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ELECTRONIC NEWSPAPERS
Abstract

In the mid 1980s, when early electronic newspapers failed to live
up to their promise, industry analysts declared them dead as a mass
medium. But just 10 years later, "E-papers" are once again receiving
much media hype, although little academic research has been done on
them. This paper reviews academic literature, trade articles, online
discussions, and personal communications with industry leaders to
build a foundation for the academic study of electronic newspapers.
The emphasis is on basic research that will address industry needs as
E-papers reemerge. The following scholarly areas are reviewed with
initial research questions formulated for each section:

History,

Network Culture,

Media Sociology, -
Management and Economics,

New Media Elements,

News Content Features,

Information Processing,

Commercial Messages,

Ethical and Societal Concerns, and
Legal and Regulatory Issues.

Given length constraints, this paper offers a broad perspective but
only a cursory review of an extensive literature. Bibliographic
resources are offered for further reading.




ELECTRONIC NEWSPAPERS 1
Introduction

In the early 1980s, industry analysts predicted the rise of
information services and development of new media would make
electronic newspapers the answer to declining penetration rates and
increasing costs (Marvin, 1980). By the mid-1980s, the newspaper
industry and other media groups had invested over $100 million in
online publishing ventures (Pryor, 1994). But by 1986, weak
subscription bases led most newspapers to discontinue their efforts.
Analysts and publishers agreed it was clear electronic newspapers
would not "be a threat to either newspaper advertising or readership
in the foreseeable future" (Greenwald, 1990; Hester, 1982).

But in less than 10 years, the electronic newspaper industry has
seen a resurgence. Approximately 75 newspapers currently are online,
with more coming onboard each day. The increase in all interactive
sexrvices, from 42 in 1989 up to 2,700 today, has fueled confidence and
excitement among newspapers (see Fitzgerald, 1994; Glaberson, 1993,
1994a,b; Haddad, 1993a,b,c,d; Lail, 1994; Markoff, 1993a,b,c,d,e; &
McNaughton, 1993a,b,c, among others). Despite this renewed hyping of
electronic newspapers, however, experts disagree about the appropriate
technology and publishers are trying to discover what content and
format will gain audience acceptance. Ken Lewis (1994) suggests, "The
net is 5,000 niche markets. There’'s plenty of room for journalism but
very little room for traditional newspaper coverage. Newspapers have
evolved to fit paper-based delivery. The net will follow a very
different course." But no one has yet ascertained exactly what that
different course will be. |

In part, what remains unclear is how the new elecfronic

newspapers differ from the earlier failures, how the audience for




ELECTRONIC NEWSPAPERS 2
these services has changed in the past 10 years, and what their
broader social, legal, policy, and etrical implications are. This
paper reviews these issues and proposes a wide-ranging research agenda
to study electronic newspapers (E-papers).

The History of Electronic Newspapers

Electronic newspapers were made possible through the development
of videotex technology in Great Britain in 1974. Videotex merged
existing computing and communications systems to allow the interactive
transfer of information to be displayed on a home television set
(Sigel, 1983a). But videotex was launched on a supply-push market:
the technology arose not from the desire to satisfy a consumer need
but as a new combination of existing technologies for which consumer
needs would have to be manufactured (Schneider et al., 1991).

Most videotex pioneers assumed consumers’ primary demand would be
for information retrieval services (Meyer, 1988; Paisley, 1983). But
in 1981, only two years after the British Broadcasting Corporation
launched the first videotex system, they faced losses of over 4
million pounds per quarter (Rogers, 1986; Sigel, 1983b). The BBC's
13,000 subscribers used the informatian service almost exclusively to
pass messages and play games, not for information (IRD Report, 1983;
Noll, 1985). Other European countries developed videotex systems,
only to have them stagnate over a similar lack of interest in
information retrieval (Paillart, 1989; Palmer & Tunstall, 1988).

The most successful European application to date is the French
Teletel system, in part because the lack of a regulatory framework
allowed the system to develop spontaneously in response to consumer
demand (Branscomb, 1988; Charon, 1987; Petrella, 1988). With only 4%

of connect time spent on obtaining general news and information, the




ELECTRONIC NEWSPAPERS 3
French E-papers proviée little news but many user services, such as
chat boards, e-mail, reservation services, stock market simulations,
and polling services (IDATE, 1987).

Videotex development in the United States began in 1978; the
first commercial service, The Source, came online in 1979. Although
the company president predicted that in six months the service would
"be in the home like Tupperware," by 1982 the service had only 20,000
subscribers. BAnalysis of service use on The Source revealed e-mail
was the most popular feature, followed by bulletin boards, then chat
lines. News was a distant fifth (Tydeman et al., 1982).

Concurrently, newspapers launched indebendent electronic
publishing efforts in what many viewed as a defensive investment
(Mosco, 1982). But Knight-Ridder’s Viewtron service and Times
Mirror's Gateway both collapsed, with estimated losses of $50 and $30
million, respectively. At the end of a two-year Associated Press
trial of 11 prototype E-papers, project directors concluded videotex

was a technology in search of a demand, and what that demand might be

s

was far from clear (Hester, 1982).

General information services also were failing during this time.
AT&T, Chemical Bank, RCA, Citibank, and NYNEX lost hundreds of
millions sver failed videotex efforts (Aumente, 1987; Tyson, 1989).
Videotex was no longer considered a mass medium but a niche market for
special interest dgroups (Broadcasting, 1988; Noll, 1985). But in the
late 1980s the proliferation of home computers persuaded more
companies to launch information services, most with user-friendly,
menu-driven command screens. Prodigy, GEnie, Delphi, and America On-
line joined CompuServe, which in 1989 was considered the industry

standard, with 400,000 subscribers and $36.5 million in annual revenue




ELECTRONIC NEWSPAPERS 4
(Truet & Hermann, 1989). Currently, these five services have over 2.6
million user accounts, with about 5 million total users (Table 1).

The user profile is‘changing from that of the young, male
"electronic innovator" of the 1980s. About 35% of Prodigy users are
female, and 12%‘are over age 55 (Steinberg, 1993). Computer
penetration has plateaued at about 33% of households; 13% of U.S.
‘households have modems, although that number is rising as more systems
come packaged with modems (see Figure 1; Resnik, 1994a). Because of
their market penetration and relative ease of use, newspaper companies
are developing working relationships with established services, using
the information service infrastructure to support and promote their
publishing efforts (Reilly, 1993). Currently, these systems have over
60 papers online (Tables 1 and 2).

Other papers are taking advantage of the reach of the Internet,
which originated in 1969 as a U.S. Department of Defense experiment to
allow communication among scientists. During the 1980s several other
communications systems were linked, and the Tnternet now comprises
networks of academic, military, government, and commercial entities in
the United States and 40 other countries (Cooke & Lehrer, 1993;
Wagner, 1994). The audience is 20 million users, with one million

more coming onboard each month (Anthes, 1993; Elmer-Dewitt, 1993).

History: Research Directions and Questions. Trying to develop a
research agenda to study the history of electroaic newspapers
highlights the problem of trying to capture historical electronic
content. Because the media content itself is not available, studies
must rely on the few primary materials available, i.e., data from
mainly trade articles, beginning with videotex in the 1980s. Somewhat
more academic work was done in Europe; tracking and translating these
works would provide a better background for researchers here.
Combined with archival work and interviews with those involved in the
early efforts, the data could address several questions. What market
research was conducted? How was it interpreted by decision makers?

7




ELECTRONIC NEWSPAPERS 5

How much did the technology drive the content? How much sharing of
information occurred, both intranationally and internationally? Was
information shared cross-nationally as videotex developed? What role

did governments and policy development play in the history of videotex
and electronic newspapers?

Network Culture

Many early adopters of electronic newspapers as well as those
delivering newspapers online are steeped in the culture of the
electronic web, the milieu in which electronic newspapers operate.

The norms and rules are so well codified that the CompuServe
information service offers novice users instruction in "netiquette"
(Compuserve, 1994). Those who violate "netiquette" are subject to
harsh attacks, called flames. An analysis of this cultural ethos
yields the following observations.

Most network users rollow the adage "All information wants to be
free" (Cooke & Lehrer, 1993) and have an aversion to commercial
elements and messages. They see the Internet as a haven from
advertisements and commercial aspirations, as the means of building a
new and better electronic world (Online, 1994). This world benefits
from anonymity, levéiing of social power, gender and physical
transparency (users are identified by user-name only), and the free
sharing of information/assistance. Although some information services
are commercially supported, users of these services complain about the
intrusion of commercial elements and develop strategies to block them

out when they can, or complain about them to the service provider when

they cannot (CSAE, 1990). One offense almost guaranteed to bring on
flaming is to spam a discussion group, i.e., to spread an unsolicited
commercial message. Spamming derives from the image of a can of Spam

dropping onto a fan, spreading "meat" everywhere.

3




ELECTRONIC NEWSPAPERS 6

Members of the net are also suspicious of those who sell
newspapers online. Much online discussion questions whether
journalists actually add value to information by delivering it in ways
we can digest and use (Online, 1994) or whether they serve as
unnecessary, perhaps biased, filters (Elmer-Dewitt, 1993). Those who
envision the net building a more democratic world see users as |
information gatherers and sharers who do not want or need a journalist
to gather, shape, and disseminate information for them.

Informaﬁion is made widely available in the Internet culture.
Gophers, the World Wide Web (WWW), WAIS (Wide Area Infdrmation
Server), FAQs (Frequently Asked Questions), News Groups, and Usenets
all offer vast and detailed information without charge (Sachs & Stair,
1994; see Levin, 1993, for a glossary of terms). Computer programs
called intelligent agents or knowbots, which emulate human
intelligence, search resources and retrjieve information. These
programs can compile information from each day’s news to meet
personally defined needs (Online, 1994). Combined with the fact that
many users have free access to the Internet through work or unlimited
access through a-nominal monthly fee, the availability of knowbots
that can scan wire service copy offers a futuristic but not
inconceivable alternative to the newspaper.

Some analysts project the Internet, a non-linear and increasingly
multi-media environment, will become predominantly populated with
younger users (Online, 1994), which may provide an ideal market for
newspapers struggling to attract younger readers. The "youthanizing
of the Net" may be exaggerated, but research does suggest younger
users prefer computer-driven information delivery (Catlett & Brooks,

1994; Thompson, 1993) and have an affinity for electronic newspapers
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they do not have for print counterparts (Brooks & Kropp, 1994; Hammer

& Kennedy, 1993).

Network Culture: Research Directions and Questions. Ethnography and
ethnomethodology should be used to obtain the emic meaning of and map
the rules governing Network Culture. Do longstanding or confirmed
members of net worlds hold different attitudes toward E-papers? How
do Netters define value added to information? to commercial messages?

" Do responses differ for the range of forms of commercial messages

(intrusive display ads to product announcements to product forums)?
What price/billing structures will the Network Culture accept for
electronic newspapers? Will Netters accept a paper with advertising
or prefer ad-driven publications to subscription-driven ones? Will
Netters accept any billing procedure at all or balk at bills for
information services? How will the culture fare in the face of
commercial developments?

Media Socilology

As electronic papers develop, changes may occur in how news
content is defined. Some argue that journalists will become mere
information providers (IPs) on networks and may lack tradicional
journalistic ideals (presstime, 1993). As journalists spend more time
formatting or processing electronic information, they may have little
opportunity to exercise journalistic enterprise (Abernethy, 1991;
Hester, 1982).- Additionally, electronic papers hire "editors" whose
main job is to convert the printed paper to the electronic medium, a
mechanical effort derisively termed shoveling, with the product known
as shovelware (Online, 1994; Thalhimer, 1994). Both shoveling and the
collection of raw electronic data to be shoveled could diminish active
news judgment, decreasing the value of newspaper products and
increasing the volume of news. Increasingly, software is being used
to automate the shoveling process, compounding these effects.

