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ABSTRACT
RESEARCH FOR THE SMALLER NEWSPAPERS
By

Roger W. Williams

The small newspaper faces difficult times. It is
confronted with competition from broadcast media, shop-
ping guides, and often from nearby metropolitan dailies.

National advertising revenue has all but disap-
peared for the weekly and small daily, and concentrated
sales efforts by competing media have now placed local
advertising in jeopardy.

Small newspapers have found it difficult to keep
pace with changes in marketing, advertising and retail-
ing. Usually understaffed and underfinanced, the small
publisher finds little time to incorporate advanced tech-
niques which could improve his competitive position.

Increasingly, the smaller newspaper must prove
its worth as an advertising vehicle if it is to attract
and hold advertisers. This means it must engage in re-
search.

A 1968 survey to determine the amount of research

by Michigan newspapers showed that fewer than 12
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newspapers in the state have undertaken any type of re-
search within the past five years. The survey also indi-
cated that most publishers realize the benefits of re-
search and would be willing to support a "research
service" through the Michigan Press Association.

The example of a newspaper study illustrates how
small newspapers can collect meaningful data with a mini-
mum of time, effort and expense. By using a "group ap-
proach" to newspaper research, such individual studies
could be conducted at significant savings to the pub-
lishers.

Combined efforts and cost-sharing, under a central
research center, would develop other benefits to news-
papers: research procedures could be suggested and
methodology explained; copies of individual newspaper
studies could be centrally filed for future reference by
newspapers which plan similar investigations; sources of
professional counseling and EDP could be established;
secondary research material could be recommended; data
collected from individual newspaper studies could be in-
corporated into general presentations to effectively
promote the medium to national advertisers and adver-
tising agencies.

The Michigan Press Association already has most
of the facilities needed to establish a central research

bureau. It has communications, contacts, physical plant,
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and other requisites. Research personnel could either be
hired on a full time basis or obtained on a fee basis from
Michigan State University.

Services provided by MPA would be limited only by
what members were willing to finance. Under such a plan,
newspapers would take the first step in strengthening

their competitive position among mass media.
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CHAPTER 1

INTRODUCTION

Newspapers, which once enjoyed a virtual monopoly
in mass communication, face an intensified battle with the
newer mass media for the advertiser's dollar. National
advertisers in particular have adopted more sophisticated
methods for making media decisions, and newspapers must
adjust to these new criteria if they are to remain compet-
itive.

Some of the larger, more efficient newspapers have
met the challenge by improving their publications and
professionalizing their operations. Personnel have been
upgraded, better rate structures have been established,
and--most importantly--market and readership data have
been collected and made available to advertisers and ad-
vertising agencies. Some of the larger metropolitan
dailies have even established separate research depart-
ments within their corporate structures.

But publishers of many smaller daily and weekly
newspapers are disheartened and confused over the loss of

national advertising to competing media. They do not



comprehend the magnitude of the problem, its causes and
possible cures. While they admit the need for research
and the benefits of such study, they recognize the com-
plexity of market-media research and believe such studies
are beyond their capabilities.

The answer may be found in a "group approach" to
research by these smaller newspapers. As proposed in
this paper, a standardized group approach is both feasi-
ble and desirable.

The problem involves more than the loss of nation-
al advertising; the very existence of the small newspaper
may well depend upon data uncovered through research. Not
only can the small newspaper prove its effectiveness as
an advertising vehicle, readership studies can uncover
valuable information to indicate overall strengths and
weaknesses of the publication.

Nor is it too late to recoup much of the loss in
national advertising. Professor Ken Byerly, University
of North Carolina's School of Journalism, berates news-
papers for not meeting the challenge of other media.

After discussing the problem with advertising agency
executives, Byerly suggests five weaknesses of small
newspapers which must be corrected if they are to be com-
petitive: image, business methods, rates and costs, sales

techniques, and research.



When discussing the need for more and better re-
search Byerly said:

Some agencies suspect ‘that weeklies are read more
thoroughly and kept around longer, so have higher
readership per page and more effective exposure per
advertisement. But they have no proof.

So weeklies must work together to demonstrate and
document greater readership. They will have a power-
ful weapon that will get them more national adver-
tising if they prove through authentic research that
cost per sale is cheaper in weeklies than for other
media. Almost nothing has been done to prove this.
Individual weeklies must also provide correct demo-
graphic figures and maps on circulation, income, edu-
cation, age and other buying power statistics for
their areas.

Such research would put small newspapers on the
offensive, rather than relying on current defensive tac-
tics such as cutting staff, "tightening up" pages, and
using other cost-reducing methods in hopes of improving
profit pictures. These defensive techniques only com-
pound the problem and prolong the grief.

From all present indications, the condition of
the small newspaper will continue to deteriorate unless

it takes meaningful steps to improve its position among

media.

lken Byerly, "Byerly Tells Weeklies How to Get Ad
Linage," Editor & Publisher, V.CI, No. 18, (May 4, 1968),
p. 18.




National Advertising Declines

Figures published by Media/scope, which compare

national ad expenditures in major media, show newspapers
have not effectively kept pace with their closest
competitor, television.

In 1965, newspaper revenue from national adver-
tisers amounted to $770,891,000. This figure increased
to $872,813,000 in 1966, up some 13.2 percent.? Many
newspaper-oriented professionals were quick to point out
that this percentage increase was second only to "nation-
ally distributed Sunday supplements," which enjoyed a
14.9 percent increase.

What they neglected to mention were the dollar
amounts represented by the percentage figures.

It is evident from Table 1 on the following page
that newspapers did not get the dollar increase which
national advertisers allocated to other mass media in
1965, 1966, and 1967.

The 13.2 percent increase added $91,922,000 to
newspaper revenue derived from national advertisers over
1965. Spot television, by comparison, showed a percent-

age increase of only 10.6 percent; yet dollar volume

23. K. Lasser & Co., "National Advertising Ex-
penditures," Media/scope, V.XI, No. 5, (1967), p. 100.
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increased $113,846,000. Network television, with a 12
percent increase, showed new revenue of $150,973,000.

The 1966-67 comparison shows an even greater
differential. While newspapers suffered a six percent
loss of revenue over 1966 income, network television
gained more than six percent. In fact, all electronic
media showed an increase.

What the table fails to show is a breakdown of
losses suffered by large metropolitan dailies as compared
to small daily and weekly newspapers. It is the latter
group which has been most seriously affected.

Because of their limited circulations, small
newspapers are considered too costly by many national ad-
vertisers and their agencies. These smaller newspapers
argue that their publications enjoy higher readership, and
attempt to justify the expense by claiming better market
penetration, more thorough readership, multiple exposure
to message, and other attributes which derive from their
"grass roots" existence.

But the lack of evidence in the form of meaning-
ful research has left the small newspaper without proof
of these claims.

Arthur A. Porter, Senior Vice President-Director
of Media, Campbell-Ewald Company, remarks, ". . . we can
run a newspaper ad in several thousand markets--markets

big, medium, and small--from one end of America to the



other--without ever knowing how many people we reached,
what kinds of people they were or how much it cost us to
get our message across."3

He notes that demographics and other data are
necessary if agencies are to make effective media
decisions.

"If newspapers had such data," he says, "the a-
gency could answer such questions as where do I stand the
best chance of getting maximum attention for my message;
what differences exist in levels of reader traffic by
days of the week, time of the year, thick vs. thin issues;
what are the relative values of black and white vs. two-
color vs. four-color; how big an ad do I need in a small
paper to deliver the same level of readership as does a

larger ad in a big paper?"4

Retail Media Mix Changing

It is not only the national advertiser who ques-
tions the lack of newspaper market-media data. Local ad-

vertisers are reacting, and retail advertising is presently

3arthur A. Porter, "The Newspapers' Interesting
Condition," Paper read before the meeting of the Michigan
Press Association, Kellogg Center, Michigan State Univer-
sity, East Lansing, Michigan, January 26, 1968.

41pia.




the "strong suit" of newspapers. It has absorbed much of
the loss in national linage.

Local advertising contributed nearly $4 billion
to newspaper revenue in 1967; national advertising ac-
counted for only $940 million.>

Donald M. O'Brien, vice president, Mabley & Carew
Department Store, warns newspapers that many large retail-
ers are now mixing their advertising budgets to include
other media.®

Sears Roebuck & Company, with its 840 retail
stores and an annual newspaper advertising budget of more
than $100 million,7 spent $3.6 million on tv alone in the
first nine months of 1967, O'Brien points out. This
amounted to a $1 million increase over the entire year of
1966 . . . and the company recently hired its first radio-
tv broadcast director.

O'Brien quotes Thomas Jeglosky, vice president of

advertising and publicity of Daytons Department Store in

Minneapolis as recently stating, "Of the three million

Sal Kroeger, "What Kind of Tomorrow for Today's
Newspaper," Media/scope, V.XII, No. 4, (1968), pp. 45-46.

6ponald M. O'Brien, "Newspapers Must Think Young,"
a paper delivered before the spring meeting of the Ad
Executives Association of Ohio Daily Newspapers, Youngston,
Ohio, March 10, 1968. (In the files of the Michigan Press
Association)

7KRroeger, p. 45.



dollars spent for advertising last year, only four percent
went for radio and tv. This year, it will be 15.5 percent
« ¢« o by 1969 it will be 20 percent . . . and by 1970 it
could be half of our budget." Reporting on his tv com-
mercials, Jeglosky notes, "We've had some that were great,
others fair and some bad. But we've had tremendous re-
sponse to all and you can't say that for newspaper adver-
tising."

The F. & R. Lazarus Company in Columbus, Ohio, is
another retailer which plans to use broadcast media to a
greater degree, and O'Brien contends that large retail
operations will continue to allocate more of their budgets
to broadcast media unless newspapers offer "something more
than circulation figures."

Newspapers must provide data which show how
thoroughly they are read, and how readers compare the
newspaper to competing media. A newspaper needs to indi-
cate the particular market it serves and the demographics
of its readers: age, sex, income, education, mobility,
number in household, etc.

Such information may soon prove necessary if news-
papers are to attract and hold smaller retail accounts.
Competition from large chain operations is forcing smaller
merchants to adopt a more modern approach to advertising

expenditures.
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Coops, small chains and affiliated operations now
offer the medium-size and small merchant opportunities of
volume buying and professional marketing assistance. A
part of this assistance is selection of advertising media.

Newspapers, which have enjoyed the fruits of per-
sonal relationships with local retailers, find advertising
decisions being made in New York and Chicago. Voluntary
cooperatives employ professional advertising staffs to
design promotions and suggest the most effective use of a

8 Advertising decisions are increasingly being

media mix.
made by other than local store managers.

Even those managers who retain an appreciable a-
mount of influence in media selection are becoming more
sophisticated in placing their advertising. They are

better informed, better trained, better educated than

their predecessors.

Wider Selection of Media

Not only are retailers more precise in their
media choices, there is an increasing number of media
from which to choose.

Today's retail merchant is likely to be called

upon by a local radio salesman. Radio spots are within

8National Publisher, April 13, 1968, p. 6.
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the economic means of local retailers, and the station
usually arms its sales representatives with audience
studies and market statistics which show the effectiveness
of both the medium as well as the particular station.
Attractive "package rates" for multiple spots, sponsor-
ship of shows and newscasts, and remote broadcasts from
the merchant's store are offered as additional promotions.
"Throwaway" shopping guides grow in number, add-
ing bits of local news to enhance value to the receiver.
They have organized a national trade association. Na-
tional and manufacturer's cooperative advertising is al-
ready carried in some of these free-distribution publica-
tions. A research program, being launched to determine
acceptance and readership, may produce more.9
Broadsides have been used by retailers for years.
The previous expense of mailing has been diminished by
population shifts to cities and towns, thus making low-
cost carrier delivery a feasible method of distribution.
Large retailers, such as Federal Department
Stores, Sears Roebuck & Company, and Montgomery Ward still
publish individual broadsides. But coops, affiliated
chains and even member stores in a shopping center pool

efforts to produce attractive publications. Printing

runs may exceed hundreds of thousands, and presses are

91pid.
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stopped only to change the "signature" on broadsides
produced for voluntary chains such as I.G.A.

