BUREAU OF ADVERTISING, A.N.P.A., 485 LEXINGTON AVENUE, NEW YORK, N.Y. 10017 (212) MU. 7-9300

LEO BOGART }
- Executive Vice Prasident and General Manager

Pebruary 6, 1968

Dean George Gerbner

The Annenberg School of
Commumnications

University of Pennsylvanisa

Philadelphia, Pennsylvania

Dear Dean Gerbner:

I have been most impressed by the output of the
‘8chool since you took over, and would like to
get acquainted with you and also hring you up to
date on some of the work we are doing here.

Please let me know when you plan to be in New
York, so that we can arrange a visit,

Cordially yours,

LB:mz



Febyuary 12, 1968

Hr. leo Bogart

Executive Vice-Prasident and Gem’mi Managar
Bureau-of Advertising
&a Ep P £ ﬁa

485 lexington Avenve

Wew York, New York 10017

Bear Mr. Bogars:

Many thanks for your kind note of February 6. I want to tske this
opportunity to tell you that your address which I heard at the

AAPOR meeting last May was the most inclgive sznalysis of that subfect
7 have ever run across. I would very smeh appreciate your sending me
a few reprints (I could uge wp to 10) for facuity and student use
heve,

T woisld be very pleased to vigit with you but have ne txip geheduled
¢ New York wnkil the end of Mavch., I have some meetings beginning
with noon on Friday, Mareh 29, and might have some fime in the moraing.

Put you might alac be Intevested in visiting us and becoming more
familiar with the School and ifs program. So let ms extend x cordial
invitation to heve hich with me here at a convenient time, and meet
other menbers of our famzlty, and hecm batter dcquainted with our _
f&ﬁi}.itm and }}‘imo .

Plegss let me Enow whethey axmer or both f&f these suggestions seenm
suitable.

With best regards. ‘
S Sincerely yours,

Geikaf ' S éegr@#mhnem
| . Dean



BUREAU OF ADVERTISING, A.N.P.A., 485 LEXINGTON AVENUE, NEW YORK, N.Y. 10017 (212) MU. 7-9300

LEO BOGART
- Executive Vice President and Ganeral Manager

February 15, 1968

Dean George Gerbhner

The Annenberg School of
Communications

University of Pennsylvanisa

Philadelphia, Pennsylvanis 1910k

Dear Dean Gerbner:

I gppreciate getting your invitation and would
like to take you up on it. I will arrange a
trip to Philadelphia within the next few weeks,
and will call you to check on possible dates.

However, let me assure you that my invitation
for you to visit our office and see some of our
research presentations still stands.

I appreciate your kind comments about my AAPOR
address and I am sending you some reprints under
separabe cover.

Very sgincerely yours,

LB:mz



BUREAU OF ADVERTISING, A.N.P.A. 485 LEXINGTON AVENUE, NEW YORK, N.Y. 10017 {212} MU. 7-9300

LEQ BOGART, Ph.D.
Executive Vice President and General Manager

November 26, 1968

Dean George Gerbner

The Annenberg School of Communications
University of Pemnnsylvania
Philadelphia, Pa. 19104

Dear Professor Gerbner:

I read with great interest your testimony before
the Commission on the Causes and Prevention of
Violence and would very much like to get a copy
of the tables to which you refer in your state-
ment., Would this be possible, please?

I thought you might, at the same time, be
interested in glanmcing at the attached which
I presented to the Commission the day after
you were there,

Cordially vours,

PR

1

W



December 2, 1968

Dr, Leoc Bogart _
',Executive"vigeane&iéenz—ané~Genera1'Managér -
Bureat of Advertising

Ae Y, P- - ) .

485 lexington Avenue

New York, New York 10017

bear Dr. Bogart:

HMany thdanks for sending me 2 copy of your testimony before the Commisgion

on Cauges and Prevention of Vielence, I completely agves that the crucial
dimensions s ba investigated would be the effects of mass-mediated viclence
upon our assumptions about the kind of world im which we Tive and about the
kind of general social end political behavior we might expect (and, even more
importantly, acceptl), rather than upon individual acts committed im 2 greant
variety of actual situationg. You ewpress this point very well on page 12 of
your testimony, o _ :

I spoke from notes and did not know that s trangeript of my testimony was even
available. I shudder teo think that an uncorrected and medited trangcrint is
being circulated, : -

Epclosed is a copy of the tables to which I referred, These are fragments
from wnpublished studies I hawe conducted, and I am afraid that they are not
self-explanatory. But if you are interested in further explemation, Just call
me, or come dows for that long<promised vigit fo Philadelphia.

Speaking of th@'kiné-affsta y that shgul& bea canﬁucte&, it may be that survey
data relating assumptions of and anxiefy sbout the oxtent of vielence in socisty
and the world to media habits and preferences sre available gomewhere, or could
be built into some ongoding studies, Ay suggestions? ' '

With best vegards,

Sincerely yours,

GG 1kaf ) George Gerbner,
snciosure . Dean



BUREAU OF ADVE‘RT_!SFNG, A.N.P.A. 485 LEXINGTON AVENUE, NEW YORK, N.Y. 10017 {212} MU. 7-9300

LEQ BOGART, Ph.D.
Executive Vice President and General Manager

December 10, 1968

Dean George Gerbner

The Anmenberg School of Communications
University of Pennsylvania
Philadelphia, Pennsylvania 19104

Dear Dean Gerbner:

Thank you for the material. I still do intend to get
to Philadelphial

Relative to the last paragraph of your letter, there

are several studies on personal experience with violence
including one made by NORC and another commissioned by
the Eisenhower Commission. T believe the Bureau of Social
Science Research in Washington also has done something

in this area. I am not sure whether any of these

surveys included media questions, but I feel certain
there must be something in this area.

Very sincerely yours,

;Zi@



For immediate release: For information, call:
(Mrs.) Michele Steege
(021771) Tel. (215) 594-8721

The generation that grew up with Howdy Doody and other childhood
TV heros has not rejected newspapers in favor of television, according
to Leo Bogart, executive vice president and general manager of the
Bureau of Advertising of the American Newspaper Publishers Association.

Dr. Bogart will discuss ''Young People (14-25) and Their Media
Habits -- Some Findings from a New Survey" at a colloquium sponsored
by the University of Pennsylvania's Annenberg School of Communications.
His lecture will be presented at 4 p.m. on Monday, February 22, in the
Colloquium Room of the School at 3620 Wélnut Street, It is open to the
public.

The survey on which Dr., Bogart will report outlines the relation-
ships between newspaper reading and education, individual maturity and
involvement in community and family life. Young people, it has been’
found, read newspapers as often and as thoroughly as other adults. And
as they grow older, they spend proportionately more time reading news-
papers and 1éss time watching television.

(more) g




2% | -2~

Before joining the American Newspaper Publishers Association, Dr.

Bogart directed public opinion research for Standard 0il Company of
New Jersey. He has taught at three universities, including Columbia,
and has been active in numerous public opinion and marketing research
organizations. A consultant to a number of U.S. government organiza-
tions, Dr. Bogart was a member of President Kenmedy's 1960 Task Force
on U.S. information policy.

Dr. Bogart's publications include ''Strategy in Advertising' and
"Thé Age of Television' among others. He has been editor of several
books and has written séme fifty articles on public opinion, communica-
tions and marketing.

Monday's colloquium is part of a series sponsored by The Annenberg
School of Communications where professionals, social scientists and
artists in the field of communications discuss problems and issues in

the field.

- -



BUREAU OF AD@ERTIQNG, A.N.P.A, 485 LEXINGTON AVENUE, NEW YORK, N.Y. 10017 (212) MU. 7-9300

LEG BOGART, Ph.D.
Executive Vice President and General Manager

March 1, 1971

Dean George Gerbner

The Annenberg School of Communications
University of Pennsylvania
Philadelphia, Pennsylvania 19104

Dear George:

1 have read your content analysis with enormous interest and with
admiration, not only for its painstaking methodology, but for its
sensitive and imaginative conclusions. T want to pass on to you one
reaction which I am sure you have anticipated and/or encountered else-
where but which nonetheless seems to me to be crucial in formulating
action decisions based on what you have found out:

I have long felt that in examining media content one must make allowance
for_the si: nature of th exposed to IE. "To look at this
in the most ay, . s poiir

reneral W s any thought given or is it at this point
feasible for you to examine the programs.you have aralyzed in relation
o both their absolute ratings and also with respect to the demographic
ces? Specifically, by including the Saturday
mornifig shows in your total you have introduced an element which is not
comparable to your prime time programming either in size or in composition.
I am not sure how this might affect the overall conclusions, but at some
point you might find it worthwhile to break these two segnents of the
analysisapart and report on them separately.

o

In a somewhat related vein, I amjasure that the symbolic function and
psychological response to violence (either by adults or by young
children) can be equated for cartoons and for straight drama. I
believe the original Himmelweit studies in England reported some
interesting differences in response by children to violence that
occurred in (a) straight fiction, (b) war and disaster documentaries
which represented a real but remote world with which they could not
identify, and (c) incidental real violence in situations which were
closer to home, like a spectator fight at a sporting event.  {(This
aroused the greatest amount of empathetic aggression.) I think the
question of whether cartoons can be classified with the straight
drama becomes particularly important when you develop overall
indicators to be followed year by year.
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Dea .Céorge Gerbner —2- March 1, 1971

I should be interested to know how the television industry responds
to your findings which have so many implications, not only for the
study of violence, but for the overall assessment of TV's symbolic
functions and social effects.

It was good to see you the other day, and I hope we might continue
our conversation some time soon.

Cordially yours,

S

Leo Bogart



Maxch 9, 1971

ﬁxa ?ﬂﬁ %ﬁ&ﬂ
_ _Executive Vice President and
- CGeneyal Mannger :
Borveny of Advertiging
sé_%sﬁn g&sa&,n .
485 Texington Avenus
Hew York, New York 10017

Doayr Teo:

Thank you wery much for your letter of March 1, and your kind and perceptive
comuenks. Yot me try £o veply bo them.

The question of veloting the size and nature of the audience to medis content
Eindings is an importent but very complex one. I have often wondered howe
sudisnce gize and Pauality™ con be used 2s a weighting foctor, and what aagumpe
tions would have to be made in developing any formmle. Or perheps it is not
80 such 8 question of weiphting but of sinply velating content configgeations
to the kind of public they tend to sultivate. '

A8 to looking ot Sofurdey morning shows (mostly cartoonn) sepavately frow the
otherg, that ig vodoubtedly necastiary. snd we da have g1t the findings tebuisted
sepaxately by covtoos and non-cartocn programs. Much of the dats are reported
sepivately, although not all, You sre ewite right in that 2il such findinge
shonld be kept separste for purposes of comparisen, Nevertheless, I am very
much intrigued by the fuct thet the soeial and pevsonality structure of the

fictional world seems to cut scyoss all media and types of progrems, ag if
a1l were parts of the ssme genoral mythol gYy eleborsted in mony differvent forms,
shupes, and styles for weny diffovent tagtes.

