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The Kentucky Press Association recognizes
the fundamental importance of the implied
trust imposed on papers and di ti
of public information. It stands for truth, fair-
1655, accuracy, and decency in the presentation
of news, as set forth in the Canons of Journal-
ism. It advocates strict ethical standards in its
ulvertising column. It opposes the publication
of propaganda under the guise of news. It af-
firms the obligation of a newspaper to frank,
honest and fearless editorial expressions. It re-
Snects equality of opinion and the right of every
individual to participation in the Constitutional
glarantee of Freedom of the Press. It believes
i the newspaper as q vital medium for civic,
eonomic, social, and cultural community de-
telopment and progress.
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+ As We See It +

Two Changes In FLSA
Will Affect Newspapers

Two major changes affecting newspapers
become effective on Sept. 3, 1963. They
are: (1) Those covered by the Fair Labor
Standards Act must be paid not less than
$1.25 an hour, instead of the present $1.15
minmum; (2) Those defined as “Execu-
tives” or “Administrative employees” must
be paid not less than $100 a week to retain
their exemption from maximum hour and
overtime provisions of the law.

The latter provision relating to “white
collar” salaries is tentative but unlikely to be
changed and employers should assume that
the higher minimums will take effect Sept.
3, although some delay is possible. Other
tests to meet the “white collar” exemption
remain unchanged. Both “Executives” and
“Administrative employees” must spend
less than 20% of their time performing
non-exempt work, must customarily and
regularly exercise discretionary power. “Exe-
cutives” must have management as a primary
duty, must direct the work of two or more
employees, and must have authority to
hire, fire, or promote.

The provision affecting the “Under-4,000
Exemption” remains unchanged. It applies
to “any employee employed in connection
with the publication of any weekly, semi-
weekly, or daily newspaper with a circulation
of less than 4,000 the major part of which
circulation is within the county where
printed and published or counties con-
tiguous thereto.”

An official interpretation of the under-
4,000 exemption, made by the ‘Wage-Hour
Administrator, allows employees of ‘“‘shop-
pers” to qualify under this exemption, as
well as though employed by daily legal
papers: “A daily publication containing
news of local courts, legal notices, and other
matters pertaining to court proceedings and
advertisements would qualify as a ‘news-
paper. So would a publication, usually re-
ferred to as a shopping news or guide, if it
contains some news even though small in
amount, in addition to some advertising
copy.”

Also the Administrator has ruled that to
be exempt, a mnewspaper must be both
printed and published in the same county.
In the case of a company publishing more
than one paper, each paper can be counted’
separately in meeting the under-4,000 cir-
culation test.

A 1962 ruling spells out enforcement
policy with respect to employees of under-
4,000 papers who are also engaged in job
printing work. The ruling is that “such an
employee is within the exemption even
though he is also engaged in job printing
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What Is A Newspaper’s Value?
Fquipment $? Circulation $? Profit $?

With the newspaper properties today be-
ing bought and sold in a premium market,
both the buyers and sellers are up against
a real proglem in arriving at a compatible
piice before the deal can be closed, states
the Kansas Publisher.

How can you determine the value of a
newspaper? As difficult as it is to place an
abyolutely accurate value on a good news-
paper in any field today, and with the fact
pretty well established that the buyer is go-
ing to pay more than he thinks the prop-
erty is worth, there is one especially heart-
ening point of departure.

An established newspaper usually has an
cconomic standing better than any strictly
local enterprise in the community. The
weekly or semi-weekly holds its own with
other local enterprises, and seven times out
of ten, the daily newspaper is the best
strictly local earning proposition in the
town.

One outstanding newspaper brokerage,
vith over 30 years’ experience, states that
10 established newspaper that has been
ltraded at what seems like an elevated figure
i the last ten years has failed to make its
Pyments and show a profit. This fact
sms to be based on the idea that a good
newspaper, properly edited and well inte-
guted, reaches up to a level is usually ex-
piessed within its proper geographic limits,
and circulation is the payoft of good will.

In the face of today’s high cost of for-
il for appraising a newspaper’s equip-
et and real estates, the oldest worth has
E;Eﬂl discarded, Figuring value based on

Wation at the rate of $10 per proven
unit leaves oyt too much.
mg}’: I?e]\ls day of supply and demand when
iimes itsspeﬂpe{ may be worth five to seven
B e ammgs' before taxes and after
b I are figured, another old for-

g gmys mcome—has to be abandoned.
@faloo;v}t]}?ss the yardstick? There are sev-
i ﬂ:n; some simple anq some com-
meessi(;nala are‘.currently being used by
My to-4, 3£ll?falsers and brokers. Spme
Some g 1, ceklies, some to small dailies,

ge dailies, anq none can be used

Wit R
di,hout taking into consideration each in-
Vidyg] Situation,

mCe, eas

e 1 Y Way to evaluate any news

il ke it camnings, after taxes, and
Vot - This method ‘is merely

bage
ed on the s
llnvestm the idea that 5 good newspaper

N Cnt g oul'd Day for itself in 8 years.
ly class (2,500 to 20,000
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circulation), if a newspaper pays itself out
in 10 years, it’s considered a mighty good
investment; if 1215 years, still a decent
venture. If it takes 15 years it would be
classed as marginal and if more than 15
years would be required to get back the
investment, it’s probably valued dangerously
high.

