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GOVERNMENT AFFAIRS
COMMITTEE MEETING
Tuesday, February 24

11 am

teleconference

Webinar:

LEGAL LIABILITIES ON
YOUR WEBSITE
Monday, March 30

10 am

OPEN PUBLIC RECORDS
ACT SEMINAR

Thursday, March 26

10 am - 3 pm

Bergen Cty. Community College

NJPA EXECUTIVE
COMMITTEE MEETING
Thursday, April 2

3:30 pm

Trenton Marriott

PRESS NIGHT
Editorial & Photography
Awards Banquet
Thursday, April 2

5pm

Trenton Marriott

NJ PRESS FOUNDATION
TRUSTEES MEETING
Friday, April 17

3 pm

Princeton Marriott

NJPA BOARD OF
DIRECTORS MEETING
Friday, April 17

4:30 pm

Princeton Marriott

SPRING BANQUET
Advertising & Circulation
Awards Dinner

Friday, April 17

6 pm

Princeton Marriott

NIE & YOUTH
READERSHIP
COMMITTEE MEETING
Thursday, April 2

10:30 am — 12 noon

NJPA Conference Room

COLLEGIATE PRESS
AWARDS BANQUET
Saturday, April 18

12 noon

Trenton Marriott

LEGISLATIVE
CORRESPONDENTS
CLUB SHOW
Wednesday, May 13

The Palace, Somerset

PLAQUES A-PLENTY: Peggy Stephan, NJPA's
member services manager, is getting ready
for the newspaper award banquets that
will be held in April. She is checking boxes
containing hundreds of frames that recently
were delivered to NJPA. When the judges de-
termine the contest winners, Peggy will pre-
pare the certificates that will be presented at
the banquets. First place winners will receive
their certificates in these frames.

State Supreme Court issues
rare stay in defamation case

“This is very good news for the free
press,” said NJPA Executive Director John
O’Brien.

“Extremely rare,” is how Tom Cafferty,
NJPAs general counsel, described a stay
granted by the state Supreme Court on Jan.
13. The stay applies to a November 2008
judgment by the Appellate Division in the
Salzano v. North Jersey Media Group, Inc.
defamation suit (Supreme Court Docket
No. 63,529).

After the Appellate Division decision,
the NJPA Government Affairs Committee,
chaired by Charlie Nutt, publisher of The
Daily Journal, Vineland, recommended
that the association file an amicus brief in
support of North Jersey Media Group’s pe-
tition/appeal to the State Supreme Court.

NJPA’s Executive Committee quickly ap-
proved the filing. Tom Cafferty led the ef-
fort to develop and file the amicus. In addi-
tion to NJPA, nearly 20 other organizations
supported the filing.

The Appellate Court’s November deci-
sion had deep ramifications. It held that
the “fair reporting privilege” did not apply
to the reporting of news based on initial fil-
ings in court that have not yet been subject
to “judicial review.” Therefore, newspapers
did not have the protection of the fair re-
port privilege in republishing defamatory
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GENEROUS MEMORY: Margaret Burns Velden recently contributed gifts totaling $40,000
to the New Jersey Press Foundation in honor of her father, Lloyd P. Burns, former executive
director of NJPA. Her gifts endow the Lloyd P. Burns Teachers at Newspapers program. Mrs.
Velden receives a token of appreciation from the NJPF Board of Trustees presented by, left
to right, Foundation Director George White, President Arthur Hall of the Cape May County
Herald Times and Vice-President Bruce Tomlinson of the New Jersey Herald. (See related

articles on Page 4.)

statements contained within a case’s initial
pleadings unless those pleadings had been
subject to judicial review.

The Appellate Division did not define
the nature and extent of the judicial review
required. But it is clear it contemplated that
such review involved something more than
the mere filing of the Complaint. And since
the filing of an Answer does not tradition-
ally involve any action by a court, there was
concern this would also not be sufficient
for the privilege to attach.

Indeed, a fair reading of the Appellate
decision leads to the conclusion that “judi-
cial review” contemplated some finding by
the court as to the legal sufficiency of the
complaint.

The amicus brief argued that the Appel-

— Continues on Page 2

Case at a glance

By The Associated Press

The New Jersey Supreme Court has
suspended a state appellate court rul-
ing that said a newspaper can be sued
for libel for reporting allegations from
a lawsuit before any court proceedings
have taken place.

The one-page order issued Jan. 13
puts a hold on the November 2008 de-
cision by the appeals panel, but does
not reverse it.

The appeals court decision stemmed
from a March 2006 story in The Record
of Bergen County. It reported a federal
bankruptcy court complaint alleging
that Thomas John Salzano misappro-
priated money from a now-defunct
Newark telecommunications com-
pany.

Salzano filed suit against the news-
paper, saying the allegations in the
complaint were unfounded.

The appeals court decision reversed
a lower court ruling that dismissed the
libel claim.

Prior to the appeals court ruling,
newspapers were not liable for defama-
tion as long as they accurately quoted
allegations in a lawsuit.

North Jersey Media Group, which
publishes The Record, has petitioned
the state Supreme Court to review the
case on appeal, but the court has not
yet decided whether it will do so. The
stay will remain in effect until then.
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As I see it...

I recently served a stint on the board
of directors of the Public Notice Re-
source Center, an organization based
in Washington, D.C., whose mission it
is “to collect, analyze and disseminate
information on public and private no-
tifications to the public through news-
papers, and to educate the public on
the value and use of its right to know.”

The board of PNRC regularly issues
Best Practices Statements that include
lists of things newspapers can and
should do to help them in their mis-
sion. Following are some highlights
from their most recent statement:

» Newspapers should explain to
readers the importance of public
notices and the newspaper’s role in
publishing them on a regular basis.
By running advertisements and oth-
er content, newspapers should both
stress the importance of public no-
tices and illustrate how readers can
use them to their advantage and to the
advantage of their community. News-
papers should never assume that read-
ers know where to go for public no-
tice; they should continue to remind
readers that they are the best source of
information.

o Newspapers should police the
right to know for readers by remind-
ing governments, attorneys and others

Checklist for public notices

John J. O'Brien
Executive Director
New Jersey Press Association

who are required to publish notices
of the requirements in the law. Help
them do their jobs.

« Newspapers should strive to be
experts in public notices. By master-
ing the process of publishing a notice,
a newspaper can cement itself in the
community as the place to go for pub-
lic notices.

o Newspapers should remember
that while public notices remain an
important part of the business of the
newspaper, first and foremost they are
a community service. Public notices
should never be looked at as merely a
source of advertising dollars.

o Newspapers should publish all
government public notices on their
website (and/or their state press as-
sociations website) free of charge and
free of password protection.

« Newspapers should advertise the
address of their public notice website
in the printed versions of their pa-
pers.

« Newspapers should make public
notices prominent in their newspa-
pers. By consistently putting pub-
lic notices in a prominent position,
newspapers can stress the importance
of public notices, as well as make them
easier to find for their readers.

» Newspapers should attest through
the prescribed process of affidavits
that public notices have been properly
run according to law.

» Newspapers should encourage re-
porters to use public notices as sourc-
es of news stories. Some of the best in-
vestigative reporting has started with
a journalist reading a public notice.

If your newspaper is one of the many
NJPA member newspapers eligible to
carry public notices, why not use these
points as a checklist to see just how
well you are doing when it comes to
publishing public notices? As always,
NJPA can assist you if you have any
questions on these points or others.

Supreme Court issues rare stay in defamation case

Continues from Page 1

late Division decision, which strips newspa-
pers of the fair report privilege until there
is some form of judicial review, is contrary
to the First Amendment in that newspapers
could face liability for publication of truthful
reports of government records.

Additionally, NJPA argued that condition-
ing the application of the fair report privilege
to judicial review is unworkable. For exam-
ple, much time may pass before there is any
judicial review, and in many cases no review
occurs until trial.

NJPA also argued that the fair report privi-
lege is based on the concept that the media
serves as the “eyes and ears of the public”
Yet, under the Appellate Division decision,
the media would have no privilege in the ab-

sence of judicial review to report on records
that are available for public inspection at the
courthouse. Thus by denying the privilege to
the media to report on initial pleadings, the
Appellate Court had rendered the eyes and
ears of the public blind and deaf until some
undefined judicial review occurs.
Supporting organizations

In addition to NJPA, those organizations
supporting the filing financially and/or as
signers included Advance Publications, Inc.,
Gannett Co., Inc., First Media Insurance,
The Associated Press, Courthouse News
Service, The New York Times Co., New York
Post, Daily News, L.P., Dow Jones & Com-
pany, Inc., NBC Universal, Inc., Reporters
Committee for Freedom of the Press, ALM
Media, Inc., (soon to be known as Incisive

Media, LLC), Newspaper Association of
America, American Civil Liberties Union of
New Jersey, Association of American Pub-
lishers, Inc., WPIX, Inc., and American So-
ciety of Newspaper Editors. Indeed, NJPA is
most grateful for this support, particularly
by those who contributed financially.

