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2015
March

11-12 — Missouri Advertising Managers’  
     Association Meeting, Camden   
     on the Lake, Lake Ozark
19 — NNA Leadership Summit,
     Arlington, Va.

June
11 — Porter Fisher Golf Tournament, 
Lake Valley Golf Course in Camdenton
12 — MPA/MPS/MPF Board meetings 
(morning); Show-Me Press meeting 
(afternoon), Old Kinderhook
24-28 — ISWNE Conference, Columbia

September
10-12 — 149th Annual MPA Convention,
     Columbia

October
1-3 — 129th NNA Convention, St.
     Charles, Mo.,

Call: 573-449-4167

For ordering information go to
www.mopress.com

Questions? Call Missouri Press Foundation
573-449-4167

Includes a tribute to
President

Harry Truman
in words and photos.

Upcoming
Webinars

Pub Aux Live - 
Newspaperbaton: Promoting 

Newspapers and Communities
Thursday, January 8

Presenter Laura Nakoneczny, 
North Carolina Press Association

Register at www.regonline.com/Newspaperbaton 

What’s Next for Classifi ed? 
Making 2015 a growth year

Friday, January 9
Presenter Janet DeGeorge, 

Classifi ed Executive

Making Digital Editions Really 
Work for Your Newspaper

Thursday, January 15
Presenter Jakob Fenger, 

Mirabel Technologies

Think Bigger than 
Native Advertising

Thursday, January 29
Presenter Steve Gray, 

Morris Communications

Register at
onlinemediacampus.com

High-quality, low-cost web conferences 
that help media professionals develop 

new job skills without leaving their offi ces.

Presented in partnership with:

Missouri Press
Association
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Need help with a newspaper issue? Check the links at mopress.com/reporterslinks.php.

Gashouse Gang serial a home run
Serialized story set for late December release

	 Because	 Missouri	 Press	 promotes	
the	 programs	 of	 the	 following	
organizations,	 they	 allow	 MPA	
members	 to	 get	 their	 training	
webinars	and	programs	at	reduced	or	
member	rates.	Visit	these	sites	to	find	
out	 about	 the	 latest	webinars	offered	
and/or	to	explore	archived	webinars:

	 -Inland	 Press	 Association:	 www.
inlandpress.org/training/
	
-Local	 Media	 Association:	 www.
localmedia.org.	
	
	 -Online	 Media	 Campus:	 www.
onlinemediacampus.com.	

Stay up-to-date 
with Webinars

	 The	 2015	 Reading	 Across	 Missouri	
Project,	 a	 serialized	 story	 on	 The	
Gashouse	Gang,	is	gaining	momentum.		
	 The	 story	 is	 being	 written	 by	 “Lily’s	
Story”	 author	 Carolyn	 Mueller,	 of	 St.	
Louis.	Nick	Hayes,	the	British	illustrator	
who	drew	pictures	for	our	2014	story	and	
created	amazing	images	for	the	children’s	
book	 version,	 “Lily,	 A	 True	 Story	 of	
Courage	 and	 the	 Joplin	 Tornado,”	 has	
agreed	to	bring	our	new	story	to	life	with	
his	art.	
	 Watch	 MPA	 News	 magazine	 and	
mopress.com	 for	 details	 on	 the	 story,	
which	 should	 be	 available	 in	 late	
December	for	use	after	Jan.	1,	2015.
	 Last	 month,	 43	 Missouri	 newspapers	
downloaded	features	from	MPA’s	Famous	
Missouri	Journalists	series.	We	promoted	
the	use	of	the	series	to	kick	of	National	
Newspaper	Week	 in	 early	October,	 but	
these	stories	about	Missouri’s	journalism	
pioneers	can	be	used	at	any	time.	There	
are	 10	 features	 in	 the	 series,	 including	
the	 four	 added	 this	 year	 about	 Walter	

Williams,	Lucille	Bluford,	Mary	Paxton	
Keeley	and	Walter	Cronkite.	
	 To	 access	 the	 features,	 visit	 mo-nie.
com	and	use	code:	mojournalists.

The	Missouri	Press	Foundation	urges	
you	 and	 your	 newspaper	 to	 consider	
purchasing	 copies	 of	 the	 2013-2014	
Missouri	 Official	 Manual	 (Blue	 Book)	
and	 giving	 those	 copies	 to	 your	 local	
public	libraries	and	schools.	It	also	makes	
a	 GREAT	 PERSONAL	 GIFT	 for	 the	
Holidays!

Purchasing	 two,	 three,	 even	 four	
copies	 of	 the	 Blue	 Book	 will	 help	 the	
Foundation	meet	 its	sales	goal	of	2,500	
copies	by	the	end	of	December.	Recently,	
one	 Missouri	 Press	 member	 newspaper	
bought	 16	 copies	 of	 the	 Blue	 Book	 to	
give	to	its	local	libraries	and	schools.		

	The	 Blue	 Book	 represents	 a	 historic	
reference	book	on	Missouri	government.	
Library	 patrons	 and	 school	 students	

Get your Missouri Blue Book! 

will	refer	to	this	book	for	generations	to	
come.

	 Also,	 why	 not	 print	 out	 the	 order	
form	 and	 distribute	 the	 form	 to	 local	
county	 officials?	 And,	 post	 the	 form	 in	
your	office’s	front	window.	

The	Blue	Book	was	out	of	print	until	
earlier	 this	 year,	 never	 to	 be	 published	
again	as	ink-on-paper,	until	the	Missouri	
Press	Foundation	stepped	in	and	brought	
it	back	as	a	hardcover	book.

	With	every	purchase,	you	are	helping	
to	keep	the	Blue	Book	IN	PRINT!

		
Thank	you	for	buying	a	Blue	Book	(or	

a	few	Blue	Books).
	
Sincerely,	Missouri	Press	Foundation

Download	Blue	Book	form	online	here:	
http://www.mopress.com/_lib/files/Missouri_Official_Manual_MPF_Order_11_4.pdf

Supplies Limited! Order Today!

