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Mark your calendar
Tuesday, January 9, 2018
NYPA Better Newspaper Contest Deadline

By MARK VINCIGUERRA — NYPA President

NY Press Association Presidency Speech
Given in Buffalo, NY on September 16, 2017

T
Thursday, April 12, 2018
NYPA/NYPS Boards of Directors Meetings
NYPA Foundation Board of Directors Meeting
Gideon Putnam Hotel, Saratoga Springs, NY
Friday & Saturday,
April 13 & 14, 2018
NYPA Spring Convention and Tradeshow
Gideon Putnam Hotel, Saratoga Springs, NY
Friday, June 15, 2018
NYPA/NYPS Board of Directors Meetings
NYPA Foundation Board of Directors Meeting
Straus News, 333 Seventh Ave. (6th flr.), NYC

hank you to the board, to Michelle and most of all
to the mebership of this organization for allowing
me with the opportunity to serve it and you.

For a young man growing up in a lower middle
class neighborhood in liverpool, NY, achieving the
position of publisher was beyond my wildest dreams as a
youngster; my non-college educated parents worked hard
to send me to college and try to suceed beyond their
working class jobs. Now, having the opportunity to lead
this historic, large and vitally important organization at a
crucial period in this nations history for the next two years
is truly a career highlight and one in which i wish my
parents were here to see.
As you all know, NYPA is the largest and oldest press
association in the united states. With roots dating to 1853
(let that sink in for a moment). In assuming
this post, with my love for history as a background,
I researched some past presidents histories to get a sense
for the position I now assume. To say it was an esteemed
group would be a considerable understatement.
John F. Phelps, the organizations first president, of
Mayville in Chataqua county. His Sentinel newspaper
dated back from the 1830’s, and is credited with helping
this village grow and prosper.
There’s D D T Moore of the Rural New Yorker — who
later became mayor of Rochester, after leading NYPA in
1858 and 1865.
And hart I seeley of the Waverly Sun, who was killed
tragically in an auto accident in 1938; he founded the
Penn Yan Rotary Club.

Thursday, September 14, 2017
NYPA/NYPS Boards of Directors Meetings
NYPA Foundation Board of Directors Meeting
Montréal Marriott Château Champlain
Friday & Saturday,
September 15 & 16, 2017
NYPA Fall Conference
Montréal Marriott Château Champlain

And then there is Sharon Fulmer, who was the head of
nypa in 1994. I grew up reading sharon each week in my
hometown paper — the Liverpool/Salina Review. She was
honored by the Syracuse Press Club with a lifetime
achievement award in 1996. If you grew up in Liverpool
as I did, everyone knew Sharon!
But you didn’t elect me to be historian of this
organization, you have asked me to lead it into the future.
To that end, Michelle, Dave Tyler and I have worked hard
on a transition plan and laying out goals/objectives for the
organization’s next two years.

Among the plans we have, I plan to accompany
Michelle on a ‘listening tour’ to various locations
throughout the state and get feedback directly from
our membership about what they want from the
organization. We know through recent surveys
and board activity that streamlining operations
and audience growth are at the top of the list of
wants/needs and we will be developing specific plans
in depth. To start, we have contracted with a national
circulation consultant, Joseph Kraus, to work on a
program to winback former subscribers to our
publications through a variety of methods…
earning much needed revenue and volume.
We also plan to pursue further the recently
launched news to share program, by forming a
team of editors from various organizations to
brainstorm on how best to increase adoption of
this fantastic platform.
All of this comes at a time in this nation’s history
that is crucial in so many ways — with a president
more fixated on fighting the press than apparenly
Nazi’s or White Supremacists, with a public
increasingly skeptical of ‘fake news’, and with a chief
white house leader, Jared Kushner — himself a
former member of our organization
This is a great time to revisit NYPA’s mission
statement — which reads, in part, “to promote and
encourage higher standards of journalism… to
support and defend the first ammendment, realizing
that only as long as the press is successful, will the
other rights, privileges and freedoms of NY’s citizens
be preserved.”
Leading this organziation of over 750 member
newspapers is a daunting task, but with the best
ceo in the press association business, Michelle Rea,
and her team of professionals, it is obviously
something I won’t be doing alone.
Thank you for electing me and entrusting me to
lead the NY Press Association!
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By TIM GALLAGHER

Business of News: Why Partnering with Tech
Companies Could Potentially Hurt Newspapers

O

n July 20, 1969, Neal Armstrong walked
on the moon. In New York City, where I
grew up, it then rained for at least a
portion of the next 11 consecutive days.
This, my grandmother said, was the
Almighty’s way of telling us that we had taken
technology too far. We weren’t meant to travel to
outer space, Grandma told us. The rain was our
price to pay for allowing technology to control
our lives.
It stopped raining. We kept sending
astronauts to the moon. Grandma died in 1985,
about 20 years before the launch of Facebook
and Twitter. And although it hasn’t rained much
in California where I now live, I am wondering if
Grandma had the right warning on the wrong
technology. Further, I wonder how newspapers
can find a valued place in a world in which 50
people walk down a street staring at their phones
for every single person sitting in a coffee shop
with a newspaper. We certainly must find a way
to distinguish ourselves from platforms that exist
to attract and not to inform.
This is not a column pandering to Luddites.
In fact, I have often advocated that we adapt to
the technology and social media platforms to
spread the credibility of newspapers. But I draw
the line when respectable newspaper companies
are making deals with Facebook over real time
social media tracking and monitoring.
These companies are not our allies, nor are
they necessarily good for the democracy as
Congressional hearings have shown. In an era in
which the president calls the real news “fake
news,” why climb into bed with those who don’t
care if it’s fake or real?
These are social media companies with
sophisticated tracking. Facebook and Twitter
have cornered our communications. Google is a
source for information. And Amazon has figured
out how we shop. Newspapers are news media
companies. The difference is that they track and

triangulate our every click. That’s what they are
in business to do. And there are few ethical
boundaries on them.
Facebook and its kin have been exposed for
accepting Russian rubles that might have
changed the outcome of the 2016 election.
Disinterested newspapers dissected the words of
those candidates and helped voters decide on
candidates based on reporting information
critically. Social media sites multiply and amplify
stories that are false and potentially dangerous.
Newspaper reporters fact check before reporting.
I have nothing against social media sites
when it comes to sharing among your friends your
vacation photos, your devotion to a sports team,
even your selfies. I use Facebook, Twitter and
LinkedIn myself.
It is when newspapers help to legitimize
these companies as news aggregators or
distributors that I hit the brakes hard. These sites
exist only to create content that makes you come
back again and again and again. Newspapers are
supposed to create audience loyalty, yes, but with
a nobler purpose in mind.
Here are six reasons newspaper publishers
and editors ought to distance themselves from
social media:
1. It only works for one side when digital
media platforms want to “partner” with
newspaper sites. You only need read the
history of this magazine between 2000 and
2010 to find a litany of failed partnerships
between newspaper companies and Yahoo,
Cars.com, Monster.com, etc. They used
superior technology to build a relationship
with our customers who ended up liking
them better.
2. Their strength is a cacophony of voices.
So many voices shouting all at once.
Newspapers’ strength is sifting through
the voices, vetting their statements and
reporting what makes it past the copy desk.

3. They don’t care whether it’s accurate. If it has
a tantalizing headline and attention-grabbing
photo and is likely to be shared, they’ll allow
it to be posted. They just want you back.
Newspapers care if the information is correct.
4. The studies are just starting to verify this, but
is there anyone who believes it is good for an
educated society to be constantly distracted
by Candy Crush or Snapchat filters that turn
people into dogs? Newspapers actually help
to inform and educate people.
5. Social media stokes shouts of anger written in
the moment. A newspaper’s letters to the
editor, while not always written at a doctoral
level, at least require a minimum of critical
thinking.
6. Social media platforms care about one thing
when accepting advertisements — your ability
to pay. (ProPublica tried to buy “Jew-hating”
ads on Facebook as a test and no one stopped
them.) While note perfect, most newspaper
companies would never accept ads that
promote hate or violence.
Newspapers are not perfect and we have a lot to
figure out. Let’s not add to our problems by getting
engaged to social media platforms.
Tim Gallagher is president of The 20/20 Network,
a public relations and strategic communications firm.
He is a former Pulitzer Prize-winning editor and
publisher at The Albuquerque Tribune and the
Ventura County Star newspapers. Reach him at
tim@the2020network.com.
—Reprinted from Editor & Publisher
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By LINCOLN MILLSTEIN

Print will save the Newspaper industry

I

’ve got news for the newspaper industry.
Your future is in the hands of the print
newspaper and not in the killing fields of digital
media. If you think you are smarter than the folks
at Rocket Fuel, which just saw its valuation
plummet from $2 billion to $145 million, or at AOL
and Yahoo, the erstwhile giants who are now being
morphed into a smaller enterprise called Oath, or at
any number of digital publishers desperately
hanging on as the Duopoly chokes off the blood
supply, then you are truly drunk on your own press
releases.
I know, because I was there, giving birth
to boston.com and then off to New York to
resuscitate nytimes.com during the crash of 20012002. I stirred the drink and promulgated the
“digital first” mantra, a fatuous promise if there
ever was one, as if an eponymous change could
cure our ills.
Almost 25 years into this “experiment,” I get
faint nausea when I hear publisher after publisher,
and worse, editor after editor, talk about how they
are retooling their entire organization to adapt to
this digital future.
And taking the precious resources out of their
core print product to do so, even though most
newspapers still get two-thirds of their revenue
from print.
The latest is the missive from Gerald Baker,
the titular head of the Wall Street Journal newsroom
who wrote that WSJ editors must re-apply for new
jobs defined by its latest reorg.
“Reorg” — now that’s a word which has crept
into our lexicon without much warning, but with
much foreboding. It means that “since we don’t
really know what is going to happen, we’ve decided
to shake things up a bit.” Unfortunately, it signals
another unintended message: panic. The WSJ is
panicking, along with the New York Times, Gannett
and a host of other companies more worried about
how to keep their stock prices growing than about
sustaining their publishing legacies.