I do mot think thet the peychological vegponge to viclence should be seen only

or even wainly in terms of sgpression. First of all, I believe thap fear iz a

more fmportent psychologicel corrvelate of viclence thon ig aggression, as, dadeed,
victimization ie 2 more prevaleat symbolic elemént than is the commigsion of violence.
At any rate, the primary symbolic functions in my apinion are the demonstrations of



7 . Merch 9, 1971

how power works {or shwuld work from the point of view of the domlnant
institutions), and in thai the materials designed for children sve especislly
eritieal for aceultuvation. At any vate, differendss in paychologicsl vesponse
siich 48 o feeling of involvement are not divestly releted to the acculturation
functiony ss T seers thewy  arcusal might even inhibik the kind of lserning I
balieve i golnz on peinarily in fontegy meteriels thet viewers cae look =zt

with grecter detschment, and, therefore, move zs » woral lesson Lhan sg vwicarious
BEPETIONCH. ﬂﬂ?ﬁ?ﬁ?; this is 2 complex subjest that I would like to digcugs with
you gonetime. _

Thege findings hove mobt yet besn w&tisb&ﬁ m& gmﬁfai}iy ﬁiii uot %m mﬁii ﬁm
—Surgesn Gepevalls Selentific Advisory

this is » part. Therefore, I have had Doy iﬁﬁww TOEpD ",as e oy fim%mgs
However, we intend té conbiove the sonusl monitoring and to develop my aolion
of culturel indicotors, sepecially 1F we con find somy stable source of Funding
for if. Do you have dny supgestioms? ‘ould you like £o be {(and could you be)
invalved in o veseerch in any way?

Thenk you for zmﬁg down sud glivieg & most stimplating talk. IsC us leep in
ook,

Sincerely yours,



Ja-ﬁuax? Zh, 19?5:

Bz. Leo Bogert
Bureay of Advertising
485 Lexington Avenve -

Peay Lao:

T_iian&& for your note smnd the a'rti#le.s 1 hops you will come down te
the Symposium.

With best regerds.

Sincerely yours,

GGikag George Gerbner,
enclosura Professor of Commnications
and Dean



| Rana:ks'befofe'_'ICMA '
' New Orleans s
- July 2, 1974



I desply eppreciate the Spportunity to talk to you-about /

a subject on which vou nre all cwperts, because after I've finished,
- N ’ N N . .. . ‘/‘.: ‘
I expect you all to straighten me out, and that means I'11 1;sém something.

i

.

The sale of newspaper advertising _depends_bn olir ability

- to provide the size and kind of audience that adverpisers want to reach

at a ?ri?e that _ma_ke.s sefnser 1n a highly _. canpetltn,ve media ep'\riromnégt 5
L It _is:-.ﬁbt_-énoug.rh.fcér audienées to rémain constant in s,ize_ as the
o .Populatién ér}d Itl.ae_ ecdnoiﬁy- contlnue £o grow. Advert:.sers expect them

to keep bulldlng ¢ and any s:.gn of weakness _‘LS takenasa s:Lgnal to

| fwithdraw support .All. thlS merely _e:i}:):lains vhy ghe maii;tenahce éf '

healthy growi;h :Ln newspapercuculatlon and-. in the newspéper réading
' hablt :Ls of rvital' cor‘cel:/n to us at the Newspaper A{live:.ftising'Bu‘reau.-
I _know' that all ofyou are well awér.e. that -_advertising 1s also
e.ssential.té c_-:;'..fgulation..._ A&vert_:i.éing JI:epresen.ts_a'r'najor info:;matign
j;ltility_.tfl?tf;ttracts reaciefs to a ﬁéwééaper, and_ advertiéing is ..
' essexﬁ.::"ba{.té keep .new5paper's .-going and thére_féré to keeé’ the reading |

habit alive.



s

I wou“fd 11ke to. approach the subject of néwséaper CJ.;a(lat:f_bn_
as a .prcblem in consumer marketmé“, and it may be useful. /;co/ explaln at
the .:c.Ju“t-.,set hc")vy :1“ .understar.x.fl. Ima_;c.kéting to dif_fér i.:'rom.'ﬂéles_ management
The saiesmanaé'er_ .beg:l'_n.s with his product and .i*.;lsz’éistr.ﬁ:.n.ﬂ:ion sygtéﬁ; g

He is esseﬁtially ‘concerned with deploying‘,a’ﬁd'motivating the: available

market potent_ial. " The marketer begins with the consumer, analyzing

[

v

' hlS attrlbutes and then detennlm_ng what kind of product w111 best
fit h_'i.S needs. Thus, the actual des.‘i.gn of the product its prlclng,

1ts pramotion, and 1ts dlstrlbutlon are all J.nterlocklng parts of the l.

marketlng task.

' Fr&nmy Pperspective, newspaper circulation hanagers have

: ’Jthe question of how neWSpaper c:chulatlon is do.mg
must be answered like the quest_ion in the old vaudeville <oke wheré_

the comedian is asked, "How is your wifer" and answers, "Compared to .




vhaﬁ” ;e .a..ll. }moﬁ that bor__h dailf and Sunday circx.lla.tion are at an

; alff,,me hlgh, bu';: .“g'ain.sjt w‘r_%at ....yardst.ic;k ého_uld their growth be |

measured'> "._F<.:>r. every 100 hoUééhoids m 1960., fhé_re Wé_re ) 11]_.' news-—

- papers sold :é'ach day Thé fiéure is now 92. But that ccmparlson i's.
mlsleadmg, _bécause__.hoﬁ.sehol.ds néw inclﬁde @re pec;ple living._ a;épe

analp wi'zat mght be called uh.conventic_mal a.t:rangements In 1960 P

for .- every L-;O?/ hc?usehgldg,_ there v\r:ere 209 gdults of eighteen and over-.

5 _énd.lzl.chiléiéﬁ...Theiétést_figﬁfgé sh@&_zol aéuitg-aﬁa only 1@0_

loo - o .
§ femilies in 1960, there were 130 newspapers

' children. For every k706f
 gold daily. Now there are 116. But that édnparison is also deceptivé, .

: b_écau_se “+the cdmposition of families hé.s changed, too.

‘For- every 100 people in 1960, there were 33 dailies sold;
 now there are 30. In 1960, 35.6% of the population was under eighteen; -

That ratio has fallen to '32.'4%, non“;- a very 'drmtatic shift when we look

at it that way. - Another way to view it is that the actual mmber of



-ef _’)._roung.sters_ ﬁnder eig.hteen";rew.b? 67%,r wh:.if,'l..e the ntmb@f of young S
Peopie eighf.:_een_.to twériﬁy—-four, net .'y.et sottled .d._om to the _.ste.age. of
.rear.ing. a. family,:gre‘w. by_ 62%; 'E"‘ow.: every 100 yoang ?eeple.in ﬁﬁet
.age group‘m 1960, there we“re.365 papers sold The.reti.o- 'te&ey 1.5 242,
| For the actlve adult populatlon between twenty—-flve and smty—fo.ur,. |
' .there_were' 7:1 .new_s.pape’rs_' per hundred j_n 19_60, and the_'p_ropor_t_ien how |
e or;ly_ sl'iéhﬁlyq_.éss:' ‘68 per .h{_mdreﬁ. ) |
so thlS analys1s has to...c_.o.nc.lede that nev.\.rspa:.pex._" -ci:cca_letion
_ hes faz,]_ed .to' .metch .not. so. muchthe growth rei;e Qf_imgseholds_, famllleSr |
anfi edult peﬁulatioﬁ as .:the. demographlc eﬁcpiesion' in the 'generatioxi |
O£ poetwar bé.bie.s' who w1ll be the 01t:|..zens andcustcmers I_'.of__ tomorrow,
ehd who with ’t::h.ei'r. .superior_ _lex}e1: of edueation _sheuld be the readers, -
If we ‘leok at the cou;atrﬁ/ as a who.le_., the long term‘tren'dé run
_ ‘stmngly. m our fevor'. Newspaper readetshi? .'LS IStrongest among peeple _

- in metropolitan areas, and this number is up. It is strongest among




SR
acfiw;e édults in the years up to’ i‘etiremen.t., and that number is
g#owing and will contiﬁue to.-grow. it J.s strdnges# amoﬁg ‘those Of ) '_
gr.eatesf.;. eduqation and affluence, a.nd J_n sﬁité .of t_his. year's uncertaln
o econdﬁj, the Jong term tre.nd is for I:fx;)re of '.;that. It 1.s st.rongér -
o anpng_uﬁnén who uprk'than.anoﬁé thosé- @d dont't, :mdthe pr_oﬁ:r&ibn

- of working women has also been risihg and is now a majority.

Fram many studies, both nationally and locally, we have a
very clear picture of the kinds of people who are Likely not to be

newspaper readers. . They are no more often found among wornen than

_ amoflg men, but slightly _.mo-r.e of them aré outside. mﬂopolitan areas B
" where there is less easy é.ccess to a dailif newspa-lper‘-. A .higk} proportlon
..of them {51%) are.peo_p.le who aref_lpoor and be_lo.w averége J.nlnccme and N
pébpie who are .po‘or'.ly .educat_ed; pe‘o_pille.\.&ho lack faiciliﬁy m 'E;hglis_h;: _
non—muté- .yomlg‘peop.ele, pecple who are .si:r.ag.}_é.,. divorced, or o,
E’or a multitude of I';istorical reasons, different neWspaper

markets have varying proportions of people with ‘;-hese

characteristics.



i

them to his o particular provlems. There is bound to be a substantial
difference in outiock between those of you whose papers are doing
well, those who are holding their own, and those who are doing far

| Iess well than you or your publishers would like.

A circmlaﬁioh dé};%al;‘cment can do réther little 1.:0 change

the J;ac_iél cmposi.fiofi of its market.or the éﬁrérage le;vel' 61‘:‘ 'educafional
atta:s.m;cnt or the : p’*@poruorw of falﬁilies 611‘ _welfare_..c_}r the rafe of indus—
.7 trial df econcmic c;growth.. T dc_m"t helieve, by f.he way , ti'iaf these
matters are tét_aily.outside the newsPamﬁf’s influence, since .I can not
thlnk oﬁ any ..i.nstitutioﬁ that car:r.ies _pote_anti.a]_‘.L.y. more y\reight than the
QeWSPape: in determining' what happens to the egqnanic and sociai_

progress of a.ny comaunity. A

My associate, Fred Williams, has been looking at a group of

'newspapers-in twelve ma:_ckets' that have a high ratio of circulation



-71-
: | tg households and *cwelvé matched ma:cke*;s of | equal size that havé a l'.ow_. =
rétio of c:_'.f_culatioi} to Ihou.seh.olds. 'I‘he successfu} nﬁrkei:_é have an )
-aygerage' of iOO cép‘ies sOl@ 'f.o; evefy 100 hﬁus&oids; ‘the less succéééful
, narkéts sel_l 79 'COp_ies for eVery 1460 hcmseholds. A ccmparlson o’f thesé
two sets of markeifs- shows that tﬁe _higﬁ-—readeréhiﬁ 'markets.are more =
staiﬁlé . Between ".]_960_ and 1970, their households érew by 19% compared
w1th a 31%. growl:h in the }ow reade;ship qro_l‘lp. | So one explanatlon ‘fcralr
the iower é;'_rculation levels is the more rapid growth of theIaSe.ﬁBr'ke{:s. :
and. the inability of the heWsééﬁ)ers té_.coh.ve‘rt as.many__of the ngmms ]
. to regular réa&ership, As fﬁfthef eviaencg-of ﬂigir stablllty, the -
highfreadefship"markets have smaller families, more singlé—pérso;
houséholds ; a lower b:l_'fth ‘rate, and an olcier popﬁ]..a{:ion...' :Theif h.avel _
_highe:; levels of ' _edgcé#ion and voting' and a hlgher p?:oport'ion. of hqne'
.ownez.:ship. 'They appear _tq have a- diﬁfere:ﬂt econcmic 'ba'se,: w:.th muéh
.'rr_bre of t.he QQVemnen£ revenue coming ..fran takes and a muchhlgher -
percentage of ‘;he i::opulation employ'e:d in manm“:".ac't:uring'.' They ha\}e
| _ é h.ligl'l.e.r.ratio-o.f_ retail sales to spenaablé income. . All of the hlgh

markets have colleges; five out of the twelve low rflarkets do not. - The
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So there arve things about a market which make it more or
less likely to enjoy stvong newsperer circulation. But the papers . 3

in these markets also reveal some interesting differences when their

'_c«_ontent is analyzed. "i".he_p_apei:s in the high Igroup are more likely to

. have a.political party. aff_ilia'{:iox_w. th:;\nz.are those.-in tﬁe low group'.. |
'I‘hey publlsh fewer editorials per .i_ssue'.andf a smaller ;Q'roéortic.)n..of. .
thoée are Qn 'lécal topic:s; 'féwer of'_their: éditoria}.s enﬁ up tel]_.'i_ng

the" reader whét Tshould" or "muét“ rbe doné.'. They are_r_rpre likely.
to label théir__mnen's pages. in a t.raditional way r.ather-than to
describe them in térms of "Modern lemg“ &'hey. carry .more advertising
and editorial-c-ovérage addresséd té. women. They are als"o morg' likely
to _acceét_ aﬁs .fbf'x~ré';ted nbvies. ~You'll be interested to j{now that
"‘théy list more. c:i_rcﬁlation executives émng their -fnanaéa;ents, andwhen
we wrc..te.f'or lcopies of tlﬁeir papers, 86% were respo;ﬁsive, compaxed to

