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AN OPENING THOUGHT

— ‘ "' - .'
- In a 1977 comment by Robert G. Marbut, Pres-

ident of the Harte-Hanks Newspaper group, the )
philosophy underlying this research was found:* .

", :.our changing Society is having a dramatic .
.influence on the informational needs of the ’
market place. The trend is toward greater . !
fragwentation..“more specialization. The .,
homogeneous mass audience of yesterday is giving Y
way to the heterogeneous audience of tomorrow...

>
rfherefore, in order to respond effectively fo
‘both the opporttnities and threats iqplicit in
this scenario, the newspaper can no longer count
on the haphazard approach of yesterday. Instea@,
a new approach 'is ‘required---the marketipg approach---"
inh which the needs of the'customers become the

_central concern." | . ' , .
/ - ] { . , 3
- o . .t 3 *
" . 8 t . had - »
-' '
. -, FELIY . ’
. - - ] — . N 4
P) - . . . ' v > “
. *Quotation'reported in Ernest F. Larkin,
. Gerald L. Grotta and Phillip Stout, "The 21-3% .,
Year 01d Market .and “the Daily Newspaper,”. ANPA .
. — News_Research.Report, No. 1 (Washington, D:C.: .
~ American Newspaper N

Publishers Association, 19?7),
~ . .
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To study, describe and document changes in social valqes

ig like tryihg to study the'wind. We know it is there, but we
can't quite "gsee® it. We can dpcnmeantts historical pattern, .

L

but when we are in the middle of the "storm,” it is difficult.
to gain an accurate perspective, and next to imﬁoss;ple to . .

}\

forecast. . One sociological study beginsg with this insightz
¢ B1I) s

"Phe hardest transition\to see is the one we are in."l Further,
- t: ; SN

- . ¥ 3 . "
once we think we have gained some valuable insighté into the

situation, the situation changes (the wind shifts) and we ‘must ’
.begin our study over ‘again. . . ’ : . ' \

~

Such is the predicament in wbich I found myself hs I don-

i

ducted research Por ‘this paper. The body of Iiterature (both
’ ﬁuantitative and qualifative) in the area:of vaiﬂes is large. L o
However, each author representing each discipline ;akeé a different *
view of vaiu; change and how it affects his 9r'ﬁar particular field of
study. Psychologists view changes in individual thoug@i._soci;lol
gists.ﬁiew h611§t§; shifts in,sociai ﬁat;e;ns& and gnthrdgplpéists
view the various éultu:al chanéhs.‘ Tﬁégyaftery‘of diseipline-
biaged surveys and tests is ehbrmqus;’thei: giféebené?g in re§§1%s’

7

are egually enormous. ° o o S E
” L3 - Ll A -

N

» o

e . N !

.
3

*

> - T
'

Yyarlan Cleveland and Thomad W. Wilson, Jr: Humangrowth:
An Essay on Growth, Values and the Quali of Life (Palo Aito, CAt
Aspen institute for Humanistic Stud%es, §9785, p. 1. . ",
- . . LY F -

. . l

: i

'
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. As T began this paper, I, too, began with a ‘field bias. 1 ’
»
. !
- vas searching for shifts in soeial values that may be related X

specifically to noticeable changes in the newspaper industgy .

I scarched. through 4 large body of literature and then chose the
"t research that best fit my objectives. O0f conrse. the bias in- ’ )
* "herent ‘in thaE approach is evident. Social change is nbither .

“ static nor monolithic. It is compleXx, changing and pervasive

g}among all aspects of society -mo link several dynamic social h
l variables t6 .several defined (but also dynamic) changes in the
newspaper industry is& therefore, a dangerous proposition.
éowever. it.is a.ghallenging'and an interesting one, ,and one on
- which this'paper is based~ - . R
. “’While there seems t6 “be strong evidence-to support ‘“the «
pcnclusions I have drawn-in this paper.-the reader should be
aware that the'issues are certainly more complex than I've pre-
sented_here. Changes in any society, any 1ndustry. are almost’
certain to be linked to more than one cause. However, with the
\restricted scop? and length of this paper in mind, the cause-'
effect relationships drawn w1thin it provide a definite, but

I'hope‘ enlightening perspective.
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some time now.

. . INTRODUCTION . -
5 *
The newspaper industry has been facing difficulties for

Id

om According to media researcher Gerald Grotta, the
two basic indicators _of growth in the daily neyspaper 1ndustpy—--
advertising and circulatipn-—-have shown downward;trends since
the 1950s.l' Grotta pointe out that'from 1946 to 1950, newspaper
advertising grew more than tw;ce as rapidly as the Gross National
Progduct (GNP) ;

grew only 58%@ while GNP grew ol

However, from 1960 to 1970, riewspaper advertising
be seen in circulation. Although.from 1920 to 1950, newspapér , .
circulation.grew at @ much faster-rate than population, after//
the rate steadily slowed, and tnrough the sixties, newspaper
circulation was unable to keep up with the growing number of

The same relative decline can ///’

1950,

households.2

well, much: to the "chagrin

Tt

lgerald L. grotta
Heading for Decline,”
Statistics .for advertis

elsewhere. . .

.
r

Joprnalis

2P, P Hg9. T e

The problems continued through the sevenﬂbes as

of an'already financially strapped

- []

"Prosperous Newspaper Industry May Be
uarterly 51 (Autumn 1974):1499°
growth rates prior to 1946 were not

TZiven in Grotta's article, and I found no similar comparisons ©  *

.
\j oot [N
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1ndustry 3 In addition, 1engthy labor disputes and 1ncreases in'

wm——"_—ﬁthe-cOStSuOf paper andcequipmentiadded_ﬂigniilcantly to_the ins,

)

dustry s difficulties. . . -,

These probiems did not go unnoticed; the decline in cirguia- i

<

- tion and advertising growth spurred much interest and &oncern
:\\s among many grOups When the downward trends first became obv;ous

' during the sixties ‘newspaper owners and media researchers began to

. 8sédarch for answers as to yhy these trends were taking place. "Some

blamed it on declining literacy rates. Others blamed the rising

L

popularity of televi31on and fierce competition among media for Whe .
. valuableafime of their users.u Still others looked at mgre philosophical
questions Was the print medium dying with the development of elec— ’

. ©

tronic media?\WMe the business practices of’ newsPapers lageging -

the changing needs*of rican readers no ionger’being met by the

-

behind modern marbetiniQ\‘d industry management techniques° Were h
e

-

]
. . .
t ]
’ .
1Y . L ™

F

3Fergus MarBordewich "Supermarketing the Newspaper,
Golumbia Journalism Review 16 (September/Octoler 1977)12l; Ernest
\. FFlarkin, Gerald L. Grotta and Phillip Stout, "The 21-34 Year

-

01d Market and the Daily Newspaper,” ANPA ‘News Research Repo;§
No. 1 (Washington, D.C,: American Newspaper Publishers Assn. v
1977, »p. and Edward H. Harte, "Newspapers,” Washington '
. Journalism Review 2 (January/Februq{? 1980):48; and other - .
. f publications, _ . K . l '
-
u'Bordewich "Supermarketing,” 24 See alsb Melvin ‘L. DeFleur,

Theories of Mass Communication (New=York:  David McKay Co.), DP. 1-21,
for a history of the press and how it has been affected by other
= media comp“jition For a discussion of media competition as well
/ as declinin§ 1iteracy Pates see also Ernedt C. Hynds, American
*Y ewsgapers n_the 1920 (New York: Hastings House. 1975), pp. 17-24.

- ' ;
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* v 3 — 1
tréditional content, format and structure of the AmeriLan.press?s
Thesefw%;e;inﬂeed.puzzlipéTquesiinns,.andﬁifgiheﬁnewspaper indus-

try was to survive and grow, industry leaders needéd’té find *
answers to these quegtions and many others. To find these

1 -

. answers, newspaper management turned to the field of marke® ang

audience resegrch.~¢" . ‘ S ]
~ . r
While the 1950s and 1960s fostered the beginnings of

readersﬁip research .in reéponse to these questions, and mafly surveys

6

were conducted durirg this time,~ these surveys were limited{in ,

V/scope and purpose, and were often cgnducted with the academice, .
. 4 *
‘. “_. ra . “ . - b - !

/ 5The question of the dying print media was first popularized

in the sixties Marshall McIuhan, Understanding Media {New York:

- MeGraw-Hill,  1964) . Although many media philosophers have taken an
interest in it from time to time since then, no significant con- ..
clusive evidence has been formulated %o support the idea’. However, °

_ a more recent argument by sociologist Richard Maisel links the
dedline of print media to post-industrial social ‘change, "The Decline
of Mass Media,” Public Opinion Quarterly 34 (Spring 1973):159-170.

Questions regarding the business practices, management and
marketing techniques of the newspaper industiry were addressed fairly
early in the decline trend by William.A. Mindak, "D¢ Newspaper. Pub-
lishers Suffer from ‘Marketing M{opia'?“ Journalism Quarterly 42
(Autumn 1965):433-442. From 1964 to 1975, hgwever, there seems to

be a paucity in literature that discusses the)Mindak view. 'In 1975,
newspaper reseagzher Leo Bogart picked up on Mindak's studiés and
suggested that rewspapers Degin to become more market-oriented to

defijg and meet the,.changing needs of their readers. Other studies

' have since foliowed suit. .These are: Leo Bogart, "How the Challenge
of Television News Affects the .Prosperity of Daily Newspapers,"

keting,’| 24-30; and Philip Meyer, "In Defense of the Marketing
. Apprgacg," Columbia Journalism Review 17 (January/February 1978)"
.pp. 0-.2. . » * + * L

R 6“,Newspa er Readership Circulation," ANPA News Research
Report, No,.-3 (Washington, B.Cyt’ ~American Newspaper ‘Fublishers
Association, May 27, 1977) lists over 469 research findings on
readership and circulation completed between 1950 and 1976.

