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TO THE STUDY OF THE DAILY NEWSPAPER AUDIENCE S0

INTRODUCTION ~ * |, . . L. .' - N

' “q-'
.o While a survey of the literature reveals a great'number of studies

devoteg to che analysis of the newspaper au&ience it aiso reveals an over- f ‘

» Rl

whelming tendency to. view this audience as a monolithic ”mass)" and to trhat
\-' ( ' > . . y,
it as such when\discussing its wants needs and desires Studies such as

. »
those conducted.by the ANPA and repofted in its publication News Research

.~

fo{ Better-NQwspapersk. and those reported by gournalism Quarterly, such as

-
_-Rarick' ?study of the "Differences Between'Daily Newspapeﬂr Subscribers and
Non- Subscribers "2 and Westley and Severin's study dealing with the "Profileljgf

of the Daily Newspaper Non-Reader "3 tend to provide.a better undetstanding

of the newspaper audience in general. Howevor, they do not provide the type

o

f} in ghts which are needed in _making media buying decisions, pr dn making
. ‘ . . ' v<z1,
ructive media managemént decisions. . a : Yoy

- - B - _ . K

- While g_e o&ﬁér media have been attempting to provide the advertiser‘

‘with,mofe/and,mbre specific data concerning the sizf and composition of their

audiences by breaking down the audience into ‘both demographic and psycho-

- graphic segments, the daily newspaper has tended to ignore such distinctions
and to continue to, report audience information only in terms of circulation,
The president of the Televisiopfﬁureau“of Advegtising was quoted recently
as saying, "Television is very research minded " Newspapers, sincs-their

. \ . .o .
l El
L} . . rs [ .
4 .
.

,_r s . . \ . J‘
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1nception, have been selling o cfrculation ax/Eé”anJ they‘don't like'to z )

;hf§ mé ‘Part-of the reason for

~ change qe are delfghted th _ ‘\
Lty Lo Rért “

f““f;this tendency may have Been. due to the firmly held belief that the’ daily
R /.’-. . . <\P -
L newspaper -had been and would con;inue to be, the principIe recip1ent of thev'

R |
p largest proportion af the" advertising dofTars expepded for media time and

, /. h . .
space. L TT'-’-'_\ Qf". . .L;.'A'-, o

Recently this belief has beeﬁ‘shaken somewhdt by evidence of changes

“

in the tradifional posi\i;h of the daily newspaper vis a-wis its audience.

L
While'circulation continues to-pliﬂb tn most communities, new evidence )

( indicates that newspaper penetration into these communities\has, in fact
// e ~
v been declining. This evidence has led media managers in many of the major

. o

]

metropoldtan areas to begin~to gseek more information aﬂout their audience-- \\

and potential audience--and ‘to. be in to demand research which will providg

them with better insights into th .Qants eeds and desires qf'th potential

audience members. o Cer. \' P 3

- - . . L w )
r
» hl

The data on which this report isrbased has~been gathered under the

sponsorship’ 0f the News Résearch Center of the American NewSpaper_Publishers_
. - ' - ey S N P
Association through a $5000 grant. While the study covered a much broader

N . : s i o r . s (S

v
[

range of questions concerning the audience of the. daily newspaper this i

report will dﬁal with information relating to market segmentation of that
l, . e

aud1ence based on relevant age groups “ While/9¥is b§ no means exhausts the'

»

ceq

po_ bilitieA,\or meaningful analysis of this/data, it should provide valuable

y o«

.insights into the significant differences between age groups =and thus provide
| | ‘ > C N

information of value to the adyertiser and the media manager alike. ’

Fo additional informatlon regarding the audience of the daily news-

S ‘pabef;‘as evealed from further analysis of this data, see the report

published by'the<AN?A Research.Center entitledv"Ihe 21-34 Year 01d Market

rs

.’. ) ‘@_ S " h o j : .
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and The Daily Newspaper,“s and Subsequent reports jp be published “as analysis

-
. . . ¢

‘): of these data‘continues. Lo ' ‘ . N

‘ - - . . : .
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,THEPROBLEM L o LT

— DT . o //’

- The study was designed to determine whether differences in attitude

.‘ /7 L e e

toward, and utilization of the daily newspaper could be discovered within a

§ . random sample of individuals selected from 4 major southwestexn metro drea,
. — . . _—-'n-ﬂ' ‘.v , o ( .

ion variable in this first anafysis of
e S

u81ng age as the criterion var1abl
S Age was selected as the c;i

) . St .
: »

I

- the data because of the growKng emphasxs once again being~placeddgh age as an
1mportant vériable in audiencexsegmentation.. Studies such as the Yankelovich

Skelly and White study of "Young People and the Newspaper " An Explonatory

o .i_- Lo ¥ §

S;udy,"6 and the study recently completed fon the ANPA7 both haVe called

s,

4 -

attention to one age group’ within this larger market.

