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Government Affairs 
Committee Meeting 
Tuesday, January 20 
11 am 
teleconference

NJPA Board of 
Directors Meeting
Thursday, January 22 
10 am – 12 noon 
NJPA Conference Room 

NJ PRess Foundation 
Trustees Meeting
Thursday, January 22 
12 noon – 2 pm 
NJPA Conference Room

Press Night
Editorial & Photography  
Awards Banquet 
Thursday, April 2 
5 pm 
Trenton Marriott

Spring Banquet
Advertising & Circulation 
Awards Dinner 
Friday, April 17 
6 pm 
Princeton Marriott

NIE & Youth 

Readership 

  What legal liabilities may be 
lurking in your website?

How can a website audit help 
prevent problems?

Find out through an impor-
tant NJPA webinar scheduled 
Thursday, March 26 at 10 a.m. 
It will be presented by Fred D. 
Zemel and Thomas J. Cafferty, 
partners in the law firm Scarinci 
& Hollenbeck, of Lyndhurst, an 
associate member of NJPA.

What sort of legal liabilities 
does a website carry? Let’s let 
one of our presenters explain. 
The following is paraphrased 
from an article by Mr. Zemel. 
His full text, with much more 
detail, is available at www.njle-
galink.com. Look for the News 
and Publications section, and 
click on Legal Update.

*     *     *
Websites help businesses in-

crease revenue by expanding 
visibility in the marketplace. To 
do so, owners devote much time, 
effort and expense to their sites’ 
look, feel and functionality. But 
they often forget that their web-
sites are a source of potential 
liability, and many firms fail to 
review them with this in mind.

A website audit is an expert 
review that targets potential le-
gal problems and suggests rem-
edies.

Consider that your website is 
accessible to countless individu-
als via the World Wide Web. You 
have no control over who views 
it, whether they will be dam-
aged as a result of relying on its 
content, or as a result of viruses 
passed along, or whether they 
will sue you as a result. In an era 
when jury verdicts may carry 
lottery-like damages, under-
standing, evaluating and prop-
erly addressing the risks carried 
by your website are critical. And 
since such an audit is relatively 
inexpensive, the cost/benefit 
analysis leans strongly in favor 
of having one performed.

Some of the issues reviewed 
and analyzed in the typical audit 
of a website:

•	 �Website Terms of Use
•	 �Privacy Policy
•	 �Infringement of Third Party 

Rights
•	 �Protection of Site Owner’s 

Intellectual Property Rights
•	 �Review of Contracts for Site 

Design and Operation
Deficiencies in any of these 

areas could be a source of sig-
nificant liability to website own-
ers. A careful audit can identify 
where owners are at risk of liabil-
ity to end-users and determine 
what remedial action they may 

2009’s First webinar

Website liabilities: 
what to look for, do

Father Obie: The staff 
of The West Essex Tribune 
dressed “Obie” as an old 
time Santa for the holidays. 
This trophy is presented each 
year at NJPA’s advertising 
awards banquet to the table 
that creates the best center-
piece, using the materials 
provided. During its year at 
the Tribune, Obie has been 
decked out appropriately for 
every holiday.

Joy in Giving: NJPA’s employees show off their holiday spirit, 
holding gifts for a local family in need. Staff contributions were 
used to purchase the clothing and toys. Joining staffers at a festive 
gift wrapping party at NJPA are Diane Trent’s children, Christina and 
James. Also attending are NJPA’s former Communications Manager 
Missy Flynn and her partner Brian Wong, below with Jane Hart-
sough, NJPA’s accounting coordinator. This was Missy’s first time 
back in the office since being stricken by a brain aneurism three 
years ago. She enjoyed seeing old friends and was surprised to 
receive gifts from them. 

By Shirley J. Sasor
I find that with every paycheck, it gets 

more difficult to continue contributing a 
percentage of my salary to a 401(k) plan. I 
need the money now. In addition to monthly 
bills, we have medical expenses, a basement 
that floods whenever it rains, an aging car 
and a daughter in medical school. It didn’t 
help to open my year-end financial summary 
and learn that despite my faithful investing, 
the value of the plan is 38% less than it was a 
year ago. That hurts! 

But the truth is, investing for the future is 
not an option. It must be done.

NIE programs fall into the same category. 

The temptation is to abandon them when 
money is needed elsewhere, but that’s not a 
wise choice. Although there’s not going to be 
an immediate bottom-line profit, investing 
in tomorrow’s readers is critical. 

Here’s another way to look at it. Driving 
in to work this morning, I listened as politi-
cal analysts discussed the challenges Barack 
Obama will face as president. There’s the im-
mediate problem of stimulating the economy 
and the challenge of developing new sources 
of energy for the future. One will have im-
mediate benefits, the other is critical to the 
future. They’re equally important.

Similarly, we should value our NIE pro-

grams. They’re critical to our industry’s fu-
ture. NIE programs develop readers who 
value the information newspapers provide. 

Not all NIE programs need to look alike 
or follow a model that may no longer work 
in today’s economy. There are many ways to 
attract young readers. 

Publish kids
At the Hunterdon County Democrat, 

our NIE program includes publishing kids 
— giving them a page of their own in the 
newspaper. We don’t purchase or distribute 
curriculum guides; that’s not our expertise. 
We publish kids! We don’t rewrite the news 

Invest in the future: Kids who write for paper, read it

— Continues on Page 4

— Continues on Page 14
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This is the time of the year when our 
member publishers receive their an-
nual dues statements from NJPA. I am 
proud to say this is the 14th consecu-
tive year that our members will enjoy 
no increase in their annual dues. Ac-
tually, since the board discontinued a 
15% surcharge that traditionally was 
added to their dues for lobbying ex-
penses, our newspaper members are 
now paying less than they did in 1995.

When I arrived at NJPA in 1991, dues 
revenue was 78% of our entire revenue 
budget. Today, dues revenue accounts 
for less than 10% of our budget. I am 
very proud of this achievement, espe-
cially in these rocky economic times.

These amazing accomplishments 
are possible because of our success-
ful advertising programs — the New 
Jersey Newspaper Network (NJNN), 
our Statewide Classified Ad Network 
(SCAN) and the 2x2 display ad pro-
gram. They have generated sufficient 
revenue to your association that we’ve 
been able to freeze dues for the last 14 
years.

As part of your membership, NJPA 
provides many valuable services. I 
am using this month’s column to pro-
vide you with a reminder of the broad 
range of services that are available by 
simply calling or e-mailing us.

Information Center
NJPA staff members answer ques-

tions daily for member newspapers 
and associates, ranging from public 
notice advertising rates to state laws 
that govern publications. We maintain 
current information on press issues 
and will research unusual queries. 
Our NJPA website — www.njpa.org 
— is fast becoming the most used tool 
in our arsenal. It receives thousands 
of visits from members and the public 
alike.

Legislative Monitor
One of the most important func-

tions of NJPA and its Government Af-
fairs Committee is to monitor the ac-
tivities of the New Jersey Legislature. 
Staff and committee members meet 
with lawmakers, testify on proposed 
measures, issue position papers and 
seek sponsors to introduce bills that 
will benefit the newspaper industry. 

Publications
InPrint, NJPA’s monthly newspaper, 

features industry news and personali-

ties, current issues and NJPA activi-
ties, and help wanted ads. 

NJPA also publishes a weekly e-mail 
bulletin, “NJPA Notes,” that goes be-
yond just what is happening in New 
Jersey newspapers. It includes na-
tional, even international, news and 
research about other media.

Reference Manuals & Guides
We currently offer two reference 

manuals to members. The Publication 
Laws of New Jersey and The Report-
er’s Handbook on Press Law and the 
Courts are both popular and updated 
regularly. We also publish a long list of 
brochures and guides outlining vari-
ous services available from NJPA.

Seminars & Webinars
NJPA conducts more than 20 full-

and half-day seminars and webinars 
during the course of the year, cover-
ing virtually all areas of newspaper-
ing including photography, editorial, 
advertising, circulation and manage-
ment. In the fall, our Annual Meeting 
features speakers on timely topics of 
interest to all departments.

