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Chronicle goes digital on Mondays
Sunday, September 29, 2013
By Stephanie Pressly, publisher Bozeman Daily Chronicle
As far as days of the week
go, let’s face it, Monday just
isn’t beloved. It’s the
beginning of the workweek,
back to school, and comes on
the heels of a leisurely
Sunday. Mondays have been
fodder for mournful songs,
humorous posters and
sardonic comic strips — even
Garfield holds Mondays in
contempt.
I’m not exactly sure how
Stephanie Pressly
this aversion plays into
the Monday newspaper,
but our reader interest is at its lowest this day of the week.
Consequently, businesses prefer to advertise in other
editions in order to reach the largest audience. Certainly
you’ve noticed that the size of our Monday paper — driven
by its amount of ads — is not, shall we say, particularly
substantial
So the Chronicle has made a business decision to
eliminate our Monday print edition, effective Oct. 7.
You’ve likely read of other papers making similar moves,
from the Idaho Falls Post-Register to the Portland
Oregonian. The Oregonian now only provides home
delivery four days per week (NOT something the
Chronicle is considering).
This doesn’t mean that we won’t continue to provide the
news, features and advertising that readers have come to
expect. We’ll do it through a combination of digital
updates and shifting print content to other days of the
week. Here’s how it will work:
Beginning Sunday, Oct. 6, the Chronicle will add a
section to the paper called “Monday on Sunday.” This will
contain reader favorites such as Monday’s comics,
crosswords and other puzzles, Monday’s TV listings and
columns such as Dear Abby — readers will now get them a
day early. Denise Malloy’s popular column will run on
Sunday’s Opinion page.
Newspaper readers have long enjoyed relaxing with a

robust Sunday paper, and now they’ll have even more to
savor. The Sunday/Monday edition will now be available
in racks and in stores through Monday evening.
Other Monday features such as “Everyday People” and
“What’s Up With That” will move to other days of the
week.
As for breaking news, state and national news, the
Chronicle’s website will be updated as usual. Reporting
staff will still work on Sunday and Monday to provide
timely local news. Print subscribers have full, free access
to the site. If you’re not registered yet, just go to
bozemandailychronicle.com/subscriptions, to sign up for
free.
Subscribers may be wondering how this will affect
delivery rates. We don’t plan to reduce rates because of the
change, but we will not implement a rate increase as we
usually do this time of year. In fact, the last published rate
increase was in November 2011, so those rates will hold.
And, no, we won’t change our name from the “Daily
Chronicle.” We’ll still provide news and information seven
days a week; the Monday edition is now digital. Our online
and mobile audience has grown dramatically over the last
few years, so this move is in sync with those readership
trends.
The Chronicle was actually a six-day a week paper for
most of the 20th century, only adding a Saturday edition in
the late 1990s. The Saturday paper is now a more popular
edition than Monday for both readers and advertisers.
So does this mean the beginning of the end for the
Chronicle? Not even close. A combination of digital and
print delivery meets the demands of the current
marketplace. Pioneer News Group, the Chronicle’s familyowned parent company, is committed to community
journalism. And best of all, they’re on strong financial
ground and debt-free, unlike other newspaper groups for
which debt drove them into bankruptcy.
Lastly, newspaper carriers will benefit from a welldeserved day off. Currently our contractors are required to
deliver the paper seven days per week, 365 days per year.
For them, a welcome day off may reveal Mondays’ charm
after all.
SERVING MONTANA NEWSPAPERS SINCE 1885
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Laurel Outlook sold
A 104-year-old weekly newspaper serving the Laurel
and Park City areas has been acquired by the Livingstonbased Yellowstone Newspapers group.
The Laurel Outlook was acquired by the group
effective October 1, according to an announcement
earlier this month by the group’s president, John Sullivan
of Livingston.
Founded in 1909, the Outlook has been owned and
operated for the past 30 years by Milt and Gloria Wester.
During their tenure, the Westers have garnered many
awards for the quality of their news and advertising
coverage, and they were honored as the Montana
Newspaper Association’s “Master Editor/Publishers” in
2002. With the sale of the paper and its associated
publications, they plan to retire.
“We are delighted to have this opportunity to carry on
the fine community journalism tradition established by
the Westers,” Sullivan said, “and we congratulate them
on their long service to our state and profession. We
promise to continue to serve the Laurel community with
the high standards we have set throughout our Montana
newspaper family.”
As with the group’s other newspapers, The Outlook
will continue to function with a local staff and

management, Sullivan said. A new publisher for the
Laurel office is in the process of being recruited, he said.
In addition to the weekly newspaper, The Outlook
operates a full-service website, LaurelOutlook.com, and
publishes the Welcome! Visitor Guide, a free-distribution
publication circulated for visitors to the Laurel-Billings
area, as well as The Explorer recreation magazine and an
assortment of maps and other specialty publications. The
Outlook also serves the greater Laurel area with a variety
of commercial printing services.
Yellowstone Newspapers was formed in 1965, and is
the largest Montana-based group of newspapers in the
state. In addition to the Outlook, the group includes the
Big Horn County News in Hardin, Big Timber Pioneer,
Carbon County News in Red Lodge, Forsyth Independent
Press, Dillon Tribune, Glendive Ranger-Review, Judith
Basin Press in Stanford, Lewistown News-Argus,
Livingston Enterprise, Miles City Star, Stillwater County
News in Columbus, and Terry Tribune, as well as radio
station KATL-AM in Miles City, and commercial
printing facilities and office equipment and supply
outlets in several of its newspaper communities. It also
includes the Billings Area News Group, BANG, an
advertising sales agency serving the Billings area.