/ L “
While comparisons such as these are important 14.a better understanding

'
, - -

. . ! . « . *

‘ of this single segment more information is needed which will enable the media

manager and the advertiser to compare similarities and differences between
age groupstto see 1f-trends~in’perception and utilization'of the'mass media

can be detected. ‘ o ' . e TN

- . [

L . THE METHODOLOGY . ' \ \\3

The first step taken in the development of this study was to € nduct a

-

~ series of focus group interviews with a purposively selected sample ofX:ndiv1d-

g uals from théJPetro area in which this study was to be conducted . These <,

-,,1ndiv1duals were selected‘so as to provide respondents from the ma jor’ segments
S
of the population, represenning as many different demograph}c and ps;chographic
\

character1st1cs as possible (A total of‘15 individuals participated in these

. £ |

interviews; seven males and eight females. The interviews were conductéed in
) ‘ :

.~ N "
! . .
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in two- sepal te sessions and were held in the facilities of an independent’

‘.

| ’fﬁ‘resesrgh.firm.- Both‘sessions were recorded on video andvaudio.tape for later

ayﬁsnalysist - S : : .
:n.- ‘j :':-,v‘: - ‘ “‘ ‘ . ) ‘ S . - - . y
’ During\the two,ltwd-and-one-half hour sessions the moderator elicited

2 “‘ - -
: N Ty,

information from thevsubjects concerning-their attitudes ‘toward and use of the

“ L

Y

Ty
vl

”*v major media of mass communication--newspapers, radio, television and magazines.xf

L At:no time were. the subgects alerted to the fact that the primary thrust of '

.

. the 1nterview was to gain eGshghts into their attitudes‘ioward newspapers

x . .
/ . a . ~

N

"specifically N .

f : Based on the infdrmation gained from analysis of these in- depth inter-:r'

- . .
’ a .,

views, a structured questionnaire was developed. This questionnaire was’ designed

s * ) & .
- to gain maximum information about attitudeg toward, and stated use of, the

‘ major mass media--eSpecially newspapers., After exuensive pre!ksting and re-‘]
vision, the quqstionnaire was administered to 500 subJects randomly selected
from the population ‘of a major soathwestern metropolitan -area. . B

This" second phase of the study was conducted by an independent research

‘firm SubJects ‘were personally interviewed by trained, pa1d interviewers.

The Questionnaire was administered as part of a larger study being conducted

- ‘.

regarding-consumer‘behavior and media ysage. : . X
u :
T Of the 500 ixdividuals interviewed during the summer and fall of 1976
? -
481 usable questionnaires were returned. Initial analysis of the’ data revealed
- » Ce
the following breakdown of the sampleQbased on age: v
T : : '
',* ‘'Table 1 About Here )

- .

*
° v

For the purpose of this s;gdy, two broad categories of qpeftions were

<
1ncluded in the questionnaire (I) media perception questions designed ‘to

N\
~

a0



.detormine the opinions and attitudes held by respondents toward the mass med1a.
- . - ') .
. - . ! *
 and (Z) newspaper content questions designed to determine -what respondents

look tor in the newspaper

R
A . . :
Y . . & :

. . FINDINGS

Whenlasked to”rank'24 stakements relating to their percetpion of the

‘performance of the‘mass edia, the subjects in this study Ie vealed the follow-

i 1ng patterns based on age Table 2 shows the ranking received by each of the

statements.s%ross each of six a categories ‘ K
o . .}\ . 5 : ‘ ’
N4 oL - Table 2 About Hexe

19:24 Year Olds - - L. . . S )

A : o

Table 3 shows .the statements which ranked h1ghest and lowest from amoung
A ' LT
the 24 perception statements for subjects in the l9 24 year old age group

]
: L
P M .
u

. Table 3 Abqut_Heref

EY

‘This group tends ‘to turn to television for both its news and entertaim-

Y

7 ment They generally like what they seg on television and are not concerned

. that television news is too ”brief and.sketchy " On the other hand while

they feel that the newspaper does a.good job of covering the news they are

¥

1nterested in, they also suspect that the newspaper tends to "cover up" stories
~ : :

\

which they feel should be reported' that they are "slanted and do not present
A

”

both sides of contrdversial issues " and _that, the are "controlled" by local.

advertisers While they feel they are "'getting the1r money's worth!' from the
U

newspaper they are not willlng to Pay more for it.

Perhaps the two most revealing Statements are those which deal with ‘the .-

. .. ¥ .

. advertising content of newspapers and television. This group stronpgly disagrees
« -7 Y ) ‘ . '

.’;7 ¢

-
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“with the idea that "advertising in the local newspaper is of little yalue and |

S

'irritating,ﬁ but tﬁéy,also gtrongly'giSagree with the sfatement.that "if tv

. sfa;iops‘would-cut out all advertisind I woyidﬁffﬁd/them-less ugéful;“ .This,
gnd.infofmationvto,be.discugsed'la;er,”téndg'to indicate a strong reliance on
o . . - ' i ' . ‘ ’ i . . '|‘
- the part of tbis age group on'the newspaper as a source of shopping information.
a ! Y . \\ ’ . 4

25-34 Yeur Olds o o -

. R - N A L L S
- . Table 4 shows the statements which ranked highess 4nd lowest for individ-

- - ¢

, uals petween the ages 5f_25_34_years. o ; . ; C . ‘ r
. ;7 . - ) - . : . P .
“-'v . o ‘ - . . /
. ; R o S . Table & About .Here v . - /

~ . /.
» ' : - . .

i . ) 3 C LV * . .y
Whiif thisigrdyp also turns to television for its news arnd entertainment /{i//
it is not.as'stronng.depeﬁdent upén teleyiéiph_as:iﬁs source of information. //‘

However, this group seems to be much more concerned with

N

the'perceivedwshqnt//
Hfomings of the-ne@spaper than does the youngef'gréupa They, for example, are e

)

more copcerned over ''slanted" news and ''cover ups" by the newspaper, and

less apt to look at only the comics and feature stories. in Ehe“paper.
% . - . . ‘ 5

Again it is the advertising reféted statements whichseem to b?/éhe most

/

2

' ' . w - / .
revealing for thie age group., They tend to perceive newspaper advertising as
. ° 4 : ' / -

. ¢ . - ’ , - /
more useful than television advertising. For example, they strongly agree

wifh the statement "if newspapers would cut out all advertising/'I would find

‘them less useful," while strongly disagreeing_with a similar Sfafement about °
' : N / ' _
television advertising. They also disg%rged strongly with the statement "I-

'find advertising in the newspaper to be of littla valué“aﬁa ﬁrrftating.ﬂ ¢
. : /o

35-44 Year Olds’ ( | L | | 7/ ’

.