This method of evaluation is considered
the safest, by all odds. Since it’s difficult
for a seller to get a buyer to readily agree
to trade at 8 times earnings after taxes,
negotiations usually proceed until some
figure acceptable to both is arrived at.

Another plan is based on the net worth
of the newspaper. Take the net worth of
the operation, including all of the assets.
Then, before taxes and after the question of
depreciation has been considered, add to
the net worth three times the amount of
carning of the previous year.

Still another formula, called the “4 yard-
sticks” has been devised as the result of a
survey of representative small daily news-
papers, both with and without commercial
printing departments. (Commercial depart-
ments don’t seem to have much effect on
grosses and nets unless they far outweigh
the newspaper itself.)

The “4 yardsticks” following are designed
to apply only to small dailies and do not
mean very much singly:

Take the past year’s gross volume and
add 2 percent.

Multiply the urban population of the
town by $17 a head (to be exact, $16.85).
This is the ratio of selling price to popula-
tion.

Multiply circulation by $30 (average in-
dex was $29.88) per unit,

Take annual net profit (clear investment
net is annual profit after all taxes, salaries,
and depreciation) and multiply it by 8.
(This is based on payout time.)

After a value is set down for each of these
“4 yardsticks,” they are added and then
divided by 4. The result should come very
close to the average normal value of any
daily of the 2,500 to 20,000 class. There
will be other pluses and minuses peculiar

to each field as compared with “normal.”
They can be added up and balanced out—
then added or deducted from the basic
“average and normal” value. obtained from
the 4 yardsticks.

1. Value of equipment, plus gross in-
come for the year.

2. Value of equipment,  plus:$10" per
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paid-up subscriber.

4. Invested capital, plus twice annual
profit.

5. Seven times net earnings.

6. Gross income for average year.

7. Real estate, plus gross income for
year.

No matter what formula is used, once
the basic figure is pinned down tight, many
other contributing factors have to be con-
sidered seriously. These points are the ones
most often entering the transaction:

1. Competition. Is it a one-paper or a
two-paper town? Is there a strong weekly in
the area? Radio and TV competition bleed-
ing advertising?

2. Opportunity. Is the community grow-
ing or losing population? Is circulation up
to 56 per cent of the population reachable
by city carriers?

3. Equipment. Does a broken down
press mean the investment of $75,000 with-
In a year or so for newer and faster equip-
ment?

4. Vigor of the field. Is the town on its
toes, aggressive commercially, with good
civic organizations? Or is it backward, stag-
nant? Do the stores pull trade? Are muni-
cipal facilities good? Is the general econ-
omy of the area steady or boom? Is there a
dangerously low-income group in the area?

5. Economy and finances. How many
local dealerships supported by national ad-
vertising? Is classified fully developed? Is
the area high or lowcost labor, Union or
unorganized? Does bank deposit-population
ratio meet the average—$1,320? What have
been the newspaper’s highest and lowest
carnings for the past five years? How often
has the property changed hands in the past
5 to 10 years? Unless a new owner stays
long enough to establish an upward trend,

value usually drops with each sale.

Out of all these formulas and contributing
factors comes the appraiser’s price; but,
overhanging the price is supply and de-
mand. The experts point out that it is
impossible to approach the valuation of any
particular property with any set pattern.
Each valuation, large or small, is an individ-
ual situation. In the final analysis, a lot of
plain good sense has to be added in arriving
at the worth of newspaper property, whether
you’re buying or selling.

=@

Production -costs threaten press freedom
more than government restrictions and man-
agement of news, claims Robert Bunnelle,
president of the North Carolina Press As-
sociation. “If newspaper production costs
rise disportionately to revenue, newspapers
will go out of business. Or, if they don’t go
out of business, they will lose their vigor
and their voice,” Bunnelle said.
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Trade Association Membership
A ‘Must’ For Modern Business

(Editor’s Note: This article on association
membership, a “must” for the modem
business organization, written by George J.

Jaffe, was excerpted from The Elks Maga-
zine, and is respectfully dedicated to the few
state newspapers who will not join their
fellow publishers in association activities,
cither by membership or by participation.
They seemingly do not believe in working
for a common good, by participation or
financial aid thru dues, but are content “to
let George do it,” thereby gaining by the
efforts of others who believe in association
services. )

Would you consider a thousand dollars’
worth of advice and know-how for every
dollar invested a good investment? If you're
a dues-paying member in one of the nation’s
13,000 trade associations, you may be get-
ting this kind of value. If youre not, you
should be; in no other way can the business-
man—especially the so-called “small” busi-
nessman—get so much direct help from so
many of the brainiest experts in his particu-
lar field.