To some extent news judgment is a consequence of economic

constraints. Newshole size is linked to the amount of advertising

)
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available. Electronic newspapers promise greater story length and

breadth of coverage because the size of the newspaper is limited only
by the energy and time needed to produce it, not by a page limit
(Mason, 1993). No longer will finished stories be cut to fit space
requirements. News judgment, then, may become a matter of
hierarchically arranging unlimited access to stories, rather than a
gatekeeping process (Isaacs, 1995).

Many electronic newspapers are providing unedited content to
users (Christopher, 1994). E-paperc offer not only wire services, but
also PR Newswire and Businesswire, news release delivery services.
Access Atlanta, the electronic counterpart of the Atlanta Journal/
Constitution, is considering a serviqe to run unedited news releases
of local interest (personal communication, Brian O’Shea, 1994).
Traditionally, journalists disdain news releases, although they use
them judiciously when infofmation is validated (Berkowitz, 1993;
Pincus et al., 1993; Turk, 1988). Offering wire and release services
negates the added value derived from journalisﬁic judgment and
editing. The trend toward publication of unvalidated material is
cause for concern, but it is also in keeping with Network Culture.

The rapid move of electronic newspapers toward multi-media
information delivery will require newspaper staff to be proficient in
video and audio news processes (Moeller, 1995; Reilly, 1993).
Alternatively, newsgathering may be jobbed out to newsgathering
syndicates with multi-media skills. Stories would be available
digitally for incorporation into electronic newspapers (Tewlow, 1993) .

Story notes and data can be stored online and made available to
readers. Some members of the Network Culture call for access to

reporter’s notes to make reporters more accountable, both in story
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accuracy and in claims that journalists add value to information
through the reporting and editing process. Others claim access to
reporter notes and data-online will enable fuller coverage and offer
readers a more interesting story (Online, 1994).

Interaction with reporters and fellow readers is a highly touted_ -
feature of electronic newspapers. But readers with access to story
notes may question reporters about their interpretation and ;election
in creating news stories (Dalton, 1993). This interaction could
dampen a reporter’'s willingness to deal with controversial topics that
might generate an overwhelming e-mail response, such as that received
by managing editor Jim Gaines of Time magazine when the magazine ran
the digitally altered photograph of O0.J. Simpson on its cover (Wolff,
1994). Even noncontroversial coverage can dgenerate a flow of mail
that affects the work schedule. James Coates, a correspondent for
Chicago Online, spends 4 to 5 hours answering the 250 pieces of e-mail
he -eceives each week as a consequence of including his e-mail address
at the end of each column (Moeller, 1994)'. Some critics contend this
interaction with readers will restrain reporters from doing their real
work. Instead of gathering news, reporters will be preoccupied with
schmoozing the reader, especially when that reader has the upscale
demographics not of the average newspaper reader but of the average
computer user (Online, 1994; Wolff, 1994) .

Others point out that reader-generated information comprises the
majority of newspaper content, and directing reporters to respond to
their e-mail will simply put them in better touch with their sources
(personal communication, Dennis DuBe, Apple e-World, 1994; Wilcox,
Ault, & Agee, 1992). Conceivably, the newspaper would be more

relevant and contain more local information derived from electronic talk.

[N
oo
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Media Sociology: Research Directions and Questions. Both the current
practices of journalists involved with E-papers and the views of
journalists about the prospect of working for an online newspaper
should be explored. Participant observation, depth interviews, and
focus groups could address the following questions. Do journalists
perceive electronic newspapers as affecting the values and practice of
journalism? How will a potentially unlimited newshole affect news
judgment of reporters and editors? Will journalists accept the added
workload of responding online to reader messages? How will this
Interaction affect reporting? How will computer aided research and
reporting (CARR) affect news values? Will the converging of reporters
from various media into multi-media news syndicators occur? Would
such a convergence be healthy for the profession?

Management and Economic Issues

~Determining demand for futuristic products is more difficult than
projecting the ability to supply such products (Schneider, et al.,
1991) : "As a result, efforts have focussed on what is technologically
possible rather than what is demonstrably needed" (Curien & Gensollen,
1987, p. 142). The ability to deliver a product does not make that
product viable, however. Presumably, electronic newspaper development
today is not driven by the panoply of new technologies but by the
projected demand for innovative news services (Urban, 1985).

Some argue that research on consumer demand is best done by
directly testing the market. Randolph Charles, director of marketing
for Newsday and New York Newsday, calls this "placing many small bets

[you] try to get your toe in lots of different pots of water as
you move into the new world" (Resnick, 1994a). At the same time,
companies are addressing a major objective uncovered in a national
survey of the industry: gaining experience with electronic delivery of
information (Kelsey, 1993).

Assuming electronic newspapers find a lasting place in the

market, media managers face a number of challenges. Many questions
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have surfaced concerning staffing (Online, 1994). For an existing
newspaper, the number of additional staff needed to go online and
their skill levels are still uncertain. Companies must define the
status and title to be given to editors who convert news copy from
print to online format and to researchers who are more than librarians
but often less than reporters (Isaacs, 1995; Leslie, 1994). As
electronic newspapers become multimedia services, staffing in online
divisions may become more expensive and problematic as tasks shift
from "shoveling" print copy to creating a publication that is distinct
in look, purpose, and sophistication (Online, 1994).

Media managers wrestle with questions of relative cost, pricing
structures, and delivery when comparing printing presses with
electronic service (Fidler, 1992; Marvin, 1980; presstime, 1994). If
a modern version of videotex emerges as necessary for user
satisfaction, the cost of such an information appliance must be
covered, either by the individual user or by the information supplier.
It remains to be seen how most newspapers will deliver electronic
product to subscribers. Electronic delivery contracted with a
commercial server provides a pool of potential subscribers, an
established marketing program with name recognition, and an
established billing system. Some papers, like the Chicago Tribune,
have bought substantial shares in the commercial services that carry
their E-paper, thus increasing the concentration of ownership among
the information and media industries (Moeller, 1994).

Alternatives include creation of a local bulletin board service
(BBS) or delivery through a World Wide Web server (WWW) on the
Internet (Online, 1994; Resnick, 1994a; Rosenberg, 1993). The

Internet’s appeal to newspaper publishers is partly economic: while
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commercial services.often get up to 80% or more of connect-time
revenue, Internet costs are associated with original equipment and
software outlays. With commercial versions of Netscape and Mosaic,
web browser programs, navigating the Internet is relatively easy and
cheap, even for computer neophytes (Levin, 1993; Markoff, 1993c; Pope,
1994; Strom, 1994). Web browsers now enable highly formatted, multi-
media publications to be accessed on the WWW. Currently, 16
newspapers publish electronic editions on the Internet (Table 2), but
the availability of Netscape and Mosaic is expected to make that

number jump (Andreeson & Bina, 1994; Resnick, 1994a).

Management and Economic Issues: Research Directions and Questions.
Interviews with industry leaders and with media economic analysts are
needed to define the dynamic exchange that takes place during
production of E-papers. Content analysis of financial papers would
help establish which formats and channels of delivery are economically
viable and provide a base for the following questions. What do users
want and how much will they pay for what they want? Are electronic
ventures actually cost-effective methods of gaining experience and
market research data? Has proprietary market research been done?

wWill the Internet serve as a viable alternative to commercial services
and local bulletin boards? Will special information appliances be
necessary for electronic newspapers to prosper? How will staffing be
determined and are managers planning for increased sophistication of
electronic staff as online publications evolve? How are managers
assessing the relative advantages of commercial services and Internet
or local BBS service? Will increasing concentration of ownership of
news services with traditional media conglomerates affect the flow and
content of news?

New Media Elements

Picture this, Doug: You see on your screen what looks a lot
like today's newspaper page. You move your mouse tO the
photo, click, and presto: full motion video and CD quality
stereo sound. Now, you move your mouse to the fact box,
click, and presto: All the facts. (Carlson, 1994)

Such a multi-media newspaper is not a figment of the future; it is

being delivered now by a number of electronic newspapers. The
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following characteristics have either been implemenged or are
projected to arrive in the next several years: moving images,
animation, sound, voice recognition, voice generation as text is read
to the user, switchable modality from multi-media at home to audio-
only while commuting, and an array of interactive elements for
navigating the publication (Bender, 1993; Christopher, 1994;
Grossberger, 1994; Reilly, 1993).

Currently, the device for delivering these elements is the
computer work station. Roger Fidler, director of Knight-Ridder’'s
Information Media Design Laboratory, believes browsing capability and
flat panel technology are the keys to audience acceptance, with
newspapers better situated to offer multimedia news delivery than the
electronic broadcast media (Fidler, 1992; Gilder, 1993; Markoff, 1992;
Mason, 1993; Morton, 1993; Newsweek, 1993; presstime, 1993). But
Michael Conniff, president of an interactive company and former senior
editor of an electronic market service, believes "screenphones" are
the only terminal capable of driving the market (Coniff, 1992, 1993a).
The key question is whether a single-use machine is viable in the
multipurpose computer age (Aumente, 1994).

Others argue that electronic news will be delivered in multi-
media format via a smart version of the television, an appliance with
a considerable loyal following. Perhaps the most intriguing medium is
the thick, paper-like sheet that serves as the touch-screen display
eonceived by researchers at the MIT Media Lab (Online, 1994). MIT
researchers are emulating the physical advantages of print newspapers
because "crushed trees smeared with ink" enjoy highly evolved
ergonomic virtues, such as size, portability, and flexible searching.

The print paper is readily controlled by the reader; as it is scanned,

o
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folded, and clipped, the reader engages in a selective information
search based on interest, leisure time, and reading ability.

Researchers at Knight-Ridder'’'s Media Information Laboratory base
their format on the paper model of the newspaper because they believe
sequentially turned pages provide a "bridge of familiarity" to
readers. They argue that button clicking and jumping through the
content requires readers to acquire unfamiliar~navigation skills
rather than making use of the pagination skills they have already
acquired (Kleiner, 1994). What most researchers do agree on is the
need to make the new multimedium equally flexible for different ages,
interests, and reading levels through features like personalized
versions or routing the paper based on demographics (Bender, 1993).

The medium will evolve as technology develops. Certain of the
multi-media elements may be more appealing and useful than others, and
certain elements may conspire with content features to win a place in
the market (Urban, 1985). The device that prevails for delivering
electronic newspapers will reconcile technology, price, and ergondmic
factors. Among the more elusive ergonomic factors, mechanomorphism
may emerge as a new, but crucial factor. Mechanomorphism is the
tendency by a user to apply the attributes of a medium to the content
being delivered by the medium (personal communication, S. A. Shamp,
September, 1993). Addressing this phenomenon to the advantage of the
medium and the user will be a subtle process, not unlike computer
company efforts to cultivate distinct characters and personalities for

Macintosh and PC machines.

New Media Elements: Research Directions and Questions. To address
many of these new media elements, quasi-experimental methods are
needed to determine what users like and regularly use among the array
of media elements. Which of these features, if any, are appealing or
important to subjects? Which characteristics are most popular with

1
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users? Which would generate loyalty to a newspaper? Will readers
acquire new skills as they adopt the new medium, or will the adoption
process be more rapid if more familiar skills such as pagination are
used? For which demographic groups do these elements matter most?

young readers? female readers? In which settings are which elements
most valued?

News Content Features of Electronic Newspapers

Three groups of unique content features arise in electronic
newspapers: accessibility, customized information, and quality of
content. Electronic newspapers serve as gateways to information
beyond the copy offered by the paper. One can jump firom most
electronic papers to electronic versions of the "yellow pages," to
chat groups online discussing special topics, to wire and news release
services, to home shopping. Access is also available to stories in
the newspaper’s morgue, related stories on a topic, stories buried in
potentially vast electronic back pages, stories in other papers, and
to newspaper databases such as clip files, survey data, and reporter’s
notes (Reilly, 1993). Finally, electronic newspapers offer readers
access to reporters and editors through e-mail.

