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L e © 7 Tablemw ¥ %o '
: SR Persons with"-Whom Managing Edﬂ,ors <,
d L Negotmu;for LugerhewshoTe - )
-/ Persomsor - .i . . ’
. Combination of o No. of Y .'% of .
(, Persons Managing Editors . Managing Editors
. Business manag>er ofe .- b . ST
e advertising depart- vy v
y © - ment executive -~ 22 ) . 1B
Ccmbmatlon of pubhsﬁer . ’ :
« .and other executives L0 A9. N 16 ,
. Production managerér. - . . - . e
.o otherproductlonper!onnel “18. LB Tt
*.. % Puyblisher only a AR (A Cr 14 -
+ - Combination'of general™- A T ., .
. manager ahd other - O P S v -
. executives excluding v L
publisher « 4 - ' 12 .
General managertonly ‘. 12 - . “ 10
No negotiations— N - . T
-, < managingeditor 4
gnakes decision - .
Editor only . - 7
Other . )
L . Total - L
” ST imel Tablel2e) . o
T Types of News for;Which Manuging Editors _ -,
"« o ,° AreMost leelytoNegotiate for Addjtxonal Spnce A
o L ManagingEditors : Mauaging Ednors '
Types of News . Negotiating e
_ . No. . % .- No. %
Schedeled events | 80.-- .24 ' 353 29 ©
. Late-jresking storres yi 22 32 27
Boty! , . 50 41 39 33 "
-.Other L. _1es 13 13 . _ 11
Tofal-" 123 100 , 119 100

.

7 P P 2 . .
At fifst glance, the table seems tb indicate that 35 of the maraging.
itors were successful in negotiating extra space for grhefluled events
even though only;30 said they negotiated, What this Ié s, however, .
is that some managing editors who: negotxatecf for bot pes,of hews
_were succbssful with only one. . .
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- “ = Newshole Allocation Policies of . - 1
. American Daily Newspapers |
. , By _ !
G. Cleveland Wilhoit A
o Indiana University Bureau
‘ of Media-Research .
' and . -
‘e ¥ . DanG. Drew
Stanford University - -
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An inflationary spiral of _newsprint costs has caused,
widespread concern about news spacé allocation poliéies of
U.S.’newspapers!, but a national survey conducted during*the
winter of 1973-1974 suggests little change has ernerged 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

"1 tohave changed little during the last 18 years, but the greater

~ the news'potential of a newspaper, the likelier the paperis 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 questionnaire, 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 néwspapers selectéd 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,5
was returned by 46% of the managing editors queried. Checks
" onthe data from the respondents suggest the sample is highly
represéntative. ) C

»

r s Characteristics of the Newsholé ~ «

According.to the suryey, the typical daily newspaper iny |
Amer‘ica‘uses slightly less than_'45% of its space for

¥
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.non-advertising content on the average day, about the same
as reported by  Casey and Copeland in 19:)7a There is,
however, wide variation. Some newspapers devote as little as
239% to new shole while others place the figure as high as 73%.
Sunday newspapers set aside more. for non advertising
_content. On the average, Sunday editions split 50 50 betweeq
advertising and non-advertising material.
¢ The average newshole on a typical weekday is 4860
column-inches.” The average Sunday newshole is. 8927
column-inches, nearly double that of weekday newspapers,
Again, there is 'wide variation on these measures.
\\Iost weekday newspapers contain 11 to 48 pages. (See
Table 1.) As might be expected; the figures are somewhat
hxgher for Sunday newspapers, with nearly half of them

. _running more than 70 pages. . . S,
" Table l .
- Typxcal Number of Pages in Newspapers:* . |
No. of Pages .. . “9% of Newspapers D
’ Weekday Sunday '
12 orfewer .- V19 - -
14-28 37 s 15 :
“30-48 . 30 * 13
50-68 n 9 .2 .
70 or more | . 4 48 -
Total 994 . 992

é’I‘he"table does not add up to 100% because of rounding.

s

A majority of newspapers Xﬁl% use an eight’column .
formdt. About 18% use a combination of six and eight columns
and about 12% have adopted the six-column pa*ge exclusiv ely Az
A small mlnorlty (6%) use nine columns. -