. 53% of the less successful group.



| 75“ _' |
Many of you cooperated in a survey we just caﬁpletéd among
ICMA members. .It vielded replies. from 202 U.S. ﬂewspapers, xﬁith bigger
papers and mrnmg papers .overrelprésentecli in our samt_:']j_ng_,r .as you -
might é}ipect.  Only tl;rée papexs :Ln eiéht repor%: gajns in coverage .
m the city éone_- s';ince. 1967, while abdut two in ﬂﬁee report qové:fage
gé.i..n.s"in.the retail trading zone. All buj: two of the papers whose

| coverage has improved a—l'so_.have. had a gaih in circulation.

Papers that had- inlproxfed their coverage creait'effec-!.:i-ve_ '
_pr_c_m:)tion, and improved distribution. _6ne 1n four qir;quat_';ion mahage;s '
‘ansx.;aering'.attributes gains to an improvement in the 'edifcdrial prddiict ._

' itself. ‘But thé product? is blamed by iny tm out of 81 who glve

. reasons for a decline 1n coveragé. Only a handful bi%ne their losses

on the _chancjés m the :Lnner city. BRbout one in sevé; blérﬁe's gcm?etition ;
one in seven méntioris-a decline in the proportion -wh'c.).read. two papers

: _é day About-‘t..il.e same prop&i‘tion blafné changes in life;étyle )

| delivexy problgms, and produqtion p;‘oblem.s. But tk;?ee éut of four saj '
that. -p,fice J‘_ncreasesr are to. blame I'liigiﬁe back-'to the .s.ubject of pricés..'
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."Ihe nervepaperfrea;iirlg habit hasan ar_nazj_ng —c_ensisteney._ W.e,..
' know from our big.-na’c:ienal s'rudy J_.ast'. year that. th’ree—-fourths- ef all
| rlewspa;aer readers say rth.eir paper iS Idelivereé_l at: 'hcrne. " One mlght
~ think that wif_h all the movj_ng areund an,d 'mencies that disturb | .
' peog}.e's daily.. roﬁtines ; 'a good part of.. any day's rea&:'mg Md be
| acdouated for -b.y peop’le'who might be ciaesified as only occasional-
readers. Butl tile evid.ence éhews other;‘ffise.-: Eiglrtyetvrj percent of. all '-
t}j_epe_oﬁle whe_ read the newspaper today mll be readmg :_Eive outof five -
issues of that paper this wee};:. ' Nine perceat will read'fc_)ur out ef
five issees.- S0 the _problem ie not _one' of sell.ing”cop.ies of the news—'_
paper as such. The problem is 'te get the reader hooked. en the_ daiiy _.
reading hablt, and that is most likely to happen if he is a regular

s subscriber .

Eight out of ten papers in our ICMA survey report that
.sﬁbscriptions now represent a.highe_r percentage of their circulation

than they did six years ago. The muber of newsstands has. declined |
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N élong m_th :"the Pwnber O.f_: Competi;lg big city papers and the 'vdlime

of dovmtc‘)‘;@ .pedestriah traffic. '-How'_ impor’tar;t is the loss .of singlé—
copy ',sai_es?' - Of the papers whose‘ coverage lei}éls.-have.fallen, .near_lY-
A half'xeéoirt"an at:t_ual drop m cirbﬁlétioﬁ; andall but't\p havé shown
greatér 1oss¢,§' amoﬁg subsc‘t‘ibers than in single~copy .'salés. Of those

- wWho have. ga:med cir’cu_latién..déspite-a-.drop. in :covergge_, two. out of .
ttree got'thej_r .biggest 'gains in subs_cr:_i,ptioté,; and one out;éf 'three

got them in sir_lglé co'pieé. _

MQng thosewho have an mcrease :Ln the proport;Lon cf_'_
- subscrj.ptioris, the _print:ipal explgna_tions advanced are better delivéty p
good promtic.mnu, and incte.éses. 1n th'e é:i.ngle——copy- price that mak_e thé
., - subscription é b'ettér' buy. - But péradoxicaily , pticer. .iﬁc.:réas_e‘s are
_meptioned just as often by those Who 'gre gaining most in singl\e-_-copy.
| saies;- .th'ey also att.rib'u_te.:_th'is. .t:c') ‘.more vendmg mathine_s , to ;parurlent
lzitljgng, moblllty, and éther changes in lif_e’-éstyle t_hat _éiiéqoura_tge tegular

‘delivery.
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It is, 'o:f éourse’, inrthe blg ccmp::%_ltivc CJ_’clesthat
cir;:ula#oré hlave._ falced. the b_ig_gest p_robl.eﬁ:as.. | Te%} }eaxs éjo ,'ﬁewsl-
bepecs of'ldﬁrOOO and ofer.éirculation_repfesenfeé 5§% Qf 5;1 aaiiy__

* circulation. That ratio is now down to 50%.

- .My earlier examinatioh of _c.:ir.c.:ula“t;_i.oﬁ trahassmce 19'6{_.)-.
includes a't.__the startmgpomta nmnber éf .b.ig—-.cj._ty dallles that .'-au:e :

no lbhger._pubi:i{shing -toé.{ay'.' ':.[‘hese.papé;:.s' went du;t_ ofbusmessfor many _
oomplex 'r_leasohs.., but prmarlly bécauéé_ %hey _c;buld _ﬁoﬁ ge-r; enough o

' advertlslng to méét 'és;éalaﬁiqxg .product:.i_.ozrsl_ costs. | They dld not go om; |

| of busineés becéuég their reéde.rss.'hf.ad stopped. buyi;zg them. In ;f.ac't:,'-
tlh.eir. fmal c.i.rc‘:ulatiog 'figqfes ware .only '15%.,- belé_w therc ];;ea'ké;;, .Q.n .'ﬁhe-- | :

- average..

 Now let me ask you teo 'join me in an oﬁtrageous'_as'smnpficn; .
Suppose all these papers had generated more advertising , settled their lal_xir
| difficulties on reasonable terms, and kept publishing. Suppose further

‘that they had grown with their markets, at the same rate as the r_eét
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.'of 'ﬁhe daily ﬁress. | _in that case, we'_d be selling ImOJ_ce. nev&s?ape’ré
..toéay than.'j,n.i%o per hun.dred'peopi.e. (éz} ccmpared with 33) and
| per hundréd adults _twénty—fi.v:e to sﬁxt_yf-foﬁr (.7_5_. ccxnpared ,with 71).

We'd be selling j'ust as many - about 130 - per hundred families.. |

This 1ittle fahtasy servés to remind us that newspapers
. are unique, and that wh'en'they disappea_ir, their succeésors and
canpetitors never manage. to capture more than a fraction of their

lost readers.

1. So the number. one explanatibn for the overall trend in
the circulation statistics is the fact that we have fewer papers on

sale today in the big competitive markets.

2 A second explanation for the i_ﬁrends J.n 'Circulatioﬁ is
the declining percentage of metropolitan population that remains in the
central city, from 50.5% in 1960 to 45.5% ten years later, As more of

the people in '3' market live beyond the municipal boundary line, it
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beccmﬂs necessary for t,fu_ ;, ser 'S news coverage to reflect a variety -
of local civic interests and parscnalities.  This fractionation of
local news has helped the rise of daily and weekly newspapers in the

suburbs, but this growth has ‘3},: no means compa ansated fo;. the lOSS-”—‘S

in the readershlp of t:he c\.n_r:u cuty mety rmoiltan press.

oA S_ﬂidy we made lasz: year shpws\nb._ diffeﬁence between
_mornin:é‘.and evenlng papers, mm;er i.n.tﬁe'j_r'editéria]._ content or J.n 1.
the wayreaders régd' and use .%ﬂiem_, 'Hc.'JWev{a;: ,.. 1t is ofteh'said that
the princiéai _viétims of 1.-_1*.1@.. cb.a%ng'i.lllg .canp_eti.tive. baiance in tl.*ie.
major inarkeﬁs h.ﬁvé been tﬁe _evén:i_ng. ngwspapers ‘chat face stréng_

subuxban competition.

| Bétween 1960. and i973, .thirte_ef.p.‘ nem;s{papers faiiéa in four
of the 35 major marke{:s' in which, in 1960, a morning paper was daminant.
. .Six of'theéé failing_papers _w_e.re. ﬁ\&"s; and seven were PM_'S_' ~ not a
strlklng .d.i_ffe_r.ence.. Ten. AM!S: and._ 19 PM.pape.T.:s remal.ned sﬁagnant-
in circqlaf:ion of took lééses. .' Cilfgille;tion gains were made by

26 AM's and 17 PM's.
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In the 37 cities where an evening paper was the cirouiation -

leadef in.l960, 23 AM's.shéwed gainé,'and 15 PMfs;  qu_eveniggj?aéers 
' _failea} and 24 stéod sfillié#.lés# groﬁnd, éaﬁ?érgd wi;ﬁ ﬁiftecn.

.ﬁorﬁing;pééefsf S0 the.piétureffoé both'AMFs.aﬁd.Pﬁ?é.in.thoég.éa££éfé o
has béeﬁ?ougﬁly cémpérabié.

a

In the 25 competiﬁi?emaﬁkeﬁS,.éinCe lQGO,'Si% mo:ﬁing_pééers_
_gained'cirgulatioﬁ and four did not, thié.six failed, 'ngen éVehing 
..'_papers géinea;.apdif0u3£een éﬁoﬁéd ﬁo géin of loéséé;:;ndriﬁé faile&.."'
IVIﬁ thé'47.nogfcompefitive markets,.thiftyffoﬁf morning:@aperé gained__ 
' apd‘fourteen didp}t;‘Qﬁii%lfwegtyfﬁwé evéning papefs-gaiﬁed_and i
ﬁen£y~f;ur aidn't. SO on the whole, GV@@-pape;s did better in
thé'nén-gémpeﬁitive.markets théﬁ in the ¢§mpet;tiv¢_ones,faﬁd.