2015

If someone on your staff 
needs a 2015 press card, 

email the person’s name to 
kwilliams@socket.net.

Request	your	
2015	

PRESS CARDS

Thanks	 to	 all	 the	 volunteer	 judges	
from	the	MPA,	Colorado’s	recent	Better	
Newspaper	 Contest	 judging	 has	 been	
completed.

Next	 up:	 The	 MPA	 will	 soon	 be	
recruiting	 judges	 for	 the	 Georgia	 Press	
Association’s	Better	Newspaper	Contest.	
Stay	“tuned”	for	details.

Coming Soon!
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Missouri Press Association
Missouri Press Service

802 Locust St.
Columbia, MO 65201-4888

(573) 449-4167; FAX (573) 874-5894 
www.mopress.com

STAFF
Doug Crews: Executive Director, 

dcrews@socket.net
Mark Nienhueser: Ad Director,

mdnienhueser@socket.net
Bryan Jones: Editor, bejones@socket.net

Melody Bezenek: Missouri Press Foundation 
Director, mbezenek@socket.net

Connie Whitney: cwhitney@socket.net 
and Jennifer Plourde:
jplourde@socket.net

Advertising Sales and Placement
Karen Philp: kphilp@socket.net

Receptionist, Bookkeeping
Kristie Williams: Member Services, 

Meeting Coordinator, kwilliams@socket.net
Jeremy Patton: Graphics Designer,

jpatton@socket.net
Brittney Wakeland: Marketing,

bwakeland@socket.net
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Jean Maneke:
Legal Hotline Counselor

(816) 753-9000
jmaneke@manekelaw.com

Dawn Kitchell:
NIE & Education Director

(636) 932-4301; dawn.kitchell@gmail.com

MPA PRESIDENT: Richard Gard, 
 Missouri Lawyers Media             
FIRST VICE PRESIDENT: Jim 
 Robertson, Columbia Daily Tribune 
SECOND VICE PRESIDENT: Dennis
 Warden, Gasconade County Republican, 
 Owensville  
SECRETARY: Dennis Ellsworth, 
 St. Joseph News-Press
TREASURER: Donna Bischoff,
 St. Louis Post-Dispatch      
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  The Kansas City Star.
 Joe Spaar, The Odessan
 Bill Miller Jr., Washington Missourian
 Jeff Schrag, Springfield Daily Events
 Carol Stark, The Joplin Globe
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How can you find things on the MPA website, mopress.com? Click the “Site Map” link at the bottom of the page.

Keys: transparency, documentation, named sources

Fact-checking a sensitive story
by Jane Elizabeth, American Press Institute

Earlier	this	month,	on	the	same	day	Rolling 
Stone	magazine	issued	an	apology	for	errors	
in	a	jarring	story	about	campus	rape,	a	small	
newspaper	in	western	Virginia	published	an	
investigative	 series	with	similar	 sensitivities.	
The	series	told	the	stories	of	dozens	of	nurses	
who	 stole	 and	 became	 addicted	 to	 their	
patients’	 drugs,	 threatening	 the	 lives	 and	
health	 of	 the	 patients	 and	 themselves,	 and	
bringing	 shame	 and	 chaos	 to	 their	 families	
and	employers.

But	in	its	transparency,	The News Leader’s	
“Addicted	 Nurses”	 series	 was	 different:	 No	
one	in	the	story	was	anonymous,	documents	
were	 provided,	 videos	 were	 recorded.	 And	
the	staff ’s	fact	checkers	were	named.

The	 story	 began	 a	 year	 earlier	 when	 the	
paper	 looked	 into	 the	 case	 of	 James	 Colus	
Walker,	 a	 former	 local	 nurse	 addicted	 to	
cocaine.	By	the	end	of	the	year-long	project,	
the	staff	had	tracked	2,366	nurses	who	had	
been	cited	for	such	violations.

Another	 sensitive	 story	 about	 a	 hidden	
crime.	 This	 one	 with	 transparency,	 fact	
checking,	named	sources.	

William	Ramsey	is	the	local	editor	of	the	
20,000-circulation	 newspaper	 and	 the	 lead	
editor	on	the	“Addicted	Nurses”	project.	For	
the	American	Press	Institute’s	Fact-Checking	
Project,	Ramsey	explained	how	and	why	the	
publication	examined	and	changed	 its	 fact-
checking	efforts	to	produce	the	series.

API:	For	the	“Addicted	Nurses”	series,	The 
News Leader	was	able	 to	publish	 interviews	
with	nurses	who	were	addicted	to	drugs	—	
who	even	stole	their	patients’		drugs	—	and	
use	their	real	names.	How	were	you	able	to	
accomplish	this?

Ramsey:	In	our	small	newsroom,	we	help	
each	 other.	 So	 reporter	 Patricia	 Borns	 gave	
us	some	names	from	state	records,	and	we	all	
slowly	contacted	people	 through	Facebook,	
phone	 calls	 and	 door	 knocking.	 Our	 best	
source	 was	 a	 nurse	 whom	 Borns	 slowly	
built	a	rapport	with.	The	fact	that	we	don’t	
use	 anonymous	 sources	 or	 fake	 names,	 per	
standing	 policy,	 helped	 persuade	 people	
to	 tell	 their	 stories	 on	 the	 record.	Also,	we	
sent	 certified	 letters	 to	 two	 dozen	 of	 the	
Virginia	 nurses	 whose	 public	 records	 we	
were	reporting,	and	we	got	a	trickle	of	calls	
from	people	wanting	to	talk.

API:	 The	 Virginia	 Nurses	 Association	
would	not	be	interviewed	for	this	story.	Why	
not,	 and	 do	 you	 think	 this	 affected	 your	
ability	to	provide	crucial	information	to	your	
readers?

Ramsey:	 We’re	 not	 quite	 sure	 why	
association	 officials	 wouldn’t	 agree	 to	 an	
interview.	 We	 tried	 repeatedly.	 I	 think	 it’s	
related	to	the	culture	of	silence	around	this	

workforce	topic	in	Virginia.	Luckily,	enough	
clean	and	addicted	nurses	spoke	with	us.	We	
didn’t	need	the	VNA.