Regardless of circulation or newshole size, “the ov erwhelm
ing majority of non-advertising content that managmg editors
classify as news falls into the “local” category. Financidl, state”

’ and intérnational news receive the least space. {See Table'2.)
An analysis of arepresentative sample of newspaper pages by
the Newspaper Advertising Bureau would seem¥o indicate,
however, that ngwspapers give larger proportions of their '
space to state/ national, mtematlonal sports and financial
news than the/managing editors think they do.7
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; Table 2 o A
Estimated Space Devoted to Varjous - . R o
News and Editorial Categories?
Type of Content % of News Space
Local -, NG
Sports ' -t - 6 s
-National ) - 4
Women’s . 4
. Internatiohal N w7 38 -
Editorials . . 8 N
State 3 . "
Financial B . - 2. /
Total 100

T, - , ~ .
#Managing editors estimated the number of column inches devoted to
each category on a typical day. The percentages are based on the total *
for these categories. (I o :

—

Most managing editors appear to bie satisfied with Tlewshole
size for. their newspapers, but more than a quarter complain
that it is top small, and a few-say it is too large. (Se'e Table 3.)-

The editors were asked also how they thought the average
reader wiewed newshole size. The estimates correspond
closely to the editors’ own opinions., (This gtudy dees not,

however, include a measure of readers’ obililons.) ’

S

: Table 3

. Managiné Editors’ Opinions and Perceptions of . .
¢ Readers’ Opinions About Newshole |, b
‘ Size on a Typical Weekday. . . |

, e 'Managing Editors’ Managing Edtiors’ —

3 Opinions - * Perceptions of TN
Size of Newspaper Readerg’ Opinions >
, - : No. %~ iNo. [, %
- Much too small 6 . 4 5 4z
~ Toosmall ~/* s 37 26 34 24
About right . - 95 66 93 65—
‘ Togbig . /- . 4 ., 3. - .. - 6
- Muchtoobig et 1 2 1
R © Total . 143 100" me.. 142 ' 100

— .. An.even larger percentage of managing editors thinks the
size of their Sunday newshole is “about right.” Again, editors’
perceptions’ of geaders’ opinions about the adequacy of
newshole size closely parallel their own opimions. (See Table

_— 4 o . \ . .
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;’\ ve ! Tabled - L
' Managing Editor’s Opinions and Perceptions of
L. Readers Opinions'About Newshole - :

. , *Size on a Typical Sunday o T
- Managing Editors’ Managing Editogs’ .
- .ot " Opinions ) Perdeptions of
Size of Newspaper . Readefs Opinions ' *
"‘ No. % No. % .
Much too small « 1 . 2 1., 2
- Too small - - 10 - 19 © 10 - 197,
. Aboutright ) 39 ] 36 68 |
Too hig . 2 ;4 5.0 9
“Much toobig 0 0 1. 2
Total 32 - 100 '53 100, -

e 3 ¢ L
Methods for Determining NewsholeSize
. ’ . - - -

The most widely used method for determining ‘newshole

* size is the_fixed-mirtimum approach, the allocation of a
specified minimum number of column inches for non-advertis-
ing content edch day. The nu ber.of newspapers’ using the
fixed-minimum policy, however, appears to have declined
during the last 18 years. Casey and Copéland reported in 1957
that 54% of U.S. dailies lised a fixed-minimum system, ‘while
the ‘present study places the figure at 41%. T

Approximately 26% of the newspapers use’a sliding-

percentage formula that varies the proportion of advertising .
. to non-advertising spage with the number dof pages. Another

7% use a fixed-percerftage formula and 26% yse some other

methods | CT o S

~ Newspapers with a tixed-minimum newshole seem to have a,

greater potential for gathering and publishing news than

\ - thos using other methods of space allocatiofi. Those with this *
standardized system score higher on a ‘news potentia} inde¥”
developed bytwo medja researchers, Wayne Danielsqn and,

. John Adamst The index givés a newspaper a score of one or
sero 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
* et . v : . .

) . :
i
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services; publication seven days a week, and morring

" publication. The higher a newspaper’s score, the greater its

" news potentia].9 . o T : r

The sige of the fixed-minimum 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.)

