
Table 11
c -

Persons withWbomMinaging editori
. Negotiate for Larger Newithole 0.

Persons or
Combination of . a No. of * % of
Persons; Managing Editors . Managing Editor?
Business manager Oka _ .

advertising depart-
'pent executive " 22 18

Combination of publisher
.,-

.and other executives 19. 16
Production manager Or; - '..

. otheyproduetion perAnnel 18. 15
---b Publisher only - 17 14

.- Combinationof general a
.

manager and other
executives excluding .-.

ublisher .. 14 12 -*
General managerf only 12 a

10
No negotiations
, managing editor , ;

makes decision 6 5 .____
Editor onty -

)

Other . . ,9 , 7

I.

Total 121 100 r.
'lam

Ar.

lbe

7/. . Table 12
Tykes of News for,,WIdeh Managing Editors

Are Most Likely to Negotiate for 'Addition'al Space,

Managing Editors Managing Editors
Negotiating ..Types of News

No. :% -- No.
.

Scheduled events 30-,,
Late- king stories 27
Bot 50
,Other 16 s

To l,' 123

0/0
. .

24 35a
22 32
41' 39
13 13

100 119

29
27
33
11

100

.14r

At fit:st glance, thetable seems t b indicate that 3 of e managing,
editors were successful in negotiating extra space for h uled events
even though only,30 said they negotiated; What this s, however,
is that, some managing editors whol,pertiated for bot t pes.of trews
were successful with °illy one. . #'
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Newshole Allocation Policies of
American Daily Newspapers

By
G. Cleveland Wilhoit

Indiana University Bureau
of Media-Research

and
. Dan G. Drew

Stanford University

An inflationary spiral of _newsprint costs has caused,
widespread concern about news space allocation poliles of
U.S:newspapersl, but a national survey conducted duringthe
Winter i)f 1973-1974 suggests little change has emerged in
basic newshole policy. The proportion of the average daily
newspaper allotted to news is about the same as when Casey
and Copeland studied the matter in 1957.2 Methods of
determining the amount of space given to news Also appeared
to have changed little during the last 12 years, but tlie greater
the news'potential of a newspaper, the likelier the paper is to
have a standardized (fixed.minimum) newshole.

These conclusions are drawn 'from a mail survey of a
representative sample of 160 managing editors who returned
the quesfiondaire, The survey was commissioned by the News
Research Center of the American Newspaper Publishers
AssOciation. The questionnaire was sent to a stratified,
random sample of newspapers selected by. circulation size
from the 1973 Editor and Publisher 'Yearbook. The structured
questionnaire, developed in consultation with managing
editors from several, midwest newspapers of various sizes,°
was returned by 46% of the managing editors queried. Checks
on the data from the respondents suggest the sample is highly
represtntative.4

.
# -Characteristics of the Newshole

According, to the survey, the typical daily newspwer int
America *uses slightly less than '45% of its space for

3 a'



.non -ack erasing content on the average day, about the same
as reported by- Casey and Copeland in 1957.5 There is,
huvveer, wide variation. Some newspapers devote'as little as
23 °/a to newshole while others place the figure as high as 73%.

Sunday- newspapers set aside more for non advertising
_content. On the al. erage, Sunday editions split 50.50 betweer,

advertising and non-advertising material.
The average newshole on a typical weekday is 4860

column-inches.- Thee average Sunday newshole is. 8927

column-inches, nearly double that of weekday-newspapers;
Again. there is 'wide variation' on these measures.
"lost weekday newspapers contain 14 to 48 pages. (See
Table l.i As might be expected; the figures are somewhat
higher for Sunday newspiapers, with nearly half of them
running more than 70 pages,.

Table 1.̀
Typical Number of Pages in Newspapers t

No. of Pages *ofo of

Weekday.
Newspapers

Sunday
12 or fei,er % 19 )
14-28 37 15

30 -48 30 7 13

50-68 , 9 23
70 or more 4 48

Total 99a 99a,

..1
5-The.table does not add up to 100°/o because of rounding.

A majority of newspapers )(,Q1%) use an eight"column
format. About 18% use a combination of six and eight columns
and about 12°,/q.liae adopted the six column pane exclusively.