Pending the outcome of the Petition for
Certification and Appeal now before the
Supreme Court, the stay of the Appellate
Division’s decision means that the privilege
attaching to the full, fair and accurate report-
ing of filed court pleadings that are open to
the public, including initial pleadings, re-
mains. Says Cafferty, “We believe the stay is
a signal that there is an awareness by the Su-
preme Court of the problems the Appellate
Division decision created.”
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NJ Hometown
joins NJPA

At its Jan. 22 meeting, the
NJPA board of directors ap-
proved the New Jersey Home-
town, an online news service, as
an associate member.

The company, founded in
2001, is based in Ringwood and
serves the Nutley area.

Philip White is the editor and
Hugh Weiss is the webmaster.
The web address for the New Jer-
sey Hometown is www.njhome-
town.com

AP president
Tom Curley
receives award

Tom Curley, president and
chief executive of The Associ-
ated Press and a leading industry
voice on press freedom issues,
has been named the 2009 recipi-
ent of the William Allen White
Foundation’s national citation.

He will receive the honor Feb.
6 at the University of Kansas.

Curley is considered one of the
industry’s fiercest defenders of
press freedoms. In 2007, he was
honored with the First Amend-
ment Award by the Reporters
Committee for Freedom of the
Press for his work encouraging
media organizations to fight for
the public’s right to know.

The next year, he received
the Radio and Television News
Directors Foundations  First
Amendment Leadership Award
for his emphasis on open-re-
cords laws and First Amend-
ment reporting.

Curley has led the news co-
operative’s charge into digital
delivery of news, including the
creation of AP Exchange. The da-
tabase allows all AP content to be
searched by staff and customers.

“Tom Curley represents big
and appropriate repositioning
at The Associated Press, which,
like all of journalism, must rede-
fine itself in this time of change;
said Tom Eblen, chairman of the
White Foundation.

White, whose name is on the
university’s School of Journalism
and Mass Communications, was
publisher of the Emporia Gazette
until his death in 1944.

Previous honorees include
Walter Cronkite, Helen Thomas,
Bernard Shaw and Bob Wood-
ward.

— from The Associated Press

FINAL SHIPMENT: Peggy Stephan, NJPA member services man-
ager, has the Online Contest entries ready to send to the judges.
These are among the last entries to be shipped out, but there is
no time to rest. Results in the other contests already are starting
to arrive.

Board reviews NJPA bylaws

The NJPA board of directors
formed a sub-committee to re-
view the association’s Bylaws and
to recommend possible changes.
The committee met for the first
time on Jan. 6.

The first order of business
was to discuss “housekeeping
items” — areas of the bylaws that
Tom Cafferty and John O’Brien
targeted as in need of change to
keep up with the times and NJPA
practices. These included adding
email to the methods by which
meeting notices can be sent, and
changing the officer titles listed
in the bylaws from First and Sec-
ond vice presidents to the ones

now used, Vice President/Dailies
and Vice President/Weeklies.

After discussion, the sub-com-
mittee agreed on what would
be forwarded to the board. At
the Jan. 22 board meeting, the
“housekeeping” changes were
approved.

In coming months, the sub-
committee will tackle thornier
issues, including possible chang-
es to the dues structure and ad-
ditional membership categories,
such as websites. If agreement
is reached in any or all of these
areas, the committee will pres-
ent them to the board for its ap-
proval.

Scobey named group publisher

Calkins Media is streamlining
its management structure to cut
costs and maximize collabora-
tion among its three suburban
Philadelphia newspapers.

The three publications — the
Burlington County Times, the
Bucks County Courier Times and
The Intelligencer — will maintain
separate identities, but operate
under one Greater Philadelphia
Newspapers management team.

Michael Scobey, who joined
Calkins in 2000 as publisher of
The Intelligencer in Doylestown,
Pa., will serve as GPN publisher.
Burlington County Times pub-
lisher Stanley M. Ellis will be
GNPs director of strategy.

Pat Walker is the new GPN ex-
ecutive editor. Carol Shapcott is
marketing director. Kim Noble is
advertising director. Cathy Clark
is classified advertising director.
Bob Braun is operations manag-

er. Steve Todd is the Burlington
County Times circulation and
customer service director. Bill
Lobecker is circulation director
for the two Pennsylvania papers.

Scobey said the changes will
help the papers operate more ef-
ficiently, add to the company’s
ability to develop and imple-
ment new strategies, and im-
prove communication among
the three newspapers.

Ellis said, “In difficult times,
strong companies develop in-
novative strategies to meet the
challenges before them. We be-
lieve that having one leadership
team for these newspapers gives
us the best opportunity to devel-
op strategies that best serve our
readers and advertiser.

“We remain steadfastly com-
mitted to our mission of deliver-
ing essential news and informa-
tion to our communities.”

Stan Ellis rejoins NJPA board

NJPA Past President, 2002,
Stan Ellis has rejoined the NJPA
Board of Directors for

Ellis also brings along a new
title. He is now Vice President/

another term, joining
another past-president
(2000), Richard Vezza
of Penn Jersey Advance,
who came aboard last
year and is also “re-
cycling” through the
board once more.

NJPA executive di-
rector John O’Brien
said, “It is exciting and impor-
tant to have veterans like Rich
and Stan serve on the board
again. They bring a wealth of
knowledge and a sense of history
to the table”

Director of Strategy
for Greater Philadel-
phia Newspapers, the
parent company of
the Burlington County
Times where he served

as publisher for many

years.

“T am excited to be a
member of the NJPA
Board once again,” said Ellis.
“There are lots of new faces I'll
be getting to know and a few fa-
miliar ones I'm excited to serve
with once again,” he added.

The Record HERALDNEWS ... NJPA ...

PUBLIC
RECORDS

A seminar on NJ’s Open Public Records Act

i

Access to government records can be as difficult as
walking a high wire across the Grand Canyon. The public’s
right to know must be balanced against the government’s
obligation to keep certain records confidential.

The state’s Open Public Records Act (OPRA) has made
obtaining records easier than it once was, but the law can be
confusing. The New Jersey Press Association, The Record and
the Herald News are sponsoring a one-day seminar that will
help people walk the OPRA tight rope.

This seminar will be a productive five hours for everyone
interested in government records. Topics will include a
comprehensive overview of everything you need to know
about government records — how to get them, what can’t
be released, what to do if you are refused them — and a
discussion about how OPRA can be improved. Four discussion
panels will allow ample time for questions and answers.

Thursday, March 26

10am -3 pm

Ciccone Theater, Bergen Community College
$10 per person, includes buffet lunch

For more information, go to www.njpa.org & click on Events.
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George White
Foundation Director

On behalf of NJPF trustees and the NJPA
board of directors, thank you to everyone
who contributed to the foundation's 2008
annual campaign. The donors names are
listed on this page.

In 2008, the foundation received a major/
designated gift of $20,000 plus unrestricted
donations totalling $8,560.

Like most non-profits in 2008, NJPF’s en-
dowment was battered, dropping more than
$500,000, and finishing the year at $1.6 mil-
lion. However, the 25% fall was markedly
better than what was experienced by other
key market indexes. Still, the pronounced
drop in assets and the corresponding drop
in potential investment earnings is having
a predictable impact. Among the belt tight-
ening measures being taken in 2009:

» Reducing the number of summer in-

ternship/scholarships from 7 to 4
 Reducing the Isaac Roth Newspaper
Carrier Scholarships from 2 to 1
o Putting on hold the NJ High School
Journalism Teacher of the Year award
 Reducing our discretionary support of
the NJ Journalism Diversity Workshop

Depending on how and when the econ-
omy bounces back, and on the success in
increasing our stable of loyal donors, we are
hopeful that these programs can return to
their previous levels, and that other worthy
initiatives can be developed sooner rather

New Jersey Press Foundation

Thank you

In December, Margaret Velden Burns,
daughter of long-time NJPA Executive Di-
rector Lloyd P. Burns (1950-1976), gave the
foundation a gift of $20,000 in memory of
her father.

Last month she contributed an addition-
al $20,000 to the fund. She presented the
check at the NJPF Board of Trustees meet-
ing on Jan. 22.

Her net donation of $40,000 fully endows
the newly named Lloyd P. Burns Teachers
at Newspapers program, and we are most
grateful for her extraordinarily thoughtful
and generous donation made in her father’s
memory. (See the related article on this
page and photo on Page 1.)

