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Businsss Experisncse

Newspaper Advertising Bursau

 Illinois Instituts of Technology,

Executive VP and Gensral Menagsr, 1067 -

VP, Marketing, Planning and Research, 1960-67
The Bursau is the csniral marketing organization of the daily
newspaper industiry of t1hs US and Canada. Iis activitiss cover
egvery aspect of newspaper advesrtising, girculation and readershiyp,

and teslecommunications.

Ravlion, Inc.
Dirsctor of Marketing Research, 1958-60

McoCann-Erickson, IncC., 1982-58
VP, Markst Planning Corporation Division; Diresctor of Intermational
Research; Dirsctor of Account Research Service; ¥Manager of Markset

Research; Manager of Medla Research

Operatlions Research Office, US War Depariment, 1951
Director, "Project Clear" (troop surveys in Korea,
2t ended segregation.in the US Army)

Japan and U3

iyl

=m0 .

Standard 01l Company (New Jersey), TLI-TL
Opinion reszarch specialilst, Bublic Relations Depariment

Acaderic Experisnce

Columbia University, lscturer in socliology, 1953-61
Graduate saminar in social ressarch applisd to business problems

New York University, lseturer in soclology, 154%9-51
instructor in Engllish, 1947-48
University of Chicago, University of Michigan,

a, Ohio Stats Unlversity, Harvard University,
University of Parils, Universidad ds los Andes

Invited lectures:
University of Minnesol
Columbia Universiiy,

Awardés and honors

American Marksilng sssoclation, Attitude Ressarch Eall of Fame, 1781

(initial award)
Intsrnational Newspaper

Membsr, 1978
Markst Rassarch Council Award, 1977 (first rzcipisant)

Amsrican Association for Public Opinilon Rssearch Award for
Distinguished Contributions to Publiec Opinlon Ressarch, 1877
Sidney Goldish sward for Significant Contributions to Newspapsr

Rggsarch, 1969 (first living recipisnt)

Advertising Exscutives, Honorary Lifs



Univerelt 6f Tennessag, Meeman Distinguisned ey, 187
American %sthological Association, Fgflow,-IQ%i??ur??’ 1976
‘Media/Scops Awards for crsative ressarch and elgnificant publilce
stataments,about media (two msdals, five certificates) 1961-70 ‘
Fu%gg%gg;'Rgsegrch Fellow, Instlitut National D'Etudes Démographliques,

Professional Actlvity : - _

Social Scianca,Resaarch'couacil,-Mﬁmbar, Committse on Telsvision
;PgiSocial Bsnavior and Commlttse on Political Effscis of Mass

edia - ‘

 American Marksting Association, Dirsctor

Aunsrican Advartising‘Federation,.nirector

Advertising Rssearch Foundation, Director

Market Research Councll, Pregidsnt

‘Radio and Television Research Councll, President

Ameprican Association for Public Bpinlion Ressarch, President

World Association for Public Opinion Resaarch, Presidsnt

-~ Amsrican Psychological Asaociatian, Consumer Psychology Division,

President : : :
Center for the Book, Library of Congrass, Member, Advisory Council
Journal of Marketing, Membey Editorial Board
Public COpinion Quarisrly, Msmber, Editorial Board

Publications _

Books: S

Press and Public: Who reads what when whers and why in American
newspapers. Hillsdale, NJ: Lawrencs Eribaum Assoclates, 1981

Pramises for Propaganda: The cold war operating agsumptions of
‘the US Information Agency. XY: Fres Prass, 1976

gilsnt Politles: Polls and the awareness of public opinlon.
NY: Wilsy/Intsrsclsncs, 1972 ‘

Gurrent Controversies 1in Marketing Research (editor). Chicago:
Markham, 1969 _ ' _ L

Social Ressarch and the Dessgragation of the US Army. Chicago:
Markham, 1969 . : . _

Strategy in Advertising. NY: Harcourt Brace and World, 1967

‘Tna Ags of Tglevision. N3 Fraderick Ungar, 1956,1958,‘}973

Lss Algérisns en France (in ssriss, Francais st Immlgres).
Pariss Pressss Universitalrss ds France, 1954

Contributions: :

Articles in 22 bocks; 19 book ravisws; 80 articles in Harvard

Business Review, Journal of Markeilng, Journal of Marketing

Ressarch, Journal of Advertieing Ressarch, Journal of Adver-

tising, Publloc Opinion Quarterly, Journal of Communication,

' jourmalism Quarterly, Gonfersncs Board Record, Management Review,

Amarican.Psychologist, apmerican Journal of Bociology, Dasdalus,
Journal of Business and othsr publications.