. paradoxical;y; théy.didfbetter in th@se.sitgétidns whéré.théy Weré

the second half of a cqmbination_than.Where théy had started out on top.

EI
3. Another Qréat'force.affecting'circulation trends is the

- changing racial composition of our“bhg-central cities. What has been



a6
goirng on can m c':ohsiderec;t. just one mote wave of immigration .such '.es
, ;r;;u_r cities have abeorbed for hunﬁreds of yeers_; in'whi.ch ﬁewccmers .
from very different cultural envirornnenfe' ere'gradﬁelly-absorbed' as
S they acquire f_he 1anguege a.nd the hebiﬁs of urban 1iving'_.and ae' their
| children"a:t;e educated ar@_aequire the eewspapei: readlng habit. Long ruﬁ,'
- as this part of our population is broﬁght. closer. to the ma::.nstream -
. 1e§rel of income and educatjf.on, ehey eheﬁld become good news.paper' B .

readers.

in the meaﬁtime, we ;1'11 know of the‘.specia_l 'distribuﬁi0n and |

-y collection problems in the immer ci.ﬁy, and we know {:hat the -edu_(_:af.iceal'

.diead;rantege of Negroes and other m:'m:;ities mekes them harder to :

: ‘convert to the reedi;g ha.b_it.. But does_.thi.s mean thet é shift :m the |
.rac:i;al. balence of the centrei city is autmaatically feleted to e

- circuletion loss? In the.decade of £he- 1960’5,. t.welve.of the fifteeﬁ: _

:ﬁajor newspapers that failed were publishet.:'.l.iz.w; cities_ with a.deciihjng.'..

3 ﬁﬁte popul_atio:n and a risiﬁé muber of Negroes. In cii-._ies. w1th those |

charecteristics' '11 OEher cq@etitive ﬁewspapers los£ eireu_latiori, but |

25 showed gains. In the hon-ccxnpeﬁitive cities whére the same racial
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change was ocmzrri‘.z:g‘, though not as dramatically, the ratio of

success to failure was much the same: eleven up and thirteen down.

_What ef the growth mar}«;ei:s, in which to't'all po?ulation, |
: Neg_r_e _a_p_ci Wllite ’ continged to grow 1n the_ ._cexl}tral.: eity? | In'. ﬁﬁe | .
_canpe‘titive ne;vspape:r situations, j:h:eee papers disa};ﬁpeared, four o
._failed to gain.cj_rc'ulatiqﬁ, and ét%relve."went ﬁp. '.And in ‘the siﬁgle—- |
.. omersmp cities ' .twenty'_'paper.s gaiﬁed cifcu]_.ation and foi;# did noi: . |
but theﬁe vere ne ;Seilures. It 13 c_léar that overall grqw‘;h ina
- market does not guarentee _geins, and that the substitution of Nega.:'o.es |
er.whites in the 'eelltral city does net guarantee losses either,
B 4 A fourth major area which should ..give us eohcern..is the .

,. dramatic change J_n ouﬁleok amonq youﬁg }people. Consider, for example,
) the firidiegs of a new study by Daniel fankelov_icﬁh, Inc. that cdﬁéares | |
the Shlft in.at-titude in the four yeér's' between 1969 and 19’.13. axmng :
young People who have net been to college. .'The feeiing: that..
religion is ua very mportant vaiue went in this fouﬁ-.}rear per:Lod from Mﬂ* §

: 64% to 42%. The belief that patriotism is a very important value
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went from 603 to 40%. The beli_ef. ﬁuat hard work always péys_ of £ -went
frml 79% to 56%.'_ And in gyery case, on these a@d a great many other
, qgestionsf the current opinions- arﬁong the nor}~coliege' mé;joriﬁy are
| -\ferf closg to thoée‘ that the gfowing number of college edqcated yoimg
people were expressj_ng fqur years earller A 1afge ﬁ;tiohal su_fvéy |
© we made last year showed that. yo_uhé .people. are ﬁot merely.le..ss dependent
on newspapers than I think they should be, but also that thej aﬁe- le:s_.s.
‘ .likelﬁlr than theJ,r gldérs to identi_fy _theii: o@ vieWpoiﬁts '.wi’;hthose..

‘of the newspapers they read, . We have some way to go in winning the

- _ioyalty of a generatio_ﬁ' that is quite willing to read Rol'li_ng Stone

and the underground press.'

5. Another issue that is brought up to expla:in circulation
trends is the increased mobility of the population. It 's true that
more of us keep moving around. A-Iﬁéjority of mnen between the agéé

of twenty-one and s:ixty—four are now mrkmg As we Wefe-vividly

oy te
o yeminded damagqg the gasol:.ne shortages last_mqte-r-, 78% of all

- _' working Americans .'drive to their jobs. A study lwe have jlist ccmpléted E
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| shows that 17% of the population takes a winter vacation trip; 39_%"a; |
suxtmer vacation trip, and 34% take long weekends du_ring the course of - .

the. yéar .

| But contrary to whaf ig often saia : .people aré.. ac;tual..ly.'. _ )
maki“ng'.fev;rer éenrment mveé than .they did in the recent past.. %tween
1960 and 196..1, .20%. of the p.opula;t;i.(.b_-n.-rgoved-ﬁo a different.hq_z.se, and |
16._3%...It10ved f?_o'a-_aifferent county. .'Between.lQT.f.O.:and 195'1, the most '
recént avail_able- data .'sho_w about thesame péé:-centage. .mvjng to a
_different ;:ounty' - .6;5% - but a drc>p t_:o-l.7.9% in-the rpercen.tége wlr.xo. |

moved at all.

6 “‘Ancther prObl_em advanced by cil_r_culatqrs.f m our. sufvey is |
the shift to a_pértnént house living;__ In' 1960, only 17% of all.. newr
housmg starts‘werg for. hous:.ng un:Lts 1n bu:%.ldings_ of “three or more uh:i.ts.
. In 1973; 423 of all new housi;l‘xg'units wére in this brackgt, ahd in

metropblitan' areas, the proportibn was much higher -~ 53%. I don't



have to _spell cmt for you whir .it is t@ugher to g;ef; ihté , sell, _ahd
.' .service.cﬁstozﬁefs who lJve in 'apa_trmaut _buildiﬁgs, and a__l*f;;gh

. p;cﬁﬁqftion of these a_%e .tf.le s@e )IIOUHI’;{ people T was ta}lkigg ab;Dut a
. rroment ago.. We. still .have a long- way .to. gé ’ hcﬁwever, bgféfe_the .
aéarment house béccxﬁes typical of the Amerlcan wéy of llfgp since.
_ Ol’}llnf 9% oﬁ all cﬁweiling unlts _are_in buildmgs with ten or more.

apartments, and by no means all of. these are high-rise.
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7. énother factor in fhe picture islthe growing strength
of television news. The typical ;taﬁ;on now p;ovides 3 hours and 5 minutes
of news a day = 2 hours and 5 minutésllogal, and.l hour.df‘netwcrk. For
'.maﬁy_éeééle, the habit'of watchihg a néwécast at a pértidular time
.has bacome just és firmly entrénchéd és-thé habit of:#eading a.news%
paper. The avéraéeﬂaduiﬁ now.watches about a haif hour of news in
fhé course of the iate aftérnoon.aﬁd.evéning. This ﬁéy not seam like
- mmcﬁ, but ié.is 55% more théﬁ it was 10 yeérs ago._ In.poiﬁt of fact,.f.
f..newspapér newé doés npt fealiy campete with teieﬁision-news,nor fof
thét- métter with radio news bullétins or the.news magazines. They
all complement éach other'and add ﬁp to a totai caumilative senéé og-.

involvement with what is going on in the world.

' 8._'Tb what extent is newspaper readership inhibited by the
"rising cost of the product itself? Price increases, as I-hoted a
mament aga, are blamed by three of every four circulationAnanégers in

our ICMA . survey whose papers have lost ground. Circulation executives
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.are na'tufally 'res;'ystant to }_Sfice increases, on the*generaliy cprrect'
asa:mptic_}n that thef will lead té at lea.lsrtr thel tempotéry loss of some -
ﬁwrginal readers, espécia_liy thOée for wbcm tiueiré is ‘éhf—; ."secor'ld papexr.™ |
| 'Sinc.e 1960, -the. cost of living has géné up i::y .50%. The co_s'st.of buyJ_ng
| ; .ngwspaper has .go'ne up bif 82%... The cost _of. buying a Iﬁagazing .has
. gong ﬁp bif virtﬁal'ly the same. amount - 77%. Yet | magaziné_ circulation
, '..iS_ up 27.8% since 1'960., against a _'7.2% growt:.h Ain daiiy newséaper
| circulation. Could :this meai.a. that pricé _risés are lnot the .all—'lz.aowerful R

. .expléhétion many of you think they are?

Th'e-.'to_p 96 néws?apers that showed éirculation gaJ_nS between
i%o and 1973 had aggfegate gains o:f 22% and incrgased their price 7_
to the reader by 84% in that_.p_eriod. The 55'-.big pape.rcs.that.féiied'to
gain gir;ulgtion .J'_n: the salﬁe years -lost 13_% and ;lncréased theirllprice |
by 74%. For both 2M and PMpapers, the éatterﬁ holds up: 'priCé '
'Iill'icrea.se;.s" don't m themselves 'explain the loss of readers | But papers
that are losing readers, probably for other reasons, doh t@d Ito hold

back on price increases for fear of losing more.
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9.. The problems of recruiting, motivating, and trainiﬁg
.é;irculation éersonnel are much"togghér' than éver. You __ére goirky to
| héar _from_.St.:an.Smith taﬁérrow abdut the very exci’;mg new .re_sea.trch
proérarﬁ on.which ICMA and ANPA are mrking w:LthMIT and which -
prézrﬁs_eé to make .s.ignificant mpmvénents :Ln the  cifculétign delivexy
: system | I }mc;w all of us .want to gi%fe sane thought to the qu’estiop of
4 who's géing to be taklng j:he ?apers around. I tm.nk more of them will

be adults.

‘I‘wo—th:l_rds cf tﬁe éve#ling pa?érs, and foug:—fifths of thé
mrnmg papers replying in our ICMA survey employ at l_eas£ some adglt.
.carri.ers; - They account for. at ieast ten peroent c_}f the carr1er force . |
| in the-;:‘ase .of about hglf tﬁe AM‘S and,a.fourt.h of tbe- Plv'l’s._ ‘ Forty—eight.
percént say thé‘re has been no change 'in the propoﬁidn-bf adul.t carr__j.ers
B :.sincé 196_7 : 7% say tiaey are employing fewer néw; and the rema:.m.ng 45% '
say the percentage of édults 1s mcreasmg. Mt th_r.ee-fc;urths. |

believe that costs are higher with adult carriers, roughly 10% to 15%
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h:'__gher on average. The trend toward more adults, incidentally, is no
- different for papers that have been gaining in coverage and those that

: havé been losing.

There is also very little differen.ce. between gainers and
| losers 1n %:he method of billipg .subs_:cribers.- Most papers glve the _reader
.,a mmbetr of optior;s: 55% offer monthly billiljgs, 45% let them pay
R --.weékly, 13'% biwéekly, i8% évery three months, 12% évery .six_ IIr.\onths,
and ]:l%‘dff_er Vazmual. biliipgs_. | Bbout a thlrd of _tﬁe papers reﬁn;)rtiﬂég =
- have. cérrieré l_eave'a: bill: and let V.s.ubscribers return a payme.nt by maJ.l

A third also bill at least some subscribers directly by mail.