Ongoing development

Meanwhile, in concert with our mission
to help the next generation of journalists,
we are moving ahead in 2009 to advance
the development of the NJ Collegiate Press
Association and to provide services to New
Jersey’s collegiate journalists. Tom Engle-
man’s program report on Page 11 details our
other priorities for 2009.

NJPF is a charitable 501(c)(3), and your
donations, large and small, are encour-
aged and needed year-round. They can be
mailed to NJPF or placed by credit card on
our secure website at www.njpressfounda-
tion.org/giving.

Thanks again to all the generous support-

Lloyd Burns, former NJPA
general manager, honored

Lloyd P. Burns served
as general manager of
the New Jersey Press
Association for more
than a quarter century,
from 1950 to 1976. His
career in newspapers
began in 1937 on the
advertising staff of the
Daily Home News of
New Brunswick.

Thirteen years later, Mr. Burns
joined NJPA and successfully led
the organizations growth and
development for almost 26 years
before passing away suddenly in
1976 at the age of 60.

Known as an energetic pro-
fessional mentor and a spirited
champion of open government,
his stewardship of NJPA was de-
scribed in testimonials as being
“intelligent, sensitive, and pro-
gressive” as well as “inspiring for
the newspapers of this state”

He was instrumental in the
creation of NJPAs New Jersey
Press Foundation, first launched
in 1962 as the New Jersey Press
Association Scholarship Fund,
Inc.

Mr. Burns was also a recog-

Burns

nized newspaper in-
dustry leader as an
active  past-president
of the Newspaper As-
sociation Managers,
the national society of
press association ex-
ecutives.

At the time of his
death, the NJPA board
and foundation trust-
ees created the Lloyd P. Burns
Memorial Fund in support of
NJPAs journalism scholarships
to memorialize his long-time
professional commitment to
New Jersey newspapers and to
quality journalism.

Recently, his daughter Marga-
ret Velden endowed the founda-
tion's program which provides
summer internships at newspa-
pers for high school journalism
teachers. It has been renamed
the Lloyd P. Burns Teachers at
Newspapers program. (See the
photo on Page 1 and the founda-
tion column on this page.)

For many years, the NJPA Edi-
torial Contest has honored his
memory with the Lloyd P. Burns
Public Service Award.

2008 NJPF Donors

Major Donor/Designated Gift ($20,000)

Margaret Burns Velden
For the Lloyd P. Burns Teachers at Newspapers program

Declaration of Independence ($5,000+)
Jules L. Plangere, Jr., Press Communications, LLC

Bill of Rights ($1,000+)
The Katherine Hatton & Richard Bilotti Fund
of the Princeton Area Community Fund
Richard Vezza, Penn-Jersey Advance

than later. ers of the foundation.

First Amendment ($500+)
Kathleen Hivish, North Jersey Media Group

Free Press ($250+)
John & Christine O’Brien, New Jersey Press Association
Arthur R. Hall, Cape May Co. Herald Times

75 o/ 0 of young adults who read newspaper

content for teens when they were 13 to 17 years old
currently read their local paper at least once a week.
X Of young adults who did not read the teen
{ ] section only 44% now read their local paper.
"3
F

s

Right to Know ($100+)
Ron Czajkowski
Thomas Engleman, New Jersey Press Foundation
Catherine & Jay Langley, New Jersey Press Association
Ron Morano, FirstEnergy/JCP&L

NAA Foundation, 2007

Beacon of Light ($35+)
Jennifer Cone Chciuk, The West Essex Tribune
Amy C. Lear, New Jersey Press Association
George White, New Jersey Press Foundation

E Develop more young readers.

Support New Jersey Press Foundation
www.njpa.org/foundation/giving
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Relevance: Essential for sales

By John Foust

Preston has built his business
with smart marketing. He care-
fully researches each advertising
option, and bases his media-buy-
ing decisions on that research.

Ask Preston about his adver-
tising experiences, and you can
count on a clearly spoken opin-
ion.

“Over the years, I've met with a
lot of sales people, and I've heard
hundreds of presentations. The
good sales people realize that
it all boils down to two things:
One, find out about my market-
ing problems. And two, show me
how their product can help me
solve those problems. It sounds
simple, but most sales people
don’t do that. Most of them live
on Feature Mountain.”

Feature Mountain?

“Typical sales people come
into my office and pile a moun-
tain of features on my desk,
Preston explained. “I guess they
figure they can make a sale, if
they build a taller mountain
than the last person I talked to.
They go on and on about their
audience numbers, their state-
of-the-art equipment, their
production standards, and how
their creative departments have
won all kinds of awards.

“It’s obvious that they give the
same presentation to every busi-
ness, whether they’re talking to
a real estate developer, a boat
dealer or a widget store. Some of
them use elaborate PowerPoint
presentations, some of them

Belden closing,
but Interactive
branch continues

Belden Interactive, a division
of Belden Associates, is branch-
ing off and starting life as a sepa-
rate company in San Francisco.

Belden Associates, the venera-
ble Dallas-based media research
company, announced in January
that it is closing.

Belden Interactive will be lead
by Greg Harmon. Ed Efchak,
formerly with North Jersey Me-
dia Group, is a senior consultant.
Rounding out the staff are Kathy
Beitler, also a senior consultant,
and Greg Swanson of ItzPublish-
ing, an affiliated partner.

Belden Interactive will contin-
ue to offer its research, its sales
and site survey program, full
market and online community
surveys.

— from Editor & Publisher

show printed charts and graphs,
some of them go through fancy
brochures page-by-page.

“I know they’re talking about
something that is near and dear
to them. But most of the time,
all T hear is, ‘Blah blah blah blah
blah! It's meaningless, because
it’s all about generalities.

“I don't need a mountain of
useless information. I need to
know specifically how they can
generate more customers for my
business”

Preston is not alone. There are
a lot of advertisers who feel the
same way. Theyre not looking
for a laundry list of one-size-
fits-all features. Theyre looking
for solutions to their marketing
problems. Theyre looking for
relevance.

What is the best way to achieve
relevance in a sales presentation?
Let’s take a closer look at Pres-
ton’s advice:

1. Uncover problems. This
calls for a close examination of
your advertiser and his or her
business category. What kinds
of offers work best in that par-
ticular industry? What kinds of
promotions has that advertiser
run in the past? What were the
results of those promotions?
Has the advertiser tried other
ad vehicles — radio, television,
outdoor, direct mail? How im-
portant is a web presence? How
do prospective customers learn
about their website? And what
about their competitors?

Dig down until you learn sig-
nificant facts.

2.Show how you can solve
those problems. Once you have a
teel for the problems your pros-
pect faces, you'll be in position
to structure your presentation
to address those specific needs.
This will increase your chances
of making a sale, because you’ll
be speaking in terms of your
prospect’s interests.

Makes sense, doesn't it? Climb
down from Feature Mountain —
and start structuring presenta-
tions that address your prospects’
specific marketing problems.

Email John Foust for information
about his training videos for ad
departments: jfoust@mindspring.
com

Send us YOUR news

InPrint readers like knowing
what's happening in New Jersey
newspapers. Please email your
news about new managers,
new products & new ventures
to clangley@njpa.org.

Amy Lear
Director

With one month of 2009 already behind
us, thoughts of a column I wrote a few years
back came full circle this week while I was
working on a quote for statewide advertising.
I've refreshed the message a bit, but it’s worth
repeating.

Need it now?

If only that phrase had a catchier acro-
nym, it might be a marketable tagline for
any service provider in today’s world of in-
stant communication.

What a brilliant idea newspaper publish-
ers endorsed when they created the New
Jersey Newspaper Network! Every hour of
every business day we deliver information
to the “need it now” community of adver-
tisers and agencies who need it fast. While
newspaper account executives are visit-
ing clients and building relationships, the
NJNN provides circulation data, research,
ad costs and other detailed planning infor-
mation on demand.

Thanks to all of you who keep us up-to-
date with current rates, distribution chang-
es and new product opportunities. We work
hard on your behalf to tell the best story
about New Jersey newspapers.

In addition to the NJNN, at any given
moment in this media-buying-on-demand
world, your rate card can be your most
valuable opportunity to secure your inclu-
sion in an agency’s recommendation for its
client.

NJNN Update

New Jersey Newspaper Network

Works for free

Consider the top features:

o Circulation numbers and coverage
area. (Maps are even better!)

« Publication day(s), along with space
and material deadlines.

« Open rates and easy-to-understand
contract levels, identified as net or
gross.

« Clearly-defined color costs.

