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I. INTRODUCTION 

For a variety of reasons, weekly and semi-weekly 

newspaper numbers have been on a general decline in the 

United states since they peaked at about 17,000 in 1915 (49, 

p. 37). 

Shifting population patterns and changes in political 

philosophies have marked the beginning of the end for some. 

For others, consolidations and mergers were dictated by 

manpower shortages, technological improvements, or alteration 

in community needs. 

Even since World War II, sometimes considered to be a 

technological benchmark, weekly and semi-weekly newspapers as 

well as daily newspapers have declined in numbers. In ap-

pcoximately 30 years (1946 - 1975), weekly and semi-weekly 

newspaper numbers dropped from 10,810 to 9,330, a decrease of 

14 per cent. During that same period, daily newspaper 

numbers declined 10 per cent—from 2,020 to 1,819 (36, 38). 

In the past five years, however, only minor changes have 

taken place. Daily numbers dropped only 19 to 1,819 while 

weekly and semi-weekly newspaper numbers actually showed a 

small increase, from 9,326 to 9,330 (36, 38). One might con

clude from these figures that the attrition rate for weekly, 

semi-weekly and daily newspapers is beginning to stabilize 
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and may, indeed, have ceased altogether for the non-daily 

group. 

Figure 1 indicates the changing number of weekly and 

semi-weekly newspapers in the United States for approximate 

30-year periods. The number rose from 12,416 to 16,167 be

tween 1888 and 1918, then declined to 10,810 in 1946 and to 

9,326 in 1970. A slight increase to 9,330 took place by 1975 

(34, 35, 36, 37, 38). 

Figure 2 indicates the changing number of daily 

newspapers in the United States for approximate 30-year 

periods. The number rose from 1,515 to 2,465 between 1888 

and 1918, then dropped to 2,020 in 1946 and to 1,838 in 1970. 

By 1975, the number had declined to 1,819 (34, 35, 36, 37, 

38) . 

Insert Figures 1 and 2 about here 

Belief that the attrition of community newspaper numbers 

has bottcmed out and that the trend may be reversing prompted 

Jeffery Van in Publishers Auxiliary to suggest that weekly 

and ssmi-weekly newspapers in the nation are enjoying a 

resurgence (60, p. 1). He wrote that a part of the reason 

for this reversal and the mild upturn in numbers is that 
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community newspapers are in the inviting position of being 

able to take fullest advantage of technological breakthroughs 

in photo composition and in centralized offset printing. 

Larger newspapers, such as metropolitan dailies, find it more 

difficult to generate production efficiencies and operational 

economies by such methods. 

Centralized printing, for example, is not feasible for 

groups of metropolitan dailies, though it may be a boon to a 

group of community newspapers. Centralized printing is a 

term accepted in the newspaper trade as meaning a central 

plant in which a number of newspapers are printed. Freguent-

ly the plant is jointly owned by those newspapers printed 

there. In ether cases, one newspaper or corporation owns the 

central plant and sells its production services to the 

others. Because of their geographical separation, large 

circulations, and more frequent publications, larger daily 

newspapers obviously could not share such facilities. 

One national survey (60, p. 1) indicates that about 

ninety p^r cent of the weekly newspapers and only about two-

thirds of the dailies queried were being printed by the 

offset method. Those daily newspapers printed by the HC-re 

advanced offset method were, for the most part, the smaller 

dailies--in the und®r 25,000 circulation class. Larger daily 

newspapers, seme of which are able to take advantage of 

computer-assisted photo composition savings, find it 
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impractical to consider offset printing because of their long 

press runs. 

In th® past three decades of declining newspaper 

numbers, the downward trend has not been common to all areas 

of the country. As might be expected, population growth 

states generally have shown increases in newspaper numbers 

while in states where populations have stabilized or grown 

only moderately, newspaper numbers have declined. California 

weekly and semi-weekly newspapers, for example, increased in 

number from 561 to 735 between 1946 and 1975 while numbers of 

daily newspapers in the Golden State rose from 124 to 137, 

Florida weekly and semi-weekly newspaper numbers grew from 

142 to 182 while dailies increased in number from 38 to 57. 

On the other hand, in the moderate growth or population 

stable states newspaper numbers have dropped. Typical in 

this classification is Minnesota with a weekly and semi-

weekly newspaper number decline from 431 to 383 and a daily 

newspaper number drop from 33 to 29 in the three-decade era. 

Also somewhat typical is Wisconsin which showed a weekly, 

semi-weekly decline from 317 to 287 and a daily decline from 

44 to 36s lova daring that same period had a weekly, semi-

weekly number drop from 429 to 390 while the number of its 

daily newspapers declined from 43 to 41. Nebraska's weekly 

and semi-weekly numbers shifted from 285 to 213 while it also 

lost five daily newspapers in the period, from 24 to 19. 
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But population is not the only determining factor in the 

measurement of the decline or rise of newspaper numbers. Two 

states with population losses between the 1940 and 1970 U.S. 

Census reports showed essentially the same trends in 

newspaper numbers as did two states with sharply growing 

populations during the period. 

Weekly and semi-weekly newspaper numbers in North Dakota 

declined from 118 to 90 while daily newspapers dropped from 

12 to 11. In Arkansas, a second negative population growth 

state, weekly and semi-weekly newspapers declined between 

World War II and 1975 from 149 to 124 while daily numbers 

actually rose from 33 to 34. 

New Jersey, which had about a 75 per cent population in

crease between 1940 and 1970, showed a weekly, semi-weekly 

newspaper number loss from 286 to 268, but gained one daily 

newspaper in the 1946-75 period, 32 from 31. Maryland had 

about a 115 per cent population increase but lost six weekly 

and semi-weekly newspapers, from 88 to 82, while gaining one 

daily newspaper in the three decades, from 12 to 13. 

k study of newspaper starts and suspensions by Wallace 

Eberhard may provide a clue to the apparent enigma of 

declining newspaper numbers in one classification while 

newspaper numbers rise in another, both within the saas 

geographical area. At least in the daily newspaper field, 

opportunities appear to be more lucrative in the small 
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circulation, small community category, in those communities 

under 25,000 (11, p. 117-120). 

Eberhard suggests that while a few larger circulation 

newspapers have ceased publication in recent years, a number 

of publishers are enjoying success by starting up smaller 

circulation daily newspapers. Thus, the numbers of 

newspapers are remaining fairly constant while the average 

reader numbers, or circulations, are declining. 

This position is further reinforced by information in a 

Hay, 1976, Wall Street Journal article which outlines the 

failure of newspaper sales since 1950 to keep pace with U.S. 

population growth, weekday sales of all English-language 

daily newspapers totaled slightly over 60 million copies in 

1975, down nearly four per cent from a peak of about 62.5 

million copies in 1973 (27). 

Determining factors for survival of newspapers, then, 

are not related to population alone. It's clear that 

newspaper numbers sometimes decline in population growth 

areas and sometimes rise in declining or stable population 

areas. Ability to adapt in an atmosphere of inexorable 

change would seem to be a more likely determinant of 

newspaper survival than would area population trends, 

à newspaper in a community which has just lost its major 

source of employment, a factory which could not meet environ

mental protection standards, for example, faces a survival 
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threat. Or a publication with sloppy bookkeeping or unreal

istic cost accounting methods may find its days numbered. 

k less obvious, more subtle threat to survival faces all 

community newspapers. That is the competition for attention 

and time in today's relatively affluent society. Writers 

John Hulteng and Boy Paul Nelson point to the development of 

radio and television and to the pronouncements of "prophet 

Marshall McLuhan" who predicted "electronic tribalism" would 

celebrate the death of print media as confirmations of such a 

threat (22, p. aO) . 

In the case of the newspaper serving the community with 

its closed factory, one path to survival could be opened by 

interpretive reporting which provided extensive information 

on community problems and issues and offered alternative 

proposals for solution. That newspaper would explain fully 

to community readers the economic consequences of the factory 

closing, possible remedial actions, and the community 

resources available for carrying out such actions. Obvious

ly, tho publication with the careless or inept bookkeeping 

can improve its position with replacement or training of the 

present accountants» Cosinunity newspapers concerned with 

meeting the competition for reader time need to do a better 

job of what they're in an ideal position to do. The kind of 

depth reporting that only the print media can provide is 

increasingly needed and wanted by a substantial number of 
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news consumers as the day's events become more complex and 

difficult to understand, Hulteng and Nelson affirm (22, pp. 

40-41). Too, the newspaper holds a compelling advantage be

cause it becomes a permanent report that can be consulted at 

the convenience of the reader and referred to again later if 

necessary. 

The needs of today's community newspapers, then, are 

identified in this study as those adaptive responses which 

can be made to the changes posing survival threats to the 

weekly and semi-weekly press. A need for interpretive re

porting skill is evident in the case of the closed factory 

newspaper. A need for improved bookkeeping and accounting 

practices is evident in the case of the publication with 

sloppy bookkeeping. Needs for sharper writing skills and 

more attractive photography and layout among others must be 

met if community newspapers are to compete successfully for 

readers' time. 

Since a heavy percentage of community newspapers are 

members of their state press associations, the managing 

directors and executive secretaries of such agencies ought to 

be in a position to specify what the sost critical needs are» 

Their responsibilities bring them into regular contact with 

the association membership and in a favorable position to 

view actions for change and the resulting conseguences. 

These observations over time provide press association 
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managers with the background for judging the effectiveness or 

ineffectiveness of various newspaper practices. 

Coupled with individual experiences in their own states 

are the shared experiences most press association managers 

have with other association managers and executive 

secretaries. Most state press association managers belong to 

the national organization. Newspaper Association Managers, 

Inc. Through the exchange of state bulletins, convention 

programs, management ideas, and trade information, state as

sociation managers can often view a parochial problem from a 

broader, more national perspective. 

On the premise that continuing education is the key to 

coping with change, many state press associations individual

ly sponsor conferences, seminars, or short courses for 

newspaper personnel in their states. Such informal 

continuing education programs cover a number of topics rang

ing from newswriting to new technology, from advertising 

sales to newspaper layout and design. In many cases, 

journalism schools or departments of journalism in nearby 

universities cooperate with the associations in sponsoring 

such programs. In sose, th«? journalisa schools or 

departments initiate the workshops or seminars on their own. 

In many states, mechanical conferences and photography 

workshops are sponsored by equipment suppliers either with or 

without co-sponsorship of the press associations. 
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For example, the Kentucky Press Association sponsored 

two state conventions, two regional meetings, two circulation 

meetings, and ten district meetings in a one-year period. 

Topics varied according to the needs and wishes of attending 

newspaper personnel. The Illinois Press Association co-

sponsored a newswriting seminar with the University of 

Illinois at nrbana. In Iowa, Iowa State University's 

Extension Service through the University's Department of 

Journalism and Mass Communication sponsors a series of 

regional seminars for the state's weekly and semi-weekly 

newspaper personnel each year. 

In some cases, press associations join hands in 

sponsoring conferences and workshops. Louisiana and 

Mississippi press associations held a joint photography 

clinic, six state newspaper associations held an advertising 

workshop at Lacrosse, Wisconsin, and the Iowa, Minnesota, and 

Wisconsin associations joined in sponsoring a web offset 

seminar. 

Workshops and seminars are popular with other newspaper 

groups. For example, the Inland Daily Press Association, 

Chicago. Ill,, annually sponsors a three-day advertising 

workshop. The 1976 meeting attracted representatives from 37 

newspapers. The American Press Institute, Beston# Va,; now 

in its 31st year, held its first seminars for weekly 

newspaper executives in 1975-76 and planned two more in 1977. 
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Among others with equally successful annual seminar programs 

are the Southern Newspaper Publishers Association, Atlanta, 

Ga., and the Western Newspaper Foundation, Los Angeles, 

Calif. Their continuing education program topics have ranged 

from advertising and circulation to suburban newspapers, 

governmental affairs, and newspaper management. 

But whatever the newspaper-related program or its 

sponsorship, press association managers, as a general rule, 

are directly or indirectly associated with newspaper 

seminars, short courses, or conferences held in their states. 

Through contacts with these association managers, 

through an examination of recent seminar, workshop or short 

course topics, and through meetings with leading state 

publishers, a list of practical topics can be developed. 

These topics, in turn, are appropriate themes for programs to 

help newspaper personnel improve their skills and/or their 

products. 

Such programs might take the form of a panel discussion, 

a film presentation, an illustrated lecture, a demonstration, 

printed worksheets, programmed instruction, or individualized 

learning packets: The topics themselves, once selected, can 

be presented to the press association managing directors and 

executive secretaries tor their consideration as likely short 

course or workshop topics best meeting the needs of newspaper 

personnel in their states. 
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Additionally, such short course, workshop, or seminar 

topics can be divided into two categories: reader-oriented 

and newspaper-oriented. Although one might argue that any 

topic conceivably could benefit both the reader and the 

newspaper, some topics are more directly attuned to the bene

fit of the reader and others more directly to the benefit of 

the institution, or the newspaper. 

This reader-newspaper dichotomy or bifurcation is simi

lar to the idicgraphic-nomothetic division of educational 

administrators suggested by Knezevich (29, pp. 102-103), 

Idicgraphic administrators, Knezevich writes, are more con

cerned with the needs of the individual within an organiza

tion while a nomothetic administrator stresses the 

requirements of the institution over those of the individual. 

Such topics as newswriting or photography, for example, 

would more immediately and directly help the reader with 

livelier, clearer, and more understandable news stories and 

pictures. On the other hand, such topics as bookkeeping and 

advertising sales would more immediately benefit the 

newspaper organization itself. 

Ths characteristics of the states in which press associ

ation managers are located might affect their choices of 

topics which, in their opinion, would best suit ths needs of 

newspaper personnel in their states. Could one assume that 

association managers from densely populated states perceive 
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the needs of newspaper personnel in their states to be dif

ferent from those residing in more sparsely populated states? 

Would newspaper personnel needs in states with high 

agricultural incomes be perceived to be different from those 

in states with high manufacturing incomes? 

If significant differences in perceived needs of 

newspaper personnel between states should surface, then what 

state characteristics or demographics contribute to those 

differences? If significant differences do not appear, then 

are the needs cf newspaper personnel in an industrialized 

seaboard state essentially no different from those in an 

agricultural inland state? whatever the case, the findings 

from such examination should be meaningful to persons or 

groups interested in developing programs to upgrade the craft 

or the product cf community journalism. 

In no other study, to the writer's knowledge, have such 

questions been raised. Thus, this study was launched to de

termine what state press association managers perceive to be 

the most appropriate continuing education topics for meeting 

needs of newspaper personnel in their states, those topics 

most likely to help coamunity newspapers successfully face 

the inflexible forces of change. 

Secondly, and of equal interest to the writer, was the 

study's concern for discovering differences, if any, in the 
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responses from press association managers representing states 

with differing demographic characteristics. 

The questions which seemed to the investigator to 

present the most challenging search for answers were those 

which ultimately were adopted as hypotheses for the study: 

1) Press association managers representing states with 

comparatively more weekly and semi-weekly newspapers per 

person will select more newspaper- than reader-oriented short 

course and seminar topics as those best meeting the needs of 

newspaper personnel in their states. 

2) Press association managers representing states with 

comparatively more daily newspapers per person will select 

more newspaper- than reader-oriented short course and seminar 

topics as those best meeting the needs of newspaper personnel 

in their states. 

3) Press association managers representing states with 

comparatively mere concentrated populations will select more 

newspaper- than reader-oriented short course and seminar 

topics as those best meeting the needs of newspaper personnel 

in their states. 

k; Press association managers representing states with 

comparatively more farms per person will select more reader-

than nëwspâpêE-ôEi^ntâd short course and seminar topics as 

those best meeting the needs of newspaper personnel in their 

states. 
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5) Press association managers representing states with 
i 

comparatively mere weekly and semi-weekly newspapers in rela

tion to daily newspapers will select more reader- than 

newspaper-oriented short course and seminar topics as those 

best meeting the needs of newspaper personnel in their 

states. 

6) Press association managers representing states with 

comparatively larger agricultural incomes in relation to man

ufacturing incomes will select more reader- than newspaper-

oriented short course and seminar topics as those best 

meeting the needs of newspaper personnel in their states. 

Finally, a set of learning packets or sound-on-slide 

packages should be developed as devices for helping upgrade 

the skills of practicing community newspaper personnel or for 

introducing such skills to personnel new to the job or 

considering the field as a vocation. Topics for the packets 

would be selected from (a) the results of this study, whose 

basis is a questionnaire administered to press association 

managers to learn their perceptions of topical needs for 

newspaper personnel in their areas, and (b) from the writer's 

persons! esagrisnces as a community newspaper 

editor/publisher. 

Such eapsulizeu learning packets or mini-courses would 

serve as nuclei for workshops, seminars, or short courses 

held for community newspaper personnel. Likely sponsors of 
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such conventional programs ar»= the press associations and 

universities which have departments or schools of journalism. 

The packets, however, also would be used by individuals 

as s«lf-contained instructional units. An individual 

publisher or group of publishers, for example, could arrange 

for in-plant audio-visual sessions on advertising sales, or 

publishers with new personnel involved in page paste-up would 

find it advantageous to arrange in-house showings on 

newspaper layout and design. 
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II. LITEBATUEE REVIEW 

By necessity, much of the literature reviewed dealt with 

a secondary purpose of the study—the development of the 

sound-on-slide learning packets or mini-courses for presenta

tion to community newspaper personnel. Because of the 

uniqueness of the study, only research and publications 

tangentially related to the topic could provide worthwhile 

informational support. 

Source of the demographic data used in development of 

the treatment groups or independent variables was Ayer, 

oldest and one cf the most prestigious newspaper directories 

(38). Although some of Ayer's figures fail to mesh with 

those of other sources, they were used in the interest of 

consistency and with ths belief that figures from other 

sources would indicate essentially the same trends and 

relationships if used to make equivalent comparisons. As an 

example of such discrepancy in data from other sources, the 

American Newspaper Publishers Association (ANPA) reports only 

1,750 daily newspapers in 1975 (15) compared to the 1,819 re

ported by the flyer's directory. 

Development of the questionnaire objectives and the con

struction of the questionnaire itself were aided by 

references to the works of Borg and Gall (3) and of Stanley 

and Hopkins (51). 
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Statistical measurement guides were derived from 

Snedecor and Cochran (50). For the statistical analysis of 

the data. Statistical Package for the Social Sciences (SPSS) 

(33) and Omnitak (6) were used. 

But, while the bulk of the effort in the study went to 

drawing and administering the guestionnaire, tabulating 

results and statistically analyzing and interpreting those 

results, most of the literature examined dealt with learning 

approaches, particularly as they related to the concept of 

unit packages, mini-courses, or packages dealing with learn

ing at levels beyond formal educational planes. 