MNACalendar
October
27-29

Inland Press Association 128th Annual Meeting, Renaissance Chicago Hotel
Register at www.inlandpress.org

November
1
4
15
22
28 & 29

Deadline for MNA 2014 Rate & Data Questionnaire to be returned
Montana Newspaper Foundation 2014 Internship application opens
Deadline to submit articles for November Press Pass
Application deadline for the Montana Newspaper Foundation 2014 Internship program
Thanksgiving - MNA office closed

December
3
4
20
24
25

2014 Better Newspaper Contest rules and instructions sent to members
Montana Newspaper Association 2014 Internship grants awarded
Deadline to submit articles for the December Press Pass
Christmas Eve - MNA office closed at noon
Christmas Day - MNA office closed

1
7
17
17

New Year's Day - MNA office closed
2014 Better Newspaper Contest is open for entries
MNA and MNAS Board of Directors' meeting in Helena
Deadline to submit articles for the January Press Pass

January

825 Great Northern Blvd., Suite 202 | Helena, MT 59601
Toll Free in MT 800-325-8276 | Fax 406-443-2860
Jim Rickman, Executive Director | jim@mtnewspapers.com
Linda Fromm, Advertising/Office Manager | mtomgr@mtnewspapers.com
mtnewspapers.com

OUR MISSION: To advance and sustain the news publishing industry in Montana.
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MEMBER PROFILE
Stacy Mantle

Publisher, Havre Daily News

Personal Stats
Born: 1978, Havre, MT
First Newspaper Job: Graphic designer for the Havre Daily News
Family: Husband, Bob, and two kids, Reed, age 5, and Rylin, age 10 months
Education: Degree in graphic design from Montana State University-Northern
Community Involvement and Diversions: I serve on the Board of Directors for

the Havre Chamber of Commerce, MSU-Northern Alumni and Hill County
Crimestoppers, chair of Chamber Ambassadors, member of Rotary Club and strong
supporter of the local Boys & Girls Club. In my spare time I enjoy spending time with
my family, camping, photography, wake boarding and taking in the local sporting
events.

Stacy Mantle

How did your career lead you to My dream was to always go into something that involved art. After
earning my degree at MSU-Northern, I immediately got the position at
where you are now?

the Havre Daily News as the graphic designer. It gave me the chance to
create new and exciting things and see them in print. This role
eventually led me into the advertising director position and then,
finally, to the position I am in now, publisher.

What’s the most important
thing you learned?

When I first started at the Havre Daily News, I had the good fortune of
working with Harvey Brock. Harvey was my mentor for several years
and I feel like I learned a lot of the newspaper business side of things
from him. The last 13 years at the newspaper have given me the knowhow to step into the publisher position, I’m acquainted with the staff
and know the day-to-day procedures.

What aspect of the job do you
find the most rewarding?

My time to design advertising has slowed down some as my
management duties have increased, but when I have the time to help
create the ads and magazines that we put out, I am reminded why I fell
in love with this type of work so many years ago.

What aspect do you find the
most challenging?

What I see to be most challenging is the decline in readership. More
and more people are going online or using wireless devices to get news
and information. We have senior citizens and middle-aged people still
subscribing to our newspaper, but trying to get the next generation
when they use the wireless devices is difficult. I feel like we put out a
quality product, and I don’t see an end to print media.

What have you done to enhance I’d like to think that since I took over as publisher we’ve become, once
again, involved in the community. We thrive on putting out the best
the impression of the Havre
local news on the Hi-Line, but if you, as a business, are not getting
Daily News in your area?
involved, it is hard to sometimes get that point across. I have taken a
very active roll in the community and I encourage all of my employees
to, as well.

What is your digital strategy
right now?
How does MNA serve you and
your newspaper?

We currently have a new re-designed website, an e-edition and work
hard at being active on Facebook and Twitter. We still pride ourselves
on the print edition that we put out daily, but have adapted to those
around us who choose to go wireless.
As an information hub, with whatever kind of question we have, there
is someone through the MNA that can either answer the question or
find someone who can.
?
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After 30 years at the helm of Laurel’s

community newspaper, Gloria and I have sold our
publishing company to Star Printing Company, publishers
of the Livingston Enterprise, Miles City Star and several
other Montana newspapers.
Gloria and I have been the custodians of Laurel’s
newspaper for over a quarter of a century. It has been a
wonderful honor to oversee the weekly publication of the
news about Laurel and the surrounding area.
But, as one of my favorite sayings goes, “Age sneaks
up on you like a windshield to a bug.” While we love what
we do, we also know that it is time for us to retire and
pursue other interests.
I started in this business when I was 19 years old as a
proof runner at the Billings Gazette. I’ve been at it ever
since. When I started newspapering, we melted lead to
create type for printing. Today, I am typing this story on a
computer.
After teaching for a few years, Gloria joined me in the
publishing business. We have worked together ever since.
It has been a wonderful relationship that I wouldn’t trade
for anything. One of our most gratifying achievements
happened when the Montana Newspaper Association, for

the first time, named a married couple as Master Editor/
Publishers.
It’s hard to believe that we were in our 30s when we
purchased the Laurel Outlook. This paper has been good to
us and we hope that we have been good to it, because it
plays a vital role in making our community of Laurel a
great place to live.
We have had good times and sorrows to report over the
years, but we have always stuck to one overriding principle
-- that an informed public will always make the best
decisions for itself and its community.
We have always been loyal and supportive members of
the Montana Newspaper Association. I served on the board
for many years; was president for a year; and was president
of the advertising arm of the association for several years.
Gloria and I appreciate the wonderful friendships of fellow
newspaper people that we formed over the years. We
gained much professionally from our membership and we
want to say thank you as we pass the mantle to a new
keeper of the flame. Hope to see you all at convention next
spring.

