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It’s sure not just “shadow a pro,” say college students after 
completing their often-required and definitely recommended 
journalism school internships. 

Whether they spend a summer as a small-town newspaper 
photographer or a semester during the regular school year 
in an advertising agency, they say this real-world experience 
prepares them for a full-time job like nothing they learned in 
the classroom.

“It was three months of writing for the newspaper right 
off the bat, no lowly kinds of tasks,” said Brooke Bates of her 
internship with the Vail (Colo.) Daily.  

Bates, a graduate of Drake University who now is associate 
editor at SmartBusiness Online in Cleveland, found herself 
in the open cockpit of a bi-plane writing a profile about the 
pilot, and on an all-day horseback ride, both enterprise stories 
she suggested to her editor.

“Being able to see how a large magazine works and sitting 
side-by-side while editors made important decisions” were 
most valuable to Tim Magaw, Kent State University senior 
who worked at AARP The Magazine in Washington, D.C., last 
summer as an American Society of Magazine Editors intern.

Not every journalism or mass communications program 
requires its majors to have a supervised work experience like 
this, but many do. (See sidebar) Often these are standard 40-
hour work weeks and can total as much as 400 hours during 
the semester. Some are paid, though others are not.

Even a lack of pay doesn’t stop the j-students from looking 
for the perfect spot to hone skills.

The Lexington (Ky.) Herald-Leader received between 250 
and 300 applications for internships last year, interviewed 100 
and selected 14.

Narrowing down the list was a challenge, said Dori 
Hjalmarson, the paper’s night metro editor and internship co-
coordinator. “But I have a difficult-to-spell name, so anyone 
who doesn’t get that right isn’t going any further,” she said.

Attention to detail is important to Erick Trickey, senior edi-
tor of Cleveland Magazine and that publication’s internship 
coordinator. “One misspelled word in a cover letter or resume” 
is all it takes to lose out with him.

Having a previous internship helps, too, especially if the 
publication is a well-respected daily and can be selective. A 

student who has “even just volunteered for a local weekly 
paper to get clips” makes a difference to Sandra Gadsden, 
assistant metro editor, who works with interns on the St. 
Petersburg (Fla.) Times.  Those with no experience are at a dis-
advantage, she said, although her paper’s recruiters “huddle 
and talk about those who impress us” and sometimes choose 
interns based on more than previous work.

“There’s some kind of ‘x’ factor you can’t quite put in 
words,” Hjalmarson said about selecting the right interns.  It 
can also be a cover letter that is well-written and “surprising.” 
Both she and Trickey warned about using cliché approaches. 
“Make yourself stand out,” she said.	

A successful letter is the foot in the door, but to be a suc-
cessful on the job takes other skills and attributes. 

The best interns for Trickey don’t just want to write and are 
willing “to do less exciting work sometimes.”  That might mean 
calling to verify information for the popular dining guide or 
fact-checking others’ stories.

“Humble and desperate” are words Hjalmarson uses to 
describe a good intern. “You’ve got to realize you have a lot to 
learn.” 

“You have to be a sponge,” said Gadsden, who admits she 
pushes her interns. She wants them to take a “proactive role” 
in their growth and need to “take advantage of the intelli-
gence in the room.”

Not all do that. Every internship coordinator has some 
horror stories to tell: the reporter who quit after three weeks 
with three corrections in the four stories she wrote or the one 
whose damp workout clothes and underwear littered the 
floor around her desk.

“Some are still thinking in a collegiate mindset” where it’s 
pass/fail and all they need to do is pass, Trickey said, “but luck-
ily that doesn’t happen too often.”

In fact, in today’s economy, newspapers in particular often 
rely on interns, especially in the summer. They have A1 pieces, 
right on the front page, or, as Hjalmarson told of one former 
student, “a huge Sunday Arts & Life story” because the intern 
was curious about hip-hop in Lexington, pitched the story to 
the editor and spent time digging for details. 

