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\ldlrectly into the newspaper and televislon field have never

" been lower.1 Recognleng this matter glut, Journallsm school /

~—Case Tor an Emphasis in-Business Gommunlcations: s —~?--~~—~;'
_ Flndlngs from Prof11e/75

. -
v ’(' , . v
L"‘. s

. : s \
It is no secret that journalism enrdllments have lncreased

on a natlonal scale, and' that the prospects for employment

°

adm1n1strators have begun screenlng appllcants ‘more careful

than in the past and have been llmltlng enrollment in. Jouo a=’

llsm core courses to-quallfled Junlor-level undergradua:es.2

Yet w1th lower enrollments in most other liberal arts,seQGEnces,

there is more pressure on gournallsm schools to keeo the,door

open to as many students as posslble.3

Training students for jobs wh1ch are scar. at best is "j"’
an anathema in a traditionally pract1cal fle/dlsuch as journa-
llsm.% Rather than accept the ex1st1ng marwet crunch in news-
paper- telev1slon. dm1n1strators have so/ght to emphaslze
programs which mayﬁﬁ““aden the career ields open to journa-
lism graduates. The ideal solutlon”'s to develop new emphases
within the existing frameworEL—usfng facilities ﬁnd'COgrses

already avallable at most uniwvg sities-—to open career fields
now cons1dered only tangentll“.to the more tradltlonal news-
paper and‘television journ: ism* profe551on.

A major research project the Internatlonal Assoclatlon

of Business Communicators Prtm 1e/75 survey, shows that-an
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 attractive”tangentia1Afield does exist, that journalism

graduates are drawn to it naturally, and that most schools

of journalism could capitalizemon existing colirses by emphasi-'

T

z1ng buslness communlcatlonsﬁor even developlng a sequence in
the field. The findings of Profile/75 can be wsed to descrlbe //
~business communicator# and to show that the professiqn is an |
attractive career field for jdufnansm_graduates.
\ 7
IR . | ) Methodology o
| The'International Association of'BusinessﬁCbmmunicatofs
(IABC), %as founded in 1969 as the umbrella organization for
a host of local and reglonal chapters of buslness communica-
tions specialists across the United States and Canada. Its
membership approaches 3;000 persons in'almost as many cor-
porations, associations or institutions; and its executive
iofffcers estimate the field inqiudes another 10,000 positions
‘not associated with'the organiaation. ‘ |
To measuremthe-success'of its programs and to chart
trends among its members, the IABC has commissioned several
‘surveys, but never one so all—encompassing as the curreht i
‘ Profile/?S. The questionnaire was designed by the Communiea-
tions Research Center at Sy?acuse University;s S.I. Newhouse
Schoolvof Public Communications, with input by IABC executives.

The final form consisted of a printed 12-page booklet

which was mailed to the organization's entire membership and

\
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wwr\Eompleted by 1,250 communlcators for a return rate of __E{ i

T
[P S,

43%. There were 261 1tems of 1nformat10n 1nclud1ng demo-_

graphicsy questlons on' @alarles, promotlons, staf{ size, job @
\

satisfaction and the type of media the communigators helped
\*. . , | '

produce; a section on chpefﬁygbout tﬁ%.national economic
, | . T o | .
situation; items on media use; ‘and, a descriptidn of the s
\ .
primary publication the communlcatogg produce. The form also

contained a section on career preparéapess which provides
‘most of the data on who these buslness\oommunlcators are and

Y
what brings them into the field. N : S

- .:}

&

-
S

. TABLE 11 Demogrpahic and Educational Characteristics

. of Business Communicators

Mean age..seveeveee 35 Per cent with "edi-
: torial” tltles........... 43%

Per cent male...... 54%

Per gent with

Per cent having ' ;£Ubllc relations"”
minimum bachelor's it es................... 36%
degree....veveese.. 82% .

’ - Per cent in a
Per cent 4ourna- ° "public relations" :
lism majors...... .o B4% department........cc.0... 5U4%

Mean. per cent of
time devoted to .
media communication 79%

‘ Demographic information shows the average business
>
communicator is a male, age 35. Eighty-two Per cent of

survey respondents have at least a bachelor's degree and of
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+ these, Journallsm is the slngle largest category of maJors.

