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State jobs luring newspaper reporters

By LISA CARNAHAN
KPA News Bureau

(Editor’s note: So many people
have left newspapers lately that it's
caused KPA members to wonder....Is
the trend increasing or is it just the
natural transition of journalists, to
leave the working press to become
public relations specialists? One
thing holds true for all those depart-
ed, however. Newspapers are still in
their blood.)

It's more than just "more
money." The common goal among
most who have left the newspaper
business to pursue government com-
munications positions is a better
schedule. It's true, more money was
often cited, but never as the number
one reason people left newspapers.

Since the mid 90s, a number of
journalists have left the newspaper
industry and joined the ranks of
state government. The Kentucky
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Press interviewed six who have
recently left and asked them about
their career change.

Gil Lawson

Lawson, after 10 years at The
Courier-Journal, decided the sched-
ule was too irregular for parent-
hood. The father of three children,
Lawson is now a communications
officer for the Cabinet for Health
Services.

"I found it increasingly difficult

to manage work and my homelife...
and I decided I wanted a job with
fairly regular hours,” said Lawson.
"Everybody knows the hours
involved with newspapers. It wasn't
that I was being abused or mistreat-
ed at the Courier, I wasn't. But it
wasn't possible for me at times to
pick up the kids, or take care of
them when it was needed.”

The other factor for Lawson was
a fairness consideration for his wife

Helm

Armstrong |
of 15 years.

'For 14 years of our marriage,
she pulled up stakes and followed
me around... from Oldham County
to Somerset and then to Frankfort,”
he explained. "Each time, she left a
good job, never being able to get
tenure in her own job because of
mine. So those are really the two
reasons... with the overriding one
being regular hours.”

See STATE, page 6

CHARLES L. OVERBY
Freedom Forum News

There’s a lot of talk these
days about newsroom folks leav-
ing the business and others want-
ing to leave.

This is not new, but it seems
to be getting worse. That’s why I
was struck by news last month
involving two of my newspaper
friends. One died. One retirad.
Both worked at their newspapers
for 50 years or more. In the end,
their longevity in the business
was as notable as their contribu-
tions.

The friends:
eEdgar Allen Poe, Washington
correspondent for The Times
Picayune in New Orleans, and
covered every president since
Harry Truman. He died at 92.

Turnover hurts credibility

sLee Baker, sports editor of the
defunct Jackson (Miss.) Daily
News and sports writer of the
surviving Clarion-Ledger, retired
after 50 years. He gave me my
first job.

So why are people leaving the
news business? The top pre-
dictable reason, which has been
around for generations: pay. It’s
better, still not enough. But it
probably is not the most decisive
factor.

Indiana University journal-
ism professors Cleveland Wilhoit
and David Weaver have been
studying journalists for two
decades and agree that the exo-
dus involves more than pay.

Wilhoit cites journalists’
uncertainties about the future

See TURNOVER, page 7

NAA offers grants to help
high school newspapers

High school newspapers seem to
serve as the cornerstone of newspa-
per recruitment. After all, surveys
show that 65 percent of journalists
began their careers out of a passion
that developed while working on
their school newspaper.

Unfortunately, the ominous fact is
that most high school newspapers

are becoming endangered
species—especially in schools with
high numbers of minority students.
In hopes of saving high school
newspapers, the Newspaper
Association of America (NAA), in a
joint  effort with  Junior
Achievement (JA), is offering NAA's
Advance Journalism: Running a
See GRANTS, page 7
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Kentucky people, papers in the news

Eblen named managing
editor at Herald-Leader

Lexington native Tom Eblen
was named managing editor of the
Lexington Herald-Leader. He suc-
ceeds David Holwerk who resigned
to become editor of the Duluth
(Minn.) News-Tribune

Eblen joined the paper's staff in
March as assistant managing edi-
tor for projects after working 14
vears at the Atlanta Journal-
Constitution and five years with
the Associated Press.

Editor and Vice President Pam
Luecke said she considered more
than 20 applicants from several
states but that Eblen stood out
because of his
Kentucky and achievements locally
and at other papers

knowledge of

In Atlanta, he was deputy busi-
ness editor, assistant business edi-
tor, business reporter and region-
al/national reporter. Earlier, he
was an AP reporter in Nashville
Knoxville and Louisville

Hutchison hired
as ME at Calhoun

Slone Hutchison has been hired
as the managing editor of the
McLean County News in Calhoun

A graduate of Murray State
University, Hutchison began her
newspaper career with  the
Madisonville Messenger. She was
also the Muhlenberg County
Burcau reporter tor the Owensboro
Messenger-Inquirer. While at the
Messenger-Inquirer, she also cov
ered McLean County events
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In her new job, Hutchison will
be responsible for all editorial con-
tent of the newspaper

Martin promoted
at Recorder papers

Neva Martin has been named
managing editor for The Recorder
Newspapers’ seven weekly publica
tions

Martin, who has served as copy
editor, feature editor and columnist
during her 14 years at The
Recorders, takes over for Steve
Olding who was promoted to pub-
lisher in early August

A graduate of Eastern
Kentucky University, Martin has
won several KPA awards. She and
her family hive in Independence

Mong named president,
GM at Morning News

Former Owensboro Messenger-
Inquirer publisher Robert W. Mong
Jr., has been named president and
general manager of The Dallas
Morning News

Mong most recently served as
executive vice president of the A'H
Belo Corp. Publishing Division, the
parent company of the Owensboro
paper and The Morning News. He
was at Owensboro from January
1996 to September 1997. He joined

Belo in 1979 as assistant aty editor
at The Morning News where he
also served as business editor, pro
jects editor, deputy managing edi
tor and managing editor

Jessamine Journal
announces staft changes

Four new people have been
added to the roster of full-time

employees at the Jessamine
Journal
Rebecca Macallister 1s the

paper's new advertising represen

tative. A resident of Nicholasville
she is a graduate of Asbury College
where she earned a degree in

n]l’lhil communications

During the 1996 Olympics
Macalhster worked as commentary
assistant for Atlanta Olympic
Broadcasting. She also worked
associate producer for the ESPN-2
Kentucky sports program that was
n cable television

shown last year

in Lexington
Kathleen Rutledge

the staff as a general assignment

has joined

reporter and photographer. Also a
graduate of Asbury College,
Rutledge worked as a staff writer
and photographer for The
Collegian, Asbury's student news-
paper

After graduating, she spent a

See PEOPLE, page 11

Florida paper battles odds
to publish during hurricane

(AP) — It took three stops, but
the daily Key West Citizen finally
found a place to publish while
Hurricane Georges battered its
offices with 105 mph winds

Renting nine rooms at the
Coral Springs Wellesley Inn in
Broward County, the 12-member
news and production team pub-
lished an eight-page tabloid on
Sept. 25. They printed 5,000 copies
and then dehivered them free to
Keys residents in area shelters and
hotels

The South Florida Newspaper
Network offered the use of its
presses. All other production
equipment was carried up from the
Keys

"Have newspaper, will travel,"
publisher Bill Barry said. "The
only thing we needed was a printer
and we got 1t

The crew landed 195 miles
from home after criss-crossing the
state running from Hurricane
Georges. An advance team was
sent to Homestead in south Miami-
Dade County, according to execu
tive editor Bernie Hunt. Then fore-
casters said the storm could hit
there.

So the team was sent to Naples
on the Gulf Coast, only to turn
around when Georges started mov-
ing toward the Gulf of Mexico

Finally stopping in Broward
County, the Key West staffers
gathered information from its
reporters who stayed in the Keys,
reports from The Associated Press
and photos posted on the Internet

"We were not going to let a
storm defeat us and we were going
to deliver the Key West Citizen as
a daily,” Hunt said

The end result was appreciat

ed

"They were personally handing
them out individually to each per
son," said Jeff Brandt, a Monroe
County Fire Rescue paramedic
assisting at the Florida International
University shelter where hundreds of
storm refugees were housed

It was very nice. It absolutely
lifted up their spirits," he said. "l
saw people's faces light up with big
smiles and heard people saying,
"Wow! The Key West Citizen! They
were expecting The (Miami)
Herald or the (Fort Lauderdale)
Sun-Sentinel and then they were
handed their hometown paper "
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"Y2K dilemma holds good, bad news for papers

Design is Everything

By Edward F. Henninger

As I write this column, Wall Street is on another roller coaster ride
Yesterday, the Dow dropped 512 points, the second-largest drop in its
history.

This afternoon, my wife and I will visit our investment center to put
more cash into our IRA accounts. We expect that Wall Street eventually
will turn around and do even better than it has during the past few
years.

I am bullish on the U.S. economy. I am bullish on the U.S. And that
is because I am bullish on you.

And in 1999, I expect to remain bullish because I expect great things
from newspapers — especially smaller newspapers — across the country

For many smaller papers, 1999 will bring bad news — and good news
— when it comes to design and presentation.

Here’s the bad news (but most of you know this already): you're going
to have to spend some cash for new computers. This comes as the result
of what is known as the “Y2K problem.” Put simply, many older comput-
ers and systems will cease to function correctly at the end of 1999
because their built-in software can only read the last two digits of any
year. They will, therefore, read “2000” as “00” and will see that as the
year “1900.” Ooops!

There are many Chicken Littles and doomsayers and pessimists out
there who will make bajillions of bucks with their books about
Armageddons and meltdowns and bloodbaths and chaos and revolution
and calamity and disaster and the end of civilization.

Well, I don’t buy all of that. What I do buy is this simple reality:
many of us are going to have to finally make that investment in new
computers that we’ve been putting off because we've been able to band-
aid and jury-rig the old Compuwhatzit through yet another year.

That’s going to cost. For some of us, the cost is going to be consider-
able — but only if we see it as a cost. If we see it as an investment, then
we will understand that the expense is only relative to the strength of

our newspapers. And consider this: when have we been stronger?

