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 Introduction 
 Newspaper stock values are plunging. Print advertising revenues are plummeting. 
Newsrooms face hiring freezes and buyouts of experienced journalists. Nontraditional 
information sources are challenging the value of journalism from traditional newspaper 
companies, and society as a whole is pointing to the Internet and changing technologies 
for killing an industry. 
With the threat of new media, traditional journalists have written and spoken many 
words, urging the generation of new ideas to figure out how traditional journalism 
companies can make money in a new era. Ads talk and pop up and practically scream 
from newspaper websites. Some print newspapers are placing ads where they’ve never 
been placed previously, in intrusive shapes that poke into news stories. Management 
tightly controls costs, and most newspaper executives continue to say they can do more 
with less. 
Amid all the buzz, it’s time to ask a different question. Instead of journalism 
organizations asking how they can fund their journalism, we need to ask how societies 
should pay for journalism. Asking that question allows broader comparison and analysis, 
across time and cultures. 
 

Definitions and background 
A full analysis of how societies should fund journalism would include a survey of 
information sharing in a broad sense, in all cultures, including times before the written 
word was ubiquitous.  
For the scope of this paper, research is limited to readily available information primarily 
from the United States during the last 250 years, focusing on newspapers. A large amount 
of the research is focused on experiments that have been launched in the last three years, 
at a time when technical advances have enabled an explosion of online information while 
traditional newspaper revenues have tumbled. 
The historical record is important, because it shows how journalism and society have 
adapted in a variety of economic climates, and it perhaps shows a major weakness in the 
current business model for traditional media companies – an increasing reliance on only 
one funding source, advertising. 
Primary historical sources include Philip Meyer’s “The Vanishing Newspaper: Saving 
Journalism in the Information Age,” and Robert G. Picard’s report, “Commercialism and 
Newspaper Quality,” from the Newspaper Research Journal, Vol. 25, No. 1, winter 2004. 
Primary current sources include many Internet websites that are using funding models 
beyond the traditional newspaper business model, as well as continuing review of blogs 
and articles. The research also includes direct questioning of some “alternative voices” in 
the information world, using email and Facebook, an online social networking tool that 
allows consumers to send direct messages to “friends.” 
The original interviews with current information gatherers were primarily aimed at local 
sources around Charlotte, N.C., with hope that lessons gleaned on a small scale could be 
applied to broader geographic areas cross cultures in this era of change. 
A few definitions are helpful: What is journalism? What is news? What is a journalist? 
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Journalism definitions vary, from the cynical to the high-minded. For this paper, in this 
era of exploding information, the definition is broad and loosely defined, much akin to 
the oft-quoted saying, “Journalism is the first draft of history,” attributed most frequently 
to Phillip Graham, former editor of The Washington Post. 
Some of the alternative voices these days are questioning the traditional definition that 
journalism is that produced by people who work for businesses that make money from its 
distribution and the advertising that surrounds the information. 
What is a journalist? Here’s one definition from someone employed by a traditional 
media organization yet familiar with the realm of new information sources: 

“A journalist is a person who does journalism,” says Howard 
Weaver, vice president of news for McClatchy Newspapers, at 
his blog, “Etaoin Shrdlu.” 
“A journal? Nope, not enough. A Flickr stream? Not necessarily. 
“Journalism has a lot in common with science: it's a process of 
testing, calibrating, disputing, refining and adjusting notions 
about reality. There's no ‘whole truth’ or final answer to be had, 
but there IS a process available that gets us closer. ...” 

And what is news? Is it true? Is it really indeed history? 
From Jack Fuller, former Chicago Tribune president and publisher, in the book “News 
Values, Ideas for an Information Age:” 

 “Even at its most presumptuous, the news does not claim to be 
timeless or universal. It represents at most a provisional kind of truth, 
the best that can be said quickly. Its ascription is modest, so modest 
that some of the most restless and interesting journalists have had 
trouble making any claim of truth at all.” 

Sponsored journalism run by businesses seeking a profit appears to be relatively new in 
the long view of history. Bards and story tellers traditionally have been sponsored or 
underwritten by those in society with money, creating a natural focus on the information 
and stories of those with means and not necessarily reflecting full societies. 
 That trend continued until the mid- to late-19th century, with newspapers serving 
relatively small audiences of the political, social and economic leaders in their 
communities. Prices were high for subscriptions and single copies, but the elite audience 
could afford the cost. (Picard ) 
But as urbanization and the industrial revolution spread, newspapers sought larger 
audiences, reducing subscription prices and shifting the costs of production to retail 
advertisers. Through the 20th century, the industry continued that model of low 
circulation prices and an increased dependence on advertising revenues. (Picard) 
In 1880, the U.S. newspaper industry relied upon half of its income from readers and half 
from advertisers. By 2004, the industry depended on advertising for more than 80 percent 
of its revenue. The shift was gradual until about the 1980s and then increased 
dramatically. (Picard) 
The change wasn’t without bumps, or struggles during cyclical economic downturns. 
Prevailing wisdom is that the industry is sensitive to downturns but recovers quickly 
during prosperous times. That pattern of recovery has led some to optimism even in 
today’s challenging climate.  
From Bill Keller, editor of the New York Times, giving the Hugo Young lecture in 
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London in November 2007: 
“At least twice in my lifetime The New York Times has seemed to be 
on the verge of extinction - once, during the New York City financial 
crisis of the mid-1970s, and again during the deep national recession of 
the late 1980s. Both times my paper resisted the temptation to panic. It 
invested in new things, it adapted, and it flourished. I believe that this 
time, too, newspapers that stay true to their mission will endure.”  