1 = . Table5 . - Lo
) Minimum Newshole Size Distribution - T
S . of Fixed-Minimum Newspapers - . - K
g - . o~

« Minimium No. of , No.of . % of Fixed- |
Column Inches * + +" , Newspapers ’Vlim%mm Newspapers -
*  Fewer than 600 S 4, . ™. o
601,900 - 3 S S R
: ~901-1200 * (. . 12 -
1201-1500 . 3 . 5 .
1501-1800 ' ot 19 3
1801-2100 ‘ ‘ 8 - ’ 13-
k] 2101'2400.‘ \ < ' 10 17
More than 2400 T 13 2 7
o - Total 59 . 100 -
) o ' ~ B

. . When the newshole 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,othersystems.
Most of the managing editors, (58%) of newspapers which
use a fixed-mifimum system say they do' so because it
guarantees adequate news coverage. Another 18% think it
provides a well-rounded newspaper, while only 3%, say it is
~ conducive to better prodygtion schedules. The remaining 21%
list a variety of other responses. ° T, 2
The sécond most common form of newshole determination, .
used by 26% of the newspapers in this sample, is a percentage
formula that varies with volume of advertising. There is wige
, » variatioh in the proportions of space that newspapers using
this System are able to set aside for non-adyertising ¢ontent.
. (See,Table,6.), For example, 15% of these newspapers could
never give more tharn 29% of their space to nop-advertising
- content, while 19% of them could,never give less than 65% of

&

[

+ théir spice to such content.

- . , . 3
v . — . ‘ 7 . ~
Q . v . :
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o ot Table 6 : ' .
Minimum and Maximum Newsholes [as:% of total spacg) .
for Sliding-Scale Newspapers®
% of Space Devoted ™ ° . 9% of Newspapers Which '
to Non-Advertising . Use a Sliding-Scale .~
Matter . Largesthewshole Smallest Newshole
29 or under . 15 J 1 .
_30-3¢ - 11 19
- 85-39 B 5 5
40-94 ) . 11 8 £
45-49 . 11 ¢ .3
50-54 14 ' Ny
55-59 ! 3 g s & .
60-64 - 18 | ! 13
65 or bve{' .13 19
: , - Total 100 100
.. - (N=38) (N=37) ,, .-

[

aExample of how to read the table: The figures in the top row mean
that 15% of the newspapers using a sliding-scale for determination of
newshole size ‘could never produce a newspaper that contained more
b than 29% news, while 89% (100-11) could never produce a.newspaper .
. that contained less than 29% news. .

/ -
3

LY

- . . '

A percentage formula that remains fixed regardless of thé .
volume of advertising is utilized by 7% of the newspapers.
These newspapers average 44% non-advertising matter, but,
some carry as little as 25% 4nd others as much as 55%.

= . .
’ - Table7 ~ . -
Additiopal Methods for Determifiing
- ~  Newshole Size? .
’ -2 3 oy No. of .
Methods of Determination . Newspapers_

- Minimum news needs are always met
- Whatever is left after ads are in N
Fixed-minimum nyghber of pages used -
Numberof pages Based on ad needs
Cooperation between ad and news depts. Lo
.  Managing ed}it‘or calls for what's needed * -
I 4 .

R0 0o G O & 00
A

h“

EY

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

_ their systems. ' . -
; . N N VA
1 ; f
L ‘ 8 o
¢ ’ 9 -
- ST ' .7
i {*l N - . 4
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The 320 of the newspapers that do not use fixed-minimum, -

sliding percentage .or fixed-percentage methods of newshyle

- determinatjoh list a variety of other sg'éte'ms. Responses

-range from using a fixed number of page “or news to using

whatever spjce the managing editor calls for .on a particular
day. (S;(P}Ble 7) R

. The specific system for determining the newshole size is not

static. Only. 19% of the managing editors’ say their

,newspapers never revise ‘the formula’ (See Table 8.)

