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Times News chosen as Report for America newsroom
partner, will expand environmental coverage inJuly

ANNA ADAMS
Kingsport Times News
December 17, 2024

The Times News, Kingsport, has
been selected as a 2025 Report for
America host newsroom partner.

Through this partnership,
the Times News will expand its
coverage of environmental issues
in Northeast Tennessee and
Southwest Virginia. Journalists
interested in this position can
apply (at www.reportforamerica.
org/reporters/) by Feb. 3, 2025 for
positions beginning July 7, 2025.

“Report For America has given
Six Rivers Media additional fire-
power to cover under-reported
issues related to the environment
across Northeast Tennessee,” said
Rob Walters, Six Rivers Media’s
content director. “This reporter
will emphasize larger themes and
will unearth news that hits home
with readers, especially how it af-
fects the local quality of life. How
clean is the air? Water? What are

Walters Waite

the major issues related to growth?
What about transportation? The
ongoing aftermath of Hurricane
Helene?

”A true honor that Report For
America selected Six Rivers Media
to make this kind of local journal-
ism happen.”

The reporter will focus on
environmental issues in the area,
including their impact on tourism
and residents’ wellbeing. This
includes monitoring local indus-
tries, such as Eastman Chemical
Co., Domtar and Holston Army
Ammunition Plant.

Hurricane Helene had lasting

Rau Viers

environmental impacts to the area,
which will take years to fully re-
alize. The environmental reporter
will also be at the forefront cover-
ing the region’s recovery from the
natural disaster.

“We are honored that Six Rivers
Media has been awarded the op-
portunity to partner with Report
for America to bring vital environ-
mental reporting to our commu-
nity,” said Ron Waite, Six River
Media publisher. “This position
made possible through the support
of Report for America, Six Rivers

See TIMES NEWS Page 4

2025 TPA Winter Conven-
tion set for Feb. 19-20

The 2025 TPA Winter Convention
will begin Wed., Feb. 19, with

“A Day on the Hill,” including
meetings scheduled between TPA
members and legislators through-
out the day.

The TPA Board of Directors will
meet during lunch on Wed. The
opening reception, to which all
convention attendees and state
legislators are invited, will be held
at 5 p.m. Wed. at a venue near the
Capitol.

Thursday, Feb. 20, kicks off with a
TPA Foundation Board of Trustees
meeting. Educational sessions
will follow. TPA will honor Richard
Hollow, who has served as TPA's
general counsel for 50 years, at
Thurs. luncheon.

Hotel deadline: Mon., Jan. 20
The convention hotel is Double-
Tree Nashville Downtown Hotel,
315 Fourth Avenue North. The
convention rate is $259 plus tax
and parking per night.

Details at www.tnpress.com

Plan to grow m 2025 Seven tips to get you started

I always receive a lot of “fan mail”
when I write a “ten tips” or “five
best” column. In this digital age, I
suppose we’ve all become accus-
tomed to quick bites of information.
With that in mind - and in honor of
the final days of 2024 and the early
part of 2025 - I've composed a list of
tips for my newspaper friends and
readers. I'm calling it “Kevin’s Tips
to Grow Your Newspaper in 2025.”
The new year is a perfect time to
make plans to grow.

Tip 1: Make your customers feel
special. Whether it’s your paid sub-
scribers or advertisers, find ways to

FrOM THE
NEws
Guru

Kevin Suimp

make them feel special in the com-
ing year. Send hand-written notes to
say “thanks” for supporting your lo-
cal business. Make your subscribers
feel special by adding a note with
each subscription reminder. Make

it a group effort. At many newspa-

pers, staff take turns writing “thank
you” notes with each subscription
reminder. Personally deliver simple
gifts to advertisers this year.

I remember how much I always
loved it when a vendor would
drop by my office with a box of
cookies or another small gift. I
teach classes in communications
and customer service. I often
remind students that gaining a
new customer takes 20 times more
effort than keeping an existing
customer. Job No. 1 is keeping our
current customers happy.

Tip 2: Replace outdated equip-

ment. Before you start yelling, I
ask you to remember that I don’t
get hardware and software for free
either. I purchased a new M4 Mac
Mini in November, and I've not
looked back. The speed at which I
get my work done sometimes amaz-
es me. I don’t have time to wait on
slow equipment, and I don’t want to
spend more on payroll so others can
work on slow equipment.

As the new year begins, look
around your newsroom and make
a list of outdated computers.

See SLIMP pPage 8

State Press Contests Deadline: Friday, Jan. 24

Details at www.tnpress.com
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Newspapers can benefit from more
effective promotion and marketing

ESPN has long promoted
itself as the “worldwide leader
in sports.” You can forgive its
audience if they don’t realize that
ESPN has been losing millions of
their traditional customers who
have been “cutting the cord” from
cable and satellite TV.

ESPN’s long-time business
model has been collapsing in
recent years even as it offers new
ways to access its content, remains
profitable and has retained a loyal
audience. Sound familiar? But in
the face of many difficulties, ESPN
has never stopped relentlessly and
effectively promoting its shows,
content, employees and overall
brand.

When I talk to my students and
community groups, most people
have a highly favorable opinion of
ESPN and overestimate its average
audience and business conditions.

Compared to ESPN and most
TV and radio stations, news-
papers are reticent to promote
themselves, outside of an occa-
sional story about awards they’ve
won, a house ad during National
Newspaper Week or subscription
flyers. That approach is grounded
in a news philosophy 200 years
old that valued the anonymity of
journalists — emphasizing that the
stories are more important. And it
has continued for other reasons,
too, including the fact that many
newspaper journalists don’t see
the need for promotion, and some
even find it unseemly.

Our modesty — and in many cas-
es silence - about the value of what
journalists do and the importance
of strong community newspapers
might have worked OK when the
media world was less competitive
and newspapers were flourish-
ing. But in this era of an attention
economy and endless demands on
people’s time, a lack of marketing
and promotion is damaging.

That vacuum also has allowed
others to define us, and frequent-
ly in extremely negative terms.
When I speak to community
groups or at events, even loyal
newspaper readers express con-
cerns that “no one reads a newspa-
per” anymore, that newspapers
are dying and that “everyone
gets their news on their phone.”
You know that’s not true. A lot
of people read your stories, your

SUSTAINING
RuraL
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Bensy Hamm

great journalism changes lives and
changes laws, and the cell phones
people use are simply another way
news is delivered.

When I ask community mem-
bers how well their phone covers
local council meetings, they are
often confused by the question. But
we know the answer. It doesn’t. A
journalist from the local communi-
ty newspaper is frequently the only
person covering those meetings.
Even much of the discussion about
community news on social media
is commentary on facts reported by
journalists, not original reporting
by social media sources.

We probably all know what it’s
like to be the only person - not
just journalist — in the audience
at a local meeting, budget session
or court hearing. Community
newspapers produce a significant
amount of original, exclusive con-
tent in their communities. Yet, few
people realize those facts.

If we don’t promote our work,
who will? If we don’t develop
marketing campaigns for our
news organizations, staff and
products (Ex. special sections),
then residents won'’t fully value
what the newspaper means to that
community.

Allowing other people to define
community newspapers hurts in
other ways, too. Large founda-
tions that plan to spend hundreds
of millions of dollars to support
journalism in the United States
are proposing spending millions
on digital start-ups or giving large
sums of money to urban news
outlets to increase their coverage
of rural areas. There’s little talk
about helping the thousands of
newspapers already in existence
in these communities. I have
heard these large funders speak at
conferences, and they do not seem
to know much about the strengths
and importance of community
newspapers.

Not all of these problems are
new. When I worked at a news-

paper in South Carolina, we were
surprised to see the results of a
study that measured the most
trusted sources for news in our
region. The TV stations ranked
highest in every category, even
though local newspapers produced
many more stories overall and
were responsible for nearly all of
the major investigative and enter-
prise coverage.

The researcher said the results
were similar in every region
where he conducted surveys, and
he attributed it to how often TV
stations promoted their work and
their journalists - in addition to
that personal “connection” of see-
ing someone on TV. He said news-
papers did little or no promotion
and took for granted that residents
would understand their value
and recognize their outstanding
qualities.

I have seen examples of newspa-
pers that effectively promote what
they do - in print, online, through
social media and at community
events. In many cases, the ones
that do well with promotion and
marketing are in competitive
markets.

At the Institute for Rural Jour-
nalism, we would like to learn
more about the ways that commu-
nity newspapers are successfully
promoting themselves and the
overall importance of good jour-
nalism in local communities.

If you have examples that have
proved successful, please send
them to me at benjy.hamm@uky.
edu. I will follow up in a future
column with your ideas. In the
meantime, if you’re not doing
much promotion, consider ways
your newspaper can help residents
realize that you're the leader in
local news coverage for that area
and that what you do is of huge
value to the community. Feel free
to reach out if you are unsure of
what to do.

Benjy Hamm is director of the
Institute for Rural Journalism,
which is based at the University
of Kentucky. He previously served
as editorial director for Landmark
Community Newspapers, as an
editor for The New York Times
Regional Newspaper Group and
as a reporter and editor for The
Associated Press.
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Newspapers matter and have a lasting influence, impression

Newspapers matter.

That may sound like I am
preaching to the choir, but some-
times choir members get out of
tune and need to hear the message
that what they do really does
matter.

In mid-November, I was
reminded of that fact in quite an
unusual manner. It came in a text
from an optometrist in my home-
town — someone I have not seen
in several years — asking about a
column I wrote well over a decade
ago. His daughter had been sent
the article by her mother when it
was published. The daughter kept
it on her mirror since then, but
now it was so faded that it was
difficult to read.

“Thought you might like to
know the influence this article had
on her since I guess high school or
so,” the man told me in the text.

His daughter is Emma Talley
(Smith), who joined the LPGA
Tour in 2018 after winning the
USGA Women’s Amateur champi-
onship in 2013 and NCAA Wom-
en’s Golf championship in 2015.
On the LPGA Tour she has $1.4
million in career earnings and 10
top-10 finishes. She’s broadened
her work to include being a con-
tributor to the Golf Channel and

GuEsT
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Chip HutcHeson

LPGA’s podcast. Our newspaper
took great joy in chronicling her
success through the years.