« Dimensions of a full page and the
width of each column for all product
sizes.

« An online version accessible through
your website.

« The sales pitch - enticing the planner to
call and discuss a special opportunity.

Is your rate card part of your sales force?

I recently assisted a client with a request
for college newspapers and discovered a ter-
rific example. Check out this link and you’ll
see what I mean: http://www.dailypennsyl-
vanian.com/media/paper882/documents/
m2335ek6.pdf

(Note: I find great New Jersey gems,
too, but you know how impartial we are at
NJPA! If I referred to one, I'd feel obligated
to list them all.)

Faced with limited human resources, ev-
eryone is crunched for time and is multi-
tasking these days. If you need ideas for
turning your rate card into a better selling
tool, call us.

We'll be happy to share our perspective.

NJPA's member directory goes online

New Jersey Press Association is changing with the times!

These days, most people use NJPA's online directory to search for
member information, especially since our printed directory becomes

outdated so quickly.

For 2009, in addition to our Membership Directory being on our
website, we will provide a PDF for you to download to your

computer or to print.

Throughout the year, we will update the online directory as we
receive changes. The PDF version will be updated quarterly. Each
time we revise the PDF, we will send it to you and to all advertis-

ing agencies in the region.

We need your help getting off to a good start!

Please review your company’s information on our website:
www.nhjpa.org. Let us know whether your listing is correct, or
what changes need to be made. Contact Catherine Langley at

(609) 406-0600 ext. 17 or clangley@njpa.org.
Please reply by February 12
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How newspapers once survived near death

By Richard J. Tofel
The Daily Beast

Fifty years ago, when newspa-
pers were dying, Barney Kilgore,
the inventor of modern journal-
ism, provided words for them to
live by. Now, his advice is more
relevant than ever.

These are, as you may have
heard, tough times for newspa-
pers. But they are not the first
tough times. In just four years
during the mid-1960s, for in-
stance, New York City lost the
papers that had come to car-
ry the nameplates of William
Randolph Hearst's American,
James Gordon Bennett’s Herald,
Hearst’s Journal, the Mirror, the
Sun, the Telegram, Horace Gree-
ley’s Tribune, and Joseph Pulit-
zer’s World.

The efforts to save these dy-
ing institutions, especially the
Herald Tribune—then the New
York Times leading competi-
tor—remain a staple of newspa-
per nostalgia, and have literally
filled books. But what relevance
do they have for our own time?
No Internet threatened then, no
cable television. The ’60s were a
time of economic growth.

Revolutionized content

Yet, some home truths of
newspapering remain, and at
least one leading figure of that
earlier time saw this clearly. His
name was Barney Kilgore. He
had built The Wall Street Journal
from a narrow financial paper of
30,000 circulation into a busi-
ness giant then nearing a million
copies a day, and headed for two
million. He had revolutionized
newspaper content, inventing
the daily news summary, popu-
larizing the practice of beginning
feature stories with an anecdote,
blazing news paths both as a re-
porter and as a columnist. Then
he had led a transformation of
the newspaper business, master-
ing the technology of national
printing and distribution, then
selling advertising nationally.
Rupert Murdoch, when buying
the Journal in 2007, had said that
Kilgore “invented modern jour-
nalism”

Still, what bearing does this
have on the troubles of our own
time? Some advice Kilgore of-
fered 50 years ago can tell us.

Check your paper’s
directory listing!

It's on our website — www.njpa.org
Click on NJPA Members
Email okay/changes: clangley@nijpa.org

He was called in by the new
owners of the Herald Tribune—
the last owners, as it would turn
out. They knew they faced chal-
lenges, but were uncertain which
way to turn. Kilgore made a few
key points then that hold great
value today as well. He did not
get lost in tactics or trivia, did
not let his vision be obscured by
the extent of the difficulties, did
not just try to muddle through.
Here is what he told them, what
he had learned more broadly—
and what he can teach us:

Distinctiveness is essential.
The Herald Tribune, Kilgore told
its owners in 1958, was too much
defined as not-The-Times. And it
was “a little too much of a news-
paper that might be published
in Philadelphia, Washington or
Chicago just as readily as in met-
ropolitan New York” In our own
world of seemingly boundless
information, this point is even
more critical: Successful publi-
cations, in any medium, must
be worthy of a reader’s time, and
the only sure way to achieve this
is to offer quality content that
can be found nowhere else.

Less can be more. Kilgore’s
Journal was published in a single
section; he thought 32 pages was
the optimal length. For a news-
paper under pressure, he recom-
mended shorter stories, fewer
“jumps” or continuations. The
requirement of distinctiveness
meant that some pieces would
need space, but, overall, “it may
be better to have a good regi-

AP changes style
for heads of state

The Associated Press has
changed its style of referring to
top leaders to include full names
on first reference.

“The Associated Pressisadopt-
ing a universal style for referring
to all heads of state, including
the United States,” according to
a release in November.

From now on, AP uses the
title and first and family names
on first reference: President
Barack Obama, not just Presi-
dent Obama; President Nico-
las Sarkozy, not just President
Sarkozy.

AP’s Darrell Christian, a co-
editor of the AP Stylebook, said
the change was made simply to
provide consistency between
U.S. stories and those from AP
overseas.

ment than a weak division”

Necessary cuts should be
made strategically. Kilgore was
a kind and gentle fellow. But he
had worked through the Great
Depression and could cut costs
when necessary. When that
time came, though, he warned
that piecemeal change was self-
defeating: “My father used to say
it is a mistake to cut off the cat’s
tail an inch at a time. Doesn't
help the cat”

Today’s newspaper should be
about tomorrow’s events, not
yesterday’s. This was probably
Kilgore’s greatest insight, and it
was one he first stated as a col-
umnist in the Journal at the age
of 23. Readers, Kilgore realized,
turn to newspapers not because

they are all fascinated by con-
temporary history, and want to
puzzle out what another pub-
lisher later called journalism’s
“first rough draft” of it. No, they
want to know about what hap-
pened yesterday so that they can
more intelligently cope with to-
day, and tomorrow. More than
75 years after young Barney
Kilgore set this rule out in his
column, many publishers still
haven't fully absorbed it. Read-
ers instinctively have. This has
become even more important in
a world where the Internet con-
veys new facts in real time, while
the meaning of those facts often
seems lost in a jumble of instant
opinions.

The owners of the Herald Tri-

bune didn’t take most of Barney
Kilgore’s advice; their newspa-
per died within a decade. And
this sage advice won't alone be
enough today; some of the busi-
ness challenges of new technolo-
gies will require genuinely new
thinking. But the man who in-
vented modern journalism does
have a lot to say to those who
would save journalism from the
threats it faces in our own time.

Richard ]. Tofel, general manager of
ProPublica, is the author of the book,
Restless Genius: Barney Kilgore,
The Wall Street Journal, and the
Invention of Modern Journalism,
just published by St. Martin.

Article reprinted with permission.
©2009 RTST, Inc., The Daily Beast
www.thedailybeast.com

People & Papers

Gannett furloughs & content sharing

A Courier-Post article on Jan.
15 reported that Gannett Co. Inc.
is implementing a one-week fur-
lough for most of its employees
to reduce expenses.

“This means that most of our
U.S. employees - including my-
self and all other top executives —
will be furloughed for the equiv-
alent of one week in the first
quarter;” said Craig A. Dubow,
Gannett’s chairman, president
and CEO. “This furlough will
be unpaid. Unions also will be
asked to participate”

In New Jersey, Gannett owns
six newspapers - the Asbury
Park Press, the Courier-Post, the
Home News Tribune, the Courier
News, the Daily Record and the
Daily Journal.

Trenton Times'

The Times of Trenton, has gone
live on AdDesk from CNI Corp.,
Milford, N.H., replacing its DPS

AdTracker system.
The AdDesk web portal and
production system eliminate

the need for paper forms such
as work-orders, proof requests
and pick-up requests. Integrated
with the company’s Mactive ad-
vertising system, its web-based
forms pre-fill information and
automatically route ad files to
the correct desk.

In addition to lower produc-
tion costs from the automated
workflow, AdDesk allows Times

“After much consideration,
we decided a furlough program
would be the fairest and least in-
trusive way to meet these fiscal
challenges in the first quarter,
which is traditionally the lightest
time of the year,” Dubow wrote
in a letter to employees. “We sin-
cerely hope this minimizes the
need for any layoffs going for-
ward”

The MediaDailyNews report-
ed the following on Jan. 19:

Desperately looking for ways
to cut costs, Gannett Co. is
building a new content-sharing
service that would allow it to re-
place Associated Press content
on the websites of 84 communi-
ty newspapers, according to Jim
Hopkins, a former Gannett staff-

new ad system

sales staff to request pick-ups,
work orders, and proof requests
quickly and accurately from
anywhere with Internet access,
providing more efficient service
for existing accounts and time
to focus on developing new ac-
counts.