Through association membership, the
businessman can expect help in solving man-
agement problems, product, distribution
and service-technique problems and innum-
erable peculiar-to-your-own-business prob-
lems. For this reason the trade association
has become as vital to a well-tun business
operation as the services of an accountant,
lawyer, banker or insurance consultant.

As early as 1920 Herbert Hoover said:
“Trade associations are the safeguards of
small business and thus prevent the extinc-
tion of competition. With wisdom and de-
votion, their voluntary forces can accomplish
more than any spread of the hand of gov-
ernment.” Providing that today’s business-
men share Mr. Hoover’s sentiment is the
fact that of the nation’s 4.7 million business
firms, abount 3.8 million, or 80%, belong
to at least one trade association.

But simply belonging is hardly enough;
getting the most out of association mem-
bership is what really counts. If the associa-
tion tailors its programs to the needs of all
its members, its service can be invaluable.

Services rendered by the nation’s trade
associations are remarkably diverse and nu-
merous, but generally involve:

(1) functioning as the nation’s center of
information on their particular industry;

(2) keeping in close touch with all re-
lated industries;

(3) issuing periodic bulletins on busi-
ness trends, legislation affecting their field,
trade statistics, labor relations and various
other specialized subjects;

(4) preparing booklets and annual data;

(5) arranging conferences for members
on current industry problems, and

(6) handling the government relations of
their industry.

Collecting facts and figures is a major
occupation of trade associations and, quick
to realize the value of research, trade groups
spent over $28 million on research activi-
ties in 1961.

Promotions such as trade shows help
both consumer and intra-industry relations.
About 3,500 annual shows attract an esti-
mated five million persons, and provide a
fine showcase for introducing new products
and improvements.

A group’s annual convention is another
arena for discussing mew advances. Con-
ventions today are serious gatherings under-
taken to disseminate news and mutual bet-
terment, and have proved to be time well
spent.

A prominent public relations counsel
says: “Conventions give the businessman
the chance to get out of the groove for a
few days and to hear what his competitors
are doing. All kinds of individual business
operating problems are solved during con-
ventions.”

To serve customers better and stimulate
their interest, associations have gone all out
to educate the public as well as their mem-
bers. Educational programs take various
forms, including clinics, motion pictures,
formal courses of instruction, books and
pamphlets. Associations often help young
people to select their careers and work with
schools to attract outstanding people in
their industries.

In their efforts to keep members well in-
formed, association publications often in-
clude a monthly journal containing articles,
reports and court decisions, weekly infor-
mation bulletins, “emergency”’ bulletins, _
and a steady flow of reprinted material cul-
led from writings and activities of member
companies.

Probably one of the strongest arguments
for joining an association is the need these
days to be kept alerted to an administration’s
policies toward business. Call it “lobbying”
or “government relations” if you will, there’s
no skirting the fact that this function is
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In Memoriam...

Jerry Ringo

Jemry Ringo, editor-publisher of the Ken-
tucky Mountain Journal, Frenchburg, died
July 28 in a Lexington hosplt(ﬂ after being
stricken with a blood complication. He had
previously had a heart condition.

Ringo founded his weekly newspaper as
the Menifee County News while he was
still a student at the UK School of Journal-
ism. He was graduated from the University
in1958. He changed the name of the paper
to the Mountain Journal last year.

His paper won several awards including a
fiit prize in a national editorial-writing
contest. In 1961 he was one of five nomi-
nees for the Elijah Parrish Lovejoy award
for courage in journalism. The Interna-
tional Conference of Weekly Newspaper
Editors cited him for education and safety
work. It mentioned him for criticizing his
Comnty School Board after the board re-
fused to allow Parent-Teacher groups to
meet in the public schools.

An able speaker, Ringo won the state-
vide FFA speaking contest in 1953. Other
avards which followed were the National
Forensic  League extemporaneous-speaking
ompetition in 1954, championships of the
American and the state and national Farm
Bureau “Talk Meet” in 1955. In 1958 he
was chosen to be an FFA representative in
the State Department’s educational ex-
C]}'«mgc program in Japan and the Philip-
pines.

He had also been active in state political
Gmpaigns and was the youngest delegate to

dttend the National Democratic Convention
n 1956,

s e

Edgar . Arnold, Sr.

L Anold St 68, editor and co
Dublisher of the Madisonville Messenger
ad a pionee Kentucky news executive,
died at his home August 8. He had not
een ],

bc?n "ﬁtler‘dn newspaperman, Arnold had
t‘ditor“ih the Messenger since 1919. His
)eﬂtuljks, have bqen quoted widely both in
i ¥ and nationally. Before joining the
the Tﬂger, 1161 had previously worked for
& ampa (Fla,) Tribune and the Hen-

N Gleaner,

AII]O]d 1
o Was active in many civi
Ie]]gmus y vic and

L ’PIO)Ccts in Madisonville. He was
Iy of tl?e Chamber of Commerce and
r\merigzg 'ictl\_r'e in the Ki\\vapis, Elks, and
¥ namedeg]-ll('m' “Thc I\“Iac_hsonvi]]e Lions
¥ in 1a M “outstanding man of the
6. He also was 2 collector of
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Civil War firearms and books of the period.
A native of Farlington, he attended Tran-
sylvania College before serving with the
military in World War 1. He was a mem-
ber of the Bethlehem Christian Church,
As a final tribute to Arnold, Emest Clay-
tor, city editor for the Messenger wrote:

Fighteen years and seven months ago,
the first paragraph of Page One editorial
in THE MESSENGER stated:

“With full knowledge of the facts than
an omniscient Maker disposes the ways of
man as He wills, and that mere human can-
not fathom, often, the summons which take,
from time to time, our associates and our
friends from our midst, it is with no intent
to murmur—only to wonder, if you will—
why the Grim Reaper often, to our human
view, reaps too soon.”

