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'I 'hii ,tidy exan~irte:i c : ~ w d  r - i cTb i yqx1 -  hu>.ers as a potential target market in order 

to help rhc industry revei-ic a trcnif ot'clcclinin~ circulation numbers relative to the 

pt~puiation. Various factorb rcl:tting to :I casual buyer's self-rated likelihood to become a 

daily \ub\criber- wcre ct  a1uaic:i. both i n  thc current situation and in response to various 

hyp(.~thetical cha;lge\ in thc nc~vqxipcr '~ ~mirkcting mix. These included improved 

ediiorial qualiry. a discounted uhicriprion offer. improved color and graphics. a return to 

;titernoon publication, and cctn\.crhion t o  tabloid format. The variables studied pertained 

to consunw denmgrq>hic\. hchx\.ior. mii :tttirudu.s: towards newspapers and other media. 

Research i~lettiod(ifiig>. consisrcd of a telephone questionnaire administered to a 

proportional saiiiplc o f  c a w d  bitj~i.5 of The Iir~ico~rt.er Srril. These consisted of both 

single copy purchascrs (random ~elcphone dialing) and weekend subscribers (from 

random computer-generated subscsibcr lists). A total of 302 usable surveys resulted. 

Various significant \xriablcs \yere found in regression analysis against the 

proposed changes in the ncisspapcr's marketing mix, but these proved to be fairly weak in 

nature. Paired t-test..; showed sm:ill bi~t  siznificant gains in the aggregate likelihood to 

subscribe with all proposcd marketing mix ch:inges. Cluster analysis was then 

s~~ccessfully employed to segnlent i t  group of casual buyers who were likely to become 

daily subscribers and the changes most desired b\. them to convert to daily home delivery. 

Further discriminant analysis isolated the tx-i;lbles that served as effective predictors for 

menlbcrship in this tarst't p u p .  Front this a target market for the newspaper was 

defined that offered a potentkt1 increase of approximately 9% in average weekly 

circulation i c ~ e l s .  

The prt.dicti\v poiser of the rnodel \\-as found to be much greater in classifying 

those who were likely ro subscribe daily. rather than those who were not. It was 

cimcfuded that this ivas probably the result of a subset of casual buyers who were 
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Thii the,i\ itudled Lr A!. s lit;- ncir.,papcr-b t o  counter the prevailing trend of 

circulation dccljr~ei colllnion [ ( i  ihc ind~1it1.y in  bcth relative m d  absolute terms. It 

concludecf the huit c o u r x  ( i f  au~ic!n \:a, i o  tscal caiual nectspaper buyers (single copy 

purchawr-4 and ~iceliend \tihscsihcs\j ;1, ;1 i;tsget market for converGon to dai l j  

wbscription. 13y doing t f ~ i \ .  circularion itnd ~cadership rates could be increased, making 

771~ Vtrtic.olrt:c~t- .SIW a I I H  jrt' ;i!ts;icti\.c 1?1~diiint fi3r advertising dollars. 

The \tiitly a t t c ~ n p t d  r(; lor-mulittc :t ~nodt'i to determine which characteristics of 

subscribers would scr\.c ;I\ the bc\t pscdictor~ o f  the likelihood to subscribe daily in 

rcsponx t o  hypothetical chmgc\ in thc nenyriper's marketing mix. From these, an 

appropriate target ~nar-ket ancl 3tr-atcgy could Ite defined. Buyer characteristics 

considered fell into three major ~ U L I ~ S :  

- dcrnogr;~phics (age. gt'ncics. n~aritiil h t : ~ t ~ l s .  income. education, residency, etc.) 

-behavioral variables h~ich ;I> frecjticncy of pusch;ise. use of other newspapers, subscribing 

history. number of fi-atures regi11;trIy rexi 

- consumer attitude f'lctors [hiit inciu~lcd prociuct satisfaction, reliance on other media, 

benetits sotight from the ncLfyaper. 

-. I hc hypothetical n~;trkcting i i i i ~  c t i m y s  tested were improved editorial quality, 

ciiscountcd subscription offer?;. better color and p p h i c s ,  a return to afternoon 

pub1ic:ttion. and a sivitch to t;thioiii fii-mat. 

Through the use of statistic:tt ari;tly\is. a suitable target market was defined which 

ccmprised approsirn;~tcly 27ri- of c_.asu;ii buyers. This group was consisted largely of 

peo$s \ vh t~  \VCW rcccnt arriv~ds r t i  rile ;ts~'3, ivifh 3 hish school education, who bought the 

Sirti fairly frequently. and rl--gulitrl\- read ;I \vide variety of features in the papt:r. 
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Chapter 1 

Introduction 

1.1 The Problem Facing the Sewspaper Industry 

Sincc the mid- 19?0:.;, managers of North American newspapers have been worried 

about thc failure of their Industry to match population growth with corresponding 

increases in circulation and readership. Bogart (1989) charts the steady decline in the 

household penetration ratc of ne\vspapers from a high of more thail ! .3 copies per day in 

the late 1920's to less than O.? in 1986. From 1960 to 1982 the proportion of adults 

reading a iictvspaper on a typical day declined from 80% to 67%. During this time frame 

the proportion of the population with at least a high school education increased from 

approxin~ately 40% to more than 705  (lMcCombs, 1983). The steepest decline, however 

began in the mid-1970's (Ediror and Publisher Yearbook; 1975, 1991) and has continued 

to the present. 

While circ~~lation for uzekday editions of newspapers have lagged substantially 

behind population growth. the sitiiation with Sunday newspapers is markedly better as 

they have declined much less in market penetration (Gollin, 1987). In addition, the 

proportion of newspapers bought through single copy purchase has increased through the 

first h d f  of the 1980s. with a corresponding decline in the share of subscription sdzs. 

-F, - r n ~ s  is indicative or'tne increased proportion of newspaper readers who are not 

committed enough to the habit to become daiiy subscribers (Gollin, 1987). For the 

purposes of this Lvork. those who are not daily s~~bscribers (either single copy purchasers 

or weekend subscribers) may be considered togeiher as casual purchases. 



The relative decline in nen.spaper circulations has nor been as gre:it in Canada as 

in the United States. Betuxen 1975 and 199 1 total circulation incseused hy only 0.05% i r t  

the U.S. and 3.9% in Canadai. In both inst:inces. this g r o ~ ~ t l i  1aggc.d subst:tntiaiiq bchind 

the increases in total national populations. Similarly, the nelvspaper inctustry's shnrc 01' 

total media advertising expenditures declined during this period from 29. I %  to 2 . 5 %  in 

Ciwida2, and from 29.9% to 24.1% in the U.S3. While the growth of cable telt.~.ision 

was responsible for some of the decline, the failure of newspaper readership to k e q  pact 

with population growth undoubiedly niade the medium a less attractive venue to invest 

advertising dollars. 

1.2 Newspapers and Their Customers 

When examining the buying and reading habits of consumers, it is clear that they 

are far from homogeneous in ~ i the r  their patterns of newspaper purchase or use. 

Furthermore, there may be greatly different underlying motivations for outwardly sinlilar 

behaviors. At one extreme, there are peeple who rarely or never read a ncwspapcr. Somo 

may not read for obvious reasons such as poor eyesight or lack of access to the prod~~ct,  

while others have the attributes normally associated with newspaper readership but who, 

for various subtle reasons, choose not to do so (Poindexter, 1978). 

Another group consists of persons who read the newspaper on an inficquent (less 

than three times per week) or irregular basis. Among these are consumers who subscribc, 

but only to weekend editions. Reasons for this usually center around the extra i'eatures of 

the weekend paper, a lack of time during the week, or access during the week to a paper 

purchased by someone else. At newsstands or vending boxes some buy on certain days 

because a favored feature appears, and there are those who buy on impulse, often becausc 

of an interesting story on the front page. 

Editor and Publisher Yearbooks, 1976. 1992. 
A Report of Advertisirrg Ra~er~trex in Cu~~udu. Mclean Hunter Publishing 

3~tandard & Poor2 Irzdrtsfry Stin'ey, 1975. 199 1.  



I);ii!y \ ~ h \ ~ r i h c r \  m:lr afsr! occa\iona!!y be included among casual readers, as -- - 

there might be day:; when they lack the time to read or nothing in the paper interests 

them. Yet they subscrjbc daily for the convenience of home delivery, the knowledge that 

the paper is there if they want it. and posible price savings compared to buying at the 

vending box rnore than three or tbur times a week. 

Lastly, there are those who read the newspaper every day or nearly so. They are 

usually assumed to be daily subscribers. though this is not always the case. Some could 

buy fron-i the vending box every day. Despite price savings, they may not subscribe daily 

because home delivery does not ;isrive early enough, they live in an apartment building to 

which the newspaper carrier does not have access, or they have suffered poor service in 

the past. Frequent readers arc also not necessarily purchasers of newspapers, because 

they could have access to a paper bought by someone else. 

I .3 Possible Solutions 

Since newspaper publishers are concerned with declining market penetration, an 

obvious solution would be to seek ways to increase circulation (the number of copies 

sold) and readership (the total r~urt?ber of people reading the publication). As a mature or 

declining industry. newspapers could attempt to implement one of three alternative 

strategies in trying to ensure their survival. The first would be purely defensive in nature, 

with emphasis on maintaining the current loyal base of readership with little or no effort 

to broaden the appeal of the product. A second plan of action would see dailies reach out 

through large-scale changes in thcir marketing mix to attract both casual and non-readers 

to become frequent readers. This could enti1 radical measures such as a change in 

publication cycle or format, and major changes in editorial styles or priorities. The third 

alierrrriiive ~.ouiCi be to hold on to the existing base of circulation, while at the same time 

selectively reaching out (through careful refinements of the marketing mix) to those 



segments of the popularion that Ltre most iikeiy to become frequent readers and ~ . h o  havc 

fh* na0-c "-: A A - * ~ . - ~ ~ ~ L : . >  ---~..* 
L 1 1 L  I I L L L ~ S ~ J  U L I I I V ~ I U ~ I I I I  ~ ~ J C C L :  to ; i d i . ~ r i i ~ ~ r ~  in i i i d x  such effvris \vorih\vhiic. 

A purely defensive posturs is risky in that the industry can hope to do no hc'ticr 

than the current situation. As \\-ill be discussed later, industry profits as ;I ushult. arc itown 

from typical historic levels (Lacy. 1992). This has caused much concern, and thcrclim 

no improvement over the current situation isoitld probably be unacceptable to most 

publishers. 

In the second case, major a!ter;ttions in product content may antago~:izt. currcn: 

readers without guaranteeing at least a corresponding increase in new re,idcrs. 

Furthzrmore, the overall demographic desirability of the readership to advertisers may 

decline as a result. An example of such would be the replacenlent of higher income 

readers with those having lower income levels. 

It seems likely that some form of the third strategy would have the best chance of 

improving the industry's fortunes, or at least enable its survival. Such a plan would not 

put the existing base of readers at risk, nor would it preclude opportunities for growth. A 

likely first target group would be casual purchasers of the newspaper. whether they bc 

weekend subscribers or single copy buyers. As these consumers are not averse to 

newspapers, they would probably be easier to convert (or win back) to frequent 

readership than would non-readers. From the industry's standpoint, the most attractive 

route would likely be through an increase in daily subscribers from this group. Therc arc 

three reasons for this: 

1) Daily subscribers represent a stable base of circulation, that is guaranteed business. 

Acton (1987) found subscribers much more likely to have read all the previous five 

editions of the daily newspaper than single copy buyers. It means the purchase o f  the 

newspaper is not dependent on such Factors as whether the news seems interesting on that 

particular day, if the reader has the correct change for the vending box or if the box has 

sold out, the weather, or the mood or physical wellness of the prospective customer. In 



addition, the increased circulation that typically occurs on weekends can cause problems 

in terms of' lengthened production times. I t  can create difficuliies for carriers as the 

number of customer they deliver to on their routes may rise dramatically over weekday 

norms. The quality o f  delivery service might suffer too, as carriers are less familiar with 

their weekend customers and may be more likely to miss delivery. 

2) IHome dciivcry is also advantageous from a readership standpoint as each subscription 

copy can otien be read by more people, on average, than a single copy purchase. A 

newspaper delivered to the horne can be read by other members of the household as well 

as visitors, but one bought cn the street may well be discarded before the purchaser goes 

home. Thus the reach of advertisers is increased, making the medium more attractive as a 

promotional vehicle. Acton ( 1587) found subscribers citing use of newspaper ads in 

nuking shopping decisions more frequently than single copy readers. It is advertising 

that is the lifeblood of most newspapers, typically accounting for the bulk of all revenues 

(Picard, 198 1 ). The rates paid by advertisers for space is naturally dependent on such 

factors as circulation, readership, and audience demographics. Consequently, the loyal 

daily subscriber is a valuable asset to any newspaper. 

3)  The management of single copy sales can be problematic. In the ideal, every vending 

outlet should be stocked with just enough papers to meet demand, with no copies left 

unsold and no potential customers turned away by a sel!out. However, because demand 

can very greatly from day to day. the publisher risks losses from either unsold papers or 

missed business. 

4) A larger, stable base of daily subscribers gives the newspaper access to more 

information about its readers. As a result newspapers will be better able to serve as 

conduits between advertisers and potential consumers through a more precisely defined 

audience. 

Consequently, a primaq marketing challenge the industry faces is how to convert 

casual buyers of their product into daily subscribers. Aware of the advantages of daily 



subscribers, newspapers frequently offer subscription rates that are considerably 

discounted over the cost of everyday sinsle copy purchase. Tilr l?m~c.oit~'cr S I U I ,  for 

example, charges Si0.50 per month for daily delivery, little more than half the ncwssi:tnd 

price. On top of this, publishers frequently offer introductory subscriptions with cvcn 

deeper discounts (the S m  has recently offered three months for $19.92). I n  addition. 

most newspapers willingly bear the burden of higher costs associated with homc delivery 

through carrier supervision, customer service, and invoicing. 

Another alternative has been editorial changes to make the product marc visually 

attractive and interesting. Publishers are frequently seeking to emulate the c~lccess of 

USA Today and its pioneering use of color and graphics (Hartman, 1987). Thc 1970s 

and 80s saw the successfui introduction of several tabloid newspapers in Canadian citics 

such as Toronto, Edmonton, Winnipeg, Vancouver, and Ottawa. This format was 3ftcn 

found to be more convenient (especially for transit commuters) than the traditional 

broadsheet format. 

Finally, m a y  newspapers have tried to make their product more compatible with 

modern lifestyles by switching from afternoon to morning publication, thus allowing 

consumers more time to read during the day, and to provide more up-to-date reporting 01' 

the news (Vivian, 1982; Rarick and Lemert, 1986). Yet little has been done to delve into 

consumer attitudes towards such conversions or to study various demographic fxtors thal 

may impact on the degree of acceptance by both regular and casual newspaper readcrs. 

Consequently, it is not known which of these strategies, either singly or in combination, 

is most effective in attracting casual readers into becoming daily subscribers, nor the 

motivations to be a casual purchaser or subscriber. 

The purpose of this study is to examine casual newspaper purchasers as a target 

market group and determine which cha~acteristics (if any) they posses that may be usef'ul 

in determining an appropriate marketing strategy. In doing this, five central issues will 

be dealt with: Firstly, are there demographic diffcrences among casual purchasers that 



can be usei'uiiy empioyed by markerers in terms of segmentation to estabiish and 

pr;~:fi[~;5c target lnarkc?s7 

Second, do casual purchasers differ from one another in terms of benefits sought 

from the newspaper? If this is indeed the case, perhaps these differences may serve as 

valid predictors of the likelihood to subscribe. In addition, they may point in the 

direction of needed editorial improvements to make the product more attractive to the 

casual buyer. 

Third, are there sariable; in consumer behavior related to the frequency and 

method of purchase that act as useful indicators of the likelihood to subscribe? For 

example, one may speculate that people who are exclusively single copy purchasers 

differ i n  some ways from weekend subscribers. If so, then these may again be used by 

marketing managers within the industry to plan strategy. 

Fourth, we must consider the competitive context in which daily newspapers 

exist. Not only may they face competition from national daily and local weekly 

publications, but from the electronic media (primarily television) as well. The extent of a 

consumer's reliance on alternative sources of news may well affect the likelihood that he 

or she will subscribe. 

Lastly, to what extent can alterations to a newspaper's marketing mix improve the 

likelihood to subscribe on a daily basis'? Specifically, these relate to pricing (such as 

discounted subscription offers) and product (improved news coverage, better layout and 

graphics. more "soft" news features). If there is no appreciable change in the casual 

purchaser's intention to subscribe, then such efforts might entail unnecessary costs and 

risks. 

As swh. it  is important to remember that net gains in the subscriber base can only 

occur if there are more customers conunencing subscriptions than stopping. Not only 

must industry managers endeavor to attract new business, they must be careful to hold on 

to what they currently have. Grotta and Babbili (1983) found differences in the level of 



commitment among subscribers to the newspaper habit. Many cusromers arc in fi1c.t 

marginal subscribers 1.sho are primarily interested in the price and content of thc 

newspaper, and usually ha te  subscribed for only a relatively short period of t~riw. 

Determining what will keep the111 as subscribers over the long tern1 will gscatly ~ntlucncc 

the ultimate success of any strategy h i g n e d  to increase circulation. 



Chapter 2 

Review of the Literature 

2.1 Attitude, Lifestyle, and Newspaper Marketing 

Marketing research ha\ lm;g I-ecognized the in~portance of attitude as a 

tietermining factor in consurner behavior. Attitude has been defined as "an overall 

eva!uation !hat cnables one to rcspond in a consistently favorable or unfavorable manner 

with respect to a given ob-ject or alternative" (Engel et al., 1990). Positive relationships 

have been established between attitudes, intentions, and behavior (Rosenburg, 1956; 

Fishbein, 1963). As a result, consumer attitudes towards a product or its purchase may 

ultimately have an impact on their buying behavior (Bass and Talarzyk, 197 1). 

A manifestation of attitudes is an individual's lifestyle. The 19th century German 

sociologist Max Weber is generally credited with the invention of the term (Schweitzer, 

1977). Adler (1952) used i t  to define a person's motivation towards living a certain kind 

of life. To him, defining a person's lifestyle could be used to predict behavior. However, 

neither Weber nor Adler had a systenntic measurement system for the construct. 

Ansbacher ( 1  967) identified three key properties of lifestyle: 

1 )  Unity of behavior in a consistent and predictable pattern. 

2 )  Uniqueness, in that persons of the same social background could have different 

lifestyles. 

3) It is operational in that it can be observed and measured. 