So, that's the bad news. What's the good news”

The good news is that many of us are going to redesign in '99. A new
computer system — with all its new capabilities — gives us the opportu-
nity to do more with our design. We will be able to offer our readers more
visual newspapers, with greater appeal and a more contemporary, more
compelling look

Many of us won't have the choice but to redesign because many new
systems, despite all of their capabilities, will often not be able to replicate
the look we have now

That’s a negative reason for us to redesign. Here's a positive reason:
a redesign convinces our readers and our advertisers that we are growing
and improving — that we are working to bring them a newspaper that is
better today than it was yesterday...and will be better tomorrow than it
was today

But when we do redesign, let’s take care to do it right:

Let’s control the impulse to use all of those new bells and whistles.

Let’s develop a design plan.

Let’s make sure we have the right people, trained and ready to exe-
cute a quality redesign. If not, let’s get the direction and the help we
need.

Let’s become comfortable with the understanding that a redesign is
more than just a tweak here and a tune-up there — it’s the visual embod-
iment of our newspaper’s relationship with our readers.

And let’s remember that a quality redesign also is an investment in
the future of our newspapers. Why would we want to have all of these
new capabilities...and continue to do what we did yesterday?

I'm reminded of a quote I try to live by: “If we keep doing what we've
always done...then we'll keep getting what we always got.”

A good redesign is a great investment. In our newspapers. In our
staffs. In ourselves. And we all know that we are the best asset we've got.

Oh, by the way: at the close of trading today, the Dow was up 288.36
points

Yep...I am bullish.

(Edward F. Henninger is an independent newspaper consultant and
the director of OMNIA Consulting in Rock Hill, S.C. You can reach him
at 803-327-3322, fax: 803-327-3323, e-mail: omnia@charlotte.infi.net)

Sessions seek to improve bench-bar-press relationship

By ROBERT SCHULMAN

Are these among your stereotypes?

Judges are high and mighty, legalistic and
soft and guided by the rule that a person is
guilty until proved influential. As for news peo-
ple — well, you know, push, arrogant and too
quick to air or publish stuff if it helps ratings or
profits. And clashes between these two camps
make a mess of the trial system.

Fair-minded people see this picture as a tilt-
ed view of what motivates most judges, lawyers
and journalists. They still hope (maybe with fin-
gers crossed) that most law and news people
will do a proper job for the community if only
they would get to know each other's ground
rules, each other's pressures and irritations.

For five years now, the Kentucky
Administrative Office of the Courts, under State
Supreme Court Justice Robert Stephens, has
been laboring, to a degree unmatched national-
ly, to develop such an increased understanding.

Time after time, in association with the
Center for Humanities and Civic Leadership, a
unit of the University of Louisville College of
Arts and Sciences, judges, reporters (and some-
times lawyers) have been brought together to
explore these disagreements. To see how aggra-
vations that hinder a fair trial or a free press
can be eased.

One day in June at Kenlake State Resort
Park in Western Kentucky, the latest of these
interface sessions brought a lively spotlighting
of how unresolved differences can thwart fair
trial or full accurate information. At the same
time, the presence of the judge in the Michael

Carneal-West Paducah school killings led to a
dramatic showing of how some media-judge
"distempers" cannot be immediately eased.

But at least Paducah's Circuit Court Judge
Jeff Hines and his colleagues and the newspa-
per and TV reporters on hand got their Carneal
trial differences up for examination while find-
ing agreement in other ways

But there was more. Later happenings in
the Carneal matter vividly showed the value of
people with differing values getting together

In attendance were almost all the western
(Purchase) judicial region's circuit and district
judges. Publishers, editors or reporters with
newspapers or TV stations in Paducah,
Hopkinsville, Murray and Princeton were there
too, together with special projects editor Stan
McDonald of The Courier-Journal. Also present
were Executive Director David Thompson of the
Kentucky Press Association, Kimberly Greene,
a First Amendment attorney who represents the
Press Association and the C-J, Chief Public
Defender Dan Goyette from Jefferson County,
and Jim Prichard from the Evansville (Ind.)
bureau of the Associated Press.

What had happened the day before in the
Paducah county courthouse made it almost
inevitable that Judge Hines would be among the
first to break the ice at the seminar.

Before the school killing trial had even
begun, parents of three of the slain students
joined their lawyer for a press conference on the
courthouse steps. With mental evaluations of
the young defendant in hand, obtained from the
defense and not yet even introduced as evi-

dence, the parents' lawyer attacked the validity
of the mental evaluations and what were
claimed to be the prosecutor's intentions. In the
process, an assembled crowd of national and
local news people learned from this source that
young Carneal would be pleading guilty.

At the Kenlake session next day, an indig-
nant Judge Hines held up front pages from the
Paducah Sun and The Courier-Journal. "Judge
imposes gag order,"” said the papers in one form
or another

"I had no objections to the media, including
the Cartoon News Network (sic), using the stuff
they got in this way," Hines said, to the obvious
approval of the news people present, "but what [
was doing was taking steps to ban any more vio-
lation of fair trial rules."]

Why, he asked, should he have been por-
trayed as imposing a "gag order," with all the
negative knee-jerk conclusions this provokes?

"Like a lot of viewers who caught the 'gag-
order' on the lead-ins to the TV newscasts and
who weren't sophisticated enough to see that I
had taken action against rules breaking, "Judge
Hines lamented, "my own mother-in-law called
me and asked why I was withholding evidence
from the people. I had to try to show her how a
circus had been started on the McCracken
County courthouse steps and how I was simply
moving to keep it from becoming three rings."

From the assembly journalists Hines got
some obvious sympathy but little concurrence
For them, a "gag order" is a gag order. no mat-

See SESSIONS, page 12
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AD SENSE

The Santa Maria
(Calif.) Times
(morning, '(
approxi-
mately
23,000) is
making big
bucks from
small advertis-
ers with a new
program that generated
$10,000 in its first month.

Business Builder targets the
small, service-oriented companies
that don't usually advertise and
offers them 75 percent off if they
run the ad every day without any
changes. The ads are either one or
two-columns by two-inches.

"It's been a great boost," says
Tobey Anglin, advertising direc-
tor. The paper sold 33 in the first
month to such varied clients as
insurance companies, hair-
dressers, massage therapists,

Paper makes big profit
from small advertisers

appliance/repair stores
and Realtors
Almost all of
the ads repre-
sent new
business,
and all the
advertisers
renewed for the
second month. "It's
been good for all of us,"
says Anglin
The small ads are easy to scatter
throughout the paper. Anglin
especially likes to group three
two-column by two-inch ads across
the bottom of the page
The program is so popular that
Anglin thinks he can move the
rate a little higher, even as he
signs up more advertisers
(Contact: Tobey Anglin, The Santa
Maria Times (805) 739-2226
Reprinted from the June issue of
Big Ideas.)

Gimme my newspaper...
with everything in it!

I'm going to give 75 cents to the
newspaper staff. Divide it up any
way you wish.

Now for that 75 cents I am giving
you tonight, I want you to deliver
tomorrow to my house a newspaper
that will contain more reading mat-
ter than the current best-selling
novel

I want all the news. And I want
every bit of it to be fresh. I want
pictures of all local accidents, fires,
meetings and events that I'm inter-
ested in; and I don't want to see
any that offend me, either

I expect you to tell me who dies,
who was born, who was divorced
and who was married in the last
week, including the last 24 hours

I want to know what those guys
in government are doing with my
tax money, I want to understand
all of the important events, plans
and results, but I don't want to
have to waste more than a couple of
minutes on your story

I want to read just as much about
the Liberals and New Democrats as
the Conservative and the Reform
party

Don't tell me you can't do it
That's what I invested my 75 cents
for. The only reason you won't do it
is because you don't have any com-
petition

I want all the supermarket
prices, a list of people with used
cars for sale, the movie and TV

times and the closing stock market
prices

If I break the law, I don't want
you to print my name in the paper,
and I have a friend who is in trou-
ble too, so you can leave that out,
too

Another thing, I'm sick and tired
of misspelled words in your paper
For 75 cents, you ought to do better

By the way, I cat promptly at 5
p.m., and my paper better be at my
front door before that. Not on the
steps, not in the rain, not in the
front yard

When I meet you on the street, 1
expect you to tell me all the inside
dope. T expect you to serve as pub
licity chairman for every committee
in town, too. If I call the paper and
ask you how many kids Al Capone
had or what round Demsey
knocked out Tunny (or was it the
other way?) I expect you to know
and tell me. Right then

Next week I'm going to start my
own business, and | want a news
item about it

A picture would be even better
Advertising? No, if you run the
story and the picture, I won't need
any advertising

But, if you straighten up, I will
give you another 75 cents for the
day after tomorrow

(Reprinted from the West

Virginia Press Association newslet-
ter.)

Goal should be customer
loyalty, not just satisfaction

Ad-libs° P

By John Foust
Raleigh, N.C.

A lot of businesses talk about
"taking care of customers." But
what do the numbers say?

According to Washington-based
Technical Assistance Research
Programs, Inc. (TARP), 91 percent of
a merchant's unhappy customers
will never do business there again.
What's more disturbing is the find-
ing that typical mistreated cus-
tomers will tell eight to 16 other peo-
ple about their negative experiences

It doesn't take a mathematical
genius to realize that a handful of
talkative malcontents can hurt a
local merchant

So the challenge is to have sat-
isfied customers, right? Not really,
because satisfied customers sink
businesses, too

Loyalty 1s the key. There's a big
difference between customer satis-
faction and customer loyalty. For
example, let's say you have dinner
at a restaurant in your hometown
The meal is delicious, the service is
prompt and the atmosphere 1s
enjoyable. If someone were to ask,
you would say that you were com-
pletely satisfied with your dining

experience. But for some reason or
another, it's a long time before you
visit that restaurant again. Or per-
haps you don't return at all.