Customized information available through electronic newspapers
includes personalized news using programs like NewsClip, Farcast, News
Cite, and Journalist (Rosenberg, 1993). Such personalized newspapers
are whimsically referred to as the "Daily Me" (Bender, 1993; Conniff,
1993b; Haddad, 1993c; Husted, 1992; Mason, 1992). Other custom
features include advertisements tailored to the user’s demographics or
triggered by previous activity online (see Legal and Regulatory Issues
for implications). The more mundane but popular customization is the
custom search of classifieds. Users can search precisely through
classified ads, save search parameters for subsequent searches, and

call up new ads meeting search parameters.
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The unique or enhanced content elements in electronic newspapers
are wide ranging. Management at Access Atlanta believes users want
highly localized news such as school menus and Parent Teacher
Association newsletters (personal communication, Brian O’Shea, 1994).
Given the potentially unlimited newshole, this depth of localization

igs feasible for online services; given search capabilities, such

information can be readily accessed.

Just as the medium enables extensive information for defined
audiences, it also offers immediacy. Immediacy is limited only by the
constraints on labor to update stories as they unfold (Online, 1994).
When Prodigy offered up-to-the-minute poll results during the 1992

elections, it received more incoming traffic than the nationwide

system could handle (Prodigy Newsletter, 1992). Sports and financial
news are obvious prospects for this news content feature. For
example, E-papers could match the immediacy of ESPN or sports radio
shows but provide fuller coverage. The resulting hybrid could combine
video highlights of unfolding action with details such as box scores
that are not available currently until a paper is printed and
delivered to the sports fan’s home.

As electronic newspapers go through their second manifestation,
the ongoing debate about whether newspapers should become a higher

class medium or remain a mass medium has come into sharper focus

(Bogart, 1993). Arguing that electronic newspapers should be a venue
for longer and better-written stories, Katz (1994) calls for better
writers to be hired and retained through high compensation and time to
write well. An elite audience with time, money and skills to access
the paper exists online as a likely market for deeper, better news

writing (Franklin, 1992). Anecdotal data indicate many online
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subscribers buy an electronic paper for its quality coverage or its
top columnists, justifying devotion of greater time and expense to
better writing. Given the high socio-economic status of subscribing
households and the ability to target commercial messages, electronic
newspapers could become more magazine-like in content and in
advertiser base than their hard copy counterparts.

Based on the European experience with videotex and competing news
sources such as television, print newspapers, news magazines, and
radio, some analysts question whether E-paper content will comprise

much hard news. Bogart contends most people will use the information

highway for entertainment, not knowledge (Freedom Forum, 1993). DuBe
describes Apples’ e-world as a melding of news content with many other
elements, not the least of which is the opportunity te interact with
others (personal.communication, Dennis DuBe, Apple e-World, 1994).
Ironically, this new formula resembles the time-tested one of

StartText in Fort Worth, Texas (Online, 1994; Piirto, 1993).

News Content Features: Research Directions and Questions. Use of
survey, interview, and computer logs of actual user behavior would
determine which of these content elements appeal to research subjects.
Are subscribers interested in using newspapers as gateways to more
information resources? Which elements diminish in appeal after their
novelty wears off? Do subscribers want and use a two-way
communication channel with editors and reporters? Would traditional
media functions such as surveillance and community building be
diminished by news dependence on a "Daily Me" newspaper? What mix of
entertainment and news will attract subscribers while allowing the
news media to fulfill their primary societal functions?

Information Processing

A number of issues arise concerning how users can and will
process information in the new medium. Some of this work is
comparative, including an early study comparing videotex with a

talking newscaster (Edwardson & McConnell, 1985), and more recent
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studies that include print, television, and computer presentation of
information (Crigler et al., 1994; Facorro & DeFleur, 1993; Thompson,
1993). One groundbreaking study assesses not just computer
presentation, but more specifically, electronic newspaper presentation
of information (Brooks & Kropp, 1994).

Unlike experimental work, viewer behavior research takes a more
"macro" approach to the viewing process by documenting what people do
when viewing. Behaviors such as channel switching, remote muting,
conversation, and hobby activity are studied. Some of these data are
collected using eye-tracking devices, while other studies use more
naturalistic observation (Abernethy, 1991; Anderson et al., 1986;
Elton & Carey, 1983; Krugman & Shamp, 1592).

In newspaper research, some analogous work has been done (Bogart
& Tolley, 1988; Garcia & Stark, 1991; Rice, 1985; Smith, 1989). With
the development of E-papers, which cross media boundaries (see New
Media Elements above), far more work needs to be done on how users
view/read an electronic newspaper. This new information processing
task is called navigation because it involves the processing of icons
to travel through screens of electronic territory in the publication
(Online, 1994; personal communication, S. A. Shamp, 1994).

Navigation is a learned behavior, somewhat different from reading
a paper oOr watchihg television. Individual and demographic
differences may be important factors in navigational proficiency. The
design of the electronic paper will also be critical in how
information is processed and what information receives attention
(e.g., editorial versus commercial; lead story versus special

interest; main news versus database information).
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Moving beyond effects on individual users, broader media effects
should be explored. For example, navigating an indexed electronic
publication may change some theories of media effects, such as agenda
setting. Different cues may exist, such as index order or arrangement
of icons (Fico et al., 1987), that set news priorities or agendas.
Factors in persuasion theory, such as involvement, may need similar
reconsideration in this more interactive, merged medium. Differences

between print and television effects may be masked or compounded.

Information Processing: Research Directions and Questions. Electronic
newspapers lend themselves to a detailed log of user activity (stories
and ads viewed, for example). Combined with surveys, experiments, and
in-home naturalistic observation, these logs could be used to answer
the following questions. Will modality interact with demographic
factors such as age, gender, and level of computer anxiety? How will
navigational behaviors compare with browsing behaviors of news
consumers? Will an online counterpart to zapping occur for electronic
advertisements? Will electronic delivery of news affect how that news
is perceived? How are memory, attention, information gain, and media
preference affected?

Commercial Messages

Although print newspapers continue to be a major component of
media plans for advertisers (Nowak et al., 1993; Resnick, 1994b),
regional advertisers show little interest in electronic newspapers
(Cameron, 1994). Nonetheless, oﬁline services are succeeding in
attracting advertisers, which suggests electronic newspapers may soon
earn advertiser respect. For example, Prodigy claimed 200 advertisers
in six industries in 1992 (Target Marketing, 1992).

Electronic newspaper advertising will be just one of many new
interactive advertising methods, such as direct mail disks, electronic
"junk" mail, kiosks, sponsored games, and interactive home shopping
(Breuckner, 1994; Stefanac, 1994b). How great a part of the online

mix will be devoted to E-papers depends in part on advertising
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innovation and user behavior. Currently, advertisements intrude on
the screen, either in a teaser box at the bottom or as a window taking
up part of the screen. Users'can select to see the advertisement,
which means ads may attract only information seekers and may be copy
heavy to meet infqrmation needs (Breuckner, 1994). Once an ad is
viewed, electronic papers offer the advertiser a marketing advantage
by making direct response/ordering features available.

Advertisement inquiries, ordering history, and other database
information volunteered or garnered about the user can be used to
deliver highly personalized follow-up ads online as well as online
direct mail customized to the user’s profile (Bender, 1993). Database
and integrated marketing can reach remarkable levels through
electronic means, levels that broach invasion of privacy (see Legal
and Regulatory Issues below).

Two innovations in advertising offer disparate directions for
advertising strategy (Laws, 1994). Multi-media advertisements are now
possible; display ads may be activated to view full-motion video spots
(Breuckner, 1994). 1In contrast to these compelling ads presented to
all users is he concept of commercially sponsored electronic places.
Like a McDonalds’ playground or a Nike World, analysts envision these
sponsored places as enjoyable, informative locations for exposure to
and information about products provided by the sponsor and by other
users (personal communication, Dennis DuBe, Apple e-World, 1994).

Public relations practitioners can feed news releases onto
uriedited local wire services as well as to deliver releases directly
to the audience through PR Newswire. However, unedited releases may
lack the credibility of editorial content {(Cameron, 1994a, 1994L;

Cameron & Curtin, in press), and it remains to be seen whether users
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distinguish between journalistic content and public relations releases
in wire service sections of an electronic paper.

Another opportunity for public relations efforts are the forums
or discussions among readers and journalists. The opportunity to
rebut, praise, critique, or clarify a story will be enhanced by online
discussion, although public relations people will probably be accepted
as commentators only within limits. The public relations practice of
monitoring stories on wires and within public-access databases where
reporters make stories in progress available for real-time response
(Thomsen, 1994) will be enhanced or hampered, depending on
éircumstance. Comments and corrections can be made before stories are
run and may be made.directly to a reporter’s electronic mailbox.
However, a breaking story could run online as soon as it is finished,
dramatically cutting the lag time available for public relations staff
to contact a reporter before a story goes to press. Once a story

runs, it will experience error inertia as never before as it is

electronically clipped and archived by subscribers and by repovters

using computerized information gathering techniques (Feola, 1994).

Commercial Messages: Research Directions and Ques.ions. Focus group
and survey data could be used to answer the following qguestions. What
factors would enhance the attractiveness of E-papers to media buyers?
will users prefer online commercial space to Iintrusive advertisements?
Will commercially sponsored places inhibit information seeking and
contribute to a loss of competitive edge? Experiments could test
whether readers distinguish between journalistic content and public
relations releases on electronic media. Tracking log files and online
archives would provide case study data to answer the following
questions. What are the effects of real-time response and is error
inertia problematic? Will uscrs tend to activate display ads to
obtain the video version of the ad? Will users be information seekers
actively clicking on advertisements offered in personalized boxes?
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Ethical and Societal Concerns

New communication technologies emerge and are used long before
their social impact is known (Cutler, 1990; Smith, 1980). Because
they benefit those who are active information seekers, and information
seeking corresponds with higher socioceconomic status (CECD, 1982;
Cutler, 1990), some analysts are concerned E-papers will contribute to
the information gap. The theory that information eventually trickles
down to bridge the gap has not been well supported (Talarzyk & Widing,
1990). Taking an inexpensive medium and placing it on high-cost
equipment may polarize class lines instead of developing the more
democratic society envisioned by Network Culturg (Gould, 1989; Husted,
1992; Marvin, 1980; Rogers, 1986). This polarization could extend
beyond economic lines to those of technological capability and benefit
recognition, requiring that people be trained in technology ﬁse and
how to apply it profitably to their lives (Christopher, 1994; Freedom
Forum, 1993; Willis, 1994). However, early predictions that
electronic information media would contribute to the gender gap have
not been borne out (Deveze, 1988; Meyer, 1988; Steinberg, 1993).

Some critics predict increased dependence on electronic networks
will result in increased human isolation. Less opportunity for soéial
interaction arises as electronic media increasingly are used for
“chatting," instruction, shopping, and even telecommuting to work.
Ironically, linking to the global net to form a global village may be
concomitant with a decay of community and the loss of self in an
electronic cocoon (Churbuck & Young, 1992; Dyrli, 1993; Gergen, 1992;
Hargadon, 1994; Willis, 1994).

Some analysts believe the prominence of flame-attacks and rise of

computer sex boards is evidence that the isolated self expresses
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itself differently because the anonymity of the net erases the fear of
reprisal (Chidley, 1994; De Lacy, 1987; Tempest, 1989; Veyron, 1985).
This subject has been more widely studied in France, where 75 sex chat
boards in 1987 accounted for 20% of total revenues although they
formed only 5% of total service providers (Browning, 1988; Deveze,
1988; Moutet, 1986; Tedesco & Janssen, 1988). The anonymity of the
net also creates an atmosphere conducive to the rise of computer
crime, with the perpetrators benefitting from free access and almost
unlimited range to their victims. Electronic newspaper providers have
not been immune to computer virus attacks (Fitzgerald, 1988;
Rosenberg, 1993a), and users have fallen prey to scams such as pyramid
schemes and credit card theft. With the federal government'’s proposed
Information Superhighway, the continued linking of information
networks brings with it the possibility that users will be inviting
criminals into their homes every time they read their E-papers.