Red Sky at Night Fisherman's Delight

This image by James S. Rosien, Anaconda Leader, earned the award for
Best Outdoor Activity Photo, Division III in the 2012 MNA Better Newspaper Contest.
October 23, 2013
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University of Montana
School of Journalism Update
By Denise Dowling, Interim Dean
When August rolls
around, we roll up
our sleeves at The
University of
Montana and prepare
to greet a fresh crop
of students and
another academic
year. We’ve got new
faculty, new courses,
and new energy in
Don Anderson Hall
this fall; we’re rarin’
to go!
You may know that
I’ve been serving as
interim dean since
August of 2012. That
role will continue for
me for at least a bit
Denise Dowling
longer. Former dean
Peggy Kuhr is now
working in President Royce Engstrom’s office as his Vice
President for Integrated Communications. We’re accepting
applications now and interviews will take place this fall
and winter. We hope to have a new dean named in the
spring. But we’re continuing to move forward with our
plans for curriculum, recruiting, retention, and planning for
our centennial celebration.
Our newest faculty member, Joe Eaton, comes to us from
the Center for Public Integrity in Washington D.C. Joe
brings a strong investigative background and expertise in
database-driven reporting. We’re anxious to tap into his
skills and expose our students to his techniques and
experiences.
Pulitzer prize-winning reporter Tamara Jones has joined
the faculty this fall as our distinguished T. Anthony Pollner
professor. The former Washington Post writer is teaching a
senior-level seminar course called “Training the
Professional Observer,” and is mentoring and advising the
Montana Kaimin students.
We celebrated homecoming in October and honored Jim
Messina with UM’s Distinguished Alumnus Award. Jim
spent some quality time on campus talking with students
and alums about spearheading President Barack Obama’s
successful 2012 re-election campaign.
We continue to evolve the curriculum to respond to shifts
in the way journalism is delivered and consumed. We now
require all students to take courses in audio, video, and
photography; we’re adding an additional required writing
course at the freshman level; we’re creating capstone

courses that are multi-media and multi-platform. But we
remain true to our commitment to turn out strong reporters,
compelling writers, critical thinkers, ethical professionals,
and broadly educated young journalists.
The master’s program in environmental science and
natural resource journalism is attracting stronger students
each year. Recent grads have had their master’s projects
published and broadcast on professional outlets including
High Country News and the Montana Public Radio. We
successfully applied for admissions to the Western
Undergraduate Exchange program that allows master’s
students in 11 western states to receive in-state tuition at
UM. We hope this will be another draw to our program.
Journalism schools face a recruiting problem. I believe
the news about the evolution of journalism has frightened
some students (and perhaps more significantly, their
parents) away from the profession. You can help me spread
the word that journalism is not dead, it is simply evolving.
There is a bigger audience for news than ever before and a
great demand for journalism and journalists. I receive calls
from people like you every week searching for employees
and our placement rate is extremely high. There are more
jobs than there are graduates to fill them.
We are reaching out to prospective students in ways we
never have before. We’re attending high school journalism
conferences in neighboring states, meeting with undeclared
students at UM, and have created the J-School’s first-ever
dual credit course with Sentinel High School in Missoula.
We’ve launched a new web site we hope is more appealing
to prospective students. We hope our efforts will result in a
larger and more diverse student population.
I’m sad to report former dean Charlie Hood passed away
last week from Parkinson’s disease. Charlie was a
wonderful combination of hard-nosed professor and softhearted human being. We’ve had an outpouring of support
from alums far and wide and will post plans for services on
our website and Facebook page.
I want to thank those of you who participated in our job
and intern fair last spring. We think it was a great success,
especially for our first time out! We counted 12 internships
or jobs that resulted from the event and we hope we’ll be
even more successful next time.
In 2014-2015 Montana Journalism will celebrate its
centennial and we hope you will celebrate with us! We’ll
have a weekend of events during Homecoming on
September 26 & 27, 2014 and other special events
throughout the year. Check out our web site for a calendar
of events as we plan the festivities. www.jour.umt.edu
I’d love to hear from you about anything that’s on your
mind. Drop a note, send an email, or plan to come by next
time you’re in town.
October 23, 2013
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HELP WANTED: Press Operator
Havre Daily News

The Havre Daily News, a 5-day daily newspaper in
Havre, MT has an immediate opening for an experienced
Press Operator to run a 4-unit Goss Community Press.
Job functions include moving 850 lb. newsprint rolls to
press, thread paper through press (requires climbing,
balancing, stopping, reaching, kneeling, crouching &
crawling), adjust web tension and maintain water levels,
maintain and clean all press units and perform any other
related press duties. Required qualifications include good
mechanical skills, ability to lift up to 150 lb., push/pull up
to 200 lbs., and push/pull to 850 lbs. on wheels, hear
warning bells, ability to tolerate paper dust and chemicals
(with protection), problem solving skills and must be able
to communicate and work well with others. This is a fulltime position, working Monday - Friday 6:30 a.m. - 3:30
p.m., wage is based on experience and benefits package is
available. Interested candidates should submit cover letter
and resume to: Havre Daily News, c/o Stacy Mantle, P.O.
Box 431, Havre, MT 59501 or email,
smantle@havredailynews.com<mailto:smantle@havredail
ynews.com

HELP WANTED: Montana Community
Publisher - Yellowstone Newspapers

Montana's largest community newspaper group is
seeking candidates for general management of its newest
acquisition and a sales agency. Position serves as Publisher
of the weekly Laurel Outlook in Laurel, MT, a 104-yearold, 3,200-circulation paper serving several communities
and suburbs of the state's largest city, Billings. The
Outlook also publishes a weekly free-distribution
newspaper serving the visitors to the area, as well as a
number of other specialty pieces. Printing is offsite at a
central plant. Duties also include general oversight of an
advertising sales agency serving the entire newspaper
group. Candidates should have a college degree, a
minimum of five years experience in community
newspaper advertising sales (print and internet), and
general management experience. Salary and benefits
include group health insurance, 401(k) plan, and cafeteria
savings. Inquiries should include resume, salary
expectations, and date of availability. Reply to: John
Sullivan, President, Yellowstone Newspapers, PO Box
2000, Livingston, MT 59047, or
execoffice@livent.net<mailto:execoffice@livent.net.