L.J . . .
The statements with which this age g:oup'host’strongly agreed and dis:\\\Q“

agreed are shown in Table 5.

0N
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oitld / cu outiall adverlising I would find them 1Q$sf‘1

P
’

While thi ‘group 1ean§ more toward the newspaper for both news and for i

L

4

advertising, it.i‘ stilliconcerned with’ the perceive' pr8b1ems of newspaper

‘f—- . ‘a ‘¥

~.

coverage: They agree that the newspaper does a goo job of covering news in, Sl
. e @ ,, ,.r . . ’

which they are interested but also agree that they jeeﬂ the newspaper‘is

\ ' ® . . - Cow

slanted" in covering controversial ‘isgues. ﬁ e ’; ,' -

-

45 54 55- 64aand Over 65 Age Groups

" The remaining three age groups ‘hold, very 8imilar views regarding the

'~per£ormance of the media. In general they are much more satisf{ed with the

» e o

perormance of the newspaper and much iess’ dependent upon television for their

‘ news than the younger age groups. Statements with which these individuaIs “ o~
most strongly agreed and disagreed are shown 1n Tables 6 7 and’8. N -

. I
' ; . ~

Q

v ~

Tiblis'e,7, and Bmere .
) . ' - . .' .°’/'_~; . ' . \ | ,

Ail"three‘of these groups geel that "the newspaper I read does a good
- ’ . ’I ] RPN )
Jo , Sy

Job of covering ‘news that I*am interested in," and that "newspapers adequately

- serve the needs_of the various’ minorities in this community,ﬁ They are still
! - .\r ’ . -- “"
. concerned over '"slanted" news in their newspaper.and over the amouny of -

e g

T |

=
.



wspap/; advertising

ihisvgroup wants ads_andxstoriesvapout produpts“and.enents of.interest

to them, entertainment advertising such as movies, plays etc., and mov1e : e

vreviews and schedules. They\als?’seek out ‘the entertaining feature storiesin L
| ’ T ' :

the newspaper and the "how-to do-it articles." - : o ?‘

. '-f This group is least interested in stories about spectator sports, hurit -

ing and fishing, club news and "society" news.

- ' s

25 34 Year Olds

o . As can bevseen in Table 11, this age group has a different set of
priorities and interests when they turn to the daily‘*newspaper. ;f" ’ o
. v } . . ¢ " . ’ M Y e
10 ' - I
. ! » s

ERIC R S
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1rving.x COnsumer informatlon, ads

est‘ to them

¢-'

interested in grocery ads,

: A
clothiyg\articleﬁ and 4Uagfor automobiles. e

\- 2o D, -‘ PN L ) . )
45 54 Yea{ 01ds ‘ N . ,"; ".a A . ‘;‘ P ' _/ ' ~ R . i . *
'“7:ﬁff”” The 45 54 year olds.also teng/{o seek out -the same type qf information 3 ‘\'“f

as do the two age groups discussed previously,

e

as indicated in Table 13,

ERIC

PArunext provided by enic [l
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lubs anﬁ‘organizations. In ggner:al, howglv,e;’,‘

ERI!
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,*fopkstories about churches'and religion, and schools and education., They are

. .3 . -..
;//// much 1ess interested in con'igwr 1nf“ ‘mntion than _any of Lhe other age. gxoups

v

and are more iqteres'te4 . . vrmation, reci(pz: and cookir.‘ Ls,

>

advice columns and let g : ..or,
- - .'

SUMMARY AND CONCLUSIONS ‘ .

"In attempting.to determine whether age can be useful as a means of

discovering differences between various subsegments of the newspaper a‘dience,

1

several important findings have surfaced

First it becomes more evident that the younger indiv1duals (espec1ally
$those between l9 24 years of age) have considerably different attitudes toward

3o

newspapers than do the older individuals in this- study Theése young consumers

tend © turn more to television for both their informacion and entertainment
They also tend to be su8nic0us of newspapers because of perceived bias in. the
jtreatment of the néws content and the perceived tendency to "cover up" stories
which they ‘feel should be reported. |

.. ‘The one reason why the members of this age ‘group use the newspaper is
for the advertising content. They feeL ‘newspaper advertising is useful and
not nearly as irritating as telev1sion advertising They say they woulp find

the newspaper less useful if the advertisements were left out--but the same

is not true for television as far as they are concerned. ,

The type of content this group iShmoiﬁw?nterested in seeiag in the

daily newspap:r is predominantly entertainment-oriented news and advertising.

They look for ads about products of interest to them; entertainment advertising

for movies and plays; movie reviews and schedules and stories about. lotal

i
v

events. They are also very interested in infaormetion which will help ‘then,

cope with the prqblems of‘daily living such as how-to-do-1t¢ articles; consumer

0" 3 j 1«3




. : o e . A ! . . e
inforamtion dealing with-how toshop'for the beef buys; and-detailed backgroudd:
stories on comple)} events., ' . 2R " : L o

' R . . . <

" In comparison, the older dge groups tend to have a much more positive - ’

t
.