Her dad included an image of
the column with his text. It was
indeed quite faded, and my photo
that accompanied it bears little
resemblance to me today.

My initial thought was that
the article in question went back
to his daughter’s high school
days. She won her first Kentucky
high school state championship
in 2008, but the next year she
appeared to have her second state
title with a six-shot victory — un-
til she realized she had signed an
incorrect scorecard. She reported
her error of writing down the
wrong score for one hole, which
led to her losing the title by being
disqualified. She was praised state-
wide for her integrity, and went
on to win state championships the
next two years.

But the article had nothing to

do with her illustrious golf career.
Rather, it was material my daugh-
ter had sent to me on the topic of
“five great lessons.”

It led me to consider the reality
that people may not always show
appreciation for our efforts to
keep the community informed.
People may not like it that we run
a story they are involved with
on an inside page rather than
front page. But when all is said
and done, your efforts to publish
a first-class newspaper matter.
You may encounter opposition,
whether it be by a competitor or
a complainer, but resolve to allow
that opposition to make you better
— not bitter.

A complainer may cause you to
re-evaluate what you do. Classic
case for me came when a prom-
inent local businessman was
charged with a crime. Our paper
followed all the legal proceedings,
and with every story we ran his
mug shot. His daughter emailed
me and didn’t complain that we
were covering the story, but she
did ask why we had to run his
mug shot with every story. After
all, she reasoned, everyone in our
town of just over 6,000 people
knew what he looked like.

Why did we run the mug shot

every time? Because that’s what
most newspapers do out of tradi-
tion. The more I contemplated it,
I could see her point. We stopped
including the mug shot with every
story. And we expanded that prac-
tice with similar situations. That’s
one time a complaint made us a
better paper, in my opinion. It led
us to examine ways that “we’ve
always done it that way” and see
if there was a better way.

A competitor may frustrate
you, but competition keeps you
on your toes. Most communities
find outside entities entering your
market with the goal of selling a
new product and siphoning off
revenue from local advertisers. It
seemed like every few years some
company tried to enter our market
and sell niche products, such as a
community map. The typical strat-
egy was to approach the Chamber
of Commerce and get an endorse-
ment to give the firm credibility.
Finally, enough was enough. We
asked the Chamber to let us know
when it was aware of someone
trying to sell in our market, and
we immediately went to work to
beat the outsider to the punch.

It gave us new products that the
community valued and kept the

See HUTCHESON Page 9

News & Moves

Duncan joins Vidette
as reporter

Freelance writer Gina Duncan
joined the Hartsville Vidette
in November as a reporter. She
worked as a freelancer and staff
writer for The Pendleton Times
and Times Post from 2000 to
2019.

Since moving to Tennessee,
she’s worked as a department

supervisor
for Lowe’s in
Lebanon and
most recently
as a substitute
teacher in the
Trousdale
County School
District.
Duncan
said that of the
many part-time

Duncan
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jobs she’s held while raising her
family, her favorite times were
writing human interest and town
news stories.

“I loved meeting new people,
hearing their stories and sharing
them with the community,” she
said. “I love the written word. I am
an avid reader, enjoy hiking, camp-
ing and hunting deer and fishing
with my husband.”

Duncan and her husband have
three children and three grand-
children. They moved to Castal-
ian Springs in 2020.

“We love the area and plan on
this as our forever home,” she said.

Duncan will be replacing
reporter Roxanne Lambert, who
recently returned to teaching
full time. Lambert plans to still
contribute stories to the Vidette as
a freelancer.

“I am very excited for the op-
portunity to cover news stories in
Hartsville and Trousdale County,”
Duncan said. “I look forward to

spending time in the community
and getting to know the people
and leadership of this area. The
community here is rich in history
and growing so much. A commu-
nity newspaper is so beneficial in
recording that history and keep-
ing a community informed.
Hartsville Vidette
Nov. 15, 2024

Democrat makes Wright
move in hiring reporter

Tennessee
native Isaac
Wright recently
joined the
reporting staff
of the Leba-
non Democrat
newspaper.

Wright is a
2018 journal-
ism/commu-

See NEWS & MOVES Page 4

Wright

For Your CALENDAR

January 2025

9-10: Association of Community
Publishers (ACP), 2025 Leader-
ship Retreat, Orlando, Fla.

13-17: January 2025 Investigative
Reporters & Editors (IRE) Data
Journalism Bootcamp - Google
Sheets Deep Dive, Columbia, MO.

24: 2025 TPA State Press Contests
submissions deadline.

Jan. 31-Feb. 2: Southeast Journal-
ism Conference, Mississippi State
University

February 2025

3: 2025 TPA Public Notice
Journalism Contest
submissions deadline.

19-20: 2025 TPA Winter Conven-
tion, DoubleTree Nashville
Downtown Hotel, 315 Fourth
Avenue North. Details at www.
tnpress.com

March 2025

6-8: 2025 ACP Spring National
College Media Convention,
Associated Collegiate Press
and College Media Association,
Hyatt Regency Long Beach,
Long Beach, CA.

6-9: NICAR 2025 (National Institute
for Computer-Assisted Report-
ing), Ivestigative Reporters &
Editors (IRE), Minneapolis, MN.

24-28: March 2025 IRE Data
Journalism Bootcamp - Google
Sheets Deep Dive, University of
Missouri, Columbia, MO.

April 2025

4: 2025 TPA Ideas Contests submis-
sions deadline,, for advertising,
circulation and marketing.

14-16: America’'s Newspapers
Mega-Conference, JW Marriott/
Disney Springs, Orlando FL.

June 2025

26-28: Tri-State Press Convention
(Arkansas, Mississippi & Tennes-
see Press Associations), Hilton
Memphis, Memphis, TN.

28: TPA State Press Contests
Awards (Newsroom) Luncheon,
Hilton Memphis, Memphis, TN.

July 2025

9-13: The International Society
of Weekly Newspaper Editors
(ISWNE) 2025 Conference,
South Dakota State University,
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FoIIow-through is paramount, whether at golf or in sales

Want to see something funny?
Just watch me trying to hit a golf
ball out of a sand trap. You've
never before seen such an ugly,
unathletic, uncoordinated golf
swing. The Scottish pioneers of
the game would be horrified.

The biggest of many prob-
lems is with my follow-through.
Somehow, sand creates a faulty
connection between my brain and
the club, which results in stopping
the swing right as I make contact.
How else can you explain the fact
that the ball often hits the lip of
the trap and rolls right back to
where it started? Sometimes I can
make my second attempt without
changing my position.

One time, one of the guys in my
foursome ate a sandwich while
I was trying to get out of a trap.

Ap-LiBs®

Joun Foust

That’s only a slight exaggeration.
He actually finished the sandwich
while I was putting.

I mention my golf misadven-
tures, because following through
is just as important in selling. In
fact, following through can make
the difference between a complet-
ed sale and one that is hanging on
the edge.

Following through is not the
same as following up. Following

up can refer to staying in touch
after an appointment or conversa-
tion, or the start of a new ad cam-
paign. Following up gives both the
salesperson and the advertiser a
chance to tweak the advertising.
Following up can happen any
time, right now or months into the
future.

Following through refers to
things that can help the prospect
finalize a buying decision or be
happy with the decision they just
made. For example, the creative
director at an ad agency once told
me about selling a print advertis-
ing campaign to a local develop-
ment company. The two owners
of the company loved the ideas
and called staff members into the
board room to ooh and ahh over
the proposed layouts. But over

the weekend, one of the owners
took the layouts home to show
to his family. He put the boards
next to the family’s main televi-
sion, where everyone in the house
would see them each day. You can
guess what happened: someone
at home didn’t like the ideas. On
Monday, he said he was having
second thoughts and suggested
that they needed a different kind
of campaign. His logical business
brain had said “yes,” but his emo-
tional family brain said “no

That business owner was deal-
ing with a form of buyers’ remorse
- in which a buyer regrets a pur-
chase shortly after paying for it or
agreeing to buy it. It’s happened to
me, and it’s probably happened to
you (a pair of poor-fitting loafers
comes to mind). Many times, it

suggests that the buyer didn’t have
enough supporting facts before
buying. That’s why it’s crucial for
salespeople to follow through.

A golf shot isn’t complete after
the club makes that initial contact.
And a sale isn’t final after the
prospect first agrees to buy. That
just means the salesperson needs
to follow through with reassuring
and confirming information to
fight off buyers’ remorse.

Copyright 2025 by John Foust.
All rights reserved. John Foust has
conducted training programs for
thousands of newspaper advertis-
ing professionals. Many ad depart-
ments are using his training DVDs
to save time and get quick results
from in-house training. Email for
information: john@johnfoust.com

NEWS & MOVES from Page 3

nications graduate of Tennessee
Tech University in Cookeville and
a 2009 graduate of Monterey High
School in Putnam County.

He has worked as a distribution
center clerk at the Academy Sports
and Outdoors in Cookeville for the
past five years and has worked as a
freelance writer and photographer
for the Herald-Citizen newspaper
for the past year. He’s worked as a
freelance photographer since 2016.

“I am excited for the oppor-
tunity to work at the Lebanon
Democrat,” Wright said.

Wright will be reporting on gen-
eral news, schools, crime, features
and breaking news in the Lebanon
Democrat, which is printed twice a
week on Wednesday and Saturday
and available every day online at
lebanondemocrat.com. Wright and
his wife, Jacy, live in Cookeville.

Lebanon Democrat
Nov. 11, 2024

State Gazette goes to
one print edition a week

The following is excerpted from a
notice The State Gazette, Dyersburg,
recently sent out to readers:

“As many are aware, news has
been trending increasingly to-
ward a digital landscape. Inflation
and social media have driven up
operating costs, impacting every
business, both small and large.

“The State Gazette is no excep-
tion. Effective January 1, 2025,

the State Gazette will move to a
once-weekly print schedule. News-
papers will be published every
week for Thursday delivery. Our
online presence will not change,
and stories will be added daily.”
The State Gazette, Dyersburg
Dec. 17, 2024

Webinars again free to
TPA members for 2025

Tennessee Press Association has
again sponsored access to Online-
MediaCampus.com to provide TPA
members with free access to all
webinars and archived training
sessions through 2025.

