies that the placement yields
results for advertisers.) All of them point to the much-needed additional
revenue as a valid reason to run the ads. All of them say that the prac-
tice has been well-accepted by their editorial staffs

On the other hand, traditionalists have a gut feeling that ads just do

See ADS, page 6

Incident has papers rethinking
classified advertising policies

BY LAURA REINA

How responsible are newspapers for the classified ads they publish,
or for those who answer them? And how can newspapers better monitor
what ads they publish?

A recent incident in Toms River, N.J. was spurred as a result of a
classified ad that was placed in a local paper. An Associated Press arti-
cle, which didn't cite the name of the paper, reported that after a 17-year-
old girl answered an ad for an escort service, she was kidnapped, sexual-
ly assaulted, and then forced to work as a prostitute for almost three
months.

Finding a solution to prevent similar tragedies from occurring
around the country is not easy.

E&P contacted classified ad directors around the country, and asked
what, if anything, could be done to prevent situations like this from
oceurring.

Jeanie Enyart, classified advertising director at the Philadelphia
Inquirer and the Newspaper Association of America's (NAA) Classified
Federation's president, said newspapers must be very careful about what
kind of advertising they take and must be aware of the kinds that can be
suspect.

"Some ads do set bells off," she said. Fortunately, there are very few
fraudulent ads, she added.

"I think it's horrible that something like that would happen,” Bob
Haddad, classified manager of the Denver Post, said in response to the
Toms River incident.

Unfortunately, he said, these kinds of incidents occur, and it's diffi-
cult to know what kind of policy would stop it.

Haddad suggested that perhaps the NAA should involve itself in fig-
uring out a way to police the classified industry.

See CLASSIFIED, page 9

You can walk your
way to enthusiasm

Ad-libs©
by JOHN FOUST
Raleigh, NC

Once I heard
about a fellow who
couldn’t muster
any excitement for
his work. He was
so frustrated that
he sought the
advice of a wise man. “How can 1
become more enthusiastic? he
asked

The elder gentleman looked at
him for a minute and said, “Walk
faster.”

There’s real power in those two
little words. “Walk faster

Years ago, Frank B

touched on this subject in hi
“How I Raised Myself from I
to Success in Selling.” Even though
it was written way back in 1949, 1t
has been reprinted several times
(I found my copy at a store which
sells used books.) “When [ force
myself to act enthusiastic,” he
writes, “I soon feel enthusiastic.”
No doubt, some experts laugh
at this notion that feeling follows

action. But Frank Bettger and
millions of others — have shown

that we can develop certain inner
qualities by acting as if we already
possess those qualities.

One of Webster's definitions of

enthusiasm is a “strong excitement
of feeling.” The key word here is
“feeling.” Feelings are on the
inside. But feelings are reflected
and affected by what we do on
the outside. In other words, our
enthusiasm is linked to our actions
A person’s walk says a lot
about their attitude. Once I was
visiting with a client in the lobby of
his office building. The elevator
doors opened and a salesperson
briskly stepped out. She spoke
cheerfully as she passed, but didn't

break her stride. Ed shook his

head in admiration, “John. there
goes a woman on a m i 1t
any wonder t she f r
top producers?” It was easy 1
his point. She w: 1 witl 1
pose. Her stride radiated conf
dence and energy. She looked like
she couldnt wait to get started or
the task at hand

Walking faster equates to

eagerness. For example, let's

you need to meet with a difficult
client. Instead of putting it off until
late afternoon, make it your first
appointment of the day When you
are called from the waiting room,
walk quickly into his or her office
and be the first to extend your
hand. You may be surprised how
these simple actions will influence

See ENTHUSIASM, page 9

Video workshop can help
your staff create better ads

t last...a program that is tailor-made for newspapers!
s of Layout and Copy is getting rave reviews from
publishers and ad managers coast-to-coast.

It's a workshop, not a lecture. Your staff will be involved
from the start—working on layouts, getting ad ideas and
writing more effective headlines.

Find out how to train your staff the quick and easy way.

Bas

Write today for free brochure.

John Foust Advertising Seminars
PO Box 10861, Raleigh, NC 27605

©Copyright 1987 by John Foust All rights reserve

= (919)834-2056
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Paducah Sun joins with TV station in Internet project

Partnership ‘makes

sense.” editor says
The Paducah Sun and WPSD-

TV have joined to offer news,

weather. sports and advertising
on the Internet

In a newly created division of

Paxton Media Group, the two
competing news organizations will
jointly present local and regional
news, weather, sports and adver-
tising

The project, called SunSix,
will be affiliated with InfiNet, a
Norfolk, Va., company that is a
oint venture of Gannett, Knight-
Ridder and Landmark

Jim Paxton, editor of The
Paducah Sun, said the partner
ship “made sense.”

“In terms of being able to do it
well, and recognizing that it's not
a medium that will generate a lot
of revenue off the bat, it makes

good financial sense,” he said

SunSix will offer four levels of

service: free, subscription only,
limited Internet and
ll”iln]l‘k'd access
Paxton Media Group owns a
dozen daily newspapers and week-
Missouri, Arkansas,
Tennessee, North

access

lies in
Kentucky
Carohna and Georgia

Paxton said joining the infor-
mation revolution is important for
the group as large, national com-
panies start moving 1nto the
online content position. He said
local media must be ready to fight

“This will help us capture the
Generation X segment that doesn't
read the newspaper like their ances-
tors used to,” Paxton said. “This ties
it all together in one package ...”

“I think this is the wave of

the future,” he added. “1 think it's
a trend that enables us to com-
bine the best of what both media
have to offer.”

How many people are using the Internet?

Here are some of the latest
statistics about the number of peo-
ple who rely on the Internet for
personal and business use.

Among people 16 and older in
the U.S. and Canada in March
1996:

* 24 percent had access to the
Internet. This was a 50 percent
growth from August 1995 to
March 1996.

* 17 percent had used the
Internet in the last six months.
Only 10 percent had used the
Internet in the three months prior
to August 1995.

¢ 13 percent had used the
World Wide Web in the last six
months. Only 8 percent had used
the Web in the three months prior
to August 1995.

Average age: 13

Male 68.5%

Female 31.5%

Average Household
income: $59,000
Access Daily: 80%

Main reasons for using:
Browse 78.7%
Entertainment 64.5%
Work 50.9%

Selected Occupations:

Education 29.6%

Computer-related 27.8%

Professional 18.9%

Management 10.7%

(Source - Graphic, Visualization
& Usability Center's Fifth WWW
User Survey, based on an
April/May 1996 survey, and
CommerceNet /Nielson Internet
Demographic Survey. Reprinted
from the Dec. 3 issue of Far
Forward, the advertising newsletter
of PNPA)

Inland Press Association endorses
InfiNet’s Classifieds Online product

InfiNet and the Inland Press
Association announced in December
that the a=sociation is endorsing
InfiNet’s Classifieds Online product.
This announcement is the culmina-
tion of a lengthy study by the Inland
Press Association to identify a single
database for the aggregation of clas-
sified liner ads for its member news-
papers that choose to participate.

Classifieds Online will give
Inland newspapers the flexibility to
create local, regional and national
searches of the aggregated classi-
fied data based on topic and geogra-
phy. InfiNet provides the software
and hosts the web sites of the par-
ticipating newspapers.

Classified ad revenue 1s coming
increasingly under attack from com-
panies that are aggressively pursu-
ing strategies that involve publish-
ing content online. Classified
Online offers newspapers a vital
tool to protect this important rev-
enue source, according to a news
release prepared by the press asso-
ciation and InfiNet.

InfiNet will provide Classified
Online to Inland Press Association
members at special group discounts.
As part of this agreement, Inland
members also receive AdGadget. Ad
Gadget is a tooi for scheduling, plac-
ing and tracking advertisements
throughout a web site.

——Kentucky papers online ——

Kentucky newspapers on the
World Wide Web include:

*Bowling Green Daily News,
Daily News:
http://www.BowlingGreen.KY .net
dailynews

*Danville Advocate Messenger,
Advocate Online Messenger,
http:/www.amnews.com

eElizabethtown News-
Enterprise, News Enterprise
Online, http://www.newsenter-
priseonline.com

eLexington Herald-Leader,
Kentucky Connect:
http://www.kentuckyconnect.com/

*The Louisville
Journal, Courier-Journal:
http://www.courier-journal.com

*Maysville Ledger-Independent,
Maysville Online:
http://www.trib.com/MAYSVILLE

*The Henderson Gleaner, The
Gleaner, http://gleaner.hender-

Courier-

son.net

*The Frankfort State Journal,
www.state-journal.com

*Princeton Times-Leader, The
Times Leader:
W y 2 n, / 1 o ”l'
www.wkynet.com/Princetonnet/Ti
mes-Leader.

Ads

Continued from page 5

not belong in the Holy Land of the
front page.

They feel that the credibility of
the news product is diminished by
their presence or, at least, that the
ads detract from the overall impact
and appearance of the most impor-
tant page in the newspaper.

(And, I would add, front-page
ads will almost always have a neg-
ative influence on judges in news-
paper contests, a fact which I am
sure is not overlooked in the news-
rooms of most community newspa-
pers. While it may not be fair, 1
feel confident in saying that nine
out 10 judges in design and gener-
al excellence categories will look
unfavorably on any newspaper
with an ad on its front page.)

