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On Thursday, October 29 at 
noon, NJPA will hold its An-
nual Meeting/Fall Luncheon at 
the East Brunswick Hilton on 
Rt. 18. 

Our speaker will be Dave 
Morgan, a former attorney for 
Pennsylvania Newspaper Asso-
ciation who subsequently made 
a storied career — and scads of 
money — in new media. 

Reserve your spot for the luncheon 
and his talk by e-mailing or calling Peg 
Stephan at NJPA: pastephan@njpa.org 
or (609) 406-0600, ext. 14.

How good is Dave Morgan? You de-
cide. Here are some excerpts from a few 

of his recent articles and talks.
*   *   *   *   *

Media is changing, not shift-
ing. … Business models and 
pricing models are changing 
most dramatically. … Plat-
forms changing, too. … Every-
one is now media. … 

Results for you, me and 
marketers are all that mat-
ters. … The future is not about 

delivering “cheaper, faster” impressions. 
It is about delivering results — helping 
people find things, helping people buy 
things, helping people sell things. … 

*   *   *   *   *
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Webinar
Tackling  
The Yellow Pages
Wednesday,	October	14 
2	–	3	pm

Seminar
adverTising  
sales camP
with Tony Roselli 
thursday,	October	15 
9	am	–	4	pm 
NJPA	conference	room

governmenT affairs 
commiTTee meeTing
tuesday,	October	20 
11	am 
teleconference

Webinar
small Business:  
The final fronTier 
for online
Wednesday,	October	28 
2	–	3	pm

nJPa Board of 
direcTors 
meeTing
thursday,	October	29 
10:30	am 
east	brunswick	Hilton

nJPa  
annual meeTing
thursday,	October	29 
12	noon 
east	brunswick	Hilton
Speaker: Dave Morgan 
“My Last Newspaper Speech”

Webinar
email: growing  
Your ad revenue
Wednesday,	November	11 
2	–	3	pm

nJPa’s  
Better newspaper 
contest rules  
will	be	available	online	 
by	October	15.

For	more	information	about	
these	events,	please	visit:	 
www.njpa.org

PRINT
Court bans exit polling  
a month before election

The last 100 feet leading to — and 
from — the polls on Election Day be-
long only to the voters.

So said the New Jersey Supreme Court 
in a Sept. 30 decision: state laws banning 
electioneering in that space also apply to 
groups trying to educate voters about 
their rights — and to media conducting 
exit interviews.

The justices decided that the Ameri-
can Civil Liberties Union cannot hand 
out voter-rights cards within 100 feet of 
a polling place; nor can anyone, includ-
ing news organizations, conduct exit 
polls there. They said that prohibiting 
such activities would ensure that voters 
feel absolutely no obstructions to cast-
ing their ballots.

“By the broad language of our election 
laws, the Legislature did not intend that, 
in the last 100 feet leading to the poll-
ing place, a voter would have to run, or 

walk, a gauntlet of hawkers, hustlers, 
and protesters, or even pollsters shoot-
ing questions and voting-rights advo-
cates handing out cards,” wrote Justice 
Barry Albin for the unanimous court. 
The case came before the state’s highest 
court after the ACLU challenged a 2007 
directive by the state Attorney General’s 
Office that allowed exit polling by media 
and non-partisan groups within 100 feet 
of a polling place but continued a 1972 
ban on distributing materials or elec-
tioneering in that same zone.

The American Civil Liberties Union 
of New Jersey argued that it, too, should 
be allowed to approach voters. The or-
ganization wanted to hand out cards 
explaining voting rights and providing 
a number to call if there were problems 
registering or voting. It petitioned the 
attorney general for permission to hand 

— Continues on Page 4

Morgan

NJPA Annual Meeting:

Amid challenges, Morgan 
has good news for papers

— Continues on Page 5

A longtime New Jersey newspaperman has stepped back 
from today’s news to take a larger view — a look at how 
1960s teenagers have adapted to their changing times.

Charles Nutt has published a book: “Life Happens. How 
Catholic Baby Boomers Coped with a Changing World.” 

Jim Willse will retire this month as editor of The 
Star-Ledger, and Kevin Whitmer, the paper’s manag-
ing editor, will succeed him.

Willse has been in the post for 15 years, during 
which time the Ledger won many journalism awards, 
including two Pulitzer Prizes. It is considered one of 
the best regional papers in the nation.

“It’s been a terrific run,” Willse told his staff. “It 
has been a great privilege to edit this paper and work 
with this staff. It’s also been an incredible amount of 
fun.”

He came to the paper in 1995 after working on In-
ternet projects for Advance Newspapers, the parent 
company. He succeeded Mort Pye, who had been 
editor since 1957.

“Jim inherited a great newspaper from Mort Pye 
and was a worthy successor,” said Donald Newhouse, 
president of Advance Publications. “With a sure 
touch he served our readers, New Jersey, his staff 
and the profession brilliantly and with dedication. 
And he gave me two of the most thrilling days of the 
40-plus years I spent at the Star-Ledger — when the 
newspaper was awarded its two Pulitzer Prizes.

“As might be expected from such a consummate 
professional, he has nurtured a successor who mir-
rors his ethics, energy and values,” Newhouse said. 
“But no one can quite fill the void that Jim leaves. He 

Star-Ledger editor 
Jim Willse to retire

ChaNgiNg of The guaRD:	 Kevin	Whitmer,	 left,	
will	 become	 editor	 of	 The Star-Ledger	when	 Jim	
Willse,	right,	retires	later	this	month.

Star-Ledger PhotograPhS / amanda Brown ©2009. the Star-Ledger, newark, nJ.

— Continues on Page 11

— Continues on Page 13

New book: How Boomers Have Adapted
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When you sit in my chair, it becomes 
obvious almost immediately that 
building consensus is Job One around 
here. Without the support of the pro-
fessionals in New Jersey’s newspaper 
industry, this job of executive director 
of NJPA would be impossible. Noth-
ing would ever get accomplished!

During my tenure I have been 
blessed with terrific support from pub-
lishers and newspaper managers from 
every corner of the state, from papers 
of every size, who know the value of 
speaking with a single voice, who real-
ize that none us are as strong as all of 
us and who recognize the importance 
of using the printed word as a “gentle 
wedge” to accomplish our industry’s 
modest goals and, on occasion, move 
mountains.

Jim Willse
During the last 15 years, no one has 

been more supportive of NJPA and 
my efforts to move this ship through 
sometimes troubled, and now un-
charted, waters than Jim Willse, the 
editor of The Star-Ledger.

Jim recently announced his retire-
ment (see Page One) and no one will 
miss him more than I will. There is 
nothing more gratifying in this job 
than to be able to pick up the phone 
and call the editor of the largest news-

paper in the state and have that person 
be responsive and receptive to your 
questions and comments. Jim never 
blew me off.

Did he always agree with me? Ab-
solutely not. But when he didn’t, Jim 
always took the time to explain why 
our points of view differed or why he 
would go about it a different way. A 
few times he even told me to “Go to 
Hell” ... but he always made me feel 
like I would enjoy the trip!

Some people arrive in top positions, 
are very important ... and never let you 
forget how important they are. Then 
there are those in positions of impor-

tance who get the job done with grace 
and style while never wishing to stick 
out in the crowd. Jim is a consummate 
professional who has never had to tell 
you that he is. We’ve always known it 
from his actions and his deeds. He has 
always been calm in a crisis and al-
ways agreeable to inclusion, but never 
afraid to go-it-alone if the situation 
warranted it.

We have served on several commit-
tees together and I have been amazed 
by his quick wit and amused by his 
sense of humor. I am sure there are 
those at The Ledger who can fill a book 
with Willse quotes and comments.

One of my favorites and typical of 
Jim …

On a day when a least three major 
news stories broke here in the Gar-
den State, I happened to pass Jim as 
he hurried down a hall at The Ledger. 
“Slow news day, Jim?” I asked sarcasti-
cally as we passed.

As he reached the elevator he 
turned, smiled at me and shot back, 
“Ah New Jersey ... the gift that keeps 
giving!” He then added, as the eleva-
tor door closed, “John, I wonder what 
they write about in Montana?”

Jim, best wishes for a long and en-
joyable retirement.

I miss you already!
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Goodbye, Mr. W

Selling Skills for Advertising Salespeople ... including Display, Classified, Online, Preprint & Special Sections

Take steps to stop advertising churn
and increase your closing ratio!
Even if you are achieving last year’s revenue, your 
4th quarter sales goals may be at serious risk. Learn 
everything that’s essential for your sales success:

•  Cold calling techniques •  Selling benefits, not features

•  Qualifying prospects •  Selling frequency advertising

•  Overcoming objections •  Layout and design skills

•  Effective closing techniques •  And more!

Tony Roselli is the selling coach for Penn Jersey Advance. 

from:  Publisher

to:  Ad Manager

  Are we ready for the 

holiday selling season?  

It’s just weeks away!

Do we have: 

  New sales staff who  

need training?

  Veteran salespeople  

who need a swift kick  

in the ____?

  Sign up our staff for this 

sales training!

For registration Form 
Go to www.njpa.org/njpa/events & 
select Advertising Sales Camp link.
Questions? Contact Peg Stephan:
609-406-0600 x14 • pastephan@njpa.org

BAD hABITs
BREAK Advertising 

SaleS Camp
It’s time for Tony Roselli’s

Sponsored by NJPA’s Advertising Committee

Thursday, Oct. 15
9 am – 4 pm 
NJPA Conference Room
$99 per person
includes continental breakfast & lunch

Register TODAY
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People & Papers

The New Jersey
ONliNe experts
Leverage the power of New Jersey’s 
newspaper websites!  To find out 
how you can reach NJ’s 2.1 million+ 
newspaper website users,  
visit us online:

http://www.njpa.org/njnn/ 
online_advertising.html

By John o’Brien
After consulting with NJPA 

Legal Counsel Tom Cafferty, I 
want to remind our newspaper 
publishers and general manag-
ers about a section in the New 
Jersey Statute that governs Pub-
lic Notice Advertising (Title 35). 
The following procedure is one 
that is neglected by many NJPA 
member newspapers. Please 
make sure that yours is not one 
of them.

In section 35:2-1. RATES FOR 
OFFICIAL ADVERTISING, af-
ter the rate schedule section, the 
following language appears:

“Before any newspaper can 
charge the foregoing rates, the 
publisher or business manager 
of such newspaper must file with 
the proper authorized officer of 
every municipality, county or 
governing body placing official 
advertising in such paper, an 
affidavit setting forth the aver-
age net paid circulation of such 
paper for 12 months period end-
ing September 30 next proceed-

ing and the rate to be charged 
for official advertising, which in 
no case shall be in excess of, or 
below, the rates provided in the 
foregoing schedule.”

What this means, in laymen’s 
terms, is that sometime after 
September 30 (and before Janu-
ary 1) you must send an affidavit 
to each municipality or govern-
ing body whose legal notices 
your newspaper is qualified to 
carry. This affidavit must state 
your newspaper’s average paid 
circulation for the previous year, 
between October 1 and Septem-
ber 30, and the rate this qualifies 
you to charge that governing 
body for their legal (public no-
tice) advertising.

NJPA Counsel Tom Cafferty 
has developed sample affidavit 
language for you to use if you 
wish. It is reprinted at right and 
is available on our website: www.
njpa.org.

Contact me if you have any 
questions: jjobrien@njpa.org or 
(609) 406-0600, ext. 13.

Stay legal on public notices

Andrew Eick has joined North 
Jersey Media Group (NJMG) as 
vice president of circulation for 
The Record and Herald News.

Eick had been with USA To-
day, where for five years he was 
general manager of the New Eng-
land market. He was responsible 
for circulation sales, marketing 
and distribution across six states 
and southeastern Canada. 

At NJMG, Eick will focus first 
on paid circulation, including 
increasing single-copy sales of 
The Record and Herald News. 
The two dailies beat prevailing 
industry trends with the most 
recent Audit Bureau of Circula-
tions FAS-FAX report (March) 
showing a 3.17% increase in 
Monday–Friday circulation and 
a 3.01% increase in six-day cir-
culation. 

“It is a privilege … to work for 
the Borg family and alongside 
all of the excellent professionals 
here,” Eick said. “They continue 
to value and to invest in strate-
gic and profitable print growth, 
while also improving and di-
versifying the other multimedia 
channels we make available to lo-
cal readers and advertisers each 
day. The Record is the premier 

information source of 
the region. I look for-
ward to building upon 
the successes already 
begun here and to de-
livering more value to 
our customers.”

Earlier in his career, 
Eick was vp/circula-
tion for Community 
Newspaper Company 
in Massachusetts. Before that he 
was vp/circulation for The Eagle 
Tribune, a North Andover, Mass. 
daily of 60,000 circulation. He 

also was a circulation 
manager at Newsday, 
the New York Daily 
News and the Staten Is-
land Advance.

He has been active 
with the American 
Press Institute, the 
Massachusetts News-
paper Publishers’ As-
sociation and the New 

England Association of Circula-
tion Executives. He has authored 
articles for the Newspaper Asso-
ciation of America and others.

Eick named to NJMG circulation post

[Complete the affidavit by entering the information requested. Text shown 
within brackets does not need to appear on the form. Before January 1, 
submit affidavits to every governmental body whose public notices the 
newspaper is qualified to carry.]

AFFIDAVIT

STATE OF NEW JERSEY
 } ss
COUNTY OF ________________________

 I, ______________________________, of full age, being duly sworn according 
to law, upon my oath depose and say:

 1. I am the publisher [or business manager] of _____________ [newspaper].

 2. For the period of October 1, 2008, to September 30, 2009, the average net paid 
circulation for _____________ [newspaper] was ________ per ____ [day / week].
 
 3. Pursuant to N.J.S.A. 35:2-1, the rate for official advertising in _____________ 
[newspaper] is _____________[rate].

 ______________________________
 [signature]

Sworn to and subscribed before me
this ______ day of ______________, 20__.