So wrote Edgar Arnold on January 8,
1945, of his business associate and friend,
Woodson Browning, who had fallen victim
of a heart seizure. Nineteen years prior to
that date, Edgar Amold had written of the
passing of Judge C. C. Givens. Thus, had
he written of two fellow newsmen who had
seen the birth of THE MESSENGER as a
daily newspaper in this community.

So, today, comes a feeble attempt to
write an editorial about a mewspaperman,
who was a newspaperman in all respects,
by a newspaperman who had nothing but
high regard for his unflinching devotion to
his work—that of bringing the news to the
people of this community. It was as simple
as that. For Edgar Amold died yesterday
in his home, the last of the trio of dedi-
cated newsmen who saw this newspaper
come into being.

On the editorial page of this paper there
is a quotation each day that fitted Edgar
Arnold. Quote: “Without or with offense
to friends or foes I sketch your world ex-
actly as it goes”—Byron.

As did Woodson Browning, and C. C.
Givens before him, Edgar Arnold worked
untiringly at his job. For years he fought,
through his editorial and news columns, the
battles of this town and this county, more
than once alone. As most everyone in the
eyes of the public, newspapermen make ene-
mies. Edgar Arnold was no exception. He
fought hard for his beliefs and if it meant
steeping on somebody’s toes, then the toes
got stepped on. Even his enemies admired
his devotion to the task ahead.

As Edgar Amold wrote of his associate
Woodson Browning ecighteen years and
seven months ago: “Sincerely devoted to
his town, his country and his state, he
never lost sight of the chief mission of a
newspaper—to serve its community and its
people instead of itself; to champion the
cause of the weak against the strong; to re-
flect to the world the kind of community in
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which we dwell; and, without or with of-
fense to friends or foes, sketch your world
exactly as it goes,” Little did Edgar Arnold
know when he wrote those words cighteen
years and seven months ago that they might
well apply to him, someday, as well.

Edgar Amold was a family man. He was
devoted to his family, his being one of those
“close” families. He was an ardent Sports-
man and the last article he wrote was one
Thursday morning concerning the opening
of the 1963 squirrel season. He was ever
civic minded, and in 1946 was chosen by
the Madisonville Lions Club for the club’s
outstanding “man of the year” award. In
recent years he had devoted more and more
time to church work. He loved young people
and had given help to many a youngster in
various ways.

But above all, Edgar Arnold was a news-
paperman and his abilities as such were
recognized far and wide. He was an edi-
torial writer, par excellence. He was one
of a group of Kentucky newspapermen in-
vited last year to Washington to have lunch-
con with President Kennedy and was photo-
graphed with the president during his stay.

The associates of Edgar Amold put out
a paper today and will go to press tomorrow,
too, on the day of his funeral. He would
have wanted it that way.

To say that family, friends, associates and
this community will miss Edgar Arnold
would be putting it lightly. A great news-
paperman has written his final “30”

* %* * *
Mrs. Harry H. Hansborough

Mis. Harry H. Hansbrough Sr., 77, wife
of the publisher of the Hart County Herald,
Horse Cove, died July 28 at Holiday Hos-
pital in Orlando, Florida. She suffered a
heart attack. She had been in ill health
since last winter when she was stricken with
pneumonia and had been unable to return
to her Horse Cave home this year.

A native of Johnson City Tennessee, she
and her husband moved to Horse Cave in
1911, where he established the Hart County
Herald. In addition to the newspaper, the
Hansbroughs operate real estate offices in
Louisville and Florida.

Mrs. Hansbrough is survived by her hus-
band, two sons and one sister.

To the surviving relations of these pub-
lishers, the Press joins their host of friends
in extending sympathy and peace of mind.
Their passing leaves a void in our news-
paper ranks.

—‘___

Newspapers are more than purveyors of
news; they also have a hand in creating it

by digging it out of news sources who don’t
realize they have a news story.

|
|
|
|
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Check List For Salesmen
In Printing Industry

Louis Neibaurer, Vice President Sales,
Edward Stern and Company, Inc., suggests
a check list for an approach to “selling”
price increases. Price rises in the printing
industry are inevitable as our economy grows
and prospers, but they can present a thorny
problem for management and salesmen
when they occur. The problem can be con-
siderably lessened, however, if management
adopts an intelligent approach to this per-
ennial problem and takes the necessary steps
to insure a smooth transition from old prices
to new.

