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Upcoming Webinars:

Thurs., July 30 - 10-11am CDT
10 Time Management Tips of
Media Sales Superstars
(for Ad Reps & Managers)
Presenter: Ryan Dohrn, Brain Swell
Media
WEBINAR COST: $49.00
LEARN MORE & REGISTER:

www.newspaperacademy.com

Wed., August 5 - 1-2pm CDT
How to Use Promotions to Drive
Leads for Advertising
Presenters: Liz Crider Huff & Julie
Foley of Second Street

WEBINAR COST: FREE
LEARN MORE & REGISTER:
America’s Newspapers at
www.newspapers.org

Thurs., August 13 - 1-2pm CDT
Speaking Geek - Reporting
Trends
Presenters: Val Hoeppner,
Media & Consulting
WEBINAR COST: $35.00
LEARN MORE & REGISTER:

www.onlinemediacampus.com

Fri., August 14 - 1-2pm CDT
Best Practices for Public Notice
Presenters: Richard Karpel (Public
Notice Resource Center) & Dennis
Hetzel (former Exec. Dir. of Ohio News
Media Assn.)

WEBINAR COST: $35.00
LEARN MORE & REGISTER:

www.onlinemediacampus.com

CONTACT INFO:
Telephone: 800-369-2850 or
402-476-2851
FAX: 402-476-2942
Legal Hotline: 402-474-6900
E-mail: nebpress@nebpress.com

Web Site: http://www.nebpress.com

Opinion, news or editorial? Readers often can’t

tell the difference
Confusion about labeling and design fuel reader complaints that
opinions, political agendas and bias are creeping into

reporters’ work

Poynter Institute, Eliana Miller, 7/15/20
In print, it’s fairly clear
what’s an opinion piece
and what’s a news article.
Online, things aren’t so
clear. Confusion fuels
readers’ complaints that
opinions, political agendas
and bias are creeping into
reporters’ work.

Opinion pieces

e Promote a single viewpoint

e May use first person — “I" or “we"

e More personal tone, including anecdotes

e Labeled as: opinion, editorial, review or analysis

News articles

® Present a variety of viewpoints

e Don't advocate for any one viewpoint

e Contains observable & verifiable facts

e Typically written in third person — "they" or "them"

e Attribute opinions to sources, using phrases such as
“he said” or “she explained”

Research has shown that a
lack of labeling can lead to
reader confusion. In recent
years, online news outlets
have begun including the
word “opinion” in bold
text at the top of articles,
sometimes highlighted in
yellow or even directly in
the headline.

Poynter.

For more: poy.nu/news-literacy

“In our dream world, opinion content all begins with the word ‘opinion,’ a
colon and then the headline, just to make it absolutely clear,” said Joy Mayer,
founder and director of Trusting News, a nonprofit helping newsrooms earn
trust and credibility. “It’s the only clear word to use.”

Though journalists may not realize it, other conventions use industry jargon,
said Mayer. Readers don’t always know what “editorial” means, and the word
itself has multiple uses. Generally speaking, an editorial is an opinionated
column, but confusingly, the editorial department is the news department of
a publication. (To further the confusion, Merriam-Webster defines editorial as
“of or relating to an editor or editing.”) Similarly, some newspapers put the
last name of the columnist at the front of a headline, but that practice is also
occasionally used for sourcing.

Mayer said that journalists tend to fall back on conventions that have been in
place for a long time. “We often tend to really overestimate how close attention
audiences are paying and audience interpretation of the page furniture that
we put in place that we think signifies what kind of content they’re getting,”
said Mayer.

Read more of the article here: https/www.poynter.org/reporting-editing/2020/
opinion-news-or-editorial-readers-often-cant-tell-the-difference/?utm_source=
APIl+Need+to+Know+newsletter&utm campaign=4502cb8e33-
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Public Notices: Indispensable to survival?

Poynter Institute, article by David Westphal, July 6, 2020

Despite growing legislative challenges, newspapers have managed
to retain nearly all their public notice business. And for many, it
has become indispensable to survival, but publishers are cautiously

optimistic.

Postal Alert: USPS experiments with
new city carrier sorting priorities

Tonda Rush, NNA (Natl. Newspaper Assn.), July 22, 2020

National Newspaper Association President Matt Adelman,
publisher of the Douglas
(Wyoming) Budget, today sent
a letter to Postmaster General
Louis Dedoy requesting
clarification on possible delays
in delivering newspapers under
an experimental program called
“Expedited to Street/Afternoon
Sortation” (ESAS). The new
program directs city letter
carriers not to prepare presorted
and walk-sequenced mail in the
mornings but to move directly to
their routes after they arrive. They will return in the afternoon
to sort mail in their cases for the following day.