Postlethwait (42) is considered by some to be the father 

of audio-tutorial approaches to independent study. He writes 

that such study is effective only to the extent that the 

learner does the learning himself. The student, or learner, 

should be as actively involved as possible in the learning 

activities. Bead (43) reinforces the position of 

Postlethwait by suggesting that participation by the learner 

assists learning and that it is better for the instructor or 

instruction packet to show how to do things than to tell how 

to do thea. 

Such participatory learning experiences are sometimes 

referred to as «Kperential learning. The noted psychologist 

and educator Carl R. Rogers (44) referred to such learning as 

that in which the element of meaning has been built into ex
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perience. He argued that this type of learning took place 

most effectively when the individual was placed in a position 

face-to-face with a problem personally meaningful to him or 

her and a situation in which he or she was individually in

volved enough to want to find a solution. 

Others have also suggested that persons in real contact 

with problems which they deem to be personally relevant will 

want "to learn, to grow, to discover, to create, to become 

self-disciplined" (32) . In addition to being experential, 

learning to be effective must also be "self-initiated," some 

educators suggest. Self-initiated learning is that in which 

the student or learner participates responsibly in the learn

ing process. This type is the most lasting and pervasive 

(32, pp. 119-120). 

Many studies on the effectiveness of career education, 

adult education, or continuing education programs have ap

peared in the literature. Although such programs often are 

developed with differing name tags—adult education, 

vocational education, or continuing education--they usually 

follow a general pattern of usage and purpose, worthington 

(61) discusses the fundamental concept of career or 

vocational education. 

He suggests that "all (such) educational experiences^ 

curriculum, instruction and counseling should be geared to 

preparing each individual for a life of economic 
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indepandence, personal fulfillment and an appreciation for 

the dignity of work." His home-community based model was de

signed to enhance the employability and career options of 

out-of-school adults and was expandable to include job 

training through such traditional media as magazines and 

newspapers, 

Worthington's model was much like the model of a mathe

matics television program for teachers studied by Obliger 

(39). In Obligeras study, it was found, as might be expect

ed, the more programs a teacher viewed the better he or she 

scored in an evaluation test on mathematical concepts. But, 

if the teacher viewed the television program in a supervised 

discussion group, he or she made still a better score on the 

evaluation test, statistically significant at the .01 level, 

A somewhat similar study was conducted in a six-state 

mountain region in the Western United States where a 

continuing education program was launched to keep physicians, 

nurses, medical technologists, medical records technicians, 

and dietitians abreast of new developments in medical sci

ence, Denne and others (9) studied the educational open-

circuit television programs ussd in the aosntain region and 

suggested that audio recordings and/or audio tape-slide 

programs could serve the same purpose at both a lower cost 

and a higher level of satisfaction for the participants. 
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"To do thp same old thing in bigger and better ways does 

not, in and of itself, bring about any change in behavior," 

the authors of the study said. 

Ose of radio and television for continuing education 

programs was also examined by Everly (14) who found that per 

participant costs for radio programs were nearly double those 

of television. Both, however, were high—$13,15 for 

television and $25.86 for radio. He found the need for in

teraction among participants varied according to the individ

ually identified goals of the participants. The more specif

ic the goal and the more highly motivated the learner, he 

found, the less need for interaction with other learners, 

k federal study of adult vocational education programs 

(53) suggested why adults enroll in continuing education 

courses, k study of adult students in Cleveland, 

Philadelphia, and San Francisco indicated that 60 per cent of 

those taking courses were employed. Thirty-five per cent 

were searching for jobs, 28 per cent were interested in 

upgrading their skills, 18 per cent were personally interest

ed in the course in which they were enrolled, and the 

resaindar of those gnrolled were taking courses for other 

reasons. 

The balance of interest is evident from a look at course 

enrollments by curricula in the three-city study. In 

Philadelphia, 15 persons were enrolled in photography, 13 
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persons were enrolled in offset camera studies, 166 in radio 

and television, 33 in linotype operation, and 24 in offset 

press operations. In San Francisco, six adults were enrolled 

in a graphics arts course, 105 in a composition-typewriting 

course, 77 in cffsat press operation and production, 27 in 

camera preparation, and 11 in offset printing paste-up. 

If we are to place any confidence in sociologists who 

indicate the average person of today will be retrained in 

three jobs during his lifetime or in other writers who decry 

the fragmented society of the United States because of its 

nomadic bent, then continuing education programs assume an 

ever important role. Packard (40) says that the nation's 

mobility is generated not only by job transfers and Boves but 

by "a generalized yen to be on the move." Some of the 

movement from job to job and from place to place is in search 

of physical pleasure or self-improvement. But, some of it, 

he asserts, is also the result of "a quick inclination to 

escape frustration." 

An Iowa study of newsroom competencies and staffing (46) 

indicates a need for training or retraining of personnel in 

daily newsrooms because of their high employee turnover rate. 

The authors found that 20 per cent of the newsroom personnel 

of Iowa's 40 daily newspapers had been on the staff less than 

one year and 50 per cent less than three years. Only three 
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of five staffers had previous newspaper experience before 

taking their jobs. 

The study found that about two-thirds of Iowa daily 

newsroom employees had college degrees, but about one-third 

of those with degrees had majored in fields other than 

journalism. 

Can a case be made for developing learning packets 

consisting of filmstrips or slides as minicourses to upgrade 

the skills of newspaper personnel? Jamison, suppes and Hells 

(23) surveyed the literature on the effectiveness of tradi

tional instruction, instructional radio, instructional 

television, programmed instruction, and computer-oriented in

struction. They found that students learn effectively from 

all media and that relatively few studies indicated any sig

nificant difference in one over another or of one variant of 

a medium over another. In support of filmstrips or slides as 

learning devices, one writer suggested, "And, best of all, 

our students can be helped to enjoy learning without 

suspecting how much they are learning" (8). 

Where would professionals prefer to obtain continuing 

éducation materials? The Intersosatain Regional Medical Pro

gram study (9) showed physicians preferred to receive their 

information first through journals and other publications and 

secondly, through postgraduate continuing education courses. 

Conventions were ranked third by the doctors, local hospital 
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programs fourth, audio digests fifth, and state and county 

medical society meetings sixth and seventh, respectively. 

Television programs were relegated to the last position by 

the physicians, 

At least three Iowa State University studies found some

what conflicting results from "packaged" learning 

experiences, Felton (16) found that cognitive learning from 

exposure to conventional instruction was significantly higher 

after a six months' period than from learning packages. His 

data also suggested that learning packages were less effi

cient than professor-oriented instruction, but were also less 

costly. 

On th= other hand, Tien (56) compared teletutorial 

instructional methods with conventional lecture methods and 

found no significant difference in terms of providing learn

ing experiences. Likewise, there was no difference in stu

dent preference, her study indicated. 

ft study by Bide (12) concluded that there was no signif

icant difference between audio-visual instructed student 

learning results and those from conventional instructional 

methods ifi engineering graphics. Students, howe-e-, appeared 

to prefer the more innovative method, Eide reported. 

Audio-visual program instruction, however, does ênjôy 

widespread acceptance on a number of campuses and in many 

subject areas in higher education, Heckinger (21) writes 
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that audio-visual programs are used in chemistry studies at 

Clemson and Auburn universities, in psychology at Cincinnati, 

in geology at Ohio State and Michigan universities, in 

geography at Wisconsin, in sociology at Columbia College, 

Missouri, and in western civilization at Southwestern 

Michigan. American Airlines also uses such programs for 

training its flight crews in Dallas, Texas, he said. 

Some of the characteristics of such a learning system- or 

program are outlined by Stuart and Rita Johnson (2U, p. 68). 

The program system can integrate several different forms of 

material, it is self-contained, it may be stored and used 

repeatedly, it is individualized in that a student may pick 

and choose or modify the sequence or content, and the infor

mation can be made meaningful to the student by associating 

the packet with his interests and needs and by interaction 

individually or in groups. 

Talbert (55) emphasizes a basic concept which underlies 

the use of the learning packages with the admonition that 

students learn tetter if told what it is they are to be able 

to do as a result of the learning experience. He also sug

gests that thsy Isarn better expsrentially and retain what 

they learn if they are asked to demonstrate that they are 

able to perform a learned task. 

A learning package is, thus, different from a set of 

programmed activities which may or may not require involve-
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ment by tha student or interaction with the instructor and/or 

his peers. Such interaction, Jones (25) suggests, permits 

the student to t*st notions, concepts, and attitudes which 

have bsen defined internally. He says each learning activity 

package should bring the student toward an understanding of a 

single concept when he has met a set of specific objectives. 

Determining the objectives with respect to the needs of 

the learners to be involved is the first step in the process 

of developing a learning program. Hartley (20) writes. Other 

steps are preparing materials to help the learner to achieve 

the objectives; analysis of the subject matter, the task and 

the behaviors reguired; determination of strategies for 

presenting the material; and evaluation of the results. 

Mager, of course, considered by many to be the father of 

preparing instructional objectives, would not minimize the 

importance of the other steps in the process. But, he would 

assuredly reiterate the concern for making an instructional 

objective describe an intended outcome, rather than an empha

sis on content of the learning material (30). 

Unfortunately, Mager says, educational units are rarely 

prepared in response to these questions: 

1. What is it that we must teach? 

2. How will we know when we have taught it? 
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3, What materials and procedures will work best to 

teach what we wish to teach? 

But they should be! 

In a related vein, Markle's principles for linear pro

gramming suggest, first, that in order for learning to occur, 

the student must respond or do something active; and, second

ly, if a student must respond to learn, then it may also be 

that the student will learn the response that he makes (31), 

Finally, Markle follows with a third principle of learning, 

which needs to be built into any successful learning packet, 

she says. She calls it "knowledge of results," Students, 

after responding, must be able to compare the answer given 

with thm answer provided by the programmer. Without such 

knowledge of results, the student is kept from the "reward" 

of a correct response or the alteration in his or her 

thinking if the response is incorrect. 

In summary, then, the literature appears to indicate the 

following points which most directly affect this study: 

1) A need exists for continuing education programs. 

2) Participants in such programs are motivated by a 

desire either to develop skills for a nea vocation or to 

upgrade skills for present job improvement. 

3) The model, format, or methological approach employed 
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in the learning situation does not significantly affect the 

results. 

U) what is important is that learners must be actively 

involved in the learning task. 

5) Such experential or participatory learning is even 

more effective when the task or situation is individually 

meaningful to the learner. 

6) Interaction between ths student and the instructor 

or between the learner and his peers enhances learning. 

7) Specifying the intended outcome of the learning ex

perience, preparing and analyzing the materials for learning, 

determining the presentation strategy, and evaluating the 

results necnssary steps in the development of packets or 

mini-courses for learning. 

Because this study is based on the presumption that 

continuing education programs of one kind or another can help 

newspapers cope with or adapt to change, an examination of 

the newspaper profitability-performance question is in order. 

Does a profitable newspaper serve its community better? Is 

a newspaper which serves its community well a more profitable 

newspaper as the result of such service? 

Much like the chicken and the egg question, the 

profitability-performance question has supporters in both 

camps. Kennedy writes the obvious in his book on community 

journalism that "no newspaper can continue to publish the 
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news, pictures and advertising of a small community unless 

that paper also shows a profit" (26, p. 19U). The secret, he 

says, is to strike the difficult balance of making a business 

profitable and a newspaper excellent without having the two 

interfere with each other. 

Theodore Peterson warns that "some publishers do show a 

deeper concern over what paper costs than what they print on 

it..." but that most publishers have a greater sense of 

public responsibility than most of their critics give them 

credit for having (U1, p. 8). Ben Bagdikian points out that 

new technology has resulted in mechanical efficiencies and 

increased profits for many newspapers and that these are im

portant factors- but not the only ones. "The real power in 

new technology," Bagdikian writes, "does not lie in particu

lar gadgets, but in the conceptions men have of their uses. 

The guality of life must be a part of this conception" (2, p. 

413) . 

Newspaper income, especially in the weekly field, is 

showing increases. According to Ted Serrill, executive vice-

president of the National Newspaper Association, total weekly 

revenues increased four per cent in 1975 to $1.8 billion. In 

1974, gross income of the weeklies had increased eight per 

cent over the previous year. The 1973 increase was 14 per 

cent (47, p. 1). Grotta suggests, however, that newspaper 

advertising and circulation income as a share of the total 
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national effort has shown a decline since 1950. "If the 

newspaper is to survive in the decades ahead," Grotta 

reports, "it must do so on the basis of offering the consumer 

a product which fulfills the needs of the consumer" (19, pp. 

498-502) . 

Advertising, as a general rule, provides about two-

thirds of the gross income for most newspapers and 

advertisers, obviously, do not buy space to support the 

publications. They buy space to do a selling job. That the 

media are kept alive or made more financially secure by such 

purchases is only incidental. But, it is logical to assume 

advertising that sells must be placed in newspapers which 

have consumer acceptance and such acceptance only ccmes to 

publications close to the needs and feelings of the 

communities they serve. Thus, it can be argued, 

profitability and performance are related. 

On the other hand, Emery, Ault, and Agee would argue 

that a correlation between the two does not always exist. 

Newspapers do not necessarily increase in excellence as they 

grow or increase in profits. "Some of the finest, best 

edited and most influential papers in the country," they 

write, "have relatively small circulations" (13, pp. 

161-162) , Hulteng and Melson (22, p. 162) would also argus 

that there is no relationship between profitability and per

formance. They cite the case of Life magazine, which like 
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Look and Saturday Evening Post, closed its doors in the past 

decade. Life writers had exposed the Mafia in a series of 

hard-hitting, well-researched articles, Hulteng and Nelson 

report. The magazine's staff had also uncovered the 

questionable association of a supreme court justice with a 

large foundation and brought to the public's attention the 

misuse of political contributions by an industrial state's 

governor. Despite these signal répertoriai efforts. Life 

failed economically. 

These nationally circulated magazines were different 

from community newspapers in many respects. Yet there are 

significant common problems and concerns for survival from 

which to make comparisons. 

Although there may be no clear or explicit resolution of 

the question of relationship between press performance and 

press profitability, it's safe to say that there can be no 

long-lasting performance without profitability. On that 

basis, it's likely to be safer to join the Bagdikian and 

Grotta camp which supports the thesis that newspaper person

nel must show concern for the needs as well as the quality of 

life of their ccnsuraers, if their publications an# to 

survive. 
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III. METHODOLOGY 

Managers and executive secretaries of the majority of 

the nation's press associations provided a major part of the 

data used in this study, A questionnaire with a cover letter 

and a stamped, addressed return envelope was mailed to 48 

press association managers and executive secretaries in Sep

tember, 197%, (See Appendix.) The questionnaire sought in

formation on any continuing education programs held for 

weekly and semi-weekly newspapers in their areas and, in 

their judgment, which program topics or subjects best met the 

needs of their state's newspaper personnel. Additional 

questions dealt with attendance at such programs and comments 

the association managers wished to make on bringing useful 

information and ideas to the nation's weekly and semi-weekly 

press. The mailing went to a list of members of Newspaper 

Association Managers, Inc., as of June 30 of that year. 

Follow-up letters to 16 associations were mailed in Oc

tober, 1974, A third letter was sent to five press 

associations in November, 1974, These letters were supple

mented with telephone calls and by March, 1975, responses 

were recorded from all associations. 

Data from only 40 of the original 48 press associations 

were used in the study. One press association was no longer 

active in the national organization. The secretary of anoth
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er retarnei the questionnaire with the comment, "I have read 

through your questionnaire and am sorry to report that 

'stagnation' best describes the scene here in ." 

Also missing from the original 48 mailings is an association 

whose manager said he had assumed his post too recently to be 

able to make meaningful judgments on the responses sought in 

the questionnaire# 

Data from the New England press association were dropped 

from the study because the association has membership from 

six northeastern states, but does not represent all weekly 

and semi-weekly newspapers in the six. No method for 

extrapolating such data as population, area, number of farms, 

agricultural income, or manufacturing Value-added income 

could be determined. Thus, the data from the New England as

sociation as well as that from associations representing 

states which had members in the Hew England association were 

not used. 

For the purposes of the study, the 434 weekly and semi-

weekly newspapers in those states are not significant numbers 

in relation to the nation's 9,330 total, nor to the 8,896 

repressnted by the 40 associations ultimately represented in 

the study. Nearly 95 per cent of the nation's community 

newspapers are published in the areas represented by this 

study. 
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All but one of the 40 associations represented are 

geographically bounded by state lines. The one exception is 

the Maryland-Delaware-District of Columbia Press Association 

which was treated as a single "state" in compiling the 

demographic data used in drawing up the treatments or inde

pendent variables for the study. 

These demographic data include population, area in 

square milss, number of weekly and semi-weekly newspapers, 

number of daily newspapers, number of farms, agricultural 

income, and manufacturing value-added income (38). 

The six treatment groups were dichotomized on the basis 

of what appeared to the investigator to be the most logical 

lines of damarcation. For example, the treatment PPW (state 

population per weekly and semi-weekly newspaper) was broken 

after the 17th press association area, Oregon, which has 

18,673 parsons for each weekly and semi-weekly newspaper. 

Insert Table 1 about here 

Texas, the first press association area in Group II, has 

20,320 persons for each weekly and semi-weekly newspaper. 

The difference between this association area and Oregon is, 

thus, about 1,610 persons. This compares with a difference 
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of 90 between the Oregon area and the No. 16 area, Utah, and 

a difference of 594 between the Texas area and the next 

larger area, Mississippi. Additionally, the 20,000 persons 

per newspaper figure appears to be a logical breaking point 

in the range of press association areas. The lowest number 

of persons per newspaper in Group I is South Dakota's 4,563. 

The highest in Group II is Maryland-Delaware-District of 

Columbia's 51,245, 

Insert Table 2 about here 

The treatment PPD (population per daily newspaper) was 

split, likewise, at a logical point—100,000 persons per 

newspaper. Group I, which includes 19 press associations, 

ranges from Wyoming's 36,935 persons per daily newspaper to 

Mississippi's 96,387. Group II, which consists of 21 press 

associations, ranges from Pennsylvania's 107,217 to 

Maryland-Delaware-District of Columbia's 290,390. 

Ths difference in persons per daily newspaper between 

Mississippi and Pennsylvania is about 11,000. This gap be= 

tween Group I and II compares to differences of about 500 be

tween Mississippi and North Carolina, the No. 18 press 
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association area, and of about 2,600 between Pennsylvania 

and Ohio, the No. 22 press association area. 

Insert Table 3 about here 

Population density was a third treatment of the 

variables. Groups I and II in this treatment were divided 

between the twenty-second press association, Missouri, with a 

density cf 67.57 persons per square mile, and the twenty-

third, Georgia, with 77.95 persons per square mile. This gap 

of about 10 persons per square mile was large enough and 

close enough to the median to suggest a suitable break be

tween the groups. 

The break could have been made between Washington with 

51.05 and Alabama with 67.43 persons per square mile. Such a 

split would have left even groups of 20 press associations 

areas each. It seemed more prudent, however, to keep Alabama 

and Mississippi allied to the less densely populated and more 

rurally»aritntêà regions. 