. Three out of five circulation departments contact subscribers.
- _whé have cancelled to find out why they stopped the paper. The
 proportion who do this is actually slightly higher éfnong papers that

‘have been losing ground than among those who have been gaining.

The recent Syracuse University study, which most of you have

" Seen or read about, ‘also puts'lthe' spotlight on delivery problems, and
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of course these are extremely impdrtant; But.of the 450 stopé that
Wére checked out in.'the i.:hr'eelci_t.ies studied, 55% were people who_ '
ccﬁul& not be contacted, and é;f | those cUntacted, .29% meﬁ.tio.neﬁ_mo'v_es

or vacations as the reason for cancelling their subscriptions.

Any Study.of Why :peoplé_'s.stop their subscriptions is béund _
' to r'efle'ct' £he diffi@ty of makmg cont_a;:t. With peéple on thé move 7_
" The | pébpie who can be .logate_d and interviewea afe Ithe-'n.lj._nority.wh.c.)_' . |
éi'e stlll liviné-t;zhere t_hey_ used to be. There .is' nol way ofgettlng
people who'are no longer around to keep buylng the pép-er_, but
historically thef have been counterl?aj_a_nced by néw peoplé cdning in.
It'é not 'just.the.a. c#culéﬁion- étoi)s_ that should concern us; it's the

ones that never start.

I know that many of you feel that the real probl'em of building
- circulation is one of .assuring delivery and J'mproving service. I aéree_ A
that this is vital. But my own analysis of the trends in readershi_p' '

leads me to the conclusion that our problem is not merely one of
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getting the paperto the custcxﬁer b.utl p'ne of makmgh;m feel that whe_n
'he. has it.he has sanething of value. Vé.lue to ';ne .'means ﬁﬁat thé_re is
samething in it thathe déesn_'t get from the t’elevi-sio.n news. _. Vaiﬁé '
-means thatl it i.s worth the increased cost hg has tg : pay. _fo;‘ '. it.
Value'mahs that although he has mére dgmpds on hlS t:lme., +he news?aper

still represents an essential guide for his daily life.

So I thithe have to come back to the actual i)j:oduct as . |
the heart of the newspaper marketing problem. And here, in my opinion,

. there are four issues to be faced..

First and foremost is #he quegtion of uﬁe#her neﬁspapé#s have
been .suffi_cien’_c.ly r:esponsive editorially to the changed outloé]; .of.
the pe.ople whc?..will be ;u.ﬁning this country. ten and twenty years fram
now. In thé era after Vietnam and' Wafergate, we must seriousiy as]%
Aours.é]_\.res whether newspapers ére talking in terms that young people
can relate to and identify w1th To do éo witho'ui-; alieﬁ;tiixj the vast
: bulk of th‘e existing feadership will take .éffo:t,' research, and

above all, experimentation.
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Sécénd,-‘ how can .néwsp;apers acceleréte thé .conVeréiOn_ of
Negrc:;es an:i Sganish—speé}{mg Americgns té :regular readership? .Marlly -

| of you ha\}e tm£ked hard to p@ote cirml%tiop _m (jhgttb ne:'Lg‘.l;borhood_s.'E
Yoﬁr..pépers have mcreased .the' ampﬁt of space rldev{)tec.i to 'né;ws of

'tﬁése nei'gh}oorhoods and ha%%e activeiy_ recruited m:morlty -staff Has
this effort been sufficient aﬁd is Iit. today getting the urgent |

: pfiority it desexves if our business is going to.'Stay strong?

'ﬂ'n_rd, to what extent are n@spépas really respondlng ‘with
awareness that Women's Lib ié‘noi: a passi?xg.pheﬁdneﬁon _but an e’xpreséion :
- of a genuine §tructural change in the Ameriéan mrk_fofce_, and there—
 fore 1n the'. life eﬁcperi_encé Of' what is now.a majority of zmerlca.n Waren.
| Ou.r survey laét -year' showed _ﬂda.t.only one-fourth as__rmlc'h' ﬁewsééper '
s?aée is devoteﬁ .to news and features tkﬁt' are generally cohsider_éd '
| of primary interest to women as to material of primary interest ..to

men. Isn't it time that editors took another look at that?



Fourth, the best-:iéwspaper readers have always been the
most. sophisticated and the most educated members of the camunity.
'.Paradoxically, these are also the people who express the greatest.

amount of disagreement with the editorial policies of .' their hametown -
papers. The publlc s 1evel of educatlon has shown a steady rise.
_ ‘("»‘—Y
2ot €
Are newspapers keepulg up w1th thls trend, osel €an bl becane more

: ‘W\e,w
phJ.StJ.cated without allenat:l.n:g\:‘r/pass audience?

Since.my- 'assig'n.n_ent ,'tc.)day is to stir _ﬁﬁngs up _é '1i1':t_l.e ’
: 'thére are just foﬁr additional Quesfions I'-a 1jI_k_e £o pcssé by way of_ o |
. conélgsion.

F:Lfth, d we know eﬁough about: by in s:.tm.lar kinds of -
.situ.ations, scme papers are far..mre succes;sjflil than others 1n
Ix)lciing onto r.e-ad_e.rs and gaJ_nJ_ng new ones?z Don;t we need more detailed
.study of thesé iridividuél'case_s?- ..q'The Audit Sgreau ._of Cirqulatipns
seemé to be intere.sted. now in expanding the scope of its acti\}ities-.

"my-couidn-'t' its camputerized data be put to work analy'ticaily to help



answer queetions on whe.re. the 1esees end gains have been in. épecific

| couhties; for specific papers?  We need inteneive _stﬁdy of case
histories of success and failﬁre to fmd ouf whyl heWSpapers starting |

. wi'th. the same ..se{-., of cond._it_ions and problems. end up with very different .
.circulatior_x trends

-

Sixth, hasn't the fc.ime came for the newspapef business to
make an appropriate .investmen't_ .in'the aevelognent of the .newspaper
reac;ing hab:Lt amorxy chlldrenami youhg 'people," e.specie..l.ly. in our big .
central cities? Our effoﬁs so far b.aire been J'_'m.pre.ssi\.fe. | Tn 19‘7.1 '
the iastr school year for which there are est’irnatee,' four hundred daiiies _
coof)eratmg 1nthe Nen«.;SPaper In The .Ciass_rocm. ‘prOgraIn distributed
fiff_y mill_ion copies to five million elementary and high school
pupils; 'That is e prbciigioes aCconpliement. : .BL-lt fhe five @llion'
. repre_eented ten percent of the to_’;el ‘school enr‘ollment.'.: Is our

accamplishment proportionate to the' need?

Newspapers deal with what is immediate and relevant. Backed

up by proper technicques and teacher training, couldn't they make a



sighifica_nt czmtributioﬁ t’o_ J'mproving the .readinc;.j 1.evel.of childréﬁ

in immer c.Lty sohéolé? What wbuld be the real 'lonémteﬂn profit

From usging..overrun and return copies for thls purpqse'rather than
agsc;:ab? would it be helﬁ_fﬁl to get a sharp high;level outside

look at t.‘;le.Newépéper In 'I_ﬁne Clgs’srocm program to ;assess thé obétag}es"
iﬁ has facedf ‘hoth in schools and on'newspaperé, to evaluate its.
I:naterial's and prograins and to consider whé.t k:t_nds of re'alistic new

‘efforts can be mobilized behind it?

Séven%ch " in the past é substantiai- share of. all newspaper
promot_ior; has been devoted to w1nn1ng réaders’ at the expense of .the
' cdnpetition. Shouldn't rqore of this prdrptional effo;:f ke aﬁed at
buiiding t.he.newspap.er. readir.lé.habit? Oour ICMA survéy foun&' ﬁhat
among .mc;rning-—evenmg -éubiications under a sinéle ovmershlp, énly 6ﬁe
1n ten sélls_ combination sﬁbscfiptioﬁs. Why aré not moré newspapers
W1"ch éep_a:fate ec:;iitorial pfoducts trying 'té .encougfagé people to read |

both a morning and an evening paper each day?
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' Eighth, doesn't ﬁe circulation side of our business de.ser-ve
more high level attention from néwsPaper .mar.xaqements, both oﬁ an
mdustxy-ﬁide basis énd bn individual papers” . Isn't 1t time tq
professioh_alize .the Acircul.ation' management _functioﬁ by giving. it
appropriate acédanic roots?_' Almost eve:%y .joumalism schooi offe.j:'s
courses. on advgrtising. | Onlyl a handful offer courses on. circulation 7.
_ managanent, Wthh to my m_md répresents jﬁst- és ccxnple;; a body o_f-skiils
and is just as noble ;“:l cailiﬁg. To get 'aéaéanic aCcéétance’ means that
| texi-;s' ﬁulst' be" ccmﬁissionea ‘and cua_::;:iéula planned.. How else are we going

to get the high level of new talent we need in your part of our busjness?'

The Newspaper Advertising Bureau runs 110 training seminars
a.nd_mrkshbps a year for newsp_aper staffs to u@grade- fhe.quality of. .
advertlsmg salesmanéhip. Isn't there a need for a comparable progr_am

in circulation? And do you want our help?

I have been giving you someg personal opinions here, and talking
within the newspaper family, so my eyc has been on the hole today and

not on the doughmut., I don't have to. remind you, I hope, how bicj and -



_“32“-
" how prCSpero?Js our- busi-ness.’ is -tdiay,. by exrei;y'coﬁc'eivable yardstick.
We I;ave more daily .hewspa'pers bemg publisheﬂ ‘nox{f than there have
* been in .s.ev_ejl:a}_ decades and publl&hed in more differe__nt cities than '-
- éve_r péfore in _k;istoxﬁ_, Our 'ci:r;:n#lé.tion and advertis:i__ng are both
.bigg.erl than evef. The greét socia} ‘and de:rbéi‘aphié trends in our :
| son;ei;y are é_'Ll_ mrkjng on.o_ur behalf But the t:.'uné_'to évoi&
‘camplacency is preciéely when 'évetythil-rlg‘s: go-ing-bui- 'way- And we on
| "lt.he éd‘vgrtising ‘sidée know very {vell ﬁat our _c'c;nt:i_nuai. suc.c.ess'.depends.

'100% on yours.

ICMA - New Orleans
July 2, 1974
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'rg‘au, Ine. 485 Lexington Avenug
U ' New York, New York 10017

212 687-9300

Lec Bogart
Executive Vice President
and General Manager

~July 15, 1974

Dean George Gerbner
Annenberg School of
Camunications
University of Pennsylvania
Philadelphia, Pa. 19174

Dear George:

You may remember in a rash moment asking me to

keep your new journal in mind for any new articles

I was working on. The receipt of your excellent
issue #3 reminds of this. Do you have any interest
in an adaptation of the attached speech I just

made to the newspaper circulation managers? There's
a fair amount of exhortation in it but I think with
a new introduction and some excisions it could be
made reasonably respectable, What do you think?

Cordially,

P

’l%ﬂw@m -

{LoAeton o = (A



485 Lexington Avenue '
New York, New York 10017
212 687-2300

rdb Newspaper Advert-i'éingﬂBu'r'ejéu; Inc.

* rd

Leo Bogart i
Executive Vice President i
and General Manager %

August 21, 1974

Dean George Gerbner

Annenberg School of Communications
University of Pennsylvania
Philadelphia, Pa. 19174

Dear George:

This is just an acknowledgment of your letter regard-~
ing my piece on newspaper circulation, which I am now
revising for Communication, and which will be in your
hands well before December.