Publishers and circulation directors are being told by some
postmasters in the program that newspaper bundles will be held
for afternoon sortation rather than being worked for delivery in
the morning. If that is the case, newspaper bundles dropped
in the later afternoon or evening for next day delivery would be
held over for a second day, and overnight bundles for same-day
delivery would be held for delivery the following day.

The experimental program is being tested in several hundred
zip codes across the country. The intent is to limit overtime
and focus on what USPS calls its “key product lines,” according
to a USPS directive.

“NNA hopes we will learn that USPS intends to have newspapers
delivered according to today’s service standards,” Adelman said.
“Given the high level of presorting done by publishers, there is
no good reason to hold this mail for afternoon sorting. Carriers
should take the newspapers out if they are at the post office
before they begin their rounds.”

Adelman said the directive has drawn the attention of members
of Congress and is being questioned by postal labor unions,
who say it will lead to the loss of mail. NNA has also informed
leadership of the oversight committees in Congress of the
concerns of community newspapers.

An unconfirmed list of affected post offices is available (NNA
member-login required) at:
https://www.nna.org/unconfirmed-list-of-affected-post-offices

Read more about this conversation at the link below:

https://www.poynter.org/business-work /2020 /defying-forecasts-newspapers-have-retained-public-notices-and-theyve-

rown-ever-more-critical-to-small-papers-survival /?2utm_source&mc_cid=f7402272e4&mc_eid=eb7al175146
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Kid Scoop offers COVID-19 education pages for kids

Two weeks ago, Kid Scoop began promoting their two coronavirus pages for kids. The pages are designed to
explain coronavirus to children and help them stay safe - a hot topic as virus cases surge in many parts of the

U.S.

To date more than two dozen newspapers have published the pages - many with local sponsorships.

Not only have newspapers and sponsors responded, two school districts in the San Francisco Bay area requested
them for each of their 25,000 elementary school students.

“We need to help families understand what is going on and how to stay safe. We need to be ready when children
can come back to school. I quickly saw that Kid Scoop’s pages provided exactly what I needed. I even learned

some new and interesting facts,”
Unified School District.

said Nancy Deming, Custodial and Nutrition Services Manager, Oakland

To learn more about Kid Scoop, contact Sales Director, Dan Dalton, patiodan@kidscoop.com, 909-793-9890.
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Find Kid Scoop on
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Why are so many people wearing masks?
T MASKS HELP STOP THE SPREAD

for Kids!
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Make sure the mask
covers your mouth and
and fits snug
against your face,
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Wearing a mask helps keep
the virus from reaching
‘When you wear a
mask, it can also stop the
from reaching you.
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Babies and children less than two.
years old are oo 10 wear a mask. But when
others wear a mask, they are better protected.
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Masks Make a
Difference!

M miasks for their family, friends and neighbors
during the pandemic.
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sports logas and popular
cartoon characters can be W:]l-
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being safe can't be a litle more fun?

Masks with bright
colors, coal designs,

Healthy Fun
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coronavirus, Coronavirus was a
newly discovered virus that was

making people sick in China, but a;
people traveled, the virus traveled
around the world as well.

‘Corona means crown. When you look at coronavirus

Fast Traveler

The coronavirus is very contaglous. That means il can
spread from person to person very easily. It travels
threugh the air when people sneeze or cough, It also
spreads when people touch something
the virus has been on, like other
peoples’ hands or door handles,

can't move from person 1o person. As people

What If I Get retum (o their activities, it is recommendexd o I et‘t Talk
Coronavirus? stay at least six feet apart from other people skt
Cororavirs hecause the virus Trcly travels that far before afamily member
often can sinking to the ground. aboutatime they were
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‘:,‘;tr)',}“l,\Jrh;(,:,tu " b It is normal to worry about getting sick or about your made them feel better?
iy cgspocmilv [} loved ones getting sick. A way to help yourself s o How dotheydeal with
kids, only feel a worries now?
linde sick and get better quickly.

It feels a lot like a cold or the flu

Healthy Fun
for Kids!
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Facebook
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Some people call me
coronavirus. Others call
me COVID-19 which
stands for COronaVlirus
Disease of 2019,

Washing your hands.
with soap for atleast 20
seconds destroys me!
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talking about something called the
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How to Stop the Coronavirus
‘Wash your hands. When you wash your hands with
saap and water you kil viruses like the coronavirus.