Television has already made overtures to local
retailers, and this threat to newspaper advertising will
certainly increase.

While television rates are expensive, competition
from new stations will bring reductions in local spot
rates. The advent of UHF will compound the newspapers'
problems. Non-network, short-range and locally-oriented,
UHF will likely turn to local advertising for financial

subsistance.

Move to EDP Systems

Faced with a myriad of media rate structures, dis-
counts, mechanical requirements, market facts, audience
demographics, regulations and budget restrictions, many
advertisers and agencies are turning to electronic data
processing assistance to develop an effective media mix.

Computers already accomplish such tasks as bill-
ing, preparing insertion orders, checking available media
in markets, recording rate changes, etc. In major agen-
cies and large corporations, advanced models have been
programmed to handle more difficult assignments. In one
company, real-life marketing and advertising situations

are simulated through computer "role playing" to check
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the soundness of various advertising proposals.

In summary, the newspaper industry finds itself in
an environment of intense competition for both national
and local advertising. It sees national advertising
dollars being funneled into competing media, and watches
with apprehension as local advertisers "experiment" in
television, radio, shopping guides and even magazines.

Many smaller newspaper publishers seem hopelessly
bogged down in "putting out a paper" while their competi-
tion speaks of Nielsen ratings, Politz reports, Gallup-
Robinson copy tests, Starch studies, and other proofs of
performance.

Why are they notably silent when advertisers and
agencies ask for market penetration, readership studies,
audience demographics, market facts, and other evidence
on which sound media decisions can be based?

Such data could be readily collected if small
newspapers would pool their resources under a cooperative

research program,

Research Benefits

There are, of course, any number of topics which
can be researched by newspapers. Meaningful market sta-
tistics prove valuable when convincing both local and

national advertisers that the newspaper reaches an
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important buying segment of their markets. Income, age,
sex, marital status, number in household, number of chil-
dren, occupation, home ownership, number of cars and
other impor;ant demographics not only serve as solid
saies tools, but also provide the advertiser an oppor-
tunity to design his message--and his budget--to make the
best use of his newspaper advertising.

Research can establish the current "image" of the
newspaper. An alert publisher should be interested in
what the community thinks of his publication, knowing
that he deals primarily in a service. He can use reader
attitudes and opinions to determine what his community
likes--and dislikes--about his newspaper, and take appro-
priate action.

Research is useful in planning the editorial for-
mat. Should one columnist be dropped in favor of another?
Do more readers pay attention to school news than to city
council? Do legal notices get readership? Does the edi-
torial page command more readership than the back page?
Do more women read the society page than the front page?
These questions and others can be answered by appropriate-
ly designed studies.

Physical makeup can be studied for effectiveness,
acceptability and function. 1Is readership higher for ads

on right-hand pages? Do small stories on the bottom of
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pages get reader attention? Are all lower-case headlines
easier to read?

The International Circulation Managers Associa-
tion listed ten broad areas of research which members
felt would be most beneficial in increasing subscrip-
tions and solving circulation problems. Proposed studies
included subscriber mobility, carrier retention, vacation
stop analysis, service to low income areas, reader reac-
tions to subscription samples.10

The problems of growth are as acute for news-
papers as they are for any other business. Reliable
studies can guide newspapers to proper decisions when
confronted with the need for growth strategies. Will the
area accept a bi-weekly as well as it has a weekly news-
paper? 1Is the community expanding faster than those a-
round it? Should the newspaper's circulation be extended
to the neighboring town? Will that community accept it?
What effect will such a move have on present subscribers?
While the ultimate decision rests with those in authority,
research can narrow the chances of making a wrong move.

Market-media studies can benefit newspapers by
uncovering what is wrong as well as what is right. They

can point to areas of concern and suggest corrective

l0Warren Engstrom, "10 Areas for Circulation Re-
search Suggested," ICMA Official Bulletin, May, 1968, p.
22,
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measures. After such action has been taken, follow-up
studies can determine effect. Research may indicate only
the probability of trouble and suggest the need for
future study or in-depth investigation.

Basic research methodology is adaptable to many
types of studies. Once management becomes familiar with
the principles of research, it can tailor individual
studies to fit specific needs.

Research is information. It may be sophisticated,
large scale, expensive, in depth. Or it may be simple,
small, inexpensive and designed only to give surface in-
dications. Small or large, costly or inexpensive, the
research must be done well if it is to be of value.

Newspapers which undertake studies will find that
professional assistance will likely be needed in some
areas. But much of the "legwork" can be accomplished by
staff or inexpensive, temporary workers.

Publishers can undertake many projects with a
minimum of assistance. The research process outlined in
Chapter III is presented to familiarize the reader with
various research "steps," and to develop a respect for
the researcher and his profession. It should not be con-
sidered an absolute guide to all research projects.
Methodology may vary from project to project. Different

problems may dictate the use of different approaches.
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It should give newspaper executives a basic under-
standing of sound research principles and a knowledge of

the scientific methods of gathering and analyzing data.



CHAPTER 1II

HOW MICHIGAN PUBLISHERS VIEW RESEARCH

On April 18, 1968, a questionnaire was mailed
through the facilities of the Michigan Press Association
to virtually every weekly and daily newspaper in the
state. The questionnaire and cover letter (Appendix A)
was directed to the publisher and had the official en-
dorsement of MPA's Board of Directors.

The purpose of the inquiry was to establish the
number of research projects which Michigan newspapers had
conducted within the past five years, to uncover publish-
er attitudes and opinions regarding such studies, and to
determine whether newspapers would support and participate
in a group approach to individual research problems.

Three general conclusions can be drawn from the
survey results:

1. Most newspapers in Michigan, both weekly and
daily, have not conducted any type of research for at
least five years.

2., Many Michigan newspaper publishers are un-

familiar with research benefits, have a limited knowledge

18
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of research procedures, and are unrealistic in estimates
of project costs.

3. The majority of those responding indicate a
desire and willingness to undertake research studies
through a central organization, possibly through the
Michigan Press Association.

Slightly over 25 percent of all Michigan newspaper
publishers responded to the survey. A larger number of
returns were anticipated, but the response does give a
general indication of publisher attitudes. Questionnaires
were sent to the 56 daily and 285 weekly newspaper members
of MPA., A total of 81 questionnaires were returned: 63
from weekly newspapers and 19 from dailies.

Table 2 shows respondents according to circulation

groups (see page 20).

Number of Studies in Past Five Years

Eight newspapers, less than ten percent of the
sample, reported that they had conducted research projects
within the past five years. However, four of them had
conducted very limited "research" and, in one case, the
project amounted only to determining the number of homes
within the circulation area and increasing free distribu-

tion to equal that number!
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Table 2.--Newspaper respondents by circulation

Circulation Number of Number of Percent of N
Grouping Weeklies Dailies Sample
0 - 1,500 8 - 9.87% 8
1,501 - 2,500 16 - 19.74 16
2,501 - 3,500 15 1 20.99 17
3,501 - 5,000 9 2 13.59 11
5,001 - 7,500 4 1 6.18 5
7,501 - 10,000 3 3 7.40 6
10,001 - 15,000 2 3 6.18 5
15,001 - 25,000 2 2 4,94 4
over 25,0002 3 6 11.11 9
Total 63 19 100.00% 81

3Weeklies in this grouping had circulations of
98,000; 65,000; and 47,700: dailies had circulations of
78,000; 60,000; 51,000; 44,000; 44,000; and 38,150.

Of the four newspapers which reported projects of
wider scope, one had been completely handled by a small
journalism class and showed questionable methodology and
poor presentation. Only in one case was the research con-
ducted by an outside research agency; one stated that re-
sults were "classified"; and one had no explanation of
scope, methodology or findings.

With only three newspapers reporting any research

projects within the past five years, or four percent of
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the sample, it is estimated that just 12 of the state's

newspapers have engaged in research since 1963.

Why Research Has Been Neglected

By far, the majority of newspapers cited a lack of
time for their lack of research activity. Over three-
fourths of the respondents indicated they were too busy to
engage in research studies. Over half felt personnel were
not qualified to undertake such projects, and over a third
felt research was "too complicated" or "too expensive."

Only 13 percent felt research was "not necessary."
This indicates that many smaller newspapers would likely
undertake research studies if programs could be estab-
lished which were within the limits of their resources.

Apparent interest in research, however, should be
viewed with a certain amount of reservation. It is com-
monly known that publishers and staffs of small newspapers
usually have little time for anything besides the daily
toil of producing the publication. Whether any research
project, no matter how little time was required in execu-
tion, would be actually undertaken is open to speculation.

Although 42 percent replied that cost was not an
important factor in their neglect of research, a later
question revealed that some 70 percent would spend only

$15 to $200 for such studies.
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It is suspected that some newspapers give only
"mouth service" to research benefits. They agree that re-
search is good and necessary, but are reluctant to make
the sacrifices necessary to accomplish meaningful studies.

See Table 3 for calculated results.

Table 3.--Why newspapers have not conducted research
studies--factors ranked by respondents

Factor Not Important Very N
Important Important

Too busy 9.6% 13.7% 76.7% 72

Personnel not qualified 26.3 20.5 53.2 68

Too expensive 42 20.2 37.8 69

Too complicated 43.7 21 35.3 71

Research not necessary 70 17 13 68

Other factors mentioned were: "insufficient per-
sonnel, need organizational help, no reason in particular,

not beneficial."

Amount Newspapers Would Pay for Research

Cost may prove to be a major stumbling block in
developing meaningful research studies for smaller news-

papers. Only 42 percent of those responding answered
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this question. Many made such comments as "would depend
on the project . . . don't know . . . not very much . . .
something reasonable."

Costs are sure to vary from newspaper to newspaper
depending on such factors as scope of the study, validity
sought, research design, staff involvement, etc. However,
in order to follow scientific methods of procedure, there
are basic costs which newspapers must be prepared to meet.

Expenditures of $15, $50 or $100 are totally un-
realistic unless the publisher plans to conduct the entire
project without any outside assistance and overlooks the
internal costs of staff time, automobile expenses, print-
ing, etc.

Table 4 indicates response when newspapers were
asked what maximum amounts they would spend on a research

project.

Table 4.--Amount newspapers would spend for research

Amount would Percent of Amount would Percent of
spend respondents spend respondents
$15 2.9% $200 14.7%
$50 8.8% $300 8.8%

$100 35.2% $500 8.8%
$150 2.9% $3000 .8%

N=34
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Express Views on Research
Importance, Benefits

When newspapers were asked in which areas they
felt research data would be most beneficial, the majority
listed "selling local advertising" as most important.
Their concern with advertising was also apparent when
they ranked possible areas for research study. "Reader-
ship of advertising" drew the highest ranking of all sug-
gested topics for study.

It is interesting to note that a comparatively
low ranking was given to "selling national advertising."”
This indicates that many newspaper publishers have given
up on trying to attract national advertisers, apparently
convinced that research will have no affect on national
linage.

This, plus low scores assigned to areas of edito-
rial and circulation, suggests that many publishers are
not familiar with opportunities which exist in planning
overall strategy and growth. Newspapers may be overly
concerned with advertising, thus negating the importance
of other departments.

Tables 5 and 6 show how newspapers rate various
research topics, and in which areas they feel studies

would be most beneficial.
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Table 5.--Areas felt to benefit most from newspaper re-

search?®
Area Not Important Very N
Important Important
Selling local advertising 8% 11% 81% 78
Promoting circulation 12,6 12.4 75 80
Selling national advertising 28.4 17.4 54.2 78
Planning editorial format 29.6 33.4 37 70

aMiscellaneous areas listed: "close contact with
readers, establish acceptance of newspaper in area, pro-
duction, plan expansion, uncover community, sell classi-
fied advertising."