,A small minority (6%) use nine columns.6
Regardless of circulation or newshole size,' the overwhelm*

ing majority of non advertising content that managirig editors
classify as news falls into the "local" category. Financial, state-
and intbrnational news receive the least space. (See Table' 2.)
An analysis of a representative sample of newspaper pages by
the Newspaper Advertising Bureau would seemNo indicate,
however, that newspapers give larger proportions of thei
space to state/ national, international, sports and financial
news than thefmanaging editors think they do.7

4
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Table 2

Estimated Space Devoted to Various
News and Editorial Categoriesa

Type of Content % of News Space
Local .75
Sports 6

-National 4
. Women's 4

Interna al 3
Editorials 3
State 3
Financial 2

Total 100

aManaging editors estimated he number of column inches devoted to
each category on a typical day. The percentages are based on the total
for these categories;

Most managing editors appear to lie satisfied withriewshole
size for, their newspapers, but more than a quarter ,complain
that it is too small, and a few say it is too large. (See Table 3.)

The editors were asked also how they thought .the average
reader viewed newshole size. The estimates correspond
closely to the editors' own opinions., (This, tudy does not,
.however, include a measure of readers' oPirrions.)

Table 3

Managing Editors' Opinions and Perceptions of
Readers' Opinions About riewshole

Size on a Typical Weekday

Managing Editors' Managing Edtiors'
Opinions s Perceptions of

Readers' Opinions

'OP ,

`'Size of Newspaper
-- No. 0/0.... i No. ; t%

Much too small 6 4 ,5 4 k
Too small et 37 26 34 24
About right 95 66 93 65--7
ToOtbig . i 4 , 3 - 8 6 4
Mitch 'too big .. 1 1 2 1

,
tit

Total , 143 100' ;NAL,. 142 100

An. even larger percentage of managing editors thinks the
size of their Sunday newshole is "about right.- Again, editors'
perceptions' of jeaders' opinions about the adequacy of
newshole size closely parallel their own opinions. (See Tible

5
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Table 4

Managing Editor's Opinions and Perceptions. df
Readers' Opinions'Aboa Newshole

'Size on a Typical Sunday

Size of Newspaper

Much too small
Too small
About right
Too hig
Much too big

Total

Managing Editors'
Opinions

.

Managing EditcKs'
Perceptions of

Readers' Opinions

No. % No. oh,

1 2 1 , 2'
10 - 19 ' . - 19'
39 75

,,i0
"36 68

2
l)

5 . '9
0 / 1 . s.---- 2

52 106 '53 100.

Methods for Determining Newshole,Size
. "/ , -

The most widely used method for determining 'nevishole
size is the fixed-minimum approaChi, the allocation of a
specified minimum number of coluinn inche; for non!advertis-.

ing content each day. The nuqiber_of newspapers' using the
fixed-minimum policy, however, appearS to have declined
during the last 18 years. iase'y and Copeland reported in 1957
that 54% of U.S. dailies used a fixed-minimurn system,8'while
thepresent study places the figure at 41%.

Approximately 26% of the newspapers use a sliding -

percentagepercentage formula that varies the proportion of advertising.
to non-advertising space with the number df pages. Another
7% use a fixed-percerage Formula and 26% use some other
method:*

Newspapers with a fixed minimum newshole seem to have a,.
greater potential for gathering and publishing news than
thosp using other methods of space allocation. Those wial this
standardipd system score higher on a:news poaentiak intia"
developed by/two me* researchers, WaSqte Danielsqn and
John Adams( The index gives a newspaper a score of one or
zero for either having or not having the following attributes:
an estimated weekday newshole of 2500 inches or more; an
estimated editorial staff of 75 or More; three or more news

st.
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services; publication seven days a weep, and morrfing
publication. The higher a newspapes,score, the greater its
news potential.9 ,,, * .

. . 1'
The site of the fix4d-minim um -newshole of newspapers 4

which have a minimum varies widely, but the. average is 1914
column inches per-day. SOme.newspapers set aside'as little as
352 column inches for news, while others, go as high as 4725.
(See Table 5.) )

.

Mininiuln No. of
Column'Inehes

Minimum
of FixedMinimum

Table 5

Newshole Size Distribution
Newspapers

No. of % of Fixed-
. Newspapers Minimum Newspaper

Fewer than 606 4. 7'
601?900 3 5

-901-1200 . 7 12
1201-1.500 3 5
1501-1800 11 19
180r-2100 8 13
2101-2409" e 10 17
More than 2400 13 22

-- Total 59 100

When the news hole size exceeds the fixed minimum, 41% of
the newspapers employing a 'minimum use' a sliding scale to
determine the size. Another 13% use a fixed percentage for.
the excess. The rest use a variety of,,oeher'sysiems.