______________________________
 [notary public]

To the editor:
I disagree with newspaper de-

sign consultant Ed Henninger’s 
put-down of tint boxes in the 
September issue of InPrint.

He claims tint boxes make text 
more difficult to read. That’s not 
so, but you have to know the ter-
ritory. The tint block is a handy 
thing to dress up a page, even if 
the tint is a light gray. It is even 
more effective if any light color 
is used.

Here are the keys described to 
a lot of us in a 1970s Big East in-
dustrial show in Atlantic City:

First, you have to set the text 
in bold face ... always bold face. 
How many design people for-
get to do that these days? That’s 
much easier to do on the com-
puter than when boldface was 
called for on the Linotype.

Next, and just as important, 
you have to understand the use 
of color, which really isn’t hard 
to do in this situation. Tint 
blocks of any dark shade over-

laid by lightface text will defeat 
the reader every time. A yel-
low or orange tint block behind 
boldface text will enliven the 
page and create an eye-catching 
effect every time.

Wilson L. Barto
Retired Jersey newspaperman

Harleysville, Pa.

Tint boxes work!

Letter to the Editor

Do you geT 

nJPa noTes
our weekly email newsletter  
“NJPa Notes” contains news  
and topics of interest to  
NJ newspaper people� 
Don’t miss out! 
To request your copy, email 
clangley@njpa�org� include  
“NJPa Notes” in the subject line�

eick

Howard Lee Ball, the Suburban 
Trends editor-emeritus, has been 
writing the column “Bits and 
Piecs” for more than 30 years. 

Ball, began writing his column 
back in 1968 when there was 
shortage of material for the op/
ed page. He has rarely missed a 
week since.

“Even when they fired me, 
they kept my column,” Ball said.

Since then Ball, now 80, has 
acquired quite a following. Be-
fore the Suburban Trends’ web-
site was folded into northjersey.
com, his column was always a 
top page viewed. 

And he also routinely gets 
requests from the paper to ap-
pear at class reunions and before 
other groups who are fond of the 
former editor.

“A couple times a month, 
sometimes a couple of times a 
week, we get mail or a phone 
call of someone wanting to reach 
Howard,” said Trends Editor 
Matt Fagan.

Ball remains active in the Tri-
Boro Rotary and the Tri-Boro 
Chamber of Commerce. He also 
serves as chaplain for a number 
of local fire departments, and for 
the Passaic Valley Public Safety 
Academy in Wayne.

40 years of “Bits and Pieces”

A federal bankruptcy judge in-
dicated he would likely rule this 
week on whether he will permit 
lenders to Philadelphia Newspa-
pers L.L.C. to use the debt they 
are owed to seek control of the 
company. 

Lawyers for the company, 
which owns the Philadelphia 
Inquirer, the Daily News and 
Philly.com, argued last week that 
allowing the lenders to use their 
$300 million would effectively 
keep other potential buyers from 
bidding for the company. 

The company, which wants 
only cash bids to be considered, 

has put forth a reorganization 
plan that would pay senior lend-
ers $66.6 million in cash and 
property to settle their debt. It 
has also proposed holding an 
auction for all potential buyers 
to determine if the company’s 
bid was a fair one. 

Lawyers for the lenders argued 
they have an absolute right under 
the bankruptcy code to use their 
debt to bid on the company. 

Chief Bankruptcy Judge Ste-
phen Raslavich gave lawyers 
from both sides a few days to file 
additional briefs. He promised 
to rule “promptly” after that.

Inquirer ruling anticipated
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out the cards, but according to 
the state, if ACLU workers were 
allowed past the 100-foot border, 
other groups would also be per-
mitted.

The ACLU appealed, the high 
court denied their request and 
revoked the exit-polling exemp-
tion for media and non-partisan 
groups, as well.

Some justices wondered 
whether overturning the ban 
could attract hate groups, po-
litical parties and other activists. 
Justice Barry Albin said that, 
hypothetically, with so many 
people at the polls, it could be 
difficult to police the sites.

In many places, voters can 
park within 100 feet of a polling 
site and would be all but unap-
proachable by exit pollsters and 
others.

David Wald, a spokesman for 
the attorney general, said the of-
fice was pleased with the deci-
sion, although it broadened the 
decision issued two years ago.

Voter advocates condemned 
the ruling.

“This decision marks dark ter-
ritory for free speech and voting 
rights in New Jersey,” said Frank 
Corrado, a lawyer for the ACLU. 
“We’re disappointed that the 
(court) would ban fundamental 
democratic activities like voter 
education and exit polling.” He 
said the organization will con-
sider an appeal or a legislative 
remedy.

The ruling will “hamper civil 
rights groups in collecting in-
formation from those who have 
just voted about how they were 
treated at the polls,” said Public 
Advocate Ronald K. Chen, who 
participated in the case.

Tom Cafferty, general counsel 

to the New Jersey Press Associa-
tion, said the decision could af-
fect how reporters cover the up-
coming Nov. 3 election.

The 100 feet is “almost the dis-
tance from home plate to second 
base,” he said. “It may not sound 
like a lot, but from the standpoint 
of a news event, to be placed at 
least 100 feet away is not an in-
significant distance.”

Peter G. Verniero, a retired 
state Supreme Court justice and 
former attorney general, said the 
decision may come as a surprise 
to those who follow the court.

“The court strictly enforced 
the statute, running contrary to 
the notion advanced by some 
that the justices do not sufficient-
ly respect the elected branches,” 
he said. “Also, the decision was 
unanimous, suggesting that la-
beling judges as either “liberal’ 
or “conservative’ is not always 
an accurate predictor of judicial 
decision-making.”

In 1972, the Attorney Gen-
eral’s Office banned any voter 
solicitation within 100 feet. In 
1988, at the request of news or-
ganizations, it relaxed the ban to 
allow exit polling within those 
parameters. Chief Justice Stuart 
Rabner, who recused himself 
from the decision, helped form 
the directive when he was attor-
ney general. But Attorney Gen-
eral Anne Milgram issued the 
2007 rule permitting exit polling 
within 100 feet by reporters and 
prohibiting distribution of other 
materials. A state appeals panel 
last year upheld the directive.

Courts in 10 states have ruled 
that restrictions on exit polling 
violated the First Amendment’s 
free speech protections, accord-
ing to a 2008 Associated Press 
article. Minnesota and Florida 
have been sued twice over the 
issue.

— from AP & The Star Ledger

NJ court bans exit polling 
a month before election

In the headlines right now, it’s next 
month’s gubernatorial election that is get-
ting much of the ink. But what happens 
after the Nov. 3 election is squarely on the 
radar screen of NJPA’s Government Affairs 
Committee (GAC). Here’s why:

The two-year session of the New Jersey 
Legislature will end on Monday, Jan. 11, 2010. 
That’s when all unfinished business expires 
and every bill, no matter where it sits in the 
pipeline, must start all over and be re-intro-
duced for the next two-year session.

I serve on NJPA’s Government Affairs 
Committee (GAC), which monitors state 
legislative activity. Since the current session 
began in January 2008, more than 7,000 bills 
have been introduced in both the Assembly 
and the Senate. We flag, discuss and follow 
all those bills that pertain to the newspaper 
industry, whether they concern news, ad-
vertising, circulation, production, business 
operations, new media, free speech, open 
meetings, open records, public notices, etc.

Tracking bills
Members of the GAC teleconference 

monthly to discuss and determine the sta-
tus of bills recommended by NJPA Counsel 
Tom Cafferty and NJPA staff as being wor-
thy of tracking. As of October 1, more than 
700 bills are being tracked by NJPA. While 
many of these may not surface before the 
session expires in January, the legislative 
activity after the November election can be 
quite eventful; with a flurry of last-minute 
movements on bills we’d prefer they would 
just let sit.

So we fast approach what can be a nerve-
wracking couple of months for trade as-
sociations like NJPA and all others who 
monitor legislative activity as the two-year 
session concludes. 

The current GAC consists of Chairman 
Charlie Nutt, publisher The Daily Journal, 
Vineland; Jennifer Borg, General Counsel, 

North Jersey Media Group; Jim Kilgore, 
publisher, Packet Publications, Princeton; 
Brian Malone, publisher, The Times, Tren-
ton; Elizabeth Parker, co-publisher/execu-
tive editor, Recorder Community News-
papers; David Worrall, publisher, Worrall 
Community Newspapers; Tom Cafferty, 
Nomi Lowy and Lauren James, Scarinci & 
Hollenbeck, NJPA’s counsel; John O’Brien, 
executive director, NJPA; and George 
White, government affairs manager, NJPA.

Please call if you have any questions or 
concerns. The GAC next meets by telecon-
ference on Tuesday, Oct.20 at 11 a.m.

Legislative elections
New Jersey’s unique legislative election 

cycle is one that can be a head-scratcher. 
Here’s a refresher:

Our 40 legislative districts, with average 
populations of 210,359 (in 2000) each elect 
two representatives to the Assembly, and 
one to the Senate. Simple enough. But now 
it gets strange.

Whereas Assembly elections are held ev-
ery two years on the odd-numbered years, 
Senate elections occur on a unique “2-4-4” 
cycle. Thus elections for Senate seats occur 
in years ending with a “1,” “3” and “7.” Sen-
ate terms are four-year terms except in the 
first election of a new decade. Got it?

This “2-4-4” cycle was put into place so 
Senate elections can reflect changes made 
to district boundaries following each de-
cade’s United States Census. If this cycle 
were not in place, the boundaries could at 
times be up to four years out of date before 
being used for Senate elections. Under the 
current system, the boundaries are never 
more than two years out of date.

So, while 2009 Assembly elections will 
take place next month, the next state Senate 
election won’t occur until 2011. That’s when 
every seat in both the Senate and Assembly 
will be up for grabs.

New Jersey Press Association  
Government Affairs
george White
Foundation	Director
New	Jersey	Press	Associatio

Forecast: Legislative flurry

Nov. 15 – Application 
deadline for Summer In-
ternship/Scholarship Pro-
gram.

Dec. 3 – NIE/Youth Read-
ership Committee meets at 
10:30 a.m. in the NJPA con-
ference room.

Details about all of NJPF’s 
programs are at www. 
njpressfoundation.org.

What’s ahead  
for NJPF
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Legal Hotline
a FREE service
to NJPA member newspapers
If you have an industry-related
legal question, contact:

Tom Cafferty or Nomi Lowy
at Scarinci & Hollenbeck 
phone:  (201) 896-4100
email:   tcafferty@njlegalink.com
 nlowy@njlegalink.com

This service does not include pre-publication review 
of articles. After the first call, services may be billed.
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It’s clear to me that online 
social media is growing at an 
extraordinary rate, already rep-
resenting an extraordinary share 
of the total time that many con-
sumers spend on media. Fur-
ther, I am convinced that those 
services will become significant 
factors in reshaping the media 
and advertising landscape. But I 
don’t believe that it will be a sim-
ple shift of ad spend, where the 
money follows the relative time 
spent with media. I don’t think 
it’s going to be that simple. …  

*   *   *   *   *
…Why do folks assume that 

doing local news well online will 
necessarily bring local online ad 
dollars with it?

*   *   *   *   *
I spent a week in my home-

town of Clearfield, Pa., a very 
small town in the mountains of 
western Pennsylvania, in a place 
where coal, timber and brick re-
fractories used to rule. …When I 
picked up copies of the local and 
regional newspapers on Monday, 
The Progress, the “little” local pa-
per of Clearfield, was now fatter 
than the “big” regional newspa-
per, The Centre Daily Times of 
State College. The Progress was 
chockful of ads, articles and in-
serts, the CDT was not.

*   *   *   *   *
Local distribution does not 

make a product “local.” Local 
markets are exactly that, par-
ticularly rural areas, and they 
are very hard to penetrate from 
a distance and even harder to 
maintain. When newspaper 
companies were doing well, they 
bought lots and lots of “regional” 
distribution for their products 
to fatten up circulation num-
bers and rate cards. Newspapers 
in Pittsburgh, Johnstown and 
State College dumped hundreds 
and hundreds of newspapers 
in small towns across western 
Pa. … They never really had any 
truly local news or local ads, just 
“local” distribution. When their 
businesses started to collapse, 
they started to pull back from 
these small towns … (and) the 
truly local newspapers got back 
the regional ads that had been 
taken away from them the past 
15 years.

*   *   *   *   *
Paper still has power for adver-

tisers, particularly local. In most 
small markets, newspaper prod-

ucts are still the heavyweights 
when it comes to delivering 
value for advertisers. There is no 
local TV, and analog products 
are not so hard to deliver if you 
only have to get them to a couple 
of thousand homes in an eight-
mile radius. Plus, when custom-
ers carry newspapers into the 
stores under their arms as they 
buy, you know your advertisers 
will renew.

*   *   *   *   *
Not enough density for on-

line … I suspect the same situa-
tion will be true of online news 
and community information for 
some time.

*   *   *   *   *
I know I said I wouldn’t write 

about newspapers any more, 
but when I saw my hometown 
newspaper doing so well rela-
tive to its much larger competi-
tors, I had to break my rule. I 
do believe that the “hyperlocal” 
market is a good one for online 
companies to focus future efforts 
on. However, I believe that those 
companies had better come into 
the market with their eyes wide 
open, or they will end up like the 
big-city newspapers that learned 
that national and regional pub-
lishing is not “local.”

What do you think?

Recently, I attended two exciting events 
where distinguished panelists shared their 
opinions about the state of the media busi-
ness.

At the first event, organized by the NJ Ad 
Club, representatives from New Jersey ad 
agencies, media outlets and major business-
es talked about New Jersey’s disadvantage 
when it comes to gaining a share of media 
budgets. Not only do many advertisers skip 
over talented New Jersey agencies in favor 
of big-city shops, those big-city shops tend 
to buy Philadelphia and New York markets, 
when New Jersey newspapers and their 
websites offer far more efficient ways to tar-
get customers here.