But what about the reader?
Does he or she care one way or the
other? Does an ad on the front
page influence his or her image of
the newspaper as a credible source
of news? Is it a factor at all in his
or her decision to buy or subscribe
to the newspaper?

Interesting questions, and I
would love to see a study done to
find out the answers. But my gut
feeling is that the reader could
care less. The reader just want to
read relevant, interesting news
and advertising.

So while my left brain rules, I
have no bones to pick with newspa-
pers that choose to run front-page
advertising.

(Ken Blum writes the "Black
Ink” column for Publishers’
Auxiliary and is manager of the
Wooster (Ohio) Daily Record weekly
division. This article was reprinted
from the December issue of Ideas
Magazine.)

Get on the ARK!
Ads _R_eaching Kentuckians
KPA'’s 2x2 ad program

Call Reba Lewis for details
1-800-264-5721
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by phil byrum
sysop@okpress.com

Electronic Ads...

Rarely does MacTips concentrate on
a single topic, having been chastised
several times by the late Harry Heath,
one of our famous Oklahoma journal-
ists. However once in a while there is a
topic that we feel newspapers need to
grasp completely. Such is the case
with this month’s topic: Electronic Ad
Transmussion.

Remember this:

I'm hoping that making those words
bold, italic, underlined, big and re-
versed will somehow make them stick
in your brain.

Whether you have Macmtosh or
IBM computers, get this program.
There is a surge in the electronic
transmission of ads. And, the trend
toward “get it electronically or don’t
get it” is gaining momentum. News-
papers must get real smart, real
quick.

The program Adebe Acrebst is the
key to the procedure. Actually, there
is no single program by that name.
Rather, it is a set of programs that
support the electronic ad process. The
pieces you need depend on whether
you are creating an ad for others or
receiving an ad from someone. It can
be very confusing.

What is an electronic 247

People who create ads typically use
programs like PageMaker, Quark,
Multi-Ad Creator, Illustrator, Photo-
shop, and many others. They can send
you the ads, but unless you have the
same program, same version, same
fonts, and same computer the ad file
is useless. That's where Adobe
Acrobat’s suite of programs comes in.
With them, ads can be created with
any program on any computer and
you can still view and print them

An electronic ad is just another spe-
cially formatted computer file called a
Portable Document File, or PDF.

However, there still are
some restrictions
to make the whole
thing work.

Mac Requirements
* You must have System 7.
* You must have the program Adobe Type
Manager (version 3.8 or higher)
* You must have the portion of Adobe
Acrobat known as Acrobat Reader.

Acrobat Reader is FREE. You can
get a copy from our bulletin board
system by dialing 405-524-1209 with
your modem, and looking in the folder
called FREE ACROBAT SOFT-
WARE!

Electronic ad transfer a must for newspapers

We have versions of Reader for the
Macintosh, Power Macintosh, DOS,
and Windows 3. You can also get what
you need from the Adobe World Wide
Web Site at www.adobe.com.

If you don’t have System 7 or Adobe
Type Manager, GET THEM. Both are
commercial products and must be
purchased. Neither is expensive. Call
MacWarehouse at 1-800-255-6227

Try it out!
We have put two test ads in the
Acrobat folder:

Simple Test Ad.pdf * Difficult Test Ad pdf
Assuming that you have Acrobat
Reader and have downloaded the file,
this is what you will see if you double
li d

ks
S N 85 S L1 TG 0 A (4

Acrobat Reader Screen
Difficult Test Ad.pdf

Now, all you should have to do is
select Print and your copy of the ad
will come out of your laser printer.

Electronic ad use is theoretically
just that simple! Alas, real life is not
always so. Somebrand.uof laser print-
ers have difficulty, some ads are too
big to fit on your 8.5” x 11” printer.
And, quite often the ad gets changed
by the advertiser after you have al-
ready pasted it up. Time to talk about
the bumps in the road...

Paste wp the
old fashioned way?

Yes, you can print out the ad, cut it D General
up with scissors, wax it and paste it |[s) TurboPs/6608

down on your layout. But, what if you

want to put it into your pagination |

program, such as PageMaker?

You cannot place a “pdf” formatted |________

file into the program. Instead, you
must convert it first to an “eps” for-
matted file. Just select Print, but
change the destination to “File” in the
dialog you see below.

Printer “Turbers/see~

When you select Save, aiicther box
will appear.

rn-h File:

CEr—
Formet:[ EPS Mac Stenderd Preview v

@nsci ® Level | Compatible K
Oinary O Level 2 oaly

Font inclusion:[_ Al v

Change the settings to what you see
in our example. If you are sure you
have a “Level 2" postscript printer,
choose that option instead. After you

save the file, it will be an “eps” docu-
ment that you can simply place into
the layout program

The ad is bigger
than my printer paper!

You cannot tile a print file with
Acrobat. You must either convert it to
an “eps” file as we just covered, place
it in the layout program and tile it
from there, or have the originator pro-
duce separate “pdf” files for the tiled
pieces

The ad is in color
and | need to separate it.

You cannot change an electronic ad
If the originator created separations
when the “pdf” was made, your com-
puter will print out the separations

Our model of printer
won'’t print the files!

Some printers, notably the NewGen
660B (which we have) do not conform
to postscript printer standards which
isthebasis of Acrobat. There are ways
to tweak the system to function prop-
erly. Usually that means picking a
unique “ppd” file from Chooser. The
series of dialog boxes below is what we
use to overcome the problem.

Click this after picking your

printer in Chooser
ckground Mmlng
L3t I} @enoor
Then, click this in
the next dialog

&= =

HObat Hulput Seips (eed

== printer

descriptions that
appear. You may
have to try them
all for very
difficutt ads.

The “Acrobat” printer description
files you see listed above are also
available free from our bulletin board
system

Some of you may Q =

have noticed in the m.mwuess
example ad shown
earlier that there
is another reason
it is a very difficult
ad to print on

a laser writer. Yes, the
“car art from hell,” mentioned in last
month’s MacTips is included in that
ad. It serves as a good example of odd
things that can make the electronic
ad process go less smoothly than we
would all hope.

NOW, YOU TRY IT!

Come on folks. Take the time to
get Acrobat Reader and try out
some of the test ads on our BBS
1105-521-1209. Mavbe it will be
fruxtrating at first. but thi= really
1= SOMETHING YOU MUST LEARN'

CREATING
AN ELECTRONIC AD

Creating an electronic ad is very easy,

using the piece of Adobe Acrobatknown as
Acrobat Distiller. The files created by it
are known as Portable Document Files, or
PDFs.
Some programs like PageMaker actually
have built-in menu options to “Create
Adobe PDF" files, making the use of Dis-
tiller very transparent. Selecting that option
brings up the first control dialog

T
B Distin now

| Ovew pos using: | hiianat - kesowr i

| tonstiem: foruma2 not T Compui ]

| OPrepare Postscript the tor aiting separatery

| ®use disttiecs Warerea foicee [ Seinrt ]

Ll LS
Corvont sotostion: Mume miveind

clude downioasedle fonts
ride Bistiier's options [ (eIl |

Be sure to INCLUDE
downloadable fonts

[ Override Distitter's options

Ifyou click *Edit” in that dialog box, you will
be presented with more choices. What you
pick here depends onthe intended destina-
tion of your electronic ad. To make them for
newspapefs which typically use an 85 line

For those creating electronic ads: Acro-
bat Writer is a printer driver file, not an
actual application program. It really is the
heart of the system. When you create an
ad with PageMaker, Quark, Multi-Ad Cre-
ator, or whatever program, the final step is
to “print” it using Acrobat Writer. None of
the program pieces of Acrobat that deal
with creating an electronic ad are free, so
you won't find these on our builetin board
system.

We created an ad using Pagemaker
That file is 126k in size. Right after saving
it, the PageMaker command “Create
Adobe pdf* was used to generate the same
ad, but this time in pdf format. The pdf file
15 23k. Now, suppose you receive that ad
from our bulletin board system. From the
time of ad creation to the time it is in your
“hands” can be as little as five minutes.

Ah!!!l! Now you see the advantage of
electronic ad transmission—you don't
have to wait two days for the U.S. Postal
Service. And, you don't have to contend
with an ad coming over your FAX with poor
quality. Money that the advertiser would
have had to spend for postage, which can
be considerable, can be spent on bigger
ads of inole frequent inseitions.
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At The Kentucky Standard in Bardstown

By TERESA RICE
Editor, The Kentucky Standard

The sky blackened over
Bardstown as Heaven Hill
Distillery went up in flames
Thursday, Nov. 7.

Flames reached 15 to 20 stories
high — at least twice the height of
the warehouses.

That was the scene about 2
p.m. on that Thursday, which is a
production day at The Kentucky
Standard.

The 6:30 p.m. deadline was
looming when the call about the
fire came across the scanner.