- . -

‘% Journalism %uarterlx'sz (Autumn 1975):3&3-410; Bordewich, “"Supermar- -

.
*\
. ]
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rather than the pnactitiqper, in,mind.7 In fact, the science of

audience and méryet research pérticulgrly gégred’to newspaper ' ¥
use and rea&ébship was not widely used Yy editors and publishers ™
‘antil the ‘late '1970s.® C.A.' {Pete) McKnight, Editor of the

A »

Charlatte (North Carolin?) Observer and btne of the edrly proponents

of editorial use of readership regearch explains: .. .
. . ' \ )
Much Bf the early readership research pdinted to
problems rather than solutions. , There.wds no .
practical emphasis for editors.. Also, much of it - .
was published in academic journals, and the editors .
*  Just did not read academic journals...Research results
also needed to be explained in telms the average editor
could understand.. Editors.simply were not geared for
reading and interpreting statistical data...They needed
to know how they could interpret the results for use
in their own newspapers.?

But.in the late 70s, things.began- to change. With the
combined educational and informational efforts of the Améracan -
.ﬁe@spéper.Publishers Asso?iation (ANPA), the Ayerican Society. of 7
Newspaper Editors (ASNE), the Newspaper Advertising Bg;eaﬁ (Nhﬁ),
and several other neﬁspaper-oriented associations, newspaper editors
and publiéher; became {ncréésingly aware gf and jnterested in -
newspaper readersﬂip and market research.l‘In fact, during thé
iate ?Oé, manf‘neyspapepgrbgkan to create_marketing regeéfch
¥,

. 7Jay G. Blumler, "Purposes of Mass Communications Research:
. A Transggigntic Perspective,” Journalism_ggarter% 5 (Summer 1978);
219-230. ‘ . . i

. ‘ . ) - -
85onn Timberlake, "NRC Editorial Research Position Paper,”
speech delivered to the National Research Council, meéting Novehlber

.~ 1979, pp. 1-k. ‘ . I

o ; . —
- 97elephone interview ‘with C.A. McKnight, Editor, Charlott
3 Observer, March 10, 1981. Mr. McKnight'is also one of the founders
of the ASNE's Newspaper Research Council. .




departments or positions that would not only serve as information

it ¢

sources for. potentlal advertlsérs, but would also assist the

editorial departments in gaining insight 1nto reader preferences. Lo,

lifestyles and reading hablts.lo In add;tlon to’ generating their - Cl

——— r ' - —— B »

own research, ,4ewspﬁpers also weré increasingly using consulting °, -

firms that speclalized in newspaper audlence research. Th York-

- #

based flrm of Yankelov1ch Skelly and White, for example, r ported
large increases in its bu31ness related to the newspaper 1ndustry
during the late 70s.11 Several new researéh agencies (3 Sigma and

Belden, for example) emerged duringfthis'decade, agencies especially(:yﬁ_

Ve

geared to newspaperrorlented research.

The 1mp11cat1on of this avallaﬁlllty of ‘audience research to

neﬂspapers was slgnlflcantl_ Editors no longer hag to rely merely on

\ -
1nternal rarket judgments ‘and "seat-of-the pants" edltlng They could

-

now use markeilng research as a tool for manag;ng thelr newspapers,

not be 1ncluded and/or emphaslzed_ln theif) publications. =~

The reader should not be led to believe, however, that this
change was a smooth one. The "marketing approath tp the news" was
‘ not accepted wholeheartedly by the newspaper industry. Many ne%spaper

professlonals called 1t "Gallup ‘editing" and "news doctorlpg " Editors

+
feared that the preoccupatlon with the market and its perceived needs

h - . - -
- . £~ ~ ¥

Ap—. .

;o
?

’ ~ 3

N

- 10The trend toward using the marketlng approach in the newspaper |
industry was traced in Domna R. Downes, "Give 'Em What They Want or
Give "Em What They Need," a term research paper presented to Communi- '
cations 515 students at California State University, Fullerton,
Callfornia, April 1980. . T)

-+

‘ lLTelephone~interv1ew with Al Yesk, Yankelov1ch Skelly
- and White, Newport Beach, California, March 5, 1981. .

Ic+ - 16 P :
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' would cause newspapers %o “lose sight/gf_their_constitutional _ - _

' functicn to tell the publ:.é’ what it needs to lmow 12 others v

bl L e * -

* felt that this reliance cn the public to determine what they
wanted “in their.newspapers’would'result,in ",.«flashy graph}cs,‘

chopped-up news summaries, and fluffy ententainmént in place of

C solid lnformation abput public affairs Lonl3 .t . . 0N

. * f\ s ———
5

Although the marketing approach has gained a gOOd deal dﬁww{

acceptance in the industry during the last few ¥years, tHe debate
about its effects on the/traditional ethics of the news industry

still exists, However, an 1ncreasing number of newspaper pro-
: — "
fess;onals agree that, the’ only, way newspapers will continue to

A {
exist and to exist,profitabiy lS to develop a preoduct that meets I

the changing needs of its readers, and these changing rieeds musth

~

be determined not only by.internal newspdper Judgments but by :}

sound research as;well. _
1 ..

Closelyqpelated to this recent shift to newspaget manage-
ment's reliance on readership data is the nature of,the dat&
itself and the effect it has had on theinewspaper editorial -
.- content. The questions asked by the researchers were’ and are
very,much. relited to tracing value changes in America ‘and the: effects
these changes have had on the newspaper induotry The emphas/; of
most of this research was and is to answer ‘the questions "Why

—
‘are. fewer people reading a newspaper today than ever before?” and.

+

"What can newspapers do to build their readership?t The answer to

Y N

v . - »
< [l . ~ ' = . . [

12Meyer, "Marketing Approach,” Columbia Journalism Review, p. 60

lsIbidO' po 600 * .C — ’ . T

.
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L

_these questions seems toﬂiie in a‘broad-based sociological and

value change that has taken place in America over the Past few ——

desades.lu A discussion of this change and its effect on the

~

! ne&spaper industry form the central theme of “this paper. ’ Lt
N K ~& . ' ) . .

. L ’ . ) Purpose of this Paper _ *

The purpose ¥ this paper, is to trace the relationship °

¥ betweén changes in American social values over the last fow (j . ™

decades. and various revent shifts'in the editorial content, style
\ P -
} and.management .of the daily newsRaper. L L

]

This study is exploratory in nature and 1is part of a lar'ger .

. -
thesis oriented research project that documents-a recent but - ‘ >

* . « s
L ..

rapid change in-newspaper management, content and marketinge--

a change from 2 traditional emphasis 4n internally determined:

3

)
|
|
|
\

. management to an 1ncreasingly reader-oriented (externally determined) i

newspaper management style (briefly described above as the "marketing

P approach to the news"). . % ) . . . i

'
.- . - -

'J i
s (' d . . ’ - .
o . Methods of Research ’ -~ R
%
|
\

* . -

. " <y The data in and conclusions from this study come from .

three sburcesg. First, the documentation of value change in America
- .

* is based on a, review “of several eross- disciplinary studies (both

91950s'to the present., T e - Cy - . :.. -
L] s . - ” - ‘

L

Quantitative and qualitative) that'h,;e been conducted from the i
|

oy Wt UV

o oo uh~summary~o his_sociological change and its effect on - ]
the newspaper industry may be found in Yankelovich, Skelly and” -~ °
White, Ine. "Tracking the Attitudes of the Public Toward the

Newspaper Business---ﬁﬁrt 3,"  ANPA News-Research Report, No. 26 - |
(Washington, D.C.: American Newspaper Publishers Assoclation, |
' . May 25, 1979). ‘ . . . o .




’I!he _setond type of source material studied for this‘

proj‘egt was that rela-ged to the changes in newspapens both .
(.
editorially and ma,nagerially during the 1ast severgll years.

- Secondary Sources such as books, sé'hblarly articles and profes-

. A

- S
- _sional. publications were used to ga:.n- a broad perspective on the

-

.maus‘my,trends In addition, prmary data in tﬁe form of internal

newspaper research reports anq newspaper promotiona]r ta were N

,

- alsoﬁ‘sed as they x:elatedqto the topa.c' For exa:nple, at those

newspapers where the market orientation of newspaper managemgxt

wr‘\s used e:ttensively’, internal research reports placed less emphas:.s

' + on pure demographics and mor:e empha;'siis ‘on 1ifesty],e surveys and

‘.psychographics. . Also, the promoticnal material that a newsrpal':er
_ distributes often indicatea 'how it, perceiwfes its uniqueness

its specific audgnces. . The.se matera. were,most helpful in

‘arda ne papersu the LOg Angeles Times, "t:he L_ori'g BeaihfIndependent
. Press-,Telegam.“the Register, and the H erald Examinhm -ixtapn
personal .J.ntervj.ews. were conducf;ed.‘ at the e.d‘itorial and managemen;:
evels. Fr_fm these interviews I gained a practical perspective» .
\ abcut the day-to-day managem‘ent and e\i‘i‘ﬁorial decis‘icn making
procedures, and how editors and managers pereeive thsir community s

’

. szcial change and their newspap‘er's response tc those changes. .

.
l x
. >
///‘ oo . . y
I ) s . w o, vt o on + « ot .
. " . . " - - 3
: ) .
.
.