Times advertisers also use the
AdDesk website themselves for
submitting ads, viewing proofs,
and requesting pick-ups. Details
of each ad order are shown be-
fore the run date, and emails and
on-screen confirmations assure
proper execution.

— from Editor & Publisher

er and blogger who occasion-
ally publishes inside information
provided by current employees
or interested parties.

Hopkins says the “AP Feed
Project” is spearheaded by USA
Today, according to an internal
memo dated Dec. 19. The test
phase of the project calls for
a limited number of Gannett
newspapers to swap their AP
news feed for a comparable news
feed from USA Today.

The test phase is beginning
with an unspecified community
newspaper in the Midwest at the
same time that Gannett launches
ContentOne, its new web-based
news service.

Music website
launched by
Philly papers

The Philadelphia Daily News
and The Philadelphia Inquirer
started a local music website in
December, called phrequency.
It is not part of the newspapers’
website Philly.com.

Phrequency, still in beta, of-
fers music downloads, videos,
reviews, event listings and user
comments. It targets adults ages
18-49, with eight genres of mu-
sic: electonic, folk, hardcore, hip
hop, jazz, punk, r&b and rock.

The web address is www.phre-
quency.com.
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* Customized service plan

Siﬂge II: Plunning * Needs, wants and delights

* Marketing support and guidance

At A.F.L. Web Printing it’s not just ink on paper. * ROP and insert sales expertise
We develop and deliver customized service « Circulation development

plans based on each publisher's unique
requirements. The goal of every plan is to
bring delight to the publisher, readers * Customer-oriented staff
and advertisers. The starting point of the * Pre-production specialist

planning process is to understand both * Meet any publishing goal 1
current needs and future aspirations « Dreams come true
of the publication. We then match

[ ] [

these objectives with the wide array J
of services that give substance to the REGIONAL P
phrase, “The Publisher's Resource

of Choice.” Our teams of publishing, 77}6 Pu‘
printing, marketing and distribution ‘

specialists can create service plans * Multiple facilities Resource
to meet virtually any publishing goal. * File preparation training

Want expanded circulation? We have a o 24-hour customer service

plan for that. Increased ROP and insert « 100% redund in all facturi d .
advertising? We're ready to help. Entry into b redundancy in all manutacturing and services

new markets? That's one of our specialties. * Well defined processes based on Six Sigma

Experience the excitement of having your * Unlimited color availability
publication reach its most ambitious goals.
Tell us your needs. Tell us your wants. Tell us
your delights. We’ll make your dreams come true.

Production

AFLves

RecioNAL PRINT CENTER

VOORHEES: 2 Executive Drive / Voorhees, NJ 08043

SECAUCUS: 70 Seaview Drive / Secaucus, NJ 07094
Phone: 856.566.1270 ® Fax: 856.566.0110
E-mail: sales@aflwebprinting.com  Web-site: www.aflwebprinting.com

* Increased ROP, insert, subscription revenue

* Vast number of product size options
* Greater selection of paper stocks
* State of the art technology
e Faster throughput

CIP4-compliant workflow.
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Ice Plan?
10...

Polybagging °

it e Stage'3: Logistics’

In-house mail processors ¢

Maximize deliverability By selecting “The Publisher’s Resource of Choice”
Customized insert schemes ¢ you gainafull partnerinthe entire publishing pro-
Unlimited finishing options * cgss. We .combi.ne conventional manufactur-
o ing services with a broad range of programs
Complete subscription management focused on revenue enhancement. The va-
On-site postal verification ° riety of publishers using these resources
Local, regional, national trucking ° is extr'emely diverse. But t.he common
WEB Worldwide distribution e.xpe.nence among al! pul?llshers enter-
ing into a partnership with A.F.L. Web
Printing is their level of satisfaction.
RINT CENTER Choosing “The Publisher’s Resource”
is a guaranteed way to improve service
blis/)er’s to readers and advertisers. Readers
. receive a more attractive product deliv-
ofC/)ozce More colorful publications ered in a timelier manner. Advertisers
More attractive products enter a completely new world of market-
Timely delivery ¢ ing opportunities—more color positions,
more creative layouts, more targeted dis-
Engaged readers ° A = e
tribution plans, more insert opportunities
Increased advertising opportunities ° than ever before. At A.F.L. Web Printing we
Long-term partnerships * don’t run print jobs—we develop customized
service plans that deliver a level of satisfac-
tion you've only dreamed about. We're ready to
design your plan.

Stage 4: Results

.

Sustained profitability ¢
Improved bottom line ¢
Enhanced staff morale °

Goals exceeded °

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
® 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 Workflow Support
® (irculation and Mailing Services Coupled with in-house U.S. Postal Service Verification .
® Special Handling, UPS, Federal Express, USPS, Local and National Trucking / On-time Delivery
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Keeping your head above

water can be difficult
when waves of economic troubles
keep pounding the shores. But new
problems don't change the age-old
business formula. To keep your ship
riding high in the water, you need to
reduce costs and increase revenues—the
only options for improved profitability.

Fortunately for publishers A.F.L. Web Printing is
preparing a super-buoyant publication preserver that will lower
expenses and lift costs at the same time. The Phase Il press
lines of the new Regional Print Center in Secaucus, N.J.,
\. will be operational in the Spring of 2009. The Secaucus
N expansion will increase resource availability at the
\ company's Voohees, N.J., print center as well. Now
\ is the time to start planning to take advantage of

this increased capacity.

**PORIUPS * ™ il The Phase | press lines that opened in 2008 were
e UNEIMITED CONOR POSITIONS fully booked after only a few months. Phase |

V 4 sold out because publishers like FINANCIAL TIMES

e UNLIMITED INSERI{OPPORTUNITIES ° OF LONDON, NEW YORK METRO, PHILADELPHIA

. i)NED DISTRIBUTION OF ROP ¢ METRO, THE DAILY RECORD OF MORRISTOWN,
ANDJINSERTS

LONG ISLAND PRESS, COMMUNITY NEWSPAPER
e PREMIUM PAPER STOCKS

GROUP, GREATER MEDIA PUBLICATIONS AND
WOMEN'S WEAR DAILY recognize the A.F.L. Web

e COATED OR UNCOATED WRAPS °

b “POSTRITEdNOTES ©

Printing advantage. No regional print center
- *'ROLYBAGGING &

can match A.F.L. Web Printing's efficiency or

gase of access to the New York and Philadelphia

markets. No other printer offers publishers the
same wide array of sales opportunities:

Outsourcing is a proven method of lowering costs.
The justification to come to A.F.L. Web Printing is an
easy one. The formula: Highly efficient equipment
+ highly skilled workforce + advanced production
+ complete redundancy = enhanced bottom line for
publishers that partner with A.F.L. Web Printing.

Grab hold. Contact an A.F.L. Web Printing sales representative today. Once
you come aboard, your fears about sinking will disappear.

~ A.F.L. Web Printing’s Value Proposition
w E B It is our goal to be the publisher’s resource of choice. We are passionate about
creating long-term partnerships which contribute to sustained profitability
o H=. ° for both organizations. In order to achieve this we look beyond our clients’

REGIONAL PRINT CENTER 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
VOORHEES: 2 Executive Drive / Voorhees, NJ 08043 potential for growth through structured development and career opportunities.
SECAUCUS: 70 Seaview Drive / Secaucus, NJ 07094 The ultimate result must be the highest level of quality and customer
Phone: 856.566.1270 e Fax: 856.566.0110 satisfaction. This approach creates security, stability, and growth for our

E-mail: sales@aflwebprinting.com ® Web-site: www.aflwebprinting.com clients, employees and A.F.L. - today and in the future.
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It would be easy to understand
how college journalism students
across America might become
discouraged about their dreams
of a career in the news business.

Internships at hundreds of
newspapers are being eliminat-
ed, leaving thousands of young
people with no place to develop
their skills to a professional level
before they graduate.

Ilearned a couple of weeks ago
that a newspaper group based in
the Midwest offered internships
in December and then had to tell
the students in January that their

NJPF Program Report

Tom Engleman

Program Director
New Jersey Press Foundation

More j-students

summer jobs had been elimi-
nated.

Even though the dailies and
the large groups are coping with
a sea-change in our industry,
there is an enormous opportu-
nity for weekly newspapers that
seem to be affected to a lesser
degree by the economy.

Out “there” is a wealth of tal-
ent that in any other year would
be headed toward internships
and the start of careers at the na-
tion’s dailies.