Interestingly, 10% added notes to the questionnaire saying .
that the newsprint shortage had promptedrévision of the
formula. . o
. b s . '
Q - ¥ * Table8 . P
- ' Frequency of Revision of Newshole - . S
' Determinatiox:ﬁys,tem
’ . ) No. of %. of L.
Frequency of Revision Newspapers Newspapers -
. Quarterly = - ‘. ) . 4 ’ . 3 !
_ Semi-annually . 5. 4 .
- Annually | 8- . - 13 . -
Every 2to 5 ydars 15 11 .
Never =~ . . . 26 19 3y
Other N 66 : 49
: Total 134 9¢2
Y\ aPerce}xiages do not total 100 l;ecause of rounding. '
YRS . ’ =

The titles of the participags in newshole policy revisions
vary greatly from ne er .to_newspaper. ;I‘-he most
.confmon practice ‘is for the decision to be made through
consultation of the publisher and executives from'both the /
advertising a\nd n’(FNS departments. This is the case at 31% of
the newspapers. The publisher:participates in some ‘way at
more tharhalf (58%) of the newspapers. (See Table 9.)

'~ A majority of the managing editors take part, with varying

roles, in the formula #evision. Some 26% say they negotiate
for the néws department during the deliberations, while 0%
say they participate in an advisory role Another 10% report
that they are instrumental in making the decision, while 3%

-

- '
'
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- Table9. .- . .
‘ Participants in Newshole,
Formula Revision
.. - . No.of ' <« %of
» Participants - .y Newspapers Newspapers
. Publisher and news and ) . T % .
advertising éxecutive$ 38 . a1
General manager and some ) i
combination of executives YL e 28 . 23 ’
Editor and some combination of . }
execptives excluding gegerdl -, - ’ -
manageSand’/or‘publisher . Ry —14 ’ '
Publisher and news executives - 14 - 1 .
Publisher only q . 8 7 !
. Publisher and combination of . , )
executives including news personnel T i 6 _
Publisher and combinationof . | v
executives excluding news personnel 4 P I
Editor only ) . 3. 2 ..
Géneral manager only 3. 2
o N / Total %22' Toeedt .
. ‘aPercentagés do not total 100 becausé of rounding.’ S ' R
N + - ‘e ! 4

.
. . B A

0 t :

[ ! P ! R X .
say, they are simply informed about the, decision. T%é
remaining.30% fall into the broad category of “other” that
represents a myriad of roles in the formula revision process. .

Regardless of the sysiem uséd, 68% of the managing editors ¢
know the hewshole size r their weekly editions at ledst oné
day ahead of deadline. Editors for Sunday #ewspapers have
more Jead time, however. Abqut 76% kngw at least one day
::1head+e AN . . g . /\

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

.. However, 11% (or one out of nine managing editors) say
they would prefer anothér system. Abbut half of these say
they want a systém that will give them more autonomy j
determining the size of the newshole, andglie others say thgg

don’t have any system but woukl like one.
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. An overwhelming majority of the fnanaginé editors find _ ..
that they need extra space on at least one day. during the .
typical month. That is, 93% say théy negotiate for additional -

"space at least once a month, after the size of the néwshole has

* diready been determined: Some 55% of the managing ditorg *
try for extra space three or mor& times per month. They sa? WY
they arg usually successful. (See 'kable 10.) .

’
— - - ¥

) - N N < @

¢ - Lo . Table10» . .t s .

el Managing Editors’ Negotiations 0N '
‘L for Additional Space | ~ -

x, -‘ - . ' - I‘
F r:eq_uenqy of Managing Ec'iitors Managing Editors N
Negotiatioh _—~__ Negotiating Negotiating Succéssfully -

»  During Average -7 .
Month™ No. % No. ¥ %
Qceagionally. byt < , S,
dn average of léss - ' v oL 2!
thdn once,a month , - R 7. 0+ 7 7
.12 STt DURIN. - 44b TR
« 34 JoT 36 -+ 33 31 31 B
56 * -~ . 16 - 15 - 18 0~ 2 13 ¢
. 7 or more <7 7 6 G
e , -Total 110 1012 - 1012, »
. ‘. S v ' _ ,
-, , Lo . 3 .
APercentages do not total 100% because of rounding,, _ *

At first glance, the table seems to indicate that 44 managing editors .
+ were successfufl at negotiating for added space once or twice a month- -~
even though only 43 of them negotiated that often. What this shows,
however, is that some of the managing editors who negotiated more than
twige a month were suvcessful only part of-the time.

v

-
+ - -
. ° - . Y] Y
N P Y <

v . s
i
. . 3
- - f .
N - LA .