Speakers Bureau
NJPA staff members regularly 

speak to civic groups and associations 
throughout the state about the New 
Jersey newspaper industry. NJPA also 
serves as a resource for our members 
when they need speakers for organiza-
tional meetings or staff training. 

Better Newspaper Contest
NJPA sponsors the annual Better 

Newspaper Contest. Member news-
papers compete for awards in news, 
advertising, photography, circulation 
promotion and now online website 
categories. The contest is judged by 

out-of-state newspaper professionals 
and awards are presented at banquets 
in the spring.

Internship/Scholarship Program
The New Jersey Press Foundation 

administers a fund that provides thou-
sands of dollars each year for journal-
ism training. NJPF sponsors a broad 
range of programs and awards aimed 
at students interested in newspaper 
careers. One of these, the Internship/
Scholarship program, provides paid 
summer internships to New Jersey 
journalism students at NJPA-member 
newspapers. Upon successful comple-
tion of their internships, the students 
receive grants toward their next aca-
demic year.

Job Bank Coordinator
NJPA maintains a file of résumés 

from applicants who are seeking news-
paper employment. The staff regu-
larly provides members with potential 
candidates through our monthly and 
weekly publications or by specific re-
quest. We do not screen applications.

New Jersey Newspaper Network
Inaugurated in 1991, NJNN’s cus-

tomer service and marketing initiative 
is an important resource for ad agen-
cies and/or accounts wishing to place 
advertisements in any combination of 
NJPA-member newspapers — with 
the convenience of one order, one bill 
and one check. Each year, NJNN plac-
es millions of dollars of advertising in 
member papers. In 2008, NJNN added 
a web ad placement component.

Statewide Market &  
Readership Research

NJPA regularly commissions state-
wide surveys of the buying and read-
ing habits of New Jersey residents. The 
published results have been invaluable 
aids to the ad sales efforts of newspa-
per members and to NJNN.

Statewide Classified  
Advertising Network

SCAN enables advertisers to reach 
more than 1.5 million readers in over 
120 daily and weekly member news-
papers, all for for one low price. NJPA 
processes the ads and sends them to 
participating newspapers, which share 
in year-end rebates through dues re-
ductions.

2x2 Network
Like the successful SCAN program, 

As I see it...

John J. O‘Brien
Executive Director

New Jersey Press Association

Getting your money’s worth?

— Continues on Page 6
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Check your newspaper’s 2009 directory listing!
It’s on our website – www.njpa.org – under NJPA Members
Send changes to Catherine Langley: (609) 406-0600 x17 • clangley@njpa.org.

People & Papers

The Associated Press has 
named Andrew Fraser as its New 
Jersey interim bureau chief. 

He comes to New Jersey from 
Philadelphia, where he worked 
as an AP assistant bureau chief 
since April 2006. Prior to that, 
whe was an AP news editor in 
Miami, Fla. 

Before rejoining the AP in 
Miami, he was deputy national 
editor and deputy money and in-
vesting editor for The Wall Street 
Journal Online. 

He joined the AP for the first 
time in 1986 as an intern in New 
York. He then worked for the 
Times Herald-Record in Middle-
town, NY, and for the AP as a 
newsman in Hartford, Conn., 
and as a reporter and editor for 
the AP’s business news depart-
ment in New York. 

His duties in Trenton began in 
November, when former Bureau 
Chief Ric Brack left AP to work 
for another company. Additional 
information was not available.

AP names Fraser its interim 
bureau chief for New Jersey

NJPA’s newest member is the 
Elmer Times, a Salem County 
weekly newspaper serving Elmer 
Borough, Pittsgrove Township 
and Upper Pittsgrove Township.

But the Times is no newcomer 
to the industry. Since its first is-
sue, published in 1885, four gen-
erations of the Foster family have 
owned the paper.

The Times even predates the 
borough, which was not incor-
porated until 1893. At that time, 
the paper’s owner and editor, 
Samuel P. Foster, was a driving 
force promoting incorporation.

Serving a farming community, 
the town grew up straddling the 
boundary between Pittsgrove 
and Upper Pittsgrove townships. 
Voters on either side of the rail-

road which ran through Elmer 
voted in different municipali-
ties.

Today, bucking the trend to-
ward narrower web widths, 
the Times is a real broadsheet 
— eight columns measuring 15 
inches wide. 

Published on Thurdays, the 
Times carries very local news 
and advertising, and is the legal 
newspaper for Elmer and Upper 
Pittsgrove.

About 1,320 copies are sold 
each week through mailed sub-
scriptions and newsstand sales. 

Its slogan, printed on the front 
page, states “Everybody in the 
Family Reads the Elmer Times.”

Mark Foster is publisher and 
Preston Foster III is editor.

Newest member of NJPA 
has deep community roots

dÉJÀ VU: From its earliest days, the Elmer Times, like many news-
papers, used job printing to supplement its revenue. But unlike 
many papers, the company continues this tradition, today offering 
digital, offset and letterpress printing — albeit in a more modern 
facility than the one in this old picture.

The current slump in classified 
advertising revenue — automo-
tive and real estate ads especial-
ly — has caused the Hunterdon 
County Democrat newspaper and 
its parent company to cut costs 
and staff.

Among those let go on Dec. 5 
were Jay Langley, the Democrat’s 
long-time executive editor, and 
Peg Gerke, the controller for NJN 
Publishing, the Democrat’s parent 
company.

They were among 25 layoffs of 
full- and part-time employees at 

the company’s four weekly pa-
pers. Remaining are 117 employ-
ees, including all the Democrat’s 
other editors, reporters, photog-
raphers, etc.

The announcements were 
made on Jan. 5 by NJN Publisher 
Joe Gioioso. He expressed sad-
ness in announcing these and 
other economies.

“Nobody likes the situation, but 
this company must live within its 
means,” he said. “To do that, we 
must take steps like these.”

Other advertising categories are 
doing pretty well, he said, but the 
national problems with real es-
tate, automotive and help-wanted 
ads are being reflected locally.

Rick Epstein, the Democrat’s 
managing editor since 1995 and 
a former editor of the Delaware 
Valley News, will oversee the 
Democrat’s news operations.

Ms. Gerke has been with the 
company for two decades, having 
been recruited by former editor 
Ed Mack during his stint as gen-
eral manager of the Democrat. A 
former resident of Lambertville, 
she lives in Pennington.

The company is combining 
many of its bookkeeping and fi-
nancial reporting functions with 
other publications in the Advance 
chain, including the Express-
Times of Easton, whose staff will 
oversee those duties. 

Mr. Langley, of Raritan Town-
ship, was recruited by Mr. Mack 
in 1970. Over the years he quit 
once and was “let go” once, as he 
rose through various roles and 
responsibilities in the editorial 
department.

“Better make that ‘let go’ 
twice,” he said. “We want to be 
accurate.”

NJN Publishing lays off 25 employees

Obituary

Robert M. Jelenic, the former 
chairman and chief executive 
officer of Journal Register Co., 
died on December 3. He was 58.

Jelenic died after a three-year 
bout with cancer, Bill Higgin-
son, a senior vice president at 
the company, told The Associ-
ated Press.

He spent more than three de-
cades in the newspaper business 
and was considered the driving 
force at the Yardley, Pa.-based 

company for 20 years before re-
signing in November 2007.

“My 32 years in the newspaper 
industry have been extremely 
gratifying and rewarding,” Jele-
nic said at the time of his resig-
nation. 

He grew up in Sudbury, On-
tario, and graduated from Lau-
rentian University in Ontario. 

Jelenic is survived by his wife 
Joy, son Lee and daughter Laine.

Jelenic, former JR chair, CEONorth Jersey Media Group 
launched its newly redesigned 
user-focused website in Decem-
ber. NorthJersey.com has under-
gone a significant makeover, in-
cluding an improved user inter-
face, enhanced video and photo 
display and more content from 
The Record, Herald News and 
various community newspapers. 