Table 6.--Importance of newspaper research--by topic

Topic Not Important Very
Important Important

Readership of advertising 11.6% 6.5% 81.9%
Readership of news copy 13.4 10.6 76
Readers' opinions of

newspaper 9 21 70
Readership patterns 19.6 25.4 55
General market demographics 27.8 21.5 50.7
Suggestions to improve news-

paper 20.3 32.2 47.5
Characteristics of readers 17.4 36 46.6

Comparison with competing
media 38 16 46

Household data 36 24 40




CHAPTER III

THE RESEARCH PROCESS

The word "research" is an inclusive term which
covers a variety of information-gathering activities.
Different names may be assigned by advertising profes-
sionals to the various classifications of advertising re-
search, but in general such research can be grouped ac-
cording to: the market, the consumer, the product, the
copy, and the audience.

One advertising professional likens advertising
research to the who, what, when, where, why, and how of a
newspaper lead. He also suggests one other question be
answered: what is the competition? what are we selling
against?

The research process may involve a number of
"steps" depending upon the scope of the study, its design,
data soyght, and many other factors. The following proce-
dure indicates some of these steps although it is recog-
nized that a further breakdown would be necessary for more

sophisticated studies. Some of the steps may be conducted

26
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simultaneously but are listed according to their usual
order of occurence:

1. A statement of the problem.

2. Development of the research design.

3. Investigation of secondary data.

4, Collection of primary data.

a. gquestionnaire design
b. sampling procedures
c. field investigation

5. Editing and tabulation.

6. Presentation and use of the data.

Newspaper studies should begin with the decision
of exactly what is to be researched. The researcher needs
a clear-cut definition of what he hopes to accomplish
through the study--a "problem definition." It is impor-
tant to design the study within a specific framework, and
consider for investigation only those questions which
will add value to the project.

The problem definition and objectives of the
study should be written as clearly and concisely as

possible.

The Research Design

This is the "master plan" which will be followed

when developing a meaningful study. Market-media studies
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by newspapers usually employ the survey method to gather
"primary data," i.e., information collected by the re-
searcher.

The use of "secondary data," i.e., information
already recorded in scholarly texts, trade journals, ref-
erence books, etc., can also provide meaningful data.

The research design takes into consideration
probable sources of primary and secondary data, deter-
mines methodology of gathering primary data, and outlines

procedures for editing, analyzing, and presenting the

findings.

Use of Secondary Data

A good library is the logical starting point for
secondary data collection. Both literature and statis-
tical information can be found there, and both may prove
useful in the study.

Secondary data may be found at institutions other
than libraries. Statistical information may be obtained
from state and local governments. Planning commissions
or industrial development corporations are excellent
sources. Nearby colleges and universities may have ac-

cumulated valuable data through their facilities.
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Primary Data Collection

Txges

Primary data may be classified into three groups:
facts, opinions and motives. Most newspapers will be in-
terested in facts and opinions but will not seek motives.
Interpretative questions are difficult to answer, and
they require depth interviewing, a technique accomplished
only by an experienced interviewer.

Facts are the most definite, measurable sort of
data. People are more likely to remember them than the
reasons for their past behavior or their opinions, and
they can describe them more accurately. Although many
facts are "overt," i.e., can bé observed, most facts must
be acquired by asking someone for the information.

Use of the word "opinion" shall include beliefs,
attitudes, evaluations, estimates, and preferences--what
one believes or thinks about something. Not only is it
important to determine how one feels about something, how

strongly he feels may also be significant.

Methods of communication

Newspaper studies may use telephone, mail or per-
sonal interview to conduct their surveys. Although per-

sonal interview is most desirable, an investigation of
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the advantages and disadvantages of mail and telephone
surveys will develop understanding of all three methods.

The telephone is the quickest method known for
reaching people to secure information. Luck, Wales and
Taylor list several pro's and con's of telephone sur-
veys.ll They note that local calls cost very little to
make, no "field work" is necessary, a number of persons
may be contacted in a short time and at hours when a
personal call would not be proper.

However, the disadvantages include: the person
is unseen so little can be learned about his environment;
data must be brief and limited; rapport is often difficult
to establish; in limited exchanges, toll calls are costly.

There may be occasion to conduct a survey by tele-
phone if the researcher seeks information on a limited
basis or if he wants to "spot-check" the reliability of
data obtained by other methods (see Appendix B).

Letters are a convenient means of reaching a
select group. The small price of postage and the elimina-
tion of a field staff makes mail studies very attractive.

There are other advantages.12 Distance between

respondents does not affect the cost, letters will reach

1lDavid J. Luck, Hugh G. Wales, and Donald A.
Taylor, Marketing Research (Englewood Cliffs, N.J.:
Prentice-Hall, Inc., 1961), pp. 123-124.

121pid., pp. 124-125.
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the respondent when he picks up his mail so there is no

problem of call-backs, there is no danger of interviewer
influence, the respondent is usually anonymous and will

give frank and confidential information, and may give a

more complete response.

But there are serious disadvantages when using a
mail survey. Relatively few questionnaires are returned,
because of the small number of replies cost-per-return
may be extremely high, those who do reply are seldom
representative of the total sample--thus findings may be
distorted, there is no way to observe the respondent or
his surroundings, respondents may not answer all of the
questions or give clear answers, replies may straggle back
over several weeks.

Some Michigan newspapers have used mail question-
naires to determine reader attitudes of selected columns
and features. The Michigan Press Association designed
two such questionnaires for member use, one in 1959 and
one in 1961 (see Appendix C and D).

The mail survey may be useful to newspapers which
seek data for evaluating their effectiveness, but limita-
tions of the method make it impractical for inclusive
market-media studies. Although more expensive and com-
plicated, the personal interview is suggested for news-

paper research.
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Personal interviewing is the most desirable method

of collecting primary data for newspaper studies. The

most serious difficulties which newspapers must overcome

when using the personal interview technique are expendi-

tures of time and dollars. Both are necessary to accom-

plish a meaningful study.

the personal interview:

Luck, Wales and Taylor list many advantages of
13

the interviewer asks questions in the desired order
and may explain questions which are not understood.

few refusals are encountered as compared to non-
response with mail surveys.

the interviewer may stimulate memory and thoughf of
respondents.

"open-end" questions may be asked to obtain general
attitudes and opinions beyond the printed question.

the interviewer can supplement questions with ob-
servations.

the interviewer can record information in a stand-
ardized manner that is easily understood and allows
for ready tabulation.

There are also disadvantages of which the re-

searcher should be aware:

the interviewer is a fallible human being, and any
failure on his part will be reflected in the data

collected. The respondent may give those answers

which he thinks will please the interviewer or im-
press him,

respondents not at home cannot be interviewed.
This may distort the findings.

131bid., pp. 127-128.
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e in sparsely settled areas, costs of personal inter-
views may be prohibitive.

e gquestions of highly-personal nature may meet
refusals by respondents.

e respondents may refuse to answer questions when

they are rushed, distracted or tired. Information
given under such conditions may be worth little.

Questionnaire Design

There are definite principles which should be
considered if problems of questionnaire design are to be
overcome.,

Wording must be clear and concise. Ambiguous
words, such as "kind," should be avoided. Only one
question per item should be asked, and reference to a
previous question should not be used unless such refer-
ence is absolutely clear.

Aids to recall may be necessary. When the sought
fact is likely to be unimportant to the respondent, the
researcher may begin with a major fact and proceed to the
minor event of interest.

The first few questions should be of personal
interest to the respondent, easy to answer, and not touch
on intimate matters. Age, income and education are three
questions which may be met with refusal or exaggeration.
Often, the bias may be overcome by handing the person a

card which lists response by code, according to groups.
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Income group "K" may represent income of $5,000 to $7,999,
while group "G" may indicate income from $3,000 to $4,999.

One researcher suggests that an effort be made to
counteract bias in the following manner:

« « . Write out three questions at a time on the sub-
ject, to be compared side by side. The first should
contain words and phrases likely to bias or prejudice
the respondent negatively or against it; the second
to bias him positively; finally the analyst should
attempt to write a question that will, as nearly as
possible, balance the two extremes.

Types of questions

The types of questions to be used depends upon
information sought, the depth of questioning, the extent
to which one must avoid influencing the respondent, tabu-
lation requirements and other factors.

Some of the most common types of questions are:
free response, direct response, multiple choice, check
lists, ranking questions, dichotomous questions, and
open-end.

Physical design of the
questionnaire

Three parts are essential: sought data, classi-

fication data and identification data. Two other parts,

l4p1fred w. Hubbard, "Phrasing Questions," The
Journal of Marketing, V.XV, No. 1, (July, 1950), p. 56.
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a request for cooperation and instructions, are optional,
depending upon the research design.

Sought data are facts whose collection is the
chief objective for the study. Classification data des-
cribe the person, family, etc. by various economic, social
or other characteristics which relate to the subject of
the research. Identification data may include the re-
spondent's name, the interviewer, and any other data
necessary to identify important factors of the interview.

The interviewer must also be considered when
designing questionnaires. Involved phraseology and
tongue-twisting sentences should be avoided; print should
be easy to read with instructions to the interviewer
printed in contrasting type--usually all caps--to stand
out from the questions. If some information is to be
observed rather than asked, allocated space should be
clearly distinguished from the questions.

Data on questionnaires must be tabulated after
forms are returned, and design of the form must anticipate

this tabulation.

Samgling

Sampling is a powerful and efficient tool for re-
search. It is efficient in the use of manpower, funds
and effort; it reduces research time and may be more ac-

curate than taking a full census.
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The term "population" is used by the researcher
to mean the totality of all possible phenomena that have
certain characteristics in common, and may represent any-
thing the researcher defines it to be so long as it is
all of the members. In newspaper market-media studies,
for example, the population may be defined as, "all those
subscribing to Hometown Newspaper." Or it might be, "all
those living within the circulation area of Hometown News-
paper."

A sample is a part of a population. A "sampling
error" is defined as the difference between actual char-
acteristics of the population and what the sample has

represented those characteristics to be. "Non-sampling

errors" are all the errors other than those due to the
method of selecting the sample and the probability of
error. They may include errors in faulty planning, re-
sponse errors, errors in classification, compilation and
publication.

The most valid sampling methods are those founded
on straight-forward principles: the laws of probability.

A probability sample is one chosen so that every member of

the population has a mathematically-equal chance of being
selected for the sample. A simple random probability
sample requires using a predetermined method to select

the desired number of members to be sampled--and not
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deviating from that method no matter which members are
selected.

Reliability depends upon every member designated
as a sample being interviewed without substitution. If
the member cannot be reached, the interview is simply
discarded and the total number of completed surveys re-
duced by one.

A simple 1l0-page treatise on sampling, called
"Sampling As An Exact Science," is available from the ad-
vertising Research Foundation, 3 East 54th St., New York,

N.Y.

The Field Investigation

Field investigation refers to the activities of
interviewers and their supervisors in obtaining the data
at primary sources being canvassed. Many market-media
studies can utilize standardized questions which the in-
terviewer reads verbatim to lessen reliance on interview-
er ability.

Although there are disadvantages to this structured
approach, time and cost may force smaller newspapers to
use housewives, college students, staff members, and even
mature high school students for field investigators.

Training sessions should be held at a central

meeting place where interviewers can receive instruction
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in groups. The session should be long enough to cover
every aspect of the work and permit all questions to be
asked.

Some of the problems which field investigators
will likely encounter are: people not at home, misinter-
pretation of questions, need to elicit response, biased
answers, and wandering by respondent into irrelevant
areas rather than giving specific answers.