The silver lining to that dark
employment cloud is that for the

NJ journalism programs:
enrollments & degrees granted

College/University

Fairleigh Dickinson University
Undergraduate Enrollment
Graduate Students
Bachelor's Degrees
Master’s Degrees

Rider University
Undergraduate Enrollment
Bachelor's Degrees

Rowan University
Undergraduate Enrollment
Graduate Students
Bachelor's Degrees
Master’s Degrees

Rutgers University, New Brunswick

Undergraduate Enrollment
Bachelor's Degrees

Rutgers University, Newark
Undergraduate Enrollment
Bachelor's Degrees

Seton Hall University
Undergraduate Enrollment
Graduate Students
Bachelor's Degrees
Master’s Degrees

The College of New Jersey
Undergraduate Enrollment
Bachelor's Degrees

William Paterson University
Undergraduate Enrollment
Graduate Students
Bachelor's Degrees
Master’s Degrees

NEW JERSEY TOTALS
Undergraduate Enrollment
Graduate Students
Bachelor's Degrees
Master’s Degrees

2007 2006
128 128
15 15
30 21
10 9
472 406
54 115
1,325 787
60 60
284 300
22 25
578 580
207 230
35 35
10 8
300 333
40 118
130 125
40 64
109 277
18 76
860 810
13 6
250 125
2 2
3,807 3,356
128 199
983 801
74 61

first time in decades, weeklies
have an opportunity to attract
college students who can per-
form at near-professional levels.
As the old saying goes, “They
can hit the streets running”

The big question for those who
are lucky enough to land sum-
mer jobs at newspapers is, who
will be there to guide them as
routine questions and problems
arise during the first weeks on
the job. Many veterans who used
to serve as mentors for students
also are out of work.

Even our NJPF internship
program was trimmed to four
students this year because of the
economy. We were fortunate to
have placed all four students at
newspapers close to their homes
so they can save some money for
college.

Our 2009 interns were an-
nounced last month in this col-
umn and they are posted on the
NJPF website: www.njcolleg-
epress.org.

More students

There were 13.4% more un-
dergraduate journalism students
attending eight New Jersey jour-
nalism programs in 2007-2008,
compared with the year before.

Those eight schools awarded
22.7% more journalism degrees
in’07-’08 than the ’06-°07 school
year. If national figures hold
true for New Jersey’s graduates,
only four in 10 of the 2007 grads
landed jobs involving reporting,
writing or editing for the print
media.

It will be interesting to see
what the 2008 employment fig-
ures show and if journalism
enrollments this school year de-
clined because of the problems
facing our industry.

More than 3,800 undergradu-
ate students were enrolled in
eight journalism programs in
2007-2008, according to the na-
tional Association for Education
in Journalism and Mass Com-
munication. Also, 128 graduate
students were enrolled at four
schools.

Eight New Jersey colleges
awarded 983 bachelors degrees
and 74 master’s degrees in jour-

— Continues on Page 13

Rutgers Targum faces fee cut

Rutgers University President
Richard L. McCormick is con-
sidering a proposal that would
give students the option of hav-
ing $9.95 from their fees dis-
bursed to The Daily Targum each
semester.

The University Senate pro-
posed giving students a check-
box option on each semester’s
bill, similar to one already in
place for another campus orga-
nization, the New Jersey Pub-
lic Interest Research Group
(NJPIRG). The University Senate
includes university staff mem-
bers, students, and the Student
Assembly.

Students may now request a
refund of the fee that goes to the
Targum, but only 100-150 stu-
dents usually take that option.

The president of the Student
Assembly, Chris Keating, said
“students shouldn’t have to jump
through hoops to get their mon-
ey back” He added, though, that
the Targum should get mandato-
ry funding from the university.

Dan Bracaglia, the Targumss
editor-in-chief, told the Associ-

ated Press he fears that the check
box will reduce the funding
from student fees by about one-
third of the paper’s $1.25 million
budget.

In his petition opposing the
check-box proposal, Bracaglia
wrote, “The future of an inde-
pendent and daily campus news-
paper lies solely in the hands
of our president. Let him know
that you will not stand by and let
this change imperil the second-
oldest college newspaper in the
nation.

The Daily Targum has a cir-
culation of 17,000 on the New
Brunswick and Piscataway cam-
puses.

Last year The Montclarion, the
student newspaper at Montclair
State University, fought a similar
funding battle with the student
government, which received
student fees and then disbursed
them to the newspaper and oth-
er campus organizations.

The Montclarion successfully
appealed to the university presi-
dent, who upheld funding for
the newspaper.

What's ahead for NJPF

February 15 - Deadline for
the Bernard Kilgore Memorial
Scholarship. A high school
senior will be selected as the
New Jersey High School Jour-
nalist of the Year. Details and
application at www.njpress-
foundation.org.

February 15 - Deadline for
the Lloyd Burns Teacher in-
ternship. A high school jour-
nalism teacher will be selected
for a four-week summer in-
ternship at a New Jersey news-
paper. Details and application
at www.njpressfoundation.org.

March 2 - Deadline for the
2008-09 New Jersey College
Newspaper Contest. Details
at the NJCPA website: www.
njcollegepress.org.

March 13 - Deadline for
Montclair State University stu-
dents to apply for the Richard
Drukker Memorial Scholar-

ship. Details and application
form at www.njpressfounda-
tion.org/other.html#drukker.

April 2 - Quarterly meet-
ing of the NIE & Youth Read-
ership Committee, 10:30 am at
NJPA’s office.

April 18 - New Jersey
Collegiate Press Association
spring conference and awards
at the Trenton Marriott.

April 22 - Application
deadline for the Hugh N. Boyd
Journalism Diversity Work-
shop for high school students.
Application form at www.
journalismdiversity.org.

April 30 - Deadline for the
Isaac Roth Newspaper Carrier
Scholarship Program. Two
newspaper carriers will be se-
lected. Details and application
at  www.njpressfoundation.
org/roth.htmlwww.njpress-
foundation.org.

J-Student
Center

For websites that offer information about journalism
schools, careers and scholarships:

www.njpressfoundation.org
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Thank you!

to these businesses & organizations
for sponsoring InPrint.
To advertise here,

please contact Catherine Langley:
(609) 406-0600 x17 ¢ clangley@njpa.org

Horizon-&.9.

Horizon Blue Cross Blue Shield of New Jersey

Making Healthcare Works

Horizon Blue Cross Blue Shield
of New Jersey

Three Penn Plaza East PP-15V
Newark, NJ 07105-2200

Phone: 973-466-8755

Fax: 973-466-8762
thomas_rubino@horizonblue.com
www.horizonblue.com

Thomas W. Rubino, Esq.
Director
Public Affair

Stnce 1997

DELIVERY

Vst Puint It.. We'tl Detiver It/"
Fleet of 24-ft. Trucks & Cargo Vans

Joseph Paci, Owner
Warehouse & Offices:
215 State Route 10 E., Bldg. 3 #6, Randolph, NJ 07869
Phone: 973-659-3336 x 202 * Fax: 973-659-1166
Email: icapdelivery@icapdelivery.com
Jpaci@icapdelivery.com

Member

NJPA

Insurance Council of New Jersey
Magdalena Padilla, Esq.
President
' (609) 882-4884
mpadilla@jcnj

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

njea

New Jersey Education Association
180 West State Street

P.0. Box 1211

Trenton, NJ 08607-1211

Tel.: (609) 599-4561
Fax: (609) 392-6321

Media Relations:

Steve Wollmer Kathy Coulibaly Steve Baker Dawn Hiltner

John K. Tiene

Vice President, Strategic Business
Initiatives & Corporate Relations

tel: 908.696.5715
cell: 609.923.5280
fax: 888.652.8684
john.tiene@njsi.com

131 Morristown Road

PO Box 622

Basking Ridge, NJ 07920
Www.njsi.com

NJPA Associate Members

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

Horizon Blue Cross/

Blue Shield of New Jersey

3 Penn Plaza East, PP 15V
Newark, NJ 07105-2200

(973) 466-8755

Fax (973) 466-8762
www.HorizonBlue.com

Thomas Rubino
thomas_rubino@horizonblue.com

ICAP Delivery, Inc.