Previously The Record and 
Herald News operated indepen-
dent websites. This redesign 
has consolidated the content 
from both these daily papers on 
NorthJersey.com. 

In early 2009, content from 
the company’s community 
newspapers will also be available 
on the site, further expanding 

the depth of NorthJersey.com’s 
local coverage. NorthJersey.com 
has become the region’s largest 
news-gathering operation. 

Mike Ciullo, Vice President 
of Interactive Media, explained 
that NJMG had conducted an in-
depth analysis of how NorthJer-
sey.com’s existing audience was 
utilizing the site and then devel-
oped better methods for naviga-
tion and information display. 

“NorthJersey.com will display 
more content and make it easier 
for users to find what they want,” 
Ciullo said. “Regrouping naviga-
tion and streamlining media on 
the home page provides a stron-
ger visual presentation and ease 
of use.”

NJMG launches redesigned website

“This economy is in the tank. 
There is no smiley face on this 
economy,” said Express-Times 
president and publisher Martin 
K. Till on Jan. 5.

He made these comments as 
part of his announcement that 
the company will offer voluntary 
buyouts to full-time employees. 

Employees have until Feb. 
19 to apply for the offer, which 
amounts to a minimum of six 
months’ salary and a maximum 
of one year, based on service. 
Health insurance is covered dur-
ing that span. 

The newspaper will contin-
ue to honor a no-layoff policy, 
meaning workers can’t be termi-
nated because of changes in the 
economy or technology. 

Express-Times 
offers voluntary 
buyouts to staff
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Notwithstanding the current economy and its uncertain 
outlook, the foundation is moving ahead with determina-
tion as 2009 begins.

On the program front, Tom Engleman outlines our plan 
for 2009 in his column on Page 11. Two of our major pro-
gram priorities are building upon the recent success of 
NJPF’s statewide coordination of the 2008 Student/Parent 
Mock Election program, and leading the active develop-
ment and operation of the NJ Collegiate Press Association. 
This is in addition to continuing of our long-time scholar-
ship, internship, and NIE efforts.

Major gift received
The foundation received a major gift in December from 

Margaret Velden. She made this gift in loving memory of 
her father, Lloyd P. Burns, NJPA’s distinguished executive 
director from 1950-1976. 

This gift is designated to NJPF’s annual four-week paid 
newsroom internship awarded to a scholastic newspaper 
advisor, who is selected through a competitive process. 
This internship now will be called the Lloyd P. Burns 
Teachers at Newspapers Program. 

The award includes a $500 per week stipend for the four-
week internship. Ms. Velden herself is a retired New Jersey 
school teacher. 

She will be attending the NJPF Board of Trustees meet-
ing on January 22 at NJPA’s office for a formal presentation 
and to meet the trustees.

Donor thanks
Thanks to all who contributed to the foundation in 2008. 

A complete list of donors will be published in the February 
edition of InPrint. It also will be posted on our website and 
in the NJPA Conference Room during 2009.

New Jersey  
Press Foundation
George White
Foundation Director
New Jersey Press Association

Good start in 2009

Make 
Money
Publishers who participate 
in NJPA’s 2x2 and Statewide 
Classified networks know 
that these two programs 
create revenue for their 
papers, as well as for NJPA.
Last year, the networks 
generated roughly $970,000 
— and participating papers 
enjoyed a significant share of 
the revenue.

Earn additional 
revenue by selling ads 
into the networks.
for example: You can 
earn up to $625 on each 
2x2 ad sold into New Jersey 
newspapers You earn even 
more if multiple states are 
added to the buy. This can 
amount to real money in 
this challenging economy. 
Think of the possibilities! 
Do you have an advertiser 
looking to branch out 
from your market without 
breaking its ad budget?  

Think about statewide 
classifieds, too. Do any of 
your advertisers have Jersey 
Shore rental properties and 
need tenants? 

Be the hero!
Use these valuable,  
low-cost marketing tools  
to benefit your advertisers.

Call SCAN/2x2 Networks 
Manager Diane Trent at (609) 
406-0600, ext. 24, for more 
information. Or, call NJNN 
Director Amy Lear at ext. 
15 to schedule a motivating 
presentation for your staff.

in simplified terms or reproduce syndicated car-
toons or word puzzles on these pages; we publish 
local kids’ opinions on everything from preserving 
farmland to surviving divorce to selecting a fam-
ily pet. We’ve been doing this with success for 15 
years. Our earliest contributors are now college 
graduates.

What kids write
Our philosophy is simple. We believe that if you 

give children a voice, they will be honest, insightful 
and amazingly responsible with that voice. Chil-
dren of all ages have valid opinions, and we have 
learned how to listen to them and share their opin-
ions with the community. Sometimes their reflec-
tions are soul-searching and personal, other times 
analytical or critical, and frequently, they’re fun 
and entertaining. 

One time we printed their responses to the ques-
tion: Why can’t adults can’t be kids again? 

Adults can’t be kids because ... 
•	 �They don’t keep their money in piggy banks. 
•	 �They use an umbrella when it rains.
•	 �They watch CNN instead of the Cartoon Net-

work.
•	 �They’d rather go to sleep at night than stay up 

late.
•	 �Adults count calories.
•	 �They don’t ask to pick from the treasure chest 

when they go to the doctor.
•	 �You can read their handwriting.
•	 �They don’t challenge friends to burping con-

tests.
•	 �They don’t like to color with crayons.
•	 �They’d never survive the school day without 

padded seats and a coffee break.
•	 �They don’t like peanut butter and jelly sand-

wiches anymore. 
•	 �They wear corny sneakers. 
Kids are very astute observers of their world. 

Their thoughts are refreshing and unpretentious, 
which makes for enjoyable reading for audiences 
of all ages. 

Any parent can attest to the accuracy of these re-
sponses, when kids told us they knew exactly how 
to annoy their parents over Christmas break: 

•	 �Chase your younger brother with your new 
remote-controlled car.

•	 �Sing “Jingle bells, Santa smells ...” over and 
over again.

•	 �Remind your mom about her diet when she’s 
about to take a bite of Aunt Sophie’s fudge.

•	 �Crack your knuckles.
•	 �Pour a glass of milk and leave the milk carton 

out on the counter. 
•	 �Complain that Santa didn’t bring you what 

you wanted. 
•	 �Tell your mom you accidentally put a hole in 

the new sweater Grandma knit.
•	 �Talk like the characters from your favorite car-

toon show. 
•	 �Repeat, “I’m bored!” and ask to go to the mall 

every ten minutes.
•	 �Complain that you’re starving.
•	 �Tell your mom you have to go to the bathroom 

after she spent the last twenty minutes bun-
dling you up to go outside. 

•	 �Flush the toilet while Dad’s in the shower. 
And you don’t think your kids have your num-

ber? Think again! 
When we publish students, we always include 

their first and last name, school, and grade. This 
is critical to the success of our pages for many rea-
sons. 

The opportunity to publish one’s work for others 
to see has a special appeal and provides kids with 
an incentive to write, even those who don’t con-
sider themselves to be writers. Teachers find this 
helpful and motivating. 

•	 �Students take pride in seeing their name in 
print and enjoy a sense of accomplishment.

•	 �Kids will write with purpose and passion when 
they know that others, including peers, will 
read what they have to say. Publishing gives 
worth to their words and a forum for their 
voices.

•	 �Publishing makes the reading-writing con-
nection real. It engages students in the writing 
process and the communication of meaning 
to a wider audience. They begin to understand 
that their ideas are valued and the ideas of 
others are worth considering, too. 

•	 �Young authors respond enthusiastically to 
other young authors. Sharing and responding 
to newspaper articles by peers helps students 
develop a reader perspective on their writ-
ing. They learn to recognize good qualities in 
a piece and how to ask meaningful questions 
about content and source.

Sells newspapers 
Oh, and did I mention that it sells newspapers? 

Kids, parents and teachers race to the Kids Pages 
each week to see who got published. I’ve been told 
by local frame shops that I contribute substantially 
to their business; every week parents and grand-
parents bring in Kids Page articles for framing. 