If the sales volume is expected to be
maintained following a price tise, transitions
in prices must be evaluated and handled
on three levels: management, sales force
and customer. Management can go a long
way in contributing to the utlimate suc-
cess of the acceptance of a price increase
by doing the following things:

1. Time the price increases intelligently.
Psychologically, it is harder to sell a price
increase just after you have issued a year-
end statement showing the greatest profits
in the history of your company.

2. Make price changes when necessary
but try to hold them down to once a year
if possible.

3. Explain the reasons for your price
increase but never apoligize for it. Whether
the increase is due to an increase in raw
material cost, labor costs or an increase in
profits, management does not have to apolo-
gize to itself or to salesmen. Making a
reasonable profit is the reason for being in
business and profits are an indication of
efficient, hardheaded management; the re-
sult of every good business operation.

4. If an increase is minor, put it through
and forget about it! Even when you are
dealing with a major increase, don’t make
an issue of it with your sales force; for the
moment you do, you will get all types of
arguments as to why the increase can not
be sold. Emphasis should be placed on
the fact that price rises are instituted for
sound reasons.

5. Sell your sales force on the validity of
the increase. Be forthright and thorough
in your explanations to your salesmen and
they will sell your cusomers.

Sales managers should:

1. Make sure you understand the reasons
for the increase so that you can do an effec-
tive job of presenting them to your sales
force. Your ability to sell your salesmen will
be reflected in their ability to sell your cus-
tomers.

2. If an increase in minor, encourage
your sales force to put it through without
making an issue of it with customers.
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When dealing with a new customer it is,
of course, not necessary to bring up price
increases at all since a new contact does not
know your previous price level and no point
can be served by mentioning it.

3. Build up good relations with your
customers by alerting them to pending ma-
jor increases as far in advance as possible.
Give them the opportunity to buy and
stock up before the new prices become ef-
fective.

4. Show your salesmen how they can turn
a pending rate change to their advantage
by gently pointing out to the customer the
penalties if the order is not placed promptly.

5. Re-emphasize with your salesmen the
need to stress quality service and the bene-
fits their customers are getting. Make sure
that they have the information to logic-
ally explain increases and that they never
feel that there is a need to apologize for
them.

6. Make the flexibility of the varying
jobs in the printing industry work for you
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From nature’s light grain comes sparkling, light beer
... Kentucky’s traditional beverage of moderation —it's
light, sparkling, delicious.

And naturally, the Brewing Industry in Kentucky is proud
of the more than seven million tax dollars it contributes
to the state of Kentucky each year —money that helps
support our schools, our hospitals and our parks. In
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paul Brannon Retires
From Paris Newspaper

Two major changes have been made re-
cently in the operation of the Paris Ken-
tuckian-Citizen.

A change in management of the weekly
newspaper has been announced by publisher
Paul Brannon with the turning over of the
active operation to his two sons, Larry and
James Brannon. Under the new organiza-
tion, Larry will continue as editor and James
will serve as associate editor.

The second move by Brannon was the
consolidation of the Nicholas County Star,
Catlisle, with the Kentuckian-Citizen. In
making this move, the veteran newspaper-

| man said the need for expansion and rising

school, co]{
>, councelof
illops.

fernative me
the increast
—

costs of production made the combining the
two papers necessary. He said all important
neys of Carlisle and Nicholas County will
be carried in the Kentuckian-Citizen each
week and that each subscriber of the Star
will receive a copy of the combined papers.

The Star has been printed in the plant
of the Kentuckian-Citizen since it was
fonded by Brannon in 1947. In announc-
ing the consolidation, the Kentuckian-Citi-
26n said:

“Because it is the desire of the publishers
of this newspaper to continue to render as
much service as possible to our Nicholas
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County readers, it is our plan to devote a
section of this paper each week to the hap-
penings in that county, and to participate
editorially, when the situation warrants, in
those things considered to be helpful to
Nicholas countians. Bourbon County read-
ers will welcome the additional news cover-
age, we are sure, as many of you have re-
latives and interests in the neighboring com-
munity.”

The elder Brannon will not be actively
associated with the management of the
Citizen in the future, but will continue to
write for the publication under the column
heading of “Pariscope” and “Leaves of Blue-
grass.” He obtained the Citizen in 1947

— ¢

In one year the newsprint consumed by
newspapers in American cities and commu-
nities would make a continuous ribbon of
paper fifteen inches wide and more than
195 million miles long.

—

Stew Newlin, editor of the Wellington
(Kansas) News, is not a superstitious per-
son except when it came to putting his ’63
press tag, number 30, on the front bumper
of his car. He knew ‘30’ around newspaper
plants meant the end and he wasn’t about
to use tag number 30. He wrote in and was
mailed another number.
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CALENDAR OF EVENTS

SEPTEMBER

12—West Kentucky Press Associa-
tion Pennyrile State Park, Dawson
Springs.

26-27—Circulation Institute, Univer-
sity of Kentucky, Lexington.

28—Fall Executive Committee meet-
ing, Phoenix Hotel, Lexington.