A further examination of the health of journalism and information gathering during tough 
economic times gives some context. 
Traditional media and entertainment, including newspapers, live theater and live music 
venues, faced hard times in the 1920s and the 1930s with the beginning of competition 
from the film industry in addition to the challenge of the Great Depression. The U.S. 
government stepped in with specific programs as part of the New Deal, fueled mainly by 
a concern for the workers. 
Programs affecting writers and photographers included The Federal Writers Project, the 
Works Progress Administration and the Farm Security Administration (Adams and 
Goldbard). 
Between 1933 and 1943, federal tax dollars employed artists, musicians, actors, writers, 
photographers, and dancers. “Never before or since has our government so extensively 
sponsored the arts.” (National Archives). 
The effort also led to an extensive historical archive of photographs and writing and 
helped launch careers for writers and photographers such as James Agee, Arthur Miller, 
John Steinbeck and Dorothea Lange. 
The times had some strong parallels to the current circumstances for some traditional 
journalists: 

“The skyrocketing popularity of media like the phonograph, radio 
and movies had recently supplanted many thousands of live 
performers: some 30,000 musicians had been displaced by new 
mechanical modes of music reproduction; the government estimated 
that well over 30,000 theater workers were unemployed by the mid-
’30s. …These new electronic media resulted in “technological 
unemployment” for workers in the live media.” (Adams and 
Goldbard). 

Later, after the technical advances in filmmaking, came television, and some people 
predicted that the rise of television news would kill newspapers. In fact many afternoon 
newspapers become extinct in the 1970s and 1980s, but their extinction only served to 
increase profit margins for those newspapers that remained (Picard). 
The prevailing wisdom that newspapers were threatened extended beyond analysts of the 
industry to influence culture in general. In the 1972 Jean Luc Godard movie, “Tout Va 
Bien,” actress Jane Fonda is filmed in a scene reporting for public radio, saying, “print 
media is dead.” 
But it was the end of a tumultuous era filled with technological advances and political 
change, with the Vietnam War launching careers for television reporters and live video 
beamed from the surface of the Moon.  
At the same time, big world-changing news stories – and the reporters who wrote them – 
became well known to the culture at large. Watergate brought increased attention to the 
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power of newspapers and journalism and inspired a new generation of talent. Many of 
those people involved in the infusion of talent were not motivated by money, distrusted it 
and the companies that depended on it. Their dissatisfaction became clear in the late 
1970s and early 1980s and then again in the early 1990s when economic realities hit 
newsrooms hard and an undercurrent of emphasis on profit became clear. An article in 
the American Journalism Review from 1991 illustrated the times: 

“Few have been more affected by this undercurrent than the baby boom 
generation, which entered the business in the late 1960s and early 
1970s during an extraordinary time in U.S. history. 
‘My sense is that we will probably look back at that period as being 
much like the muckraking period at the turn of the century, a “golden 
age of journalism” if you will,’ says (Doug) Underwood (a 
communications professor at The University of Washington at the 
time). ‘It produced some very, very exceptional pieces of journalism, 
and a lot of us were raised on that ethic.’ 
“It was perhaps inevitable that, as newspapers in the late 1970s faced 
stagnating readership and consolidation among large retail advertisers, 
youthful expectations would collide with tighter newsroom 
management. "That was an unusual generation," says Ralph Izard, 
director of the E.W. Scripps School of Journalism. "They were a 
monumentally idealistic group of people who truly wanted to be in a 
position where they could contribute to social change.” (Peck). 

And for the owners of the morning newspapers that remained as monopolies in their 
markets, profits - and the dependency on advertising - grew. Newspapers previously 
owned by families and operated partly as a community service began to be viewed 
differently by business experts. 

“Market changes in the last half of the twentieth century altered 
those goals and practices, allowing stronger elements of capitalism 
and commercialism to become the major factors determining 
operations and content in major media companies. The driving 
forces for these changes were the increasing resources available to 
newspapers because of the explosive and progressive growth of 
advertising after World War II, the establishment of local newspaper 
monopolies through the closure of secondary papers, and the growth 
of large, publicly traded newspaper firms beginning in the 1970s. … 
“ Income grew from approximately $3 billion in 1950 to  $12.2 
billion in 1975 and then to $54.9 billion in 2000. In real terms, 
newspapers received 2.5 times as much income from advertising in 
2000 as in 1950.” (Picard) 

The increased focus on one source of revenue perhaps led to later problems for the 
industry, certainly confirming the cyclical nature of the industry, dependent upon retail 
and classified advertising. 