Consumer spending power in this state 
presents a rich market of opportunity. 
What can be done to capture a greater 
share of media budgets and to reduce the 
wasted dollars going to neighboring DMAs 
(designated market areas)? About 50 media 
professionals who attended this meeting 
agreed that an action plan is needed now. 
It’s time to raise the volume on New Jersey’s 
bragging rights!

The second event I attended was “The 
Future of Media,” a summit in New York 
presented by Mediapost and Advertising 
Week. It featured the likes of Mark Cuban 
and Martha Stewart bantering about every-
thing from paid content, to advertising ad-
jacency to editorial, to digital innovations.

Cuban said media companies that give 
away all their content for free will be los-
ers in the long run. Offer a sample to hook 
consumers, he said, and then upgrade them 
to subscriber status. He said it is a proven 
technique that “drug dealers have been us-
ing for years.”

On the topic of keeping journalism and 
advertising separate, Advertising Age critic 

Bob Garfield said the “cathedral” of jour-
nalism has become “a brothel and is rapidly 
heading toward Plato’s Retreat.”

National Public Radio’s Vivian Schiller 
said audiences are smart enough to “smell 
a rat.” Respectable news organizations 
shouldn’t blur the line and she offered evi-
dence that credible organizations still exist.

The fact is that we’re the professionals, not 
our clients. They may not understand the 
need for separation. What many want these 
days is “branded” content and we must find 
ways to satisfy that market without selling 
our souls.

Cuban amused the audience with his 
theory that in the digital era people belong 
to one of three groups — innovators, imita-
tors and idiots. “You know who you are,” he 
said, “and if you don’t, you’re in denial.”

Strange as it may sound, these two meet-
ings left me feeling optimistic.

Generating ad revenue for newspapers is 
a tough job these days (How many of you 
are nodding your heads right now?). So is 
serving our clients. But the power of print 
is often underrated.

Change is good because it brings oppor-
tunity. More and more people are recog-
nizing and writing about the importance 
of professional journalism and the role of 
newspapers in a democratic society. And 
there is growing recognition by the public 
that reliable information must be paid for, 
either by advertising or subscription — or 
both.

I am constantly amazed by the positive 
energy the digital experts exude when they 
visit our office to share their sales presen-
tations, talk about innovations and advise 
the association on best practices for future 
growth.

Optimism is out there! Let’s catch it.

NJNN Update
amy Lear
Director
New	Jersey	Newspaper	Network

Promoting NJ media

?

The New Jersey ONliNe experts
Leverage the power of New Jersey’s newspaper websites!   
To find out how you can reach NJ’s 2.1 million+ newspaper website 
users, visit us online:

http://www.njpa.org/njnn/online_advertising.html

New Jersey 
Newspaper Network

Amy Lear, Director
(609) 406-0600 ext. 15 • aclear@njpa.org

Morgan discovers vitality  
in his hometown paper

Belden Interactive is going live 
this month with NJPA’s digital 
audience measurement. Four-
teen NJPA member websites are 
participating, including most of 
the state’s daily and group weekly 
papers and several independents. 
Results of the study will be pre-
sented to NJPA members and ad 
agencies, and NJNN will work 
with Belden to create a presenta-
tion members can use to support 
their advertising sales. 

New web ad ideas
Seeking the best new strate-

gies for NJNN’s web advertising 
products, Marketing/Research 
Manager Brian Critchley is look-
ing at ideas like packaging SEO 
(search engine optimization) 
offerings and strengthening the 
value of our NJLinkLocal net-
work. NJPA’s Online Advisory 
Committee is helping with this 
process.

NJNN update 
on marketing
projects

Continues from Page 1

NJPA’s 2008
Better Newspaper

coNtest
rULes
are available 
on NJPa’s website:

www.njpa.org
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By Ron Miskoff
The Open Public Records Act 

(OPRA) still needs a lot of work 
and the state is moving glacially 
on that task, say some experts.

At a seminar sponsored by the 
N.J. Foundation for Open Gov-
ernment on Sept. 25, five panel-
ists agreed that OPRA is far from 
the open-records law that New 
Jersey needs. There are intransi-
gent record-keepers, wide-open 
gaps in the law, and fuzzy case 
decisions that conflict with each 
other. Citizens and attorneys 
have a difficult time obtaining 
the documents and records they 
need.

NJ FOG sponsored the sym-
posium, titled “Fixing Open 
Government in New Jersey.” 
Panelists were: 
•	 Guy	 Baehr,	 a	 former	 Star-

Ledger reporter; 
•	 Tom	Cafferty,	general	coun-

sel for NJPA; 
•	 Richard	 Gutman,	 an	 attor-

ney who recently won a major 
case against the Government 
Records Council; 
•	 Vincent	 Maltese,	 former	

chairman of the GRC; and,
•	 John	 Paff,	 a	 public-records	

activist and member of the N.J. 
Libertarian party. 

The panel was chaired by at-

torney Walter Luers, a FOG 
board member who specializes 
in open-records issues.

The audience also heard state 
Comptroller Matthew Boxer 
complain about New Jersey’s 
multiple layers of government 
and the fact that each one hires 
its own auditor. Some of these, 
he said, have worked for the 
same agency for up to 60 years

New Jersey has more govern-
ment agencies per capita than 
any other state, Boxer said, and 
even his office, which came into 
existence in 2008, works to keep 

up with what each one is doing. 
He said the state should stream-
line and combine various local 
and county entities so that state 
officials can keep better track of 
their finances.

unanswered questions
Cafferty, who helped to write 

OPRA, said that it still needs re-
fining, with many questions left 
unanswered by the 2002 law. 

The GRC, which was written 
into the law to oversee disputes, 
refers some cases to the Office of 
Administrative Law, said Luers.

This system “does create de-
lays,” said Gutman. He suggested 

that the GRC might regionalize 
its activities with north, central 
and south Jersey offices “to re-
solve cases at that level.”

Baehr said that in concept the 
GRC was supposed to be less rig-
id and formalistic in its approach 
to open records. “The intent was 
to get out to the people, have me-
diators, a telephone hotline,” he 
said. “The language in the statute 
says the GRC should … resolve 
things as quickly and easily as 
possible. But the GRC has taken 
a more formalistic view, possible 
from bad advice from the Attor-
ney General.”

Eventually, the discussion 
turned to the high cost of photo-
copying. “It angers people to feel 
the government is extracting a 
profit from them,” added Baehr, 
who said 75-cents-a-copy for 
the first 10 copies is outrageous. 
NJFOG has urged the state Su-
preme Court to set costs at just 
10 cents per copy, he said.

Paff, who has filed lawsuits 
against scores of municipal gov-
ernments, says he gets around 
the cost by requesting records as 
faxes or e-mails.

Sometimes, Maltese said, mu-
nicipal clerks and other record 
keepers try to make obtaining 
records difficult, almost in spite.

The symposium was spon-
sored by a grant from the Rut-
gers School of Law–Newark’s 
Pratt Bequest Fund.
Ron Miskoff is president of NJ 
Foundation for Open Government. 
NJ FOG’s website is at njfog.org.

Experts: State’s Open Public Records law needs work

The importance of knowing 
which records are public and 
how to request them is not a 
topic usually covered in classes, 
but it is an essential topic for stu-
dents interested in journalism or 
law.

For this reason, New Jersey’s 
Open Public Records Act is im-
perative for many of us to know 
about. But how does one learn?

oPRa forum
The Rutgers chapter of the 

Society of Professional Journal-
ists is hosting a forum on the 
subject, on Wednesday, Oct. 14, 
from 7 to 9 p.m.

Experts John Paff and Walter 
Luers will discuss the N.J. Open 
Public Records Act to help stu-
dents and the public obtain pa-
per and electronic records for 
assignments or any use.

Although the law was designed 
to make getting public records 
easy, many have complained that 
subtle nuances in the law have 
allowed record keepers to com-
plicate the process. This session 
will clarify the process and pro-
vide the basics we all need in or-

der to find out what our govern-
ment — local, state, or university 
— is doing. 

John Paff chairs the state Lib-
ertarian Party’s Open Govern-
ment Advocacy Project, which 
works for greater governmental 
transparency, especially at the lo-
cal level. He serves on the board 
of the N.J. Foundation for Open 
Government. 

Attorney Walter M. Luers spe-
cializes in cases regarding the 
Open Public Records Act and 
Open Public Meetings Act. Also 
on the board of the Founda-
tion for Open Government, he 
regularly represents clients in 
Superior Court and before the 
Government Records Council 
against public agencies who may 
have violated the Open Public 
Records Act.

The night is co-sponsored by 
the Journalism & Media Stud-
ies department, the Journalism 
Resources Institute, and The N.J. 
Foundation for Open Govern-
ment. For more information, 
please email parrotta@eden.rut-
gers.edu.

Finding out how to find out

oPRa exPeRT:	 thomas	 caf-
ferty,	 NJPA’s	 general	 counsel,	
serves	on	the	panel	of	 the	NJ	
Foundation	 for	Open	Govern-
ment	symposium	on	Sept.	25	
at	the	Statehouse	in	trenton. WaTChDog:	At	a	recent	New	Jersey	Foundation	for	Open	Govern-

ment	symposium	called	“Fixing	Open	Government	in	New	Jersey,”	
State	 comptroller	Matthew	 boxer	 says	 that	 overseeing	 the	 hun-
dreds	of	state	and	local	governmental	agencies	is	difficult	because	
of	their	numbers.	the	audience	of	citizen-activists,	attorneys,	state	
officials	and	elected	officeholders	listens	intently.

Journalism Resources Institute 
will hold its 16th annual budget 
reporting seminar, Budget 101,on 
Thursday, Nov.19 at the Busch 
Campus Center on the Rutgers 
University Piscataway campus. 
The session is co-sponsored by 
NJPA.

This popular one-day seminar 
trains reporters to do a better job 
of writing about local municipal 
and school budgets and property 
taxes. And it is timely — local 
governments are beginning their 
annual budget process.

Experts on state and local fi-
nance and experienced reporters 
give step-by-step explanations of 
how local budgets are developed 
and property tax rates calcu-
lated. 

Participants learn how to turn 

raw data into accurate and com-
pelling stories. They also get an 
expert overview of New Jersey 
tax system and its heavy reliance 
on property taxes from a Rutgers 
faculty member.

As part of the budget reporting 
seminar, the institute developed 
a “Journalist’s Guide to Covering 
Municipal and School Budgets 
in New Jersey” that is distributed 
to seminar participants.

Register now
Last year’s session was sold 

out, so don’t wait to sign up! 
For more information and the 

registration form, go to: www.
njpa.org and click on Events. Or 
contact NJPA Member Services 
Manager Peggy Stephan at (609) 
406-0600, ext. 14, or pastephan@
njpa.org.

Budget 101: Learning to 
cover budgets and taxes

Updating 
NJPA Who’s
Who guide

Jumping ahead into 2010, 
New Jersey Press Associa-
tion is updating its annual 
membership directory.

This “Who’s Who” of New 
Jersey newspapers is an in-
dispensable list of NJPA 
members and their key 
people.

Advertising agencies that 
do business with New Jersey 
newspapers find it essen-
tial! NJ publishers, editors, 
ad directors and other top 
managers use the directory 
regularly, too. But it’s only 
useful if the information is 
correct!

Publishers were emailed 
their papers’ listings to re-
view and update. The dead-
line for changes is Oct. 16.

The directory provides 
useful circulation, publica-
tion and personnel informa-
tion about NJPA members. 
Newspapers are listed sev-
eral ways — alphabetically, 
by type and by county — to 
help users find the papers to 
contact for their advertising 
and press releases.

For more information, 
contact Catherine Langley 
at (609) 406-0600, ext. 17, 
or clangley@njpa.org.



Regional Print Center

LOCATIONS:
2 Executive Drive / Voorhees, NJ 08043
70 Seaview Drive / Secaucus, NJ 07094
Phone: 856.566.1270  •  Fax: 856.566.0110
Web-site: www.afl webprinting.com

CONTACTS:
Sandy Theo, Sales Manager (stheo@afl webprinting.com)
Darrin Forchic, Client Relations Manager (darrinf@afl webprinting.com)
Mark Henderson, Executive Vice President (mhenderson@afl webprinting.com)

Grow your business with A.F.L. Web Printing
• State-of-the-Art Presses / Computerized Ink and Registration Controls / All 4-Color all the time • 100% Process and Service Redundancy between 2 State-of-the-art Facilities

• Customized Service Plan / Around-the-Clock Customer Service • Digital Prepress / Computer to Plate / Quality Control in all Phases of Production / CIP4 Compliant Workfl ow
• Multiple High Speed Bindery, Labeling, Inserting and Poly Bag Lines / Fast Turn Around Time • Commitment to Circulation and Revenue Growth / R.O.P. Advertising  & Digital Workfl ow Support

• Circulation and Mailing Services Coupled with in-house U.S. Postal Service Verifi cation • Special Handling, UPS, Federal Express, USPS, Local and National Trucking / On-time Delivery

� e Publisher’s
Resource of Choice

Regional Print Center
Voorhees, NJ • Secaucus, NJ

Servicing newspaper publishers nationwide for more than 30 years
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Grow your business with A.F.L. Web Printing
State-of-the-Art Presses / Computerized Ink and Registration Controls / All 4-Color all the time

100% Process and Service Redundancy between 2 State-of-the-art Facilities

 Customized Service Plan / Around-the-Clock Customer Service 

Digital Prepress / Computer to Plate / Quality Control in all Phases of Production / CIP4 Compliant Workfl ow

Multiple High Speed Bindery, Labeling, Inserting and Poly Bag Lines / Fast Turn Around Time

Commitment to Circulation and Revenue Growth / R.O.P. Advertising  & Digital Workfl ow Support

 Circulation and Mailing Services Coupled with in-house U.S. Postal Service Verifi cation

Special Handling, UPS, Federal Express, USPS, Local and National Trucking / On-time Delivery

•
•

•
•

•
•

•
•

A.F.L. Web Printing’s Value Proposition
It is our goal to be the publisher’s resource of choice. We are passionate about creating 

long-term partnerships which contribute to sustained profi tability for both organizations. 