“There’s lots of pressure on interns to carry the paper,” Hjal-
marson said. “We rely on them to act like real employees.”

This past summer I had 
the opportunity to intern in 
the marketing department 
for a major publishing 
company, Wenner Media. 
Although many may not 
recognize Wenner as a 

company, most are familiar 
with one, if not all, of their publications: Roll-
ing Stone, US Weekly and Men’s Journal. The 
headquarters is located in midtown New York 
City, sandwiched between Times Square and 
Rockefeller Center. It did not take long for 
me to realize that my first task in taking this 
internship was readjusting myself to a new 
lifestyle — a style that was completely dif-
ferent than the one I had been living on the 
north side of Indianapolis, where I grew up. 

It is difficult to define a typical day as an 
intern for Wenner Media. Each day entailed 
different tasks than the day prior. Sure, I took 
on my share of “intern” jobs. I fetched coffee 
for the marketing director — unsweetened 
iced coffee, three-fourths coffee, one-fourth 

non-fat milk, to be specific. But the majority 
of my day consisted of entertaining proj-
ects, such as calling major record labels and 
developing new contacts for Rolling Stone 
employees, or setting up sweepstakes for 
Men’s Journal magazine. I was given the 
opportunity to work alongside professionals 
in the publications industry, from production 
managers to marketing directors to major 
event coordinators. 

I worked hard for three full months. 
However, I did not walk away with any 
money. They did not offer me a job for when 
I graduate. But, I did leave with an incredible 
resume builder. I made a handful of strong 
contacts from three major publications, 
contacts that would not hesitate to vouch 
for my hard work and dedication to Wenner 
Media. I learned more about myself and 
how to direct my future career.  And perhaps 
most importantly, I walked away with more 
knowledge and experience in publications 
than ever before. 
— Michael Guggenheim, senior, Indiana 

University

‘I interned at Rolling Stone. . .’

Terrence Howard, from Hustle And Flow, pitches his 
new album to Jan Wenner, CEO of Wenner Media, dur-
ing a Rolling Stone Celebrity luncheon. 



BALL STATE UNIVERSITY
Few experiences give students more relevant 
and practical training, self-confidence and 
connections than an internship. That’s why 
we require our journalism, advertising or 
public relations students to complete at least 
one internship before graduation. Not all 
schools require this, but we want to make 
sure our majors have benefited from on-the-
job experiences. 

INDIANA UNIVERSITY
Journalism majors may earn a maximum of 
three credit hours for internships. You may 
earn credits all at once or one at a time based 
on the number of hours worked. For each 
hour of credit, you must work a minimum of 
120 hours. You and your internship supervi-
sor determine the number of hours and 
weeks you will work.

IOWA STATE UNIVERSITY
Jl MC 499 is required of all Journalism/Mass 
Communication and Advertising majors. Stu-
dents must complete a 400-hour internship 
in their journalism and mass communication 
or advertising specialization. The course is 
graded satisfactory-fail, based on the em-
ployer evaluation and student report. 

KANSAS STATE UNIVERSITY
An internship offers students a “real world” 
experience that cannot be replicated in the 
classroom. Students in the public relations 
and electronic media sequences are required 

to have at least a one-credit-hour internship 
to graduate. Students in print journalism, 
electronic journalism and advertising are 
strongly encouraged, but not required, to 
do so.

KENT STATE UNIVERSITY
Every student majoring in Journalism and 
Mass Communication completes an intern-
ship (JMC 40092) as a requirement for a 
degree. The internship must be at least 300 
hours of professional work under profes-
sional supervision. That means a newspaper, 
a magazine or a digital news site. On some 
internships, students work for both print and 
digital versions of a publication.

NORTHWESTERN UNIVERSITY
Internships are critical for an aspiring journal-
ist, and it’s never too early to get started on 
your search. Internships provide experience 
and clips that will help you land a full-time 
job.  They are also a great way to explore 
alternate career paths while you are still in 
school.