When the managing editors need additional space, t}xey .
negotiate with various comnbinations of newspaper executives.
Only 5% are able to make unilateral decisions to increase

newshole size. (See Table-11,) . .

. *Managing editors are equally likely to negotiate 2xtra space :
for scti®duled events and' late-breakimg stosies when needed.
(See Table 12.) T

- 3 . " . [
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-" "Ddta abopt the proximity of stories for which managing
ed%tors request additional space provide few surprises. Abotit

64% say thdy are most likely to negotiate, a larger newshole %
Aor Ioéa%'sto 5, (See Table 13.) Only 31% say_they are most
likely to Seek}additional space g’all types of stories. ~
Although otly 5% of* the mandging editors say they can
dnilaterally increase nesvgible size by pulling out advertising
when extra space is needed, 52% say they have the authority
* ' S * =
o . . -, 'Tableld «, :
Proximity of News for Which Managing Editors are
L, Most Likely-to Negotiate Additiona) Space - .
N Jo Successful' _  * |
. Negotiations - Negotiations )
LT No.of * " % No.of 7/ % - ,
Proximity of - Managing * Managing . Mandging Managing
\News, _ " . Editors -+ Editors  Editors  Editors _ .
_+ Local 70~ 64 -~ 780 - 7 68 o
- State- 0 0., o ' o,
*  National  J 4 - 4 5 . e5
\ International . 1 R | 0 0-
All of Above Lo 34 31 31 28
Total 109 * 100 11 . 1018

! aPerceﬁag‘es do %ﬁ’tal 100 because of rounding error. ¥

bAt firs? glances the Vable Seems go indicate that 75 of the managing
editdrs successfully negotiated for moreespace for. local news even

¥ * though only 70 said they negotiated. What this shows, however, 1s thata .
few of those who negotiated for all types of news #vere successful only
with™local. Also, two more managing editors answered the question
about success fian answered the question about number«f negotiations.

. / . Lo ..

- to .authorize additional pages without negétiation,. Of those
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 of the managing editor’s,
options for handling late breaking stories after the newshole is
filled. The most frequently used methdds are'the displacing of
other news or the removal of hous¢ ads. '‘As might be
predicted, the least used option is pulling a paid ad. (See Tabl¢

§ 14) . _ . '

LI . : " 13
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; © " Tableld .

Mgnaging Editors’ Use of Options for, Handling T
‘ Late-breaking Stories After the Newshole is Filled® * )
5 ‘ % of Managing Editors Using Options
', , Managing . Frequencyof Usein 1973-74 - .
- < Editors’ Never 1-5 6-10 11-15 16-20 *21-25 26-51 . More
_Options_ - o than 51
Paid ad pulled’ . 15 8" 38 1 0, 1 .17 »
: (N=73) Lo - . &
# . Hoygeadpulled” 4 45 20 22° 10 3 12 14 ‘
=9 . ) ’ . -
" Other news _ : oL
) displaced 5 5 14 8 7 15 15 31-
o (N=385} -
' Pages added 9 85 29 9 4 4 8\ a . __
Co W= Tl .
Storyusedlater; 13 - 10 17 47 6 4 17 ' 29
(N=70) - T v

.. 3Example of how to read the table. The figure in the upper-left corner
means 70% of the 73 managing €ditors responding to the question never
pulled a paid ad in order to obtain additlonal space for news. The next
figure in the top row, however, means that 15% of the responding <
managing editors pulled a paid advertisement one to five times.