In order to achieve this we look beyond our clients’ current needs while at the same time 

focusing on our most valuable asset: Our Employees.  We recognize each employee 

as an individual and offer the potential for growth through structured development 

and career opportunities.  The ultimate result must be the highest level of quality and 

customer satisfaction. This approach creates security, stability, and growth for our clients, 

employees and A.F.L. - today and in the future.

Regional Print Center
CONTACTS: Sandy Theo, Sales Manager (stheo@afl webprinting.com)

Darrin Forchic, Client Relations Manager (darrinf@afl webprinting.com)

Mark Henderson, Executive Vice President (mhenderson@afl webprinting.com)

VOORHEES
2 Executive Drive

Voorhees, NJ 08043

SECAUCUS
70 Seaview Drive

Secaucus, NJ 07094

Phone: 856.566.1270 • Fax: 856.566.0110

Web-site: www.afl webprinting.com

AFL Web Printing this summer will cap off  the 
second phase of a multimillion-dollar project to beef 
up its printing infra structure as the Voorhees, N.J., 
commercial printer fortifi es its newspaper production 
outsourcing services.

Now dubbing itself a Regional Print Center, AFL, 
under the direction of Presi dent and CEO Dennis G. 
Forchic, believes it now has the required horsepower 
it needs to aggressively court new newspaper clients.

� at horsepower is based in part on 20 4-color 
towers from Manugraph DGM Inc. that are anchor-
ing AFLís one-year-old Secaucus, N.J., plant. � e 
fi rst 12 went on-edition last year; the remaining eight 
will be commissioned this summer.

� e 35-year-old family-owned fi rm already prints 
fi ve daily newspapers from its two plants, including � e 
Financial Times, Womenís Wear Daily and Metroís 
New York and Philadelphia editions. And more papers 
are on tap, Forchic said. All told, AFL is now producing 
approximately 500,000 daily newspapers each night.

• Branching out
“We are still fi rst and foremost a commer cial print-

er,” Forchic said, citing the fi rm’s workload of more than 
400 commercial press runs per week, “but over the last 
decade we’ve been able to complement our capabilities 
by off ering daily newspaper production.”

Forchic said the time is ripe to reach out to news-
papers, particularly as the newspaper industry tries to 
fi nd ways to off set plummeting ad revenues.

“Publishers should become digital media content 
companies, and not manu facturers,” he said. “But 
I also believe that the printed product remains the 
most eff ective way to draw the public back to the 
publisher’s digital content.

“We have been working on this out sourcing mod-
el for years now, and we’re ready to move forward.”

AFL has spent millions of dollars lay ing the foun-
dation to support its strategy. Some of that money 
came from DFW Capi tal Partners, a Teaneck, N.J.-
based fi nancial investment fi rm that focuses on 
compa nies off ering signifi cant growth potential.

Forchic said the 2008 infusion didn’t change the 
family’s role in AFL; all four original Forchic family 
members retain eq uity stakes and Forchic himself in-
creased his investment in the company, thus remain-
ing AFL’s largest individual share holder. “We now 
have a fi nancial partner that understands and agrees 
with the notion of the regional print center,” he said 
of DFW’s participation.

“As that regional print center con cept solidifi es, 
we are now in a better position to continue to invest 
in our ex isting plants as well as to expand into other 
geographical locations, he said.”

In the meantime, Forchic is con centrating on 
exploiting the produc tion infrastructure housed at 
AFL’s two facilities: the original Voorhees plant, with 
115,000 square feet, and the 150,000 square-foot Se-
caucus plant, which opened for business last sum mer.

By this summer, the two facilities will house nine 
press lines spanning more than 160 singlewide print-
ing units — the vast majority from MDGM — as 
well as associated postpress, mail ing, distribution and 
prepress equip ment.

In many ways, AFL in 2009 is the logical conclu-
sion of a journey begun 14 years ago, when Forchic 

said he fi rst understood that providing printing and 
packaging services to newspapers would make sense.

“In the early 1990s (AFL was) in a 24,000-square-
foot facility in Gloucester City (N.J.),” he said. “We 
were considering expanding our operations at a time 
when the Internet was threatening to make the world 
a paperless society.”

• Found inspiration
On a visit to the Interweb plant in subur ban To-

ronto to look at equipment, Forchic said he saw � e 
Globe and Mail on the press “and had an epiphany.”

“� e Internet was not going to put printers out 
of business. Instead, it off ered an opportunity: A 
daily newspaper out sourcing its production to a fam-
ily-owned commercial printer. We decided to move 
forward with the expansion.”

In 2000, AFL picked up its fi rst daily newspa-
per client, Metro, and over the past several years, “we 
have been moving, qui etly, toward a goal” of off er-
ing outsourced printing services to more newspapers, 
Forchic said.

 To do that, Forchic said he required reliable, so-
phisticated and versatile tech nology.

AFL focused on a select number of suppliers 
with which to forge partner ships, chief among them 
MDGM, Agfa, Muller Martini Mailroom Systems 
Inc. and U.K.-based MIS/ERP software devel oper 
Technique Inc.

Forchic said he knew he wanted to base produc-
tion on singlewide presses, due in part to their faster 
make ready and fl exibility.

• General migration
“We are a transactional printer,” he said, citing 

how singlewide machines better support that business 
strategy. At the same time, the decrease in newspaper 
page counts and press runs has allowed printers such 
as AFL to compete in a production universe that was 
formerly dominated by doublewide presses.

“� ere is a general migration now to the types of 
presses we run — the sin glewide, one-around world,” 
Forchic said.

“We’re doing upwards of 500 press runs per week, 
with an average quantity of below 30,000 copies, so that’s 
a lot of make readies. � e emergence of targeted niche 
publications, with shorter runs, fi ts well with our model.

“I’m not averse to the (doublewide) world, and if 
we had the right account relationships we could con-
sider it,” he said. “But we believe our model to be the 
conduit to the next phase of the industry.”

To that end, AFL equipped its Secau cus plant with 
MDGM’s 440 semi commercial singlewide press, con-
fi gured as a single line. � e 80 units, 
equipped with four 1240 folders, will 
give AFL the fl ex ibility to mix and 
match towers to folders as needed.

� e 45,000-copy-per-hour units, 
en gineered with three ink formers and 
three oscillators, also feature automat-
ic color-to-color register and closed-
loop in feeds on any web, said Dave 
Moreland, MDGM’s vice president of 
sales. “Almost any tower can go to any 
folder, and it gives AFL maximum 
fl exibility and productivity. It’s the 
same concept that’s proven itself well 
over the years in the Voorhees plant.”

Prepress, meantime, is based on 
violet computer-to-plate systems from 
Agfa and plate handling equipment 
from Burgess In dustries Inc., while 
postpress is dominated by inserters from Muller Mar-
tini Mailroom Systems Inc.

But the heart of AFL’s operation is Technique’s 
workfl ow and production management software. � e 
applications are hosted on servers at AFL’s corporate 
offi  ce, allowing AFL to orchestrate all of its systems, 
from prepress to postpress, at both production sites 
through a single conduit.

“� e software is the key,” Forchic said. “Tech-

nique worked for three years to create software to al-
low both commer cial and daily (newspaper) produc-
tion, in multiple sites, from one integrated system. 
It’s become the backbone of what we do.”

Forchic credits AFL’s 350-plus em ployees for 
making the concept work. “At the end of the day, 
our employees remain our most important asset. As 
CEO, I pro vide the company an opportunity to go in 
a certain direction, but we only get there because of 
the eff ort undertaken by our employees.”

Forchic acknowledges he’s not the only commer-
cial printer pursuing newspapers. Transcontinental 
Inc. and Southwest Off set in Southern Califor nia al-
ready print such major dailies as � e (Toronto) Globe 
and Mail, � e New York Times, and the (Los Ange-
les) Daily News. And Transcontinental this June is 
expected to open its $200 million plant in Fremont, 
Calif., to print the San Fran cisco Chronicle and other 
titles.

But Forchic said AFL has been able to carve a 
niche — based on singlewide presses, automation 
and decades of expe rience satisfying commercial cus-
tomers — which it can exploit, even as newspa pers 
attempt to diversify their own rev enues by courting 
commercial accounts.

“I don’t believe a newspaper can justify investing 
in a new press,” Forchic said. “� ey simply can’t ser-
vice the overall marketplace as well as a commercial 
printer.

“We have a diff erent inherent busi-
ness model. We live and die by servicing 
our customers and making them stron-
ger. Most newspapers never experienced 
this type of mentality from their pro-
duction department.”

Basing AFL’s business on nimble 
and versatile singlewide presses, mean-
time, allows AFL to help publishers 
“look at both sides of the balance sheet 
by off ering new revenue streams not 
available on larger format newspaper 
presses,” he said. 

• Cutting won’t work
“If newspapers simply continue to 

focus on cost cutting, they will eventu-
ally cut themselves out of business.  We 
need to change our paradigm.”

Forchic concedes the current eco nomic landscape 
has further validated the concept of outsourcing, but 
he also understands the challenges all printers face as 
they attempt to redefi ne their own businesses.

“� ere will be fewer printers coming out of this 
downturn,” he said. “But we believe as this industry 
consolidates, our regional print center concept will 
help ensure our success.”

Reprinted with permission from Newspapers & Technology, 2009

A.F.L. Web Printing casts net for newspapers
By Chuck Moozakis Editor in Chief

Secaucus, N.J.
80 MDGM 440 units, confi gured as 20 towers*
4 MDGM 1:2:2 1240 jaw folders, with upper formers*
Jardis Industries zero-speed splicers, Rima and Gammerler stackers
CC1 4-color automatic register controls
Perretta Graphics remote ink control and preset system
Inline saddle stitching each folder
Inline quarterfolding each folder MMMS SLS-3000 inserters

•
•
•
•
•
•
•

Voorhees, N.J.
34 Mercury (Goss International) units
2 JF35 combination folders with upper formers
37 Goss and MDGM 430 units Tensor Group Inc. and SSC combination folders
20 MDGM 430 units
Inline saddle stitching
GMI remote inking
CC1 4-color automatic register control Source: AFL Web

•
•
•
•
•
•
•

The lowdown: AFL has more than 160 press units and nine inserting machines at its two New Jersey facilities.

Dennis G. Forchic, CEO of A.F.L. Web Printing, said the time 
is ripe to court newspaper clients.

Part of AFL’s 20-tower MDGM pressline.
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Grow your business with A.F.L. Web Printing
State-of-the-Art Presses / Computerized Ink and Registration Controls / All 4-Color all the time

100% Process and Service Redundancy between 2 State-of-the-art Facilities

 Customized Service Plan / Around-the-Clock Customer Service 

Digital Prepress / Computer to Plate / Quality Control in all Phases of Production / CIP4 Compliant Workfl ow

Multiple High Speed Bindery, Labeling, Inserting and Poly Bag Lines / Fast Turn Around Time

Commitment to Circulation and Revenue Growth / R.O.P. Advertising  & Digital Workfl ow Support

 Circulation and Mailing Services Coupled with in-house U.S. Postal Service Verifi cation

Special Handling, UPS, Federal Express, USPS, Local and National Trucking / On-time Delivery

•
•

•
•

•
•

•
•

A.F.L. Web Printing’s Value Proposition
It is our goal to be the publisher’s resource of choice. We are passionate about creating 

long-term partnerships which contribute to sustained profi tability for both organizations. 

In order to achieve this we look beyond our clients’ current needs while at the same time 

focusing on our most valuable asset: Our Employees.  We recognize each employee 

as an individual and offer the potential for growth through structured development 

and career opportunities.  The ultimate result must be the highest level of quality and 

customer satisfaction. This approach creates security, stability, and growth for our clients, 

employees and A.F.L. - today and in the future.

Regional Print Center
CONTACTS: Sandy Theo, Sales Manager (stheo@afl webprinting.com)

Darrin Forchic, Client Relations Manager (darrinf@afl webprinting.com)

Mark Henderson, Executive Vice President (mhenderson@afl webprinting.com)

VOORHEES
2 Executive Drive

Voorhees, NJ 08043

SECAUCUS
70 Seaview Drive

Secaucus, NJ 07094

Phone: 856.566.1270 • Fax: 856.566.0110

Web-site: www.afl webprinting.com

AFL Web Printing this summer will cap off  the 
second phase of a multimillion-dollar project to beef 
up its printing infra structure as the Voorhees, N.J., 
commercial printer fortifi es its newspaper production 
outsourcing services.

Now dubbing itself a Regional Print Center, AFL, 
under the direction of Presi dent and CEO Dennis G. 
Forchic, believes it now has the required horsepower 
it needs to aggressively court new newspaper clients.

� at horsepower is based in part on 20 4-color 
towers from Manugraph DGM Inc. that are anchor-
ing AFLís one-year-old Secaucus, N.J., plant. � e 
fi rst 12 went on-edition last year; the remaining eight 
will be commissioned this summer.

� e 35-year-old family-owned fi rm already prints 
fi ve daily newspapers from its two plants, including � e 
Financial Times, Womenís Wear Daily and Metroís 
New York and Philadelphia editions. And more papers 
are on tap, Forchic said. All told, AFL is now producing 
approximately 500,000 daily newspapers each night.

• Branching out
“We are still fi rst and foremost a commer cial print-

er,” Forchic said, citing the fi rm’s workload of more than 
400 commercial press runs per week, “but over the last 
decade we’ve been able to complement our capabilities 
by off ering daily newspaper production.”

Forchic said the time is ripe to reach out to news-
papers, particularly as the newspaper industry tries to 
fi nd ways to off set plummeting ad revenues.

“Publishers should become digital media content 
companies, and not manu facturers,” he said. “But 
I also believe that the printed product remains the 
most eff ective way to draw the public back to the 
publisher’s digital content.

“We have been working on this out sourcing mod-
el for years now, and we’re ready to move forward.”