Since your internship is not a requirement of 
Medill’s curriculum, this course won’t aggre-
gate hours of credit to your cumulative total, 
but it will appear on your official transcript 
and be part of your permanent academic 
record. As an additional benefit, especially 
since this internship is unpaid, the JOUR 388-
0/499-2 course is tuition-free.

SYRACUSE UNIVERSITY
At the S.I. Newhouse School of Public 
Communications, students are strongly 
encouraged to pursue internships. We view 
internships as an integral part of a student’s 
education. They provide our students with 
opportunities to apply their educational 
training in a real world setting. Students at 
Newhouse may apply for a variety of intern-
ships during their collegiate stay.

UNIVERSITY OF IOWA
You are not required to complete an intern-
ship, but the J-School strongly encourages 
you to do so. Professional enrichment is im-
portant in the field so we will assist students 
in the completion of at least one internship 
during their study program.

UNIVERSITY OF MISSOURI
Effective FS2006, students may earn up to 
three credit hours for internships. Internship 
hours count as journalism electives. To be 
eligible, you must have completed at least 
one semester in a sequence in the School of 
Journalism; you must be a student in good 
academic standing; and your internship must 
be pre-approved through Journalism Advis-
ing. (Internships listed under “options.”)

* Retrieved by Kent State graduate student 
Trevor Ivan from university journalism school 
Web sites.

What do accredited J-Schools say about internships?

Alicia Hanger, a Ball State advertising major, completed her internship requirement at Hoosier Park in Anderson, Ind.



When it comes to increasing productivity, I’ve always been a 
fan of the “work smarter, not faster” concept. Using the Web 

has become a key component of our strategy for efficient 
operation on the publications staffs I advise. We love 

using these Web resources because they are free, 
accessible outside the classroom, paperless and 

generally fun or easy to navigate.

News Page designer 
(www.newspagedesigner.com)

Contemporary designs abound at this 
user-friendly site. Page designers 

always come away inspired, and it’s 
so much easier than lugging around 

an expensive coffee table book like 
the SND annual or other books we 

used to collect for ideas. The site 
is hosted by the Sun Journal in 
Lewiston, Maine, and has much 
more than just contemporary 
page layouts. We often browse 
under the portfolios section 
or refer to the section of tips 
that load in article format or 
bulleted lists. Just recently our 
newspaper staff made use of 
the “Focusing on Content” 
article, a find that impressed 
me on this design site.

Adobe Kuler 
(http://kuler.adobe.com)
Perfect for seeing thousands 
of color combinations with 
an intended theme, this site 
has replaced Pantone for us 
as the go-to for yearbook 
color palettes. First-time users 
will want to tour the introduc-

tion (http://www.adobe.com/
products/kuler/) to learn more 

about what this site offers, but 
it’s great for testing potential 

colors and/or getting ideas for 
a new look within your publica-

tion. Upload an image and get the 
exact colors to create a palette — 

it’s easy using their color extraction 
tool. For CS3 users, the Adobe Swatch 

Exchange feature enables you to see or 
test a color feature here and then load 

it directly to your InDesign, Illustrator or 
Photoshop file.

Poynter Online 
(www.poynter.org)

This site has long been a resource for teachers 
and advisers in scholastic journalism, but it’s now 
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reaching students, too. The new redesign (in 
beta form as I write this) showcases content a 
bit differently, but you can follow the links to 
Journalism Education and you’ll see Poynter 
High Story Ideas, a great discussion generator 
for students. The blog-like style and current 
topics are fantastic for newspaper staffers. 
Whether the goal is to find a new story idea 
or just gain insights as to how someone else 
might cover the topic you’ve already chosen, 
this resource is fresh and driven by younger 
contributors. E-mail the links, post a comment, 
search back a few weeks… it’s all there.