In addition to the live webinars,
there are archived webinars on the
site. The categories are Advertising,
Digital, Editorial and Manage-
ment. There are typically two live
webinars each month. View the list
and register for training at www.
onlinemediacampus.com.

Members may obtain the free

coupon code by contacting Robyn
Gentile, member services manager,
at rgentile@tnpress.com or (865)
584-5761, ext. 105.
Upcoming January webinars are:
Jan. 9— “7 Ways to Not Get
Ghosted After a Great Advertiser
Meeting”
Jan. 16— “Grow Your Legal
Revenue in 2025”
Staff reports
Dec. 17, 2024

2025 Ideas Contest
deadline is April 4

TPA is calling for entries in the
2025 Ideas Contest for advertising
and circulation departments. The
contest has 41 categories, including
10 for digital and one for innova-
tion. The Ideas Contest deadline is
Friday, April 4. The contests portal
will open on Feb. 3

Staff reports
Dec. 17, 2024

2025 State Press Contests
deadlineis Jan. 24

The deadline for submissions
to the Tennessee State Press
Contests is Friday, Jan. 24. The
deadline is much earlier than in

recent years because TPA will
present the awards at the 2025 Tri-
State Press Convention in Mem-
phis in June.
Staff reports
Nov. 17, 2024

TIMES NEWS from Page 1

Media, and contributions from
our readers and local businesses,
underscores the importance of col-
laborative journalism in address-
ing critical environmental issues.”
”Given the natural beauty of
Northeast Tennessee and South-
west Virginia and how much time
we love to spend in it, someone
dedicated to the state of our nat-
ural environment is a blessing,”
said Allen Rau, Six Rivers Media
CEO. “Whether hunting, fishing,
hiking, or camping, maintaining
it is crucial to the future of those
activities and our region.”
Through the Report for America

partnership, the Times News will
need to fundraise for a portion

of the reporter’s salary. Informa-

tion on ways to support this new
reporter will be coming soon.

”I'm grateful to Report for
America for selecting the Times
News as a host newsroom for the
first time in our history,” said
Holly Viers, Times News manag-
ing editor. “We look forward to
welcoming the region’s first envi-
ronmental reporter to our area and
telling stories that have a direct
impact on our community.”

The Times News is joining an
expanding network of more than
400 newsrooms benefiting from the
support of this nonprofit program.

)

Snapshot
ROP: Networks:
November 2024 $114,023 $11,964
Year* as of Nov. 30 $743,260 $150,846

*The TPS Fiscal Year runs Dec. 1 through Nov. 30

Tennessee Press Service
Advertising Placement

TPA Winter Convention

‘ TENNESSEE

PRESS Details at www.tnpress.com

l‘ ASSOCIATION
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Initiate regular conversations with news sources

One of my greatest satisfactions
sitting behind the editor’s desk was
appreciating the newspaper had
a pulse of the community. Credit
extended beyond the newsroom; all
employees served as our collective
eyes and ears.

Delivering news is hard work
as editors well know. Stories don’t
just fall in your lap. You must
develop news sources, which can
be a painstaking process. Sources
willingly share good news. When
bad news surfaces, they often cre-
ate detours and roadblocks.

As the New Year approaches, it’s
a good time to commit to rekin-
dle connections. For starters, ask
yourself: When’s the last time you
sat down with news sources - in
a calm and nonconfrontational at-
mosphere - and had a conversation
about why you press so hard for
information, why you believe your
community is stronger for sharing
a broad spectrum of news?

Communication with formal and
informal networks became espe-
cially challenging during the pan-
demic as everyone was forced into
isolation. Exchanges via phone,
email and platforms such as Zoom
necessarily became the norm.

Many of those practices unfor-
tunately continue. Sources find it
easier to control the conversation
and minimize their time through
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remote contact; they rely on social
media channels to distribute state-
ments. Newsrooms, increasingly
faced with diminished resources
and a fractured media landscape,
find it difficult to get reporters onto
the streets.

Reporters routinely are chal-
lenged in tracking down infor-
mation from public officials, even
when the laws governing open
meetings and public data are on
your side. What were the real rea-
sons for not renewing a superinten-
dent’s contract? Why is a developer
threatening a lawsuit against the
city council? Why won’t the county
board release the proposed sites for
storage of hazardous waste?

Challenges can be even greater in
the private sector where individuals
and companies are not subject to
the same rules as public bodies for
releasing information. Yet the news
can often be more compelling than
what transpires at a city council

meeting. What was the margin of
the strike vote at the paper mill,

the city’s largest employer? What
caused an explosion at a manufac-
turing plant, and how many people
were hurt? Will current employees
be affected by the announced merg-
er of the local hospital and clinic?

Editors can readily add to the list
of everyday frustrations in record-
ing the living histories of their
communities. I encourage you to
set aside regular time to connect
with sources.

Some opportunities are ready-
made. I recall when a new law
firm was selected to represent our
city. The attorneys conducted an
orientation for members of boards
and commissions. Topics included
public meeting procedures, liability
exposure for elected and appointed
officers, the open meeting law, and
ethics in government. I attended
and was pleasantly surprised that
our newspaper and the attorneys
were aligned on many interpreta-
tions of the state’s public access
laws. But not in all cases. I shared
observations in a column, letting
readers know what that meant in
terms of delivering the news we
believed they were entitled.

Newspapers can likely find
several avenues to state their case.
For example:

® Our policy was to identify high

school athletes suspended from
competition due to violations of
high school league or school district
policies. Not surprising, the policy
had its detractors among coaches,
parents and athletes. I attended a
quarterly meeting of coaches to ex-
plain and discuss our rationale and
addressed the topic in a column.

* We frequently fielded com-
plaints from law enforcement as
to why we were aggressive in our
pursuit of “bad” news - for exam-
ple, the suspension of a firefighter
- but they believed we came up
short in recording department
heroics. We connected, and, after
a brief discussion, discovered that
opportunities for coverage - for ex-
ample, firefighters battling a fire -
often occurred “after hours” in the
middle of the night. We immediate-
ly armed the department with 24/7
contact information for our staff.

® The local manufacturers
association invited me to present at
its monthly meeting. My remarks
focused on the importance of
businesses sharing bad news as
well as good news. The interaction
with business leaders made for an
excellent column.

e Civic clubs regularly seek
speakers. Take your show on the
road, explain the hows and whys
behind news coverage and then
field questions.

Newsrooms ought to lay out a
plan for regularly connecting with
sources. The mindset should not be
to convince others that your pursuit
of news is the right way or the only
way. Rather, you should strive for a
common understanding of why it’s
important to share all the news -
the routine and the sensitive.

Journalists are equipped with
many tools under the letter of the
law to gather information. Report-
ers should be equally aggressive in
advancing requests based on the
spirit of openness. The opportunity
to deliver the facts - straight from the
source — is one of the strongest ar-
guments editors can present to those
otherwise hesitant to share informa-
tion important to your community.

Jim Pumarlo is former editor
of the Red Wing (Minn.) Republi-
can Eagle. He writes, speaks and
provides training on community
newsroom success strategies. He
is author of “Journalism Primer:
A Guide to Community News
Coverage,” “Votes and Quotes: A
Guide to Outstanding Election Cov-
erage” and “Bad News and Good
Judgment: A Guide to Reporting
on Sensitive Issues in Small-Town
Newspapers.” He can be reached at
www.pumarlo.com and welcomes
comments and questions at jim@
pumarlo.com.

Enterprise celebrates Grand Reopening

SHANNON TAYLOR
Dresden Enterprise
November 7, 2024

The staff at The Dresden En-
terprise, the Dresden community,
family and friends were thrilled to
celebrate their grand re-opening
and their new official location
back in downtown Dresden.

The Weakley County Cham-
ber of Commerce held a ribbon
cutting on Tuesday, November 5
to celebrate this milestone for this
historical publication. On behalf of
everyone at the Dresden Enterprise
of Richardson Media Group, we
would like to thank everyone who
came out to show their support.

“We can’t wait to see the pos-
itive impact Dresden Enterprise
will bring from their new loca-
tion,” Erica Moore, the new Weak-
ley County Chamber director, said.

Weakley County Mayor Dale

Submitted

The Dresden Enterprise celebrated its grand reopening at its new official
location back in downtown Dresden on Nov. 5.

Hutcherson, Dresden Mayor Mark
Maddox, Gleason Mayor Charles
Anderson, Dresden Aldermen
Kenneth Moore and Kenneth Gate-
wood, Weakley County Chamber
CEOQO Justin Crice, Trustee Marci

Floyd, Bud Grimes, Dresden City
Recorder Jennifer Branscum and
many more attended the event.

“I think it’s great that the ribbon

See ENTERPRISE Page 10

TPA Public Notice Journalism
Contest deadlineis Feb. 3

This is the call for entries in the
Tennessee Public Notice Journalism
Contest. The contest is administered
by tPA and recognizes journalists
that use public notice, or the lack
of required public notice, to raise
awareness of its importance.

The award is given to a TPA
member newspaper journalist, or
team of journalists, for utilizing
public notices to generate stories of
interest or importance to readers.
A prize of $200 will be awarded.

Criteria:

e The story must have been pub-
lished in calendar year 2024.

e For purposes of this contest,
newspaper public notices are
defined as those announcements
or disclosures that are statutorily
required by a private party or
governmental entity, and which
must be published in a newspaper

of general circulation.

¢ Submissions must be a news
or feature story that involves a
public notice or lack of notice. No
editorials.

e Stories must cite the public
notice requirement and refer
readers to the publication in which
it appeared. Online references
must include links. If public
notice requirements were not met
or were deficient, the story must
explain how and why the notice
was deficient.

e Stories must have been origi-
nally published in print. Send a PDF
that includes the publication date.

The deadline to submit entries
is Monday, Feb. 3, 2025. Submit
to TPA via email to: rgentile@
tnpress.com.

Staff reports
Dec. 17, 2024
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Lily Johnson’s enthusiastic j journey to the peak of the cheer industry

MARK BROWN
The Standard Banner, Jefferson City
April 25,2024

At 27, Dandridge’s Lily Johnson
has already learned a career’s
worth of lessons on her way to the
top of the cheer industry.