.

among other papers in the market ar& how it caters to th* neeus of
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' ¢ .+ CHANGING AMERTCAN VALUES , "' - - -
" -, %he Definitioh' G ,
. . s . . y - e . ¥ %
'“ Sociologist and psychologist Milton Rokeach has studied - '
the nature of human values and value change for ‘more than | ;.

~

5 twenty yeéars, performing empirical statistical studies on

.
- -

American socliety from l950 to the present .He defines a value as:

.+ . ...an enduring belief‘that a specific/mode of conduct or "
! end-state of existence is personally or socially preferalble
to an oppoigte or converse mode of conduct or end-stateof
- extistence, ; . . .

i : L

'In other words, values are the badis for our atfitudes, beliefs
. andgbehaviorsv The key part of Rokeach's definition is “his

. 1 .

" 1 4
’ .\ link between values and behavior, a 1link which other researchers

~make a8 well, . Sociologist Kuj
*"' W
. b? defingg; a valué'in this;’ﬁ 1

-of behavior and as such observable and, measurabl

“Baier, for example, says that

ve0it becomes a jsnifestation
w16 Such is‘
v the' philosophy on which modern market research is based. If one r,

' can measure the,pbservable behavior of individuals, then one can’

L. draw somb possible cqnclusions about values. of course, the
¢
reverst‘!s also accépted. If one can document the values Of a
‘ _— e
. ' ' 15Milton Rokeach, The N tgre of Human Yalues (New York: ' .
. The Free Press, 1973),, p.- oo . . .o,

ot ’ - . .
) -

) "'léxu Baler and Nicholas Rescher, Eds., Values and the .
Future (New‘!ork: The Free Press, 19%69), p. 5. :

-
» ot .
. . . '9! ¥
. M I} ¢
: -~
-
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.t particular group, then one’ can also draw some possible inferences. ;
.about past, present ‘and perhaps future behavior. Whether this
premise is valid or not is not explored in this study. However; it
is the‘premdse upon which marketing_reéearchers_and newspaper’
managers base nany decisions, and therefore, it is centrai.to_this

7 paper- * n‘ . ' ¢ l

. . * * !
. L ’ P
- X Inner-Directed, Other-Directed and
Self-Directed °

. _ Twenty'years ago, sociologist David Riesman identified a
‘ subtle, but rapid change taking place in American society. He
, ¢ termed it a change from the "inner-direoted" (valuing self-
;E;E: i 'relianoe, primary groups, minimal structure) _to the society of the
" . "other-directed" (valuiﬁg peer groups,‘soC1al approval, and flexible :
values) 17- While many factors figured in this changg of value :“.
brientation, Riesman attributes much of this changeako “the grOwth '
of mass media/ in ‘this cou‘;try.l8 * ’ .t
Although Riesman was mainly desoribing a changﬁﬁthat had )
~ taken place during the fifties (which he traced to the beginnings ,.
of television), his work remained definitive throughout the sixties
and early seventies as &ociologists and philosophers used his

‘reasoning to explain the geeming identity crisis, the

) L . . y
) . ot R 7 ! (

n !/
' 17David Riesman,'et.al. The Lonely Crowd. .New Haven:
Yale University Press, Abridged Edition, 19 1), pp. 11-22. .

- ‘ 6 /;j
~-Ibid., Preface and pages 83-108. \ -
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lack of” certainty about vaipas, and feelings of alienation and .
19 ’

-»

apathy that characterized that period.

- w” ¥
'

The rapid development- and availabil:.ty of mass media in

] this country from l900 to 1960 aoco::ding to Biesman, changed our
’cultco:e from :mner-directed to other’-directed. In only a few ]
decades, America was not only a'ble to commum.cate and share values
"nat:.onwide ‘and worldwide, but each Individual became a part of a

[ . J'global peer grQ:uP " He could bWen his scope by attending to

. . the mass media o learn what " others" valued and thought. Localized

. inf:l.uences and personal convic.tions. says R:.esman. became Secondary

So. %o "other-d:.rectedness." 'Not on‘ly did this change foster a desire .

. - Le

= to £fit 'in, to conform, but’ At also fostered a sense of normlessness.
- as our identities a.nd values ghifted from one po,int’ to anothert, .
. dependent upon the current situation or influence. Th:.s lack'of a v
) cqherent, stable set of m:dig,i:dual identities and values, Riesman
concludes. caused deep anxiety and confusion ‘in 1ndividuals.
Im their strbggle between the'ir desire to establish an autonomcus ‘

»r Ty

‘7
. self-identity, and the s8c1al ne_cessity"'to conform to an unidentifiable

. ,mass, they experienced,.not only anf&alienation from themselves, but

L Y also from .the society aro&m the;n 2 . 5 *
. 7 ' Since man could not easily achieve a neutralization of the,
> a1
. anx:.eties (and perhaps a ;nefasure of ;-ebellion during the gixties
et .r"\ S r: . toe, . w7
v - - 4 s ‘. - -
e ' . -y . o

i
- l90thez~ studies that supported Riesman’s view are contained , -,
* \in the following anthologies: Eric and Mary Josephson, -Eds., Man -
Alone:s Allenation in Modérn Sociefy: (New Yorks Dell Publishing
\Co.. 1962)3 Edward Qu and Paul J. Dolan, Eds., The Sense of the
60s (New Yorks, The Freée. Press, 1968)s &nd Abraham EKagRlan,

ndividuali ‘hnd the New Society (Seattle: University of Washi:qgton
¢ ress, 197Q). t argaret Mead also discusses this trend
in Culture and Commitment New York: .Doubleday & Co. ,«W

- ZORikémam _one_lx Srowd, pp. 239-259-
. N -‘ ) ‘J"_ .. -v 16 1

.
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was an attempt at this neutralizatlbn) he turned inward to a .
eelf-orlented envircnment.21 Since he could not achieve harmony ‘
with and a sense of personal identity in his socia; structure,

. then his answer was 'to seek self-awarenéss, .self satisfaction and -

- r

se;f-actualihation}' Beyond "his own world, it seemed, man was ..

powerless in an increasingly complex society. o
~ N .. ‘ .
» ¥ . - P .

. 3 ‘
. f"/' ¢ The Self-Oriented Society ) “ 3

~  "1n 1966, the Rax\1d Corporktion éa}e statistical ooni’ihation

of the trend toward self-oriented values first described by Rlesman.

_ In a limited, but iﬁ-depth, study conducted for its “Futures
. Resegfch” gr.oup, Rand polled 33venty f:.ve of the nation's e.eading
technologists, social §o1ent13ts and futurists to determine what' =

\ they thought would be. the emphasis 'of hugan values during the next

three decades. The responses showed a distinct projected trend .

,—r——”’ toward'eelflsh“ values ong’s own pleqsure, physical yelf being
&

and comfort, economic security, convenience, 1eisure and s 1f-

. fulfillment).3 T =

L

’ ~ A few yéars 1ater# the research firm of Yankelov;ch \gkelly oo

T
e —e

of value change tﬁat would confirm the Rand Conporation flndlngs.

‘Prom 1920 to 1978 Iankelovich conducted in-depth personal interviews '

p - - ’
. : L " ® ' . ”%“ -
a_ . o, . . . & N
.

. \CalThie concept is insightfully described by William Glasser\
. . M.D., The Identity Society (New York: Hawper & Row, 1971). A -
more recent recapitulation of the trend to a self-oriented society
was offered by James R. Peterson, "Pomorrow" s-Oppcrtunity: Me or o

.+ We?" SA Poday, March 1980, PP.’ 29-30.

-

- 22Baier and ReBcher, Values and the Future, pp 133-136".
u_» . . 17 - . " : - . f
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with 2,500 persons; 16 years and older, to identify measure and , o

L]

track gsocial change in America and to determine its Impact on buSLness
v , ) ‘ . ™ \
: and marketing. To gather data from 1950 to 1970 they used a com-

bination of two research methods:s 1) Znalyzing and synthe31zing ..
various polls and other data gathered durlng that tnme per1od; 2) re- . i
vr2w1ng business psychologlcal and social science 11terature to

=~ determlne ‘various trends and cOmparing these trends with present

.
-

lndicaticns. The most 31gn1f1cant f;ndlng which emerged from thelr
work was a marked shlft from adherence to what, they calred "traditional |
“values” to modern or "new” values.23 S (" - )

d The Yankelov1cE/;tudy points out that historically, the values,
lifestyles and overall attitudes in the United States involved a ' |
commdtment to traditional goals and means{'——;k goal consisted of é
| ° ' the deslre for sﬁccess upward moblllty and ach1e$ement The means |

Tt to the goal lnvolved the Purltan or work ethic ideal, with the

. _ ﬂollow1ng elements:2h‘ ‘ : ' )

. £ . .
* .Self-denial---Sacrificing ohe's own needs for the sake
L of the fmture, the sake of the family. .

) Conformity--~The need to "fit in"; -to be Like other people.
The commititent to hard work---as a ﬁurtue in its own right.

- ) . Materialism-~-to démonstrate upward moblllty tﬁ%ough tangible
S material possessions. < .

5

{ . L1 ) o s T -
Over the past few decades a, number of fdctors began to alter these

value systenms (includang affluence, educational attai?gent, new -
» - * - * I
Ll ] » . N u. & . .- .

. B -«

23Data bas¥, and research methods explanation taken from a
corporate descriptive brochure entitled "The Yarikelovigh Monitor, "
which includes a technical description of the syrvey technique, ‘and
. .an jpdex to the varioys trends measured Gpublished in 1980).
id " v, lI . . .