The sophisticated, interactive advertising and customized
consumer information databases available online also raise issues of
increased consumer vulnerability to advertising techniques. These
techniques may give advertisers an unfair advantage, at least until
users develop an awareness of how to use this new technology. Some
electronic advertisers have begun paying readers to look at ads, which
raises ethical concerns over the legitimacy of this market research
technique. Additionally, the use of unedited public relations news
releases and the availability of sponsored places raise concerns over
whether consumers will be able to distinguish between editorial and
commercially sponsored information or if, in fact, a sleeper effect

will take place (Cameron, 1994a).

Ethical and Societal Concerns: Research Directions and Questions. To
some extent, the societal and ethical implications of E-paper
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technology will only be known with time. However, interviews and
surveys of E-paper providers could determine how they are addressing
knowledge gap and stratification issues, if at all. Although the
current literature indicates a gender gap does not exist, questions
still remain about gendered use of this technology. Focus groups
would be useful in determining if gendered differences exists both in
use and in perceived application. Determining how the technology
affects social interaction patterns is difficult, with longitudinal
in-home observation studies the problematic method that might begin to
address these concerns. Online surveys could be used to determine the
experiences of providers and users with computer crime and what steps
they are taking to protect themselves. Experiments could determine
how seductive consumers find interactive advertising techniques.

Legal and Regulatory Issues

Debate rages over whether the information highway should be
subject to censorship in any form. Because many information services
view themselves as more than common carriers, they delete obscenity
and personal attacks from public messages. Geoffrey Moore, director
of communications for Prodigy, insists "readers have~no constitutional
right to publish their views in a private medium" (Moore, 1990),
whereas America On-line allows interrupts on live chat lines with
messages looking for "Hot Housewives" (Ellison, 1991). As noted under
Network Culture, most net users believe all information should be
readily available, with the notable exception of commercial
information, and they complain about any form of censorship (Berman &
Rotenberg, 1991; Card, 1991; Lacy 1991; Zachmann, 1990).

The ability of advertisers to gather detailed demographics of
users who view their ads and a customized subscriber database is
viewed by many Netters as an invasion of privacy, particularly when
they receive private e-mail messages from commercial sources. While
most readers consider these unnecessary "junk mail," officials praise

a marketing channel "very specifically targeted based on member
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profiles and usages" (Reynolds, 1990).  E-mail is also subject to
scrutiny by systéms administrators, who of necessity must be able to
access the whole system (Willis, 1994). Some analysts have called for
laws like those passed in Great Britain and Canada that require anyone
keeping a computer record of an individual-to send it to that
individual for correction (Nelson, 1994).

In general, however, privacy igsues in this country have had to
rely on technological fixes, rather tnan regulatory ones, because the
status of information systems, as either public forums or common
carriers, has never been nade clear {(Berman & Rotenberg, 1991;
Branscomb, 1988; Lundstedt, 1990; Marvin, 1980). The industry itself
has delayed pushing for regulation because of fears it would simply
freeze new media into historical usage categories, rather than treat
them as hybrid technologies (Greenwald, 1990; Martino, 1979).
Encryption is the standard technolegical -fix used, and the federal
government has recently called for a standardized encryption device
called the Clipper Chip to be installed in all communication equipment
made in the United States. Critics, however, claim the government
will then use the device to spy on citizens, using national security
as justification and defeating the original protection of privacy
purpose (Nelson, 1994; Willis, 1994).

Encryption also is used to protect electronic copyrights, with
intensive lobbying efforts being used to ensure technological control.
However, although encryption has become a science, viral attacks that
can break encryption codes are proliferating (Mulgan, 1991). And once
material is published by an electronic medium, there are few policy
guides governing who then owns that information, which can be copied

at a speed and on a scale previously unknown (Mulgan, 1991; New York
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Times, 1993). With the amcunt of public information available online
increasing exponentially, often what is being copyrighted are search
strategies to find and sort public information (Wolf, 1994).

Some analysts have called for the free and open access of the net
to be governed by "free and informed consent," although actually
enforcing such a policy would appear to be impossible (Gould, 1989).
Others argue that "Humans have not inhabited cyberspace long enough or
in sufficient diversity to have developed a Social Contract which
conforms to the strange new conditions of that world" (Barlow, 1994,
p. 88). This view holds that old laws cannot be expanded to cover new
technology, which in the case of copyright law means ideas themselves
should be subject to copyright protection on electronic media. This
approach would require rethinking how information is viewed: rather
than using an economic model for information, an ethical one would
have to be developed. Again, applyving and enforcing such an approach

appears problematic at best.

Legal and Regulatory Issues: Research Directions and Questions.
Because policy concerning electronic media has not been established,
research efforts must be predicated in part on monitoring court cases
and legal developments in this field to track changes in status as
they occur. Online surveys could collect reader preferences on type
or degree of censorship of public information and what level of
advertiser information collection is acceptable. Ethnographic studies
could determine how members of the Network Culture balance a free and
open information society with their intolerance for commercial
information to suggest strategies for achieving a workable balance.
Interviews with industry leaders could give direction on ways to
rethink the issue of electronic copyright beyond technological fixes
and on how to make such schema enforceable.

Conclusion
The Catch 22 of early electronic newspaper services was that

consumers did not want to subscribe if a wide range of services was
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not available, but information providers did not want to spend
development money on systems that had no subscribers. The linking of
electronic newspapers with established information services bypasses
this problem, although newspapers establishing themselves on bulletin
boards may still be caught in the dilemma. Concern also remains over
whether the personal computer remaiﬁs the best delivery wvehicle.
Although penetration rates have risen to one-third of all households,
indications are the rate is flattening. Conversely, the demographics
of these households may be sufficiently attractive to balance out the
costs and learning curve associated with introduction of a new device.
Additionally, the literature shows that early electronic newspapers
failed to attract a sufficient subscriber base in part because they
ignored user preferences. The services concentrated on delivering
information retrieval, ignoring market research that demonstrated
users were more interested in pragmatic communication services
(Auﬁente, 1987; Charon, 1987; Deveze, 1988). But simply asking users
what they prefer in an electronic newspaper is problematic because
most consumers are unaware of the range of options and how they might
use them over time.

Given that electronic newspapers offer advantages that other
media lack, academic research conducted in close partnership with
industry providers is necessary if this new generation of e-papers is
to become a viable medium and live up to its promise. That research
must be far ranging, addressing not just issues of appropriate content
and technology but the larger concerns of the economic, political,
social, and ethical ramifications of the networked world. A variety
of methodologies is neccssary to answer these concerns, including

archival, cross-cultural evaluation and sharing of information, and
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in-depth interviews with industry leaders. Ethnographic methods are
needed to discover the meaning of the electronic forum for its regular
users. Participant observation, in-depth interviews, and focus group
methods with industry providers, users, and non-users are needed to
establish the issues of direct concern. Survey data can be collected
using traditional methods and through online surveys, allowing direct
access to motivated users of electronic services. User activity can
also be tracked through log files, which contain a complete record of
éll activities on a service.while logged in to it. Experimental
methods allow data gathering on new material and concepts that the

public may encounter for the first time.

Because both the issues and the research methods are wide
ranging, this paper offers only a broad sketch of work to be done.
Research must play an initial role in the development of the
electronic newspaéer and an ongoing role in the monitoring of the many
impacts of this new technology. It remains for many scholars to

participate in reconciling this electronic medium with the reality

that it will change.
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Table 1. Online Information Services

America Compu -
Parameter Online Serve Delphi GEnie Prodigy
No. of
Accounts 200,000 1,100,000 >100, 000 400,000 870,000
Maximum No. of
Users/Account 5 1 5 1 6
No. of Countries
Served 1 135 60 30 1
Information
Databases 45+ 1,200 1 200 none
Encyclopedias 2 2 2 1 1
Magazines 4 _ 200 2 na 12
News Wires/
Sports Services 1 29 3 12 1
Newspapers 2 56 none na 1 i

Information compiled from Steinberg (1993) and from the services themselves.
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Table 2. Newspape=s Available Online.

Carrier Or;qinatinq Paper Online Paper

America Online Chicago Tribune Chicago Online
San Jose (CA) Mercury News Mercury Center

CompuServe Akron Beacon Journal Same*
Knickerbocker News/ Same *

Times Union (Albany, NY)

Morning Call (Allentown, PA) Same *
Anchorage Daily News } Same *
Atlanta Constitution/ Same*

Atlanta Journal

Baltimore Sun Same*
Boston Globe Same*
Buffalo (NY) News Same*
Charlotte (NC) Observer Same*
Chicago Tribune _ Same*
Christian Science Monitor Same*
Cincinnati Post, Same*

Kentucky Post

(Cleveland) Plain Dealer Same*
(Columbia) State Same*
Columbus Dispatch Same*
Dayton Daily News Same*
Rocky Mountain News Same*
(Denver)
Detrcoit Free Press Free Press Forum
Financial Times Same*
Sun-Sentinel Same*

(Fort Lauderdale)

Fresno Bee Same*

* CompuServe carries these papers online unchanged from hard copy.
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Online Paper

CompuServe

Houston Post

Lexington Herald-Leader
(London) Independent

The Guardian

(London) Times/Sunday Times
(Los Angeles) Daily News
Los Angeles Times

Wisconsin State Journal/
Capital Times

(Memphis) Commercial Appeal
Miami Herald
(Minneapolis) Star Tribune
(New Jersey) Record

(New Orleans) Times-Picayune
New York Newsday/Newsday

(Norfolk) Ledger-Star/
Virginian Pilot

Orlando Sentinel

Palm Beach Post

Philadelphia Daily News

Philadelphia Inquirer

Arizona Business Gazette/
Arizona Republic/
Phoenix Gazette

pittsburgh Post Gazette

(Portland) Oregonian

Richmond News-Leader/
Richmond Times-Dispatch

34

Same*
Same*
Same*
Guardian
Same*
Same*
Same*

Same*

Same*
Same*
Same*
Same*
Same*
Same*

Same*

Same*
Same*
Same¥*
Same*

Same*

Same¥*
Same¥*

Same*

orve carries these papers online unchanged from hard copy.




Table 2 cont.

ELECTRONIC NEWSPAPERS 32

Carrier Oriqinatinq Paper Online Paper
CompuServe Sacramernito Bee Same*
(cont.)

Saint Paul Picneer Press Same*
St. Loulis Post-Dispatch Same*
St. Petersburg Times Same*
San Francisco Chronicle Same*
San Francisco Examiner Same*
San Jose Mercury News Same*
Seattle Post-Intelligencer Same*
Seattle Times Same*
USA Today Same*

The Internet

The Washington Post
Washington Times

Wichita Eagle

Columbus Dispatch

Daily News (Halifax, N.S.)
Detroit Free Press

San Francisco Chronicle/
Examiner

Gazeta Wyborcza, Poland
O’'Reilly Associates

Gazette-Telegraph
(Colorado Springs)

L'Unione Sarda
(Sardinia, Italy)

Municipal Reporter
(Oslo, Norway)

News and Observer (Raleigh, NC)

Washington Post
Same*

Same*

Columbus Dispatch
Daily News Online
Detroit Free Press

The Gate

Gazeta On-line
GNN News

GT Online

L‘'Unione Sarda Online

Kommunal Rapport

Nando.Net

* CompuServe carries these papers online unchanged from hard copy.
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Online Paper

Prodigy

Palo Alto News
Norfolk Virginian-Pilot

Pittston (PA) Gazette

San Mateo (CA) Times

St. Petersburg Press (Russia)
USA.Today

Atlanta Journal/Constitution
Los Angeles Times

Newsday (New York)

Tampa Bay Tribune

Palo Alto Weekly
Pilot Online
Pittston Gazette

San Mateo Times

St. Petersburg Press
USA Today

Access Atlanta
TimesLink

Newsdzv

Tampa Bay Online

Information compiled from Dalton, 1993, and from the services

themselves.

Xy}
=P




y

___________

OOOOOOOOOOO

mmmmmmmmmmmmmmmmmmmm




ELECTRONIC NEWSPAPERS 35/«'*'/
/

References in Text ' f
Abernethy, A. M. (1991)., Television exposu.e: Programs vs.
advertising. Current Issues & Research in Advertising,
13, 1-2.