Even though you are satisfied,
you aren't loyal

Businesses need loyal cus-
tomers in order to thrive in today's
marketplace. They need customers
who will come back again... and
again

C. Britt Beemer, founder of
America's Research Group, a con-
sumer behavior research firm in
Charleston, South Carolina, charts
the decline in customer loyalty in
his book "Predatory Marketing." In
1950 the customer loyalty level was
66 percent. By 1970 it had dropped
to 33 percent. And in 1996 it was a
dismal 12 percent

These figures indicate that con-
sumers are demanding more and
receiving less. Their expectations
are not being met. Or exceeded

What's a loyal customer worth?
Beemer calculates that a 30-year-
old man who spend $25,000 on a
car can conceivably buy 20 more
cars in his hifetime. With inflation,
he is a potential $1 million cus-
tomer. "If he's treated right,"
Beemer says, "his wife is likely to
be a customer, too. And don't forget
the cars he may buy for his chil-
dren — and their repeat orders."

Translate this line of thinking

See CUSTOMER, page 5

Write today for free brochure.

Video workshop can help
your staff create better ads

t last...a program that is tailor-made for newspapers!
Bastcs of Layout and Copy 1s getting rave reviews from
publishers and ad managers coast-to-coast.

It's a workshop, not a lecture. Your staff will be involved
from the start—working on layouts, getting ad ideas and
writing more effective headlines.

Find out how to train your staff the quick and easy way.

John Foust Advertising Seminars
PO Box 10861, Raleigh, NC 27605, @ (919) 834-2056

©Copyright 1987 by John Foust. All rights reservec




 Pressing Issues

By Jerry Hilliard and Randy Hines
East Tennessee State University

To many people, October 1s the month when
ghosts and goblins come calling. To others, 1t
signifies the arrival of something even scarier
flu season

Recent research has pointed out that noth
ing works as well as or 1s as cost-effective as
vaccinations when it comes to keeping the flu
bug out of newspaper plants and other work
places. Armed with this new information,
employers are taking steps to make sure their
employees receive flu shots each year

"Influenza is not an insignificant disease,’
warns Dr. Jim Walson, chair of the family medi-
cine department 1in East Tennessee State
University's Quillen College of Medicine. "Its
effects are potentially devastating.”

Statistics compiled by the Centers for
Disease Control should make everyone pay close
attention to Wilson's warning that the annual
invasions by ever-changing varieties of influen-
za are no laughing matter

The CDC reports that between 10 percent
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Flu could take its toll on already understatfed newspapers

and 20 percent of the population suffers from flu
each season. That many of those cases go far
beyond chills and fever is demonstrated in the
CDC's estimate that about 20,000 deaths in the
United States each year can be traced to comphi
cations related to flu, such as pneumonia

For many years, the benefits of annual flu
vaccinations for high-risk groups have been
widely accepted. The Mayo Clinic considers peo
ple to be especially vulnerable to flu if they are
65 or older, live in nursing homes or other
extended-care facilities, suffer from chronic dis
orders such as heart conditions and diabetes, or
have weakened immune systems

Although the value of flu shots for healthy
adults previously was a matter of debate, evi
dence from several recently conducted studies
indicates that the potential benefits — including
cost-effectiveness easily outweigh the nega
tives

Medical professor Lawrence Ellis said in a
1996 issue of the University of Pittsburgh's
University Times: "There i1s no reason not to
have the flu vaccine. It 1s 90 percent effective in
healthy younger people and 75 to 80 percent
effective in older people.”

The first study of workplace immunizations
to gain widespread attention was described in
an article published three years ago in the New

England Journal of Medicine

Healthy adults receiving shots in that
study reported 25 percent fewer cases of upper-
respiratory illness, 43 percent fewer sick days
and 44 percent fewer visits to doctors' offices
The
researchers estimated a saving to the employer
of $46.85 per vaccination

Dr. Kristin Nichol, who directed the study
at the Veterans Affairs Medical Center in
Minneapolis, told USA Today, "I'm not saying
that all healthy working adults should get flu
shots, but it's an important consideration, and it
would most likely be beneficial in most years."

This April, the Journal of Occupational and
Environmental Medicine published the findings
of one of the largest studies of a workplace flu-
shot program. The study involved nearly 4,400
employees of the 3M Company in the
Minneapolis-St. Paul area

The researchers reported significant reduc
tions in the amount of sick leave taken by those
who recerved shots provided by 3M. The great
est reduction in sick time was reported among
working mothers

Also pointed out by the 3M researchers was
the convenience to employees of shots being pro

See TOLL, page 10

than others who received placebos

There’s nothing quite like

Customer

doesn't make their cash register
ring. And they're treated like a
small advertiser, they'll find some-

the ‘hometown newspaper’

Hometown Newspaper

It’s like a smiling, friendly face;
It’s like a voice you long have known
You see it in some distant place;
And rush to claim it for your own
The paper from your old hometown
Has bridged the long
and dreary miles,

And with it you can settle down
Among familiar tears and smile.
It speaks of every friend you know,
It tells of scenes you yearn to see;
It brings back joys of long ago
And tells of joys that are to be.
And as you run its columns o'er

Your yesterdays come trooping back
You fancy you're at home once more,
And golden seem the letters black

Its speech 1s one you understand,

It tells of grief that you can share;

It brings you, in that distant land,

Glad messages to banish care
There, among scenes
and faces strange,

The old-hometown paper seems to be

The faithful friend that
doesn’t change,
A friend that you are glad to see
(Reprinted from Kansas Press
This Week)

Continued from page 4

to newspaper advertising, and
you're dealing with equally impres
sive n\"’“hl'r\

Newspapers which have the

smug "they can't live without us"
viewpoint are living in the past
Today's advertisers have more
choices than ever before. And they
will be loyal only to those advertis
ing vehicles which meet or bet
ter yet, exceed their expecta-
tions

What do advertisers expect? To
put it simply, they expect their ads
to work. And they expect to be
treated like an important account
This means they're likely to adver
tise elsewhere if the newspaper

one who appreciates them

It all comes down to service,
service, service. Loyalty 1sn't writ-
ten into an advertising contract
It's in the mind. If your advertisers
are unhappy or merely "satisfied,"
you're in trouble. It's your job to
make your newspaper an indis-
pensable part of each advertiser's
business

©OCopyright 1998 by
Foust. All rights reserved

(John Foust conducts advertis
ing training for newspapers. His ad
workshop video "Basics for Layout
and Copy" is being used by newspa
pers from coast-to-coast. For infor
mation, call or write: John Foust,
PO Box 10861, Raleigh, N.C
27605; phone (919) 834-2056.)

John

The KPA News Bureau is here for you.
Take advantage of having a reporter
for assignments in Frankfort.

Call News Bureau Director Lisa Carnahan

1-800-264-5721
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Continued from page 1

Lawson wore many hats while at
the C-J, staffing a regional bureau in
Somerset for two years then moving
to the state capitol bureau in 1989
where he covered state government
and then health and welfare. In his
last year at the paper he covered
education

At the Cabinet, Lawson interacts
with the media on a regular basis
He researches and answers Health
Services' questions posed by the
media as well as other government
agencies. He also helps prepare
speeches and news releases concern-
ing the Cabinet

"It's been a good move for me,
says Lawson. "The hours are regular,
with a few exceptions that I find
manageable, and the work is chal-
lenging. It's not the same old thing..
there's always something different
going on which is one of the things 1
loved about the newspaper business."

Lawson feels his newspaper
background is a definite plus

"It's helpful having newspaper
experience. | can definitely see the
need for people like me in govern-
ment. We can answer the questions
of "does this sound reasonable.. and
how will 1t look in the press?" And
also, you learn the basics of good
writing. I worked for the AP before
the Courier and the AP teaches you
to write succinetly. It gets rid of a lot
of garbage in your writing.. . and we
all know there's a lot of bureaucra-
tize 1n government. I think this (con-
cise writing) helps government offi-
cials explain things to people so they
can understand.”

Lisa Summers

Summers, a former government
reporter for The State Journal in
Frankfort, is now in the Secretary of
State's Office handling media rela-
tions. John Y. Brown III, her boss,
called her two years ago and asked
her to come to work for him. The two
became acquainted through Brown's
wife, a former classmate of Summers
at the University of Kentucky

"He (Brown) just called me at
work one day," said Summers. "He
was needing someone to do press
releases and handle media con-
tacts..and he wanted someone he
could trust, that he felt he knew. I
wasn't actively looking for another
job, 1t just happened.”

But it was an offer she couldn't
refuse more money and a better
schedule. And as the mother of two
small children, Summers didn't have
to consider the job offer very long
before she accepted

"Everyone knows newspapers
are all consuming...and although The
State Journal is better than most, it's
still very draining if you do your job
well," she said. "There's a lot of hours
involved and also a lot of nights. |

found this job very appealing and it
was also a big increase in pay
Summers said she was at a piy

otal point in her career when the
state offer came. She had been at
The State Journal for five years and
spent three years before that at her
hometown paper, The Woodford Sun

"I knew the time had come for
me to either move on to another
paper, or make a career switch," she
said. "I loved The State Journal, and
still have dear friends there. It was-
n't that I was unhappy, I loved work-
ing with the people there. But career
wise, this has been a good move. 1
don't write as much as [ did
before...and I miss that. But I've got-
ten into the design of our web page
and have really enjoyed that.”

H.B. Elkins

Elkins 1s an administrative spe-
cialist for the state Revenue Cabinet.
He left the Citizen Voice & Times in
Irvine in 1995 for the state job and
although he says he doesn't regret
the move, concedes newspapers are
still in his blood.

He's also a staff writer for the
cabinet's publications, a technical
journal for tax professionals,
"Kentucky Tax Alert," and the
employee newsletter, "Revenue
Assets." In addition, he holds down
the job as web master, a task that
has become his favorite.

"My wife calls me a computer
geek. I'm just really into computer
technology and I've immersed myself
in this web project,” said Elkins, who
believes his Internet work has made
him more marketable. "That's what
I'm most excited about in this job
I've learned something I didn't know
before and I've explored something
totally different since I left newspa-
pers.”

Elkins attributes his leaving
newspapers to "burnout.”