Cordially yours,



m Newépabe t;iige__r’tiéing"Bureau;'lnc.' L 485 Lexington Avenue

New York, New York 10017
212 687-9300

Leo Bogart
E‘xet,:}_ti\fe Vice President
and General Manager

- January 15; 1975

Dean CGeorge Gerbner

The Annenberg School of Communications
University of Pennsylvania
Philadelphia, Pennglvania 19104

Dear George:

Thank you for the material that you sent me. I shall
take it up with the ANPA News Research Committee at
the meeting this Friday.

Cordially yours,



485 Lexington Avenue
New York, New York 10017
212 687-2300

Y.
" Leo Bogart
Executive Vice President
and General Manager

October 21, 1974

Dean George Gerbner

The Annenberg School of Communications
University of Pennsylvania

3620 Walnut Street C5

Philadelphia, Pennsylvania 19174

Dear Dean Gerbner:

There is a correction to be made in Mr. Bogart's
article on "Maintaining Newspaper Circulation,"
and I don't know whether he mentioned it to you.

In the first footnote on page 14 of the manu-
script, the title of his article in the Columbia
Journalism Review should be "Urban Papers under
Pressure."

Sincerely vours,

Fanie Mon T

Secretary



September 23, 1974

e, 8o Bogagt

Executive Vice Pregideat and
Gemeral Manoger :

Hewspsper Advertising Bureen, Inc.

485 lexington Avenue

m York, NH.Y. 10017

Tﬁa;&km f&ryﬁm maf %pta@arém the
attached manvecript on “Meintaining Newspaper
Cireulation.” 1 look forward to weadig 5.%1
npon wy return fm # conference abrosd.

length and other commitments moke it walikely
that we can get this inte the Winter im, bast
will tyy our bent.

¥ill be in towch again as soon as ms&i&im

Sivcerely youre,

Geoxge Gerbfer

GG rkas
Trangeribed snd gsigned in
Dr. Cerbmer's asbaence




485 Lexington Avenue
New York, New York 10017
2126879300

By

September 6, 1974

}'Ic "

“Leo Bogart
Executive Vice President
and General Manager

Dean George Gerbner

Annenberg School of Communications
University of Pennsylvania
Philadelphia, Pa. 19174

Dear Gecrge:

I hope this is now satisfactory. Giwven the
topical character of the data, is there any
possibility of getting it into your Winter

issue?

Cordially yours,



485 Lexington Avenue
New York, New York 10017
2128687-9300

W
S

Lgo Bogart, Ph.D.
« EXacutive Vice President
and General Manager

December 11, 1974

Dear George:

I am enclosing the edited copy of the paper with my
blue-penciled comments. I hope they are all clear.

I have not tried to retype anything, bkecause I realize
that you might have further changes to make. I trust
I will get a look at the proofs.

I am, indeed, very interested in your new data on
television and newspaper news. What are we talking
about in the way of cost? And what specific
guestionnaire items are available for cross-analysis?
Best personal regards.

Cordially vyours,

N aa
Dean George Gerbner ! -
Editor C i
Journal of Communication . .
Annenberg School of Communications gff{r‘ (/”
University of Pennsylvania ﬁL}m
Philadelphia, Pennsylvania 19174 S



@ -t_-‘ (%7 - ik
‘deorge==

I, have made some editorial .6hanges in
*this (all very minor) and-have made a
Xerox copy to send to Bogart. It would
. probably be better if, as you suggested,
' you wrote_to him. . e

T must say I'm not sure why we ars running
this article, It seems to be a cross
between market research and PR for news-
paper management, which might be better
suited to a newspsaper publishers! publi-
cation. However, I assume we are cormitted,
80. + .

Susie

P.3. You might want to explain in

your letter that the bracketed sentences
will be extracts, T don't think this

is ‘messy enough to retype, and T will-
have more time to fix it up in January
than T do thia wa

als
WAL e b WL/IOr g
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Decauber &, 1974

365

Dr. Ta0 Dopert

Execubive Vice President &
Ganersl Manager

Newgsaper Advertising Bureaun, Ine.

485 Lexington Ave.

Hew York, N.Y. 10017

Dear Leo:

43 I veceived your letier of Novembsy 26, with the article on "™Will The
Medium Get The Message?™ 1 just &mpleted my editorial work on youyr
aewa;zaw asivculation srticle, and passed it om 0 Susan Schmidt fox
her additionsl touwches. This wore recent papex way help us sumarize
am parts of the sarlisr artiels, ond perhaps add a few parageaphs
on television. We should be gending you our recommended version fer
your further vevisions snd comments very soon. It will definitely
apnear in the Spring issue of the Jourmal, -

I am afso just finishing sn expanded version of the Viclenmce Profile

we discussed at the SSRC mesting. I am sure that youl vealize we ars
gssontinlly testing out some related measuves of televigion content

end effects. Ve have additiomal date on the influence of newspaper
veading upon the extent to which the television “facts of life" are
absorbed by the viewer, These deta are extremely illuminating from .
the point of view of the actual infilwence of news reading on enm&@tim
ahout the world, ste. They tend fo show that while reading the news~
peper runs counter to the telovision effect, the frequent viewing of
tsleviaion news goes hend in haod with the affmt ﬁf dvomatic content
and doss mz: act like Wﬁ‘ﬁe‘r r’eaﬁmg.

1E saoms to me that we could go much more daezﬁ? into the issus of the
ralotive influences of newspeper readimg, television news watching, and
geneval televigion viewing, and investizakte the interrelationships emong
these mediz uses. Thig should be of interest to you snd both encouraging
and challenging to newspaper exesutives in general. Flease let me kuow
if vou might have am interest in a tittle pide study on this gquestiom,
taged on the data we have in our computer archives. :

We x_«zifii ‘ba in touch goom whout your az&i&ai&. With best regards.

Sincerely yours,

George Gaybaer

GGikag



Janwary 13, 1975

Dr. Leo Togart

hx&cutive Vice President and Seneral Manager
Newspaper Advertising Bureau, Inc.

485 Lexington Ave.

¥ew York, H.Y. 10017

Pear Leo:

I regret that time does not permit the development of a formal oxr in any
sende adequate research proposal to take advantage of the opportunity

mentioned in my letter of Dacember 4. Basically, our Cultural Indicators

data permit the compariscn of responses between light and heavy television
viewers and light and heavy newspaper readers. Our preliminary results

indicate that news reading runs counter to television viewing. (including
TV news) in its relationship to conceptions of aspects of social reality.

The data come from a quota survey by Starch and a national probability
survey by ORC, both commissioned by our project. I am enclosing a copy
of the 56~-item Starch guestionnalre. The 4~item ORC survey is explained
on pages 44-45 of the encleosed VIOLEHCE PROFILE NO. 6.

That report also describes the methodology of the research. Of special
interest would be the tabulation of data permitting direct comparison
between the relative effects of news reading and TV viewing., This would
be an extension to other items of data contalned 1n Figures 8 ané 13 of
the VIOLENGE PROFILE report. :

As I mentioned on the telephone, this work would requira the servie g of
a graduate assistant for about two months, some computer cestg, and a
certain amount of supervision. We could brlng it in for $3,000 by about
September 1, if you are interested.

- 4 more formal statement and budget could be prepared in due course. Now T

just wanted you to have some information for the forthcoming meeting. Let
me know if we should plan for t&is work.

Sincarely FOUrs,

George Gerbuner

GE:kas ' ’/1*;“\\

encl. N



Dear Leo:
I regret that time does not permit the development of a formal
or in any sense adequate research proposal wweselx to take a&vantége

of the opportunity mentioned in my letter of December 4. Basically,

our Cultural Indicators data permit the comparison of respoﬁsesﬂ:p

- between light and heavy

television viewers and light an heavy newspaper readers. Our preliminary

results indicate that news reading runs counter to television viewing

in 1Fs pelattauship  +o coM¢a¢ﬁéhg o0& aspeds od

{including TV news/)(. < oeiz) V.e_a.lt'f?,

s data come from a gquota

survey by Starch and a national probability survey by ORC, both
comﬁissioned by our projectd. I am enclosing a copy of the 56-1item
Stareh guestionnaire, mmk The 4~itém_0&é surzﬁz, is explained
on pages 44«45 of the enclosed VIOLENCE PROFILE ﬁO. 6o

That report also describes the methodology éf the research Fromwiegr—
Of special intefest tomppempadddi would be the tabulation of -thwese déta
permitting direct comparisoﬁ between the relative effects of news reading

and TV viewing.sm This would be an extension items of ERka

- data contained in Figures 8 and 13 of the VICOLENCE PROFILE report,
tabetheprinedrrl *

As I mentioned on the telephone, this work would require the
hail® éervices of a Exmiwmkecisrr graduate assistant for about two ﬁﬁnths,
some computer costs, and a certain amount of supervisione. We could
 bring it in for $3,000 by about September 1, if you are interested.
A more formal statement and budget could be prepared in due cCouvse,

;for the ;
pimwe. Now I just wanted you to have some information X the

forthecoming meetinge Let me know if we should rlan formime this work,

¥

8y



485 Lexington Avenue
New York, New York 10017
212 687-9300

m NéWépéSérﬁdvéfiiémg

Lo Bogart
Executive Vice President
and Generat Manager .

January 24, 1975

Dean George Gerbner

The Annenberg School of Communlcatlons
University ©f Pennsylvania

3620 Walnut Street C5

Philadelphia, Pennsylvania 19174

Dear George:

I made your proposal to the News Research Steering
Committee of the ANPA last Friday, and it received
sympathetic attention. However, it was a latecomer
among twenty-five separate research proposals which
the group discussed, and I am sorry to say that it
was not among the top ten for which some limited
funding is possible.

I do hope you are able to get some analysis along
the lines you suggested, because I think it would

be useful, and certainly of interest to me, per-
sonally.

A11 the best.

Cordially yours,



- 0 BOGART" -1535 Central Park West . New York:: l‘_O__23_

March 6, 1982

Dear Georgé;

I have Jjust put in my name as a candidate for a new
chair in Telscommunications at Teachers College,
Columbia University. I took the liberty of giving
your name as a referencs, and I hope you don't mind.

I gather that the search committse is realistic about
the nswness of the field, and i1s locking for a mass
commnications generalist rather than for someone
‘with a technical orientation. As it happens, I've
bsen writing on the subject since 1966 and organized
a national conference on-it about a year ago. I am
on the ANBPA Telscommunications Committee, and gave a
ma jor pressntation on the topic at the last Newspapsr
Publiskers' Convéntion. What Y'm most intsrsstsd in,
of courss, are the social consequences o0f the big
technological changes that are jusi in thelr early
stages.

I turned 60 a few months ago, and I sse a return to
academia as a way of prolonging my productive life.
I'm attaching the biography I uss on my job, rather
than the long c.v. with all the references, If you
naed that, or any other information, pleass let me
know. Thanks in advance for anything niee you might
say if the ssarch committes writss you, as I swyspsect
they will.

