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Strategies to move
our industry forward:

Innovate
Collaborate
Strategize
Adopt best-in-class solutions
Adopt new models for news-gathering
Recognize that change is constant
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Mark your calendar
Friday, November 9, 2018
NYPA/NYPS Board of Directors Meetings
NYPA Foundation Board of Directors Meeting
NYPA Offices
621 Columbia St. Extension, Cohoes, NY
Tuesday, January 8, 2019
NYPA Better Newspaper Contest Deadline

By DAMON KIESOW — former CEO, McClatchy

Industry Strategies: How working
together bilaterally and multilaterally
will move our industry forward
ince leaving McClatchy last year, I’ve looked
at various positions, including a number
beyond media. One I found to be particularly
cool was the COO of Dogfish Head Brewery in
Milton, Delaware, working for the company’s
founders. I extensively researched the company,
which is currently the 12th largest craft brewer in
the U.S. and noted for the originality of its products
and focus on collaboration and community.
Unfortunately, I was late to the process and didn’t
get the job.
Still, my research on the company and its
philosophy stuck with me. One point made by
co-founder Sam Calagione during a 2015 TedX talk
in Wilmington, Delaware, struck a chord with me.
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Thursday, April 4, 2019
NYPA/NYPS Boards of Directors Meetings
NYPA Foundation Board of Directors Meeting
Hilton Albany, Albany, NY
Friday & Saturday,
April 5 & 6, 2019
NYPA Spring Convention and Tradeshow
Hilton Albany, Albany, NY
Friday, June 14, 2019
NYPA/NYPS Board of Directors Meetings
NYPA Foundation Board of Directors Meeting
Location: to be announced

Thursday, September 19, 2019
NYPA/NYPS Boards of Directors Meetings
NYPA Foundation Board of Directors Meeting
Location: to be announced
Friday & Saturday,
September 20 & 21, 2019
NYPA Fall Conference
Location: to be announced

He said, “The industry I work in itself is
exemplary for its prioritization of collaboration,
its altruism [and] its mutual support because
collectively the 3,200 small breweries in America
share less than 10 percent market share. As much
as you might hear about … Sam Adams, and it’s
ubiquitous, Sam Adams controls 1% domestic
market share in America. The other biggest
American brewery, the Yuengling family-owned
brewery up the road from us here, [has] 1% market
share. Two foreign-owned conglomerates control over
80% domestic market share. So again, thinking
collaboratively, the 3,200-odd craft breweries in
America recognize that we have way more to gain
standing shoulder to shoulder and that rising tides
float all ships and we take opportunities to work with
each other and to help each other.”
Eighty percent. Sound familiar? So I thought
about the news business. After all, local news
organizations try to craft a high quality product for

their communities. But why do we work so hard
to reinvent the wheel when our energy should be
spent on creating new ways to provide high quality
journalistic and advertising experiences that
sustain paying customers and create new
consumption patterns that, as Mr. Calagione said,
“float all ships”?
While at McClatchy, I was as guilty as anyone
of “not-invented-here” disease. Upon reflection,
during my time as its CEO, I should have pushed
harder for all of us to work together and find more
solutions for our business challenges. And I
should have accepted more offers to do so. While
historically the company was at the center of many
industry partnerships, there were many more we
could have done together.
For example, our industry has developed
100 ways to do a paywall. Many of us copied what
was done before us, added our own twist, and then
rarely gave the originator credit. How much more
powerful would it have been for the industry to
decide jointly on the right strategy so we could
have come out with one marketing message?
In the focus on local, it’s easy to forget how
much marketing is now national. It took years
for consumers to understand what paywalls were
all about, and only recently has the industry
begun to surmount that confusion.
Another example is digital agencies.
According to local digital guru Gordon Borrell, less
than half of all newspapers have digital agencies
with their own identities. Operators developed
those agencies in myriad ways. I am surprised that
half still don’t have one. What resources will be
used up by those other operators to develop their
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own go-to-market strategy when another group
should be perfectly happy to white label a
product for them? A local digital marketing
agency with its own brand identity should be
as ubiquitous for newspapers as classified
advertising was in its zenith, or having a
website is now.
The industry’s CEOs ought to take an even
stronger collaborative position to help offset the
competitive threat coming from all sides. Here
are some ideas:
Take every advantage of existing
collaboration networks.
Use the organizations that work and try to
get more out of them. News Media Alliance.
Inland/SNPA. Local Media Association.
Local Media Consortium. The Mather media
accelerator. Nucleus. AP. ONA. There are lots
of points of intersection, but instead of joining
forces, operators often copy what they hear from
speakers at conferences and put their own twist
on it. Does the industry have time for that?
If you don’t like some aspect of what those
organizations are doing, it’s your obligation to
work with them to see if they can fix it, or else to
convince you theirs is the better way. And stop
doing those initiatives that aren’t working.
Be open to new models for high quality
newsgathering. Others have come into the
industry with fresh and patient capital, ready to
take on your politics bureau, your sports
coverage or your features section. More are
coming every month. If you partner with your
peers, you may find you can afford better
coverage, albeit with less control, while
concentrating efforts in areas where your
publication really must excel. Focus on what
makes your publication unique, and partner
everywhere else. It is by that creativity that the
industry can say it has truly tried everything to

focus its journalistic resources on the areas of
greatest community impact.
Adopt best-in-class solutions, even if they
were developed by someone else. Nearly all
newspaper ownership groups, whether having one
or dozens of markets, have developed business
strategies that can be considered best in class or
nearly so. When another operator has a best-inclass solution, use it. Take that development time
and put it toward areas more important to your
other solutions. There will surely be screw-ups,
but they can be fixed and don’t justify the lost
opportunity from failure to innovate together.
And if groups are truly collaborating back and
forth, there is additional incentive for all to
perform their assigned tasks as well as possible
for all.
Innovate. A note about innovation. I applaud
all efforts to come up with new business models
for engaging with our readers and advertisers. Our
people should be supported and encouraged to try
new approaches. A culture of experimentation,
rapid iteration and permission to fail — but fail
fast before losses become too great — should be
fostered throughout our industry. For some of our
industry’s larger challenges, experimentation
should be taken on more broadly. We’ve seen
some examples of great success through
coordination that resulted in massive payoffs:
Careerbuilder.com; Cars.com; Apartments.com.
In earlier times, I would argue The Associated
Press has had an enormous pay-off for
publications that needed an economical way to
cover the globe with high quality, in-depth
reporting. External entrepreneurship through
Mather, internal product development and joint
ventures all need to be prioritized and funded.
Owner Strategies. Owners, you don’t get to
escape these collaboration imperatives either.
Think about what you want out of your businesses.
Capital is scarce, so the industry will be helped
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by making better use of it. Have you considered
whether there is a better owner for your print and
digital properties? Does it make more sense for
you to sell or swap your market for someone
else’s? Might you be better off jointly owning
some of your publications with another owner to
benefit from regional synergies? Are you
managing your publication for cash rather than
focusing on the long-term digital opportunity?
Good journalism in the long-term will keep your
organization trusted and relevant. Focusing on
immediate profit rather than on the long-term will
invite new entrants into your market and damage
your market position. Be intentional about where
you are focusing your investment. That may force
some difficult conversations, but in the end your
organization will be more sustainable, more
digitally oriented and better positioned for the
long road ahead.
Recognize and accept that every year there
will be some new wave to deal with. Some of us
wanted the internet to go away. It didn’t, and
mobile devices and social networks were
launched on top of it. Then the Great Recession
reared its ugly head. And who would have forecast
a president whose mission, it seems, in part, is to
damage our collective brand equity? The new
normal is accelerating, rather than lessening
change. Are you positioned for it? Has the
industry even come together to debate what
success in this digital world even looks like?
I’m sure that is subject to dozens of opinions
as well.
Industry leaders are only stewards of these
publications. Those in a position to do so owe
it to posterity to see them through this difficult
transition to digital so their impact on the
American experiment can continue to be strong.
Our nation’s founders believed enough in the
impact of journalism to codify it into the
Constitution. Let us be worthy of that trust.
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By AMY L. KOVAC-ASHLEY

You’re Not Really Listening
How journalists can talk less and listen more, to serve communities better

M

ost journalists think they are pretty
skillful listeners — particularly reporters
and others who interview sources for a
living. But often when we’re listening, we’re really
just looking for that next opportunity to ask
another question. We think we know why we’re
talking to this source, usually an expert or a
community member, and our job is to get the
information that will help us construct the most
accurate story we can, often on a tight deadline.
But what if that isn’t always our job? Or what
if we’ve done such a poor job representing
communities or understanding their experiences
(or even ignoring some communities altogether)
that our old ways of listening form a barrier to
sharing important, diverse stories? That’s when we
need to change our mindset and broaden our view
of what listening really means.
At SRCCON 2018 in Minneapolis, David
Plazas of the Tennessean in Nashville and I
facilitated a session (“Talk Less. Listen More.”)
on listening and how it can help journalists begin
to repair relationships with marginalized or
neglected communities. Our session was based
on work that the American Press Institute, where
I work, has done in this space. That includes a
series of essays on what four different newsrooms
have done to explore what we call “focused
listening” — efforts to hear from particular
populations newsrooms recognize they need to
better understand, reach and serve. Our belief is
that anyone in a newsroom can — and should —
learn how to listen to the many varied
communities that they serve, no matter which
communities they personally identify with.
Diversity is the work of everyone in the newsroom,
not just a few.
What Focused Listening Looks Like
David, the Tennessean’s opinion engagement
editor, works with his colleagues to plan and
facilitate events with different community and

(Boston Institute for Nonprofit Journalism.)