‘Kids’ Ledger’ to be printed in late
October

The Whitehall Ledger will insert a Kids’ Ledger in the
Oct. 30 paper. Local businesses will advertise in the
special supplement and elementary students from
Whitehall and Cardwell will draw ads. Students will also
write stories to be printed in the special newspaper.
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The Anaconda Leader
Publisher Dean Neitz
turns 85

Dean has worked in the newspaper
business for most of his life. He grew up
in Philipsburg where he worked side-byside with his father, who published the
Philipsburg Mail. After his father died, he
took over the family business. Dean
Dean Neitz
opened a print shop in Anaconda in 1968,
and published the first edition of The A naconda Leader in
December 1970. In the late 1980s, Dean and the late Mick
Gee, former advertising manager at the Leader, started the
Whitehall Ledger. They later sold it. Dean sold the
Philipsburg Mail in 1993. Dean continues to drive the 62mile round trip five days a week from his home in
Philipsburg to work in Anaconda. He and his wife of 58
years, Trilby, live in the Philipsburg house Dean was born
in. They have three grown children, a daughter, Sydney,
and sons, Frank and Van, who joined his dad working at
the Leader in 1992. Dean has a bachelor of science degree
in zoology from Montana State University.

Huber new reporter at
Independent-Observer

Melissa Huber is a Conrad native
who, in high school, focused more on
acting than she did on journalism or
writing. She graduated from Conrad
High School in 2004 and entertained
ideas of going to Tisch School of the
Melissa Huber
Arts at NYU before spending a year in
Ellensburg, Wash. where she went to Central Washington
University. After an unsuccessful acting class in college,
she decided writing was far better than acting, and she has
never regretted her decision.
Working for a newspaper has been a wonderful new
experience for Huber, who is doing well in her new
position. She has learned many new skills, and has even
spearheaded a project to start a kids section in the
Independent-Observer that will launch in the Nov. 7 issue.
She is an obvious movie buff, loves reading all kinds of
literature and exploring new places. She also enjoys
history, a pastime that has led her to start a weekly article
that pulls headlines from the past.

Changes to IR’s online commenting
process

To help stimulate the back and forth discussion between
readers, comments to online stories will be posted
immediately without pre-approval; however, the same
rules apply when posting comments—no profanity,
libelous content, spamming or inappropriate back and forth
with fellow commentators. Violators of the rules will have
their posts removed, repeat offenders will be banned from
commenting. The commenting guidelines are posted at the
end of the comment thread on each story.

October 23, 2013
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Johnson joins Western News staff, will
cover Troy, sports

(Mount Vernon, Wash.), Teton Valley News (Driggs,
Idaho), and Ellensburg (Wash.) Daily Record.
Philip Johnson, who last month completed his master’s
Gugliotto said these publications were chosen because
degree in journalism from the University of Illinois at
they had the largest circulations in their news group.
Urbana-Champaign, has joined The Western News staff.
To ensure the project’s success, Pioneer News Group
Johnson’s beat will include the City of Troy and the Troy
Co. has partnered with the American Press Institute and
School District. He also will cover sports and various
other assignments across Lincoln County, with a focus on the Poynter Institute. According to API, the project will
include an API-designed content auditing system that will
people, businesses, events and government entities in
add meta-tags to news stories. API will combine this story
Troy.
data with its web analytics to gauge readership of different
Johnson said his philosophy of news is defined as the
topic of the day. Johnson is a sports fan, and his familiarity types of content. In addition, each paper administered
with sports – as well as news – is what made him stand out about 800 API-designed audience surveys in each paper’s
among other candidates.
market in July that provided an in-depth assessment of
“I am a sports fanatic. Sports is something I have a
audience and behavior. From there, each paper will then
huge interest in,” Johnson said, admitting that he is
use these tools to create a plan to revise its coverage.
Chicago Cubs baseball fan.
“We hope these tools we are building can help
“I just hope to write stories that have an impact on the
publishers begin to use data to serve their communities in
community, to serve our readers,” he said.
a deeper and much more informed way,” said API
executive director Tom Rosenstiel.
A working redesign
Gugliotto, who also sits on API’s board of directors,
By Nu Yang, Editor & Publisher magazine
When a newspaper announces a redesign, it usually has said, “First, we must find out what the community wants
to do with its layout, its fonts or its masthead. The Pioneer and what it believes it wants before we can give them that
News Group Co. is planning a different kind of
content. We have to find out what they’re about.”
transformation: a content redesign. The Seattle-based
After a fall management retreat in September with each
family media business owns 23 newspapers, primarily in
of the participating paper’s publisher and managing editor
the Northwest.
in attendance, Gugliotto said he plans to launch the
President and Chief Executive Officer Mike Gugliotto
redesign during the company’s fourth quarter. Gugliotto
said the project’s goal is to create content that will connect said he would like to see each paper's total audience grow
with their readership. “As a company, we should be more
as a result of the content redesign. “We want to utilize
responsible at filling the needs of our readers,” he said.
more of our sources while anticipating our audience’s
The content redesign will take place at nine Pioneer
changing needs. It’s about being a better match with the
newspapers, including the Bozeman (Mont.) Daily
community and doing a better job, and knowing day in and
Chronicle, Idaho Press-Tribune (Nampa, Idaho), Idaho
day out if we’re making a difference.”
State Journal (Pocatello, Idaho), The Herald and News
See more at: http://www.editorandpublisher.com/
(Klamath Falls, Ore.), Herald Journal (Logan, Utah),
Newsletter/ASection/A-WorkingStandard Journal (Rexburg, Idaho), Skagit Valley Herald
Redesign#sthash.UT3wHfZK.dpuf