Education

BA, Brooklyn Collsge, 1g41

MA, Univsrsity of Cnicago, 1948
PhD, University of GChicago, 1950

Psraonal

Eorn, Sepitember 2%, 1921

Marrisd, iwo grown children .

servad in US Army, 1942-46 (four battle stars, Fourragere Balge)

Languages? French, Spanish, German
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'Leo Bogart

Leo Bogart is executive vice president and general manager of the

Newspaper Advertising Bureau, Inc. He joined the Bureau in 1960 as

vice president, marketing planning and research. Formerly, he directed
public'opinion research for Standard Oil Company (New Jersey), marketing
research for Revlon, Inc., and international research at McCann-Erickson, Inc.,
where he was vice president of the Market Planning Corporation Division.

He has taught at the Illinois Institute of Technology. New York University,
and Columbia University and has served as a consultant to a number of
government organizations in the field of information policy. He holds

a doctorate in Sociology from the University of Chicago.

Dr. Bogart has been president of the American Association for Public Opinion
_ Research, the Radio and Television Research Council, the World Association
for Public Opinion Research, the Market Research Council, and the Consumer
Psychology Division of the American Psychological Association, of which he
is a Fellow. ' '

He has been a director of the Advertising Research Foundation, the American
Marketing Association, and the American Advertising Federation. He has
served on the editorial boards of The Public Opinion Quarterly and the
Journal of Marketing and on several committees of the Social Science
Remearch Council.

Dr. Bogart received the AAPOR award for distinguished contributions to

~ public opinion research, the first Market Research Council award, and was
the first living person to receive the Sidney Goldish award for significant
contributions to newspaper research. He was among the first group elected
to the Americ Marketing Association's Attitude Research Hall of Fame

and is an Honorary Life Member of the International Newspaper Advertising
and Marketing Executives. He also has won a number of Media/Scope awards.

Dr. Bogart is the author of "Press and Public," "Premises for Propaganda,"
"gilent Politics," "Strategy in Advertising," "The Age of Television,"
"Social Research and the Desegregation of the U.S. Army," and "Les Algeriens
en France." He edited "Current Controversies in Marketing Research” and
“psychology in Media Strategy." He has contributed to a number of other
books and is the author of over eighty articles in the fields of public
opinion, communications, and marketing research.
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. _Pubhsher, Jerry W. Friedheim

Editor, James E. Donahue .
Managing Editor, Maurice Fliess :
Assistant Managing Editor, C. David Ragmho
Assistant Managing Editot, Pamela M. Terrel|
Staff Writer, Mary A. Anderson

Staff Writer, Rolf Rykken

Staff Writer, Christine Reid Veronis
Technology Writer, Rosaling C. Truite

Labor Writer, Gene Goliz

Ant Director, Charlene Gridley

Circulation Manager, Mary B. Nahan
Advertising Manager, Jonathan A. Reed
Advertising Assistant, Wendy Weiss

ANPA Executive Qffices

The Newspaper Center, 11600 Sunrise Valley
Drive, Reston, Va.

Mail address Box 17407 Dulles Airport,
Washington, D.C. 20041,
(703) 648-1000
FAX: (703) 6204557

Advertising Sales Representatives
East

Dave Bentley, Bob Gardner, Pete Uhry, John
Adams, Bob Bruder, Marketing & Media
Dcc1slons, 1140 Avenue of the Americas,
New York, N.Y. 10036; (212) 391-2155

Midwest/! Suutl_lwest

Elaine Purnell, Arlene Sulkin, Marketing &
Media Decisions, Suite 804, 203 N. Wabash
Ave,, Chicago, Ill. 60601; (312) 977-1933

Southeast

Ned Quenzer and Bob Stites, Quenzer/Stites
Inc., 3552 Habersham at Northlake,
Tucker, Ga. 30084; [404) 4911419

West

Nelda Chambers, Marketing & Media
Decisions, 1800 Century Park East, Suite-200,
Los Angeles, Calif. 90067, (213} 556-0394

presstime Advisory Committee

Burl Osborne, The Dallas Morming News,
Chairman

Ed Johnson, The New York Times Co,
Tallahassee, Fla,, Vice Chairman

William M. Bnyd, Home News Publishing
Co., New Brunswick, N.J.