affinity groups, including young American Muslims,
veterans, and older gun owners. This work is part of
a larger effort by the Tennessean’s Diversity and
Inclusion Task Force, which David leads. Through
their listening and engagement efforts, they have not
only invited community members into their space
but also partnered with community members to host
events and conversations.
Other non-traditional ways that news
organizations are listening to their communities
(pulled from a series of essays commissioned by the
American Press Institute):
The Boston Institut for Nonprofit Journalism st
up newsrooms in neighborhoods around the city and
at community events to hear from different groups of
people about the issues affecting them. They showed
how listening efforts don’t have to cost a lot: They
started out with just a desk, some chairs, a box filled
with minimal office supplies and a carpet.
The Richland Source put on a community baby
shower to provide new and soon-to-be parents with

resources about healthy pregnancies and babies.
The event was an outgrowth of the news
organization’s coverage on the high infant mortality
rates in Richland County, Ohio. As part of the
event, they set up a Listening Post to capture two
kinds of information — 1) from expectant mothers:
what they were most nervous about and what they
were most looking forward to and 2) from
experienced mothers: what advice would they
give to new mothers. So, they were able to serve
their community with valuable information and
resources at the same time as they were able to
learn more about participants’ thoughts and
feelings about motherhood.
The Alabama Media Group set up a news
deputy program as a way to diversify their sources
throughout the state, using GroundSource’s text
messaging platform. The texting-based system
allowed Alabama Media Group to reach people
where they are a lot of the time: on their phones.
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Across the four examples we discussed, several
themes emerged about how to engage and listen to
communities more effectively, especially for
journalists who are not members of
those communities:
• Sometimes, you need to say you’re
sorry. At first, you might need to approach a
community by apologizing for past coverage
(or lack thereof) and owning past mistakes,
even if you specifically did not commit them.
Remember, you’re never walking into a
community with a clean slate, particularly if
you are coming from a legacy news organization
with a long history.
• Partnering can help, whether it be with an
existing community organization or with a tool to
gather information from community members.
Going it alone isn’t always the best way. Also,
there are ways to partner that don’t include a
heavy lift at the beginning. Sometimes, you
might just seek partnership for space use, for
example. Other times, a partnership might be
more in depth and require deeper collaboration.
• Get out of your comfort zone. Part of doing
this type of work is recognizing that we don’t
have all the answers. We need to demonstrate
humility and be willing to live in discomfort.
(Journalists make people uncomfortable all the
time, even when we’re trying not to, so it’s good
for us to experience that ourselves.)
• Use tech wisely. Do test runs. Know your
limitations. Make any interactions a community
must have with technology as frictionless as
possible. Offer human support for when things
go wrong.
• Be mindful of the power dynamic. In any
of these situations, journalists wield a lot of
power just by the nature of what we do. We
need to make others comfortable before they are
willing to talk with us. Sometimes that means
no notebooks, no cameras, etc. And all the time,
it means we need to be humble. (Notice a
theme here?)
• Show how the listening changed YOU.
In each of the examples, the news organization
changed its coverage either by including new
voices or covering different subjects than they
would have before.

One simple question
For journalists wanting to try these methods
of listening, you might want to start by asking the
simple question, “What audience or community
do you want to listen to?” Brainstorm on this
question on your own or with colleagues and
reflect on your current coverage as well as the
multiple communities in your coverage area
(whether topic specific or geographic specific).
At SRCCON, session participants came up
with a wide range of answers to this question.
Here are a few of their answers, to inspire your
own brainstorming:
• Renters
• Trans/non-binary folks
• Migrant workers
• Asian American folks on “nontraditional” trajectories
• Low/no income people
• Folks from small rural towns
• Kids in the foster care system
• First-generation college students
Answering this question may also open up a
good discussion about how you track the diversity
and breadth of your story topics and sources.
What do you do now for these groups? Do you
have regular contact with them? Should you
consider a source or story audit to define a
baseline for this work? Knowing where you are
starting from can help clearly point out areas for
improvement and growth.
What’s the impact?
As with all things journalism-related these
days, we want to know the impact of the work that
we’re doing. With focused listening efforts, it can
be difficult to come up with clear-cut goals that
are anything akin to page views, time spent, social
shares, digital subscription numbers, and rates,
etc. But it’s just as important to define what we
think success looks like for listening and
engagement work and to come up with tangible
ways to measure that success.
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Our participants came up with a solid list of
both qualitative and quantitative ways to measure
the impact of a focused listening project. Some of
their thoughts included:
• Qualitative surveys with the community before
and after an event or project that ask about
whether participants felt respected and heard.
The questions should allow you to answer the
general question, “How did we do?”
• A demonstrated shift in coverage topics and
sources, based on quantitative data
• The length of new relationships created by the
listening engagements
• Tracking whether other news organizations
copy your efforts or build on what you learned
Taking it further
The work of focused listening is not something
that can be completed like a task on a to-do list. It
requires sustained effort over time, which includes
organizational buy-in and a strategic commitment,
as well as a willingness to adapt to the needs and
desires of the communities you’re trying to serve.
We’re interested to see what others
at SRCCON and beyond will do in this area and
what we can learn from them.
For some further reading, you might want to
read a piece by P. Kim Bui for the American Press
Institute that looks at how journalists can employ
empathy in their work, which also involves focused
listening. The activities in this SRCCON session
were also inspired by an API summit in the spring
on listening, the takeaways of which appear in this
report on creating a culture of listening.
Amy L. Kovac-Ashley is the director of
newsroom learning for the American Press
Institute, where she focuses on newsroom culture,
professional development, leadership and
diversity. She has experience both as a
professional journalist and a journalism educator
at the collegiate and graduate levels. She invites
you to follow her on Twitter.
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Newsletter engagement strategies
to grow community and readership
How audience development professionals are rethinking
newsletters as tools to drive action, conversation and content
•

Do an activity —

Motivating people to get away from their
desks and devices might seem counterintuitive for
a publisher, but getting readers to perform some
action with your brand in mind will galvanize
excitement for the next newsletter. One publisher
challenged subscribers of a dedicated newsletter
to complete an offline activity each week;
approximately 40 percent of readers completed
all the challenges, and their engagement fueled
growth of a corresponding Facebook Group.
Converse in the inbox —
You don’t have to push people to groups,
forums, or comments to have a conversation with
readers. Banish the no-reply@ email addresses
and use a real e-mail address. Email editors are
making more frequent use of explicit question
prompts or invite feedback. Subscriber responses
can be used as content in future newsletters,
pushing the conversation forward. Other
approaches shared by discussion participants
include polls to collect bulk responses, or running
a quiz in which an email autoresponder will send
the answers to those who join in by replying.
•

mail newsletters have long been an essential
distribution channel for publishers, but new
engagement strategies are evolving to help
publishers stand out in a crowded inbox and build
an enthusiastic readership.
The Wall Street Journal’s Head of Product for
Newsletters Annemarie Dooling led a discussion
among news audience engagement and product
professionals from a dozen publications about the
ways in which publishers are keeping readers
engaged after they’ve left the inbox.

E

The tactics the conversation surfaced for
encouraging engagement through the inbox are
diverse and depend on reshaping the newsletter
from a one-to-many medium into a one-to-one
conversation. By redefining success through
meaningful interactions with readers, newsletter
editors are building stronger communities of
engaged audiences that support the business
models powering journalism.

Here are our some of the takeaways:
Demand action
Elevating newsletters beyond a tool for link
distribution requires asking readers to interact. By
encouraging action, you “defy the longevity of one
email,” said Dooling, and some newsletters can be
built specifically around those actions. Here are
some actions that newsletter editors are asking
their readers to take:

•
Join a group —
Publishers on the call shared experiences
using newsletters to drive the growth of other offplatform communities. One digital-native publisher
is growing a subreddit where members discuss
the contents of its newsletter; similarly, several
newsletters are supported by Facebook Groups.
In these cases, the communities not only discuss
the newsletter, but also serve as places to promote
related content from these publishers and generate
ideas and content for future newsletters.
•

Follow a story —

Curated email digests remain a staple for
news publishers, but these can be made more
engaging by giving readers an opportunity to
continue following stories outside of the
newsletter. A global publisher with several
newsletters uses its daily digest as an entry point
to other newsletters and notifications. After
summarizing a story, it includes subscribe links to
allow one to follow that topic over time. “You may
be done with [the digest] for the day, but if we can
get you to have an interest in a particular story, or
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By JAKE SWEARINGEN

a writer or editor, you can follow them across
multiple properties and you can always be
connected to that story,” the participant said.
Notably, the subscribe link automatically
subscribes that user to the relevant list when
clicked, keeping the reader’s level of effort low.
Redefine metrics
Engaging newsletters demand new metrics
to define success. As a metric, open rates are
ambiguous, possibly referring to unique opens,
total opens, multiple opens, forwards and more.
“The idea of an ‘open’ doesn’t really work as a
quantification of your newsletter being
successful anymore,” said a newsletter product
manager from a global publisher. “It’s pretty
absurd how much we stress over an open when
it’s not concrete, it’s abstract.”
New metrics of success should be tied
to the purpose of the newsletter. Was there a
corresponding increase in an associated group’s
membership? If it was a part of a series, what
was the completion rate? How many participants
responded to a callout for feedback, or signed up
to another newsletter? These numbers might be
smaller than an open rate, but they’re concrete
and reflect deeper and more valuable
relationships with the audience.
Reactivating lists
When a newsletter outlives its audience’s
interest, it might be time to move them on to
other things. On newsletters for which open rates
had plummeted and were to be retired, one
discussion participant shared their team’s
success sending a targeted message to any
reader who had opened that newsletter even once
within the past year. The message offered related

newsletters, and in the first send had an
open rate of approximately 50 percent, with
somewhere between 20 and 40 percent
clicking through to another newsletter.
Return on investment
Creating engaging, interactive newsletters
can require more resources, particularly if
moderating conversations. So what’s the
payoff? It depends on the newsletter, but
discussion participants pointed to potential
benefits in branding, deeper awareness of
publishers’ offerings, forwarding behavior that
benefits list growth, and?—?for those with
advanced reader revenue models?—?a data
point to understanding a reader’s likelihood to
subscribe.
Ned Berke is the Entrepreneur-in-Residence at the
Tow-Knight Center for Entrepreneurial Journalism
and does audience development for the Center for
Cooperative Media. He can be reached at
nedberke@gmail.com. Follow him on Twitter for
more about growing and engaging audiences.
If you are a journalist interested in collaborating
with your peers to increase your professional impact
and expertise?—?and theirs?—?the Tow-Knight
Center’s Community of Practice program may be of
interest. Please let us know by completing this form.

44 percent of
young Americans
deleted Facebook
from their phone
early half of Americans between the ages of
18 and 29 deleted the Facebook app from
their phone in the past 12 months, per new
numbers from Pew.
Per new numbers out from Pew, if you’re
between the ages of 18 and 29, there’s a very decent
shot that you deleted the Facebook app from your
phone recently. New survey numbers, done in the
wake of the Cambridge Analytica scandal, show that
all Americans across the board have become more
leery of the social-media platform, but that hairy eye
gets hairier the younger you get. While nearly twothirds of Americans between the age of 18 and 49
changed their privacy settings within the past 12
months, only 33 percent of Americans older than
65 did.