Warm regards,

/



+LEO BOGART ¢ 135 CentralPark West e New York, N.Y. 10023
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March 29, 1982

Dr, George Gérbner
Dean, ASC

Dear George -

Presenting Leo Bogart's name to the Executive Committee as a candidate
for the Washington job seems like a good idea if it does not involve
an appointment to our Standing Faculty. It might, as you point out,
make a very good short-term solution to the Washington staffing and as
an Adjunet Professorship., If the Executive Committee decides to
forward this candidacy for consideration by our Faculty then I wowld
appreciate the opportunity to look over his publications and other
materials. I would like to point out to the Executive Commitiee now,
however, that while Dr. Bogart has had extensive commercial research
experience he has not had any appreciable or extended responsibility
for the supervision of graduate students and their doctoral dissertations.

Thank you for the opportunity to express my views at this time,
Sinceddly,
Charles R?/Wigght

Professor of Communications
and Sociology

IMUNICATIONS

3620 WALNUT ‘STREET:CB
" PHILADELPHIA. PA. 19704
TELEPHONE: 215 2457041



YLVANIA THE ANNENBERG SCHOQF, OF: OMMUNICATIONS

" 3620, WALNUT STREET 5
PHILADELPHA, PA. 19104
" TELEPHONE: 215 243-7041

fﬁSepte@hér-lé;'i§83

Dr. George Gerbner -

Dean S e st
The Annenberg School of Communications
University of Pennsylvania

Dear George:

I am writing in response to the BExecutive Committee's
request for advice about the proposal by Dr. Leo Bogart

to offer courses on a commuting basis. While much depends
upon the details of the arrangement, in general I don't
favor such propositions.

First, I don't see what "gaps" in our academic program need
to be filled in this way. Many of the proposed courses seem

more appropriate to a journalism curriculum than to the particular

academic orientation of the ASC's communications curriculum.

A case might be made for the course in business communications
as a service course for Wharton undergraduates if we wished

to provide such a service.

Second, if there are some gaps in our curriculum they should
be the subject of a curriculum review by the ASC faculty, and
alternative ways of filling them should be explored.

Third, in general I think it is not a good idea for our
students and for our academic program to have many classes
taught by part-time visitors who have less than full academic
responsibility. Exceptions can be made for an eccasional,
unusual opportunity, e.g. a course by someone like Mead or
Lazarsfeld, in their day.

i |

ourth, the appointment (should there be one) ought to be
reviewed and acted upon first by the Standing Faculty of the
Annenberg School, with discussion in a faculty meeting. I

urge this not only for consideration of the proposed candidate
but for any such proposed appointment.

I prefer not to make any written comments about Leo Bogart's
qualifications for an appointment without having seen his
vita and publications. But I am willing to discuss this
with members of the Executive Committee, if requested, given
more information.

I thank the Committee for asking for my views on this matter.

Proféssor of Communications
and Sociology



August 11, 1083

Leo Bogarg
135 Central Park West
New York, NY 10023

Bear Leog

Many thanks for your note of August 1 and the list of ecourse
descriptions which look interesting and useful to me.

Our next step will be to discuss the opportunitias inherest in
your possible availabl¥ity and how they match the nszeds of our program,

In the meantime, we are negotiating with publishers and hope to
firm up the encyclopedia arrangements in a few weeks.

Please keep me pésted of any developments on your end, I will
be in touch with you again probahly in September or as soon as we
have some information from heve,

With best regards,

Sincerely yours,

George Cerbner

ey E] . Jy
Profaassor of Communilcario

and Dean

18

OGsab



L3

‘New York, N. Y. 10023 -

a

Jear George, i.
-

I am attaching a list of

I havs done researohhand'publléh;d books or arficies
on &ll these subjects, and would bs happy to refer you

to spscific ltems in my biblicgraphy if this is per-
tinent. The list ig in no varticulzar ordsr of prsfersncs
on my parﬁ. Wnile each sugmested course is fres-
standing, they might make four pairs of two-semestisr
ssquences. I rsalize that some of the subjects may
already have Dbesn presmpted, sither within ths School

or glsewhers in ths Unlvsrsity,

I would prafsr to gat any furthsr correspondsnce &t
my home address (above) rather than at wy offics, bui
don't hesitate to call me at either place.,

Cordizlly yours,



An examlnatlon,oz U S. mass media ag 4 Syatem o? 1ntcrrelated in-
stﬁtuﬁions. The economlc base of mass mﬁdla, publlc and advartlaer

support,. Univsrszl and sp801alized fU1GLlan ‘The aconomlc of_

broadeasting and orint. Gompetitlon witnln and among medis; iis
néturs and effects. Divereity and concentration of ownership;

effecte on pricing and contsnt, Ownership, ménagement and stzfs
ing. Socisl origins and values of medis prectitionsrs and declsion

mekers, Relation of the media to other social institutions.

Commercial Culturs

How medls content influences social valuss and norms under the
American system of private ownsrship, where content 1s & cormodity
for sale to audiences énd &udlences ares a commodity for sele to
edyertisers. How the prsctices, standards and instituiions of
contemporsry popular culture contrast with those of =1lite culture
and of traditional folk culturs. Media-rich and media-poor socie-
ties. Judgmentsl criteria used in medis decision making; the role
of research. The theory of "eultural dsmocracy". Media policy

and the modification of tasis. Advertising as a componsnt of

media content and as a2 dstesrminant of msdia success or feilurs.

Business Communication

A survey of the techniques through which different types of busi-
ness communicate with their publics: Consumsr and business-to-
business advertising, corporate public reglations, product publi-
city and pfomotion, employes and stockholder communications,
Public relations and the company's self-imags, Publicity zng
newsmeking. Advertising's sociel and sconomic role; how it re-
lates to marketing objectives: budgeting, Planning, crsative

Strategy. Interactions of advertlsars, égencles and medis,



‘Mass Media hudd

Hisfbriéal eﬁBlU%ion cf_mass nedie audiences;jlciréulation auditing
and the origins of meaSQfement.~ Extansion of the audisnce éoncept
from broadeaeting to print. Commercial meaéﬁremeht sérvices and
their methods. Role of audiende date in media mansgement and plan-
ning; medla selsction modsels in advertising. Simeletion of aud-
ience data., Audience characteristics and intermedia comparisons.

Audience segmentation, duplication and flow,

Public Cplinion

Historical review of public opinion theory in both democratic and
non-dezmocratic political systsms., Opinion formation and change.
Sdcial determinants of opinion. Msss media, organized interest
groups and the creation of public issues. Interactions of public
opinion, collective behavior and the politicel process. Opinion
surveys and the awarensss of public opinlon. ZFublic and private
polls; their uses and limitations. (Burvey data on U.8. racial
attitudes, the Vietnam War, Watergaie and currenily topical sub-

jects will be used as case historiss).

International Communication
Communicetion across national bounderies, from royal couriers to
satellits trensmission., Barriers to international communication;
their political impliceiions., Informal and officlal communica-
tions, Style centers and "ecultural imperislism”. The role of
international ofganizationé, inecluding multinational corporations.
Policy issuss involving international satellite broadcasting,
Theory and practice of propaganda 1n war and peacelime; black,
grey end white propaganda. Audience targeting and ths functions

of differeni media. FPremisss of current U.S. information policy.

(Cass histories from both World Wars, the Cold War and topical iesues),



The Periodie'afl

'hiqtory of print media and a review of their pressnt state.
Gharacterlstlcs of print communlcatlon. The journalist1c tradiu
tion in Americe and elsewhere. Ths distincfive'funétions of

deily and weekly newspapers, the minority prsss, megazines,
business and Profeesional publications., Varieties of newspapers
énd magazines; differences in thelr sconomic structure, organiza-
tion, staffing, content and re¢adership, Social, political and
gconomic functions of newspapers and mags zines., The life cyclé

of publications., Adsptation to broadecast competition. Readership
trends as_indicators of social cghange. Implicaztions of changing

production technology.

News

Theorlss and definitione of nsws. History of nswsgathering and
digsemination, Varieties of newe and their Psychological appeals.
Social differences in news iniercste. News organizations, their
control and staffing: newspapers, news mé&gezines, radio and tele-
vision stetions and networke, the wire and feature services.

The docirine of objectivity. Pseudo-events, press confsrences
énd press releasss, The nsws budget; 1ts demands and constrainis.
News beats., News and featurss. The news as entertainment.

Live news: ths impact of television. The human intsrest story.

Newsmakers and journalists, News management and manipulation.



FROM: G. Gerbner

DATE : August 11, 1983

Dear Execs:

Leo Bogart indicated possible availability
to teach a course on a commuting basis (or more,
but - from New York) and I asked him to send me some
suggestions. They are enclosed,

The opportunity is to provide some specific
service or plug a hole (if you want to think of
our curriculum as swiss cheese) with an established
and fairly high-level talent.

We can discuss at our next meeting,

George

THE ANNENBERG SCHOOL OF
COMMUNICATIONS

UNIVERSITY oF PENNSYLVANIA




September 6, 1983

br. Charles R. Wright

328 Amnenberg School of Communications
3440 Market Strest

Philadelphia, PA 19104

Dear Charles:

Leo Dogard~has indicated possible availability to teach a course
on a comuting basls and 1 asked him to send me some suggestions., His
letter and suggestions are enclosed,

We discussed this prospect in the Exequtive Committes and decided
to ask for your advice. Please lst me know what you thinkoof these sup~
gestions, and which ones, if any, we might do well to pursue.

This may be an opportunity to provide some specifice service or to
£il1 some gaps, particularly on the undergraduate level., What do you
think?

Sincerely yours,

ﬂnnwnn £t

A B Larone

Profesgsor of COmmﬁnica;ions

{&#ﬂﬁwa | . and Dean
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et Centter
edia Studies
Columbia University: .-
2950 Broadway ..o i
New York, New York 10027-7004 "~

February 23, 1990

Professor George Gerbner
Annenberqg School of Communications
University of Pennsylvania

3620 Walnut Street

Philadelphia, PA, 19104

Dear George:

I am writing to ask whether you would be willing to set down
some of your reflections on the developments in mass media
content that may be coming in the next 30 years. These would
become part of a monograph that is being prepared for a
symposium on The Future of Information, sponsored by the
government of Valencia, Spain. Professor Carlos Soria, of the
University of Navarra, has asked me to help him obtain the
views of 20 leading authorities on mass communication as
background material for a "summit meeting” of news
organizations to be held in Valencia on December 3-5.

I am sure that your ideas would make an extremely valuable
contribution to this report, which will be published both in
English and Spanish. We found like to have five double-spaced
pages of manuscript that might deal with any or all of the
following gquestions, or with any other issues that you feel are
relevant: ' : '

Communications technology has been dramatically transformed in
recent years, and further advances are on the herizon. Just to >
name a few: Teletext and videotex, high definition television, '
laser disks, image digitization. inkjet printing, satellite
Qggggcasting, the rapid spread of cable, the VCR, and facsimile
transmission. Looking ahead as far 8§ you reasonably can, say

to the year 2020, are there any other technological

developments that you consider likely to occur?

Which of the new forms of communication are likely to have only
specialized uses, .and which will emerge -as major elements in
the mass media system? How will ¥he content and character of
the present mass media be affected by the new media? Will their
appearance*in'any-significant_Way alter the present balance
between individual and mass communication? Between specialized
and general interest media? Between information and

entertainment? Between consumer-supported and’
advertiser-supported media? - D

National Advisory Committee Frank H.T. Rhodes, Chairman

Edward P. Bassett Tom Brokaw Walter Cronkite Felix F. Gutierrez Nancy Hicks Maynard Michael . Sovern
Louis D. Boceardi Harry W. Brooks, Jr. Eugene C. Dorsey Joan Konner Allen H. Neuharth Robert Wedgeworth
Bernard B. Brody, M.D. Ann Compton Katherine W. Fanning Robert Macheil Gerald ¥, Sass Thomas Winship

A Gannett Foundation Program at Columbia University fax: 21202805726 telex: 220094COLU{UR

s



As evolving technology blurs the traditional boundary lines
between print and audio-visual media, how will this change the
content of media, the rhetorical style of communication, the
duration of messages?