Staff writer Beth Johnson was
the only reporter in the newsroom.
Assistant editor Rebecca Ray was
out of the office but carrying a
portable scanner with her

Johnson grabbed her camera
and coat and headed out the door
just as a huge black cloud of smoke
started to appear over downtown
Bardstowr

Employees show team effort in covering major fire
— -

She and Ray arrived at the
! } W
1me W I
minutes the
fir arted calling for
assistance from other departments

outside the county, which 1is
unheard of in a normal fire

Mike Jones, writer for the Let's
Tour Publications, approached me
and offered his assistance

I asked Jones to take extra film
to the scene and to help out taking
photos.

Publisher Steve Lowery and I
began to discuss what exactly we
would need to do. It seemed pretty
obvious even in the first half hour
that we would need to prepare for
some time of extra coverage.

Lowery then suggested that we
go to the scene to find out exactly
what we were dealing with

"I've never seen anything like
it in my 20 years of working at
newspapers,’ Lowery said.

Winds carried the flames at
least 250 feet from one warehouse
to ignite another beside it

Flames shaped like tornadoes
shot hundreds of feet into the air
and pieces of glass and metal flew
through the air in the 50 mph
winds

The reporters braved tempera-
tures hotter than most firefighters
had ever seen, rain and flying
debris to get the story.

After more than two hours the
reporting team returned to the
office to get the stories and photos
in the next day's edition

We had decided to go up two
pages in the newspaper, making
one page full of photos from the fire
and the other filied with jumps
from the front and more photos

The task at hand was to finish

Towering Inferno

Above: Filames shot hundreds of
feet in the air from the first ware-
house to the second warehouse
that caught on fire at Heaven Hill
Distillery in Bardstown. Left: A
Bardstown-Nelson County fire-
fighter was silhouetted against a
wall of fire as he packed his gear
and headed for safer ground dur-
ing the fire.

that issue and get it on the road.

Johnson and Ray were visibly
shaken from the fire they had seen
and ran from at times. Both man-
aged to put their thoughts aside
and write what they seen for the
next edition.

Jones spent hours in the dark-
room developing film

Page designers Jim Brooks and
Ken Distler then scanned in and
designed the inside photo page

All the while employees from
all over the building came to the
newsroom to offer assistance.

Rachael Downs and Michelle
Hayden from the advertising
department collected information
about Heaven Hill's history from
old copies of the newspaper. Senior
staff writer Amy Taylor then com-
piled the information into a story

People from other departments
found dry clothes for the wet

See TEAM, page 13




Settlement

Continued from page 3

was “very satisfied” with the
settlement.

NBC spokeswoman Beth
Comstock refused to confirm
the reported amount of the set-
tlement. And Jewell attorney
Wayne Grant said, “We did not
disclose the terms of the settle-
ment to The Wall Street
Journal, and I can't comment on
its report.”

The case centered on com-
ments anchorman Tom Brokaw
made on the air after Jewell
was named a possible suspect in
the July 27 blast during a con-
cert at Atlanta's Centennial
Olympic Park. One woman was
killed and more than 100 others
were injured.

Brokaw said at the time:
“Look, they probably got enough
to arrest him. They probably
have got enough to try him.”
Brokaw has since emphasized
that he finished his on-air

remarks by saying: “Everyone,
please understand absolutely he
is only the focus of this investi-
gation _ he is not even a sus-
pect yet.”

Jewell was cleared Oct. 26.

Jewell's atterneys have twice
asked The Atlanta Journal-
Constitution, the first newspa-
per to identify Jewell, to retract
the story. The newspaper has
stood by its coverage and
refused.

Jewell's attorneys say that
while they would like some
apologies, they and Jewell want
financial compensation.

“We're going to sue everyone
from A to Z,” said attorney L.
Lin Wood Jr.

“You can't spend 60 percent of
an apology,” he said, referring
to a client's typical share of a
settlement after attorneys' fees.
“This litigation is not about
principle. It's about compensa-
tion for injury done.”

Jewell's lawyers would not
divulge how they would divide
the NBC settlement with their
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Classified

Continued from page 5

He said newspapers also must
think about what kinds of ads they
run in the first place.

Haddad suggested that if a
newspaper runs an ad for an escort
service, for example, it should check
to see if the advertiser is licensed in
the state.

Pam Coyne, classified manager
of for the New York Daily News, said
her paper does not accept any escort
service or masseuse ads, since in the
News' prior dealings with these ser-
vices it's been difficult determining
the authenticity of what's being
advertised.

The Daily News requires busi-
nesses that advertise in the paper to
fill out a background sheet before

running an ad. This way, in case of
complaints, there's information on
all advertisers.

"It's very basic, gives us a back-
ground, and it's very helpful,” Coyne
said.

The Chicago Tribune doesn't
accept ads for escort services; nor
does it take ads for astrologers, palm
readers, clairvoyants, or anything of
that nature, said Jane Migely, direc-
tor of classified advertising.

"There's no way to monitor
whether these are legitimate busi-
nesses or not. We do this to protect
our readers," she said.

Chela Nixon, director of classi-
fied sales for Detroit Newspapers,
explained that as far as escort and
similar ads go, the ones that run in
her papers are monitored by the
local authorities.

"They keep an eye on those types
of ads and those businesses that run
them,” she said.

client, the newspaper said.

Enthusiasm

Continued from page 5

your attitude.

Walking faster sends a message.
It says, “I'm excited about what 1
sell. And I want to to be excited, too,”

A word of caution: Please don’t
confuse a faster pace with running.
If you rush through the day, you will
only exhaust yourself and appear
frenzied. Walk, don’t run. Just walk
a little faster.

In a larger sense, walking faster
simply means moving faster. It
means answering the phone on the
first ring. I've actually seen salespeo-

ple put their hand on a ringing tele-
phone and wait for it to ring again
before they pick it up. Don't ask me
why. Wouldn't they make a better
impression on the caller by answer-
ing the phone quickly?

“Walk faster.” Sounds like a
pretty good way to stay a step ahead
of the competition.

©Copyright 1995 by John Foust.
All rights reserved.

John Foust conducts advertising
training for newspapers. his ad
workshop video “Basics of Layout
and Copy” is being used by newspa-
pers from coast-to-coast. For infor-
mation, call or write: John Foust, PO
Box 1081, Raleigh, NC 27605, Phone
(919) 834-2056.

Opinion
Continued from page 4

gating about an altercation at a
wrestling match

Richards, the founding director
of the Pennsylvania Center for the
First Amendment at Penn State,
said the decision meant “there is
no automatic constitutional protec-
tion for statements of opinion.
Accordingly, there is a need to take
a closer look to see if there are
trouble spots to avoid when editing
your paper.”

Statements that could be rea-
sonably understood as “declaring
or implying a provable assertion of
fact” could post legal problems, he
pointed out. Opinion or not,

Richard said, danger lurks if read-
ers assume the writer had some
facts as a basis for his opinion.

Milkovich notwithstanding,
“pure opinion” remains pretty
much as well protected as it was
before the ruling, Richards said

The question, he said, turns or
the difference between pure opir
ion and opinion based on wrong
information, incomplete facts or an
“erroneous assessment of the
facts.”

“There is nothing we can do
that will stop someone from suing
vou,” he said, “but we can look at
how to reduce the chances that a
Jawsuit filed against you will not
be successful.”

(Editor & Publisher, Dec. 14,
1996)

Jewell

Continued from page 3

other sources.

Canfield, however, said in his
response to Woods, “The Journal-
Constitution does not agree that
identifying the focus of an official
investigation prior to actual arrest
or charge is inherently immoral or
unethical.” Georgia law, he says,
offers media a statutory privilege
that protects police reports.

Wood offers three possibilities
for why the FBI leaked Jewell’s
name: to pressure Jewell to con-
fess, to pressure a magistrate to
sign a search warrant, or to
demonstrate how quickly agents
could “get their man.”

Wood is particularly angered
by a column written by Dave
Kindred comparing the investiga-
tion of Jewell with that of convict-

ed Georgia murderer Wayne
Williams. “To compare a man not
charged with a crime to a convicted
murderer is libel,” Wood says. “If it
isn’t, there’s no such thing.”

Canfield denies that it is
“inherently libelous” to mention
two names together and notes
Kindred's attempts to limit the
parallel.

Wood suggests that newspaper
publishers stay away from sensa-
tionalizing news and avoid the
“gradual deterioration over the
years of television programming.”

“People need to be confident
that information [they read in
newspapers] is accurate,” he says.
While television coverage of
Jewell’s family may have appeared
most obstreperous, Wood observes,
the print stories will linger longest.

Wood said his client planned to
file suit against the Atlanta
Journal and Constitution and Cox
Enterprises.

(Presstime, December 1996)

Editing
Continued from page 3

says he can usually cut 10 to-15
percent of a story that way And he
makes another good point: By get-
ting rid of extra words, phrases,
titles and even syllables, you make
the story livelier, leaner, easier to
read. You end up cutting words
that served no purpose.

Here’s an example of how one
writer added color: “The view from
the motel is scenic, with trees that
loom in the distance standing above
the home of Shortridge Creek to
the east.”

With the simple idea of going
word-by-word, that sentence
becomes: “East of the motel trees
loom above the homes of Shortridge
Creek.”

That's a savings of 50 percent,
a language editors and writers
should learn to speak to each other.