10 Best Practices for Social Media
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

Traditional ethics rules still apply online.
Assume everything you write online will become public.
Use social media to engage with readers, but professionally.
Break news on your website, not on Twitter.
Beware of perceptions.
Independently authenticate anything found on a social networking site.
Always identify yourself as a journalist.
Social networks are tools, not toys.
Be transparent and admit when you’re wrong online.
Keep internal deliberations confidential.
SOURCE: American Society of Newspaper Editors.
October 23, 2013
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Will Haylee Wood be the next
Warren Buffet of newspaper
carriers?
October 9, 2013
By Linda Bruch, Cut Bank Pioneer Press Feature Writer
Saturday, Oct. 12, is International Newspaper Carrier
Day. It is a day set aside to celebrate the hundreds of
thousands of newspaper carriers who deliver more than 44
million newspapers every day of the year. Haylee Wood is
one of those carriers.
While Haylee doesn’t have a daily delivery job, she
does deliver the Cut Bank Pioneer Press every Wednesday
and she doesn’t have just one route, she has four!
“I think I have almost all the routes,” she said with a
smile.
On her routes, Haylee delivers 144 papers every week
and thanks to her dad, Bill Wood, she rides some in the car
and walks or runs the rest of the route, putting newspapers
on doorsteps, inside screen doors or in mailboxes.
“I like the running around I get to do while on the
route,” she said.
Most of her routes are on the southwest side of town,
she said. However, she does deliver to a number of
businesses and those newspapers have to arrive before
closing time on Wednesday. That means Haylee gets
started on her routes the minute she is out of school.
“I start delivering right after school, at like 3:30-ish,”
she said. “And I usually finish delivering about 6 p.m.”
Sometimes when the wind blows 70 mph and the snow is
pelting her face as she dashes from house to house, Haylee
admits, “I wish I didn’t have the paper routes. But for the
most part, it is fine. The weather doesn’t really bother me
all that much.”
So how did this eighth grader at Cut Bank Middle
School start delivering papers and how did she end up with
four routes versus the one she started with?
“One of my friends came to me and asked if I wanted
his paper route and I was like, sure, and that is how it
started,” she said. That was in August of 2011. “I liked the

idea of having a job and
I had the extra time to
do it, so it worked out.”
As far as having
multiple routes, “The
other person just
stopped doing her route
and so we picked it up.
They asked me if I
wanted to and I said
sure.”
She knows she isn’t
Haylee Wood
making millions
delivering papers, but
she is still able to save a little and spend a little from her
paychecks. “My dad has me put half of the money I make
into my banking account and I get to spend the other half. I
buy clothes and stuff with it,” she said.
The money accumulating in her bank account is for
something altogether different. “The savings is for growing
up, maybe getting a car or buying a house,” she said.
Haylee is one of four carriers delivering newspapers for
the Cut Bank Pioneer Press each week. Braden DeZort,
Peter Hamilton, Jr. and Travis Shook are the other carriers.
And while they may not know it, there have been a host
of now-famous people that once started their working
careers as newspaper carriers. John Wayne, Warren Buffet
and Martin Luther King Jr. are a few of those whose names
are inscribed in the Newspaper Carrier Hall of Fame.
Who knows, maybe Haylee’s name will be among
those listed in that Hall of Fame someday. But for now, she
is more than content with her weekly route, running from
her dad’s car to the delivery point, smiling as she goes.

Newspapers
joining the MNA
statewide
advertising
programs in
October.
October 23, 2013
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Telling a tough story
Sunday, October 6, 2013
By Greg Lemon, editor Helena Independent Record
On the night of Sept.
25, local musician Ben
Homan, 29, was killed on
North Montana Avenue
while riding his bike
home after practicing with
his friends. The person
who is charged with his
death is Joel Powers.
Powers was allegedly
drunk when his car hit
Homan.
The tragedy of this event
cannot be overstated.
The following day, the
IR carried a short story
Greg Lemon
online about the
accident and then updated it once during the course of the
day, before posting a complete story that evening online,
which was the same article that ran on the front page of
Friday’s newspaper.
Since the article came out, we’ve fielded many calls
and comments about our coverage of the accident and
Homan’s life. Some have been supportive, but many are
critical of our coverage, particularly with our mentioning
his struggles with alcohol. A common theme of the
criticism is that Homan’s struggles didn’t have anything to
do with his death.
While I certainly respect our readers’ feelings about
this matter, I stand by our coverage. The way the article
was reported and written was done in thoughtful
consideration of the events surrounding Homan’s death
and what his friends and family had to say as they
struggled with the news of his death.
The first question we asked ourselves in the newsroom
when we heard of the accident was, “Why would someone
be riding their bike that late at night?” It didn’t take much
research to find out that Homan had a history of DUIs and
one of the reasons he was riding his bike that night was
simply because his driver’s license was suspended.
We could have made this a single sentence reference in
a rather straightforward article about the accident, but
once reporter Sanjay Talwani began talking to Homan’s
friends and family, a richer and more complicated picture
of who Homan was emerged. The folks who loved him