AFL has spent millions of dollars lay ing the foun-
dation to support its strategy. Some of that money 
came from DFW Capi tal Partners, a Teaneck, N.J.-
based fi nancial investment fi rm that focuses on 
compa nies off ering signifi cant growth potential.

Forchic said the 2008 infusion didn’t change the 
family’s role in AFL; all four original Forchic family 
members retain eq uity stakes and Forchic himself in-
creased his investment in the company, thus remain-
ing AFL’s largest individual share holder. “We now 
have a fi nancial partner that understands and agrees 
with the notion of the regional print center,” he said 
of DFW’s participation.

“As that regional print center con cept solidifi es, 
we are now in a better position to continue to invest 
in our ex isting plants as well as to expand into other 
geographical locations, he said.”

In the meantime, Forchic is con centrating on 
exploiting the produc tion infrastructure housed at 
AFL’s two facilities: the original Voorhees plant, with 
115,000 square feet, and the 150,000 square-foot Se-
caucus plant, which opened for business last sum mer.

By this summer, the two facilities will house nine 
press lines spanning more than 160 singlewide print-
ing units — the vast majority from MDGM — as 
well as associated postpress, mail ing, distribution and 
prepress equip ment.

In many ways, AFL in 2009 is the logical conclu-
sion of a journey begun 14 years ago, when Forchic 

said he fi rst understood that providing printing and 
packaging services to newspapers would make sense.

“In the early 1990s (AFL was) in a 24,000-square-
foot facility in Gloucester City (N.J.),” he said. “We 
were considering expanding our operations at a time 
when the Internet was threatening to make the world 
a paperless society.”

• Found inspiration
On a visit to the Interweb plant in subur ban To-

ronto to look at equipment, Forchic said he saw � e 
Globe and Mail on the press “and had an epiphany.”

“� e Internet was not going to put printers out 
of business. Instead, it off ered an opportunity: A 
daily newspaper out sourcing its production to a fam-
ily-owned commercial printer. We decided to move 
forward with the expansion.”

In 2000, AFL picked up its fi rst daily newspa-
per client, Metro, and over the past several years, “we 
have been moving, qui etly, toward a goal” of off er-
ing outsourced printing services to more newspapers, 
Forchic said.

 To do that, Forchic said he required reliable, so-
phisticated and versatile tech nology.

AFL focused on a select number of suppliers 
with which to forge partner ships, chief among them 
MDGM, Agfa, Muller Martini Mailroom Systems 
Inc. and U.K.-based MIS/ERP software devel oper 
Technique Inc.

Forchic said he knew he wanted to base produc-
tion on singlewide presses, due in part to their faster 
make ready and fl exibility.

• General migration
“We are a transactional printer,” he said, citing 

how singlewide machines better support that business 
strategy. At the same time, the decrease in newspaper 
page counts and press runs has allowed printers such 
as AFL to compete in a production universe that was 
formerly dominated by doublewide presses.

“� ere is a general migration now to the types of 
presses we run — the sin glewide, one-around world,” 
Forchic said.

“We’re doing upwards of 500 press runs per week, 
with an average quantity of below 30,000 copies, so that’s 
a lot of make readies. � e emergence of targeted niche 
publications, with shorter runs, fi ts well with our model.

“I’m not averse to the (doublewide) world, and if 
we had the right account relationships we could con-
sider it,” he said. “But we believe our model to be the 
conduit to the next phase of the industry.”

To that end, AFL equipped its Secau cus plant with 
MDGM’s 440 semi commercial singlewide press, con-
fi gured as a single line. � e 80 units, 
equipped with four 1240 folders, will 
give AFL the fl ex ibility to mix and 
match towers to folders as needed.

� e 45,000-copy-per-hour units, 
en gineered with three ink formers and 
three oscillators, also feature automat-
ic color-to-color register and closed-
loop in feeds on any web, said Dave 
Moreland, MDGM’s vice president of 
sales. “Almost any tower can go to any 
folder, and it gives AFL maximum 
fl exibility and productivity. It’s the 
same concept that’s proven itself well 
over the years in the Voorhees plant.”

Prepress, meantime, is based on 
violet computer-to-plate systems from 
Agfa and plate handling equipment 
from Burgess In dustries Inc., while 
postpress is dominated by inserters from Muller Mar-
tini Mailroom Systems Inc.

But the heart of AFL’s operation is Technique’s 
workfl ow and production management software. � e 
applications are hosted on servers at AFL’s corporate 
offi  ce, allowing AFL to orchestrate all of its systems, 
from prepress to postpress, at both production sites 
through a single conduit.

“� e software is the key,” Forchic said. “Tech-

nique worked for three years to create software to al-
low both commer cial and daily (newspaper) produc-
tion, in multiple sites, from one integrated system. 
It’s become the backbone of what we do.”

Forchic credits AFL’s 350-plus em ployees for 
making the concept work. “At the end of the day, 
our employees remain our most important asset. As 
CEO, I pro vide the company an opportunity to go in 
a certain direction, but we only get there because of 
the eff ort undertaken by our employees.”

Forchic acknowledges he’s not the only commer-
cial printer pursuing newspapers. Transcontinental 
Inc. and Southwest Off set in Southern Califor nia al-
ready print such major dailies as � e (Toronto) Globe 
and Mail, � e New York Times, and the (Los Ange-
les) Daily News. And Transcontinental this June is 
expected to open its $200 million plant in Fremont, 
Calif., to print the San Fran cisco Chronicle and other 
titles.

But Forchic said AFL has been able to carve a 
niche — based on singlewide presses, automation 
and decades of expe rience satisfying commercial cus-
tomers — which it can exploit, even as newspa pers 
attempt to diversify their own rev enues by courting 
commercial accounts.

“I don’t believe a newspaper can justify investing 
in a new press,” Forchic said. “� ey simply can’t ser-
vice the overall marketplace as well as a commercial 
printer.

“We have a diff erent inherent busi-
ness model. We live and die by servicing 
our customers and making them stron-
ger. Most newspapers never experienced 
this type of mentality from their pro-
duction department.”

Basing AFL’s business on nimble 
and versatile singlewide presses, mean-
time, allows AFL to help publishers 
“look at both sides of the balance sheet 
by off ering new revenue streams not 
available on larger format newspaper 
presses,” he said. 

• Cutting won’t work
“If newspapers simply continue to 

focus on cost cutting, they will eventu-
ally cut themselves out of business.  We 
need to change our paradigm.”

Forchic concedes the current eco nomic landscape 
has further validated the concept of outsourcing, but 
he also understands the challenges all printers face as 
they attempt to redefi ne their own businesses.

“� ere will be fewer printers coming out of this 
downturn,” he said. “But we believe as this industry 
consolidates, our regional print center concept will 
help ensure our success.”

Reprinted with permission from Newspapers & Technology, 2009

A.F.L. Web Printing casts net for newspapers
By Chuck Moozakis Editor in Chief

Secaucus, N.J.
80 MDGM 440 units, confi gured as 20 towers*
4 MDGM 1:2:2 1240 jaw folders, with upper formers*
Jardis Industries zero-speed splicers, Rima and Gammerler stackers
CC1 4-color automatic register controls
Perretta Graphics remote ink control and preset system
Inline saddle stitching each folder
Inline quarterfolding each folder MMMS SLS-3000 inserters

•
•
•
•
•
•
•

Voorhees, N.J.
34 Mercury (Goss International) units
2 JF35 combination folders with upper formers
37 Goss and MDGM 430 units Tensor Group Inc. and SSC combination folders
20 MDGM 430 units
Inline saddle stitching
GMI remote inking
CC1 4-color automatic register control Source: AFL Web

•
•
•
•
•
•
•

The lowdown: AFL has more than 160 press units and nine inserting machines at its two New Jersey facilities.

Dennis G. Forchic, CEO of A.F.L. Web Printing, said the time 
is ripe to court newspaper clients.

Part of AFL’s 20-tower MDGM pressline.
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Regional Print Center

LOCATIONS:
2 Executive Drive / Voorhees, NJ 08043
70 Seaview Drive / Secaucus, NJ 07094
Phone: 856.566.1270  •  Fax: 856.566.0110
Web-site: www.afl webprinting.com

CONTACTS:
Sandy Theo, Sales Manager (stheo@afl webprinting.com)
Darrin Forchic, Client Relations Manager (darrinf@afl webprinting.com)
Mark Henderson, Executive Vice President (mhenderson@afl webprinting.com)

Grow your business with A.F.L. Web Printing
• State-of-the-Art Presses / Computerized Ink and Registration Controls / All 4-Color all the time • 100% Process and Service Redundancy between 2 State-of-the-art Facilities

• Customized Service Plan / Around-the-Clock Customer Service • Digital Prepress / Computer to Plate / Quality Control in all Phases of Production / CIP4 Compliant Workfl ow
• Multiple High Speed Bindery, Labeling, Inserting and Poly Bag Lines / Fast Turn Around Time • Commitment to Circulation and Revenue Growth / R.O.P. Advertising  & Digital Workfl ow Support

• Circulation and Mailing Services Coupled with in-house U.S. Postal Service Verifi cation • Special Handling, UPS, Federal Express, USPS, Local and National Trucking / On-time Delivery

The Road to Success Starts
at A.F.L. Web Printing

Unlimited
Color

Placement

Revenue
Growth

Innovative
Product
Designs

On-time
Delivery

Meet any 
Publishing 

Goal

World Wide 
Distribution

Customized
Insert 

Schemes

Increased 
Ad Sales
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Here is a report from Paul 
Takahashi, who spent last sum-
mer at The Jersey Journal, as a 
New Jersey Press Foundation 
summer intern/scholarship re-
cipient. Paul is from Ridgewood 
and he is in his senior year at 
Northwestern University.

*   *   *   *   *
As a general assignment re-

porter, I covered a variety of sto-
ries of local, regional and nation-
al significance. My local beats 
included live blogging from 
Hoboken on Sundays and blog-
ging about Jersey City crimes/
fires in the mornings before the 
cops reporter came in. Midway 
through my internship with The 
Jersey Journal in Jersey City, I was 
sent to report from the scene of a 
deadly police shootout on Reed 
Street.

On a more regional scale, I 
was part of the reporting effort 
in the Journal’s extensive cover-
age on the arrest of 44 people in 
New Jersey who were charged 
by the FBI in a federal corrup-
tion probe. For this story, I in-
terviewed neighbors of former 
Hoboken Mayor Peter Camma-
rano in the aftermath of his po-
litical fall.

I was one of three reporters 
sent to cover The Barclays Golf 
Tournament at Liberty National 
Golf Course in Jersey City. I 
interviewed Mayor Jerramiah 
Healy at length about what it 
took to bring Hudson County’s 
first PGA tournament to the 
city, as well as Hudson County 
Executive Thomas DeGise and 
The Barclays Executive Director 
Peter Mele about hosting great 
golfers like Tiger Woods and 
Phil Mickelson.

However, the stories that made 
the most impression on me came 
from the citizens of Jersey City. 
One particular story involved a 
senior citizen who came to the 
Journal with a conundrum: His 
landlord was seeking a hardship 
application from the city to raise 
rents in his apartment complex 
by about 25 percent, which he 
could not afford. I hope his story 
about the possibility of having to 
leave a place where he lived for 
more than 30 years helped read-
ers understand the complexity of 
these trying economic times and 
the reality of the problems facing 
senior citizens. 

I was edited primarily by Ken 
Thorbourne, the night city edi-
tor. His expertise as the former 
education beat reporter was 
extremely helpful when I was 

writing a number of back-to-
school stories. He asked probing 
questions about my stories, of-
ten finding holes in my report-
ing that I hadn’t thought about, 
which helped me grow as a writ-
er and reporter. 

Deputy Managing Editor Ron 
Zeitlinger was also important 
in helping me identify key play-
ers in Jersey City news. From 
arranging press credentials to 
helping me find sources, Ron 
played an important role during 
my time with the Journal. 

Understandably, editors could 
not always sit down to edit my 
stories with me, showing me 
their critical thinking and edit-
ing processes.

highs and lows
I came into the internship with 

some trepidation about the di-
versity of clips I would come out 
with. Although a local paper, The 
Jersey Journal gave me an oppor-
tunity to cover stories alongside 
larger regional and national pa-
pers. It was a great experience 
to be asking questions alongside 
other professional reporters on 
stories that involved Gov. Jon 
Corzine, or about aircraft crash-
ing into the Hudson River.

The lows of the internship 
involved dealing with difficult 
sources. One source had such 
qualms about my reporting on 
a trademark case that she called 
my editor to complain even be-

fore I was able to write the ar-
ticle! However, all in all, there 
were many more highs than lows 
during my internship.

internship’s relevance
My hope for this internship 

was to use my journalism edu-
cation and multimedia back-
ground to tell compelling stories 
in all formats: written, auditory 
and visual. 

While I was able to contrib-
ute mostly written articles and 
occasional photographs, I was 
grateful to return to my news-
paper reporting roots, which I 
consider to be the bedrock of all 
journalism. 

Having previously interned at 
a TV station and news Web site, 
I understand how crucial news-
papers are for generating origi-
nal, objective stories. 

As the paper of record in Jer-
sey City, The Jersey Journal af-
forded me the opportunity to 
take on challenging stories, but 
to report them straight, some-
thing that has been lost in the 
commentary-driven world of 
cable TV news and online news 
blogs. 

While I still would like to be 
employed at a newspaper as a 
backpack journalist telling sto-
ries through a variety of media, I 
often felt humbled by the power 
of the written word. I relearned 
the importance of the traditional 
community newspaper. 

J-student center: For	websites	that	offer	information	 
about	journalism	schools,	careers	and	scholarships:

www.njpressfoundation.org

obituary

Kay Williams, former ad di-
rector for Intercounty Newspa-
per Group, which includes the 
Pennington Post, has died. The 
following information comes 
from the funeral home’s website:

Ellen Kay Bloemker Williams 
of Newtown, Pa., died on Sep-
tember 18, 2009, at home, sur-
rounded by family. She was 62.