Susan Clark-Jackson, Reno Gazette- Journal

John M, Jones Jr., The Greeneyille [Tenn.} Sun

Mazwell E. McCombs, University of Texas
Department of ]ourna.hsm

Jacqui Love Thorell, The Washington Post

presstime
Presstime magazine ([SSN 0194-3243) is published menthly by the
American Newspaper Publishers Association, 11600 Sunrise Valley
Drive, Reston, Va, 22091. Basic subsr.nnunn tate of $50 a year is
included i members dues. Non-member tate is $100 domestic,
additional overseas. Second-class postage paid at Reston, Va, ad
additional mailing offices. Copyright 1989 by ANPA. Allnghtsmser\rﬂd.
Unsolicited articles and phatos should be sent to the presstime editor.
POSTMASTER: Send address changes to presstime, ANEPA, Box 17407
Dhulles Airport, Washington, D.C. 20041.

W/ BPA

Pregsiime is a member of the Business
Publications Audit of Circulation Ine.

presstime APRIL 1989
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BOOKS

" "The Age of Television" New York: Frederick Ungar Publishing Company,
1956, 1958, 1972.

"Strateqy in Advertising," New York: Harcourt, Brace & World, 1967.
Paperback (A Harbinger Book), 1969.

Fditor of "Psychology in Media Strategy," Chlcag0° American Marketing
Association, 1966.

Eﬂitor of "Current Controversies in Marketing Research," Chicago:
‘Markham Publishing Company, 1969. '

Editor of "Social Research and the Desegration of-the U. S. Army
Chlcago~ Markham Publishing Company, 1968.

"Silent POllthS: Polls and the Awareness of Public Opinion," New York:
John Wiley & Sons, Inc., 1972.

"Premises for Propaganda: The United States Information Agency's
" Operating Assumptions in the Cold War," New York: The Free
Press, 1976.

"Press and Public: Who Reads What, When, Where and Why in
American Newspapers," Hillsdale, NJ: Lawrence Exrlbaum
Associates, 1981.
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MONOGRAPH

7
“les Algeriens en France," Frangais et Immigres (Tome II), July 1952, p. 17.

DISSERTATION

The Camic Strips and Their Adult Readers,” University of Chicago,
December 1850. |
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MISCELLANEOUS

*Comic Strips and Their Adult Readers,” in Mass Culture, edited by
' Bernard Rosenberg and David Manning Wnite. Glencoe: The Free
Press, 1957. Also in The Funnies by David Manning White and
Robert Abel., Glencoe: The Free Press, 1963.

"The Growth of Television" in Mass Communications, edited by Wilkur Schramm.
Urbana: University of Illinois Press, 1960. P. 95.

"Introduction” in A Factor Analytic Study of Attitudes Toward the Mass Media
by Paul J. Deutschmann and bonald Kiel., Cincinnati: Scripps~Howard
Research, October 1960.

"Commentary on Dr. Winick's Paper" in Proceedings, American Marketing
Association, Winter Conference, 1961.

"Newspapers in the Age of Television® in The Anerican Reading Public.
New York: Bowker, 1963.

Wrhe Mass Media and the Blue=Collar Worker" in Blue-Collar World, edited
by Arthur B. Shostak and William Gomberg. Englewood Cliffs:
Prentice-Hall, Inc., 1964. P. 4l6. '

"Changing Markets and Media in Iatin Zmerica" {(p. 84); "Opinion Research -

and Marketing” (p. 344); "™Measuring the Effectiveness of an Overseas
 Information Campaign: A Case History" (p. 356), in Sociology in Use,
by Donald M. Valdes and Dwight G. Dean. New York: The MacMillan

Company, 1965.