THE FINAL WORD: Look for
verb clusters, sets of several words
you can replace with one word.
Here's an example: “She said she
believes the surge in new cases

accounts for why there was a lack
of patients at the end of last year.”
Notice you can replace five words,
“accounts for why there were,” with
one word: “explains.”

“She said she believes the surge
in new cases explains a lack of
patients at the end of last year.”

Writing coach Jim Stasiowski
welcomes your questions or com-
ments. Call him at 410-247-4600, or
write to 5812 Heron Drive,
Baltimore, MD 21227.

Now you have the ad creation tools you
need for QuarkXPress . It's called the
AdCreation Toolkit, eighteen utilities to
help you build ads more efficiently than
ever Qefore. At last you can bridge the
gap between editorial and advertising
systems effortlessly! These power tools
help you do your best work in the least
possible time. ACT NOW!

Call 1-800-223-1600
for a FREE Demo Disk

Vision's Edge, Inc
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LEGAL NEWS & VIEWS

Independent contractor status now more secure

By KIM GREENE
KPA General Counsel
Wyatt, Tarrant & Combs

The long standing tradi-
tion in the newspaper indus-
try of retaining the services
of independent contractors to
deliver or distribute newspa-
pers and shoppers ha
received a boost. In August,
1996, the United States Congress enacted, and
President Clinton signed into law, the Small
Business Job Protection Act. Among the many
provisions of that Act is a plum for the news
industry. The provision of the Internal Revenue
Code which defines a “direct seller” who is con-
sidered an independent contractor rather than
an employee for federal taxation purposes was
amended to include most newspaper carriers
and distributors.

Effective January 1, 1996, (that date is not a
typo), any newspaper carrier or distributor who
satisfies the definition of “direct seller” will not
be considered an employee and the newspaper
receiving his or her services will not be consid-
ered an employer, so that the newspaper will
have no obligation under the law to withhold
federal income taxes, federal unemployment
taxes or social security taxes.

How do a newspaper and its carriers drop
anchor in this safe harbor? Here’s what the law

says:

DIRECT SELLER — the term “Direct
Seller” means any person

if --

(A) such person -- ...

(iii) is engaged in the trade or business of
the delivering or distribution of newspapers or
shopping news (including any services directly
related to such trade or business),

(B) substantially all of the remuneration
(whether or not paid in cash) for the perfor-
mance of the services described in subparagraph
(A) is directly related to sales or other output
(including the performance of services) rather
than to the number of hours worked, and

(C) the services performed by the persons or
performed pursuant to a written contract
between such person and the person for whom
the services are performed and such contract
provides that the person will not be treated as
an employee with respect to such services for
Federal tax purposes.

(Internal Revenue Code §3508 (b) (2).)

This section also provides that “(1) the indi-
vidual performing such services [the Direct
Seller] shall not be treated as an employee, and
(2) the person for whom such services are per-
formed shall not be treated as an employer.”

That means there is no income tax, FICA or
FUTA withholding for a carrier whose compen-
sation is pegged to output rather than the num-

AG Opinions

ber of hours worked and who operates under a
written contract which specified that he or she
is not an employee of the newspaper for federal
tax purposes.

Before this amendment, two other cate-
gories of newspaper carriers were statutorily
exempted from employee status for federal tax
purposes.

First, carriers under the age of 18 are not
considered employees of the newspapers they
serve. Second, deliverers of distributors who
purchase the papers and then resell them are
also statutorily exempted.

Unfortunately, this second exemption has
been very narrowly construed by the Internal
Revenue Service to cover only street hawkers
and newsstand vendors.

This left work under a buy-sell arrangement
categorized as employees. Fortunately the leg-
islative history of the recent amendment to the
“direct seller” definition makes it clear that buy-
sell carriers can be considered “direct sellers” if
they meet the elements in the definition.

In addition to these statutory exemptions,
there is a court-made test by which service
providers (carrier, stringer, etc.) can be consid-
ered independent contractors. This is the 20-fac-
tor test by which the IRS assesses the newspa-
per’s ability to control the service provider does

See CONTRACTOR, page 11

Court upholds newsrack ban

Mark R. Chellgren/Workers’
Compensation Advisory Council

Mark R. Chellgren, Associated
Press, filed a complaint with the
attorney general’s office question-
ing the legality of the decision of
the Council to adjourn into caucus-
es and meet separately as business
and labor interests.

Chellgren contended in his
complaint that this separation vio-
lated the letter and spirit of the
Open Meetings Act. He also noted
that the Council’s acting co-chair-
man, Morgan Bayless, responded
only orally to the complaint by
claiming the Council had complied
with the law.

The assistant attorney general
who drafted the opinion, Thomas
R. Emerson, determined the
Council had violated the Open
Mectings Act by failing to give a
timely written response to
Chellgren.

Emerson noted, however, that
in order to determine that the cau-
cus meetings of the Council were
an intentional act to avoid the
Open Meetings requirements, two
findings would have to be made.

“The first would be that this
practice has occurred on more than
one occasion as the statute contem-
plates a ‘series of less than quorum
meetings.” The second would be
that the purpose of holding such

gatherings is to avoid the require-
ments of the Open Meetings Act
and that these less than quorum
gatherings involve matters which
under the Open Meetings Act are
required to be discussed or acted
upon in an open and public forum.
We cannot make such definitive
findings as the letters of the com-
plaining party are nonspecific on
these issues and the public agency
has failed to provide anything
whatsoever,” the opinion read.

E.L. Gold, Kentucky New Era/
State Board of Elections

E.L. Gold, a reporter for The
Kentucky New Era, Hopkinsville,
asked the attorney general’s office
to determine if the State Board of
Elections acted within the scope of
the Open Records Act in response
to his request for information.

Gold requested voter registra-
tion rolls for Caldwell, Christian,
Todd and Trigg counties as a com-
puter file on a 31/2 inch high-den-
sity diskettes. He asked the Board
to waive any fee since the records
would be used for a non-commer-
cial purpose (i.e., news stories con-
cerning trends and patterns in
voter registration.)

The State Board of Elections
responded to Gold that they would
charge the usual non-commercial

See OPINIONS, page 11

in historic Boston district

In a case that was before the United States Court of Appeals for the
First Circuit for the second time, a ban of "street furniture” has been
held not to violate the right of free speech.

The Historic Beacon Hill Architectural Commission in Boston
banned all "street furniture," including newsracks, from the historic
area. A group of newspapers, led by the Boston Globe, challenged the
ordinance on First Amendment grounds. The United States District
Court for the District of Massachusetts agreed with the newspapers and
held the street furniture guideline to be unconstitutional.

The Court of Appeals, finding the ban to be constitutional, ruled
that the street furniture guideline was uniquely concerned with the
physical structure of housing the speech and was unrelated to the sup-
pression of ideas and that the guideline was, therefore, content neutral.

The court also found that the Commission has a significant interest
in preserving the District's historic character and that that interest
could not be met absent of street furniture guidelines.

The court further found that the guideline allowed alternate chan-
nels of communication because it did not ban all distribution through
newsracks. Newspapers could still be delivered to homes and purchased

See NEWSRACKS, page 11

Pagination error lawsuit dismissed

The Minnesota Supreme Court
has dismissed a lawsuit filed
against the Minneapolis Star
Tribune by a failed state senate
candidate.

John Derus lost a state senate
primary election in September
1995 by 104 votes. He charged that
a Star Tribune pagination error,
which resulted in his picture run-
ning next to an article on charity

fraud the morning of the election,
caused his defeat.

The Star Tribune apologized
for the mix-up and ran a correction
the next day.

Derus' suit charged that the
newspaper "intentionally, reckless-
ly or negligently” misrepresented
Derus to the public.

(Editor & Publisher Nov. 30,
1996)

4r




(AP) — Olympic swimming
great Amy Van Dyken has been
given an apology by a University
of Colorado chancellor for a CU
news release that attacked her
for cancelling a scheduled
appearance at a school banquet.

The harsh news release
attacked the winner of four
Olympic gold medals for backing
out of a commitment to serve as
honorary chairwoman of the CU
Health Sciences Center's annual
Winterfest Ball Jan. 25.

The news release from CU
spokeswoman Nan Flynn-Butler,
read:

“We wonder if this ‘Woman
Athlete of the Year’ should have
milk on her face in the new
advertising campaigns or, may

College apologizes for ‘insane’
press release about swimmer

ggest, EGG ON HER

Miller, who called the news
release “insane,”
apology by telephone from Dr.
Vincent Fulginiti, chancellor of’
the CU Health Sciences Center.

The school also distributed a
statement distancing itself from
Flynn-Butler's news release.

In a two-paragraph letter
sent to Van Dyken, Flynn-Butler
offered her “deepest and genuine
apologies for the unprofessional
press release I recently sent to
various local papers.”

“I'm very happy that the uni-
versity has recognized the mis-
take of one person,” said Miller.

received an

Opinions
Continued from page 10

rate of $4 per thousand records for
a total estimated fee of $202.93
plus postage and noted they had
the authority to charge a “reason-
able price” for precinct lists.

The State Board of Elections
also argued the attorney general’s
office had no jurisdiction to deter-
mine whether the fee charged for
precinct lists is excessive under the
Open Records Act.

The assistant attorney general
drafting the opinion, James M.