Keep your hands away from your mouth, eyes,
nose and face. This is important just in case your
hiands touched a virs somewhere like a door handle
OF COunlerop.

& microscope, part of it looks like a crown.

P
ar your elbow, Wearing a mask helps as well

Keep the Community Healthy

Some things you like to do have probably been
cancelled, When people stay apart, the virus

o Naaaaack ) talk w0 others about your feclings and to

- Issoap | ask for help. If you read about or hear

o Mlll*ml" something that worries vou, doa't
Bgtme ) oep your feelings to yourself,
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Classic Car Hop
» Curbside Service

Monday
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Taco Salads
3499

Tuesday Wednesaay Thursday Everyaay
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Coneys Hamburgers Double
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Hand-Battered Alaskan
Fish Fish

Burger Chips
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WE ARE OPEN FOR

Mobile ordering for pickup is
available through our app.

BSIDE AND DRIVE-THRU.
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Grill = Chill

= DOORDASH
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MOBILE APP
PHYSICIANS
YOU CAN TRUST

Delivery
avallable ummn

Pick your own berries!
Call the recorded
Berry Hotline for details!
(218) 203-5995
Farm LoLa, 852 Cemetery Road,
Wrenshall
www.FarmLola.com

Cornrrunlty
PRIMARY CARE ACCESS IS THE KEY TO GOOD HEALTH. Ll HOSP“&'
Schedule today, and let our physicians care for you and your family.

Telehealth appointments are available, as well as early-morning, after-hours, and
same-day appointments. Free, convenient parking is adjacent to the building.

Raiter Family Clinic
218-879-1271

cloquethospital.com
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In search of the perfect headline

By John Foust, Raleigh, NC, July 24, 2020

Years ago, a keynote speaker at a local Ad Club meeting
asked us to put ourselves in a consumer’s shoes. “Let’s
say your name is John Doe,” he said.
“One day you're turning the pages of
the newspaper and see an ad with a
headline that reads, ‘The truth about
John Doe.” Wouldn’t you read every
word of that ad?” Everyone in the
room responded with a resounding

That was one of the simplest and
most dramatic examples of perspective ['ve ever seen.
John Doe doesn’t care much about the advertisers
in his town (unless he works for one of them). He’s
not concerned about the profit margins of his local
newspaper. And he doesn’t worry about the sales
commissions of the salespeople who work there.

In other words, it’s human nature for John Doe to care
primarily about himself. The products which attract
his interest are those that can solve a problem or make
life easier and more enjoyable for him and his family.

While “The truth about John Doe” is the perfect
headline — for John Doe — it’s impossible to reach that
level of perfection in the real world of advertising. Ad
copy can’t be personalized to that degree. The best
we can do is to address our messages to smaller
demographic audiences within a larger readership
group.

Once a target audience has been identified, it’s
important to look for connections between what the
audience needs and how the advertiser can meet those
needs. To get in step with consumers, focus your
attention on their self-interest.

Then think about headlines. A headline can make or
break an ad. Research shows that, for every five people
who read a headline, only one will read the rest of the
copy. This means that the John and Jane Does in
your audience rely on headlines to tell them whether
to keep reading.

There are some ways to spark headline ideas. One of
my favorites is the “how to” formula, because these two
words set the stage for a benefit headline. To illustrate,
consider book titles. Let’s say you want to build a piece
of furniture, a rocking chair. You need step-by-step
instructions, so you go online and browse through
book choices. Woodworking and Woodworking Basics
are too general. How to Build Furniture is better, but
your interest is in rocking chairs, not other types of
furniture. Then you see How to Build a Rocking Chair.
That’s the most enticing title of all, isn’t it? And it
promises a specific benefit, without resorting to puffed
up claims or exaggerations.

It’s the same with ad headlines. Use the words “how to”
to put you on the right path. Then with your knowledge
of the audience and the product or service your client
is promoting, fill-in-the-blank to create a selection of
benefit headlines. Pick the one you like best and build
the ad concept from there.

It’s all about giving people a reason to read beyond
the headline.

(c) Copyright 2020 by John Foust. All rights reserved.