Anderson, D. R., Lorch, E. P., Field, D. E., Collins, P. &
Nathan, J. (1986). Television viewing at home: Age
trends in visual attention and time with TV. Child
Development, 57, 1024-1033.

Andreeson, M., & Bina, E. (1994, March). NCSA Mosaic: A global
hypermedia system. Internet Research, 4(1), 7-17.

Anthes, G. H. (1993, April 26). Use outpacing addresses on the
Internet. Computerworld, 27(17), 51-52.

Aumente, Jerome (1987). New electronic pathways: Videotex,
teletext, and online datakases. Beverly Hills, CA: Sage
Publications.

Aumente, Jerome (1994, October). Panel vision. American
Journalism Review, pp. 34-39.

Barlow, J. P. (1994, March). The economy of ideas. Wired, pp.
84-90, 126-129.

Bender, W. (1993, May). Riding the digital highway. presstime,
pp. 54-55.
Berkowitz, Dan (1993). Work rules and news selection in local

TV: Examining the business-journalism dialectic. Journal of
Broadcasting & Electronic Media, 37(1), 67-81.

Berman, Jerry, & Rotenberg, Marc (1991, Jan. 16). Free speech in
an electronic age. The New York Times, p. F13.

Bogart, L. (1993). Newspaper of the future: Our look at the next
century. Newspaper Research Journal, 14 (2), 2-10.

Bogart, L., & Tolley, B. S. (1988, April/May). The search
for information in newspaper advertising. Journal of
Advertising Research, pp. 9+.

Branscomb, Anne, W. (1988). Videotex: Global progress and com-
parative policies. Journal of Communication, 38(1), 50-59.

Broadcasting (1988, June 20). Videotex: Rediscovering its niche.
Broadcasting.

Brooks, Brian, & Kropp, James (1994, August). Persuading
children to read: A test of electronic newspapers. Paper

Q :33




ELECTRONIC NEWSPAPERS 36

presented at the meeting of the Association for Educators in
Journalism and Mass Communication, Atlanta, GA.

Browning, E. S. (1988, Aug. 19). French see red over the blue

chatter on ’'pink’ dial-a-porn phone services. The Wall
Street Journal, p. 8.

Brueckner, R. (1994, July). You have a future in advertising.
Internet World, 5(5), 64-67. '

Cameron, G. T. (1994a). Does publicity outperform advertising:
An experimental test of the third-party endorsement.
Journal of Public Relations Research, 6(3).

Cameron, G. T. (October, 1994b). Retail fantasy. presstime, pp.
24-25.
Cameron, G. T., & Curtin, P. A. (in press). Information

pollution: Implications for print media-of commercial
messages disguised as editorial copy. Journalism Quarterly.

Card, Orson Scott (1991, October). Censoring the fun out of
Prodigy? Compute!, p. 108.

Carlson, D. E. (1994, March). Online discussion, Re: Online
newspaper design. (Available from owner-online-newse@

marketplace.com) .

Catlett, Terri, & Brooks, Brian (1994, August). The electronic
newspaper as a pedagogical tool for the classroom: A means
of hooking younger readers? Paper presented at the meeting
of the Association for Educators in Journalism and Mass
Communication, Atlanta, GA.

CECD: Committee for Economic Co-operation and Development (1982).
Computer technologies and consumer information: Interactive
videotex systems. Report by the Committee on Consumer
Policy. Paris: Organisation for Economic Development.

Charon, Jean-Marie (1987). Videotex: From interaction to
communication. Media, Culture, and Society, 9, 301-32.

Chidley, J. (1994, January 17). Love connection. Maclean’s,
107(3), 46-47.

Christopher, L. C. (1994, January). Closing the gap: Anxiety
rises as news organizations scramble to fill electronic
niches. Quill, 82(1), 27-29.

Churbuck, David C., & Young, Jeffrey S. (1992, November 23). The
virtual workplace. Forbes, p. 186.




ELECTRONIC NEWSPAPERS 37

CompuServe (1294). Netiquette. Online document. (Available
from Compuserve, Cc Internet).

Coniff, M. (1992, December 19). Video text is a terminal case.
Editor & Publisher, p. 23.

Conniff, M. (1993a, March 6). The dinosaur is starting to dance.
Editor & Publisher, pp. 4TC, 6TC.

Conniff, M. (1993b, March 6). In searxrch of the personal
newspaper. Editor & Publisher, pp. 15TC, 18TC.

Cooke, K., & Lehrer, D. (1993, July 12). The whole world is
talking. The Nation, 257(2), 60-64.

Crigler, Ann N., Just, Marion, & Neuman, W. Russell (1994).
Interpreting visual versus audio messages in television

news. Journal of Communication, 44(4), 132-149.

CSAE (1990, August). Prodigy gains subscribers, vendors. Chain
Store Age Executive, p. 84.

Curien, N., & Gensollen, M. (1987). Determining demand for new
telecommunications services. In Organisation for Economic
Co-operation aad Development (Ed.), Trends of change in
telecommunications policy (pp. 135-143). Paris:

Organisation for Economic Development.

Cutler, Blayne (1990). The fifth medium: On-line interactive
information and entertainment. American Demographics, 12,
24-32, 60-61.

Dalton, L. (1993, October). ©Newslink: puts articles, photos--and
more--at readers’ fingertips. Gannatteer, pp. 8-9.

De Lacy, J. (1987, July). The sexy computer. The Atlantic,
pp. 18-26.

Deveze, Jean (1988). Minitel and its residential services. In
F. van Rijn & R. Williams (Eds.), Concerning home
telematics, proceedings of the IFIP TC9 Conference on Social
Implications of Home Interactive Telematics (pp. 61-76).

New York: Elsevier Science Publishers.

Dube, Dennis (1994). Personal communication.

Dyrli, O. E. (1993, October). The Internet: bringing global
resources to the classroom. Technology & Learning, 14(2),
50-58.

Edwardson, M., Kent, K., & McConnell, M. (1985, September).
Television news information gain: Videotex versus a talking




ELECTRONIC NEW3PAPERS 38

head. Journal of Broadcasting & Electronic Media, 29(4),

367-378.

Ellison, Carol (1991, November 12). Fun and fulfillment at 2,400
bps: The personal side of on-line services. PC Magazine,
pp. 553-556.

Elmer-Dewitt, P. (1993, December 6). First nation in cyberspace.
Time, 142(24), 62-64.

Elton, M., & Carey, J. (1983, December). Computerizing
information: Consumer reactions to teletext. Journal

of Communication, pp. 162-173.

Facorro, L. B., & DeFleur, M. L. (1993). A cross-cultural
experiment on how well audiences remember news stories
from newspaper, computer, television, and radio
sources. Journalism Quarterly, 70(3), 585-601.

Fico, F., Heeter, C., Soffin, S., Stanley, C., et al. (1987,
June) . New wave gatekeeping. Communication Research,
14(3), 335-351.

Fidler, R. (1992, October). What are we so afraid of?
Washington Journalism Review, 14(8), 22-27.

Fitzgerald, M. (1988, May 21). Computer ‘virus’ hits first U.S.
newspaper. Editor & Publisher, 121(21), 22.

Fitzgerald, M. (1994, January 1). Heading for the information
highway. Editor & Publisher, 127(1), 11-14.

Franklin, J. (1992, October). What about the stories?
Washington Journalism Review, pp. 26-27.

Freedom Forum (1993). Media, democracy and the information
highway. Conference report on the prospects for a national
information service.

Garcia, M. R., & Stark, P. (1991). Eyes on the news. St.
Petersburg, FL: Poynter Institute.

Gergen, Kenneth J. (1992, November/December). The decline and
fall of personality. Psychology Today, p. 62.

Gilder, G. (1993, October 25). Telecosm: "Digital Darkhorse--
Newspapers." Forbes ASAP.
Glaberson, W. (1994a, January 17). Newspapers race for outlets

in electronic marketplace. The New York Times, pp. D1, Dé6.




ELECTRONIC NEWSPAPERS 39S

Glaberson, W. (1994b, February 7). Earthquake coverage, with
electronic extras. The New York Times, p. D6.

Gould, C. C. (1989). Network ethics: Access, consent, and the
informed community. In C. C. Gould (Ed.), The information
web: Ethical and social implications of computer networking,
(pp. 1-35). Boulder, CO: Westview Press.

Greenwald, Marilyn (1990). The consumer videotex market: Has it
reached its potential? 1In Sven B. Lundstedt (Ed.),
Telecommunications, values, and the public interest (pp.
166-181), Communications and Information Science series.
Norwood, NJ: Ablex Publishing Corporation.

Grossberger, L.

(1994, January 10). Coming in lashed.
Mediaweek, 4(

2), 30.

Haddad, C. (1993a, May 30). Newspapers form unit to deliver
electronically. Atlanta Journal/Constitution, p. 5.

Haddad, C. (1993b, July 8). More newspapers are adding delivery
by computer. Atlanta Journal/Constitution, p. 2.

Haddad, C. (1993c¢c, July 11). Cox’'s electronic newspaper may be
the bait needed to get kids hooked. Atlanta Journal/
Constitution, p. G6.

Haddad, C. (1993d, October 16). Cox Cable unit set up to
transmit digital data. Atlanta Journal/Constitution, p. 3.

Hammer, C., & Kennedy, G. (1993). Digital Missourian involves a
new generation. APME Readership Committee 1993 Report.

Hargadon, T. (1994, April). _Home shopping gold rush. NewMedia,
pp. 48-49.

Hester, Al (1982, July). Electronic newspapers: A preliminary
report. Paper presented at the 4th World Future Society
Conference, Washington DC.

Husted, B. (1992, November 8). Ready to tailor your own news?
Electronic newspaper may hold key. Atlanta Journal/
Constitution, p. H10.

IDATE (1987, November). Videotex in France. Montpellier,
France: Bureaux du Polygone.

IRD Report (1983). Advertising and the new electronic media,
No. 539. Norwalk, CT: International Resource Development.

Isaacs, Stephen D. (1995, January/February). The gatekeepers or
the barbarians? Columbia Journalism Review, p. 50.

42




ELECTRONIC NEWSPAPERS 40

Katz, J. (1994, September). Online or not, newspapers suck.
Wired.

Kelsey, J. F. (1993, March 6). A future in electronic services.
Editor & Publisher, p. 16TC.

Kleiner, Kurt (1994, March/April). Side trips to cybersites.
Columbia Journalism Review, pp. 42-43.

Krugman, D. M., & Shamp, S. A. (1992). Observations of
audience behavior during television commercials.
Proceedings of the 1992 Conference of the American
Academy of Advertising, 156-160.

Lacy, Allen (1991, January -31). When is gardening a subversive
act? The New York Times, p. Cl.

Lail, J. D. (1994, January). Newspapers on-line: Electronic
delivery is hot.. . . again. Quill, 82(1), 39-44.
Laws, K. (1994, June 6). Online discussion, Re: Advertising.

(Available from owner-online-news@marketplace.com) .

Leslie, Jacques (1994, July/August). Morgues no more. American
Journalism Review, p. 41.

Levin, J. (1993, September 20). Use the right tools to easily
surf the Internet. Info World, 15(38), 60.

Lewis (1994). Online discussion, Re: The Audience. (Available
from owner-online-news@marketplace.com) .

Lundstedt, Sven B. (1990). Democracy, technology, and privacy.
In Sven B. Lundstedt (Ed.), Telecommunications, values, and
the public interest (pp. 73-80), Communications and
Information Science series. Norwood, NJ: Ablex Publishing

Corporation. (Reprinted from Forum, 1989).
Markoff, J. (1992, June 28). A media pioneer’s quest: Portable
electronic newspapers. The New York Times, p. 11.
Markoff, J. (1993a, May 7). 17 Companies in electronic news

venture. The New York Times, pp. D1, D15.

Markoff, J. (1993b, September 3). A new information mass market.
The New York Times, pp. 1, 4.