A professional cheerleader for
the Denver Broncos and senior
corporate account manager for
Rebel Athletic, the 2014 Jefferson
City High School alumna devel-
oped for herself the career she
wanted. She decided during her
collegiate dance team career for
the University of Kentucky Wild-
cats that she wanted to cheer at
the next level.

To that end, she headed for Tex-
as as quickly as she literally could.

“I walked the stage on a Friday
afternoon (in Lexington) and then
had auditions the next morning in
Dallas at 6 a.m.”

Her successful initial tryout with
the Dallas Cowboys Cheerlead-
ers afforded her three and a half
months of practice, rehearsals, and
work. She was in the thick of the
hunt right up until she wasn’t.

“I was the very last cut ... on
the night they announced the
team in 2018,” she explained. “It
was very hard going all that way.
The audition process is really
three and a half months, so mak-
ing it all the way through up until
like five minutes was hard.”

She resolved to give it a second
go.

“Well, I made it so close, and I
would have always wondered what
if I didn’t give it another shot. So, I
stayed in Dallas for that year and
then, because time flies so fast, it
was already audition season again.”

She earned a spot on arguably
the world’s most famous cheer
crew and spent the 2019-2020
season there. She auditioned the
following season but was not
included on the roster.

No shame in being cut

“I am not ashamed to say that I
was cut from the Cowboys,” John-
son said. “Cheer teams work very
much like any other pro sport, (so)
athletes are cut from the teams
from year to year. Now I'm in a
better place. It was heartbreaking
at the time, and it was really hard,
but it’s part of my story now, so

I’'m not ashamed of it.”

While audition season heart-
aches “sandwich” a phenomenal
year, she intoned, “I'm still thank-
ful for it. I learned a lot from my

time auditioning for the Cowboys.”

Asked to articulate some of those
lessons, Lily began powerfully.

“I think the biggest thing
I learned about myself was I
probably will never be the most
talented dancer or cheerleader in
the room, and I don’t necessarily
have control over that, but I can
have the hardest work ethic in the
room, and I have complete control
over my work ethic.”

She said the crucible of being
tested by the Cowboys’ system
- as anyone who’s seen CMT
Network’s former show “Making
the Team,” can attest — was vital
to her development.

“You know, there’s being overly
confident, which can be read
wrong, so I like being secure in
yourself and what you bring to
the table ... I went through times
during my tenure with Dallas
where I was not secure in myself,
and I got those notes, and that was
really hard.”

Next stop: Denver and
the Broncos

A major benefit boost from her
Texas years came in the form of per-
spective when she arrived in Denver
and earned a place on the team.

A former Dallas teammate con-
nected Lily with a friend on the
Broncos cheer roster.

“We talked, and she told me
everything I wanted to hear about
the type of team Denver was, the
culture, the leaders on the team,
the opportunities, and the commu-
nity events,” Lily extolled. “And
both teams have a very traditional,
iconic uniform that they’ve worn
since their existence and it’s very
recognizable, and I really liked the
aspect that (the Broncos) are very
true to their roots and firm in their
traditions.”

One connection was absolute
because, she enthused, “I al-
ready loved the dance style,” she
explained. “I'm more of like a jazz
palm dancer, and some NFL teams
are more hip-hop. Some teams are
super-technical, and others aren’t
technical at all, and some do coed

stunting now, like the Titans. So,
I felt like I sort of had the right
qualities to make this team.”

A brand ambassador

Another bonus from her Texas
tenure is her Rebel Athletic posi-
tion and the understanding that
her sideline work makes her a
strong ambassador for the brand.
She is the corporation’s liaison to
Cheer Athletics, which she said
has 15 U.S. locations, along with
one in Telford, England, UK.

“I help design all of their
uniforms - practice wear, shoes,
bows, bags and anything they
need. Then we have specific
designers with the company that
help bring their visions to life,
and I'm the backend account
manager that makes sure all of
the orders are being placed, all the
athletes are being sized, and that
everything’s arriving on time and
everything’s fitting okay.”

Having danced since she was
a toddler and cheered for half of
her life has given Lily a sense of
mid-career experience before she
turns 28 at the end of June (2024).

Submitted photos

Left photo: Missing the cut at the last minute in 2018 pushed Lily Johnson to work harder
and earn a spot on the 2019-20 Dallas Cowboys cheerleading squad. She said lessons she
learned there will remain with her always. Above left: After a connection suggested Lily
would be a good fit for the Denver Broncos cheer team, she auditioned and earned a place
in 2021. She said she likes working with the club very much and particularly appreciates its
commitment to community outreach. Above right: From the time she was two and a half until
she was 18, Lily trained at the Elizabeth Williams School of Dance in ballet, jazz, lyrical and hip-
hop. She says the variety and discipline of each has served her well.

Her time on the field and side-
lines is winding down. By the end
of May, she and Hunter will have
married, and she’ll be entering the
final audition season of her career.
She said she is grateful that com-
petition, fitness and commitment
have all served her well.

She credits her parents, Dr. Wes
Johnson and Dr. Karin Collins,
each of whom are veterinarians,
with teaching her to be a pro-
fessional long before there were
thoughts of the NFL.

“I am so blessed with truly the
best parents, the most supportive
parents. I grew up watching my par-
ents work very, very hard to provide
for me and my sisters (Madeline
Warner and Grace Johnson) so we
could go to dance class and cheer-
leading and things like that.

“When you have strong examples
of such high work ethics; I didn’t
know any different. I just assumed
that’s how hard everyone works.
Everyone got up early every single
morning and worked all day long.”

This story was republished with
permission of The Standard
Banner, Jefferson City.
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Sustainable startups: Emerging local news outlets take varied
approaches while sharing sense of purpose, need for funding

Bob Gough has worked in local
news nearly his entire life, and he
knows this: Everybody wants to
see their kid or grandkid in the
paper.

The trouble is that truly local
news in his western Illinois town
of Quincy is getting harder to find.
Starting this year, radio listeners
no longer can catch the Quincy
Senior High School football games
on Friday nights. The legacy
newspaper, the Herald-Whig, has
changed hands two times since
2021 after being family-owned for
nearly 100 years. It now has just
three news reporters to cover the
community of roughly 38,000, and
it’s part of a chain of papers that
share content.

Quincy, a county seat on the
Mississippi River, is not a news
desert, but Gough’s Muddy River
News, which he started in April
2021, has found a niche deliver-
ing the kind of hyperlocal news
the Quincy Journal used to cover
when he was there. “People want
to know what’s going on in their
town,” Gough said. “They don’t
want their papers filled with crap
about what’s happening in other
places.”

The all-digital Muddy River
News gives readers stories about
police department license-plate
readers, an open house at the se-
nior center and two staples of local
news: police blotters and obits. It
also has podcasts, a live-streamed
morning talk show and live sports
content through Muddy River TV+.
(Gough’s undergraduate degree
from the University of Missouri
was in broadcast journalism.)

“Quincy is still an older commu-
nity, but on our video side, that’s
where we see the younger number
tick up,” Gough said. Muddy
River News already has locked in
$20,000 in sponsorship for a news
sports program. “We’re kind of
figuring out the live streaming
and making it idiot proof on our
end. We want new dollars and not
just to shift old dollars.”

The vast majority of local news
startups, nearly 85%, are digi-
tal-only operations like Muddy
River News, the 2024 State of
Local News Project found. Over-
whelmingly, these new organiza-
tions are concentrated in metro-

NEws
ANALYsIS

JACKIE SPINNER

politan areas and counties where
there are already other local news
sources, like Adams in western
Ilinois. The report tracks 17
counties where the only existing
local news outlets were founded
in 2019 or later; however, those
outlets represent a small minority,
about 5%, of startups. Their rate of
appearance has yet to catch up to
the expansion of news deserts, a
number that grew to 208 counties
in 2024.

The 2024 State of Local News
Project did not identify any
startups from the past year in
Iowa, Idaho, Hawaii, New Hamp-
shire and Wyoming. There isn’t
necessarily a coastal vs. in-land
difference; the key distinction is
urban vs. rural, with large clusters
around several major non-coastal
cities — for example, Denver, Min-
neapolis and Indianapolis.

Many of the new entrepreneurs
are former journalists like Gough,
who, now in his 50s, knows his
community and knows journal-
ism. They are in it because they
care but also because they believe
they can make money. That makes
them outliers. Of the startups
included in the 2024 State of Local
News Project, 53% are nonprofits.
Among just the digital startups,
that number rises to 60%.

“The people who are engaging
in those startups are all journalists,
either press or broadcast, who may
have lost their jobs with previous
employers or got fed up with previ-
ous employers,” said Don Craven,
president and chief executive offi-
cer of the Illinois Press Association.
“They’re all folks who can’t get ink
out of their veins.”

Or, as Chris Krewson, executive
director of LION Publishers, put it:
“The only people crazy enough to
launch these damn things in the
first place are journalists.”

LION, an association that helps
digital news startups develop sus-
tainable business operations, saw

17 members launch new products
in 2024. That number contrasts

with a spike of 81 in 2021. “Access
to capital in 2024 is very different

than two years or three years ago,”

Krewson said.

Nancy Lane, co-chief executive
of the non-profit Local News Asso-
ciation and Local Media Foun-
dation, said startups have all the
same challenges as legacy media
but often have more runway due
to significant funding at launch.

“Many have a false sense of se-
curity in the early days and spend
too much of the funding on the
wrong things,” she said. “Develop-
ing a sustainable business model
must be the top priority from day
one, even while building audience
and brand identity.”

‘Dogs and ice cream’

In early 2023, faced with having
to cut his staff, Bill Sullivan laid
himself off from Gold Country
Media, where he was publisher of
the Folsom Telegraph in northern
California.

As local media around Sac-
ramento retrenched, business
leaders and even the mayor came
to Sullivan asking for help to fill
the gap in coverage.

A few months later, he and
business partner Adam Frick, a
software developer and digital me-
dia specialist, started the Folson
Times, a digital-only outlet that
provides local news coverage to
the affluent community’s 80,000
residents about 20 miles northeast
of the California capital.

“We started it without advertis-
ing and hoped [the advertising]
would come, and it did,” Sullivan
said.

The founders bypassed print en-
tirely to deliver community news
online. “Dogs and ice cream,” Sul-
livan said, describing their brand
of journalism. “The bad news or
the concerning news will find you.
It’s the feel-good and community
stories we find. That’s what we
specialize in.”