'quankelovich Skelly and White Inc. "Tracking the Attitudes
of the ‘Public ‘Toward the Newspaper Business---Partrj," ANPA News

Qo Research .Re@ rt 'NOO 3| P- ?o . " Vo o

r . A 8 w * 4 - +
v i & I -
. ' 4 ll' '
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approaches to child rearinga etc ),80 that in place of tradi-

tional upward mobility and work ethic ideals, Americans have em-
25

. braced rew social values: ' ’

Self-fulfillment---the desire to get more out of life -than
money; to learn who one is; to acquire a sense of meaning.

Self- atification-—-to place an emphasis on the indiwvidual,
even if at\the expense of others.

E

Self-e Epgessicn---to demonstrate 1nd1v1dua1ity. v

When viewed 'in terms of percentages the change geems

quite pervgsiv'e. While. in 1950, just under half the country had

adopted new values; by the midLl970$, the proportion had grown to

"close to 60%. By the end of.the seventies, Yankelovich reports,
.more than 80% of.the populdtion had accepted the new'values to

’

2
some extent..

‘ The'Implications of this value Change
. for the Newspaper Industny

-

« \

. . /
x Summarizing .this social change over the yeang, marketing

éxpert Herbert D. Maneloveg sees important links between the new

self-centered values and the styles by whieh people choose and ,

-

. buy their products and services: ; S Y
k §

.. .After ‘World War i1, only 35 years ago, we faced a it
shortage-driented public, still mentally wedded to mutual,
sooperation and togetherness brought on by conflict, all
our people eager to purchase any product we, placed in the
marketplace, Almost every product apd service s éEﬂJ and with
Yhe population boom there appeared “to be an eve increasing
demand for whatever "good" goods we could produce...This went
on for 15-20 years. . %

But after a, period of :time the pace of buying slowed.
Mental &nd economic pressures of world and dqustic Y

¥ r
o zslbid., po2e . " o v N L
. 6Ibid. Y ]!9" N DI
i L . :

o/




confhct shifted the attitudes of our public. Dan
Yankelovich calls it the Age of the Individual; Tom e

; Wolfe’ labels it- the "Me Generation.” But_whatever the
nam , our natién became less homogenous /8ic/ more splintered,
-“¢entered...our grblics were beginning to march to &
individual drummers

" '

As a resuit says Maneloveg, consumption of all_prodyé%s ,

/S

has been affécted ,iﬁcludlng zsss media. The seventies saw
interest (gelf-oriented) magazines

the profit&ble rise of specia
which appealed to an incressingly fragmenfsd'market. Newspapers,
80 long a thriving information industry, suffered from their .
neglect to change their broad, sweeping content to more specia;iséd
fare that fit the needs of each of their 1local publics. To meet,
these needs newspapers first had to find out who were their
publics and what.were their needs° "Where~commdnications once
led femphasis author'§7 the public, our new publics (again plural)
A
are now starting to 1ead commynications 28 - 3
(" = Media researchet Gerald Grotta defined it this way:
If the newspaper is to survive in the decades ahead, it must
do so on the basis of offering the consumer a product which
fulfillg. the needs of the consumer. And again, this requires
the industry to define its product in terms of the consumer.
Fhe newspaper industry must finally begin t% adopt a consumer-
oriented marketing approach&to its product. 9‘ .
To aid newspapers in QQtermining how they could best taller
their products “to meet the ¢hanging needs of their markets,
#3

) Yankelovich included several characteristics of the new media

" .
0
‘\

-

»
Tt
0
* » <

Herﬂsrt D. Maneloveg, "Marketing-—-and All Society Affected
by Media Changes," Advertising Age, Noyember 13, 1980, p 56.

A3

. zﬁ'q,id-.’p- 56-'

. e
2gGrotta, "Prosperous "Newspaper Industry..:Decline,”
Journ alism Quarter;y. p. 502, . ) ; .

-t




- ' R “ . N * ’
' \ .'16 s
users which they could take’ into considera.tion. Further. they %

provided suggestions for tailnring the content afnewspapers

in accordance with these changes.30 ) ; . N

?irst, they cited an increaged focus on self which looks  *

not at how "I" might fit into the world on 2 broad scope but P
. 3

rather how "I" may function in my own local environment, and with
my own interests. The Yankelovich research.further supports
this trend with' a few interesting statistics:- e

" --Half the country manifests strong concern about its
-physical appearance. ,
~- . .
--A third of the countny is committed to self fulfillment
as a dominant 1ife goal; these consumers tend to be "par-
ticularly committed to newspapers over other forms of media.

--Self expression values have grown, in aggregaté by about’
10% & year since the early 1970s8. )

Second, they see -an increasing trehd toward instant (and ,
] " LI
. often vicarious) gratification needs.‘ The traditional work .
ethic value system placed an emphasis on hard work and direct

,éxperience. \ Somehow this effort gave the activity ﬁroduct

. additional worth. The old value orientation was rep ed'b& o,

instant gratification needs---the desire for the quick simple_and

X
easy. Yankelovich cited a few examplesx

* '  --Consumer nvolvement in- hobbiesi;;d craftg such as

) needlepoint has been in the direction of "kits"/rather
than from "s ratch.” B

. --Attitudes toward newspaper reading have s {fted from .
previous willingness to "work hard" at read ng toward new
emphasis on "easy to read.” . 3 - ,

b ]

~--Somewhere between half and two-thirds.of the country
.1ooks for "instant" culture---i.e., thé désire to be

I o

, S / o _ ‘
3%he folfow.’mg examples are taken from Yankelovich, Skelly - .
and White, Inc., "Tracking the Attitudes:.." ANPA News Research .

Réport, No. 20, May 25, 1979, pp.,2-k. .
ERIC : - /. 4L N

r X ,f‘ * ! [}
|
|
\
|
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- . cultured and sophisticated without working at it, by
. "knowing" the right words or phrases or by making a ' .
+ purchase. . g . .
: . --Habits of using electronic news media have increased ) '
because they provide "instant" news with a modicum of '
" effort. . .
- ~-At the same time, the ability to find "insStantly"
what &s contained in a newspaper through indices, \
' ‘gontggt tables,;digests, etc., is a real comsumer , %
. .-. = benefit.

. The third area of change identified by Yankelovich is an increasingly
afﬂ%uent and better educated society that has a desire to be |

r

sophisticated and "in" with a small amount of effort expénded ‘
to reach that goal. They want to be informed.tggz not necessarily
-4

ﬁinvofved;fthey like to experiment in various ars (e.g. travel,

magazine reading, foods, etc.) to gain sopﬂistication and awareness, *

but they are not necessarily long-time devotees or experts in any
. .. » \ ) .
of these)areés. They cite the féllowing statistical examples of fhis:

‘~=Half the céuht%y feels that knowing about wines and |
’ restaurants is a sign of cultivation., -,

. --Nearly the same number feel ‘that being well traveled
$ - is also a sign of cultivation; over six out ofsten derive status
‘ from being well  traveled. ; g . ,

. --Knowing about gourmet foods, foreign dishes, etc., is con-
sidered a2 signal of cultivation for roughly a third of the
. population. , ¢

--Pamiliarity with designers as a measure of sophistication
and "culture” is important to .one out of five.

=%

’ The fourth area’ of change which th;y discuss, and a éategory' -

t.'o *

quite clogely related to the need for instant gratification men-

“ tioned earlier, is the incregﬁing constraiﬁtg on %ime in our

gociety. ~ ) ny .

... Simply put, the demand for leigure is basic to the new
_ _social values, but it is being ehallenged by other demands on
the individual's time---such as ongoing, home-linked chores and
regponsibjlities. + This dilepma has been exacerbated by "the -

€

e

T "
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large proportion of Women en%ering the labor force,.re- ,
sulting in a rise in ‘two-earner families...for whom what was
leisure time is be1ng encroachdd upon hy necessary tasks
and chores. .

—

Among the c%nsumer solutions to growing,time constraints '::'
are the following, reports Yankelovich: continued interest in

shorteut and conveniegce methods of all types; discontinuation of

' certaln household chores,%né responsibilities;jand a w1111ngness to t
~

" substitute money for time---e.g..2 willingnes t3 pay more at a

< - .

convenience store. . .

The last category of change mentioned by the Yankelovich

) N ' b

L]
report is an increased interest in escapism.

. While the desire for self-fulfillment has been a basic goal

‘ of the new social values, there is evidence that this.goal
is proving to be an elusive one for 81gn1flcant proportions
of the population...self-fulfillment is less than easily
found. As the disenchantment with self-fulfillment grows,
escaplsm-—-fun, hedonism, pursuits that "turn off" the mznd---'

. 1s llkely %0 result. ) . . .
\\1 ) Yankelovich observed that efforts on the part of newspapers
‘to provide “"escape" and entertainment;" mlght take the form
of increased coverage of 1elsure, crafts, hobbies, cooking,
travel, entertainment, and. feature or1ented materlal Further-
ugre, the empha31elon Personal gratlflcation from mass media should P
result in an increased Qrererence for local news‘over.nétional and.
1nternationa1. (Their statlstlcs bore this fact out reporting'
that 82% of respondents thought local news was of most JAnterest

when reading a newspaper; significantly fewer people chose national

and international news.) -

. Yankelovich concluded, 1ike other researchers mentioned

. above, that "there is no such thing as the typlcal reader." The
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fragmented. personalized character of lifestyles is~also reflected
.in news reading patterns. One study supports tﬂe Yankelovich

findings with the following statement: ] —- 1

...personal needs are much pore important an traditiona
demographic factors, except agen in predi€ting and explain-

ing newspapdr.and’ television .use, ..newspapers may not be
living O8p to peodle's expectations in providing information
which can bginseg to have influence on things.and to plan ’ .
stheir days. ,

In conclusion, then, these studies suggest several changes
that need to B¢ made in newspapers in “order to meet the changikg,

fragmented needs of their audiences.32 First, the complexities

of today s world have made local news more important to readers,
a;\hhe same time, expect newspapers to do more explaining and
'analyzing of WOrld events ona personal basis. &hey not only want
to be able to cope more effective;y-with their immediate environ-
nentg, .but they also desire _tp know how the world situation affects
them personally. Second readers want thq_newspapers to sort out
. information and %o organize it in tlmeTsaving ways, including newsp
summaries, gobd indexest.nini-reviews, standardi;ed grouping of
content, anchored features’and'departménfs,‘Sectionalization, and

. regionalization of content. Althdugh readers still prefer a good

deal of hard news, they find ﬂeatures easier 10 read hbecause of the

o ° . [y * .

more personal writing style and.stronger self-interest content.