Insert Table U about here 
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The treatment population or number of persons per farm 

was split into groups of 19 and 21 press association areas 

respectively. A logical division point seemed to be 50 

persons per farm which left Indiana at 48.54 the last press 

association in Group I and Texas with 53.57 the first press 

association area in Group II. 

The press association area with the fewest persons per 

farm is North Dakota, 14.71, indicating both a low population 

and a large number of farms. At the other end of the scale 

rests New Jersey, 884.97, indicating both a large population 

and a low number of farms. 

Insert Table 5 about here 

The treatment WSWD (number of weekly and semi-weekly 

newspapers per daily newspaper) examined the ratio between 

the two. The largest gap between press association areas for 

at least 10 areas on either side of the median is that be

tween Mississippi's 4.50 and Kansas' ii.SB. By splitting the 

groups at this point, 19 associations are in Group I and 21 

in Group II. 

The treatment range begins with New Mexico's 1.9 and 

ends with Minnesota's 13.21 weekly and semi-weekly newspapers 
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per daily. If one were to round off the ratios to the 

nearest .1, the split in the two groups would appear at five 

weekly and semi-weekly newspapers for each daily newspaper 

published in the press association areas. 

Insert Table 6 about here 

The widest discrepancy in terms of number of press 

associations in Groups I and II appears in the treatment FM 

(farm income per $1 of manufacturing value-added income). A 

logical division appeared to be at a point at which manufac

turing value-added income doubled that of farm income. This 

left 25 press associations in Group I. The last of the state 

areas in that group is Texas with 36 cents farm income for 

each $1 of manufacturing value-added income. The first of 

the state areas in Group II is Arizona with 51.5 cents farm 

income for each $1 of manufacturing value-added income. 

Analysis of press association areas on such a basis 

places Na* Jersey in what could be called the aost 

industrialized position with less than two cents of farm 

income per $1 manufacturing value-added income. On the other 

hand, North Dakota ranks as the most agriculture-oriented 
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State in the treatment with $8.37 of farm income for each $1 

of manufacturing value-added income. 

Once the six treatments were ranked and dichotomized, F 

tests at the .05 level of significance were run on the 

variances to determine whether the pooled or the separate t-

test should be used. Where the probability was .05 or 

greater, the pooled variance was used. Likewise, where it 

was less than .05, the separate variance estimate was used. 

The t-tests determined significant differences, if any, 

between the mean responses of the two groups of state press 

association managers to the 16 seminar or short course topics 

used as dependent variables. Tested, of course, were the 

null hypotheses which said that there were no significant 

differences in the responses by the two groups. 

Selection of the 16 seminar or short course topics for 

ranking by the press association managers was based on 

informal visits with weekly and semi-weekly newspaper 

publishers in Iowa, the researcher's personal experience in 

the community newspaper field, and a northwest Iowa community 

newspaper study he conducted in 1969-70 (4). 

selected as reader=oriented topics (those mors directly 

and immediately affecting the reader or consumer of the prod

uct) were: newswriting, interpretive reporting, news 

photography, news interviewing, editorial writing, layout and 

design, headline writing, and copy editing. 
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Topics selected as newspaper or institution-oriented 

(those mor9 directly and immediately affecting the newspaper 

or the producer of the product) were; circulation, press 

law, postal regulations, accounting and bookkeeping, display 

advertising, classified advertising, newspaper ethics, and 

new technology. 

These topics constitute the dependent variables for the 

study. 
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Table 1, Population per weekly/semi-weekly newspaper 

States Number 

Group 1 South Dakota 4,563 
North Dakota 6,864 
Nebraska 6,966 
Iowa 7,244 
Kansas 8,855 
Montana 9,920 
Minnesota 9,935 
Wyoming 11,463 
Idaho 11,689 
Oklahoma 12,364 
Colorado 15,015 
Illinois 15,039 
Wisconsin 15,393 
Missouri 15,437 
Arkansas 15,510 
Utah 18,584 
Oregon 18,673 

Group II Texas 20,321 
Mississippi 20,914 
Washington 21,175 
Georgia 21,447 
Indiana 21,822 
Kentucky 22,995 
New York 23,748 
Michigan 25,142 
New Mexico 26.737 
New Jersey 26,747 
California 27,147 
Nevada 27,152 
Arizona 31,096 
Tennessee 31,144 
Alabama 33,117 
Louisiana 33,424 
South Carolina 34,540 
Ohio 34,811 
Virginia 36,035 
Pennsylvania 36.741 
Florida 37", 305 
North Carolina 37,645 
M-D-DCi 51,245 

^Maryland, Delaware, District of Columbia, 



www.manaraa.com

43  

Table 2. Population per daily newspaper 

States Number 

Group I Wyoming 36,935 
Kansas 44,099 
Oklahoma 48,288 
New Mexico 50,800 
Idaho 50,929 
South Dakota 51,251 
North Dakota 56,160 
Arkansas 56,568 
Montana 57,867 
Nevada 61,09 2 
Indiana 65,743 
Iowa 68,903 
Colorado 76,112 
Nebraska 78,094 
Missouri 83,525 
Texas 93,306 
Oregon 95,063 
North Carolina 95,888 
Mississippi 96,387 

Grown II Pennsylvania 107,217 
Ohio 109,815 
Illinois 116,989 
Florida 119,113 
Kentucky 119,234 
Wisconsin 122,720 
Virginia 125,635 
Tennessee 126,586 
Georgia 127,488 
Minnesota 131,209 
South Carolina 136,343 
Arizona 136,345 
Alabama 143,507 
California 145,643 
Louisiana 145,727 
Washington 148,225 
Michigan 158,484 
New York 206,713 
Utah 211,855 
New Jersey 224,005 
M-D-DCi 290,390 

iMaryland, Delaware, District of Columbia. 
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Table 3. Population density 

States Persons per 
square mile 

Group I Wyoming 3.41 
Nevada 4.45 
Montana 4.76 
New Mexico 8.36 
Idaho 8.61 
South Dakota 8.65 
North Dakota 8.82 
Utah 12.86 
Arizona 15.61 
Nebraska 19.35 
Colorado 21.24 
Oregon 21.71 
Kansas 27.39 
Arkansas 36.51 
Oklahoma 37.41 
Texas 42.50 
Mississippi 46.92 
Minnesota 47.56 
lotfa 50,41 
Washington 51.05 
Alabama 67.43 
Missouri 67.57 

Group II Georgia 77.95 
Louisiana 80.67 
Kentucky 80.76 
Wisconsin 80.76 
South Carolina 83.42 
Tennessee 9 3.89 
North Carolina 103.57 
Virginia 116.52 
Florida 123.76 
California 127,44 
Indiana 143.11 
Michigan 155.64 
Illinois 197.06 
Ohio 259.72 
Pennsylvania 261.83 
New York 379.42 
n-D-DC: 438.73 
New Jersey 955.12 

^Maryland, Delaware, District cf Columbia. 
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Table U. Population per farm 

States Persons 
per farm 

Group I North Dakota 14,71 
South Dakota 15.14 
Iowa 20.32 
Nebraska 21.20 
Kentucky 25.55 
Idaho 25.83 
Mississippi 26.08 
Kansas 26.77 
Montana 27.67 
Arkansas 27.87 
Oklahoma 29.42 
Tennessee 31.39 
Minnesota 32.25 
Missouri 33.65 
North Carolina 37.10 
Wyoming 40.54 
Wisconsin 41.68 
Alabama 44.16 
Indiana 48,54 

Group II Tssas 53=57 
South Carolina 53.97 
Georgia 61.19 
Virginia 62.82 
Oregon 63.38 
Colorado 74=82 
Louisiana 75.90 
Utah 84.07 
Washington 84.18 
New Mexico 86.10 
Illinois ' 87.51 
Ohio 91.04 
Michigan 110.94 
Pennsylvania 166.11 
Florida 193.98 
M-D-DCi 241.99 
Kêvadâ 244=37 
Arizona 295.41 
California 316.72 
New York 324.83 
New Jersey 884.36 

^Maryland, Delaware, District of Columbia. 
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Tabl4 5. Number of weekly/semi-weekly newspapers 
per daily newspaper 

States Number 

Group I New Mexico 1.90 
Nevada 2.25 
North Carolina 2.55 
Pennsylvania 2.92 
Indiana 3.01 
Ohio 3.15 
Florida 3.19 
Wyoming 3.22 
Virginia 3.49 
Arkansas 3.65 
Oklahoma 3.91 
south Carolina 3.95 
Tennessee 4.06 
Alabama 4.33 
Idaho 4.36 
Louisiana 4.36 
Arizona 4.38 
Texas 4,59 
Mississippi 4.60 

Group II Kansas 4.98 
Colorado 5.07 
Oregon 5.09 
Kentucky 5.19 
California 5.36 
Missouri 5^ m 
M-D-DCI 5.67 
Montana 5.83 
Georgia 5.94 
Michigan 6.30 
Washington 7,00 
Illinois 7.78 
Wisconsin 7.97 
North Dakota 8.18 
New Jersey 8.38 
Hew York 8.70 
Iowa 9 s 51 
Nebraska 11.21 
South Dakota 11.23 
Utah 11.40 
Minnesota 13.21 

^Maryland, Delaware, District cf Columbia. 
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TablQ 6. Farm income per $1 manufacturing 
value-added income 

States Value 

Group I New Jersey .018 
New York .043 
Pennsylvania .057 
Michigan .061 
Ohio .082 
H-D-DCi .127 
Tennessee .143 
Virginia .1U4 
South Carolina . 152 
Illinois .197 
Indiana .201 
North Carolina .207 
California .219 
Kentucky .233 
Wisconsin .243 
Alabama .254 
Oregon .255 
Georgia .262 
Louisiana .266 
Washington ,308 
Missouri .320 
Utah .327 
Florida .341 
Arkansas .356 
Texas -360 

Group II Arizona .515 
Mississippi .551 
Nevada .631 
Minnesota .660 
Colorado «895 
Oklahoma .913 
Iowa 1.427 
Kansas 1.462 
Idaho 1.535 
Nebraska 2.147 
Montana 2»329 
Wyoming 2.802 
New Mexico 2.858 
South Dakota 7.467 
North Dakota 8.373 

^Maryland, Delaware, District cf Columbia. 
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IV. FINDINGS 

The first tabulation of the results of the study shows 

the responses by the state press association managers to the 

question of seminar or short course topics which might best 

fit the needs of newspaper personnel in their areas. In 

Table 7 can be seen these ranked selections, their 

identifications as reader-oriented or newspaper-oriented and 

the percentages of the press association managers who select

ed them. 

Insert Table 7 about here 

The most frequently selected topic, for example, was 

display advertising, named by 33 of the 40 or 82.5 per cent 

of the managers. The topic interpretive reporting, on the 

other hand, ranked last and was selected by only six, or 15 

per cent of the managers. 

Tables 8 through 23 are examined in the order in which 

the topics appeared on the questionnaire, not in the order in 

which they were selected by the press association managers. 

The treatments appear in the left-hand column and are fully 

identified at the bottom of Table 8. The dichotomized groups 
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of pr<5ss association managers appear in the second column as 

the number of cases. Next is the mean, that is, the number 

who selected the topic divided by the total number queried. 

Column four indicates the standard deviation of the group 

scores. The standard error in column five indicates the 

amount that the group mean might be expected to fluctuate if 

the study were repeated with other random samples. Appropri

ate F tests were made to determine whether separate or pooled 

t-tests should be applied. Column six shows the numerical 

outcome of these tests; column seven, the 2-tailed statisti

cal probability. Alpha of .05 or less was considered 

statistically significant. 

Insert Table 8 about here 

There was no significant difference between the group 

leans on any of the treatments for the variable newswriting. 

Twenty-nine of the 40 press association managers selected the 

topic as one likely to fit the needs of the weekly and se3i= 

weekly newspaper personnel in their areas. The largest 

discrepancy in responses was apparent in the PPF treatment in 

which 32 per cert of the responses from Group I and 65 per 

cent of the responses from Group II associations selected the 



www.manaraa.com

50 

variable. The narrowest mean difference was one per cent be

tween Groups I and II in the FM treatment. The topic itself 

was the third most popular named by association directors and 

executive secretaries. 

» 

Insert Table 9 about here 

Group means were highly significant in two treatments 

for the variable interpretive reporting. When rounded, sig

nificance was at the .01 level for the PPD and PPF 

treatments. In both treatments, 28 per cent of the Group il 

managers and executive secretaries selected the variable as 

one likely fitting the needs of newspaper personnel in their 

areas while none of the representatives of associations in 

Group I named the topic. The WSWD treatment had the 

narrowest gap between means of the two groups--11 per cent 

(rounded) for Group I and 19 per cent for Group II. 

Interpretive reporting, however, was the least popular of the 

suggested seminar topics. Only sis of the 40 association 

representatives selected it. 
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Insert Table 10 about here 

No significant difference in the means of treatments for 

the variable news photography was obtained from the analysis 

of the data. The variable, as a topic, was the fifth most 

popular of those named by association representatives. 

Twenty-four managers and executive secretaries selected news 

photography as a topic useful to newspaper personnel in their 

areas. In the FM treatment, 60 per cent of the 

representatives in both groups named the topic. The greatest 

difference in means came in the PPH treatment where 64 per 

cent in Group I and 57 per cent (rounded) in Group II select

ed news photography as a likely short course or seminar topic 

for newspapers of their areas. 

Insert Table 11 about here 

Group means for the variable news interviewing failed to 

show any significant difference in the six treatments. Three 

of the six--PPD, PPF, and WSWD--showed precisely the same 

percentages of selection by association managers and execu-
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tive secretaries. Eleven per cent of those in Group I and 24 

per cent of those in Group II selected news interviewing as a 

likely seminar or short course topic in the three treatments» 

Both groups were essentially the same--17.6 per cent in 

Group I and 17.4 per cent in Group II—for the PPW treatment 

analysis. As a whole, however, the variable attracted only 

limited interest. The topic was named by only seven of the 

UO association representatives and ranked 15th in the list of 

1 6 .  

Insert Table 12 about here 

No significant difference in the means of treatments for 

the variable editorial writing was obtained from the analysis 

of the data. The variable, as a possible topic for short 

courses and seminars, was selected by 16 of the 40 

respondents and ranked 10th as the most popular topic. 

Selections by the two groups in the FM treatment were equal. 

Forty per cprt of the représentati?8s of grass associations 

in both groups named editorial writing as a topic likely to 

serve the needs of newspaper personnel in their respective 

areas. Largest mean difference in the two groups was 

registered by press association managers in the WSWD treat-
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ment. There, 26 per cent of the Group I representatives and 

52 per cent of the Group II representatives picked the topic. 

Insert Table 13 about here 

Group means for the variable layout and design failed to 

show any significant difference for the six treatments. The 

topic, however, was a popular one among respondents, 32 of 

whom named it as likely to be needed by newspaper personnel 

in their areas. It ranked second in popularity, behind only 

display advertising. In two of the six treatments--PPD and 

HSWD—the same number of association managers and executive 

secretaries in the treatment groups selected layout and 

design, seventy-nine per cent of the Group I respondents and 

81 per cent of the Group II respondents named the topic. The 

widest discrepancy in the group means took place in the PPF 

treatment where 68 per cent of the Group I respondents 

against 90 per cent of the Group II respondents picked layout 

and design as a likely seminar or short co«rs© topic» 
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Insert Table 14 about here 

The variable headline writing attracted the most 

congruous selections of any in the study. Not only was there 

no significant difference in group means for any of the 

treatments, but the percentages of the respondent groups 

selecting the topic as suitable for their areas ranged only 

from 21 per cent for Group I in both the PFD and PPF 

treatments to 29 per cent for Group II in the two treatments. 

Only 10 of the HO press association managers and execu

tive secretaries named headline writing as a likely topic for 

newspaper short courses and seminars. It was the 14th of 16 

selections in terms of popularity. 

Insert Table 15 about here 

The only significant difference in group means for 

treatments of the copy editing variable was noted in the PPD 

treatment where the difference in means between Group I and 

Group II was significant at the .05 level. In the other five 

treatments, there was no significant difference in the group 
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means. Th? greatest discrepancy, of course, took place in 

the PPD treatment—only 11 per cent (rounded) of the Group I 

respondents selected the topic opposed to U3 per cent (round

ed) of the Group II respondents. The PPW treatment showed 

the closest congruity. Twenty-nine per cent of Group I and 

26 per cent of Group II respondents named copy editing as a 

likely topic for newspaper personnel in their areas. The 

topic, however, ranked only 13th in selection. Only 11 of 

the 1*0 respondents named it. 

Insert Table 16 about here 

No significant difference in the group means of 

treatments for ^-h*» circulation variable was obtained from 

analysis of the data. Although the topic was reasonably 

popular among the respondents--one-half of the 40 executive 

managers and executive secretaries named circulation as a 

topic likely tc serve the needs of newspaper personnel in 

their Stat® areas--no significant difference was evident be

tween selections of the two groups. The topic was the 8th 

most popular among the 16 suggested items used as variables 

in the study. The narrowest gap in mean differences was in 

the FM treatment where 52 per cent of the Group I respondents 
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against 47 per cent of the Group II respondents selected the 

topic, widest mean differences were shared by the PPD and 

PPF treatments—42 per cent of the Group I and 57 per cent of 

the Group II managers and executive secretaries named 

circulation as a likely seminar or short course topic for 

newspaper personnel in their areas. 

Insert Table 17 about here 

Group means of treatments for the press law variable 

failed to show any significant difference in the analysis of 

the data. The topic was 7th most popular among the 40 

respondents. Twonty-one of them named press law as a 

suitable sominar or short course topic. In two treatments— 

PPD and PPF—the means varied 20 per cent with 42 per cent of 

the Group I and 62 per cent of the Group II respondents 

selecting the tcpic. The means with the least difference 

were in th^ MSWD treatment where 58 per cent of Group I and 

48 per cent of Group II managers and esecutive secretaries 

selected the topic as suitable for seminars and short courses 

in their areas. 
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Insert Table 18 about here 

The postal regulations variable provided highly signifi

cant differences for two of the six treatments. Most strik

ing difference was in the PD treatment where 61 per cent of 

the respondents in Group I and 17 per cent of those in Group 

II selected the topic. For this treatment, the difference in 

group maans was significant at the .002 level. For the PPW 

treatment, means of the two groups differed from 65 per cent 

for Group I respondents to 26 per cent for the managers and 

executive secretaries of Group II areas. For this treatment, 

group means were significantly different at the ,01 level, 

when rounded. Smallest difference in group means took place 

in the WSWD treatment where 47 per cent cf the Group I 

respondents anil 38 per cent of the Group II respondents se

lected postal regulations as a needed seminar or short course 

topic for newspaper personnel in their areas. The variable 

was the 9+h most popular of the 16 topics and was named by 17 

of the UO association representatives. 
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Insert Table 19 about here 

The analysis of treatments for the accounting, 

bookkeeping variable failed to yield any significant differ

ence in group means in any of the six treatments. The 

largest difference in means was obtained in the PD treatment 

where 50 per cent of Group I and 22 per cent of Group II as

sociation representatives selected the topic. Smallest dif

ference was in the PPD treatment where 42 per cent of Group I 

and 33 per cent of Group II respondents named the topic. Ac

counting and bookkeeping ranked 11th among the 16 suggested 

as likely topics for newspaper seminars and short courses. 