Kay was the beloved wife of 
40 years to Kenneth Owen Wil-
liams, who survives her.

Born in St. Louis, she was the 
daughter of the late Leland and 
Beatrice Giessing Bloemker. 
She attended Wilkes College in 
Wilkes-Barre, Pa. Kay moved to 
Newtown in 1986.

She was ad manager at The 
Advance and later was ad direc-
tor for Intercounty’s six Bucks 
Group newspapers. In 2002, she 
joined the Bucks County Herald 
as ad director.

Kay had been a volunteer and 
board member for the Newtown 
Business Association, two com-
munity centers, and the Wood-
meadow Community Associa-
tion. She was a YMCA tutor, a 
classroom volunteer, Sunday 

school teacher and sang in her 
church choir.

Kay was, in every sense of the 
word, lively! She was honest, 
creative, dedicated and silly. She 
was both extremely loyal and 
demanding of people, challeng-
ing others and herself. Focused, 
serious and very hardworking, 
Kay left a lasting impression on 
almost everyone she met!

In addition to her husband, 
she is survived by her son Kris 
Williams and his wife Melissa, of 
Wrightstown; her daughter Bryn 
Manning and her husband Tim, 
of Newtown; and two grandshil-
dren. She is also survived by two 
sisters, Janet Bloemker of Water-
town, Conn., and Joyce Hayu-
tin of San Diego; a brother Dan 
Bloemker of Waterbury, Conn.; 
a nephew and a niece.

A memorial service was held 
at the Joseph A. Fluehr III Fu-
neral Home in Richboro, Pa. 
In lieu of flowers, donations in 
Kay’s memory may be made to 
St Mary Medical Center, Pulmo-
nary Rehab and/or The Cancer 
Center, 1201 Langhorne-New-
town Rd., Langhorne, PA 19047.

Kay Williams, ad director

oN aSSigNMeNT:	Paul	takahashi,	one	of	this	year’s	NJPF	summer	
interns,	enjoys	a	variety	of	reporting	assignments	while	working	at	
The Jersey Journal.	Here,	he	is	covering	the	barclays	Golf	tourna-
ment	at	Liberty	National	Golf	course	in	Jersey	city.	

Photo • Reena  Rose sibayan, the JeRsey JouRnal

Re-learning the importance of newspapers

is my friend and associate and I 
will greatly miss having him at 
the helm.”

Whitmer joined The Star-
Ledger in 1996 as sports editor. 
Before becoming managing edi-
tor he supervised financial cov-
erage and the Sunday paper. He 
and Willse were colleagues at 
The New York Daily News, where 
Willse was editor and Whitmer 
was sports editor.

Whitmer, 42, grew up in Phil-
lipsburg and attended Rutgers 
University. He began in jour-
nalism as a part-time clerk an-
swering phones in the sports 

department at the Courier-News. 
He also worked at the New York 
Post. He and his wife, Regina, 
live in Scotch Plains with their 
three children.

“I am a product of New Jer-
sey, so the thought of editing 
this newspaper is humbling and 
more than a little overwhelming,” 
Whitmer said. “But I couldn’t 
ask for a better group of people 
in the newsroom to share in this 
fantastic responsibility. They’re 
talented, spirited and fiercely 
dedicated. And I think I speak 
for everyone, when I say we 
couldn’t have had a better men-
tor or friend than Jim.”

Willse, 65, began his career 
with The Associated Press in 
New York and San Francisco, and 
served as city editor and manag-
ing editor of The San Francisco 
Examiner before to returning to 
New York and The Daily News in 
1985. 

He told the staff he intended 
to travel for a few months before 
becoming a visiting professor at 
Princeton University, where he 
will conduct a seminar on the 
business of news.

— from The Star-Ledger

Ledger editor Willse to retire
Continues from Page 1

Please send news 
about your paper to 

INPrint
Our	readers	appreciate	
knowing	about	your	
employees,	
staff promotions,	 
new products,	 
community involvement 
and	other	interesting	projects.

email	to	catherine	Langley 
clangley@njpa.org
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a.f.l. web Printing 
2	executive	Drive 
Voorhees,	NJ	08043 
(856)	566-1270	 
Fax	(856)	566-0110 
www.aflwebprinting.com 
Mark	Henderson 
mhenderson@aflwebprinting.com 
Sandy	theo 
stheo@aflwebprinting.com 
Darrin	Forchic 
darrinf@aflwebprinting.com

aaa mid atlantic 
700	Horizon	Drive 
Hamilton,	NJ	08691 
(609)	570-4130 
(609)	587-7345 
www.aaa.com 
David	Weinstein 
dweinstein@aaamidatlantic.com

aaa new Jersey 
automobile club 
1	Hanover	road 
Florham	Park,	NJ	07932 
(973)	245-4858 
Fax	(973)	377-2979 
www.aaa.com 
Michele	J.	Mount 
mmount@njac.aaa.com

abitibiBowater 
41	Apple	Orchard	Lane 
trumbull,	ct	06611 
(203)	966-5183 
Fax	(203)	966-6872 
www.abitibibowater.com 
Andrew	Mickool 
mickoolaw@bowater.com

advocate Publishing corp. 
171	clifton	Avenue,	PO	box	9500 
Newark,	NJ	07104 
(973)	497-4201 
Fax	(973)	497-4192 
Marge	Pearson-Mccue 
pearsoma@rcan.org

amandla 
PO	box	7030	WOb 
West	Orange,	NJ	07052 
(866)	262-6352 
ernest	Kwabena	Opong 
amandlanews@yahoo.com

ansorge unlimited inc. 
20	broad	Street,	Suite	r 
red	bank,	NJ	07701 
(732)	933-4767 
Fax	(732)	936-0415 
www.ansorgeunlimited.com 
claudia	Ansorge 
claudia@ansorgeunlimited.com

The associated Press 
50	West	State	Street,	Suite	1114 
trenton,	NJ	08608 
(609)	392-3622 
Fax	(609)	392-3531 
www.ap.org/nj 
Andrew	Fraser 
afraser@ap.org

Bartash Printing, inc. 
5400	Grays	Avenue 
Philadelphia,	PA	19143 
(215)	724-1700 
Fax	(215)	724-3313 
www.bartash.com 
Michael	Karff,	Account	executive 
mkarff@bartash.com 
eric	roberts,	Director	of	Sales 
eroberts@bartash.com

The Beacon 
597	Valley	road 
clifton,	NJ	07013 
(973)	279-8845 
Fax	(973)	279-2265 
www.patersondiocese.org 
richard	Sokerka 
catholicbeacon@patersondiocese.
org

Brown & connery llP 
360	Haddon	Avenue 
PO	box	539 
Westmont,	NJ	08108 
(856)	854-8900 
Fax	(856)	858-4967 
www.brownconnery.com 
Stephen	DeFeo 
sdefeo@brownconnery.com

camden county woman 
PO	box	2800 
cinnaminson,	NJ	08077 
(877)	403-4334 
Fax	(877)	777-9239 
www.camdencountywoman.com 
Ingrid	edelman,	Publisher 
camcowoman@aol.com

cape Publishing, inc. 
513	Washington	Street 
cape	May,	NJ	08204 
(609)	898-4500 
Fax	(609)	898-3585 
www.capemay.com 
bernard	Haas 
bhaas@capemay.com

cBa industries inc. 
669	river	road 
elmwood	Park,	NJ	07407 
(201)	414-5200 
barry	Schiro 
baschiro@cbaol.com

The college of new Jersey 
PO	box	7718 
trenton,	NJ	08628 
(609)	771-2793 
Fax	(609)	637-5112 
www.tcnj.edu 
Donna	Shaw 
shaw@tcnj.edu

community news service llc 
trenton	Downtowner/ewing	
Observer/Hamilton	Post 
2	Princess	road,	Suite	1G 
Lawrenceville,	NJ	08648 
(609)	396-1511 
Fax	(609)	396-1132 
www.communitynewsnj.com 
James	Griswold 
jamie@communitynewsnj.com 
tom	Valeri 
tom@communitynewsnj.com

The county seat 
77	Hudson	Street,	2nd	Floor 
Hackensack,	NJ	07601 
(201)	488-5795 
Fax	(201)	343-8720 
Gail	Zisa 
gail@cntyseat.com

The criterion news advertiser 
87	Forrest	Street,	PO	box	4278 
Metuchen,	NJ	08840-4278 
(732)	548-8300 
Fax	(732)	548-8338 
christopher	crane 
info.criterion@verizon.net

direct Printing and mailing 
services 
45	Dutch	Lane 
ringoes,	NJ	08551 
(908)	806-3700 
Fax	(908)	806-7670 
Jack	O’rourke 
directprint@aol.com

dow Jones newspaper fund 
PO	box	300 
Princeton,	NJ	08543 
(609)	452-2820 
Fax	(609)	520-5804 
www.newspaperfund.org 
richard	Holden 
djnf@dowjones.com

evergreen Printing company 
101	Haag	Avenue,	PO	box	786 
bellmawr,	NJ	08031 
(856)	933-0222 
Fax	(856)	933-2972 
www.egpp.com 
John	Dreisbach 
jdreisbach@egpp.com

The gazette newspaper 
343	boulevard 
Hasbrouck	Heights,	NJ	07604 
(201)	288-8656 
Fax	(201)	288-7215 
Fritz	rethage 
fritz@hasbrouck-heights.com

icaP delivery, inc. 
435	east	Main	Street,	Suite	101 
Denville,	NJ	07834-2533 
(973)	659-3336 
Fax	(973)	659-1166 
Joseph	Paci 
jpaci@icapdelivery.com

ingersoll-rand company 
1	centennial	Avenue 
Piscataway,	NJ	08855 
(732)	652-6712 
www.irco.com 
Paul	Dickard 
paul_dickard@irco.com

insurance council 
of new Jersey 
820	bear	tavern	road,	Suite	303 
ewing,	NJ	08628-1021 
(609)	882-4400 
Fax	(609)	538-1849 
www.icnj.org 
Magdalena	Padilla 
mpadilla@icnj.org

insurance specialties 
services, inc. 
2370	York	road,	Suite	D-4 
Jamison,	PA	18929 
(215)	918-0505 
Fax	(215)	918-0507 
toll	free:	(800)	533-4579	 
Ken	Smith 
administrator@ISSISVS.com

Jersey central Power & light / 
firstenergy corporation 
300	Madison	Avenue 
PO	box	1911 
Morristown,	NJ	07962-1911 
(973)	401-8097 
Fax	(330)	315-8941 
www.firstenergycorp.com 
ronald	Morano 
rmorano@firstenergycorp.com

Journal register company 
790	township	Line	road 
Suite	300 
Yardley,	PA	19067 
(215)	504-4200 
Fax	(215)	867-2172 
www.journalregister.com 
Scott	A.	Wright 
swright@journalregister.com

kean university 
1000	Morris	Avenue 
Hutchinson	Hall,	2nd	Floor 
Union,	NJ	07083-0411 
(908)	737-3410 
Fax	(908)	737-4636 
www.kean.edu 
Audrey	Kelly 
aukelly@kean.edu

kreischer miller 
100	Witmer	road 
Horsham,	PA	19044 
(215)	441-4600 
Fax	(215)	672-8224 
www.kmco.com 
edward	Hege 
cehege@kmco.com

kruger Pulp & Paper sales, inc. 
107	country	club	Drive 
rochester,	NY	14618 
(585)	385-0027 
Fax	(585)	385-0028 
www.kruger.com 
rick	rumble 
rick.rumble@kruger.com

la voz 
1020	Kipling	road 
elizabeth	NJ	07208 
(908)	352-6654 
Fax	(908)	352-9735 
Daniel	Garcia,	Publisher 
Virginia	Iturralde,	editor 
lavoznj@aol.com

little india 
350	Fifth	Avenue,	Suite	1826 
New	York,	NY	10118 
(212)	560-0608 
Fax	(212)	560-0609 
www.littleindia.com 
rachelle	Mehra	Kucera 
info@littleindia.com

metro creative graphics, inc. 
519	eighth	Avenue 
New	York,	NY	10018 
(800)	223-1600 
Fax	(212)	967-4602 
www.metrocreativegraphics.com 
Gwen	tomaselli 
gtomaselli@metro-email.com

monmouth university 
Department	of	communication 
400	cedar	Avenue 
West	Long	branch,	NJ	07764 
732-571-3635 
www.monmouth.edu 
Don	r.	Swanson 
dswanson@monmouth.edu

montclair state university 
One	Normal	Avenue 
Montclair,	NJ	07043 
(973)	655-4334 
Fax	(973)	655-7382 
www.montclair.edu 
Minne	Ho 
hom@mail.montclair.edu

new Jersey association of 
school administrators 
920	West	State	Street 
trenton,	NJ	08618 
(609)	599-2900 
Fax	(609)	599-9359 
www.njasa.net 
Anne	Gallagher 
agallagher@njasa.net

new Jersey Broadcasters 
association 
348	Applegarth	road 
Monroe	township,	NJ	08831-3738 
(609)	860-0111 
Fax	(609)	860-0110 
www.njba.com 
Paul	S.	rotella 
protella@njba.com

new Jersey city university 
Office	of	Public	Information 
2039	John	F.	Kennedy	boulevard 
Jersey	city,	NJ	07305-1597 
(201)	200-3426 
Fax	(201)	200-2168 
www.njcu.edu 
ellen	Wayman-Gordon 
ewaymangordo@njcu.edu

new Jersey council of county 
colleges 
330	West	State	Street 
trenton,	NJ	08618 
(609)	392-3434 
Fax	(609)	392-8158 
www.njccc.org 
Jacob	c.	Farbman 
jfarbman@njccc.org

Thank you!
to	these	businesses	&	organizations
for	sponsoring	InPrint.

to advertise here,
please contact Catherine Langley:
(609) 406-0600 x17 • clangley@njpa.org

NJPA Associate Members

?Do you geT 

nJPa noTes
NJPA’s	weekly	email	newsletter	“NJPA	Notes”	 
contains	news	and	topics	of	interest	to	 
New	Jersey	newspaper	people.	Don’t	miss	out!

to	request	your	copy,	email	clangley@njpa.org.	
Include	“NJPA	Notes”	in	the	subject	line.