OCTOBER

24-26—National Editorial Association
Fall Meeting and Trade Show,
Claridge Hotel, Memphis, Tennes-
see.

JANUARY

16-18—Mid-Winter Convention,
Phoenix Hotel, Lexington.

Business uses advertising to maintain and
increase its outlets for goods. Unless such
outlets are maintained and increased, the
income on which taxes are based will not be
forthcoming.
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Tear Out This Ad
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. .. just off the press, the new 1963 Directory is a
reservoir of up-to-the-minute information on over

8,000 Weekly Newspapers in all 50 States. Contains
nearly 300 pages, with 50 State-County-City Maps.
It is the only publication listing national line-rates
and complete data under these headings: Publication
Name & Address; Population; Area Designation;
Representation; Circulation; Issue Day; Alcoholic
Beverage Policy; Mechanical Requirements; Color;
Type of Audit; and Publisher’s Name.

Regular Price $15. Special To Weekly Newspaper Publishers $7.50

American Newspaper Representatives, Inc,
404 Fifth Ave., New York 18, N. Y.

Check Enclosed l:]

Send me copy (copies) 1963 Directory
Newspaper
City State
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Determining The Status
Of Country Correspondents

When is (or is not) a country correspon-
dent to your newspaper subject to withhold-
ing tax? We have occasionally recieved such
a question and we have used various items
in the bulletin, but it may be important to
point the matter out to some of you again.
You might want to check these rulings of
the Internal Revenue Service. The appli-
cable 1954 code says:

“Newspaper correspondents who are not
required to furnish a minimum of material
to a newspaper or to devote a specified
amount of time to the newspaper’s business
but are compensated at a fixed monthly
rate, are expected to meet daily deadlines,
are required to report the news completely
and promptly, and are permitted to use the
newspaper’s office, typewriters, and supplies
in performing their service are held to be
employees of the newspaper for Federal em-
ployment tax purposes.”

The IRS, in ruling on exempt correspon-
dents, quotes a 1937 definition which says
that if the publisher had no direction or
control over the correspondents; if, in most
cases, it was left up to the judgment of the
correspondents what news item to submit;
if the publisher either accepted or rejected
the news items and payment was made only
for those accepted and published, then they
were considered “country correspondents”
and not employees.

A correspondent is liable to be classified
as employee if any of the following con-
ditions prevail: If he is paid a fixed amount
per week or month; if payment is made in
expectation that he will cover, substantially,
all the news in his area; if he has a daily
deadline and space allotment; if he is al-
Jowed use of the newspaper office, desk, and
supplies, and if he is subject to dismissal for
not devoting the time required to report
news from his territory promptly and fully.

Fourteen Sales Tips
For You—And Merchants

In a recent issue of the Utah Publisher,
Ralph Davidson, president of the Utah As-
sociation of Sales Executives, presented 14
clementary sales tips for 1963 and every
year. The tips are useful in your own or-
ganization, and should be passed on, in
some manner, to your merchants—both will
benefit. They are:

1. Never discuss personal difficulties with
a customer—he has troubles of his own.

2. Keep a smile on your face even when
discouraged; many sales depend on a smile
and your ability to sell yourself.

3. Always stick to the truth.

4. Be ever mindful of your appearance.
Fresh shirt, shined shoes, trimmed nails,
and tidy clothes, all have an effect.

5. Be explicit in the information you
furnish; many an order has been lost through
an unnecessary misunderstanding.

6. When your business is finished, and
the order signed, show appreciation. Rem-
ember he has other business, and so have
you.

7. Have respect for yourself, and others
will respect you.

8. Don’t be over-familiar; familiarity
breeds contempt.

9. Be interested, but never inquisitive.
There is a distinct difference, and minding
your own business will get you further.

10. Know your firm and the merchandise
it carries and describe it convincingly but
do not make exaggerations you may be
forced to retract later.

11. Never knock a competitor; the re-
action of the customer is a boost.

12. You can high pressure a customer,
but you can’t keep him high. When he
“comes to” he will resent your tactics.

13. Verbal understandings are dangerous.

14. Remember, you are not only selling
merchandise; you are also selling yourself.
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action as he may deem appropriate to pro-
vide for the conduct by a conference includ-
ing representatives of small business organi-
zations, of a comprehensive study and in-
vestigation to determine (1) the economic
effect of the antitrust laws of the United
States upon the operations of small business
organizations, (2) the respects in which
such laws are advantageous, and the re-
spects in which such laws may be disan-
vantageous, to the economic success of small
business organizations, and (3) the nature
and extent of any revision of such laws
which may be necessary or appropriate to
facilitate effective competition by small
business organziations with business organi-
zations having greater economic resources.”