Further refinement of lifestyle measurements were done by Wells and Tigert 

( I97 I ) in devising inventories of activities, interests, and opinions (AIO), a line of 

research that eventually came to be known as psychographics. Plumrner (1974) 

categorized lifestyles 5y activities (vocational and avocational), interests, opinions and 

demographics. Marketing practitioners have made extensive use of these measurements 



for purposes of market segmentation. These have r;mged from efforts of social ~n~~rkctcrs  

to effect changes in behavior such as drinking and driving (Lastovick;t r't 31.. 1987) to the 

marketing of ordinary consumer products (Andreason, 1984). 

Social trends affectins lifestyle could have a significant influence on the 

marketing process. Cetron st al. (1988) list major trends in U.S. society that impact on 

people's ways of living. Among them are urbanization, greater personal and carccr 

mobility, the rise of the service and knowledge economy, increasing female participation 

in the workforce, the aging of society, consumerism, and the leisure society. For the 

newspaper industry in particular, trends such as greater personal mobility and 

urbanization could be seei3 as threats since they may lessen an individual's sense of 

identification with the com,nunity and reduce the believed importance of staying 

informed about local eveuts. By the same token, the increase in households where both 

heads work outside the home may have lead to problems with a perceived lack of time for 

reading a newspaper on a regular basis. As such, marketers must endeavor to stay on top 

of these societal shifts as they may greatly influence patterns of consumption. 

The newspaper industry in the United States has also studied lifestyle (Schwnrtz 

et al. 1979; Schweitzer, 1977) and attitude (Barnhurst and Wartella, 199 1 ; Meycr, 1982) 

characteristics in order to analyze the behavior of both readers and non-readers. Much 0 1 '  

this research has been prompted by worry over the relative decline in both circulation ml 

readership rates among daily newspapers in the United States. Publishers have been 

concerned as smaller audiences for their product means less appeal to advertisers from 

whom newspapers derive most of their operating revenue. Consequently, they have 

experimented with various strategies including a widespread switch to morning 

publication, content changes, and greater use of color and graphics. 



2.2 Explanations for the Sewspaper Ind~~stry's  Problems 

Stone I 1987a) discusies various explanations that have been offered for lagging 

circulation and reader\hip :rends. Among these were the following: 

- A preponderance of'negative news coverage as crime, political corruption, international 

conflict that tend to depress people and create ax-~ersive attitudes towards newspapers. 

The frcyclent repetition o f  stories along these themes would likely create a sense of 

fatigue among some readers, who ~vould begin to tire of a continuous succession of 

depressing stories with oniy minor variations in setting and characters. 

- Changes in people's lifestyles, specifically an increase in the proportion of working 

women, a generill lack of time to read that may be a result of two-income families, an 

increase in the number of young ( 18-24) adults leading "unsettled" lives. This is 

frequently manifested as a lack of concern for community issues and indifference to, or 

alienation from, the political process in general. Characteristic of an unsettled lifestyle 

wcwld be postponement of marriage. decisions not have children, frequent changes of 

residence, living a great distance from the area one was raised as a child, and a lack of 

steady employrneni. 

- The effect of competing mass media. particularly television. As the broadcast media 

tend to be less intellectually dernandin~, they are perceived as being more "convenient". 

Television particularly is perceived by consumers to be a more personal medium, and 

ofien mare trustworthy. than newspapers. as many appear to feel "seeing is believing". In 

addition, TV newscasts enjoy greater immediacy than news in print, and this advantage 

has been further enhanced with the introduction of 24-hour news services such as CNN. 

- An inability to read or enjoy reading a newspaper. Some observers speculate 

(Yankelovich, Skelly and White. 1976) that declining - literacy standards and other factors 

influencing the niotivation to read have adversely impacted upon newspapers. Others 

believe that younger adults tend to be more intellectually lazy in that they are not 

prepared to expend as much cognitive energy exploring the issues of the day in depth. 



?-- 1 relevision offers such peopio an s t c y  esc;tpe in per~niriing then1 to be1im.c. [hat t h c ~  ;!stb 

. - -  
we!! informed with a minimum 0: effi;i-i. 

- A generally negative or indifferent attitude toivasds nen.spqers by young a~i~ilrs. 

Lncreasingly, newspapers are \.ien.ed by this group as lacking irt~port;incc in their l i v t % h ,  ;ts 

they believe that newspapers do not deaf s5th the iss~rcs that are innst salient to t h c ~ t ~ .  

Broadly spekking, this group tends to he more self-ahsorbed than older adults, and .IS a 

consequence seeks information that is more directly relevant to their Jay-to-clay livch. 

The result of this is frequenr!~ manifested in apathetic or antipathetic altikudcs toward:; 

"hard" news items that have traditionally been the staple of the newspaper industry. 

- The decline of the indi-:iduai ivho is active in community affairs, and fecls a duty  to 

keep informeci. This is reflected most dramatically in decreasing voter turnout at elcction 

time in the United States (though it is less of a problem in Canada), and widcsprzi~d 

disenchantment with the failinss of the political process such as corruption and lack 01' 

responsiveness to the citizenry. It may also be a consequence of "unsettled" lifcstylcs 

mentioned previously, whereby increasing numbers of people have no solid stake in,  o r  

attachment to, their community. Homeowners. fanlilies with children, the economic;tlly 

advantaged can more readily perceive their self-interest in the community and its af'fairx, 

and are therefore more willing to take an active part in the life of their locality and stay 

informed. 

In addition, some readers may have become disenchanted with the increasing 

importance of "soft" news features such as lifestyle and advice columns that Itave 

characterized modern newspaperb. To them, such a switch in emphasis may mean 

increasing irrelevance as they value a newspaper for timely and insightful reporting of' 

"hard" news. 

Of all the explanations given. some appear to be more plausible than othcrs. The 

fact that the Canadian newspaper industry has done beiter than its American counterpart 

is likely an indication of the importance of political involvement as Canadian voter 



turnout a: clcctirm h e  tencis tii j?.rl. higher than in the $--.S. The large numbers of people 

Iiving in urban ccntcn ssi:h;xit \:I-:mg lit:achmcnrl to the comrnunirt- probably has a 

iiinifar ;t.laiittn\hip to thc dcclinc ifi  rteT&\paper reading. 

One may spoculatc tit k i~gth  about the competitive effects of television, holyever 

it 5ecmi likely [hat its p r e m u  :t.itr;lif likelt, have a negative impact on newspapers, at 

least among icss comrnittt.d rt.ader\. The  availability of one or more specialty neLvs 

channcls to cahlc viciscr\ a!rrnc - i s . j t h  ri'guIar network and local newscasts has the 

potential of powerful corrtpetition for thc loyalties of casual newspaper buyers. 

DEVELOPXIENT OF THE SEtirSPAPER READING HABIT 

2.3 Influences of Early Life Esposure to Sewpapers 

Stevenson ( 1979) conc!udsd rh;ir nt.u..qxiper readership tva5 largely a function of 

experience with the medium ah a child. If-hiIe changes for a minority do occur, this is 

more likely to be a cessation of'ths ftabir rather than taking it up. The study identified 

three primary segments of the rieii.sprtpi.r rtudience. First. there is the core of readers with 

strong, permanent attachments ro their cumrnunity. These people look to the newspaper 

for information and s u i d m x  ir. mainraining civic links and are heavy consumers of 

traditional news, opinion, and t-trtckground fearures. Other readers have few permanent 

attachments to the cummunit\.- and are more likely to be younger and more mobile. Their 

primary area of  interest is lifehtyle and sntenainmsnt features. The third segment is 

primarily ma& up of older p u p k  kvhom the newspaper serves by maintaining ties to the 

cornmunit\.. and a F V ; ~  to spend time nuiv rhst there are few other demands upon it. 

Bmhurs t  and h'anslla t f 991 I cctrnpiled the subjective experiences of young 

adults to p i n  insight into rheir attitudes tu~m-ds new-spapers. They used essays by 

university undergraduates in con~munications about their personal involvement with 

newspapers front rheir c h i l d h d  y s m .  Frequently. this relationship started with an 

interest in the comics, gradually prosresins to encompass other features of the paper. 



Though many of the essayists stared that the nexvspaper \\.as not an irrlport;tnt pilrt of their 

lives, reflectior, on the family ritual?; rhar frequently surrouncit:d its rcading seerncd tu 

bring out feelings of regret and loss that the: no lunger took an  active interest in i t .  

For many. the nexvspaper heavily symbolized the trarlsition to adulthood. At a 

young age, it was seen as a prop for older people. Parents and teachers frequently held u p  

its use as a sign of maturity. A Dewspaper also hizhiighted the nature of the power 

relationships within the Famil?. as i t  was often a source of conilict. The many uses of thc 

newspaper as a tool led to vaq-ing feelings about it. It codd be a sourcc of information. 

entertainment, a means of earning money, an aid to housecleaning, material for crafis, 

and so on. 

Bmhurst  and Wartella ( 199 1) conclude that the utility of newspapers has been 

seriously undermined by !he traditional priorities of editors. International, national, and 

even state news simply does not have the relevancy to young adults that people and 

places they know do. As a result. there is a dichotomy between their facts and newspaper 

facts, and they are unlikely to be~nrne readers. To make sense in the context of their 

lives, newspapers must be more prepared to deal with local issues, as students rnust first 

become citizens of their families, schools, and communities, where they live out their 

lives. The authors believe that the shift to "soft" features such lifestyle and advice 

columns in an attempt to make the "hard" news more palatable fails to address the 

underlying problem. For this there must be a redefinition of facts and citizenship, 

allowing younger adults to see themselves as participants in public life with the power to 

help determine its course. 

Stone (1987) reports on research done by The Newspaper Advertising Bureau 

based on thousands of suneys and other research strategies over a 30 ye= period. I t  

indicates that patterns of newspaper use arz Idrgeiy determined by the extent to which one 

reads papers during the high school years. By the late teens, a person's reading frequency 



and content preferences are almost set for life. This process is complete for most 

individuals by their iate 2 ~ s .  

It secms clear from the existing literature that the time of late childhood and 

adolescence is key to the formation of a life-long newspaper reading habit. If exposure to 

the rnediurn is lacking in the home. then i t  is much less likely a person will become a 

regular reader. Alternative avenues of exposure may be found in the school system and 

other promotional vchic!es used by the industry in trying to reach this audience. One 

such example is the Newspapersh Education program adopted by many publications, 

which seeks to expose youngsters to the uses of a newspaper in the classroom. However, 

i t  is obvious that the industry must adopt a long term approach to this type of marketing, 

as participants in an NIE program can not be expected to become regular readers of 

newspapers for another 5 to 15 years. In addition, follow-up research will have to be 

done to determine the effectiveness of such programs. 

CONSUMER DEMOGRAPHICS 

2.4 Readers and Non-readers 

Poindexter ( 1978) explored ~vhy some people are non-readers of newspapers. 

This group can be divided into two segments. First, there are those whom she describes 

as typical non-readers. These are people who, for obvious reasons, would not be in the 

newspaper reading habit. Such reasons include poor eyesight, illiteracy, lack of fluency 

in English, very low income, and living outside newspaper distribution areas. 

In contrast to this group are atypical non-readers, those who possess the 

characteristics normally associated with newspaper reading but choose not to. Often 

these people were well educated. upper-middle or upper class. In fact, their numbers are 

greater than those of typical non-readers. As a consequence, they are a subset of the 

population that is highly appealing to advertisers from a demographic standpoint, and by 



extension, to newspaper publishers. Among non-readers as a ivhole. the most fr-eciuuntly 

cited reasons for not reading iver-e lack of time. preference for anotllcr medium, cost, at~ci 

lack of interest. Both groups squally preferred radio and television as a news sourcc. 

Poindexter (1978) concluded that atypical non-readers avoided newspapers 

primarily because of a lack of time and dissatisfaction with content. Lack of time was 

especially salient for higher-income atypical non-readers. Yet non-readers do not seem to 

be generally apathetic, as 60% indicated that they were interested in keeping up with 

events. This is a hopeful sign fer newspapers, as i t  indicates that atypical nonreadtxs 

might be converted if they perceived significant improvement in the content of the 

product. 

McLeod and Choe ( 1978) found that audience characteristics could act as both a 

stimulant and a deterrent to circulation. High income people were more likely to read a 

newspaper everyday, yet also more likely to reject the local paper in  fdvor of' an outside 

publication. Similarly, married couples are more apt to read a newspaper everyday hi11 

less likely to be multiple readers. They concluded that age, education, and incomc were 

not the strongest predictors of readership. Older age correlated strongly only with 

reading a newspaper everyday. Higher levels of education is associated with multiple 

readership, but also with choosing a non-local paper over a local one. Higher television 

viewing time is correlated with lower circulation only among those who read one 

newspaper, but conversely is tied more strongly with reading that paper daily. Afternoon 

newspaper readers tended to be somewhat more politicized, preferred hard news stories, 

and were less frequent viewers of entertainment programs on television. Lastly, 

important ongoing news events were found to be stimulative of the newspaper habit as 

coverage of the Watergate crisis was tied to more frequent reading and a grcatcr 

incidence of multiple readership. 

Poindexter's (1978) work was followed up by Lipschultz (1987). He sought t o  

more specifically define the reasons why some people avoid reading newspapers. A 





credibility, with bias &nd [ r u t  of information inc!udrd. '4. third fa~ti>: f c x  reaili';.s 

centered around evaluation of the newspaper - from the standpoint of difficulty t o  rca~i, 

poor writing, detail, and attractiveness. 

The author concluded that the differences between regular and casual readers 

were subtle. Demographics, with the exception of education and, to a lesser extent, age, 

were not significant predictors of newspaper use. As such, Lipschultz recommcncied a 

more developed conceptualization of avoidance gratification. However, i t  is likely that 

the methodological failings of this study contributed to the unusual findings. l'hc work 

Iumped together people who read the free campus newspaper as well as the local daily. 

Lipschultz's operational definition of the casual reader in this study may have brought 

together people who read the newspaper almost everyday and those who read a 

newspaper three or four times a week. In addition, the level of avoidance was measured 

using only a three-point scale. Finally, the wording of some of the avoidance ilems is 

ambiguous and could be improved. 

Kubas (198 1) examined Canadian readers and non-readers during the 1970s. Hc 

found those aged 35-54 with annual incomes greater than $25,000 and post-secondary 

education were the heaviest users of newspapers. In addition, English-speaking 

Canadians read newspapers more frequendy than their Francophone counterparts, and 

readership also varied by region as people in Ontario tended to be likeliest to read 

newspapers frequently while residents of the prairie provinces were least likely. Markc1 

characteristics also seemed to irifluence readership as the heaviest newspaper use 

occurred in metropolitan areas of 500,000 to one million inhabitants, while compeGiivc 

markets showed higher rates of usagc than non-competitive ones. Women were found lo 

be twice as likely as men not to read a newspaper at all during the week, while males 

were more likely to read at least five issues. 



Exhibit 1 

Kcasons Cited For Sot Reading Newspapers (Lipshultz, 1987) 

- I t  takes too much time to read a newspaper regularly. 

- Newspapers don't print much of interest to me. 

- Newspapers cost more than they are worth to me. 

- Newspaper slories are too one-sided and biased. 

- You cannot trust what you read in most newspapers. 

- Newspapers have too much advertising. 

- Newspapers generally are poorly written. 

- Most s:ories in newspapers are difficult to read. 

- There is not ~nuch in newspapers that is useful to me in my daily life. 

- There is too much detail in most newspaper stories. 

- By the time I see a story in a newspaper, I've already heard about from radio or 

television. 

- Most newspapers are not very attractive or easy to look at. 



Non-readers ithose who said they did not read a newspaper during the last week) 

gave the following reasons for not reading: 

- they obtained their news mostly from radio and TV. 

- there was no newspaper readily availzble. 

- they had no time to read. 

- newspapers were considered poor value for the money. 

These people tended to be over 55 ,  with less than a high school education, living i n  rural 

areas with no local daily newspaper. The Atlantic provinces contained the highest 

proportion of non-readers, and Francophones and other non-English speakers were thc 

most likely to be non-readers. 

In terms of attitudes towards newspapers and other media, Kubas found 

Canadians regarded newspapers as better than television for covering local events and 

items they were personally interested in, while TV was rated ahead for national and 

international news. Radio fell behind newspapers and television in all categories cxcep 

local news coverage where it was considered second to the newspaper. Qualitative 

assessments were similarly split as respondents favored TV for immediacy, lack ot'bias, 

influence, believability, and importance to the country. Newspapers were rated higher for 

importance to the community and range of opinions, while tying with television for 

personal importance. Again, radio trailed the other two media in all categories cxcepl 

lack of bias, where it was rated ahead of newspapers. 

In comparing the works of Lipshultz (1987) and Kubas (198 l ) ,  there seem to bc 

some patterns. Lack of time is a frequently cited reason for not reading a newspaper. 

Non-readers also seem to prefer television due to its greater perceived credibility, 

i,mediacy, and importance to the country. Tekvision is also raied beiier for covcragc o f  

national and international news. Given this, newspaper marketers should work toward 

enhancing the perceived credibility and importance of their product in people's lives. 



Measures jn this direction could include increased breadth and detail in news coverage, as 

well as the aviodence of sensationafism. 

In dealing with the lack of time problem, editors should work to design their 

publications so that the conwmer can be guided quickly and easily to the features they 

consider to be most important, so that the sacrifice of time is minimized. 

2.5 Age and Newspaper Usage 

The attitudes of 21-34 year olds was studied by Larkin et ai. (1977). They found 

that people in this age group are less "newspaper oriented" than those over 35. Rather 

than being strongly negative towards the medium, most are indifferent. This attitude 

extends to the other mass media as well, as the media are often considered peripheral to 

their lives. Television was seen by this group as primarily for entertainment, while 

newspapers were used to gather specific information. They also held generally more 

favorable attitudes towards television. Respondents indicated that they believed TV to be 

more accurate, informative, ethical, easier to use, more relaxing and more essential than 

newspapers. They tended to view newspapers as helpful and economical, but also biased 

and old fashioned. 

People in this age group tend to have different lifestyles than the over-35s and this 

is reflected in uses of the newspaper and areas of interest in its content. As a group they 

are likely to be more self and family-oriented than community-oriented. Topping the list 

of features they wanted to see more or much more of (in contrast to the over-35s) were: 

consumer information, schools and education, ads of special interest, how-to-do-it. 

photographs. background and feature stories, movie reviews, schedules and advertising. 

They also tended to have more favorable attitudes towards newspaper advertising than 

commerciais on TV. agreeing that a newspaper without advertising would be less useful 

to them. 