 “Dependency always creates managerial challenges for businesses, but 
those issues are magnified in volatile and rapidly changing industries 
and markets. In order to be successful in such environments, firms need 
flexibility and relative freedom from resource dependencies – such as 
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revenue dependence – that can disrupt their operations and slow their 
ability to adapt.”(Picard) 

In that same period, some newspaper companies that had been run by families began to 
offer public stock to investors. In at least one company, the families that traditionally 
owned the papers did not see the eventual ramifications of that change in business 
structure. 
 “Ladies and gentlemen, I do not intend to become your prisoner,” John S. Knight told a 
meeting of stockholders in 1969, upon Knight Newspapers going public with an initial 
public offering of 950,000 shares. He was quoted by Meyer in “The Vanishing 
Newspaper,” and Meyer attributed his source as the Akron Beacon Journal’s tribute to 
Knight, published in 1981. 
While the business structure was changing, newspapers’ geographic reach and 
penetration was also shifting. Newspapers began to feel a loss of readers. Sometimes, the 
loss was on purpose, as the newspapers cut away “vanity circulation” that was costly to 
maintain per subscriber. But the loss of readers did not mean falling advertising rates. 
Meyer in “The Vanishing Newspaper” put it this way: 

 “From an economic point of view, the most effective response (to 
declining readership) was the simplest: compensate for fewer readers 
by raising prices to advertisers. From 1975 to 1990, publishers pushed 
advertising rates up by 253 percent, even though newsprint prices 
were up by only 161 percent at the Consumer Price Index gained 141 
percent. Charging more for delivering less is essentially liquidation 
and harvesting strategy, but this was not the conscious goal. There is 
no evidence that the owners had given up on the business and were 
hoping to cash in and get out.” 

The remaining newspapers in monopoly environments could raise advertising rates at 
will, and they brought in large margins appreciated by the new investors.  
In addition, they added new kinds of staff members: graphic artists and designers. 
According to the American Society of Newspaper Editors, total newsroom employment 
actually went up from 45,500 in December 1980 to 55,700 in December 1990 despite the 
drop in the number of newspapers. (Peck) 
Still, some worried that monopolies and emphasis on profit margins were eroding the 
values of journalism. 

“If the money comes in no matter what kind of product you turn out, 
you become production-oriented instead of customer-oriented. You are 
motivated to get it out the gate as cheaply as possible. If your market 
position is strong, you can cheapen the product and raise prices at the 
same time. Innovation happens, but it is often directed at making the 
product cheaper instead of making it better.” (Meyer) 

The next period of evolution for the traditional newspaper companies includes the 
beginning of the online economy. Newspapers launched websites, which evolved from 
text-only dumps of the day’s newspaper to more visual tools with separate advertising 
and content-generating staffs. 
The road again was bumpy, with the economic downturn of 2001. Newspaper companies 
continued to fund online work over time, as long-term investments that operated in the 
red. 
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The setback also led to technological slowdowns for a short time. But broadband Internet 
usage increased over time, and company executives knew how to make money from 
advertising in economic recovery periods. It was an old business model stuck onto the 
side of a new medium, and this time traditional news companies had competitors. 
But they also began to see quickly that the new model could bring the kinds of margins 
that Wall Street appreciated, although some say the online revenue is not enough to 
support traditional newsrooms and won’t be for years. 
In 2005, Donica Mensing, an assistant professor at the University of Nevada, Reno, and 
graduate student Jackie Rejfek, presented a paper at the International Symposium on 
Online Journalism at the University of Texas, Austin. The paper, “Prospects for profit: 
The (un)evolving business model for online news,” called for further research to identify 
and analyze newspaper sites that are leaders in innovation. 

 “While many newspaper companies lost significant amounts of money 
on their online ventures over the past 10 years, the question is whether 
this money was invested in pursuit of long term strategies that have 
lasting potential, or lost in tactics and expenses that failed to lead to 
industry innovation. The results of this research doesn’t provide much 
evidence that the industry is actively investing in the type of long-term 
research and development necessary to insure survival in the new 
digital economy.” 

The researchers called for an exploration of the economic models of other online 
publishing ventures and the development and testing of new business models that could 
be adopted by for-profit newspaper companies. 
“We do need a new model,” Phillip Meyer said in 2004 in “The Vanishing Newspaper.” 
“Those of us who worked for newspapers in better times often wish we could go back to 
the golden age of newspapers. But it’s over. The world moved on while we were thinking 
about other things.” 
Since that time, newspapers and their online sites have continued to struggle with new 
business models, still seeking answers. Online sites have increased the use of technically 
sophisticated ads – audio, video and pop-ups. 
And in early November of 2007, “Editor and Publisher” reported that revenue from 
newspaper web sites remained small, though profit margins were swelling. 
The article used numbers from “Benchmarking Newspaper Online Revenues, 
International Survey," prepared for the World Association of Newspapers by Borrell 
Associates. 
The survey reported, "Few Internet operations make up more than 10 percent of a 
newspaper company's revenue." The report also said that businesses like Google and 
Yahoo "now threaten local newspaper online advertising to an alarming degree." The 
research found that the revenue for purely online companies grew from a 15.3% share of 
the local online market in the United States and Canada in 2004 to 37.9 percent in 2006. 
“In the same period, newspapers' share fell from 44.1 percent to 35.8 percent,” the article 
said. 
Using numbers from the same Borrell report, quoted in “The State of the News Media 
2007,” from the Project for Excellence in Journalism, profit margins for large, profitable 
online newspaper operations were said to average 62%. The report notes: “That, of 
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course, is a matter of accounting — or how much cost is attributed to the online site 
versus the old-media operations.” 
 