That doesn’t mean they avoid
hard news altogether. As Frick
noted, fire danger is real in north-
ern California, and fire coverage
drives web traffic. “People want to
know if they are in danger.”

Photo by Josiah Chatterton, The Forgottonia Times, Bushnell, lll.

The Forgottonia Times team seated in their podcast/production room
reviewing their debut edition from July 2024.

The Folsom Times also covers
crime, with recent stories about
two men who allegedly tried to
make off with an ATM and the
arrest of a man accused of stealing
dozens of pairs of new shoes. But
they bypass coverage of the city
council or the planning board,
Sullivan said.

“We do feature a dog from the
local shelter once a week,” he said.
“That gets a lot of clicks.”

The clicks are important be-
cause, although the Times started
bringing in money after three
months with very little in the way
of startup costs other than his and
Frick’s time, Sullivan said they
eventually want to earn enough
from advertising to pay their own
salaries, which they haven’t been
able to do yet.

But Frick, a software specialist
who was new to journalism, also
has learned a fundamental lesson
about community news.

“I know that content is king,
and to drive traffic to a website
you need good content,” Frick
said. “News is excellent content. I
did not know just how important
it is.”

He used to look at content strict-
ly for the traffic it could generate.
Now after nearly two years, Frick
said he realizes how important
local news is to a community. “My
focus has changed. At first I didn’t
want to do articles on businesses.

I thought they need to pay for that.
And now I understand. I realize
that you have to support the com-
munity whether you make money
or not. The money will come.”

Seeking funds amid
low-income population

For Kenneth Miles, founder and
publisher of the Trenton Journal
across the country in New Jersey,
the money must come if his Black-
owned news outlet is going to
survive.

Miles started the Trenton Jour-
nal in 2021 in a community close
to the size of Folsom but vastly
different. Trenton’s population
is much poorer, with nearly 20
percent of residents living below
the poverty line, according to the
2023 U.S. Census. The community,
about 30 miles north of Philadel-
phia and 55 miles south of New
York City, has an unemployment
rate of nearly 60 percent.

It’s an urban area, not a news
desert, with a daily newspaper
that is part of a chain owned
by the hedge fund Alden Global
Capital.

But Miles recalled a news
conference in July 2023 when the
mayor and several city council
members announced the dem-
olition of 28 homes on Sanford
Street in a blighted area known

See SPINNER Page 12
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Social media restrictions can render newsworthy
reporting on many controversial topics invisible

ANDY LEE ROTH

& AVRAM ANDERSON
Reynolds Journalism Institute
December 17, 2024

What is shadow banning?

Shadow banning—the practice
of reducing the visibility of social
media content without the content
creator’s knowledge—can restrict
the reach of independent news
outlets.

This concern is underscored
for outlets that use social media
to engage their communities
with reporting on topics deemed
controversial by platforms such as
Facebook, X (Twitter), Instagram,

and TikTok.

In February 2024, Meta began
to restrict content on Instagram
that it deemed “political,” which
generated a backlash, especially
from users, including prominent
journalists, whose posts about Isra-
el’s assault on Gaza were demoted,
deleted, or denied by Instagram.

Ryan Sorrell, founder and pub-
lisher of the Kansas City Defender,
told us that social media posts
promoting its reporting have been
subject to shadow bans and take-
downs, not only because of the
issues they cover—including po-
lice violence, institutional racism,
and Palestine—but also because

their reporting uses “unminced
language, without euphemisms.”

Motivated by the need to bal-
ance freedom of expression with
online safety, all social media
platforms engage in “content mod-
eration” to determine what content
they allow or restrict, and promote
or marginalize.

Shadow bans, arguably the
most controversial form of content
moderation, restrict the content’s
visibility without officially block-
ing or removing it.

The account owner can contin-
ue to use the platform normally,
but the shadow ban isolates their
account and posts from the gen-

eral online community. Without
awareness of the restrictions, con-
tent creators are left powerless to
appeal or protest, being vulnerable
to what Kelley Cotter has charac-
terized as “black box gaslighting.”
Users are left to guess whether
their content was not seen by oth-
er viewers due to a shadow ban, or
because it just was not interesting
enough to drive engagement.

Why does it matter?

Although major platforms
dispute or deny accusations of
shadow bans, studies indicate real
impacts. For example, Monica

Horten, an internet policy analyst,
found that Facebook’s “feature
block” function created a “sudden
plunge” of 93-99 percent in the
reach of UK-based Pages, or “not
much different from completely
unpublishing the page.”

Shadow bans highlight the po-
tential for social media platforms
to manipulate public opinion.
Tarleton Gillespie has warned
that using algorithmic recommen-
dations to reduce the visibility
of targeted content has sweeping
consequences, influencing “not
only what any one user is likely

See INVISIBLE Page 10

Second Annual

$100,000 OF AWARDS
FOR NEWS REPORTING

in the spirif of
“To give the news impartially, without fear or favor ... ”

— Adolph Ochs, Publisher of The Chattanooga Times (1877-1935)
and The New York Times (1896 - 1935)

Four $25,000 awards for the most fair, impartial,
objective news reporting that has the courage to
not fear and the discipline to not favor.
$25,000 for Print Reporting
$25,000 for Broadcast Reporting
$25,000 for Television Reporling
$25,000 for Digital Reporting
Contest will be judged by ; Kewspaper Association Managers

For more information go to: cfinrorg
Please send entries to: hitps://bit.ly/CFINR2025

Deadline: January 31, 2025, for 2024 entries

The Center for Integrity in News Reporting

FREE WEBINARS FOR TPA MEMBERS

OnlineMediaCampus.com

1

1

1

1

1

: Yes, you can grow legal revenue in 2025!
1 Presented by Janet DeGeorge

: Jan. 16,2025 @ 1:00 PM CST

1
1
1

Email rgentile@tnpress.com for the free TPA code
Can’t make the live webinar? Register for the recording.

SLIMP from Page 1

Replace (or add to) your on-site
backup drives each year. External
drives tend to last two or three
years. Page designers should not
be working on five-year-old com-
puters. The larger the monitor, the
less time it takes to design a page.
Time really is money.

Tip 3: If you haven’t already,
create a master chart to track your
sales calls. This tip is so important
that 'm including it for a second
straight year. Be sure to include
columns for “in-person,” “phone,”
“text,” and “email” calls. Look over
your calls with your ad manager
or publisher at the end of each
week. A master chart is a straight-
forward method for increasing
the number of calls, guaranteeing
increased ad revenue. It is also an
excellent reminder to make more
in-person calls rather than relying
too much on email or other contact
methods. My publisher friends tell
me this step often makes a signifi-
cant difference in sales.

Tip 4: Research and apply for
grants. I spent an hour with a
publisher who recently received
a $100,000 grant this morning.
Two newspapers I work with have
received six-figure grants over
the past few months. One pub-
lisher said they started applying
for grants after hearing me speak
about them at a newspaper asso-
ciation convention. Several other
clients received grants in 2024 for
$15-25k. Call the Small Business
Bureau (in some states, grants

come through the Economic and
Community Development office)
and ask about grants for small
businesses. You can also find infor-
mation about grants at grants.gov.

Tip 5: Redesign your newspa-
per. I can’t think of anything that
will kick-start excitement about a
community newspaper more than a
total redesign. If you've redesigned
your paper in the past five years,
feel free to skip the rest of this
paragraph. If, however, it’s been
more than five years since you've
redesigned your paper, you are los-
ing an excellent opportunity to keep
existing readers and win over new
readers and advertisers. A common
theme among papers I've redesigned
(no, you don’t have to hire me to
redesign your newspaper) is growth
in readership, subscribers, and ad
revenue afterward.

Tip 6: Hold a staff brainstorm-
ing session. Schedule a time in
advance so everyone can begin
formulating ideas. There’s no better
time than the beginning of a new
year to gather your staff and ask,
“What can we do to be better?” Get
everyone away from their desks
and hold the meeting in a confer-
ence room, or leave the office and
meet in a restaurant meeting space.
Have a whiteboard and marker
handy. I've been around for many
of these sessions, and the results
are often remarkable. Ideas flow.
Plans are made. Improvements
happen almost immediately.

Tip 7: Get a high school report-
er. Find a high school student — or
a group of high school students —

to provide weekly stories for your
paper. Hold these stories to the
same guidelines as other stories in
your newspaper. At focus groups, I
often hear readers speak out about
their desire to learn more about
what’s happening at the local high
school. Plus, you might just attract
younger readers.

I had planned to include ten tips
for newspapers in 2025. However, I
passed my 800-word limit around
the end of the sixth tip, and I
learned long ago that most readers
will never make it past 800 words.
Let me take a personal moment
for those who made it to the end
of this column. There are a lot of
newspapers making serious plans
to grow their papers. I'm noticing
younger publishers and staff. 'm
seeing a return to local ownership.
Something good is happening in
our industry, and I'm thankful to
be a part of it.

Kevin Slimp is a consultant,
advisor and trainer in the newspa-
per industry. From 1997-2018, he
directed The Newspaper Institute
of The University of Tennessee. He
is CEO of Market Square Publish-
ing and Chief Guru at Newspaper-
Academy.com.

Do you have staff
changes/promotions?
Publication changes?
Awards?

Other industry news?
Please submit your news to
editor@tnpress.com and rgen-
tile@tnpress.com.
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Tennessee Supreme Court to hear case on sealed court records

The Tennessee Supreme Court
has agreed to hear a case in which
a lower court judge refused to un-
seal court records in a test of the
First Amendment right of access
by the public to court proceedings
and court documents.

In State of Tennessee v. Randall
Johnson and The Nashville Banner,
the Nashville Banner intervened
in a criminal case to argue for the
unsealing of a motion by a defense
attorney for disqualification of
Judge Cheryl Blackburn and two
supporting affidavits. The motion
for disqualification appears to be
related to a question of judicial
competency and after the motion for

TN CoaLiTioN
FOR OPEN
GOVERNMENT

DesoraH Fiser

disqualification was filed, Black-
burn recused herself from the case.

Criminal Court Judge Angelita
Dalton refused to unseal a motion
for disqualification of a fellow
judge in a criminal case.