I’ve got news for these companies: The stock
market is a futures market which rewards growth
companies. You need to come to terms that you are
not a growth industry. You are cannibalizing your
only differentiating asset — your print newsrooms
— for a future in which you are not a king maker,
but an observer, and a marginal one at that.
Gannett has so depleted its local news operations,
it is committing journalism malpractice. It is
stealing those resources to prop up a brand that has
virtually no consumer demand — USA Today —
and hoping to calibrate a national sales strategy
around it. In the meantime, it is destroying its
viable local connections and products. So it’s no
surprise that Gannett was the only large newspaper
company in the first six months of 2017 which
showed a significant decline in subscription
revenue — almost 8 percent — compared with
growth at NYT, WashPo, WSJ, Hearst, McClatchy
and even tronc.
Still, the New York Times is deconstructing its
vaunted editing infrastructure to fund dubious
digital initiatives. The world does not need another
cooking app. I love Melissa Clark, but quite
frankly, when I need to make a pasta dish, I find
dozens of professional Italian chefs eager to help
me on YouTube, for free. The Times newspaper
hasn’t seen any significant innovation in the 15
years it’s gone through four executive editors.
Compare that with what’s happening at the
Washington Post, where owner Jeff Bezos has
added 140 journalists since he acquired the paper
in 2013.
When he took over, Bezos said, the newsroom
kept eliminating people. “What they needed was a
little bit of runway and the encouragement to
experiment, and to stop shrinking. You can’t shrink
your way into relevance,” Bezos said. “We’ve
grown our way into profitability instead of
shrinking our way into profitability.”
Except for the Post, the industry is otherwise
squandering a rare opportunity — the deus ex
machina of fake news and the mess in Washington
— which has resulted in the biggest increase in

subscriptions to newspapers and their digital
versions in more than two decades. It is a time to
harness the value of the most trusted media, with
our foot patrol of reporters who prowl the halls of
municipal offices looking for any nugget which
might interest a reader — the news consumer.
I cut my teeth as a reporter for the Hartford
Courant. I walked the beat every day in the city hall
and courthouse in Middletown, Connecticut, where
I would try to sneak a peek into the mayor’s
calendar when his secretary wasn’t looking, bribe
the court clerk with scotch so he would read me
back juicy transcripts, flirt with the planning board
clerk who filed all the building applications and
download all the gossip from the loquacious health
inspector. For sure I was not a Pulitzer-winning
reporter for the Times or Post with under-secretaries
of state and the like as sources. But I was doing a
job my customers valued and could not do
themselves. Do local reporters even walk beats
anymore? Or do they sit in their cubicles, emailing,
texting, posting and browsing their way to fill
their pages?
Most importantly, I presented my findings in a
century-old format, trusted because it has a
permanence to it, trusted because it took 24 hours to
produce — not 30 seconds with the tap of an index
finger — trusted because the process of story
generation, fact finding, sourcing, writing and
redacting by some sullen, uncompromising
gatekeeper called a copy editor only made my final
product better for its accuracy, its luminosity and
its revelatory surprise. And trusted because it was
on paper. There are many studies and research
on newspapers as more trusted than almost any
other media.
Digital media has its place. Its mobility and
real-time delivery of news are special indeed. But
it’s not a replacement, nor a salvation, for print. The
book industry cycled through this and there is much
to learn there. After a decade of decline, print books
began a comeback at the end of 2014 and ebooks
began a decline. By the end of 2016, ebooks were
declining 11 percent in sales while print books were
increasing at 4 percent.
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And here is another startling fact: According to
a study by Pew Research, 18–29 year olds are more
likely to read print books than any other generation.
And 25 percent of college students prefer to buy
print textbooks even when they can get the ebooks
for free.
Chantal Restivo-Alessi, the chief digital officer
for Harper Collins said holding the price for the
hardcover is important for the industry to establish
value. Once you start to discount for that core
product, or eliminate it, pricing becomes a slippery
slope for the paperback and ebooks.
This is an extremely important data point for
newspaper publishers. In a world without print,
you’re subject to the vagaries of a perpetually
disruptive marketplace. I would not want to take
that gamble.
“This industry spent 20 years teaching
everyone in the world that news should be free,”
Bezos said. “The truth is, readers are smarter than
that. They know high-quality journalism is
expensive to produce, and they are willing to pay
for it, but you have to ask them. We’ve tightened
our paywall, and every time we’ve tightened our
paywall, subscriptions go up.”

After predictions of the death of the print
newspaper in America for 25 years, more than 1300
are still publishing every day. The New York Times
sells to more than 1 million print buyers, the
Houston Chronicle delivers to more than 300,000
homes every Sunday. Thirty million Americans still
spend their Sunday mornings with a century old
ritual at the kitchen table, front porch, verandas of
all sizes, coffee shops, libraries and studies. This is
extremely heartening given the massive shift from
an advertising reliant business model to a largely
subscription-based industry.
The consumer demand is there even though
most newspapers are a pretty lousy product, filled
with too much content better done by digital media
and not enough journalism. What if we actually
started to produce a better product, filled with
enterprising journalism, on better paper with clear
value for the reader, as if every page offered
insightful discovery, instead of 30-hour-old canned
news sitting on the pages like stale bread.
It will never be 1998 again for American
newspapers, nor will they ever see 1999 or 2000
again. They no longer can be all things to all people.
That was a brief moment in history when monopoly
newspapers were so dominant in their markets that
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they successfully stretched the product beyond its
core mission. Newspapers will have to re-build
themselves from scratch, page by page, going back
to an era predating advertising — to the early
Nineteenth Century when they were a high-priced
item for the literate and the influential and they coexisted with bloggers (pamphleteers). Only then will
advertising return at scale, when marketers fully
appreciate the influence of the readership.
Publishers need to examine whether, as an
industry guaranteed by our Constitution, they will
be satisfied with playing a singular role as a
vanguard of freedom in their communities. To
sustain that role, they will need to be ruthless about
controlling the cost of anything that isn’t journalism.
Citizens will continue to pay for protection from
tyranny only if they believe newspapers are a true
vanguard. As newspapers continue to shrink their
journalism resources, the consequences for society
— and indeed democracy itself — are great.
Journalism is as important now as ever.
Lincoln Millstein is a former newspaper journalist and
executive. He was recently awarded Rockefeller
Foundation fellowship to write a book on newspapers.
— Reprinted from Medium
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By RACHEL METZ

Smartphones are Weapons of Mass Manipulation,
and This Guy is Declaring War on Them
Tristan Harris thinks big tech is taking advantage of us all. Can its power be used for good?

I

f, like an evergrowing majority of
people in the U.S.,
you own a smartphone,
you might have the
sense that apps in the
age of the pocket-sized
computer are designed
to keep your attention
as long as possible.
Tristan Harris
You might not have the
sense that they’re manipulating you one tap,
swipe, or notification at a time.
But Tristan Harris thinks that’s just
what’s happening to the billions of us who
use social networks like Facebook,
Instagram, Snapchat, and Twitter, and he’s
on a mission to steer us toward potential
solutions — or at least to get us to
acknowledge that this manipulation is,
in fact, going on.
Harris, formerly a product manager
turned design ethicist at Google, runs a
nonprofit called Time Well Spent, which
focuses on the addictive nature of technology
and how apps could be better designed;
it pursues public advocacy and supports
design standards that take into account
what’s good for people’s lives, rather than just
seeking to maximize screen time. He says
he’s moving away from Time Well Spent these
days (his new effort is as yet unnamed), trying
to hold the tech industry accountable for the
way it persuades us to spend as much time
as possible online, with tactics ranging from
Snapchat’s snapstreaksto auto-playing videos
on sites like YouTube and Facebook.

“It’s so invisible what we’re doing to
ourselves,” he says. “It’s like a public
health crisis. It’s like cigarettes, except
because we’re given so many benefits,
people can’t actually see and admit the
erosion of human thought that’s occurring at
the same time.”
Harris argues that because tech
companies’ business models largely depend
upon advertising revenue, it’s not really in
their best interest to push us toward, say,
getting off the social network du jour and
going outside to hang out with friends. He’s
not saying Facebook (or any of its peers, for
that matter) is bad, or that we should stop
using our smartphones. But after spending
years inside the tech industry — he joined
Google in 2011 when it bought the startup
he cofounded, a search-within-the-Webpage company called Apture — he is saying
they are the most powerful social persuasion
machines ever built, and he’s concerned
about how we’re using them. Or, more to the
point, how they’re using us.
It’s an increasingly valid concern. For
all the great things mobile technology
makes possible, a growing body of research
suggests that the use of social networks
including Facebook, Instagram, Snapchat,
and Twitter may have negative
consequences, like increasing your chances
of depression or social isolation. Indeed,
simply having your phone around could
lower you cognitive capacity.
To get his message out, Harris is
working with colleagues including Roger
McNamee, a venture capitalist and early

Facebook and Google investor, who has
recently written of his regrets about these
money-making moves.
It wasn’t the most glamorous setting.
While Stanford is a leafy, expansive,
expensive bastion of Silicon Valley
learning, this particular lecture hall was
windowless, and the chair desks were old
and uncomfortable. Harris, dressed
comfortably in a chambray shirt and black
pants, looked cramped standing behind
an old lectern in a corner of the room.