: " T

3lDavid"H Weaver, G, CleVeland Wilhoit, and Paul Riede,

vPersonal Needs and Media Use,” 'ANPA News Research Report, No. 21

. (Washington, D.C.: American Newspaper Publishers Kssociation,
July, 20, 1979) v P ? ) ‘

L]
o

_— 2In addition o the Yankelovich ANPA report cited earlier,.
a summary of newspaper changes syggested from that study was re-

_viewed in Ienora Williamsgon, "Study suggests readers want carinsk‘-

papers,” Editor & Publigh;r, May 5, 1979, p. 15.
. \
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In addition, readers see ©o want a more personalized journalism~-- y

-
-

.. Stories dbout people to whbm they can relata--—stories about

people like them. v

o These suggestions do not relate to contert alone, but

also to. the management and, marketing styles of newspapers. For ».' .

example, while newspapers may be kept rrent on changing social

values nationw1de through studies suc ag the one conqpctéd by

Yankelovich, they must also ‘be able 7o monitor the unique needs

of the indiv1dua1 communities which /they serve. , 7o' do this, they

need access to the latest, localiz'd research either through consul- .

. tation services, or through,the_d velopment of internal, autonomous
research departments. Further, e use of research data must. v Ty

- become "second nature" not only /to the market researcher, but to .

+ editors and publishers as well. . ' ;

special, interests, concentrat{ng on how the newspaper can meet fhe .

[}

needs of ‘the gpecific audiences it serves, rather than treating . o

-
’ L]

the audiences as one homogeneous mass. - . —
f - r—
) With all of these suggestions for change well researched
a} ] i
and documented, the question that remains to be answered is "Howg\

.has the newspaper changed t9 meet,the needs of_ its.changing .
audiences?" The next section of this,paper is devoted to answering
that question through the case study analysis of four Los Ahgeles- )
area newspapers. Much of the material in the next section is, based -

, on personalrinterViews with editorial and management personnel at
each of the newspapers. in addition, somg'data was gathered by
reviewing secondary sources such as professional magazines, as
well as primary gources such ash orghnizational literature and

Q - promotional pieces. .’ ) \ .

hd M—,
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. _Time is of the Essence

One of the most frequent reasons given by the public for -

not reading a newspaper is:;the readers' "lack of time." 33 - In

»
‘
’ . ~

an increasmgﬁr compqu society whele time pressures enforcd'

certain lifestyles, people aree searching for the easy-to-use, .

‘ P
) "insta.nt grati,fication," convenient tﬁ.me—sav:Lng prpducts. The \

- 3
" ‘i

~ hnewspaper, until very re@ently, has,. not been™ %’ne of them.
\As Jim Bellows\Ed{tor of the Los *Angeles Herald Examiner states,

®

p " ™t takes effort to read™a newapaper, 4o read anything tor-
that matter. It takes time. e, gt the :Herald Examiner, -
know our readers’ time is valuzble, and we 'ﬁant to produce
a newspaper that will help them save time. L

Prior to Bellows’ joining the Herald Exminer in ‘early l9?8

. the newspaper was "bold black and- confusing " Thqta‘ole of
'\__._ contents box contained the‘_\imes of featurei columns, and sections

LI 14

mixed together., There was nomdication orr the front page of

what the reader might expect to find inside the newspaper, and the
2

. sections were blurred togsther without any particular graphic or

L4

editorial identity.35 p - , . . - .

~ A
. bl ’
. - L v .

Y "N . - |
33le'aula M Poindexter "Non-Readers: Why They Don't Read," -

ANPA News Research Report, gNo. 9 (Washington, D.C,: American
Newspaper Publishers. Association, January 5, 19?8), p. 2. y

T 4 inte.rview with Jim Bellows. Editor, Herald Examiner, March 18,
1980, ) j :
r - » ‘. / .
35Interview with Wor, Manager, Promoti’pn and Circula-
tion, Herald Exa.miner, March 18, 1980. s - :




urJ.ng Bellows' first yea.r “at the Herald Examg.ner, extensive .

chan eg tosk place which not only includeq‘ the graphic’ redesign of
. &
. thé newspape;g, but ite utility as well. The table of conten‘s box

% " & e

on‘the front page !vas sectionalized and sta.ndardized ‘80 that

readers couId identify content with various sections ‘on a, continuing . L
T~ 'basis. Secti\on headings b’eca.me bolder and easier to ¥ind, and
-mews brfefs began to appear under the labels "World, National a.nd
Area.“ Furthed, leader briefs or headlines began to appear (’comple‘te
. with graphics) on the front page to attract z?aders to the conq:ents )
inside. _About these oha.nges Bellows“étates: - 4

»
The American newspaper is’ often a do-it—yourself, job. The
reader is presented not yith a2 newspaper, but with the rai
. material of a newspaper he has to construct for hih
: self. He often doesn’'t have the time, ‘the skill, or the de-
sire to do it. Me set up a riumber of "boutiques” thr¥ughout .
the Herald Examiner for different news 4o help the reader, and
different days of the we&labeling our software news, We
cut ‘back editions and set up an orderly fiow of news in and .
out of #he AM and .PM editiohs. We .also %'léandardized our make-up
v - with a new, more orderly’ g'aphic design. \ oo

) The Register and thé Long_Beach Independent Press-Telegz-am ‘4
(I1PT) fol'.}owed suit, the changes taking place in 1978 - . . .
“ ~
for the Regigter and early 1979 for the IPT. Both papers, for \\7‘ .
exa.mple added feat‘!re briefs on Jg front page, and both dis~ | * .

played their ‘Uables of conte,nts more prominently, although no *
attempt was madegfo further categorize them, THe Reé ster began
_— running ews ‘Briefs_ on Page two, and attempted to -sectionali_ze

.
,, . " ' [
. .
’ . [ S . .
A -

w - . - -
- A . 1 - )

Bellows, "Update on Herald Examiner,” Speech given
- at Phi’ ‘De psilon zee‘ting, Los Angeles, California Novemher

" v o20, 1979 - .
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the newspaper :d.nto distinct editorial parts, a;though that effort

‘-

has not yet. been completed. Aecording the Market Research

»

Manager Dave Ross, i —— -

F ‘We now have Section A, the Metro Section. Sports and v
Classified, with Special sections (like Weekend Life) )

coming out on different days: The rest of the content-is

‘gtill Buried in the sections.:' But M think we’ve come a

long way over 1:15% last few years in making our newspaper

easier to read. \ ,

If convenience can be measured by the ability tp easily \

locate ir}format:.on of interest to oneself, t_hen the Times is
a prime example. Says Director of Promotion, Gordon Phillips, .

' The Times is the &11y newspapér in thé country---maybe i
even the world---to have eight separate sections in a
newspapér, daily.' It's goij' to be the ultimate in con-
venience for our readers.” 8 . .

o/— W» d

But in its effort to prov:l.de many sections, the Times -

i

also became somewhat bulky. , The IPT respoﬁded with a promot:.onal
’ campaign---"All you need, easy to read"s--to position itself .

against the Times as a smaller, but t‘horough and.more con- to

-

vem.ent paper. . Fg -
: . The utility ef this sectionalization is not aust the h:‘i"";_
) *time-savi:ng eature, however, but the specialization of content
as well. ; T : . .
. . “ - £ .
. ** - The Segmented, Self-Oriented Audience .
"~ . . r

Gearing conterft to fit each ‘specializdd market seems to

be the stfong suit of the Times. Even' its promotions stress
‘ A . .

L} -

-~
»

. ‘ 37'.[nterview with Dave Ross, Director, Market Resparch Orange Co.
Register,- March 26 %) *1980. - . . ..

A . L] .

3%nterview with Gordon*ihillips, Director, Promotion and
v/ ,Public Relations, Los Angeles Times, March 80. - .

o [
; a .
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this fact: "When you pick up thé Times, yr.}u pick up the world. .

Your world---it“s all in thesTimes.f These promotions usually

) " show an individual turning to one particular section in the

newspaper---tha one sthat fulfills his or her specific needs.

In the Times, the readers have -their choice of e¢ight daily _
. #Asections.39' ' . I . ’ _‘

This last summer. the Times expanded its Business and

4 Real Estate sections in response to market surveys that indi- N
i cated a tremendous interest }n these subJects in the Los Angeles )
area.f? Efifégifiﬂp’ a few years ago, the Times greatly expanded
its Calendar Section to attract a nmore you!ﬁful reader, one who
is particularly inte?ested in,entertainment and leisure activities.
While "its circulation has increased, according to,ﬁail Hyland,
no major "éfiectiveness“ study‘has‘{et been conducted to determine
if, indeed, there has been an increase in its circulation among

' younger pqople particularly as a result of this expanded entertain-

41 .
nt—coverage. — e - - —

Also feeling tﬁe neéd to cater more specifically to the \"

eeds cf individuals, ‘the, IPT conducted a lengthy study (including
lifestyle and psychographic data) in 19?8 and as a result, it
/.created_several new sections and eXpanded some existing editorial

materia}. Editor Larry Allison says, c . K

,
L - » . . .;’

PR 39'I'he eight-daily sectigns are: Section 1 (International,
gattonal and local neéws); S@ction 2 (Metro, regional news); Section
(News Features); Section i §S§ortsjs Section 5 (Opinion;; Section
6 (view); Section 7. (Classified

and Section 8 (Business

-

(&ntervie& with Gail Hyland, Supervisor of Ad Sales Pre-
sentation and Research, 108 An geles Time March 24, 1980.