most openly discussed his struggles and how he was
working diligently to conquer them. They talked about
how they watched over him and helped him and how he
refused to let his mistakes define who he was.
They loved him and part of what made Homan so
endearing was the way he faced his struggles and found
redemption.
“He took everything that ever happened bad in his life,
and he turned it,” said friend Gina Satterfield. “He worked
so hard and was so passionate.”
“He was doing really good, he was trying to get himself
together. The kid was trying to better himself,” said
another friend, Justin Porter, who knew him from church.
“Everybody makes mistakes, but he wanted to be better,
and you could see it in his eyes and hear it in his voice.”
As Talwani talked to people about Homan and they
described a life rich with mistakes and redemption, we
realized it would be a disservice to him and the people
who loved him to sanitize him in any way.
I believe what we see in Homan’s life is in many ways
a reflection of the things we all go through. We all
struggle through things, work hard to make amends and
seek the kind of redemption Homan was finding.
His death is a tragedy to our community, not only
because we lost someone so young, but because he was
poised to use his many life lessons to help others and show
them how your mistakes in life don’t have to define who
you are.
We could have told Ben Homan’s story another way,
and I respect those who feel we should have. We knew by
running the article we did people would be critical. In
Friday’s newspaper was a letter from Teresa Graham that
said, in part, “Mr. Homan’s past should not have even
been mentioned in the article. It was irrelevant and
immaterial. Mr. Talwani may have been trying to make a
point but it was not the time, nor the place to do so.”
I respectfully disagree. Homan’s life, including his
struggles, was indeed important, particularly to the people
who he was closest to. Allowing them to speak of their
grief and the way they remembered him and how he
touched their lives was relevant.
The way I see it, our job is to tell the truth and when
the truth is uncomfortable and complicated, that’s when
our fidelity to it is most important.
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In Memoriam
Charles E. “Charlie”
Hood, pr ofessor
emeritus and former dean
of the University of
Montana School of
Journalism, has died of
Parkinson’s disease.
Hood was a nationally
recognized Montana
newspaper journalist
before joining UM in
1969, where he
developed a longtime
interest in international
affairs. Maintaining a
home in Missoula, he
traveled extensively and
worked in Kumamoto and Tokyo, Japan; in Prague, Czech
Republic; and in Paris, France. He was 73.
A writer and educator throughout his life, Charlie was
known for being a kind and knowledgeable teacher with a
passion for making sure students knew how to get the facts
to tell a good story, how to make a complex issue
understandable, and how to do so with good humor and
good grammar.
He earned his Bachelor of Arts in journalism in 1961 and
a master’s degree in journalism in 1969 from UM. His
master’s thesis was a biography of A.B. Guthrie, based upon
a series of interviews with the Pulitzer Prize-winning author.
For his doctorate degree in American Studies, received from
Washington State University in 1980, he wrote a dissertation
titled “‘China Mike’ Mansfield: The Making of a
Congressional Authority on the Far East.”
Hood was a reporter for United Press International in
Helena, and was a reporter and editor at a number of
Montana newspapers, including the Lewistown Daily News,
the Great Falls Tribune and the Missoulian. In 1975, he and
reporter Charles S. Johnson were winners of a National
Headliner Award for a 17-part series they wrote about
Montana lawyers.
Throughout his academic career, Hood wrote for
newspapers, and he organized, moderated and spoke at

symposiums. A special report about drug use in Montana
that he wrote with broadcast professor Phil Hess won
recognition from the American Medical Association.
Hood began teaching journalism at the University of
Montana while he was a graduate student and was hired as
an instructor in 1969. In 1982, he was promoted to
professor, the same year he was named acting dean for one
year. At the time, he said he didn’t intend to be “just a
caretaker dean” who “minds the paperwork” for the
Journalism School on an interim basis. He told the
Missoulian, “I hope we can be trying some new things and
improving ourselves.”
After a national search, he was named dean in 1983. He
served as dean for a decade, and cemented the Journalism
School’s reputation as one of the best in the country. Student
evaluations said of him: “a font of knowledge, seems to
know something about everything, very bright, informed,
educated, intelligent, well-read and he knows all.”
Students’suggestions for improvements recommended
“more coffee, keep up the good work, bag the senior paper
and maybe wear a three-piece suit.”
Hood resigned from the dean’s position in 1993 to return
to teaching, and he continued to run the school’s graduate
studies program.
Hood continued to serve on the advisory board of the
Montanan, UM’s alumni magazine, until his death. Until
recent years, he attended every Journalism School event as
an engaged learner and active participant.
He leaves his wife, Joan (Jana) Hood; two sons, Kevin and
Brian of Missoula; daughter, Hadley (John) Ferguson of
Missoula; granddaughter, Sarah Ferguson; his sister,
Marilyn (Duane) Dietrich of Tucson, Ariz.; and nieces and
nephews. Charlie also leaves an extended family of former
students around the globe.
A memorial service will be held later. Contributions in
Charlie’s name may be made to Summit for Parkinson’s and
to the School of Journalism for a scholarship to support
students pursuing international journalism. Condolences for
the family may be left with Whitesitt Funeral Home at
whitesittfuneralhome.com.
-30-
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Rick Foote dies at age 68. Butte, Montana, 10-7-13
Rick Foote, long-time newspaperman and editor of The
Butte Weekly, died Oct. 6, 2013.
Rick will be fondly remembered and sorely missed by
his family and friends, his many colleagues throughout his
career in journalism, and others he touched through his
writing.
Rick had a long career in the newspaper business. In a
presentation he gave at the Butte-Silver Bow Archives in
2012, he wrote:
“I began writing for newspapers in 1964 when I went to
the University of Montana, then Montana State University
in Missoula.
“I was managing editor for The Montana Kaimin during
my matriculation and wrote for such publications as The
Missoulian, The Peoples Voice, the only really progressive
paper at the time in Montana.
“After college I was sent to Vietnam and, after a month,
I was tasked with developing an information vehicle for the
7,500 troops of the First Vietnam Artillery. So, I and a
soldier named Joe Elia began The Artillery Review, which
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I edited until I was discharged in 1970 after 14 months in
Vietnam.
“In 1970 I began working for The Montana Standard
and was named editor in 1985. I resigned in 1994, signed
on with the Knight International Press Fellowship program
under the International Center for Journalism in 1994, and
subsequently went to Albania and Romania as a Knight
Fellow, a designation which I have today.
“After my first trip to Albania, I went to Canada and
was graduated as a professional cook from the Southern
Alberta Institute of Technology, worked at the Butte
Country Club and, finally, joined the staff of The Butte
Weekly as editor in 1997.”
Rick was a long time member and held several officer
positions with the Butte Press Club. One of his proudest
accomplishments for that organization was founding the
Butte Press Club Scholarship Fund, which continues today,
for journalism students attending the University of
Montana.
Rick is survived by his wife Nancy Jean (Thomas)
Foote, daughter Lesley K. McDowall (Gary), grandchildren
Hayley and Chelsea McDowall, brother Rob Foote, sister
Nancy Warren, Warren family nieces and nephews and
Foote cousins. He is also survived by the Torpy family
cousins and their families.
He was preceded in death by his father and mother, Bob
and Helen (Torpy) Foote, his sister Ronda (Susie) Foote
and his beloved son Rylan Kneal Foote.
A memorial service was held Sunday, Oct. 13 at 2 p.m.
at the Butte-Silver Bow Archives.
Rick wanted to be remembered as someone who tried to
make a difference, asking that in lieu of flowers, those
wishing to honor his memory do random acts of kindness
for others and “pay it forward.”
-30-
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Best Foot Forward