I encourage all publishers, editors and NIE coor-
dinators to be creative with their NIE programs. 

At the Democrat, we’ve found that what works for 
us is true to our journalistic roots: Kids read our 
newspaper because we publish what they have to 
say on issues and subjects that matter to them. Our 
pages encourage children to read their own work 
as well as that of peers and to write for a “real audi-
ence” who will agree or disagree with their thoughts, 
applaud their efforts, and learn from their ideas. 

Never underestimate what children are capable 
of. 
— �Shirley J. Sasor has been the NIE and Kids Page 

Coordinator at the Hunterdon County Democrat 
since 1993.

Kids writings astute, funny, sell papers
Continues from Page 1
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Reporte Hispano newspaper 
will host its monthly business 
card exchange on Jan. 20 at the 
Trenton Marriott at Lafayette 
Yard.

This free networking event 
brings together Latino commu-
nity leaders, business owners 
and others who are interested in 
the Hispanic market in Trenton 
and central New Jersey. 

It is open to the public and 
members of NJPA are welcome 
to attend.

The event runs from 5 to 7:30 
p.m. Light refreshments will be 
served and there will be a cash 
bar.

The next monthly get-together 
will be on Feb. 17, and thereafter 
on the third Tuesday of every 
month.

Reporte Hispano is an NJPA 
Associate Member. The com-
pany publishes a biweekly news-
paper and website that serves 
central and northern New Jer-
sey. The paper is distributed in 
Mercer, Middlesex, Monmouth, 
Somerset, Hunterdon, Union 
and Ocean counties.

For more information, con-
tact  Publisher Cara Marcano at 
609-933-1400 or caramarcano@
reportehispan.com.

Reporte Hispano hosts 
monthly get-togethers

Most of us are familiar with the phrase, 
“It’s all about me.” In a world of exces-
sive greed and overindulgence, lots of “all 
about me” people grew accustomed to liv-
ing in luxury. Even now, in this challenging 
economy, as industries suffer from massive 
budget deficits and beg for government 
bailouts, reports of “all about me” perks and 
allowances continue.

Not alone in the struggle, the newspaper 
industry scrambles to curtail the staggering 
loss of classified revenue while major retail-
ers are closing their doors and national ad 
budgets are shrinking.

Amid all this turmoil, NJNN Media Ser-
vices Manager Christina Baker and I had 
the pleasure of meeting for a year-end 
lunch with Frank and Caron Sonnenberg, 
agency representatives for one of our top 
financial advertisers. After sharing warm 
stories about family and holiday traditions, 
we thanked our guests for trusting their 
planning and placement needs to NJNN.

As the conversation turned to business, I 
was reminded of the simple principles that 
the Sonnenberg agency folks acknowledged, 
the reasons we have earned their respect. 
We pay attention to details. We are acces-
sible, accurate and prompt — and most of 
all, we care about their business and that of 

their client. (Special thanks to Christina!)
As we continued to talk about newspa-

pers and newspaper sales executives, we 
heard comments about those who simply 
present their rate card, or the latest special 
section, or this week’s deal, or “our policy” 
that prohibits them from accommodating a 
client’s request.

We also heard praise for those who “get 
it.” As Frank put it, “If you know what we’re 
trying to achieve with our business, I’ll talk 
to you anytime.”

In other words, we are in this together. It’s 
all about US! Newspapers have the means 
— now more than ever — to reach poten-
tial new customers with a growing variety 
of products and services. When we under-
stand our clients’ needs and work together 
to create custom programs that meet those 
needs, we all win.

The message is clear.
It’s easy to get caught up in our own inter-

nal struggles, whether in the office or in life. 
As we look ahead at a fresh new year, let’s 
adopt the “all about us” approach of work-
ing together for a greater cause. We look 
forward to visiting newspaper ad staffs in 
the coming months to focus on just that!

All the very best for a bright year ahead 
and thank you for your support!

NJNN Update
Amy Lear
Director
New Jersey Newspaper Network

It’s about US!

“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 Fleis-
chmann, NJ SCORE outreach 
coordinator.  

SCORE is a non-profit as-
sociation dedicated to educat-
ing entrepreneurs and helping 
the formation, growth and suc-
cess of small businesses nation-
wide. SCORE, which calls itself 
“Counselors to America’s Small 
Business,” is a resource partner 
with the U.S. Small Business Ad-
ministration.

Fleischmann said, “For the 
last 45 years, SCORE has been 
a source of free expert advice 
available to entrepreneurs, pro-
viding resources and expertise to 
maximize the success of existing 
and emerging small businesses.”

Now SCORE has more than 75 
articles on many business topics 
that are available to publishers of 
New Jersey newspapers for no 
charge. 

The columns average less 

than 500 words each and cover 
a broad range of business-relat-
ed topics. Titles include: “Small 
Business Survivors Plan for Suc-
cess,” “Don’t Delay Dealing With 
Delinquent Accounts,” “Self-Fi-
nancing Has Its Rewards…and 
Risks,” and “Is Your Web Site a 
Plus or a Bust?”

To download the articles from 
NJPA’s website go to www.njpa.
org. Click on the SCORE link.

Fleischmann said, “As pub-
lishers and editors you can as-
sist local entrepreneurs by peri-
odically publishing these helpful 
columns and directing individu-
als and businesses to the local 
SCORE office.” 

There are nine SCORE offices 
in New Jersey and 360 volunteer 
mentors who work every day to 
help individuals operating a busi-
ness or thinking about starting 
a business: Pleasantville, North 
Branch, Dover, Pennsauken, 
East Brunswick, Newark, Toms 
River, Paramus and Lincroft.

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

SCORE offers free columns

Review Publishing appointed 
Adamma Ince as its new editor 
of Philadelphia Weekly in No-
vember.

Ms. Ince spent the last 12 years 
at The Village Voice, the nation’s 
oldest alternative newsweekly. 
Most recently, she served as dep-
uty managing editor where she 
helped to cultivate content strat-
egies for the publication. Other 
roles while at The Voice include 
chief of research, associate edi-
tor, and reporter. 

Ince who currently resides in 
Bedford Stuyvesant, Brooklyn 
will be moving to Philadelphia.

Review Publishing also owns 
the Atlantic City Weekly which is 
an NJPA member.

New editor at 
Phila Weekly

People & Papers

New Jersey Press Association is changing with the times! 
These days, most people are using NJPA’s online directory 

to search for member information, especially since our print-
ed directory becomes outdated so quickly.

For 2009, in addition to our Membership Directory being 
available on our website, we will provide a PDF of the di-
rectory 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 advertising agencies in the region.

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. 
We would appreciate your reply by January 23.

NJPA’s member directory goes online
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By Beth Rosenberg
Newspapers in New Jersey and 

across the country are facing a 
crisis that will force them to in-
corporate new technology such 
as the Internet, video, and multi-
media platforms to survive.

That was the verdict of three 
veterans of the newspaper 
business — Jerome Aumente, 
founder of Rutgers University’s 
Journalism Resources Institute; 
David Blomquist, former state-
house reporter at The Record of 
Bergen County who now works 
for Advance Internet’s NJ.com; 
and Robert Schwaneberg, a Star-
Ledger reporter who covered the 
statehouse for 30 years and has 
now accepted a buyout from the 
paper.

Their analysis was part of a 
panel discussion in New Bruns-
wick on Oct. 1, “Crisis in the 
New Jersey Newspaper Indus-
try: Current Cuts, Future Trans-
formations,” sponsored by the 
non-partisan policy study group 
Council on State Public Affairs, 
by the New Jersey Press Associa-
tion and by Rutgers University’s 
Journalism Resources Institute. 

Aumente said he examined 
the rich history of newspapers 
in New Jersey while considering 
their present and future for his 
2007 book, From Ink on Paper to 
the Internet: Past Challenges and 
Future Transformations for New 
Jersey’s Newspapers. 

Because New Jersey does not 
have its own television news 
outlet, newspapers fill a vacuum 
and play a more significant role 
in this state than in many others, 
he noted.