Recent developments 
In the past few years, society has begun experimenting with many new business models 
for journalism and information sharing. In some cases, individuals and organizations are 
calling into question or redefining the basic definitions of journalists, information and the 
role of the news business. 
Traditional newspaper companies, nonprofit organizations and community volunteers 
have tried a variety of funding models for reporting and have focused on different parts 
of the growing information soup available to societies. 
For technical, database reporting, the technical changes that enable the gathering and 
dissemination of large quantities of data are redefining information and news, but 
organizations are still refining how to pay for quality analysis of the data and the sharing 
of it in a meaningful way. 
The quantity of information available in the last few years on this issue can be 
overwhelming. Completing a full survey is beyond the scope of this paper, but a sampling 
of the new techniques, attitudes and motivations can be illuminating. Instead of detailing 
information about traditional publicly held media companies, this paper highlights some 
alternative approaches in order to generate new ideas. And it looks at very small, very 
local efforts in the Charlotte area that can serve as a microcosm of the ideas in the larger 
world. 
On to specifics: 

Individuals 
Neighborhood bloggers: Online, community volunteers are publishing news for their 
neighborhoods on blogs as a fun, service-oriented activity for now, with the idea that 
advertising would be the business model for the future. From the creator of 
www.ballantynedaily.com in the Charlotte area, in an email response to me: 

 “Ballantyne Daily, obviously, is not to that point. It's so small and 
simple; I just do it for fun and the personal satisfaction of creating this 
blog and sharing info, photos, and links with friends, neighbors, 
readers, etc. I would assume that the advertising model should cover 
costs and readers should continue to read for free due to the low cost of 
publishing to the web. I know I personally don't mind ads on websites 
anymore - I've become so used to it.” 

Some local bloggers have begun to use a public-radio model, asking for donations to pay 
for time spent reporting. One journalist who formerly worked for a traditional newspaper 
company in Charlotte is mixing donations with revenue from Google ads and other small 
classified ads. He considered nonprofit status but rejected some of the restrictions of that 
model. 
Here are details from an email from David Boraks, who runs www.davidsonnews.net: 

“I'm the town editor. And I must confess, I'm enjoying experimenting with 
new ways of presenting local news - short articles, audio, video. It's a gas. 
At least for now. I can’t do this free forever. 
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“The website is 1-year old now. Traffic has been steady since summer. 
We're averaging about 1,100 unique visitors per week and more than 
2,000 page views per week. That's satisfactory - about one-quarter or one-
third of what I think we can do eventually, given the number of potential 
news-reading adults in town. (Davidson’s population is 9,100; a better 
target might be registered voters, which number about 6,000.) …. 
“On breaking news, traffic has spiked to as much as 10 times normal 
levels. 
“In July 2007, after about six months of operation, I incorporated as a 
limited liability company (Davidson News LLC). I considered seeking 
nonprofit status, but after talking to a number of advisers, I decided to go 
the route of a startup business. While I have always approached this with a 
strong sense of community service, I view it primarily as an 
entrepreneurial venture.  
“After discussing the pros and cons with my lawyer and other advisers, I 
worried that the rules applying to nonprofit corporations regarding profits 
and managerial control were incompatible with basic newsgathering and 
with my building a news site. I would have had to surrender control of the 
venture to a board, on which I would not be able to serve. “… And as a 
non-profit, it would not necessarily have been any clearer how to fund the 
operation. The route I’ve chosen allows me to remain tightly focused on 
my vision, albeit while searching for a way to pay for it. I don’t see 
nonprofit newsgathering as a realistic sustainable model – even though 
there seems to be plenty of funding for it right now. 
“My choice has had a downside. I recently sat down to write an 
application for a Knight foundation funding program …. But I was 
brought to halt when I discovered it was for nonprofits only. While a 
number of foundations offer funding to news-related startups and 
initiatives, they don’t want to touch a start-up business like mine. That 
may be in part because they’re closely connected to existing large 
newspaper groups. Funding non-profit community info services is safe, as 
is funding initiatives and projects within existing large newsrooms, 
because those will never compete against a big newspaper or media 
company. The same can’t be said of me.” 

Aggregators 
Local aggregators such as Outside.In: This national U.S. aggregator business is 
building the technical means to bring together news from geographically focused 
bloggers and other websites in a way that consumers of the information can share and 
promote the information. Visitors to the website can add websites to the automatic feeds 
of news at the site and add tags of information about the basics: Who, What, When, 
Where.  
That tagging functionality, called “folksonomy,” then can allow the technical database to 
sort the information in ways that make sense to other consumers. Consumers can sign up 
with the site and then receive email alerts about news in their geographic location. Social 
networking functionality in the site is still developing; consumers can sign up with 
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display names that do not reveal their real identities, and their favorite places and stories 
are shared with other consumers. 
The site appears to still be in startup mode, with funding unclear at the moment. 
Advertising so far at the site is not intrusive or heavy, though it is actively soliciting 
advertisements, and usage by active contributors appears to be slowly growing over the 
past year.  
On their “Advertise with us” page, the owners say, “Growing more than 1000% in just 
six months, outside.in reaches an audience of around half a million educated, 
predominantly female (53%) city-dwellers, over 38% of whom are 18-34 years old.” 
Here’s how the organizers see their site:  

“We envision the site occupying a new niche between the local 
bloggers (and other place-based online communities) and the 
traditional media of city newspapers, radio stations, or even some of 
the larger online portals. We want outside.in to amplify the voices of 
those local experts, by showcasing their best work, by organizing the 
content geographically, and by detecting interesting patterns in all that 
data.” 