A view of Silicon Valley, as seen from above.
FLICK — Patrick Nouhailler

But if history is an indicator, it is one
of the best places to reach the very people
Harris hopes to connect with: bright
students who may very well be the tech
leaders of tomorrow (he would know, since
he is a Stanford alum and counts as his
friends some tech-famous Stanford
graduates, Instagram founders Kevin
Systrom and Mike Krieger).
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And even in that setting, Harris was
charismatic and his message disturbing but
measured. For over an hour, he kept the
students’ attention as he talked about the
tech industry’s race for attention and its
techniques for tugging at consumers, reciting
stats like the fact that there are more people
on Facebook now than there are Muslims in
the world.
“The question is, once you start to
monopolize what people are thinking about,
is that actually good for society? What is that
vulnerable to? Where could that go wrong?”
he asked.
I had some questions of my own after
hearing him speak. At first, I found Harris’s
rhetoric interesting but needlessly alarmist.
I’ve been using Facebook, Twitter,
Instagram, and of course Google for years.
I depend on them for so much as I gather
and disseminate information throughout
every single day — finding story tips,
keeping in touch with friends and family,
posting cute photos and videos of my baby,
reading news, and so on. I wondered, is that
really so bad? Am I really being controlled
or influenced in some way?
But after Harris’s talk at Stanford,
I started thinking a lot more about how I get
sucked into watching auto-playing ads for
bras and shoes that I actually do kind of
want to buy. And how I feel when I get a
notification on my smartphone that someone
liked, or loved, or retweeted, one of my posts
on Facebook, Instagram, or Twitter. There’s
definitely a little charge in my stomach and a
ping in my brain, and I really, really like it.
I crave it, even, after putting up a particularly
adorable baby photo or cleverly worded status
update, and getting one of these notifications
inevitably induces me to open whichever
social app it came from to see what’s going
on. Am I just going to keep liking photos on
Facebook, retweeting funny tidbits on Twitter,
and feeding the AI that runs these networks
until I keel over and die?

The next day, I caught up with Harris
and talked to him about all this over a sushi
lunch in San Francisco. He didn’t have any
easy solutions to assuage my fears, but he
did lay out his vision for what sites like
Facebook could be if they were not
beholden to capturing your attention but
dedicated to serving society (which, if you
think about it, sounds in line with Facebook
founder Mark Zuckerberg’s original vision).
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and news sources they follow, Harris
doesn’t think we are truly in control of
social media as it exists now.
“Everything [Facebook] knows about
me can be used to persuade me toward a
future goal,” he says. “And it’s very
powerful; it knows exactly what would
persuade me, because it has persuaded
me in the past.”

The Facebook that exists now has
helped many people connect and
communicate in positive ways, but it has
also led to things like Russian interference
in the most recent U.S. presidential election.

The persuasion tools may be getting
even more powerful for advertisers in
particular: Facebook is reportedly letting
some brands try sifting through public
posts and comments (sans usernames) to
help them target users.

“The problem is that these are the
unintended consequences of well-intended
strategies,” says McNamee, who describes
himself as Harris’s “wingman.”

I contacted Facebook about whether
it was working on any efforts involving
ethical persuasion; it did not respond.

So what if, Harris wonders, the content
you saw on Facebook included ways of
making the world or at least your
community better, or improving your life?
In his vision of a social network with a sort
of ethical persuasion built in, Facebook
might do things like suggest several specific
ways you can help with climate change,
such as turning your heater’s base
temperature down a few degrees or
installing solar panels on your roof.
Or maybe it would encourage you to meet
up with people off Facebook to discuss
politics in person.
“It’s so hard to imagine that, because
everything in the feed is basically things
that you consume — other articles you can
read or videos you can watch — instead of
what you can do today that would move
you closer to the life you want to be living,”
he says.
And while you could say that people
are already doing what they really want on
Facebook, Twitter, Instagram, and other
social networks, representing preferences
with clicks and choices about which people

Harris isn’t waiting for Facebook,
though. He and McNamee are working on
political advocacy to make people, both in
politics and the general public, more aware
of the control major tech companies have
over users. McNamee says their initial
mission was to “stimulate a conversation”
about the appropriate role of Internet
platform monopolies in society, and that
they’ve been speaking to people, but he
won’t name names. Harris is hoping to
get employees at tech companies more
interested in his work, too. That’s
happened in a few cases already,
especially after people leave their posts.
“Companies are not going to change
themselves,” he says.
— Rachel Metz

As MIT Technology Review’s
senior editor for mobile, I cover a wide variety of
startups and write gadget reviews out of our San
Francisco office. I’m curious about tech innovation,
and I’m always on the lookout for the next big thing.
Before arriving at MIT Technology Review in early
2012, I spent five years as a technology reporter at the
Associated Press, covering companies including Apple,
Amazon, and eBay, and penning reviews.
I’ve also worked as a freelancer, covering both
technology and crime for the New York Times.
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By SARAH JANE THOMPSON

Could young people be the saviors
of the newspaper industry?

S

tart them young if
you want children
to consumer
newspapers, argues
Sarah Jane Thomson.
In 2006 I was told,
rather disparagingly
by a major newspaper
publisher, that there was
no appetite for a paper aimed at children.
They felt that the younger generation was only
interested in digital channels and therefore, were
wholly uninterested in the idea of a children’s
newspaper.
This publisher was wrong.
Fast forward 11 years and a children’s
newspaper (aimed at 7-14 year olds) has topped the
children’s ABCs, ahead of the many monthly, covermounted and glossy magazines.
This bucks the trend of most other print media,
with many newspapers seeing a steady decline in
sales. The fact is that children are consuming more
news than ever before.
With social media and 24-hour news channels,
they are bombarded with information from many
sources and are faced with having to make sense
of it all.
And this is no easy task.
‘Fake News’ is a hot topic at the moment
and it is becoming increasingly difficult for
young people to extract the facts from
unregulated news sources.
Research reveals that YouTube is the
first place most children turn to when they
want to find something out — and chances
are, they’ll also find out lots more that they
didn’t want to.
With this is mind, it is more important
than ever to offer children factual
information about events that are affecting
them and the world around them.

We must encourage our children to seek out
accurate information and help them understand
the difference between regulated and unregulated
media.
Newspapers are consumed in a very different
way to online media — but children will read them
in exactly the same way as an adult does.
We will all flick through a paper, picking out
the headlines and features that are of most interest
to us personally.
Research we have conducted over the years
clearly shows that children are interested in serious
news — not just light-hearted, amusing stories.
Brexit, the environment and the housing crisis are
all issues that young people are currently
concerned about and want information on.
So why on earth are newspaper publishers not
nurturing their readers of the future?

Children who grow up reading newspapers are
far more likely to go on to read them as adults.
Having a regular newspaper around the house in a
world of digital technology is a refreshing sight.
Making it the ‘norm’ for young people to read a paper
would surely benefit the industry longer term?
We can all sit and bemoan the fact that the print
industry is on a downward spiral.
However, we are looking at real evidence that
the future generation is eager to consume factual,
print media.
Perhaps newspaper publishers may now start to
think more seriously about safeguarding their future
readership and not be so quick to write off the idea of
taking accurate news directly to children.

January 2018

NewsBeat 9

By FREDERIC FILLOUX

Publishers, pick your
KPIs and stick with them
News publishers reassure
themselves with the number of
Key Performance Indicators
at their disposal. The selection
of gauges is always indicative of
business priorities (or
lack of thereof).
This is an ongoing discussion I have with
publishers and digital marketers: Which
indicators should be prioritized? The “obvious”
answer is: it depends on your business model,
on your growth strategy, and on priorities —
that tend to collide.

Driving by ARPU
The Average Revenue Per User should be
the meta-indicator. How much a reader brings
to the bottom line across all platforms and
across all lines of businesses.
This comes with one imperative: kill the
lowest performer without a second thought. I’m
speaking from experience: the news industry is
notorious for deferring painful decisions. Most
publishers keep close to their chest an
unspoken list of businesses that should have
been killed long ago in order to free resources
and energy for the most valuable activities.
For a subscription model, beyond the
obvious revenue per subscriber, indicators
such as the cost of recruiting a registered user,
collecting her credit card through trial periods,
and transforming her into a full paid-for sub,
are also critical indicators. So is the churn
rate, which tracks subscribers attrition.

Reconnecting with the reader
Mesmerized by the presumed power
of platforms (Facebook, Apple News),
publishers have accepted the dilution of their

brand. Year after year, audiences tend to
forget which media brand is the purveyor
of their news stream. That trend must be
reversed.
Measuring direct access to a website
is sometimes seen as a mediocre indicator,
traffic coming from platforms being the
real thing. I believe this approach is
outdated, especially in data-driven
economics. That hierarchy should be
reversed with more focus given to every
indicator reflecting knowledge of, and
connection to the reader.

Monitoring page structure
and performance
The way a digital page (web, app,
mobile web) is built tells a lot about a
publisher’s priorities. Take page loading
latency: “It’s still a horror show”, said
recently a top Google exec, referring to the
media industry. Very few publishers have
put this indicator at the top of their list.
The Washington Post does it. When he
took it over, Jeff Bezos’ first technical
demand was to focus on the page load time
across all Post platforms.
The question of page structure is also
directly tied to the performance of the
advertising model. The viewability of ads
is a daily tragedy for many media
properties. Between ad fraud, pages that
are read by bots, ads that are not served or
do not show up one way another, experts
say that no more than a third of ad
placements actually fill their purpose of
promoting brands. Measuring the
viewability of an ad can easily be done
with a simple Mechanical Turk task:
asking a few hundred people to look at
pages while recording what they see could
yield precious results.