Fifteen of the WO association directors and executive 

secretaries selected it. 

Insert Table 20 about here 

All but seven of the UO association representatives 

named display advertising as a subject or topic best meeting 

the needs of newspaper personnel in their areas. It was the 

top choice of the group. The WSWD treatment was the only one 
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of th4 six in which group means were significantly different. 

In WSWD, 95 per cent of Group I and 71 per cent of Group II 

respondents selected display advertising. The smallest mean 

difference was obtained in an examination of the PPW treat

ment data. There the difference was less than .3 of one per 

cent between Group I and II respondents. 

Insert Table 21 about here 

Contrary to the display advertising variable in which 

one treatment yielded significant differences in group means, 

no treatment for the classified advertising variable yielded 

significant differences. Twenty-three of the UO respondents 

to the questionnaire, however, selected the topic as a viable 

subject for newspaper seminars and short courses, the sixth 

largest number for any of the 16 topics, widest range in 

group means appeared in the PPF and WSWD treatments where 63 

per cent of Group I and 52 per cent of Group II respondents 

selected classified advertising §s a subject best fitting the 

nepds of newspaper personnel in their areas. Narrowest range 

in means was yielded in the PD treatment where 59 per cent of 

Group I and 56 per cent (rounded) of Group II respondents 

named the topic. 
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Insert Table 22 about here 

No significant difference in group means was obtained in 

the six treatments for the newspaper ethics variable. The 

topic attracted selections from only 14 of the 40 respondents 

and ranked 12th most popular in the 16 questionnaire topics. 

Largest gap in group means was for the WSWD treatment where 

47 per cent of Group I and 24 per cent (rounded) of Group II 

association managers and executive secretaries named 

newspaper ethics as a suitable topic for newspaper short 

courses and seminars in their areas. Smallest difference was 

for the PPW treatment with only .5 of one per cent separating 

the Group I and II selections. 

Insert Table 23 about here 

while new technology was the 4th most popular seminar or 

short course topic choice by the association managers and ex

ecutive secretaries (26 of them selected this topic), there 

was still no significant difference in group means for the 

six treatments of the variable. Widest discrepancy in means 
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was obtained in an analysis of data for the PPF treatment 

where 42 per cent of Group I and 28 per cent (rounded) of 

Group II respondents selected new technology as a suitable 

topic for short courses or seminars to be held for newspaper 

personnel in their areas. Narrowest gap was produced in the 

PPW treatment wherm .5 of one per cent separated the means of 

the two groups. 

By way of summation, significant differences in group 

means were shown in only six of the 96 cells of the data. 

These differences are illustrated for four of the 16 depen

dent variables—interpretive reporting, copy editing, postal 

regulations, and display advertising—in tables 9, 15, 18 and 

20. For the other 12 dependent variables no significant dif

ference in group means surfaced. 

Other data gathered from guestionnaire responses indi

cated that virtually all of the 40 press associations 

sponsored or co-sponsored some type of continuing education 

program for weekly and semi-weekly newspaper personnel in 

their states. Many association directors worked closely with 

universities and colleges in their areas but, in at least one 

Stat#, the university was the sole sponsor of such programs. 

Representation at such programs, according to press associa

tion managers, ran from less than 10 per cent to between 50 

and 75 per cent of the newspapers in their states. The modal 

response was 25 to 50 per cent. 
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Those press association managers who elected to list 

topical needs for newspaper personnel in their states in ad

dition to those 16 included on the questionnaire mentioned 

freedom cf information, newspaper management, spelling, 

public affairs, newsprint supply, bar association-press 

relations, local government reporting, women in journalism, 

sports reporting, medical news reporting, and gerontology. 

Only two of the topics--public affairs and newspaper 

management--were mentioned by more than one association 

manager. 

Most popular topic at thp various state programs now 

being sponsored was display advertising. Other workshop and 

seminar topics mentioned by th» managers were classified 

advertising, newswriting, circulation, government affairs, 

management, OSHA (Occupational Safety and Health Agency) 

regulations, photography, editorial writing, new technology, 

press law, accounting, layout and design, police news, public 

affairs, marketing, investigative reporting, local govern

ment, legislature coverage, women and newspapers, editorial 

page development, state news sources, newspaper 

accountability, typography, and copy editing. 

Among the programs press association managers said 

they'd like to see implemented was one to establish a series 

of weekly day-long sessions to indoctrinate new personnel in 

the various skills of the craft. Another suggestion was that 
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states establish regional workshops which would require only 

minimum driving distances for participants. 

Some of the most successful continuing education 

programs association managers had participated in were re

ported. One of these was a retail advertising seminar held 

in cooperation with the state's council of retail merchants. 

Another was a critique session for participant newspapers and 

"how and why" descriptions of the operations of prize winning 

newspapers. Bole-playing was used in workshops for 

inexperienced reporters and advertising salesmen by one state 

association. Another sponsored a session in which each 

participant presented his or her best advertising idea of the 

year. 

One state reported a survey of its editors and 

publishers on the association's most effective efforts that 

year. Banked first was workshop sponsorship, second was pub

lication of monthly bulletins for members, then scheduling of 

winter meetings, circulation of mimeographed reports of court 

decisions, and sponsorship of scholarships and contests, in 

that order. Five workshops, sponsored by one association, 

were rank=oratrsd by attendance. They were advertising, 

writing and editing, reporting, legal problems, and offset. 
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Table 7. Seminar or short course topic selection 

by press association managers 

Topic Percentage 

1. Display advertising^ 82.5% 

2. Layout and design^ 80.0 

3. Newswritingi 72.5 

4. New technology^ 65.0 

5. Haws photography! 60.0 

6. Classified advertising^ 57.5 

7. Press law^ 52.5 

8. Circulation^ 50.0 

9. Postal regulations^ 42.5 

10. Editorial writingi 40.0 

11. Accounting, bookkeeping^ 37.5 

12. Newspaper ethics^ 35.0 

13. Copy editing! 27.5 

14. Headline writing^ 25.0 

15. News interviewing: 17.5 

16. înt9rpr?tivê reporting: 15.0 

*Reader-oriented topics 
^Newspaper-oriented topics 
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Table 8. t-tests on newswritiLng variable 

Treatmenti Ho, of Cases l!ean Standard Standard t-Valae 2-tail 
Deviation Error Probability 

PPW Group I 17 0,, 823 5 0.393 0.095 1.19 0.241 
Group II 23 0.6522 0.487 0.102 

PPD Group I 
Group II 

19 
21 

0.7368 
0.7143 

0.452 
0.463 o

 o
 

# 
# 

w
k
 
-A

 

o
 o
 

0.16 0.877 

PD Group I 
Group II 

22 
18 

0.6818 
0.777 8 

0.477 
0.428 

0. 102 
0. 101 

— 0. 66 0.511 

PPF Group I 
Group II 

19 
21 

0.7368 
0.7143 

0.452 
0.463 

0. 104 
0.101 

0. 16 0.877 

WSWD Group I 
Group II 

19 
21 

0.6842 
0.7619 

0.478 
0.436 

0.110 
0.095 

-0. 54 0.594 

FM Group I 
Group II 

25 
15 

0.7200 
0.7333 

0.458 
0.458 

0.092 
0.118 

-0.09 0.929 

1 Where PPW represents population per weekly, semi-weekly newspaper; PPD, 
population per daily newspaper; PD, population density or persons per square 
mile; PPF, population or number of persons per farm; WSWD, number of weekly 
semi-weekly newspapers per daily newspaper; FM, farm income per $1 manufac
turing added-value income. 
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Table 9, t-tests on interpretive reporting variable 

Treatment No. of Cases Mean Standard Standard t-Value 2-tail 

Deviation Error Probability 

PPH Group I 
Group II 

17 
23 

0.0588 
0.2174 

0.243 
0.422 

0.059 
0.088 

-1.50 0.143 

PPD Group I 
Group II 

19 
21 

0.0 
0.2857 

0.0 
0.463 

0.0 
0.101 

-2.69 0.011** 

PD Group I 
Group II 

22 
18 

0. 0455 
0.277 8 

0.213 
0.461 

0.045 
0. 109 

-1.97 0.061 

PPF Group I 
Group II 

19 
21 

O'.O 
0.2857 

0.0 
0.463 

0.0 
0.101 

-2.69 0.011** 

«S HO Group I 
Group II 

19 
21 

CI. 1053 
0. 190 5 

0.315 
0.402 

0.072 
0. 088 

-0.74 0.464 

FM Group I 
Group II 

25 
15 

0.2000 
0.0667 

0.408 
0.258 

0.082 
0.067 

1. 13 0.264 

**Significant at the .01 lev«l 
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Table 10. t-tests on news photography variable 

Treatment Ho. of Cases Mean Standard Standard t-Value 2-tail 

Deviation Error Probability 

PPW Group I 
Group II 

17 
23 

0.6471 
0,. 5652 

0.493 
0.507 

0.119 
0. 106 

0.51 0.612 

PPD Group I 
Group II 

19 
21 

0.5789 
0.6190 

0.507 
0.498 

0.116 
0.109 

-0.25 0.802 

PD Group I 
Group II 

22 
18 

0.5909 
0.6111 

0.503 
0.502 

0. 107 
0.118 

-0. 13 0.900 

PPF Group I 
Group II 

19 
21 

0.5789 
0.6190 

0.507 
0.498 

0. 116 
0.109 

-0.25 0.802 

WSWD Group I 
Group II 

19 
21 

0.5789 
0.6190 

0.507 
0.498 

0. 116 
0. 109 

-0.25 0.802 

FM Group I 
Group II 

25 
15 

0.6000 
0.6000 

0.500 
0.507 

0. 100 
0.131 

0.0 1.000 
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Treatment No. of Cases Hean Standard Standard t-Value 2-tail 

Deviation Error Probability 

PPN Group I 
Group II 

17 
23 

0.1765 
0.1739 

0.393 
0.388 

0.095 
0.081 

0.02 0.984 

PPD Group I 
Group II 

19 
21 

0.1053 
0.2381 

0.315 
0.436 

0.072 
0.095 

-1.09 0.281 

PD Group I 
Group II 

22 
18 

0, 1364 
0.2222 

0.351 
0.428 

0.075 
0.101 

-0.70 0. 490 

PPF Group I 
Group II 

19 
21 

0.1053 
0.2381 

0.315 
0.436 

0.072 
0.095 

-1.09 0.281 

HSHD Group I 
Group II 

19 
21 

0,1053 
0.2381 

0.315 
0.436 

0.072 
0.095 

-1.09 0.281 

FM Group I 
Group II 

25 
15 

0.2000 
0.133 3 

0.408 
0.352 

0.082 
0.091 

0.53 0.602 
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Table 12. t-tests en editorial writing variable 

Treatment No. of Cases Mean Standard Standard t-Value 2-tail 

Deviation Error Probability 

PPW Group I 
Group II 

17 
23 

0.4706 
0.3478 

0.514 
0.487 

0.125 
0.102 

0.77 0.446 

PPD Group I 
Group II 

19 
21 

0.3158 
0. 4762 

0.478 
0.512 

0.110 
0.112 

-1.02 0.313 

PD Group I 
Group II 

22 
18 

0.3636 
0. 4444 

0.492 
0.511 

0. 105 
0.121 

-0.51 0.615 

PPF Group I 
Group II 

19 
21 

0. 3158 
0. 476 2 

0.478 
0.512 

0. 110 
0.112 

-1.02 0.313 

WSWD Group I 
Group II 

19 
21 

0.263 2 
0.523 8 

0. 452 
0.512 

0.104 
0.112 

-1.70 0.098 

FM Group I 
Group II 

25 
15 

0.4000 
0.4000 

0. 500 
0.507 

0. 100 
0. 131 

0.0 1.000 
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Table 13. t-tests on layout and design variable 

Treatment No. of Cases Mean Standard Standard t-Value 2-tail 

Deviation Error Probability 

pp» Group I 
Group II 

17 
23 

0.8824 
0.7391 

0.332 
0. 449 

0.081 
0.094 

1.11 0.275 

PPD Group I 
Group II 

19 
21 

0.7895 
0.809 5 

0.419 
0.402 

0.096 
0.088 

-0.15 0.878 

PD Group I 
Group II 

22 
18 

0.8636 
0.7222 

0.351 
0.461 

0.075 
0.109 

1.10 0.278 

PPF Group I 
Group II 

19 
21 

0.6842 
0.904 8 

0.478 
0.301 

0.110 
0.066 

-1.73 0.094 

WSHD Group I 
Group II 

19 
21 

0.7895 
0.809 5 

0.419 
0.402 

0.096 
0.088 

-0.15 0.878 

FH Group I 
Group II 

25 
15 

0.7200 
0.933 3 

0.458 
0.258 

0.092 
0.067 

-1.88 0.067 
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Table 14» t-tests on headline writing variable 

Treatment No. of cases Mean Standard Standard t-Value 2-tail 

Deviation Error Probability 

PPW Group I 
Group II 

17 
23 

0.2941 
0.2174 

0.470 
0.422 

0.114 
0.088 

0.54 0.591 

PPD Group I 
Group II 

19 
21 

0. 2105 
0.2857 

0.419 
0. 463 

0.096 
0. 101 

-0.54 0.595 

PD Group I 
Group II 

22 
18 

0.2273 
0.2778 

0,429 
0.461 

0.091 
0. 109 

-0.36 0.722 

PPF Group I 
Group II 

19 
21 

0.2105 
0.2857 

0.419 
0.463 

0.096 
0.101 

-0.54 0.595 

WSWD Group I 
Group II 

19 
21 

0.263 2 
0.2381 

0.452 
0.436 

0.104 
0.095 

0.18 0.859 

FM Group I 
Group II 

25 
15 

0.240 0 
0.2567 

0.436 
0.458 

0.087 
0.118 

-0.18 0.855 
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Table 15. t-tests on copy editing variable 

Treatnent No. of Cases mean standard standard t-Value 2-tail 

Deviation Error Probability 

PPW Group I 
Group II 

17 
23 

0 ,,29141 
0.2609 

0.470 
0.449 

0.114 
0.094 

0.23 0.822 

PPD Group I 
Group II 

19 
21 

0,. 1053 
0.4286 

0.315 
0.507 

0.072 
0. Ill 

-2.45 0.020* 

PD Group I 
Group II 

22 
18 

0.. 1818 
0.3889 

0.395 
0.502 

0.084 
0.118 

-1.46 0. 152 

PPF Group I 
Group II 

19 
21 

0.1579 
0.3810 

0.375 
0.498 

0.086 
0.109 

-1.59 0.121 

WSWD Group I 
Group II 

19 
21 

0.2105 
0.3333 

0.419 
0.483 

0.096 
0. 105 

-0.85 0.398 

PM Group I 
Group II 

25 
15 

0.3200 
0.2000 

0.476 
0.414 

0.095 
0. 107 

0.81 0.424 

•Significant at the .05 level 
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Table 16. t-tests on circulation variable 

Treatment No. of Cases lean Standard 

Deviation 

PPH Group I 17 0.5294 0. 514 
Group II 23 0.478 3 0. 511 

PPD Group I 19 0.421 1 0. 507 
Group II 21 0.5714 0. 507 

PD Group I 22 0.4545 0. 510 
Group II 18 0.5556 0. 511 

PPF Group I 19 0.421 1 0. 507 
Group II 21 0.571 4 0. 507 

WSMD Group I 19 0.526 3 0. 513 
Group II 21 0.476 2 0. 512 

FM Group I 25 0.520 0 0. 510 
Group II 15 0.466 7 0. 516 

Standard t-Value 2-tail 

Error Probability 

0.125 
0 . 1 0 6  

0 . 1 1 6  
0.111 

0. 109 
0.121 

0 . 1 1 6  
0 . 1 1 1  

0.118 
0 .  1 1 2  

0.  102  
0. 133 

0.31 

-0.9W 

- 0 . 6 2  

-0.94 

0.31 

0.32 

0.757 

0.355 

0.537 

0.355 

0.759 

0.752 
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Table 17, t-tests on press law variable 

Treatment No. of Cases l!ean standard 

Deviation 

PPH Group I 17 0.4118 0. 507 
Group II 23 0.6087 0. 499 

PPD Group I 19 0.421 1 0. 507 
Group II 21 0.6190 0. 498 

PD Group I 22 0.4545 0. 510 
Group II 18 0.611 1 0. 502 

PPF Group I 19 0.4211 0. 507 
Group II 21 0.6190 0. 498 

VSflD Group I 19 0.5789 0. 507 
Group II 21 0.4762 0. 512 

FW Group I 25 01. 4800 0. 510 
Group II 15 0.6000 0. 507 

Standard 

Error 

t-Value 2-tail 

Probability 

0.123 
0.104 

0 . 1 1 6  
0.109 

0. 109 
0. 118 

0 .  116  
0.109 

0 . 1 1 6  
0 . 1 1 2  

0. 102 
0. 131 

-1.23 

-1.25 

-0.97 

-1.25 

0.64 

-0.72 

0.228 

0.221 

0.337 

0.221 

0.528 

0.475 
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Table 18, t-tests on postal regulations variable 

Treatment No. of Cases Mean Standard Standard t-Value 2-tail 

Deviation Error Probability 

PPW Group I 
Group II 

17 
23 

0.6*71 
0.260 9 

0.493 
0. 449 

0.119 
0.094 

2.58 0.014+^ 

PPD Group I 
Group II 

19 
21 

ID. 526 3 
0.3333 

0.513 
0.483 

0.118 
0. 105 

1.23 0.228 

PD Group I 
Group II 

22 
18 

0.636* 
0.1667 

0. 492 
0.383 

0.105 
0.090 

3.31 0.002**: 

PPF Group I 
Group II 

19 
21 

0.5263 
0.3333 

0.513 
0.483 

0.118 
0.105 

1.23 0.228 

WSWD Group I 
Group II 

19 
21 

0.4737 
0.3810 

0.513 
0.498 

0.118 
0. 109 

0.58 0.565 

FM Group I 
Group II 

25 
15 

0.3200 
0.6000 

0.476 
0.507 

0.095 
0. 131 

-1.76 0.087 

••Significant at the .01 level 
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Table 19. t-tests on accounting, bookkeeping variable 