The aVerage per cent of time spent on media communications

is 79%, and though more eommunicators are "editors" than
have "public relations"” titles, the majority of them are
located in a public relations degartment. If business
communicators are not industry's publicists, they do con-

tribute slgnlflcantly to supportlng staffs of Amerlca 8 in- ‘

dustrial public relations. ' ¥
Jouinalism vs..Non-Journalism Major
Dividéng the responding business communicators with
degrees insp Journalism and non-journalisﬁ Qgiprs, Table 2
presents differences between these two groups and shows that
Journalism majors hold their own with graduates from all i
other fields in spite of the fact that a majority of them are
ﬁaid primarily for communications skills daties rather Qhan
communications management or other administrative duties. =~ S
Evidence of what the business‘communicators themselves
consider important eredentials for the field is presenfed in
Table 3 which gives mean rankingsdof respoqsesaahen’partici-
paﬁts were asked to choose among six possibie reasons for
hiring business communicators for the organization's'staff.
The table shows that all respondents with degrees would hire

staff members based on the individual 'S background and train-

ing as they ranked items from most important ("1") to least
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Business Communicators Who Maao;é//

Sl R Journalism Other
Majors Majors

(n=b03)  (n=57)

. Approximate mean annual salary $15.5§5 , $15,685
Mean per cent last year raise 12.4 12,0
Years in business communication 6.9 7.2
Years with present organization 5.4 - 6.0

" Mean organization size f 15,728 ' 14,954
Mean Steps between self and
organization s top person @ 2.0 * . 1.8
Mean- number of media communi- ' '
cator helps produce 11.1 10.8
" ) . ! . .
Mean "innovator"? scale rati g 4.8 4.5
Mean profess1onal seminars, . | T e
workshops or conferences 2.5 " v =206
attended in the past®year : -
PSsition satisfaction rating6. 2.3 2.3
Promotion qualificatidn'ratingG . 2.3 . 2.4 )
Per cent paid primarLly for .o
duties in- communicatlons skills**  56% . 38%
Per cent with direct o R
access to boss L 5% 55% l
y -~ .
o< 001 I

L0 T ¢t

5The "innovator" scale is a seven-point scale.which
distinguishes between active and passive business com-
municators. A rating of "7" is the maximum active.
communicator. ' ' '

b
6Satisfact10n and promotion quallfication scales range
from one to five, with "1" as the maximum rating.

- 7
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1mportant?("6"7 There is a. deflnite‘ﬁiérarchy of prioritles

; . “\
—in the rankings, ‘&ournallsm skills and experience is “the ,

flrst priority for both groups. though the “journalism majors
give it the~h1ghest prlorlty; personality and . w1llingnese is
- ~ second, though the Journalists give ‘'this a lower prior;ty;

and in the rest. of the list both groups seem in total

+

\
. , , ; ,
* . agreement, A - _ i

. ! _ _ ’ ) ~
- TABEE 3: Mean Ranki\k Pattegn of Values Sought
. ' ' . ~ ' in Hiring Business Communicators, \
. : - Where "1" 1s most important. '
. ’ N / . . . - .
. E \\:7‘ Journalisn ll Other
ﬁ; - o RN I / Majors - raduates
. Journalism skills,, experience - 1.3 . 1.5 “
. .Personality snd willingness 2.5 /// 2.2
Business experience ; " 3.5 ~ 3.5
"\Formal education T ’ 'v3.6" 3.7
References - 4.8 .8
© Affirmative action ) - 5.3 ' 5.2

AR

Pearson correlation effhcient for the two
rankings is +.99 indicatimg that\the groups haye ranked
the attributes almost exactly ‘alike.. Wlth six- degrees
of freedom, p < ,001, .