API:	 Can	 you	 describe	 how	 the	 fact	
checking	was	conducted	for	this	series?	

Ramsey:	 We	 had	 a	 multi-pronged	
approach.	We	generated	a	list	of	every	factual	
statement	 (not	 actual	 copy)	 from	 the	main	
stories	 and	 sent	 it	 to	 state	 officials,	 who	
used	 investigators	 and	 PIOs	 to	 verify	 the	
information...	We	also	sampled	a	percentage	
of	our	hand-built	database	 and	determined	
an	 error	 rate,	 which	 was	 really	 low.	 We...	
made	 a	 Google	 spreadsheet	 for	 the	 team,	
using	 it	 to	 log	verification	of	each	 fact,	 the	
source,	the	person	checking	and	a	note	when	
a	change	was	made	to	the	draft.

For	 personal	 stories,	 I	 did	 some	
interviewing	 of	 the	 reporter’s	 sources	 that	
I	 don’t	 normally	 do.	 For	 example,	 I	 spent	
two	hours	in	the	living	room	of	one	nurse’s	
parents,	checking	background	details...	Also,	
I	 showed	 some	 early	 confidential	 drafts	
of	our	main	 story	 to	a	nurse	 I	 trust,	 to	get	
expert	reaction.	

API:	 You	 made	 a	 point	 of	 highlighting	
your	 fact	 checking...	 Why	 was	 the	 fact	
checking	different	for	this	project?

Ramsey:	We	were	 able	 to	 take	our	 time.	
There	 was	 no	 rush	 to	 publish.	 And	 we	
needed	 to	 be	 an	 authority	 on	 this	 subject	
to	make	statewide	claims	about	the	system.	
We’re	a	small	daily	paper	far	from	the	state	
capital.	 We’d	 lose	 credibility	 if	 we	 made	 a	
mistake	 on	 the	 subject-matter	 details.	 The	
nurses	 who	 shared	 their	 difficult	 personal	
stories	 with	 us	 also	 deserved	 accuracy	 at	 a	
different	 level	 than	 is	 possible	 when	 you’re	
covering	daily	news...

API:	 What	 is	 the	 return	 on	 investment	
for	 the	 labor-intensive	 fact	 checking	 of	
“Addicted	Nurses”?		Are	you	able	to	measure	
fewer	errors	or	increased	credibility?

Ramsey:	 We	 received	 little	 critical	
feedback	 from	 readers	 and	 the	 state	 based	
on	 accuracy.	 We	 published	 online	 on	 a	
Friday	at	noon,	and	multiple	Virginia	public	
relations	officials	and	experts	started	reading	
the	 digital	 content,	 a	 ton	 of	 material.	 By	
late	 Saturday	 afternoon,	 they	 had	 given	 us	
about	 a	half-dozen	 reasonable	 small	 tweaks	
or	 corrections	 in	 the	 material,	 which	 we	
made	instantly	online	and	reflected	for	print	
publishing,	which	started	the	next	day	in	the	
Sunday	 edition	 and	 ran	 for	 five	 days.	 And	
on	the	data	side,	our	fact	checking	let	us	get	
to	 a	much	 lower	database	 error	 rate	 than	 I	
thought	possible,	really	tiny.

We	have	had	one	correction.	A	drug	rehab	
facility	we	mentioned	where	medical	staffers	
go	for	treatment	was	listed	correctly	by	name	
but	had	the	wrong	town	after	it.	That’s	all.
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MPA’s website, http://www.mopress.com, has archives of past issues of the Bulletin, eBulletin and Missouri Press News magazine.

A NEW PARTNERSHIP

AT THE INTERSECTION OF DIGITAL AND PRINT

Based in St. Louis, Dirxion is a leading provider of digital publishing 
solutions that transform your print into identical digital editions and 
enhance it with interactivity. Several Missouri newspapers already 
use Dirxion to produce their e-Editions.

MPA HAS PARTNERED WITH DIRXION 

FOR MORE INFORMATION OR A FREE DEMO

call 888.391.0202

Reader engagement:
Instead of killing comments, try to fix them

	 (Mathew	 Ingram,	 GigaOm)	 --	 Every	
month	or	so,	it	seems,	a	media	outlet	decides	
to	get	rid	of	their	comments.	The	latest	is	The 
Week,	 which	 follows	 Reuters	 and	 Re/code,	
both	 of	 whom	 shut	 down	 their	 comments	
recently.	Every	outlet	that	does	this	says	the	
same	thing:	conversation	has	moved	to	social	
media,	 etc.	 But	 as	 New York Times	 staffer	
Mat	Yurow	argues	in	a	post	at	Medium,	this	
argument	is	essentially	a	cop-out.	Comments	
need	to	be	fixed,	not	killed.
	 In	its	post	about	shutting	down	comments,	
The Week	 says	 that	 “in	 the	 age	 of	 social	
media,	the	smartest	and	most	vibrant	reader	
conversations	 have	 moved	 off	 of	 news	 sites	
and	onto	Facebook	and	Twitter.”	But	even	if	
this	is	the	case—which	I’m	not	disputing—
whose	 fault	 is	 that?	 Most	 sites	 have	 done	
virtually	 nothing	 to	 try	 and	 make	 their	
comment	 sections	 a	 more	 hospitable	 place	
for	 smart	 and	 vibrant	 discussion,	 so	 why	
wouldn’t	it	go	elsewhere?
	 The Week	 piece	 also	 says	 that	 the	 site	
has	 “a	deep	 respect	 for	 the	 intelligence	and	
opinions	 of	 our	 readers.”	 But	 not	 enough	
respect,	apparently,	to	allow	those	readers	to	
post	their	thoughts	about	its	articles	on	the	
same	page	where	those	articles	appear.
	 Instead,	 readers	 are	 forced	 to	 try	 and	
track	 down	 the	 writers	 and	 editors	 of	 the	
magazine	 on	 various	 social	 networks	 and	
then	do	 their	 best	 to	find	 the	 conversation	
about	whatever	article	they	are	interested	in,	
and	 then	convince	 someone	on	 the	 staff	 to	
engage	with	them.	What	many	news	outlets	
seem	to	mean	by	the	discussion	“moving	to	
Twitter	and	Facebook”	is	that	it’s	much	easier	
to	ignore.