. attitude toward the newspaper :vd - ' .. ‘+ for more ‘and more of their
. < . -
; P . . - ‘ .,
information‘as we move frou . : zroupe., Members' of the 25-34

[

year old group'still tend té turn'to television for their Entertainment and

information, but not as completely as: the younger individuals. This age group

M '

also harbors many of the same doubts about the "objectivity" of the newspaper

[ ¢

bas does«the younger group. They feel that it is biased slanted; and tends

\
to cover up stories which should be printed. They, however, like the younger

v ’

individuals, feel that the newapaper is jre best sourcd of consumer information

in both its ‘news and advertising content, Ihey findcqewspaper advertising,

" -

helpful and would find the newspaper much less useful if it left out all adver-

tising content.
They type of content most preferred by this age group concentrates

hepvily on information which will help them solve their problems of daily 1i ing

They ‘want more consumer information; how-to-do-it articles; gardening infor-

mation and stories about schools and educatio:{ local and national events, and

»

-detailed.background information on complex issues,

~ In noving from the 25-34 year olds to the 35-44 year olds, it becomes

evident that while the two'groups are very gsimilar in their attitudes toward

r

the newspaper, the advertising content becomes even more important for the

older group. They are .much more in search of advertising content in the uews-
paper, and much less tolerant of television advertising. They are also less

critical of the performance of the local newapaper. They feel it may be
. . ’ ;
slanted, but in Eiyéral hold that it does a good job of coveriung the news

they are interested in, and in serving the needs ot the{winorities lu theia

¢

14
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) community, - - ) < “ )
. . ' 5

"y

- The 45 54 year old group is less d{pendent on the advertising content o
, ) ' ‘
of’”he ‘mewspager and is also %mch less critica1 of its performance than any

N N -

of the younger age groups. 7They are COncerned about the b1as and slanted - K

-

°

treaHnent of e~ .&*eﬂl* issues but feel that the newspaper is still doing

a good job o 5 °‘he news they want to read. The same’ is true of_the
. ) )

. 55-64 year olds. T 'y e . S ; j_’

- Of all of- the age groups those over 65 are the least crit1ca1 af che
v ¥ . M %}
newspaper. They are apparentiy satisfied with the way it handles the news,
o ‘ v W [} ’ - )
and, whi1e they feel the local advertiSer may have too much say in what goes

!' into the paper this does not prevent them ftom accepting it as a reliable

Q -
.

. source of information
L4
When ‘t comes to newspaper content*the old.r age groups are leasy inter-
¢

‘ested in consumer information 0ver 55, interest in consume; informa

'\

lon begins

to.lag behind interest in content such as local Stories, nationa1 stgries;

;.' . ’
church and religious news and the like B o

- ]
[
What does all of this mean to the advertiser or to the medfia manager7

'

To the advertiser it should‘indicate that 1if he is 'still viewing the newspaper

r

perspective, he may need to take a fresh .

through the tradit10na1 ”monolithic"
(
look at the neWspaper'and the aud

nce it is reaching. He may also wish to ‘
T

consider the -amount 'and type of information about audience size and composition
the;\uaily newspaper provides for him and determ1ne whether or not it is
5ufficient1y useful in evaluating the place of the daily newspaper in his media *

schedule He may also wish to use th\s evaluation as the basig for specific

suggestions to the newspaper for additions to their 1nformation base




. - ) v “
SV 6 or - ) o
. .“ ) /<
how he.can do a better job of appealing to the various segments of h1s market

‘ A review of both editortal .and advertising content, as well as the overall

format. of the newspaper may be needed in order to find ways to make it more
» ;/_\ . ~ ~ . Y

attractive to each of the'Various segments. .. 1
. . : ‘ - .

. -\ o ) . - : :
. Th% media manager may also want" to g1ve':;;?iaerat1on t8 a hétter means
-t of Lnos - ‘ewspaper produ- ~'~\d segmefits of his audience.

v uuccsdey for him -+ alter ,on 7 each specific e

to the amount and type of information he provides thrpugh his. newspaper which
-'G,‘ .

fuifills their specific wants, needs anﬂ desires. This may méan for example

that in order to “counter some of the- skepﬂicism found in the young adults in

.
1\ .

"his potential audience the media’ manager may have to go outside hlS own medium

in order to ‘present his- case < T - .t

{ ,¢i‘

Whi&e it is possible to generalize some of the ffndings from thls study

to all newspapers, there is a danger of overdoing it, Eagh newspaper market

w111 undoubtedly present its own specific problems which the medda manager -

g v

in that market must be aware of; and must be able to consider whén attempting -

to improve the attractiveness af his newspaper product.

"1f the newspaper is to trulydbecome‘a more esgsential medium for each

~ - segment' of the total,K market then there is a'definite need for a program of

on-going research in every marketheresearch“designed to identify all of the
vario?swnarke? segments and to pinpoint the mants,’needs and desires of each_
S ' . oo . ?

of these segments. - e S ~ .