N

But it’s those mobile-app numbers that likely
are causing some concern in Menlo Park: Overall,
about one in four Americans say they deleted the
app from their phone, and Americans across every
age range seemed to be taking breaks from the
world’s most popular social-media service; though,
again, younger Americans were more likely to have
stopped checking the service for several weeks or
more within the last 12 months.
Facebook’s move to open up its data was more
popular than you might expect as well. Nearly one in
ten users downloaded all of their personal data, and
of those, 44 percent ended up changing their privacy
settings. This may or may not have been due to what
they found when they started digging into what data
exactly Facebook was storing about them —
including every video they ever considered
uploading tothe service, even if they later deleted it.
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By CHUCK TODD — Contributing editor at “The Atlantic” and moderator of “Meet the Press”

It’s Time for the Press to Stop Complaining —
And to Start Fighting Back
A nearly 50-year campaign of vilification, inspired by Fox News’s Roger Ailes, has left many
Americans distrustful of media outlets. Now, journalists need to speak up for their work.
I’ve devoted much of my professional life to the
istudy of political campaigns, not as a historian or
an academic but as a reporter and an analyst.
I thought I’d seen it all, from the bizarre upset that
handed a professional wrestler the governorship of
Minnesota to the California recall that gave us the
Governator to candidates who die but stay on the
ballot and win.
But there’s a new kind of campaign underway,
one that most of my colleagues and I have never
publicly reported on, never fully analyzed, and never
fully acknowledged: the campaign to destroy the
legitimacy of the American news media.
Bashing the media for political gain isn’t new,
and neither is manipulating the media to support or
oppose a cause. These practices are at least as old as
the Gutenberg press. But antipathy toward the media
right now has risen to a level I’ve never personally
experienced before. The closest parallel in recent
American history is the hostility to reporters in the
segregated South in the 1950s and ’60s.
Then, as now, that hatred was artificially stoked
by people who found that it could deliver them some
combination of fame, wealth, and power.
Some of the wealthiest members of the media are
not reporters from mainstream outlets. Figures such
as Rush Limbaugh, Matt Drudge, and the trio of Sean
Hannity, Tucker Carlson, and Laura Ingraham have
attained wealth and power by exploiting the fears of
older white people. They are thriving financially by
exploiting the very same free-press umbrella they
seem determined to undermine.
Much of the current hand-wringing about this
rise in press bashing and delegitimization has been
focused on the president, who — as every reporter in
America sadly knows — has declared the press the
“enemy of the people.” But, like much else in the
Trump era, Donald Trump didn’t start this fire; he’s
only spread it to a potentially more dangerous place.

I

FRED PROUSER / REUTERS

The modern campaign against the American
press corps has its roots in the Nixon era.
President Richard Nixon’s angry foot soldiers
continued his fight against the media even after
he left office.
Roger Ailes, who went on to help found Fox
News, was the most important of those figures.
His sustained assault on the press created the
conditions that would allow a president to
surround himself with aides who argue for
“alternative facts,” and announce that “truth isn’t
truth.” Without Ailes, a man of Trump’s
background and character could never have won.
Roger Ailes was the godfather of the Trump
presidency.
Nixon’s acolytes blamed the press for
drumming a good man out of office. From their
perspective, his crimes were no different from the
misdeeds of the Kennedys or Lyndon B. Johnson
— but only Nixon was held to account. Did they
blame this on Nixon? On the voters? No, they
blamed the stars of the Watergate drama, the
heroes of All the President’s Men. They blamed
the media.

Enter Roger Ailes. He first made his name by
taking credit for Nixon’s rise in Joe McGinniss’s
campaign book, The Selling of the President 1968.
Ailes was a media genius who understood better
than most how to use television to move people.
There’s a fine line between motivating people
through TV messages and simply manipulating
them. Ailes’s gift, and the secret to his success,
was his comfort in plunging across that line and
embracing the role of TV manipulator.
He made his name as a political TV-ad man,
one of the pioneers of the field, but he couldn’t
help dabbling in news and talk. As a network
programmer, Ailes excelled at matching a mood
with an audience. From Mike Douglas to
Limbaugh to, later, Chris Matthews and Bill
O’Reilly, Ailes had a gift for promoting engaging,
smart, man-of-the-people talkers.
In the early ’90s, while he was president of
CNBC, Ailes had a hunch that an evening lineup
catering to a culturally conservative audience
would thrive. He wanted to give his theory a
chance, but he was passed over for the leadership
of the network’s new channel, MSNBC. Enter
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Rupert Murdoch. The mogul bought into Ailes’s
theory, and in 1996 they launched Fox News with
the slogan “Fair and balanced.”
From the very beginning, Ailes signaled that
Fox News would offer an alternative voice,
splitting with the conventions of television
journalism. Take the word balanced. It sounded
harmless enough. But how does one balance facts?
A reporting-driven news organization might
promise to be accurate, or honest, or
comprehensive, or to report stories for an
underserved community. But Ailes wasn’t building
a reporting-driven news organization. The promise
to be “balanced” was a coded pledge to offer
alternative explanations, putting commentary
ahead of reporting; it was an attack on the integrity
of the rest of the media. Fox intended to build its
brand the same way Ailes had built the brands of
political candidates: by making the public hate the
other choice more.
Ailes’s greatest gift as a political strategist lay
not in making his clients more electable, but in
making their opponents unelectable. His last
formal presidential campaign was in 1988. Then–
Vice President George H. W. Bush was on his
way to defeat when Ailes helped orchestrate a
devastating campaign against Michael Dukakis,
exploiting a series of superficial issues that
touched many voters’ cultural beliefs and fears
about everything from the Pledge of Allegiance to
furloughs for violent felons. Ailes helped destroy
Dukakis by making him seem an other to many
Americans.
Fox News adopted a similar strategy, rarely
showcasing its own reporting or journalism. There
are some great journalists at Fox, including Chris
Wallace, Bret Baier, and Shep Smith, but it’s not
an organization that emphasizes journalism.
Instead, Ailes created an organization that focuses
on attacking the “liberal media” whose “liberal
bias” was ruining America. Almost any big story
that was potentially devastating to a conservative
was “balanced” with some form of whataboutism.
The Ailes construction has been so effective that
these days, I often get mail from viewers who
say: Now that you’ve focused on all of President
Trump’s misdeeds, you are biased if you don’t
dedicate the same amount of time to Hillary
Clinton’s misdeeds. It seems completely lost on
this segment of the population that one person is

the leader of the free world, and the other is a
retiree living in the suburbs of New York City.
Because journalists report on new and controversial
ideas all the time, it’s not uncommon for us to be
accused of championing an idea — think of samesex marriage — that some members of our
audience find objectionable. Letting folks know
that a movement is afoot, and documenting its
successes and failures, is our job. But Ailes
exploited the public’s lack of knowledge of
journalistic conventions, portraying
reports about social change as advocacy for such
change. He played up cultural fears, creating the
mythology of a biased press.
Reporters, I fully acknowledge, bring their own
biases to their work. The questions they ask, and
the stories they pursue, are shaped by things as
simple as geography. I grew up in Miami; I follow
Cuban politics more closely than many other
Americans did. As a result, when I covered the
White House, I was more likely than my colleagues
to ask questions about Cuba. A New York–based
reporter may approach reporting on guns, or on
evangelical Christianity, differently than a reporter
in Pensacola, Florida.
The charge of media bias can encompass a
great many different problems. Critics, for example,
may be pointing to the way that certain journalists
pay more attention to some issues than to others, or
complaining about the unquestioned assumptions
reflected in journalists’ work. These are real issues,
and most journalists labor to correct them. At the
other extreme, critics may be accusing journalists
of having deliberately and consciously shaped their
reporting to serve some political end. That sort of
overt bias is far rarer. Ironically, the best example
of this kind of bias airs regularly in prime time on
Fox News.
But this was the genius of Roger Ailes. He
didn’t sweat the nuance; he exploited it. Errors of
omission and commission, inadvertent inattention
and willful disregard, unconscious assumptions
and deliberate distortions — Ailes collapsed all
of it into the single charge of bias.
And what did we reporters do in the face of
this cable onslaught that would eventually turn into
a social-media virus and lead us to the election of
the most fact-free presidential candidate in
American history? Nothing.
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We did nothing, because we were trained to
say nothing. Good reporters know that they have to
let the chips fall where they may, and that criticism
comes with the gig. We know that the loudest
squealers are usually the ones we’ve exposed doing
something untoward — and that eventually they’ll
get theirs.
“Don’t engage” is a phrase I’ve heard
internally at NBC over the decade I’ve been here.
And “Don’t engage” was a mantra that I actually
believed in. I embraced it. On most days, I still
want to believe that eventually, the truth will
matter. That eventually, folks will see through the
silly name-calling and recognize good reporting.
In fact, we not only failed to defend our work in
real time from this onslaught; we helped accelerate
the campaign to delegitimize the American press
corps. From unforced errors by high-profile
anchors to the biggest missed news story of the
21st century — the lack of weapons of mass
destruction in Iraq — we have handed critics some
lethal ammunition. There’s not a serious journalist
alive who hasn’t had one of those “gulp” moments
when you realize that you really messed up. But
serious journalists correct the record, serious
journalistic organizations allow themselves to be
held to account, own up to mistakes, and learn
from them so they can do a better job the next time.
I’m fully aware that some entity will try to tarnish
this piece simply because I work at a news
organization that, yes — gasp — has made
mistakes. Here’s what comforts me: The record is
there for all to see. The same can’t be said for the
manipulators who aren’t playing by any set of
serious journalistic rules.
The American press corps finds itself on the
ropes because it allowed a nearly 50-year
campaign of attacks inspired by the chair of
Fox News to go unanswered.
If you hear something over and over again, you
start to believe it, particularly if the charge is
unrebutted. The Trump team now keeps pounding
this message, compounding the challenge. And the
president faces little penalty with his voters, no
matter how disparagingly he talks about the press
corps; it’s precisely what Ailes conditioned them
to believe.
(Continued on next page)