Mauro and weaver (1977) investigated patterns of readership iizijong ri1t.n and 

women, 18-34s and older people. They found that young men rend to read less of a 

newspaper than older men. Both groups had the same general level of interest in sports 

and entertainment features, while the under 35s spent considerably less time on foreign 

news. With the exception of sports and general service items. the reading patterns of 

women were generally the same as nien, and there was little difference between oldcr and 

younger women. The study concluded that men Fill into four main reading groups. I=irst, 

there are men primarily interested in hard news concerning government, crime, 

economics, consumerism, and human interest (41% of reading activity) A second group 

sees the newspaper as its main source of sporting news, in effect as a daily sports 

magazine (16%). A third pattern involves men who look to the newspaper as primarily il 

source of personal entertainment (9%). The last group was defined by an interest in 

general service items and business listings (9%). 

In contrast to the under-35s, older adults tend to remain loyal newspaper readers. 

Salisbury (1981) found that newspaper use remains peaks in middle age (45-54) and 

remains fairly constant thereafter. This, despite the Fact that the over-65s tend to have less 

education than younger age categories. Elderly individuals (over 65) are the most likely 

to have a daily subscription to their newspaper, and 94% of the elderly who do havc 

home delivery are likely to be frequent readers. Salisbury concluded that newspaper use 

in later life is influenced by three key variables: education, visual acuity, and perceived 

importance of current events. 

The aging of the American population was the focus of the work of Brarnlett- 

Solomon and Menill (1 992 j. They studied the newspaper habits and community attitudes 

among retirees living in Sun City, Arizona. The paper found that there were significant 

positive correlations between newspaper use and the degree of self-reported community 

involvement, especially for those who reported reading two or more newspapers each 

day. These heavy readers were also more likely to be dissatisfied with conditions in their 



community than one-paper users or non-readers. There were also significant correlations 

between the proportion of thc n e w y p e r  read and community involvement. Study results 

showed people with an active involvement with the community were more likely to read 

at least half of a newspaper than those who were uninvolved. The authors recommended 

that older newspaper readers be treated as active, critical, and faithful consumers of the 

product, and constituted a growing market that could not be ignored by publishers. 

While Bramlett-Solomon and Merriil did not state whether activism increases or 

decreases with age, their findings should be treated with some caution. Though seniors 

generally have many free hours to devote to the media and community concerns, the 

ability to do so can be lessened or stopped by deteriorating eyesight and one's general 

state of health. As a result, marketers should be cognizant of these realities when making 

their plans. 

From the literature, we can conclude that newspaper readership is less popular 

with those under 35 than with older people. It seems to reach a plateau at about age of 45 

and remains fairly constant thereafter. How long this pattern would continue after 

retirement is open to question, as failing eyesight and other health problems may serve to 

discourage even the most loyal reader. 

2.6 Changing Roles for Women and Newspaper Use 

The effects of increasing female participation in the workforce on newspaper 

readership were studied by Einsiedel and Tully (198 1). Their study evaluated two data 

sets. One was based on a random telephone survey of 408 women in Syracuse, New 

York during 1979. The other was based on the results of a readership survey of 6,000 

respondents for the Ottaway newspaper chain in 1976. Data from this survey included 

the responses of approximately 3,000 women in 11 cities. 



Employment status was found to be significantly related to the age. income, and 

education of the participants. Working women tended to be younger, with more 

education and higher household incomes than their non-working counterparts. 

Among the Syracuse respondents. working women were found to be more likely 

to read a newspaper once or twice a week than non-working women, while houscwives 

were more likely to read a paper nearly everyday than working women. 'I'herc was little 

difference in reading frequency between blue and white collar working women, which 

seems to discount the effects of education. In the Ottaway survey no significant 

differznces were found in the frequency with which working women and housewives rcud 

the newspaper. 

Among traditionally low-reading groups (low income and education, young, vcry 

old, single, rural and central city dwellers) there were more readers among working 

women. This group also displayed a greater range of interest in newspaper features than 

did housewives in the low incorm segment. Neither survey revealed significant 

differences in content preference between the two groups. Lastly, working women 

tended to be more critical in their evaluations of the media than their non-working 

cohorts. 

The authors conclude that few generalizations could be drawn from these studies. 

Working women are not a homogenous group as they have differing motivations to work, 

age, income, education, and stage of their family life cycle. In addition, Syracuse has a 

larger population than the Ottaway cities, so the studies have limited comparability. 

A markedly different picture was drawn by McGrath (1993). In her work shc 

bcn even cites evidence indicating that the decline in readership among women has be. 

greater than among men during the preceding decade. While 58% of males claimed lo 

read a newspaper everyday in a 1991 survey, only 46% of women did. Not only did this 

represent a 12-point gender gap, but also a substantial increase form the four-point 

differential of a similar survey conducted in 1982'. The difference between men and 



women was most pronounced in the 30-44 age category where the proportion of females 

reading everyday (ieclined from 70% in 1973 to 38% in 1991. 

While increased participation in the workforce and the rise of the single-parent 

household may be causes of time-poverty among women, this is not reflected in reading 

comparisons between career woman and homemakers. The readership rates for those 

who work outside the home are at least as high as for those who are housewives. Rather 

McGrath concludes, contrary to Mauro and Weaver (1977), that the decline in newspaper 

readership among women is a primarily the result of a lack of relevance to, and a 

remoteness from, their daily lives. This is the consequence of the fact that few 

newspapers have features that appeal to women with the same urgency that the sports 

section has for many men. Where strcng readership is found among women, it is usually 

related to local news in close-knit communities. 

Focus group discussions among women participants in which they have been 

asked to describe a newspaper as a person invariably paint a picture as a (usually 

conservative and older) male. This can be attributed to the fact men have a stronger 

presence on the pages of newspapers than women do. In addition, the editorial rooms of 

newspapers remain dominated by men, who generally comprise two-thirds of the staff. 

Such dominance is reflected in the allocation of news space, and the style in which news 

is covered. While men are generally concerned with the facts of a situation, women are 

more concerned with the meaning and subtext of an event. Men's interest lies in the 

details of politics, news, and sports, while wcmen's interest lies in the details of personal 

lives. As such, women are less attracted to the daily paper than men. 

In the past, many newspapers featured a women's section. However, these were 

often dropped as they began to appear patronizing towards women in m era of increasing 

feminist consciousness. However, hIIcGrath believes that if newspapers are to recapture 

women readers, then it  may well be time to resurrect the women's section (or perspective) 

in a new and improved form. Some publishers are already actively researching such a 



concept, and initial tests hai,e sho\ved promising results among both current nnd pottntial 

female readers. 

From the existing literature it  seems quite clear that de~ographic factors selatt' 

strongly to the frequency of nmspaper reading. Age, income, gender. ducation. md 

area of residence all seem to play a role in  determining how frequently one reads a 

newspaper. As daily subscription by necessity means frequent puschaht. of the 

newspaper, so too should these factors intluence the likelihood to subscribe. 

CONSUMER ATTITUDES 

2.7 Reader Psychographics 

Schwartz et al. (1979) studied psychographic profiles of newspaper readers in the 

midwestern United States. They identified the following four groups: 

1) Young Optimists (17.8% of sample, 38.7% male). People in this group are at the 

early stage of what they expect to be a promising life. M c ~ t  have a high paying job and 

are under 34. They expect a future of continued high income, achievement, and 

satisfaction. These people are heavy readers of housing ads, horoscopes, puzzles and 

games, and classified advertising. They are the least frequent readers of weather, 

traveling, gardening, local and world news, religious reporting, and editorials. 

2) Traditional Conservatives (30.75'; of cample, 39% male). This lifestyle is 

characterized by stability and respect for traditional values. They read a large number of  

content categories and in fact spend more time with the newspaper than any othcr group. 

Traditional conservatives are relatively frequent readers of travel, gardening, advice 

columns, letters to the editor, national and world news. local deaths, and church news. 

They were the least interested of all groups in business news and had comparatively low 

income. 



'*,- -7,- -- -- 31 i-'t-rjgret-s\ive Cr,nscn.arives c 30. I ~ X  of simple. 33.3% maief. Peopie in this group are 

gnsra!jy \at!r-,ficd with &<ir !i . i-th.  are :ypIcsl]y 35-45 years old, ,x&-ried, \i;iih 

wrnc post-secondary education. and an above-average household income. The lifestyle 

of  this gjoup represents a rt.\pect for traditional values, but they are open to new 

experiences. Their lifesryle is reflected in their reading preferences as they are very 

interested in business ne~vi. as \yell as editorials. comics, national and local news. book 

revicws, :he arts. 

4)  Crirri independents i 14.952 of samplc, 94.2% male). Although demographicai!y 

simli,:r .he Progressive Conservatives they have a distinctly more negative outlook on 

life. lie wants little to do xvith his community and sees himself as a loner, independent 

and soinewhat different from others.. Typically he has a moderate to high income and a 

job that requires some physical skill. He prefers the traditional style of marriage (wife as 

homemaker) and takes a din1 view of ~vhat is perceived as the excesses of modern society. 

He enjoys sports and this is reflected in his reading habits. Usually he finds enjoyment in 

solitary pleasures such as working ~iround the house or watching television. His type is 

also a comparatively heai-y reader of the business section. 

The authors acknot~fedge major iimitutions in this study. First, the sample 

population was drawn from a specific seographic area that was quite conservative in 

nature. Secondly, frequency of reading can be a f~lnction of how often a feature appears 

on the pages of a neivspaper, nor solely of reader interest. However, the lifestyle 

segmentations of this study correspond strongly \vith others that have been observed. 

Mitchell's ( 1984) Belonger. Xchitl\-ir. I-.Am-Me categories seem to match with 

Trxiitional Conservative. Progressivr Consen-ative. and Young Optimist respectively. 

The Grim Independent could be considered an amalgam of parts of Mitchell's Sustainer 

and Belonger classitlcarions. 

Attitudintll factors ;~ffecttn,u nen-spaper circulation were analyzed by McLeod and 

Ch= (1978). In this study. they found that no one set of audience characteristics can 



predict all the influences affecting neivspaprr circulation. While a lack of interest in 

politics was a good predictor of the non-reader. dr~nographic and ~xotivational Sactoss 

played a stronger role in separating frequent from casual re~ders. Cuntcnt prcfcsenccs 

and use of magazines were distinctive characteristics of milltiple newspaper rcaders whilc 

demographics largely determined preference for an out-of-town newspaper over ii local 

one. Where there were two newspapers within a community, with differing editorial 

viewpoints, political affiliation was a strong determinant of preference. 

2.8 Civic Attitudes, Political Activism, and Newspaper Use 

The differences in level of community involvement between readers and non- 

readers has been the subject of numerous studies. Stephens (1978) found th.it sense of 

attachment to the comnlunity where one lived was a more important determinant of thc 

newspaper habit than age, years of residence in a community, education or household 

income. Adults with strong community attachments were likely to spend more time, hut 

not more money, on newspapers than those with weaker attachments. Finally, highly 

mobile adults often developed a multiple newspaper reading habit as they had more than 

one community attachment, for example place of birth and area of current residence. 

Stamm and Fortini-Campbell ( 198 1 ) conducted a two-part study investigating the 

link between involvement with the community and newspaper usage. They first 

operationalized community involvement through a construct that comprised five 

underlying factors. These included a desire to keep up with community events, shared 

concerns with others in the community and ideas for improving it, a willingness to 

connect with other concerned residents, and a desire to work for change. 

The results of the study showed a statistically significant positive correlation 

between all the components and number of newspaper subscriptions, and all, except 

connecting, for time devoted to reading newspapers. There were also positive 

correlations for all components with home ownership and voting in recent elections, 



indicating a consistent pattern of behavior in which people who perceive a higher stake in 

the community tend to want to keep better informed and are more politically active as 

well. 

Differences in civic attitudes among non-readers and non-subscribers were 

cxplored by Einseidel and Kang ( 1983). Their research indicated significantly higher 

measurements for readers compared to non-readers on civic attitude scores. There were 

also higher ratings for subscribers compared to non-subscribers though these differences 

were not as great. When demographic factors were tested for effect on civic attitude 

scores, income and age did not account for significant differences, though education did. 

The authors concluded that the belief that one has a duty to stay informed is a significant 

predictor of the newspaper reading habit, though less so of subscribing to the newspaper. 

Demographic variables of income and education seemed to mediate the likelihood of one 

becoming a subscriber. 

Kebbel (1985) examined the strength of political activity as a predictor of 

newspaper use. For the purposes of this study he devised a scale of political activism 

based on the following: voting in elections, working for a political party or candidate, 

attendance at campaign meetings, display of campaign buttons or posters, approaching 

people to support their candidate, and contact with the civil service regarding some issue 

or problem. 

The study first compared the effects of age, income, education, and gender as 

predictors of newspaper usage. Age was found to account for the greatest proportion of 

the variance (39%) while gender the least (2%). When political activity replaced gender, 

and income was dropped (as it highly correlates with education) in the model, political 

activity was found to accouni for 55% of the variance recorded. Overall, Kebbel 

concluded, political activity was the best predictor of newspaper use, followed by age. 

The worst predictors were education or income. depending on the model. As a result, he 

recommended that newspapers try to draw people into the political process as it is easier 
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LU ~11ilrlge ihis aspeci of their iives. rather than their age or income. To do this, they 

should consider sponsoring L. voter regisfration drives, encourage the use of i~ii:spapti.s i i l  

school civics classes, support neighborhood councils with slots for young pcople, and 

sponsor bipartisan political projects for service clubs with a young membership. This 

maybe more difficult than f~reseen by Kebbel. Recent research indicates that "the under- 

35s, and particularly those between 18 and 39, read less, know less, care less, vote Icss 

and are less critical of almost all institutions than any previous generation polled at the 

same age" (Leo, 1992) 

McCombs (1983) concluded that newspapers (like any other commercial producl) 

relied on a properly nurturing cultural climate in order to survive. To this end, he l i l t  ~ I I  

newspapers must be able to adopt to changes in this climate whereby staying inforrncd 

was no longer considered as essential for good citizenship. To facilitate ihis, he called lor 

the further development of civic attitude scales in order to better measure this social trend 

and allow newspapers to deal with the phenomenon in a more systematic manner. 

NEWSPAPER USES 

2.9 Needs Fulfilled by Newspapers 

Lain (1985) used factor analysis to determine patterns in the needs of' readers and 

demographic variables. He concluded that there were three basic needs fulfilled by 

newspapers. The first factor was called "surveillance" and was defined as the gcncral 

need to keep abreast of events from the local to world level. Key predictive variahlcs 

were found to be age, race, and sex. Young ( 1  8-34), white, males showed the highest 

need for this factor, though it is precisely this age category that most worries publishers 

by their relative failure to take up the newspaper habit. 

A second factor was named "companionship" which included the need to 

overcome loneliness and fill time. It has also been heavily associated with television and 



other media behavior when people lack, or choose not to seek, human contact. 

Companionship was largely predicted by race and sex (specifically white, femalej, but 

also more significantly by exposure to news media during childhood, witb higher 

companionship needs tied to lower exposure during that stage of life. 

The third Sactor was dubbed "stimulation". It was defined to include the need to 

learn dramatic or exciting things, to be informed of current events for purposes of 

conversation, and to be exposed to ideas corresponding with the subject's own. Analysis 

showed this factor to be the strongest predictor for viewing television news, but was 

marginal for newspaper readership, thus indicating different sets of needs for readers and 

TV news watchers. Lain concludes that while older adults are the most loyal newspaper 

readers, the under 35s have the greatest surveillance needs. As such, he recommends that 

newspapers promote themselves as an in-depth source of information on those facets of 

life that are most important to younger adults. 

It appears clear from the literature to date that consumers are far from 

homogeneous in their attitudes towards, and use of, the daily newspaper. This is due in 

large part to the differing perceived needs of the various subgroups of readers. Age, 

income, marital status, and interest in politics seem to affect whether one is a frequent, 

casual, or non-reader of newspapers and what one looks for in a paper. As these 

demographic factors are beyond the control of any publisher, one can conclude that it is 

incumbent upon the industry to monitor the marketplace and tailor its product 

accordingly. 



NEWSPAPER SUBSCRIBERS AND CASUAL PURCHASERS 

2.10 Newspaper Subscriber Characteristics 

Grotta and Babbili (1983) examined the demographic characteristics ot' 

subscribers and non-subscribers in an attempt to determine whethes the two groupswcrc. 

genuinely distinct. They were compared on the basis of age, income, homc owncsship. 

marital status, and length of residence in the area. In addition respondents wcrc askcci thc 

likelihood of continuing, starring, 0:- stopping a newspaper subscription. The authors 

established n priori four classifications: hard-core subscribers (those who currently 

subscribe and are most likely to continue), marginal subscribers (subscribers who arc Icss 

than certain they will continue), potential subscribers (non-subscribers who belicvc thew 

is at least an even chance they will commence subscribing), and hard-core non-  

subscribers (those who believe the chances of starting a subscription to be less than 

50150). 

It seems, however, that such classifications may be deficient. Subscribing history 

combined with a person's self-rated likelihood to begin or continue subscribing may well 

be a more relevant measure. Under such a scheme, only persons with a long-term history 

of subscribing would be considered hard-core, while other subscribers would bc 

considered as marginal to varying degrees. At the opposite end of the spectrum, thosc 

wno had never subscribed and indicated no interest in doing so would be considered 

hard-core non-subscribers, while other non-subscribers would be seen as offering at least 

some potential to commence daily home delivery. 

Overall, subscribers were found more likely to be older, have higher incomes, 

own their own homes, and have lived in the area longer than non-subscribers. However, 

when these two groups were further segmented into the four classifications, the marginal 

and potential subscriber elements were found to be more similar to each other than the 

broader subscriberhon-subscriber groups that they were parl of. The authors concluded 



that marginal and potential subscribers should be at the heart of a newspaper's marketing 

efikrts, as hard-core subscribers are irlinost certain to continue in the absence of billing or 

delivery problems, and hard-core nun-subscribers show little inclination towards 

newspapers in general. They found marginallpotential subscribers to be more concerned 

with price and content, and as a group had to be "sold" on the benefits of daily newspaper 

readership and home delivery. As such, Grotta anci Babbili believed that potential and 

marginal subscribers formed two "swing" groups that were largely responsible for 

subscriber "churn" whereby new subscription orders are partially or completely offset by 

cancellations. 

Newspaper subscriptions survival expectancy was studied by Gamst (1984). He 

examined five types of subscription procurement (voluntary order, carrier solicitation, 

resolicitation, phone solicitation, door crew solicitation). The author concluded that 

voluntary orders had the longest life expectancy while those from door crews had the 

shortest. Discounted subscription orders (two months for the price of one) suffered the 

most cancellations upon expiry of the price reduction. 