Google calendar 
(www.calendar.google.com)
Keep everyone on the same page with this 
free, easy calendar setup. We use one for each 
newspaper production cycle and yearbook 
deadline. Anything that saves paper is worth 
considering, and kids won’t lose a calendar 
that is stored online. The event reminders 
and other simple features go a long way in 
keeping staffers on track. We don’t use the 
cell phone reminders (a bit stalker-like, we de-
cided) but this is a great way to plan your time 
together and share it with everyone involved.

Online test generators 
(http://www.fscreations.com/examview.php 
and others)
A quick quiz over news values, photocom-
position principles, AP style (or whatever the 
day’s topic may be) can sometimes be best 
done online. Kids feel more at ease behind the 
computer because it feels like a game or simu-
lation instead of a formal written assessment, 
and the big win is that sites like ExamView Pro 
do the grading and just shoot an email your 
way with the results via screen capture. Natu-
rally, this method is most helpful for quick and 
low-level assessments because the program 
isn’t equipped to measure higher-level think-
ing like paragraph responses. But sometimes 
it does just the trick. A quick Google search 
yields several similar online programs, ranging 
from free to sky-high prices; ExamView is not a 
free download but is well worth the cost.

Good Tutorials 
(www.good-tutorials.com)
It was just a matter of time before the true 
techies on staff surpassed my Photoshop 
skill level and envisioned images I didn’t 
know how to help them create. They love the 
challenge, though, so I send them to Good 
Tutorials. Online Photoshop tutorials are 
everywhere, but this site is user-friendly and 

the assortment changes regularly. Some are 
applicable to regular images, such as improv-
ing contrast, and others teach complicated 
special effects more likely for one-time use in 
your publication.

Survey Monkey 
(www.surveymonkey.com)
This site, with its free basic membership, has 
revolutionized the way our staffs conduct 
polls and gather data. Long gone are the 
days of walking around campus to pass out 
tiny slips of paper with survey questions and 
counting the answers by hand using a tally 
sheet with tick marks. At Survey Monkey, the 
templates are easy to use and can be custom-
ized quickly to meet our needs. Users can 
determine the number of questions (up to 10 
included in the free basic membership) and 
the type (yes/no, multiple choice, fill-in) as 
well as how long the survey can remain “open” 
to accept responses. We use 5-10 questions 
and allow one week, posting the survey link 
on our school’s Web page. Students post a 
Myspace bulletin with the link and add it to 
their Facebook pages and groups to help 
reach a wider audience. What really makes this 
site is the way Survey Monkey sorts the data. 
No more counting little slips of paper and 
worrying that students might make a simple 
math error, skewing their results. Log in and 
the percentages are all there for you. Done. 

Facebook 
(www.facebook.com)
Sure, it’s blocked at school, but from home 
Facebook is the biggest way our students 
communicate. It only makes sense that we 
use it to our advantage. No, my students and 
I aren’t “friends” (until they graduate) and I 
won’t poke you, send you a puppy or help you 
get flair credits. The editors maintain a group 
page for each staff and use it as a way to keep 
everyone involved from outside the class-
room. But now it has also become an outreach 
tool and way to involve our readers. They post 
photos from team building exercises, trips 
and other memorable occasions (an auto-
matic recruiting tool). The newspaper group is 
working on a countdown ticker to announce 
the number of days remaining until the next 
issue (an idea they borrowed from their sister 
school across town) and the yearbook group 
has links to ordering the book online as well 
as actual yearbook images to entice prospec-
tive buyers. We’re just getting into it enough 
now that we’ll soon be posting our yearbook 
sales “commercials” too.

Naturally, there’s some site maintenance in-
volved, which the editors handle on a regular 
basis. They don’t want drama, gossip or imma-
ture behavior in any of the postings on their 
pages, so they’re always on the lookout … but 
the editors find it fun and easy to maintain 
since they spend so much time online already. 
(Does your state press association have a Fa-
cebook group? What about your publications 
staff alumni?)