215 Route 10, Building 3, Suite 6
Randolph, NJ 07869

(973) 659-3336

Fax (973) 659-1166

Joseph Paci
jpaci@icapdelivery.com

Ingersoll-Rand Company
155 Chestnut Ridge Road
Montvale, NJ 07645

(201) 573-3120

Fax (201) 573-3172
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
WwWw.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

Robert Cole
bob@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 Association of
State Colleges and Universities
150 West State Street

Trenton, NJ 08608

(609) 989-1100

Fax (609) 989-7017
WWW.Njascu.org

Paul Shelly

prshelly@njascu.org

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

Check your company’s membership listing! it's on our website - www.njpa.org — Click on NJPA Members
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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

New Jersey Dental Association
1 Dental Plaza

North Brunswick, NJ 08902

(732) 821-9400

www.njda.org

Eric R. EImore

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
WWwWw.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

The New Town Press

421 Stone Meeting House Road
Woolwich Twp., NJ 08085-3609
(856) 467-3113

Fax (856) 467-3364
WwWw.newtownpress.com

Karen E. Viereck
editor@newtownpress.com

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

Reporte Hispano

42 Dorann Avenue

Princeton, NJ 08540

(609) 933-1400

Fax (609) 924-5392
www.reportehispano.com
Cara Marcano
caramarcano@reportehispano.
com

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@nijlegalink.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

Thank you!

to these businesses & organizations
for sponsoring InPrint.

To advertise here,

please contact Catherine Langley:
(609) 406-0600 x17 * clangley@njpa.org

INJHA

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 m CN—| = Princeton, N] 08543-0001

www.njha.com

WISE=S

WithumSmith+Brown
A Professional Corporation

Certified Public Accountants and Consultants

One Spring Street
New Brunswick, NJ 08901
Tel: 732.828.1614
www.withum.com

William R. Hagaman, Jr., CPA
James J. Decker, CPA
Partners

CCNJ

For information about New Jersey’s
largest manufacturing industry, call the:
Chemistry Council
of New Jersey
www.chemistrycouncilnj.org

150 West State Street
Trenton, NJ 08608

(609) 392-4241
fax (609) 392-4816

Send listing changes to Catherine Langley at clangley@njpa.org * Deadline: February 12

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.

SCORE offers

free columns

“The backbone of the
U.S. economy has always
been the small business
person. Getting started,
operating efficiently and
becoming profitable are
not always easy, said
Peter Fleischmann, NJ
SCORE outreach coordi-
nator.

SCORE is a non-profit
association dedicated to
educating entrepreneurs
and helping them start,
grow and succeed in
businesses nationwide.

NJ SCORE is offering
more than 75 business
articles to New Jersey
newspaper publishers for
reprint at no charge.

The columns average
less than 500 words and
cover a broad range of
business-related topics.

To download the arti-
cles from NJPAs website
go to www.njpa.org. Click
on the SCORE link.

For more information
can reach Fleischmann
at bpfczech@aol.com or
908-668-1865.

More j-students
at NJ colleges

Continues from Page 11
nalism/mass ~ commu-
nications in 2007-2008,
according to a report
released late last fall by
the Association for Edu-
cation in Journalism and
Mass Communication.

See the chart on Page
11 for the results of the
annual census of journal-
ism schools and depart-
ments.

Funding for the college
journalism study came
from organizations such
as the American Society
of Newspaper Editors,
Cox Newspapers, Gan-
nett, Hearst Corporation
and the Knight Founda-
tion.

Send InPrint
your news!

Please email us about
your new employees
and staff changes,
new products and
other big changes:
clangley@nijpa.org.
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Reporters: Pushy is okay in pursuit of information

My collars (mostly) are but-
toned-down. I have never owned
a car with power windows. I
like my newspapers papery and
messy and inky and crinkly. I
own a cell phone, but people
curse me because I almost never
turn it on.

My charming passive-ag-
gressive resistance to being hip
amuses denizens of the modern
newsroom.

But they are bewildered by my
devotion to such antiques as the
telephone book.

Arnie, a reporter, had several
sources for his story, but their
answers sounded so similar, I
said, “We need a dispassionate
observer. How about a university
professor?”

Arnie called one at his office
and got voice mail. It was past
quitting time.

I said, “Look up his home
number in the phone book”

The glare Arnie shot me could
not have been more incredu-
lous if I had said, “Assassinate a
dachshund?”

The name was listed, Arnie
called, the professor answered,
the story was finished.

Another reporter, Andrea,
told me that Marvin was the one
source crucial to her story.

But Marvin had informed her
that he had “a hell of a week”
coming up, and he wouldn’t have
time to talk.

I said, “Call Marvin anyway.
Tell him you too are having ‘a
hell of a week; and your week is
just as important as his””

Andrea didn’t want to, but she
called. Marvin told her he didn’t
have time to talk right then, but

he promised to call
her that night at her
home. He did.

Sally told me her
story needed Marga-
ret, who was out of
town.

I said, “Call Marga-
ret’s assistant, say how |/ /]|

. N

more times than Bill
has apologized to Hil-
lary.)

Second: They rely
on e-mails. A lot of
reporters use e-mail
to set up interviews.
Why should I e-mail
someone so that, later,

desperate you are, get
Margaret’s cell phone
number”

Sally didn’t want to do it; Mar-
garet was on vacation.

But Sally tried. The assistant
said no. Sally sent Margaret an
e-mail, but got no response. The
story had to wait until Margaret
returned.

We worry so much about
wrecking friendly relationships
with sources, we lose perspec-
tive. The only reason to have
such relationships is to get infor-
mation when we need it.

Being pushy is defensible be-
cause our sources hold all the
cards. First, they have the infor-
mation we need. Second, they
have excuses, some even true,
for not responding: in a meeting,
on vacation, at the gym, out to
lunch (or supper, or breakfast, or
midlife crisis), at a soccer game,
etc.

Common Mistakes

Thus, we have to exploit every
possible edge. Here are the com-
mon mistakes reporters make:

First: They call once, leave
a message, then wait. I won't
let two hours pass between my
calls, and when deadline is upon
me, I will call every couple of
minutes. (I always apologize for
being so pushy, of course. I've
probably apologized to sources

Jim Stasiowski
Writing Coach

I can call him or her?
Why not just call in
the first place?

Third: They don’t look for ways
around rejection. Let’s say I ur-
gently need to talk to Susan, the
source. I call her office, get her
voice mail. I call her four times
and no luck.

At that point, I'm going to call:
(1) her secretary or administra-
tive assistant; (2) anyone else
who works in Susan’s office; (3)
Susan’s boss.

Most people hate to lie. If I do
reach someone in a Susan’s office,
and Susan is avoiding me, then
the person I get hold of has to lie
to protect her. Very few people
lie willingly or comfortably.

Fourth: They call at the wrong
time. Many sources are heavy-
weights, and they arrive early
at their desks to get work done
before the daily cavalcade of cor-
porate ninnies makes demands
on their time.

Start calling those desks no
later than 7 a.m., and keep call-
ing regularly over the succeeding
two hours. After 9 a.m., the nin-
nies take over.

Fifth: They don't like to intrude
on sources’ personal time. Yeah,
I don't like to do that, either, but
in a pinch, I will.

Call people at home, call early,
call late. Most news is too im-

portant for us to worry about
whether we appear rude.

Sixth: They automatically
call public-relations specialists,
many of whom think that eva-
sion is mankind’s pinnacle of
achievement.

Reporters should be like
plumbers: If one path is blocked,
you route the pipe around the
blockage.

Seventh: They refuse to go see
a source in person. If Woodward
and Bernstein had done every-
thing by phone, they soon would
be accepting their 40-year pins,
plus early buyouts, from The
Washington Post.

The Final Word

Do not use the phrase “one fell
swoop” to describe just any swift
and comprehensive act. The ad-
jective “fell” means “of terrible
evil or ferocity”

Writing that the enemy de-
stroyed an army in “one fell
swoop” is OK, but don’t write
that the children picked the dai-
sies in “one fell swoop,” unless
the children were armed.

Jim Stasiowski, writing coach for the
Dolan Media Co., welcomes your
questions or comments. Call him at
775 354-2872 or write to 2499 Ivory
Ann Drive, Sparks, Nev. 89436.

outdated so quickly.

computer or to print.

ing agencies in the region.

Please reply by February 12

For 2009, in addition to our Membership Directory being on our
website, we will provide a PDF for you to download to your

Throughout the year, we will update the online directory as we
receive changes. The PDF version will be updated quarterly. Each
time we revise the PDF, we will send it to you and to all advertis-

We need your help getting off to a good start!

Please review your company’s information on our website:
www.njpa.org. Let us know whether your listing is correct, or
what changes need to be made. Contact Catherine Langley at
(609) 406-0600 ext. 17 or clangley@njpa.org.

NJPA's member directory goes online

New Jersey Press Association is changing with the times!

These days, most people use NJPA's online directory to search for
member information, especially since our printed directory becomes

NEWSPAPERS:

Protect
your
people

IT'S THE NEW LAW.