However, in 1995 the Inter-
net emerged as an information 
source, a phenomenon whose 
impact Aumente equates with 

that of the asteroid that hit the 
Earth and wiped out the dino-
saurs 65 million years ago.

This change happened so 
quickly that it took newspapers 
by surprise, leading to mas-
sive layoffs and buyouts and the 
question of what happens next.

“Interactivity will be key,” Au-
mente said, “meaning newspa-
pers will have to reinvent them-
selves and become multimedia 
and multi-platform.”

In spite of these challenges, 
Aumente said he believes news-
papers will survive if they can 
determine how to provide a core 
of information not provided by 
bloggers and other sources on-
line.

Key to survival
Having professionals who are 

trained in the responsible gath-
ering of information and main-
tain a strong sense of ethics will 
be vital to newspapers’ survival, 
he emphasized.

Blomquist, himself an exam-
ple of someone who shifted from 
print to online news, cited two 
causes he believes responsible 
for newspapers’ current decline.

The first is the inability of lo-
cal media to compete with the 
Internet in an atmosphere where 
global sources of information are 
available cheaply and easily.

During the mid-20th century, 
people turned to newspapers 
for information about the world 
around them. That information 
included deep analyses of civic 
events, theater and book re-
views, and stories on science and 
nature.

Newspapers were the only 
venue that could provide this 
“university of life,” unlike today, 
where the Internet allows people 

to read news online and follow 
events in real time, Blomquist 
said.

However, he attributes the 
current newspaper crisis more 
to a second cause, specifically an 
overall decline in public inter-
est in news not fed by the Inter-
net. “This is the more important 
force we have to 
reckon with.

“That pattern 
predates the In-
ternet and can 
be traced back 
to the 1980s,” 
he added, citing 
“the changing 
social habits of 
people who once 
purchased news-
papers.”

As an example, 
he noted a sur-
vey comparing the percent of 
people who answered yes when 
asked if they read the previous 
day’s newspaper in 1993 and to-
day. Fifteen years ago, 58 percent 
gave a positive answer while to-
day only 34 percent did.

While people today often 
claim they do not have enough 
time to read newspapers, the re-
ality is not an issue of time but 
a lack of interest in civic affairs, 
Blomquist said.

Those who say that reading 
newspapers is too depressing 
represent a growing alienation 
of citizens over the past 30 years, 
a sense by people that their con-
cerns and values are not being 
heard on a national level, he 
said.

Blomquist also addressed the 
popular statement that print 
news is “all fluff and no real 
news” by agreeing that much of 

what is reported in newspapers 
does not have enough immedia-
cy for readers.

“There may not be so many 
things in the local sphere to sus-
tain seven-day-a-week publica-
tion,” he said.

When questioned, people of-
ten say they cannot trust any-
thing they read in newspapers, 
a statement that reflects the po-
larization of values on a national 
level.

These polarized values “strike 
at the heart of newspaper jour-
nalism, which has been one size 
fits all,” he said. “It’s time to re-
invent.”

That reinvention should not 
focus solely on changing from 
print to online publication but 
must also take into account 
changes in demand and under-
lying values, he said.

Schwaneberg emphasized that 
his reason for accepting a buyout 
from The Star-Ledger is different 
from that of most people, as his 
wife’s appointment to the state’s 
Supreme Court created a conflict 
of interest for him. An attorney, 

Schwaneberg 
covered New 
Jersey courts for 
many years.

In addressing 
the decline of 
newspapers, he 
expressed sur-
prise at the lack 
of coverage of 
New Jersey’s U.S. 
Senate race, not-
ing that when he 
first entered jour-
nalism, he would 

never have dreamed of getting 
an exclusive interview with a 
U.S. Senate candidate while to-
day, doing so is relatively easy 
since so few reporters are cover-
ing the race.

Out of six newspaper stories 
covering the Senate race dur-
ing the last week of Septem-
ber, only one was substantive, 
Schwaneberg said. The rest were 
mainly “campaign stunts.”

The Star-Ledger once had such 
a large bureau in Trenton that it 
became known as the bulletin 
for state government, he said. 
Legislators’ partisan staff took 
advantage of this by constantly 
issuing press releases, knowing 
they would be published.

“We shouldn’t overly romanti-
cize the past,” he said, noting the 
above was not necessarily a posi-
tive element.

advertisers can place a 2x2 
display ad in more than 120 
weekly newspapers statewide, 
offering over 1.5 million cir-
culation, for one low price. 
This network is for weekly 
members only.

Legal Hotline
The Hotline provides legal 

advice, at no charge, to NJPA 
member newspapers. This is 
especially valuable for smaller 
daily and weekly newspapers 
that do not have media law-
yers on staff.

Other State Associations
NJPA receives bulletins and 

publications from other U.S. 
press associations and we di-
rect this news and informa-
tion to our members. 

NJPA’s executive director 
belongs to the Newspaper As-
sociation Managers organiza-
tion, which meets frequently 
during the year to exchange 
ideas and information. 

Low-Cost Insurance
Greater value and low cost 

are offered on a variety of 
insurance plans available 
through NJPA, including 
group health, life and libel in-
surance.

Press Release Service
NJPA’s PressReach program 

provides businesses and agen-
cies with a convenient way to 
submit and distribute press 
releases to multiple newspa-
pers, radio and TV outlets in 
New Jersey. 

Technical Support 
Our information technol-

ogy manager assists smaller 
newspaper members with 
computer, software and web-
related questions. For papers 
that do not have IT people on 
their staffs, this is an increas-
ingly useful and important 
service.

Did we miss anything? If 
you have suggestions for how 
we can be more helpful or for 
other services we might ex-
plore providing, please let us 
know.

Continues from Page 2

Get your 
money’s 
worth

O’Brien:

Serious Concern: David Blomquist, director of nj.com, center, 
emphasizes his points about the future of journalism at a recent 
Rutgers conference. Joining him on the panel are retired Rutgers 
Professor Jerome Aumente and Robert Schwaneberg, a former 
statehouse reporter for The Star-Ledger.

Veteran reporters consider newspapers’ future

There was an old saying 
in the media: ‘Television, 
newspaper, radio, media, 
books — they’re all 
chickens on a henhouse 
roof.’ Newpapers moved 
aside and they made 
room for radio. Another 
chicken got on the roof, 
this one being television, 
people adjusted to this. 
Then suddenly in 1995 
the Internet arrived, and 
everything changed: 
Somebody burned down 
the chicken coop. 
� — Jerome Aumente

We live in a time of very 
polarized values – nothing 
shows that more than 
the presidential race. 
Those polarized values 
strike at the heart of what 
newspaper journalism has 
been, a one-size-fits-all 
town square where people 
meet. 
� — David Blomquist

— Continues on Page 14
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Unrivaled customer service

Plan matched to your needs

Most advanced printing equipment Unexpected level of satisfaction

High-tech, hi-speed inserters

Comprehensive  bindery operation

CIP4-compliant workfl ow Delivery when and where needed

Regional 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@afl webprinting.com • Web-site: www.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
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

•
•

•
•

•
•

•
•

Got a Service Plan?
we do...