Ringo, determined the costs were
reasonable even though the actual
costs were $381.

“We have no reason to doubt
the Board’s calculations and con-
clude that they appear to demon-
strate that the charge represents a
“reasonable price” for reproducing
the requested records...,” Ringo
wrote in the opinion.

The attorney general’s office
was also asked to determine if the

State Board of Elections’ charge of

$25 for staff time was reasonable
and Ringo determined it was.

The attorney general’s office
disagreed with the Board, however,
in its belief that the attorney gen-
eral had no jurisdiction over its
charges.

Court rules bundle haulers
are newspaper employees

In a setback for independent
contractor status, the Wisconsin
Court of Appeals reversed the
lower court and ruled a newspa-
per's bundle haulers to be employ-
ees. The lower court had ruled
bundle haulers were exempt from
the unemployment statute under a
provision which exempts those
"selling or distributing newspapers
or magazines on the street or
house to house."

The Court of Appeals reversed,

stating the exemption did not
apply to bundle haulers and fur-
ther ruled the haulers to be
employees for the following rea-
sons:

* The bundle haulers do not
advertise their services.

* The bundle haulers have no
entrepreneurial risk.

e The bundle haulers are
financially dependent upon the
newspaper.

(December issue of LawLight)

Newsracks

Continued from page 10

from news vendors and retail out-
lets; furthermore the court seemed
swayed by the argument that
nowhere in the historic district
would a consumer be more than

1,000 feet from a source to pur-
chase a newspaper.

Finally, the court noted that
newsboys — who started hawking
newspapers in Boston around 1844
and would be an alternative con-
sistent with the purpose of the his-
toric district — could hawk at the
same site where a newsrack would
be banned

( December issue of LawLight)
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NAA appoints Weathersby
to public relations’ position

Ronald W. Weathersby has
been named the director of public
relations for the Newspaper
Association of America (NAA

Weathersby will serve as
NAA's kev media contact and
manage the public relations
department

He began his duties on Dec
16

He comes to NAA from the
Piney Woods Country Life School
in Mississippi where he was the
director of public relations

Prior to that he worked as a
public relations, marketing and
political consultant for a variety
of clients around the country
including The Democratic
National Committee

Contractor

Continued from page 10

his or her job. If an analysis of
those factors shows that the news-
paper lacks control over the way in
which the services are provided,
then that service provider is also
considered an independent con-
tractor rather than an employee.

Please bear in mind that the
statutory exemptions discussed
above apply only to federal income
tax, social security and federal
unemployment taxes.

There are many other situa-
tions in which the status of a ser-
vice provider as either an employee
or an independent contractor is
pertinent and not governed by the
above statutes. For example, state
worker’s compensation and unem-
ployment insurance statutes con-
tain their own definintion of
“employee” which govern whether
a newspaper carrier is considered
an independent contractor for pur-
poses of worker’s compensation or
unemployment insurance.

The Kentucky Worker's
Compensation Act contains a spe-
cific provision which requires
newspapers to provide worker’s
compensation coverage for newspa-
per carriers, deliverers or distribu-
tors. KRS 342.640 (5). The
Kentucky Court of Appeals has
also held that carriers are to be
covered by Workers’ Compensation

Hotline Attorneys
¢ Jon Fleischaker 502/562-7310
* Kim Greene 502/562-7386
 Bill Hollander 502/562-7318
* Deborah Patterson 502/562-7364
¢ Wyatt, Tarrant & Combs
switchboard 502-589-5235

Insurance. (Evansville Printing
Corp. v. Sugg), 817. SW. 2nd 455
(KY. APP. 1991,

In addition, although the
Kentucky Unemployment
Insurance Compensation Act does
not specifically address the status
of newspaper carriers, deliverers or
distributors, the Unemployment
Insurance Division has initiated an
effort to treat these carriers as
employees who would be elegible
for unemployment insurance when
their contracts terminate.

Right now, several Landmark-
affiliated newspapers are
embroiled in litigation with the
Unemployment Division on this
very issue. Under the Kentucky
common law test of independent
contractor status (which is sub-
stantially similar to the federal 20-
factor test) the carriers at issue in
this litigation certainly should be
considered independent contrac-
tors rather than employees. We
will keep you advised as this litiga-
tion progresses.

In the meantime, if you are
faced with this issue, please con-
tact the Press Association and/or
your hotline lawyers.

Deaths

Continued from page 2

Crider and Jennifer Lauffer.

Funeral arrangements were
held at the Jones-Preston Funeral
Home. Burial followed at the
Auxier family cemetery at Block
House Bottom.

Ellen Stallings

Ellen Stallings, 47, died Dec. 2
at University Medical Center in
Louisville. She was diagnosed with
a form of fibrosis several months
ago and was awaiting a bone mar-

row transplant.

Stalling < had worked at the
Kentucky Standard in Bardstown
for more than 22 years. A graduate
of St. Catharine Academy in
Springfield, she was a member of
St. Gregory Catholic Church.

Survivors include her husband,
Gary Wayne Stallings; a son, John
Thomas Stallings; a daughter,
Christina Jean Stallings; her
mother, Jean Wathen; two sisters,
Mrs. David (Cathy) Ritchie; and
Mrs. Mark (Maureen) Szymanski;
and several nieces and nephews

Funeral services were held on
Dec. 4 at St. Gregory's Catholic
Church. Burial was in St
Gregory's Cemetery
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People

Continued from page 2

Perry County Republic-Monitor, a
twice-weekly newspaper in
Perryville, Mo

Dietz, formerly the publisher of

the Linton Daily Citizen, a five-day
afternoon daily paper in Linton,
Ind.. took over the Herald's opera-
tion in mid November.

A veteran newspaper publish-
er, Dietz has published papers in
Nebraska, South Dakota and
Indiana.

Stidham promoted
to publisher at Corbin daily

Rochelle Stidham has been pro-
moted from general manager to
publisher of the Corbin Times-
Tribune

Stidham took over the reigns at
the paper last March and was pro-
moted in late Noy

mber to publisher.

According to a st in the Corbin
da Stidham takes the "team

ach to management and said
ifter her promotion was announced
that the emplovees of the paper
deserve to be pr 1 alongside her

Tolliver joins staft
at Mt. Sterling paper
&

L.isa Tolliver has joined the
staff of the Mt. Sterling Advocate
as a reporter

Tolliver worked at the newspa-
per as an intern during the sum-
mer. She returned to the paper as a
general assignment reporter
native of Bardstown, Tolliver grad-
uated from Western Kentucky
University in May with a degree in
print journalism

Mullins named interim
manager at BCl-ell Clllzen

Former advertising manager
Teresa Mullins was named interim
general manager of The Berea
Citizen in mid November after the
resignation of Mike French.

Mullins, a Berea native, joined
the newspaper's staff in 1991
French, who had been publisher
since 1993, opted to sell his stock in
the paper in order to pursue other
business interests.

Highfield named ad

rep at Newcastle

Jennifer Highfield has joined
the staff at the Henry County Local
as an advertising composition and
salesperson.

Highfield is a graduate of
Birmingham-Southern College
with a bachelor's degree in cross-
cultural studies. She previously
worked at the Birmingham
Museum of Art in development as
membership coordinator.

Danville daily receives
state media award

The Danville Advocate-
Messenger won the state Kentucky
Association of Health Care
Facilities media award.

The newspaper was nominated
by Friendship House-Fellowship
Home. The award is for coverage of
issues relating to senior citizens
and health 1ssues.

Crawford promoted
at News-Enterprise
Debbie Crawford, a nine-vear
veteran of The Elizabethtown
News-Enterprise, has been promot-
ed to advertising manager
Crawford 1s now responsible for
a 27-person department that
includes telemarketing sales, out-
side sales and graphic design ser-
vices. She has been team leader of
the outside sales team since early
1996

A native of Breckinridge

County, she joined the newspaper
has a graphic designer in 1987
after having worked for a weekly

vaper in her hometown. Six
ths later she moved to the
es staff and in 1994 she became

a senior account representative

Frazier to write for new
Floyd County publication

John Frazier has joined The
Floyd County Times as a reporter
for the newspaper's new publica-
tion "Time Out

Time Out” is a speciality pub-
lication that will feature stories on
outdoor recreation and leisure time
activities.

A native of Paintsville, Frazier
1s a graduate of Morehead State
University.

Coleman receives
Woman of the Year Award

Yvonne D. Coleman, editor and
director of public affairs for the
Louisville Defender, recently
received the 1996 Project One
Woman of the Year Award.

The award was presented by
the Rev. Dr. Kevin Cosby, past of
St. Stephen Baptist Church during
the Project One Program banquet
in Louisville.

Pyle joins office staff
at Corbin Times-Tribune
Natalie Pyle is the new accoun-
tant at the Corbin Times-Tribune.
Pyle, 24, is a graduate of Murray
State University, and a native of
Pembroke. She formerly worked for
an accounting firm in Hopkinsville.

New Era announces

editorial staff changes
The Kentucky New Era Corp.,

recently implemented several edi-
torial staff changes at the New Era
and the Fort Campbell Courier.

Ray Duckworth, who has
served as New Era sports editor
since 1993, has been promoted to a
supervis position on the staff of
the Courier. He was assistant
sports editor from 1985 to 1992. A
graduate of the University of
Tennessee, he's worked at papers
in North Carolina and Tennessee.