Most of the managing editors, (58 %) of newspapers which
use ,a fixedrairtmum system say they do' so because it
guarantees adequate news coverage. Another 18°10 think it
provides a well- rounded newspaper, while only 3%,say it is
conducive to better-prothiption schedules. The remaining 21%
list a variety of other responses.

The second most common form of newshole determination,
used by 26°/o of the newspapers in this sample, is a percentage
formula that varies with volume of advertising. There is wide
variation in the r?roportions of space that newspapers using
this gysiem are able to set aside for non advertising Content.
(SeeTable,,6.), For example, 15% of these newspapers could
never give more than 29% of their space to non-advertising
content, while 19% of them coul4nevergive less than 65% of
their space to such content.



t , . Table 6
.

Minimum and Maximum Newsholes Lass% of total spas')
for Sliding-Scale Newapapersa

% of Space Devoted
to Non-Advertising
Matter

..-

.
. % of NewMpapers Which

Use a Sliding-Scale
LargeseNewshole Smallest Newshole

29 or under 15 11

30-34 11 19

35-39
5 5

4044 11 8

45-49 11 3

50-54 19 114

55-59 3 8.

60-64 18 13

65 or bver
v Total

13 19

100 100

4N=38) (N=37).

aaample of how to read tlRe table: The figures in the top row mean
that 150/o of the newspapers using a *sliding scale for determination of
ne'wghole size "could never produce a newspaper that contained More
than 29% news, while 89% (100-11) could never produce a,newspaper
that contained less than 29% news.

A percentage formula that _remains fixed regardless of th
volume of advertising Is utilized by 74 of the newspapers.
These newspapers average 44% non-advertising matter, but,
some carry as little as 25% dnd others as much as '55%.

Table 7 2-

Additional Methods for Determining .
.Newshole Sizea

...,

Methods of Determination
. No. of

Newspapers

Minimum news needs are always met 8
Whatever is left after ads are in 6

Fixed-minimum n*ber of pages used 6

Number ef pages ITased on ad needs 5
Cooperation between ad and news depts. .. 3

Managing editor calls for what's needed ' 2-
4 . .-

....44-

.

aManaging editors of newspapers that did not use a fixed minimum or
percentage formula for determining newshole size were asked tb explain
their systems.

8
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The'326/01of the e-newspapers that do not use fixed-minimum,
Sliding percentage .or fixed-percentage methods of newsNle
determinatjoh list a variety of other syk.tems. Responses-

,range from using. a fixed number of page or news to using
whgever sp ce the managing editor calls for ,on a particular
day.. (See ble 7.)
, The ecifiesystem-fordet4rmining the newshole size is not
static. Only. 19% of the managing editors say their
newspapers never revise 'the formula' (See Table 8.)

L Interestingly 10% added notes to the questionnaire Saying
that the newsprint shortage. had prompted revision of th,
formula.

41(
" Table 8 .

Frequency of Revision of Newshole
Determinationlystem

No. of oio. 0!

Frequency of Revision Newspapers Newspapers
o

. Quarterly
-

. 4 3
Semi-annually 5 .

..
4. Annually , 18 13

Every 2 to 5 pears 15 11
Never .. .. .26 19
Other ., 66 49

Total .134 9Qa

.

aPercentages do not total 100 because of rounding.

\ ,C

The titles of the participa s in n,ewshole policy revisions
vary greatly from np er , to. newspaper. The most
corrfmon practice is for the decision to be made through
consultation of the publisher and executives from both the
advertising and news departments. This is the case at 31% of
the newspapers. The publisher participates in some 'way at
more hart'half (58%) of the newspapers. (See Table 9.)

A majority pf the managing editors take part, with varying
roses, in the formula itevision. Some 26% say they negotiate
for the news department during the deliberations; while.20%
say they participate in an advisory role'. Another 10% report
that they are instrumental in making the decision, while 3%

9
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Table 9 _

Participants in Newshole,
Formula Revision

Participants
No. of ". % of

Newspapers Newspapers

. Publisher and news and
advertising 6xeclitiver

Geneial manager and some
combination of executives ..

Editor and some combination of .
executives excluding gene-rats,
managel and/Or-publisher

Publisher and news executives
Publisher only

. Publis ,her and combina ion of
executives including news personnel

Publisher and combination of ,'
executives excluding news personnel

Ectitoi only .