Devising the right platform
strategy
Google’s contribution to traffic should be seen
as incremental. No more than that. The core
business is elsewhere.
As for Facebook, it should be used as a
formidable tactical tool, and only that, for two
purposes:
• Capture new, noncore audiences: as an
example, young and women audiences for a
business publication.
• Test whatever you have in mind: formats,
treatments, pricing… Facebook offers
unparalleled hyper-targeting capabilities that
can put any novel idea in front of a specific
audience.
When it comes to publishing original and
value-added content on Facebook, my personal
recommendation is straightforward: don’t do it.
Unless your publishing operation is designed for
social dissemination (like BuzzFeed), stay away
from Facebook. Not only will the social giant hijack
most of the ad revenue, but it will also change its
commercial rules without warning. And Facebook
will capture most of the relationship with the reader,
a connection that should never be lost at any price.
That said, Facebook’s execs keep insisting that
very few publishers take advantage of the trove of
reader data made available by the platform. They’re
right: simply consider this list of 100 available data
points, a digital marketer’s dream.

Dealing with contradictions
As stated at the beginning, the problem with
indicators is they tend to fight one another. For
instance, favoring fast load times means working on
ad density and eliminate fat ad formats, but also
mercilessly timing out sleepy ad servers. All of
which will offend the sales team. So is the focus on
user comfort. While at the core of subscription
transformation, focusing on user experience
inherently contradicts stuff-the-channel priorities
of ads salespeople. Only clear vision supported by
decisive leadership can resolve the dilemma.
“Choisir c’est renoncer” (Choosing is renouncing),
said French author André Gide. Time to pick
your pain.
— frederic.fillouz!mondaynote.com
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By GARY MEO

News media audiences, especially print,
continue to show resilience
wice a year, Nielsen Scarborough
publishes a report on U.S. newspaper
audiences. Drawing upon our most
current local-market survey data, we show
audience estimates for nearly 200 printed
newspapers and their Web sites. We call it
the “Newspaper Penetration Report (NPR),”
and we just released our first report for 2017.

T

Looking at the numbers, I am once
again struck by the resilience of the
newspaper media audience, and of the
strength of the audience in particular.
Despite years of circulation and print
readership declines, news media still
demonstrate commanding penetration of
their local markets.
To be included in the NPR, newspapers
must meet the following criteria:
1. Paid newspapers must have both daily
and Sunday editions.
2. There must be at least 100 survey
respondents who told us they read
the daily edition and at least 100
respondents who said they read
the Sunday edition.
3. The newspaper must have at least
4% penetration of the given geography
for both the daily and Sunday editions.
While the report includes three separate
geographies, I focused on the Core-Based
Statistical Area (CBSA). This is a geography
defined by the U.S. Office of Management
and Budget and includes urbanised areas
with populations of 50,000 or more. In
addition to having a comparable geography
for analysis purposes, I chose the CBSA
because, in many cases, it is the closest
approximation of the news media company’s
core market.

Among the nearly 170 news media
companies we report at the CBSA level,
37 (or about 22%) have weekly
penetration of more than 50%.
That means that each week, these
companies reach at least half of the total
adult populations in their markets with their
print editions, e-editions, and Web sites.
(This is based on the net audience of five
weekday print and e-editions, one Sunday
print and e-edition, and the past seven-day
Web site audience.)
The news media company with the
highest penetration reaches a remarkable
68% of all adults in its market during an
average week.
Another 46 news media companies have
weekly penetration of 40% or better. So, just
about half (49%) of the newspapers we report
at the CBSA level reach 40% or more of all
the adults in their markets in
an average week.
Think about that in relation to the
reach of the average local television
or radio station.
And these numbers do not include the
additional reach provided by mobile, apps, or
other related channels.
If we take the Web site audience out and
look at just the print and e-edition audience,
the resilience of this audience becomes
apparent. Among the nearly 170 newspapers
we report at the CBSA level, 34 (or 20%)
have weekly penetration of more than 40%
with just their print and e-editions. (This is
based on the net audience of five weekday
print and e-editions, and one Sunday print
and e-edition.)

The newspaper with the highest
penetration reaches 53% of all adults in its
market during an average week. I chose to
include the e-editions with the print
editions because, for the most part, the
e-editions are electronic facsimiles of the
printed newspaper.
Studies by Nielsen Scarborough and
others show about half of newspaper
readers consume newspapers only in their
printed form. According to Nielsen
Scarborough’s most current national
database, among the U.S. adult audience
that is consuming newspaper media across
platforms (print, e-edition, Web site, and
mobile), nearly half (48%) consume that
content exclusively in print.
Historically, printed newspapers
have always reached large, upscale
audiences, and that is still true today.
While the print audience tends to be
older, print readers are more likely to be
college-educated and live in households
with annual incomes of US$100K or more.
That makes them valuable for a variety of
advertisers.
Despite years of circulation and readership declines, local news media companies still provide the large, engaged,
upscale audiences — in print and online
— that advertisers covet. Their market
penetration
is typically stronger than most local media.
And, the research continues to prove the
resilience of news media — and print,
in particular.
— Reprinted from Media Research Blog
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Final PFL Regulations Released —
Top 10 Things to Know
*For covered employers also subject to FMLA:
When PFL needs to be coordinated with approved FMLA
leave, the employer can require the employee to exhaust
accrued PTO.

4 things employers can do now to prepare:
1. Since the maximum contribution for PFL is
based on each employee’s wage/salary, this
may add to the complexity of current payroll
tracking/administration.
PFL Expert Tip: Start looking for solutions
to reduce the added burden.

T

he wait is over! On July 19, 2017,
New York’s Workers’ Comp Board (WCB)
adopted final regulations on Paid Family
Leave. This was the last piece of the puzzle in
allowing insurance carriers, employers, and
brokers to gear up and implement Paid Family
Leave capabilities before the phase-in of PFL
begins in January 2018.

4. PFL benefits phase in over 4 years with
gradually increasing benefit amount and
duration, so it’s important to stay on top
of annual changes to the maximum
benefits.

While we are finalizing all our
administrative details, such as a fully detailed
claims process, employers will have to prepare
for Paid Family Leave as well — and it brings
new obligations and compliance considerations
to employers.

6. Employers can start taking payroll
deductions starting July 1, 2017.
Get the scoop on early deductions and
maximum here.

Here are the top 10 things to keep
in mind:
1. Employers that have to provide DBL,
must provide PFL.
2. All employees who are currently covered
under DBL, will be covered under (and
thereby have the right to take) PFL
effective 01/01/2018 — some employees
could be out as early as the very first day
of next year!
3. Just like with DBL, a printed PFL
notice will need to be displayed and
posted as published by New York State
later this year.

5. New York State sets the rate and can
change it every year — this is something
else to look out for on an annual basis.

7. Employers cannot require employees to
exhaust their accumulated PTO before
letting them go out on paid family leave.

2. Since paid leave can be taken in daily
increments/intermittent intervals (such as
every other Monday), absence management
may become more complex. This may be
overwhelming for employers who are not
subject to FMLA, as FMLA already requires
granular absence management capabilities.
PFL Expert Tip: Start looking into
solutions to keep track of intermittent
leave efficiently.
3. There’s a good chance one or more employees
at a company will take PFL in 2018 —
maybe even as early as January 1.
Do you have a staffing plan to cover their
workload(s)?

8. Employees will need to give 30 days’
notice for foreseeable leave.
This means employers could start
receiving notices by 12/01 of this year.

PFL Expert Tip: Plan now to avoid staffing
gaps in 2018. Whether it means crosstraining teams in different roles or
looking into short-term staffing
solutions from temp agencies.

9. PFL provides job security for employees
out on paid leave, similar to unpaid leave
under FMLA, but regardless of the size
of the employer.

4. Employers must add PFL to their written
guidance for employees concerning employee
benefits & leave rights, such as an employee
handbook.

10. If an employer declines to reinstate an
employee returning from PFL, the
employee may report that employer to
New York State. The employer then has
30 days to either take corrective action or
file a formal response to the employee.

PFL Expert Tip: Even if no written manuals are in
place now, the employer will have to create written
guidance on PFL, including information on how to
file a claim for paid family leave!
— Reprinted from Group Planners Inc.
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By KAREN K. HO

How a local paper built a tool to measure impact
did extensive research on impact tracking and what
was already being done at nonprofits and organizations
like ProPublica and The Center for Investigative
Reporting.
The newsroom’s seven-person investigative team
was the test group for this first version of Impact
Tracker. “We wanted reporters to do this because they
can connect the dots and say ‘I know this happened,’”
Delgado said.
ICYMI: “She identified herself as a reporter.

Anjanette Delgado, digital director of The Journal News, lohud.com and the Poughkeepsie Journal,
with the newest version of her Impact Tracker. — Photo by Karen K. Ho
HOW DO YOU measure impact?

M

any publishers are looking to outside
sources for funding through foundations,
investors, and subscriptions. In addition
to analyzing interest in their work through
pageviews, completion rates, stickiness, and other
metrics, companies and newsrooms need to show
how much of a difference is being made by their
work across channels.
The Journal Media News Group, a news
organization located in the northern suburbs of
New York City, created a way to measure many of
their successes through Impact Tracker, a custom
online tool developed by its staff that could soon
expand from three Gannett newsrooms to 16 more
in the USA Today network next year.