"ass Media in the Year 2000," in Marketing for Tomorrow . . . Today,
edited by M. S. Moyer and R. E. Vosburgh, Chicago: American Marketing
Association, 1567 June Conference Proceedings, Series No. 25, p. 27.

"Mass Commumication - Audiences,™ International Encyclopedia of the Social:
Sciences, New York: Crowell-Collier and Macmillan, Inc., 1967.

-

uThe Peril of Political Polls," World Book Encyclopedia Science Service,
August 10, 1968,

"Social Sciences in the Mass Media," in Behavioral Sciences and the Mass Media,
" edited by Frederick T. C. Yu, New York: Russell Sage Foundation, 1968.

~ “"How the Mass Media Work in America," Mass Media and Violence, A Report to the
National Comunission on the Causes and Prevention of Violence, Vol. IX,
Appendix II-A, pp. 165-185, November 1969. '

"Inside Marketing Research," Introduction to Marketing, Edward M. Mazze, {ed.)
Ot (handler Publishing Co., 1970. Pp. 123-136.
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mThe Peril of Political Polls," World Book Encyclopedia Science Service,
August 10, 1968.

nSocial Sciences in the Mass Media," in Behavioral Sciences and the Mass Media,
edited by Frederick T. C. Yu, New York: Russell Sage Foundation, 1968.

"How the Mass Media Work in America," Mass Media and Violence, A Report to the
National Commission on the Causes and Prevention of violence, Vol. IX,
Appendix II-A, pp. 165-185, November 1969.

"Tnside Marketing Research," Introduction to Marketing, Edward M. Mazze, {ed.)
Scranton: Chandler Publishing Ce., 1970. Pp. 123-136.

"Strategy in Advertising,” Exploring Advertising, Otto Kleppner,
Irving Settel, eds., Englewood Cliffs: Prentice-Hall, Inc.,

1970, p.63.

"The Marketer as a Radical," Marketing Management Viewpoints, Second edition,
S. George Walters, Morris L. Sweet, Max D. Snider, eds., Cincinnati:
“Southwestern Publishing Co., 1970. P. 413.

mihere Does Advertising Research Go From Here?" Frontiers of Advertising
Theory and Research, Edited by Hugh W. Sargent, Palo Alto: Pacific
Books, 1972. P. 132.

"Consumer and Advertising Research," Handbook of Communication, Ithiel de Sola Pocl,
Frederick W. Frey, Wilbur Schramm, Nathan Maccoby, Edwin B. Parker, eds.,-
Chicago: Rand McNally College Publishing Campany, 1973. P. 706.

M el e - e, et T e e : : : tas :
Customers, Not 'Consumers,'" Marketing Insights(thi rd edition), R. Clifton

Andersen, Philip R. Cateora, Austin, Texas: Lone Star Publishers, Inc.,
1974, pp. 171~178.

"Mass Media Today and Tomorrow," International & Intercultural
Communication, Heinz-Dietrich Fischer and John C. Merrill, eds.,
New York: Hastings House Publishers, 1976, p. 63.

"Mass Advertising: The Message, Not the Measure," Marketing Management,
Marvin A. Jolson, editor, New York: Macmillan Publishing Co.,

1978, p. 519.

" mhe Entertainment Functions
editor, Hillsdale, NJ:

rmejevision News as Entertainment,
of Television, Percy H. Tannenbaum,
Tawrence Erlbaum Associates, 1980

"After the Surgeon General's Report: Another Look Backward,”
Television and Social Behavior: Beyond Violence,
Stephen B. Withey and Ronald P. Abeles, editors;
Hillsdale, NJ: Lawrence Erlbaum Associates, 1980.
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"soldier Thinking," The New Republic, 9/27/43, ppP. 42324,

wpan Mail for the Philharmonic," Public Opinion Quarterly, Vol. XIIi, No. 3,
Fall 1949, p. 423. :

"Use of Opinion Research,” Harvard Business Review, Vol. 29, No. 2, March 1951,
P. 113. : .

"outlock for UHF and Tts 70 Channels," Printers' Ink, Vol. 246, No. 5,
January 29, 1954, p. 79.

"How to Use Magazine Readership Studies," Printers' Ink, Vol. 248, No. 6,
August 6, 1954, p. 50.