Joe Wilson, the assistant sports
editor at the New Era, has been
promoted to sports editor. A gradu-
ate of Austin Peay State
University, Wilson was named
assistant sports editor at the New
ira in 1994 and previously worked
at radio stations in Tennessee.

Joining Wilson on the sports
staff as an assistant is David
Blackburn, who had been working
as a news writer with the New Era.
Blackburn is a 1988 Murray State
University graduate with a degree
in journalism. He previously
worked at The Cadiz Record and
I'he Crittenden Press

LCNI to debut new
monthly magazine

A new monthly magazine for
car and truck enthusiasts being
launched by Landmark Community
Newspapers, Inc., will make its
debut in late February.

Free-lance writer and photogra-
phers are needed for the magazine
which will cover most of Kentucky
and Southern Indiana. It will be
entitled "Kentuckiana Show 'n Go.’

For more information or to pass
along 1deas or suggestions, contact
Stan McKinney at the Central
Kentucky News-Journal who will
serve as the magazine's editor or
Tim Ballard at either the Springfield
Sun or Lebanon Enterprise who will
serve as assistant editor.

McKinney accepts
adjunct teaching award

Stan McKinney, news editor at
the Central Kentucky News-Journal
and an adjunct faculty member of
Campbellsville University, was
awarded the university's Academic
Excellence in Teaching Award for
adjunct professors.

McKinney has taught in the
journalism program at the univer-
sity for 10 years and has been part
of Landmark Community
Newspapers, Inc. (LCNI) for 20
years. He previously worked at the
Sentinel News in Shelbyville. His
previous honors include
Landmark's Community Service
Award, which is a company-wide
award, and Campbellsville's
Citizen of the Year award.

Carder-Kerr to coordinate
single copy sales at E-town

Jonell Carder-Kerr has joined
the Newspaper Sales Team at the

Elizabethtown News-Enterprise as
single copy sales coordinator. She
has an associate degree in general
studies from Western Kentucky
University and plans to return to
school this year to pursue a bache-
lor's degree in marketing.

State Journal to be housed
in new Frankfort building

A groundbreaking ceremony for
The State Journal's new 19,100
square foot building, was held in
mid November. The newspaper will
vacate its downtown Frankfort
building where space has become
inadequate.

The new building will be locat-
ed at 1216 Wilkinson Blvd., adja-
cent to the post office.

Walker named to new

position with Kentucky

Publishing properties
Bill Walker has been named

circulation director for the follow-
proper-

ing Kentucky Publishing
ties: the West Kentucky
Livingston Ledger,
Yeoman, The Carlisle ity
News, The Ad Sheet and the
Paducah Business Journal.

Walker began his career in
1952 in the mail room of The Sun
Democrat (now Paducah Sun)
where he eventually was named
route supervisor and circulation
director. He also spent 11 years as
a supervisor and circulation man-
ager of The Courter-Journal and is
a former ad director for the West
Kentucky News.

Mitchell named editor

at Livingston Ledger

Debbie Mitchell, an 18-year
employee of The Livingston Ledger,
has been named editor of the
paper.

The announcement was made
by Greg LeNeave, general manager
of Kentucky Publishing, Inc., the
newspaper's parent company.

Mitchell has been office manag-
er of the paper since 1991.

Smith to head staff
at The News-Democrat

Steve Smith has been named
general manager of The News-
Democrat in Carrollton.

Smith was formerly an advertis-
ing sales representative for The
Madison Courier, Madison, Ind. He
has also served as a technical train-
ing specialists for PhotoImaging
North America, Inc., and as an assis-
tant general manager for Camera
Ready Copy, Inc., both in
Indianapolis, Ind.

His newspaper career includes a
stint as editor and publisher of Twin
City Journal-Reporter, Gas City, Ind.,
and as a staff writer for the Anderson
Daily Bulletin in Anderson, Ind.




Dow Jones’ Union to increase
organizing effort after merger
with Communication Workers

(AP) — Now that a union represcating 2,500 workers at Dow Jones &
Co. has joined with the giant Communications Workers of America, it
intends to expand efforts to organize unaffiliated workers at the financial
information conglomerate, union officials announced Jan. 3.

The Independent Association of Publishers’ Employees will be able to
draw on the resources c¢f the CWA, which has 600,000 members, they
said.

“We'll be discussing with the CWA a broad organizing strategy,” said
Paul Bigman, an IAPE organizer at its base here.

The IAPE will look beyond its traditional base to Dow Jones sub-
sidiaries that might require separate contracts, such as its Ottaway
Newspapers division, which comprises 19 dailies and 11 weeklies, he said

“There are pieces of Dow Jones that IAPE has not attempted to organize
because we didn't have the resources,” Bigman said.

IAPE members work for various Dow Jones entities, including The Wall
Street Journal, Barron's, Dow Jones Information News Service and
WBIS-TV in New York.

Dow Jones' main offices are in New York City and South Brunswick,
and are unionized. But major offices in Jersey City; Chicopee, Mass.; and
Toronto are not organized and they have about 1,150 potential members,
he said.

Some workers at the Jersey City office may be transferred to South
Brunswick in a year or so, when Dow Jones completes construction of new
offices there, Bigman said. The company has not said how many would
move, but they would be covered by IAPE in South Brunswick, he said.

Dow Jones spokesman Roger B. May said the Jersey City office would
remain the central office for Dow Jones' Telerate and wire services.

Bigman estimated that Dow Jones has about 60 non-union locations,
although the majority have just one or two potential union members.
About eight locations offer more than 20 possible members, he said.

IAPE has been in contract negotiations with Dow Jones for more than a
year. The existing contract expired Jan. 31, 1996, but has been extended
as bargaining continues.

Members throughout the United States and Canada voted three months
ago on the affiliation with CWA. The vote was finalized Jan. 2 with 985 in
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Newspaper advertising revenue
up 6% for first 3 quarters of 1996

The Newspaper Association of
America (NAA) in mid December
that total advertising expenditures
in newspapers for the first three
quarters of 1996 grew by 6.2% over
the same time period in 1995

Total advertising revenue grew
to $27 billion, up from billion
for the first three quarters of 1995
Classified advertising increased to
$10.6 billion, up 10.7%; retail sales
rose to $12.9 billion, up 1.7%;
National totals grew 10.6% to $3.5
billion.

“The continued steady growth
in advertising revenue reflects the
healthy nature of newspapers
across the country. Adve
continue to see newspapers as a
prime medium for reaching con-
sumers,” said John F. Sturm, NAA
president and CEO. “The double-
digit growth in classified advertis-
ing, which was supported by the
continued growth in employment
ads, signals the ongoing strength of

tisers

the nation's economy overall.”

Third quarter results showed
classified advertising revenue was
up 10.6%, retail grew by 3.3% and
national was up 18%. Classifieds
contributed $3.8 billion, retail
accounted for $4.4 billion and
national bought in $1.1 billion for a
third quarter total of $ 9.3 billion
A detailed chart outhining the
growth in expenditures for each
quarter in 1996 1s attached.

“With newsprint inventories
cycling to lower-cost papers, and
the further softening of newsprint
prices, insert volume is recovering.
This has contributed to the
improvement in national and retail
advertising,” said Miles Groves,
NAA chief economist. “The combi-
nation of a solid economy, the
Olympics and election advertising
also led to significant gains in
national advertising for the third
quarter.”

favor and 331 opposed. The affiliation takes effect Feb. 1.

TPA names new executive director

Robert DeBusk has been A native of Virginia, he was a
named executive director of the U.S. Army helicopter pilot in the
Tennessee Press Association. Vietnam War. DeBusk is a gradu-

DeBusk, who replaces Don ate of East Tennessee State
Campbell, was appointed by the University and has a master's

TPA Board of Directors on Nov. 22 degree from the University of

as the result of a nationwide Tennessee. He is the foimer execu-
search. He assumed his duties Dec. tive director of the Sevier County
Ly Economic Development Council.

Team

Continued from page 8

reporters and did whatever they
could to help.

Lowery and I selected the pho-
tos that would be used and
designed the front and jump pages.
The entire front page was devoted
to the fire with a six-column head-
line proclaiming: Heaven Hill
Burns.

An additional 2,500 copies of

the paper were ordered
Circulation Manager Laura
Calvert-Smith and employee Rita
Durbin with some help from
administration employees Kim
Hogan and Mary Hagan replen-
ished three times in some areas
during a 24-hour period.

Team work was at its finest at

The Kentucky Standard on Nov. 7.

The fire coverage impacted
every department in the building,
although it didn't have to. Many
people could have sat back and
watched as a few did all the work.
That's not what happened.

Everyone came together that
day to ensure that we produced the
best newspaper possible.

I feel proud to be a part of this
special team.

(Editor’s note: Hats off to the
staff of The Kentucky Standard!
The above example of team work
exemplifv the attitude and coopera-
tion necessary to handle major sto-
ries such as the Heaven Hill fire
These employees not only have the
satisfaction of having done an out
standing job, but of building a
comradery with their fellow work-
ers they'll never forget. Good job!)

| The KPA News Bureau is here for you.
Take advantage of having a reporter
for assignments in the Capital city.