.1()
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19-24 18 27.9 . 43 .*70.5. 61
. N L '
25-34 35 28.7~ 89 71,8 124
35-44 . 30 - 42.3 . 41 L 57,7 71
45-54 ) 19-29.2 46 70.8 65
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‘Table 2 -- Ranking of Media Percéption Statementilby"Age'Groups&

i

Statement . ¢ - 19:24 25-34 35-44 45-54 55-65 65+
. . 1. I think the neésﬁaper I read does
"8 good job of covering news that . .
o I am interested in . . . , . . , , 2 4 3 1 1 I
2. 1 think newspaperé are slanted and . - . -
do not present both ‘sides '
of controversial issues. . . , ., . . 6 1 4 3 8 8
3. Newspapers often "cover up" stories o . b
which I believe should be reported. . 8 219
dwspapers 4ouiu cul out all : o R B
-adyertising I would find them ’ : : : P
Y ;eés usefgl, e o . .&. SRR 9 3',J 1 f&? , 3
5. I think newspapers adequately serve _ s .
. the needs of the various minorities . o e
&, in this community. e 4] 9 - 6. 5 g_ 4
" 6., think news magazines are @ ° - C o
*0o opinionated. . . ., , , , . . . . . 12 S5 6 6
‘7. Television often "covers upY stories ‘ ¢ : ) .
. which.I believe'should be reported. . . 7 . 7 . 10. 12 5
‘8. I-find advertising on television . T, ¢ f
of little value and irritating. . oo Wlbe 11 2 9 L QN
9. Local advertisers have a great deal . ‘ QéP
of control over what is, and what is )
not, reported in newspapers. . . . .. 5 10 16 12 5, 5
N B ,
'lo.wgpcal advertisers 'have a great deal
6f contrql over what is, and whagy is
not, reported on television news. . . .11 12 17 4 .10 3
11. I would rather watch an entertaining , —_—
Program on television than a news show 1 6, 7 10 15 21
12.°1 generally like what I see gn tv. . . 3 8 13 16 12 13
. . »
13. I read magazines more for pleasure -
than' for ‘information. . ., , , . . .4 13 11 17 16 * oy,
14. I tend to agree with the editorial L
views in the newspaper I read. e.r . .19 18 3 11 Y 15
\v\h?;,'v“""‘ e ) ——
\?- I think the owners of Lelevision
1y Stations are just interested in
v maé}ng money and don't really /
. ca¥e about the people. . . . . . . . |j L4 9 14 lo 1/
R

Ly




" .table 2 -- continued ' c;)

A3

Statement

16.

17.

19;

20.

-

19-24 25-34 385-44 45-54 55-64 65+

-

The ﬁewspaper‘l)réad.ténds !

be more- liberal than my own

pplitical_vie&s. C e e e e e e 16

‘a i 0 ¥

1 “think neﬁsp#pers ie§ve out

too much detail it their stories. . .17

“ AL).ou; wuobdoeut out all
advertising 'Y ‘would. find ‘them’ .
‘less useful. P T 1.

’ Y

»I don't ﬁhihk 3 geE my money's \
worth from the newspaper I read. . . 22

I think the peopl:)yho run the
daily newspaper are out of touch
with the peopLe\of this community. . 18

21. 1 thlnk telev1sion news
ﬁ“ is too brief and sketchy. . . . . . 21

22. 1 would be willing to pay more

23.

24,

for newspapers -if they had more
items that interested me. . . . . . .20

I prefer the comics, and feature
stories in the newspaper to the
regular news items. .. . . . .. . . .15

I find advertising in the newspaper
to be of licttle value and irritating.23

<V

15

20

23

22

24

14

15 .

20

22

19

21

.23

24

15

. 18

20

19

22

23

24

21

13

14

.bg

21

17

22

24

2Q,

16

14

10

23

22

19

24

20

’
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Table 3 -- Media Perception Sfatements Ranking High and Low.with 19-24 Year OIQS
» B .

.
.- - - ——

" Statement .
. o : -~
P R T icvu an enlelidining program on _
television than a news program.., . . . . . ., s . . . ... ... .L
- . ~ t . ) N ‘ . ny . '
I think the newspaper I read doesia good job 7 .
of covering news that I pm interested in. . . . . . . . .. .., .2 .
I generally like what I see on television. . . C e e e e s o3
b I read magazines more for pleasure than . for information. . . . . . 4
Local advertisers have a great deal of control
over what is, and what is not, reported in the newspaper . . . ., . § @
I thiﬁk'the newspapers are slanted apd‘do>not
present both sides of controversial-issues. . . . . . . . . . .. 6
I think the people who run.the daily newspaper are out ,
. bf touch with the people of this ‘community. . . . . . . . .. . . 1%
I tend to agree with the editorial content
of the newspaper I read, . . . . . L. L L 19
I would be willing to pay more for newspapers )
if they had moré items that interested me. ... . . . . . . " . . .20
I think television news is too brief and sketchy. . . . . . . . . 21
I don't think I get my money's worth )
from the newspaper I read. . . . . . . . e e e e e e e e .22
I find advertising in the newspaper to be )
of little value and irritating. . . . . . . . e e e e o . . . .23 \;

If tv stations would cut out all advertising
I would find them less useful. . . . . . . . . e S L24




sith 25-34 Year 0lds

'lbLe ‘0 ~ ‘fi‘-.'ﬂ i Eat ~catemeni - High an’
. e 7" - 4
- \ . 7
Statement \ i Rank
( Fatl
s ‘\} . . .
I think newspapers a‘e slanted ind do .
not present both .sides of controversial issues. . o |
° R L £ (]
Newspapers often ''gover.up' stories ' ' .
which I believe shéuld be reported. g 2
[N e
- : b
If newspapers would cut out ‘all advertising
I would find them less useful - *. 3
I ‘think the newspaper read does a good job )
of covering news that I am interested in. . A
I think news magazines are too dpinibnated? . .5
I wéuld rather watch an ‘entertaining program
on televisiofi than a news program. e e i . 3 . 6
If tv stations would cut out all —
advertising I would find them less useful. . 19
. . ' X ]
I.think television news is too brief and sketchy. 20
.1 don't think I get my money s worth
from the newspaper I read. . . . . ° a .21
I prefer the comics and feature stories
in the newspaper to the regular news &tems. . N .22
I would be Wi}ling to pay more for newspapers
if they had more'items that interested me. ;.23
I find advertising in the newspaper '
of little value and irritating. L. 24
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rabl€ s -- Media Perception Statements Ranking High and Low with 35-44 Year Olds ‘-