Engagement equals value
	 Yurow,	 by	 contrast—who	 works	 on	 the	
audience	 development	 team	 at	 the	 New 
York Times,	 and	 before	 that	 worked	 for	
Huffington Post	 and	 Bloomberg—believes	
as	I	do	that	handing	over	a	key	component	

of	your	 relationship	with	 readers	 to	Twitter	
and	Facebook	is	a	mistake.	Not	only	does	it	
give	up	something	valuable,	but	it	suggests	to	
readers	that	their	comments	and	interaction	
aren’t	worth	the	trouble:
	 “To	 simply	 give	 up,	 and	 hand	 our	 most	
engaged	users	over	to	Facebook	and	Twitter	
is	 a	 major	 loss	 to	 a	 industry	 that	 is	 in	 dire	
need	 of	 loyalty.	 We	 need	 to	 come	 up	 with	
real,	 sustainable	 solutions	—	solutions	 that	
view	community	through	the	lens	of	modern	
culture,	 technology	 and	 business.	 It	 is	
imperative	 that	 we	 save	
comments.	We	owe	it	to	
our	readers,	we	owe	it	to	
our	writers,	and	we	owe	
it	to	ourselves.”
	 Comments	 are	
broken,	 Yurow	
argues,	 because	 most	
publications	 have	 not	
put	the	time	or	resources	
into	 trying	 to	 make	
them	work,	and	so	they	
have	 become	 troll	 and	
spam-filled	 backwaters	
that	 everyone	 tries	 to	
avoid.	 But	 that’s	 not	
the	fault	of	readers—it’s	
the	 fault	 of	 publishers	
for	 not	 seeing	 their	
relationship	 with	 their	
readers	as	being	of	value.	
So	how	can	this	perception	of	comments	be	
turned	around?	Yurow	outlines	several	ways	
in	his	post.
	 For	 one	 thing,	 media	 sites	 could	 look	 at	
the	 actual	 return	 on	 investment	 that	 they	
get	 from	 engaging	 with	 readers—which	
is	 real,	 and	 can	 be	 measured.	 It’s	 easier	 for	
sites	with	subscriptions	to	do	this,	since	they	
can	track	how	many	commenters	eventually	
“convert”	 into	 being	 subscribers.	 But	 it’s	
not	 that	hard	 to	 tie	 reader	 time	 spent	with	

things	that	matter	to	your	business,	whether	
it’s	advertising	or	something	else.	As	Yurow	
points	out:
	 “Commenters	 do	 (at	 least)	 two	 things	
most	 site	 visitors	 do	 not:	 they	 explicitly	
demonstrate	 interest	 in	 your	 product,	 and	
they	willingly	hand	over	their	email	address.	
In	any	other	business,	we’d	call	these	people	
‘warm	leads.’	In	media,	we	call	them	trolls.”

Readers deserve our time
	 The	 other	 key	 point	 I	 agree	 with	Yurow	
on	is	 that	many	sites	are	to	blame	for	their	

own	 troll-filled	 comments,	 because	
their	 writers	 and	 editors	 fail	 to	
engage	 even	 with	 the	 intelligent	
commenters,	and	so	the	predictable	
happens—flame-wars	 and	 offensive	
behavior	 take	 over.	 As	 blogger	
Anil	Dash	pointed	out	 in	a	post	 in	
2011,	 if	 there	 is	 bad	 behavior	 in	
your	comments	then	you	as	the	site	
owner	are	partially	to	blame.	
	 Yurow	notes:	“It	 is	 important	that	
some	 action	 is	 taken	 to	 remind	
readers	 that	 their	 voice	 is	 being	
heard.	 This	 can	 come	 in	 the	 form	
of	 a	 featured	 comment,	 a	 short	
response,	 or	 even	 a	 strategic	 email	
or	 tweet.	Will	 this	 completely	 stop	
belligerence	 at	 the	 bottom	 of	 the	
page?	Absolutely	not.	But	it	will	help	
set	the	expectation	of	civil	discourse	
and	conversation.”

	 Among	other	things,	Yurow	also	suggests	
that	 publishers	 try	 to	 figure	 out	 some	 way	
to	make	comments	more	 relevant	 for	more	
readers	—	whether	it’s	by	having	editors	and	
writers	 highlight	 or	 point	 out	 interesting	
comments	(something	Forbes	and	other	sites	
such	 as	 Gigaom	 already	 do),	 or	 by	 using	
algorithms	 and	 other	 tools	 such	 as	 reader	
votes	to	surface	the	best,	something	the	New 
York Times	 itself	 has	 experimented	 with	 in	
the	past.

...remind 
readers that 
their voice 
is being 
heard.
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MU School of Journalism ranked No. 1
 Education:

Hosted By: 

COME COLLABORATE
AT THE

CIRCULATION/AUDIENCE

360
Mega Summit

April 19-20, 2015

St. Louis, Missouri
Sign up online:

360MediaAlliance.com

Sponsored By: 

Public Notice advertising plays a unique 
role both in American history and in the 
process by which this country’s democ-
racy is preserved. Its one premise is that 
people must be informed if they are to 
govern themselves competently. Public 
Notice advertising first came into being 
with the Congress of 1792. The pub-
lication requirements in federal, state 
and local laws today, reinforce govern-
ment officials’ obligations to inform 
the public. Newspapers over the years 
have been the vehicle by which these 
obligations have been fulfilled. They 
will continue to be as long as the public 
demands that it be informed frequently 
and by the best means possible.

by Tom Gilbert, NewsPro/TVWeek
The	University	of	Missouri	School	of	

Journalism	in	Columbia	was	once	again	
far	and	away	the	No.	1	choice	as	the	top	
J-school	 in	 the	 country	 in	 the	 annual	
NewsPro-RTDNA	 Top	 Journalism	
Schools	poll	of	news	professionals.