The McGee resolution, which NEA will
support, was referred to the Commerce
Committee, which is headed by Sen. War-
ren G. Magnuson (D.,Wash.). The seven
so-sponsors, all members of the 17-man
Commerce Committee, are Senators Ralph
W. Yarborough (D.,Tex.), Clair Engle
(D.,Calif.), Vance Hartke (D.,Ind.) How-
ard W. Cannon (D.,Nev.), Hugh Scott
(R.,Pa.), Winston L. Prouty (R.,Vt.), and
J. Glenn Beall (R.,Md.) Text of S. Con.
Res. 39:

“Resolved by the Senate (the House of
Representatives concurring), That in order
to provide adequate time for the considera-
tion of and action upon pending proposals
for remedial legislation, it is the sense of the
Congress that no action should be taken
before June 30, 1964, by any agency or
officer of the Government to carry into
effect the doctrine set forth by a majority of
the members of the Federal Trade Com-
mission, in its advisory opinion of March 29,
1963, announced April 16, 1963, to the
effect that the use by small business con-
cerns of certain cooperative advertising pro-
grams may be unlawful.”

Advertising Check List

Needs Continuous Study

This check list of copy principles in ad-
vertising may be old, but is certainly worth
reviewing and checking your advertising:

1. Is my headline selective? Is it aimed
at those readers (possibly only 10% of the
publication’s circulation) who are more or
less interested in my type of product?

2. Does my headline promise, either
directly or indirectly, a desirable benefit,
the answer to a problem, want, or need?

3. Is my headline relevant and not a
“teaser” or “off-beat” idea?

4. Is my headline readily believable?

5. Is my headline closely related to the
illustration?

6. Does the opening paragraph of the
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Courtroom Coverage Under
Fire In Massachusetts

Coverage of courtroom procedures by the
press is a subject very much under discussion
by attorneys” and judges’ groups around the
country. The latest report comes from
Massachusetts, where the Bar Association
there reported on a two-year study of press
trial publicity. The report made recom-
mendations: (1) News stories of crime
should contain only a factudl statement of
the arrest and the attending circumstances.
(2) Newspapers in publishing accounts of
a crime should keep in mind that the ac-
cused may be tried in a court of law. (3)
Evidence or statements should be used only
dfter they have been made part of the court
records of the trial. The bar association
committee also is reported to have issued
many “don’ts” to the press, as well. WNPA
members might remember that a discussion
on the same subject was held at a meeting
of state attorneys at the UW, several months
ago. Our reaction then—which we ran in
the magazine—was “Let’s see your foot-
notes! Let’s see the evidence that specific
injustice has been done by pretrial pub-
licity.”

There is always the temptation to 20
along with anyone who comes along and—
in the name of efficiency—presents you with
a tidy set of rules and regulations. But there
is also the viewpoint—which might be a
good starting point in rebutting such argu-
ments in Massachusetts that (1) Our system
was never intended to be a neat efficient
package, tied securely with rules and Teg-
ulations, (2) That a crime is a crime against
the public, and it is the public’s business to
know the full before, during and after the
trial story and (3) If there are abuses in
which newspapers have prevented a fair
trial, these abuses should be singled out,
isolated, and annotated in any careful bill
of particulars which lawyers might care to
make.—Washington Bulletin.

body copy follow the theme contained in
the headline?

7. Is the remainder of the copy focused
on the central theme?

8. Does the copy contain all the essential
information about the product and its bene-
fits?

9. Does the copy refrain from making
claims the reader will find hard to accept?

11. Is the price of the product (or ap-
proximate price) stated?

12, Does the copy seek action, tell the
reader how and where he can buy the prod-
uct, or offer a sample or catalog?

“When the press is free and every man
able to read—all is safe.”—Thomas Jeffer-
son.
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Unemployment Compensation
Bills Studied In Congress

Once again there are bills in Congress to
“federalize” the Unemployment Compens-
tion program. They are H. R. 6339 in the
House (Ways and Means Committee) and
S. 1542 in the Senate (Finance Committee).
They would:

a. Increases the taxable wage base to
$5,200 from present $3,000, effective Jan.
1, 1964;

b. Provide an additional Federal unem-
ployment tax of 0.3 percent to pay the costs,
effective Jan. 1, 1964;

¢. Extend coverage to employers of one
worker at any time, and to nonprofit re-
ligious, charitable and educational institu-
tions.

d. Set up a Federal goal of individual
weekly benefits of 50 percent of individual
weekly wages, up to a state maximum of
50 percent of state average wages, rising to
66 2/3 percent of such average wages by
1970.

e. Provide for equalization grants to
states whose benefits costs for a year exceed
2.7 percent of national benefit cost ratio for
the year, whichever is higher.

f. Provide Federal extended benefits for
workers with substantial past employment
who have exhausted their state benefits and
have been unemployed for 26 weeks.

It is estimated that if the Federal benefit
standard scheduled for 1970 (item d) had
been in effect in Indiana during the last
five years, state benefit costs alone would
have been increased by an average exceed-
ing $25 million annually. The additional
0.3 percent Federal tax (item b) applied
to a taxable wage base of $5,200 in 1962,
would have cost an estimated additional
$20-$25 million to Indiana employers—In-
diana Bulletin.

&

In 1962 advertisers have again spent
more money in newspapers than in any
other medium and the newspaper remains
overwhelmingly dominant as a local ad-
vertising medium. :

‘___.