» R : ] o - .
STATEMENT L ) Rark, - *
. ) S )
» - -' . : ' .‘u ] ;,/;
: If newspapers wquld cut out Jall advertising v . . .
I would find them less wsefdl. . . . . T T T
f i ‘ . . ’ Ty o
I find advertising on television® . o
to be of little value and irritating. . . . S e e ., 2
I think the newspaper I ‘read does a good job ;o
of «covering the news that I am interested in. I |
I thigk newspapers are slanted and do not
present both sides of céntroversiaL issues. . . . .. W4
I thinK news magazines are too opinionated . . . . . . . . v e . . .5
I think newspapers ad uately serve the needs ,
of the various minoriiges in this community. . . .-, . . .-, . . . ;6
. .
I think television news is too brief and sketchy. . . . ., . . . . . 19
1 dbn“t think I get my moneyis worth - !
from the newspaper I read. . . . . T X ¢
I would be willing to pay more for - -
newspapers if they had more items that interested me. . , . , , . , 21
I think the people who run the daily newspaper . .
are out of touch with the people of this community. . ! ., oL L 22
I prefer the comics ‘and feature stories S ' .

in the newspaper to the regular news stories. . . . . . ., . . . . . 23

» .
I find'advertising in the newspaper:
to be of little value a Arritating. . ...0. . . . . . .. . . . . 24 .

23




\

Y

S
’ ’ b
'éfatemgnt . , ’ . - ., , Rank * - o
. | : ] .
— — ; - .
. ) ) _ . ' . 4
I th1nk the newspaper I read does i . . —
" a good job of covering the news that I am intérested in. ... .. 01 .
o m N '
Newspapers often” '""cover up" stor1es S s .
which I believe should be reported. . | . .y ... 0. .. L L L2 -
I think newspapers'aretSlanted‘and do not SR ) .:l '
present both sides of controversial issues.” . . . . . ... . . . . . .3
‘ . . v
Local advertisers have a great deal of control , . .
over what«is, and what is not, reported on television mews. :'.. . . . &4 4,/(
I think ‘newspapers adequately serve -the needs '
of the various minorities in this community B o T
I think news magaz1nes are too opinionated. . . D .{; C e e .. 6 ,
v .
I think the people who run the daily newspapey T
are out'of touch with the people of this community. . . . . . . 7. .19
- . ‘ :
I don't think I get my money's worth : . o,
from the newspaper I'read. . . . . . w0, . . .. .. ... ... 20 )
I find advertising in the newspaper . .
to be’of little value.and irritating. . . . . . . . . . .. ... . 21°
I think television news is too brief and sketchy. . . . . . . . . . .22
‘ ! 3
I would be williing to pay more for newspapers ’ ’ .
if they had more items that interested me. . . . . . . . . ... . .23
I prefer the comics and feature stories
in the newspaper to the regular news stories., , . . . . ., . . . . .24

»
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- Table 7 -- Media Perception Statements Ranking High and Low with 55-64 Year Olds

. o ’ . J
" 2 .
Stagement” : . - AR . ~ Rank :

. - TN i . X ‘ o i, ' ‘ a i i )
-‘I\;hi".k the newsp‘a‘per I read dees a good® job IR ’ :
,Of covering the news that I am interesfed %a. . . . . . : . . . A |

T : i : .
Newspapers often "cover up" stories I . .
.which I believe should be'reported.‘. Y T S S
If°newspépers would cut ogt\hlfradvertising : . IR
I would find them lesy uséful. . . . { R TP I
riéﬁﬁink newspapers adequately serve the needs V .
‘0£/the varioud minorities .in this community. .. ., .. . . . . . . - C
\ : : - . )
T€levison oftep "covers up" stories o
which I $elieve should ppe reported. . . . . . . S . Lo
I' think news magazines! are too opinionated. . . . . . . . . . «. . . . 6 .
’ " . - . . : d o ) \
I“tﬂigﬁ newspapers leave out too . . ' » : L

much detail in their stories. . . T S £ T
. h . ) ~\_/'“

I find advertising in the newspapé?- ' ) ' ¢ )
. to be ef .little value and irritating. . e e . . . 20 ¢

I think the people who run the daily aewspaper : I o

are out of touch with the people of this community. . . . . . .% . .21 ¢
" . ' % . . ..Jl

1 would be willing; to pay more for newspapers L

if they had more items that.interested me. L. . ... 22 L T

. ' ) . AN ’
I don't think I get my money's worth from = ° : ' . '
the newspapér.I read, . . . . . . . .. . > . vt C.ow ., 23
C ) ‘ . . » .
I 'prefer the comies and feature stories
in the newspaper:to the regular news itews. . . , ., . . . - .. .24
) . 1
M 3
Fa
B3 ¢ . ! ] +
4 ’;" e d
R b
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s
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°

\

Statement

.

¢
-

By

*I'think the newspaper I redd does a good job

-« of cevering the pews that, 1 am interested in.

I think newspapers adeqp;tely serve the needs
of the'various minorities in this community

Local_advertisers have a great deal of co

l‘.

over what-is, and, what is not,

reported o

I think news magazines are too opinionated

rol

itelevision news. .
(. .- ‘.

L.