Treatment Ho. of Cases llean Standard Standard t-Value 2-tail 

Deviation Error Probability 

PPM Group I 
Group II 

17 
23 

0.5294 
0.260 9 

0.514 
0. 449 

0. 125 
0.094 

1.76 0.087 

PPD Group I 
Group II 

19 
21 

0.4211 
0.3333 

0.507 
0.483 

0. 116 
0.105 

0.56 0.579 

PD Group I 
Group II 

22 
18 

0.5000 
0.2222 

0.512 
0.428 

0.109 
0.101 

1.84 0.074 

PPF Group I 
Group II 

19 
21 

0.4737 
0.2857 

0.513 
0.463 

0.118 
0. 101 

1.22 0.231 

WSWD Group I 
Group II 

19 
21 

0.2632 
0.476 2 

0.452 
0.512 

0. 104 
0.112 

-1.39 0. 173 

FM Group I 
Group II 

25 
15 

0.3200 
0.4667 

0.476 
0.516 

0.095 
0. 133 

-0.91 0.366 
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Table 20» t-tests on display advertising variable 

Treatment No. of Cases Mean Standard Standard t-Value 2-tail 

Deviation Error Probability 

PPW Group I 
Group II 

17 
23 

0.8235 
0.8261 

0.393 
0.388 

0.095 
0.081 

-0.02 0.984 

PPD Group I 
Group II 

19 
21 

0.8421 
0.809 5 

0.375 
0.402 

0.086 
0. 088 

0.26 0.793 

PD Group I 
Group II 

22 
18 

C). 863 6 
0.777 8 

0.351 
0.428 

0.075 
0.101 

0.70 0.490 

PPF Group I 
Group II 

19 
21 

0.8947 
0.7619 

0.315 
0.436 

0.072 
0.095 

1.09 0.281 

H S WD Group I 
Group II 

19 
21 

0.9474 
0.7143 

0.229 
0.463 

0.053 
0.101 

2.05 0.050* 

FM Group I 
Group II 

25 
15 

0.8400 
0.800 0 

0.374 
0.414 

0.075 
0.107 

0.31 0.755 

•Significant at the .05 level 
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Table 21. t-tests on classified advertising variable 

Treatment No. of Cases llean Standard Standard t-Value 2-tail 

Deviation Error Probability 

PPÏ Group I 
Group II 

17 
23 

0.5294 
0.6087 

0. 514 
0.499 

0.125 
0.104 

-0.49 0.627 

PPD Group I 
Group II 

19 
21 

0.5263 
0.6190 

0.513 
0. 498 

0. 118 
0. 109 

-0.58 0.565 

PD Group I 
Group II 

22 
18 

0.5909 
0.5556 

0.503 
0.511 

0. 107 
0.121 

0.22 0.827 

PPF Group I 
Group II 

19 
21 

0.6316 
0.5238 

0.496 
0.512 

0.114 
0. 112 

0.68 0.504 

WSWD Group I 
Group II 

19 
21 

0.6316 
0.5238 

0.496 
0.512 

0. 114 
0.112 

0.68 0.504 

FM Group I 
Group II 

25 
15 

0.6000 
0.5333 

0.500 
0.516 

0. 100 
0.133 

0.40 0.689 
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Table 22, t-tests on newspaper ethics variable 

Treatment No. of Cases Mean standard Standard t-Value 2-tail 

Deviation Error Probability 

PPff Group I 
Group II 

17 
23 

0.3529 
0.3478 

0.493 
0.487 

0.119 
0. 102 

0.03 0.974 

PPD Group I 
Group II 

19 
21 

0.3158 
0. 3810 

0.478 
0.498 

0. 110 
0. 109 

-0.42 0.676 

PD Group I 
Group II 

22 
18 

0.3182 
0.3889 

0. 477 
0.502 

0.102 
0.118 

-0.46 0.651 

PPF Group I 
Group II 

19 
21 

0.421 1 
0.2857 

0.507 
0.463 

0.116 
0.101 

0.88 0.383 

WSWD Group I 
Group II 

19 
21 

0.473 7 
0.2381 

0.513 
0.436 

0.118 
0.095 

1.57 0.125 

FM Group I 
Group II 

25 
15 

0.2800 
0.4667 

0.458 
0.516 

0.092 
0.133 

-1. 19 0.242 
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Table 23, t-tests on new technology variable 

Treatment No. of Cases Mean Standard Standard t-Value 2-tail 

Deviation Error Probability 

PPW Group I 
Group II 

17 
23 

0.6471 
0.6522 

0.493 
0.487 

0.119 
0. 102 

1 o
 

o
 

w
 

0.974 

PPD Group I 
Group II 

19 
21 

0.5789 
0.7143 

0.507 
0.463 

0.116 
0. 101 

-0.88 0.383 

PD Group I 
Group II 

22 
18 

0.6364 
0.6667 

0.492 
0.485 

0. 105 
0.114 

-0.19 0.846 

PPF Group I 
Group II 

19 
21 

0.6842 
0.6190 

0.478 
0.498 

0.110 
0.109 

0.42 0.676 

H S WD Group I 
Group II 

19 
21 

0.6316 
0.6667 

0.496 
0.483 

0.114 
0.105 

-0.23 0.822 

FM Group I 
Group II 

25 
15 

0.6800 
0.6000 

0.476 
0.507 

0.095 
0.131 

0.50 0.618 
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V, AUDIO-VISUAL LEARNING PACKETS 

Because so much of the corollary effort of this study 

was directed to the development of sound-on-slide learning 

packets, it seemed appropriate to the writer and to members 

of his committee to include a representation of them in the 

body of the manuscript, rather than as addenda to it. 

The first of the five produced here is Display 

Advertising Sales, reflecting the display advertising topic 

selected by more press association managing directors and ex

ecutive secretaries than any other as best meeting the needs 

of weekly and and semi-weekly newspaper personnel in their 

states. 
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A. Display Advertising'Sales» 

(Slide #1) 

Before many weeks on the job, advertising sales 

representatives have heard all the likely objections to 

buying space in their newspapers. Fortunately, there aren't 

really any new objections. They're just variations of old 

ones, used again and again with only minor differences. But, 

objections or excuses for not advertising can be turned to 

the space salesperson's advantage. 

(Slide #2) 

Some sales representatives make the mistake of engaging in 

debate with customers or prospects. No one ever won an argu

ment with a customer. He or she is still always right. The 

best policy, of course, is to avoid any serious confrontation 

and, by a few well-chosen words, turn the guestion or 

complaint to the advantage of your product—in this case, 

newspaper advertising. 

^Excuses and responses in this article were adapted from 
"Warren Mcclure's 20/20 View for Overcoming advertisers' 
Objections to Using Newspapers," a talk given at the Inland 
Daily Press Association Annual Meeting in Chicago, Illinois, 
October 16, 1973, (McClure was vice-president of marketing 
for the Gannett Newspapers), 
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(Slide #3) 

Here ar® soma of the common excuses for not advertising and 

the responses seme of the most successful salespersons use in 

redirecting the prospect on a positive path, 

(Slide #4) 

Excuse: You have a monopoly. You're, the only newspaper in 

town and I don't like that. 

Response: Yes, we are the only newspaper adequately serving 

the territory, but that means you get saturation coverage 

with one medium. Were there more than one, the market would 

be split and it would be necessary for you to advertise in 

more than one at greater expense, 

4 J1 M. 
J. J.U ^ TT 

Excuse; You have so many ads in your paper now. I doubt if 

it pays off for all those guys. 

Response: Business people in the community aren't 

advertising to subsidize the newspaper. They advertise be

cause they've found it pays, just as it will pay for you, 

too. 
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(Slide #6) 

Excuse: It costs too much to advertise in your newspaper. I 

can't afford it. 

Response: If you can increase profits, costs really make no 

difference unless, of course, you don't desire the added 

business advertising can bring you. Considering the number of 

families reached by the newspaper, our rates are reasonable. 

(Slide #7) 

Excuse: No one would read the size ad I could afford to run. 

Those small ads get lost in your newspaper. 

Response: We can test that pretty easily. Let's run a small 

ad offering a free lunch Saturday afternoon at your place of 

business and see how many takers there are. 

(Slide #8) 

Excuse: I've advertised in your newspaper before and I 

couldn't t9ll any difference. 

Response: Let's take a good look at your advertising and let 

me tailor it to do the best possible job for you. 

Advertising can increase your business and we have the 

advertising that can do it. 
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(Slide #9) 

Excuse; How do I know I can count on you for ideas and help 

when I should have them? 

Response: I'm your advertising person. The more advertising 

helps you, the more it helps me. What's more, here are names 

of accounts who will verify my track record. 

Slide #10) 

Excuse: I'm too busy to worry about advertising or getting 

together ideas for ads. And no one else here can do it. 

Response; That's what I'm here for. I can help you and our 

copy and layout service specializes in accounts such as 

yours. Let me show you a campaign plan. 

(Slide #11) 

Excuse; I have all the business I can handle now. I can't 

get enough good help for more. Why advertise? 

Response: Why not try a help-wanted ad telling why this is a 

good place to work, or why not concentrate more on higher 

profit sales items with advertising? 

(Si id a #12) 

Excuse; I don't need any more money. I have all I need and 
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plan to retire in a year or so. More business just means 

more taxes. 

Response: Advertising will probably increase business and 

profits, true. But, why not reward your loyal workers or 

turn over increased profits to your favorite charities? 

(Slide #13) 

Excuse: I'm practically a one-person operation. Advertising 

is for the big operators, not me. 

Response; Let me show you how advertising can help make your 

operation grow. Remember, even giants in business started 

small. 

(Slide #14) 

Excuse: I can't really compste with the big advertisers and 

their full-page ads. I can't afford that kind of money. 

Response: We have lots of small-space advertisers who find 

it pays. Let me make a plan for you that will fit your 

budget, yet do the job for you. 

(Slide #15) 

Excuse: I don't know what I should spend in newspaper 

advertising, so I guess I'll wait. 
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Response; It's wise to be cautious, but you need to get 

started now increasing your business with advertising. Let 

me put together a plan for you based on the approximate 

business volume you want to show, 

(Slide #16) 

Excuse: I'll have to talk this over with my wife (my 

husband, my partner, my regional supervisor). Come back 

later and we'll see. 

Response: May I meet with both of you, perhaps Tuesday af

ternoon about 1 o'clock or, how about Wednesday morning at 

10; 30? 

(Slide #17) 

Excuse: I don't have any ideas what to advertise. Let's 

forget about it this time. 

Response: Here are some good ideas stores like yours are 

using in Metro City and here's what the Retailer's Handbook 

says should work for your business now. How about letting me 

work up an ad using some of these items? 

(Slide #18) 

Excuse: I'll begin advertising one of these first times. 

How about coming back this spring after tax-paying time? 
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Pesponso; How about reaping the harvest cf good 

advertisingright now? Let advertising increase your business 

now to help pay those taxes. 

(Slide #19) 

Excuse; The regional office makes all the decisions on 

advertising. I can't get funds for newspaper ads. 

Response: i knew you believe in good newspaper advertising. 

Why not help me arrange a meeting with ycur regional office 

to set up such a program for your store? 

(Slide #20) 

Excuse: I could probably get some co-op advertising, but 

it's too much of a hassle. 

Besponso; Give me your co-op material and let me handle it 

for you. I'll be glad to set up a workable schedule for you 

and handle the bookwork. 

(Slide #21) 

Excusa: Your rates are higher than ths shopper's« I can 

advertise there for less. 

Response: Readers pay to receive advertising in their 

newspapers. They welcome them into their homes while some 

other types of advertising are objected to. What's more. 
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when you consider rates per reader, newspaper advertising is 

much cheaper. 

(Slide #22) 

Excuse: I'm on both a TV and radio advertising schedule now. 

How could I possibly afford newspaper advertising? 

Response: Radio and TV advertising frequently can do a good 

job of supplementing newspaper advertising, but shouldn't re

place it. The newspaper provides complete coverage. Through 

other media, often you're paying a whole-pie price for only a 

single slice coverage, 

(Slide #23) 

Excuse: I've been in business for a long time. Everybody 

knows me and my store, I don't nsfid to advertise: 

Response: Don't forget that you have to replace those 

customers who move each year. About one-fifth of them do and 

you need to let their replacements know about your goods and 

services. 

(Slide *24) 

Excuse: A small business like mine draws from only a small 

area. A lot of your circulation is wasted for me. 

Response: Our newspaper covers the areas you're interested 

\ 
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in like nothing does. The rest is a bonus for you--a chance 

to attract new customers, 

(Slide #25) 

Excuse; I don't like your editorial policy or your 

publisher. 

Response: I understand, but you're really not buying an 

editorial policy. You're interested in the kind of 

advertising that will reach more customers and bring you 

added business. This we can do. 

(Slide #26) 

Excuse: My daughter got picked up for speeding and you ran 

her name in the newspaper. Lots of customers called it to my 

attention. 

Besponse: Most everyone's name appears in the newspaper 

sometime for something or other. But, you know that the 

newspaper is carefully read and that's why your advertising 

works in the newspaper, 

(Slide #27) 

These are among the most commonly heard excuses tor not 

advertising. There are others, too. But, this has given you 

an idea how to handle them. A few simple rules: (1) Don't 
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argue. You can't win an argument with a customer. He or she 

is still always right. 

(Slide #28) 

(2) Bq positive. You'll feel better about the sales contact 

and so will the prospect, a positive approach helps immedi

ate sales, as well as future sales. 

(Slide #29) 

(3) Don't run down a competitor. Emphasize your own prod

uct's advantages. Few prospects have time or care to listen 

to what's wrong with other services. Spend their time 

telling then what's right with yours s 

(Slide #30) 

(4) Never antagonize a prospect. Usually you'll close the 

door for all time. It's better to lose the battle for a 

chance to win the war. 

(Slide #31) 

(5) B# friendly» Salle, Frisndlinsss and enthusiasm are 

often contagious. Friendly prospects become happy customers. 
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B. Classified Advertising 

Although classified advertising as a topical need to im

prove performance of weekly and semi-weekly newspaper person

nel was ranked only sixth by press association managers, it 

relates so closely to the top ranking subject, display 

advertising, the author felt it should be included in the 

learning packets presented in this chapter. 

While display advertising was selected by 33 of 40 

managers as best meeting the needs of newspaper personnel in 

their states, 23 of them, 57.5 per cent, selected classified 

advertising as a need topic. 

(Slide #1) 

The classified advertising department of any successful 

newspaper demands attention and promotion. For, there is no 

such thing as a static market. Inattention to a market or to 

a department's performance can result in lost business* And, 

just as business begets business and growth, recession begets 

recession. 

(Slide #2) 

Publishers and advertising managers with healthy classified 

pages have long recognized that strong, imaginative and 

continuing programs keep the nickels and dimes growing into 
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dollars. They've awakened this sleeping financial giant and 

capitalized on its unique appeal to individuals and firms 

which normally do not buy display space. Many suggest that 

classified is the one revenue-producing area of a newspaper 

where growth is almost limitless (U5, p. 235). 

(Slide #3) 

Classified ads are small, true! But they do add up. Consid

er that a $2 classified ad run each week amounts to more than 

$100 a year. Ten such ads come to $1,000 and 100 such ads, 

$10,000. And while classifieds produce direct revenue, they 

also build circulation for the newspaper. In dailies, three 

out of four readers read classifieds with some frequency. In 

weeklies, the ratio is even higher and no other page, 

including the front page, enjoys higher readership (45, p. 

236). 

(Slide #($) 

Why do classifieds enjoy such success? It's really a matter 

of the buyer-seller relationship and who seeks out the other. 

In display advertising, the seller ssaeches Out the buyer 

and has to stop him quickly or not at all. In classified, 

the buyer is locking for the seller and will take time to 

read his ad. It follows, of course, that newspapers should 
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make it as easy as possible for the buyer to find the 

seller's ad. 

(Slide #5) 

An orderly arrangement of classified ads under suitable 

headings of the articles or services helps both the 

compositor or layout person and the reader. Each heading can 

be given a number in sequence indicating the order in which 

headings are to appear (45, p. 254). Too, such an arrange

ment permits the person placing the ad to indicate the clas

sification in which his ad should appear. 

(Slide *6) 

Healthy classified advertising sections are invaluable assets 

for newspapers. They help sell the newspaper to readers and 

keep it sold (48, p. 74). A good annual performance 

yardstick is nine classified ads per family or household. If 

your town has 800 family units, for example, you should be 

running about 7,200 classifieds each year—or about 140 

weekly. If your paper's performance is significantly below 

this figure, take a look at what may be wrongs 

(Slide #7) 

Even with no formal classified advertising department, volume 

can be built if the entire staff--salesnen, office personnel. 
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back shop, reporters, and stringers—think and sell 

classifieds (45 p. 242). For, each new ad builds reader 

interest, makes every other ad or news story in the paper 

more widely read. And, remember that growth begets growth, 

success brseds success, 

(Slide #8) 

Of the three basic types of classified ads—transients, 

contracts, and display classifieds—the transient group 

provides the best opportunity for increasing linage. Tran

sient classifieds are those placed by persons, most of whom 

may never again use the classified columns. Some of them, 

however, develop into regular advertisers. Because transient 

advertising usually represents the greatest proportion of ads 

on the page, it also is the key to results. 

(Slide #9) 

Some newspapers make a practice of telephoning transient 

advertisers before their ads expire to check results and to 

solicit renewals. They keep a record of ads which get the 

best ÔE unusual results and ask perslssior. to ghos success 

stories in classified promotions. Card files are sometimes 

set up on transient advertisers for regular solicitation 

call-backs. 
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(Slide #10) 

While publishing testimonials from satisfied customers is an 

excellent promotional activity, other promotions are also ef

fective, Because readers are already sold on your product 

and are therefore the best prospects for receiving 

promotional messages about classified (48, p. Ill), carrying 

a blank coupon to assist readers in writing ads and 

estimating costs is good practice. 

(Slide #11) 

Another good practice is the use of promotional enclosures 

with subscription renewal notices. Some newspapers send 

letters or cards periodically to business firms which should 

regularly use classified--used car dealers, realtors, machin

ery firms, seed stores, grain dealers, or livestock firms. 

And, classified ads themselves can be used effectively to 

promote classifieds. 

(Slide #12) 

The composing or layout room should have an assortment of 

house or filler ads on classified. Thess can include a rate 

box, showing the size and style of various ads commonly used 

and their prices or testimonials from successful advertisers. 

Several newspapers use seasonal promotional messages or 

testimonials for banners or streamers on classified pages. 



www.manaraa.com

97 

These perform double service—calling attention to the page 

and promoting the use of classifieds. 

(Slide #13) 

Community newspapers promote classified pages in a number of 

different ways. Some dress up the page with a conic strip or 

a two-column box lauding the effectiveness of classified 

advertising or suggesting ways the newspaper's classified de

partment may be of service to the reader (45, p. 248). 

(Slide #14) 

A successful classified promotional device is that used by 

the Hinneapolis Stag-Tribune which ran a page size sign with 

the words "garage sale" on it. The copy told readers how to 

run a successful garage sale by using the sign and, of 

course, newspaper want-ads (48, p. 117). 