The project started through a conversation
between Executive Editor Traci Bauer and Digital
Director Anjanette Delgado in January of 2015. “If
we become a slave to those metrics at the expense
of not knowing about impact, we’re going to wake
up one day and be very regretful as an industry,”
Bauer tells CJR. “When I said, [impact is]
impossible to measure, Anjanette had this look on
her face like, maybe that’s not so impossible.”
In September, the first version of the Impact
Tracker started as a Google Form, a free online
survey and information collection tool. “We started
out that way because it had a low barrier to entry
and you can experiment,” says Delgado, who also

He then walked behind her and punched her in
the side of the head”
For Investigative Editor Frank Scandale, the
Impact Tracker gave him and his Watchdog reporters a
much easier way to organize the results of their work
far beyond pageviews and other kinds of traffic.
Scandale was part of the team at the Denver Post who
won the Pulitzer Prize for breaking news for the paper’s
coverage of the Columbine High massacre. He says
contests like the Pulitzer Prize for Public Service have
always focused on impact but other deeply reported
stories that weren’t nominated for awards mattered, too.
“We may not win an award but the [Impact
Tracker] tool shows you the value of investigative
journalism,” he tells CJR from his cubicle filled with
stacks of old newspapers and walls covered in pages of
his team’s cover stories. “It validates what we do. It’s
showing what we’re doing in black and white and it
doesn’t get pushed to the bottom of some email.”

ICYMI: NY journalist handcuffed to railing

over his head
In the online interface, reporters choose from
12 kinds of impact for their work — such as
policy change, major citation, and government
investigation — , add specific details, and track
how their stories change over time. Editors can
quickly see how their reporters are doing, as well
as pull out information for columns, award
applications, and performance reviews.
A screenshot of the options available in Version 2 of the Impact Tracker for recording actions caused by a story.
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ICYMI: Gannett and the lasst great local hope

While adoption of the tracker is voluntary for
Gannett newsrooms, Delgado says it’s critical to get
management on board from the start. “If you have a
newsroom where the editors don’t believe in it, don’t
buy in, don’t make it a priority, then reporters forget
to put their story in,” she says. “Then you end up
with three or four months where nothing has
happened even though you know something has.”

Frank Scandale, Investigative Editor at
The Journal News and lohud.com at his desk
in White Plains, NY. — Photo by Karen K. Ho
ICYMI: The surprise 2017 Pulitzer winner

After a year and a half with the Google Form,
Delgado had enough experience, information, and
feedback from the Watchdog team to receive
management support from Bauer to bring the
project to its next stage of development. “There
wasn’t a question when it came to asking for
additional resources,” Delgado says. News app
developer Avram Billig was brought on to help
build the second version of the tool — a custom,
easily searchable, scalable online application with
more specific ways of tracking impact beyond
investigative work. “Ease of use was really
important to us so that reporters wouldn’t feel like
it was burdensome,” Delgado says. The new
version was introduced to the newsroom in the
spring of this year.
“When we rolled it out to the rest of the staff,
Anjanette and I said, ‘Don’t junk it up’ because
you feel like you have to be on the Impact
Tracker,” Bauer tells CJR. “We’re pretty strict
about what goes in there. Was legislation
introduced? Did someone lose their job? Was an
investigation started?”
Some of Bauer’s favorite examples of impact
include a Purple Heart medal found on the side of
the road being reconnected with family members
and a popular German restaurant reopening after
its initial closure. “It doesn’t always have to be
someone getting fired or going to jail, although
those are pretty cool, too,” she says, laughing.
“It can be softer than that.”

Traci Bauer, Vice President and Executive Editor
of The Journal News, lohud.com and the
Poughkeepsie Journal, at her desk in
White Plains, NY. — Photo by Karen K. Ho.
Another, more recent, example came from a
report on a local Christmas tree farm. Reporter
Heather Clark told Delago that on the farm’s first
day of business, sales had doubled and customers
were coming in from a wider area. “The owner
told [Clark], ‘The only thing different from last
year is you wrote about us.’”
It didn’t take long for other Gannett papers to
become interested after Bauer and Scandale did a
presentation on impact at a editors meeting in the
summer of 2016. But Bauer and Delgado wanted
to wait for the updated version before introducing
it to other newsrooms in the company this year.
“Now it’s so much more sortable and searchable
and scalable,” Bauer says.
Version 2.0 of the tracker automatically
enters information from reporters into an easily
searchable database. The application also allows
easy export of raw text into the newsroom’s
content management system for other articles or
columns, as well as for speeches, audience
analysis, and even talent recruitment.
The current expansion focus for the Impact
Tracker is with smaller newsrooms like the
Pughkeepsie Journal, where Bauer and Delgado
also serve as executive editor and digital director,
and TCPalm.com. “They can help us test it, but
they can also help us with the rollout and the
[training of other Gannett newsrooms],”
Bauer says.

Meetings, training and observation of the initial
impact tracking are all done by Delgado’s team
remotely. And while there are currently 16 sites
waiting to get access, Delgado says this is still a
fraction of USA Today’s total network. “If we bring
everyone in, we’re talking 100 plus,” she says.
“We built it to scale and to be able to handle 109
sites. But we just want to bring people in waves
instead of all at once.”
When it comes to writing stories, Bauer notes
impact tracking is one of a range of measurement tools
for her staff, including unique visitors or time spent on
site. “We’re not going to chase the metric of the week
in this newsroom,” Bauer says. “And it’s not all about
impact because if we ignore the metrics and just go to
impact, we have the danger of losing our audience.
We have to measure all of them as a formula and put
all of them together to make strategic decisions.”
Beyond its editorial function, the Impact
Tracker is also changing how The Journal News
markets subscriptions. Local consumer sales and
marketing manager Kasia Abrams says her work will
highlight results from notable stories she’s found in
the reporting tool.
“I think there’s no better way to emphasize the
importance of being a subscriber to a local newspaper
than showing their impact,” she says. “Often in sales
it’s just results oriented and you’re selling the product
because of the discount. We’re selling a product that
really makes a difference. We’re part of something
bigger. This is why you should subscribe.”
“We would rather sell the impact on the
community instead of saying, ‘Buy the paper you’ll
get an extra five dollars in coupons,’” Delgado says
with a laugh.
ICYMI: When metrics drive newsroom culture
— Reprinted from Columbia Journalism Review
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By PETER BROOKE

Find out why ADA website compliance
is so important and how to make sure your
company’s site meets these requirements.

I

f you’ve never heard of ADA website
compliance before, your small business
could be facing big trouble in the very
near future.

Any business that has a physical location
that is open to the public has already had
some experience with meeting ADA
accessibility guidelines.
The Americans with Disabilities Act,
known as ADA for short, requires businesses
to ensure that all their customers have access
to the same services, regardless of their
physical limitations.
You may have installed a ramp,
increased the width of your door frames,
or made other accommodations to ensure
that your physical premises are accessible
to all. The requirement for equal access
used to only apply to physical locations and
storefronts, but now the government is
actively ensuring that the requirements for
ADA accessibility include online properties
such as websites and mobile apps.
That’s good news if you are one of the
many Americans who have a visual, hearing,
or mobility disability that makes it difficult to
access some information on the web. If you
are a business owner who hasn’t made
provisions to ensure that your website and
other online assets are ADA compliant, you
could be looking at a host of legal and
financial penalties.

What Businesses Need
to Have an ADA
Compliant Website?
Any business that is considered a “place
of public accommodation” is required to
provide equal access to services under the
nondiscrimination requirements of
Title III of ADA. When you look at
the guidelines closely, this includes
hotels, entertainment venues, legal
and accounting firms, retail stores,
and virtually every business that is
not a private club, including
businesses that exist solely on the web.
The Department of Justice (DOJ) has
specifically stated in rulings that websites
should be designed so they are accessible to
individuals who have vision, hearing, and
physical disabilities. There’s a growing body
of case law where the DOJ required
companies to provide an ADA compliant
website and levied hefty penalties when sites
failed to measure up.
And ADA compliance isn’t limited to
websites. A recent ruling against an online
grocery delivery company established the
need for mobile apps to meet similar
accessibility standards. Businesses need to
consider every aspect of their web presence to
ensure they are providing an exceptional user
experience with access for all.
While there are legal considerations that
make having an ADA compliant website a
solid business decision, it’s also just a matter
of good customer relations.

What Makes a Website
ADA Compliant?
People with disabilities that affect their
sight, hearing, or mobility may have difficulty
accessing certain parts of websites and other
online properties unless certain
accommodations are made. Just as businesses
may need to make adjustments to their
physical location so that disabled customers
have easy access to the premises, companies
may need to adjust certain aspects of their
websites so individuals with disabilities can
take full advantage of all the features and
services.
It makes sense that everyone should
have equal access to websites and online
properties. The Internet has become an
integral part of our lives, where we go to shop,
learn, do our banking, and socialize. The DOJ
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hasn’t determined what the final set of
regulations for ADA compliant websites will be
yet, but there are established guidelines and
standards of accessibility that can be viewed
on the ADA website. Once a website meets
these accessibility standards it qualifies as
ADA compliant.
What Are Some of the Features
of ADA Compliant Websites?
ADA website compliance is about making
sure that everyone has equal access to all the
elements on your website and apps. That may
mean you need to provide alternatives for some
of the functions and content on your site in
order to meet ADA website compliance
standards. Here’s a quick rundown of some
of the accommodations that need to be
incorporated into your website to meet the
ADA guidelines:
Your website needs to have easily resizable
text with a high contrast mode option to make
text easier to read for your sight impaired
visitors. Photos would need to have text
descriptions, and the videos on your website
and social marketing strategies should include
audio descriptions and transcripts for people
who are hard of hearing.
Your site would need to have a text only
option, with all functionality accessible
through a keyboard for visitors with mobility
issues. Once you make these and other
changes to meet ADA guidelines, your site
would need to be tested by a website
development company familiar with ADA
compliance issues to be sure that visitors who
use assistive technology such as screen readers
are able to access your web content fully.