Markoff, J. (1993c, September 5). The Internet. The New York
Times, p. 7. '

Markoff, J. (1993d, November 3). Traffic jams already on the
information highway. The New York Times, pp. 1, 9.

43




ELECTRONIC NEWSPAPERS 41

Markoff, J. (1993e, December 8). A free and simple computer link.
The New York Times, pp. 1, 5.

Martino, Joseph P. (1979, April). Telecommunications in the year
2000. In Edward Corxnish (Ed.), Communications tomorrow: The
coming of the information society (pp. 30-36). Bethesda,

MD: World Future Society.

Marvin, C. (1980, December). Delivering the news of the future.
Journal of Communication, pp. 10-20.

Mason, M. (1993, April 24). Taking the paper out of newspapers.
Christian Science Monitor, p. 12.

McNaughton, D. (1993a, July 8). Cox, Prodigy to offer news by
computer. Atlanta Journal/Constitution, pp. .1-2.

McNaughton, D. (1993b, July 8). Papers to debut computer
edition. Atlanta Journal/Constitution, p. 1.

McNaughton, D. (1993c¢c, July 11). Cox plugging in to electronic
revolution. Atlanta Journal/Constitution, pp. 1, 6.

Meyer, R. N. (1988). The growth of the French videotex system
and its implications for consumers. Journal of Consumer
Policy, ‘11, 55-83.

Moeller, Philip (1994, April). The high-tech Trib. American
Journalism- Review, pp. 14-20. »

Moeller, Philip (1995, January/February). The digitized
newsroom. American Journalism Review, pp. 42-47.

Moore, Geoffrey (1990, December 16). The first amendment is safe
at Prodigy. The New York Times, p. F13.

Morton, J. (1993). Growth of electronic media has made
newspapers better. Newspaper Research Journal, 14(2),
18-22.

Mosco, Vincent (1982). Pushbutton fantasies: Critical

perspectives on videotex and information technology.
Norwood, NJ: Ablex Publishing Corporation.

Moutet, Anne-Elisabeth (1986, August 10). The phones run hot as
sex goes on-line in France. The Times, p. 14.
Mulgan, G. J. (1991). The limits of free flow: Commodities,

computers and censorship. Communication and control:
Networks and the new economies of communication, (pp.
Chapter 6). New York: The Guilford Press.

44




ELECTRONIC NEWSPAPERS 42

Nelson, T. (1994, April). Beyond advertising: The big scare.
NewMedia, pp. 41-42.

Newsweek (1993, October 11). Bill'’s excellent future. Newsweek,
pPp. 42-43.

New York Times (1993, December 17). 10 Freelance writers sue over

electronic rights. The New York Times, p. B13.

Noll, A. Michael (1985). Videotex: Anatomy of a failure.
Information & Management, 9, 99-109. '

Nowak, G. J., Cameron, G. T., & Krugman, D. M. (1993). How local
advertisers choose and use advertising media: An assessment
of media decision making by non-national advertisers.
Journal of Advertising Research, 33(6), 39-49.

Online discussion (1994) . (Available from owner-online-news@
marketplace.com) .

O’Shea, Brian (1994). Personal communication.

Pailliart, Isabelle (1989). France: Experimenting with pay tv
and viewdata. In Lee B. Becker & Klaus Schoenbach (Eds.),
Audience responses to media diversification (pp. 159-166) .
Hillsdale, NJ: Lawrence Erlbaum Associates.

Paisley, W. (1983, December). Computerizing information: Lessons
of a videotext trial. Journal of “ommunication, pp.
153-175.

Palmer, Michael, & Tunstall, Jeremy (1988). Deregulation and

competition in European telecommunications. Journal of
Communication, 38(1), 60-69.

Petrella, Riccardo (1988). Experiences in home telematics. In
F. van Rijn & R. Williams (Eds.), Concerning home
telematics, proceedings of the IFIP TC9 Conference on Social
Implications of Home Interactive Telematics (pp. 13-20).

New York: Elsevier Science Publishers.

Piirto, R. (1993, January). Electronic news. American
Demographics, 15(1), 6.

Pope, G. T. (1994, January). Bytes in the fast lane. Discover,
15(1), 93-95.

presstime (1993, July). Marketing, technology and tomorrow.
presstime, p. 36.

presstime (1994, December). Newspapers are buying. presstime,
p. 60.

49




ELECTRONIC NEWSPAPERS 43

Reilly, P. M. (1993, April 26). Publishers design electronic
newspapers to keep control of information delivery. The
wall Street Journal, pp. 1, 7.

Resnick, R. (1994a, July). Newspapers on the net. Internet
world, 5(5), 68-73.

Resnick, R. (1994b, March). Online discussion, Re: Interactive
Publishing Alert--March issue now available. (Available
from owner-online-news@marketplace.com).

Reynolds, Jonathan (1990). Teleservices in the US: Two steps
forward, one step back. International Jou:rnal of Retail and
Distribution Management, 18, 26-32.

Rice, R. E. (1985). Implications of the media habit for
electronic publishing. In M. Greenberger (Ed.), Electronic

publishing plus, (pp. 63-68). White Plains, NY: Knowledge
Industry.

Rogers, Everett M. (1986). Communication technology: The new
media in society, in Everett M. Rogers & Frederick
Williams (Eds.), series in Communication, Technology, and
Society. New York: The Free Press.

Rosenberg, J. (1993, September). "Virus attacks" Are newspaper
pc systems susceptible? Editor & bublisher, 121(36), 19,
40-41pc.

Sachs, D., & Stair, H. (1994). Hands-on internet. Englewood
Cliffs, NJ: PTR Prentice Hall.

Schneider, Volker, Charon, Jean-Marie, Miles, Ian, Thomas,
Graham, & Vedel, Thierry (1991). The dynamics of videotex
development in Britain, France and Germany: A cross-national
comparison. European Journal of Communication, 6, 187-212.

Shamp. Scott A. (1993). Personal communication.

Sigel, Efrem (1983a) . Introduction. In Efrem Sigel (Ed.), The
future of videotex (pp. 1-13). White Plains, NY: Knowledge
Industry Publications.

Sigel, Efrem (1983b). Conclusions. In Efrem Sigel (Ed.), The
future of videotex (pp. 161-172). White Plains, NY:

Knowledge Industry Publications. .

Smith, A. (1980). Goodbye Gutenberg: The newspaper revolution of
the 1980’s. New York: Oxford University Press.

Smith, R. F. (1989). How design & color affect reader judgment
of newspapers. Newspaper Research Journal, 10, 75-85.




ELECTRONIC NEWSPAPERS 44

Stefanac, S. (1994, April). Interactive advertising. NewMedia,
pp. 43-52. :

Steinberg, D. (1993, February 23). Making meaningful
connections. PC Magazine, pp. 303-316.

Strom, D. (1994, January 31). Two programs for newbies simplify
Internet access. InfoWorld, 16(5), 35.

Talarzyk, W. Wayne, & Widing, III, Robert E. (1990). "Values
underlying the role of telecommunications in retailing. 1In
Sven B. Lundstedt (Ed.), Telecommunications, values, and the

public interest (pp. 144-165), Communications and
Information Science series. Norwood, NJ: Ablex Publishing
Corporation.

Target Marketing. (1992, March). Prodigy now credible as DM
medium. Target Marketing, p. 18.

Tedesco, Theresa, & Janssen, Brigid (1988, March 14). Sex and
the single phone. Maclean’s, p. 45. .

Tempest, Rone (1989, October 24). Minitel: Miracle or monster?
Los Angeles Times, p. Al.

Tewlow, J. S. (1993). Electronic innovations liberate
newsgatherers. Newspaper Research Journal, 14(2), 23+.
Thalhimer, M. (1994). High tech news or just ‘shovelware’?

Media Studies Journal, Winter, 41-52.

Thompson, D. (1993). Mass communication and the newspaper
of the future: Some effects of modality, story type and
search experiences on reading time, memory and
information location. Unpublished doctoral
dissertation, The University of Texas at Austin,
Austin, TX.

Thomsen, S. (1994). The impact of online database use on
the practice of public relations. Unpublished doctoral
dissertation, The University of. Georgia, Athens, GA.

Truet, Bick, & Hermann, Mark (1989, July 10). A skeptic’s view
of videotex. Telephony, pp. 26-27.

Turk, Judy VanSlyke (1988). Public relations’ influence on the
news. In R. E. Hiebert (Ed.), Precision Public Relations
(pp. 224-239). New York: Longman.

Tydeman, John, Lipinski, Hubert, Adler, Richard P., Nyhan,
Michael, & Zwimpfer, Laurence (1982). Teletext and videotex

4l




ELECTRONIC NEWSPAPERS 45

in the United States: Market potential, technology, public
policy issues.- New York: McGraw-Hill Publications Company.

Tyson, David O. (1989, May 22). Venturing into videotex full
force. American Banker, pp. 32-33.

Urban, C. D. (1985). The competitive advantage of new publishing
formats. In M. Greenberger (Ed.), Electronic publishing
plus, (pp. 41-56). White Plains, NY: Knowledge Industry.

Veyron, Martine (1985, July). I, you, they Minitel. Elle.

Wagner, Richard (1994). Inside CompuServe. New Riders
Publishing.

Willis, Jim (1994). The age of multimedia and turbonews.
Westport, CT: Praeger.

Wolf, G. (1994, May). Who owns the law? Wired, pp. 98-101,
138-139. .

Wolff, Jennifer (1994, November/December). Opening up online.
Columbia Journalism Review, pp. 62-65.

Zachmann, William (1990, December 10). Prodigy'’s myopic vision
might hurt profitability. PC Week, p. 76.

Other References Regarding Electronic Newspapers

Abernathy, J. (1993, January). Casting the Internet. Columbia
Jourhalism Review, p. 56.

Alexander, Jessica (1989). Shopping the electronic way. Retail
& Distribution Management, 17, 13-16.

Alexander, Michael (1990, July 16). Videotex: Struggling for
acceptance. Computerworld, p. 22.

Alsop, S. (1993, April 26). Editor-in-chief’s landmark
technology: Internet. InfoWorld, 15(17), 17.

Andrews, Edmund L. (1992, October 22). "Baby Bell" to offer tv
service. The New York Times, pp. Cl, C20.

Antonoff, Michael (1989, May). The Prodigy promise. Personal
Computing, pp. 67-78.

Aumente, J. (1989, May). Electronic publishing and scholarly
journals: Some clues and implications for future development
based on commercial ventures with videotex, teletext and
online databases. Paper presented to the meeting of the
International Communication Association, San Francisco, CA.

43




ELECTRONIC NEWSPAPERS 46

Badzik, S. K. (1982). Videotex: Blessing or bane for the "boob
tube"? In H. F. Didsbury (Ed.), Communications and the
Future: Prospects, Promises, and Problems (pp. 123-132).
Bethesda, MD: World Future Society.

Baran, Paul (1973, October). Services that two-way television
can provide. In Edward Cornish (Ed.), Communications
tomorrow: The coming of the information society (pp. 151-
158) . Bethesda, MD: World Future Society.

Bell, Daniel (1979). Communications technology for better or for
worse. Harvard Business Review, May/June, 20-42.

Belton, Jennifer (1992, Feb. 17). Prodigy makes. a foray into
politics: Database to offer users information on local,
national races. The Washington Post, p. WB25.

Benson, J. (1992a, September). Atlanta: On-line services soon
profitable. Quill, p. 20.

Benson, J. (1992b, September). Three new ventures. Quill, pp.
16-19.

Berlin, E. (1993a, February 23). Delphi. PC Magazine, pp.
316-317.

Berlin, E. (1993b, February 23). GEnie. PC Magazine, pp.
317-318.

Betts, Mitch (1990, Sept. 24). Videotex lets ailing travelers
rest easy. Computerworld, p. 64.

Bjorner, S. N. (1992, December). Getting and keeping a newspaper
online. Database, 15(6), 35-39.