Written instructions should be handed out at the
first training session, and reviewed for the benefit of
interviewers. Instructions should spell out exact des-
criptions in clear and precise terms. Some of the points
to be covered are: what the survey is about, when the
survey is to start and be finished, when to make calls,
where to find respondents (lists and maps), how to intro-
duce oneself and initiate the interview, how questions
should be asked, any observations which are to be made,
how questionnaires should be studied and corrected before
being turned in, who and where to calllif problems are

encountered.

Editing and Tabulation

Certain steps are necessary to put collected data
in meaningful form. Editing is the process of inspecting,

correcting and modifying the collected information so that
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it is correct, adequate and common to all similar cate-
gories of reply. Tabulation brings together similar re-
plies and totals them in an accurate and orderly manner.

Editing may be carried out in the field by inter-
viewers and later in the office. The interviewer can
minimize editing work by: putting down information cor-
rectly and being alert to inconsistencies or vagueness;
writing and checking answers legibly; entering, immedi-
ately after the interview, observations or information
which is not to be recorded until the interview is com-
pleted; scanning every questionnaire for errors immedi-
ately after the interview.

Coding can be simplified by "precoding" question-
naires. Code numbers are assigned to the categories of
answers and are printed beside them. When it is impossi-
ble to precode questionnaires, special design may still
facilitate tabulation. Spaces are simply provided along-
side questions, in one of the margins, for entering code
numbers. After codes have been established, the editor
refers to his "code book" for proper coding and enters
the number or letter in the space provided.

There are different methods of tabulation, but
all involve the same basic principal steps. First, one
must plan the breakdown of data in the order of tabula-
tion. From this list, tables should be prepared, ready

for entry of figures when counting has been completed.
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When all tables are ready, a schedule may then show the
groups into which questionnaires are to be sorted and the
order in which the work is to be done. Questionnaires
should be counted and numbered before tabulation takes
place.

There are various methods of tabulation. Machine
methods are usually superior to manual and should be used
whenever equipment is available. Many newspapers can gain
access to mechanical tabulation through nearby colleges
and universities.

If this course is chosen, it is extremely im-
portant to make such contact prior to designing question-
naire and codes. The type of mechanical process to be
used will greatly influence coding procedures. Specific
requirements can be explained by university personnel and
machine operators may wish to perform much of the set-up

work.

Presentation and Use of Data

Once tabulation is complete, the data is prepared
for presentation. Besides written reports, newspapers
may wish to use collected data for promotional purposes.
Professionally-designed brochures may be sent to adver-
tising agencies and media representatives, or given to

advertising salesmen for selling tools.
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Stories may be published to inform readers of the
results of the newspaper study. A word of caution:
stories should not appear prior to the project since an-

nouncement of the study could easily bias respondents.

Example of a Weekly Newspaper Study

A market-media study for the Towne Courier, a

weekly newspaper with 5,000 circulation in East Lansing
and two major villages in Meridian Township, exemplifies
research opportunities for smaller newspapers.

The study was conducted in August, 1967, under the
supervision of Dr. Kenward L. Atkin, Department of Adver-
tising, Michigan State University. Preparation, field
work and analysis was done by an advanced class in adver-
tising research under his direction.

By using such professional assistance, the project
was virtually completed in two weeks (Appendix E) and pro-
duced much meaningful data. Cost was minimal and high
school students were used for part of the field investi-
gation. The project culminated in a 15-page report (Ap-
pendix F). The findings have proven of benefit to the
newspaper in selling advertising and planning editorial

format.
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Problem statement

The objectives of the study were to obtain market
and readership data which would enable local and national

advertisers to better evaluate the Towne Courier as an

advertising medium. Because of data sought, the personal
interview was chosen as the most practical approach. The
study was designed to answer the following questions:

1. Wwhat are the general market characteristics of
East Lansing and Meridian Township?

2. What are the demographic characteristics of Towne
Courier subscribers?

3. What are the readership characteristics of Towne
Courier subscribers and their attitudes toward
the Towne Courier and competing newspapers circu-
lated 1n the East Lansing-Meridian Township market,
specifically including:

a. coverage and readership of the Towne Courier
and competing newspapers.

b. how copies of newspapers read by residents
are obtained.

c. how long the Towne Courier is "actively" kept
in the home.

d. attitudes of subscribers of both the Towne
Courier and the (Lansing) State Journal toward
the newspapers.

e. specific "likes" and "dislikes" of Towne
Courier subscribers.

f. thoroughness of readership, as rated by a
modified form of the "recognition method" of
selected ads and editorial material.



43

Use of secondary data

Secondary data was found to be of limited value
because of the confines of the study. Population, house-
hold units, number of households and people per household
were determined through investigation of material collect-
ed by the Tri-County Regional Planning Commission.

Much secondary information was discarded because
it did not conform to the research design. The area is
experiencing explosive growth due to expansion of Michi-
gan State University and state government. Data which was
not timely was of little value to the study, and was also

discarded.

Selection of sample

The population was defined as the 5,030 subscrib-

ers included on the Towne Courier circulation lists as of

May 31, 1967. Numbers from one to ten were placed in a
recepticle. The number "9" was drawn at random and became
the standard interval. Every ninth name on the circula-
tion list then became a tentative sample. Business es-
tablishments and post office boxholders were eliminated
from the sample. This left approximately 300 subscriber
households for sampling purposes.

The total sample was then broken into units and

listed by area for field investigators. Each interviewer
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was given a packet with his name printed on the cover,
addresses of respondents he was to contact, instructions
and a detailed map which pin-pointed specific locations
of interviews. Interviews were completed in 179 of these

households.

Questionnaire design

The questionnaire (Appendix G) was designed to be
partially self-administered; that is, personal data would
be filled in by the respondent rather than by the inter-
viewer so as to minimize exaggeration and bias. It was
also designed for easy coding in order to facilitate ma-
chine tabulation. The relatively short length of the
questionnaire minimized the problem of respondent fatigue.

In addition to the direct-inquiry and probe-type
questions, the survey utilized the technique of reader-
ship measurement. The technique was used to measure read-
ership of both editorial matter and advertisements in the

Tuesday, August 22, 1967, issue of the Towne Courier. To

qualify as a reader of the newspaper, this issue was
shown (banner side up) to the respondent. Those who indi-
cated they had seen or read the issue were led through the
paper, page by page, to determine their depth of reader-
ship.

Specific articles and advertisements in the issue

had been predetermined and listed on the guestionnaire.
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As the respondent revealed to what extent he had read
each article or advertisement, his response was recorded
within one of the following readership degrees: noted,
seen-associated (read lightly), or read most (read heav-
ily).

Detailed written instructions were given (Appen-
dix H) to field investigators and two training sessions
were held. Interviewers consisted of a local senior girl
scout troop, with members 16-18 years of age, and students
in the research class. All call-backs and rural household
interviews were conducted by class members.

During the training sessions, field investigators
assumed roles of interviewers and respondents so that
techniques could be assessed. The questionnaire was
thoroughly explained and correct methods of interviewing

were outlined.

Coding and tabulation

Since tabulation was to be by machine, the ques-
tionnaire was pre-coded for all but four questions.
These four questions required examination of responses
before any meaningful classifications could be estab-
lished. Once classifications were developed, the code
book was produced (Appendix I).

Codes were then transferred from the edited ques-

tionnaires to cards by means of a card-punch machine, and
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responses were tabulated by a card-sorting machine.

The director of the project, a class member fami-
liar with the newspaper profession, determined areas of
cross-tabulation while assembling data for analysis.

The analysis and final report was written by the
director under the supervision of Dr. Atkin.

Results of the study were published in two issues

of the Towne Courier (Appendix J). Data have provided

advertising salesmen valuable information. Editorial
format can be better planned since characteristics of
subscribers are known and many of their attitudes and
opinions have been determined.

Followup studies, using the same methodology,
will not be difficult to execute. The publisher now has
an effective design for conducting either large or small

scale research projects.



CHAPTER 1V

MICHIGAN PRESS ASSOCIATION:

A PROPOSED RESEARCH CENTER

A study, similar to that conducted for the Towne
Courier, would seem to be within the reach of most of

Michigan's smaller newspapers. Although Towne Courier

personnel did not actively participate in the project,
staff members could have effectively replaced most class
members. The overall research design could be adjusted
to satisfy the needs of most newspapers, and time and
cost requirements are minimal.

Similarities in operations, and common problems
shared by newspapers suggest that savings could be real-
ized through a "group approach" to market-media studies.
Such an approach could conceivably be based on any type
of "grouping:" circulation, geographic proximity, spon-
taneity of colleagues, etc.

The most logical point to base cooperative re-
search studies would seem to be the Michigan Press Asso-
ciation. Membership is held by virtually every newspaper
in the state, and basic facilities needed to handle such

a venture are already established.

47
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All 56 of Michigan's daily newspapers and virtually
all weekly newspapers in the state belong to MPA. There
are a few weeklies who cannot meet the membership require-
ments and fewer still who do not wish to belong. Weekly

members presently total 285,14

Qualifications for membership include: 1>

l. Publishing at not less than weekly intervals for
12 continuous months with paid circulation, 24
continuous months with controlled (free) circula-
tion.

2. Publishing a newspaper of general interest--as
opposed to special interest publications--in the
English language.

3. Carrying not more than 75% advertising per issue,
based on an annual average.

Dues are based on circulation and frequency of
issue but carry both maximum and minimum amounts. Non-
payment of dues and/or disregard of acceptable ethical
behavior may be cause for membership termination. Appli-
cations for membership are processed by the Executive
Secretary, who refers them to the Membership and Ethics
Committee for investigation and recommendation to the
Board of Directors.

In order to provide additional financing and be

of greater service to members, two profit-making

14Michigan Newspaper Directory and Ratebook, 1968
ed., published by the Michigan Press Assocalition, East
Lansing, Michigan.

15§ylaws: Michigan Press Association, Revised
1967' ppo 2-3.
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corporations are operated under the auspecies of MPA:
Michigan Press Service, Inc., and Michigan Newspapers,

Inc.

Michigan Press Service

Michigan Press Service, Inc., offers two major
services: a clipping bureau and a mailing service. The
clipping bureau employs "readers" who scrutinize every
issue of every newspaper in the state. Clients notify
the bureau of the stories they wish to receive.

The mailing service is offered to those who wish
to send "news releases" to Michigan newspapers. Unless a
special mailing is requested, releases are,enclosed with

official association material mailed each Thursday.

Michigan Newspapers, Inc.

MNI is the media representative to state and
regional advertisers. Although many of Michigan's daily
newspapers and a few weeklies do not use ‘the services of
MNI, the association still processes insertion orders for
them whenever an agency or advertiser requests the
service.

Such a service as that offered by Michigan News-

papers, Inc., is beneficial to both the newspaper and



the agency.

The agency need not send insertion orders, check
tear sheets or mail separate checks when using the MNI
"bne-order,'one—bill, one-check" system.

The newspaper also benefits from the service. MNI
acts as intermediary and can often get a "make good" for
ads which were not published according to schedule. MNI's
full time sales representative may, on occasion, get addi-
fional newspapers added to existing schedules. He also
makes frequent calls on agencies and advertisers, urging
them to use newspapers in their media mix and to expand
existing newspaper schedules.

MNI has direct affiliation with American Newspaper
Representatives, Inc., national media representatives.

ANR represents some 8,500 weekly and daily news-
papers with the one-order, one-bill, one-check system pre-
viously noted. It performs the same functions of newspaper
promotion on a national level as those performed by MNI on

a state and regional basis.

Michigan Press Association

Michigan Press Association, a non-profit organiza-
tion, completed 100 years of service to Michigan newspapers

in January, 1968.
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For the first 70 years, it operated as a lobse-knit
fraternal organization. 1In 1937, MPA employed its first
full time Executive Secretary. Over the next 30 yeéfs,
responsibilities and duties increased to such a level that
an assistant to the Executive Secretary was hired in March,
1967.

