!
|
|
!..
!
{
|

By Hazel Trice Edney
Special to Sentinel-Voice

WASHINGTON (NNPA)
—Los Angeles Sentinel pub-
lisher Danny Bakewell was
forced to challenge a White-
owned public relations firm
last June before the 72-year-
old Black-owned newspaper
was finally allowed to cover
the funeral of Ray Charles.

Freelance photographer
Andre Smith of Detroit was
twice denied access to this
year’s Academy Awards in
Hollywood, although he had
applied to represent five
Black newspapers, with a
combined circulation of
520,000, owned by Real
Times LLC. He was told the
circulation was not large
enough.

Staff photographer Sandra
Sellars of the Black-owned
Richmond Free Press was
barred from covering the
swearingin of Virginia’s first
Black Supreme Court Chief
Justice Leroy Hassell two
years ago, while at least four
White-owned news agencies

were allowed that privilege.

And Kimber, Kimber &
Associates, a Fresno, Calif.,
advertising agency that serves
approximately 250 Black-
owned newspapers. led aboy-
cott of Kohl's department
store in Milwaukee last year
after the store spent $86.4
million in advertising but
none with the Black Press.

This is 21st Century real-
ity of Black-owned newspa-
pers, 178 years after the
founding of America's first
Black newspaper. Freedom's
Journal, by Samuel Cornish
and John B. Russworm.

Some publishers don’t
know where to start recount-
ing the rebuffs.

“Why would I talk about
one incident when [there are]
somany?"” asks Robert Bogle,
publisherof the 121-year-old
Philadelphia Tribune. the
oldest Black-owned newspa-
per in the nation. “The Black
Press of America has been
marginalized as African-
Americans in general have
been marginalized. And
therefore, we are not per-
ceived to have the same cre-
dentials as non-African-
American institutions.”

When Cornish and
Russworm founded
Freedom's Journalon March
16, 1827, they declared, “We
wish to plead our own cause.
Too long have others spoken
for us.”

This week, as Black pub-
lishers of the 200-member
National Newspaper Publish-
ers Association (NNPA) con-
verged on Capitol Hill in
Washington to visit with law-
makers in celebration of

Black Press Week, many con-
cede that after nearly two cen-
turies of fighting for Black
people —from the lynching
and Jim Crow of yesterday to
the police profiling and eco-
nomic inequality of today —
the Black Press has not fought
nearly hard enough for itself.

And there is much to fight
for.

“This is the first time I
have ever known [of] that the
Democratic Party almost to-
tally ignored the Black Press
as far as advertising in its
publications,” says Dorothy
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Leavell, publisher of the Chi-
cago New Crusader. “They
did this targeted kind of ad-
vertising in battleground
states and ignored the rest of
the Black Press.”

Two months before
November’selection, NNPA
Chairwoman Sonny Mes-
siah-Jiles wrote a letter to
DNC Chairman Terry
McAuliffe, pressing him
about ad dollars that he’d
promised the Black Press.

“Well, we are in the final
60 days and there is a lot of
work to be done. Unfortu-

nately, the National Newspa-
per Publishers Association
has not heard from the DNC
regarding its advertising
plans. As aresult, | am send-
ing you the proposal previ-
ously submitted in June, 2004
by the [NNPA] to ensure The
Black Press of America is a
part of the strategic advertis-
ing campaign to educate and
mobilize voters to go to the
polls and vote in November,”
she wrote.

“During a meeting with
the leadership of NNPA,
[Democratic Presidential

Candidate] Senator [John]
Kerry and you both made a
vow to advertise with The
Black Press of America in a
big way. Considering during
the last presidential election,
the Democratic candidate
made a promise to advertise
in Black newspapers and did
not follow through, [ am send-
ing you another copy of our
proposal in an effort to avoid
history repeating itself and
remind you of the commit-
ment.”

According to a January
memo from the DNC to
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NNPA publishers, the DNC
made what it described as *“a
historic investment in Affi-
can-American media, spend-
ing more on African-Ameri-
can print, radio and televi-
sion than ever before.”

But that $3.2 million —
nearly triple what was spent
in 2000 —placed ads in only
half of NNPA newspapers,
amounting to $500,000 or
approximately $5,000 each.
The balance of $2.7 million
was spent between radio,
Internet media and maga-

(See Respect, Page 12)

There’s an easier way to get
money from your home:

a Home Equity Loan from U.S. Bank.

Get money without any hagoling.

The easiest way is a Home Equity Loan from U.S. Bank.

You can get loans up to 125% of your home’s value.

With competitive rates, you'll enjoy an easy way to manage debt, build an addition, or even start a new business.

Plus, the interest on the loan may be tax-deductible.

It’s all backed hy our Five Star Service Guarantee.

No matter what your financial situation, we have the loan option for you.

Take advantage of this offer without the worry of closing costs, points, or fees.
\And keep your worldly possessions.

Go online at ushank.com, visit a local branch,
or call 1-888-444-BANK (2265) ext. 4100
for any other questions.

us

bank

Five Star Service Guaranteed )

*5.99% fixed APR available for terms up to 20 years on home equity loans with a U.S. Bank checking account with ACH and loan-to-value (LTV) of 80% or less.

Higher rates apply for higher LTVs. Minimum loan amount or increase of $10,000 required. Consult your tax advisor regarding deductibility of interest.
On a $10,000, 20-year loan at 5.99% APR, monthly payments would be $71.59. Rates subject to change. Offer is subject to normal credit qualifications.
Some additional restrictions may apply. Not available with other discounts. Home equity loans are offered through U.S. Bank National Association ND. Member FDIC.
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