— o

The newsroom, of course, is not alone in needing additfonal
spate on occasion. Nearly every managing editor reports that,
his newspaper’s newshole wds changéd (presumably reduced)

’ ? least once during the past year because of advertising
epartment needs. This was almost a weekly occurrence at,

- 19% of the newspapers. (See Table 15.) < " w
’ Tablels ' 7
Frequency of Newshole Size Changes During ™, -
. -1973-74 as a Result of Advertising
- : Department I‘f eeds . . .
- Frequency of Newshole .* No. of %of %
Never - ) ’ 7 5
15 * ¢ 17 ’ 13
6-10 = _ S, L 27 = 21
11-15 15_ 12
* 16-20 ) .+ 8 ' 6 R
® 212 “ T § 9.
2651 = 19 15
More than51 ) 25 19 - . -z
: Total 129 ", 100
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° . NewsPotential Index . ©
-~ X r sl
The data were analyzed to determine’ whether ngwshok\;}\ )
policies of newspapers scaring high on the Daniélson-Adams o
news potential index differ from those scoring low. As§ " |
mefitioned earlier, newspapers high on the index are’ more
likely than others to use a standardized newshole. This means _
newspapers with a fixed minimum tend to have rgers
circulation, more staff members and more pages on a typical . <
weekday than newspapers gwithout a standardized. HEWShOIG.vq“": .
Fixed.minimum newspapers’ devoté significantly more space -
to advertising, however, meaning that the proportion of space  »
setwgside for news is less than for newspapers using other
newshole formulas. : o
There are several other differences .between newspapers
with the fixed-minimum and thase without. The  fixed-
minimum newspapers tend to give alarger proportion of space
to women's news, editorials and sport$, but there are no
significant differences between the two groups in ‘thee
proportion of newshole allocated to local, state, national or,-_:«\
international .news.  + . ) 2L Y
The data alsq were analyzed to determine whether there
" were differences between newspapers. with large fixed-
. minimums and those with smaller ones. As might be expected,
managing editors of newspapers ‘with larger minimum
newsholes are less likely.than othets to want to change their
system of determining newshole size. The managing editors of
newspapers with larger_fixed'minimum newsholes are swlso .
more likely than others to think their present newshdle size is ..
“about right” in the reader’s opinion. Such newspapers also
tend to scoﬁ‘g__higher on the news potential index. ™

[

s

Publisher Participation In N ewshole Formula Revision . -

The newspapers were divided intogwo groups on the basis

of*whether or not the publisher involved in newshole .

formula revision. Onte might.speculate that the publisher is :
" more.likely than othdrs to keep a tight rein 6n éws\hole size » °

becaus€ -of economic\konsiderations, In fact, the analysis ‘

showed no differences between news allocation policigs of

those newspapers with and without publisher involvement. .

The two groups were alike in size of newshole and the amount

of newshole space devoted to yarious categories of news. :
- = . -,
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Group Owned vs. Ianep%ndent
- . .
A similar analysis of, (:}wnership showed few differences =
abetween groupowned and "independent newspapers. The
. new sholeXsize and proportion of newspapers devoted to néws
are the sarie- for both. Also, the analysis disclosed no
quantitative differences in the types/f news included in the
newshole or the method for determining newshole size. The
two groups score d about the same/on the news potential
index. ] N
In fact, the only dxfference isa tendency for the managing
editors of group-owned newspapers to serve in an advxsory
- capacxty or, as a negotxator for the news dgparfmem in
~ 'diséussions about the revision of'the newshole formula. At
non-group newspapers, the mfanaging editor ig more likely te
maké the decision himself. This difference may be the result of
a larger, more ‘complex organization for §roup newspapers.
The present analysis supports the results of an ownegship
study by Grotta in which mdependent and chain newspapers
were compared on a number of quantntatxve factors. Grotta
found no differences{n newshole size, number of em‘ploy es or
s, émount of local cove ge 1

-

< .’ : C‘nrclilation Size *
7
As menticned above, largénewspapers are more likely
than smaller newspapers to have fixed-minimum systems, and
larget newspapers have larger newsholes., The proportion of .
+ .the newspaper devoted to news, hOWever, is less fpr-‘}erger
newspapers than for smialler ones.