"I was just getting really burned
out. I had done the newspaper thing
for 11 or 12 years and needed a
change," he said. "But at the same
time, it's in my blood. I love it."

Community newspapers are
Elkins' true love. He started his
career at the Beattyville Enterprise
and Jackson Sun after receiving his
master's degree in communications
from Morehead State University

"That's the part I love, communi-
ty newspapers. But it's a sad fact
that the money's just not there. It's
nobody's fault really, but you can't
blame people for leaving, either.
They can get better pay, better bene-
fits and a better work schedule plus
no more late night city council meet-
ings."

Although Elkins has left the
world of newspapers behind, it's still
a part of his homelife. His wife
Melissa is the senior staff writer at
The Winchester Sun. She also start-
ed her career at the Beattyville
Enterprise and then later went to
work for Irvine's sister paper, The
Clay City Times

Cary Willis

Willis, communications director
for the Cabinet for Families and
Children, had different reasons for
leaving The Courier-Journal in 1996

He'd spent nearly 12 years at the C-
J, his fourth newspaper, and was ful-
filling a childhood dream by working
at the state's largest paper

"l was the kid always making
the neighborhood newspaper...and
doing the imaginary D.J. thing," said
Willis

He grew up in Louisville and
wanted to be a part of public service-
oriented groups, like his neighbor-
hood association's efforts to rebuild
Old Louisville

"As a reporter, I had to remain
objective, though reporters have feel-
ings just like everyone else," said
Willis. "I was prohibited from
expressing these feelings, but yet you
are involved to a degree. You're
greatly limited because of that poten-
tial for conflict of interest. Now 1
don't have those limitations."

At the cabinet, Willis thrives on
his new role as an advocate for fami-
lies and children and as a mover and
shaker.

"I'm doing something here. I'm
making decisions... important ones
- like the role of the cabinet in the
reform of welfare and child protec-
tion," he said

Just before joining the Courier,
Willis was managing editor of a sub-
urban paper in Jefferson County,
The Weekly Neighbor, a 5,000 paid
weekly. He also worked as a reporter
at the Henderson Gleaner and the
Middlesboro Daily News.

Unlike his communications
counterparts, Willis' schedule is
worse now than at least his last
vears at the Courier as a human ser-
vices reporter

"Anybody who thinks you come
to Frankfort to have it easy, might be
surprised. But my hours are more
regular. I'm not as likely to have
those 1 a.m. nights and weekends,"
he said

One of Willis' primary concerns
or gripes now that he's left the media
is what he calls the public's oversim-
plification of the cabinet's duties and
reporters' habit of placing blame too
quickly.

He said the all-too-often-scenario
sees accounts of a child being abused
with the reporter's first question
being, "How did you all screw this
one up

"It's frustrating for me to sece
state workers portrayed in this broad
swipe...that they're all lazy and stu-
pid, but that seems to be a reoccur-
ring theme in the media," said Willis.
"When in reality, they are hardwork-
ing, dedicated people or lay in bed at
night and worry about whether
they've done the right thing.

"What I found in covering a beat
is that these are real life people, who,
by far for the most part, really care
about protecting children,” he said
"You're talking about 6,000 employ
ees.obviously not everyone works
hard and there are flaws. But the
editorials, the editorial cartoons and
the general negativism expressed
about Frankfort. I've been battling
that since I got here and I guess
I'll always be"

Willis doesn't regret his career

switch. In fact, he thinks everyone
should have some diversity in their
work history

"I think it makes life more fulfill-
ing," he said

Hunt Helm

Probably the most noted
reporter-turned-communications
type i1s Hunt Helm, a former city edi-
tor and reporter for The Courier-
Journal

Helm joined the state
Department of Education in May as
associate commissioner under Dr
Wilmer S. Cody who personally
recruited him.

After taking a few months
unpaid leave from the paper to teach
two journalism courses at Indiana
University, his alma mater, Helm
planned to return to the C-J at the
end of the semester. But in April,
Cody called him about the associate
commissioner's job and asked him if
they could talk.

"Of course I said 'yes,' you always
at least talk," said Helm.

During the interview process
Helm became impressed with not
only Cody but others in the depart-
ment

"He (Cody) basically recruited
me. The commissioner and others in
the department sold me on the job."
he said. "I was impressed by them
and their obvious dedication to what
they do...educating kids and helping
teachers."

In his new job, Helm is charged
with improving the communication
between the Education Department
and all its constituent groups

"Cody wanted to get the word out
more effectively about what the
department was doing," said Helm.
"An example is the new testing s
tem, which is obviously very impor-
tant. Nothing anybody does in public
education is ever going to meet with
unanimous approval, it's too big. But
if it's an open process, a collabora-
tive, consensus building process,
where the public knows it has an
opportunity to participate, then rea-
sonable people will understand and
accept — whether they agree or not."

Helm heads a three-person com-
munications staff that includes Jim
Parks, the department's press secre-
tary; Armando Arrastia, director of
public information; and Tacy Groves,
media services

With all the changes made in the
field of education during the 1998
General Assembly, Helm found it an
appealing and challenging time to be
involved in education in Kentucky

"In this whole process of public
education there's a lot of stress, a lot
of debate, but what results is
sounder policy. It's really a very
interesting and exciting time to be
involved in it," he said

With the exception of a six
month stint at the Nashville Banner,
Helm spent his entire 21-year carcer
at The Courter-Journal

"I learned to read, basically
reading that paper,” he said

Helm doesn't see his new job as a

See STATE, page 7




Turnover

Continued from page 1
and dissatisfaction with emerging
values, particularly the stronger
emphasis on profitability

“There also is a growing percep-
tion by reporters that they don't
have the kind of clout they used to
have in journalism, that they don't
have as much professional control of
their work as they would like,”
Wilhoit said

Reid McCluggage, publisher of
The Day in New London, Conn., and
president of the Associated Press
Managing Editor, is not sure
turnover is as serious as some peo-
ple say. A survey by the Newspaper
Association of America pegged the
annual turnover rate for newspapers
at 13%. McCluggage said the aver-
age stay at his newspaper is 12-13
years. “we try to do many things,
including the things that allow peo-
ple to learn and advance without
having to move,” he said.

But the most recent survey of
journalism graduates is not encour-
aging.

Dr. Lee B. Becker, director of
the Cox Center for International
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“Experienced
their place

journalists leave. Less experienced journalists take
I'he demand for bodies is filled. But the need for

reporters and editors with knowledge of the community suffers.™

Charles L. Overby
chairman and CEO, The Freedom Forum

Mass Communication at the
University of Georgia, released his
findings last month for 1997 gradu
ates. Among them

¢ Four in 10 graduates say their
jobs fail to meet their expectations
That's 40% who are discontented 1n
their first job

e Only one in four want to
remain with their employer perma
nently. That trend exists in other
professions, but it indicates that
75% of last year's journalism gradu-
ates expect to be looking for another
Jjob

* Worst of all, only three in 10
want to remain in journalism and
mass communication occupations
permanently

The last finding show how hard
it will be to reverse the trend of
news staffers leaving the business
Seventy percent start with the idea
that the news business will be a
temporary job

At a forum a couple of years ago

at our offices in Arhington, VA, a vet
eran journahst cited various prob-
lems in the business that would
cause people to leave. A young grad
uate from the University of Alabama
smiled and said, “Well, that just
leaves more jobs for us.”

That’s the cycle and the prob
lem

Experienced journalists leave
Less experienced journalists take
their place. The demand for bodies 1s
filled. But the need for reporters and
editors with knowledge of the com-
munity suffers

At a forum on fairness earlier
this year, a participant said, “When
[ leave here, “T'll have to teach my
third reporter in three years about
the budget process.”

The mounting problem of news-
room turnover needs more long-
range attention from news execu
tives. Solutions are crucial to the
news media’s most important asset
credibility

o ~
Grants
Continued from page 1
High School
Startup Grant

Advance Journalism 1s a year
long program aimed at reviving
and improving high school newspa-
pers by providing a $3,000 grant to
each school

Newspapers play a vital role in
Advance Journahism: they select a
high school to participate in the
program, identify a liaison to facih-
tate the program with the school
and JA office, and provide volun
teers to advise the students on var-
ious aspects of the newspaper
industry

Both the newspapers and high
schools can benefit from the pro-
gram. Newspapers foster a better
image with the community, devel-
op future employees and cultivate
partnerships with local high
schools. High school students
receive valuable training from
newspaper professionals, learn
about a wide range of career oppor-
tunities, and may find mentors in
the helping professionals

For more information contact
NAA at (703) 902-1725.

Newspaper and

State

Continued from page 6
major change, in terms of skills used

"There's really a lot of similari-
ties," he said. "As a reporter, I took in
lots of information and tried to make
sense of it for myself and others. I do
the same thing now. I don't miss the
byline, really, but I do miss the peo-
ple. You can't work with people for
20 years, go to lunch with them
everyday and not miss them."

The last five years at the C-J,
Helm was assigned to special pro-
jects. As a projects reporter, the
change in schedule for Helm at his
new job wasn't a big issue.

"It's hard work (projects) don't
get me wrong," he said. "But you can
determine your own schedule. It's
not like you've got to run to your car
when you hear a crackhead has
knocked over a filling station."

the media problem Willis is battling.

"When I was a reporter, I guess |
might have thought that state work-
ers had an entitlement
mentality..didn't work a lot of long
hours and probably didn't care very
much about what they were doing,"
he said. "But I could not have been
more wrong — to the point I am
almost ashamed of myself for ever
thinking like that. The people in the
Department of Education care about
what they do and work very hard at
it and it's obvious they have a per-
sonal dedication to kids '

Helm remains an avid behever
in the importance of the newspaper
profession

"Il never forget the value of it
he said. "People love to bash the

Helm admits to once being part of

media, give reporters a hard time
But if you've been a reporter, you
bring with you an understanding
and can convey the value of the news
media."