Stage 2:  Production

Regional Print Center

Stage 1:  Planning Stage 3:  Logistics

Stage 4:  Results

� e Publisher’s
Resource of Choice

 Customized service plan
 Needs, wants and delights

 Marketing support and guidance
 ROP and insert sales expertise

 Circulation development
 Increased ROP, insert, subscription revenue

 Customer-oriented staff
 Pre-production specialist

 Meet any publishing goal
 Dreams come true

•
•

•
•

•
•

•
•

•
•

Multiple facilities
File preparation training

24-hour customer service
100% redundancy in all manufacturing and services

Well defi ned processes based on Six Sigma
Unlimited color availability

Vast number of product size options
Greater selection of paper stocks

State of the art technology
Faster throughput

•
•

•
•

•
•

•
•

•
•

Polybagging •
Minimize postage •

 In-house mail processors •
Maximize deliverability •

 Customized insert schemes •
Unlimited fi nishing options •

 Complete subscription management •
On-site postal verifi cation •

Local, regional, national trucking •
Worldwide distribution •

More colorful publications •
More attractive products •

Timely delivery •
Engaged readers •

Increased advertising opportunities •
Long-term partnerships •

Sustained profi tability •
Improved bottom line•

Enhanced staff morale •
Goals exceeded •

At A.F.L. Web Printing it’s not just ink on paper.  
We develop and deliver customized service 
plans based on each publisher’s unique 
requirements. The goal of every plan is to 
bring delight to the publisher, readers 
and advertisers. The starting point of the 
planning process is to understand both 
current needs and future aspirations 
of the publication. We then match 
these objectives with the wide array 
of services that give substance to the 
phrase, “The Publisher’s Resource 
of Choice.” Our teams of publishing, 
printing, marketing and distribution 
specialists can create service plans 
to meet virtually any publishing goal. 
Want expanded circulation? We have a 
plan for that. Increased ROP and insert 
advertising? We’re ready to help. Entry into 
new markets? That’s one of our specialties. 
Experience the excitement of having your 
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.

By selecting “The Publisher’s Resource of Choice” 
you gain a full partner in the entire publishing pro-

cess. We combine conventional manufactur-
ing services with a broad range of programs 

focused on revenue enhancement. The va-
riety of publishers using these resources 
is extremely diverse. But the common 
experience among all publishers enter-
ing into a partnership with A.F.L. Web 
Printing is their level of satisfaction. 
Choosing “The Publisher’s Resource” 
is a guaranteed way to improve service 
to readers and advertisers. Readers 
receive a more attractive product deliv-
ered in a timelier manner. Advertisers 
enter a completely new world of market-

ing opportunities—more color positions, 
more creative layouts, more targeted dis-

tribution plans, more insert opportunities 
than ever before. At A.F.L. Web Printing we 

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.
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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@afl webprinting.com • Web-site: www.afl webprinting.com

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.

Keeping your head above 
water can be diffi cult 

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 profi tability.

Fortunately for New York area 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 II press lines of the new Regional Print Center in 

Secaucus, N.J., will be operational in the Spring of 2009. 
Now is the time to start planning to take advantage of 

this increased capacity.

The center’s Phase I press lines that opened 
earlier this year were fully booked after only a 
few months. Phase I sold out because publishers 
like FINANCIAL TIMES OF LONDON, NEW YORK 
METRO, THE DAILY RECORD OF MORRISTOWN, 
LONG ISLAND PRESS, COMMUNITY NEWSPAPER 
GROUP and GREATER MEDIA PUBLICATIONS 
recognized the A.F.L. Web Printing advantage. 
No regional print center can match A.F.L. Web 
Printing’s effi ciency or ease of access to the New 
York market. No other printer offers publishers 

the same wide array of sales opportunities.

Outsourcing is a proven method of lowering costs. 
The justifi cation to come to A.F.L. Web Printing is an 

easy one. The formula: Highly effi cient 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
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riding high in the water, you need to 
reduce costs and increase revenues—the 

only options for improved profi tability.

Fortunately for New York area 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 II press lines of the new Regional Print Center in 

Secaucus, N.J., will be operational in the Spring of 2009. 
Now is the time to start planning to take advantage of 

this increased capacity.

The center’s Phase I press lines that opened 
earlier this year were fully booked after only a 
few months. Phase I sold out because publishers 

FINANCIAL TIMES OF LONDON, NEW YORK 
METRO, THE DAILY RECORD OF MORRISTOWN, 
LONG ISLAND PRESS, COMMUNITY NEWSPAPER 
GROUP and GREATER MEDIA PUBLICATIONS 
recognized the A.F.L. Web Printing advantage. 
No regional print center can match A.F.L. Web 
Printing’s effi ciency or ease of access to the New 
York market. No other printer offers publishers 

the same wide array of sales opportunities.

Outsourcing is a proven method of lowering costs. 
The justifi cation to come to A.F.L. Web Printing is an 

easy one. The formula: Highly effi cient 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 

Keeping your head above 
water can be diffi cult 

riding high in the water, you need to 
reduce costs and increase revenues—the 

only options for improved profi tability.

Fortunately for New York area 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 II press lines of the new Regional Print Center in 

Secaucus, N.J., will be operational in the Spring of 2009. 
Now is the time to start planning to take advantage of 

this increased capacity.

The center’s Phase I press lines that opened 
earlier this year were fully booked after only a 
few months. Phase I sold out because publishers 
like FINANCIAL TIMES OF LONDON, NEW YORK 
METRO, THE DAILY RECORD OF MORRISTOWN, 
LONG ISLAND PRESS, COMMUNITY NEWSPAPER 
GROUP and GREATER MEDIA PUBLICATIONS 
recognized the A.F.L. Web Printing advantage. 
No regional print center can match A.F.L. Web 
Printing’s effi ciency or ease of access to the New 
York market. No other printer offers publishers 

the same wide array of sales opportunities.

Outsourcing is a proven method of lowering costs. 
The justifi cation to come to A.F.L. Web Printing is an 

easy one. The formula: Highly effi cient 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.

• Pop ups •
• Unlimited color positions •

• Unlimited insert opportunities •
• Zoned distribution of ROP •

and inserts
• Premium paper stocks •

• Coated or uncoated wraps •
• “Post it” notes •

• Polybagging •

Regional Print Center
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The new year promises to be 
an exciting one for the New Jer-
sey Press Foundation.

We are planning efforts that:
• Deepen our relationship with 

the state’s college newspapers;
• Further demonstrate to New 

Jersey’s schoolchildren that 
newspapers are an important 
part of our nation’s democracy;

•	 Continue one of the nation’s 
most energetic scholarship and 
awards programs.

Looking through the lens of 
NJPF’s four mission points, you 
will read on these pages many 
stories about what we will do in 
2009. Here’s a taste of what we 
plan:

Youth Readership
The foundation’s Newspaper 

in Education and Youth Reader-
ship program is offering news-
papers instructional materials to 
commemorate the 200th birth-
day of Abraham Lincoln, includ-
ing a teacher’s guide. Exercises in 
the materials encourage students 
to read newspapers for current 
events such as the wartime duties 
of a president and comparisons 
between Lincoln and president-
elect Obama.

The foundation’s NIE & Youth 
Readership Committee plans to 
prepare a teacher’s guide describ-
ing how the state’s newspaper 
websites can enhance the teach-
ing of several academic subjects, 
at no cost to the schools. The fo-
cus of the guide will be to show 
students how to use online news-
papers as part of their studies.

Scholarships
NJPF administers a number of 

scholarship programs: 
•	 Bernard Kilgore Memorial 

Scholarship will be awarded to 
the 2009 New Jersey High School 
Journalist of the Year.

•	 Lloyd P. Burns Teachers at 
Newspapers Program, a summer 
internship, will be awarded to a 
high school journalism teacher.

•	 Richard Drukker Memorial 
Scholarship will be awarded to a 
Montclair State University jour-
nalism student.

•	 Isaac Roth Newspaper Car-
rier Scholarships will be award-
ed to newspaper carriers or chil-
dren of newspaper carriers.

•	 Robert Stevens Memorial 
Scholarship will be awarded to a 
high school journalism student 
through the Garden State Scho-
lastic Press Association.

•	 The Internship/Scholarship 
Program will send several col-
lege students to summer intern-
ships at New Jersey newspapers 
and award them scholarships at 
the end of the summer. (Please 
see the last few paragraphs of this 
column for more about this.)

Application forms and details 
about NJPF’s scholarships are on 
our website: www.njpressfoun-
dation.org.

First Amendment
To show New Jersey school-

children the importance of 
newspapers to our state and na-
tion, in October NJPF will oper-
ate a mock election for the gov-
ernor of New Jersey. This project 
follows the extremely successful 
mock election NJPF operated 
last year during the presidential 
campaign.

A teacher’s guide to the First 
Amendment will be part of our 
Democracy 101 website, illustrat-
ing the importance of freedom 
of speech, freedom of the press 
and the right of citizens to as-
semble to debate. It will discuss 
the issues of the gubernatorial 
campaign. See www.njmock-
elelction.org for details.