: . r » .
‘ "% 2 N ’ ) -

- The thrust of ,the survey in career chartlng was to plot

- the sequence of events which led the communitators from" college
. o to their present opcupatlon) and to note their level of satis-

i ,iv'faetion with their jobs,” - =~ ‘ - f
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Does anyone actually come immedlately out of‘hlgh school

“with a burnlng desire to produce company “publications? As

anticipated, few business communicators (25%) said their

present cafeeé\was what they had wanted chn wﬁile in pollegec S

R Only 36% of the 3ournalism majors said they had wanted this

kind of career compared with a similar 16% of all other res-

pondents, Though a larger proportlon of the journalists
were thinklng about business communicatlons careers than non-

journalists, the difference loses value considering that
[

' journalism is among the most opportune preparation subjects

for the field.  The small Pcrcentage of persons who were

considering business communications careers in college--but, - -

) . , v . , ,
who still ended up in the-field--indicates one of three

possible problemk: 1) business communications is not billed
as as attractive career field; 2) little orlno infogmation"
is available to thc college student on 0pportunitics.i£ the
field; or 3) there are few collegiate programs structured
toward business communications. ‘
More insight inEEJthé trilogy of information pfcblems .

associated with the profession is gained through the dnswers

to the question, "What was your opinion of the field of publicm

relations_orLgusiness communications while in college"?
Table 4 indicates a dichotomy of opinion among the two cate-
gories of collegians with the journalism majors outnumbering

others in both high and low ‘opinion of the field, but generally




‘O,"belng more 1nformed than maJors in other dlsc1p11nes. The

-+

— .
1mpress10ns of. these colleglans shows a lack of 1nformat10n -

et e e e -

”ahout business communlcatlons rather than a bllghted reputa-
tion, and indlcates an 1nformation campalgn by Journallsm

schools couid 1ncrease student interest.
. TABLE 41 Opinion.of the Field While in

College for Journalism and
Non-Journalism Majors.

J e L . Journalism - Other

4 s _ "° : . ’MajoTs Majors
Hiéhdor;above.average 50% - 37%
Average 0pin;on . ,} 21 25
éelow average or low - 16 - 9

No oplnlon, don't " :
remember’ opinlon v 13 - 29

1

i

Chi-square is” 41 with 5 df; p< .001

<

| "?erhaps'the_best presentation of career .tracks leading
o to the bnsiness communicators' current position is.that
offered in Table 5. The table may be viewed as successlve
rungs in a career ladder from before the respondent 8 first
gob 'to his present satisfactlon with his business’ communica—
tion posltion. Agaln, the contrast between Journalism majors
P

and other‘respondents is the most succinct method of, handling

- the survéy data.




TABLE 5: “Career Steps by Edqucation and
S _ ,_‘Clgl'l egi n+9___Ma,j,o
//\' | o ’ Journalism Other - Non~-

Major ', -Major College

Per cent who said college ! :
did prepare for their job*#* 73% 57% -

Mean working years between ' : ¢
college and firgt full-time Lh.s5 6.8 -
. business communication Job** :
'-’ v X 2] 3

Percent whose prior ocpupa-

. tion was communications
agsociated (print, broadcast,: 544 32% . 34%

" public relations, adVertlsing : //’///
or trade publications** ' '

Percent who pursued business S .-
communications, rather than’ 51% ;9% 22%
being pursued by the field** '

Percent considering their \
jobs a move up compared with 75% 69% 74%
other work they had done - - :

Percent who would leave the ‘ ,
field for a. géod newspaper 28% 34% - 27% .
or TV repoetlng job '

.

: . Percent satlsfled with their <t
' present position in the field 73% 4% 71%
PP -
p<<L 001
- Using the statistically significant differences found

_in Taﬁle 5, we may piece together a picture of how the
business gommunicator comes to be. The journalism maj;p’is\\\\
" more likely to be working in a field closely.associated with

communications, but to leave the agsociated field early by

o ‘- , ‘ . ‘ ) 11 . . '
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taking the Initiative in pursuing a job In business communica- -

tions. He feels hig college tralnlng did’ prepare him for his

g
communications dutieg. The non-journalism major is much like

the business communlcator who has no college degree. He feels:
ese prepared in tﬁat,nelther his college;training'not’hie
prior.business\experience'is closely related with his pfeseﬁt'
duties. There is'a‘wide difference in the amount of'time