An important function of MPA's Central Office is
to maintain effective communications with member news-
papers. This is accomplished primarily through the "week-
ly bulletin" sent to publishers and other newspaper execu-
tives each Thursday.

A one-page bulletin, called "This Week," is sent
only to daily members. This communication deals with
current happenings among daily newspapers: promotions,
staff changes, honors and awards, appointments, circula-
tion campaigns, etc.

An association magazine, Michigan Publisher, is

produced monthly and sent to regular and associate members.

MPA holds numerous conventions and workshops for
its members. The annual MPA convention is held on the
Michigan State University campus the last weekend in Janu-
ary. A summer convention, held on the next-to-the-last
weekend in June, is located in different places within the
state.

Other conferences include circulation, classified

advertising, display advertising, and a quarterly board of
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directors meeting. In addition, MPA co-sponsors other
newspaper conferences, such as Wayne State University News-
paper Workshops and University of Michigan Press Club meet-
ings.

An expanding area of concern for Central Office is
legislative activities. Both the executive secretary and
his assistant are registered legislative agents and closely
follow proceedings of the Michigan Legislature.

Individual problems of member newspapers also com-
mand a major part of Central Office activities. Since
most newspapers use the mail for distribution, postal
regulations are of constant concern. Current salary
ranges, labor regulations, legal questions, hiring prac-
tices, available labor sources, typographical and mechani-
cal difficulties are just some of the problems which mem-
bers request Central Office assistance in solving.

Because of its membership composition and multi-
farious newspaper activities, MPA is considered the offi-
cial industry representative. Central Office is called
upon for speaking engagements, opinions and general coun-
sel by those seeking information or wishing entree to the

profession.

Proposed Center for Newspaper Research

The Michigan Press Association has many of the

requisites necessary for organizing, promoting and
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executing a group approach to newspaper research.

It is the center of the newspaper industry.
Channels of communication are established and publishers
look to MPA for advice and assistance. Central Office is
familiar with newspaper problems, the limitations and
opportunities of the industry. Financial conditions,
strengths and weaknesses of individual newspapers are
often divulged to or already known by the Executive
Secretary.

Central Office is often aware of research projects
conducted by newspapers and competing media throughout the
United States. Personal contact, review of trade journals,
exchange bulletins and newsletters furnish details of cur-
rent studies and the value of collected data for planning
purposes.

Professional and trade organizations, such as the
American Newspaper Publishers' Association Research Insti-
tute, ANPA's Bureau of Advertising, and the research
branch of the International Newspaper Promotion Associa-
tion, frequently publish reports of meaningful studies.
MPA receives all such reports. A close relationship is
held between MPA's Executive Secretary and other state
press association managers.

Another advantage enjoyed by MPA is its relation-
ship with advertising agencies. Many agency executives

have been invited to speak at conventions and workshops.
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They are on a first-name basis with the MPA Executive
Secretary and often use the facilities of the mailing and
clipping bureau.

Contact made through MNI and ANR also tends to
familiarize agencies with the Michigan Press Association.
Research studies coordinated by the association would
probably gain more recognition--and be in more acceptable
and uniform format--than those bearing no relationship
to MPA.

Professional assistance would be desirable in some
studies and almost mandatory in others. Unless the project
were extremely conservative in scope, tabulation of, survey
results may dictate use of a computer or card-counter.

The closest and most efficient source of assistance
is Michigan colleges and universities. MPA is on excellent
terms with institutions of higher learning and can quickly
determine which schools have qualified research personnel
willing to work with newspapers. Use of electronic data
processing at these universities could be included in the
arrangement.

There would be many benefits to cooperative news-
paper research. The Michigan Press Association could
serve as an initial "clearing house" for proposed projects.
Cost estimates and experiences of other newspapers which

had conducted similar studies would be readily available.
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As projects wefe completed, copies could be filed for later
reference.

Complete presentations could be organized by com-
bining survey data from newspapers throughout the state.
These presentations would be used by MNI and ANR for
developing sales proposals to agencies, and by member news-
papers>for individual use.

Agsistance could include helping develop method-
ology for the project. A list of sources and location of
secondary data would save members countless hours of
search. Other services might encompass suggesting sources
for professional guidance, locating computers, designing
questionnaires, selecting samples, and training field in-
vestigators. 1In fact, assistance offered through MPA

facilities would be limited only to the extent of services

the organization decided to provide.

Facilities Needed for MPA Research Center

To effectively establish this service, at least
one parttime research person would be needed. He might be
assigned other responsibilities while serving in a research
capacity. He might be recruited from the academic ranks,
or from a recognized research agency. In any case, he

would need files, a desk and other office furnishings.
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Over the long range, a complete research department
could be set up within the framework of the Michigan Press
Association. At that time, a secretary and one or two full
time professional research people would be required.

There are at least four ways to finance such a
service:

1. revenue from the general fund.
2. levy a special all-member assessment.

3. establish a fee for each newspaper using the
service.

4, any combination of the above.



CHAPTER V

SUMMARY AND CONCLUSIONS

If newspapers are to remain competitive in the
field of mass media, they must provide research data for
advertisers and agency use. The loss of national adver-
tising revenue to competing media has already been real-
ized, and projection of current trends shows that local,
retail advertising may soon follow.

Rising costs of time, space and production have
forced advertisers to reevaluate budgets. There are more
media from which to choose, and media decisions are in-
creasingly being made on the basis of media effectiveness
as proved by research data.

Some of the larger newspapers have accepted the
challenge and are providing meaningful market demographics.
Most smaller dailies and weekly newspapers are not.

Attempts have been made by such newspaper organiza-
tions as the research branch of the International Newspaper
Promotion Association to stimulate studies by newspapers,
but little success is evidenced in Michigan. A compilation

of primary research studies released by the International
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Newspaper Advertising Executives showed that only 78 of the
nation's 1,750 dailies conducted such projects in 1966-67;

less than 4.5 percent.16

One can only speculate what the
percentage must be for weekly newspapers!

This situation need not continue in Michigan. News-
papers in the state have the opportunity to receive pro-
fessional assistance in research studies. The research
process is not so complicated that a workable program is
outside the realm of possibility for smaller newspapers.

The cost in time and money is largely dependent upon the
scope of the project and how much of the study will be
conducted by newspaper personnel.

A market-media study, such as that conducted for

the Towne Courier, could probably be duplicated by many

newspapers for approximately $500, excluding time of
staff. If the newspaper did its own field investigation
and tabulation, the cost would be much less.

Newspapers are a powerful medium and are recognized
as such by retailers. O'Brien suggests that newspapers
are the only medium which gives the retailer: selective
market penetration, advertising impact, low cost produc-
tion, retention of the advertising message, effective mul-

tiple-item presentation, and complete buying information.l?

l6éNational Publisher, April 27, 1968, p. 6.

170'Brien, p. 4.
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Most Michigan newspaper publishers apparently feel
that they should engage in meaningful research. The major
obstacles of time, money and organization are not insur-
mountable. A group approach to research for most Michigan
newspapers seems to be the most effective way to proceed.

Although newspaper research "groups" could be
organized on almost any basis, the most efficient and
practical organization would appear to be on the state
level through the facilities of the Michigan Press Asso-
ciation.

MPA already has many of the qualifications and re-
quisites necessary to undertake such an endeavor: know-
ledge of the profession; an understanding of individual
member problems; contact with advertising agencies, adver-
tisers, colleges and universities, national and state news-
paper associations and organizations; communications links
to Michigan newspapers; other basic facilities such as
files, duplicating equipment, etc. Deficiencies which do
exist could be overcome with minimal investment.

It appears that MPA can play one of two roles in
assisting members in meaningful research: Central Office
could fulfill an advisory role only, promoting the need
for research and counseling members on where professional
research assistance could be obtained; or MPA could take a
more active part by actually becoming involved in members'

research projects.
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The degree of involvement would be influenced by
financial limitations and available office facilities, at
least for the present.

Perhaps the most logical approach would be to
limit activity until newspapers indicate what they want--
and will support. The facility would thus begin as a
counseling service, but would expand into a more active
service as the need develops.

The present lack of office space at MPA makes any
expansion of services impractical at this time. However,
MPA will likely have additional quarters in the near
future when the MSU personnel department is relocated from
the second floor of the building to new quarters.

It is not too early to begin planning for an MPA
research center.

The Board of Directors should direct the Executive
Secretary to prepare recommendations for establishing such
a center within the organization.

Such recommendations should include major and al-
ternate proposals, based on various types of proposed
service. Costs, methods of financing, personnel require-
ments and office facilities should be estimated, as well
as a time-table for implementing each plan.

Once recommendations are made, the board can ap-
prove that program most workable under prevailing condi-

tions. Ultimate goals could also be set, based upon
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future acceptance of such research service by member news-
papers.

While ultimate responsibility for meaningful re-
search lies with each newspaper, the Michigan Press Asso-
ciation has an obligation to provide each member those
services which can help assure his success.

Not only success, but survival for many of Michi-
gan's smaller newspapers may rest upon a program of mean-

ingful research.
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Aprencix A

MPA RESEARCH QUESTIONNAIRE

Has your newspaper undertaken any research projects within the past five years?

YES __ NO ____
IP ANSWER TO QUESTION 1 IS '"YES," PLFASE ENCLOSE COPIES, IF AVAILABLE, OF THE RE-
SEARCH FINDINGS WHEN YOU RETURN THIS QUESTIONNAIRE. INCLUDE PROMOTION PIECES,
SAMPLING PROCEDURES, QUESTIONNAIRES, ETC. Below, briefly outline the information
sought by the research (market statistics, readership patterns, etc.) and the dates
research projects were conducted.

If you have NOT conducted research within the past five years, please rank the fol-
lowing reasons according to importance; number 8 being the most important redson
why research has not been coaducted, number 1 the least important. Please circle
your answver to every item.

LEAST IMPORTANT MOST IMPORTANT

too complicated 1 2 3 4 5 6 7 8
too expensive 1 2 3 &4 5 6 7 8
research not necessary 1 2 3 &4 5 6 7 8
did not have time 1 2 3 4 5 6 7 8
personnel not qualified 1 2 .3 4 5 6 7 8
other: 1 2 3 4 5 6 7 8

1 2 3 & 5 6 7 8

If a program of research assistance were made available at a reasonable cost through
MPA, how interested would you be in using the services?

VERY INTERESTED QUITE INTERESTED SLIGHTLY INTERESTED NOT INTERESTED

If interested, what is the maximum amount you would spend on a research project?

$

In wvhat areas do you feel research data would be most beneficial to your newspaper?
Rank your answer according to importance, number 8 being the most important, number
1 the least. Please circle each answer to every item.

LEAST IMPORTANT MOST IMPORTANT

selling local advertising
selling national advertising
planning editorial format
promoting circulation
other:

e et et
NNNONN
VWWWwww
Yy yyy.
VRV RVEV YV NV
- XXX,
NN NNNN
Q0 00 00 0O OO (O

~OVER-



Latanad adens e L S

Rank the following from 1 - 5 according to their importance in newspaper research.

You may use the same number more than once. A rank of "5'" means the information
would be most important; a rank of "l" means the information would be of least value.
Write in the appropriate number beside each item.

readership of advertising  readership of news and editorial copy __

reader's opinion of newspaper ___ characteristic of reader (age, income, etc.) _
household data (number in household, type of structure, buy or rent, etc.) _
suggestions fcr Improving newspaper ____ comparison with competing media __
gereral market demographics (pcpulation, number of families, homes, etc.)
readership patterns (time spent with newspaper, best-liked features, etc.)
other:

Is your newspaper a Daily, a Suburban Weekly, a Weekly?

wWhat 18 your current circulation?