Education
NJPF will honor a high school 

journalism teacher to be selected 
as the state’s Journalism Teacher 
of the Year.

The 2008-09 New Jersey Col-
lege Newspaper Contest will rec-
ognize exceptional writing and 
editing at the state’s college pa-
pers. Details are on the New Jer-
sey Collegiate Press Association 
website: www.njcollegepress.org. 

The critiques of hundreds of 
contest entries will provide a 
valuable journalism-education 
lessons to the state’s college stu-
dents.

To further the foundation’s 
educational mission, NJPF will 
sponsor workshops at two events 
for college journalists, as well as 

the Journalism Diversity Work-
shop for high school students:

•	 A spring program will be 
held on April 18, featuring the 
presentation of College News-
paper Contest awards following 
a luncheon and speaker. Prior 
to the luncheon, the foundation 
will sponsor two workshops cho-
sen by the advisers of the state’s 
college papers.

•	 A back-to-school workshop 
in September will provide an in-
structional program for the staffs 
of the college newspapers. 

•	 Hugh N. Boyd Journalism 
Diversity Workshop for high 
school students will operate 
on the campus of Monmouth 
University in July. Details are at 
www.journalismdiverslty.org.

Editors Select Interns
Thanks to the four editors who 

evaluated the 37 college students 
who applied for our 2009 Intern-
ship/Scholarship Program.

NJPF selected four students to 
receive paid summer internships 
and scholarships. They are:

Maggie Astor of Montclair, a 
student at Barnard College, will 
intern at The Record or Herald 
News.

Stephen Hennessey of Nor-
wood, a student at Penn State 
University, also will intern at The 
Record or Herald News.

Reem Nasr of Monmouth 
Junction, a student at New York 
University, will intern at the 
Princeton Packet.

Paul Takahashi of Ridge-
wood, a student at Northwestern 
University, will intern at The Jer-
sey Journal.

The students will receive 
$1,000 scholarships when they 
complete their eight-week in-
ternships. Their minimum salary 
of $325 a week will be subsidized 
by NJPF. 

*   *   *
This year promises to bring 

rich dividends to the New Jer-
sey Press Foundation, our state’s 
newspapers and the young jour-
nalists and future readers we 
serve.

Happy New Year!

NJPF Program Report
Tom Engleman
Program Director
New Jersey Press Foundation

	 Exciting new year

To learn more about NJPF’s programs, visit our website — 
www.njpressfoundation.org

Looking ahead, here’s what 
NJPF will be doing:

February 15 – Application 
deadline for the Bernard Kilg-
ore Memorial Scholarship. A 
high school senior will be se-
lected as the New Jersey High 
School Journalist of the Year. 
Application form at www.nj-
pressfoundation.org.

February 15 – Application 
deadline for the Lloyd Burns 
Teacher Internship. A high 
school journalism teacher will 
be selected for a four-week 
summer internship at a New 
Jersey newspaper. Application 
form at www.njpressfounda-
tion.org.

March 2 – Entry deadline 
for the 2008-09 New Jersey 
College Newspaper Contest. 
Details at www.njcollegepress.
org.

March 13 – Application 
deadline for the Richard 

Drukker Memorial Scholar-
ship. A Montclair State Uni-
versity student will be select-
ed. Application form at www.
njpressfoundation.org.

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 – Application 
deadline for the Isaac Roth 
Newspaper Carrier Scholar-
ship Program. Two news-
paper carriers will be se-
lected. Application form at 
www.njpressfoundation.org. 

What’s ahead for NJPF

For the first time, New Jersey’s 
college newspapers will submit 
their annual New Jersey College 
Newspaper Contest entries in 
digital format.

The editors and faculty ad-
visers of the newspapers will 
send their entries to the New 
Jersey Press Foundation as PDF 
“tearsheets” of pages where ar-
ticles, photographs and artistic 
illustrations appeared in their 
newspapers.

“The newspapers are able to 
include two additional months 
of content because of the switch 
from paper entries to PDFs,” 
said Tom Engleman, program 
director of the New Jersey Press 
Foundation, which administers 
the contest. 

The change makes it possible 
for newspapers to send entries 
for all of 2008 and issues pub-
lished through February 28, 
2009. The deadline for the 2008-
2009 contest is March 2.

“The new procedure makes it 
easier for the colleges to assemble 
their contest entries because the 
content of most of their papers is 
already in digital format,” Engle-
man said. “I expect this change 
also to reduce the amount of 
time for the contest judges to 
evaluate the students’ work.”

The decision to go digital with 

the contest was made following 
a meeting of college newspaper 
advisers and editors in Septem-
ber and during two conference 
calls with members of “working 
groups” of advisers who volun-
teered to help plan the contest 
and awards ceremony.

The colleges also asked NJPF 
to create five new contest catego-
ries for the 2008-2009 contest. 
They are: 

•	 Deadline Reporting
•	 �Biography / Personality 

Profile
•	 Column / Opinion Writing
•	 Sports Photography
•	 �Editorial Cartoon / Artistic 

Story Illustration
“With the addition of those 

five categories we are hope-
ful the newspapers will send in 
more than 300 entries,” Engle-
man said. “Last year we received 
261 entries.”

Awards Banquet
The awards will be presented 

on Saturday, April 18, at the 
Trenton Marriott Hotel and 
Conference Center.

Frank LaMonte, executive di-
rector of the Student Press Law 
Center in Arlington, Va., will 
be the keynote speaker at the 
awards luncheon.

In addition to the awards lun-

College paper contest 
goes totally digital

— Continues on Page 14
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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

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

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 
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 
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

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

NJPA Associate Members

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 Dawn Hiltner

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

Horizon Blue Cross Blue Shield of New Jersey

Making Healthcare WorkSM

Thomas W. Rubino, Esq.	 Horizon Blue Cross Blue Shield
Director	 of New Jersey
Public Affair	 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

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

	 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
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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 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 
www.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@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.

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

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

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

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

?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.

Evergreen Printing 
Company is purchasing 
a new Kodak NexPress 
S2500 digital color press. 

It will also expand its 
circulation fulfillment 
and mail list processing 
department to include 
the operation of the new 

digital equipment.
To manage and support 

this business expansion, 
Evergreen has promoted 
two employees.

Rich Routhier has 
been named digital sales 
representative. He will 
focus his knowledge 

and expertise on increas-
ing circulation fulfillment 
and digital print sales. In-
stallation of the NexPress 
is scheduled for January 
2009.

Leigh Ann Duffy has 
been promoted to post 
press manager. Leigh Ann 
has been with Evergreen’s 
post press department for 
over 12 years. In her new 
position, she is expected 
to implement fresh ideas 
and a new approach to 
managing operations. 

Evergreen Printing is growing

Bartash Printing, a 
Philadelphia newspaper 
and magazine printer, 
has just completed the 
addition of two major en-
hancements to its digital 
presses. 

These are expected to 
reduce makeready time 
and waste with more ac-
curate color registration.

Tom Meyer, director 
of production said, “We 
print over 200 periodi-
cals. Efficiency is essential 
to increasing capacity.” 

General Manager Ed 
Yucis said, “Not only can 
we increase the speed of 
makereadys and better 
maintain color consis-
tency and registration, we 
also are achieving more 
accurate cutoffs than ever 
before. Another benefit is 
the reduction of material 
waste during makeready 
and production runs.

“These improvements 
not only help our bottom 
line, but move us toward 
environmental sustain-
ability — a goal that is 
increasingly important to 
all of us.” 

Bartash 
upgrades 
its digital 
presses 

Send InPrint  
your news!

Please email us about 
your new employees  
and staff changes,  
new products and  
other big changes:  

clangley@njpa.org.
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cheon and speaker, the working 
group of college newspaper ad-
visers and editors agreed to put 
together a two-session workshop 
at the April 18 event.

The theme for the workshop 
will be “College Newspaper 
Websites as a Destination for 
Students and the Campus Com-
munity.”