10 NewsBeat

October 2018
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For me, idle death threats are now the norm.
(I don’t take them seriously, because if I did, I’d
never feel at peace.) But forget the personal
animus or safety issues reporters now face.
American democracy requires a functioning press
that informs voters and creates a shared set of
facts. If journalists are going to defend the
integrity of their work, and the role it plays in
sustaining democracy, we’re going to need to start
fighting back.
The idea that our work will speak for itself
is hopelessly naive. Fox, Limbaugh, and the rest
of the Trump echo chamber have proved that.
Meanwhile, even in Ailes’s absence, Fox seems
more comfortable than ever pushing the limits
of responsible behavior by a supposed news
organization. It recently allowed a sitting state
attorney general to co-host a show for three days.
The network effectively gave a GOP candidate for
Florida governor nearly unfettered access to its
airwaves during his primary campaign, providing
a more significant boost than any super pac can
offer. The fact that so few viewers batted an eye

shows how conditioned they have become to the
network’s unique ethical standards.
Does this mean that other cable-news
networks should follow Fox News’s lead and
become advocates? That’s not the answer.
Newspapers did this in the early 19th century,
when they operated as arms of the political parties.
And while American democracy survived, the
polarization of the early republic produced threats,
brandished weapons, and even open violence on
the floors of Congress with shocking regularity.
Instead of attacking rivals, or assailing critics
— going negative, in the parlance of political
campaigns — reporters need to showcase and
defend our reporting. Every day, we need to do our
job, check our facts, strive to be transparent, and
say what we’re seeing. That’s what I’ve tried to do
here. I’ve seen a nearly 50-year campaign to
delegitimize the press, and I’m saying so. For
years, I didn’t say a word about this publicly, and
at times I even caught myself drawing false
equivalencies because I was afraid of being labeled
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as biased. I know that stating the obvious will
draw attacks, but I’ve also learned that the louder
critics bark, the more they care about what’s
being reported.
I’m not advocating for a more activist press
in the political sense, but for a more aggressive
one. That means having a lower tolerance for
talking points, and a greater willingness to speak
plain truths. It means not allowing ourselves to
be spun, and not giving guests or sources a
platform to spin our readers and viewers, even if
that angers them. Access isn’t journalism’s holy
grail — facts are.
The truth is that most journalists, in
newsrooms large and small across the country,
are doing their best each day to be fair, honest,
and direct. These values are what Americans
demand of one another, and it should be what
they demand of their media. The challenge for
viewers and readers is this: Ask yourself why
someone is so determined to convince you not
to believe your lying eyes.

We Need Your Support!
newyorkpublicnotices.com

NEWYORKPUBLICNOTICES.COM
NewYorkPublishNotices.com is a joint venture of the New York
Press Association, the New York News Publishers Association, and
American Lawyer Media (publishers of the New York Law Journal).
This website is a public service made possible by
the newspapers of New York.
The website needs to evolve into a comprehensive database
of public notices published throughout the state — It can become
that only if all newspapers upload all of their notices.
The website will be a tool in our quest to keep
public notices in print newspapers.
We need your support — if you need help with the procedures
for uploading notices, please contact jill@nynewspapers.com.
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By DAN RATHER and ELLIOT KIRSCHNER

Attacks on free press show journalism
is effective check on government

T

his is a moment of great pride and great peril
for American journalism. The democratic
foundation set in place by our Founding
Fathers is being tested, and an institution they
protected with the very first amendment to the
Constitution — the press — is providing a bulwark
against a government tail spinning toward a depth of
corruption and dysfunction rarely if ever seen in this
nation’s history. For this service, reporters find
themselves in the crosshairs of vitriol and coordinated
attacks (“fake news,” “enemy of the people”). This
authoritarian rhetoric is damaging our country, and far
too many abide it or stand in complicit silence. But
these attacks prove the press is an effective check on
the naked abuse of power. American journalists are
proving their mettle, and we must find ways to make
sure this can continue.
Future historians will undoubtedly write volumes
about this critical period in journalism. And it is up
to all of us to make sure that a free and independent
press emerges from this maelstrom of invective even
more robust. Given this perilous state, we ask what
might we as journalists do to strengthen our
institutions, and what role might the general public
play to that end?
We acknowledge that journalism was under great
strain long before we ever heard a president whip a
crowd into a fervor by scurrilously attacking reporters
and news organizations. The culprit for this increased
vulnerability of the press for much of the last few
decades has been principally economics, namely
business models struggling in the face of a digital
revolution. The result has been a great hollowing-out
of many news outlets, especially local newspapers.
For most of the 20th century, the news business was
driven by competition; the daily battle was for the
big scoop. From city halls to the halls of Congress,
reporters working sources were part of the lifeblood
of democracy. Now financial pressure has depleted
the ranks to such an extent that much of the work
of government might as well take place behind
closed doors.
It is not difficult to diagnose the problems in
journalism. How can we create sustainable businesses
that can succeed in the digital age? How can we avoid
being consumed by stories geared to generate the most
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clicks? How do we support deep-digging investigative
reporting and foreign news? How do we effectively
cover local issues or complicated topics like science?
How do we ensure diverse voices are heard? These
questions defy easy answers, but we cannot afford to
give up. We have seen democracy depends on a free
press; we can no longer take its survival for granted.
Powerful forces have unleashed a strategy of
discrediting the media to fuel their rise to power.
Seeing an industry already on the defensive, they
made calculated attacks to undermine the very notion
of objective truth on which a free press is based.
Thankfully, reporters are a stubborn lot. Rather than
cower, they produced an explosion of top-flight
investigative reporting. Lies are being called out as
lies. And Americans of all walks of life and across
political ideologies are joining in solidarity. We have
seen a spike in subscriptions and ratings, especially
at the big national news outlets. And the recent effort,
led by the Globe’s editorial board, to marshal
editorial pages around the country to speak out on
the importance of journalism, was particularly
inspiring. But we need something more, our own
strategy to counter those who are working to
undermine a free press.
When we talk about what it takes to be a good
citizen, we focus on such things as civic engagement
and voting. It is time that we add support for the
press to that list. Everyone who says they care
about freedom and democracy has a part to play.
Technology giants like Facebook, Apple, and Google
that distribute the majority of news these days must
figure out how to share some of their stratospheric

revenues with the journalistic organizations that are
producing the currency of information that makes
our democracy — and their platforms — run.
Shareholders and the public must demand that the
business conglomerates that own many journalistic
operations invest more in news as a public trust.
Politicians of all stripes must stand up for a free
press or face the consequences from voters.
Philanthropists must be urged to put more of their
support to underwriting quality journalism.
Meanwhile, the compact between journalists and the
public must be renewed. It is easy to generate
attention by covering every outrage and tweet from
the Oval Office, but all of us in the press must direct
more time, attention, and resources to covering a
much wider range of topics. We must innovate with
our storytelling techniques and distribution
strategies. The public must actively seek more
varied news streams and support quality reporting
by reading, watching, and, most importantly,
subscribing.
None of us can afford to subscribe to every
publication, but as the old saying goes, for the price
of a cup of coffee a day, we can support a lot.
Particularly seek out local newspapers, which have
long been the fertile ground from which stories grow
to a national level. They are in particular distress.
Much of what we say here has been said before
and can sound hopelessly idealistic. But we need
more idealism and a recognition that supporting
journalism is our patriotic duty. Journalists are
standing firm in these perilous times, but they need
support. No less than the late John McCain, in an
op-ed earlier this year, laid out the stakes:
“Journalists play a major role in the promotion and
protection of democracy and our unalienable rights,
and they must be able to do their jobs freely. Only
truth and transparency can guarantee freedom.”
Dan Rather is former anchor and managing editor of
the CBS Evening News and founder of News and Guts.
He and Elliot Kirschner are co-authors of
“What Unites Us: Reflections on Patriotism.”
— Reprinted from the Boston Globe
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By STEVE YAEGER — Minneapolis Star-Tribune

Events are extremely difficult.
You should do them anyway.
Here’s an idea to steal and adapt: the minneapolis star tribune looks for gaps
in a very crowded events market, then ventures in — cautiously.
Question: What problem were you
trying to solve, and why was solving
the problem strategically important
for your organization?
Answer: The fundamental problem in our
business is, simply put, declining print advertising
revenues. The way that we have tried to address that
challenge over the last several years is by thoughtfully
adding new initiatives each year to “replace” the print
advertising losses. Events have been a significant part
of that strategy.

Q: How is this approach related to
Table Stakes (e.g. one of the 7 Table
Stakes and/or an outgrowth of the
Knight-Lenfest initiative, etc.)?
A: At its core, Table Stakes is about audience-centricity.
In Cohort 1 we eventually began to grapple with the ways
online and offline audience-focused efforts can intersect
and reinforce each other.
More specifically, events align with Table Stake #1
(serving targeted audiences with targeted content), Table
Stake #4 (using audience funnel discipline to deepen
engagement with occasional users), and Table Stake #5
(diversifying revenue from the audiences we build.) Events
also support newsroom objectives when they create social
media moments or generate content that can live online.
As a marketer, I’m trying to drive people
toward making a decision for Star Tribune — and then
sticking with us. Memorable in-person experiences and
face-to-face interaction will always lead to deeper
connections, which we hope influences consumer
behavior.

Q: How did you go about solving the
problem?
A: Events certainly aren’t “solving” our revenue
challenges by themselves. But they help, and have become
a material and dependable contributor to our bottom line.

Like many news organizations, Star Tribune has
long been involved in local events, but mainly as a
sponsor lending our brand to others’ efforts. We began
experimenting with “owned-and-operated” events in
2015. Our goal initially was to test the market, and to
test ourselves in terms of our operational capabilities
and promotional effectiveness. We’ve built on our
initial success by adding one or two ambitious events
and a few more modest events each year. We’ve also
retired a few events along the way when they’ve failed
to deliver the margins we’d like.
I sometimes bad-mouth events but it’s tongue-incheek. What I’m really trying to do is keep people
focused on the best opportunities. Events can be
high-risk, low-margin, and resource-intensive.
We can’t afford to lose money speculating on things
that might work. We have to be very selective and
very disciplined in our evaluation process.
We look at new event ideas all the time. Some
bubble up internally, some are brought to us by
partners or potential partners. In evaluating them we
follow a process that minimizes risk and, we hope,
steers us toward the mostly likely winners.