. Also, larger newspapers give greater proportions of their
space to state, national, international, financial and wdémen's
3 Jnews than do smaller newspapers, and. they devote more®
f——Space to edjtorials. . . /

§ Although there is no difference between large and small

awspapers in frequency of negotiation for a larger newshole,
managing editors,at smalfer newspapers are more likely to be
successful In their efforts. When negotiating, managing
editors at smaller newspapers’ are more llkely to seek
additional_space for local news, while managing editors of *
large newspapers are mo%]xkely to negotiate for “all other .
types of news. Small néwspaper,managing editors are more
slikely to be succedsful in negofiations for local news, apd

. i - - - - -
-
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editors from larger newspapers are more kkely to achxeve ’
success with all other types of news.

\Ianaglng editors from small circulation newspapers are
more likely than their coufiterparts from large circulation
new spapers to view the audience & unhappy,with newshole
size. Also, editors of small newspapers are nmore.likely to want
to change their systems, for determining newshole size,

A o R
. Percelved Competition ' s

Although there are few dxrectly competmg daily news-
papers in the Umted Stated, ‘there is competitidn from
suburban newspagers and broadeast media. The questionnaire
asked managing e%ltors whether they perceive themselves as
competing with vther news-gathering agencies. The re-

Wl

- segrchers then looked for differences between newspapers

whose managing editors perceive serious competxtxon and
those whose managing gditors do not.

Managing editors are much more likely to see themselves
competing for news with other. newspapers than with the
broadcast . medxa' (See "Table 16)- When the_,questxon is

b 4

. Table 16 - ..

Managing Editors’ Perceptions of Competition
- for News from Various Media®

> ) - % of Managing Editors who 4
. see Competition from:
Amount of ° " . Othér
Competitior Radio Television  Newspapers
Strong < 9 MRS T: I ,~29.
Moderite ] ‘30 21 - 38
Weak s T 50T, 0 45 ©o29
Nocompetilion - 11 . 18 5
o Total 100 . 100 1015
* (N=140) (N=140) * . (N=140)

aExample of how to read table. The figure in the upper left corner
indicates 9% of the 140 managmg editors rgpondmg jﬁ:e strong
competition for news from radio.- .
Percentage does not tdtal 100 because of roundmg— . »
¥ o [

L {

‘rephrased te deal with pferceptxon " of competmon for’

advertisemeTits, howe»er more managing editors (63%) see
radio as providing strong or moderate competmon (See Table
17.) - -




newspapers. Fa .
.
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Table 17 - R
Managing Editors’ Perceptions of Competition—
* for Advertising from Various Media®

% of Managing Editors who
. see Competition from:
Amount of o Other .
Competition . Radio Television = Newspapers
Strong ' 15 v 16 ' 26
Moderate . 48 27 . 17
Weak 33 . 34 37 -
No competition . 4 ‘ 23 21 ¢
Total 100 . 100 . 1015--l>. .
IN=136) - (N=134) (N=132) " =
- - Al

3Example of how to read table. The figure in the upper-left corner

indicates 15% of the 136 managing editors responding perceive strong '
competition from radio. . ‘ ! : .

Percentage does not total 100 because of rodnding. .

.

A

-~

_Managing editors working for grodp owned newspapers are
more likely thdn others to see television as providing
competition. Radio is viewed as a mode serious competitor by
managing editors from srall n‘eWSpapens_taan it is by
managing editors from large néwspapers. Theatter finding
probably results from the fact that radio is often the only
competing news medium in a-small town.

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

y Y .o
Summary and Conclusions )

. The proportion of space sft aside for n{;n-advertising .
content in today's typical newsgaper (45%) has' changed little
dyring recent years. Larger newspapers tend to have a larger
n%shole in terms of column inches, but the percentage of the

. Newspaper containing news is smaller than that for smaller

circulation newspapers. Managing editors say more of their
newspapers' newsholes are allocated to local news than to
news from other places. - .
Newspapers utilizing a fixed minimdm system for deter-
mining new skole size tend to be larger-circulation newspapers .
)
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that Tank"higher on a news potentlal index than those using,
other systems. Fixed-minimum . newspapers . also set aside
larger Rt‘oporﬁons of space for women's news, editorials and
sports. -
Although the fixed-minimim js the most popular method for
determining newshole size, the aumber of newspagers using
this system has slightly declined 1in recent years,
. Most Jmanaging editors say they are satisfied"with present

"~ newshole’ pohcy -

»
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