(Slide *15) 

Among the practices some newspapers credit for increasing 

classified ad linage are clipping ads from the other area 

newspapers. Another is the practice of telephone 

solicitation of classified ads. Ads from area newspapers are 

clipped and pasted to a form letter or postcard showing the 

publication costs in the local paper, then mailed. Some 

newspapers use housewives to solicit classified ads by phone. 
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(Slide #16) 

Many newspapers do not permit the use of logotypes in classi

fied ad columns because they feel the classifications heads 

are subordinated by the logos. Slicks, mats, and 

illustrations tend to detract (45, p. 258) and may not be 

permitted. It's sometimes argued that borders on classified 

display ads tend to draw readership away from other ads. 

Some newspapers pyramid classified display ads and will not 

permit them under the appropriate classification headline, 

(Slide #17) 

But, it is most likely that a newspaper's classified section 

will be built to suit the characteristics of a particular 

market served by the newspaper, the established reading 

habits of the readers and advertisers, particular situations, 

or the relative position of the newspaper in its field (45, 

p. 246). Thus, not all classified pages or sections follow 

neat, conservative makeup patterns. Some display the wares 

of advertisers more flamboyantly than others. 

(Slide *18) 

Classified page format apparently makes little difference to 

either the reader or the advertiser. Seme newspapers use 

six-column format for editorial copy and as much as ten-

column format for classifieds. Others use the same format 
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for classified ads as for the balance of the newspaper. The 

important thing, however, is results—getting the buyer and 

the seller together for their mutual benefit. 

(Slide #19) 

For many newspapers, contracts for classifieds are good reve

nue producers, A lower rate is generally granted to the 

advertiser who guarantees to use a specified number of lines 

within a given time period or runs essentially the same copy 

issue after issue, some businesses or organizations which 

feel they cannot afford display advertising become steady 

users of contract classifieds and, frequently, step up to 

display advertising. Incidentally, many contracts are now 

drawn with self-renewal clauses. 

(Slide #20) 

In addition to transient and contract classified, display 

classified is an important income producer. Premium rates 

are charged for display classified—about 25 to 50 per cent 

higher than regular display. Most newspapers permit display 

classified ads to be printed «ndsr the appropriate classifi

cation heading. Some confine display classified to single 

column, open-face headlines only, without borders. 
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(Slide #21) 

The increase in leisure time available to most persons has 

brought an unprecedented rise in demand for such sports items 

as snowmobiles, skis, and boats (48, p. 10), Dealers in 

motor bikes, cars, farm machinery, and appliances also make 

good prospects for classified display. Some classified ad 

promoters make a practice of soliciting appliance dealers for 

trade-in merchandise to swell their classified linage. 

(Slide #22) 

Inflation and a normally fluctuating jcb market are other 

contributions to increased classified linage. Because the 

average family's material possessions are increasing, the 

disposal of items also increases and classifieds provide ways 

for turning unused items into cash. Likewise, employers 

convinced that "help wanted" advertisements will fill their 

needs use classified columns when times of increasing 

employment opportunities develop, 

(Slide #23) 

Thé tendency of most transient advertisers is to use as few 

words as possible in order to reduce the cost of the ad. 

Such a philosophy is only false economy, for the addition of 

only a few words to an ad often gives it the added informa

tion, attractiveness, or pulling power that is needed to get 
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results. Most buyers react more readily to specific informa

tion than they do to generalizations. "Less than an hour's 

wear," for example, says more than "like new." 

(Slide #24) 

Classified advertising should be concise, complete, and 

convincing and should be written so that it says a lot in a 

few choice, but simple words, A mail order advertisment 

headlined "How to repair cars" drew 20 per cent fewer 

responses than did the same ad headlined "How to fix cars" 

(5, p. 47). Simple language is not resented by the better 

educated reader and often is the only language that other 

readers will understand. 

(Slide #25) 

The acronym PAPA is used to describe successful advertising— 

be it classified or display (28, p. 340). The letters repre

sent a promise of benefit, amplification of the promise, 

proof, and an urge to action» The promise of benefit is 

carried in the headline and the best headlines are those that 

appeal to a reader's self-interest or provide him with infor

mation that will appeal to him. If successful, they capture 

his attention and hold it. 
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(Slide #26) 

The first role of the copy is to amplify or enlarge upon the 

promise of benefit. Some copywriters suggest that the copy 

should not merely tell the prospect of the benefits he'll get 

by buying the product or service, but also should tell him 

what he will lose if he doesn't buy (5, p. 48). Often a 

deadline or cut-off date is used to imply that the reader may 

miss out if he doesn't act quickly, 

(Slide #27) 

Copy must be believable if it is to be effective. While 

testimonials are both believable and prove the benefit the 

headline promises, they are often too wordy for classifieds. 

But, the advertiser who saves money on short copy that fails 

to produce sales is being "penny wise and pound foolish." He 

should be, and usually is more interested in replies than in 

costs, circulation, readership studies, design, makeup, ad 

location, and terse copy. 

(Slide #28) 

Finally, the ad should urge the reader to act. This can be 

done subtly or overtly, addition of a line such as "This 

offer closes on Kovembsr 20" or "Save $1 each if you act by 

Saturday" tells the reader he should act on the advertising 

message. Closing the sale, as salespersons know, is perhaps 
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even more important than informing a client about a product 

or inciting his interest in it. 

(Slide #29) 

Other specialists advocate similar approaches to writing 

effective classifieds. They suggest that an ad must capture 

the reader's attention and hold it, it must appeal to his 

emotions, it must be believable, it must state a price, and 

it must create desire. This suggests another advertising 

acronym, AIDA, representing attention, interest, desire, and 

action, 

(Slide #30) 

Studies indicate that the optimum running time for a want ad 

in daily newspapers is seven days, if it is to get results 

(48, p. 75) . Most effective schedule for classified 

advertising in weeklies is three publications and for semi-

weeklies, four. Thus, when low-cost promotional rates are 

developed, promoters must assure that the ad will be exposed 

in enough issues to be able to produce the results expected 

ÔE pEomisel. 

(Slide #31) 

Bates charged by newspapers and the methods of charging vary 

greatly. Circulation differences, operation costs, desired 
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profit margins, and competition often dictate the rate or ac

count for the variations. One unusual system was practiced 

by an Illinois weekly which ran the want ad without charge if 

the item was not sold and collected 10 per cent of the 

selling price for running the ad if it was. 

(Slide #32) 

Because classified ads play such an important part in 

establishing a newspaper's prestige in the community or 

acceptance by readers and by users of display advertising, 

many publishers tend to charge only the minimum amounts for 

them. But, it is well to remember that a merchant may balk 

at an increase in display rates while a transient advertiser 

is likely to be less concerned with price and accepts 

increases without guestion, 

(Slide #33) 

Host newspapers permit blind ads in which a box number is 

used, rather than a name. Answers are mailed to the 

advertiser for an additional bookkeeping and mailing charge. 

Publishers aee advised to be cautious in accspting ads which 

could be used to take unfair advantage of or to defraud 

readers. Once an innocent reader is led into an undesirabls 

contract as a result of a blind ad, the newspaper rather than 
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the advertiser is blamed. Somehow, running an advertisement 

implies tacit consent or approval by the medium. 

(Slide *34) 

Many newspapers try to operate as close to a cash basis for 

classified advertising as possible. Payment with the 

advertising order usually commands a rate lower than that 

charged if billing is involved. Some newspapers send 

statements on the day the ad appears, showing a cash price to 

be paid within seven days and explaining if it is not paid 

within that time, the item goes to a higher price. 

(Slide #35) 

Although per word prices are easiest for the advertiser to 

figure and may be helpful in stimulating placement of classi

fied advertising by mail, some newspapers adopt charges that 

match dollars with words. Others have special rates for the 

first ten words, considered to be the minimum for a classi

fied ad message, plus fixed charges per word above that num

ber. 

(Slide #36) 

Copy for either classified ads or classified promotional ads 

sometimes is "cute" and still does the job effectively. On 

the other hand, several studies show straightforward ads 
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outpull cute ads (5, p. 48). But, cute or straightforward, 

classified ads are an important revenue-producing area for 

any successful newspaper, an area that can be developed and 

cultivated for higher yields. 
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C. Layout and Design 

The topic of newspaper layout and design was the second 

most popular among press association managers. Thirty-two of 

the association managers, 80 per cent of them, selected the 

topic as one best meeting the needs of weekly and semi-weekly 

newspaper personnel in their areas. It ranked second (by 

only 2.5 percentage points) to display advertising as the 

most urgent need. 

(Slide #1) 

Today's better newspapers reflect strong overtones of 

magazine layout. They make good use of white space, appro-

priate art, and horizontal makeup (17, p. 87). The various 

blocks of type are arranged in pleasing ways to generate 

optimum appeal to the reader. Headline types are selected 

because they are easier to read, but net so loud that they 

shout at the reader. Body type is readable and page design 

pleases the eye (17, p. 107) , 

(Slide #2) 

But, while horizontal makeup is a style adopted by many 

newspapers, more traditional formats are also employed. Â 

more traditional front page is the focus and brace format 

with copy attention focused on the corners, other makeup 
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styles are vertical, formal and informal balance, total 

design, and circus style practiced by some sensational 

tabloids. Modular makeup, a combination of horizontal and 

vertical, is another style employing the building block or 

rectangular concept, 

(Slide #3) 

On the plus side of horizontal makeup is its flexibility and 

the attraction it has for readers. A story of three four and 

one-half inch columns, for example, looks more inviting than 

a 13 1/2-inch single column story (1, p. 178)• Likewise, 

multi-column headlines are much easier to write than are one-

column heads. Horizontal makeup minimizes jumps or 

continuations of stories, Pesearch indicates that from 60 to 

90 per cent of readers are lost on jumps (1, p. 194). 

(Slide #4) 

But, while many newspapers are abandoning traditional formats 

for the modern design, many ethers are adopting what 

typographer Edmund C. Arnold calls "functional" design. Such 

a design better fits the nsss developaentg of the day and- as 

Arnold suggests, "If news is important enough to print, it 

deserves to be displayed in a manner that entices the 

reader's eye" (1, p. 541). 
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(Slide #5) 

Like horizontal makeup, functional makeup provides strong 

bottom-half or below-the-fold display on front pages and 

inside pages free from advertising. Newspapers tossed on a 

chair or table and thus displayed as an invitation to be 

picked up and read will have their bottom halves face up as 

often as their upper halves. One method of strengthening 

fcelow-the-fold makeup is to anchor the lower corners with 

photos or multi-column stories. 

(Slide #6) 

But, while many newspapers have top-heavy front pages, they 

often have weak headline display on inside pages. Hore at

tention can be given to the use of pictures and two and 

three-column headlines on inside pages to give better bal

ance to the total newspaper. First, each page should be con

sidered as a unit of design. And, second, the total 

newspaper should be considered as a unit to avoid the saae 

pattern for pages throughout the newspaper (5, p» 541), 

(Slide #7) 

some editors place a lot of emphasis upon front page makeup, 

then throw together inside pages (9, p. 101). The same kind 

of logic is practiced by the homeowner who gives a fresh coat 

of paint only to the front of his house. Where inside pages 
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are given only cursory treatment, readers may get the 

impression that the stories which appear there are not worth 

reading. 

(Slide #fl) 

Most smartly styled newspapers now have rejected column rules 

which, they say, give a crowded look to a page (17, p. 86). 

They also avoid such devices as stars, dashes, asterisks, and 

cutoff rules in favor of ribbons or blocks of white space to 

separate stories from one another (17, p. 73). Most multi-

decked headlines have also been eliminated as a result of 

this trend toward clean layout. 

(Slide #9) 

Short and floating nameplates are favored over flags which 

stretch the full width of the page (1, p. 184). A popular 

nameplate width is two columns less than the columns of the 

page. Many newspapers now have flags of varying widths. 

They add versatility and permit an editor to select the one 

which best suits the pattern of the news in a particular 

issue. 

(Slide #10) 

Accompanying the trend toward horizontal and functional page 

makeup is the move toward wider news columns; thus, fewer 
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columns per page. Research has indicated that body type set 

s o m e w h e r e  b e t w e e n  m  a n d  1 8  p i c a s  w i d e ,  p r o v i d e d  i t  i s  8 ,  9 ,  

or 10-point type, is the most readable (57, p. 74). Most 

people can read more words at one time than there are in an 

11 or 12-pica line. 

(Slide #11) 

As a result, the six column format has become increasingly 

popular. Not only does increased readership result, but side 

benefits, including cost savings, accrue. For, it is simpler 

to set type in wider measure and six columns, obviously, can 

be pasted up faster than seven or eight. Wider columns 

facilitate easier copy fitting and permit better head counts, 

resulting in more accurate headlines (17, p. 75). 

(Slide #12) 

Many of the illustrations in this presentation come from the 

Times-Plain Dealer of Cresco, long one of Iowa's leading 

community newspapers. Publisher Bruce Turvold says he has 

few hard, fast rules for layout and much of what his staff 

does in his words is ''what the eye tells us we like and «hat 

to do." Do what looks right and if one has the eye for it, 

it works. Obviously, such a philosophy will not work for 

someone who has no eye for taste (58). 
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(Slide #13) 

White space in headlines can be determined both by formula 

and by what looks good. Generally, layout experts suggest 

that six to 12 points of white space are required to separate 

a headline from body copy. In cases of multi-line heads, 

space between the lines is determined on the basis of six 

points, plus two points for each type size above 24 points. 

A two-line 48-point headline thus would have 14 points be

tween the lines (59, p. 77). 

(Slide *14) 

Some researchers have found that the eye tends to scan a page 

in a line that resembles a reversed number six (17, p. 74). 

On the page illustrated by this slide, the eye tends to focus 

on the upper left-hand photo of the rock group, then moves 

right and down to the construction photo, down through the 

advertisements, then up the left side, and around again to 

the construction photo. 

(Slide #15) 

Other researchers discount the reverse six theory* But, they 

agree that the optical center of a page is the upper left 

portion, such as the Archie Griffin story illustrated here 

(59, p. 88) . They contend that a reader starts reading a 

newspaper page as he or she starts a book page, at the upper 
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left. The eyes then move diagonally across and down the page 

and see all parts of the page, left to right and up to down, 

rather than moving in a straight line. 

(Slide #16) 

On some small newspapers, pages are made up without the bene

fit of a dummy, no pun intended. But, dummies are fast 

becoming standard tools and if newspapers are to compete ef

fectively for their readers' time, they must be attractively 

presented. Dummies make such presentations more likely. 

Even the smallest paper can afford to print its own layout 

blanks and a practical size is 8 1/2" x 11" with an inch on 

the dQEOiy representing two inches on the printed page (1, p» 

1 6 0 ) .  

(Slide #17) 

Another useful tool in balancing and coordinating the news 

hole with advertising linage is the copy log, This is a 

record of all copy that has gone to the composing room (1, p. 

160). Many newspapers make use of ad logs, but overlook the 

copy log which can be a means of providing a Gonstaat count 

of available news hole and decreasing chances for mislaid or 

lost copy. 
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(Slide #18) 

The principal function of makeup, of course, is to give the 

reader an attractive newspaper (17, p. 92). There are other 

functions, one of which is to reflect the newspaper's person

ality. ft bright, clean, open, and uncluttered newspaper 

projects a favorable and positive image of the newspaper and 

its staff to its readers. Both news sources and advertisers 

feel more comfortable dealing with representatives of such 

newspapers. 

(Slide #19) 

Makeup also functions as a means of telling the readers what 

are considered to be the most significant stories of the day» 

The location and length of the story and the size and style 

of the headline are identifiable cues for the reader. A 

20-inch bannered or skylined story on page one tells the 

reader that the editors think its content is mere important 

than the information gained by reading a three-incher with a 

single-column head on page five. 

(Slide #20) 

Various sections of the newspaper should be in about the saae 

place each issue so that the reader becomes accustomed to 

them (17, p. 93). A sports enthusiast gets irritated if the 

regular sports fare is not dished up in approximately the 
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same style and spot issue after issue. Family pages and 

editorial pages receive enhanced readership too, when their 

location is pretty much standardized. 

(Slide #21) 

Bat, a newspaper cannot become so standardized that it lacks 

variety. One of the goals of makeup is to help provide such 

variety. There are a number of ways to do this; one-up 

(five columns of type in a six-column space), wider measure, 

boxes, borders, centered headlines, or headlines with kickers 

(17, p. 96) . But, adding variety only for the sake of varie

ty is not always wise. Mixing too many forms and styles 

results in a layout which could be disconcerting to the 

reader (59, p, 71). 

(Slide #22) 

Among the four elements of layout and design—headlines, body 

type, art work, and white space (59, p, 57)—none probably 

deserves more consideration than any other. Good headlines 

alone cannot carry a newspaper otherwise weak in the other 

three elements. Neither can good art, readable body type, or 

diligent use of white space offset poorly designed and writ

ten headlines. 
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(Slide #23) 

Good art for most newspapers means good photography. Good 

photography means pictures that are well cropped and include 

a lot of detail to tell a story quickly and, often, 

dramatically. Increasingly, editors are willing to print a 

few pictures that have no direct bearing on the news-

pictures published solely for their beauty, not their news 

content (17, p. 105). Many editors keep a file of photos, 

like time copy, to call upon when the news hole is too large 

for the normal run of copy. 

(Slide #24) 

Most pleasing to the reader's eye are rectangular or unusual 

shaped pictures—as opposed to photographs cropped squarely. 

And, for what some graphics experts call infinite impact, so 

great that impact on the reader is impossible to measure, 

photos can be larger than half the width or half the depth of 

the page (59, p. 45). Normally, however, photos should be 

placed on the page in such a fashion that they are not cut by 

a quadrant fold. 

(Slide #25) 

Horizontal lines and, thus, a horizontally cropped photo tend 

to give an impression of serenity and peace. Landscapes, for 

example, are normally pictured horizontally. Horizontal 
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photos, those which depict tranquil scenes, usually create a 

mood of rest, a sense of inactivity (59, p. 47). Diagonal 

lines or the arrangement of objects diagonally add action or 

the feeling of movement to a horizontal picture. 

(Slide #26) 

Of course, to enhance the feeling of motion or activity, most 

editors crop photos vertically. Photos which are deeper than 

they are wide normally suggest motion, but also create a mood 

of dignity, respect, force, or power, ft vertical photo of a 

tree, a flag, or a building creates an impression far differ

ent from a horizontal picture of a meadow or a lazy brook. 

(Slide #27) 

Imaginative cropping and camera angles that are higher or 

lower than normal can add to a photograph's effectiveness, A 

photo scaling or cropping formula is useful in determining 

what size the enlargement or reduction is going to be. 