In terms of its cost to you, the newspaper

costs almost nothing. . . a few cents. In

terms of what a newspaper means to you. . .
éverything.

____‘___.

Retailers know that newspapers reach
more ready-to-buy prospects in their mar-
kets. Their ‘newspaper ads are seen by
more people—including teen-agers. Accord-
ing to Gilbert Youth Research, 94 percent
of them are regular newspaper readers.

THE KENTUCKY PRESS

A newspaperboy business offers one of the
few remaining opportunities in our society
for a youngster to learn the basic principles
of free enterprise first-hand. Here are a
few of the reasons:

—In no other way can a boy learn, half
so well, the real facts of business life.

—Newspaperboy is an independent con-
tractor. He is as much an independent busi-
nessman as the corner grocer or the hard-
ware dealer.

—He buys his papers at wholesale and
sells them at retail. The difference between
the two less expenses is his profit.

—He decides for himself the number of
newspapers he will buy.

—He accepts responsibility for the pay-
ment of these papers.

—He builds up his own route of custom-
ers and determines any credit risks he
may wish to take.

—He must make his own collections.

—He must keep his own records.

—He suffers from slack or irresponsible
handling of his business; He reaps the
benefits from a well-handled business.

—He learns that ability and effort are
their own reward, that true success can be
achieved only through work.

—_—

The first successful sea voyage by steam
boat was made by John Stevens’ Phoenix in
1809. In 1962 steamship advertisers in-
vested over $4,700,000 in newspapers to
tell travelers about their accommodations.

___‘____
Classified ads will sell or rent several
million homes, including the 1.5 million
new dwelling units expected to be con-

structed in 1963, according to Newsprint
Facts.

ey
“To the press alone, checkered as it is
with abuses, the world is indebted for all
the triumphs which have been obtained by

reason and humanity over error and op-
pression.” James Madison.

“A free press stands as one of the great
interpreters between government and the
people. To allow it to be bettered is to fet:
ter ourselves.” U.S. Supreme Court, Gros--

jean vs. American Press Co., et. al., Feb.
10, 1936.

=
“In establishing American: independence
the pen and the press had a merit equal to
that of the sword,”—David Ramsay, Ameri-
can psysician, historian and author of “The
History of the. American Revolution:”

|
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« : [
If the advertiser of a certain analgest

things, as indicated by his television oy
mercials, that irritableness is always cause]
by a headache, we have news for hip
More often it is caused by a pain in ff/
neck.” Covington, Tenn., Leader, |
o |
About 75% of all electrical appliances arJ
bought by people who had no intention ¢
buying them at the beginning of the yea,
And since 88% of American families receiw\
a newspaper every day, the chances are thy
a newspaper ad gave them the idea. ’
D ey R [
Advertising in newspapers is news. It il
information about merchandise, services c“)
ideas and inventions of people who pay
have such news published so that the coy

sumer “may know.” f
]

STAMPS CONHAIM

[FF'A COMPLETE NEWSPAPER
ADVERTISING SERVICE

For Daily and Weekly Newspapers

101 FIFTH AVENUE, NEW YORK 3

Representative

b Chas. H. Lovette
1919 Sundown Lane, Ft. Wayne, Ind

COMMUNITY PRESS SERVICE

SERVING AMERICA'S WEEKLY. NEWSPAPERS

« EDITORIAL FEATURES
«HOLIDAY GREETING ADS

+ GRADUATION GREETING ADS
+HOLIDAY FEATURES

100 East Main St. Frankfort, Ky:
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' " Alumilite Magazine

(weight only 19 pounds)

Mergenthalers ne
life easier for Lino
Qney
less th
and

w Alumilite Magazine makes
type operators. Constructed of e
aluminum alloy, it weighs 14 to 24 pounds
an previous magazines, yet is just as strong
de_PendCIble. Most important, the Alumilite g
990zine is a genuine Linotype part, designed

Mergenthaler

and manufactured by Mergenthaler for top per-
| formance. It has a new locking mechanism (see
. small picture) that’s simpler to operate, too. Alu-
‘ §‘ milite magazines will be standard on new Lino-
types, and are available now for outstanding
machines. See your Linotype Production Engineer.
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& Intérconnection

KU Dispatching
* Center

This is an Electric Grid—part of a
multi-state network of power superhigh-
ways—which helps to make electricity
more economical and more dependable
for all of Kentucky.

Kentucky Utilities Company lines are
intercomnected with neighboring electric
companies. Our neighbors, in turn, are
connected with other companies.

During emergencies and peak load
periods, or when generating plants are out

Electric Power
Industrial Development
Community Development

AUGUST, 1963

of service for periodic overhaul, each can
draw needed power from the other. These
multiple interconnections also assure Ken-
tucky industry of virtually unlimited pow-
er under any circumstances. There is al-
ways a huge reservoir of power available
to KU customers.

This is just another way that Ken-
tucky Utilities and other electric com-
panies help to provide the best possible
service at the lowest possible cost.

An Investor Owned Electric Company

KENTUCKY UTILITIES COMPANY
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