Local’ advertisers have a great deal of control
reported in the- newspaper e

over what 1is,

]

Newspapers often

Y

v

and what is not,

ll

"cover up" stories '’
which I believe should be reported.

4

»

I would be willing to pay more for newspapers
if they had more items that interested me. .

1 find—eé%ertising in the newspaper

to he of -1little value and irritating.

r—"

I would rather watch an entertaining program
on televigsjon than a rews program.

I think television news is too brief and sketchy.

Y

I don't think I“get my monhey's worth

from the newspaper I read.

-

1

I prefer the comics and feature storieﬁﬁ

R

in the newspaper to the regular news stories.

~

2L

/

T

19
.20

21

.22
23

24

W,



. Table 9 -- Rank of Media-CBntent;Statements by Age Groups

Statement : R 19-24 25-34 35-44 45-54 55-64 65+
l. Consumer information (how to shop). . . . 3 1 1_ 1 o2 s
%2, Stories about local events. . . e e e > 9 2 31 1
R 3J'Advertisements about products. or events . '
 of special interest'to me. . . . . . A | 4 3 8 5 .6
4, Stories about national_events. c e e e 12 5 6 2 3 2
+ 5. Stories about schools.and education. . . . 11 -3 5. 4 4 4
6. How-to-do-it articies e eve e ee e e ., 7_ 2 7 7 6 14
7. Detailed background information .
on' complex events. . . . , , , . ., . ... .8 - 7 4 5 . 1D
8. Gardening informtion. . . Y e e e e 15 10 "9 6 8 S
' 9. Recipes and cooking hints. . . . . . Coe 10( 13 10 . 9 10 e 8
10. Entertaining "feature" stories. . . ... .67 6 8 13 12 15
11,_Photographs e 8 1. .11 18 19
12, “tories about chuiches and religion. . . . .28 18 13 S22 7

13. Letters to the editor from readers. . . ., ., 21 Y 12 14 11
.14. Entertainment advertising (movies, etc). . . 2 "\11‘ " 20 18 'f20 22 -
15. Clothing advertising. . . . . . . .. ... 13 16 18 17 15 16
16. Restairant guides. .. . . . L . . .14 15 14 15 21 20.
17. Editorials. ) Lol il 1 10 1 1
18. Stories about camping%'picnicking, etc. . 19.'v 19 16 20 13 25 _

.19 Advice colums (Ann Lapders, etc.). . . . . 27 26 -2 16 16 10
20. Grocery advertising. ... . . ... ." . . .16 17 28 19 22 13
21f Stories about clothing ano fashions. .« o . .17 20 29 fZl 19 . 17
22. Politfcalmews. .. .. .. ... .....20 235 15 25 22 18
23. Movie reviews and scheddles. . . . . . . 4 12 27 27 . 30 32
24. Stories about:spectator sports e e . . .33 .30 19 22 17 21
25. Classified advertising, cee oo 023 21 21 24 26 30
26_“Cbmics (funny papers). See e e e 22 027 22 28 25 .23

v 27.‘Stories about participant sports (golf etc) 25 29 ° 23 23 27 28
28. Crime mews. . . .. ............18 2 C31 31 31 g6t

29. Furniture and appliance advertising . : . 24 28 26 - 29' 29 24
30. Stories about hanting and ' fishing. . . . . .32 32, 25 26 24 29

31. Automobile advertis{n; 1 31 30 30 . 28 . 27
.32, Engagements, veddings and “'society™ pews. . 30 33 34 32 .33 31

. 33. Stories”about alternative life sty1es .. W34 25 33 34 34 ; 34
34, Stories about clubs and organizations . « 3L 34 32 . 33 32 33




l | | ’ I : . »
. . | ]
Table 10 -- Media COntéﬁt Statemnts Ranking High and Low with 19-24 Year 0lds

-

L3
1 ‘ B
‘ . »

. Statement | -

- S T, Rank - . -

e

;
:
|
+ .
|
+

i - < e "‘ X , K
Advertisements about products or events _ »
of special interest tome. . . . . . .. . .. L. .. ... ...l

\

Ehtertainment Advertisiﬁg (ﬁqvies,etcu). e e e e e e e e e e e W2

Capsumef informgtion (ho% toshop). . . . & . v 4 i e s e e e e e e .3
g 3 ‘ T\ . .

. T
g . ™ ' ~ :
Mdvie reviews and schedules. . . .. . Calt e ee e e e e e e e Wb

. Stofies;about local evenfﬁf e e e e .
Entertéining feaiufe storiea; T T P -
How¥ﬁé-&b;it articles. }.. e e e e e C e e e e .7
Detailed backq:ound information onvcomblex events. . . . . .::..i. . f'.8“ R
Photographé. . e e .J. . . :-. e e e e e e f e e e e e ; . . .. 9.
éeéipes'and céoking hints, . . . . . .. ; .. .‘... e . .10

S . ‘ . o . ’ , o «
Stories about.participant.sports (golf, etc.). . . . . . . .. . ... 25
" Editorialg'. .. : ) } I ;V. ... .Y. . ,-. . ? . .i.'. 26

L ' R 1 . . . . .
AdviCevcqumns (Dear Abby, etc.). . . . . . e e e e Wi e e e e e . 027
Stories about churches and religion. . . . . . . & . . v v o v . . . .28

Automobile advertiding. . . . . . . ..\ . o0 . a0 .29
Engagements, weddingé;'and "qociety"'news: . 11

. Storieé.aﬁou; clubs .and organizations. . . . . . . . A . . 31

1
-

Stories about hunting and fishing. .. ; . ; . o e 4 e .. .f: .32

.