News University 
(www.newsu.org)
What an amazing resource and teaching 
tool — this site offers free online classes for 
students and teachers alike. It’s easy to set 
up an account. Enroll in a course together 
and use the site during class time, or give 
a time frame and let students do it on their 
own outside of school. Courses like “Beyond 
the Inverted Pyramid: Creating Alternative 
Story Forms” and “Targeting New Audiences: 
Finding Your Niche” are relevant to all types 
of publications and offer lessons in a user-
friendly visual format. Complete each course 
on your own schedule; start and stop as much 
as necessary. No need for copying handouts; 
everything is there on the screen and with 
examples and extras. More than once after 
using this site at school, I’ve had reports from 
students who have logged on from home to 
view other courses. This resource is also great 
for class periods without the adviser; a substi-
tute teacher may not be trained in journalism, 
and these courses keep students engaged 
and build skills (without busy work) with the 
interactive lessons.

Countless other Web sites make our jobs in 
scholastic journalism easier and better. The 
key is to bridge the gap between “student 
sites” and “teacher sites” so that everyone 
involved with your publication benefits. Want 
to share a site that made a difference to your 
staff? I look forward to reading about it in the 
next issue of Blend.

What’s your favorite site? E-mail Blend at 
blend.mag@gmail.com or visit our new fan page 
on Facebook!

SITES THAT MAKE US HAPPY
by Sarah Nichols • Whitney High School • Rocklin, Calif.



There are larger questions:
• Can the paper run political ads? 
• �Would the staff have to give other political 

viewpoints an opportunity to run an ad?
• Where to find the answers?

The source that comes to mind is the 
editorial policy.

Having an editorial policy, though, does 
not mean it’s the right editorial policy.

Editorial policies, says Mark Goodman, 
Knight Chair in Scholastic Journalism at Kent 
State University and former executive direc-
tor of the Student Press Law Center, are like a 
double-edged sword.

The right ones can protect student jour-
nalists admirably well as several court cases 
have shown. The wrong ones — well, they’re 
worse than no protection at all.

 “If carefully drafted,” Goodman said, “poli-
cies can be used to cut the bonds of censor-
ship. If not carefully worded, however, they 
can ultimately create more trauma for advis-
ers and students than having no policy at all.”

Policies, Goodman said, should be a 
reflection of the publication’s own values and 
commitments. 

“As a result,” he said, “one of the most 
important parts should be statements relat-
ing to the public’s right to know and the 
independence of the student editors from 
control by school officials.  I would definitely 
suggest including a statement that says the 
publication is operating as a ‘designated pub-
lic forum’ with student editors making the 
content decisions.”

A good policy should also clearly establish 
the publication’s role and educational mission 
plus the educational value of student deci-
sion-making, all stated positively. Students 
and advisers who created the policies need 
to understand, and state clearly, that student 
decision-makers accept the responsibility and 
liability for their work, and their learning.

The notion of “forum” means the school 
has given content control, in whole or in 
part, to someone other than school officials, 
in this case student editors, Goodman said.  

Creation of this designated public forum can 
come as school policy or student media be-
ing a forum through practice.

“Thus the importance of policies,” Good-
man said. “If your school has one giving 
student editors content control, that policy 
can effectively exclude your student media 
from the limitations of Hazelwood.”

Courts, at least in the Sixth Circuit (Ohio, 
Michigan, Kentucky and Tennessee), have 
recognized the importance of policies by 
practice, Goodman said. The Dean case in the 
Sixth Circuit is one example where there was 
no board policy but long practice as a forum 
led the court to support student freedom of 
expression. Other relevant cases are the Yeo 
case from the First Circuit and the Wooster 
case from the Sixth Circuit.

Goodman said the best ways to establish a 
forum by practice — in order of importance — 
are:  

• �Publish statements in editorial policies 
and in the pages of the publication.  