1 First, we look for a gap in the market.
Minneapolis-St. Paul is a heavily ticketed
market, with five pro sports teams, several
minor league teams, a Big Ten university, two
orchestras, a thriving music scene, and more
live-theater seats than any market outside of
New York City. We’re also a destination for
major concerts and traveling events —
think X Games, Cirque du Soleil, NCAA
championships. So there’s a lot of competition
here for consumers’ time and money. On one
hand, that’s good for the Star Tribune; all those
organizations and events have to advertise to
promote themselves. But it’s challenging
enough to get consumers out of the house,
now you have to get them to choose you over
everything else. It has to be a very compelling
offering.

2 Second, we look for brand alignment. Would a
proposed event reflect well on us, or could it detract
from or damage our brand? This test screens out
ideas that might work well for someone else, but
aren’t a fit for us.

3 Third, is the proposed event related to a coverage
area? Do we regularly write about it? Do we have
expertise or access that gives us an advantage?
Would it make sense for our journalists to be
involved? Tie-ins to our coverage create more
opportunities to stand out, to create something
unique.

4 Fourth, what is the attendance potential? Will it
draw an audience that’s meaningful for a sponsor?
What is the potential for ticket revenue? We try to
“size” the event, to understand if its natural
audience is 200 people or 2,000 people. Then we
ask, “Do we think we can cost-effectively attract
that number of attendees?” You have to be
dispassionate in assessing this. Sometimes the
answer is no and we fold, even though we like
the concept.

5 The fifth and most important step is analyzing the
revenue potential. We are very good at this, and
we look at three distinct sources of revenue: ticket
sales, sponsorship revenue, and associated ad
revenue. Many of our events are tied to special
sections or coverage, and to “buy in” to the event
as a sponsor one has to commit to a package that
includes advertising. (We only attribute this revenue
to the event if we can honestly say if we were not
doing the event we would not get the dollars.)

6 The sixth and final step is to evaluate the execution
risk. This is where we pause and ask: Can we pull
it off? Have we considered all the costs carefully,
accurately assessed the staffing needs, engaged the
right partners, accounted for weather, and so on?
If we’re confident we can execute, we move forward.
Using these criteria we probably discard 10 ideas for
every one we green-light. From a standing start in 2015
we’ve created a line of business that generates revenue
in the low seven figures with healthy margins and solid
growth.
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Q: What worked?
A: Obviously, not all events are created equal.
At Star Tribune we plan around six specific event
types. They each have unique characteristics and
distinct objectives, and so we have different
expectations for each type, in terms of outcomes.
At one end of the scale, we have our tentpole
events, where the attendance expectations are in the
hundreds or thousands and the revenue expectations
are into six figures. Our focus here is on top-line
revenue and profitability. Examples include our
consumer travel expo, the Top Workplaces program,
and the all-metro high school sports awards.
At the other end of the spectrum we have events
that try to capitalize on niche coverage, newsroom
personalities, or a moment in time. For these, an
audience of 100 or revenue of $10,000 might meet
our expectations, because our emphasis is on
engaging new audiences or delighting subscribers.
These include our Photos of the Year event and our
holiday cookie contest, and smaller events like
neighborhood walking tours where reporters discuss
history or architecture.
The key, I think, is to identify distinct categories
of events and the objectives for each. This helps to
prioritize, to create shared expectations for all the
collaborators, and, importantly, gives you a
framework for celebrating even “small” successes.

Q: What didn’t work?
A: Because of our selection criteria and my own
inherent fear of “flops,” our approach could be
considered conservative. I want to minimize failure
because in events failure is expensive and potentially
embarrassing. But not everything has worked
perfectly.
When we moved to the new Star Tribune Building
in 2015, we were excited to launch a series of events
in our spacious ground-floor atrium. Imagine
newsmakers on stage with our journalists; for
example, a panel with the president of the Minnesota
Twins in conversation with our beat writer and

columnist on opening day. These events drew
huge noontime crowds, but suffered from an
insurmountable problem: terrible acoustics. After
several well-attended but hard-to-hear events, we
pulled the plug. We still do events in our atrium, but
only events that don’t involve people speaking and
amplified sound.
We cancelled another annual event called the
Star Tribune Arts Forum after two years. The Twin
Cities has a thriving arts scene—visual arts,
performing arts, the full spectrum. This event put
four arts leaders on stage with our critic in a wideranging “state of the arts” discussion. We had good
attendance and the target audience of arts
professionals and patrons loved it. But we couldn’t
nail down a sponsor and thus couldn’t get the event
into the black. It was an operational success and
good for our brand, but you could say it “failed to
thrive.”
We have a few other events that are currently on
the bubble—they will either find their next gear or
we will retire them and put our attention elsewhere.

Q: What happened that you
didn’t expect?
A: As our portfolio grew and we began to analyze
the financial performance of our events individually
and as a group, we realized that a sizable portion of
the profits was coming not from the events
themselves but from the associated ad revenue. On
their own, the events deliver margins in the range of
10–15 percent. When accounting for associated ad
revenue, margins are north of 60 percent. A good
example is our Top Workplaces program. The
celebration luncheon honoring the recognized
companies is a sell-out every year with 650 paying
attendees but is slightly better than break-even. But
the special coverage, which is inextricably tied to
the event, delivers more than a quarter-million
dollars in print and digital ad revenue. So now we
try harder to create opportunities that drive
associated ad revenue.
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Q: What would you do differently
now? What did you learn?
A: We are learning all the time. One area for
improvement that we’ve identified is sponsorship
selling. We have a talented sales team, but selling
sponsorships is fundamentally different from selling
advertising and digital marketing solutions. In many
organizations the decision makers and their priorities
are different.

Q: What advice would you give to others who try
to do this?

A: Four things:
1 First, be guided by your market and its unique
characteristics. What works in Minneapolis-St.
Paul or Denver may not work in Sacramento or
Omaha, and vice-versa. For example, we see
so-called “ideas festivals” work well in other
markets but have seen several bombs here.
I would love to launch an ideas festival in our
market, but I don’t think we can do it any
better than those who have already tried.
Understanding and accepting the “event
context” of your market helps you minimize
failures and speeds your path to success.

2 Second, you might have to help others in the
business adjust their expectations around
margin. An event with 25 percent margins is a
very successful event, but those used to
expecting 70-plus percent margins on
advertising may not see it that way.

3 Third, if you’re just starting out you can
experiment and bootstrap it for a while but
eventually you must manage your events efforts
as a line of business, with all the necessary roles,
skills, and processes. You have to develop a
P&L and hold your team accountable for
delivering profitable results — if not for every
individual event, certainly for the portfolio.

4 Finally, cut your losses quickly. There might be
many reasons an event doesn’t work the first
time out. But if it doesn’t work the second time
the market is telling you something. Listen.
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By RANDY PICHT

Newspaper adds a sunset to
searching police public records
“please take my story down.”

I

f you’re an editor, you’ve gotten that plea,
perhaps many times.
The answer of the future may start in Cape
Girardeau, Mo. The Southeast Missourian announced
a policy to block search engines from court and
police public records and subsequent articles after
six years.
“Our policy up until now has been we don’t take
anything down,” said Jon Rust, publisher of the
Southeast Missourian and co-president of Rust
Communications.
The volume of local requests and an
international trend factored in to the change.
Europe’s “Right to be forgotten,” the General
Data Protection Regulation, went into effect in
May 2018 and has helped focus a lot of attention
on privacy rights for citizens in Europe and around
the world.

That regulation allows people to request that
their personal information saved by corporations
and governments be deleted. It also includes a
process to ask Google and other search engines to
stop displaying links to certain news articles that
pop up in the results from an online search.
That aspect prompted Rust’s compromise
regarding removing information from his website.
The Southeast Missourian policy, which went
into effect July 25, 2018, automatically “delists” the
daily crime report from search engine accessibility
after six years of being online. There was no specific
rationale for the six-year timeframe, Rust said,
noting that the staff discussed various typical
scenarios and thought six years bridged the gap of
people not having indiscretions follow them around
but also a long enough period to establish a track
record of staying out of trouble.

Also, people can request that staff-written stories
about misdemeanors also get delisted after six years,
but the newsroom will make those decisions on a
case-by-case basis. It gives the newsroom important
oversight but, Rust said, specific guidelines have
also been established to avoid potential conflicts
of interest.
Neither of these changes will affect the results
saved in the semissourian.com archive — which is
not the same thing as a general Google search.
A direct search of the archive will show the
information in perpetuity, Rust said.
“At our company, one of our mottos is:
‘Everything we do should be measured by the test of
truth and grace,’” Rust said. “Something
disproportionate happens with a person’s identity
when a crime charge is the lead result on a search
engine and a story about the charge being dismissed
or reduced is not easy to find.”
That’s really the heart of the matter, according
to Bill Church, senior vice president for news at
Gatehouse Media, one of the largest publishers of
locally-based media in the nation with operations
in 37 states.
As local and state governments continue to up
their digital game and make public records like crime
reports much more accessible than ever before,
newsrooms have to evaluate whether it makes sense
to post and print this information.
“We talk about the importance of recognizing that
if you decide to report on something or put it online
that you are also willing to see it through to the end
and update it when necessary,” said Church. “We
want to be fair and sensitive and that’s why we want to
make sure we’re updating and clarifying our content.”
Church said Gatehouse newsrooms also get
numerous requests to remove content and, partly as a
result, recently convened a small group of editors to
review the “straightforward” policy of saying no to
requests to take down online information. The editors
concluded there wasn’t a good alternative to the
existing Gatehouse policy.
“It’s tricky and definitely an ongoing challenge,”
he said.
Frank LoMonte, professor and director of
The Brechner Center for Freedom of Information
at the University of Florida College of Journalism
and Communications, agrees on the ongoing
challenge front.
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“The online archives of a news website are
unlike any other creature we’ve dealt with
before. They’re not like a one-time broadcast
that’s viewed and then fades away,” he said.
“For that reason, I think it’s an entirely valid
discussion to consider whether there’s any real
informational value in continuing to make
decade-old articles about minor misconduct by
named people accessible online.”
LoMonte said the Southeast Missourian’s
policy seemed like a “legitimate answer to the
deluge of requests for information to be erased
from the historical record.”
There are larger issues. For example, how
many news organizations are reducing, either by
choice or necessity, how much of this
information they provide. Church mentioned its

availability elsewhere. Rust noted that the
content doesn’t help build stronger relationships
with readers.
And with plenty of companies offering to
provide all kinds of information about citizens
just by typing their name into a search box,
maybe newspapers are the least of the problem
for someone with privacy concerns.
Nonetheless, trying to draw the distinction
between collecting and publishing a public
record for readers versus publicizing a public
record for the entire world is not for the faint
of heart.
One privacy attorney noted that the new
policy in Cape Girardeau was akin “to having a
library full of books but discontinuing the card
catalogue system you use to find them.”
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It doesn’t get any easier either when Rust gazes
over his online horizon. The next frontier will be
engagements and wedding announcements. When
something goes wrong, folks want the information
removed, and the added twist is that for the Southeast
Missourian and many other community newspapersm,
readers pay for that information to be posted.
On Facebook, where more announcements are
heading, people have more control. “They can post it
there, have all the people they want see it and, if it
doesn’t go through, delete it or know that it will be
buried and hard to find.”
Randy Picht is the executive director of RJI.
He worked closely with newspapers and other media
outlets during his nearly 29-year career
at The Associated Press.
—Reprinted from Reynolds Journalism Institute