There had been no motions to
seal the motion or affidavits by
either party in the criminal case

and Blackburn did not issue an
order sealing them. But when the
Nashville Banner sought to exam-
ine the records, the court said they
were under seal.

Criminal Court Judge Angelita
Dalton, who had taken over the
criminal case from Blackburn,
declined the Nashville Banner’s
call to unseal records, stating in a
June 26, 2024, order that:

‘. .. the public disclosure of
these particular documents, espe-
cially at this premature juncture,
would likely result in the publica-
tion of claims that (a) are currently
insufficiently supported, (b) would
annoy, embarrass, oppress, or create

undue burdens for involved persons,
(c) deny involved persons their
rights to substantive, procedural,
and administrative due process, and
(d) delay court proceedings.

“The Court further finds that
any substantiated concerns related
to judicial competency may also
be addressed through other appro-
priate avenues, which counsel for
the existing parties are sufficiently
equipped to pursue if they have
not already.”

Dalton then entered an order to
seal the records, which had not
been entered before.

The Court of Appeals refused to
hear an appeal from the Banner.

But the Tennessee Supreme
Court, accepted the appeal and,
among other procedural questions,
said it is “particularly interested in
briefing and oral argument on . . .
[w]hat legal standard and standard
of review should apply to a motion
to unseal records when no initial
sealing order was filed.”

Legal issues around
sealing court records

Tennessee Coalition for Open
Government is among a group of
amici who pressed for review.

See FISHER Page 11

HUTCHESON from Page 3

ad dollars in our town.

In the coming days, consider the
opposition that you face. Deter-
mine that the opposition will make
you better, not bitter.

The column from yesteryear
mentioned above may be useful
for our readers. It seems to have
originated with Broadway Teaching
Group, and perhaps you might find
a purpose for it.

Five Great Lessons

1) During my second month
of school, our professor gave us
a pop quiz. I was a conscientious
student and had breezed through
the questions until I read the last
one: “What is the first name of the
woman who cleans the school?”

Surely this was some kind
of joke. I had seen the cleaning
woman sometimes. She was tall,
dark-haired and in her 50s, but
how would I know her name? I
handed in my paper, leaving the
last question blank. Just before the
class ended, one of the students
asked if the last question would
count toward our grade.

“Absolutely,” the professor said.
“In your life you will meet many
people. All of them are signifi-
cant. They deserve your attention,
even if all you do is smile and say
hello.” I’ve never forgotten that
lesson. I also learned her name
was Dorothy.

2) At 11:30 p.m., an older
African-American woman was
standing by the side of an Alabama

highway trying to endure a lashing
rainstorm. Her car had broken
down and she desperately needed
a ride. Soaking wet, she decided to
flag down the next car.

A young white man stopped
to help her, generally unheard of
in those conflict-filled 1960s. The
man took her to safety, helped her
get assistance and put her into a
taxicab. She seemed to be in a big
hurry, but wrote down his address
and thanked him.

Seven days went by and a knock
came on the man’s door. To his
surprise a giant console color TV
was delivered to his home.

A special note was attached. It
read: “Thank you for assisting me
on the highway the other night.
The rain drenched not only my
clothes, but also my spirits. Then
you came along. Because of you,

I was able to make it to my dying
husband’s bedside before he passed
away. God bless you for helping me
and unselfishly serving others.”

Sincerely, Mrs. Nat King Cole.

3) In the days when an ice cream
sundae cost much less, a 10-year-old
entered a hotel coffee shop.

“How much is an ice cream
sundae?” he asked. “Fifty cents,”
replied the waitress. The little boy
pulled his hand out of his pocket
and studied the coins in it.

“Well, how much is a plain dish
of ice cream?” he inquired.

By now people were waiting for
a table and the waitress was grow-
ing impatient.

“Thirty-five cents,” she quickly
replied. The boy again counted
his coins. “I’ll have the plain ice
cream,” he said.

The waitress brought the ice
cream, put the bill on the table and

walked away. The boy finished the
ice cream, paid the cashier and left.
When the waitress came back, she
began to cry as she wiped down the
table. There, placed neatly beside the
empty dish, were two nickels and
four pennies. You see, he couldn’t
have the sundae, because he had to
have enough to leave her a tip.

4) In ancient times, a king had a
boulder placed on a roadway. He hid
himself and watched to see if anyone
would remove the huge rock. Some
of the king’s wealthiest merchants
and courtiers came by and walked
around it. Many loudly blamed the
king for not keeping the road clear.
But none did anything about getting
the stone out of the way.

Then a peasant came along,
carrying a load of vegetables. Upon
approaching the boulder, the peas-
ant laid down his burden and tried
to move the stone to the side of
the road. After much pushing and
straining, he finally succeeded.

After the peasant picked up his
load of vegetables, he noticed a purse
lying in the road where the boulder
had been. The purse contained many
gold coins and a note from the king
— indicating that the gold was for
the person who removed the boulder
from the roadway.

The peasant learned what many
of us never understand. Every
obstacle presents an opportunity to
improve our condition.

5) Many years ago, when I
worked as a volunteer at a hospital,
I got to know a little girl named
Liz, who was suffering from a
rare and serious disease. Her only
chance of recovery appeared to be
a blood transfusion from her 5-year
old brother, who had miraculously
survived the same disease and had

developed the antibodies needed to
combat the illness.

The doctor explained the situa-
tion to her little brother, and asked
the boy if he would be willing to
give his blood to his sister. She saw
him hesitate for only a moment be-
fore taking a deep breath and say.
“Yes, I’ll do it if it will save her.”

As the transfusion progressed, he
lay in the bed next to his sister and
smiled, as we all did, seeing the
color returning to her cheeks. Then
his face grew pale and the smile
faded. He looked up at the doctor
and asked in a trembling voice,

“Will I start to die right away?”
Being young, the little boy has
misunderstood the doctor. He
thought he was going to have to give
his sister all of his blood in order to
save her. You see, understanding and
attitude, after all, is everything.

Chip Hutcheson is past president
of the Kentucky Press Association
and past president of the Nation-
al Newspaper Association. This
column, originally published Dec.
12, 2024, is republished with
permission.

Tennessee Government
Keeping You Informed

To know more about local, county
and state government business, read
the public notices that appear in this
newspaper each week or go to:

TnPublicNotice.com

A public service provided by this newspaper and
the Tennessee Newspaper Association.

TPA members can download these print and digital promotional ads at

www.tnpress.com.
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to see but also what society is
likely to attend to, take seriously,
struggle with, and value.”

Those consequences dispro-
portionately impact members of
marginalized communities, online
and offline, as Black TikTok
creators and LGBTQ+ content
creators on Instagram have called
out. As a veiled form of content
moderation, shadow bans make it
more difficult to hold platforms ac-
countable for restricting (already)
marginalized voices.

Here are five recommendations
for recognizing and responding to
shadow bans of news content

1. Understand platform
guidelines

Some practical tips from the Don’t
Delete Art campaign and website
are applicable to journalists:

® Register your account as a
professional or business account.
This increases the likelihood that
you’ll receive information from the
platform about whether content
you post meets the platform’s stan-
dards for recommendation.

® Review your account status,
especially for notifications of rec-
ommendation violations.

® Be sure that users are search-
ing for your full account name.
Downranked accounts (accounts
that have been reduced in ranking
by a social media platform’s
algorithm, which can make their
content appear less frequently in
users’ feeds) often will not appear
until their full name is typed into
a platform’s Search function.

2. Monitor engagement

Beware of sudden, sharp drops
in the reach of your account. You
can use analytics provided by each
platform to monitor your account’s
reach and, on many platforms, the
performance of specific posts.

You can also benchmark your
content’s reach against similar

posts from other accounts with
comparable engagement.

There are also third-party,
platform-specific tools designed to
track evidence of shadow banning.
For example, the Shadowban
Scanner extension for the Chrome
browser and HiSubway’s Twitter
Shadowban Test allow you to mon-
itor content reduction on X/Twitter.

3. Beware of “behavior”

In her study of shadow banning
on Facebook, Horten found that
posting behavior could trigger a
shadow ban, independent of posts’
content.

Avoid posting too frequently,
soliciting likes too often, using the
same hashtags in every post, and
other types of “spammy” behavior.
In brief, don’t act like a bot!

Automated content moderation
systems were originally deployed
to detect spam, and later disin-
formation. Although much of
the controversy around shadow
banning focuses on content, auto-
mated content moderation systems
continue to track behavior as well,
reducing the visibility of accounts
that engage in online behavior
those platforms deem inauthentic,
abusive, or manipulative.

4, Consider bypass
practices

Many creators with legitimate
reasons to address sensitive topics
on social media platforms use
“algospeak,” coded language
designed to evade algorithmic
detection by using substitutes for
banned terms.

For example, in their study of
TikTok creators who post sensitive
content about race, gender, or sex
and sexuality, Kendra Calhoun
and Alexia Fawcett identified
four major categories of linguistic
innovations to avoid censorship,
including creative use of language
(unalive in place of “killed”) and
word replacement (using account-
ing for “sex work”); and substitute

terms that play on similar sounds
(seggsy for “sexy,” droogs for
“drugs”). Sorrell, the Kansas City
Defender publisher, described
blocking letters in terms, such as
“racist,” that frequently trigger
algorithmic bans.

Although algospeak may
provide many social media users
with means to avoid censorship,
we fear that its use in promoting
journalism might undermine the
credibility of the reporting for
some readers. It may also violate
many newsrooms’ standards for
clear use of language.

For video, publish potentially
sensitive text in the video’s image,
rather than in its description. This
makes it harder for automated con-
tent moderation systems to track
and flag the sensitive content.

Of course, the fundamental
principles of ethical journalism
apply: Content should reflect the
cardinal professional values of
maximizing transparency and
minimizing harm in the course of
seeking and reporting truth.

5. Use content warnings

“Sensitive content” warnings
can help protect your posts from
shadow bans and takedowns.
Ryan Sorrell described content
warnings as “the single biggest
protective mechanism” the Kansas
City Defender uses to avoid con-
tent reduction or removal.

There are built-in options for
adding sensitive content warnings
on Instagram, for instance. It’s
important to make your warning
clear and concise. Avoid generali-
ties, such as “This post may not be
suitable for all viewers,” in favor
of direct language that clearly
represents the content that follows,
such as “Sensitive content: gun
violence.”