2.11 Managing Subscriber Churn 

Fielder and Barnum ( 1987) studied subscriber retention at nine different 

newspapers in the United States. These included both morning and afternoon 

publications with a wide range of circulations. In total, only 53.1 % of new subscribers 

were still active one year after starting their subscriptions. They found time-related 

reasons to be the most prevalent for stopping. In addition, it was found that few 

subscribers claim to generally read everything that was in the paper, and former 

subscribers were more negative in rating the publication's organization and ease of 

reading. While most respondents generally gave their newspaper high marks for quality 

of content. many allowed neLvspapers to pile up unread. 



In order to deal with these concerns, the authors made numerous suggestions. 

among them: 

- Respecting people's time constraints and helping the reader use time more effectively 

through design features that help a reader digest information more quickly and efficientlv. 

- Making the newspaper's content more compelling in order to encourage evcryday 

loyalty to reading. Promote both the need to stay informed plus upcoming special 

features in the paper. 

- Improved delivery service. 

- Improved local news coverage. 

- Promotion of "hooks" such as TV listings, advertising specials and supplements etc. 

- Target promotions to specific reader interests. 

- Accept churn as a cost of doing business and plan accordingly. Encourage subscribers 

that move to restart at the new address by offering a free delivery period there. Be 

cognizant that discounted subscription offers have a high stoppage rate once the special 

offer has expired. 

- Find ways to encourage "voluntary" starts, as these have the highest rate of retention. 

This could be done by more in-paper advertising, or premiums offercd for phoning in the 

subscription order. 

Marek and Holbein (1987) recommended classification of new subscription starts 

on their probabilities of survival. The purpose of this would be to segment new 

subscribers into three groups: the first would classified as "risky business", thosc who 

had a high probability of stopping. Next would be the "strong loyal customer", thosc who 

in all likelihood would continue to subscribe in the absence of service or billing 

problems. Lastly, there would be "marginal" customers who would have to be watched 

carefully if they were to be retained as long term subscribers. 

The authors suggested that each newspaper develop models that predict the 

individual's longevity potential as a subscriber. Such models would typically incorporate 



such factors as lifestyles, attitudes and v a l ~ ~ e s  (especially concerning community 

orientation and involvement), media habits, and demographics. In addition, each 

customer's individual subscription history with the newspaper would be monitored. 

Salient information would include the number of calls to the newspaper initiated by the 

subscriber, service problems, suspensions for non-payment, total cancellations and 

instances of re-subscribing, type of start (voluntary or pressure). Using such data, new 

subscribers could be flagged from the beginning of their subscription periods. 

Marek and Holbein ( 1987) suggested a form of managerial triage, whereby careful 

monitoring of marginal subscribers would continually take place, while at the same time 

endeavoring to keep loyal subscribers happy. High drop-off rates would have to be 

expected from risky starts, however these could be countered by either intense 

promotional drives in such areas, or increased promotion efforts in areas with a high 

proportion of loyal subscribers. 

2.12 Daily Subscribers and Single Copy Purchasers 

Gollin ( 1  987) compared the characteristics of the single copy purchaser with those 

of the daily subscriber. He concluded that the industry's problems with readership 

stemmed mainly from frequency of reading. While the propoition of adults in the United 

States claiming to read a newspaper everyday declined from 73% in 1967 to 54% in 

1986, those who said they read a newspaper at least once a week only decreased from 

9 1% to 86%. He found 18% of single copy purchasers to be habitual, that is they 

purchased at least three copies per week. In reference to market size, readers of 

newspapers with large circuiations (500,000+) were found to be more likely single copy 

piii~hasers ihan readers of smaller circulation publications. 

Gollin's research showed that men were more likely to be single copy buyers than 

women, as were under-35s to older readers. blacks to whites, and singles compared to the 

married or once-married. Income levels for single copy purchasers were lower than for 



r.a,.~ ~ ~ ~ ~ e r s  iii . genera:, t h i g h  not greaify so 3s a I Ira,: I \ L ) ?  survey showed i 5 %  of ha'nituai singic 

copy readers with incomes of S35,000 or more cs:np:xed with !gCX- t'c:;. all re;iders. 

Contrary to prevailing industry opinion. Gollin found habitual single copy purchasers are 

more news-oriented than readers as a nrhole. When asked tvhat newspaper items they 

"cared about the most" single copy readers ranked international and local news, ht~siness, 

and sports ahead of the aggregate audience. In addition, habitual single copy buycrs wcsc 

more likely to favor newspapers as their primary source of news over television 

compared to readers as a whole. Perhaps these are a reflection that tho single copy buyer 

may be acting largely on in~pulse when there is an interesting headline or coverage of an 

event of concern. 

The study also sought to examine seasons for changes in newspaper habits among 

adults. Among the significant motivational factors resulting in such changes were: 

- delivery problems for subscribers. 

- time pressures resulting from lifestyle changes. 

- content dissatisfaction weakened people's reading habits while perceived improvements 

in content strengthened them. 

- economic distress such as unemployment or incomes that failed to keep pace with 

infiation. 

- declining interest in the news, which was the single biggest contributor to declining 

frequency of readership. This may imply that many single copy buyers are former 

subscribers, in contrast to a high degree of news-orientation among traditional single 

copy purchasers. 

Gollin concluded that in the short run, there are great changes in reading 

frequency, especially in those aged 25-44 where the most dramatic shifts in  lifestyle 

usually occur. Changes in marital status and housing powerfully affect the newspaper 

reading habit, as marriage and the purchase of a home significantly improve the chances 

of frequent readership. As baby boomers gradually settle into family and community life, 



their need for newspapers will increase. Since a larger proportion of the population are 

active with changing lifestyles, greater efforts will have to be made to reach beyond the 

current diminished core of subscribers. The key to building loyal readership rest with 

offering content that is consistently appealing or personally relevant. 

The differences between single copy and subscription purchasers among English 

and French-speaking Canadians was examined by Acton (1987). Based on data collected 

in four metropolitan areas (Calgary, Edmonton, Montreal, and Quebec City) found 

patterns similar to those of Gollin ( 1987). In this study men were more likely to be single 

copy purchasers ihan women. Among females. home makers were far more likely to read 

subscription copies than working women. Single copy buyers tended to be younger and 

have lower incomes, were more likely to be single and live in households with fewer 

members than those of subscribers. People who owned their own homes tended to be 

subscribers more than renters, and there were also differences with the type dwelling as 

those living in detached houses were much more likely to subscribe than high-rise 

apartment dwellers. In terms of educational background, a higher proportion of 

university graduates read subscription copies than people with some high school. 

Phillips ( 1987) found single copy purchasers gave the following reasons for not 

subscribing daily: 

- They do not wish to have a newspaper everyday. Instead they prefer to buy one when 

they have time to read. 

- Problems related to home delivery. Specifically, these included non-delivery, theft, and 

collection/billing problen~s. 

- Many single copy buyers believe it is more convenient than subscribing. 

- Security concerns related to a newspaper at the door indicating that no one is home. 

- Frequent changes of address. 

- Delivery does not occur early enough. 



It appears from the literature that subscribers and casual purcl~asers art. both 

similar to. and different from each other in  certain respects. Hn\vevsr, some who {nay 

have characteristics similar to those of long term daily subscribers still may not bc 

counted upon to remain a subscriber for very long. In these cases. more subtle reasons 

may be at play that can only be dealt with by careful attention to consumer attitudes and 

product quality, along with systematic monitoring of trends in new subscriber behavior i n  

order to make any efforts to attract new subscribers worthwhile. 

INDUSTRY RESPONSES 

2.13 Competition Against the Daily Newspaper 

The newspaper business is perhaps unique in the multifxeted nature of 

competition within the industry. Newspapers compete with each other for both 

advertisers and readers, the "double market" (Hallman et al. 1981). This is the basis of 

their competition as commercial ventures. But they also compete in terms of jo~irnalistic 

quality and prestige, which bear upon the target audiences they are attempting to reach. 

Fletcher (1981) discusses the four levels of competition based on type of publication. 

First, there are highly prestigious national publications with distribution across the 

country as exemplified by The Globe n~zd hl~ii l  in Canada and The New York Tittws i n  

the United States. Such newspapers are squarely aimed at consumers with higher than 

average levels of income and education, especially the decision-making elites in business 

and government. Often, these are purchased along with a local newspaper because of 

their superior coverage of national and international news. 

At the second level, there are newspapers that serve a region that extends 

considerably beyond the metropoliian areas where they are published. One such example 

is The Vaizcouver Sun which serves as the newspaper of record for British Columbia. 

Again, these will tend to try and attract the upscale reader, though to not quite the extent 



of their national rivals. The third level comprises newspapers published in smaller 

metropolitan centers, typically between 50.000 to 100,000 people. Lastly, there are city 

and suburban weekly newspapers that serve particular communities or interest groups. 

The competitive effects of weekiy newspapers against their daily counterparts in 

Canada was examined by Alperstein (1980). In his study he concluded that weekly 

newspapers were the main competitive threat to dailies' readership, as the household 

penetration rates for both tended to be inversely proportional. Daily newspapers that 

devoted higher than average space to local news and advertising tended to have high 

household penetration rates. Finally, there appeared to be little relationship between 

television viewing, radio listening, monthly magazine subscriptions, and daily newspaper 

penetration. 

The influence of television news viewing on afternoon newspapers was studied by 

Moore et at. ( 1988). Their research attempted to find a correlation between readership of 

afternoon newspapers and evening TV news viewing in the top 50 markets in the U.S. 

They compared the Neilsen ratings of both local and network newscasts to categories of 

markets. Markets examined were categorized on the following basis: 

Weak PM ( 19 cities)- those cities were the afternoon newspaper accounted for less than 

50% of the combined circulation of all papers. 

Strong PM (7 cities)- markets where the afternoon paper accounts for more than 50% of 

combined circulation. 

All-Day ( 12 cities)- areas with an all-day publication. 

No PM ( 12 cities)- markets with no afternoon newspaper. 

Results of this study failed to show any significant differences between television 

ratings and the categories of cities. Moore et al. (1988) speculate that the relationship 

hetween television reporting and newspapers may be symbiotic. Reading a newspaper 

may encourage people to turn on the telzvision for the most recent events. On the other 

hand. exposure to a news item on TV may encourage the viewer to seek out a newspaper 
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for more in-depth ana!ys!s. Television i.ieiiiiig a h i e  does Tioi seem to accounr iiw rile 

reasons why some newspapers hi!. 

Despite problems u.ith the under-35s. the situation in the nsivspqw industry is 

not zntirely gloomy. Well-managed publications can be extremely profitable. especially 

in monopoly situations. Ii7 fact. industry reyenues in the Lrnited States in the early IOSOs 

exceeded those of radio and television combined (Skylar, 1984). Newspaptx subsc~ ;hers 

do not appear to be very price sensitive regarding the product. Picard (, 1991) f i~ind 

inelastic demand characteristics i n  his study of three subscription price increases of a 

mid-sized daily newspaper (typically a n~onopoly situation ). While thcse wcsc initially 

some cancellations after the announcement of each increase, circulation soon recovered to 

its previous levels. He concluded that there was considerable latitude for publishers to 

increase subscription rates without hurting circulation. This seems quite reasonable in 

face of the generally low rates for subscriptions offered by most newspapers in  North 

America. Despite the added convenience of home delivery, it is frequently loss expcnsivc 

to subscribe than to purchase the product daily at the newsstand. In some markets, this 

discoum approaches 50% of the newsstand price. This does not mean, however, that thc 

same lack of price sensitivity applies to the single copy purchaser, as this study looked 

only at the response of subscribers. 

Lacy (1992) concluded that much of the industry's problems lay with inflated 

expectations for profit based on the very high returns that newspapers have traditionally 

enjoyed. Natural economic forces have increased the number of competitors in the 

communications business (such as cable TV and special interest publications) and 

therefore the profitability of newspapers has declined to levels closer to those of' other 

industries. In addition, he recommended that papers strive for more public input into 

their editorial content, and make their product more accessible in terms of readability. 

Furthermore, there should be greater flexibility in product content and service offered. 

To meet these goals he suggested zoned editions of newspapers with special cdiroriat 



~ijf i i~;-t l i i  dirccied irjizarri.. rjnc pan o f  a meiropolitan area. A further improvement in  

U2rvicc v2r,u!d jnvcJji.t. c ~ i 5 . i ~ ~  ;lub>c:Ibd-=, m:;:e choice which bays of the week they could 
L ', 

receive delivrry. 

Stcrnpel ( I99i 1 Sound rhai the d a i l  neivspaper is still the primary source of local 

new5 for r , m t  people ir! the C.S.. and essenrially tied with television for state news. Only 

at the national level was tefc~~iiiurl clearl_i the preferred news medium. Radio trailed far 

behind both for all three Ici.ef\ of 'nci~h coverage. Still. television must be viewed with 

concern by ntanazers within ific industry. ifTiile studies haw failed ro show significant 

and substantial irnpacth on nenyxqxr readership. the advent of 24-hour news channels 

may change this. Television's inherent advantage of immediacy is further enhanced by 

thest. outlets, and specialized background features add to the depth of the medium. It's 

case of assimilating information h a  made i t  attractive to under-35s. 

2.14 Changes in Newspaper Styte 

Yet young adults represent tbe future potential of the newspaper industry. both as 

desirable target markets to adsutiserh todaj.. and loyal readers tomorrow. To help win 

thcm over (or back) to the nctvs reading habit. editors have turned to the enhance use of 

color and graphics to makc their product more attractive. The primary catalyst for this 

was the introduction of LISA Tocio~ (Haft,man. 1987). Though i t  suffered from 

widespread criticisnl fur lack of depth (dubbed "McNews" by some) its circulation grew 

to where i t  is second only to Thr It'rr/l Srrcrr Jotit-uill and has a larger readership. In fact, 

of the total circulation increase of t"S. nsisspapers during the 1980's, 95% was accounted 

for by this uns p~bl icat ion.~ Hartnun suneyed the attitudes of 18-35's and found 50% of 

his rexpondcnts agreeing rhst other nr\vspapers should be more like USA T o d q  . Despite 

its potx reputation arncrng critics for nays col-erige. virtually all age and income 

categories read the paper ntore for infonntlrion than entertainment. Editors from other 

. ~ ~ - .  ~ 

' Ediror id Prcbii.sht,r k'rrirf?i~ckS. l%i. 199 i . 



publications readily admitted to being intluenced by the paper in their attempts to a!!i-acr 

younger adults, and one called i t  "the best competition that newspapers have p i t  111) 

against television". Hou-ever, the mose prestigious newspapers in  the United States ha\.c 

generally shunned this approach. while sma!ler, chain-owned journals have bccn the rnt~st 

enthusiastic adopters of this style (Gladney. 1992). 

Hilliard (1991 1 discussed the use of nut grafs (capsule summations of story 

content that appear at the beginning of an item) as a tool for attracting and holding 

readers' attention. The study examined the attitudes of both subscribers and non-  

subscribers 18 and older. He found that they were generally well received in that they 

aided information assimilation. This was especially true among non-subscribers 18-27 

(79% favorable). However, non-subscribers tended to be more positive when askcd i f  nut 

grafs were worth the space they took LIP than subscribers. Among subscribers, older 

respondents (50+) tended to be more positive on worth of nut grafs than the 18-27s. 

Hilliard concluded that nut grafs \yere indeed effective in their intended purpose. He 

cited the fact that many prestigious publications in the U.S. had experimented with t heir 

use, though the question remains as to whether this is just one more step in the 

transformation of newspapers into "television in print". 

Blankenburg (1993) discussed four alternative strategies for newspapers to 

increase their long-term profitability and chances for survival. These were: 

Mass Appeal- Seeking the widest possible audience through diverse content and low 

pricing, the general strategy followed by most daily newspapers today. 

Class Appeal- The targeting of loyal and more affluent readers to maintain higher 

circulation and advertising revenues per reader. 

lndividuai Appeal- Specific demographic groups are targeted with new editorial products 

(specialized feature and advertising sections) so that each ho~sehold in the conmunity is 

reached at least once a week. 



Direct Appeal- An approach oriented towards the needs of advertisers whereby the 

publisher provides products and services that directly connect them with desired 

consumers. The publisher becomes a marketing company that provides its customers as a 

database to be accessed by advertisers through any one several vehicles including the 

traditional newspaper. 

Using data from a cross-section of daily newspapers and computer modeling to 

project into the futurc, Blankenburg concluded that the mass approach maintained market 

share at the expense of profits. '~Vhilc the class approach was the most profitable in the 

short-term, it sacrificed market share in both advertising and readership. However, over 

the long term, the class approach is seen as giving away eventually to the individual 

approach. With the continued decline of the traditional daily newspaper, this would lead 

to the eventual implementation of the direct approach as the only means to survival of 

publishers. 

2.15 Other Initiatives 

Another strategy employed by the industry has focused on the development of the 

newspaper reading habit in childhood. To this end, many publications have instituted 

Newspapers In Education (NIE) programs. These involve placing newspapers in primary 

and schools as educational tools. Its goals are provide a community service as a teaching 

aid, further critical and effective use of newspapers, and improve students' knowledge of 

current events. A fourth purpose, to cultivate future newspaper readers, was studied by 

Stone (1987b). Despite some equivocal evidence, Stone concluded that more positive 

attitudes toward newspapers flow from the NIE experience. Students have less trouble 

reading a newspaper and tend to enjoy it to a greater extent. They are more likely to 

become current newspaper readers, and their interest in hard news and public affairs is 

usually increased as well. At the very least, classroom exposure to the newspaper is a 

positive substitute when exposure is lacking at home. 



2.16 PWAM Conversion 

The most significant trend. however, has been the widusprcad switch from 

afternoon to morning publication. In 1982, the ratio of afternoon to morning publications 

in the United States was 7:2. By 1991 this had declined to less than 2: Vivian ( I O X Z ) .  

and Rarick and Lemert (1986) outline some of the reasons for this change. Firstly, 

distribution of newspapers in the morning is easier as delivery trucks de not have to 

contend with daytime traffic. This has become especially relevant with the suburhm 

sprawl that has characterized the growth of North American cities since the Second 

World War. As a result, presses can be run closer to delive~y times and morning 

publications therefore have an advantage in covering late-breaking stories. The PM 

newspaper is typically printed during the morning, and will subsequently not covcr most 

of the news generated that day. It has been estimated that 17 out of 20 breaking news 

stories occurred to the advantage of the morning paper (Vivian, 1982). 