What implications does new technology carry for the social
consensus that has come from widely shared images, symbols and
values? How will it affect the size, composition and character
of audiences, the segmentation of interests, the prevailing
levels of taste? Gqvernments are necessarily involved in the
regulation of certain forms of communication, like the
broadcast frequency spectrum, D6es néw technology therefore
raise new threats to freedom of expression,. or does it
guarantee greater freedom.of .information choice? As technical
barriers to international communication dissolve, what are the
effects on information content? Must new media forms inevitably ﬁ'
widen the gap between the information-rich and poor? '

P

If you are willing to contribute to this report, we will need .
your five-page essay by May 15, which I admit, does not leave
very much time. There will be a modest honorarium of $300, and
the organizers of the symposium will need to know whether you
wish this deposited directly into a particular bank account
(name and number) or paid by check. Also, I will need, as soon
as -possible, a short curriculum vitae, of about 20 lines.

I very much hope you will be willing to contribute to this
interesting project, and look forward to receiving your
affirmative response.

Ve sincerely yours,

Leo Bogart
Senior Fellow

%;m‘a%wm-
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135 Central Park West
New York 10023 ,NY

October 12,1990

Dear g;glj*5
§

I have just had a visit with Professor Carlos Soria, one of the
organizers of the Valencia Symposium on the Future of
Communications. He has asked me to send you the enclosed check
and to assure you that he appreciates your valuable
contribution.

However he also told me that, because of a change in government
in the province, the symposium itself has been postponed. The
University of Navarra will therefore itself be publishing the
volume that will contain your essay, and will of course provide
you with a copy when it appears. I thought the entries in our
own section were highly interesting, and surprisingly
unredundant. Although I was just an intermediary in this
enterprise, I want to thank you personally for your response.

Cordially yours,

Leo Bogart
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MEDIA_DIVERSITY -AND - AUDIENCE CHOICE A CRITICAL ANALYSIS

TGeorge Gerbner

A New York Times edltorlal on the last day of 1989
looked back at a decade of development in communications. It
observed that things were moving ever faster and farther.
Telephones became portable. Computers drive business,
industry, transport, government, and many professionals in
offices and homes. The video cassette recorder (VCR)
appeared from nowhere to become a fixture in two-thirds of
American homes. And more was still to come:

Before cable, Manhattan residents could watch only
seven channels... Today's Manhattanite can graze among 37
channels, and others are ¢n the way.

Because of cable, culture now travels faster. MTV
provides throbbing music day and night. There are
channels for movies, channels for children, channels for
talk, channels for sports. And, of course channels for
news -- news that seemed to sweep through living rooms at
gale force,.

This, declared The Times, gave viewers "control over
what was watched.”

Received opinions about new diversity and active
audience control reverberate in the media and often also in
the academy. There is no doubt that the development and
convergence of powerful new communications technologies
revolutionized business, institutional and professional
life. But does the average home user really gain and
exercise greater control? That is the question we address
in this paper by loocking at the actual availability and
choice of diverse media materials by the vast majority of
people.

The media proliferaticon of the 1980s strained some
traditional client relationships (such as network
advertising) and sharpened competition for existing markets.
But it did not increase the supply of original sources of
ideas or productions. On the contrary, the apparent market
fragmentation was accompanied by an unprecedented wave of
mergers, acquisitions, and cutbacks. Trying to finance their
growth and still return a profit, giant conglomerates cut
costs, reduced staffs, curtailed experimentation, and
limited or abandoned specialized and public affairs
programming. (For a report see Donahue, 1989.) They seemed
to be secure in the knowledge that large and otherwise
diverse groups of media consumers exercise new media choices
along existing lines. These are tastes and preferences
cultivated mostly by television.



env1ronment into w chl dren arenbOr ;
live and learn from 'cradle to grave. The set:’ s on an
average of 7 hours a day in the average American home.
Viewing is a relatively non-selective daily ritual. It fits
styles of life, income, education, and work. Most viewers
watch by the clock and not by the program. The content
preferences and "predisposition" so important to selectively
used media do not apply to the over-arching patterns of the
world of television.

The more viewers watch (and the more electronic media
they own the more they seem to watch) the fewer basic
content choices they have. This fact is obvious if we
compare what is available through electronic media with what
is available through print. But it is also true for
electronic media choices themselves.

Qur long standing "Cultural Indicators"™ research on
network television content and the consequences of exposure
(Gerbner, 1986, 1990, Signorielli 1986, Signoriellil and
Morgan, 1990, ) demonstrates that many of the most typical
content patterns of life on television -- action structure,
casting, social typing, and fate -- are common to most types
of programming and news. They are inescapable. Exposure to
them depends more on how much than on what the viewer
watches. Independent stations and syndicated program
originators cater mostly to the same markets and audience
expectations and follow the same basic production and
programming patterns.

Most cable companies do not engage in new production.
Those that do compete for the most popular network-type
fare. (And also charge for it, and increasingly also carry
advertising.) Specialized channels duplicate and compete
with similar content on other (mostly print) media.

Movie theaters, once an endangered species, now adjus
to and reap record profits from the convergence of new
technologies. Industry analysts report that "The box-office
surge has been helped along by broadcast TV, cable TV and
home video. . . Producers are using sales of foreign, cable
TV and home video rights to virtually guarantee a film's
profit before it even reaches theaters.™ Movie marketers
are singing praises of the new technologies as efficient
ways to promote movies that appeal to the largest audiences.
{(Walley, 1989, p. 80)

Video production has of course been fully integrated
into the new electronic system. Rentals concentrate on the
most profitable titles. They also specialize in "adult" fare
and other features that are more likely to imitate and even



me of the ‘most - exp101t1ve fe”tures of standard
ns and programs than. to offe lternatlves or
challenges to 1t : i :

It is, then, a'political myth and intellectual conceit
to assume that diverse audiences are clamoring for varied
ideas, new knowledge and fresh experiences. Often ignored by
promoters of new technologies is the fact that cultural
enrichment and diversity come from investment in education,
art, science, and talent in general, and from resources
devoted to the abolition of barriers to creative work such
as minority status or assembly-line dramatic and news
formulas.. In the decade of media explosion, the proportion
of resources devoted to such scocial investment declined.

While media proliferate and consolidate, the numbers of
writers, directors, journalists, and other creators of
information and entertainment shrink. Under these
circumstances, the entry of new communication technologies
into the home means, on the whole, more time spent on the
most popular types of electronic entertainment delivered by
a greater variety of means. The new orchestration of media
has fewer players sounding more novel instruments but
playing fewer tunes for audiences who want more of what they
already know and like.

Audience research from many countries confirms the
fact that media diversification and novelty, as such, do not
create new audience interests. On the contrary, they
provide more means and styles (and markets) through which
existing interests can be more single-mindedly exploited and
pursued. (See, for example, Becker and Schoenbach, 1989, p.
354.)

Just as video rentals gravitate toward the "block
buster" product, two-thirds of those who record programs on
their VCRs tape popular network fare to view more often and
at more convenient times. The A.C. Nielson Company reports
that instead of leE‘:rSJ.J._ylug v:.ew:.ug patterns, most VCR
users provide their own "reruns." "Grazers" change channels
frequently but relatively aimlessly. They are more creatures
of chance than choice. There is no evidence that their
choices differ from those of habit.

Viewer inertia and repeat viewing are the rule,
eclectic and diverse choices the exception. These facts need
not be interpreted as denigrating "passive" and "powerless"”
audiences. Respect for audience choices comes from a
recognition of the cultural context in which they are made.
Given a particular cultural situation, audiences use their
powers as they, not wishful thinkers, like to use them. In
his summary of audience behavior Comstock (13980, p. 11)
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Cable ‘homes & 1 have n g
channels to pursue e wAIthough VCR and
remote control useled tora:dec e of viewer inertia
(staying with the same channels through program changes),
most cable and VCR users seek more cof the same content types
through a greater variety of outlets. Cable penetration even
increased channel loyalty among those who stay with standard
channels (Walker, 1988). By staying with regular station
and network schedules, many of these "loyal" viewers may
actually see a greater variety of programs than those who
pursue more limited preferences through the availability of
more media choices.,

Evidence that this is indeed happening comes from
several large-scale media market surveys. Neuman (in press)
examined these data looking for diversity of viewer
perceptions and choices. He was disappointed. Audience
perceptions of program themes and motivations for viewing
are strikingly similar across gender, income, educational
and age groups. Furthermore, the correlations of actual
viewing patterns with perceptions are also similar in the
different demographic categories. The highest positive
correlation is with "relaxaticon" and the lowest (negative)
correlation with program perceived as "informative," or
"sophisticated.”

"People like television to be funny and action-filled,"
Neuman concludes. "That 1s true for the teenager and the
grandmother, the construction worker and the tax
lawyer...The overwhelming pattern is one of rather uniform
motivation and choice.”

Even newspaper preferences and interest differences
amcng different social groups are slight (an average of less
than 5 percent). These, Neuman notes, "are not likely to
inflame the souls of targeting marketeers or those whose
financial investments are based on the narrowcasting

concept . ™

Qur "cultivation analysis"™ of television viewing
{Gerbner et al., 1986; Signorielli and Morgan, 1930) also
shows the erosion of traditional differences in different
generations born into television homes. The more viewers
watch television, the more they share common conceptions of
reality regardless of other group differences. Cable, VCR,
news viewing or other program preferences and selections do
not significantly alter the basic "mainstreaming" pattern.
Diversified media investments also imprint the book
publishing business with their homogenizing tendencies.
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alienatlon, and polar: st 'de by 51de w1th
pervasive homogenizatio eaming." But it is
clear that the global spread of mass marketing in all media,
new or old, will not address, let alone satisfy, the human
and public need for genuine diversity and choice.

The increasingly diversified electronic discharge of
ever more massive content configurations intoc the mainstream
of the cultural environment, and of their ever deeper
penetration into the dynamics of opinion-formation and
choice, confronts communities all over the world with a
major new social policy challenge. The need is to build an
international constituency participating in and supporting
the development of cultural policies that address that
challenge. A new environmental movement, dedicated to the
cultural environment that will shape and guide the fate of
those who survive the degradation of the physical
environment, is needed to tackle that task.
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: LEO BOGART
135 CENTRAL PARK WEST
NEW YORK, NY 10023-2413

PFHONE AND FAX: (212) 72a4-—-0006

November 29, 1993

Professor George Gerbner
Annenberdg School of Communication
University of Pennsylvania
Philadelphia, PA

Dear George:
In the papér you prepared for the aborted Valencia symposium

into which we were both dragooned a few years ago, you make
the following very succinct statement:

_ "the&mére viewers watch... the fewer basic content
.choices they have... Many of the most typical content
patterns of life on television -- action structure,

casting, social typing, and fate -- are common to most
types of programming and news. They are inescapable...
The more viewers watch television, the more they share
common conceptions of reality." (George Gerbner, "Media
PDiversity and Audience Choice: A Critical Analysis",
unpublished paper, 1990). :

May I have your permission to use this quotation in my
forthcoming book, Commercial Culture? And is the attribution
correct, or has your paper since been published?

Cordially yours,

(—{\\ )

\u_—(_/(‘)'——'
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