Grow revenue and expand
your market presence — fast!
Call Eliot Putnam, director of revenue diversification and new business development at NYPS to learn how!
xpand your market presence and grow
revenue fast — without adding staff or
overhead — by harnessing the power of the
classified line and small business display networks
coordinated by NYPS and FCPNY.
These powerful advertising networks expand
the reach of your newspaper and at less than a
penny per reader, give your advertisers a great
return on investment.
The newspapers that
participate in the
networks are uniquely
positioned to provide
high-impact, low
cost advertising to
local businesses
that will benefit
from greater
reach.

E

Our newspapers’ long-standing relationships
with local businesses and civic and non-profit
groups, coupled with the aggregate consumerbuying power of the combined audiences we
deliver, position our newspapers as the most
powerful marketing tool in town.
New York’s newspapers, in print and online,
reach a higher percentage of the local market than
ever before — and the advertising we deliver
reaches an engaged audience — an audience that
is focused on our content — not on Facebook
photos or Instagram posts.
Remember the adage, “I know 50% of
my advertising doesn’t work, I just don’t know
which 50%.”
The 50% that doesn’t work is the 50% that
doesn’t reach the business’ target audience.
Local newspapers deliver the best audience
for local businesses — an audience that always
includes loyal, local, repeat readers, government
officials and the most involved citizens.

The newspaper audience skews older, toward
educated consumers with higher than average
disposable incomes.
Help your local businesses reach new
customers by advertising in the NYPS
or CPAN networks — and remember,
YOUR NEWSPAPER RETAINS
60% OF THE REVENUE FROM
EVERY SALE.
Call today and invite Eliot to visit your
newspaper and teach your sales team how to
sell into this powerful advertising network.
• Maximum reach.
• Rock bottom rates.
• Best ROI anywhere.
Let’s rebuild our brand. Contact Eliot today!
Eliot Putnam
eliot@nynewspapers.com or 518.464.6483
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By ASNE staff

ASNE, APME approve merger plan
to become News Leaders Association
t this pivotal moment for journalism and
freedom of the press, two of the most
significant organizations in journalism have
voted to merge and become one voice for the
industry.
The formation of the News Leaders
Association, combining the American Society of
News Editors and Associated Press Media Editors,
was approved by the two groups’ members during
their joint News Leadership Conference in Austin.

A

ASNE and APME will continue to work jointly
on major projects during the coming year as legal
steps toward the merger are completed. NLA is
expected to be in place by the 2019 News
Leadership Conference Sept. 9-10 in New Orleans.
In this extraordinary time of upheaval across
the news industry, as well as forces outside it,
leaders and members of ASNE and APME believe
that now is the time for journalism leaders to come
together to make great impact.
“These are challenging times for our business
and our country,” said Nancy Barnes, incoming
president of ASNE for 2018-19. “We believe
joining our two organizations will only strengthen
our ability, as journalism leaders, to stand up for
the principles we hold dear.”
“Editors’ jobs have never been more
challenging, and we believe that our groups are
stronger together as we work to be a valuable
resource for leaders at news organizations of all
sizes,” said APME President Angie Muhs.
The mission statement of NLA reads: “The
News Leaders Association is committed to leading,
nurturing and serving journalism and democracy.”
“There’s never been a more important time to
create an organization vigorously committed to
defending and explaining the values of an
independent press in a democratic society,” said
outgoing APME President Jim Simon. “NLA is
also committed to reimagining our work so that it’s
relevant to a broader range of leaders from a

variety of backgrounds and to the needs of a
rapidly changing journalism landscape.”
After years of working closely together to
further the cause of journalism, both organizations
are excited to become one while also honoring the
long histories of both ASNE and APME.
“We have gotten to this point with the drive
and determination to create an organization that
keeps advancing the core causes that allow
journalism to have a vital impact on society and
democracy,” said outgoing ASNE President
Alfredo Carbajal. “Those include defending the
First Amendment, pushing for greater diversity
and inclusiveness in news stories and newsrooms
and developing newer generations of news
leaders.”
NLA encourages all journalists, from across
disciplines and platforms, to join in this cause.
The organizations are stronger together, and now
is the time to step up and become a member of
something that matters. To become a member,
simply visit asne.org or apme.com.
Both ASNE and APME will continue to exist
in 2018-19, working together closely on our top
journalistic priorities, details of the merger and the
2019 conference planning. Join either organization
now and automatically become a member of NLA
when the merger is final.
Both organizations are a part of merged
committees that include Conference, Diversity,
First Amendment, Leadership and Media Literacy.
Become a member of ASNE or APME and
immediately make an impact by contributing
to committee work.
As opposing voices get louder, leaders in the
industry need to step up and join in the fight for
democracy.
Leaders of both organizations are available for
interviews by contacting ASNE Executive Director
Teri Hayt at thayt@asne.org or APME Executive
Director Paula Froke at pfroke@ap.org.

ASNE-APME merger Q&A

Q: Why are ASNE and
APME combining?
A: This is a time of extraordinary challenges to
independent journalism. We believe this is a
unique opportunity to combine our voices
into a single, more forceful advocate for the
values of a free press. As the country’s two
premier newsroom leadership organizations,
we know that we can have greater impact by
working together at a time when our voices
and our efforts on behalf of journalism are
needed more than ever.
During the yearlong conversations involving
leaders of both organizations, we agreed that
a single organization that connects and
serves newsroom leaders is needed to help
the public understand the role of an
independent news media.
We strive to become a strong, unified voice
that promotes journalism’s highest standards
and defends the First Amendment.
The new organization will also be sharply
focused on developing the next generation of
news leaders and reinvigorating the push for
diversity in the news industry.
Q: What’s your mission statement?
A: The News Leaders Association is committed
to leading, nurturing and serving journalism
and democracy. We will:
a. Advocate for the values of a free press
and free speech, and engage local
communities on the value of credible
news.
b. Nurture news leaders and develop rising
generations of journalists from diverse
backgrounds to succeed today and lead
tomorrow.
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c. Serve newsrooms and the public by
maintaining the highest standards of
credible, ethical and independent
journalism across platforms.
Q: Is this simply a merger of the
two organizations?
A: In a legal sense, we’’l be combining the two
organizations. But our goal is to create a new
membership organization focused on serving
the needs of leaders at all levels in
newsrooms and on all types of journalism
platforms.
The News Leaders Association will have a
broader membership structure than either
ASNE or APME has now. We’ll be working
on the details in the coming year.
The ASNE Foundation and APME
Foundation will not be merged at this point
and remain independent of each other.
Q: What is the timeline for
creating a new organization?
A: Our tentative schedule is based on formally
completing a merger in about a year. Here
are some of the key milestones:
August 2018: Completed a detailed
merger and governance plan, as well as a
combined budget, that formed the basis for a
formal memorandum-of-understanding
between ASNE and APME. Each board
approved the plan. With feedback via a
survey of both organizations’ members, we
adopted the name News Leaders
Association and began work on a logo and
other branding.
September 2018: The full
membership of each organization approved
the plan at the joint News Leadership
Conference in Austin. Legal work begins in
earnest.
September 2019: The News Leaders
Association is expected to be fully
operational by the News Leadership
Conference in New Orleans. Michael Days,
currently secretary of the APME board, will
become the first president of the new

organization. George Stanley, currently
secretary of ASNE, will become the vice
president.
Q: What are the next steps?
A: Both ASNE and APME will continue to exist
in 2018-19, working together closely on our
top journalistic priorities, details of the
merger and the 2019 conference planning.
Four committees, composed of board
members from ASNE and APME, are
mapping out details and recommendations on
key areas, such as governance, finances,
membership and recruiting, marketing,
contests and other areas. We will create
bylaws for the News Leaders Association and
target key areas of leadership emphasis for
our first year.
On the legal front, our lawyers are working out
the many details involved in combining our
two nonprofit organizations. That includes
filing certificates of merger and getting
approval in Virginia and New York, where
ASNE and APME, respectively, are
incorporated, and a filing certificate of
incorporation in Delaware, where the new
organization will be formed.
Q: How does the merger affect
my membership in ASNE
or APME? How can I become
a member of NLA?
A: Current members of both ASNE and APME
will become members of the News Leaders
Association. We will be working out details of
dues and membership structure going forward
for NLA, once it’s formally in place.
If you’re not a member yet, you can sign up
now at asne.org or apme.com, and your
membership will be transferred to NLA when
the new organization is legally established.
We encourage everyone to join us now, rather
than waiting, to help us all fully leverage our
strength in numbers.

NewsBeat 17

Q: Who can become a member
of NLA?
A: For more information on how to become
a member of ASNE or APME, please contact us.
Q: What will the governing structure
look like?
A: The News Leaders Association will begin in 2019
with a board of 22 members, with a plan to
gradually reduce that number to 15. The initial
board will consist of officers of each organization.
In addition to the officers, ASNE and APME will
each select six at-large board members for the
new organization. Additionally, The Associated
Press will nominate one at-large board member,
and ASNE will nominate a former member of the
Association of Opinion Journalists as an at-large
member. (AOJ merged into ASNE in 2016-17.)
We have also discussed potential board seats for
other nonprofit journalism organizations or
foundations, as well as how best to ensure that
newsrooms of all sizes, from the smallest to the
largest, are represented.
About the American Society
of News Editors
The American Society of News Editors focuses on
leadership development and journalism-related issues.
Founded in 1922 as a nonprofit professional organization,
ASNE promotes fair, principled journalism; defends and
protects First Amendment rights; and fights for freedom of
information and open government. Leadership, innovation,
diversity and inclusion in coverage and the journalism work
force, opinion journalism, news literacy and the sharing of
ideas are also key ASNE initiatives.