Rarick and Lemert (1986) cite other supposed advantages to the AM publication 

cycle. One is that there is less competition from television news, as TV stations devote 

more resources to prime time broadcasts and few people can afford to sit through a 

lengthy newscast as they prepare for work in the morning. Secondly, evening 

newspapers are assumed to be best suited to blue-collar workers who have shifts that 

begin early in the day (the "blue collar hypothesis"). With the evolution of the economy 

towards a services base, the proportion of these workers is declining. A morning 

publication fits much better into the lifestyles of service workers as they tend to start and 

finish their working days later. Finally, advenisers are increasingly coming to prckr 

publication in the morning. This is because exposure to an advertisement in the morning 

allows readers greater opportunity to plan their day around a shopping trip. I t  is 

Editor and Publisher Yearbook, 1983. 1992. 



especially salient on for short-lived promotions where rapid response to advertising is 

essential. 

In general, the strategy seems to have been s-uccessful in raising the circulations or 

most newspapers that have made the conversion (ICMA (Jpdate,, 1987). This is 

especially so for publications that had larger circulation bases (100,000+) to begin with. 

Vivian ( I  982) concludes that some PM dailies will survive with their current 

publication cycle. Some are well entrenched and see no reason to change, especially in 

those cities that have retained their industrial base (such as Detroit). Others are hedging 

their bets by going 10 all-day publication (e.g. The Toronto Star ). Suburban afternoon 

dailies, in ascendancy since the 1950's are probably in a firm position to remain there. It 

appears to be a form of profitable coexistence. 

A question remains as to what effect on individual reader behavior results from 

such a change. To date, four studies have been done examining the effects of such a 

conversion. Fowler (1985) examined the effects of conversion on the reading habits of 

the Jonesboro, Arkansas S~i i l .  He found that its readers were quite adaptable to the 

change in publication cycle. While immediately after conversion there was still 

considerable afternoon reading, one year later most was done in the morning. 

Rarick and Lemert (1986) researched reader behavior in response to the 

conversion of the Eugene, Oregon Register-Guni-d. This study employed a panel of 

subscriber households that tracked behavior both prior to, and immediately after the 

conversion. As with Fowler (1985) , they fomd a significant shift in the distribution of 

reading time to the morning. To!ai time devoted to reading declined after the switch, a 

surprising tkiing,  in that giving readers more time for the product is one of the major 

reason:; for conversion. There was also a significafii decrease in the proportion of readers 

who watched TV news before 9 AM and between 4 to 7 PM though the decrease recorded 

in total viewing time was not significant. Likewise, time spent listening to radio declined 

significantly from 9 AM to 12 noon, but wr;s not significantly different in other time slots 



or overall. The authors speculate that an afternoon paper serves as a "news prompt" that 

encourages readers to tune in to TV to find out more about stories that they have rcaci. 

Subscriber attitudes to the conversion could best be described as mixed. 50% sitid 

they wished the Register-Girtrnl ~ v o ~ ~ l d  return to morning publication, though 53% siiiii 

they liked the change better than they originally anticipated. Two to three weeks after the 

change, 53% said that they had not frilly adjusted to the change while 40% rcportcd that 

they had. There were no significant perceived changes in how up-to-iiatc news was in thc 

morning edition compared to the afternoon. Blue-collar workers seemed most resistant to 

the change, as 69% reported that they had not adjusted to the change compared to 52% 0 1 '  

the sample as a whole. 

Rarick and Lemert ( 1988) continued this work with a follow-up study. 'The 

amount ul'iime spent reading the paper again increased significantly prior to 9 AM and 

decreased between 4 and 7 PM one year after the original survey. Again overall reading 

time decreased, but not significantly so. In this second study, none of the differences in 

TV or radio habits was statistically significant. The rate of panel acceptance of the 

change had increased over the year, but this was not significant. Blue-collar workers still 

seemed more resistant to the change than other groups. In terms of circulation, the 

Register-Guard grew from 65,200 inmediately before the conversion to 69,400 one year 

later. During this time the population of the area did not increase. 

Both these studies should be taken with a cautionary note. The reading, 

television, and radio habits of the participants were based on self-reporting with no 

triangulation from secondary data sources such as TV ratings. Nor was there any 

discussion of history in relation to possible changes in the competing media. At the tirrle 

of the conversion, there were editorial changes to the Register-Giiurd, but these effects 

were not separated in the studies. 

Miller et al. (1988) examined reader reactions to a reversal of publication cycles 

in Knoxville, Tennessee. In that city the evening News-Sentinel switched with the 



morning Jourt~ul.  The study's findings seemed to confirm a switch to morning 

pubiicaiion was desirabie whiie the reverse was iiiii. ~pproximateiy the same number of 

subscribers Liorn each newspaper reported canceling their subscriptions in response to the 

switch, t u t  as the J o ~ r m d ' . ~  circulation was smaller to begin with, it suffered more due to 

the change. A majority ( 5 5 % )  of respondents who reported switching newspapers 

because of the change did so in fwor of the Ne\v.s-Sentinel. Similarly, readers of the 

.lotmzcil were more likely to be unhappy with the new time the rival paper. Interestingly, 

the study results scent to refute the blue-collar hypothesis in that higher income 

individuals who switched publications were more likely to go to the Journal instead of 

the News-Sentirlel. All in all, readers in this study appeared to be more loyal to their 

usual delivery time rather than their newspaper. However, switching publication cycles is 

not without its risks as the proportion of readers who were unhappy with the change was 

almost three times as great as those who said they were glad it happened. However, the 

authors cautioned that the survey was done only one month after the change, and the 

attitudes expressed may well evolve over time. 

The issue of content and publication cycle was the subject of two studies. Lacy 

and Bcrnstein (, 1988) examined whether there were any differences in general content 

between morning and afternoon publications. They found that there were no significant 

differences attributable to publishing time alone. Rather the differences found were 

largely related to circulation size and advertising lineage. This is due to the fact that 

larger newspapers generally have larger budgets and can offer more editorial features. 

At the same time, larger newspapers devote proportionally less of their page space to 

news and editorial copy than do small and medium-sized publicztions In addition, larger 

newspapers tend to have different editorial priorities from their smaller counterparts. 

This is usually reflected in a greater proportion of national and international ilews for 

bigger newspapers. In contrast, those with smaller circulations tend to emphasize local 

news more heavily. 



Stone and Windhauser (1983) explored reader behavior and time of publication 

from a qualitative standpoint. They sought t o  test threc hypotheses: 

1) People who read newspapers in the afternoon are distinguishable frt:ii~ nlorning 

readers. 

2) The time of day a person rrads a newspaper is more predictive of content prt'fercncc 

than frequency of the newspaper habit. 

3) Afternoon readers are more likely to prefer soft news (lifestyle and entertaintilent J. 

while morning readers are looking for hard news content. 

The study used students at two different universities in  the southern I1.S.. us thcsc 

subjects read a wide variety of newspapers, both local and home-town as well as national 

publications. Stone and Windhauser ( I 983) concluded that ~norning and rifternc~on 

readers were indeed different in terms of content preference, though they could only 

partially support the hard vs. soft news hypothesis. They also found that the frequency 01' 

the newspaper reading habit was a better predictor of content preference than the time o f  

reading, as casual readers tended to be more interested in soft news. In addition, their 

research revealed the morning reader to be more committed to the newspaper habit, and 

selected that time more from force of habit than for convenience or relaxation. Lastly i t  

was found that women and blacks were more likely to be evening readers. 

A potential failing of this study was the possible confounding effect of news 

freshness. With an afternoon newspaper. there is a greater likelihood that a person has 

already been exposed to the hard news stories through radio, TV, conversations with 

others, or a morning paper. As such, there may be naturally less interest in hard news as 

it is less likely to be, in fact, news in the evening. Another problem was the failure o f  the 

authors to use secondary data sources, particularly newspaper reader surveys, t o  validate 

the self-reported data of the respondents. 

Stone (1986) examined the effects of Iesing a community's only afternoon 

newspaper on its readers. He hypothesized that in such a case former readers would turn 



to the local morning paper and other local print media. Furthermore, he expected that the 

transition to media most similar would be relatively smooth and take place over a short 

period of time. A three-wave panel study of 900 former readers of the Memphis Tenn. 

Press-Scimitctr was conducted by telephone. 

The study data failed to support either hypothesis. Audience use dropped for 

exactly half of the media use items on the questionnaire. These related to use of the 

remaining local newspaper, magazines, as well as television (cable and broadcast), radio, 

and movie attendance. There was a wide variation in media use changes. Surprisingly, 

increases were greater than decreases for most print media items. There was an increase 

in average reading time, though this is likely a reflection of the morning publication's 

greater size. In addition, there was an increase in purchases of non-local newspapers. 

However, competing news media did not seem to benefit as viewing of television and 

radio newscasts both declined. 

The author admits to confounding factors in this study. At the time it was 

conducted, there was a vocal public boycott against a cable operator over the new 

Playboy Channel. There was a heavy promotional effort to convert former readers of the 

Press-Scinlitclr that included free subscriptions. Stone concluded that a possible 

explanation of the results would be that committed newspaper readers would seek news 

from other media to compensate for the loss while others would find other activities to 

ti11 the time normally given to reading the afternoon newspaper. This is supported by the 

survey's finding of increased movie attendance among former readers. It also points out a 

danger to sudden conversions in newspaper publication cycles whereby less loyal readers 

may be lost. 

On top of this, interesting questions may be posed as to the effect of such a 

change on the lifestyles of former readers when an afternoon newspaper switches to 

morning publication. It may be that in some cases, reading of the paper still happens in 

the evening to catch up on stories of secondary interest that were not read earlier in the 



day. The "hole" in the afternoon or evening may he filled by use of other news or 

entertainment media, or it may be used for shopping, hobbies, or other recreational 

pursuits. As such, these changes in lifestyle may be of interest to advertisers, making thc 

newspaper's audience more desirable to some. There may well be chtingcs in reader 

behavior to a publishing time conversion that go beyond circulation and readership, that 

can impact on the marketing of a daily newspaper to advertisers. 

2.17 Results of a Change at a Daily Newspaper 

In September 1991, the broadsheet Vancouver B.C. Sutz changed from a 1' tcrnc)on 

to morning publication, joining its sister newspaper, the tabloid Protime in the AM 

cycle. In addition to the change in publication cycle, there were also a significanr change 

in editorial style and layout. Four months later, a highly publicized discount subscription 

offer was made. The moves were in response to a steady decline in circulation from 

approximately 250,000 to just over 200,000 (six-day average) during the five preceding 

years.6 This occurred despite a 15.4% growth in area population,7 between 1986 and 

1991. As a result, household penetration for the Surl declined in the city of Vancouver 

from 43% to 33%.8 

Readership surveys indicated that change was successful in reversing the paper's 

decline. Overall weekday readership by adults over 18 increased by 10% while the 

proportion of adults who had read yesterday's edition of the paper grew from 37% t o  

40%. These were offset somewhat by declines for the Province, however combined 

circulation and readership for the two publicatior~ showed an overali increase. 

Circulation figures audited by the Audit Bureau of Circulation (see Exhibit 2) showed 

gains in Sirrr readership across the board, though they approximated the increase in locai 

population. The change in readership was also much greater than the circulation gain a\ 

6~eported circulation as audited by the Audit Bureau of Circulations. 
1991 Cemus of Canada. 93-304 Statisrics Canada. 

g~ederal Competition Tribunal Report. CT-YO/ I .  



Exhibit 2 

Vcrnco~rver SLUZ Average Circulation9 

Mon.-Thurs. 

Friday 

Saturday 

August, 199 1 August, 1992 Increase (%) 

18 1,493 188,517 3.9 

244.843 255,43 1 4.3 

242,796 253,742 4.5 

Population increase: 4% 

NADbank data indicated that among the various age groups, the proportion of 

people who read the SUIZ yesterday increased most noticeably for the 25-34s (from 29% 

to 36%) and those 65 or over (38% to 45%). In contrast to all other age groups, the 

proportion of 18 to 24 year olds showed an actual decrease (35% to 31%) accompanied 

by a slight increase in Pro\+lce readership. Women did not seem to embrace the change 

as readily as men, with only a 7% increase in readership compared with 11% for males. 

Among different occupational categories, there was a higher increase in readership 

penetration among white collar professionals (7%) than for blue collar workers (5%). It 

must be added that some of these gains may well have been attributable to a discounted 

subscription offer that was widely publicized, beginning in January, 1992. 

One item of interest in the repbrted circulation figures was the proportion of 

single copy sales (purchases of the newspaper at vending boxes or newsstands). It 

declined from 18% to 16% of Monday to Thursday circulation whde increasing from 28 

--- 

9~nrernal report of The V m c t m ~ e r  Swi's circulation department. 



to 30% on Fridays and remaining constant on Saturdays (comparisons made bctwt.cn 

month prior to conversion and one year later1('). This indicates that the proportion of 

casual purchasers declined as the proportion of subscribers increased, thus i t  would 

appear that much of the gain in circulation came from casual buyers becoming regular 

readers by subscribing. 

In terms of time spent reading the newspaper, average time increased for all 

categories of Sun weekday readers, contrary to the findings of Rarick and Lc~nert ( 19Sh). 

The greatest difference was for the 50-64s (58.0 minutes vs. 46.8) foliowcd by thc 25--34s 

(38.5 vs. 33.5) and the 18-24s (30.2 vs. 27.0). However, the picture changed dramatically 

with the weekend edition of the newspaper. The only group to show an increase in 

reading time was the 18-24s (40.9 vs. 32.3) while all other categories showed marked 

declines, most noticeably anlong those 65+ (from 84.6 minutes down to 36.4). Overall, 

older (50+) readers continue to be the most loyal newspaper customers, both in t e rm  o f  

time spent reading the newspaper and likelihood of having read the previous day's 

edition. 

Use of competing media was also examined. Average hours of weekly TV 

viewing declined for all age groups except those 65 or over. Ratings for local nighttime 

TV news broadcasts among 18-34s increased between Spring, 1991 and the same period 

one year lateri1, though overall viewing by adults remained constant. Time spent 

listening to the radio declined for the 18-24s and the 65+ group while increasing for all 

others. 

This case may considered significant as major marketing mix revisions 

(publication cycle conversion, changes in editorial content and style, an unprecedented 

discount subscription offer) occurred within a short period of time. Thus i t  represented 

an unusual extensive test case for the effectiveness of changes in newspaper marketing 

strategy to increase circulation and readership. 

io~nternal report of the Pacific Press Circulation Department. 
I 1  Bureau of Broadcast Measurement. Spring 1992 survey. Vancouver market. 



2.18 Summary of' the Literature 

Despite the complexity of consumer attitudes towards regular use of a newspaper, 

some clear patterns emerge. There appears to be a distinct dividing line at the age of 35 

where people become more interested in events happening in their comrnmity, the 

nation, and the world at large. This contrasts with the generally more self-centered 

viewpoints of those under 35. Some explanations for this are readily apparent. As 

rniddlc age approaches, peopie are more iikeiy to be married, assume family 

responsibilities, purchase their first home. As such, their perceived stake in the 

immediate community increases as issues such as property taxes, public safety and the 

quality of local public education assume new importance. Income levels tend to rise 

during this siage in life, so concern about the economy and government involvement in 

people's lives tends to increase. At its most basic, there is the sense among older people 

that they have more to lose if the political process goes against their interests. 

Consequently, there is a greater perceived need to keep informed and these people tend to 

be more loyal newspaper readers. The work of iMcCombs (1983) and Einseidel and Kang 

( 1983) seem to confirm this. Indifference to the formal political process has been a 

hallmark of the ctirrent generation of under-35s, though signs of change were evident 

during the 1992 Presidential elections in the United States. To deal with this, it may be 

necessary for newspapers to try and cater to both older and younger readers through 

judicious allocation of features that appeal to each group. The danger, of course, is that 

such a strategy may end up satisfying neither. Given current demographic trends, the 

problem may well correct itself over time as the baby boom bulge works its way through 

the population and the proportion of under-35s declines. 

Other demopphic  ~ariablrs such as education, horn5 7wnership, dwelling type, 

gender. length of residence in the community appear to have mediating effects too. The 
& 

generally increasing Ievel of education and aging of society should have a beneficial 



effect for the industry as a whole. The role of television has not, to this point, :tppt.areJ to 

have a substantial negative impact on newspaper readership. It some cases i t  may in titct 

be helpful. However, the advent and growing acceptance of 24-hour neivs services su~-il 

as CNN may well change this situation. This is due to their increased advantage o f  

immediacy, and greater use of background features than viewers have traditiontilly fount1 

on television. A summary of these findings appears in Figure 1. 

From a marketing standpoint, it seems logical that the industry first targct casual 

purchasers, especially habitual buyers (three or more times per week) in order to convcrt 

them into daily subscribers. These consumers are already into the newspaper tubit to 

some degree, and find enough worthwhile features in the newspaper to purchase i t  on at 

least an occasional basis. The industry could then turn its attention to atypical non- 

readers with the goal of making then1 at least casual newspaper users. To this end, sonw 

strategies seem to hold promise. M E  programs can be helpful where the consumer has 

not had adequate exposure to the medium at home during childhood. Naturally, the 

benefits of such a program can be difficult lo quantify, and the potential payoffs 

sometimes lie many years ahead. 

The increased emphasis on attention-grabbing color and graphics can be helpful in 

weaning younger adults off a diet of !O-second sound bites into a greater appreciation 01' 

the newspaper's depth of coverage. Howevel. it is not clear that such changes would he 

universally welcomed by older readers iv1.o are usually the newspaper's most loyal 

customers. Offering significant discounts on introductory subscriptions has risks along 

with potential benefits. While there may be an initial increase in circulation resulting f'ron~ 

such an offer, the retention rate could be low (compared to other types of starts! when the 

initial discount period ends and the subscriber must then pay the regu!ar rate !Gams?, 

1984). A publisher might then face losses from being forced to continually offer di\counr\ 

in order to get these subscribers to return. It V.YLS for precisely this reason that 

management at The Vcmcotrver Swr had (prior to 1991 ) not offered discounts on 



Figure 1 

Summary of Literature Review 

sex age inc. educ. mar. own rc pci child tv corn. 
+ + i + + + 



siibs~ripii~iis, preferring insirad iii give tieit- (ciailyi s~rhscribers ;I money-back guaranicc. 

A further issue with pricin,o may bc consumer xvarencss. People kvho p::rchasc the 

newspaper three or four times per n w k  may he itnilware that they coillci he saving rnoncv 

by getting the nelvspaper delivered everyday at home. Newspapers mav not 1r;ive I1 

aggressive enough in promoting this fact. 