How Does the Need for ADA
Website Compliance Affect
Your Business?
For most businesses, the need for ADA
web compliance means they will need to make
at least some adjustments to all of their online
marketing strategies. For instance, if your
company provides tax preparation services,
all of the tax forms you provide for customers
to download would need to meet accessibility
standards. Any online tax preparation services
that you offer would also need to be
configured so they meet ADA standards, as
would your mobile app.
If you are a hotel owner, you probably
have a hotel website, mobile booking app,
virtual concierge through your Twitter
account, and a reward program that loyalty
club members can access through a social
site. All of these web components should be
audited and adjusted to meet compliance
guidelines.
If your hotel used responsive web design
when creating your online marketing
strategies, you’re already meeting many of the
ADA compliant regulations for hotel websites.
You will still need to make some changes, but
you definitely have a head start. Making the
changes now, before your business is the
target of a lawsuit or government action,
makes good business sense.
How Can Businesses Make
Sure They Have ADA Compliant
Websites?
The fastest, most certain way to be sure
your website is in compliance is to contact a
qualified web design agency and have them
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perform an audit of all your online properties.
Make sure you interview the agency
thoroughly first, as not all agencies are up
to speed on ADA website compliance rules.
A qualified web design firm will be able to
identify any violations of ADA Website
Compliance and outline a plan for updating
your online content and properties.
If you prefer to handle the audit yourself,
the ADA.gov website provides a complete list
of ADA compliance guidelines, with clear
breakdowns that detail potential problems
and solutions.
The need to make websites, mobile apps,
and other online properties accessible to all
is only going to increase as time moves on.
Smart business owners will do well to get in
front of this issue and make sure that their
websites are ADA compliant now so that all
their customers have the equal access to the
resources they offer. Not just because they
want to avoid a lawsuit or government action,
but because it’s the right thing to do.

— Peter Brooke is Founder and CEO of Blue Interactive
Agency, a full service digital marketing agency.
With a passion for online marketing, Peter enjoys
analyzing digital strategies and offering his unique
view on how effective they are. Having a track record
of successfully commercializing digital properties,
Peter is always looking for the next challenge to help
a company succeed online. In his spare time,
Peter maintains a personal blog which focuses
on his gastronome adventures.
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By LORNA WHITE

As mobile advertising becomes more popular,
viewability becomes more important

M

obile advertising is booming.
We have all seen the growth
figures driving the market, and
I have written about how digital is being
driven forward thanks to mobile as a
channel. However, with such fast
growth, it is important to ensure quality
is maintained. And the lessons we
learned with digital are transferred
across to mobile.
In digital display, the
advertising industry has been
affected by ad fraud and lack of
viewable impressions, which means
the industry is affected by wasted
ad spend. According to recent research
from eMarketer, Global Digital ad
spending (including mobile) will top
US$335 billion and represent more than

46% of total media ad investment by
2020, which highlights the importance
of viewability as a consideration for
brands and advertisers.
Unfortunately, it seems recent
trends are showing that the increase in
mobile ad spend is bringing down the
viewability figures across the digital
marketplace.
Given the way consumers use
mobile — with a smaller screen and
more scrolling — ads will potentially
not be in view. This means in-app
inventory where ads are not in
viewable placements may not meet
their full potential in delivering an
advertiser’s message.

The importance of quality
inventory has never been more
important to ensure these
placements are not wasting
advertisers’ investments.
Some of the difficulty in tracking
viewability and blocking fraudulent
inventory also comes from the in-app
environment, where third-party vendors
often aren’t integrated with the
placements. As an industry, we must
work to find solutions for this.
Brands and advertisers can create
app whitelists to ensure more relevant
placements and quality inventory, but
they should be aware this could affect
the scale achieved with their
campaigns.
In summary, it’s important
advertisers consider viewability and
ad fraud across their whole digital
campaign, and they shouldn’t treat
mobile in a silo. We must ensure the
quality of digital continues to be built
upon so we maintain digital as a
reputable channel to achieve
marketing goals.
Lorna White is a senior planner at
MediaCom in London, United Kingdom.
She can be reached at
Lorna.White@mediacom.com or @lornyw.
— Reprinted from inma
(International News Media Association)

An increasing number of brands are spending money on mobile advertising, but viewability needs to be a priority.
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By MATT COEN

Photo contest drives 1,000+ leads for hospital
driver of participation was email. The team sent a
contest email to its registered user database of
13,500 people, and this sparked the majority of the
contest engagement.
After the contest ended, while the top three
winners each received a cash prize, all of the top
12 entrants had their adorable pictures published
in the newspaper.
The contest received 600 entries, over 16,000
votes were cast, and the Johnson City Press was
able to secure $3,000 in revenue.

T

he Johnson City Press, a 26,000-circulation
newspaper in Johnson City, Tenn., has a
history of running successful photo contests.
The staff knew cutest baby contests are
always a big success, so they wanted to find the
perfect sponsor who could really benefit from the
opportunity.
Mountain States Health Alliance, a local
medical center, had worked with the Johnson City
Press in the past. The hospital was hopeful this
photo contest would help grow its email database,
increase exposure for the brand, and develop hot
leads for future marketing campaigns.
Long before launching the Picture Perfect
Baby Contest, the newspaper met with Mountain
States Health Alliance to determine what the
company’s goals were from
this campaign. It’s
important to have a
consumer needs
analysis (CNA) meeting
to understand what the
client really wants
and decide on the
best ways to
achieve every goal.
Based on the
CNA, the
newspaper
learned the
hospital

wanted to grow its email database of new
customers, so the paper included an email
opt-in to the registration page.
In addition to email growth, it was really
important for Mountain States Health Alliance
to identify potential new clients. A cutest baby
contest presented the perfect
opportunity to target families
in the community.
With two unique survey
questions, the Johnson City
Press was not only able to
identify users expecting a
new baby, but was also able
to provide a list of contacts
who specifically wanted
information about their
children’s healthcare.
The paper has found
that photo contests draw in more engagement
when they have separate submission periods
and voting periods. Each period ran for about
three weeks. While users could only make one
submission, the paper allowed them to cast a
vote each day. This brought users back to the
site day-after-day and gave users extra time to
solicit votes from their friends and family.
Promotion is key to maximizing
engagement on the contest. The Johnson City
Press leveraged core media with print ads in the
newspaper and ads on its website, but the real

But the real success came in results for the
advertiser. The email opt-in brought in over 7,200
new addresses for the hospital’s database. They
discovered 1,195 users who anticipate having a
baby within the next two years and 596 entrants
were interested in learning more about their
child’s healthcare.
The Mountain States Health Alliance was
thrilled with the valuable results of the contest. It
cannot wait to begin using all the
data for future targeted marketing
campaigns and is eager
to work
with the
Johnson
City Press in
the future.

— Matt Coen is the president and co-founder of Second Street, a
leading provider of private-label online promotions platforms
and partner success services for media companies based in St.
Louis, Mo. He can be reached at
(314) 880-4902 or matt@secondstreet.com .
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Diane Straus, Magazine and
Newspaper Publisher, Dies at 66

D

iane Straus, the
publisher of two liberal
policy magazines who
was also a championship
platform tennis player, died
December 20th at her home
in Washington. She was 66.
Her sister Jeanne Straus
said the cause was cancer.
Ms. Straus had been
president and publisher of
The American Prospect
when she joined The
Washington Monthly in
2008, nearly 40 years after it was founded
by Charles Peters.
The magazine, which is a nonprofit, has
continued to rely on foundations and other
donors. Last year, it began an online
project, Successes of Philanthropy, which is
sponsored by foundations and other donors.
“A decade ago, foundations didn’t want to
interfere in the market,” Ms. Straus once told
The Chronicle of Philanthropy. But in recent
years, she added, they decided “that they
need to for serious independent journalism to
survive.”
Diane (pronounced DEE-ann) Ellen
Straus was born in Manhattan on Oct. 23,
1951. Her father, R. Peter Straus, built a
small empire of radio stations in New York
State that included WMCA, which moved
from a Top 40 music format to talk radio in
1970. He later augmented those holdings
with weekly newspapers.
Mr. Straus, who died in 2012, was also
active in Democratic politics and served as
director of the Voice of America in the 1970s.
Ms. Straus’s mother, the former Ellen
Sulzberger, helped run WMCA and founded
Call for Action, the nation’s first telephone

help line for individuals trying to
solve problems they had
encountered with government
officials, corporations and
landlords. She was a cousin of
Arthur Ochs Sulzberger, the former
publisher of The Times.
She attended Brearley and
Sidwell Friends. While attending
Yale, where she studied psychology
and sociology, Ms. Straus started
the university’s first women’s
varsity tennis team and was its
captain. She was in Yale’s first
class of women to graduate, in 1973.
After college, she held editing jobs at
New York magazine and The Village Voice
before being named publisher of one of her
family’s newspapers, The Cranford Citizen
and Chronicle in New Jersey.
After taking a break to run a catering
business, she became publisher of Trader
Publications, a company run by her husband
at the time, Carll Tucker III.
Ms. Straus balanced publishing work
with amateur platform tennis, which is
played on an aluminum deck about onethird the size of a traditional tennis court.
Twelve-foot-high fencing that surrounds
the court allows the ball to be played off
the walls.
Ms. Straus won more than two-dozen
titles, some after she turned 60, including
two this year.
“She was determined and full of grit,”
Robin Rich Fulton, one of her playing
partners, said in a telephone interview.
“She had willpower and a forehand that was
out of this world, which set me up to close
out the point.