Place the warning prominently.
Use a font style and size that is
easy to read. Use the post’s caption
to contextualize the content.

Preview the content warning
and make any necessary adjust-

Times News was Dao Prize finalist

- ; e

Submitted

Cliff Hightower (left) and Rob Walters (right), Kingsport Times News, at-
tended the Nov. 13 awards ceremony for the 2024 Dao Prize for Excellence
in Investigative Journalism. The Times News was one of five finalists from
across America represented in the category of Best Local Journalism for
its “Breathless: Coal’s silent toll” series. The event was held at the National
Press Club in Washington, D.C. Although the Times News didn’t win, High-
tower and Walters were well pleased to be nominated and to be present.
The Dao Prize, funded by the Dao Feng and Angela Foundation and
launched in conjunction with the National Journalism Center, is an annual
award founded to recognize excellence in investigative journalism.

ments before you post.

Given the potential of shadow
bans to restrict vital news stories
from going viral on social media,
the recommendations presented
here are primarily defensive. We
hope to build on these recommen-
dations by incorporating addi-
tional insights from journalists
whose reporting has been subject
to shadow banning. Please contact
us with any suggestions you may
have based on your experience.

We will incorporate those sug-
gestions into the final version of
Algorithmic Literacy for Journal-
ists. At the same time, we need to
plan for the long term by seeking

changes in platform policies,
including third-party oversight,
that will hold platforms account-
able when they employ content
reduction practices to restrict legit-
imate but potentially controversial
content, including independent
journalism.

Andy Lee Roth is a 2024-2025
Institutional Fellow for the Reynolds
Journalism Institute (RJI). This
article was originally published by
RIJI Sept. 30, 2024 and is re[pub-
lished here with RJT’s permission. It
was retrieved from: https://rjionline.
org/news/recognizing-and-respond-
ing-to-shadow-bans/

ENTERPRISE from Page 5

cutting was held on election
day and I believe you, Shannon,
wrote an editorial calling the
media watchdogs which I think
is accurate. The media helps keep
us in check and we appreciate you
all being back here in Dresden,”
Hutcherson said.

After almost three years, The
Enterprise comes back home to

the county seat. Since 1883, The
Dresden Enterprise newspaper
has been a part of the Dresden
business community, providing
countywide news coverage, and
even offering some headlines from
throughout the state and nation.
On Dec. 10, 2021, a devastating
EF-3 tornado tore its way through
Dresden and destroyed the
building that housed The Enter-
prise. The roof collapsed into the

building, crushing walls, desks
and office equipment. A little

over a month later, on Jan. 14, the
office building on South Wilson
Street in Dresden and home of The
Enterprise since the late 70s was
officially demolished.

Shortly afterwards, staff mem-
bers worked remotely, putting
together pages of the newspaper
digitally each week to ensure the
paper was printed and delivered

to the community. Then in 2023
an office location was found in
Martin where the Enterprise had
been housed until now.

The Enterprise is now located
back in Dresden on court square
right next to the Weakley Coun-
ty Chamber of Commerce in the
office where probation and parole
was formerly located.

The Enterprise and The Martin
Post will both be housed in our

Dresden office.

The Enterprise is pleased to
return home so be sure to stop by
and see us. Our address is 110 West
Maple Street. Our phone number
is 731-364-2234. Our publisher and
CEO is Daniel Richardson and he
can be reached at daniel@richards-
onmediagroup.net.

Our office hours are Monday
through Thursday from 8 a.m. to
4:30 p.m.
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Trump's election likely means pro-management changes, starting with NLRB and General Counsel

As I write this column on No-
vember 7, 2024, Donald J. Trump’s
election is a great day for manage-
ment everywhere. A Trump/Vance
Administration will get to work on
improving the composition of the
National Labor Relations Board
and appointing a new General
Counsel of the Board.

On President Joe Biden’s first
day in office in January 2021,
he fired NLRB General Counsel
Peter Robb (Trump appointee),

a move without precedent since
the establishment of the Office

of the General Counsel in 1947.

A court subsequently upheld the
President’s right to do this. This
writer believes reciprocity is in
order. I certainly hope (and I think
it is likely) that President Trump
will fire General Counsel Jennifer
Abruzzo promptly. Elections have

LEGAL
Urparte

L. MicHAEL ZINSER

consequences. General Counsel
Abruzzo has been a disaster
for management. Changing the
General Counsel would be a game
changer. You could expect a new
General Counsel from a manage-
ment background to make many
changes including:

¢ Abandon Abruzzo’s crusade
to prevent employers from holding
mandatory “captive audience”
meetings during a union organiz-
ing campaign.

e Abandon Abruzzo’s campaign

to make non-compete agreements
unlawful.

e Abandon Abruzzo’s policy of
seeking consequential damages in
NLRB cases.

e To respect the First Amend-
ment and the Constitution.

The current NLRB Chairman is
Lauren McFerran whose term was
to expire December 16, 2024.

President Biden has nominated
McFerran to another five (5) year
term. If the Senate can stop this
nomination, President Trump will
nominate someone with impec-
cable management credentials to
lead the agency. While the Presi-
dent can fire the General Counsel
right away, the President cannot
replace current members of the
Board until their term is expired.
The terms of two Democrat, pro-
union appointees — David Prouty

and Gwynne Wilcox - - will not
expire until August 27, 2026, and
August 27, 2028, respectively.
Marvin Kaplan is the lone Repub-
lican Board Member whose term
expires August 27, 2025. There has
been a vacancy on the Board since
2022. If President Trump could
name the replacement for Chair-
man McFerran and fill the vacancy
with Republicans, there would be
a Republican majority at the Board.
A Republican Board majority could
overrule multiple Board decisions
from the Biden era. It is possible the
Board would loosen the timetable
for representation elections. One
could also expect a newly constitut-
ed Board to return to long-standing
case law regarding demands for rec-
ognition from unions and making
Section 10(j) requests for bargaining
orders rarer.

Tesla scores First
Amendment victory
over NLRB

The UAW was engaged in a
union organizing campaign at one
of Tesla’s auto plants. During the
same time period, a Twitter user
who was not a Tesla employee
posted an article claiming that
Tesla maintained unsafe working
conditions. Tesla CEO Elon Musk
and the Twitter user engaged in
the following Twitter conversation:

Musk: “Tesla factory literally
has miles of painted yellow lines
and tape. Report about forklifts
not beeping is also BS. These are
both demonstrably false, but were
reported as facts by reveal.”

Twitter User #1: “Yellow is fine,

See ZINSER Page 12

FISHER from Page 9

“This case presents important
issues concerning the correct
standard to apply in deciding
whether a seal on judicial records
is proper and the appealability
of orders denying a request to
unseal judicial records” wrote
Paul McAdoo, counsel for the
Reporters Committee for Freedom
of the Press and the other amici in
a motion supporting the Banner.
McAdoo represents journalists in
Tennessee as part of the Reporters
Committee Local Legal Initiative.

“The Court’s resolution of
these issues will have significant
ramifications for news reporting
and transparency in Tennessee’s
judicial system,” McAdoo wrote.
The other amici are the Tennessee
Association of Broadcasters and
the Tennessee Press Association.

The Banner, the press organiza-
tions and TCOG argue that the low-
er courts did not apply the proper
standard in sealing judicial records,
which have a strong presumption of
openness tied to history and trust in
the judicial system and rule of law
and allow the public scrutiny over
the court system.

“The impact on the law and pub-
lic of a decision in this case would
be significant as it goes to the heart
of the public’s ability to monitor the
activities of the judicial branch of
our government,” McAdoo wrote.

Daniel Horwitz, the attorney
for the Nashville Banner, argued
the law in Tennessee is clear that
a presumption of openness may

Dalton

only be overcome by an overriding
interest based on findings that the
closure is essential to protecting a
higher value, and even then, must
be narrowly tailored to serve only
that interest.

Judge Cheryl Blackburn recused
herself from a criminal case after
a motion and two affidavits by
the defense attorney. She did not
enter an order sealing the records,
but the court later said they were
sealed anyway.

Horwitz also noted that the bur-
den to prove the need for closing
a record is upon the proponent of
the seal — and in this instance,
neither the defense or the prose-
cutors in the case argued for the
documents to be sealed.

He also said that factors weigh-
ing against closure are when the
party benefitting from a protective

Blackburn

order is a public entity or official or
when the information sought re-
lates to a matter of public concern.

“...ajudge’s potential incompe-
tency is a matter of public concern,
not a private matter that a trial
court has any authority to restrict to
litigants alone. Keeping judicial re-
cords secret because they call a col-
league’s competency into question
also is not a recognized justification
for sealing,” Horwitz wrote.

Nashville Banner’s
reporting on sealed court
records in Davidson County

The Nashville Banner this
summer began publishing stories
about what appears to be a pattern
of Davidson County criminal court
judges sealing records without
entering orders and sometimes

without motions by the parties

to seal the records. When a court
seals a record, the order would
normally appear with the case file
and would justify the factors for
the closure that overcome the First
Amendment and common law
rights of court openness.

But the Nashville Banner could
find no such orders and only real-
ized sealed records existed when it
made additional inquiries with the
court clerk.

In its story “Tennessee Supreme
Court to Hear Banner Case Seeking
Judicial Records,” Banner Editor
Steve Cavendish said he was grate-
ful that the Tennessee Supreme
Court decided to hear the case:

“Our courts have credibility
when they are open and transpar-
ent,” he said. “When judges ignore
the rules and then seal files that
could be critical of their perfor-
mance, it creates the appearance
of a cover-up. Transparency is
always the answer for creating
public trust in our institutions.

“Like other government entities,
the courts are public. That means
that court proceedings must be
open to the public and the doc-
uments they produce must also
be accessible. As with any laws
surrounding public and open gov-
ernment, there are exceptions. But
those exceptions are strict.

“When a judge does have a
valid reason to seal documents in
a case, they must enter a written
order explaining why they are
sealing that document and cite
case law to back it up.”

Deborah Fisher is executive direc-
tor of Tennessee Coalition for Open
Government (TCOG). This column
was originally published Nov. 22
on tcog.info and is republished here
with her permission.