The trend to morning publication holds promise based on overall gains i n  

readership and circulation recorded thus far. It is advantageous to a busy lili-stylc i 

it offers readers greater flexibility. as they can choose to read in the nloming, or any othcr 

time that is convenient. This is especially relevant to workers in service industries who 

tend to start and finish their workins days later than their blue-collar counterparts. As the 

North American economy becomes more services-based, i t  will be an increasingly 

important consideration in the future. 

News in a morning p~tblication also tends to be fresher than with afternoon 

publications, so some of the advantage of the electronic media is lesscned in this regard. 

A change in publication cycle may be generally advantageous to advcrtisex, thus tilaking 

the industry more viable as a promotional medium. However, the gains in circ~tlation and 

readership generally recorded thus far may reflect an increased t'requcncy of' purcliasc 

among casual buyers rather than more of them becoming daily subscribers. 

2.19 Implications for Research 

The existing literature clearly indicates that demographic variables and patterns of' 

readership have an influence on consumer attitudes towards newspapers and purchax 

behavior. By the same token. changes in motivation to subscribe to a ncwspapcr on a 

daily basis may be influenced any strategies (editorial changes, discounted subscription, 

ex . )  in combination with demogrttphic and sought benefit factors of casual purchaw\. 

Specifically, the attitudes of casual purchasers to these changes would likely be of' great 

interest to managers contempiating such tactics in the hope of increasing the number of' 



subscribers for their product. If these and other variables are shown to be useful 

predictors of consumer acceptance, then the relatlve risks of these adjustments to the 

marketing mix can be more accurately assessed. Marketing managers in the industry 

would be able to look at [he size, demographic and psychographic composition, method 

and frequency of purchase, as well as the attitudes towards competing media of casual 

purchasers to assess the likely risks and benefits of each of these strategies. 

2.24; A Framework for Studying the Intention to Subscribe by Casuai Purchasers 

'The likelihood of a casual buyer to become a daily subscriber can be related to 

consumer variables such as demographics, benefits sought, frequency and method of 

purchase, price awareness, use of competing newspapers, product satisfaction, and 

reliance on other media, especially television. These in turn may be mediated by 

hypothetical changes to the newspaper's marketing mix, particularly pricing (discounted 

subscription offers) and product content (editorial features, layout, graphics etc.) (Figure 

2). 



77. r lgure 2 
A Framework for Casual Purchasers' Likelihood to Subscribe 



Chapter 3 

Hypotheses 

3.1 Demographics and the Likelihood to Subscribe Among Casual Purchasers 

For the purposes of this research. a casual purchaser is defined as a person who 

buys the newspaper at least once per week. This could be by means of either weekend 

subscription and/or singie copy purchase. Consumers who buy less frequently than once 

per week would likely lack the inclination or the resources to become daily subscribers. 

As a sesult, they would probably be of marginal interest to newspaper marketing 

m;nr?gc.,r!,. A w m g  casual purchasers to be studied would be those who subscribed to 

weekend editions ofthe newspaper (rn the case of The Va i z cou~~e~  Srcn , Friday only, 

Saturday only, or both ). This group ~vould also include single copy purchasers (either at 

the vending box or newsstand) as \yell as weekend subscribers who may make single 

copy purchases during the week. Daiiy subscribers who might make an occasional 

purchase due to missed delivery or sorne other reason would not be included in this study 

as they are not targets for conversicrn. 

Gollin's ( 1987) study indicates that the underlying reason for the failure of 

newspaper circulation to keep pace n.ith population growth lies more in declining 

frequency of readership than increasing non-readership. Therefore, conversion of large 

numbers ctf casual purchasers to daily subscribers would do much to alleviate this 

problem. The challenge to industry marketers is to determine which characteristics of 

casual purchasers could be its~fiilly emplo~ed in developing strategies to sell them on the 

advantages of daily subscription. 

Studies by Larkin ct al. f 1977). hfauro and Weaver (19771, and Salisbury (1981) 

indicate that nnder-35s make up a disproportionately large share of casual newspaper 

readers. They are generill! seen as leading more active lifestyles, and for them time and 



convenience ;nay be seen as iiiorc (if a ioiisiraiiii io neivspaper reariership than ii.ith k)tilcl. 

age groups. As a consequence, they are !ikr:!y IO cons!itu!e a ~!isp~po~ti~nii t i . t i .  Iai-gc 

segment of casua: purchasers. On the hasis of the existing 1i:eraturt.. one ivould cspcct 

over-35's to be more likely to subscribe than younger readers. 

The work of McGrath ( 1993) indicates that women feel increasingly alicn;ttt'il 

from the style and content of most neivspapers today. This inlplics that they woirlci hc 

less likely to become daily subscribers than men. 

Other possible factors are home ow~ership and length of residence in the :i!.c;i 

(Grotta and Babbili, 1983). marital status (Collin. 1987), and level of education, (Kiihas, 

1981). On the other hand, the work of Grotta and Babbili (1983) and Collin ( 1987) 

suggests a substantial number of frequent cxual purchasers who are closer in 

demographic composition to daily subscribers than to infrequent purchasers. Mcmhcss 0 1 '  

this group seem to switch relatively frequently between daily subscriber and casual 

purchaser (or non-purchasing reader). From this we would expect that married people, 

home owners, long-time residents of the community, and people with higher levels 01' 

education would more likely subscribe on a daily basis. 

To what degree these differences impact on the likelihood to subscribe (either in 

the existing situation, or in response to changes in the marketing mix) is open to question. 

It may be that those among casual purchasers who posscss demographic traits similar to 

daily subscribers are no more likely 10 subscribe than others in this group. 'This might bc 

the consequence of a previous ne~ative experience with home delivery, a general 

disinterest in current events, or other more subtle reasons. The results of'an investigalion 

into these questions could significantly affect the plans of industry marketing managcrs in 

targeting casual purchasers. If no demographic differences are found that influence the 

likelihood of subscribing, then marketers need not bother with marketing mix 

segmentation based on demographic characteristics. As a result, we derive the 1i)llowing 

hypothesis: 



Hlo: There is no difference in the self-rated likelihood to subscribe daily based on 

demographics (age, gender, education, income, marital status, home ownership, 

length of residence, etc.) among casual purchasers. 

Hla: There are difl'erences in the self-rated likelihood to subscribe among casual 

purchasers based on demographic factors. Among them are: 

Hla i :  Male casual buyers wiil have a higher self-rated likelihood to 

subscribe than females. 

Hla2: Older casual buyers will have a greater self-rated likelihood to 

subscribe than younger ones. 

Hla3: Casual buyers who have higher income levels will have a higher self- 

rated likelihood to subscribe than lower-income casual buyers. 

Hla4: Casual buyers with higher levels of education will have a higher self- 

rated likelihood to subscribe than those with lower levels of education. 

Hla5: Casual buyers who are  home-owners will have a higher self-rated 

likelihood to subscribe than those who are renters. 

Hla6: Casual buyers who are long-term residents of the community will 

have a higher self-rated likelihood to subscribe than those who are short-term 

residents. 

Hla7: Casual buyers who are married will have a higher self-rated 

likelihood to subscribe than those who are not. 

3.2 Benefits Sought and the Likelihood to Subscribe 

Sch~vartz ct al. ( 1979) found readers couid be psychographically grouped in part 

by the features they most frequently read and considered to be important. In a similar 
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(surveillance, companionship. stimu!:!?lar?). !t \vou!d seem !-easonab!~ t!lat s::c!l 

differences might well impact on the likelihood to subscribe. cspecialiy in rt.spc;iise to 

specific editorial improvements, or changes in style or e~~~phas i s .  Knowledge of rhc 

benefits sought by those most likely to subscribe may well aid managers in planning 

product and promotional changes to increase both circulation and readership. From thcsc 

we draw the following hypotheses: 

H20: There is no difference in the self-rated likelihood to subscribe daily based on 

the benefits sought by the casual purchaser. 

H2al: A casual buyer's self-rated likelihood to subscribe will increase with the 

usefulness attached to newspapers as a means of staying informed. 

H2a2: A casual buyer's self-rated likelihood to subscribe will increase with the 

usefulness attached to newspapers as a way of passing time. 

H2a3: A casual buyer's self-rated likelihood to subscribe will increase with the 

usefulness attached to newspapers as a source of stimulation and entertainment. 

3.3 Price Awareness and the Likelihood to Subscribe 

Marketing research has s h o w  consumers to sometimes be remarkably unaware 01' 

pricing, even to the point of not being able to recall the cost of an itern picked up ol'f thc 

shelf a few seconds previously (Dickson and Sawyer, 1990). It may also follow that 

newspapers have not effectively communicated the price savings o f  home delivery over 

frequent purchases at the newsstand. One might normally expect the likelihood to 

subscribe to be higher for those kvho overestimate the price savings of home delivery than 

those who underestimate it. 



On the other hand, even frequent puzchasers who are aware of the savings may 

not wish to subscribe as the purchase of a newspaper may present them with the 

opportunity for exercise, social contact, or some other benefit. In addition, some might 

not consider home delivery to be a viable option as the result of previous poor service, 

lack of access to the suite door in an apartment building, or an ongoing interest only in 

the featurcs of certain editions. From this we derive the following hypotheses: 

H3o: There is no difference in the self-rated iikelihood to subscribe daily based 

upan perception of price savings of home delivery. 

H3a: The self-rated likelihood to subscribe daily among casual buyers increases 

with their estimate of the price savings of daily subscribing. 

3.4 Causal Purchasers and the Use of Other Newspapers 

Consumers evaluate competing products both in terms of benefits sought and as 

bundles of utilities (Urban and Hauser, 1980). It would seem unlikely that the features of 

any one publication could satisfy ::I1 the needs of daily newspaper readers. Consequently, 

some consumers regularly purchase (or read) more than one daily newspaper, often a 

national publication in addition to the local product. In addition, Alperstein (1980) 

concludes that local free distribution xveekly newspapers (with their emphasis on local 

news coverage) are the prinlary competiti\.e threat facing big city dailies. If such divided 

loyalty exists within a casual purrhtlscr the likelihood that he or she could be converted to 

becoming a dail_v subscriber nray diminish. 

Alternatively. the frequent use of another newspaper, whether a national daily or 

Icxal wekly.  may k indicati\-e of a high overall interest in current events that does not 

necessarily have a negative imptct upon the chances of subscribing to the local daily. 

From this we develop the following hypotheses: 



H40: There is no difference in the self-rated likelihood to subscribe daily znzong 

casual purchasers based upon purchase or readership of a competing daily 

newspaper. 

H4a: The self-rated likelihood to subscribe daily decreases among casual buyers 

with the number of competing dailies read. 

H50: There is no difference in the self-rated likelihood to subscribe daily among 

casual purchasers based upon readership of local weekly newspapers. 

H5a: The self-rated likelihood to subscribe daily decreases among casual buyers 

with the number of competing weeklies read. 

3.5 Attitudes Toward the Electronic Media and the Intention to Subscribe 

Despite the failure of Moore et al. ( 1988) to find a strong correlation between 

television news and newspapers readership, the competitive situation between the 

newspaper industry and the broadcast media ~mt inues  to evolve. Since the time of that 

study, the CNN network has groLvn i n  audience and influence to become a rnorc visible 

alternative, and Canada has seen the introduction of its own 24-hour television news 

network. As such, consumer preferences for news source may wel! have shifted in favor 

of television. Stempel (1991 1 found it to be the medium of choice for national coverage 

over newspapers, newspapers were preferred for reporting of local events. f t  seems 

likely television would also be favored for international news as well. Unfortunately 

little work has been done on the relationship betiveen the use of radio as a new5 source 

ar!d newspapers. 



Alternatively, :elevision, and newspapers may enjoy a symbiotic relationship with 

the use of one medium serving to prompt interest in foiiowing up a story on the other 

(Rarick and Lemert, 1988). As such, a high level of importance given to television as a 

source of news may not necessarily detract from the appeat of newspapers as a source of 

current events or lessen the likelihood that a casual purchaser will begin subscribing 

daily. One may also speculate that the same relationship exists between radio and 

newspapers. From these, we draw the following hypotheses: 

H6o: There is no difference in the self-rated likelihood of subscribing daily among 

casual purchasers based upon their reliance attached to television as a news source. 

H6a: The self-rated likelihood to subscribe daily among casual purchasers 

decreases with the reliance to television as a news source. 

H70: There is no difference in the self-rated likelihood to subscribe daily among 

casual purchasers based upon their reliance attached to radio as a news source. 

H7a: The self-rated likelihood to subscribe daily among casual purchasers 

decreases with the reliance to radio as a news source. 

3.6 Purchase Frequency and Intention to Subscribe 

The more frequently a casual purchaser buys the newspaper. the greater the 

potential savings from subscribin_c on a daily basis. In addition, a greater frequency of 

purchase \~ould seem to indicate higher overall satisfaction with the product. As such. 

the likelihood of a frequent purchaser to become a daily subscriber may be more than for 

one ivho pu~chases less often. Ho\ve\-er. as previously mentioned, there may be reasons 



for single copy purchase that are unaffected by the price savings or con\.rnicncc ut' hvmc 

delivery. Hence, the following h>.potheses: 

HSo: There is no difference in the self-rated likelihood to subscribe daily among 

casual purchasers based upon frequency of purchase. 

HSa: The self-rated likelihood to subscribe daily among casual buyers increases 

with the frequency of purchase. 

3.7 Method of Purchase and the Likelihood to Subscribe 

Differences in the likelihood !c subscribe may also be attributable to the 

consumer's method of purchase. People xsho buy their paper at a newsstand may 

appreciate the social contact associated with a purchase or have had problems with honic 

delivery (such as service or billing) so severe as to preclude the possibility o f  cvcr 

subscribing again. On the other hand. some single copy purchasers may well wish to 

have home delivery if i: were avaiiable to them. The lack of availability may stem from 

access problems in an apartment building to residence in a non-delivery area. 

With weekend subscribers, there might be no realistic chance of becoming a daily 

subscriber as they read the netvspaper dirring the week at work. Alternatively, thcy rrray 

subscribe to the weekend edition because of the additional editorial features and hclievc 

that the weekday editions do not have enough items of interest to them t o  make daily 

subscribing worthwhile. These people may be xvtion over by major improvements in 

editorial quality to the weekday paper. 

Such information can be useful to industry planners in devising promotional 

campaigns to conven casual purchasers into subscribers. If single copy buyer5 are more 

likely to subscribe, then a cost-effective promotional campaign would probably involve 



point-of-purchase dispiays or inserts into papers soid at singie copy venues. Should 

m L . o ~ L ~ f l , ~  nLLRblIu c ,UU.)bII ,,kc Pr;b ,er5 , prove :o be a bet:er target market, t k i i  ielephoiie soliciiaiioii c t i  

mailing campaigns wouid be more effective in  reaching them directly. From this we 

draw the fbliowing hypotheses: 

H90: There is no difference in the self-rated likelihood to subscribe between those 

who are weekend subscribers and thnse who are exc!rasively sing!e copy purchasers. 

HYa: There is a difference in the self-rated likelihood to subscribe between those 

who are weekend subscribers and those who are exclusively single copy purchasers. 

3.8 Product Satisfaction and the Likelihood to Subscribe 

Consumer satisfaction with a newspaper in its current form may prove to be a 

valid predictor of the likelihood that they ivill eventually subscribe daily. Casual 

purchasers who are generally satisfied with prod~tct quality (defined as an evaluation of 

thc newspaper on a feature-by-feature basis) may be more easily sold on the benefits ~f 

home delivery (than those who are generally dissatisfied. Alternatively, those who 

purchase a newspaper infrequently because they believe the product could me much 

k-tter might be the most likely to subscribe if significant improvements in editorial 

quality or deiiver-y s e r ~ k t .  are made. To this end ive derive the following hypotheses: 

HlOo: There is no difference in the self-rated likelihood to subscribe among casual 

purchasers based upon their lwef of satisfaction with the newspaper in its current 

form. 

HI Oa: The self-rated likelihood to subscribe daily among casual purchasers 

increases with their level of satisfaction with the newspaper in its current form. 



3.9 Number of Features Regularly Read and the Likelihood to Subscribe 

A consumer's degree of ssii:lnce on ncn.spapers as 11 source of ncw.s, 

entertainment. and advice ma\- be n~cah~~red by the numbcr of feat~lrt's he or she rt';~ds on 

a regular basis. As such. this f i p r e  n1q pro1.s ro be a strong indicator of thc likcl~licxd 

to subscribe, as a large number of features regularly read is indicative of \\:icit. sangc ot' 

needs met by the publication. 

However, a small number of fearures regularly read may not necessarily scrvc a!, ;I 

predictor of disinterest in subscribing daily. A strong ioyalty to a particiilar feature, 

especially one the appears ewqrday or freyucntly, may suffice to make a casual pl~ri.il:i?;ct 

a likely subscriber. From these \\;e derive the following hypotheses: 

Hllo:  There is no difference in the self-reported likelihood to subscribe daily based 

on the number of features regularly read in the newspaper. 

Hlla:  The self-reported likelihood to subscribe daily increases with the number of' 

features regularly read. 

3.10 Previous History as a Daily Subscriber 

The fact that a casual buyer may have subscribed on a daily basis previously may 

influence their likelihood to subscribe in the present. It could be that given the churn 

among those only partially commit~ed to the ne\\-spaper habit as subscrrihers may makc 

them more likely to subscribe in the fcture than those who have never subscrihcci. 011 thc 

other hand, those who have subscribed previou4y nay  have been so turned off' by thc 

experience that they are unlikely ever to do so again. Here, !he reason fix canceling - the 

subscription may iilfluence a person's future Iikelii-tood to  subscribe again. Reasons wch 

as poor delivery service may permanently preclude subscribing again, while other reasons 

such as a lack of time to read. the ai-ailability of the newspqxr at work, or dissatisfact~trn 



H120: There is no difference in the self-rated likelihood to subscribe among casual 

purchasers based upon whether they have previously been a daily subscriber. 

W 123: There is a difyerence in the self-rated likelihood to subscribe among casual 

purchasers based upon whether they have previously been a daily subscriber. 

W13o: There is no difference in the IikeIihood to subscribe among former daily 

subscribers based on the reasons considered important for stopping. 

H13al: There is a difference in the Iikelihood to subscribe among former daily 

subscribers for those to whom poor service was an important reason for stopping 

H13a2: There is a difference in the iikelihuod to subscribe among former daily 

subscribers for those to whom lack of time to read was an important reason for 

stopping. 

H t3a3: There is a difference in the likelihood to subscribe among former daily 

subscribers for those to tshorn the aiailahifii? of the paper at work was an 

important reason for stopping. 