The company has recently entered a partnership with CBS Radio to share stories with a 
local radio website1010WINS.com, according to the organization’s blog at 
http://blog.outside.in/ 
 

Nonprofits 
Various efforts through the Knight News Challenge: The nonprofit Knight Foundation 
is soliciting and funding new ideas in journalism with $25 million over five years. The 
program is in its second year. One example of ideas being funded: Placeblogger 2.0, a 
geographically specific aggregator (and more) of journalists and non-journalists blogging 
about or from specific places. The project is closely connected with H2otown, a 
“placeblog” that covers everything from funny cat pictures to local elections. 
http://www.newschallenge.org/aboutknight.html 
The British Broadcasting Corporation: Public television and its related news websites 
is funded by television licenses in the United Kingdom and controlled by royal charter. 
The funding model was recently analyzed, discussed and reaffirmed. Its reach is global, 
and therefore citizens of the United Kingdom are essentially subsidizing journalism 
consumed in many other countries. (BBC Charter Review) 
Center for Independent Media: A nonprofit that provides training to new journalists, 
and provides direct support to talented online journalists to continue original reporting. 
Financing comes from various nonprofits, including the Knight Foundation, and the 
center is affiliated with MinnPost, a news site which offers readers a chance to join the 
organization, at varying levels of funding, from the student rate of $10 a year to the 
“media mogul” level of $5,000 a year. The organizations are also connected with 
Colorado Confidential and sometimes partner with other “citizen media” sites for 
crowdsourcing reporting projects. Most of their partners lean liberally politically. 
http://www.newjournalist.org/ 
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Nonprofits aimed at analyzing and disseminating database information, like The 
Sunlight Foundation: This nonprofit seeks to use the Internet to get citizens to analyze 
public databases and engage in politics and money. They seek to use: 

 “new information technology to enable citizens to learn more about 
what Congress and their elected representatives are doing, and thus help 
reduce corruption, ensure greater transparency and accountability by 
government, and foster public trust in the vital institutions of democracy. 
We are unique in that technology and the power of the Internet are at the 
core of every one of our efforts. 

The foundation has established Congresspedia, made grants for the development and 
enhancement of databases and websites, and has started two efforts to engage the public 
in distributed journalism and offer online tutorials on the role of money in politics efforts. 
Their efforts “are based on the premise that the collective power of citizens to demand 
greater accountability is the clearest route to reform.” 
Craig Newmark of Craigslist is on the board. Jimmy Wales of Wikipedia is on the 
advisory board. The nonprofit group says it is nonpartisan and focused on education of 
citizens about government. It was launched in April 2006 with a $3.5 million contribution 
from co-founder and Chairman Michael Klein, a Washington, DC-based attorney and 
businessman, and is also supported by the Omidyar Network, which provided a grant of 
$2 million for 2007, and by individuals and foundations, listed publicly on its website. 
Omidyar, started by Pierre Omidyar, the founder of EBay, funds for-profit and nonprofit 
web ventures, has also given funds to Creative Commons, digg, Eventful, Linden Lab 
(developers of Second Life) and Wikia. 
http://www.sunlightfoundation.com/about 

Nonprofits focused on funding in-depth journalism, like Pro Publica: Pro Publica is a 
new nonprofit, investigative newsroom aimed at producing investigative journalism in 
the public interest, funded primarily by Herbert and Marion Sandler, former chief 
executives of Golden West, a mortgage lending company that Forbes called “the nation’s 
most admired mortgage services company,” sold to Wachovia in 2006.  
The couple are also progressive Democratic donors, according to politico.com. Paul 
Steiger, formerly managing editor of the Wall Street Journal, heads the organization. 
Steiger’s news judgment about the organization when he was still an editor at the Journal 
has been called into question in a Nov. 20, 2007, article by Michael Calderone, a writer 
for The New York Observer, in an article on the Politico.com website. 
 Steiger wrote: 

 “Questions have been raised within the Journal about Steiger’s role in 
overseeing a July 2006 front page philanthropy story that prominently 
featured Herbert and Marion Sandler — the billionaire California 
couple, and progressive Democratic donors, who are funding Pro 
Publica with a guaranteed $30 million. 
“Considering that journalists are expected to be a professionally 
skeptical lot, who regularly examine the cozy relationships between 
politicians and their financial backers, for example, it’s no surprise that 
the Steiger/Sandler friendship has drawn attention internally. 
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“In May 2006, Steiger generated the philanthropy story idea and 
insisted from the outset that the Sandlers be highlighted, according to a 
source close to the situation. 
“Staffers in the Journal’s Boston bureau, said the source, initially tried 
to rebuff the editor’s pitch, but eventually were forced to report the 
2,600-word piece.” 