Boesch, F. T. (1989). Ethics in scientific research via
networking. In C. C. Gould (Ed.), The information web:
Ethical and social implications of computer networking, (pp.
147-160). Boulder, CO: Westview Press.

Booker, Ellis (1989, Sept. 25). Prodigy blows into the Windy

City. Computerworld, p. 59.

Brewer, W. F., & Treyens, J. C. (1981). Role of schemata in
memory for places. Cognitive Psychology, 13, 207-230.

Briarty, Lewis (1986, June 3). The French way of finding out.
The Times, p. 24.

Brown, J., & Ellenbogen, B. (1992, November). Cutting your
online search bills. Online, 16(6), 32-34.

49




ELECTRONIC NEWSPAPERS 47

Bruce, Margaret (1988). Home interactive telematics: New
technology with a history. In F. van Rijn & R. Williams
(Eds.), Concerning home telematics, proceedings of the IFIP
TC9 Conference on Social Implications of Home Interactive
Telematics (pp. 83-93). New York: Elsevier Science
Publishers.

Bulkeley, William M. (1992, May 5). Bulletin Boards offer risky

stock advice. The Wall Street Journal, p. B6.

Burgess, John (1989, Feb. 28). Computer firm starts home
banking, shopping service here. The Washington Post, p. Cl.

Burke, Steven (1991, May 6). Los Angeles DA investigating
Prodigy service. PC Week, pp. 119, 122.

CECD: Committee for Economic Co-operation and Development

(1987a). Report on France. In Organisation for Economic
Co-operation and Development (Ed.), Trends of change in
telecommunications policy (pp. 226-237). Paris:

Organisation for Economic Development.

CECD: Committee for Economic Co-operation and Development
(1987b). Report on United States. In Organisation for
Economic Co-operation and Development ({Ed.), Trends of
change in telecommunications policy (pp. 334-347). Paris:
Organisation for Economic Development.

Cerf, V. G. (1991, September). Networks. Scientific American,
pp. 72-81.

Chakravarty, Subrata N., & McGlinn, Evan (1989, June 26). “This
thing has to change people’s habits." Forbes, pp. 118-122.

Churbuck, D. C. (1993, November 22). On the electronic frontier.
Forbes, 152(12), 170-171.

Cochran, W. (1993, May). E-mail: Land of 1,000 sources.
American Journalism Review, 15(4), 11-12.

Company News (1992, December 2). I.B.M. and Sears start a new

venture. The New York Times, p. C4.

Computerworld (1991, November 18). French corrections.
Computerworld, p. 95.

Conniff, M. (1993a, March 6). Where are we going? Editor &
Publisher, pp. 8TC, 10-11TC, 21TC.

Coniff, M. (1993b, September 18). Let’s make a deal. Editor &
Publisher, 126(38), 18, 43.




ELECTRONIC NEWSPAPERS 48

Cooper, Jeanne Dugan (1989, December 7). Prodigy inks pact with
Nynex to set up data bases in Northeast. American Banker,
p. 2. '

Cornish, Edward (1981, April). The coming of an information
society. In Edward Cornish (Ed.), Communications tomorrow:
The coming of the information society (pp. 43-49).
Bethesda, MD: World Future Society.

Couzens, Michael (1990). Closing up shop, setting up shop.
Channels, 9, 80-81.

Davis, Bob (1991, November 21). FCC to detail plan to revamp
Bell network. The Wall Street Journal, pp. Bl, B5.

Dern, D. P. (1992, February). Applying the Internet. Byte,
17(2), 111-118.

Duffus, Joseph R. (1991, October). Going online: The bottom
line. Consumer’s Research Magazine, pp. 11-15.

Duncan, T. (1993, October 11). To fathom integrated marketing,
dive! Advertising Age, p. 18.

Dupagne, Michel (1990, December). French and US videotex.
Telecommunications Policy, pp. 489-504.

Eckhardt, H. Ted (1989). The name has changed, but Sears and IBM
are still committed to making their joint videotex system,
Prodigy, a success. American Printer, 202, 32.

Economist (1981, August 22). Can 30m French terminals be wrong?
The Economist, p. 20S.

Economist (1989, August, 19). High-wired society. The
Economist, p. 55.

Edwards, Morris (1990). French seek to repeat videotex success
in U.S. Communications News, 27, 44-45.

Ehrenman, G. (1993, February 23). Prodigy interactive personal
sexrvice. PC Magazine, pp. 318-320.

Elliott, Stuart (1992a, February 13). Prodigy makes pitch to
marketers. The New York Times, p. D10.

Elliott, Stuart (1992b, July 29). Coke dips into on-line
advertising. The New York Times, p. Cl6.

Elliott, Stuart (1992c, November 17). Drafting "new media" into
public service. The New York Times, p. C3.




ELECTRONIC NEWSPAPERS 49

Emigh, Jacqueline (1990, February). Videotex in Canada.
Telecommunications, p. 41.

Eng, Paul M. (1991, April 8). Will Bull get a charge out of

: France Telecom? Business Week, p. 82D.

Ensor, Pat (1991). Prodigy: Bellwether or pariah? Online, 15,
61-63.

Fahey, Allison (1990, April 30). Videotex hard-sell: Prodigy’s
new campaign is ‘call to action.’ Advertising Age, p. 54.

?
Fahey, Allison (1992, April 13). Prodigy boasts it’s the next
big thing. Advertising Age, p. 44.

Fahey, Allison, & Donaton, Scott (1990, September 10). Prodigy

loads.up; videotex service packs marketing arsenal.
Advertising Age, p. 24.

Feder, Barnaby J. (199la, October 24). Computer concern assailed
on anti-Semitic notes. The New York Times, p. A21.

Feder, Barnaby J. (1991b, November 3). Toward defining free
speech in the computer age. The New York Times, p. E5.

Fennell, Tom, Clark, Marc, & Ferzoco, George (1988, March 14).
Showdown in Montreal. MacLean’s, pp. 44-45.

Fitzgerald, M. (1989, September 2). Coming to grips with on-line
libel. Editor & Publisher, 122(35), 34, 42.

Flanagan, William G., & McGlinn, Evan (1990, September 17). Two
and a half cheers for Prodigy. Forbes, pp. 212-214.

Folio (1993, November 15). U.S. News goes online. Folio,
22(21), 14.

Foss, K. (1992). U.S.-Russian team launches new independent
paper on Mac piatform. News Photographer, 47(6), 40-44.

Garfinkel, Simson L. (1990a, January 16). Home computers bring
services to users. The Christian Science Monitor, p. 13.

Garfinkel, Simson L. (1990b, January 16). The computer smiled
when I played Prodigy. The Christian Science Monitor, p.
13.

Garfinkel, Simson L. (1990c, December 5). Computer network users

attempt a mutiny. The Christian Science Monitor, p. 13.

Garneau, George (1989, April 22). Audiotex and newspapers.
Editor & Publisher, pp. 84-90.

BEST COPY AVAILABLE

i £
! LV




ELECTRONIC NEWSPAPERS 50

Gecsei, Jan (1983). The architecture of videotex systems.
Englewood Cliffs, NJ: Prentice-Hall, Inc.

Geddes, Diana (1987, April 1). State of the heart. The Times,
p. 10.

Gerber, Barry (1989, November 6). Prodigy holds vital lessons
for net managers. PC Week, p. 70.

Gerber, C. (1993, April 12). Booming commercial use changes face
of Internet. Info World, 15(15), 1, 38.

Giersing, Morten (1984). The commercialization of culture--
Perspectives and precautions. In Vincent Mosco & Janet
Wasko (Eds.), The critical communications review: Vol. II.
Changing patterns of communications control (pp. 243-263).
Norwood, NJ: Ablex Publishing Corporation.

Gilbert, Les (1990a, April 9). Sears’ Prodigy gets audience:
home goods excel in PC shop-at-home system. HFD--The Weekly
Home Furnishings Newspaper, pp. 10-11.

Gilbert, Les (1990b, April 16). Prodigy'’s strategy focuses

choices prior to shopping. HFD--The Weekly Home Furnishings
Newspaper, pp. 18, 20.

Gilbert, Les (1990c, Oct. 22). Sears’ Prodigy service gaining
audience. HFD--The Weekly Home Furnishings Newspaper, p.
18.

Glaberson, W. (1993, December 17). New York Times to begin
on-line service. The New York Times, p. C15.

Gordon, William A. (1984). Electronic retailing trends and

implications. Urban Land, 43(10), 16-20.

Graham, George (1988, Aug. 17). France’s Minitel service leaves
its fad status behind. Financial Times, p. 12.

" Gralla, P. (1993, February 23). Easing the access. PC Magazine,
pp. 320-323.

Grigsby, Jefferson (1989, April 18). Global report:
telecommunications. Financial World, pp. 32-48.

Grunder, T. (1992, July). Whose Internet is it anyway?--a
challenge. Online Magazine, 16(4), 6-7, 10.

Gullo, Karen (1990, March 16). Philips offers computer terminal
to compete with Citicorp phone. American Banker, pp. 1, 3.




ELECTRONIC NEWSPAPERS 51

Gullo, Karen (1991, September 3). Prodigy going nationwide with
its pay-by-PC service. American Banker, p. 3.

Gunn, A. (1993, February 23). America Online. PC Magazine, pp.
307-308.

Hart, Jeffrey A. (1988). The Teletel/Minitel system in France.
Telematics and Infomatics, 5(1), 21-28.

Hawkins, Donald T. (1991). Videotex markets, applications, and
systems. Online, 15, 97-100.

Hawley, M. D. (1993, August). Dropping the paper: The role of
women in local daily subscription cancellations. Paper
presented at the meeting of the Association for Education in
Journalism and Mass Communication, Kansas City, MO.

Head, Peter (1981). Prestel--From the point of view of one

information provider. Videotex ‘81. Middlesex, UK: Online
Conferences Ltd..

Henrot, Francois (1985). Telematics: A peaceful revolution. In
Mick McLean (Ed.), The information explosion: The new
electronic media in Japan and Europe (pp. 37-43), Emerging

patterns of work and communications in an information age,
number 3. Westport, CT: Greenwood Press.

Hiltz, Starr Roxanne, & Turoff, Murray (1978). The network
nation. Reading, MA: Addison-Wesley Publishing Co.

Huber, Peter (1990, January 22). Videotex smells victory.
Forbes, p. 114.

Husted, B. (1993, July 8). Prodigy made going on-line
user-friendly. Atlanta Journal/Constitution, p. 1.

Husted, B. (1994a, March 6). Electronic newspaper to debut next
week. Atlanta Journal/Constitution, p. 1.

Husted, B. (1994b, March 11). Atlanta’s electronic newspaper to
begin on-line delivery Sunday. Atlanta Journal/
Constitution, p. 3.

Johnson, Bradley (1991, November 11). Prodigy 'magazine’?
Advertising Age, p. 2.

thnson, Bradley, & Hume, Scott (1992, February 17). What'’'s on
line. Advertising Age, pp. S1, S6.

Keegan, M. (1992, September). A newspaper printer in every home.
Quill, pp. 28-29.




ELECTRONIC NEWSPAPERS 52

Kelsey, J. F. (1993b, March 6). The ultimate printing press.
Editor & Publisher, p. 17TC.

Kenny, J. (1991, February 22). Echo-Friendly. Times Educational
Supplement, p. 44.

Kerwin, 2. M. (1992, November 28). On-line computer real estate
services. Editor & Publisher, 125(48), 20-21.

Kessler, J. (1994, March). Networked information in France,
1993: The Internet'’s future? Internet Research, 4(1),
18-30.

Kinsley, M. (1991, December 2). Wire war. The Now Republic,

205(23), 3, 45.

Kramer, Matt (1989, Mar. 27). Remote management devices monitor
40 nodes for Sears, IBM. PC Week, p. 55.

Laws, Ken (1994, May). Online discussion, Re: The Audience.
(Available from owner-online-news@marketplace.com).

Lazzareschi, Carla (1991, May 3). District Attorney investigates
Prodigy over privacy violations. Los Angeles Times, p. D4.