Bryan Armstrong

Armstrong worked at various
newspapers including the Kansas
City Star, Cincinnati Post and
Kentucky Post for over 15 years. He
grew up in Bowling Green and grad-
uated from Western Kentucky
University

In 1995, he joined the Workforce
Development Cabinet as director of
communications. Then last
September, he became communica-
tions director for the Kentucky
Community and Technical College
System (KCTCS), the new system
formed by the state legislature which
includes Kentucky's 15 technical col-
leges and 13 community colleges. In
his new role, he's responsible for the
system's relationship with the state
news media

Armstrong's last stint as a
reporter was his most enjoyable. He
was a political writer and statehouse
reporter for the Kentucky Post

"T could have stayed doing that
and been happy for a long time," said
Armstrong. "But I saw my kids get
ting older... They are both active in
the public schools in Franklin
County, in dance, music... and [ try
and make all of the events.'

At this same time, Armstrong
said changes at the Post prompted
him to consider a move

'The Post was experiencing
some changes and T saw a lot of the
leadership leaving during the transi
tion," he said. "Before we had be
fairly separate and now it was
becoming one with the Cincinnati

Post, a merged newspaper. I have no
problem with that or any of the peo-
ple, T just wasn't sure about the dif
ferent structure and 1t made it casier
for me to leave.”

Armstrong made contacts in
state government by covering both
gubernatorial campaigns in '95

"They were interested in me and
I was interested in them," he said
"So, I took a real leap..anto state gov-
ernment. And believe me, 1t was a
leap of faith because I had never
done public relations work before.”

Armstrong quickly made the
adjustment, drawing on his years of
reporting experience. The writing
and communicating with people
came natural

"The work itself T was prepared
for. But switching from 45 employees
to 4,000, that was a big change,” he
said. "And there's a big difference
between private industry, the news-
paper business, where change is fast
An editor says it, and it happens,
and state government which is slow
to change.”

Armstrong behieves reporters are
uniquely qualified for PR jobs

"People can come into public
relations or the communications
business from different avenues
from advertising or marketing back
grounds or with a college PR degree
But I believe there's a definite
advantage to have someone work
with media relations who under
stands the media," he said. "The

newspaper business 1s the best train
ing ground for the type of work I'm
doing now

Part of what drew Armstrong to

state government is also one of the
things he misses about newspapers
I had a lot of freedom (at the

newspaper) and you never really
knew where the day would take
vou," he said. "I work hard in this,
but it's more predictable. When news
happens you go. | always have plen-
ty to do here but at the end of the
day, you usually can either set 1t
aside or take it home with you."

"“The newspaper business is a
noble calling," said Armstrong. "And
I think the vast majority of people in
the news business do it with the best
of intentions and they try and do a
wood job. But the pressure 1s tremen-
dous and there's a lot of stress
involved. And it's a fact — it will
chew you up and spit you out.”

Other journalists who've left for
state or local government communi-
cations jobs

eKim Brannock - Bourbon Times;
Cabinet for Health Services, commu-
nications office

eJanct Hoover - Bowling Green
Daily News; Workforce Development
Cabinet

*Bob McDonald - former owner/co
publisher, LaRue County Herald
News, general manager, Harlan
Daily Enterprise; Governor's commu
nications office

eEwell Balltrip - former publisher,
Harlan Daily Enterprise,
Middlesboro Daily News: executive
director, Kentucky Appalachian
Commission

eDuanne Puckett - former editor
Shelbyville Sentinel-News; Shelby
County Schools, public relations
coordinator

e Jeft Phillips - former editor Harlan
Daily Enterprise, Harlan County

Schools, public relations coardinator
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Political advertising must be carefully scrutinized

By KIM GREENE
KPA General Counsel
Dinsmore & Shohl

As we head into the
Fall elections and the
onslaught of campaign ads,
maybe a reminder is in
order. What do you need to

look for as you review polit-
ical ads and endorsement
letters to the editor prior to publication? What
things in those letters and ads should raise flags
for you? With negative ads pouring in and can-
didates slinging accusations at each other, a
newspaper can’t be too careful

A newspaper which publishes a letter to the
editor or ad can be held legally responsible for
any defamatory content even though the news-
paper played no role in writing the content
Therefore you must review every letter or ad
submitted carefully. Apply the same sort of
scrutiny that you would apply to any news arti-
cle written by your staff.

A candidate for public office who takes issue
with the content of his or her opponent’s ad and
sues the newspaper is very likely to be consid-

ered a public figure by the courts. That is partic-
ularly true for candidates who are incumbents
running for re-election. That, however, does not
provide the newspaper with absolute immunity
against the candidate’s lawsuit. A public figure
or public official can be defamed. The extra pro-
tection which the First Amendment to the
United States Constitution provides your news
paper for political commentary such as ads and
letters to the editor requires the candidate to
prove “actual malice” before the court can hold
you liable. That means that the candidate must
prove that the newspaper knew or should have
known that the defamatory content was false
and published the statement anyway

This higher standard of proof for lability 1s
certainly helpful for defending defamation
claims brought by candidates. If the newspaper
wishes not only to win a defamation suit, but
also to avoid one, then the newspaper would be
wise to consider the “actual malice” standard a
tool for the newspaper’s lawyer rather than an
excuse not to review the ad or letter carefully
When determining whether to publish a politi-
cal ad or political letter to the editor, the wise
newspaper looks carefully at the content. What

does the ad say about the opponent? Or, family
member of the opponent? If this statement 1s
defamatory do you consult the letter writer or
candidate placing the ad about modifying the
content or are there circumstances which justify
or dictate that you include the defamatory con-
tent? For example, you would consider — among
many other things — whether you know the
defamatory statement to be true or the subject
of substantial on-going public debate. All of the
information would inform your ultimate deci-
sion whether to publish

In the case of a letter to the editor you
might also consider who the letter writer 1s
Does that person bear some particular grudge
against the candidate she opposes? Is there any
other reason to wonder whether the defamatory
statement might be exaggerated, misperceived
or a deliberate untruth?

With regard to political advertising, the
Kentucky General Assembly has a few things to
say. There are statutes concerning rates you can
charge for political ads, records you must keep
concerning political ads you publish, and identi-

See POLITICAL, page 9

The Arkansas Supreme Court
upheld a jury’s award to an attor-
ney who sued the Arkansas
Democrat-Gazette based on the
newspaper’s publication of an arti-
cle and photograph that incorrectly
identified him as a defendant in a
federal investigation.

In June 1984, the newspaper
printed an article on the front page
of its “Arkansas” section entitled
“Whitewater Counsel Kicks Off
First Prosecution.” One of the pho-
tographs included in the article
was an attorney with the caption
“Fitzhugh” beneath it.

The problem, however, was
that the wrong photograph was
published in the newspaper.
Instead of a photograph of Eugene
Fitzhugh, an actual co-defendant
in the Whitewater investigation
brought by a federal special prose-
cutor, a photograph of J. Michael
Fitzhugh, who was unconnected to
the case, was incorrectly run

The article itself included vari-
ous passages relating to the allega-
tions of wrongdoing brought by the
special prosecutor. The article for
example, noted that Fitzhugh was
accused of misrepresentation and
other financial misdeeds. The
newspaper printed a correction the
following day after being alerted of
the error by J. Michael Fitzhugh

J Michael Fitzhugh filed a
complaint in state court against
the newspaper, alleging that the

Newspaper held liable
for photograph mixup

juxtaposition of his photograph
against the headline and article
was defamatory per se and was the
result of the newspaper’s gross
carelessness. The case went to
trial, and the jury agreed and
awarded him $50,000. On appeal,
the Supreme Court upheld the
jury’s finding that the article con-
stituted a false statement about J
Michael Fitzhugh

For example, the evidence was
clear that J. Michael Fitzhugh pho-
tograph was placed above Eugene
Fitzhugh's name and that the sub-
ject of the article was referred to as
“Fitzhugh” seven different times
Several witnesses testified that
they believed the article was about
J. Michael Fitzhugh due to the
inclusion of his photograph in the
article. These facts, according to the
supreme court, provided the jury
with sufficient evidence to find that
Eugene Fitzhugh was charged with
a crime in the Whitewater scandal

As for the award of $50,000 in
damages, the Supreme Court simi-
larly ruled in J. Michael Fitzhugh's
favor, finding that there was suffi
cient proof to sustain the jury’s con-
clusion that his reputation had
been damaged. The Court rejected
the newspaper’s argument that .J
Michael Fitzhugh was a public fig
ure. The Court found that he was a
private individual who only had to
prove negligence rather than actu

al malice

Media ‘ride-alongs’ create liability

NAA has joined an amicus brief filed July 27 by various media orga-
nizations supporting CNN's petition asking the U.S Supreme Court to
review a federal appellate court decision in Berger v. Hanlon

The case arose from a search of plaintiff's ranch by federal agents, dur-
ing which CNN reporters accompanied the agents with cameras and
microphones. Based on this search, plaintiffs sued both the agents and
CNN, claiming, among other causes of action, that the search violated
their Fourth Amendment rights to be free from unreasonable searches
and seizures. The Ninth Circuit Court of Appeals, reversing the district
court's decision, held that the federal agents were not entitled to quali-
fied immunity and determined that the media acted jointly with the gov-
ernment, thereby allowing the case to proceed

The appellate court, relying upon a letter of agreement between CNN
and the government that permitted the "nde along," as well as the audio-
taping and videotaping of the search, found the search to have been joint-
ly planned by the government and media for entertainment, rather than
law-enforcement, purposes. The court concluded that CNN's "joint
action” with the federal agents rendered it a government actor for pur-
poses of this suit. The court also distinguished this case from previous
federal decisions where the media passively observed and recorded or
photographed law-enforcement activity, finding that CNN was an active
participant in the search

For further information, contact Rene Milam, (703) 902-1815,
milar@naa.org

Got legal questions

| about a story or ad?
Call the KPA
FOI HOTLINE

(502) 540-2350




Former reporter pleads guilty
to stealing voice mail messages

A journalist who pleaded guilty
to illegally intercepting voice mail
from the Chiquita banana company
won't face more charges if he con-
tinues to cooperate, prosecutors
said.