JIbid. Lo 29 : S '
. . . ey
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.-, Theré were resuylts from*thax survey that none of us would .
‘ have everigﬁpssed. Por example, there was a hell of a lot of -,
: . interest infgardening, ¥ think that éne surppised me the most.
Next was home repair and home furnishin d,of_course, —

we Had seVeral people respond that our newspaper simply did
«  nét PPt enough news geared to tngir local interests. Oh...
. and there was another one, Health, The audience was very
N concerned about kealth. %e + 38k heed of the results because -
v they were S0 significant v\

§Q9rtly after the survey. the IPT created its Home Section

V- ' containing expdnded néhs oh gardeni g and health (from one column
to three). In addition, the Weekend Section was created to appeal
to a more youthﬁul reader. The response to an increased interest
in local.news was_mei_ﬂiih_ihe_nrea:ion—oﬁ_thesNeighbors_sectienr-w—— —
whieh will be discusSed’a 1ittle later in’ this section. While
the IPT Was expanding {ts contents and sections quite rapidly, it

.wanted to be sure to retaln its "local” posit;onlng over the Los

- Angeles Times and to stress differences rather than similarlties in

- the changes both’ papers were maklng. Tneir promotional campaign, -

‘ - WAll you need...easy t ad " noy only ?ocused‘en the new section-
alized and?localized*ﬁﬁvsra' tdiséﬁ§§66’supra7 but at the same

- v time took a‘backhand slap at the I;;__s_bulkiness and broader coverage:

The Re g;ster found 1n its 1978 market survey that its cover-
‘age  of local news was one of its strong points?u .Accerding to

John 0 Dell former Metro Editor, "Our metro section has really

79 ' *n "

.expanded over the 1ast two years. Befode that, we covered city
.news [Tanta An§7 only Now We cover a lot more in that section.

P »
.
. > .' . " '

]
? . * -, b .

= " z.l:nterview with I.arry Allison, Edifor, Long Beach Independent
. ggess-Teleggam, December 8, 1980~ . )
» " i _’A‘
. ’“ ' 3Interview with Kathy*Ben'{ ﬂlrector of Promotions, Long .
L. Beac_zgndependent_gress_mel_ggggL December 8, 1980 \
L. “‘. I’Ifllr'rl:emrj.ew with Dive Ross, March 26 1980 L
ERIC . b _ ,
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J'Couﬂty in.depth "

LY
[
-
r

. . -
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. .

And, we're.the onl]y paper in the area that covers Orange

I ..

Z In addition to the eib&neion of the Metro

Section, the Register aleo e&w a need to attract younger readere
 d

and met that need by eetablileng its Rriday section, Weekend Life,

/

a eection geaged to’an audienck that is young *(18-35), somewhat

affiuent and interested in entertainment, leisure activities, "

46
and stereo equipment ¢' . . ] , . ‘.
) 01ose1y linked td this increase in epecialized news is -
a trend toward regionaliﬁation that hae been displayed by both .

LY

the Times and the IPT In an effort "to "localize” the newe_andfi___( .

Lalad

o~ f

)

segment a &arge portion of its audience, the Timesrcreated its (
Orange County edition in 1968. In 1979, further expanding

its localizing efforts, 1¥ made a multi-million dollar in- ] .

veetpent in a San Diego edition. and” plans; are cérrently under way

b7

to, establish a plarft in the San ‘Pernando Valley. In_addition,

a regent Neweweek article clajms that the Times is also sponsoring

a maﬁor circulation push inthe Sam Gabriel Valley, pussibly with ©
the hope of finding euppprt%for a future reglonal edition there. 48.‘

: Although on 'a much emailer scale ‘than the Timee, the IPT

hae also made some major inroads into %ﬁe regionalization of its o

newspaper. Serving eighteen different communities in Los Angelee A b
» ~t . ! ’
n
?fnterview with John 0'Dell, Editor, Metro Desk, Re eter,
March 26 1980, (0 Dell is now with the Los Angeles Time .;
" Inte iew witl' Dave Ross, March 26, 1980, ‘
L" » . '
* 7”Fat Timee in Tios Angelee," Newsweeék, Qtptember 22, 1980,
p. 51. ~ ‘. ", o
. 48 - . . “ ) .
* "T“Ibid., p. 51, . ) -~
- . . . - >
: z . 31 _ .
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. and West Orange Counties, the IPT faced a good deal of criticism -

:: from its‘readers ' regarding . localized coverage "When we oo
// read the results of the market research survey, we were deter~ ) .
mined .to make some changes. That s when we created "Neighbors, '” ot
T asays Allison,ug NG - |
| ' ' The eighfeen communities were divided into five relatively
homogenous ‘régions, and special editions were designed as insérts " ..
for those regions. Although AYlison feéls the Neighbors exﬁeriment
has been successful because of increasdd circulation and advertising
‘k _in those areas, the paper has its eye on the possibility of £ull re-
’ gionalization. with special daily editions of the paper geared “for .

3
all five regions. “Howe@er,“ says Allison: " the change would be costly

" and time consuming, so I imagine we woA't see it in the near ‘future.” °° <

»

. . . . Sophistica;ign and the -
: . . " Need to ge “In" )
. v T . . - - . .
g ) Although each of The papers atudied had several responses .

that wouid £it into this category, none was quite as defined as
_the Herald Examiner's, Tn describing changes in his paper, Bellows said
' "We _pre doing all this in an attempt to make!the Herald Examinér/

LY
L4

. over -into an exciting, easy-to-read helpful paper, targeted .J '

at~younger singles and marrieds that have mdney‘and are buying ‘
1 ‘ ,!'

.. 'thingB."s In an effort to reach- this audience, the paper did

- . - * L .

|

i

. ‘ . i
- * . ‘b , . ; {
|

|

|

i

- N - .

%?Interview with Larry Allisqnﬁ December / 8& 1980,

) - T .

.5 ) B
‘ Pbid., . Sy ‘ o
< ) 51Jin_Be1Iows, "Update on Herald Examiner." ' ~

. - i Ly ’ 32 , f - ¢
. +
) . : o . 4
£ ‘ * - -




minded J.ndividuals. .Monday was designated "Woman. r4’.‘\ueeda‘1,r ‘<

“Cultnre. Wednesday "Home," Thur'sday "Fashion," Frida,y b
S V— .

"Movies," Saturda,v ,Eelevz.sion" and Sunday "Sound " "The

-y

sections were designed " gays Bellows. "to help our readers cope., .

with the world a.round them. dur value is to shoulder some of .
\ .
the complication fon gur readers n 52 o
Part of the growing desire for sophistication and cachet "
\ L]

is the desire to be lmqwledgeable about opinion leaders. Respond:.ng

to this desire, Bel]iows mstituted "Page TWo," an entertainment-
orlented column that gossips about people in the newe. Bellows‘

claims th*a.\t his Page Two format is one “of the most popul& items
in the pqper. 53 J‘\' .. . . )

f
CIearly pealing to sophistication neede, the  Times has
expanded its travel, home 2nd food coverdge, running monthly

features (in great 1eng‘ch, at times) about good wines, gourmet
4
‘food, 1uxury and/or budget 'b;avel and home.decorating. 3 "\ - "
- In 1979, the Begieter took a large step to i.ncreaee ,ite

"eophisti.cated" appeal. 'It rchased the New York Times Newsp
Service, and wig.ely‘ publi.cized '!:he ,fact th,at it had hi,.gd

»

"the best reporters and ‘_edi'tors, oolunmists a.nd writers the New

~York Times had to offer...By a ding theﬂ_w_xg::k_ﬂim__s wire to its *
At . . ' . M

= “~ :

r » * ! . . . ..*
5 2Jim B " \ $ n )
ellows, i Update on Herald Examiner. )

AL ]

53Interviék with Jim Bellows, March 18 1980 .

e +

, 54 Interview with Gordon Phil‘lips, March .24, 1980, '-\ .
v N 35 BN K ‘
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‘ .2
;already=abundant resources, the Register increasedithe breadth,

" . depth, erudition, insight, wit and. &tyle of its world and natignal -
n55

/. ) -
The IPT discovered in quite a different way the desire for ,

- news and commentary.

sophistication and inclusion that its readers manifested Promotion L
Director Kathy Berry tells this amusing storyr "We hired an advertising'
agency a few years ago to come up with a sioéan thatﬁyould ‘b 11lustra-"
ted by real IPT readers holding a cepy of the newspaper. What'a
.mistake!" The slogan itself vwas okay, but when the pigtures of .
__1 readers and the slogan were combined, 'it 'was embarrassing. "The
gency had coined the sibganz 'I"get everything I need from the
Independent Press-Telegram---~and more. \men the photographers went
to photograph 'real Iﬁi readers, ' tHey:found elderky folks, fhetory
workers, and waitresses reading the_paper--rpEople who work or live
downtown near the plant. They also found a few dérelicts reading the
m//paper." They snapped *the real thing.“ when photos ané slogan were J
. combined, the result was not successful. People complained about being f
. included with "those peopleL as representative of IPT readers. and they .
pointed out the sefyal undertones of the siogan when combined with the f
smiling faces of the readers. "The campaign was a dtsaster." said

) ~ Berry.. "People just didn t want to‘&e associated with the type of person,

_"mw

their-brieggases."ss f%e promotion was .short-lived, and the IPT doon
turned to other campaign§ that pictured its readers in a more ’

-~ r
.