Missouri	 handily	 claimed	 the	 top	
spot	 in	 the	 2014	 survey,	 trailed	 by	
second-place	 University	 of	 Georgia’s	
Grady	College	of	Journalism	and	third-
place	 Northwestern	 University’s	 Medill	
School	of	Journalism,	Media,	Integrated	
Marketing	Communications.

The	 survey	 was	 distributed	 on	
TVWeek.com	 and	 to	 members	 of	
the	 Radio	 Television	 Digital	 News	
Association,	 with	 673	 respondents	
participating.	

The	106-year-old	Missouri	School	of	
Journalism	—	the	oldest	J-school	in	the	

country	 —	 is	 known	 for	 its	 “Missouri	
Method”	that	enables	students	to	receive	
hands-on	 training	 in	 real	 news	 media,	
including	 the	 school-owned	 KOMU-
TV,	the	NBC/CW	affiliate	for	Columbia	
and	nearby	Jefferson	City,	Mo.	MU	also	
operates	the	local	National	Public	Radio	
station,	 KBIA,	 and	 produces	 “Radio	
Adelante,”	 a	 Spanish-language	 radio	
program.	

Some	 of	 the	 approximately	 2,250	
J-school	 students	 also	 get	 practical	
experience	 at	 the	 school’s	 Columbia 
Missourian	 publications,	 which	 include	

a	website,	a	digital	suite	of	apps,	a	print	
publication	 and	 e-books,	 and	 at	 Vox 
Magazine,	 which	 publishes	 a	 weekly	
iPad	 edition	 and	 a	 daily	 culture	 and	
entertainment	blog	called	VoxTalk.

Asked	 why	 they	 selected	 a	 certain	
school	 as	 their	 top	 choice,	 responders	
were	quite	detailed	 in	 their	 answers.	As	
can	be	expected,	Missouri	time	and	again	
won	 praise	 for	 its	 real-world	 approach.	
“The	 Missouri	 Method.	 You	 get	 real	
world,	hands-on	experience	(and	lots	of	
it)	before	you	even	graduate,”	wrote	one	
of	the	many	school’s	supporters.		



Listen to podcasts on advertising legal issues on the MPA website. Go to mopress.com/podcasts.php.
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LEAD THEWAY
for Local Advertisers & Consumers

See how Metro’s latest offerings
can help you lead your local market.

Put your publication at the forefront of
today’s dynamic media landscape with

creative ad development solutions from
Metro. From sales planning tools that

help you identify and capitalize on
valuable promotional opportunities to
coordinated print, online and mobile

offerings that equip you to expand
sales, Metro’s innovative suite of

services gives you the resources you
need to meet the evolving demands
of today’s readers and advertisers,

taking ad sales to the next level.

Metro Creative Graphics, Inc.
www.metrocreativeconnection.com

www.metrocreativeconnection.com • 800.223.1600 • service@metro-email.com

TM

Test-drive the new MiAD
Mobile® App and sign up
for TWO FREE MONTHS
of Metro with MiAD®!

(Reuters)	--	The	beheading	of	journalists	
by	 Islamist	 militants	 in	 Syria	 this	 year	
showed	 that	 reporters	 face	 a	 dangerous	
new	 threat,	 media	 freedom	 organization	
Reporters	Without	Borders	said	recently.

While	the	overall	number	of	journalists	
killed	 around	 the	 world	 was	 down	 7	
percent	in	2013,	to	66,	the	nature	of	some	
of	 the	 killings	 was	 of	 great	 concern,	 the	
Paris-based	group	said	in	an	annual	report.

“The	Reporters	Without	Borders	round-
up	for	2014	highlights	an	evolution	in	the	
nature	 of	 violence	 against	 journalists	 and	
the	way	certain	kinds,	including	carefully-
staged	 threats	 and	 beheadings,	 are	 being	
used	for	very	clear	purposes,”	it	said.

“Rarely	 have	 reporters	 been	 murdered	
with	such	a	barbaric	sense	of	propaganda,	
shocking	the	entire	world,”	the	report	said.

The	 deadliest	 country	 for	 journalists	
this	year	was	Syria,	where	15	were	killed,	
followed	 by	 the	 Palestinian	 territories,	
especially	Gaza,	then	eastern	Ukraine,	Iraq	
and	Libya.

 
China	 is	 the	 country	 where	 most	

journalists	were	jailed,	followed	by	Eritrea,	
Iran,	Egypt	and	Syria,	the	report	found.

The	 number	 of	 journalists	 kidnapped	
rose	37	percent	this	year	to	119,	of	which	
90	percent	were	local	reporters,	with	most	

Press Freedom: 
Journalist murders in Syria a shocking new trend

cases	in	the	Middle	East	and	North	Africa.
Some	40	journalists	are	still	being	held	

hostage	worldwide.
Due	to	“diverse	forms	of	intimidation”,	

the	 report	 said,	 twice	as	many	 journalists	
fled	into	exile	this	year	as	in	2013.

Time is
running out...
Give your 
year-end, 
tax deductible
gift by
December 31st!

DONATE TODAY!

802 Locust Street • Columbia, MO 65201 • 573-449-4167 • Fax: 573-874-5894 • www.mopress.com
The Missouri Press Foundation is a 501(c)(3) general not for profit corporation.
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HOW NEWSPAPERS
DO MAIL.