"' Stories about: spectator sports. . . . . . . e e e e e . .33

Stories about.alternative life styles, . - PR R R 11

L] \“‘
. d . ' w
: R i
. - . . .
¢ ° ! ’ ‘ i’/r
- ;:
I-. . ' )
’ .
. 3
' 28 L.
R - . ¢
N . v
- » ~
v . s .
. P . ! -
. 3\ B ) - .
. .
i ‘ y
Z ’ v , .,
?
t s 2

- T T -
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. Content Cateogry S :. o :
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Tablelll -- Media Content Categorles Ranking High and‘Low:yith 25-34 Year Olds

Y

Consumer information (how to shop). . . ., e e .

. . . _ _
.How-to=do-it articles. e e e R e e e e e e

]

Stories ahout schools and education, . ", , , ., ..

Advertisements about products or events of interest’ to me,

l "

Stories about national events. ., . e e e e e e .

: Entertaining "feature® stories. e e e e e e e .

Detailed background information on complex events,

Photographs. e e e e e ., —

,Stories about local events. . , . e e ... ...

Gardening‘information, P A . S

Stories about alterngtive life styles. . . ., , . ,
Advice columns (Dear Abby, etc.). . ."i‘; o e e
Comics (funny papers) e e e e e e e

-

Furniture and appliance advertising e e oL L

o

i‘Stories about Participant sporst (golf, etc.). . .

Stories about Spectator sports. . ., , , .., e e

4

: ) . o : ' ‘ ,
Automobile,advertising. L T S

JStories about hunting and uishing o e e e e . .

-
Engagements, weddings and "society" news. ., , , ., -

Stories about clubs and organizations. . . , , . .

“ g

.
>
" . .,4'

30
31
;32
33

.34

R



'Iable 12 -- Media-Content Categories Ranking High and Low with 35144 Year Olds

RN . . 1 da
Contént Category T R . B o Rank
~ ~ L. h - ’ ‘ .
"Consumer information (hoy to shop). . . . . . . . S |

Stories. about local events. ... . . . . ., . ... ... c e e R
Advertisements abqgt products of intergst to me. . . .'. .« oA . ;..'. . 3.
Detailed background information on compléx events. . .';,. B A

’ "

; Stories about schools and education. e e e e e e, C e .. .. ..5
Stories about national events. e el eiea ;‘f\. e e e e e 6
;_Ho;*to-do-it-articles. e e l,._l R c et N T
Entertaining "feature" stories. . . . . T ,'. -

Gardenins,informationl S e e e e e e e e e i 9

Recipes and cooking hints;f: e .*.A.J, B ()

,5Stoliesfabout hunting and fisning ‘v"" A .', e e e e < .. 25

. : o s .
Furniture andiappliqnce>advertising T e e .. 26

Y

Stories»about clubs and organizations. B I a..$. e e . 32 .
Steries about glternative life styles. .. I £ 3

Engagements, weddings and "sOciety" news.,. . i'; R . 234

o




. Table 13 -« uedﬁa Content Categories Ranking ‘High sndﬁLow_with'45-54~Yesr 0Olds
- CONTENT CATEGORY: BT - Rank

Consumer_infof ;

Stories about’ national events. R I

'.'.'* . S ‘L

‘Stories aboutﬁlocal evants. e < 3

.Stories about schools and education. R A
Detailed background infbrmation on complex events. . . . .

Gardening information.‘. e e e W .“: e e et c e .. 6

. How-to-do-it articles.lﬁ e e e e e, e e e e e e e e .7 "
-Entertaining "feature" stories. . ... Phe e e e . e e e e e . ék
‘Recipes and cooking hints e e e . . . . e e e e e 9 s
Editorisls. e .'.'. e e e e e . . ;Ju?\ .f. . l-; ;ibi : X\_
'vPoliticél news. . , . ;,. C e .;. . .. . . .”..:f.\; c ... ;..25
: Stories abou: hunting snd‘fisning; .f;;. . . .. ; - .'.'. . .:.'f . 26

Movie reviews and - schedule&. R A R S Y

o
.
.
L I
.
-
.
.
.
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Table 14 -- Media gontent Categories ﬁanking High and Low‘qith 55-64 Year Olds .
" Content Category o e - ., ~ Rank
. Stofié;.gbout iocql CVERES. v e e e e e P |
Consu;e: ipfofmagion (ﬁgw to‘équ).t. e 470 e e . ; ; e 4 e e s e s : 2
‘St;rieq;aboug ﬁational eVerES. . .t e e e e e . c e e e C . 3 1&
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-‘-Adve;tiséﬁénts about products of inte;egt to me. L. B ; - 5" - ‘
 How-to-do-it articles. . . . . . R SR, Y
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Gardening ihformatipn.,. : .”. T ..;f. . .‘. o« o e-e . 8. .
Detaiied backgrouna infbfmﬁtign‘on co;plex issues. . . }-.‘. e .. 9
Reéiﬁes and éook;ng hints. { e e e :;. <. C e . .10 ‘
. Comics- (funny papers). U S L el ; 'g/s ."
Classified ads. o . .o o N e e L 26
» Séariés about participant spo;ff (g0lf, etc.).. . . v . o vje . . 2. 2]

_ Autémobile advertising. . . . .‘{:. . e e .'. P 25
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Table 15--- Media Content Categories Rankiﬁé High‘aﬁd Low with Over 65 Year Olds

Content Category T ' - ' ~ Rank
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Stories abogut altérnaﬁive life s? . S : .« . . 34 {

£ ' : . 3

i;'gx , f‘