"favorable” light. <

) , .. . 34 . a -t/'

1Y -

55Qnote taken from promotional 11 erature. Register. _
56Inte1;'vj.ew with Kathg Berry, Pr otion Director, Long Beach '_
e

uumwm‘ dependent Presg-Tele cember 8, "1980 . ) }
‘.'_ L v ‘'
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‘thﬂ "~ In aeepdng with readers' desires to be sophisticated and 7
"in the Newspaper Advertising Bureau recently released its
seriea of new prcmotional,ade ;;ich specifically capitalize on
this’ idea. *Readers are.advieed to "Buzz 0ff," and "Wise Upj
- The “Buzz Off" ad suggesta they out of town, see new places;
read the travel features for idgngfetc.” ”Wiee Up" tells_readeréz
“Don’t be the 1aet on yodr'block to know what'e going on. Have
witty, insightful things to'say at cookouts, business 1uncheons,

even in coévarsatdcns with your epouse... n57

. [
.

The Growth of Egca ism ’ -
f Eacapion &
¢ The desire to be entertained by the media ranks high for

-

“eoan ages and levels oa’media ueer’e.s8 As Yankelovich indicated in
its study, this entertainment is a form of escapism from the rigors
of da.:!.l:,r’].:l.fe.s9 Efforts by newspapers to provide thig escapism

~

have éome in’the form of .increased feature and enteYtainment
i . : .

coverage.{and more space dedicated to leisure, ¢

) Por example, IPT? Editor Larry Allison

etudies and itp-own in- house research that have’ indicated sub-

8cription and eingie\eafea/jncreasee as much as 20% occur when a
. .1' z , ) :J

-

ts and hobbies.

"
oted several national

. _/ Y.
57"Readerahip Project promotional aus seek,daily readers.%
Presetime Dgcember 1980, p. 31. . A
EA 58100 @m; Erik L. Gollins;.and Jeffrey W. Pruit. ,
.reraonal Motivations and Newspaper [Readership." ANPA News Research .

Report, No. 26, (Washington, D.C.:  American Newspaper Publishers

Aeaociation. May* 23, 1%/0), pp. 6, 8.

rl

o

52¥ankelovich, "Tracking the Attitudes...," ANPA News geeearch
™ Report, No. 20, p. 3.
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television guide in a small booklet format is included in a néﬁs-

L4 *

-

for the television guide." The IPT will be‘éwitch}né from a tabloid
60

< v b 5 \—
,ﬁaper. "Many people, ;t has been sngrn, buyqthe newspaper Jjust

magazine (bur:egtly) to a small booklet guide, early in 1981,
) " Second, Allison hépes to corftinue to exﬁﬁnd coverage of  °
leisure time, hobbies and ?ravel activities in response to internal
research that ranked these categories very high in reader interest.
.‘ The Times has done muchlof,%ﬁévsame q§'e¥fanding its Home,
View and Calendar gections to print more inJerth feature material.
The Herdld Examiner's Jim Bellows; explains the Herald's
app}oach,ﬁ ' ’ .

The journalist’s required talent is creation of interest.

the best way for us to go about this is to write about people...
how the news affects them, involves them, and makes them feel.
The public’'s circuits are overloaded; they want to reduce their
areas of concern. We have got to help the me-decade reader

who is hungry for information that will help him or her right
now, to do scomething, or be something, or very simply, that
will interest him and her. We have worked mightily to cut,bagk
on issue stories for more human, personal, dramatic stories.” 1

. The rising popularity and expansionlff the Sunday paper 15

also an indication of ihis trend toward increased entertainment
coverage, All of the newspapers studied hdﬁ siéhiéicantly higher
‘Sunday circulations and readérsﬁiptthan daily. .

. " One recent studyfindicétes, nTHe Sunday newspaper is highly
popular Jith.readefk. ;;st of whom turn.tofit 160king not only‘for
news and a%vertising, bht also for’a:wa& té,relax and pasg the *

time\0"62 : . ’ "

’

J
L

éolnterview with Larry Alliéon.lnecembar 8, 1980.
: » P

G;Jim Bellows, ”Uﬁdafe on Herald Examiner." . -

62‘Surid.ay"
October, 1980, p.' 32. ] o .
. ) » . N '='3 6 ig . ' ,

: %wgpapsr: 'foﬂ'reading'anh_relaxing.“ Presstﬁme,
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_ Newspaper design consultant, Roger Fidler, states\that newspapers

o~

s l ,3?
Ai all fOur newspapers studied, Sunday editions have ex-

panded greatly over the past five Years, according to the in-

dividuals interviewed. Gordon Phillips of the Los AnLeles Times(,

you may have migsed during the week The people have a little
more time to devote to it, and they enjoy the relaxation. They
63 [ "-.

especially like our in-depth feature content.”

]

: Graphic Changes * '
The popularity of t‘elevisionﬁs created an audience in-

creasingly sensitive to and sophisticated in video graphics. Jim

‘Bellows offers the following caution to newspapers:

T used to think newspapers could do it all with smart, zippy
design and color pictures. But I learmed better! Color TV
has invaded’ every home with perfecguregister And TV news
is boundito get better and better. -

Even thOugh newspapers cannot possibly match the grap iec
rgiring

quality of television, they have made great Btrides in mode

their design to become, more attractive and appealing to readers.

must "adjust to changing markets and heightened’competitionz re-
— , . .

gponding to a world where visual expectations are escalating---

with Beethoven on T-shirts and Gloria Vanderbilt on th. backs of

blue jeans---not to mention cdlor televisi nwF

\‘ ‘/ @N
\ / N ‘W»M
\
63Interview with Gordon Phillfgs? Director of Premotions,

Los Angeles Times. March 24, "1980.

1
!
1
1

quim Bellows, "Update cn. Herald Examiner."
’ AN

65Roger F. Pidler, "How can we give the reader a better
newspaper?" Newspaper Design Note oo . September/October, 1979, p-

. states, "Qur Sunday paper is a way to catch’up on the weekend what
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| J The graphic. change in three of thektour newspapers studied
has been.quite extensive. The Register converted to a more streanm-
ﬁiined, bold, modern look, adding a second color in early 19?8 The p

Herald Examlner converted to its present style about the same t1me.

%he IPT madellts change in mid-1978. The efforts were centered aroynd
modernizing formats, making the papers easier to read, and making -
theigabers more interesting graphically (;%%reasiné photos, line art,
whlte space, color, rules, &tc.). ) . ‘

‘ ‘ The Times lagged begind the other papers until earller this
.year when it introduced a new body and headline type. The graphic change

was not earthshaking, but Times officials say that it improves the

- 4 ~
¢larity -and readability of the pews and feature pages, and has a
66 ’

“more. contemporary and modular look. ’

Marketing-Oriknted Changes

LY

One of the most interesting hanges that has taken place in
the 1Rdustry -in recent years is an 1ncreased emphasis on marketing
research, a subﬁect reviewed in the first section of this paper.
Although newspapers have relied for years on national consultation and
publication services for demographic research data, and they st111 do
to a great extent, the need to be informed about the local audience
* reading hablts, llfestyles and ﬁéychographlcs has éaven rise to
increased 1nterest in locally oriented and locally generated market
rdsearch, often conducted or managed by the-newspaper staff,itself

with the help of marketing research firms for data compilation and
H .

»

hd ’ - 4 \’
P \ ‘ b
ot 66"L A. Times introduces new body type." Editor & Publisher,
- . August g, 1980, p. 15
. \ ' 'l
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analysis.* Three of the local papers---the Register, the IPT, and

\ the Herald Examiner did not have marketing researchﬁdepartments

F >

. prior to 1978. What market research was conducted prior to that

year was done mainly for advertlser demographics and had little or
nothing to do with editorial content. Research was conducted by

outside consulting firms entirely. 1In 1978, correspondlng with_other

4 ‘ -

changes in management, all three departments were establlshed.

Further, two of the papers, the IPT and the Eegister, expanded,the
availabllity of their data from the advert131ng and marketing departments
alonf to many &dttorial and managerial staff levels throughout their
companies. Monthly, and often bi-weekly meetings are now held between

markel researchers, editors and managers, so that a good perspective

T

- of the market may be gained by management personnel for their day -to-
67 -

“day and 1ong—term product de0181on making. s

The Los Angeles Times Research Department was somémhat of a

[
. bellwether in the fieldﬂe&nce it has been in exlstence-ftr'uver*zo'—*4——"*

years. However, prior to 1975, much of tne resdarch cencentrated on
compﬂf&ng demographic data for advertising sales-and for themmarket
position of the product itself. Ver§ little was related to audience
research for editorial'or‘nroduct purposee, except for an enjgeing
Reader Panel which constantly measured responses to the product’s .

content, usefulness, attractiveness, etc. The Panel resultaf;hcwever,
] were used mainly for resource material for advertisersfinterested in

readership of a particular section. However, according to Gail

Hyland, Ad Sales Research Manager, mnch of  this changed in the 1afe }

4
b “ "

- N . N . -

Fat

|

<« {

67Interviews with Marketing personnel at the IPT Herald ) ‘4
. .

e' Examiner and the Re ister. ’ )
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703 when they began to place an 1nereased emphas;s on editorial i
research, and the edltorlal staff began to request several specific
studies related to product pea@eqshlp:and preference. Hyland es- ' e

timates that the Times still spendsr85%%ﬁ% their time on advertiseq-

orlented research, "because advertlsers use it the most. w68 -

The other three newspapers d1v;de their tlme between advertlslng

and editorial ruq\tions with advertlslng recezvzng,approx;mately 7 5%

of their-staff support in terms of time devoted to each area, Both' .
g \

the IPT and the Register indicated.a desire to have editorial research

. m—— e e

constitute at least jo—hof'of tﬁelr research in the near fature. Other

areas of research include that done for c1rculatlon and promotion

: -

purposes, constituting 10% apﬁf§%75¥f§;;;;\¥ime, respectively.
. 7 \

|

: oY) - . . p
!* Additional Areas of Change ., . ° :

; » " i
-
- .