New Jersey Education Association 
180 West State Street Tel.: (609) 599-4561 
P.O. Box 1211 Fax: (609) 392-6321 
Trenton, NJ 08607-1211

Media Relations:
Steve Wollmer  Kathy Coulibaly Steve Baker Christy Kanaby

 Magdalena Padilla, Esq.
 President
 (609) 882-4884
 mpadilla@icnj

820 Bear Tavern Road • Suite 303 • Ewing, NJ 08628-1021
(609) 538-8707 • FAX (609) 538-1849

John K. Tiene
Vice President, Strategic Business
Initiatives & Corporate Relations

tel: 908.696.5715 131 Morristown Road
cell: 609.923.5280 PO Box 622
fax: 888.652.8684 Basking Ridge, NJ 07920
john.tiene@njsi.com www.njsi.com

Kerry McKean Kelly
Vice President, Communications

and Member Services

new JerSey HoSPital aSSoCiation

kmckean@njha.com
(609) 275-4069 ■ Fax: (609) 275-4273

 760 alexander road ■ Cn–1 ■ Princeton, nJ 08543-0001
www.njha.com

Holes in your staff?    Place a Help Wanted ad in InPrint & on our website — njpa.org
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He interviewed 64 members of his 
1966 class at Morris Catholic High in 
Denville, examining how their lives, 
careers, and attitudes changed 
over 40 years.

Nutt, who has been a news-
paper reporter, editor and pub-
lisher for 37 years, is editor and 
publisher of The Daily Journal 
in Vineland. He worked on 
the project on weekends for 
the past four and a half years. 
Among his findings:
•	 The	 Vietnam	 War	 and	

the military draft played a great part in 
shaping many career choices.
•	 At	graduation,	the	most	likely	career	

routes for young women were teacher, 
nurse or secretary, with all leading to 
fulltime motherhood. But new job op-
portunities came along and the women 
took advantage of them.
•	 About	a	third	of	his	classmates	had	

either switched religions or abandoned 

religion. Only one-third are still practic-
ing Catholics.
•	 Most	 said	 the	 values	 they	 learned	

at Morris Catholic High had a profound 
and positive impact on how 
they have lived.
•	 Despite	personal	and	pro-

fessional setbacks, nearly all 
members of the class feel sat-
isfied with their lives, careers 
and families.

This is Nutt’s first book. Most 
of his career has been spent at 
Gannett papers in Bridgewater, 
Vineland and Elmira, N.Y. He 

also worked as a copy editor for The New 
York Times and managing editor of what 
was then The Express of Easton, Pa. He 
also taught journalism at Rutgers.

facts on the book
“Life Happens. How a Class of Catho-

lic Baby Boomers Coped with a Chang-
ing World.” By Charles W. Nutt. Pub-
lished in 2009 by Annlo Communica-
tions, L.L.C. $14.95. 

Copies are available at 
Amazon.com and Barne-
sandnoble.com.

The Society of Profes-
sional Journalists has 
hired Interim Co-Execu-
tive Director Joe Skeel as 
its permanent executive 
director. Skeel follows 
Terry Harper, who died 
June 2 after a two-year 
battle with brain cancer.

“After an exhaustive 
search of 180 candidates, 
we feel we have the best 
person,” said SPJ Presi-
dent Kevin Smith. “Joe 
distinguished himself… 
with his passion for jour-
nalism and his intimate 
understanding of our or-
ganization.”

Skeel joined SPJ in De-
cember 2004 as editor of 
Quill magazine, which 
covers journalism issues 
and provides how-to 
content for members. In 
2008, he became associ-
ate executive director, 
overseeing SPJ’s commu-
nication and member-
ship efforts.

“Joe is passionate about 
journalism, and about 
SPJ,” said Steve Geimann, 
president of the Sigma 
Delta Chi Foundation, 
SPJ’s non-profit educa-
tional arm. Skeel will also 
be its executive director.

SPJ names 
new exec

new Jersey dental association 
1	Dental	Plaza 
North	brunswick,	NJ	08902 
(732)	821-9400 
www.njda.org 
eric	r.	elmore 
eelmore@njda.org

new Jersey education 
association 
180	West	State	Street 
PO	box	1211 
trenton,	NJ	08607-1211 
(609)	599-4561 
Fax	(609)	392-6321 
www.njea.org 
Steve	Wollmer 
swollmer@njea.org

new Jersey hometown 
36	Voorhis	Place 
ringwood,	NJ	07456 
(201)	602-9168 
Fax	(973)	556-1114 
www.njhometown.com 
Philip	White,	editor 
Hugh	Weiss,	Webmaster

new Jersey hospital 
association 
760	Alexander	road,	PO	box	1 
Princeton,	NJ	08543 
(609)	275-4069 
Fax	(609)	275-4273 
www.njha.com 
Kerry	McKean	Kelly 
kmckean@njha.com

new Jersey school Boards 
association 
413	West	State	Street 
PO	box	909 
trenton,	NJ	08605-0909 
(609)	278-5202 
Fax	(609)	695-0413 
www.njsba.org 
Frank	belluscio 
fbelluscio@njsba.org

new Jersey skylands 
insurance companies 
131	Morristown	road 
PO	box	622 
basking	ridge,	NJ	07920 
(908)	696-5715 
Fax	888-652-8684 
www.njsi.com 
John	K.	tiene 
john.tiene@njsi.com

The new Jersey women’s news 
317	Old	Farm	road 
Glen	Gardner,	NJ	08826 
(908)	537-6275 
Fax	(908)	537-1167 
eric	L.	Sjolund 
ncwj@comcast.net

nJ.com 
30	Journal	Square 
Jersey	city,	NJ	07306 
(201)	459-2822 
Fax	(201)	418-7686 
barbara	chodos 
bchodos@nj.com

northJerseysports.com 
117	Fort	Lee	road,	Suite	A10 
Leonia,	NJ	07605 
(201)	944-9695 
Fax	(201)	944-0842 
www.northjerseysports.com 
Gregg	carbone 
gcarbone@northjerseysports.com

PolitickernJ.com 
Poligravity	Media,	LLc 
915	broadway,	9th	Floor 
New	York,	NY	10010 
(212)	755-2400 
Fax	(212)	753-2521 
www.politickernj.com 
brian	Kroski 
contact@politickernj.com

The Positive community 
113	Glenridge	Avenue 
Montclair,	NJ	07042 
(973)	233-9200 
Fax	(973)	233-9201 
www.thepositivecommunity.com 
Adrian	council 
positive.corp@verizon.net

PrimeTimes in new Jersey 
PO	box	2507 
Warren	Point	Station 
Fair	Lawn,	NJ	07410 
(201)	803-7160 
Fax	(201)	791-3394 
Jerry	Jastrab 
primetimesnj@aol.com

Publishers circulation 
fulfillment inc. 
22	West	Pennsylvania	Avenue 
Suite	505 
towson,	MD	21204 
(410)	821-4545 
Fax	(410)	583-1578 
www.pcfcorp.com 
Jerry	Giordana 
jerryg@pcfcorp.com

Publishing group of america 
American	Profile,	relish 
341	cool	Springs	boulevard 
Suite	400 
Franklin,	tN	37067 
(615)	468-6000 
Fax	(615)	468-6100 
www.americanprofile.com 
www.relishmag.com 
Jerry	Lyles 
jlyles@pubgroup.com

The rand group 
6823	bergenline	Avenue 
Guttenberg,	NJ	07093 
(201)	869-7555 
Fax	(201)	861-5609 
Daryl	rand 
drand@verizon.net

rider university 
2083	Lawrenceville	road 
Lawrenceville,	NJ	08648-3099 
(609)	896-5192 
Fax	(609)	895-5440 
www.rider.edu 
Dan	Higgins 
dhiggins@rider.edu

rowan university 
the	Whit 
Student	center 
208	bruce	Hall 
201	Mullica	Hill	road 
Glassboro,	NJ	08028 
(856)	256-4359 
Fax	(856)	256-4439 
www.rowan.edu 
carl	Hausman 
hausman@rowan.edu

rutgers, The state university 
of new Jersey 
School	of	communication,	
Information	and	Library	Studies	
(ScILS) 
4	Huntington	Street 
New	brunswick,	NJ	08901 
(732)	932-7500 
Fax	(732)	932-6916 
www.scils.rutgers.edu 
Jorge	reina	Shement 
scils.dean@rutgers.edu

scarinci & hollenbeck 
1100	Valleybrook	Avenue 
Lyndhurst,	NJ	07071 
(201)	896-4100 
Fax	(201)	896-8660 
thomas	cafferty 
tcafferty@njlegalink.com 
Nomi	Lowy 
nlowy@njlegalink.com

seven mile Times and
creative llc 
Seven	Mile	times,	Sea	Isle	times 
3289	Ocean	Drive,	PO	box	134 
Avalon,	NJ	08202 
(609)	967-7707 
Fax	(609)	967-7710 
www.sevenmiletimes.com 
www.seaisletimes.com 
Monica	coskey 
mcoskey@7miletimes.com

sovereign Bank 
601	Penn	Street 
reading,	PA	19601 
(610)	378-6159 
Fax	(610)	378-6157 
www.sovereignbank.com 
edward	Shultz 
eshultz1@sovereignbank.com

strategic content imaging 
374	Starke	road 
carlstadt,	NJ	07072 
(201)	935-3500 
Fax	(201)	935-4431 
www.sciimage.com 
Keith	Puzio 
kpuzio@sciimage.com 

wal-mart 
8	chicago	Street 
Asbury	Park,	NJ	07712 
(732)	695-0354 
Fax	(732)	695-0213 
Steven	restivo 
srestiv@wal-mart.com

w.B. grimes & company 
276	Springbrook	trail 
Sparta,	NJ	07871 
(973)	729-2973 
Fax	(973)	729-2973 
Kent	roeder 
rkroeder@earthlink.net

west windsor-Plainsboro 
news 
12	roszel	road,	Suite	c-205 
Princeton,	NJ	08540 
(609)	243-9119 
Fax	(609)	243-9020 
richard	rein 
rein@wwpinfo.com

white Birch Paper company 
23-05	Watkins	Avenue 
Fair	Lawn,	NJ	07410 
(201)	791-6286 
Fax	(201)	791-4223 
Dick	tabbachino 
dicktabbachino@ 
whitebirchpaper.com 
and 
80	Field	Point	road,	PO	box	3443 
Greenwich,	ct	06830 
(203)	661-3344 
Fax	(203)	661-3349 
Leighton	Jordan 
leightonjordan@whitebirchpaper.
com

withum, smith & Brown, cPa 
One	Spring	Street 
New	brunswick,	NJ	08901 
(732)	828-1614 
Fax	(732)	828-5156 
www.withum.com 
bill	Hagaman 
bhagaman@withum.com

wrubel communications 
12-32	river	road,	PO	box	1311 
Fair	Lawn,	NJ	07410 
(201)	796-3331 
Fax	(201)	796-5083 
charlie	Wrubel 
chasnews@aol.com

NJPA Associate Members 
continues	from	previous	page

Thank you!
to	these	businesses	&	organizations
for	sponsoring	InPrint.
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WithumSmith+Brown
A Professional Corporation
Certified Public Accountants and Consultants

One Spring Street William R. Hagaman, Jr., CPA
New Brunswick, NJ 08901 James J. Decker, CPA
Tel: 732.828.1614 Partners
www.withum.com

Newsman’s book studies Boomers 

Just $40 for 3 months!   To advertise, contact Catherine Langley • (609) 406-0600 ext. 17 • clangley@njpa.org

CCNJ
For information about New Jersey’s

largest manufacturing industry, call the:

Chemistry Council
of New Jersey
www.chemistrycouncilnj.org

150 West State Street (609) 392-4241
Trenton, NJ 08608 fax (609) 392-4816

Fleet of 24-ft. Trucks & Cargo Vans

Joseph Paci, Owner
Warehouse & Offices:

435 East Main Street, Suite 101, Denville, NJ 07834
Phone: 973-659-3336 x 202 • Fax: 973-659-1166

Email: icapdelivery@icapdelivery.com
jpaci@icapdelivery.com

Member

NJPA

Nutt

Continues from Page 1
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Advertising
Be your own Boss.

Work your own hours. Earn high 
commissions.

We seek high energy, motivated 
sales professionals to sell 
advertising into local specialty 
publications, including sports and 
family magazines, and coupon 
books. Full or part time, flexible 
hours. 

Contact Gerri Guld of Direct 
Printing at (267) 474-3862 or 
e-mail directprint@aol.com. E-103009

Advertising Manager, Retail
The Press of Atlantic City, the 

Southern New Jersey Shore’s 
leading print medium is seeking 
an Advertising Team Manager. We 
are seeking a highly motivated, 
energetic and enthusiastic leader 
with strong selling skills to 
motivate and oversee the daily 
activities of the retail advertising 
sales team.

This position will be responsible 
for implementing advertising sales 
plans to achieve the organization’s 
revenue goals and objectives. 
The position involves managing 
and coordinating the processing 
of advertisements accurately and 
through to completion. Other 
responsibilities include training, 
hiring, retaining, and developing 
sales staff as well as preparation of 
departmental budget. 

A bachelor’s degree and two 
years related sales management 
and/or training required or 
an equivalent combination 
of education and experience 
including marketing trends. 
Previous supervisory experience 
and excellent leadership skills are 
preferred. 

Our competitive compensation 
package includes a base salary plus 
bonus in addition to the benefit 
package as follows:

 401(k) Plan
 Pension Plan
 Paid Personal Leave
 Medical Plan
 Dental Plan
 Paid Life Insurance
 Paid Vacation
 Long Term Disability
 Long Term Care
If you thrive in a fast-paced 

environment of goal-oriented 
peak performers, please send 
your resume and cover letter to: 
HRdepartment@pressofac.com

 E-113009

Advertising Account 
Executive

Discover an exciting and fulfilling 
career with The Princeton Packet, 
Inc. We are looking for self-
motivated, career-oriented people 
interested in personal development 
and professional growth. If this 
interests you, we have an exciting 
opportunity as an Account 
Executive.