H t3al: There is a difference in the 1iketi:tmd to subscribe among former daily 

subscribers for those to 1% hum dissatisfaction with editorial content was an 

intportant reason for stopping. 



3.11 X~Iai.keiiig >Iix Changes and i,&eiikood go Subscribe 

-C\s attitll& t~\var&- 2nd us:lge of ne\vSp;:p>rs varies &i;tr;grliphiciil]i' ;ifjc: 
L 

psychographically. so to might the likelihood to subscribe to ne\vspaper \vhcthcr or nt.tt 

changes to the marketing mix are made. Publishers already recognize the value of' price 

incentives by offering daily detii.sry service at a substantial discount ctyes buying 

frequently at the newsstand. The peciA subscription offer of the Sltn resulted in an 

additional 18,000 people becoming daily subscribzrsi2. though how many o f  thcsz \ ~ c r c  

kept remains open to question. In addition- industry managers also recrxgr~ize that c;t.;u;d 

readers generally seem to look for different things in a newspaper (Laskin et dl.. 1077; 

Stone and Windhauser. 1 9 8 3 ~ ~  and consecjuentiy try to acconlmodate some of thesc 

differences with editorial changes that they believe will appeal to less-cornmi tted rcadcrs. 

These can range from ernplo!-ing different ivriters. addition or deletion of certain fcatilrcs. 

shift in format (such as from broadhxt  to tttbluid). change in publication cyclc (Karick 

and Lemert, 1988) or changes in style to make the newspaper easier to read and tuorc 

visually attractive (Hartman, f 987 t. 

Alternatively, thers still may be barrier5 to conversion to daily subscription that 

could be jargely unafkcted by such chtirtge.;. These might range from a perceived lack of  

time to a reluctance in dealin? ii-iih Jisposil uf a large number of newspaper?, that would 

accumulate in the home of a daily wbscr ikr  o\-er time. In addition, somo wcckeitd 

subscribers may never be induced to subssribc daib as long as they have acuc\\ to a t'rcc 

paper at xvork during the \veek. From thehe ive Jraw the follutving hypotheses: 

HI&: There is no difference in the self-rated likelihood to subscribe daik ir, 

response to marketing mix changes (editorial improvements, discounted 

subscription offer, publication cycIe change, improwd graphics or changed format) 

among casual purchasers, 

12~mernat report of the Paatli: Prew f i r a f s t m n  Dep~~c,snt .  



H14aI: The self-rated likelihood to subscribe daily will be higher in response to 

editorial improvements than in the existing situation among casual purchasers. 

H14a2: The self-rated likelihood to subscribe daily will be higher in response to a 

discounted subscription of'f'er than with the existing situation among casual 

purchasers. 

Hf4a3: The self-rated likelihood to subscribe daily wiI1 be higher in response to a 

change in pubiication cycle than with the existing situation among casual 

purchasers. 

H14a4: The self-rated likeiihocxl to subscribe daily will be higher in response to 

improved color and graphics than with the existing situation among casual 

purchasers. 

H14a4: The self-rated likelihood to subscribe daily will be higher in response to a 

change in format than with the existing situation among casual purchasers. 

The preceding hypothese5 do not exhaust fbe possible hctors influencing a casual 

buyers likelihood to subscribe. A s  \rated in the lirerature review. early childhood 

expericnccs with a newspaper and political activism seem to positively correlate with 

newspaper readership, and by extension may influence the likelihood to subscribe. 

However. time constraints inherent tvirh uncompensated survey subjects and the 

difficulty o f  operationalizing thzse constructs ivithin the context of a brief (10 minute) 

telephone questionnaire precluded their inclusion in the model. 



Chapter 4 

3Iet hodologr 

In order to be comparable to other Canadian newspaper market research, 

methodological standards and procedures suggested by the Canadian Advertising 

Research Foundation (CARF) ( 199 1 ) for media research were followed it-herc.\,cr 

possible. This was done in order to make this research compatible it-ith other it.sc;isct~ 

done on behaif of other Canadian media organizations. 

4.1 Target Population 

The greater Vancouver area was chosen for research into the hypotheses 

proposed. It was believed. based on the ~vork of Gollin ( 1987) and Acton ( 1987), thi11 

similar demographic patterns existed betiveen dxcr ihers  and single copy purctlascrs in  

both Canada and the United States. It ivas also felt that the r e l a t ~ ~ t i y  recent marketing 

mix changes by The V C Z I I C O I ~ Y ~  Still made this an ideal setting to survey pcople's attitude\ 

towards subscribing in response to different marketing scenarios. From an academic 

standpoint, the novelty of discounted subscription offers in this market madc i t  tnorc 

appropriate for testing the effectii.eness of that strategy, though at the cost of 

generalizabilty to the Anmican markets (where discounting has been more cornn~on ). 

In addition, the existence of a co~npeting tabloid newspaper with better color 

reproduction would likely make ytte.;tions rzlating to marketing m i x  changes more 

relevant to most subjects. The region is also ethnically diverse, though the high 

proportion of Asian immigrants residing there makes i t  dissimilar to most %ort,h 

American cities. Finally, the relative aftlttence of the area may make its newspaper 

readers less price sensitive, resulting possibl~ in the diminished appeal o f  subscription 

discounting. Therefore, the market could be considered a good labmitory from a 



marketing standpoint though not necessarily one from which generalizations could be 

easily drawn to other cities. 

The Vctnco~cver Sritz operates on a six-day (Monday to Saturday) publication 

cycle. It off'ers daily home delivery at the rate of $10.50 per month (including GST), as 

well as Friday only and Saturday only subscriptions at the equivalent of $1.05 per copy. 

Newsstand and vending box prices are 50 cents per copy Monday to Thursday, and one 

dollar on Fridays and Saturdays. In addition, people purchasing at the newsstand must 

pay an additional 75% GST. 

Two groups of casual newspaper purchasers (adults 18 or over) were targeted. 

The first were weekend (Friday and/or Saturday only) subscribers. Members of this 

group may also be occasional single copy purchasers, or may read the newspaper 

frequently during the week at ~vork. A second group consisted of subjects who were 

single copy buyers at vending boxes or newsstands (either exclusively or in combination 

with a weekend subscription). This segment was selected to give a more complete view 

of casual purchasers as many might not subscribe to the Friday and Saturday editions of 

the newspaper. It was believed that if the population consisted solely of weekend 

subscribers, a distorted sample of casual purchasers nlight have resulted. Among these 

subscribers could be a large proportion that ivould never consider daily subscription as 

long as a free newspaper was available for them to read at work. In addition, there could 

be others who simply lack time during the nxek to read and again, would not realistically 

consider subscribing. Lastly. such a population ivould exclude those who might like to 

subscribe, but who don't because of delivery problems such as lack of access to an 

ltpartntent building. In these cases. a change in residence in the future may be all that 

stands between the transformarion of a single - copy purchaser to a daily subscriber. 



4.2 Sampiing Frame 

In order to reach both targei groups. tviih a cctnmon meihodoiogy teicphonc 

sampling was used involving two sampling frames. The first consisted of a cnmpirter- 

generated random list of Friday and/or Saturday only subscribers (with telcphonc 

numbers) to The Vcrizcom,rr Srrll provided by the newspaper. Subjects who were single 

copy purchasers were to be contacted by random telephone number selection. This 

consisted of using a random number table to select pages from the telephone ciircotory. 

On selected pages a!l residentia! nu:nbers were called as well as plus-one dialing for cue11 

number phoned. 

4.3 Data Collection Tool 

In order to test the hypotheses, a questionnaire was developed for both targct 

groups (see appendix 1). This instrument was developed in accordance with the 

guidelines set forth in The Resecrrcll Erlzics Re\,ie\t! of Simon Fraser University. The 

questionnaire was pre-tested on members (N=28) of the target populations in order to 

refine the questions .~sked respondents during act~lal data collection. Actual data 

collection took place between November 14, 1993 and January 2 1,  1994. 

4.4 Procedure 

Interviews were conducted concurrently over a nine week period. Regularly 

scheduled telephone calling times were set from 6-9 PM Sundays and 7- 10 PM Monday 

to Thursday were in accordance with the recommendations of Weeks et al. ( I  987) to 

maximize the chances both of contact and a completed interview. The interviewer would 

ask to speak with the person in whose name the household subscribed or if anyone in thc 

household had made a single copy purchase of the Sruz during the past week and did not 

subscribe to the paper (see appendix 11. In the case of households where more than one 

person purchased a copy of the Sirtz during the past week, the purchaser with the next 



birthday would be r-quested to participate. If that person was not available, the 

interviewer would ask when they would Se generally home and. Should that time be 

outside the regular!y scheduled calling hours. a note would be made and a callback 

attempted then. A minimum of three callbacks after the initial call would be made with at 

least one attempt during weekday n~ornings or weekends. If all calls encountered an 

answering machine, a message would be left inviting the prospect to call back and 

participate in the research viithin the following three days. A five-ring policy was 

employed with the expectation that approximately 99% of occupied homes would be 

reached (Smead and Wilcox, 1980). Prospects unwilling to participate in the survey were 

noted for possible follow-up research and their gender was recortizd. 

4.5 Sample Size 

A total of  302 ~lsable surveys were procured (see Tablel). Surveys were done on 

a proportional basis with 20% (61) of the respondents being exclusively weekend 

subscribers and the remainder either exclusively single-copy purchasers or those who 

were both weekend subscribers and single-copy buyers. This approximates the actual 

split between the two groups according to the SruzS circulation department figures. Such 

a total sample size would give a 95% confidence level in a two-tailed test with a margin 

of error of plus or minus 6%. It must be noted however, that since we are dealing with 

two groups of casual buyers. the margin of error for each will be greater than for the 

samplc as a whole. This is especi:tlly true for the weekend subscriber group (plus or 

minus 13%) and some caution must be exercised in comparing their responses with those 

of single copy purchasers. The resulting total number of completed surveys was in line 

with recommendations of CXRF ( 1991 i. Based on data provided by NADbank, the 

sample would capture better than one in every thousand purchasers of The Vcrizcoiwer Srrn 

in the greater Vancouver area. 



Table 1 

Telephone Calling Results 

Tel. Kos. Dialed Ansner\ Not Qualtfied Refusal5 Intt'rv~c\vh 

1 2678 20 15 1182 12 1 hhle  - 3 - 79 

173 remak 

2 131 107 12 13 Male 63 

19 Fernale 

Total 2809 2122 1494 134 Male 302 

192 Female 

1- Random Dialing 2- Weekend Subscriber Li\t 

Telephone numbers dialed is the total of phone numbers that were called. 

Answers reflects the number of residences where a household member (not a machine) 

answered the phone. This is less than the number dialed as businesses, fax machines, 

out-of-service numbers, and households that could not be reached after four attempts 

were not counted. Refusals were counted as those who admitted being eligible to 

participate in the survey as ivell as those xvho said they were not interested in 

participating even if they may not have qualified for inclusion. 

4.6 Measured Independent Variables 

The questionnaire measured a nunlber of demographic, psychographic, attituciinal 

and behavioral questions of respondents. Demographic data came in the form oE 

questions related to age group, occupational type, gender, home ownership, incon~e, 

marital status , number of children, length of residence in the community, and education. 

Behavioral questions dealt with the subject's method and frequency of purchase of The 

Vancorrver Sun as wel: as use of competing daily and local free distribution newspape-s. 



CrJnSumer measured s~ven-point, Lik~,r? or Likefi-tvn~ c r s l ~ r  in 
J Y' "'""" "' 

fine with the recommendations of Cox i 19801. These questions related to content 

satisfaction with the newspaper, as well as the importance attached to television and radio 

as news sources. Respondents were also asked if they had previously subscribed to the 

newspaper on a daily basis, and if so to indicate the importance of various reasons for 

stopping. 

Questions were posed to respondents regarding the magnitude and direction of the 

price differential between subscribing daily and single copy purchase everyday. At the 

end of the first week in January, the S I ~ H  began a promotional campaign stressing the cost 

savings of home delivery. Only a small proportion of the surveys were conducted after 

this promotion began and correlational analysis showed no relationship between these 

later interviews and respondents' estimates of price savings or willingness to subscribe in 

response to a discounted subscription offer. 

4.7 Measured Dependent Variable 

The questionnaire measured respondents' self-rated intention to subscribe daily to 

The V ~ u ~ o t r \ ~ r  Sun, both in the st(r t~r.s  qrlo situation, and in response to hypothetical 

changes in the newspaper's marketin_e mix. As with respondent attitudes, these were 

measured using a seven-point Likert scale. The changes proposed included 

improvements in editorial quality such as better news coverage (local, provincial, 

national. international. sports, and business). as well as improved color and graphics. In 

addition, each subject also rated hidher likelihood to subscribe in response to a 

discounted subscription offer and a return to afternoon publication by the Sun.. 

4.8 Data Analysis 

Resqlts of the sun-sy were analyzed by a variety of statistical techniques using 

SPSS for Windobvs. Regression analysis was used in order to determine the magnitude 



and signif;cance of the ~ f f s r l  of i!l&pel?&nt t -~ iah ie s  coi;s;di.rti:;<>i; <;a the 

likelihood to subscribe daily. Paired t-tests \\.ere employed to examine rhc i!npacr o f  

various changes in the marketins mix on the respondent's likelihood to subscsihe. T-tests 

were chosen as they are considered to be more robust than ANOVA. Finally, clus~cr 

analysis was used to determine the most suitable target market among casual purchiisers: 

their defining characteristics and the marketing mix changes most likely to win the111 ovcr 

as daily subscriber:;. Determination of the value of each independent variable its a 

predictor of the likelihood to subscribe was examined with the use of ~nultiplc 

discriminant analysis. 



5.1 Sample Demographics 

A demographic profile of the sample in comparison to NADbank data of 

Vmzcouver Slctz readership 11 992) and comparable Statistics Canada census data (used by 

NADbank) is shown in Table 2. 

A !nay have been expected, !here were significant differences between the 

sample population and the census population with regards to gender, age and income 

distribution, education, and home ownership. Between the sample population and Suiz 

readership as a whole differences afso existed based upon the same factors except for age 

distribution. Compared to the XADbank readership and census data, females were 

underrepresented in the survey. However. this may well be due to the fact that the rate of 

participation refusal was hizher for women prospects than for men with both male and 

female interviewers. The proportion of survey respondents who were post secondary 

graduates was higher than the Sml readership figures at least in part because those who 

were community college graduates were counted in, which apparently was not the case 

with the NADbank data ithe proportion \vho Lvere con~munity college graduates could not 

be determined in retrospect 1. As \veil. those who were university graduates seemed more 

willing to participate than those ivith lower levels of education, though this could not be 

verified as it  was impossible to determine the education level of those who refused to 

participate. Finally, the proportion of survej. respondents who were homeowners was 

ntuch less than the Srrir readership in general. This may be due to the general tendency of 

homeowners to be more devoted neu-spaper readers than those who rent (Grotta and 

Bibbili, 1983). 



Table 2 
DemngrapKc Prof !e of Study Samp!e s Readership s Census 

Respondent Gender 

Male 

Female 

CHI-SQUARE 

Age Category 

18-24 

25-34 

35-49 

50-64 

65+ 

CHI-SQUARE 

Education 

Grade School1 

Some i-Iizh 

H. S. Gi td 

Some !-..S. 

P.S. Grad+ 

CHI-SQUARE 

Famiiy Status 

Single 

,Married 

Children 

No Children 

CHI-SQUARE 

5 SADbank (5%)  Census ( 



Table 2 (Cont.) 

Tenure 

Own 

Rent 

CHI-SQUARE 



A comparison was then made bet\\,een sm$e copy purchasers and \vt.ckenc'i 

subscriberswith the same demographic fiictors (Table -3). Signitlcant cliffcrences \\we 

shown for all factors except education between rhe two groups. Subscribers \vcrt. fa- 

more likely to be female. older. married. and homeowners. Income distribution tt'nc!t'ti to 

be higher among weekend subscribers as well. These mirror the findings of Gollin 

(1987) in his comparisons of daily subscribers and single copy purchast.rs. 

5.2 Verification of Hypotheses 

The variables of concern in testing (see Appendix 3) the hypothcscs were pliiccd 

into three groups for stepwise regression analyses. This method was c msen as i t  allowed 

for the simultaneous evaluation of all vru-iables under consideration as well as minimizing 

any effects of collinearity. The three groups were demographic, behaviorill, and atlitudc 

variables. Each group was run separately in regression with the likelihood to subscsibc in 

response to a marketing mix situation as the dependent variable. Only variables with a 

significance of .05 or less were considered. This level of significance was considered 

more appropriate than .O1 or less for two reasons. First the research is exploratory in 

nature, and some of the relationships sought may be rather subtle. Second, as the 

hypotheses tested are both directional and non-directional and the regression analysis 

used two-tailed probabilities, the results will, if anything, be on the conservat~ve sidc. 

Table 4 shows a summary of the significant variables under various marketing mix 

scenarios tested by hypothesis H1. The results of testing hypotheses 144, HS,  HX, M9, 

H10, H l l ,  H12, and H13 are shoxvn on Table 5. and those of H2, H3, H6, and H7 on 

Table 6. 

All hypotheses mwe evafuated in of the marketing mix scenarios: LIKESLrZ3 

(current situation), SUBLMPRO (improved editorial quality ), DISCOUNT (discounted 

subscription offer), COLOR (improved color and graphics), CYCLE (return t o  af'tcrnoon 

publication), and TABLOID (conversion to tabloid format). 



Age Category 

18-24 7 6 11.4 5 1 _7.i) 

25-34 ri J - 39 _> 1-4 19.4 

35-19 67 29 3 3 1 -43 i 

50-44 i i 17.(? 1 1  15.5 

65; 2 f i  1 -.- 3 7 1 I 15.5 

CHI-SQCL4RE 9 . 1  d.t.=l 

Education 
Grade School! 

16 
- 

Some High . . i  

H. S. Grad 4 3 7 - - 1  .. 
Some P.S. _- T _ 7 7 -  - - 2 . !> 
P.S. Grad+ 108 43.0 

CHI-SQCARE 





Hla: There are differences in the self-rated likelihood t o  subscrihe anlong casual 

purchasers based on demographic f'zctclrs. Among then1 are: 

Hla l :  3Iale casual bup r s  will  hat-e a higher self-rated liliclihood to stil)scrii)e than 

females. 

Hla2: Older casual buyers will have a greater self-rated likelihood to suhscritte 

than younger ones. 

Hla3: Casual buyers who have higher iriconie levels will have a higher self-ri~tetl 

likelihood to subscribe than lower-income casual buyers. 