-

between college and the first businesircommunication job for -

college graduates without Journalism degregs Though¥the naon-
. journalists take,nearly two-and-a-half more years to get into -
" the field, .the major%?y of these ihdividuale were pﬁ}sueo by
" business communications lnstead of seéking'oﬁt’such jobs |
themselves. Induetrx pursues the non-jourpalist while the
journallst pursues industry. ‘ - » ’ .
Why does the journalist‘séek‘e position in business

communications rather than staying in a closely associated

L, e
.-
-~

media field? Perhaps the answer lies in the ‘higher salarles

. to bebearned in businesé'gommudications.
Salary Differences

This analysis is presented as a descriptibn of what the

average -business communicator might expect to earn rather than

. an éxplanation of the insignificant differences between jour-

nalist and non-journalist salaries. However, the data do

show factors which influence salaries in the field.
~ N . . . . -
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Salary ranges in bus1ness communlcatlons make the fleld
attractlve as nearly 677 of the. survey respondents earn
'. between§$10 000 and $20 000 annually; almost half. earn .
~.$15 000 or more; and, 20% are in the $20 OOO and-over bracket.
Though communlcators were not asked thelr ‘exact salary, narrow
categorles allowed d1screte measurement anﬁ show the average

3respondent earns $15 647, a flgure ‘roughly est1mated at

" $2,000 more _than was: earned when a prev1ous surv*

*’;"was taken

in1972. . 0 BT
Table 6 sﬁows the results of/an analy81s of varlance

;procedure to determlne slgnlflcant dlfferences azfng groups_

in: the amount of annual salary earned. Found to 1nfluenc

-

1ncome were age, sex, prev1ous experlence in bus1ness com- .. Y

o munlcatlons, proflt versuS\Vgn proflt status of the " organlzarayf
BRI ,
tlon, marltal status, the. size, of" the organlzatlon, theﬁcom—_

-

'munlcator 8 prlmary responslblllty and the number of years : s ?l,

?

.y the communlcator has been with the present organizatdon. As
Y ﬁ

the table only shoWs significant differences; those»factors
found less influential‘included race, the'below—dbctorate

levels of educatlon, the undergraduate maagr, commun1ty s1ze

and the geographlc reglon of the country in wh1ch the c ofmu-~
A
nicator works. Though respondents in the'Northeast and

Pacific Coast had a highervincome_average, wages ‘are normally |
- highegﬁln.these regions so it cannot be assumed these c ommu -~
lniqator's have increased buying power.7 _

- ; .-

.13
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Further salary differences. can be explored by u51ng the

1nformat;onrga1ned tn Table 6. ﬁpough these seem to be the
key factors whlch 1nfluence salary range, the chief questloh

"is+ to what extent are these factors 1ndependent predmctorsaﬂ'
of salary?' Table 7 provides an apaly51s of the assoc1at10n

betweeéen -the key indicators and the communicator's salary. .

-
I N . . N ‘ *
- -

s

- TABLE »:. Degree of Association Between Salary
< . and Other Pertinent Factors. As
the Pearson Correlathn Coefficient
v . approaches "+1,0". Salary ‘indreases are
. ' ) . more- dependent on increases in the. other
' | E _ _ . . pertinent factons.' .

.- . _  DEGREE OF

S o .~ ASSOCIATION |
Size“of theorg'a_nization**u ' v 'r ‘+{30
< Coﬁmuhicator's_age?*,:\ ) ‘ +tu6' '
_ Years in,BusipessoCoﬁmunication** " .52
7 Years with the present firm#** r' .43
° P Maritaivstatua (Married-Single)** +.18

i

Primary'responsibility

g ' v (management-skills areas)* .07
, o S sSex (male\iemale)** "L - : +., 44
\.\ N
. ' \\ Proflt VvS. non- proflt flrm*, +.09

- - 3

#

p< .01 . S ' S
% / .
P < .001 /
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Multlple regression allows us to probe for which of

Ed

these factors are relatJVely 1ndependent and powerful in-

.'

fluences on the communlcator 8 salary. The table seems to

e - 4

show that total‘years,ln buslness commun;catlons is a more

o,

important salary determinent than years with the present
orgahization. Multlple regresslon bears out this- impllca-

tion and allows us to remove "years w1th the present organl—‘
Eixg

zation" as an independently powerful 1nfluence. Age, however,
is independent of the other factors and is to be retained. In
order of their influence, when all of the factors are_coﬁsidé-

red, those most_relevant‘to salary are given in Table 8.