Call News Bureau Director Lisa Carnahan
1-800-264-5721
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Thursday,
January 23

8 a.m. 1997 KPA Trade Show Booth Setup

10 a.m. KPA/KPS Board of Directors Meeting
11 am. 1397 KPA Trade show Exhibits Open
12 Noon KPA/KPS Board of Directors Lunch

1 p.m. to 4:30 p.m. Internet 101 Seminar
Separate Registration of $25
This four-hour seminar covers all the bases and experience
levels, from the novice to the expert, in developing and
maintaining a web site presence on the Internet.
Presented by David Carlson, director of Interactive Media Lab
at the University of Florida School of Journalism and
Mass Communications, Gainesville. Ron Dupont, Internet editor of
Sunline, the Internet division of the Sun Herald newspapers in
southwest Florida. Dupont is in charge of the editorial content
of Sunline’s many community sites. The Florida Press Club
awarded Sunline the first place for "Best Online Presentation,”

and
C/Net, the Computer Network, ranks Sunline in the Top Ten of all
local Internet service providers in the country
The session begins with a basic discussion about the Internet,
answering the questions "What is the Internet?” and "Why is it
important for newspapers?” and will wrap up with a detailed
presentation of what it takes to go online, including equipment
and staffing needs.
The seminar also includes a viewing of Kentucky newspapers
already online as well as other newspapers and news sources
Kentucky newspapers participating in a discussion of their web
site include Tom Caywood, marketing director and David Reed,
administrative editor for the Lexington Herald-Leader's online
project, Kentucky Connect: David Greer, editor, and Kathy
Helm. marketing director, of the Elizabethtown News Enterprise:
and Matt Stahl, Maysville Ledger Independent. This panel
session also includes a frank discussion each newspaper's
experiences. including the pitfalls they encountered.

5 p.m.- 6 p.m. Education Reform in Kentucky
Kentucky Education Commissioner William Cody discusses KERA
and other issues related to Kentucky's education reform efforts.
This session also includes a question and answer session
with newspaper reporters

5 p.m. to 6 p.m. State Newspaper Readership Survey Results
(For Editorial, Business and Advertising Staffs)
Preston Research of Lexington annually conducts a readership
study for the Kentucky Press Association. In most years,
the study has centered on shopping habits and the importance of
advertising to Kentucky consumers. The 1996 study, completed
this fall, studied advertising importance and focused on news
content, including what types of news Kentucky readers prefer.
And to add spice, Preston Research asked Kentucky newspaper
readers, "If you were editor of your local newspaper, what
types of news and information would you increase for readers?"
as well as what types of news they would reduce or eliminate.
The study also addresses the increased use of online services
and the thought that Americans are starting to get more of
their news electronically. Find out what Kentucky readers say
about these and other issues, including whether or not their
local newspaper has improved. remained the same, or gotten
worse
in the past year

6 p.m. to 7 p.m. KPA Convention Opening . _e¢ption

DINNER ON YOUR OWN (if you still have room!)

Friday,

January 24

8 am. to 9 a.m. KPA Business Breakfast
Election of Officers for 1997 presentation of the 1996 KPA and
KPS financial reports; presentation of the 1997 KPA and KPS
budgets

9 a.m. to 11:30 a.m. KPA General Session - Terrorism and the

Media
Speaker: Jon Hansen, Assistant Fire Chief. Oklahoma City
Jon Hansen handled all media relations during the tragic

Convention Schedule

Thursday,
Jan. 23

Oklahoma City federal building bombing in 1995. He has
become one of the most sought-after speakers in

the nation, based on his experience with terrorism during
the Oklahoma City incident. Jon Hansen brings the story of
the Oklahoma City bombing and his experiences with the
media to Kentucky for this special presentation.

KPA College Student Seminar
Job Fair and Registration - Students are invited to bring
resumes to share with Kentucky newspapers

9a.m.

9:30 a.m. KPA College Student Seminar |
Getting Ready for the Interview and the First Job
Merv Aubespin, Louisville Courier-Journal; Tom Caudill,
Lexington Herald-Leader; and Max Heath, Landmark
Community Newspapers, Shelbyville, prepare students
for the interview, discuss the job market and what it takes
to get a job in today's Kentucky newspaper industry.

10 a.m. to 5 p.m. KPA Circulation Seminar
"Reclassification, Delivery, Software and Anything Else
You Want to Discuss"
Several U.S. Postal Service officials from Kentucky headquarters
will be on hand to discuss reclassification, delivery, and answer
your questions and address any problems. Meet the people
who can help with whatever problems you're having getting
your newspaper from the office to the customer.
Postal officials scheduled to address the Circulation
Division and answer questions include Mary Seaton-Rebinson,
Supervisor, Bulk Mail Acceptance Center; Connie Russ, Account
Representative; Tom Amshoff, Manager, Postal Busin

SS
Center; and Ron Miller, Manager, Customer Service Support.

10:45 to Noon KPA College Student Seminar
A Baste Primer in Ethics
David Hawpe, editor, Louisville Courier-Journal

KPA Changing of the Guard Luncheon
Presentation of the Edwards M. Templin Award and the

Noon

Russ Metz Memorial Most Valuable Member Award i

1:30 p.m. to 3:15 p.m. KPA Breakout Sessions

1:30 p.m. to 3:15 p.m. KPA News Editorial Division
Jim Stasiowski, Writing Coach
"The Average Story” .
You've read his columns in The Kentucky Press, now meet
and hear one of the nation's top writing coaches. From
inexperienced reporters to editors of large dailies,
Jim Stasiowski can relate to all editorial staff members.
In this seminar, Jim shows writers how easy it is to fall into
the trap of writing mediocre, acceptable stories and then the
techniques to take the average story into something
much bettér.

1:30 p.m. to 5:15 p.m. KPA Advertising Division
"Three Dimensional Selling”
The Ultimate Consultative Approach to Advertising Sales
Joe Bonura returns to the Kentucky Press Association
Winter Convention. He first addressed a KPA meeting in 1995
and advertising directors and sales representatives asked him
to come back. At the age of 20, Joe envisioned opening an
ad agency by the time he was 30. At 29, he established
Bon Advertising in Louisville, and it grew to Kentucky's
second largest advertising agency. After 25 years in the ad
business, Joe sold the agency and started his own speaking
and consulting company, traveling the nation to talk with
newspaper advertising staff members about selling.
Joe's afternoon with the KPA Advertising Division includes:
* STOP selling one-time ads and START negotiating more
long-term profitable ad campaigns
* Design a strategic marketing plan for individual customers
* Develop lasting relationships with your advertisers where
they buy again and again
* Position yourself as a media consultant and problem solver
* Design a sales presentation based on the benefits

See SCHEDULE, page 15
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Soybean-based ink used by major papers in Asia

(AP) —

Soybean-based ink is making its mark in Asia.

The two largest daily newspapers in South Korea are now using soy ink,
a major newspaper in Japan is testing the ink and one of Taiwan's largest
newspaper publishers is studying the product, according to the National
Soy Ink Information Center in West Des Moines.

“We're extremely pleased that our efforts to develop new markets for soy
ink are paying off,” said Jo Patterson, coordinator of the information center.
“This potential new market for soy ink could substantially increase the
demand for Iowa and U.S. soybean producers.”

Towa is the nation's biggest soybean producer. The lowa Soybean
Association and the Iowa Soybean Promotion Board helped create the
National Soy Ink Information Center to help tap new markets for the prod-
uct. The nation's soybean farmers pay for the center's operations.

Supporters say the ink made from soybean oil is more environmentally
friendly than petroleum-based ink. They say it also produces more vivid col-
ors and is less likely to rub off on newspaper readers' hands.

Soybean-based ink is widely used by newspapers in the United States but

is still making inroads overseas.
“There is tremendous opportunity for market growth,” Patterson said.
The increased use in Asia came after the American Soybean /
held three seminars in Asia a year ago. South Korea's largest daily newspa-
per now uses 1,000 metric tons of soy ink annually.

sociation

“These Korean newspapers are very influential, and they have been
putting the pressure on other newspapers to use the high-quality, environ-
mentally friendlier soy ink,” Patterson said

In Japan, the Kobe newspaper, which prints 1 million copies daily, is test-
ing soy ink. One of the largest newspaper publishing companies in Taiwan,
Yuen Foong Yu, has started a study of soy ink, according to Patterson's

group
Patterson said that although the United States remains the main market
for soy ink, it is getting attention around the world
“There has been some use in Europe as well as Australia,”
“Things are really taking off.”

he said.

Shelbyville paper sponsors
reading project for children

About 850 children in Shelby
County received books for
Christmas thanks to a project
sponsored by Shelbyville Sentinel-
News and the Shelby County
Public Library.

The project, entitled "Reading
Reindeer," solicits new books or
money to buy books for underprivi-
leged children in the area. The
children are enrolled through the
Multi-Purpose Community Action
Agency where single parents seek
help to survive with one or more
children. Reading Reindeer visits
the homes, regardless of the age of
the children.

Several teachers in the county

also turned in names of children
who they felt would never have the
opportunity to own a book of their
own. Members of the Shelby
Retired Teachers Association
helped wrap the books. Editor
Duanne Puckett said the retired
teachers' enthusiasm typifies that
of the community.