This position is accountable for 
meeting and exceeding revenue 
objectives by providing consultative 
services to existing clients through 
the development of strategic 
marketing plans. 

In addition, you will lead the 
acquisition effort to gain new 
business by demonstrating The 
Princeton Packet’s abilities to meet 
their advertising needs through 
effective print and web based 
advertising.

3-5 years of outside sales 
experience a must in order to be 
considered. Excellent presentation 
and communication skills are  

required. Car and valid driver’s 
license required. Good computer 
skills required. 

Position is full time, although 
part time applicants will also be 
considered. 

We reward our sales force with 
a competitive compensation plan 
that includes salary, uncapped 
incentive plan and a well rounded 
benefits plan. 

For more information on The 
Princeton Packet, Inc., visit www.
centraljersey.com. 

Send resume, including salary 
requirements to The Princeton 
Packet, Inc., Attn: Advertising 
Director, PO Box 350, Princeton, NJ 
08542; fax to (609) 921-2714 or 
e-mail to addirector@centraljersey.
com.  E-103009

Automotive Advertising 
Sales

Are you a salesperson looking for 
a role with a successful, privately 
owned media group? Are you 
looking to work for a fast-paced 
company that rewards their staff 
for their hard work and sales 
results? If your answer is YES, then 
this is the opportunity you have 
been looking for. 

As an advertising sales 
professional with The Princeton 
Packet, Inc., you will be responsible 
selling a cross-section of products, 
including weekly paid and free 
newspaper group as well as 
magazines and online products. 
This diversified media plan 
will be sold across a portfolio 
of automotive prospects. Your 
responsibilities will include 
developing new business through 
active cold-calling, presentations 
and implementing ongoing 
solutions for existing accounts. 

To be considered for this role you 
must have at least 2-years of sales 
experience. Other requirements 
include a proven track record 
of hitting sales goals, strong 
communication and presentation 
skills. Valid driver’s license is 
required.

Princeton Packet Publications, 
Inc. will offer the right candidate 
very competitive base salary plus 
an excellent commission plan and 
benefits.

For consideration; please send 
resume and salary requirements 
to: The Princeton Packet, Inc., Attn: 
Advertising Director, PO Box 350, 
Princeton, NJ 08542; fax to (609) 
921-2714 or e-mail to addirector@
centraljersey.com. E-103009

Recruitment Advertising 
Specialist

The Princeton Packet, Inc. has 
an exciting opportunity as an 
Account Executive specializing in 
recruitment/internet sales. 

This position is accountable 
for meeting and exceeding 
revenue objectives by providing 
consultative services to existing 
clients through the development of 
strategic marketing plans. The right 
candidate will lead the acquisition 
effort to gain new business by 
demonstrating The Princeton 
Packet’s abilities to meet their 
advertising needs through effective 
print and web based advertising.  

We offer a competitive 
compensation plan that includes 
salary, uncapped incentive plan 
and a well rounded benefits 
plan. Excellent presentation and 
communication skills are required. 
Car and valid driver’s license 
required. 

For more information on The 

Classified Ads!
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Jerry Aumente has been 
traveling again, at the be-
hest of the U.S. govern-
ment.

He recently completed a 
series of speaking engage-
ments and media consul-
tations in Lithuania, for 
universities, journalists 
and non-governmental 
organizations, as a guest 
of the American Embassy 
in Vilnius under the U.S. 
State Department Speak-
ers Program.

Aumente focused on the 
Internet, newer media and 
health journalism. He lec-
tured to students and met 
with faculty and adminis-
trators at Vilnius Univer-
sity and Vytautus Magnus 
University in Kaunas.

He has been invited back 
to both universities next 
year as a visiting professor. 
He expects to lecture and 
to assist with curriculum 
development and research. 
He also hopes to help plan 
an exchange program be-
tween Lithuanian journal-
ism students and faculty 
and those at Rutgers and 
other American universi-
ties.

On his recent trip Au-
mente gave presentations:
•	 to	journalists	on	new-

er media, through Trans-
parency International of 
Lithuania;
•	 to	journalists,	govern-

ment and non-government 
agencies on health journal-

ism, for the Foundation for 
Patients’ Safety, Innovation 
and Quality Leadership; 
and
•	 on	 newer	 media	

trends, with editors from 
Internet media.

Aumente met with lead-
ers of the Lithuanian Jour-
nalists’ Union to discuss 
nationwide trends.

He was interviewed by 
Verslo Zinios, the economic 
daily, on global economic 
issues and trends in newer 
media. His presentation at 
Vytautus Magnus univer-
sity was video-recorded 
for its website.

The various programs 
were held at universities, in 
the field and at the Ameri-
can Embassy.

Aumente has been over-
seas nearly 200 times since 
1989, for programs in East-
ern and Central Europe, 
Russia, Spain, Latin Amer-
ica, the Caribbean and 
the Middle East. By the 
time you read this article, 
he may be in Thailand for 
programs in environmen-
tal health journalism.

Aumente is Distin-
guished Professor Emeritus 
and Special Counselor to 
the Dean, School of Com-
munication and Informa-
tion (SC&I) at Rutgers. 
He was founding chair of 
the Journalism and Media 
Studies department and 
founding director of the 
Journalism Resources In-
stitute, both units in SC&I, 
which he helped design.

The Lithuanian Connection:
Jersey’s journalistic diplomat is back on the road 

aMBaSSaDoR of JouRNaLiSM:	Jerome	Aumente	talks	with	students	of	journal-
ism,	 political	 science,	 public	 communications	 at	 Vytautus	Magnus	 University	 in	
Kanuas,	Lithuania,	about	the	Internet	and	newer	media.	A	guest	of	the	American	
embassy	under	the	U.S.	State	Department	Speakers	Program,	he	gave	presenta-
tions	 and	media	 consultations	 to	 universities,	 journalist	 and	 non-governmental	
organizations.	Aumente‘s	next	trip	is	to	thailand.	

From Ink on PaPer
to the Internet
Winner of the Society of Professional 
Journalists’ 2008 Sigma Delta Chi 
national award for journalism 
research.The judges said,  
“A must-have for every journalist’s 
reading wish-list.”

By retired Rutgers journalism professsor 
Jerome Aumente. 

$34.95 hardcover
$17.95 paperback 
To order, go to www.njpa.org and click
on 150th Anniversary Book.
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Princeton Packet, Inc visit www.
centraljersey.com.

Send resume, including salary 
requirements to The Princeton 
Packet, Inc., ATTN: Advertising 
Director, PO Box 350, Princeton, NJ 
08542; fax to (609) 921-2714 or 
e-mail to addirector@centraljersey.
com. E-103009

Major Accounts Manager
The Princeton Packet, Inc. has 

an opening for seasoned media 
sales professional to manage 
an established major accounts 
territory. 

Minimum 5 years advertising 
sales and/or sales management 
experience required. This position 
is accountable for meeting and 
exceeding revenue objectives by 
providing consultative services 
to existing clients through the 
development of strategic marketing 
plans. 

The right candidate will lead 
the acquisition effort to gain new 
business by demonstrating The 
Packet’s abilities to meet their 
advertising needs through effective 
print and web based advertising.

We offer a competitive 
compensation plan that includes 
salary, uncapped incentive plan and 
a well-rounded benefits plan. 

Excellent sales, negotiation, 
organization, communication 
(written and oral) and presentation 
skills required. Attention to 
detail, analytical skills, project 
oriented, PC literacy with working 
knowledge of Power Point, Word, 
Excel required. (media preferred). 

Travel required (some overnight); 
car and valid driver’s license 
required.

Send resume, including salary 
requirements to The Princeton 
Packet, Inc., Attn: Advertising 
Director, PO Box 350, Princeton, NJ 
08542, or e-mail to addirector@
centraljersey.com. EOE. E-103009

Administrative Assistant
The Princeton Packet seeks an 

administrative assistant for its 
advertising sales department. 

This position supports a results 
driven sales management team. 
This role will be responsible for 
general office duties, including 
creating and running reports, 
office upkeep, supporting the 
management team, communicating 
with department heads, customers 
and sales reps.

The position requires a high 
caliber of self-motivation and 
advanced knowledge of all 
Microsoft Office applications 
with expert level in Excel. The 
right candidate will be able to 
work in a time-sensitive deadline 
environment and will be expected 
to multi-task and handle a fast 
paced, high pressure environment.  
This candidate must be extremely 
organized, proactive & adept at 
handling confidential material. 
Additionally, this role will provide 
office services by implementing 
administrative systems, procedures, 
policies, and monitoring 
administrative projects. 2-4 yrs of 
Executive Administrative Assistant 
experience is required.

Send resume, including salary 
requirements to The Princeton 
Packet, Inc., Attn: Advertising 
Director, PO Box 350, Princeton, 
NJ 08542, or e-mail addirector@
centraljersey.com. EOE. E-103009

Online Advertising Sales 
Account Executive

Who we are: We are a dynamic 
group of weekly newspapers, 
magazines and robust digital 
strategy. We have a multi-media 
approach to delivering news and 
content to our readers and we 
want you to be a part of it.

Who you are: You are a web/
tech savvy advertising salesperson 
with a passion for Online Media. 
As an Online AE, you will drive 
revenue by identifying new account 
opportunities, contacting prospects, 
and developing and managing 
client relationships through 
frequent contact and in person 
meetings. Reporting to the Online 
Director, you will be expected to 
deliver on new account acquisition, 
client retention, revenue growth, 
AND you will work very closely 
with the print staff to identify new 
revenue opportunities for existing 
accounts. 

Requirements:  
•		BA/BS	degree	3-5	years	

demonstrated sales success 
selling media.  

•		Outstanding	interpersonal,	
communication and 
presentation skills. 

•		Proficiency	with	MS	Office	
applications. 

Send resume & salary 

requirements to: Madhavi Saifee at 
msaifee@centraljersey.com Women 
and minorities encouraged to apply.

 E-113009

Online Advertising Account 
Executive

We are seeking an Online Sales 
Executive to represent nj.com – the 
online home for the Jersey Journal 
newspaper group.

This position is accountable for 
meeting and exceeding revenue 
objectives by providing consultative 
services through aggressive cold-
calling throughout greater Hudson 
County.

The right candidate will lead 
the effort to gain new business by 
demonstrating the Jersey Journal 
and its community newspaper 
group’s ability to meet advertisers 
needs through newsmedia website 
advertising.

We reward our sales force with 
a competitive, uncapped incentive 
plan which includes a base salary. 
Health care, including dental starts, 
day-one.

Excellent presentation and 
communication skills are 
required. 3-5 years of outside 
sales experience a must to be 
considered. Car and valid driver’s 
license required. Good computer 
skills required.

Position is full time, although 
part time applicants will also be 
considered.

If you would like to represent the 
Jersey Journal newspaper online, 
send your resume and cover-
letter to:

The Jersey Journal, Attn: 
Training Department, 30 Journal 
Square, Jersey City, New Jersey 
07306, or email to aroselli@
pennjerseyadvance.com E-103009 

T I M E LY F E AT U R E S M I C R O S I T E S
READY-TO-DEPLOY AND-SELL
THEMED SITES

CALL GWEN AT 800-223-1600 FOR FURTHER INFO

NEW WAYS TO

MAKE MONEY WITH
METRO ONLINE

Monetizing your Web site just got easier with these ready-to-
deploy and-sell themed microsites. Heeding the call for online
solutions that can deliver immediate results, Metro developed
Timely Features MicroSites to give publications what they need
to successfully implement an extension to their online efforts
in a cost-effective, timely and highly-professional way.

M E T R O A D S O N D E M A N D
ON-CALL AD CREATION FOR PRINT
AND WEB
Wouldn’t it be great if you could create as many print and Web ads as
possible without overloading your creative staff or worrying if there
was enough staff in-house to design and produce those ads on
deadline? Wouldn’t it also be great if those ads were customized for
your clients and ready the next morning? And, wouldn’t it be great if
you didn’t have to make any long-term or ad-quantity
commitments?

A revolutionary new online application that allows you to
make spec ads and finished ads right on your computer. All

you need is a Web browser and an Internet connection. Unlike
other template-based programs, MiAD is content-driven, which

gives you unmatched flexibility and control to meet
demanding ad requirements. MiAD is easy to use,

yet delivers sophisticated results.

O N L I N E A D D E S I G N T O O L
METRO INTERACTIVE AD

DESIGNER (MiAD)

MAKE MONEY WITH METRO’S
FAMILY OF CREATIVE SERVICES...ONLINE!

WWW.METR O C R E ATI V E C O N N E C T I O N . C O M

Metro Creative Graphics, Inc. • Voice 800.223.1600 • E-mail gtomaselli@metro-email.com

• Help Wanted
• Work Wanted
• For Sale

Only	$40	for	your	ad	in	3	issues	of	InPrint	and	3	months	on	our	website	—	www.njpa.org	
In-column	employment	ads	are	limited	to	one	position	per	ad.	
Display	classified	ads	are	just	$5	per	column	inch,	per	month;	minimum	2	column	inches.Classified Ads!

INPrint
CLaSSifieD
aDveRTiSiNg
DeaDLiNe
• Help Wanted
• Work Wanted 
• For Sale

20th of the month
prior to publication

MAILING SERVICES 
45 Dutch Lane, Ringoes, nJ 08551

Be your
own Boss. 
Work your own hours. 
Earn high commissions.
We seek high energy, motivated sales professionals  
to sell advertising in local specialty publications, 
including coupon books, sports magazines and family 
publications. Full or part time, flexible hours. 

Contact Gerri Guld of Direct Printing at (267) 474-3862
or e-mail directprint@aol.com.