4 [
. -

. > —

-

TABLE 8: Multiple Regression Analysis

. ) Predictors of €ommunicators
’ Salaries,
- -~ F_ VARIANCE

. / ’ : RATIO EXPLAINED
1. Sex, male rather”than fewale' 104,8 -°. .182
2. Years in business céhmunication - 96,6 - .7 .158
3. Size of the organization f 50.1 ;’ -.082"
4, Age of communicator ’ 1%;8. - .031
5. Primary responsibility, having

. . . manager rather than skill duty 15'4‘ '025

/

- . - PER CENT OF TOTAL SALARY | 48
L : VARIANCE EXPLAINED: N7

ot




v _' - ; Industry Types f-' R
,v;. Tabulations by 1ndustry types prov1de an opportunity
/to 1solate ‘each major product or service area’ and learn
about 1ts business communicator. ‘Though the exact mean
,,ﬁalary communicators receive in each industry type has been
) '1 omitted, the 1ndustr1es in Table 9 have been grouped by the
categories of salaries paid communicators. )
: The per cent of respondents in each-industry group
Qind;cates business communicators are equally dispersed among
the listed 1ndustry categories. Manufacturing, insurance,
finance and utilities had a larger share of . the respondents,
but no group had more than 10% of the communicators. The
table shows also that organization size alone has little
relationship with salaries paid because somebindustry.groups
bsuch as public relations and graphic arts-printing are tiny
hut highly specialized groups. Further evidence is found in
the different communication staffs each industry éroup'has: ‘
the relationship is between the kind-of work being done
rather than the gross numbers of employees an organization
_migh_hawe.

Hiring of female comnunicators seems to hug traditional
industry conceptions with "outdoors" industries such as
metals-mining, eLectr{eal. aero, transportation and chemical

‘ having.the,least while graphic arts-printing, finance,

L]

' pharmaceutical and retail sales have the most.

- ) ‘ 17
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- The per cent of communlcators holddng advanced college
‘degrees is closely’ assoclated with 1ndustry type as those in- | 'f?
jeducation. chemlcal, transportation and governmental work are.’
the most highly educated. - J. o
Those in the hlgher paying 30b categor1es have been
with the1r organlzatlon longer, but it must be remembered :
that ' job tenure and salary are closely associated in elther‘y_
‘direction.; Little 1nformat10n also is ga1ned from the per .
| cent of salary ra:se received during the past year‘because
of the 1nequ1ty of salaries pald but the table does show
that those in the upper 1ncome‘1ndustry categories receive
as much of a raise per cent (which is actually g larger ‘ -
; dollar amount) as those in the lower paylng.categorree. The -
petroleum field's aVerage_ZI% raise in 1974 may be'duefin .
‘part-to general price raises and significantly higher profitst’
. duringgthat fdel shortage period, or it might reflect a tre-

>
N

mendous boéost in workload during the fuel crisis when much

of.-the image changing requirement fell to6 that industry's
busienss communlcators. w '

‘The table dOes show general job satlsfactlon, and gives— |
evidence that the deciaion to staygat one's job is highly'§ 1
dependent on salaries received. But this statement is mis- -
leadlngly broad in that industries even within a single pay

scale range have 1nord1nate percentages of communlcators -

wantlng‘to stay or leave. The chemical industry is the only




in its-pay'rapge where more than 29% are displeased with »
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-

their jobs, but only the publishers and government groups

have more than 50% wanting to leave the jobs in the lowest

industry pay scale groups.. -

/

* Conclusions ' L 3

~

o S ' ..
Business communications is as much a primary public

. - : L3
relations duty as a supportive element in American industry's

‘public relations departments. The field offers attractive

LY

salaries over a wide range of industry types, and its TS

_ﬁﬁractitioners are generally well satisfied and secufe,in .

their jobs. . :
The data show that journalism’ schools are providing the
necessary tpaining'for’the;r graduates to excell in business
communications’, Buf‘thq schools could interest a grgater per
cent of their majors in this cﬁreér by emphaé}zing'it more,
and could pbssibly make their graduates more-viable in'the.
field by structuring a program wﬁich adds the management
dimension to an eiisting strong skills program. &
In all, business communications is a tangential:-field

that offers an alternative for journalism majors.

N\
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