Please use the remaining space below for any comments you may wish to make regarding
newspaper research, this project, questionnaire,; the possible role of MPA in news-
paper research, or other suggestions relating to this topic.

April 18, 1968
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Michigan Press Association @‘fé?”
&

Sy

257 Michigan Avenue East Lonsing, Michigan 48823 Phone (517) 32-4610

April 18, 1968

Memo to the Publisher:

An effort to devise a research program for newspapers is curreatly underway,
and your cooperation is needed.

By filling out the enclosed questionnaire and returning it to Central Office
as soon as possible you will help assure the success of this project.

The completed program should serve newspapers by offering sugpgested guidelines
and a step-by-step example of how meaningful research can be conducted by any
newspaper, regardless of size. It will show how valid research need not be
expensive and will suggest benefits from group effort, possibly through MPA,
The entire study will fulfill requirements of a Master's Thesis at Michigan
State University.

Findings will be availabie to those who return a completed questionnaire.
You need not sign iiie questionnaire, and ail responses w:ll be kept in

confidence.

An addressed envelope is enclosed for your convenience. Thanks for your
help.

Best wishes,
—

7 /T"‘t],v“/
L

Roger W. Williams
Assistant Executive Secretary

RWW:1gh

Enclosures - 2
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Appendix B

o, oo icllca

20 IT YUURSELF NEWSPAPER SURVEY

¢ate

NEWVSTAVER SUBSCRITr RS

"hene No.

Intervier Completad: Incompleted:
Lt dues o_sas. Refused _I1l,  Discorasoted
tntroioction:  This is (ngre 2of interviever) of the Weekly 'ews. ‘''e are making a

survey i

ad would like to ask veou a few questioas,

L. Havs vou happened to rexd the curreat copy of the Weekly News vet!

Ye«
la, ‘hat day did ihovs__ Can't Recall__ Yo___
you read it? Iri Didn't pet paper___
ity Dic veou nap- Sat lc. e vou expect to
ren to read Sun read ic’ Yes o
it any other Don't
day(s)’ R:call____ 1d, Vhat day do you  Sun__ _ Dan't
expcect to read Mon_ Know
ic’ Tue____
ved
Don't Know ____
. (os5k of All) Vhere is your copy of the Yeekly iWews Now?

Living room
Dining room
Kitchen

Don't know
Throw out

Other available

room .

Unavailable room

(attic, basement,
etc,)

(Asih only of reader) Did you happen to read any advertisements’

Yes

3a, Do you recall any particular ad

in this issue?

Can't Recall Mo
3b., Did you happen to shop at the
advertiser's place this weck!?

(Any others?)

1st Mention Yes No Not Relevant
2nd ricntion Yes No ot Relevant
3rd Meation Yes ilo wot Relevant

th Mention Yes llo Not Relevunt
Sth Mention Yes lio iiot Relevant

cgelteeas 0 50's 6. 'hat is the occupation of the

's 60's head of household:
30's 70's
4C' -

it al was he
(>r :dz or 1iess
Soume high school
“inh school
Zome College

—alleooe Srad

|11

the last year in school you completed?

(Kind of Job)

(Kind of tirm)

-
o)
—

Female

[¢2

e
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M oinf ormation ol vou
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Internationzl News

Engac-ment announcoam:nts

Wociinge Cerermcny Descripti rs

S.eity News

Local corrmunity news (PeTedhe, Bohary ctcs)
Livice to Levelern

Irfermation of Food

Irformeticn of Cliosthing

rformetion on Fanily Tealth
Int'»rmrticn on Rearine Cnilidrs
Tuformatlen on Heme Manace s or (ooy, fine,

fardening

anirusgles

Trformation

Coric ririps

omowrenzld oo

Menmu Plammine Tivs

¥ ney-Cavine Tips

Hew te Cock Vegetables
Fow tc Cock Mea*s

How to Prercre
dow tc Preyare
Farty Ideas
Gourmet Foods
ie.ro Cookery:
Foods for Chilidren
Feed Buying Tips
Family Nutriticn Tipe

- - AN
LSS KA



THIS IS THE INSIDE OF THE QUESTIOWNAIRE

— "

"JE NEED YOUR HELP!=---

i

Loeendic farust 26, 17061

IN GIVIIG YOU / BITTER HOME- !
TOWN NEVSPAPER! i

r

'To guide us in our continuous efforts to r JUST CIRCLE THE NUMBER which indicates

. give you a first class hometown news- your answer, For instance, if you cir%
'paper, we would like to have you tell us cle a '"1", opposite "editorials," it |
"what things you like and read in the means you never read them. A& circled
paper, and what parts of the paper are of | "7" means you read them all the time., !
less interest to you, - “‘T
Never Read
ITEM IN THE PALPLR Read Always
City council====cececaca- 1 2 3 4 5 6 ?
County office newg-=-=---- 1 2 3 4 5 6 7
. School board news=~e-cce-- 1 2 3 4 5 6 7
Other school newse==ececa- 1 2 3 4 S 6 7
“Hospital newge==cececan-- 1 2 3 4 5 6 ?
Traffic courtescsce~eve-- 1 2 3 4 5 6 7
. Business news=-~e-e-ccaca- 1 2 3 4 S 6 7
Society news-esecmccccn~- 1 2 3 4 5 6 7
Organization newse==--<-- 1 2 3 4 5 6 7
Church newg-=eecceaa ceem-] 2 3 4 5 6 7
SPOrts news-==e-ccceec--o 1 2 3 4 5 6 7
Columng~cemecenena ccomen- 1 2 3 4 5 6 7
---------------------- 1 2 3 4 5 6 7
---------------- ccmea=-] 2 3 4 5 6 7
------------- L 2 3 4 5 6 7
---------------------- 1 2 3 4 5 6 7
---------------------- 1 2 3 4 S 6 7
' Pictures-==s=-==e-ecec-a-- 1 2 3 4 5 6 7
'Correspondentg=-=-=====-=-- 1 2 3 4 5 6 7
---------------------- 1 2 3 4 5 6 7
---------------------- 1 2 3 4 5 6 7
e 1 2 3 4 5 6 7
Feature stories--=-===-=- 1 2 3 4 5 6 ?
Other---==--=ccecccaccu-a- 1 2 3 4 5 6 7
------------------ --e-l 2 3 4 5 6 7
---------------------- 1 2 3 4 5 6 7
~ditorialge=ece-coccencaaa 1 2 3 4 5 6 7
PLEASE DO NOT SIGN YOUR N.ML!

Michigan Press Association
8/ 24/61
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TOWNE COURIER

LIARKET - lEDIA STUDY

Dr, Lenward L, Atkin
Department of Advertising
LIICHIGAN STATE UJIVERSITY

Avgust, 1967
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BACKOROUND

The Towne Courier {s a weekly newspaper published in East
Lansing, It was established in December of 1962 and since its
first year of publication has almost doubled its circulation,
now totaling over 5,000 subscribers,

Cireculation of the Towne Courier is concentrated in the City
of East Lansing and two major villages of Meridian Township,
Okemos and Haslett (see Appendix), with special inserts of local
news and advertising included for the latter two.

In August, 1967, Dr. Kenward L. Atkin, Department of Adver-
tising, Michigan State University, conducted a market-media study
of Towne Courisr subscribers, The field work and analysis was
done by an advanced class in advertising research under his super~
vision.

Statement of Problems and Objectives

The objective of the study was to obtain market and reader-
ship data that would enable prosmective advertisers to better
evaluate the merits of the Towns Courier as an advertising medium,

The study was deslened to answer the following questions:

Ae What are the eeneral,mafket characteristics of East
Lansing and Meridian Township?

Re What are the demorraphic characteristics of Towne
Courisr subscribers?

Ce What are the readership characteristics of Towne
Courier subscribers and their attitudes towerd the
Towne Courier and competing newspapers circulated in
The East Lansing-Meridian Township market, specifically
including:

1, coverage and readership of the Towne Courier and
competing newspapers,

2. how coples of newspapers read by residents are
obtained,

3. how long the Towne Courier is "actively" kept in
the home,

Le attitudes of subscribers of both the Towne Courier
and the (Lansing) State Journal toward the two
subscribers,
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5e 8pecific "likes" and "dislikes"™ of the Towne
Courier subscriberse

6. thoroughness of readership, as rated by a modified

form of the "recognition method" of selected ads
and editorial material,

Sample Selection

The population was defined ss the 5,030 subscribers included
on the Towne Courier circulation list as of May 31, 1967.

A sample of 300 subscriber households was selected from this
list by means of a randomly chosen standard intervel from which
179 completed interviews were obtained.

Assuming the subscribers interviewed were representative of
the subscriber population, a sample of 179 should reflect the
actual population characteristics with 95 percent certainty and
no more than plus or minus eight percentage points of error.

Questionnaire Nesign and Interviewing Techniques

The questiommaire (see Appendix) was desisned to be partially
self-administered; that is, completed by respondents rather than
the interviewers so as to minimize interviewer bias, It was also
pre-coded to facilitate machine tabulation. The relatively short
length of the questionnaire minimized the problem of respondent
fatirue that might occur with interviews,

In addition to the direct~inquiry and probe type questions,
the survey utilized the technique of readership measurement. The
technique was used to measure readership of both editorial matter
and advertisements in the Tuesday, August 22, 1967, issue of the
Towne Courier. To qualify the respondent as a reader of the news-
paper, this issue was shown (banner side up) to the respondent.
Those who indicated they had seen or read this issue were led
through the paper, page by page, to determine their depth of
readership,

Specific articles and advertisements in the issue were pre-
selected and listed on the questionnaire, As the respondent re-
vealed to what extent he had read each page, article, or advertise-
ment his response was recorded within one of the following
readership degrees: (1) noted, (2) seen-associated (read lightly),
or (3) read most (read heavily),

The student interviewers were instructed relative to correct
interviewing techniques, Specific instruction was riven on
administering the readership and attitudinal questions,
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TABLE I-CHAPACTERISTICS OF T(OX™E COURIER SUBSCRIBERS

Years Resided in Area

More than 10 YOArB ¢ ¢ o o ¢ ¢ 6 6 0 ¢ & 6 0 o o 50%
Three t0 10 year8e o ¢ o o« ¢ ¢ ¢ ¢ ¢ s ¢ o ¢ o 27%
One to three yearh ® 60 0606 0 6 0 0 0 00 0 o 18%
Less than one year « ¢ « o « « ¢ s o« o s o o o 5%

Marital Status

Married.................... 95%
Single, widowad, divorced ¢« o ¢ ¢ ¢ ¢ @ ¢ ¢ oo 5%

Type of Dwelling

Singleo................... 95%
Apartment, dupleXs ¢« ¢ o« ¢ ¢ ¢ ¢ ¢ ¢ ¢ o ¢ o o 5%

Income
Over ":25,(00 Per JEAT' o o ¢ ¢ ¢ o ¢ 0 0 ¢ o o 15%
$1S,OOO to »2’4,999 ®© 006 095 5.00 00060 0 o 36%
3_&10,000 to -"'111’999 © e 0600 00 06 000000 312
J;P?SM to $9 9990 ™ © ¢ 06 0 ¢ 0 ¢ 06 0 0. 0 0 0 0 9%
$‘»5000 to %7&99 6 06 0606 06006 06060 06 000 00 3%
5?3000 to $hh99 e @ 0 0 06 ¢ 0 © 906 0 0 0 0 0 0 3%
Less than f:3,000 PEYr Y€Are o ¢ o ¢ ¢ o ¢ ¢ ¢ o 3%