Professionalism in Sales Critical to Revenue Growth
By Cindy Sease, Advertising Director, Bozeman Daily Chronicle
1st Vice President of the Montana Newspaper Association
At a recent Bobcat “greet and graze” function, I was
introduced to Joel Block, the Vice President of Customer
Operations and Marketing for Blackfoot
Telecommunications Group. Blackfoot has recently made
an acquisition in the Bozeman market, so we were soon
“talking shop.” Joel was somewhat skeptical about the
effectiveness of print and the viability of newspapers in
general, so we discussed the Chronicle’s penetration into
the market, the continuing vibrancy of newspapers
nationally in small to mid-size communities, how to utilize
newspaper to target specific audiences and the cost per
thousand efficiency that newspapers offer.
At one point during the conversation, Joel commented
that he was astonished by how few media representatives
could speak in a similarly knowledgeable fashion about
their products. I commiserated with him regarding the
abysmal lack of sales acumen displayed by our brethren in
what, I hoped, was the electronic media world. As I shook
my head in dismay, I was inwardly prayerful that none of
the sub-par sales efforts to which he’d been privy
originated within our own industry.
As representatives of credible, vital publications with
important and meaningful histories, we have an obligation
to present our newspapers and ourselves in the very best
light possible.
Montana is a rural state. Living in a rural state,
however, does not give us an excuse to sell advertising in
our newspapers in a bumpkin like manner. We are
intelligent, educated people who have chosen to live in one
of the most beautiful areas of the country, and we are
privileged to be here. However, marketing decisions are
not always made by people who are intimately familiar
with Montana. Although outsiders often recognize the
“Montana Mystique,” they may also be somewhat
dismissive of us, regarding us as quaint and potentially
backward. Local advertisers, while appreciative of the
personal relationships they have with us, look to us for
solid advice in maximizing their advertising dollars.
As you look toward your 2014 budget, one of the best
investments you can make is to purchase market research.
Commission a survey of your market that at the very least
provides you with your market penetration and readership
patterns. If you have a little more money to spend, find out

your readership
demographics and
shopping patterns. Work
with a company that is
experienced in doing
studies for the newspaper
industry. They can guide
you in your selection of
survey questions. While
the initial price tag can
be somewhat healthy,
you can usually negotiate
rates and cut down the
scope of the questions to
get a reasonable amount
of usable data that can
become the foundation
Cindy Sease
for your sales
presentations. I’d encourage you to purchase as much as
you can afford.
Once the results are back, be sure you spend ample
time with the company you’ve chosen to do the research so
that you fully understand what you have and how to
explain it to prospective clients. Semantics are critical.
Someone who’d heard manipulated data presented by a
salesperson that didn’t really understand it probably coined
the old saying, “Figures lie and liars figure.” Train and
coach your salespeople until you are fully satisfied that
your statistics will fall trippingly off their tongues.
The following companies are all experienced in
providing market research to the newspaper industry:
 American Opinion Research/Integrated Marketing
Services, Princeton, New Jersey. Contact is Tony Casale.
Phone 609-683-9055. www.imsworld.com
 Pulse Research, Portland Oregon. Contact is John
Marling. Phone 503-626-5224. www.pulseresearch.com.
 Certified Audit of Circulation (CAC), Wayne, New
Jersey. Phone 973-785-3000. www.certifiedaudit.org.
The market research can be the foundational piece of
your sales presentations, but there are many other areas
where you need to clearly demonstrate knowledge and
expertise. Be sure that all of the people selling advertising
continued on page 13 >>
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Best Foot Forward continued
for your publication are totally conversant with the
contents of the paper itself. They need to know the
columnists, the special sections and publications, and the
various pricing structures offered. And, they need to
convey to the advertiser, clearly and concisely, why they
have recommended a particular program or product mix,
emphasizing the features and benefits, the excellent pricing
relative to the percentage of the market covered, and how
the proposed program will benefit the advertiser.
Salespeople need to be able to assist advertisers with
creating ads that will really generate results. Train your
sales staff to work with clients in identifying why a
prospective customer would want to do business with that
advertiser. What is it about that business that is different
from any other business of its kind? Are the prices lower?
Is the service better? Do they have the largest inventory?
Say so! Be sure the headline is clear and speaks directly to

the people who are looking for the product or service the
client offers. An ad must capture the attention of the
prospective customer in two seconds or less, so be sure the
message is easy to spot and carries a recognizable benefit
for the consumer.
Don’t be afraid to offer advice. If a client is designing
their own ads and making the all too common mistake of
trying to stuff 50 pounds of content into a 10 pound sack –
speak up! Help them either buy a larger ad or edit their
copy. If the ad utilizes 22 different type fonts and a wealth
of tiny little photographs that will never reproduce on
newsprint, just say no! Design something better for them.
Advertisers must see results if they are going to continue
their relationship with your paper, and it’s your
responsibility to give them the help they need. After all,
you are the professional!