Lindquist, Christopher (1991, May 6). File data upsets Prodigy
users. Computerworld, p. 4.

Lohr, Steve (1992, Jan. 10). Prodigy picks successor to retiring
president. The New York Times, p. D4.

Machrone, Bill (1991, December 17). Johnny can compute--at home.
PC Magazine, pp. 85-86.

Magid, Lawrence J. (1989, July 13). On-line services leaping
forward. Los Angeles Times, p. 3.

Maital, Shlomo (1991). Why the French do it better. Across the
Board, 28, 7-10.

Manly, L. (1993, September 15). A newsstand for the electronic
age? Folio, 22(16), 17.

Manshel, D. (1993, March 6). Databases empower news/ad
departments. Editor & Publisher, pp. 12TC, 19TC.

Marchal, Herve (1987). Minitelers do it big. Telematique,
July/August.
Markham, James M. (1988, November 8). France's Minitel seeks a

niche. The New York Times, pp. D1, D4.

1
Ct




ELECTRONIC NEWSPAPERS 53

Markoff, John (1989, July 12). Betting on a different videotex
idea. The New York Times, p. D5.

Martin, James (1982). Viewdata and the information society.
.Englewood Cliffs, NJ: Prentice-Hall, Inc.

Mason, Charles F. (1989, September 11). Videotex service
operators push for cheap terminals. Telephony, pp. 8-10.

Mason, Charles F. (1990, September 17). Prodigy goes for the
gold with mass market push. Telephony, pp. 12-14.

Mason, Charles F. (1992, September 14). U.S. West to offer
electronic directory. Telephony, pp. 17-18.

Mayer, M. (1985). The videotex revolution. In T. Forester
(E4d.), The information technology revolution, (pp. 156-161).
Cambridge, MA: MIT Press.

Metcalfe, B. (1993, December 20). Commercializing the Internet
with netware. Info World, 15(51), 40.

Miller, Michael W. (1991a, October 22). Prodigy network defends
display of anti-Semitic notes. The Wall Street Journal, pp.
Bl, B4.

Miller, Michael W. (1991b, October 24). Prodigy computer network

bans bias notes from bulletin board. The Wall Street
Journal, pp. Bl, B6.

Moutet, Anne-Elisabeth (1986, March 23). Now LeMonde is their
oyster. The Times, p. 63.

Musich, Paula (1992, March 16). IBM-Ameritech project extends
schools’ reach. PC Week, pp. 51, 56.

Nahon, Georges (1986, January/February). Banking via videotex in
France. The World of Banking, pp. 14-16.

Nahon, Georges, & Pointeau, Edith (1987, January). Minitel
videotex in France: What we have learned. Direct Marketing,
pp. 64-71, 125.

News Briefs (1992, March 16). French videotex gains overnight
link to U.S. PC Week, p. 58.

Nichols, M. (1994a, January 17). Inside Internet. Maclean’s,
107(3), 45.
Nichols, M. (1994b, January 17). Wired world. Maclean’s,

107(3), 40-44.

e



- ELECTRONIC NEWSPAPERS 54

Nora, Simon, & Minc, Alain (1980). The computerization of
society: A report to the President of France (The
Massachusetts Institute of Technology, Trans.). Cambridge,
MA: The MIT Press. (Original work published 1978).

Pagano, P. (1992, April). Electronic warfare. Washington
Journalism Review, 14(3), 18-23.

Paulsen, S. K. (1993, September 6). Opening up to electronic
newspapers. Washington Post, p. WBIZ 13.

Petersen, Laurie (1990, December 3). Hey, Prodigy, lighten up!
Adweek'’s Marketing Week, p. 47.

Peterson, Thane (1986, January.20). Why the French are in love
with videotex. Business Week, pp. 84-85.

Potter, W. (1993, October). Joe Reader meets the e-paper.
presstime, pp. 44-47.

presstime (1993, May). Tomorrow today. presstime, p. 46.

Puerner, J. (1993, March 6). Tribune invests in database

marketing. Editor & Publisher, pp. 14TC, 18TC.

Radding, Alan (1992, February 24). CompuServe chases Prodigy
with rates, ads. Advertising Age, p. 29.

Rafaeli, S., & LaRose, R. J. (1993, April). Electronic bulletin
boards and "public goods" explanations of collaborative mass
media. Communication Research, 20(2), 277-297.

Ramirez, Anthony (1991, October 10). ‘Baby Bells’ look good to
French. The New York Times, p. C8.

Reid, T. R. (1990a, March 26). Prodigy’'s grocery service gives
'shop till you drop’ new meaning. The Washington Post, p.
WB26.

Reid, T. R. (1990b, August 13). Dialing for data: News, sports
and weather are just a phone call away. The Washington
Post, p. WB20.

Rosenbaum, Andrew (1992, June 15). France’'s Minitel has finally
grown up. Electronics, p. 43.

Rosenberg, J. (1993, October 9). Prototype for a national info
superhighway? Editor & Publisher, 126(41), 26-29, 34-35.

Rosenberg, Richard S. (1992). The social impact of computers.
Boston: Academic Press, Inc.




ELECTRONIC NEWSPAPERS 55

Rothfeder, Jeffrey, & Lewyn, Mark (1990, September 10). How long
will Prodigy be a problem child? Business Week, p. 75.

Rubenking, Neil J. (1988, November 15). Prodigy and PC-Link:

Low-cost, graphics-based on-line services. PC Magazine, p.
480.

Ryan, Alan J. (1989, December 18). Nynex, Prodigy ink 'If you

scratch my back, I'll scratch yours’ deal. Computerworld,
p. 45.

Sarson, Richard (1987, October 27). A terminal answer to French
tele-shopping problems. The Times, p. 34.

Schiller, Herbert I. (1984). Informatics and information flows:
The underpinnings of transnational capitalism. In Vincent
Mosco & Janet Wasko (Eds.), The critical communications
review: Vol. II. Changing patterns of communications

control (pp. 3-29). Norwood, N: Ablex Publishing
Corporation.

Schrama, Cees (1988). The use of videotex in the central
governments of the member states of the European Community.
Maastricht, The Netherlands: European Institute of Public
Administration. L

Schultz, D. A. (1991, September 28). Electronic dragnet renews

debate over protection of sources. Editor & Publisher,
124(39), 16-17. -

Schwartz, Evan (1991, June 17). Adventures in the on-line
universe. Business Week, pp. 112-113.

Schwartz, Evan (1992, May 11). When you care enough to zap the
very best. Business Week, p. 82D.

Schwartz, John (1991, November 4). A screenful of venom.
Newsweek, p. 48.

Scisco, Peter (1989, February). L’informatique videotex.
Compute!, p. 6.

Sears, B. (1992, September). Newspapering by way of interactive
tv. Quill, pp. 26-27.

Sexton, Tara (1989, June 19). Prodigy licenses tool kit to
advertisers. PC Week, p. 39.

Shannon, L. R. (1992, March 17). Putting America at yourA
fingertips. The New York Times, p. 8.

e
oo




ELECTRONIC NEWSPAPERS 56

Shapiro, Eben (1991a, April 18). Electronic ads offered by USA
Today, Prodigy. The New York Times, p. D19.

Shapiro, Eben (1991b, May 17). A service is dropped by Prodigy.
The New York Times, p. D3.

Shapiro, Eben (1991c, June 2). Can Prodigy be all things to 15
million pc owners?. The New York Times, p. 4F.

Sharma, Paul (1990, October). France Telecom reforms to gear

itself up for the ’'90s. Telecommunications, pp. 15, 20.

Silverstein, Jeffrey, (1983). Videotex in the United States. 1In
Efrem Sigel (Ed.), The future of videotex (pp. 51-79).
White Plains, NY: Knowledge Industry Publications.

Silverstein, Stuart (1989, December 19). Prodigy’s computerized
shopping service seeks viable customer base. Los Angeles
Times, pp. D1, DS.

Silverstein, Stuart (1990, October 12). Getting the message by
computer. Los Angeles Times, p. Al.

Simon, B. (1993, February 23 ). CompuServe information service.
PC Magazine, pp. 308-316. ’

Smith, R. M. (1993, November 22). A new window on the world.
Newsweek, p. 6.

Stefanac, S. (1994, April). Cataloging the future. NewMedia, p.
51.

stoffels, Bob (1990, August 1). Videotex in France. Telephone

Engineer & Management, p. 12.

Sussman, V. (1994, J auary 17). Pamphleteering in the electronic
era. U.S. News & World Report, 116(2), 55.

Sutcliffe, A. (1993, March 6). Newspapers as distribution
channels. Editor & Publisher, pp. 13TC, 19TC.

Swasy, A. (1993, July 8). Cox, Prodigy plan information
services. The Wall Street Journal, p. 3.

Takahashi, Dean (1990, November 22). Prodigy offers to reinstate
rate protestors. Los Angeles Times, p. D2.

Taylor, Cathy (1990, October 1). New media: Is the new media
just old media in new clothes? Adweek’s Marketing Week,
Media Outlook 1991, pp. MO 42-46. '




ELECTRONIC NEWSPAPERS 57

Telecommunications Reports (1989, February 27). Minitelnet
announces availability of direct access to French electronic
directories. Telecommunications Reports, p. 32.

TE&M (1991, October 1). Mad about Minitel. Television Engineer
and Management, pp. 82-86.

Temime, Jean-Pierre (1989, Sept. 25). Videotex enters another
dimension: France Telecom’s ISDN-based Teletel videotex
system offers a new range of services. Telephony, pp. 59-
62.

Tempest, A. C. (1987). Advertising--a viable source of revenue

for electronic publishing? International Journal of
Information Management, 7, 77-84.

Thornburg, David D. (1990, January). Create your future: Don’'t
just live it. Compute!, p. 56.

Tompkins, Mimi (1990, May 7). A second French revolution. U.S.
‘ News & World Report, p. 56.

Tuss, J. (1993). Easy online access to helpful Internet guides.
Online, 17(5), 60-64.

Tydeman, ' John, & Kelm, Ellen Jakes (1986). New media in Europe:
Satellites, cable, VCRs and videotex. New York: McGraw-
Hill.

Valauskas, E. J. (1993). One-stop Internet shopping: NCAA Mosaic
on the Macintosh. Online, 17(5), 99-101.

Vaughn-Nichols, S. J. (1993, February 23). The Internet: Access
to everywhere. PC Magazine, p. 306.

Veilleux, C. Thomas (1991, September 2). Prodigy marks
anniversary. HFD--The Weekly Home Furnishings Newspaper,
pp. 72, 74.

Venditto, Gus (1989, June 27). Battle shaping up for

recreational on-line services. PC Magazine, pp. 63-64.

Weatherford, D. (1993; March 6). New "pin" product. Editor &
Publisher, p. 6TC.

Weber, Jonathan (1989, September 3). Electronic's publishing
short circuit. Los Angeles Times, Sec. 4, pp. 1, 5.

Weinstock, N. (1993, September 29). Future seen: It's
interactive. Advertising Age (supplement), pp. T-12, T-14.




ELECTRONIC NEWSPAPERS 58

Weiss, J. (1994a, April). .Going postal with interactive mailers.
NewMedia, p. 50.

Weiss, J. (1994b, April). Kiosks at the point of sale.
NewMedia, pp. 46-47.

Weston, R. (1994, July). The in-your-interface ad agency.
Wired, pp. 56-62.

Whitehouse, George E. (1986). Understanding the new technologies
of the mass media. Englewood Cliffs, NJ: Prentice-Hall.

Wilson, Kevin G. (1988). Technologies of control: The new ‘
interactive media for the home. Madison: University of
Wisconsin Press.

WSJ (1991, March 22). France Telecom holds talks on joint effort
with Machines Bull. The Wall Street Journal, p. ASE.

Zimmerman, Michael R. (1990, September 17). Prodigy on-line
service goes nationwide. PC Week, pp. 47, 54.

Zimmerman, Michael R. (1991, February 25). Prodigy execs
forecast healthy future for service: Membership drive is
'right on track.’ PC Week, pp. 47-48.

ol