• �Avoid administrative prior review, or if 
that review happens, make explicit in 
some official document that it is only 
for informational purposes and not for 
content control.  

• �Make sure there is nothing in writing 
that says the adviser (let alone some 
other school official) has ultimate au-
thority over the content.  

• �Be able to show a history of covering 
controversial issues without any school 
censorship.

“The great thing about a publication’s 
own editorial policy,” Goodman said, “is that it 
can be used as a reflection of practice.  Thus 
the longer period of time statements like the 
ones I’ve just described appear in an edito-
rial policy (and ideally, in the pages of the 
publication itself ), the further they will go to 
establish that the practice is for the publica-
tion to operate as a forum.”

And it’s possible to convert this into an 
official policy at some point.

“The only thing really different,” Goodman 
said, “is to get some school official to sign off 

on their policy statement.”
Ideally, he said, that would be the school 

board, but it could be an individual building 
administrator or even an adviser.  	

“Basically,” Goodman said, “the signature 
of a school official (and date, I’d suggest) 
on a statement that says the publication is 
operating as a designated public forum and 
student editors make the content decisions is 
all you need to meet the policy test for public 
forum status.”  

The difficulty comes if there are contra-
dictory policies.  If, for example, the school 
board has adopted a policy that pretty 
clearly says it isn’t public forum, it’s unlikely 
that policy statements by the building princi-
pal or the adviser can supercede that. 	

“Statements of the highest level author-
ity of the school on the matter are going to 
be the most accurate reflection of the intent 
to create a forum by policy,” Goodman said.  
“But, at least if you’re in the Sixth Circuit, you 
may still have the option of showing public 
forum by practice.”

Oh, by the way, despite some policy-
making groups saying student media cannot 
endorse political candidates or issues, stu-
dent media can publish ads supporting, or 
opposing, political candidates or issues. They 
can also editorially endorse candidates and 
issues.  The key is student decision-making, 
uncontrolled by administrators or other 
school officials.

Questions to answer in policy development:
Given the importance of operating student 

media as designated public forums by policy 
or practice, here are some things to consider:

• �What is the mission of your student media? 
Thorough, accurate and complete reporting 
on issues and events of importance to your 
audiences?

• �What is the role of your media? How will your 
media demonstrate civic responsibility and 
showcase student learning? What is your re-
sponsibility to your audience? To the concept 
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create basis for open forum status 
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t’s 3 p.m. Friday and final page deadlines are in four hours. Designers created space on page 
six for a just-submitted political ad that seems to be an answer to budget problems, but 
that’s not what everyone is talking about.

The staff is divided. Some want to run the ad because it is for their candidate. Others say there has 
to be balance, not one without the opponent’s. Production skids to a halt as the debate heats up.I



of democracy and the public’s right to know?
• �What type of forum do you want to be 

(closed, limited or open) and which model 
brings the best educational benefits to you 
and your audience? 

• �Who makes final decisions of content and 
how does that define responsibility?

• ��Will students agree not to print unprotected 
speech? Why is this important?

• �What’s the role — and the rights — of the ad-
viser? The student staff? The administration? 

• �What is the best way to establish accurate 
and thorough reporting and information-
gathering practices?

• �What is the best way to establish policies 
and practices that demonstrate professional 
standards?

• �What is the best way to know what thor-
ough and professional reporting requires?

Other policy considerations:
In creating the best policy, either by 

policy or practice, consider avoiding:

• �Imprecise language — a classic example is a 
prohibition of “offensive” expression, which 
is not a legally defined term like “obscene.” 

• �Vague obligations of the student staff – “stu-

dents must include opposing viewpoints” 
or “controversial material will be discussed 
with administrators” should be avoided 
because they set undeliverable standards…

• �Wording that calls your media a student 
forum but leaves the final decisions to 
someone other than students.

• �Wording that says your publication’s purpose 
is to promote and encourage school activities.