Helen Sosniecki helen@ilsw.com
888-473-3103

For all things medical in Missouri, 
turn to the experts at the 

Missouri State Medical Association.
Lizabeth Fleenor

800-869-6762 w lfleenor@msma.org
www.msma.org

by Caroline Little, president/CEO, NAA
	 The	 past	 12	 months	 have	 been	 an	
invigorating	 time	 for	 the	 newspaper	
media	business.	The	next	12	are	shaping	
up	to	be	even	better.	
	 In	 2014,	 the	 newspaper	 industry	
overflowed	 with	 new	 ideas,	 technologies	
and	 content.	 Our	 industry	 developed	
better	ways	to	reach	readers	and	give	them	
more	 of	what	 they	want	–	more	 stories,	
more	 engagement,	 more	 personalized	
information,	 and	 more	 content	 on	 their	
preferred	platforms.	
	 The	 future	 of	 the	 newspaper	 media	
industry	is	across	all	platforms,	from	print	
to	digital	to	mobile.
	 For	 example,	 our	 colleagues	 across	
the	 industry	 boldly	 experimented	 with	
technologies	such	as	Google	Glass,	drones	
and	 automated	 technology	 to	 enhance	
reporting	 and	 developed	 new	 forms	 of	
interactive	stories.	
	 Thanks	 to	 a	 wealth	 of	 information	
about	 digital	 news	 consumption,	 we	
are	 able	 to	 analyze	 data	 to	 personalize	
content,	 identify	 trends	 and	 create	
better	 products	 for	 both	 consumers	 and	
advertisers.	 Newspapers’	 digital	 content	
audience	rose	to	166	million	unique	adult	
visitors	in	October	–	a	record	high.		
	 The	 segment	 of	 readers	 accessing	
content	 exclusively	 on	 mobile	 exploded	
by	 85	 percent	 last	 year,	 according	 to	
comScore,	 and	 we	 expect	 that	 trend	 to	
continue.	
	 This	 growth	 offered	 new	 insight	 into	
our	 readers.	 In	 fact,	 the	 fastest	 growth	
for	 mobile	 content	 came	 from	 women	
ages	18-24	and	men	ages	25-34.	Cutting-
edge	 technology,	 immediate	 information	
and	 engaging	 social	 media	 content	 are	
important	 to	 these	 readers,	 and	 each	 of	
those	things	will	be	a	key	component	of	
publishers’	strategies	in	the	next	year.	
	 It’s	now	time	to	build	on	this	success	and	
move	forward	with	exciting	initiatives	to	
better	serve	and	inform	our	communities.	
Here	 are	 three	 ways	 the	 industry	 will	
accomplish	that	objective:	

More collaboration
	 Sometimes,	 all	 it	 takes	 is	 a	 creative	
idea.	I	believe	that	next	year,	we	will	see	

more	 partnerships	 between	 newspaper	
media	and	new	start-ups,	collaborating	to	
bring	news	and	information	to	readers	by	
whatever	method	they	choose	to	engage.
	 In	 2014,	 NAA	 launched	 the	
Accelerator	 Pitch	 Program	 as	 a	 way	
to	 directly	 connect	 winning	 start-ups	
with	 industry	 executives	 at	 our	 annual	
NAA	 mediaXchange	 conference.	 I	 was	
delighted	 to	find	 so	many	 entrepreneurs	
focused	 on	 the	 newspaper	 media	 space,	
with	 fresh	 visions	 for	 maximizing	 our	
content,	 interacting	 with	 readers	 and	
leveraging	 appropriate	 new	 technology.	
We	are	hosting	the	competition	again	in	
March	 at	 NAA	 mediaXchange	 2015	 in	
Nashville.	The	 event	 will	 lead	 to	 a	 new	
wave	of	ideas	and	partnerships	as	we	work	
together	to	serve	our	readers.	

More engagement
	 One	 way	 to	 deepen	 engagement	 with	
local	 communities	 and	 offer	 something	
unique	 to	 loyal	 readers	 is	 to	 create	 and	
host	 specialty	 events.	 This	 has	 already	
proven	immensely	popular	for	newspapers	
such	 as	 the	 Atlanta Journal-Constitution	
and	 Denver Post.	 It	 is	 likely	 that	 more	
newspapers	will	engage	in	these	across	the	
country.	
	 For	 the	 reader,	 engagement	 can	
involve	 giving	 them	 access	 to	 cooking	
demonstrations	 online	 when	 the	 food	
section	is	especially	well-read.	It	can	mean	
hosting	 bridal	 expos	 to	 feature	 the	 best	
local	 businesses;	 offering	 panels	 on	 key,	
local	 topics	 with	 recognized	 community	
experts;	 or	 holding	 a	 music	 festival	 for	
those	 who	 turn	 first	 to	 entertainment	
information.	These	 types	 of	 unique	 and	

targeted	events	foster	a	deeper	engagement	
with	 readers,	 while	 having	 a	 positive	
impact	on	the	community	at	large.	

More content
	 The	Boston Globe	recently	launched	an	
expanded,	 stand-alone	 business	 section,	
recognizing	 the	 tremendous	 corporate	
and	entrepreneurial	growth	in	the	region.	
Similarly,	 the	 Dallas Morning News	 will	
offer	 its	 third	 luxury	 lifestyle	 magazine	
in	 2015,	 leveraging	 journalists’	 insights	
and	 storytelling	 strengths	 to	 discuss	
home	 designs,	 furnishings	 and	 elegant	
living	in	North	Texas.	The	Omaha World-
Herald	 has	 expanded	 its	 digital	 offerings	
with	 niche	 websites,	 aimed	 at	 popular	
categories	in	Nebraska	such	as	high	school	
sports	and	the	outdoors.
	 These	 are	 all	 examples	 of	 publishers	
understanding	 their	 readers	 and	
community,	 and	 offering	 more	 of	 what	
they	 like	 –	 whether	 that	 is	 more	 local	
news	coverage,	unique	videos	or	expanded	
content.	It’s	about	customizing	offerings	to	
each	reader	and	finding	new	ways	to	offer	
more	of	what	matters	to	the	community.	
	 “More”	is	the	best	word	to	describe	what	
I	 expect	 from	 the	newspaper	 industry	 in	
2015.	We	have	changed	how	people	view	
newspaper	 media,	 and	 are	 doing	 even	
more.	 With	 technology,	 journalism	 and	
media	 engagement	 rapidly	 evolving,	 so	
does	 the	business	 structure	 that	 supports	
those	efforts.	
	 We	enter	2015	with	more	ways	to	build	
on	 the	 successes	 of	 2014.	 I	 have	 every	
reason	to	believe	these	actions	will	pay	off	
for	 our	 readers,	 our	 advertisers	 and	 our	
industry.	