Gkleral manager only
A t / Total

,.
38 -

1' 28

VT

14
8

7

.4

3 .

3.

1-
31

23

elP"'14
11

7

6

, 3
2 .

2

/

..22. 99a
' '

. aPercentages do not total 100 becauseof rounding.'

say, they are simply informed about the deciSion.
remaining30_9/0 fall into the broad category of ''''other" that
represents a myriad of roles in the formula revision process.

Regardless of the sys m used, 68% of the managing editors
know the hewshole size115r the weekly editions at leist one
day ahead of deadline. Editors for Sunday 'newspapers liave
n3ore lead time however. About 76% know at least one 2,p,
ahead. \

A majority of the managing editors appears tube satisfied
with their newspapers' methods of determining newshole size.
About 28% call their system highly adequate, 63%,.say it's
adequate and 9% think it's inadequate.

However,' 11% (or one out of nine 'managing editors) say
they would prefer another system. About half of these say
they want a system that will give theth more autonomy ;p
determining the size of the newshole, andleieothers' say they
don't have any system but would likeone.

10
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An overwhelming majority Of the Managing editors fittd
that trey need extra space .on at tleast one -day, dtring the
typical month. That is, 93% say they negotiate for additiorial
space at least once a month, after, the size of the newshble kas
already been deternined. Some 55% of the managing eklitor
try frir extra space three or morg tknes'.per month. They sa
they arg usually successful. *e Table 10.)

Table 10 y

Managing Editors' Negotiations
for Additional Space

Trequency of
Negotiatiob

-----
During Average
,Nlonth

flcca$ionally. but
an average of less .

Managing Editors
Negotiating

Managing Editors
Negotiating Successfully/

No.

t,

% No. '
.I.

thn once,a month , 8 7 *- 7 . 7
1-2 43 . 39' 44b 44 .3-4 " 36 33 31 31
5-6 : 16 15 12 ' 4.3
7 or more 7 7 6 6--..

- 'total 110 101a 101 101a,

aPercentages do not total -100% because of rounding.,
bAt first...glance, the table seems to imdicate that 44 managing, editors ,

were successful at negotiating for added space once or twice a month -
even though.enly 43 of them negotiated that often. What this, shows,
however, is that some of the managing editors who negotiated more than
twice a month were.§utcessful only part of, -the time.

. .

When the managing editors nbed additional space, they
negotiate with various combinations of newspaper. executives.
Only 5% are able to make' unilateral decisions to increase
new'shble size. (See Table-11.)

Managing editors are equally likely to negotiate extra space
for sclrelluled events and late-breaking stories when needed.
(See Table 12.)

c

tbe ro I.
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'A 'Dela abo t the proximity of stories for which managing
editors reg st additional space provide' few surprises. Abont
64,/o say th are most likely to negotiate, a larger newshole
for loCal sto s, (Sep Table 13.) Only 31% say,they aTe most
likely to see additional,space ((gall typos of stories.

Although o 5°,4) ofqhe managing editors say ,they can
unilaterally increase ne.w le size by pulling wit advertising
when extra space js nee ed, 52% say they have trIe authority

Table 13
.

Proximity of News for Which Managing Editors are
Most Negotiate Additionaj Space

4 Successful'
Negotiations Negotiations

No. of olo No. of I %
Managing Managing . Managing Managing

Editors Editors Edi6rs Editors
Proximity of

\News.
Local
Stat'6-'

National
International
All of Above

Total

70
0
4
1

34

64 - : 75b 68
0
4
1

31

0 ) 0
5 I. 5
0 0-

31 28

10 100 111 101a

aPercelagts do 44/ftal 100 because of rounding error.
hAt fir glancet the able eems to indicate that 75 of the managing

editars successfully negotiated for mores.,space for. local news even
though only 70 said they negotiated. What this shows, however, is that a
few of those 4o negotiated for all tves of news Ivere successful only
with local. Alo, two more managing- editors answered the question
about success Wan answered t'ke question about numbervf negotiations.

-

_ to authorize additional pages without negotiation. Di tlicise
with such'authority, 59% use it fewer than six times a year,
while 31% use it from 7 to 25 times. Another 11% say they
authorize additional pages about once every two weeks.

`Adding pages, however, is only one otthe managing editor's
options for handling late breaking stories after the newshole is
filled. The most frequently used methods are'the displacing of
other news or the removal of house ads. As might be
predicted, the least used option is pulling a paid ad. (See Table

114.)