• �Statements that you won’t publish material  
not generally acceptable (to a school official, 
community or a significant majority or minority).

• �Wording prohibiting association of the 
school with any position other than neutral-
ity on matters of political controversy.

• �Wording that student media should pro-
mote and encourage school spirit and to 
support the best traditions of the school.

• �Wording that the media should promote 
cooperation among taxpayers, parents, the 
school and its students.

Vague, indefinable and unenforceable is 
not good.

What’s at stake in good policy development:
Ultimately, then, what’s at stake in de-

veloping the right policy? It’s far more than 
money from ads.

It’s your credibility, plus:
• �Whether citizens have access to indepen-

dent information that makes it possible for 
them to take part in governing themselves. 
Citizens cannot verify, interpret or act suc-
cessfully on information limited by control.

• �Whether schools develop in the young not 
only an awareness of this freedom but a 
will to exercise it and the intellectual power 
and perspective to do so effectively. Those 
who have been censored and not encour-
aged to think for themselves — or carry out 
research for themselves — will see no need 
to do so.

• �Whether school publications provide 
something unique to a culture: indepen-
dent, reliable, accurate and comprehensive 
information citizens require to be free.

• �Whether students lose belief in an educa-
tional system when they see they cannot 
practice what they are taught. 

• �When schools, as government, misinterpret 
�Hazelwood they teach the wrong civics les-
son by controlling ideas and actions for any 
reason they choose.

continued on next page. . .

Discussing editorial policies might get heated, but taking care of potential issues before they happen will save everyone a future headache.
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• �Whether we reinforce the belief in our 
Constitutional heritage, that citizens can and 
do make educated decisions when given the 
responsibility for those actions. 

Links to court decisions mentioned in this 
article:

The Dean decision
 • ���Dean v. Utica FAQ 

http://www.studentpress.org/nspa/
trends/~law0205hs.html 

• �SPLC summary 
http://www.splc.org/newsflash.asp?id=911 

• �Seattle situation citing Dean 
http://www.thestranger.com/seattle/
Content?oid=167429 

• �Michigan article that drew censorship 
http://www.ajr.org/Article.asp?id=2554 

The Wooster decision
• �http://www.splc.org/law_library.asp?id=35 

(the case itself )
• �Students, school district reach settlement 

http://www.splc.org/newsflash.asp?id=716
• �Wooster decision clarifies censorship guide-

lines http://www.studentpress.org/nspa/
trends/~law0203hs.html 

The Yeo decision
 • �Court refuses to hear advertiser 

http://www.splc.org/report_detail.
asp?id=304&edition=10 

• �Yeo v Lexington 
http://lw.bna.com/lw/19980106/961623.htm 
• School overreaches in banning yearbook 
photo http://www.yeodoug.com/articles/
text/livefree.html 

• �First circuit court decision 
http://www.ca1.uscourts.gov/cgi-bin/geto-
pn.pl?OPINION=96-1623.01A 

Links to other materials and policies:

• ��Link to policy examples, including JEA’s 
model editorial policy,  PowerPoints, articles 
on policy development and other editorial 
policy examples 
http://www.jea.org/resources/pressrights/20
08documents/2008ResponsibleJ/2008princip
le1policies/responjourn1.html 

• �JEA Press Rights Commission’s updated site 
for legal and ethical materials and a newly 
developed section on the principles of 
responsible journalism 
http://jeapressrights.org

	

Helpful legal information

BE
OUR
FAN!

Possible editorial 
policy content

• �Statement of forum status and why 
it is important

• �Positive statement of educational 
value of a free student press for 
students and their communities

• �Protected vs. unprotected speech

• Statement of mission and goals

• �Roles of the adviser, editors and 
administration

• Prior review and why it has no edu-
cational value

• Letters to the editor and process

• Death coverage statement

• Copyright procedures

• Plagiarism and statement for not 
doing it

• Advertising guidelines 

• Photo manipulation statement