Calderone’s article notes that Steiger knows the Sandlers socially, and that the Sandlers 
have donated in the past to the Democratic Party, Center for American Progress, 
American Civil Liberties Union, A.C.O.R.N., and MoveOn.org. 
http://propublica.org/officers.html 
 

Academic sites 
Academic sites such as Global Voices: Global Voices Online is a nonprofit global 
citizens’ media project founded at Harvard’s Berkman Center for Internet and Society. It 
gathers and helps disseminate blog posts from around the world, demonstrating a new 
model to enhance international coverage. http://www.globalvoicesonline.org/ 
Another academic source with the potential for increasing information available 
internationally: The postings of study-abroad students during their travels. These posts 
and blogs regularly appear at sites specific to the students’ colleges and universities; the 
information is uneven and infrequent at the moment, but occasionally delightful in its 
quality, such as postings by Jill McCoy, a Cornell student in Paris blogging at 
http://commune.cit.cornell.edu/blogs/ca/ 
 

For-profit companies and partnerships 
Newspaper partnerships with online companies like Yahoo: The partnership includes 
advertising and editorial content, with many details still to emerge. Traditional newspaper 
companies are trading content for links from Yahoo sites and searches. 
http://editor.blogspot.com/2007/04/newspapers-and-yahoo.html 
Google and public records: The search engine company has launched technology and 
standards to make public records more findable on the Internet and is making agreements 
with states to help get public information in to the hands of the public. The most recent 
agreement was with the state of Florida, opening records about public schools, water and 
waste permits, employment data and consumers' commuting patterns. Google is offering 
its services for free for now.  
http://blogs.tampabay.com/buzz/2007/12/now-you-can-goo.html.  
Google has also initiated agreements with plainlanguage.gov, hosted by the Federal 
Aviation Administration, and Energy Department's Office of Scientific and Technical 
Information and the Education Department's National Center for Education Statistics. 
http://www.govexec.com/dailyfed/0207/022107p1.htm  
Salon.com, Ground Report, Helium.com and other for-profit “user-driven news 
sites”: Volunteers and some paid writers are producing their own news stories, defining 
themselves as journalists beyond “one who works for a newspaper.” Sometimes, the 
writers get paid based on the amount other consumers read their stories, or based on their 
rankings and tagging and commenting on others work. The aggregating site sometimes 
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sells advertising. The barriers of entry are low, but the cost of sustainability and the 
consumers’ cost in time and responsibility to judge sources of information is high. 
The ability for anyone to define themselves as a writer or journalist at such sites calls the 
definition of journalism and journalists into question and broadens the marketplace of 
ideas. Many of the writers and organizations seem motivated by a distrust of traditional 
news sources, and they suggest that the wisdom of the crowd and the new technology can 
do a better job than traditional sources in reporting the news. Periodically, people who 
work for traditional media organizations and the independent writers tangle on this point. 
Bill Keller, editor of the New York Times, spoke about the tension in a November 2007 
speech in London: 
 “Jeff (Jarvis), like many of the most ardent true believers in the blog revolution, suggests 
that the mainstream media can be largely replaced by a self-regulating democracy of 
voices, the wisdom of the crowd.” 
Jarvis, of course, disputed the original point, on his well-read blog. But for a less well-
read source from the same camp, hear the thoughts of Michael Krebs, an advertising 
account manager for the Washington Post who has written for several “citizen 
journalism” sites: 

“There is an undercurrent in comments like Mr. Keller's above: the 
free public is unable to discern the impartial journalism for 
themselves, and it is up to "the people who make newspapers" to sort 
it all out. One gets the sense that he was wearing a cape and matching 
boots when he made that comment - and that he has not read the 
financial reports coming out of his own publicly-traded company. The 
free public pays for journalism by choosing freely to consume a given 
story.” 

Krebs says he thinks newspaper brands should protect their stock prices and financial 
interests by getting together and prohibiting the search engines and crawling bots from 
quite effectively stealing their core intellectual assets. “Nobody believes that Google's 
stock price would be north of $500 - or even north of $100 - if the journalism content 
arteries were severed,” he said in a Facebook response to a query from me about how 
society should pay for journalism.  
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Analysis 
“Something is happening out there, and if we don't understand it, it's not just the 
newspaper business that is in peril.” 
Bill Keller, editor of The New York Times, in the Hugo Young lecture in London in late 
November 2007. 
 