"The Army and Its Negro Snldiers," Reporter Magazine, Vol. i1, No. 12,
Decanber 30, 1954, p. 8. .

vaault Talk about Newspaper Comics," American Journal of Sociology, Vol. LXI,
No. 1, July 1955, p. 26. -

g Big Needs for Radio-TV Research," Sponsor Magazine, Vol. 9, No. 21,
October 17, 1955, p. 42.

"Iisteners and Costs," Printers' Ink's Advertisers' Guide to Marketing for 1956,
.October 21, 1955, p. 205.

"How Magazines Are Withstanding TV," Tide Magazine, Vol. 29, No. 27,
' December 31, 1955, p. 3%. '

"a Study of the Operating Assumptions of the U. S. Information Agency,"
Public Opinionlguarterly, Vol. XIX, No. 4, Winter 1955-56, p. 369.

"Iow to Get More Out of Marketing Research," Harvard Business Review, Vol. 34,
No. 1, January-February 1956, p. 74.

 "Media Research: A Tool for Effective Advertising," Journal of Marketing,
vol. 20, No. 4, April 1956, p. 347.

_ Magazines Since the Rise of Television," Journalism Quarterly, Vol. 33, No. 2,
Spring 1956, p. 153. -
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wpatterns of Change in the Post-War Era,“'Printers' Ink's Advertisers' Guide
 tp Marketing for 1957, August 24, 1956, p. 180. :

"Magazines'Adopting ‘New Look! to Keep Pace with TV, Media/Scope, Part I:
Vol. 1, No. 1, January 1957, p. 22. Part II: Vol. 1, No. 2,
March-Rpril 1957, p. 14. :

"oOpinion Research and Marketing," Public Opinion uarterly, Vol. XXI, No. 1,
Spring 1957, p. 129. ' :

‘"Measuring the Effectiveness of an Overseas Information Campaig*n: A Case
History," Public Opinion Quarterly, Vol. XXI, No. 4, Winter 1957-58,
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NChanging Markets and Media in Latin America," Public Opinion Quarterly,
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"zmerican Television: A Brief Survey of Research Findings," The Journal of
Social Issues, Vol. XVIII, No. 2, April 1962, p. 36.

"Newspapers in the Age of TV," Daedalus, Winter 1963, p. 116. l)(

"Careers in Communications Research," The Iowa Publigher, January 1963, p. 36.
! < r

“Inside Marketing Research,” public Opinion Quarterly, Vol. XXVII, No. 4,
Winter 19263, p. 562.

"The Impact of Blank Space: An Experiment in Advertising Readership"
(with B. Stuart Tolley), Journal of Advertising Research, Vol. 4, No. 2,
June 1964, p. 21. '

"What Happens When Ads are Blanked out?" Media/Scbpe, September 1964,
vol. 8, No. 9, p. 78.

vThe Concept of the Audience in Anerican Commnication Research," I.A.M.C.R.
Bulletin, No. 2/3, 1964, p. 16.

"Newspapers vs. TV in vIntercity, '" Media/Scope, February 1965, Vol. 9, No. 2,
p. 92.
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mMass Media and Camunity Identity in an Interurban Setting," (with Frank E. <
Orenstein) Journalism Quarterly, Vol. 42, No. 2, Spring 1965, p. 179.

nToke a Closer Look at Product Users," (with B. Stuart Tolley) Media/Scope,
_ Vol. 9, No. 9, September 1965, p. 68.

"ow the U.S. Advertising is Sold by the ANPA Bureau of Advertising,”
International Federation of Newspaper publishers News Bulletin,
No. 66, October 1965, p. 4.

wpesearch Gaidelines for Non-Met Papers," Editor & Publisher, Vol. 98, No. 51,
December 18, 1965, p. 20. : '

"_Ié it Time to Discard the Rudience Concept?" Journal of Marketing, Vol. 30,
No. 1, Jamary 1966, p. 47.

"Is There a World Public Opinion?" Polls, Vol. I, No. 3, Spring 1966, p. 1.

"The Today Factor in Media," Media/Scope, Vol. 11, No. 6, June 1867, p. 71.

“How Mass Media Make Markets,™ Management rReview, Vol. 56, No. 7, July 1967,
p. 4. _

"o Opinion, Don't Know, and Maybe No Answer," Public Opinion Quarterly,
Vol. XXXI, No. 3, Fall 1367, p-. 331.