New year looks bright for newspaper industry 
Editorial: 

2015: Newspapers will provide more collaboration, engagement, content
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HELP WANTED

Marketplace
Please email your ads to bejones@

socket.net. Ads are posted when re-
ceived to mopress.com/jobs.php.

Ads on this page are free to mem-
bers of Missouri Press Association 
unless the ad is for an out-of-state 
newspaper. Cost to non-members and 
for member ads for newspapers out of 
the state is 25¢ per word. 

REPORTER: The Cedar County Republican, based in 
Stockton, is seeking a journalist with a passion to 
report news in our local community. If you possess 
skills befitting a community news organization, we 
would like to talk with you. Web experience and page 
design would be a plus. We offer good benefits and 
many opportunities to make a difference. EOE Please 
complete an application from our website, www.
commpub.com, and email with resume’ and samples 
to:careers@MO.NeighborNews.com; by fax to: 417-
326-8701; or by mail to: Reporter Position, PO Box 
330, Bolivar, MO 65613.  12-9 

SEEKING EXPERIENCED EDITORS: GateHouse Me-
dia, a multimedia company in small and midsize 
markets across the country, is seeking experienced 
editors. Applicants should have at least seven years 
of newsroom management experience and be well 
versed in digital media strategies. We’re looking for 
leaders who value creativity, can manage expecta-
tions, and have proven experience coaching reporters 
and other editors. Email your resume to ejespersen@
gatehousemedia.com for consideration, indicating 
your preferred location and your ability to relocate, if 
necessary. To receive more information about current 
openings, visit GateHouse’s career website at http://
www.gatehousemedia.com/section/careers.  12-2

COMMUNITY NEWS REPORTER: The Mexico Ledger, 
Mexico, Mo., a five-day daily, is searching for a com-
munity news reporter with digital savvy. Developing 
relationships within the community will be crucial. 
While you will work with our editor, you will be inde-
pendent in obtaining story ideas and sources. Experi-
ence with digital cameras, video and social media is 
a must. To apply, submit a cover letter, résumé and 
three writing samples -- as well as any photo samples 
-- to The Mexico Ledger, 300 North Washington, Mex-
ico, MO 65265, or email Brenda Fike at bfike@socket.
net. 12-1

REPORTER, PART-TIME: Springfield Business Jour-
nal, an award-winning weekly niche publication in 
southwest Missouri, is seeking a part-time reporter. 
Expertise in AP style is required; three to five years of 
reporting, ideally in business, is preferred. The posi-
tion offers competitive hourly pay up to 30 hours 
per week. Send résumé and clips to Eric Olson, edi-
tor, eolson@sbj.net or PO Box 1365, Springfield, MO 
65801.  12-1

COMMUNITY NEWS REPORTER: The Pittsburg (Kan.) 
Morning Sun, a six-day daily, is searching for a com-
munity news reporter. The reporter must have a 
digital-first mentality, engaging readers with timely 
reporting and social media. Developing relation-
ships within the community will be crucial. While you 
will work with our editor, you will be independent in 
obtaining story ideas and sources. Experience with 
digital cameras, video and social media is a must. To 
apply, submit a cover letter, résumé and three writing 
samples -- as well as any photo samples -- to Andrew 
Nash at anash@morningsun.net   11-25

FOR SALE
PRESS FOR SALE: 2 unit NewsKing w/KJ4 folder, 
two roll stands, air compressor, power unit, rolling 
1-ton hoist, plate bender, punch, spare parts. Located 
on ground floor, easy take out. Asking 2,500 dollars 
or best offer. Clarence Courier, 106 East Maple St., 
Clarence, MO 63437. 660-699-2344; clarencecourier@
centurytel.net   8-14 

EDITOR: The Moberly Monitor Index (GateHouse Me-
dia, Inc.) is recruiting for an editor. We’re looking for a 
hands-on, visible leader who can manage an editorial 
department and other areas of the business. Position 
requirements: reporting; supervising the editorial 
staff; scheduling, assigning and editing news content 
in both print and digital products; leading regular 
staff meetings; overseeing newsroom training; coor-
dinating community outreach activities. Candidates 
must have knowledge, experience and a passion for 
digital, and creative talent with exceptional com-
munication, time-management and planning skills. 
Bachelor’s degree in journalism, marketing or busi-
ness preferred with demonstrated experience. Com-
petitive compensation package and excellent benefit 
programs. Send resume and cover letter via email to: 
mhargus@moberlymonitor.com or mail to: Moberly 
Monitor Index, c/o Marsha Hargus, 218 N. Williams St., 
Moberly, MO 65270.  11-24

PUBLISHER/MANAGER: for Lakeway Publishers Inc. 
- Middle Tennessee Company - seeks professional 
hands-on results oriented leader who can direct a 
diverse staff and foster a collaborative team; build 
relationships with the public; and utilize digital tools 
and time-tested hard work of feet on the street. Can-
didate should have intuitive ability to drive gains in 
multiple revenue streams and bottom line results; 
and be goal-driven, a leader, enthusiastic, and self-
motivated. If you would like a full-time position with 
benefits in a company that is driven and dedicated, 
then please send your resume and salary expecta-
tions to cthrm@lcs.net  11-24

EDITOR: The Kearney Courier is looking for a multi-
talented journalist who can be the driving force of 
our news and features reporting for print and online. 
The ideal candidate will have three years of experi-
ence writing a variety of content for a daily or weekly 
newspaper, have experience with photography and 
page design, and be familiar with AP style and social 
media trends. A bachelor’s degree in journalism or a 
related field is preferred. The Courier is a part of NPG 
Newspapers, a family-owned company based in St. 
Joseph, Mo., that offers competitive pay and benefits. 
To apply, send resume, cover letter and 3 to 4 exam-
ples each of writing, photography and page design to 
amy.neal@npgco.com.  11-24