Simply take the cropped width over the cropped depth. This 

number or fraction equals the reproduced depth. A picture 

eight inches wide and ten inches deep reduced to a sis=inch 

width would thus be seven and one-half inches deep. 
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(Slide #28) 

Most exports agree that habit and tradition are the two 

greatest enemies of modern newspaper makeup (U5, p. 549). 

The use of rounded corners on boxes, and even on photos, is 

recommended as a favorable break with tradition by many 

graphics designers. Occasional subheads in body type to 

avoid the gray tones of large masses of reading matter is an

other suggestion. Subheads, by the way, should be about the 

same size as body type, in boldface or in a face that 

represents a change of pace, 

(Slide #29) 

The use Of standing heads can become too widespread for good 

layout and design. They sometimes lead to static, unchanging 

pages and often can kill off otherwise interesting stories. 

Area correspondents' copy is freguently handled in this fash

ion, Many times, however, the news from Junction Flats 

includes items of such general interest a standing head does 

it an injustice. 

(Slide 130) 

One of the most disconcerting makeup practices is to 

tombstone headlines of similar typeface and size, side-by-

side in adjoining columns. They resemble grave markers in 

old cemeteries, thus the moniker, tombstones. Most of the 
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time, tombstoning can be avoided by reshuffling a couple of 

stories or changing a headline. 

(Slide #31) 

And, even headlines with contrasting typefaces side-by-side 

tend to deaden a page (17, p. 99). Ideally, headlines should 

be separated vertically by body type so that each one stands 

clearly by itself. Bumping them is a poor practice. 

Sometimes editors place a standard-size head alongside a 

squint-size head to minimize the problem. This doesn't work 

either. An extremely small head is not much better than no 

head at all, 

(Slide #32) 

It isn't necessary to restrict the type beneath a multi-

column headline to neat squares or rectangles. Columns of 

body type can vary in length. Usually, graphics experts 

prefer that longer columns be to the right rather than to 

have four inches of type, for example, followed by two or 

three inches. Likewise, it is poor practice to extend a 

story to a column not under the headline cr to use a headline 

of a non-related story directly under a multi-column head. 
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(Slide #33) 

This is not to say, of course, that stories cannot be jumped 

to other pages. But, the number of jumps should be held to a 

minimum and, certainly, jumps of only an inch or two should 

be avoided whenever possible. Likewise, one can usually 

arrange the type so that it is not necessary to plug gaps 

with small fillers. If a small gap cannot be avoided, a 

local filler should be used--one which has local appeal such 

as "The average rainfall in Kalamazoo county is 31.2 

inches"—rather than "The world's largest mammal is a whale." 

(Slide #3U) 

Pages should be balanced. Top heavy or bottom heavy pages 

disturb a reader and decrease readership. Some layout 

persons attempt to balance type or artwork in advertising 

with editorial type and photography. And, just as 

advertising persons frown on too many typefaces in an.ad, so 

do the better editors like to use few typefaces for 

headlines. One way to balance a page is to liven the corners 

or each quadrant of the page. 

(Slide #35) 

Just as headline typefaces should not conflict with one an

other, sc should body and headline type blend or coordinate. 

Some newspapers, for example, overuse italics in headlines. 
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If used too often, italics loses its effect. Contemporary 

typefaces such as Futura or Helvetica are found increasingly 

in better newspapers. Some newspapers too frequently screen 

large masses of body type with a gray or a black tone 

challenging readers to make their way through the story. 

(Slide #36) 

It is sometimes easy for an editor to become so enamored of 

layout and design that he lets it overshadow content. He 

sometimes forgets that typography and layout cannot disguise 

poor news coverage and writing (1, p. 323). While newspapers 

must compete for their readers' time, they must also 

communicate with those readers. Good news coverage and good 

writing will make that possible. Layout and design are only 

helpful tools toward that end. 



www.manaraa.com

122 

D. Newswriting 

This packet, like the one that follows it, responds to 

the press association managers' selection of newsriting as 

the third ranking need of weekly and semi-weekly newspaper 

personnel in their states. This packet, however, deals with 

only one form of the news story—the inverted pyramid form. 

Others, such as the narrative or chronological forms, would 

be handled in additional packets. 

(Slide #1) 

Most experts agree that no writer can do a good job without 

first knowing to whom and for whoa he is writing (18, p. 9}. 

Although this appears too obvious to escape attention, some 

newswriters get so involved in the art of expression that 

they fail to recognize how few persons may be reading their 

work. They overlook the fact that audience analysis is basic 

to newswriting effectiveness. 

(Slide #2) 

Some writers enjoy the luxury of a feel for their audiences. 

Others more scientifically and painstakingly analyze just who 

it is that makes up that mass out there that subscribes to 

and, hopefully, reads their newspapers. 
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(Slide #3) 

It is not the purpose here, however, to discuss means of 

analyzing audiences. Rather, considering the steps just 

beyond the establishment of to whom and for whom you are 

writing, beginning with the measurement of those situations 

or events on the basis of interest or importance to that au

dience, is more important, 

(Slide *4) 

A sports story or a list of real estate tranfers, for exam

ple, are likely high interest stories in your community, but 

probably of very little significance to it. Proceedings of 

your county board of supervisors or a story on a new academic 

course at the area school may attract little interest among 

readers, yet may be highly important to them, 

(Slide #5) 

Hov you attend to or balance these two requirements of news— 

interest and significance—is a matter of judgment or choice. 

The ideal story, of course, is one which responds to both 

criteria, one which is equally intsrssting and important to 

large numbers of your readers (7, p. 44), 
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(Slide #6) 

Some experts in the business list what they call qualities of 

news. These qualities are of two kinds: those over which 

the reporter or writer has control and those over which he or 

she has no control. Qualities of news over which the writer 

exerts control include: 

(Slide #7) 

ACCURACY, Not only must the facts of a story be interesting 

and/or significant, they must be accurate. It's accepted 

practice for reporters to double-check names, ages, ad

dresses, occupations, or titles of persons in news events (7, 

p. 28) . 

(Slide #8) 

CONCISENESS. Tight writing is much preferred to verbose 

writing with superfluous words or information. Avoid 

redundancies such as bald-headed when bald says it all (7, p. 

41) . 

(Slide 

BALANCE. Just as it would be unreasonable to give only one 

team's score in a story of an athletic contest, so is it not 

acceptable to present only one side of a news event or 
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I 

or situation. Balance a story with ALL the information, 

both good and bad (7, p. 31) . 

(Slide #10) 

OBJECTIVITY. Despite the argument that absolute objectivity 

is impossible, good reporters and writers keep themselves out 

of their news stories. They leave personal comment to the 

editorial page (7, p. 33) . 

(Slide #11) 

These qualities of news just discussed are those qualities 

over which the reporter-writer has some direct control—the 

accuracy of the news story, the conciseness with which it is 

written or reported, the balance or fairness with which facts 

are presented, and the objective fashion in which the story 

is handled. 

(Slide #12) 

Those qualities over which the reporter-writer has little 

control are these: PROXIMITY. An event or situation which 

hits home or close to heae for the rsadsr usually attracts 

more of his attention than one which took place many miles 

away (7, p. 54). 
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(Slide #13) 

EBOMINENCE. An event or situation involving a person or 

persons prominent in the reader's circle of interest is usu

ally more newsworthy than an event or situation involving 

unfamiliar persons (7, p. 48). 

(Slide #U) 

UNUSUALNESS. Just as the man bites dog story commands 

readership because it is different, so does the unusual event 

get attention from readers (7, p. 55), 

(Slide #15) 

TIMELINESS. Events become history rather quickly unless 

there is a new development to renew interest (7, p, 58). 

(Slide #16) 

HOMAN INTEREST. Readers relate to or identify with events or 

situations for emotional or sometimes irrational reasons. 

Stories about the carrier boy who was robbed or the widow who 

held a winning sweepstakes ticket generate high reader 

interest (7# p« 52) = 

(Slide #17) 

These uncontrollable qualities then are PROXIMITY, 

PROMINENCE, UNUSUALNESS, TIMELINESS, and HUMAN INTEREST. 
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(Slide #18) 

Now, consider a reporter's task from a functional standpoint. 

Some authorities suggest that there are two principal 

functions of reporting. First is the observation function 

and second, of course, is the description function. Neither 

can be ignored cr treated lightly. 

(Slide #19) 

Inexperienced reporters sometimes slight one or the other. 

They discover when writing a story that there's a question 

they wish they had asked at the time of observation. 

Or they may dangle a modifying phrase or misspell a word when 

writing their stories. But, neither function can be 

carelessly handled or short-changed. 

(Slide #20) 

Now, about the first function—observation—and how a 

reporter knows when it has been completed. Once he or she 

can satisfactorily and completely answer the five w*s and H 

about the event or situation, the reporter can be reasonably 

sure he has observed fully. 

(Slide *21} 

Who are th9 participants in the event or situation? What is 

the event or situation which makes it newsworthy? When did 
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the event or situation take place or develop? Where is the 

event occurring or situation developing? Why? What brought 

all this about? How did it all happen or how will it happen? 

(Slide #22) 

With the five H's and H now duly recorded in a notepad or on 

a tape recorder, the reporter is ready to complete the second 

function—description. Whether it's at a typewriter or a 

video display terminal, the reporter new consolidates the 

facts 30 they may be presented in a form appealing to the 

reader. For most straight news stories, that form is called 

the inverted pyramid. 

(Slide #23) 

Such a writing style dictates that the most important detail 

or feature of the news appears first. Additional details or 

facts then are presented in descending order of importance. 

In effect; the story is written in such a fashion that end 

paragraphs can be deleted or cut out without materially 

destroying the meaning of the story for the reader (52, p. 

*3 T / • 

(Slide #24) 

Here's a news story which illustrates the inverted pyramid 

style and introduces the five w's and the H in descending 
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order of importance (54, p. 16). I quote: "A bill that 

would protect consumers from being surprised by high repair 

bills for cars and home appliances was introduced (that's the 

what) in the Iowa House (the where) Friday (the when)." 

(Slide #25) 

Again quoting the newswriter: "Representative Wallace Horn, 

Dem., Cedar Rapids, (that's the who) said his bill would re

quire repairmen to submit written estimates of the cost of 

repairs to consumers if the repairs would total at least half 

of the replacement cost of the product (that's the how)." 
I 

(Slide #26) 

The news story continues: "He said the bill would provide 

consumer protection for 'thousands of persons' who have been 

surprised to receive high repair bills (that's the why)." 

(Slide #27) 

The balance of the story expands upon these major points with 

facts and information suited to readers who desire to pursue 

th*» sabisct matter farther: Some readers exit from the story 

at various spots after receiving enough of the information to 

satisfy their interest or needs# 



www.manaraa.com

130 

(Slide #28) 

Expansion of the story for those wanting more information 

includes additional paragraphs on the need to protect 

consumers who are in a hurry and forget to ask what the 

repair costs will be, on the requirements of the bill that 

repairmen list parts to be replaced and the costs of these 

parts and labor, on the written and oral agreements between 

repairmen and consumers, and the penalties for violation of 

the act. 

(Slide #29) 

Exits for readers satisfied with only some of the facts of 

the story usually take place at the ends of paragraphs or at 

points following introduction of one of the five W s or the 

H. 

(Slide #30) 

For example, a reader interested in consumerism only in a 

general say might exit after learning in the first paragraph 

that protective legislation was introduced. Another reader 

might exit after the second paragraph shtn he discovers that 

he doesn't know the legislator who introduced the bill. On 

the other hand, a reader who feels he has been recently 

burned by his repairman might be so concerned he would read 

the story in its entirety. 
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E. News Story Lead Writing 

This packet, like the one preceding it, responds to the 

press association managers' selection of newswriting as the 

third-ranking need of weekly and semi-weekly newspaper per

sonnel in their areas. It is designed to teach only the 

summary-type news lead. Narrative, suspended interest, or 

other styles of leads would be handled in additional packets. 

(Slide #1) 

Readers must actually be beckoned into a story and invited to 

taste its contents. Leads to stories thus must say something 

cogently interesting or important to that reader» The lost 

effective leads open with a brief, sharp statement of the 

story's most important fact (7, p. 185-186), the peg upon 

which the story is to be hung. It's this fact around which 

supporting information is blended that makes the story. 

(Slide #2) 

A bland, routine lead or "calendar event" lead turns off 

readers (17, p» 55) and is to be avoldgd. Leads which say 

"The City Council discussed several major items of business 

at its regular meeting last night" or "Election of officers 

was held at the Chamber of commerce directors' meeting today" 

don't really expose the central fact of the story. 
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(Slide #3) 

What the city council did—approved a 9 o'clock curfew for 

juveniles or lowered city water rates--is what readers are 

interested in and is what should appear in the news lead. 

The fact that the Chamber of Commerce directors named its 

first woman president after three deadlocked votes is a more 

inviting lead than the fact that the election was held. 

(Slide #4) 

Some writers are so convinced by the merits of the 

names-make-news philosophy they begin each story with the 

name of a person. Thus, you see leads which say "Pete 

Jackson was injured Sunday when the snowmobile he was 

riding..." and "Geraldine Ryan was presented the best-speller 

award last week" or "Clarence Spikes arrived home last week 

after...." Unless you live in an extremely small community 

in which everyone knows everyone else by sight and by name, 

such leads are not the most effective. 

(Slide #5) 

In most communities, unless the person is of some prominence, 

readers will not recognize the name and may well pass over an 

interesting or important story. In the case of the 

snowmobile accident story, it is likely to be more appropri

ate to begin with "A rural Fort Dodge man was injured Sunday 
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when the snowmobile he was riding..." or, in the case of the 

best-speller award story, "An Albert City girl received the 

best-speller award last week..,." 

(Slide #6) 

This is not to say that the name of the person involved in 

the story should be ignored entirely, cr for very long in the 

story. One would want to provide the reader with early iden

tification by name, perhaps in the sentence or paragraph fol

lowing the lead sentence. 

(Slide #7) 

In the case of prominent persons, opening a news story with a 

name is a frequent practice. Perhaps the mayor, the chief of 

police, the superintendent of schools, or the county sheriff 

would enjoy enough public recognition to be named in the 

opening sentence of local news stories. On a national level, 

of course, stories involving such figures as President Ford, 

Secretary of State Kissinger, or Senator Kennedy may open 

with the name. 

(Slide #8) 

Generally, however, even if a person is the focal point of 

the news event, his name is not of such consuming importance 

that it should be given top billing in the story's lead sen
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tence. And, in the case of a speech or personal interview 

story, what that person has to say is usually more important 

or interesting to the reader than who he is, 

(Slide #9) 

Old timers were accustomed to including all six elements of 

the news—the five W's and H—in their leads. These old 

clothesline leads averaged more than 50 words each. Today's 

lead paragraphs run half that amount. In fact, some 

newspapers limit their leads to "about 25 words." Others 

tell their reporters that lead paragraphs should be no longer 

than three typewritten lines (7, p. 188). 

(Slide #10) 

Reporters now are more selective in their use of the five W's 

and the H, If a writer is to catch the meaning and the 

flavor of a news event in his story, he chooses for his lead 

the elements which best serve this purpose. Which of the 

five W's and H, he or she asks, must be included in the lead, 

which may be presented later in the story, and which may be 

left out? 

(Slide #11) 

The element which appears more frequently than any other in 

lead sentences is the What element. Such leads may open with 
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"A two-car crash Tuesday claimed the lives of two Estherville 

men..." or "Hail and high winds last night caused an estimat

ed $1 million loss to Buena Vista county crops..." or "An 

audit of the Pamona State Bank uncovered a $3,000 

shortage..." are all What leads. And, since news stories 

almost by definition tell what happened or will happen, it 

follows that the What element should be more commonly 

featured than any other. 

(Slide #12) 

The When element is rarely the most important in a news 

story, but is also seldom left out of a lead. Both the 

consumers and the purveyors of news are so firmly and proper

ly conditioned to timeliness the When element is usually in

cluded. Although the When is not the dominant element, lead 

sentences of news stories typically include it: "Bank 

deposits in Wright county reached a new high last month, it 

was announced this week..." or "Flash floodwaters Sunday de

stroyed the county's chances for a bumper corn crop...." 

(Slide #13) 

The Who, sometimes wrongly, appears frequently as the opening 

element in news story leads. Certainly, when the central 

figure in the story is a person of prominence, this element 

could be given first consideration. But, remember the 
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earlier warning: What a person says or does is often more 

important than who hm is, 

(Slide #1%) 

When this is the case. Who leads emphasize the person's title 

rather than his name. Perhaps only a handful of readers 

might want to read a statement by Joe Green, But, few 

readers would skip over a statement by a prominent local 

leader. Thus, Who leads often read like this: "The head of 

the county cattle feeders said yesterday the boycott should 

be lifted,.," rather than "Dick Jones said yesterday the 

market boycott would be lifted,,,," 

(Slide #15) 

The Where element is only occasionally the key element for 

top billing in a news story, A highway intersection where 

repeated traffic accidents occur might prompt a Where lead. 

"The intersection of Highways 3 and 4 was the site of another 

costly traffic accident yesterday" or selection of a city for 

a major event might trigger a Where lead. "Sioux Center has 

been selected as host city for the regional feed conference 

in March, it was announced...." 
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(Slide #16) 

Why and How are the two elements seldom used in news story 

leads. There may be growing concern among readers to know 

the Why of situations or events, but the use of the Why ele

ment in the lead sentence is rare. Occasionally, however, 

such leads as "Because of excessive spring rains, county 

farmers are facing..." or "Since interest rates have been 

declining, housing starts in Hamilton county..." appear. 

(Slide #17) 

leads in which the How element is emphasized are also 

uncommon. "By a single vote. Congress overrode the 

President's veto Monday" or "In a 5-U split, the State 

Supreme Court upheld Sunday liguor sales" sound somewhat 

awkward. In fact, they violate the rule against opening lead 

sentences with prepositional phrases, a rule that may be 

violated if clarity and understanding are better served. 

(Slide #18) 

Prepositional phrases, participial phrases, and noun phrases 

are poor ways to open lead sentences. Direct, straight

forward, declarative sentences are much preferred by readers 

and make less likely the chances for misunderstanding or 

misinterpretation. The two How leads cited earlier flow much 

more easily when rewritten to say "The State Supreme Court 
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upheld Sunday liquor sales in a 5-4 vote..." or "Congress 

overrode the President's veto by a single vote...." 

(Slide #19) 

Question leads are sometimes effective, but can easily be 

overdone. Such leads as "Has the area's economy bottomed 

out?" or "When will the new recreation area open?" or "Who 

really won Tuesday's election?" are simple and straight

forward, command immediate interest, and emphasize the major 

fact of each story. But, question leads also demand that 

answers be provided rather quickly lest the reader be left 

dangling and wondering what is going on. 