Occupation, Head of Household
Professional o ¢ o« ¢ ¢ ¢ 006 6 06 0606 000 9 M&%
Executive ¢ ¢ ¢ ¢ ¢ 6 ¢ ¢ ¢ ¢ ¢ 606 06 060 0 ¢ 23%
Skilled ¢ ¢ ¢ o 60 ¢ ¢ ¢ 6 006060666 0000 23%
Unskillede ¢ ¢ o ¢ ¢ ¢ ¢ 6 ¢ 6 ¢ ¢ 00 060 o o 3%
Other ¢ ¢ ¢ 6 606 ¢ 0606 00 06e 0000 ecocve 7%

Education, Male & Female Combined
College Gradunte/Post Graduate ¢ ¢ « o o o o o 5645%
Some COllege ¢ o o e 0o o ¢ o ¢ ¢ 0 0 0 0 @ o o 23.’-&%
High School Graduate « « ¢ ¢ ¢ ¢ o 6 ¢ ¢ ¢ o o 1602%
Some Figh School or 1688 « ¢ ¢ o ¢ ¢ ¢ 0 ¢ ¢ o 305%
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FINDIMGSs CHARACTERTSTICS OF TO™E COURTIER SUBSCRIREPS

Residence

More than 75% of Towne Courier subscribers have lived in
the area for three yeers or more, 50% for over 10 years. Only
5% of the sample have resided in the area for less than a year,
Ninety-five percent of Towne Courier subscribers are married
and live in single-type dwellinzs, thus characterizing subscribers
as permanently-settled residents of the area,

Number in Household

Households averaged about four members each (two adults and
two children), The average household for the East Lansing popu=
lation of all households consists of three members according to a
recent census,

The 179 households sampled had a total of 719 members repre-
sented, and as Table 2 shows, almost half of these members were
aged 19 and under,

TABLE 2~AGE AROTTPTMAS IN HOUSEHOIDS

UNDER 12 12 - 19 20 - 35 36 = 19 50 & OVER
27% 20% 19% 22% 12%
(193) (141) (136) (155) (94)
Total houssholds in sample - 1793 Total members - 719

Income

Income was defined 2s total income from all family members
contributing to the merintainance of a household,

Over four-fifths of Towne Courier subscribers earn more than
$10,000 per years 9% earn between 37500 and £9,9993 and 9% earn
less than $7,499, The median income of Towne Courier subscribers
falls within the range of %15,000 to $24,000 per year,

Occmtion

Questions were asked concerning the occupation of both
husband and wife, In the Lansing area there are three major em-
ployerss General Motors' Oldsmobile Division, !Michigan State

1, Tri-County Regional Planning Commission, Housing Units,
Households nnd People Per Househnld, 1965,
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University, and the State of Michigan, In order to determine the
pronortion of subscribers employed by these a~encies respondents
were asked where they were employed,

As Table 3 shows, approximately one-half of the households ine-
terviewed had someone employed by GM, }MSU, or the State of Michisan,

TABLE 3 - OCCUPATION, EMPLOYER

EMPLOYED BY: NIMBER % OF TOTAL
Michigan State University 52 33%
State of Michigan 15 9%
General Motors 6 L¥
OTHER#* 87 su%

N = 160

a"Other® classification showed no consistency for where
employed except employment was ~enerally in Lansing -~
East Lansing area,

Tables L4 and 5 show the occupational breakdowns according to
sex, For women, the housewife category is the most prevalent,
congistent with hich average family income,

TABLE L -~ OCCUPATION, FR'ALE

OCCUPATION NUMBER %4 OF TOTAL
Housewife only 126 75%
Office/Clerical 13 8%
Teaching/School Affiliated 10 €7,
Other 6 3%
Parttime Employed )

(a1l classifications) 13 8%

N = 169

Male subscribers hold high-status (and high income) positione;
less than 3% fell into the unskilled category. “early half were
in the professional catesory and skilled, executive and professional
categories accounted for 90% of all Towne Courier subscribers,
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TAPLE S ~ OCCTTATIN; MALE

OCCUPATION NUMBER ¢ OF TOTAL
Professional 72 LL%
Executive 38 23¢%
Skilled 37 23%
Unskilled S 3%
Other 10 7%

N = 163

Educational Levels

Tables 6, 7 and 8 show that nearly half of the female readers
and two~thirds-(67%¢) of the males are college graduates, Those
with advanced degrees are included in the "college graduate™ classi-
fication, It is interesting to note that 80% of all readers, male
and female, have had some college or are college graduates and that
less than L% did not complete high school. Compared to national
averages, Towne Courier subscribers are much better educated than
the general public,

TARIE 6 - EDUCATION, FEMALES

GRADE COMPTETED NUMBER ¢ OF TOTAL

8th Grade or less 1 8%

Some High School 3 1.7%

High School Nraduate 3L 19.6%

Some College 53 30.6%

College frad./Post Grad, 82 ' L7.3%
N= 173

TABIE 7 - EDUCATION, MALE

GRADE COMPLETED NUMBER % OF TOTAL
8th Grade or less 1 9%
Some High School 6 3.6%
High School Graduate 21 12.8¢%
Some College 26 15,.9%
College Grad./Post Grade 109 ‘ 66.8%

N =163
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TABLE 8 ~ EDUCATION, MALE/FEMALIE COMBIMED

GRADE CO'PLETED NUMBER ¢ OF TOTAL

8th frade or less 2 o7

Some High School 9 2.8%

High School Gradunte 55 16.2%

Some College 79 23.1%

College Grad,/Post Grad, 191 56.9%
N = 336

Newspaper Coverage

Five newspapers circulate in the East Lansing ~ Meridian
Township areas The Detroit 'lews, Detroit Free Press, Towne
Courier, (Lansing) State Journal, and the Michigan State Univer-
sity State News,

Respondents were asked "how often" they read these news-
papers, "never, sometimes or usually.," The Towne Courier scored
highest in the "usually" category, followed by the State Journal
and the Detroit Free Press,

TABIE 9 -~ READERSHIP OF WEWSPAPERS

"NEVER"  "SOMETIMES" RUSUALLY"
NEWSPAPER " READ READ READ
Towne Courier 14 5% L%
State Journal 3% 9% 86%
Detroit Free Press 27% 28% 55%
M.S.U. STATE NEWS u5% 26% 29%
Detroit News 79% 17% L%

When asked how they obtained copies of the newspapers they
read "sometimes" or "ususlly", The subscription eategory scored
highest in all cases excepting the State News, with the Towne
Courier scoring highest of all in this category.
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TABIE 10
NEWSPAPER SUBSCRIRE NEWSSTAND OTHER
Towne Courier 97% 0 3¢
State Journal 914% 5 08% 02%
Detroit Free Press 69% 29% 8%
MQS‘U. State News 6% 1243 82%
Detroit News 39% 58% 3%

It should be noted that the State News is circulated by
leavin~ bundles of the newspaper In strategic locations through-
out campus, Those wishing copies merely pick them up without
charge,

Media Attitudes

Attitudes of subscribefs regardineg the Towne Courier and
its closest competitor, the State Journal, were ascertained by
asking respondents to rate both newspaperse

TABLE 11 - Attitudinal Rating

NEVISPAPER EXCELIENT GOOD FAIR  POOR  DON'T KMOW
Towne Courier L1g 51% 6% 1% 1%
State Journal &% L7% 3L% 12% 1%

Specifiec "Likes" and "Dislikes"

Two open-end questions dealt with what subscribers "likedn
and "disliked" about the Towne Courier., These were intended to
discover the strengths end weaknesses of the newspaper, Overall,
the respondents gave highly favorable responses, as shown in
Tables 12 and 13,

TABLE 12 = What Subscribers Like

RANK AREA LIKED PERCENTAGE
1 local news 87%
2 editorials 23%
3 children's news 19%
L features 18%
S advertisements 15
6 theatie & arts 15%
a e i
sic ualities
9 I1§:Lc*lmres d 5%
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TABLE 13 = What Subscribers Dislike

RANK AREA DISLIKED PERPCENTAGE
1 "nothirg" 62%
2 advertisements 16%
3 handling of news 16%
L physical qualities 7%
5 sports coverage L%
6 society pege L%
7 #other 11%

#0ther" includes responses which were not consistent, isolated
and/or sometimes personal, Each by itself was too small to come
pute individually and none would fit any of the above classifica=
tions,

"Staying Power" of Issues

When asked how long they usually kept a current issue of
the Towne Couriers

60% kept the newspaper = L days or longer
187 kept the newspaper = 3 days
17% kept the newspaper ~ 2 days
5% kept the newspaper =~ 1 day

Readership of Towne Courier

Respondents were asked whether they had read the current
issue of the Towne Courier (interviewers displayed the front
pare of the issue when asking the question), Approximately one-
half of all interviews were conducted on Thursday, which is the
day following delivery of the Towne Courier by mails The re-
maining interviews were conducted on Friday and Saturday. It was
found that 82% of subscribers had read the current week's issue
by Saturday., Percentage of readership by day was:

Thursday =~ 68% had read the current issue
Friday = 77% had read the current issue
Saturday =~ 82% had read the current issue

After respondents had been established as readers of the
current issue, a modified "recognition method" was employed.
Readership of designated articles and advertisements was tested
for the August 23, 1967 issue of the Towne Courier.
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This method of testing readership inwvolves asking respon-
dents to go through the issue, page by page, with the interviswer,
Respondents are asked if they recognime pre-selected articles and
advertisements, The interviewer then records which articles and
advertisements were "noted", which were "read lightly," and which
were "read heavily." A score of "noted" means recogniged but not
reads "read lightly" means the respondent read one-~fourth to one~
half of the article or noticed the signature,headline and art in
an advertisement; and "read heavily" means the respondent read
one~half or more of an article or most of the copy in an adver=-
tisement,

Eight stories and seven advertisements were selected in the
Towne Courisr for the "recognition method", Interviewers were
instructed to score the amount of readership for each of the
desirnated articles and advertisements, Figures 1 and 2 show
readership results for both relative ranking and percentage of
readership in each scoring classification.

It is interesting to note that the two stories receiving the
highest readership were located on the front and back pages
respectively., The lead story on page 1 was noted by all but 13%
of Towne Courier subscribers while the story of a local Lions!
Club barbecue on page 32 was noted by all but 21% of the readers.

Readership of advertisements showed a significant "read
heavily" score on over half of the seven advertisements tested,
The Yat Wah Restaurant ad, only 2 colums by 3 inches, scored a
23% "read heavily" by subscribers, This may be due, in part, to
the unusual visual employed; the headline was Chinese writing,
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FIGURE 1

Editorial Content Pecognition Scores
August 23, 1967, TOWE CO''PIER
(n=179)

lead story { 55% B7%
page 1 o e T N 3% ] 3% R

Lion's annual | o 3% 9
pogs 32 1 WAL, 108 s
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page 2 .
|
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FIGURE 2

Advertisement Recognition Scores
August 23, 1967, TOWNE CN'RIER
(n=179)

Northwind
hx?, Pe 21

E. L. Bank
F.Pey Do 29
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6x12, pe 3

Elec, Whlsle,
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SUMMARY

The Towne Courier is currently reaching forty percent of the
total households in the East Lansing - Meridian Township area.

The "average subscriber" has the following characteristicss
Annual income of $15,000 or more per year
Married with two children less than 19 years of age
College graduate
Has lived in the area 10 years or more
Is employed in either a professional or executive capacity
Lives in a single-family dwelling

This affluent, well-educated market thinks highly of the
Towne Courier; 92% of the subscribers rated the newspaper either
Texcellent™ or "good" and 62% said there was "nothing disliked",
Acceptance of the Towne Courier is further substantiated with 9L%
of the respondents stating they usually read the newspaper and
97% of the households subscribing to the newspaper on an ammual
basis, Seventy-eight percent of subscribers keep their issues
three days or longer.

Towne Courier readership, determined by the "recognition
method,™ showed effective exposure for both news stories and ad-
vertisements, Only two of eight stories scored less than S0%
"noted" and only one of seven advertisements scored less than
LO% ™noted."