SPORTS COPY EDITOR/PAGE DESIGNER: The Quin-
cy (Ill.) Herald-Whig, an award-winning seven-day 
newspaper, is seeking an experienced sports copy 
editor/page designer for our universal desk. Duties 
include: editing local copy, daily page design, Web 
editing and social media. Knowledge of InDesign is 
a plus. Quincy is a community of 40,000 on the banks 
of the Mississippi River in West-Central Illinois. The 
Herald-Whig offers a comprehensive employee ben-
efits package with everything you expect and more. 
The Herald-Whig is an equal opportunity employer. To 
apply, send a resume, references and samples of your 
work by mail to Christina Wilson/Human Resources, 
The Quincy Herald-Whig, P.O. Box 909, Quincy, IL 
62306, or by email to cbwilson@whig.com. 11-24

EDITOR: The Fulton Sun, a five-day morning newspa-
per in Mid-Missouri, is looking for an editor. The news-
paper excels at providing community journalism to 
readers in Fulton and Callaway County. The editor is 
responsible for the day-to-day operation of the news 
room, which consists of three full-time news reporters 
and a two-person sports staff. Candidates for the po-
sition should have a bachelor’s degree in journalism 
or a related field, exceptional skills in grammar, spell-
ing and punctuation, knowledge of AP style, design 
experience, an attention to detail and a track record 
of meeting deadlines. A connection to Mid-Missouri 
is a plus. Send a resume, cover letter and samples of 
your work to gary@newstribune.com.  11-19

PAGE DESIGNER: The Sentinel-Record, Hot Springs, 
Ark., has an immediate opening for a newspaper 
page designer. Experience with Adobe InDesign is 
preferred. You will have the opportunity to work on 
all sections of the paper, including sports. Resumes, 
cover letters, and PDFs of work samples may be sub-
mitted by email to Mark Gregory, editor, at mark@
hotsr.com. Benefits include health insurance, 401k, 
and profit sharing. EOE 11-19 

REPORTER: The Sentinel-Record, a morning daily 
newspaper in Hot Springs, Ark., has an opening for 
a full-time time reporter (5 days a week, 40 hours to-
tal) to cover law enforcement and the court system in 
Garland County, Ark., and surrounding areas. Health 
insurance and 401K provided, dental and vision op-
tional. Email any examples of your work along with 
a resume and cover letter to Mark Gregory, Editor, at 
mark@hotsr.com.  EOE  11-19 

EDITOR needed for high-energy weekly community 
newspaper in Mena, Ark. We are a family owned com-
pany of newspapers We seek an experienced, exist-
ing writer/editor or a #2 looking to make a move up 
and prove their abilities. A journalism degree is de-
sired, but will consider other with appropriate work 
experience in newsroom applications. You will cover 
everything from local government, hard news to rib-
bon cuttings and education. We are searching for a 
candidate to become a part of our small community 
and build relationships. Proven experience with Ma-
cintosh, Quark and Photoshop is required. Skill in 
photography a plus. We offer an excellent competi-
tive salary, paid holidays, vacation and health insur-
ance. The Mena Star is a 4,500 circulation weekly com-
munity newspaper, nestled in the Ouchita Mountains 
of Arkansas. To apply, please submit your resume, 
cover letter and samples of your work to: clark@me-
nastar.com  11-19 

EDITOR: The Columbia Daily Tribune, an award-win-
ning afternoon daily, has an immediate opening for 
Associate City Editor. Duties include planning and su-
pervising coverage of business news and other local 
news, supervising reporters, editing and assigning 
stories, and interaction with the public about news 
coverage. Responsible for assignments and editing 
for weekend editions. Works closely with the city edi-
tor to manage and organize daily news report. Famil-
iarity with the use of social media in news application 
is preferable. Successful candidate will be a demon-
strated newsroom leader with substantial reporting 
background and editing experience. Benefits include 
vacation, sick, & holiday pay; health & dental insur-
ance; 401(k); use of employee gym including bas-
ketball court. Email resume, salary requirement and 
samples of your work to srinehart@columbiatribune.
com  or mail to Columbia Daily Tribune, Attn: HR, P.O. 
Box 798, Columbia, MO  65205 EOE / Drug free Work-
place  11-6



As a member, friend or associate of the Missouri Press Association . . .
 I want to be a PAGE BUILDER. My newspaper pledges to donate the dollar equivalent of      one page or     1/2 page of newspaper advertising 
 per year to the Missouri Press Foundation, through Missouri Press Service advertising check deduction.
and/or
 My newspaper and/or I pledge to donate the following amount per year to the Missouri Press Foundation.
 
 $     My check is enclosed  Please contact me for my credit card information

Please deduct my annual donation       Until Further Notice      5 years         3 years  1 year 

Signed:        Print Name:

Newspaper (if applicable):

Mailing address:

City/State/Zip Code:

Phone Number:    Email Address:     Date:

The Missouri Press Foundation is dedicated to helping Missouri's newspapers meet the challenges and opportunities that 
lie ahead. Our mission is to honor the past, protect the present and build the future of journalism in general and Missouri 
newspapers in particular as a vibrant force in a democratic society. Since 1984, the foundation has served as a champion 
for Missouri newspapers. Now, with your help, we’re ready to build for the future.

With your support we’ll expand our current programs while adding additional opportunities.

 • Expand Newspapers In Education content and resources
 • Develop online newspaper toolbox to help promote the value of newspapers
 • Add year-round, low-cost training opportunities
 • Support district press associations by providing meeting planning and training assistance
 • Grow convention and membership participation
 • Plan events commemorating 150th anniversary of Missouri Press Association

Please donate. The Page Builder program has made donating simple. See other side for ways to help. 

Newspaper supporters pledge the net proceeds of one or one-half page of national advertising each year. Pledges are deducted 
from monthly Missouri Press Service advertising checks.

Individual supporters can pledge to make a financial contribution by cash, check or credit card.
Whatever you can give will go a long way.

Missouri Press Foundation • 802 Locust Street • Columbia, MO 65201 • 573-449-4167 • Fax: 573-874-5894 • www.mopress.com
RETURN TO:

The Missouri Press Foundation is a 501(c)(3) general not-for-profit corporation.