Michael Gallagher was the lead
reporter of a series of stories pub-
lished by The Cincinnati Enquirer
in May that questioned the busi-
ness practices of Chiquita Brands
International Inc.

Gallagher, 40, pleaded guilty
Sept. 24 to unlawful interception of
communications and unauthorized
access to computer systems. He
faces up to two and a half years in
prison and a $7,500 fine at sentenc-
ing March 19.

"Mr. Gallagher has been cooper-
ative and continues to cooperate
with the special prosecutor's office,"
said prosecutor Perry Ancona,
adding that Gallagher will face no
additional charges as long as he
continues to help.

Gallagher had no comment in
court or as he left.

His stories portrayed Chiquita

‘Dateline NBC

(AP) "Dateline NBC"
defamed a trucker and a trucking
company in a story about safety vio-
lations and must pay $525,000 in
damages, a jury ruled.

Trucker Peter Kennedy and own-
ers of Classic Carriers, Raymond
and Kelly Veilleux, accused NBC
correspondent Fred Francis and
free-lance producer Alan Handel of
misleading them into thinking they
were participating in a positive
story on the trucking industry.

Instead, they said, they were
defamed by the two-part series,
"Keep on Truckin'," which depicted
safety violations during a cross-
country trip.

Jurors agreed, finding the network
and the show had committed negli-
gence, misrepresentation and emo-
tional distress

It awarded $300,000 to Vielleux,
$50,000 to his wife and $175,000 to
Kennedy

NBC insisted the only promise it
made was to accurately report on a
cross-country trip that a film crew
made with Kennedy. NBC also said
Kennedy admitted falsifying his log
during the trip so he could drive
more consecutive hours than legally
allowed

"We're not asking you to accord us
any special rights, but we are asking
that we be protected when we report
the truth,” Bernard Kubetz, a
lawyer representing the network,
told jurors in closing arguments
Tuesday

But plaintiffs’ attorney Bill
Robitzek, in his closing argument,

as a company that used force, decep
tion and bribery in Latin America.

The Enquirer later renounced
the series of articles, apologized to
Chiquita on the front page and paid
the Cincinnati-based company more
than $10 million. The newspaper,
which is owned by Gannett Co. Inc.,
fired Gallagher on June 26 on the
suspicion that he stole voice mail
for the series.

A grand jury is investigating
the alleged theft of electronic com-
munications and other proprietary
material from Chiquita. A former
Chiquita lawyer in Honduras was
recently indicted in the case and
pleaded innocent.

Chiquita sued Gallagher on
July 3, accusing him of defamation
and stealing thousands of messages
with the help of three current or for-
mer Chiquita employees

Chiquita spokesman Joseph
Hagin said Gallagher's plea was "an
important milestone for all citizens
and organizations who are con
cerned about the privacy of their
personal communications."

” loses lawsuit

said, "The press has no special pro-
tection under the laws of the United
States."

"They are not immune. They're not
exempt. If they do something wrong,
they can be brought here and held
accountable," Robitzek said

Jurors deliberated 4 1/2 hours,

then returned for another 5 hours of

deliberations before returning their
verdict

The 1995 "Dateline" program
stemmed from an accident in which
a rig driven by a trucker who falsi
fied his logbook veered into the
breakdown lane of the Maine
Turnpike and killed four teen-agers
parked in a car

"Dateline NBC" followed up by
traveling with Kennedy, who had
nothing to do with the fatal acci
dent. It reported that Kennedy
called his logbook a "joke book" and
drove from Chicago to Boston with-
out stopping to sleep

On the witness stand, Kennedy
admitted he had been up nearly 40
hours by the time he reached
Massachusetts, but he said it was
legal because truckers can drive a
maximum of 70 hours in eight days
He also admitted — sobbing as he did
so — that he had tested positive for
marijuana during a random drug test

Daphne Izer, one of the founders
of Parents Against Tired Truckers,
said she hoped the ruling did not
deter future stories. "We need that
awareness. The public needs to
know what's going on out there, and
that's what Peter Kennedy was all
about," she said after the verdict
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The U.S. District Court for the
Eastern District of North Carolina
held a newspaper and a reporter
in civil contempt, ordering them to
pay $500,000 to an oil company.

The controversy arose when
the newspaper printed information
contained in a settlement agree-
ment, including the settlement
amount, between the oil company
and numerous residents of a
mobile home park. The agreement
had been sealed by the court

The newspaper had already
obtained the settlement amount
from two confidential sources, but
the article indicated that the set-
tlement amount had been con-
firmed by the agreement filed with
the court. The court found that the
confirmation of the amount from
court documents added credibility
to the story and would increase
the litigation and settlement costs
of the oil company which was sub-
sequently defending more than 50
similar lawsuits. These increased
costs were the basis of the
$500,000 award

The court made numerous factual
findings in order to determine
whether the reporter and the news-
paper were in contempt. For
instance, the court found that the
confidentiality of the settlement

the agreement and no agreement

Reporter, newspaper held
in contempt for running
terms of sealed agreement

agreement was an integral part of

would have been reached without it.

To protect this confidentiality
the seitlement agreement was
placed in a sealed envelope which
was clearly labeled as confidential,
filed under seal and to be opened
only by the court. The reporter
was in full knowledge of the confi-
dentiality of the document and
was fully aware of the fact that
she had broken into sealed and
confidential court documents.

To cite an instance, in
response to the reporter's request
to see the documents in the law-
suit, the court clerk carried several
documents to the counter, removed
the settlement agreement and
stated clearly to the reporter that
the document was sealed by the
court and inaccessible to her

Based upon these findings, the
court held the reporter and the
newspaper in contempt, reasoning
that they had knowledge that their
behavior violated the order sealing
the Settlement Agreement. In so
ruling, the Court emphasized that
its decision in no way impeded the
First Amendment freedom of the
press because it did not restrict
speech, but rather restricted
actions which violated a valid
court order

(Reprinted from First
Amendment Comment. Ashcraft v
Conoco, Inc.)

Political
Continued from page 8

fication of advertisers for political
ads. There 1s serious questions
whether these statutes violate the
First Amendment free speech
rights; however, there has been no
court decree in Kentucky specifi
cally finding the statutes unconsti
tutional

Since these statutes are still on
the books, newspapers need to be
aware of them and comply with
them, unless you decide you want
to be the one who challenges the
constitutionality'

KRS 121.065 requires that a
“publisher of newspapers, maga-
zines, handbills, or other printed
matter” and an “owner or lessor of
billboards, radio or television sta-
tion or network” shall not charge
fees for political advertising in
excess of the lowest rate charged to
other advertisers at the time the
political ad 1s purchased

Another statute, KRS 121.190,
requires that every political adver

Hotline attorneys

Jon L. Fleischaker (502)540-2319
Kim K. Greene (502) 540-2350
Julie C. Foster (502) 540-2364
R. Kenyon Meyer (502) 540-2325

Dinsmore & Shohl, LLP
(502) 540-2300
Fax: (502) 585-2207
E-mail:
(last name)@ouis.dinslaw.com

tisement which advocates the elec
tion or defeat of a clearly identified
candidate, slate or candidates or
group of candidates for any public
office must contain the words “paid
for by” must be followed by the
name of the candidate, slate of can
didates or campaign committee,
whichever is applicable

That
requires nv\\'sp'lpvr\ «ln(‘ maga
zines to keep a record for one year
of political advertisements pub
lished

If this column raises any ques
tions, feel free to call vour Hotline

lawyers

same statute also
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s-commerce: Learn
all you can now

Interactive
Insider |

By Peter M.
Zollman

Does your paper sell mugs,
hats, umbrellas or any other
branded premiums?

Have you ever had a major
news story break in your communi-
ty - one that people might save?

Do any companies in your area
sell something unique - fancy, or
especially inexpensive, or hard-to-
find?

If so, you have the beginnings
of an electronic commerce busi-
ness.

First of all, of course, your
newspaper has to have an online
service.

If you haven't started one yet,
today's column is something to con-
sider for the future.

But if you're already online
and you're figuring out "What
next?," you should be developing
electronic commerce - to help your
newspaper and your advertisers.

Don't be intimidated by the
technology. If you can't do it your-
self, outsource it or buy it off the
shelf. Don't worry about designing
the Web site, or about secure

servers, or even about how much to
charge.

There are companies that will
handle all of that for you, if you're
so inclined. And they'll even do it
without charge, just for a "piece of
the action" of any sales

(Should you outsource? If
you're an e-commerce beginner, it's
certainly easiest. For the long
term, however, you're much better
off as master of your own destiny.
And you may prefer to charge for
your Internet services — just as
you do in your traditional advertis-
ing model — rather than taking a
commission-only deal.)

Back to the three items we dis-
cussed above, plus one more:

* Newspaper brand items: If
you have a small newspaper store
where you offer branded hats,
books and other goodies, offer them
on your Web site too. It's a great
way to learn about e-commerce,
sell a few more trinkets to sit on
customers' desks near and far, and
pick up some extra nickels or dol-
lars online.

* Laminated front pages:
When there's a major news story in
your community — the football
team wins a championship, a new
zoo opens, Tiger Woods wins the
Masters — get your front page

See E-COMMERCE, page 12

Toll

Continued from page 5

vided at the workplace through
arrangements made with the St.
Paul Public Health Department.
They estimated that each worker
saved two hours of time by not hav-
ing to go to a primary-care provider
for the immunization.

Long-held beliefs that flu shots
actually caused flu have been refuted
by studies conducted at the Mayo
Chnic and elsewhere.

The only real drawback to flu
shots 1s that they should not be
administered to individuals who are
allergic to eggs. "To them, this can
be very dangerous," Dr. Wilson said.

But for most people, the only
drawback is brief discomfort at the
point of injection. This is a small
price to pay to avoid the days of suf-
fering — or worse — that can result
from flu.