What is the best way for societies to pay for their journalism? 
And what is journalism anyway? 
Here are a few juicy words from John McBride, who produces the “Under the Water 
Tower” blog at http://www.eliza-blog.blogspot.com/ for a small Charlotte neighborhood. 
He’s also a co-worker at The Charlotte Observer focused on technology development for 
newspapers. He’s also a father and husband of a teacher: 

“I would make a distinction between journalism and community or other 
information. Journalism is information with extra value. Kind of like a 
hot dog with sauerkraut and spicy mustard at Fenway Park on a warm 
summer night instead of just a hot dog. The first one isn't by definition 
better, but it allows for a more fulfilling experience. 
“Anybody can recite information about what the city council did last 
night. A journalist will add value to that information, enriching it with 
context and perspective. But there's another requirement to journalism. 
“Plenty of people online enrich information with context and perspective. 
Too many of them don't go to the council meetings and don't talk to 
council members and don't talk to city policy stakeholders. You have to 
be a player to do journalism. Not that distant observers can't add context 
and perspective. But if all you have is distant observers your diet will be 
just a hot dog. 
“In a perfect world the practice of journalism would be protected from 
corrupting influences by being placed in a trust of some kind. I don't 
know the details or how to get there, but something like the arrangement 
the St. Petersburg Times publishes under. 
“Capitalism is a wonderfully efficient economic system. But like 
teaching children, the practice of journalism isn't necessarily improved 
by the capitalist model. I'd like to see journalism (and public education) 
protected from bottom-line mentality somehow.” 

 
These days, consumers don’t rely solely on traditional media monopolies for information, 
and that’s a good development. But some of the new alternative voices bubbling up from 
“citizen journalists” lack traditional journalism training and also face the same funding 
questions that traditional media face. 
Many sources are experimenting with new methods of crunching data and funding their 
reporting. The data is ubiquitous; adding analysis and meaning to that data is the hard 
part. Actual old-fashioned feet-on-the-street work and interviews with hard questions for 
sources seem to be rare, while easy opinion flourishes from numerous sources online. 
Owning a printing press is no longer an obstacle. Finding the time and having the guts 
and experience and intellect to ask hard questions is.  
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From Boraks, the local Davidson news blogger: 
“One final thought: The operational expenses side of the equation here is 
very simple. It costs practically nothing to run this site, apart from human 
capital. My costs for domain names, web hosting, site tracking, possibly 
eventually an email service will never be more than a hundred dollars a 
month.  It’s my time and the time of my associates that is the big expense. 
How long we do this is entirely depending on how energized or weary we 
become about it.” 

 
Here are some recommendations, for organizations and individuals: 

1.  Look for partners and multiple sources of information. New media 
organizations can learn from the traditional news organizations, finding out more 
about reporting and hard questions, in exchange perhaps for the technical tools 
that the new groups are so good at developing. Perhaps traditional media can 
exchange information or tools with newcomers, instead of spending too much 
time trying to catch up on the technical side. And traditional journalists should 
find more ways to pass on the long-term values of truth, fairness and balance to 
organizations using new methods of sharing information. Consumers should 
remember to get information from multiple sources. If one only relied on email 
bulletins from Outside.In from certain neighborhoods, the crime coverage would 
overwhelm other news and skew one’s perspective on reality. One prolific source 
feeding an aggregator can skew the headlines. Be aware of that and holistically 
examine information from providers. 

2.  Carefully examine the background and funding of partners and sources of 
news. Journalism has always had to worry about losing credibility through guilt 
by association, whether it comes from a newspaper owner or a blogging 
individual or a nonprofit foundation. Beware conflicts of interest, even if it’s just 
making news judgments about a story from which you can later benefit 
personally. 

3.  Avoid partnering or gleaning all your information from sources that seem to 
have a political stance. Or balance them with other partners or sources that lean 
the other way. 

4.  Find multiple methods of funding. Other businesses from freelancers to large 
companies know the axiom that one main income source weakens one’s 
independence and sustainability. It’s past time that traditional journalism 
organizations learn that lesson and actively, consistently broaden their income 
base beyond advertising. 

5.  Consider broader sources for information and encouragement of the people that 
produce it. The federal New Deal model during and after the Depression is 
inspiring for the history it recorded and the creativity it harnessed. Find a way to 
encourage that kind of explosion of creativity now, everywhere, without making it 
too dependent on one particular political party, government entity or new-media 
business. Perhaps fund young people studying abroad more deeply and pay them 
for their writing and photography. 

6.  Keep a close eye on the new experiments, to find out what works, what doesn’t 
work and where individuals’ money – and taxes – should go.  
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7. Remember that quality counts, and reward it. From Picard: “Protestations of 
journalistic purity and piety will produce few results unless they are accompanied by 
true commitment to producing quality material that serves more important interests 
than titillation, voyeurism and sales.” 

 

Conclusion 
With the explosion of experiments in new forms of paying for journalism in the last few 
years, in addition to the readily available history of the newspaper industry, finding 
alternatives to current business models for the industry appears to be an attainable goal. 
Finding the right ways to pay for reporting, analysis and context for ubiquitous data 
could be harder. Individuals likely will differ greatly in their judgments of the right 
moves, and it remains to be seen what the market will reward over the long term. 
The industry has strong values of seeking truth, fairness and balance. Maintaining those 
values in a changing technological climate is a valuable goal, and an attainable one. 
From Meyer, in “The Vanishing Newspaper:” 
 “The most interesting of these new forms are being invented by nonjournalists, and often 
they are ignorant of the culture of truth-telling and fairness that enabled the best news 
givers to prevail. That’s not an insurmountable problem as long as there is enough 
varied experimentation going on to allow truth and fairness to emerge. Natural selection 
will do the job. Maybe we can help it along.” 
 