"Mass Media in the Year 2000,° Gazette, Vol. XIII, No. 3, 1967, p. 221..

“The Changing Public and its Sources," APME Red Book, Vol. XX, 1967, p. %4.

uhe Overseas Newsman: A 1967 profile Study," Journalism Quarterly, Vol. 45,
No. 2, Summexr 1968, p. 293,

"Cost per Thousand What?" Media Decisions, Vol. 3, No. 8, August 1968, p. 28.

wThe Marketer as a Radical," The Conference Board Record, Vol. V, No. 10,
October 1968, pp. 20-25. .

"pilack is Often White," Media/Scope, Vol. 12, No. 11, November 1968, p. 53.

“Cﬂuang:‘ng News Interestsand the News Media," Public Opinion Quarterly, Vol. XXXII,

mihere Does Advertising Research Go Fram Here?" Journal of Advertising Research,
Vol. 9, No. 1, March 1969, p. 3.

"iolence in the Mass Media," Television Quarterly, Vol. VIII, No. 3,
Summer 1969, p. 36.
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"o Controle des Mass Media,® Communications, December 1969, p. 100.

. " Newspaper Researcher Sees Television Changing," Media-Scope, Vol. 14,
No. 6, June 1970, p. 38. |

"What m" (with B. Stuart Tolley and Frank Orenstein),
_ 76, p. 3.

JSatnal of Advertising Research, Vol. 10, No. 4, August 19

"How CATV Will Affect Néwspapers and Retailers," BEditor & Publisher,
Jamaary 2, 1971.

"wouth Market Isn't All that Different,"” Advertising Age, April 12, 1971.

"Reaching People Where They Buy," Sales Management, September 1, 1971,
Vol. 107, No. 6, pp. 54-55. ' :

Y"Relating Madia Strategy to Sales," Sales Management, Novearber 1, 1971,
Vol. 107, MNo. 10, pp. 26-28.

ncustomers, Not 'Consumers,'" The Conference Board Record, May 1972,
vol. IX, No. 5, pp. 34-47.

"Negro and White Media Exposure: New Evidence," Journzlism Quarterly, L)/ '
Spring 1972, Vol. 4%, Xo. 1, pp. 15-21.

"U. S. Newspapers — Status and Outlook,® Shimbun Keiei, No. 41, November 1972.

"Warning: The Surgeon General has Determined that TV Violence is Moderately
Dangercus to Your Child's Mental Health,® The Public Opinion Quarterly,
Vol. X0VI, No. 4, Winter 1972-1973, pp. 491-521.

wihat Makes a Brand Name Familiar?® {with Charles lehman), Journal of Marketing
Research, Vol. X, No. 1, February 1973, pp. 17-22.

"Coment on Silk and Geiger," Journal of Marketing Research, Vol. X, No. 2,
May 1973, pp. 219-220.

"Reply by Leo Bogart;" The Public Opinion Quarterly, Vol. XXXVII, No. 2,
Surmer 1973, pp. 302-303.

"aAc Media Change, How Will Advertising?" Journal of Advertising Research,
Vol. 13, No. 5, October 1973, pp. 25-29.

"psychology on a Large Scale: The Study of Consumption,® American Psychologist,
NOVE’HbEI' 1973, VOl. 28’ NO. ll, ppl 994—9.

“The Future of Retailing," Harvard Business Review, November-December 1973,
Vol. 51, No. 6, p. 16. _

"The Managanent of Media: 2An Agghda for Re .t The Puklic Opinion
Quarter]_y’ Vol. XoXVII, g‘-%l' ’ E&% T4—Pp—o v

"rhe Mass Media in America," Dialogue, Vol. 6, No.1l, 1973
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~ "Media Models: A Reassessment,” Journal of advertising, Spring,
1975, Vol. 4, No. 2, PP- 28-30.

nThe Marketing of Public Goods,® The Conference Board Record,
November, 1975, Vol. XII, No. 11, PP- 20-25.

ngow the Challenge of Television News Affects the Prosperity of
Daily'Newspapers,“ Journalism Quarterly. Autumn 1975,
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not the measure,” Harvard
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