Annual revaccinations are need-
ed because the vaccine 1s constantly
being updated to combat various
strains of flu, which change every
year

The CDC's Influenza Branch,
responsible for nationwide surveil
lance during each flu season, 1ssues
reports from mid-October through
mid-May

Last winter, mortality levels for
pneumonia and influenza hit their
peak early in January and stayed at
what was considered epidemic levels
until the middle of March.

According to the CDC, the best
time to conduct annual immuniza-
tion programs is during the month of
October or the first half of November.

However, it's apparently never
too late in the season to derive some
benefits from shots.

"Some prescribed medications
are available that can ease the symp-
toms once a person has been exposed,
but the only way to prevent influenza
is the vaccine,” Dr. Wilson explained.
"If employers want to reduce absen-
teeism, a program of immunization
certainly would be a good thing to
think about."

Newspapers that want to provide
vaccinations for their staffs are
advised to contact local health-care
providers, who can obtain the vaccine
and help arrange for shots to be
administered.

Hokokok

(Comments? We would enjoy
hearing from you. QOur mailing
address is ETSU Box 70667, Johnson
Citv, TN 37614-0667. E-mail should
be sent to hilliarj@access.etsu.edu
We also can be reached by fax at (423)
139-4308 or by phone at (423) 439-
4167.)

Remember when...

* You thought “modem” was what you did to lawns?

* You thought “the Internet” was a basketball league?

* You thought “RAM” and “ROM” were twin Greek gods?

¢ You thought “satellite feed” was a farm product?

* You thought “Lotus 1-2-3” was a line dance?

© You thought a “V-Chip” was snack food?

¢ You thought “hard drive crash” was a car acmdent?

* You thought “super VGA” was a comic book hero?

* You thought “mouse pad” was where a rodent lived?

* You thought “DOS prompt” was a German expression?
(Reprinted from the August issue of the Iowa Newspaper

Association newsletter.)

ZaBN POS 1OL SERVILE - ,,,mm by 39 USC 366
T Pucanon e o
The Kentocky Press 'JI ] 2[ 3 ITOI l ] 4 9-30-0n
ThweFregeny A (Y= i R S
Monthly SR | i

144 e (Shoet Ay comty, shmie et PP 41

101 Consumer Lane, Franklort Ky 4061

5 Coomam TVr =7 (9127 4 P4 o (e o

¥ Compiate b 5 AGeH 51 o HiemPy ivier”

Kentucky Press Service, 101 Consum
3_F Ul Names and Conyacte Mg AGNes 313 1 Pubisne: |1
Psier (Name 7 compiris mang Aawe .«

Kentucky Press Service, S

Edvor (Name and compiete mang akbees)

Lisa Carnahan, Same

Wt greg £ (Narme /a1 cremyeie s ) SARET

2100wy ek o

10 Comer (D0 o Jeave v e puomcancr s owmed ) ¥ 1 g e e and ok o T
503 of 58 $Kock oKJers Grerang Or ROKI) | porcont o 170x8 O e 1ol aONTH O 3

\ove
8 NONDrOM OperNIAM ¥\, (e Ha narTe #nd erk¥ess |
Complete Meing Aderess

101 Consumer Lane, Frankfort,

Ful Wame

Kentucky Press Service KY_ 40601

TV Known G Sy ok O
oo o Moss 0 Yo Ao o Bomcn
Oone vox — L) _
7ot Nama. mpier A B ——
12 oz Swta (For opanzasne one) -
The purpose. hcton. and nonprol oremo stsam b - pupcees

T4 Teaus Dete for Circusaton Deke Beiow

The Eentucky Press September, 1998
versge Wa. Coplos Each loave | Actusl Ne. Copies of Single fssu
- e During Presoding 12 thentes Pubtioned Nearse! to Fitng Do
& Totsl Number of Coples el prees A} 650 600
(1) Ssies Trwough Dasiers and Carriers. S¥set Verdon.
b Pud anier om0 Course Sates (Nor maded)
Requesed
Chileton (2) Puid or Meguested Mall SubecrpRons (hchae 518
dvertioars ol copies e encharge coples) 520
€ Totwl Paid rior Rucuested Circutesion N
Sum of 15(1) ond 15(2) $20 518 .
€ Pron Oibuton by Mat
ampten g 3 ot #v0 0 2
& Froe ibtton Outsice e Ma# (Comers o ofer means)
1 Totwl Fren Dlsb@ution (Sum of 150 an 13e) > 20 25
& Total Oleb@uton (Sum of 15 and 130 » 550 3
(1) Ocs Use, Loovers. Spoted 100 57
N Copms nat
Devenwd
(2) Ronume o Nows Agerts
1 Touml (Sum of 139, 18%1). andl 19N [ 4 650 600
Parcart Pakd arsthn Recuested Croutetion
(16¢ /189 % 100)
" § Patcatn oo e e b __OCEODET iy of o sconen
[ o fra Tnp o £ Bmness arager. o Owrer IEZ
AL |
une (e - A4 | 0-30-98




People

Continued from page 2
vear as a Christian missionary in
Tanzania and also taught sec-
ondary school in Tabora. Rutledge
will cover Wilmore news for the
paper as well as assist with sports
coverage and general assignments

Kara Shewmaker is the paper's
new circulation manager and will
also assist in classified advertising
and admimstration duties. A native
of Nicholasville, Shewmaker has
taken courses at Central Kentucky
Vo-Tech and is currently studying
to carn her real estate license

After starting out as a part
time employee last fall, Suzie
Yardy has joined the staff on a full-
time basis as a graphic artist. She
designs pages and handles place
ment of all the news copy and also
1s responsible for photo editing. As
a result of her full-time status,
she's now taken on the duties of

designing ads

Also a graduate of Asbury
College, Yardy earned her degree
in art and is an accomplished

sculptor. She has had exhibits in
Florida and Kentucky including a
recent show at the MetroLex Art
Gallery in Lexington

Sentinel-News promotes
four of its employees

Four employees of the
Shelbyville Sentinel-News have
been promoted

Sharon Warner was promoted to
senior news graphics designer. She
came to the newspaper shortly after
graduating from Shelby County
High School in 1972. She also writes
a weekly column and regularly cov-
ers news events for the paper

As senior news graphics
designer, she will be responsible
for designing most of the newspa-
per's pages and its special sections.

Cathy Jones was promoted to
senior staff writer. She joined the
paper's staff four years ago after
working for the Voice Newspapers
and The Courier-Journal
Neighborhoods. She was also assis-
tant news editor for the national
Presbyterian Church (U.S.A)
monthly publication.

As senior staff writer, Jones
will become more involved with
story selection and editing

Brett Hurst has been promoted
to senior ad graphics designer. He
joined the paper's staff last May
and is a graduate of the University
of Kentucky. His promotion will
allow him to become more involved
with the design of special sections
and promotions

Vicky Schreiner was promoted
to senior advertising salesperson

After graduating from the
University of Kansas with a degree
in journalism, Schreiner owned a
weekly newspaper in Kansas with
her husband Bruce. They turned it
into an award-winning paper
before moving to Kentucky in 1989

when Schreiner joined the
Shelbyville staff as a reporter
Before switching to the ad depart
ment in 1992, she had advanced to
sentor staft writer

Paxton nominated
for SNPA board

A Kentuckian i1s among the
nominees for seats on the Southern
Newspaper Publhishers Association
ind
on the

inother
board

board of direct
Kentuckian's te
will expire this year

Fred Paxton, president of
Paxton Media Group, Paducah, has
been nominated to represent
Kentucky on the 18-member board
of directors. Mary Schurz, editor
and publisher of the Danville
Advocate-Messenger, has served as
a SNPA director and her term will
expire at the 1998 convention in
November. The nominations will
be placed before the membership
during the annual convention Nov
15-18 at Boca Raton, Fla

rs
rm

Simpson leaving
Campbellsville paper

Rochelle Simpson has accepted
a position at The Daily Journal in
Kankakee, I11., south of Chicago,
after six-and-a-half years at the
Central Kentucky News-Journal,
Campbellsville. The Daily Journal
has a circulation of 26,000 daily and
31,000 on Sundays

Simpson came to
Campbellsville paper after graduat
ing from Eastern Illinois University

Rogers named sports
editor at Cadiz Record

Brian Rogers has joined the
staff of The Cadiz Record as sports
editor.

Rogers grew up in Hopkinsville
and his parents now reside in
Cadiz. He is a graduate of the
University of Kentucky

McCarty, Wolf rejoin
staff at Spencer Magnet

Ethel McCarty has joined the
staff of The Spencer Magnet as the
office/editorial assistant. She was
an assistant for 25 years to the for-
mer owners of the paper, Dolly and
Claude Brock

In her new job, McCarty will
have various duties from taking
information for ads, designing ads
and typesetting editorial information

Mandy Wolf has also joined the
staff of the newspaper. She interned
at the paper in 1996 while attend
ing Murray State University. She
will split her time between
Taylorsville paper and The Pioneer
News in Shepherdsville

Wolf credits a high school jour-
nalism teacher with encouraging
her in the field. She enjoys design
work and spends most her time at
the Magnet paginating the paper
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Use these tips to avoid
perils of hoax web sites

BY JAMES DERK
Computing editor
Evansville (Ind.) Courier

During the 1996 Presidential
election, a Bob Dole campaign site
on the World Wide Web received
more than 20 million “hits” by
Internet browsers from all over
the world.

They could read campaign
materials, see photos of the candi-
date and read his platform easily
by heading over to
www.dole96.org. Trouble was, all
of the content was made up. Dole’s
official site was www.dole96.com
— he had nothing to do with the
other one.

No one knows if anyone
believed what they might have
seen on the other site but it
remains a shining example of the
trouble of certifying and verifying
information one finds on the Web.
Because there are few rules about
setting up “domain names” (unless
they contain a trademark) there is
a bustling business in domain reg-
istration and not all of them go to

the people or companies you might
think.