John Foust has conducted training programs for thousands of
newspaper advertising professionals. Many ad departments
are using his training videos to save time and get quick
results from in-house training. E-mail for information:
john@johnfoust.com.
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Classified Advertising Exchange

REPORTER: Do you want to put your journalism skills
to work and still earn a reliable paycheck? Are you
passionate about investigative reporting, but get just
as excited about pursuing feel-good features? Work
for us as a reporter. Enterprise Media Group is in
search of a fun, dedicated, adaptable team player with
a positive attitude to help us create amazing content
for our readers through stories, video and photography
story packages for its newspaper group in Blair, just
north of Omaha. If your sights have always been set on
reporting for a big daily, give us another look. This news
team may produce a twice-weekly newspaper and one
small weekly, but the steady stream of story material
means we’re never bored. At Enterprise Media, you’ll
know your bosses. We have been a family-owned media
company for six generations. We own 12 community
papers in Nebraska and Iowa. We offer competitive pay,
paid vacation and benefits. Tell us why you should work
for us. Contact Group Editorial Director Leeanna
Ellis with your resume and a link to your portfolio
or several published clips attached as PDFs at
editor@enterprisepub.com. No calls, please. EOE.

SPORTS EDITOR: Platte Valley Media, LLC is seeking
a sports editor that has an interest in writing and
photography. Experience is a plus but absolutely not
necessary. Interested parties can send resumes to
news@gothenburgtimes.com.

GRAPHIC DESIGNER: To design ads and pages for
West Point News and Elkhorn Valley Shopper, and
design commercial print jobs. Advanced knowledge and
skills in Adobe Creative Suites, especially InDesign and
Photoshop, are required. Must be versatile and a team
player since we are a small business and employees
help in various aspects of the business. Some writing
and reporting will be required. Contact: Tom Kelly,
West Point News, publisher@wpnews.com, 402-380-
0784 (cell).

NEWSPAPER FOR SALE: Central City Republican-
Nonpareil for sale after 30 years with the same owners,
who are retiring. Building located in heart of downtown
and is in great shape, computers including server are
all but new. Paper is sound, town has outstanding
leadership and community support for the newspaper
and its website are strong. We are ready to make a deal,
so drop us a line at jensenpub@hamilton.net or write
us a note at PO Box 26, Central City NE 68826, and
let’s make a deal.

July 27, 2020

OWNERS PLANNING TO RETIRE: Excellent county
seat weekly newspaper operation for sale to qualified
buyer. Includes one larger newspaper, 1,900
circulation, and 2 smaller newspapers in Boone
County, NE. Opportunity to consolidate and/or
expand. Profitable, excellent staff, turnkey. Very nice
apartment above office helps with financing (only one
mortgage). You will want to see this opportunity! We
will help you “learn the ropes” if you wish. Contact Jim
or Julie Dickerson, Albion News, Albion, NE, Call 402-

741-5071, or email to: jim@albionnewsonline.com.

NEWSPAPER FOR SALE: The Voice News of Western
Nebraska, based in Morrill, Nebraska is for sale. The
two-year-old newspaper covers the communities of
Mitchell, Morrill, Minatare, Lyman and Henry in
Scotts Bluff County. The paper has an ultra local
focus and has experienced tremendous advertising
growth in its first two years. Ideal for a community
journalist looking to live in a beautiful Panhandle
community near the Wyoming border. If interested,
contact reporter@voicenewsnebraska.com, or 402-
762-5352.

NEWSPAPER FOR SALE: Two weekly newspapers
for sale in growing Omaha metro area. Will sell
individually or as a pair. Serious inquiries only.
Contact 402-762-5352.

ATTACHED TO THIS WEEK’S BULLETIN:
Classified Advertising Exchange.

Updated 2020
Nebraska Open Meetings Act
booklets available

Nebraska’s open meetings law serves as a tool to
help all citizens better understand and be more
aware of the actions and decisions of elected and
appointed officials.

An updated 2020 version of the Nebraska Open
Meetings Act booklet, (last updated in 2012)
is available for $1.00 each (plus postage). To
purchase booklets, contact Susan Watson,
nebpress@nebpress.com.

Advertising in the Classified Advertising Exchange is no charge for NPA members and $10 per week
for non-members (approximately 25 words). It’s a great way to sell or find equipment, hire a new
employee, advertise a service Xou provide, sell or buy a newspaper. Only Nebraska member newspapers

for Nebraska newspapers. No out-of-state help wanted advertisements
accepted. Mail, email or fax us your ad copy by noon Friday for the following weeks’ Bulletin. Need more

information? Contact Susan Watson in the NPA office: (402)476-2851/NE: 800-369-2850, or email: nebpress@

may advertise for help wante

nebpress.com.