13
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ManaginK
Editors'
Options

/

Table 14

Mfnaging Editors' Use of Options fonHantiling
Late-breaking Stories After the Newshole is Filleda

% of Managing Editors Using Options
Frequency of Use in 1973-74

1-5 6-10 11-15 16-20 21'-25 26-51 More
than 51

Paid ad pulled'
(N3=73)

ad
94)

Other news
displaced 5
(N=85)

Pages added
(N=101)

Story used later,s
(N=70)

Never

141/770 15 8' 3 1 0 1 ,

4 45 20 22 10 3 12 14

5 14 8 7 15 15 31

9 35 .29 9 4 4 81_ a
13 10 17 6 4 17 29

a/Example of how to read the table. The figure in the upper-left corner
means 70% of the 73 managing editors responding to the question never
pulled a paid ad in order to obtain additional space for news. The next
figure in the top row, however, means that 15% of the responding
managing editors pulled a paid advertisement ono to five times.

The newsroom, of course, is not alone in needing additional
spate on occasion. Nearly every Managing editor reports that
his newspaper's newshole was changed (presumably reduced)

least once during the past year because of advertising
department needs. This was alrhost a weekly occurrence at
19% of the newspapers. (See. Table 15.)

Table 15 '
Frequency of Newshole Size Changes During

1973-74 as a Result of Ad Iirertising
Department Needs

Frequency of Newshole

Never
.1-5
6-10'
11-15

' 16-20
21-25
26-51
More than 51

Sic). of
Newspapers

7
17- 27
15.
8

11
19
25

Total 129

ok, of

Newspapers

5

13
21
12
6

15
19

100

NZ\

434.



o News Potential Ind

The data were analyzed to deterrnine'whether newshoiN.
p- olicies of newspapers scoring high on the DanierSo--n-Adarns
news potential inddx differ from those scoring low. Ase
mentioned earlier, newspapers high on the index are more
likely than others to use a standardized newshole. This gleans
newspapers with a fixed minimum tend to have 7ttrgett)
circulation, more staff members and more pages on a typicar,t,
weekday than newspapers trout a standardized. newshole...,x

a«,'F'ixed.roinimum newspapers devote significantly more space
to advertising, however, meaning that the proportion of space
set-vide for news is less than for newspapers using other
newshole formulas.

There are several other differences .between newspapers
with the fixed-minimum and those without. The fixed-
minimum newspapers tend to give alarger proportion of space,
to Women's news, editorials and sports, but tlfere are no
significant differences b)tween the two groups in tle
proportion of newshole allocated to local, state, national at;
international .news. .

The data also were analyzed to determine Whether_ there
were differences between newspapers. with large fixed-
minimums and those with smaller ones. As might he expected,
managing editors of newspapers with larger minimum
newsholes are less likely.than others to want to change their
system of determining newshole size. The,managing editoh of
newspapers with larger fixed minimum newsholes are oils°
more likely than others to think their present newshole size is
"about right" in the reader's opinion. Such newspapers also
tend to score higher on the news potential index.

Publisher Participation In Newshole Formula Revision .

The newspapers were divided into wo groups on the basis
ofewhether or not the publisher vV. involved in newshole
formula revision. 0 might. speculate that he,publisher is
more.likely than,oth s to keep a tight rein on 6eviisliole size
beCausdof economic 'clerations. In fact, the analysis
showed no differences between news allocation policips of
those newspapers with and without publisher involvement.
The two groups were alike in size of newshole and thd amount
of newshole space devoted to various categories of news.

.

.-/0
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Group ONyned ys. Indelfendent

A similar analysis of o $'nership showed few differences
, between gams owned add independent newspapers. The

new sholelsize and i5KPortion o? newspapers devoted to news
are the same- for 130th. Also, tot analysisanalysis disclosed no
quantitative differences in the typesof news included in the
newshole or the /method for determinint newshole size. The
two groups stoned about the same/on the news potential
index.

In fact, the only difference is a tendency for the managing
editors of group-owned newspapers to serve in an advisory
capacity or as a negotiator for the news aepartmept in
discussions about the revision of' the newshole formula. At
non-group newspapers, the nnaging editor i§ more likely to
snake the decision himself. Tgis difference may be the result of
a larger, more 'complex organization for 'group newspapers.

The present analysis supports the results of an ownership
study by Grotta in which independent and chain newSpipers
were compared on a number of qUanivitative factors. Grotta
found no differences in newshole size, number of employes or
amount of local coveNge.10

Oircalation Siie

As mentidhed above, largienewspapers are more likely
than smaller newspapers to have fixed-minimum systems, and
larger newspapers have larger newsholes. The proportion of .