Seven steps that may help with your selling process:
1. preparation/planning/r esear ch/appr oach
 Questioning must also discover how best to develop the

relationship and the sale with the organization - how the
2. introduction/opening/appr oach/establish initial
3.
4.
5.
6.
7.

credibility
questioning/identify needs/ask how and what, etc./
establish rapport and trust
presentation/explanation/demonstr ation
overcoming objections/negotiating/fine-tuning
Close/closing/agr eement/commitment/confir mation
follow-up/after -sales/fulfill/deliver/admin

3. questioning










While questioning is a vital aspect of selling, the principles
and techniques of questioning are mostly transferable to
other situations where questioning is essential for effective
cooperation and relationships.
Empathy and listening are crucial in questioning understanding body language is useful too.
A major purpose of questioning in the traditional selling
process is to identify the strongest need or benefit perceived
by the prospect relating to the product/service being offered
by the seller.
As the questioner, you need also to understand very clearly
what you are seeking from the relationship - questioning
should aim to identify a mutual fit - relationships work when
there is a good fit for both sides.
Buyers commonly have one main need or benefit, and a
number of supporting needs/benefits.
Needs and benefits may be obvious to seller and buyer, or
not obvious to either, in which case questioning expertise is
critical in selling, as it is in all other relationships where
motives and change are involved.












organization decides: timings, authority levels, the people
and procedures involved, competitor pressures, etc.
Good empathic questioning also builds relationships, trust
and rapport - nobody wants to buy anything from a sales
person who's only interested in their own product or
company - we all want to buy from somebody who gives the
time and skill to interpreting and properly meeting our own
personal needs.
To be professional in your approach you should prepare a
list of questions or headings before the discussion.
Aside from complex variations, there are two main sorts of
questions: open questions and closed questions.
Broadly open questions gather information and build
rapport; closed questions filter, qualify and seek
commitment.
Open questions invite the other person to give long answers;
closed questions invite the other person to say yes or no, or
to select from (usually two) options.
Use open questions to gather information - typically, for
example, questions beginning with Who? What? Why?
Where? When? and How?
Listen carefully and empathically, maintain good eyecontact, understand, and show that you understand especially understand what is meant and felt, not just what is
said, particularly when you probe motives and personal
aspects.
Interpret and reflect back and confirm you have understood
what is being explained, and, if relevant, the feelings behind
it.
continued on page 14 >>
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Steps that may help with your selling process









Use closed questions to qualify and confirm your
interpretation - a closed question is one that can be answered
with a yes or no.
When you've asked a question, you must then be quiet - do
not interrupt - allow the other person time and freedom to
answer.
The other person (your ‘prospect’) should be doing 80-99%
of the talking during this stage of the sales discussion; if you
are talking for a third or half of the time, you are not asking
the right sort of questions.
Do not jump onto an opportunity and start explaining how
you can solve the problem until you have asked all your
questions and gathered all the information you need.
All the time try to find out the strategic issues affected or
implicated by the product/service in question - these are
where the ultimate decision-making and buying motives lie.
If, during the questioning, you think of a new important
question to ask, jot it down or you’ll probably forget it.
When you have all the information you need, acknowledge
the fact and say thanks, then take a few moments to think
about, discuss and summarize the key issues/requirements/
priorities from your prospect's organizational (and personal,
if applicable) perspective.

4. presentation










The sales presentation should focus on a central proposition,
which should be the unique perceived benefit that the
prospect gains from the product/service.
During the questioning phase, the sales person will have
refined the understanding (and ideally gained agreement) as
to what this is - the presentation must now focus on
‘matching’ the benefits of the product with the needs of the
prospect so that the prospect is entirely satisfied that the
proposition.
The sales person, therefore, needs an excellent understanding
of the many different organizational benefits that accrue to
customers.
The sales presentation must demonstrate that the product/
service meets the prospect’s needs, priorities, constraints and
motives, or the prospect will not even consider buying or
moving to the next stage; this is why establishing the
prospect’s situation and priorities during the questioning
phase is so vital.
All sales presentations, whether impromptu (off the cuff) or
the result of significant preparation, must be well structured,
clear and concise, professionally delivered, and have lots of
integrity - the quality and integrity of the presentation is
always regarded as a direct indication as to the quality and
integrity of the product/service.
It follows, then, that the sales person must avoid simply
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continued

talking about technical features from the seller’s point of
view, without linking the features clearly to organizational
context and benefit for the prospect - also avoid using any
jargon which the prospect may not understand.
Sales presentations must always meet the expectations of the
listener in terms of the level of information and relevance to
the prospect’s own situation, which is another reason for
proper preparation - a vague or poorly prepared sales
presentation sticks out like a sore thumb, and it will be
disowned immediately.
The presentation must include relevant evidence of success,
references from similar sectors and applications, facts and
figures - all backing up the central proposition.
Business decision-makers buy when they become satisfied
that the decision will either make them money, or save them
money or time; they also need to be certain that the new
product/service will be sustainable and reliable; therefore the
presentation must be convincing in these areas.
While the presentation must always focus on the main
perceived benefit, it is important to show that all the other
incidental requirements and constraints are met - but do not
over-emphasize or attempt to ‘pile high’ loads of incidental
benefits as this simply detracts from the central proposition.
If the sales person is required to present to a large group and
in great depth, then it’s extremely advisable to enlist the help
of one or two suitably experienced colleagues.
Keep control of the presentation, but do so in a relaxed way;
if you don’t know the answer to a question, don’t waffle say you don’t know and promise to get back with an answer
later, and make sure you do.
Never knock the competition - it undermines your credibility
and integrity - don't even imply anything derogatory about
the competition.
If appropriate, issue notes, or a copy of your presentation use props and samples and demonstrations if relevant and
helpful, and make sure it all works properly.
During the presentation, seek feedback, confirmation and
agreement as to the relevance of what you are saying, but
don’t be put off if people stay quiet.
Invite questions at the end, and, if you are comfortable, at the
outset invite questions at any time - it depends on how
confident you feel in controlling things.
Whether presenting one-to-one or to a stern group, relax and
be friendly - let your personality and natural enthusiasm
shine through - people buy from people who love and have
faith in their products and companies.

In the November issue:
Steps 5, 6, & 7
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We encourage member
newspapers to resize and
use this ad promoting the
newspaper industry.
The ad can be found at the
MNA FTP site in the
National Promote
Newspaper folder.
Please call the MNA office
at 443-2850, if you have
questions.
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