Two "dislike" categories accumulated scores of over 10%;

16% of subscribers said they disliked the "hondling of news,""

and 16% said they disliked the advertisements, It should be noted,
however, that 15% of the subscribers said they liked the adver-
tisements and 87% said they liked the local news,

o & o 00 O
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East Lansing Meridian Township

Geographic Location

The City of East Lansing buttresses the northern edge of
Michigan State University and the eastern edge of the City of
Lansinge Meridian Township, which includes the Villages of Okemos
and Haslett, is located directly east and southeast of East Lansing,

Much of Meridian Township is rural. Concentrations of popu-~
lation are found in Okemos and Haslett; these villiges have more
than 70% of the township's total 20,675 residents,

The population, excluding students, of East Lansing and
Meridian Township is 58,175, There are 12,800 households, excluding
student apartment buildings.

ls Tri-County Planning Commission, East Lansing and Meridian
Township Population = 1960 and 1965,

2¢ Tri-County Planning Commission, Housing Units, Households and
People Per Household, 1965,
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Appendix G

This Information will be CONFIDENTIAL!
NO NAMES RECORDED! !

X
4 LOCATION OF INTERVIEW E. Lansing _ Okemos Haslett-Lake
Lansing
Other (specify)
5 o PRy S S Thie 2 i B 0N SE AT Sni
Do NOT
write in
this col. 1, How often do you read any of the following newspapcrs? Please
answer as '"NEVER'" - "SOMETIMES' - "USUALLY'". (CIRCLE ANSWER)
6 Detroit Free Press - NEVER SOMETIMES USUALLY
7 Detroit News - NEVER SOMETIMES USUALLY
8 Towne Courier - NEVER SOMETIMES USUALLY
9 3 State Journal - NEVER SOMETIMES USUALLY
10 MSU State News - NEVER SOMETIMES USUALLY
2. How do you obtain the (NAME OF NEWSPAPERS) which you read
"SOMETIMES'" or '"USUALLY"? (CIRCLE ANSWER)
(specify)
11 Detroit Free Press - SUBSCRIBE NEWSSTAND OTHER:
12 Detroit News - SUBSCRIBE NEWSSTAND OTHER
13 Towne Courier - SUBSCRIBE NEWSSTAND OTHER
14 State Journal - SUBSCRIBE NEWSSTAND OTHER
152 MSU State Nows - SUBSCRIBE NEWSSTAND OTHER =
16 3. Did you read THIS weck's edition of the Towne Courier?
(SHOW COPY)
_____Don't Know No Yes
17 4. liow many days do you usually keep your Towne Courier?
] (CIRCLE ANSWER)
Don't Know 1-day 2-days 3~-days 4-days or longer
5. How do you rate the Towne Courier and the State Journal?
(CIRCLE ANSWER)
18 Towne Courier - DON'T KNOW EXCELLENT  GOOD  FAIR  POOR
19 State Journal - DON'T KNOW  EXCELLENT GOOD FAIR POOR
20 6. What do you like about the Towne Courier? (PROBE)
21 :
22
7. What do you dislike about the Towne Courier? (bROBE)
23
24

86
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Do NoT
write in =
this col, 8. SKIP THIS SECTION IF RESPONDENT HAS NOT READ The Towne Courier

1,} *y LS P Ve Y ﬁ" *+ Q+*¢ *4 1'+ L 'l'+ L Y i+*+*+*+, LES Y t+*+ *,., t+ *+*+*+ *+*+*+*+*
+ Be prepared to show respondent the marked pages of the Towne
*Courier. Make the statement below,

+ As you go through the designated pages, mark an "X" under the
*appropriate criteria below. Record the page number in the left-
+hand margin and rate specified story or advertisement (which has
*bcen marked) on Unnoted, Noted, Read-Lightly, and Read Heavily
+basis,

* UNNOTED = Not seen NOTED = Recognized but not read

+ READ LIGHTLY = Read 1/4 to 1/2 READ HEAVILY = 1/2 or more

A AR AR PR SR 2 T A R P IS FE AT S 20 2Y PR R R SRR R e e

*+ 2t ot o+ o4

"AS I SHOW YOU THE FOLLOWING PAGES FROM THE TOWNE COURIER, PLEASE

INDICATE THESE SELECTED ARTICLES OR ADVERTISEMENTS WHICH YOU HAVGR . v

READ." .
= -— —— e
(1/4 to 1/2 read) (1/2 or more read) ‘
Page Unnoted Noted Read Lightly Read Heavily \
25 i
26 R B T P T TP — A/ i
27 ’
28 : : ot
2
29 B0 ks 8 \\
-5 -
30 1/»"/ =3 \
e Ny i : ” &

31 E ~. :
32 oo
33 N
34 /(;
35 L B T e e R R
36 ek ;1 e e ™
37 -:(" .:,’/ ............... -

)
38 e :2 7
39 20
40 2 2




WOULD YOU MIND ANSWERING A FEW QUESTIONS ABOUT YOURSELF?
41 I
9. How many years have you lived in this area?
__ Yyears

10. Enter below the number of members of your household in
cach age group

A __under 12 12-19 ___ 20-35 __ 36-49
padi s 50 § over
M
45, Lo e
40 2 TLD
o d 11. Marital Status: _  Married __ Single Chaeie Other
48 et 12. What is your occupation?
A9 . If Married, Is your husband employed?  Yes __ No
20 e 5, Where: __  General Motors
M.S.U.
State of Michigan
______ Other (specify)
3
5 N DCEUPALIONZE ™S ) 20 W e T 0 Ry
2 13, Please check the last grade of school completed:
____ 8th, or less __ Some High School
____High School Graduate ___ Some College
____ College Graduate
53 please check the last grade of school spouse completed;
____ 8th, or less ____ Some High School
____High School Graduate ___ Some College
College Graduate
G N 14. Please check the category below for the total income of
this household:
) : _ Under $3,000 __$3,000-§4,999 ___§5,000-§7,499
____$7,500-$9,999 _~_§10,000-$14,999
____$15,000-$24,999 ___$25,000 and over
55 16. Type of dwelling: ___ Single At Duplex

Other (specify)

17. Sex of respondent: Male Female
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If, at the tire you call on the home, it is inconvenient for the respondent
to amswer your questionaire, attempt to establish a time, at their convenience,
vhen you may return to see them. It is very important that each respondent that
we have chosen provide us with a completed questionaira.

Your materials required for sach interview include the questionaire,
your speacific issue of the Towne Courier (as explained in your training session),
and at least two pencils.

ASKING THE QUESTIONS

ALL ANSWERS on the questionaire should be made with a checkmark (/), with

the exception of the two questions that require you to write down the respon-
dent's actual comments,

Notice that the left hand side of the Questionaire has a column of blanks
numbered in sequencea. Plesce do pot write or mark in this area. It 18 to
be ugsed for tabulation purposes. The first three blanks contain the number
of that questionaire, and should be the only ones in whicli writing appears.

Note that you should check the location of the interview and the day
on which the interview occurs at the top of the first page. "

Questions:

For Question 1, tell the respondent, "I am going to mention several
newspapers common in this area. Would you please tell me how often you read
each one by replying never, sometimes, (if read once or twice a week) or
usually, (if read more than twice a week)."

For Question 2, be specific if the respondent mentions some place other
than subscription or newsstand. The State News, for instance, may be picked
up on campus, or the husband may bring it home, etc.

Question 3, hand your copy of the Towne Courier to the respondent and
let him examine the front page while asking this question.

Nuestion 4, try to avoid "don't kuows". Ask the respondent to think
about hov long he gsnerally keeps the paper.

For Questlon 5, ask the respondent, '"in your opinion, heow does the
Towna Courier compare in general with other newspapers you are familiar

with?" no answer, excellent, pood, failr, or poor. Repeat using the State
Journal insteed of the Towne Courier.

Questions € & 7, these two questions are oven for expression of the
respondent’'s thoughts. Allow him plenty of time to thirk abcut these
questions. If his anawer is short, or if he avoilds giving any opinion,
attempt to extend his reply by asking euch neutral questions as:



Sl

“Could you be more specific?"

"Is there anything else you can add?"
"Can you explain that in more detail?"
"why do you say that?"

NEVER say to the respondent:

"Oh, I agree!"
"I feel that way too."

Be certain to copy down responses as nearly word-for-word as possible.
Please don't condense the respondent's answers any more than absolutely
necessary for questions 6 & 7.

Question 8, p. 2. Thig question attempts to find out how much of a
Towvne Courier issue is read. You will be given four articles or ads in
your copy of the paper. ' The technique will be carefully discussed in our
ingtruction session.

Classification qusstions, page 3. This part of the questionnaire is
to be given to the respondent: 'Will you plesse check tha answers to a few
questions about yourself." :

This ends your interview. Remember to say "Thank You" before leaving
for the maxt interview.



Appendix I

Project Towne Courier August 1967
Advertising 475 ,
Department of Communication

¥ichigan State University

CODE BOCK

Basic Questionare Data

Column Item Code

1-3 Questionare number 001-300

" Location of interview 1-E.Laneing
2-Okemos

3-Haslett Lake
4-Other

5 Day of interview 1-Thursday
2-Friday
3-Saturday
4-Sunday
5-Other

Columns 6-10 rertain to newspape
EEaéErgﬁiﬁ.

6 Detroit Free Press ' 1-Never
2-Sometimes
7 Detroit News 3-Usually
8 Towne Courier ) |
9 State Journal
10 }SU 3tate News
11 Detroit Free Press : 1-Subscribe
2-Newsstand
12 Detroit News 3-Other
13 - Towne Courier
14 State Journal
15 MSU State News
16 Did gou read this week's edition 1-Don't know
of the Towne Courier? . g-go
~-Yes

92
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page 2 of 3 pares

Colym
17

18
19

2D

21-22
23

24
25-40

Ll

L2
b3
Ll
45
L6

L7

48
L9

Ttem

How many caye do you usually ksep
your Towne Courier?

Calumn
Lating

G two padera.

Towne Courier

State Jocurnal

What do you li%s about the

Towne Courier:®

Colurns reld in reserve.

“hat do you dislike about the
Towne Courier”

Column held in reserve.

Regdershir information on the
¥owre Courier.

How marny years have you lived in
this area?

18-12 are the reerondents' ™

Columrs 42-46 ¥g53gin to _houssehold
renters in follcwing age prcops.

Under 12
12-19

20-35

36~49

50 and over

Maritsl status

what is your occuration?

If married, is your husband
employed?

Coda

1-Ore

2-Two

3-Three

L-Four or more

l-Dorlt know
2-Excellent
3-Good
L-Fair
5-Poor

0-9

0-9

l-Unnoted
2-Noted

3-Read Lightly
4-Read Heavily

0-9

0-9

l-tarried
2-Single
3-Cther
0-9

l1-Yes
z2-No
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page 3 of 3 pages

Column

50

51

52

53

\J1
£

56

Jtem

Code

where is your Hushand emcloyed?

What i3 your hucbend’s occupation?

Piease indicate the lagt le
school comrlet=d. [(respondent)

Same as above., (8nouse)

Plesse indicate the total household

income,

Type of dwslling.

Sex of respoundent

l-General Notors

2 x QoU

3~ot8te Of HAChiFan
A-Other

0-9

1-8th or less

2~Some iligh Scheol
3-lizh Sct ool graduate
L-Some College
5<Ccllege graduate

1 Under ‘3 200
-y3,000~4,593
3 5 000~ 7 h°9
520-9,9
5- 16 000- iu ona
6-~. 15 JOD-Zb 99°
7-9(5 Co0 anj cver

1-Zingle
2-Apartment
J-burlex
L~Other

l<iale
2~Female



A news story reprinted
from the Nov. 14 issue
of the Towne Couricr
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A nawspaper that vworks at
maintaining excellence in all
fields serves its community
and its readers better
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