“Her only weakness,” she added, “was
her serve. She’d toss the ball so high that
you could read a chapter of ‘Gone With the
Wind’ before it came down.”
Ms. Straus was inducted into
the Platform Tennis Musem and Hall of
Fame in Scarsdale, N.Y., in 2004.
That year she took a hiatus from her job
as group publisher of Manhattan Media to
work for Howard Dean, the former Vermont
governor who was seeking the Democratic
nomination for president.
In addition to her sister Jeanne, Ms.
Straus is survived by her companion, John
Curtis; her daughter, Rebecca Tucker; her
sons, Peter and David; two granddaughters;
another sister, Katherine Straus; and a
brother, Eric. Her marriage to Mr. Tucker
ended in divorce.
After her mother died, her father
married Marcia Lewis, the mother of
Monica Lewinsky, the former White House
intern who had an affair with President
Bill Clinton.
“Monica is a bright, engaging and
attractive young woman,” Ms. Straus said
in 1999. “Who hasn’t made mistakes in
their 20s?”
She returned to the print media world
in 2005 as president and publisher of
The American Prospect, where she stayed
for three years before joining Washington
Monthly.
A memorial service will be held
Saturday, January 27, 2018 at 2pm at
Sidwell Friends in D.C. In lieu of flowers,
please send contributions to: GreenWood
(greenwoodglobal.org), the Latin American
Youth Center, Ultimate Peace or the Ben
Jealous Campaign for Maryland Governor.
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By DANA WHITE

Adam Stone, Founder and Publisher of Examiner Media,
Talks About the Success of His Westchester County
Community Newspaper Chain, Examiner

A

dam Stone, one of Editor & Publisher’s
25 top publishing leaders under the age
of 35, is standing in the kitchen of the
Mount Kisco condo he shares with his wife,
Alyson, a second-grade teacher, and their
four-year-old daughter, Madeleine. When
asked where his office is, he holds up his
BlackBerry and says, “This is my office.”
Then he walks into the dining room and
motions to his laptop on the table. “And
sometimes,” the 33-year old says, “this is my
office. The fact is, I’m pretty mobile. I can
work from anywhere.” In other words, Adam
Stone, founder and publisher of one of the
region’s fastest-growing media companies,
doesn’t have a real office, unless you count
the desk in his finished basement, with the
home gym equipment and the big TV and
Maddie’s toys. There is a printer and some
pencils in a Mets cup, but the desk looks
neglected. Stone prefers to take meetings at
Panera Bread in Bedford. His office, after all,
fits in his pocket.
“All I do for a living is send out and reply
to emails,” says the amiable Long Island
native, only half joking. As proof, he sits down
and scrolls through the 200 or so messages
that have appeared in his BlackBerry’s in-box
over the past 24 hours. In an era when print
and digital publishing are locked in a deathmatch (and few are putting their money on
print to win), Stone is proving that a good, oldfashioned newspaper can still win readers, at
least in Westchester, and especially if it’s free.
Stone may have been born and raised in Port
Washington, New York, but he laid out his
future in 2007 at his dining room table, where
he and a staff of three completed the first
Examiner community newspaper. Covering
only Pleasantville and Mount Kisco, it quickly

expanded to include Chappaqua, Mount
Pleasant, Briarcliff, and Armonk.
In 2009, he started Examiners in
Putnam County and Yorktown (the latter
christened the Northern Westchester
Examiner last spring), and last August, the
White Plains Examiner hit the streets of the
county seat.
The four papers have a total circulation
of 25,000 and are distributed to
approximately 1,000 locations in two
counties, from Cold Spring to Ossining to
Hartsdale. Its advertisers are a Goldilocks
spread of small, medium, and large
businesses, from handyman services and
funeral homes to fitness centers and
corporations like Verizon, Entergy, and
Sears. Since 2008, Examiner Media has
seen an 84-percent increase in revenue, and
Stone projects that 2011 revenues will rise
another 23 percent.
He’s done all this without investors,
office space, a newsroom, or a suit and tie.
Stone and his staff of about 30 editors,
reporters, and salespeople wear more hats
than a Dr. Seuss character. They work out of
their homes, cars, and public spaces,
connected by email and cellphones and a
passion for grassroots reporting. Once in a
while, they meet in person. His father and
older sister play pivotal roles; his father
closed the Brooklyn-based family business,
Banner Candy, and relocated from Long
Island to Northern Westchester; now they’re
the CFO and associate publisher,
respectively. (Stone’s mother passed away
when he was nine.) He rarely wavers from
his uniform of a dark-blue polo shirt, jeans
or cargo shorts, and laceless sneakers,

except for the meeting at White Plains City
Hall, where he showed Mayor Tom Roach
the mock-up of the White Plains Examiner.
“I wore khakis for that,” he says.
“And a polo with less wrinkles.”
A self-described “local news junkie,”
Stone sees his papers as a vital component
of a vibrant community life. “What’s
happening with our school taxes, who’s on
the football team, who’s running for town
board — these issues have an immediate
and direct impact on people’s lives,” he
says. “That’s what our motto, ‘small news is
big news,’ means: the idea that people have
an inherent interest in what’s going on
locally.”
A 2007 New York Times profile
remarked on Stone’s “Jimmy Stewart
earnestness,” but his laid-back, every-dayis-casual-Friday mien hides a restless
entrepreneurial spirit. He operates on
intuition and gut instinct “because it’s the
only way I know how to do it.” He used to
dream of Woodward and Bernstein-style
journalism crusades, not
starting his own business.
“I got this idea and I
decided to try to execute it.
I never thought we’d
have two newspapers,
let alone four.”
“Adam is very
ambitious and
motivated,”
says Faith Ann
Butcher, the
Northern Westchester
Examiner’s editor in
chief. A mother of four
Photo Credit — Cathy Pinsky
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who reports, writes, and lays out the paper in
her home office in Mahopac, New York, she is
also the photographer and occasional delivery
person. “He’s always open to ideas, which is
fantastic.”
Stone fell in love with print as a college
sophomore at Hofstra, when his public
relations teacher suggested he might prefer
journalism. He turned the school magazine
into an award- winning publication. “I liked
having my fingerprints on something I helped
to create.” In 2001, after graduating, he
moved to Mount Kisco to be near his
girlfriend (now wife), Alyson, who is from
Pleasantville, and went to work for Gannett,
the 900-pound gorilla of the Westchester
County newspaper scene. In the late 1990s,
Gannett had folded nine of its local titles and
created the Journal News in 2000, after
losing local ad revenue, Gannett resurrected
five of those titles as community weeklies,
including The Star in Peekskill, where Stone
did man on the street interviews and covered
city hall. In 2002, after a brief stint as a staff
reporter at the Times Herald-Record in
Sullivan County, he took a job at the nowdefunct North County News in Yorktown, the
venerable weekly published by Chase Media
Group, owner of the PennySaver.
Martin Wilbur, then North County News’s
assistant editor, became Stone’s advisor and
friend. “I’ve seen reporters who were
confident to the point of cocky, but Adam was
never that way,” he says. “When he didn’t
know something, he wasn’t afraid to ask
questions, and that’s one of the best qualities
a journalist can have. Sometimes you can get
pretty lost when you’re talking about sewer
and storm water management.”
Stone loved his job and North County
News, particularly the collegial newsroom
atmosphere and the editorial freedom he was
afforded. But all that changed in 2006, when
its founder, John W. Chase, passed away and
one of his daughters took the reins. The
controversial regime change came with dress
codes and goal sheets. Many staffers chafed

at the new doctrinaire climate, and a mass
exodus began, including Stone. “Most
reporters aren’t of that personality, so I had
to haul ass out of there.”
Stone went freelance and did well,
writing for national outlets like the New York
Times, Inc. magazine, and the Real Deal, a
real estate trade publication. He loved it, but
eventually the stories — often
manufactured, non-local pieces inspired by
press releases — left him cold. “There was
something missing,” he says. In mid-2007,
while covering a zoning board of appeals
meeting for the Bedford Record Review, he
found that missing ingredient: the nitty-gritty
realism of community journalism.
“I was interacting with the panel, talking
to people who had complaints. That process
felt a lot purer, a lot more relevant. Not to get
too corny about it, but I said, I want to be
doing this again. Community journalism is
so real. I wanted to move in that direction.”
Around the same time, Gannett closed
the Patent Trader, which had covered the
county for half a century. Stone saw this
vacancy as an opportunity to be his own boss
and take a stand against the growing digital
dominance of newsgathering. “I didn’t need
to quit a job to do it. I was on my wife’s
healthcare. It seemed the stars were aligned
for me to do this.”
He sat down with a legal pad in his
basement and plotted out his first edition.
It was August, and Stone wanted to get the
paper out in September, to capitalize on the
fall advertising season. He called Martin
Wilbur to get his opinion. “I remember
saying, ‘Between the two of us we can find
dozens of people to write,’” says Wilbur, who
had one foot out the door at North County
News. “But how are you going to sell ads and
produce and print and distribute it?”
Sometimes naïveté is a blessing. Taking
$2,000 from savings, Stone hired a freelance
designer to whip up a prototype. He called it
the Examiner, which had “an old-school,