-

The changes briefly discussed in this section reflect some of N

wthe areas of value changeﬂgescribed in Section Two of this paper.

with a‘limiteg page length and écope. Some of these additional * _
__ﬁ

|
|
There are aaﬁ& more, too nUmeFous tb ﬁention in a paper such as. this, w
[ - R -
changes are: the evolution 6f #he women's pages, increased publication
’ |

of d;gest versions of books, an increase in serialized articles, and ]
- Y
an increase in sports-orienxeq ooverage. The 1list could go on, but

I wiﬁl instead conclude, aleaving these additional areas for

« b —-—

‘future gtudies.- ) \ . g . . ¢
v: A . . . N ;
- . :;9' '} . a: 1
. . - * » S ‘
- » " ’ ‘
N\ : |
68 nte view with Gail Hyland, Ad Sales Regearch Manager, Los :
Angeles Times] March 24, 1980. . L.
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of its ...we must use research’ to reach readers with

-what y wapt, and serve them with what they ought to- have,

‘ and.satisfy them with what they deserve to have. The reader~

- . ship studies of towrow; will be tools, not rules. We will® -

-~ use them.to edit ouf® newspapers so that ‘they more completely
reflect our commufiities. We will use them so pur newspapers
will be for everyone, not Jjust one ‘small group or another.

.The days of editors editiyig:for themselves are over. The

., repgders have demanded more than that, and the %%wspapers ‘that .

will ‘succeed will be those which deliver more. B )

\ The news pagaeﬁ of tomorrow will ref;!.ect even vetter knowledge

or are Iat least on,the road % doing so. Some of tHe changes -

. Indeed todes's news;%? do seen to beldelivering more,
» have been broad and sweeping (e.g. graphic renovation; regionali-
zdtion of..news cpntent; creation of special sections whe].'l.v devoted

=tb Le,tsm-e and/&r segmented audience interests) Other changes

- f ——

\’Jaave been. -mére subtle (e. g. refinement\“ tabls of corAEents;

. < 1

ine equs in news, brief sections; c*{ianges in wanenfs coverage,’

Qsecti nalization; .and increages in \feature and en ertainment ' ’_

-’ maxe;q.als) ’ * L . &

. In addition ° ‘changes in ecnt_ent, the management and ‘market-
. * .‘, - - ‘e
ing techniques of news‘papers have changed as well. Most metro-

politan arep newspapers now utilize market research as an in- '

. tegral decisiorﬂrmaking tocl in the day«\to-day management of their
ne\\&papers. FPupther, many papers not only utilize outside research. )

y
..- . . .-

1 Py ) -
ailgn H. eNeuhai-th. vPature Directicis in Amegt_
255. 4

' Newepapers, d tal Speeches 45 (Fboruary :I., 1979):2

-
., 6’ N k]
- o v i
0
bR

.
. - P Al
. S 3¢ ‘e LT

. , -~ L]

‘ ' a ©ot41 '

- L]
'
‘ . -
. A : & . .t
. PN N * L4
.




k2
VN
7]
A}

¢

. - ‘ ‘e .37 v v "t

-

L . € . : &

well. to monitor the change taking place in the communities ) k*\
whic they serve. ‘?\\\ » L. . ) : ;
e marketing of the r;ewspaper has also ,changed as owne“rs““*v. -

seek 'the hesgcihﬁ P osi_tioning for their product if}fiercely h
competitive medi ironment. Instead of editing a newspaper
geared to a homogenous mass population, newspapers are increasingly
.tailoring their prochcts for a wide variety of highly specialized

0

iimited refiearch’ project oi.!-this gort, * For example, ‘the Los Angeles

e

“audienceg. . , . L

Most of these changes (with a few except:.ons) have happened ' 2

- -

relatively receﬂtly. within the past_ three-to-five years. They

have taken place in response to a changing marketplace. and changes

4

in the values and lifestyles of media users. ' . .

5

" v
This paper has attempted to trace-t'hese trends’ in content , | .

and nanagement st:,rles .And to show how these changes aré related

>

to and brought about by shifting: America.n values‘ " ' S
Although the cause-effect relationships cowtained in this

paper \ar/e by no means the only. ‘explanati,ons for the changes taking -

place in the newspaper industry, I do think they are well-supported

L
»" - il

and certainlyﬂworthy of considerati,pn and further exploration. "o -
- .\,‘ 3 , », 5 ' . . 8 .
N Su ggestions for further S;tugz*\ - . : o

. 3 . N he

; . % 5
rl .«) * -’o' .
Jghere’ are; of course, several stones le,ft unt ed in.a . R

matket is 3 metropolitan axes posing,,spe;:ifi oblems ‘for news-
papers that may not be duplicated" argwhere 1sa in the nation.
$
How widely spread are the\ changes discusse in this paper? Afe
e Coon

e 1{

B - -

[
~
N
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they indeed nationwide° A more in-depth national study of, the

sort accomplished in this pro;ect would yield some very valuable

‘

data. A questionnaire approach might also be useful in measurlng

. nationwxde trends¢ Surveylng newspaper management nationwide
N ¥ . v '; *
about their marketing\research functions and their use of marketing‘

research data might yield some excellent data’ to further support
) . | ¢
LW W,

the idea of a nationwide trend.

Further, even though industry leaders talk of changes in c

newspapers, how many changes have actually taken place? To stpdy
th1s questlon, perhaps a content analysis of a random sample of ’
-'\ i newspapers nationwide from 1975 to 1980+ would be possible, providing

! statistical basis for the-conclusions.reached in this paper. hlso,_

»
-

gome reader studies to determine the success of recent changes in.

newspapers would also be warranted. Because of'limited funds and

o

£ time, the newspapers I studied did not always follow up their changés
[ ] w

< . b
with an "efebcts” survey, and I think this would be crucial if we

«

want to see if newspapers are indeed meeting the needs of their readers ~

"‘through these changes. 0f course,ncirculation and advert1S1ng in-
~ creases could be .one measure of the success of thege changes.
. . The study is a fascinating and complex one, “with many possible
| ‘d.rections. It is also an important one, for in the throes of rapid
e i _Change, newspapers have been struggling to survive in a media~r
E;j:i:EEd society To compéte well tp survive profitably, they need
» . to oontinually monitor social change and respond to it with a

3 marketable'product. P
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- When I began.this paper, I began with & caution to the
reWo studx, descri.be d'.nd document changes in social

‘o

valued is like trying io' study the wind." Well, I have just
M

encoum:ered what might be example 62 the. windJ.n moti.on. Sy

peri.od ending up with a well-su 61'zted ’hypothesis that vdlues
,had, indeed, shifted‘#to a ‘aelf-centered . "me generati.on" approach.
I then traced the resul‘t?é.@o;t‘, *bhi.s self-acentered society on the

L L 'l"
change in content and management styles of newspapers.

. nice, tight 11ttle package, untils.. "
oL Until I deei.d‘ed 1:6 gnezm'ﬁ e review a few ’pi.eces of li.tera-'
-for f"urther reading. In <he
Age, boldly displayed in

It made a

»

-

’olack type on’ the Features page .was| this headlines "From ¥
'me' DeCade to 'We Decade. In the article, an advertising agency

vice presi.dent, Ro’oer*t Rees, suggesis that the ei.ghti.es will

A *

br.'mg a, change “from self-centeredness to collective acti.vity

. HB Says,i- PR .s. N n: . L ~ - )
i oMo hav.e md that our decade-,long march to find ourselves .

« wasn't wo +he trek. Out of Self interest and for p;t:otecti.on

we are de'l;gloping an antithesis to the "Me Decade." This anti-

.. thesis may be the We Decade, a security through collecti.ve acts,
ot a return tozthe nest or hive..® . _ g
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_ As 2 reéplt-of this change;i‘Regs sayshca will see a grgatér
desire for strong leadership, renewed tzeal ;‘.‘or n?ationalism; a T ‘
K wider appeal for generic (ro-name) bra.nds and a stress on ) . ,i
marketing products based on their ability to help one be more

3 x -

- »Socib.lly acceptable. "He states, ."One of Clairol’'sthemes, :It. .

A s lets me be me, '-was perfect for the 'Me Decade.’ The We Decade -
» won' 1: want ta hea.r this and rather will want to hear, 'I't; lets
..

” you 'be accepted. e

e

»Inte'resting world we live in. Just when we think we've .
\ gained a valuable perspective and insight, things change, and _

e ‘_“ﬁ_

we have to —s_taz‘t—;ur work over again._. - T~ T T~
. But I won't redefine my work yet. After sfarching through .
. addi,tional publications. I've not fomdjamr material to su‘ostantiate
Mr. .'Rees proaections. 0f course, that's not to say it isn't
" 8. - there...
] . k] - ~ . - . »
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