When the makers of the movie
Evita went to make a Webb site to
promote the film, they found
www.evita.com already taken by
an entrepreneur hoping to resell
it. The movie company opted for
www.evita-themovie.com instead
Same thing with the blockbuster
Titanic; Paramount had to settle
for www titanicmovie.com because
titanic.com was already gone

Monica Lewinski.com

Within hours of the first
reports of President Clinton’s
“intern trouble,” the sites moni-
calewinsky.com, monica
lewinski.com and nearly every
other variant of the voung
woman’s name were registered by
“cyber-squatters” hoping to make
some quick cash. the site
www lewinsky.com is for sale for
‘$1.5 million or best offer” accord-
ing to its owner.

Journalism schools all over

See HOAX, page 12
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o More!
The best way to put
your message in
_front of people is
to advertise in
KPA's Yearbook and
Directory. Hundreds

of people checlk it out
every year!

The annual KPA Yearbook and Newspaper Directory contains
detailed information on all KPA member newspapers, from the
largest to the smallest. Advertisers all over the country, including
more than 175 agencies, consult the directory regularly. Your ad,
promoting your newspaper and services, will be read by the people
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'E-commerce

| Continued from page 10

Haminated for people who want to
thang it in their den. You may be
i surprised at how many you sell. (At
{least one company handles all the
details, even fulfillment.) It's a great
| promotional tool; it's profitable, and
you can offer it both online and in
print. Some papers even donate
laminated special-event front pages
to charity events or auctions. (The
Tiger Woods example, incidentally,
1s the real one.)

eUnique products: One
media e-commerce site sells fancy
peanut products. Another sells
pecans. A radio-station's advertiser
offers Harley Davidson sunglas
The list goes on and on.

As one Internet-services man-
ager put it, "If it's going to generate
a dollar, that's what I want

¢ Subscriptions and classi-
fied ads: What does it cost to sell a
subscription renewal, or take a
classified ad by phone? Study

online costs; you'll find that both
are much less expensive on the
Web. And they're one more way to
serve your readers or advertisers.

Electronic commerce is not a
fad. It's not something for everyone
else to do. It's not an experiment, or
a pain-in-the-neck (well, maybe ...),
or a toy. It is a fundamental shift
that is slowly changing consumer
habits and shopping patterns. As
today's 10-year-olds grow up, it will
become a profound shift. It won't
close all the malls and local mer-
chants, but it will affect them —
some positively, some negatively.

Your paper should learn as |
much as you can about it. And the |
best way to learn is by doing. You'll
even make a few bucks while you
take E-Commerce 101.

(© 1998, Peter M. Zollman.
Zollman (pzollman@aol.com) is a
consultant in interactive media who |
focuses on profitability. His services |
include strategic planning, sales
development and training, Web site
analvsis, and support for online clas-
sifieds and electronic commerce. He
can be reached at (407) 788-2780.)

Hoax

Continued from page 11

the world now are teaching students
about the “Salinger Effect,” that is,
don’t believe evervthing you read on
the Internet just because it's there
Some information is presented in a
very professional manner on the
Web and it can take a while to recog-
nize a joke.

For example, the shck site put
up by “Dream Technologies
International” at www.db.net/dti/will
even take online orders for your
human clone and offer testimonials,
research papers and photos.

Domain Spoofing

The problem of “domain spoof-
ing,” that is, getting an address very
close to someone else’s, is another
troubling issue for journalists on a
deadline. Some sites have been set

up to capitalize on misspellings of

heavily trafficked sites like
microsoft.com and netscape.com.
They hope to snag some of the visi-
tors drawn to the other site.

For instance, the site at
www.altavista.com links to the pow-
erful Digital search engine at
altavista.digital.com but has no con-
nection with the real AltaVista search
engine site at all. We've all seen Bill
Clinton’s official site at www.white-
house.gov where daily press briefings,
White House photos, press releases
and other information 1s archived

But get in a hurry and type
www.whitehouse.net and you get an
exact replica of the real site, except
all of the information 1s made up.
The sites are identical, right down to
the typeface and background colors
Once in a while the photos of Bill
and Al are replaced with illustra-
tions of Beavis and Butthead

Worse yet, type www.white-

house.com and you get a porno site
(You also get the porn site if you just
tyvpe “whitehouse™ into the search
feature of Microsoft Internet
Explorer or Netscape Navigator

the suffix”.com” is always searched
first.)

So what's a journalist to do?

How to Check It Out

If yvou plan to use material you
gleaned from the Internet, it make s
sense to see whose information it 1s
and where it comes from.

In some cases it's pretty obvious.
A URL like www.boeing.com proba-
bly belongs to the jet-maker but it 1s
far better to be sure.

But how to do that? The best
way is to head to the “Who's” data-
base maintained at Internic, the
administrative agency that oversees
many of the functions of the Web
and maintains a database of domain
ownership information.

Go to http:/rs.internic.net/cgi-
binvwhois. Enter your information. For
our example, who owns boeing.com?

You are told: The Boeing
Company, Seattle, WA 98124-2499.
Plus you are given the phone num-
ber and e-mail address of the people
who run the Web site and the
addresses of their main servers.

For whitehouse.gov you'll find
the owner is: Executive Office of the
President USA. Good enough for me
Enter whitehouse.net and find 1t 1s
owned by an Internet access compa-
ny in Virginia.

It isn't at all time-consuming to
check who owns a site, either. Make
the Internic site a Netscape book-
mark or Internet Explorer “favorite”
and you can click right to it before
you run any information.

Five seconds of checking can
save you years of embarrassment.

(Reprinted from the N.Y. Press
Association bulletin.)

Sessions

Continued from page 3

ter what the circumstances. "Sure,
maybe some of the folks were too
loose-lipped — but did it help the
community's awareness,  asked one
reporter. Moreover, it was suggested,
Hines might have avoided the gag
rule opprobrium by calling the
errant lawyer into his chambers for
a tongue-lash warning.

Events a month later suggest
this might not have helped. With the
Carneal boy's trial still not begun,
the lawyer for the uneasy parents
made more front-page news. He filed
a motion asking that the judge’s "gag
order” be stricken, as something
blocking the parents’ right to speak
out.

Still, what happened at the
Kenlake meeting played a quieting
role. At least in The Courier-Journal,
says Judge Hines. Knowledge of the
conversations solidified the inquiry
directed to the judge by the writer
assigned to write an editorial on the
1ssue

The resultant editorial, while
still eritical of Hines for having "gone
too far” with his gag order, neverthe-
less was sympathetic with the

judge's concern over the lawver who

was ‘spouting off.
In letting it appear that the

judge s order applied to the com-

plaining parents of the slain young-
sters, the editorial said, there was
implied muzzling of the parents
‘every right to say what they have to
say, loudly and publicly.’

Yet the editorial began with a
recognition that "as much as this
newspaper favors the free flow of
information... we recognize that so-
called 'gag-orders’ are sometimes
needed in criminal cases... in rare
instances pre-trial publicity may
endanger’ defendants’ right to a fair
trial.

The editorial quite reasonably
hoped that Judge Hines would
rescind his gag order “or at least
make it clear that it does not apply
to the families of the victims."

There is general agreement
among those involved that the give-
and-take atmosphere at the Kenlake
meeting that accompanied the Hines
explanation of his gag-order inten-
tions paved the way for at least one
more-responsive news reaction.

Indeed, as discussions continued
at the Kenlake session, there was
some other consolation for Judge
Hines and his colleagues. Several of
the journalists acknowledged the
perennial challenge of composing
headlines or news report lead-ins
that are fair while still attracting
wanted attention.

There was general recognition of
the reporter training problem when
it comes to covering the courts. "Too
many reporters know zilch at the
start of an assignment to cover the
courts,” one of the Western
Kentucky editors said. Another said,
"Often, underprepared reporters are

scared to look dumb

Most of the attending judges
agreed with the media suggestions
that there be more opportunity for
rookie reporters to spend time at the
invitation of the judges, observing
court procedures and getting orient-
ed to trial nuances. There was some
mention that, in the wake of a
November 1996 Shakertown meet-
ing in this get-acquainted project,
Chief Justice Stephens had made
judge teams available to address
journalism students, while The
Courier-Journal has instituted meet-
ings of district judges with its
staffers.

"Judges who are persistently
tight-lipped, who won't help a
reporter with guidance on a compli-
cated ruling, do the most to perpetu-
ate the bad stereotypes.” a Paducah
reporter said.

In general agreement, one of the
judges said, "As elected officials, we
vearn to be put in a favorable light
by the media... so it's really hurtful
when a reporter created an unfair
perception not in hine with the facts.
She got applause when she added,

After all...we are bound by the
rules. You in the media have fewer
guidelines, so vou can violate more
easily.

Several of the news people
responded with mention of written
internal guidelines or stylebooks,
together with the challenge of libel
laws. In the end. several said, news-
papers and broadcast newscasts face
the need at the community level "to
answer to our neighbors for what we
do.” The heightened competitive
nature of journalism today and its
intensified pressure on guideline
compliance was left for another time.

But affirmative nods came from
all hands to the comment that "both
our professions are judged by the
lowest common denominator...so we
must do a better job of policing our
bad apples.”

In the end, the Press
Association's Thompson was joined
by lawyer Greene in saying that in
terms of pursuing improved commu-
nication, Kentucky media, bench
and bar "have the edge” on parallel
groups in North Carolina, South
Carolina and Virginia.

There was widespread approval
from the conferees to endorse the
plan by the Office of the Courts, U of
L's Civic Leadership Center and the
Press Association to conduct such
seminars in Kentucky's other judi-
cial regions.

"Communicate! Break down the
barriers!” said publisher Chip
Hutcheson of the Princeton Times
Leader.

(The writer, Robert Schulman, is
executive director of the Center for
Humanities and Ciuvil Leadership at
the Unuversity of Lowisville College of
Arts and Sciences. He is the retired
media critic of The Courier-Journal
and Louisville Times. He moderated
the Kenlake session described in this
article. The next session has been
scheduled for Nov. 19 at Rough River
State Park in Grayson County.)
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