, th.e newspaper devoted to news, however, is less fp.Harger
newspapers than for snialler ones.

. Also, larger newspapers give greater proportions of their
space to state, national, international, financial and wOm'en's

* news than do smaller newspapers, and they devote 'more*
f---space to etutorials. .

r

r Although there is no
differeit

nce between large and small
1e.wspapers in frequency of negotiation for a larger newshole,
managing editorsdat sm+r newspapers are more likely to be
successful In their efforts. When negotiating, managing
editorkIVmaller newspaperS. are more likely to seek
addition space for local news, while managing editors of II
large newspapers are moMikely to cegotiate for 'all other T
types of news. Small newspaper,managing editors are more

ilikely to be successful in negotiations for local news, apd

1 6
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editors from larger newspapers are more ikely to achieve f

success with all other types of news. ,
Managing editors from small -circulation news-papers'are

more likely than tireit emit-Marts from large ,circulation
newspapers to view the audience gs unhappy, with newshole
size. Also, editors of small nei spayers are morelikely to want
to change their systems, for determining newshole size.

Perceived Competition
Although there are few directly competing daily news-

papers in the United Stateq, there is competitiOn from
suburban new spa,pers and broWdcast media. The questionnaire
asked managing editors whether they perceive theMsellies as
competing with other news-gathering agencies. The re-
seerchers then looked for differences between newspapers
whose managing editois perceive serious competition and
thoSe Whose managing editors do not. .

Managing editors are much more likely to see thems'elvei
competing Jor news with other, newspapers than with the
broadcast . media (See Table 16.).. When the question is

Table 16
- -

Managing Editors' Perceptions of Competition
for News from Various Medina'

Amount of
Competitioa

09
% of Managing Editors who

see Competition from:

Radio Television
Other

Newspapers
Strong 16 -29.
Moderate 30 21 38
Weak 50 - 45 29
No competition 11 . 18 5

Total 100 100 101b
(N=140) (N=140) (N=140)

aExample of how to read table. The figure in, the upper left corner
indicates 9% of.. the 140 managing editors r ponding ige strong
competition for news'from radio

°Percentage does not total 100 because of rounding-
r

rephrased .te deal with perception -Of .compelition for
advertisements, however, more managing editors (63%) see

t radio as providing strong or moderate competition. (See Table
17.)
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Table 17
.

Managing Editors' Perceptions of Competition.
for Advertising from Various Metliaa

of MailagioEditors who
see Competition from. :

Amount of
Competition Radio

'
Television

Other
Newspapers

Strong 15 . 16 ' 26
Moderate 48 ' 27 17
Weak 33 34 37 '-
No competition 4 23 21 '

Total 100 . 100 , ' 1E.E.-:
IN=136) (N=134) (N=132)

1

, .

aExample of how to read table. The figure in the upper-left coiner
indicates 1500 of the 136 managine editors responding perceive strong
competition froth m radio.

Percentage does not total 100 because of roinding:
,

Managing editors working for group owned newspapers are
more likely than others, W see television as providing
competition. ft4dio is viewed as a mol'e serious competitor .by
managing editors from small newspapers than it is by
managing editors from large newspapers, The latter finding
probably results from the fact that radio is often the only
competing news medium in a small towii.

Also, managing editors of newspapers with a fixed-min-
imum newshole are more 'likely than their counterparts to
perceive competition for news andaglverlisements from other ."
newspapers.

Summary and Conclusions

. The proportion of space st aside for npn-advertising
content in today's typical.newsiker (45%) has changed little
d ring recent years. Larker newspapers tend to have a larger

shole in terms of colt\ mn inches, but the percentage of the
newspaper containing news is smaller than that for smaller
circulation newspapers. Managing editors sag more of their
newspapers' newsholes are allocated to local news than to
news from other places.

Newspapers utilizing a fixed minimum system for deter-
mining new sleole size tend to be larger'cir'culation newspapers
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that rank-higher on a news potential index than those using,
other systems. Fixed-minimum. newspapers also Set aside
larger Rtopor?fons of space for women's news, editorials and
sports.

Although the fixed-minimum is the most popular method for
determining newshole size, the number of newspaters using
this system has slightly declined -in recent years.

Most .managing editors say they are satisfied' with present
newsholp'policy.
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