Details about the contest, the 
April 18 workshop and awards 
luncheon are at: www.njcolleg-
epress.org.

Send InPrint YOUR news!
Please email us about your 
employee promotions, new staff, 
new products and other changes: 
clangley@njpa.org.

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%. sales tax $  ________________   

  please ship to the address below. the cost is $2 per vest.  shipping $  ________________   

  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)

  Visa      Mastercard      american express      Check enclosed

Credit Card # ________________________________   CVV Code* _________  exp. Date _________   

Name of Cardholder ___________________________________________________________________

Billing address _________________________________________________________________________

town _____________________________________________   state ________   Zip ________________

* 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 Fax: (609) 406-0300
west trenton, NJ 08628-1019 email: pastephan@njpa.org

Questions?  Contact peggy stephan, NJpa member services manager 
(609) 406-0600 ext. 14 • pastephan@njpa.org.

Journalists discuss the ‘Crisis in New Jersey Journalism’
Ironically, The Star-Ledger is 

now returning to a practice in 
which it used to engage, specifi-
cally a collaborative relationship 
with policy institutes and publi-
cations.

“Now, we’ve come full circle, 
with The Star-Ledger assigning 
stories based on studies done 
by institutes such as New Jersey 
Policy Perspective,” Schwaneberg 
said. “Online, the newspaper 
can link to these studies as well 
as to appellate court decisions, 
bills under consideration by the 
legislature, committee and com-
mission reports, and other docu-
ments.”

“When you lose one-third of 
The Star-Ledger staff, you have 
less time, and your ability to do 
in-depth policy pieces is con-
strained,” he admitted.

While the public has access to 
online documents, they do not 
know which are the critical ones 
to which they need to pay atten-
tion, Schwaneberg said. Similarly, 
the abundance of blogs leads to 
a crisis of credibility, with fewer 
authoritative voices out there.

“The challenge is where do 
you find Walter Cronkite — 
I’m not sure I have the answer,” 
Schwaneberg said.

That statement raised the eye-
brow of Plainfield blogger Dan 
Damon, who started blogging 
during an absence of newspaper 
coverage from his city. In only a 
few years, residents of Plainfield 
have launched over a dozen local 
blogs, he said. He noted one blog-

ger is a former newspaper report-
er for a daily newspaper which 
left the city many years ago. And 
he uses his experience as a for-
mer city public 
information 
officer to add 
a needed voice 
to civic matters 
in his commu-
nity.

“It is news-
paper cover-
age that can 
stimulate other 
watchdogs by 
leading people 
to show up at 
town hall meetings or rallies such 
as the ones opposing proposed 
toll increases,” Schwaneberg said.

However, he doesn’t believe 
that recent cutbacks mean news-
papers will lose all investigative 
reporting.

Aumente said that new sourc-
es of investigative reporting are 
emerging through foundations 
and public policy study groups 
such as Pro Publica, NPR, the 
Center for Investigative Journal-
ism, and the Center for Public 
Responsibility.

Blomquist was not quite as 
positive, noting that ideally, stud-
ies on the sites of such groups 
touch opinion leaders who then 
filter the information down to ev-
eryone else.

“We’re not seeing this because 
the rest of the public is not inter-
ested,” he noted. “The challenge is 
how to reach people.”

A critical issue cited by 

Schwaneberg is awareness by pol-
iticians, lobbyists, and corpora-
tions that they can reach the pu-
bic via TV advertisements with-

out going through 
newspapers.

Messages con-
veyed by brief TV 
ads are confus-
ing because they 
are overly gen-
eral. For example, 
Schwaneberg cited 
a recent ad by the 
Lautenberg cam-
paign stating, “I 
support universal 
health care” and an 

ad by the Zimmer campaign stat-
ing, “I oppose mandatory univer-
sal health care.”

“It’s not clear they’re talking 
about the same thing.” This is 
where we need a reporter to sit 
down with the candidates indi-
vidually to pull out the details, he 
emphasized.

Aumente said he believes com-
munity and weekly newspapers, 
which provide locally important 
information, are in a better posi-
tion to survive the crisis.

That idea was echoed by Eliz-
abeth Parker, co-publisher at 
Recorder Publishing Company, 
which publishes 20 weekly news-
papers in central and northern 
New Jersey. 

Speaking from the audience, 
Parker said that weekly newspa-
pers are in good shape and have 
a positive outlook, noting her 
newspapers are still hiring re-
porters. The only negative effect 

on weeklies currently is the reces-
sion, she said. 

In the future, jobs in print 
news will still be available, said 
Schwaneberg, who noted that 
even at The Star-Ledger, most 
of the buyouts are of top level 
high-salaried employees, mean-
ing there will still be openings for 
reporters.

Both Schwaneberg and Au-
mente agreed that journalists will 
need to diversify beyond print, 
learning the new technologies 
such as video, graphics, web-
cams, etc.

Blomquist said he sees a red 
flag around 2015, when printing 

equipment, which many daily 
newspapers invested in between 
1985 and 1995, reaches the end of 
its life cycle. Newspapers do not 
have the funds to replace these, 
he said.

But Aumente and Schwaneberg 
choose to remain positive. “I am 
very optimistic,” Aumente said. 
He sees tremendous new oppor-
tunities coming and cited MSN-
BC, Bloomberg, AP and Reuters. 
Newspapers of the future will be 
a combination of print and new 
media, Schwaneberg said.
— Beth Rosenberg is a reporter for 
the Somerset Spectator.

Let me tell you how bad 
it is: When I got into the 
newspaper business, I 
never would have believed 
that I could get exclusive 
stories simply by following 
the U.S. Senate candidates 
around for the weekend. 
 I was the only reporter. 
� — Robert Schwaneberg

Continues from Page 6

 Website liability webinar
want to take in order to mitigate 
such risks.

*     *     *
These issues are just some of 

the ways in which a website au-
dit helps its owners identify and 
manage risks to their businesses. 
For further information on web-

site audits and other intellectual 
property/technology concerns, 
jot down your questions and join 
us for the March 26 webinar.

For details, contact NJPA 
Member Services Manager Peg-
gy Stephan at pastephan@njpa.
org or call her at (609) 406-0600 
ext. 14. 

Continues from Page 1

College press 
contest, awards
Continues from Page 11

We are changing with the times! 
These days, most people are using 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 available on our 

website, we will provide a PDF of the directory 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 advertising agencies in the region.

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. Please reply by January 23.

NJPA’s member directory goes online
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Advertising
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 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

E-022809

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

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@digitalsigns.biz

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.� E-02809

Production
Lead Operators

A.F.L. Web Printing is unrivaled 
as one of the largest cold-web 
facilities with the most process 
color capacity in the Northeast 
and Mid-Atlantic Region. Our 
state-of-the-art equipment and 
international reputation make us 
the printer of choice for almost 700 
well-known publications. You will 
not find a printing company that 
can offer as much to its customers 
under one roof, nor one that is 
more committed and dedicated to 
its employees.

Due to continuous growth, we 
are hiring Lead Operators for 
our regional printing facilities in 
Secaucus and Voorhees, NJ. We 
want you on our team if you are 
a quality-oriented, experienced 
press operator with the ability 
to run multiple process color 
web leads while leading a crew. 
Minimum 3-years in a cold web 
shop required. Goss or Harris web 
experience preferred.

To learn more about us, please 
visit www.aflwebprinting.com. If 
you are looking to join a growing, 
innovative, and dynamic company, 
this is your opportunity!

If interested, please send your 
resume, salary requirement, and 
location preference, via email to 
jobs@aflwebprinting.com. EOE

� E-013109

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.� E-022809

• 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.

INPrint
Classified
Advertising
Deadline

20th  of the month
prior to publication

Have skills. Want work? 
Promote yourself with a classified ad in InPrint and  
on NJPA’s website. Call 609-406-0600 ext.17 or  
email your ad to clangley@njpa.org.

Classified Ads!

Create a Sales Blizzard this Winter!
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@njpa.org 

New Jersey 2x2 Display Ad Network

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 called it “a well-researched 
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 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.