“This is such a worthwhile pro-
ject and people give wholehearted-
ly because they know the benefits
that books can bring to someone's
life,” Puckett said. “Books keep on
giving because books often last a
lifetime — if not the actual book,
the story, which is just as impor-
tant.”

Participate
in KPA's

Example:

als who p

Share the wealith...
of experience

The News-Enterprise, Elizabethtown, began a program last
i fall in which members of the Newspaper Sales Team deliver |
Congratulatlons Packages The pgckages are delivered to individu-

g anniversary, birth, job promo-

tion or retirement. The packages consist of a News-Enterprise coffee
mug filled with a package of gourmet coffee, a News-Enterprise pen
and a laminated copy of the announcement with a congratulatory
message on the back. Since the program was initiated, 58 packages

have been delivered.

Have you got a good idea? Share it
with your fellow newspaper worlkers.
Submit your ideas by fax, mail
or CommonNet©
Fax: 1-502-875-2624

Mail: KPA, 101 C

Lane, Frankf

t, Ky. 40601

Attn: Lisa Carnahan

Schedule

Continued from page 14

* Apply the five empowering principles behind every
successful salesperson

1:30 p.m. to 3:30 p.m. KPA Associates Division
Terrorism
Moderated by Ed Staats, Associated Press Kentucky
A panel discussion on terrorism featuring Jon Hansen, Oklahoma
City Fire Department; Mark Marchese, Public Relations Director
for the World Trade Center and Tommy Preston, of the
Preston Group. Jon Hansen handled media relations
during the Oklahoma City federal building bombing in 1995.
Marchese was in the World Trade Center when that building
was bombed by terrorists, handling public relations for the
facility. Tommy Preston has become one of the nation's foremost
authorities on terroristic activities.

1:30 to 2:30 p.m. KPA College Student Seminar
"Job Titles Aren’t Everything"”
It may not sound like the most exciting job in the newspaper
business but with experience in copy editing, the future is bright.
Find out what makes "the Copy Editor" one of the most
needed jobs in Kentucky newspapers today.

2:45to 4 p.m. KPA College Student Seminar
"Community Journalism”
If it's happened in the newspaper business, it's probably
happened to Larry Craig. The former publisher and editor of the
Green River Republican in Butler County brings wit and
experience to talk about his love for community journalism
and the times of he had r a weekly paper.
He'll show college students that there's more to a newspaper
career than thinking big. Some of the best times of that career
can be found in working in weekly newspapers.

to 5 p.m. KPA News Editorial Seminar

Jim Stasiowski, Writing Coach

“I'm Outta Here"

The name connotes speed and that's the point! Jim shows
writers and editors how to organize a story so that it's written
more tightly, thus speeding the reader on to other stories.

3 p.m.

. to 5 p.m. KPA College Student Seminar
Wrap up the day's activities with Merv Aubespin and Tom
Caudill putting a career in newspapers in perspective.

4 p.m,

6 p.m. KPA Awards Reception

7:15 p.m. to 9:30 p.m. KPA Awards Banquet
Presentation of the 1996 Kentucky Press Association
Fall News Contest Awards

9:30 p.m. Convention Adjourns
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New KPA Associate Member

Staff members of The County Chronicle, Berea, include, seated, John
Butwell, editor and publisher, standing, (left to right), Alice Ryan, office
manager, Deena Jones, sales representative, Connie Esh, business manag-
er, Chris Anglin, sales representative, Beth Myers, staff writer.

The County Chronicle

The County Chronicle,
Berea, is one of the new KPA
Associate Member Newspapers.

The first issue of the
weekly paper hit the streets
in mid July of last year.

According to editor and
publisher John Butwell, the
newspaper has a circulation
nearing 2,000 in Madison
and Jackson counties.

The County Chronicle,
published by Chronicle
Publishing, IncH on
Thursdays, is usually 20
| pages per week with B1 serv-
| ing as a front page for
Jackson County readers. All
| shareholders are Berea resi-
dents, according to Butwell

Subscriptions are $18 per
year in Madison, Jackson,
Rockcastle and Garrard coun-
ties and $36 elsewhere in the
U.S.

Good advice: If you’re in the market
to sell, make sure ad rates are correct

By Jim Hicks

If you are a typical owner of a community newspa-
per or shopper, chances are you'll be in a first time situ-
ation when you start thinking about the sale of your
property.

Often as not, the sale will be connected to retire-
ment or another business opportunity which will allow
you to leverage up into something of greater size.

Suddenly you'll find a wide variety of things to con-
sider. In that long list will be a question about your
advertising rates. Are they too low? What'’s right for my
publication?

This is one of the areas smart buyers will examine,
and the bottom line doesn’t always tell the story about
advertising rates. That lact figure on the P&L state-
ment is a good indicator, but may not reveal some
important information.

There is a good and simple test to check your rates.
Generally it goes like this:

1. Add up the total number of pages your publica-
tion produced in the last fiscal year. Be sure to include
special projects such as tourist publications and special
sections. Remember to compensate for tab pages if you
are a standard size publication.

2. Now examine your costs of production. These
must include printing, postage, and/or distribution
costs, labor and other operating expenses.

Make sure you include a reasonable salary f-r, vour-
self and any other family members actively participat-
ing in the production of your publication.

Look over these expenses carefully. Are there some
costs not related to the direct production of the publica-
tion? Some of these may be pulled out as “owner draw”
before taxes are done.

3. Now divide the total dollar figure by the total
number of pages you've produced. You are looking at
your per page costs of producing the publication during
the last fiscal year.

4. Next, if you are operating under a second class
postal permit, you need to run through your postal
reports and determine an average percentage of adver-

This is one of the areas smart buyers will
examine, and the bottom line doesn’t always tell
the story about advertising rates.

Jim Hicks
Bolitho-Cribb & Associates

tising content. This average should include adjustment
for inserts carried in the paper.

5. Divide your per-page production costs (step 3) by
the advertising percentage (ex. $250 per page produc-

tion costs / 45 percent = $555.55). That is the amount of

income needed for a page of advertising. If you are a
shopper, your advertising is 100 percent or very close to
it.

6. Divide the total you obtained in step five by the
number of column inches on a page in your paper, (ex
$555.55/126 col. inches =$4.41). Now you are looking at
a column inch rate which should be a “break even” rate.

7. Of course, no publisher is satisfied with “break
even.” So here is the final step. if you believe a 20
percent margin is good for your situation, simply
divide that “break even” rate by 80 percent. That
would be $4.41/.80=$5.51. That should be the average
of your advertising rates including volume discounts
to produce that 20 percent real bottom line profit
margin: #

Often publishers will find they are making a fair
margin with existing rates, but have buried it with
“extraordinary expenses” not directly related to the pro-
duction of the product.

When you think about selling, all this has to be
sorted out clearly for a prospective buyer.

A good rule of thumb if you are considering selling
in the next year or two is to clearly show all your
income and keep any non-business related expenses out
of the arena.

(Reprinted from the Iowa Press Association Bulletin.
Jim Hicks is an associate of Bolitho-Cribb & Associates
and can be reached at (307) 684-9407.)

Survey

Continued from page 1

tively.

Sports editors or enthusiasts
may be surprised at the weak fin-
ish that section ranked. Only 47
percent of those surveyed read it
all or most of the time for a finish
that was below the classifieds and
TV listings at 52 and 49 percent
respectively.

The clear majority of those sur-
veyed, 60 percent, felt the newspa-
per is just as important as it ever
was and 12 percent viewed it more
important than ever before in
terms of providing them with news
and information. But 21 percent
said the local paper is not nearly as
important as it was five years ago
and five percent said it had no
importance at all.

As for the quality of newspa-
pers overall, the percentage of
respondents answering "ironroved”
outweighed the percentage
responding "got worse" by almost a
2-to-1 margin. But again, there are
some problems that need to be
explored.

One-fifth of the entire base
said that the paper had stayed the
same with a negative connotation,
or had gotten worse in the past 12
months. There is general agree-
ment on that position for both daily
and weekly readers; frequent and
infrequent readers. How to
improve the look of the paper may
include more frequent use of pic-
tures and increased use of local
news.

Almost 30 percent of those sur-
veyed said if they were editor of
their newspaper, they would
increase the amount of local news.
Another 6 percent would increase
world news; 4 percent would
increase sports coverage. However, 8
percent said they would decrease the
amount of sports covered by the
paper.

Weekly newspapers fared well
in terms of readership regularity
with 84 percent saying they read a
weekly newspaper two or three
times per month. And 54 percent of
respondents said they kept their
weekly newspaper around the
house for three or more days.

In the daily category, 88 per-
cent surveyed said they read a
daily newspaper at least one or two
times a week.

Newspapers remain the best
source of reaching customers for var-
ious businesses. As has been the
case in previous years, newspaper —
specifically with coupons — contin-
ues to be a motivation to purchase.

While only 11 percent of those
surveyed said they had been moti-
vated to purchase something from
television advertising, 61 percent
said they had purchased something
as the result of a newspaper
coupon.

The survey has a maximum
margin of sampling error of 3.4
percentage points.