Newspaper employees working along
federal highways soon will be required
to wear a specific type of high-visibility
safety vest.

The new US Department of Transportation regulation, which went into effect
on Nov. 24, requires media representatives who work within the rights-of-way
of federal-aid highways to wear a specific type of high-visibility vest. This
applies to all newspaper employees — not just reporters and photographers.

The required garment is an ANSI Class II-2004-107 safety vest. NJPA is
offering them for sale at cost. For sizes Medium, Large and XLarge, the price
is $16 plus sales tax and shipping. For size XXLarge, the price is $18 plus
sales tax and shipping. Larger sizes are available by special order.

High Visibility Safety Vests
Please order____ vests for our staff at $16 each; $18 for XXL.  Vests $
Number of each size: M L XL XXL

Larger vests available by special order at $17 each
Add New Jersey Sales Tax of 7%. SalesTax $
[[] Please ship to the address below. The cost is $2 per vest. Shipping $
[J We will pick up the vests at NJPA’s office - No charge.

Total $

Contact Person
Newspaper/Company
Mailing Address
Town State Zip
Phone Email

Payment Options (check one)

Credit Card #

[J visa [] Mastercard [] American Express [ ] Check Enclosed

Name of Cardholder

CVV Code* Exp. Date

Billing Address

Town

State Zip

NJPA

*Card Verification Value Code: For Visa and Mastercard, the 3-digit number on the back of the card.
For American Express, the 4-digit number on the front of the card.

Return this form to New Jersey Press Association
840 Bear Tavern Road, Suite 305
West Trenton, NJ 08628-1019

Questions? Contact Peggy Stephan, NJPA member services manager
(609) 406-0600 ext. 14 * pastephan@njpa.org.

Fax: (609) 406-0300
Email: pastephan@njpa.org
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Classified Ads!

* 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.

Advertising

Advertising Media Specialist

Great opportunity to join the
media buying team at the New
Jersey Newspaper Network,
the well-respected advertising
service of the New Jersey Press
Association.

Are you an organized individual?
Do you enjoy the satisfaction of
helping customers? Does a team
atmosphere inspire you? Do
you have 1-3 years newspaper
planning, buying or advertising
sales experience, PC proficiency,
math aptitude and superb
communication skills? If so, this
position is for you!

Benefits include healthcare and
401 (k). Office located directly
off 1-95 in West Trenton. Email
resume with salary requirements
to aclear@njpa.org or fax to
(609) 406-0399.

Account Executives
Exciting New Opportunities
at The Times.

The Times has several new
openings and is seeking
experienced Sales Professionals
to sell and service advertising
customers in our local markets.

Qualified candidates will have
some sales experience, confidence
in your sales ability, a proven track
record of sales successes, and
internet proficiency.

Earn a competitive base salary
plus commissions. Company
provides medical, prescription,
vision and life insurance package.
We offer defined benefit pension
plan plus a 401(k) retirement plan
with a company match.

All Account Executive positions
require a valid driver’s license.

Pre-employment physical with
drug and alcohol screen required.

For immediate consideration,
forward your resume and daytime
phone number to:

Charles McKane at

cmckane@njtimes.com

or fax 609-396-5644

No phone calls please.

The Times is an Equal Opportunity
Employer.

E-022809
Advertising Sales

City Kidz World, www.
citykidzworld.com — a new
quarterly family magazine zoned
throughout New Jersey (Middlesex,
Mercer, Union, and Somerset)
with a national and international
web presence — is building an

independent advertising sales
team. The salary is based on
commission — weekly bonuses
available when you meet or exceed
sales goals.

If you are looking for a flexible,
independent position that

involves selling to family oriented
businesses — locally, regionally,
and nationally — you will find that
this is an exciting and rewarding
position. Get on board with a
growing company!

Please send your resume and
cover letter to info@citykidzworld.
com. For more information please
call 732-422-0829. Position starts
immediately. £-02809

Advertising Account
Executive

Discover an exciting and fulfilling
career with The Princeton Packet,
Inc., New Jersey's most established
weekly newspaper with ties dating
back to 1786 which today serves
portions of Mercer, Somerset and
Middlesex counties.

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.

We reward our sales force with
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. Good computer skills
required.

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

Send resume, including salary
requirements to:

The Princeton Packet, Inc.

Attn: Advertising Director

PO Box 350

Princeton, NJ 08542

Fax: (609) 921-2714

Email: addirector@pacpub.com.

For more information on The
Princeton Packet, Inc. visit www.
packetonline.com £-022809

INPrint

CLASSIFIED AD
DEADLINE

20™ of the month
prior to publication

Junior Account Executive/
Sales Assistant

Packet Publications is seeking
a Junior Account Executive/Sales
Assistant. If you are customer-
focused and interested in gaining
the knowledge necessary to begin
your career in advertising sales, this
is the job for you.

Based in our Princeton office,
this full time position (M-F,

8:30 am - 5:00 pm) requires a
motivated self-starter to handle
incoming phone calls from existing
and potential advertisers. Other
responsibilities include assisting
sales representatives with ad
processing, directing customers and
resolving issues.

Must be organized, detail- and
deadline-oriented. Will travel to
our offices in Dayton, Hillsborough,
Allentown and Hopewell. Office
experience, including telephones
and basic knowledge of MS Word
and Excel, required. Must have a
valid driver’s license and car. EOE.

Send resume, including salary
requirements to:

The Princeton Packet, Inc.

Attn: Advertising Director

PO Box 350

Princeton, NJ 08542

Fax: (609) 921-2714

Email: addirector@pacpub.com

E-022809

FROM INK ON PAPER
TO THE INTERNET

Winner of the Society of Professional
Journalists’ 2008 Sigma Delfa Chi
national award for journalism research.
The judges called it “a wellresearched
book .. in which the larger and more
complex issue of the relationship
between the media and the Internet
is revealed. ... an obvious labor of
love, the research is thorough and
well-executed. A must-have for every
journalist’s reading wishist.”

By retired Rutgers journalism professsor
Jerome Aumente.

$34.95 hardcover.
$17.95 paperback.

To order, go to www.njpa.org and dlick
on 150th Anniversary Book.

Ad Sales Rep/Manager
Digital Multi-Media Services,
www.digitalsigns.biz, a leader in
the digital signage business, seeks
an experienced advertising sales
rep/manager to develop and lead
our advertising division. Digital
signage knowledge a plus but
print/electronic media experience
will transfer well. Ad agency
contacts, familiarity with central/
southern NJ and knowledge
of Fitness/Health/Medical
industries an added plus. Submit
resume including compensation
requirements to Jon Laevey, VP
Sales, DMS, at jon@digitaIsignEséiazigz09

Develop your career.

Advertise your skills in InPrint and on
our website. Call (609) 406-0600
x17 or email clangley@nijpa.org.

Work Wanted

Editor/Reporter

Longtime editor looking for
a reporter or editor’s position
in general, business or medical
publication in north Jersey, central
Jersey or New York City.

Have more than a decade’s

experience in copy editing,
reporting, managing, and
pagination that includes
background in QuarkXPress and
Photoshop.

Contact Ed Kensik at edkensik@
yahoo.com.

NEWSPAPERS
DELIVER
NEW JERSEY

NJPA’s valuable market study

Available as a PDF or printed booklet.
For copies, call or email

NJNN Marketing/Research Manager Brian Critchley

(609) 406-0600 ext.18 « beritchley@nijpa.org

Sell your advertisers statewide ads.
Your staff can sell business card-size ads in
120 New Jersey newspapers that

reach more than 1.5 million readers

for just $1,250 — about $10 per publication.
Your company earns $625.00 per ad.
For more details, contact Diane Trent at NJPA:
(609) 406-0600 ext 24  dtrent@nijpa.org

I\Iew .lersey 2x2 Display Ad Network

Feel Like You’re In A

Race
Agai
Tim

If so, then you need

Metro ADS On Demand”

Your Money Making Source For On-Call Ad Creation for Print and Web!

ready the next morning?

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

With Metro ADS On Demand, all
that is possible. When your creative
department is overloaded and your

sales staff, more than ever,
numerous spec ads to present to
new prospects for print and Web,
Metro ADS On Demand is here to
help. This unique service gives you the
extra hands and the help you need to
keep your work flowing smoothly and
your ad sales in full swing.

needs

So when you feel like you are

in a race

I MCTD

against time, look to

Metro ADS On Demand to give you
the extra hands and help you need.

Win the race against time, and more sales,
with Metro ADS On Demand. Call 800.223.7600 today!

Metro Creative Graphics, Inc., 519 Eighth Avenue, New York, NY 10018; E-mail: bethany@metro-email.com

E-022809