Reporter

Six Rivers Media, LLC, a
digital-first company serving
Northeast Tennessee, seeks a
dynamic and versatile general
assignment reporter for the
Johnson City Press.

SRM needs a reporter who
can dig into hard news stories,
delve into data journalism and
write engaging feature stories
that emphasize the human
element. We are looking for a
reporter who embraces investi-
gative journalism, someone who
can deliver thoughtful analysis
that tells readers where the
story is going next.

The ideal candidate needs
to have a deep understanding
of social media and a knack for
building an audience for the
Press’ print and digital plat-
forms. This reporter needs to
break news that others follow.

Deadline for applications is
Jan. 31, 2025.

Interested candidates should
email their cover letter, resume
and writing samples to Man-
aging Editor Cliff Hightower at
chightower@sixriversmedia.com

The complete job listing is post-
ed at www.tnpress.com.
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got it. How about Unions?”

Musk: “Nothing is stopping
the Tesla team at our plant from
voting Union. Could do so tmrw if
they wanted. But why pay union
dues and give up stock options for
nothing? Our safety record is 2x
better than when plant was UAW
and everybody already gets health
care.”

Two days later another Twitter
user, also not an employee, accused
Musk of threatening to take away
employee benefits. The following
Twitter conversation occurred:

Twitter User #2: “Hi Elon, why
would they lose stock options? Are
you threatening to take away ben-
efits from unionized workers?”

Musk: “No, UAW does that. They
want divisiveness and enforcement
of a two class ‘Lords and common-
ers’ system. That sucks. U.S. fought
war of independence to get rid of
a two-class system! Managers and
workers shd be equal wez move-
ment either way. Managing sucks
btw. Hate doing it so much.”

Musk: “UAW does not have
individual stock ownership as part

of the compensation at any other
company.”

The UAW filed an unfair labor
practice charge based on only
Musk’s original tweet respond-
ing to Twitter User #1, claiming
that the tweet was a threat to
rescind stock options if employees
unionized. The NLRB agreed and
ordered Musk to delete his tweet.
Tesla appealed this issue to the
U.S. Court of Appeals for the 5th
Circuit.

The U.S. Court of Appeals in a
9-8 en banc decision ruled that the
NLRB exceeded its authority by
ordering Musk to delete his tweet.
The NLRB erred in ordering the
deletion of Musk’s speech as a
remedy for unfair labor practices.
“Deleting the speech of private cit-
izens on topics of public concern
is not a remedy traditionally un-
countenanced by American law.”
The Court noted that “deletion
is a remedy for communications
that are, in the First Amendments
contemplation, not speech at all.”
For example, the Government can
order the destruction of obscene
material, perjurious material or
other non-speech material.

The Court stated that it assumed
without deciding that Musk’s
tweet violated the NLRA. “Even
so, the Board’s speech-deletion
order cannot stand. We hold that
Musk’s tweets are constitutionally
protected speech and do not fall
into the categories of unprotected
communication like obscenity and
perjury.” The Court went on to
reference a decision of the United
States Court of Appeals for the 3rd
Circuit which also overruled an
NLRB finding that a tweet was an
unfair labor practice in holding
that when “protecting employee’s
statutory labor rights, neither we,
nor the Board, can violate an em-
ployer’s right to free speech under
the First Amendment.”

To put this in context, the
NLRB, institutionally, hates the
First Amendment. The NLRA was
amended in 1947 to add Section
8(c) which codifies the First
Amendment into the law. Unions
and pro-Union NLRB members
have been railing against it ever
since. The bottom line: the NLRB
does not have the right to order de-
letion of speech of private citizens
on topics of public concern.

Salary threshold for fed-
eral overtime exemptions
increased again

As discussed in a previous
column, the Department of Labor
(“DOL”) issued a Final Rule on
April 23, 2024, increasing the
salary threshold an employer
must pay an employee for the
employee to qualify as exempt
from overtime pay. Under the Fair
Labor Standards Act (“FLSA”),
employees who earn less than the
salary threshold are non-exempt
and, thus, eligible for overtime
(with limited exceptions). Effective
July 1, 2024, the Final Rule raised
the salary threshold from $35,568
($684 weekly) to $43,888 ($844
weekly). A second increase in the
salary threshold was to go into
effect January 1, 2025 (with future
increases occurring every three
years thereafter).

On January 1, 2025, the salary
threshold was to increase to
$58,656 annually ($1,128 weekly).
Thus, as of January 1, 2025, any
employee paid less than $58,656
annually on a salary basis will not
qualify as exempt from overtime

pay and will be eligible for over-
time pay for any hours worked
over 40 in a workweek.

Although legal challenges to
the Final Rule remain ongoing,
employers can no longer afford
to wait for the results. Instead,
employers must begin taking steps
to address the upcoming increase
to the salary threshold. These steps
include, but are not necessarily
limited to: (1) identifying currently
exempt employees who receive
a salary of less than $58,656; (2)
reviewing how many hours over 40
such employees currently work in
an average workweek; (3) assess-
ing one’s budget and compensation
options; (4) putting policies in place
limiting overtime; (5) reviewing
job descriptions for exempt employ-
ees; and (6) developing a plan for
communicating with employees
about any changes in their status
from exempt to non-exempt.

L. Michael Zinser, Gallatin,
Tenn., represents employers on
a nationwide basis in the areas
of labor and employment. Reach
him at 615.244.9700 or mzinser@
zinserlaw.com

SPINNER from Page 7

for crime. Miles and an editor
from the daily paper were the only
journalists who attended.

“The mayor was so quick to get
the press conference over with be-
cause he didn’t expect any questions
from anyone,” Miles said. “There
wasn’t anyone from the community
there to ask the mayor or council
people any questions involving the
homes being demolished. I felt it
was part of our responsibility to
represent the people who couldn’t
be there. Did anyone in the commu-
nity get any notice? Stories like that
make me realize there is a need for
me to do what I do.”

Although it cost him only sever-
al thousand dollars to get up and
running, Miles, who had a long
career as a media consultant be-
fore he founded the Journal, is the
only full-time employee. He makes
enough through ad dollars to pay
himself some and his freelancers,
but he worries about the future.

“There’s a need for it, but
how do I sustain myself and not
become a non-profit?” he asked. “I
do want to make money off of this,
but I just need to figure out how.”

Quincy and Trenton have
similar median incomes, but the
poverty rate is lower in the west-

ern Illinois community, and when
Gough started Muddy River News
the same year as Miles started the
Trenton Journal, he had investors:
a lawyer and a banker who gave
him $250,000.

Gough now brings in enough
advertising revenue to pay six
full-time employees and six to 10
part-timers. By next year, he said
he hopes to turn a profit. “We
came really close last year,” Gough
said. “I'm really very hopeful. We
have a good shot.”

He has no interest in print, and
Krewson, the LION executive di-
rector, agrees with that approach.
“We are never going to see hun-
dreds of new newspapers launch,”
Krewson said. “And as often as not
when they do, they collapse. Print
is not relevant.”

Saturation mail circulation

In Bushnell, a small central
Illinois city of several thousand
residents, a group of five young
Gen Z friends isn’t ready yet to
give up on print.

They started The Forgotton-
ia Times in July 2024 to cover
four counties, including the one
where most of them grew up.
The five-person staff includes two
married couples.

The paper is printed locally, and
61,000 copies are delivered month-
ly as saturation mail to every
household in the readership area.
That means ads are relatively ex-
pensive because they are presum-
ably reaching more people than a
subscription paper would. “There’s
been a little bit of a sticker shock
for a lot of the businesses,” Editor
Josiah Chatterton said. “We’re
starting to get them used to that.”

Although the Forgottonia Times
isn’t yet bringing in enough to
cover all their salaries — only the
ad manager is paid — after just a
few months, it is close to turning
a profit, said Josiah Chatterton,
whose wife, Hannah Chatterton, is
one of two reporters at the paper.
Both worked at Gatehouse before
it merged with Gannett in 2019.
Hannah Chatterton was briefly a
remote writer. Josiah Chatterton
started out in data with a third
party vendor and was then re-
cruited to manage a newspaper. “I
found myself the head of a dying
newspaper in Ohio that I was
managing remotely from Illinois,”
he said. His job was really to
“clear staff and replace them with
remote writers and to get as much
advertising revenue as possible.”

It was a rough position to be in,
but something about print news

nonetheless appealed to him.

“To us as the younger gen-
eration, print newspapers are
completely novel,” Josiah Chat-
terton said. “I don’t think anyone
from our generation received them
when we were growing up. We felt
that digital was an area that was
pretty well saturated.”

They also didn’t want to worry
about clicks. “We felt like a lot of
the other mediums pushed news
to become more and more sen-
sational,” he said. “Our goal was
to deliver news that wasn’t just
sensational.”

The Times offers stories about
local history, local businesses and
gardening. The team started with
seed money from its graphic de-
signer, Matthew Rauschert. In the
first month of operation, it covered
about half of the $24,000 operat-
ing costs from ad revenue. By the
second month, ad revenue was
covering about 65%. The founders
learned some lessons along the
way. The paper has gone from 28
pages to 16 to cut costs.

“We wouldn’t be where we were
if we hadn’t gone saturation,”
Josiah Chatterton said. “We’re
planning to stay there if we can.”

The group is committed to deliv-
ering local news.

“It’s our home, and this area in

particular has really been affected
by news deserts,” Chatterton said.
“There’s one town in all four coun-
ties which has a newspaper that is
robust.”

Most of their friends they grew
up with have left the area, Chatter-
ton said.

“We’ve been staying intention-
ally out of City Council meetings
and politics and focusing on events
and park improvements and school
contests, trying to focus on more
upbeat news and highlighting the
good things,” Chatterton said.

Lane, the Local Media Associa-
tion executive, said that isn’t easy.

“Local news startups are hard
work,” she said. “Some of the most
well-funded startups in the country
struggle to grow audience despite
producing strong journalism. Just
because you build it does not mean
they will come. Business leaders,
local foundations and the overall
community must be behind these
new ventures, no matter the size.
And the founders must have a
solid business plan that goes well
beyond a passion for journalism.”

Jackie Spinner is editor of Gate-
way Journalism Review (GJR). This
piece was originally published Nov.
21, 2024, by GJR and is republished
here with her permission.