About the Associated Press
Media Editors
The Associated Press Media Editors advances the
principles and practices of responsible journalism; supports
and mentors a diverse network of current and emerging
newsroom leaders; and champions the First Amendment
and freedom of information. APME trains journalists to
thrive in a rapidly changing environment and promotes
forward-looking ideas that benefit news organizations and
the communities they serve. The organization works closely
with The Associated Press, the largest independent media
operation in the world.
— Reprinted from ASNE.org
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By ETHAN ZUCKERMAN

Crisis Prevention: Four Problems
with News and Democracy

H

ere are some “buckets” for making sense of
why the news is in crisis: addiction,
economics, bad actors and known bugs
I’ve been studying news and digital media since
2002 and the news has been in crisis for those past
16 years, possibly longer. And not just the
handwringing “Oh no, citizens are producing their
own news, what will happen to journalism as a
profession?” crisis. No, we’re more than a decade
into the “We can’t afford to pay for the news, what
happens now?” crisis, and no closer to a solution.
And now we’ve got a new pack of crises spawned
in 2016. The “Macedonian teenagers are destroying
democracy with fake news” crisis. The “We don’t
understand the Americans who elected Trump”
crisis. The “Russian bots control what’s news” crisis.
These crises are real, but some are more real
than others. I’ve spent part of the last year meeting
with the Knight Commission on Media, Trust and
Democracy trying to learn the shape of these
challenges and what might be done to address them.
In the process of helping out as a consultant to the
commission, I’m finding myself starting to become
comfortable with four buckets these crises often fit
into. I’m a believer that how you think about a

problem shapes what solutions you propose, so
picturing four crises feels like an improvement over
a sea of troubles.
To understand these four crises?—?addiction,
economics, bad actors and known bugs?—?we have
to look at how media has changed shape between the
1990s and today. A system that used to be linear and
fairly predictable now features feedback loops that
lead to complex and unintended consequences.
The landscape that is emerging may be one no one
completely understands, but it’s one that can be
exploited even if not fully understood.

What the Media Used to Look Like
Media used to look something like this:
Production–>Distribution–>Audience.

Producers made media?—?they wrote stories,
filmed news segments?—?and handed them off to
distributors to share with audiences locally or
around the world. Often the distributors and
producers worked for the same company: the same
company that wrote the New York Times ensured
that it got printed, bundled and delivered to
people’s doorsteps. The flow of content was
primarily linear and unidirectional?—?yes, people
wrote letters to the editor and some may have
influenced later coverage, but the influences were
far sparser in more contemporary models.

The lifecycle of content wouldn’t be so worthy
of public attention except for the civic conviction
that news helps us make informed decisions about
our public lives. News allows us to be informed
voters, so we know when to call our
representatives to express our opinions, to know
when we’re so outraged that we should take to the
streets in protest or boycott a company.
Journalism gains much of its power from the
realization that audiences are also citizens. When
investigative journalists uncover corruption at city
hall, their power comes from the idea that
thousands of citizens are reading and will vote
the bums out unless change is made.
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In modeling the contemporary media ecosystem, it’s
important to understand that citizens have a whole
new set of options beyond voting or marching.
Citizens amplify content they like, sending signals
back to distributor that they’d like more of the
same. They create content that reacts to what’s
been presented to them, entering the cycle as
producers. As a result, they’ve got vastly more
influence over the media agenda than our earlier
model.
This is only one change producers face in this
new model. Most no longer control distribution as
tightly as they did in earlier times — unlike
newspapers whose companies housed writers and
editors, the presses and the delivery trucks in the
same building, producers are now one link in a
more complex chain. Distribution of content on the
internet is free, and attention is scarce, so the
power goes not to those who have the presses or the
broadcast towers, but to those who control vast
audiences: Facebook, Google and the other major
media platforms. Anthea Watson Strong, who
currently works on local news at Facebook,
suggests that people think of these tools as
discovery services, more than distributors, because
their real power is helping people discover new
content, either from their friends or from vast
databases of recommendations.
These discovery services are attention brokers,
making their money from siphoning a fraction of
attention off and selling it to advertisers. Unlike the
broadcast towers and printing presses, these
services are independent of the content producers,
and they’re far less cooperative about sharing
revenues than their predecessors were. Without
them, though, many news producers would lose
their audiences entirely.

“Buckets of Problems”
The first bucket of problems comes from these
challenges to the business model: how do citizens
continue to pay for high-quality journalism when
attention and advertising dollars are controlled by
discovery engines? There’s an understandable and
legitimate fear that the “viral cycle” rewards
certain types of engaging, popular content at the
expense of important though less entertaining
content. What’s especially at risk is accountability
journalism, especially at local levels, which was
threatened even in pre-digital days. Only a few
dozen people might read the minutes of last night’s
meeting at City Hall, but it matters immensely that
a seasoned political reporter is scanning those
notes carefully, looking for possible scandals or
abuse and threatening to splash them on the front
page, if officials don’t behave ethically. It’s
difficult to know how this essential content is
supported in an economy where attention is the
scarce commodity — even if news organizations
can pay the reporter, her power comes from having
an audience to reach. Without high quality
journalism, bad deeds go unpunished, power is not
balanced with accountability and citizens remain
uninformed. One of the disturbing aspects of this
situation is that democracy requires not only high
quality journalism, but an audience of citizens to
consume it. Our problem is not just paying for
stories — it may include paying for these stories to
reach the audiences who need them if journalism
can’t win a battle for attention in our discovery
engines/attention markets.
A second bucket of problems comes from the
addictive nature of social media. It’s fun to play
the game of discovery and amplification, and
millions of people are finding it hard to put down
their phones long enough to sleep. Tristan Harris
has a theory on why this is: these tools have been
designed by people who’ve studied gambling and
other addictive phenomena, and they’re literally
building tools designed to get us hooked on social
media. As Tristan and others raise red flags, we
are seeing indications that those in the know
understand how powerful these tools can be?—?
Silicon Valley executives have begun embracing
practices of mindfulness, speaking of “time well
spent” and ordering their own children to put their
phones down.
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A nation of social media addicts may not be
the most fertile field for participatory democracy.
Indeed, it may be precisely the environment in
which misinformation and mob behavior spreads
like an epidemic in a crowded city. But questions
remain about how many of these concerns are best
understood as the moral panic that often takes
hold with the adoption of new technologies, and
what problems might genuinely affect how we
think about citizenship today.

To understand the third and fourth buckets of
problems, let me return to the model of new media
I’m proposing. While it’s likely that no one has a
full understanding of the dynamics of this
ecosystem and its feedback loops, bad actors are
finding ways to inject ideas into the conversation
by targeting vulnerable points in the system.
Networks of bots amplify stories in ways that
make them appear popular with thousands of
users, sending false signals to distribution engines
that make those stories and topics unduly popular.
Content created to silence other voices online
through trolling and harassment feeds into the
system in much the same way as legitimate
comments and reactions. Similarly, disinformation
produced either to deceive or to divert attention
for profit enters the system disguised as legitimate
news. Dark ads allow narrowly targeted content to
influence a selected audience without “outsiders”
ever seeing it.
If there’s good news about bad actors, it’s that
the social media ecosystem would function just
fine without them. It’s easy to imagine Facebook
or Twitter without most kinds of bots, and
platforms are already showing an increased
(Continued on next page)
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interest in countering harassment and blocking
some kinds of disinformation. What’s more
disturbing is the bad behaviors that may simply
be part and parcel of the new media environment.

problems as buckets of interrelated challenges that
can be solved without unraveling the entire
Gordian knot makes the situation more tractable.

Financing the News
Even when all participants in a system are
acting in good faith, ugly behaviors still emerge.
Whether it’s due to algorithms (as Eli Pariser
believes) or simply due to homophily and the
cognitive dangers from birds of a feather flocking
together (as Cass Sunstein and I, separately, have
argued), echo chambers and filter bubbles seem to
form online, surrounding us with content that
tends to polarize us. Some of these isolated
conversations seem to gravitate towards the
paranoid, leading to the spread of conspiracy
theories and other unreliable content. Maintaining
these communities requires some degree of
control, which leads to complaints about the biases
of algorithmic filters and control asserted by
moderators. And even with control, mobs form and
punish what they perceive to be bad behavior.
What’s toughest about this fourth bucket of
problems, the known bugs, is that they seem to
appear even when everyone’s behaving well within
a media ecosystem. Much as I dislike what
Breitbart has to say, they’re producing content for
audiences that want to hear it. That center-right
audiences gravitate — or are algorithmically
nudged — to the far right doesn’t appear to be the
result of anyone’s sinister plan. Worse, it’s simply
an emergent property of a complex system, which
makes it harder to determine who’s to blame and
who’s responsible for fixing it.
Taken together, even this minimal model of
the problems raised for media and democracy
seems pretty daunting. But understanding the