 
 
 

Works cited 
 
 
“A New Deal for The Arts.” National Archives. 

http://www.archives.gov/exhibits/new_deal_for_the_arts/index.html 

 

Adams, Don, and Goldbard, Arlene. “New Deal Cultural Programs: Experiments in 

Cultural Democracy.” Adopted from an unpublished manuscript originally written in 

1986. http://www.wwcd.org/policy/US/newdeal.html 

 

Ballantyne Daily. Ed. by Brendan. Email correspondence with Andria Krewson, 

November 2007. http://www.ballantynedaily.blogspot.com/ 



Paying for news   17 

 

BBC Charter Review. Ed. by various.  October 2006. 

http://www.bbccharterreview.org.uk/publications/cr_pubs/pub_royalcharter06.html 

 

Calderone, Michael. “Story subjects seed WSJ editor’s nonprofit.” 20 Nov. 2007. 

Politico.com http://www.politico.com/news/stories/1107/6943.html 

 

Center for Independent Media. Ed. by various. Various pages including “About,” and 

“Support the Center.”  http://www.newjournalist.org/ 

 

Colorado Confidential. Ed. by various. Affiliated with Center for Independent Media. 

Page devoted to special project on political polling. 

http://www.coloradoconfidential.com/showDiary.do?diaryId=3126 

 

DavidsonNews.net. Ed. by David Boraks. Email correspondence with Andria Krewson, 

November 2007. http://davidsonnews.net/ 

 

Editor and Publisher staff. “Revenue From Web Sites Remains Small -- But Profit 

Margins Are Swelling.” Editor and Publisher. 7 Nov. 2007.  

http://www.editorandpublisher.com/eandp/search/article_display.jsp?vnu_content_id=10

03669684 

 

 “Etaoin Shrdlu.” Ed. Howard Weaver. 6 Sept. 2007. 



Paying for news   18 

http://editor.blogspot.com/2007/09/are-you-journalist.html 

 

Fuller, Jack. “News Values, Ideas for an Information Age.” Chicago. University of 

Chicago Press. 1997. 

 

Global Voices Online. Ed. by various. Various pages. 

http://www.globalvoicesonline.com 

 

Government Executive.com. “Google moves ahead with plan to open up federal Web 

sites.” Daniel Pulliam, 21 Feb., 2007. 

http://www.govexec.com/dailyfed/0207/022107p1.htm 

 

Keller, Bill. “Not Dead Yet: The Newspaper in the Days of Digital Anarchy.” The 

Guardian, 29 Nov. 2007. 

http://www.guardian.co.uk/media/2007/nov/29/pressandpublishing.digitalmedia1 

 

Knight News Challenge. Ed. by various. http://www.newschallenge.org/aboutknight.html 

 

Kreb, Michael. Facebook message exchange with Andria Krewson, November 2007. 

 

McBride, John. Editor of “Under the Water Tower” blog. Email exchange with Andria 

Krewson,  November 2007. http://www.eliza-blog.blogspot.com/ 

 



Paying for news   19 

Meyer, Philip. “The Vanishing Newspaper: Saving Journalism in the Information Age,” 

Columbia, Mo. University of Missouri Press, 2004. 

 

Mensing, Donica, and Rejfek, Jackie. “Prospects for profit: The (un)evolving 

business model for online news.” nternational Symposium on Online 

Journalism, University of Texas, Austin. 2005. 

http://72.14.205.104/search?q=cache:qpLYy2hf7vIJ:online.journalism.utexas.e

du/2005/papers/mensing.pdf+mensing+jackie+donica+university+of+texas&hl

=en&ct=clnk&cd=3&gl=us 

Omidyar Network. Ed. by various. “About” and “Leadership” pages. 

http://www.omidyar.net/about.php 

 

Outside.In. Ed. by various. “Advertise with us” page, http://outside.in/advertise 

. Blog: http://blog.outside.in/ 

 

Peck, Louis, “Anger in the Newsroom.” American Journalism Review, 

December 1991, http://www.ajr.org/article.asp?id=1498 

 

Picard, Robert G. “Commercialism and Newspaper Quality.” Newspaper Research 

Journal, 25.1 (Winter 2004). 

 

Pro Publica. Ed. by various. “About” page and various others. 

http://propublica.org/officers.html 



Paying for news   20 

 

Project for Excellence in Journalism. “Economics.” The State of the News Media 2007. 

http://www.stateofthenewsmedia.org/2007/narrative_online_economics.asp?cat=3&medi

a=4 

 

Sunlight Foundation. Ed. by various. “About” page and various other pages. 

http://www.sunlightfoundation.com/about 

 

Tampa Bay.com. Ed. by various. “Now you can Google FCAT scores.” 3 Dec. 2007. 

http://blogs.tampabay.com/buzz/2007/12/now-you-can-goo.html 

 

Tout Va Bien. Dir. Jean-Luc Godard and Jean-Pierre Gorin. Criterion, 1972. 

 

Voices from Cornell Abroad. Ed. by various. Jill McCoy page. November and December 

2007. http://commune.cit.cornell.edu/blogs/ca/ 

 

 

 