(Slide #20) 

In these examples, the reader must be told rather quickly in 

the story that area unemployment is falling and the economic 

picture has brightened, or that the new recreation area is to 

be completed early next month, or that unofficial election 

returns place two candidates in a dead heat. Failure to pro

vide a quick answer to question leads is an irritant to be 

avoided. One way is to avoid question leads, 

(Slide #21) 

Direct-quote leads, too, can be effective but some readers 

look on direct-quote leads as laziness on the part of the 
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writer. The reporter wouldn't take the time tc paraphrase 

what was said in briefer and more understandable terms. In 

the case of speech stories, for example, few speakers provide 

neat summaries or statements that would be suitable for 

leads. Eut, when they do, the direct-quote can be effective. 

(Slide #22) 

Consider a lead such as this: "'You bums! You didn't want 

to win enough, did you?' a fan screeched from above the 

dugout at County Stadium Sunday." A direct quote lead works 

in this case. 

In line with the admonition that clothesline leads are no 

longer acceptable, one should avoid compound sentences or 

sentences that have too many ideas in them. It's too much to 

expect â cêâaêr to grasp multiple ideas, sspscially at the 

opening of a news story. 

(Slide #23) 

R lead such as this: "Mayor Jones and members of the City 

Council argued over who controls the city purse-strings, the 

City Clerk or the city Treasurer, at Tuesday's meeting 

attended by delegations representing the Taxpayer's Associa

tion and the City Development commission as well as other 

individuals supporting a third position" requires reading 

more than once for understanding. 
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(Slide #24) 

Unless vitally interested, most readers won't go to the 

trouble of re-reading. One-idea sentences, whether in leads 

or in the body of the story itself, ease the reading task 

and, thus, contribute to improved communication between 

reporters and consumers of news, 

(Slide #25) 

Here is a simple, declarative lead from a highly regarded 

metropolitan newspaper; "Detroit police are seeking two 

armed robbers who took an undetermined amount of morphine, 

codeine, other narcotics and cash yesterday morning from a 

west side drug store." (54, p. B1). Another from the same 

newspaper generates interest without overlooking the major 

elements: "When a man turned in two crisp $5 bills to police 

at a Detroit police mini-station a month ago, the officers on 

duty thought at last they had found a truly honest man." 

(54, D1) . 

(Slide #26) 

Okay! What have we said here about leads? First, of course, 

we've said that a lead should open with a brief, sharp state

ment of the story's most important fact. This serves to 

capture attention and invites a reading of the story. 
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(Slide #27) 

Emphasize only the Who, What, When, Where, Why, or How that 

best captures the meaning and the flavor of your story. The 

old clothesline lead in which all the five W's and H had to 

be included in the opening sentence of a story is 

unacceptable to the sophisticated, busy reader. 

(Slide #28) 

Avoid identifying persons in leads by name unless they are 

persons of prominence. Generally, the person's title has 

more meaning to more readers and often what he has done or 

has to say is mere important and more interesting than who he 

is. 

(Slide #29) 

Limit lead sentences to no more than 25 words or three 

typewritten lines. Readers get lost or turned off by long, 

involved lead sentences. Some of the best leads are brief, 

sharp, single idea statements. 

(Slide #30) 

Good news writers avoid opening their leads with 

prepositional, participial, or noun phrases. They,recognize 
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that it's too easy to confuse the reader or mislead him with 

other than direct, straight-forward language. 

(Slide #31) 

Although question leads often can generate interest from a 

reader and motivate him to read on, they can be a source of 

reader irritation. They should be used sparingly and only at 

the most appropriate times. 

(Slide #32) 

Direct quote leads, too, can be effective but sources rarely 

issue neat summaries or statements that lend themselves to 

concise lead sentences. More often, it is better to 

paraphrase what a speaker or source has to say. 

(Slide #33) 

Avoid compound, multiple idea lead sentences. They confuse 

the reader who is innately lazy and wants information 

parceled out in smaller, more palatable doses. 
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VI. SUMMARY, DISCUSSION, RECOMMENDATIONS 

The history of the nation's community newspapers—the 

weekly and semi-weekly publications--has been one of concern 

for survival. For any one or more of a variety of reasons, 

the numbers of these community publications have declined 

over time. Changing economic conditions, population shifts, 

industrialization, or alterations in community political phi

losophies have sometimes contributed to such decline. 

But, newspapers do survive. Publications do succeed in 

adjusting to the changes which cause others to fail and some 

newspapers prosper and grow in influence despite great odds, 

why? 

One of the purposes of this study was to determine the 

needs of community newspapers or the threats to their 

survival as perceived by state press association managing 

directors and executive secretaries. Because most community 

newspapers belong to their state press associations and be

cause most association managers are highly knowledgeable with 

respect to the editorial and economic welfare of the member 

publications, press association managers are tht most logical 

and expert sources for delineating newspaper needs, concerns, 

and threats. 

A second purpose of the investigation was to determine 

if press association managing directors and executive 
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secretaries of states âemographically dissimilar would 

perceive the needs for upgrading the craft and the product of 

community journalism in their states differently. Or, would 

such variables as population density or competition from 

other community newspapers play no significant role in the 

determination of how press association managers viewed the 

needs of their state's newspaper personnel? 

It was thus hypothesized that state demographic 

differences would result in divergent perceptions of these 

needs. Demographic considerations in this study were: 

weekly and semi-weekly newspaper/population ratios, daily 

newspaper/population ratios, population density, 

farm/population ratios, weekly and semi-weekly/daily 

newspaper ratios, and farm/manufacturing added-value income 

ratios. 

Questionnaires were mailed to state press association 

managers listed as members of Newspaper Association Managers, 

Inc., and data from UO of them were used in the study. 

Press association managers were asked to select topics 

best suited to the needs or concerns of newspaper personnel 

in their states. These topics were classified as either 

reader-oriented or newspaper-oriented (without the knowledge 

of the respondents). 

First consideration was given to the overall selection 

of topics by the press association managers. Leading the 



www.manaraa.com

145 

list of 16 suggmsted topics was display advertising, named by 

82.5 per cent of the association managers as best meeting the 

needs of newspaper personnel in their states. Close behind 

was th<> topic layout and design, selected by 80 per cent. 

Others in order were; newswriting, 72.5 per cent; new 

technology, 65 per cent; news photography, 60 per cent; 

classified advertising, 57,5 per cent; press law, 52.5 per 

cent; circulation, 50 per cent; postal regulations, 42.5 

per cent; editorial writing, 40 per cent; accounting and 

bookkeeping, 37.5 per cent; newspaper ethics, 35 per cent; 

copy editing, 27.5 per cent; headline writing, 25 per cent; 

news interviewing, 17.5 per cent; interpretive reporting, 15 

per cent. 

Based on the demographic considerations for each, the 

states were divided into groups and comparisons of the mean 

responses by press association managers were tested to deter

mine significant differences, if any, in the selection of 

suggested topics for seminars and short courses. The eight 

reader-oriented and eight newspaper-oriented topics served as 

dependent variables in the study. The six demographic 

considerations served as independent variables: 

Statistically, significant differences appeared in 

elements of five of the six hypotheses tested. In the sixth. 

Hypothesis No. 6 which stated that press association managers 

representing states with comparatively larger agricultural 
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incomes in relation to manufacturing incomes would select 

more reader- than newspaper-oriented short course and seminar 

topics as those best meeting the needs of newspaper personnel 

in their states, there was no significant difference in any 

of the 16 dependent variable cells. 

Hypothesis No. 1 stated that association managers from 

states with larger numbers of weekly and semi-weekly 

newspapers per person would select newspaper-oriented topics 

over reader-oriented topics, A significant difference was 

found in only one of the 16 dependent variables—postal 

regulations at the ,01 level of significance. 

Hypothesis No, 2 stated that association managers from 

states with larger numbers of daily newspapers per person 

would select newspaper-oriented topics over reader-oriented 

topics. Two of the 16 dependent variables—interpretive re

porting at the .01 level of significance and copy editing at 

the .05 level—showed significant differences in group means. 

Hypothesis No. 3 stated that association managers from 

states with more concentrated populations would select 

newspaper-oriented over reader-oriented topics. In 

oneindepenient variable—postal regulations at the #01 level 

of significance—a significant difference was noted in the 

group means. 



www.manaraa.com

147 

Hypothesis No. 4 stated that association managers from 

states in which there were more farms per capita would select 

more reader-oriented topics than newspaper-oriented topics. 

In the testing of one independent variable—interpretive re

porting at the .01 level of significance—a significant dif

ference in group means occurred. 

Hypothesis Mo, 5 stated that association managers from 

states with comparatively more weekly and semi-weekly 

newspapers in relation to dailies would select reader-

oriented over newspaper-oriented topics. A significant dif

ference in responses was recorded in testing the independent 

variable display advertising at the .05 level. 

Despite the fact that statistically significant 

differences were found in only a limited number of cases—six 

of 96—the results of the study are of importance and of 

practical significance to journalism educators and 

practitioners. 

The statistical differences (six of 96) are little 

better than those one might expect due to chance or its 

fluctuations at the ,05 level. Where tests are independent 

of one another, sight expect about five per cent of the 

results to occur by chance. In studies such as this, in 

which the treatments or tests are not completely independent, 

but somewhat related, one might expect an even higher 

occurrence by chance. 
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Thus, there appears to be little reason to reject the 

six hypotheses of the study in favor of the null hypotheses 

which suggest no significant difference in group responses. 

What's mor*, th« magnitude of the difference between the 

means is not of great practical concern. In 90 of the 96 

cells, no statistical and little substantive difference was 

recorded. In the six in which significant differences re

sulted, the substantive differences are not of alarming mag

nitude, for the most part. In four of the six cases, the 

group means vary less than 35 per cent. 

on«= might argue that some statistical imprecision may 

have resulted from the demographic measurements used in the 

tests. For example, when one measures the relationship be= 

tween newspapers and population or between farms and popula

tion, a low ratio could mean one of two things, or a combina

tion of the two. Either there is a high number of farms or 

newspapers against a high number of persons, or a low number 

of farms or newspapers against a low number of persons. 

The data show that the ratio of weekly and semi-weekly 

newspapers to population in Michigan is 1/25,142 persons, not 

much different from New Mexico's 1/26,737 persons, yet an 

offhand appraisal might well be that the two states are ex

tremely different from other standpoints. Or, the ratio of 

daily newspapers to population in Utah is 1/211,855 persons, 

not much different from New Jersey's 1/224,005 persons, yet 



www.manaraa.com

149 

those two states would appear to be widely different by 

other, perhaps more meaningful considerations. 

Another possibility for imprecision in the results could 

center on th& perceptive abilities of the state press associ

ation managers. Their responses on what they perceive to be 

needs, it could be argusd, are off-target and do not conform 

to reality. This possibility, however, is an unlikely one. 

A number of years of personal community journalism experience 

and contacts with dozens of community newspaper publishers 

lead the writer to believe the perceived needs expressed by 

the association managers are accurate. 

Nonetheless, the study's results do indicate that 

programs developed to help beginning or under-trained 

journalists in one area of the nation are appropriate for use 

in all areas. While this may be encouraging to educators and 

others concerned with human development, practitioners of the 

craft also may find satisfaction in the knowledge that any 

post-graduate training or continuing education they receive 

in community journalism will serve them equally well in all 

geographical or demographical locations. 

The lack of significant differences in a substantial 

number of the cells could also be interpreted as indicating a 

more homogeneous community newspaper audience than one might 

have expected. The fact that association managers in rural, 

agriculture-oriented states made topical selections little 
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different from those by association managers in urban, 

industry-oriented states could indicate the audiences their 

respective newspapers serve are not appreciably different. 

Continued research is needed, however. Additional 

community journalism research, in both the testing and 

developmental fields, should cover continuing education 

models and their application. In Chapter Five of this study 

are five audio-visual mini-courses or learning packets devel

oped as a result of the perceived needs of community 

newspaper personnel. Topics of these are news lead writing, 

newswriting, display advertising sales, classified 

advertising promotion, and newspaper layout and design. 

Others should be developed, if not for all the topics covered 

in this study, then for those selected by press association 

managers as the most needed. 

The most appropriate areas or topics of additional mini-

courses are: new technology, news photography, press law, 

circulation, and postal regulations. 

In addition to the development of sound-on-slide, tape-

slide, or videotape presentations, the learning packets 

should include such additional software as behavioral 

objectives, printed summaries, review tests, and means for 

feedback. These learning packets then should be 

scientifically tested with control and treatment groups or 

with pre-tssting and post-testing of groups receiving the 
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treatments. Where necessary, the procedures or messages 

should be adjusted and refined to offset any weaknesses or to 

capitalize on strengths uncovered in testing. 

A final recommendation would be to make such packets 

available to community newspaper personnel for the purpose of 

upgrading the craft and the product of the nation's community 

journalists. 

Too often, those who need it the least are the ones who 

now participate in seminars, workshops, or continuing educa

tion programs. The owners, publishers, and editors are those 

who more frequently attend, while the ones who would benefit 

the most—sub-editors, reporters, advertising salesmen, 

bookkeep9rs==ar@ at home "tending the store." One press 

association managing director said the greatest need in his 

state was for "workshops to supply enthusiasm, ideas and 

techniques for those who do the work, not the top level 

people who can attend regional and national meetings." An

other suggested, "It's too costly for most newspapers to send 

staffers to such (state) clinics." 

One method for reducing the problems of distance and 

cost is to hold area workshops or clinics which involve only 

minimum driving distances for the participants. Such area 

programs are now being sponsored in a number of states. 

Unfortunately, newspaper representation percentages in these 

states do not vary substantially from those in others which 
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rely entirely on centrally-located seminars to bring informa

tion, ideas, and naw practices to their newspaper personnel. 

An argument against the area seminar, of course, is that it 

multiplies costs. The time and expense cf bringing resource 

persons or experts to five area clinics, for example, are 

considerably greater than those of bringing the same authori

ties to one centrally-located clinic site. 

On th9 basis of what has also been found in this study, 

a gap appears to exist between what press associations are 

now doing and what their association managers say needs to be 

done. Four of five association managers said personnel in 

their states needed layout and design ideas and techniques. 

Yet, less than one-fourth of the associations are sponsoring 

or co-sponsoring efforts to make such information available 

to their newspapers' personnel. Press law was selected as a 

topical need by more than half of the association managers, 

yet less than 10 per cent of them report any such programs in 

their states. 

Difficulty in finding suitable short course or workshop 

speakers was cited as one reason for limiting the topics 

covered. Another was the lack of faads to finance 

appearances of persons recognized as authorities in some of 

the more esoteric fields. 
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The learning packet concept proffered in this study 

holds premise for offsetting disadvantages of the centrally-

located clinic while embracing advantages of area seminars. 

Additionally, the learning packets are likely to be used by 

those personnel they're designed to help, particularly if 

they are made available to individual newspapers or to groups 

of newspapers with common skill or product improvement needs. 

The packets, if developed through the cooperative 

efforts of schools and departments of journalism, could 

relieve th^ problem of locating credible speakers and elimi

nate the cost of bringing such experts to workshop and short 

course sites, 

A set of five sound-on-slide, video taps, or tape-slide 

presentations, for example, could replace five highly quali

fied speakers in such diverse areas as news photography, 

bookkeeping and accounting, new technology, newspaper law, 

and classified advertising, such sets could be duplicated, 

made available through university area extension offices, and 

served up simultaneously to small groups of community 

newspaper personnel at several locations. 

This final recommendation may well be the aost important 

of the study. If one harbors a belief that democracy 

flourishes only when man has free access to information and 

ideas, then the loss of any medium which provides this access 

is a diminution of freedom. Contrarily, any measure to im
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prove or to maintain the free flow of information and ideas 

aids the cause of man's freedom. Audio-visual mini-courses 

made readily available to community journalists, this study 

suggests, could be vehicles for countering threats to the 

survival of an important segment of the nation's press—the 

weekly and semi-weekly newspaper. 
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IX. APPENDIX 

September 1, 1974 

Dear 

Seminars, short courses and ether forms of continuing educa
tion programs for weekly and semi-weekly newspapers ate being 
held to update the product and the craft in many states. In 
Iowa these oft^n take the form of area seminars paneled by 
local newspaper personnel teamed with Iowa State Journalism 
and Mass Communication faculty members. The Iowa Press Asso
ciation, photography groups, equipment firms and others, too, 
sponsor informational meetings with similar objectives. 

And just as weekly and semi-weekly publishers welcome the 
opportunity to upgrade their newspapers, so do we want to be 
able to update and upgrade methods of providing them with new 
and better programs to get the job done. 

That's the purpose of the enclosed questionnaire. We hope to 
get ideas from continuing education programs now being 
carried cut in ether states to do a better job here. You 
will be doing us a favor, and perhaps your state's press as 
well, if you will complete and return the questionnaire in 
the enclosed envelope. We'll be glad to share a compilation 
of the results. Just check the appropriate box and I will 
see that you get a copy. 

Sincerely yours. 

Dale E. Boyd 
Press Building 
Iowa State University 
Ames, Iowa 50010 

DEB/jw 
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PLEASE COMPLETE AND RETURN IN THE ENCLOSED ENVELOPE 

îonr Name 

press Ass'n 

1.  

2. 

3. 

( 11 
( 'J 
( 1 
{ ) 
( ) 
( I 

Tes 
Ho 
Tas 
Ho 
Tes 
Ho 

lit® continuing education programs for weekly and semi-weekly newspapers held in your state 

Ooaa your association directly sponsor such programs? 

0o others sponsor such programs in your state? 

Bhich progiran subjects or topics would you suggest best meet the needs of your state's weekly and 
semi-weekly newspaper personnel? (Check as many or as few as necessary.) 

Hevswriting 
Interpretive Reiporting 
Hews Photography 
•evs Interviewing 
Editorial Hritl.ng 
layioat and oesllgn 
Beadline Writing 
Copy llditing 
Circulation 
Press Law 

Costal Regulations 
Accounting, Bookkeeping 
Display Advertising 
Classified Advertising 
newspaper Ethics 
Hew Technology 
Others 

5. ahich THRRB subjects or topics from the above list would you select as the HOST worthwhile for your 
state"s newspapers? 

(Turn to Page 2 please) 
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6. Itoald you please list those continuing education programs you know of held in your state within the past 
y#ar? (Use the back of this sheet if needed.) 

Program Topic(s) 
or Subject(s) 

Sponsor(s) Program Time 
(evening, 
a.fternoon, 

weekend, etc.) 

In What City 
Held? 

If More 
Than One 

Day, Indicate 

Who Attended 
(editors, 
newsmen, 
etc.) 

7. Plense estimate the percentage of the weekly and semi-weekly newspapers in your state represented at ANY 
of the above. 

less than 25% ( ) 25-50* ( ) 50-75* ( ) over 75% { ) 

8. Bhat is the BEST single newspaper related topic presentation you've seen recently in terms of content and 
•9thods of presentation? Describe it briefly. 

9. Comments or suggestions. List any suggestions you have for bringing useful information and ideas to the 
nation's weekly and semi-weekly press. (Use back of this sheet if needed.) 

THANK TOO! Chock here ( ) if you'd like a copy of the results. 
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