The problem of financing the news is hardly
new, and it’s unlikely that my friends on the
Knight Commission are going to come up with
something radically better than what the collective
wisdom of online and offline publishers,
journalism and business schools have in the past
decade. I think it’s unlikely that there’s a solution
to this set of problems without insisting on the
necessity of news for participation in a democracy,
which opens options too seldom considered in our
country, where market solutions are always
preferred. News may be too important to leave to
the whims of the market. Whether that means
financing public media providers that are
positioned to give us the essential facts of the
world we live in, or building a robust set of
membership models that allow a small set of
subscribers to make critical information available
to wider audiences, there are solutions to the
problem of financing the news. Unfortunately,
these solutions are rarely popular because they’re
expensive and hard to sell in the U.S., where they
run counter to conventional thinking about
markets and speech.
Harder is the problem of getting people to pay
attention to the high quality news that’s already
produced. This is the sort of problem that will
require news publishers to work closely with
discovery engines, and might open intriguing
possibilities, like social media systems supported
in part by public media funds, designed to help
people mix opinions and perspectives from

friends with a backbone of information from
trusted sources.
Unlike the problem of financing media,
many of the concerns about the addictive nature
of social media are new. There’s a need for
psychological research to figure out how deep
public concerns should be, given a a long history
of public overreaction to the dangers of new
media technologies. It’s likely that the field
also needs strong consumer protection groups
that can demand that technology platforms take
our well-being seriously. And if there’s evidence
that companies are building these tools with
an addiction model in mind, regulating how
these companies operate seems like a very
reasonable step.
While bad actors, the third set of problems
outlined here, have provoked the most dialog
since the 2016 election, they are the easiest
problem to tackle, as platforms and consumers
have aligned interests. Bots aren’t good for
Twitter — they inflate user numbers in the short
term, but lead investors to worry about whether
the site’s users are real — nor are they good for
users of the platform. Companies like Facebook,
Google and Twitter will need to work closely
with scientists in academia, opening up data sets
and collaborating closely so these problems can
be tackled — Twitter’s move towards
collaboration on healthy media ecosystems is
a step in the right direction, and if done well,
the expertise of academics and activists who are
already fighting harassment online can be
incorporated into key systems. Platforms should
be able to tackle bots with machine learning
systems, as their signatures are highly
recognizable. And emerging movements towards
transparency in advertising are steps in the right
direction in combating dark ads and other forms
of paid influence.
What’s most needed here is a way for
platforms and their critics to share data, tools
and methods in a way that’s less threatening to
both sides… a problem that has become much
harder with the fallout of the Cambridge
Analytica scandal. Right now, academics and
activists can’t do their best work on these
platforms without data they need, and platforms
are understandably afraid of being excoriated in
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the press for their failings. Everyone needs a way
for these parties to work together with some mutual
understanding, tolerance and care, with a joint goal
of making bad actors less powerful. Similarly,
everyone involved with these debates also needs
—?immediately?—?to understand better how
powerful these bad actors actually are. We may be
giving this set of problems far more attention than
it deserves, simply because the notion of Russian
manipulation of elections or Macedonians
marketing to ethnic nationalists is so fascinating.
In truth, these may not be the biggest problems
around media and democracy.
It’s the fourth bucket of problems that keep
me up at night. While bots are bad for Twitter and
Facebook, polarization turns out to be a great
business model — it leads to engaged and
passionate users, who are good for profits and bad
for democracy. The platform companies simply
may not have an appetite to take on “known bugs”
problems, both because these bugs are hard to fix,
and because they may be bugs for democracy
rather than for these businesses. Here the best
fixes may be environmental. Rather than tempting
or threatening (through regulation, perhaps)
Facebook to fix the polarization of our political
system, we need to help build a climate that
encourages new rival platforms to take on these
challenges. For starters, we’d look at policies that
required existing platforms to allow users to export
their data and move it to new platforms, and to
bridge between them so users can try other ways to
interact online.
Having a clearer shape of a problem is not the
same thing as having solutions. It’s important if
only so we don’t collapse in the face of a task that
often seems insurmountable: making sense of how
the current media environment prepares citizens to
be effective civic actors.
Ethan Zuckerman is director of the Center for Civic Media
at MIT and an associate professor at MIT’s Media Lab.
His research focuses on issues of internet freedom,
civic engagement through digital tools and international
connections through media. This edited article originally
appeared on the Knight Commission on
Trust, Media and Democracy website.
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John T. Tuthill III

J

ohn T. Tuthill III, of Bellport, the third generation of
publishers to guide the Long Island Advance, died last month
at Long Island Community Hospital surrounded by his family
following a long illness. He was 86.
John Tuthill began his career with the Advance, then known
as the Patchogue Advance, in December 1957 following in the
footsteps of his father, Captain John T. Tuthill Jr., and
grandfather, James A. Canfield.
Following the death of Captain Tuthill in June 1972, John III
became the paper’s publisher. Under his leadership, the size of
the paper changed from a broadsheet to a tabloid format. He
also changed the name to the Long Island Advance. The Advance
purchased The Long Island News in 1972 and John and his wife
Lorelei purchased the Suffolk County News and Islip Bulletin in 1985.
In 2011 John oversaw the creation of the Tide of Moriches as well as the purchase of the
Tri Hamlet News, an online news site.
A Bellport High School graduate, John served two years in the Navy before graduating from
Colgate, where he majored in economics and was a member of Delta Upsilon Fraternity.
He was president of the New York Press Association in 1973.
John is survived by his wife, Lorelei Pries-Ritholz Tuthill; his sister, Mrs. Joan Munhofen of
Williamsburg, Va.son, J. Terry Tuthill IV and daughter-in-law, Joanne, of Bellport daughter,
Julie G. Fehring and son-in-law, Robert, of Bayport; son, Jeffery S. Ritholz of West Babylon;
daughter, Susan K. Ritholz of Brooklyn grandchildren, Heidi and Brad Fehring, and John T. Tuthill
V and Ashley E. Tuthill. He was predeceased by his sisters, Louise Tuthill and Priscilla Carleton.
The family requests that memorial donations be made to the New York Press Association
Foundation, 621 Columbia Street Extension, Suite 100, Cohoes, NY 12047. The Press Association
Foundation funds paid summer internships for college journalism students.

Catherine Rosa
atherine Rosa, longtime business manager of the
Canarsie Courier died August 25th after a long battle with
cancer. Rosa, 63, was the much beloved “chief, cook and
bottle-washer” at the newspaper — remembered as a mentor,
friend, coach, task-master and curmudgeon. She was an ardent
supporter of NYPA — she will be missed.
Catherine is survived by Michael, her husband of 40 years,
her daughter Toni, grandchildren Michael and Maycen and
a host of relatives and friends.

C
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Trumbull Printing completes
major technology installation

T

rumbull Printing, a division of HAN Network,
is currently completing a major technology
installation at the firm’s 60,000 square foot
plant in Trumbull, Conn. The new system involves
automation of several of its key press lines.
The investment was a strategic necessity to
combat the ongoing volatility in the newsprint paper
market. The tariffs that were threatened last year
then instituted this year caused paper prices teo
skyrocket and may have contributed to some
commercial printers, and a few newspapers, to cease
operations.
“The Quad Tech Register Guidance System with
MultiCam will dramatically improve our efficiency
in terms of costs and quality once it is in full
operation,” said Gus Semon, vice president of
Commercial Printing for Trumbull Printing.

The new system involves breakthrough
technologies, combining unmatched color-register
performance with the flexibility to meet the most
demanding press requirements. It includes a series
of cameras and motors installed throughout the large
presses. This equipment operates in concert with
integrated hardware and software to monitor and then
automatically adjust printing registration during a
typical press run without any manual involvement by
a pressman.
“This reduces the amount of paper wasted during
the press run and allows the press staff to maximize
quality for our customers and our own publications,”
Semon said.
“Gus and his team of Press Manager Miguel
Bonilla and Head of Maintenance Felix Torreiro did
a remarkable job researching this project, then
managing the installation with Quad Tech,” said

HAN Network and Trumbull Printing CEO
Martin V. Hersam. “This was a very big undertaking
and without the efforts of these three would not have
been able to make this leap,” he said.
“Publishing and printing are challenging
industries that require precision cost controls. This
sizable capital investment allows us to provide our
existing customers with better quality and tighter
controls on cost and paper consumption. It also
allows us to compete better in the marketplace for
new clients,” Hersam continued.
Trumbull Printing operates out of a 60,000square-foot facility in Trumbull. The plant operates
24/6, producing HAN Network’s own newspapers as
well as publications for a wide variety publishers and
marketers between Boston and Philadelphia. More
information can be found at trumbullprinting.com.

By KEITH J. KELLY

Newspaper family acquires
Weekly publisher expands another paper
across five boroughs

T

he publisher of the Queens
Courier, Schneps
Communications, is
expanding its footprint across all
five boroughs by buying a chain of
weeklies across Manhattan,
Brooklyn and the Bronx from
husband-and-wife team Les and
Jennifer Goodstein.
Once the deal closed, it put Downtown Express, The Villager,
Gay City News, Chelsea Now, the Brooklyn Paper, the Bronx Times-Reporter,
the Bayside Times and Caribbean Life under the Schneps umbrella.
Shutterstock

Terms were not disclosed.
“We’re looking to build our print, digital reach and events business,”
said publisher Josh Schneps, who noted the combined circ is over 350,000.
— Reprinted from the New York Post

T

he Sanchez family, publishers of the Queens Ledger/Greenpoint Star
weekly community newspaper group including eight weekly community
newspapers and a host of hyper-local news web sites, has acquired the
historic Wave newspaper, a paid-circulation weekly newspaper of the Rockaways
since 1893.
Walter H. Sanchez will be Publisher/CEO, while John Sanchez will be
President and Director of Digital Properties at The Wave. Walter Sanchez said,
“Investment in the Rockaways works well for our family. We have confidence
that local news is important to this community and The Wave has always been
the ‘go-to’ news source on the peninsula.” John Sanchez said, “What an exciting
opportunity in a great neighborhood. The news consumers in the Rockaways are
hungry for digital news and The Wave has been true to its community for a
century.”
The Wave has consistently produced a 56-page newspaper throughout the
past two years. Susan Locke, publisher of The Wave since 2002 has said she is
retiring, but will remain in the community. “Tammy, John and Walter believe in
community news and the Rockaways should continue to be covered well. It’s
been a pleasure to carry on the mission of my late husband Leon, who was a
maverick in the industry and the Rockaways,” Locke said.
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Better
Newspaper
Contest
SPONSORED BY THE NEW YORK PRESS ASSOCIATION

JUST A REMINDER —
NYPA’s “Better Newspaper Contest” is approaching.
Save your best work from any 2018 issues of your
newspaper to consider entering into the annual contest.
Deadline for entries is Tuesday, January 8, 2019…
Please plan accordingly!
Rules and entry information will be available soon.
New York Press Association

PA
New York Press Association

NYPA offers group coverage for workers’comp
through the NY State Insurance Fund.
Qualified participants are eligible for
a 15% advance discount and
a 30% year-end dividend.
If you’re paying too much for
workers’compensation insurance, contact
Carol at NYPA today for more information.
czalewski@nynewspapers.com

PA

Paying too much for
Workers’ Compensation Insurance?

621 Columbia Street Ext., Suite 100
Cohoes, NY 12047
www.nynewspapers.com
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