NewsBeat 21

throwback feel” to it, as did the logo’s Olde
English font. He got managerial and
administrative advice from a neighbor. A
printer he found churned out 500 copies of
the prototype, and he began cold-calling
businesses in Pleasantville and Mount
Kisco, trying to drum up ads. One of his
first advertisers was Chris Cornell, a
framing business owner who is now director
of social media for Thompson & Bender, the
Briarcliff-based marketing and PR firm.
“He didn’t have to sell me very hard
because I was very enthusiastic about a
weekly publication covering the village,”
Cornell says. Still, “You look around and
see other publishing entities folding up, and
here’s this guy starting something new. I felt
a combination of hoping he would succeed
and really doubting whether he would.”
It’s safe to say that Stone has exceeded
expectations. He rounded up enough
advertisers and brought in the “enormously
talented” Wilbur as his editor in chief as
well as a few North County News
“refugees,” as they called themselves, to
report and produce it. Stone printed 2,000
copies, split between the two villages, and
delivered them out of his Honda Accord.
The Examiner’s combination of hard news,
soft features, and school sports made it an
instant hit.
With no offices to rent, no investors to
reimburse, and no postage to pay, Stone
says the company was profitable right out of
the gate. “Our low overhead made all the
difference in the world,” says Stone, who
only goes into villages where he “sees an
opportunity” — either an existing paper has
gone out of business or there’s an
underserved market. And he goes out of his
way to stay on good terms with other
publishers. “Scarsdale and Bedford have
terrific, established papers I wouldn’t want
to compete with because I respect them so
much.” White Plains, on the other hand,
“was almost ridiculously wide open,”
(Continued on next page)
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especially after the White Plains Times,
another free weekly, went under last spring.
“Adam has a lot of integrity,” says
Patricia Casey, the former publisher of the
White Plains Times and publishing
consultant to the White Plains Examiner.
“He’s a really good person, and he’s very
smart.” His lean-times business model has
worked, she believes, because “he doesn’t
go out in a big way initially. A lot of
business models are to grab the entire
market and start really big, and I think
that’s what gets you in trouble in a
recession.”
Casey knows this first-hand. When
launching the White Plains Times in 2005,
“we went out big and we hit it big. We had
the real estate market locked up and
everybody jumping to be in the paper.” In
the fall of 2008, when the economy tanked,
revenues from real estate advertisers
evaporated, and so did the paper. The
Examiner brand, on the other hand, doesn’t
depend on one advertising category. Stone
explains that the economy was starting to
slide in the fall of 2007, when they
launched, but the recession “wasn’t a game
changer. It helped that we never relied on
those bread-and-butter ad revenue streams
that other newspapers did. We didn’t lose a
heavy volume of real estate or bank or auto
ads because we never had them.” Instead,
he had the local bookstore and gift shops —
small businesses that even in hard times
could still cough up $50 for a 116th-page
black-and-white ad.
Like any good entrepreneur, Stone is
willing to adapt to a changing marketplace,
with his idealism tempered by the realities
of change in a constantly shifting media
landscape. While he used to bear a grudge
against what he perceived as the printkilling digital arena, he has beefed up
his once bare bones website,

TheExaminerNews.com, with original
content, breaking news, and blogs. And at
the urging of Chris Cornell, he’s become a
social media convert who speaks easily of
unique visitors and web analytics and how
Facebook drives more readers to the
website than Twitter. Many say that his
competition isn’t so much print these days
as the growing number of online hyper-local
websites, such as AOL’s Patch and Main
Street Connect, a Connecticut-based online
community news company with a growing
presence in Westchester County. But Stone
doesn’t worry about competition, whatever
platform it occupies. “All the money in the
world can’t allow a big media company to
execute the basics much better than us or
much worse than us,” he argues. “All the
money in the world doesn’t change coverage
of a local village board meeting. Their
money isn’t much of a strategic advantage.
It’s really more about advertising revenue
than competition. We have really good
people editorially, and they do their job and
they do it well. So then it becomes about the
sales reps.”
He continues: “There are no plans at all
for print not to be front and center. The only
caveat to all of this is everything’s changing
so quickly. We have an apparatus in place
where, if it made sense, we could become a
daily online media outlet yesterday. But
what’s the purpose of doing that when the
market’s allowing us to do what we’re doing
now? People like the newspaper and there’s
a demand for it. I think we’ve found a happy
medium between print and the web, and
we need to do more with that as time
moves forward.”
Maybe then he’ll get a real office?
“We’ll see. Probably not.”
— Reprinted from WestchesterMagazine.com

A

lizah Salario has been named arts
and entertainment director for
NYC-NOW.com. The website
serves as a funnel for Straus Media’s arts
and entertainment coverage in its
Manhattan based print newspapers.
Our Town, The Eastsider, The West Side
Spirit, The Westsider, Our Town Downtown,
The Downtowner, The Chelsea News and
The Chelsea Clinton News. Salario will
also work with local arts groups and
individual artists to curate neighborhood
events on the site.

J

ohn Anderson has been named
managing editor of the Batavia Daily
News in New York. Anderson most
recently served as a regional editor
for GateHouse Media, overseeing the
Hornell (N.Y.) Evening Tribune, Wellsville
Daily Reporter, Genesee Country Express
in Dansville, N.Y. and Sunday Spectacular
in Wellsville, N.Y. He also spent nine
years as Allegany County bureau chief
for the Olean (N.Y.) Times Herald.

B

ob O’Leary has been named vice
president of revenue diversification
at The Daily Gazette in Schenectady,
N.Y. O’Leary briefly served as vice
president of advertising for the Gazette in
2013. He later served as publisher and
general manager of the Kingston (N.Y.)
Daily Freeman. O’Leary began his
career as an advertising salesman at
the Poughkeepsie (N.Y.) Journal.
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By COREY KILGANNON

The Community Newspaper Queen, of Queens

V

and I said, ‘I’d like to be in the news business,’”
recalled Ms. Schneps-Yunis, who then helped start
a group home in Little Neck, Queens, and an
advocacy group called Life’s WORC.

ictoria Schneps-Yunis broke away from
the sprawling marketing event she had
organized and settled into a lobby,
where there was a display showing the
publications she owns.

Four years after the death of her second
husband, Stuart Yunis, Ms. Schneps-Yunis is ready
to date again — and for that reason would not
reveal her age.

She grabbed the current issue of The
Queens Courier, her flagship publication.
It was more than 100 pages thick — hefty for
a community weekly, especially as print
publishing has imploded — but normal for
The Courier, she said.
A bad week is 80 pages, Ms. Schneps-Yunis
said. “The rumors of print’s demise are greatly
exaggerated, at least with us.”
“Us” would be her Queens-based media
empire, which dates back to 1985, when she
started The Courier in her Bayside living room
“with four children, a dream and a prayer and
$250,” she said.
That first issue had news from northeast
Queens and ads taken out by friends and
businesses run by relatives. Over the years —
fueled by her irrepressible personality and forceof-nature networking — she has acquired paper
after paper.
She has expanded coverage into all four
boroughs, meaning New York City minus mediasaturated Manhattan.
“We’re the real people,” she said of the
other boroughs, which along with Long Island is
the terrain of Schneps Communications, the
media and marketing company Ms. SchnepsYunis now co-owns and runs with her son,
Joshua Schneps, 38.
This year, the company has added print
versions of The Long Island Press and
Brownstoner, a Brooklyn-based website.
The company now operates some 20 print
newspapers, 10 digital publications and employs
about 90 staff members.
“I started in Queens so it’s local, local,
local,” said Ms. Schneps-Yunis, who publishes
editions of The Courier devoted to individual
ZIP codes and geared to individual apartment
complexes.

“I won’t stop until I win a Pulitzer,”
said Ms. Schneps-Yunis, center.
Photo Credit — An Rong Xu for The New York Times

“People still want to read about their
neighborhood — they want to see their kid’s
picture in the paper,” she said. “That’s our niche:
local.’’ When a bank in Whitestone had a
surveillance image of a robber, she put it on the
front page of The Courier. A reader helped identify
the thief, she said, “and the next week we ran it on
the cover: ‘Courier Reader Nabs Bank Robber.’”
As Ms. Schneps-Yunis spoke, she sat in her
office on Bell Boulevard in Bayside. She was
dressed in a hot pink blazer trimmed with pearls
and taking notes with a pen adorned with a large
artificial flower on the end. On her desk was a
pillow with the decree, “The Queen Reigns Here.”
Ms. Schneps-Yunis grew up in the Midwood
section of Brooklyn, attended James Madison
High School and earned degrees from New York
University and Brooklyn College before becoming
a schoolteacher.
Her publishing career, she said, grew out of
her protesting the Willowbrook State School, the
notorious Staten Island home for developmentally
disabled residents. Ms. Schneps-Yunis, whose
daughter Lara was in Willowbrook’s infant
rehabilitation ward, led protests in the early 1970s
against deplorable conditions in other wards.
Ensuing exposés by Geraldo Rivera helped
fuel outrage, and a subsequent federal lawsuit
helped close Willowbrook.
“To see the change, once Geraldo came in,
that’s when I realized the power of the press,

“I’m single — I’m putting out the word,” she
said. “I love smart men. There’s something very
sexy about brains.”
To help keep her papers profitable, Ms. SchnepsYunis began holding advertiser dinners that have
expanded into wider marketing and networking
events.
The events are promoted as awards dinners
for “Power Women,” “Under 40” and such
categories. Advertisers and others are presented
with Vicki’s — a heavy statuette resembling
an Oscar or a Tony award.
At her recent “Kings of Queens” event at the
sprawling Terrace on the Park catering hall in
Flushing Meadows-Corona Park, Ms. Schneps-Yunis
was turned out in a long, bejeweled gold coat and
matching pumps.
As each businessman — the award is given
only to men — introduced himself, Ms. SchnepsYunis stood with a microphone, chiding some into
selling themselves better and telling others to
speak slower.
An official at La Guardia Airport heralded the
airport’s ambitious renovation. “How many billion?”
said Ms. Schneps-Yunis. Another businessman
noted that Queens was the most ethnically diverse
place in the country. “In the world!” corrected
Ms. Schneps-Yunis.
Then she had winners walk a runway to accept
their Vicki’s,
escorted by a beauty queen representing El Correo,
Ms. Schneps-Yunis’s Spanish-language newspaper.
As for her own prize, Ms. Schneps-Yunis
is looking beyond a Vicki.
“I won’t stop until I win a Pulitzer,”
she said.
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