Hla4: Casual buyers with higher levels ofeducstion will have a higher self-rated 

likelihood to subscribe than those with lower levels oT education. 

RlaS: Casual b u ~ e r s  who are home-owners will have a higher self-rated likelihood 

to subscribe than those who are renters. 

Hla6: Casual bu_vers who are long-term residents of' the community will h:tve ;I 

higher self-rated likelihood to subscribe than those who are short-term residents. 

Hla7: Casual bu_vers who are married will hate a higher self-rated likelihood tc t  

subscribe than those who are not. 

Hypothesis HlaI  \\-as not htippitstzci. N o  differences in the likelihoocl t o  s u h s ~ r i h ~  

in any scenario could be found. Httti.e\w. in  later disct.iminant anrtiysis, rrta!c\ -ii.fc.rc 

significantly less likely 10 be nlznibers of'ths target group most likely to subscribe. 

HlaZ xvas indirectly not 5upportcif tl rctirces (RETIRE) xvere less likcly t o  

subszribe under the present i~lrtikiifig mix. 

sllnnofl k y ~ s  f ~ u g d  f ~ r  fiIa3 2s inc~n?e ]eve! w.5 ncg sic~nif'ir.:tnt in any 
A' "k'k' t"" '--'-' 

scenario. 

Hypothesis H l a l  kvas not hupported. Under the current marketing mix, 

discounted subscription offeff and tabloid format there was a significant positive 



crirrclatlcm fix t h ~ x  \ tho  had s hi.tii ichw,i edilcation (HIGH 1. Persons ivith 

. 
poitgrad~ait' degrcet i(;K-il)DEGi G L L X  \ i ~ j ? j i i ~ ~ t i ~  lesc; likely to iiibw-ibe in response 

? I ,  a d i v x ~ n t e t i  wbicripticir: ill'fcr. 

f i i a5 wit\ not s u p p ~ ~ ~ t ~ t f .  a, home ov-nership (OWN) tvas nsptively c,,rrelated to 

iubw-ihing in r-c\pon\t. t.ciirt~i-i:tl  in?proi-snxnrs and improved coior and graphics. 

I1 i ah was nor wppitrted in !he cast. o f  a di\counted subscription offer as lensth of 

rciidcnce (KLSVAN j nzgati;.ci>. c:)rrzja!e;! :vith the likelihood to wbscribe. In later 

discriminant analpi\ .  i r  :% .t\ :tho a ncga t i~c  predictor of membership in the cluster most 

likely t o  iubscrihc. 

T!lc !3st sub-hgoothcsic u x  not iripported for the current marketing mix as 

1 ri' \" "1 married pectplc ( MARRZkDi ;,,,if'ican:ly less likely to begin daily deliveq. 

Among demographic \xiables nor uirectionally hypothesized, occupation was 

significant in one case as manual and trades \\.orkers (MANUAL) were positively 

correlated to subscribe in r.:sponis to ediroriiii improvements. In response to improved 

cotor a r~d graphics, a negiir t~,~ rciritivnihip ti.i.13 found for subjects usho refused to disclose 

their income range (REFCSE). 2nd persons for \\.horn English is their native language 

(EhiGLISHt. 'The converse of [hi.; is that renrers and people ~vith first languages other 

than English are more likef>- to subscribe in response to this product improvement. 

H2al: A casual buyer's self-rated liketihood to subscribe will increase with the 

usefulness attached to newspapers as a means of staying informed. 

H2aZ: A casual buyer's self-rated likelihood to subscribe will increase with the 

usefulness attached to newspapers as a waF of passing time. 

H2a3 A casuai byer's  self-rated likelihood to subscribe wili increase with the 

usefulness attzched to newspapers as a source of stimulation and entertainment. 



H3a: The self-rated likelihood to subscribe d a i l ~  among casual huyers increases 

with their estimate of the price sa\.ings of daily subscribing. 

S o  significant re1;ltionships fo~~ncf. 

H4a: The self-rated likelihood to subscribe d a i l ~  decreases among casual buyers 

with the number of competing dailies read. 

This was not suppofied for Proi.iitce readership (PROV) as i t  had a significant 

positive correlation tvith the like1 ihwd to st~bscri be in response to a discounted 

subscription offer. improved color and graphics. a return to afternoon publication, and ii 

switch to tabloid format. It n-as confirmed for readers of other newspapers (O ' IHEKNI ' )  

as they were less likeb to subscribe to a tabloid. 

H5a: The setf-rated likelihood to subscribe daily decreases among casual huyers 

with the number of competing weeklies read. 

No significant relationships found. 

." .h E6a: The self-rated tilielihmd to subscribe bail? among casual pb I c11a~er5 

decreases with the reliance to television as a news source. 

No significant relationships found 



H8a: The self-rated iilieiifiood to subscriftc daily among casual bulers increases 

with the frequency 01' purchase. 

!'urchasc f!rq?icncy r ~ i '  Tiw t r l ~ t c . r ~ ~ r ~ . c r  S ~ U I  (PURCHASE! u.xs poositivelv 

correIateJ with the likclihooti Ic i  wb~cribe daily in the current situation as well as in 

rt.\ponw to rt dixx)unted whxriptioil ofkr  and improved color and graphics.. 

H9a: There is a difference in th? self-rated likelihood to subscribe between those 

who are weekend subscribers and those u ho are exclusively single copy purchasers. 

No 4gnlficant difference \LA found hemeen weekend subscribers and single copy 

purchase-, in their re\pecti\s liket~hood'\ to \ubsxihe daily in any situation. 

HlOa: The self-rated likefihood to subscribe daily among casual purchasers 

increases with their ier-el of satisfaction with the newspaper in its current form. 

A casual buyer's ievs l  of strtishction ! SATISFAC) was positively correlated with 

the I&xlihood ru s u h ~ - r i b e  daily in the curren: marketing mix and all other scenarios with 

the exception of iiiiproi-ed editorid qurd!:y. 

H l  la: The self-reported Iiketihoorf to subscribe daily increases with the number of 

features regularl! read. 

So significant relrttion\hip u-a, Zottnd bst~veen the number of features regularly 

read anti the likelihood to dwx ibc .  daily. Hon-ever, in later discriminant analysis, this 



H12a: There is a difference in the self-rated ;ikeiihood to subscribe iinltlng casuitl 

purchasers based upon ti hether the? hale previously been a dail? subscriber. 

No significant differcncz~ h ~ c d  upon ~ ! t r t h s r  a c a w d  b u > ~ . r  had prc\  owl! hcc11 

a daily subwriber. 

H13al: There is a difference in the likelihood to subscribe among former daily 

subscr~bers for those to whom poor service was an important reason for stopping 

H13a2: There is a difference in the likelihood to subscribe among former daily 

subscribers for those to whom lack of time to read was an important reason for 

stopping. 

Hf3a3: There is a difference in the likelihood to subscribe among former daily 

subscribers for those to whom the availahilit? of the paper at work was an 

important reason for stopping. 

H13a4: There is a difference in the likelihood to subscribe among former daily 

subscribers for those to whom dissatisfaction with editorial content was an 

important reason for stopping. 

H13al was confirmed in the current marketing mix as casual buyer\ w h o  had 

previously subscribed daily and for ~ v h o m  poor delivery service was an irnporianr r c a o n  

for stopping (SERVICE) \yere signiiicmtlp less likely to subscribe dai 1 y . 

HI4al: The self-rated likelihood to subscribe daily will be higher in response to 

editorial improvements than in the existing situation among casual purchasers. 



Hf4a2: ?'he self-rated iikeiihocA ttt suhsrrii~e daily wiii he higher in response to a 

. . . . di5cgiunied sufjscrjptjijn fjf'fer fhaO v,-ith the exi5fing among casuaI 

purchasers. 

H t4a3: The self-rated likelihood to subscrihe daily will be higher in response to a 

change in publication c ~ c l c  than with the existing situation among casual 

purchasers. 

H14a4: The self-rated IiE;::iitlctod to .tul~srribe daily will be higher in response to 

improved color and graphics i k a  tvitf? the existing situation among casual 

purchasers. 

fif4aS: The self-rated tikeiihood to  subscribe daily will he higher in response to a 

change in format than with the existing situation among casual purchasers. 

All thc hypothcrical mrtrkrring mix chirngeh except a switch to tabloid format 

[TABLOID) resulted in small bi!t 3ipitic:int increases in the respondents' self-rated 

likelihood to .subscribe in ptiii.4 tii.i)-tailed t - t sh ts  (tabloid conversion would have been 

significant in a one-tailed tcbt ) t  sse Table 7 I. From a base s t ~ l t ~ s  qim situation 

t LIKESUB ) the biggest inire;ise iit likelihood to subscribe came from improved editorial 

quality tSUB1MPROV I. folloitsd bt. a discounted subscription offer (DISCOUNT), 

return to the afternoon publication cycle (CYCLE). better color and graphics (COLOR), 

and tabloid f t m t l t t .  This indicates thitt marketing mix changes will. in aggregate, increase 

the likelihood to subscribe among casual buyers compared to the current situation. 



-l-a13!e 4 

Significant Demographic. 1-ariahtcs and Likelihood tit Suhscribt. 

H?.pothesis H1 

Dependent Variable: Ctlrri'nr, Sirtlation 

Ind. Var. Std. Beta Sig. I' Adj. K Square Sig. 1; 

... .... HIGH .16 . . .Ot29 ., 

:MARRIED -.I2 :.: -0 106 

...... RETIRED .... -. 17 . . .0724 

,055') :+ :i: :g 

Dependent Variable: Discounted Subscription Offer 

Ind. Var. Std. Beta Sig. T Adj. K Square Sig. F 

GRADDEG . . -. 12 <- . O l l c )  

HIGH .16 & '4 .03 14 

RESVAI -20 ::: * :* .0280 

.07 1 3 





Dependent Variable: Current SItuaticn 

Ind. Var. Std. Beta Sig. T Adj. K Square Sig* F 

PCRCHASE .- 3 7  - .0393 P :.: - I 

SERVICE ... < ... ... -. f 3 .ON2 

.OW5 .+ * '< 

Dependent Variable: Ediroria! I !nj-irtt\ ~'r11cnt' 

No significant variables found. 

Dependent Variable: Discounted Subxripiion Of'fi_.~- 

Ind. Var. Std. Beta Sig. T Adj. R Sycare Sig. F 

PROV -14 :$ .0 1-16 

PURCHASE .15 *: * .O 154 

SERVICE -.I-  7 .Ol  19 ST 

.Wl9 

Dependent Variable: Improved Color and Graphic\ 

Ind. Var. Std. Beta Sig. T Adj. K Square Sig. F 

PROV -15 :$:$ .028 1 

PURCHASE .15 6 " . o o X I  

. O X 5  

* p< -05 ** PI -01 *** p c.ml 



.Adj. U Square Sig. F 

. I  107 

.OOc)O 

' 1  197 * * * 



i'able 6 

Significant Attitude i'uriahies anti Liiieiii~ooci t o  Subxriiw 

H~potheses HZ, 133. W6, H7. 

Dependent Variable: Currmt Siriiatiim 

Ind. t'ar. Std. Beta Sig. 1' Acij. 3 Srptare 

RELYRXD , I -  1 3  .O! 30 ... .:. 

7 7 . . . 
SATISFAC . .. . ,. . , . >... ~ 

.-I- -- .095ff 

1070  

Dependent Variable: Edirorid f n?pimwment~ 

Ind. Var. Std. Beta Sig. T Xdj. K Square 

STIMULAT .13 .O 146 

Dependent Variable: Discounted Subxription Of'fcr 

Ind. Var. Std. Beta Sig. T .Ad<j. K Square 

PASTIME . I6 .:. .., ,,. .,. .0209 

SATISFAC 
.:. .> .:. 2 9  . . .. ,.- ,1035 

.1214 

Dependent Variable: I m p r m d  Color- and Graphic> 

Ind. Var. Std. Beta Sig. T Adj. K Square 

SATISFAC -I :s . 13 .0276 

STLVIULAT 
.:. , . .I3 .O 103 

.037') 

Sig. F 

.+ 3 :<. 

Sig. F 
. . 

Sig. F 

Sig. F 





Tabir 7 

Increases in Likelihood to Sutwxihe 11-it11 hfarketing hfix Chimges 

t ltast=LIKESL%) 

H? pothesis H 1-l 

Variable >lean 

LIKESUB 2.1s 

S UBIMPRO 3.01 

DISCOUNT 2.5 1 

CYCLE 7 "' 
- *  / 3 

COLOR 2.53 

TABLOID 2.10 

5.3 Defining a Target lfarket 

Information revealing Ggnitic-ant rrlationships bettveen the tactors examined anti 

the likelihood to subscribe is of litrfc ttic ~ i i l ~ s i  i t  can be effectively incorporated into 

defining a feasible target market. fn addition. an appropriate combination of markotiitg 

mix changes must be determined that n-ilf entics mcrnhers of that segment to hecomc 

daily subscribers. To do thih. three ir!tsri;i mu.t bc met: first. thc target market must hc 

Iarge enough and attractive enoush to be ti.t.orth pursuing. Second, the probability ol' 

success must be great enough to juirify thc use of resources expended. Third, the 

combination of marketing n i x  af~cmtions must he feasible within the publication's overall 

strategy and not put the existing readership bttw at risk. 

To accomplish this. neFv sariable.; xvc'~e created classifying respondents as either 

likely (four or more on the sesm-point scale) or not likely to subscribe in response t o  

vzsious mxketing mix .;cenrtria. These tverz current situation (LIKESUB I j, imnrovcd 

editorial content 4 SCBI3IPI 1, dihccrtlnted sub~cription offer (DISC 1 ), improved 

colorigraphics (COLOR 1 1,  tablaid forn~at fT.4BLOID I ) and a return to  afternoon 

publishing cycle (CYCLE1 I. Thzn Ward's clustering was used to determine the 

appropriate initid seeds fur k-means elusrering. The final means shown on Tahlc 8. and 



\ince all the variable\ are coded a\ either one (likely to subscribe) or zero (unlikely to 

d w x i b e )  the cluiter centroidi reprewnt the percentage of each ciuster iikeiy to subscribe 

in a given \ituation. 

Table 8 

Clusters and >leans of Likely Subscriber Variables 

Three clusters resulted from this procedure. Cluster 1 (the smallest, 20.6% of 

total sample) was composed of individuals who were by and large unlikely to subscribe 

except in the event of a return to iifternoon publication (85% of cluster members). This 

would not be considered a feasible alternative as the S~ul's conversion to morning 

publication had resulted in considerably increased circulation. In addition, there had been 

a great savings to Pacific Press through the amalgamation of the circulation departments 

of both its publications. A publication cycle conversion would endanger both these gains, 

and the priming of a special afternoon edition ~vould, in all probability, be uneconomic 

for such a small segment. 

Cluster 2 (53.2% of sample) \vas conlprised of people virtually without interest in 

subscribing daily under any circumstances. Despite being the largest group, they hold 

ttlmost n o  promise at d l  for circulation gains. This left the target group of interest to be 

Cluster 3 (27.2%) as this segment had the highest likelihood to subscribe and was the 

second largest in size. Alntosr all people in this cluster were likely to subscribe in 

response to editorial improvements. and a great majority indicated that they could be 

enticed ~vith a discounted subscr:piion offer. Both of these are moves are feasible in that 

thsv would not entail a ridicrtl restructuring of the current marketing mix. Extrapolating 



from the number of casual buyers of the S1111. i t  represents a potential incscasc of 

approximately 32,000 new daiiy subscsibcrs and a p i n  in average ~\eeki\;. circuia!ion itt' 

approximately 19,500. This ~vould rrmslatt. ro ;in incsease of o \ w  W. ft-on1 thc ;n.t.rqc 

weekly circulation of August. 1992. 

Discriminant analysis ivas then applied to determine which variables lvcrc thc 

most powerful predictors of membership in the target group. Stepwise variable sclcctiou 

was employed sinct it offers sirnila- advantages as with its use in regression analysis. 

These eight variabks were ediicaiion (high scho~f ,  grade school and post seci31lif;iiy 

graduates), Provitzce readership, gender, number of Sruz features reg~~larly read, and 

length of residence in the Vancouver area. U-method i~nalysis was used to validatc thc 

power of the discriminant function. The initial matrix is shown in Table 9 and the 

cumulative matrix of 10 hoidout samples is shown is shown in Table 10. 

The overall adjusted hit ratio for the matrix was 45.4%, conlpared to a 

proportional chance ratio of 38.6%. Therefore, the adjusted hit ratio was 17.6% highcr 

than the proportional chance ratio. Since there is the general expectation is that this 

should be at least 25%. higher to be considered good, the overall predictive efficacy o f  thc 

model can only be rated as mediocre. The eigenvalues and Wijk's lambda arc similarly 

unimpressive. However, it is interesting to note that the adjusted hit ratio for clustcr 3 

(the target group) was a remarkable 56.772, far larger than would normally be expected 

for such a small group. In fact. the hit ratio for the largest group (Cluster 2) was thc 

lowest of the three, a highly unusual occurrence. It indicates that the model is very 

effective in predicting membership in the target group of interest, but not for predict ion of 

subjects totally unlikely to subscribe and those who would subscribe only with a changc 

in publication cycle. This means the model has considerable practical value as a 

marketing tool by virtue of its ability to predict those casual buyers who are likely to 

subscribe daily. 



1 

Cluster 1 62 2 7 

43.5% 

Cluster 2 158 46 

29.1 % 

Cluster 3 X 1 I 1  
1-4 hS;: * - . -  

Overall hit ratio: 49.5% 

EGgenvalue 

Function 1 .I757 

2 .056 1 

Wilk's 

Lambda 

.ti05380 

.946885 

Chi-square df Sig. 

Standardized canonical discriminant function coefficients: 

Function f Function 2 

GRADE .15 .I2 

HIGH .65 .16 

MALE -. 19 -. 1-1 

PROV .16 .79 

PURCHASE .48 -.03 

READ S O  -.06 

RESVAN -.52 .33 

PSGRAD .15 .55 

Canonical discriminant functions evalusted at group means: 

Group Function I Function 2 

1 -.39 .3 1 
7 - -20  -20 

3 -66 .07 



TabIe 10 
Cuma!at;ive Ho!dOu! 

Actual n Predicted Group 3fembership 

I - 3 3 

Cluster 1 60 28 2 1 1 1  

46.7% -35.05 1835 

Cluster 2 150 50 5 8 42 

33.3% 38.7% 28% 

Cluster 3 8 1 f 3 - - 46 7 7 

16.0% 27.2% 5 6 . 7 4  

The loadings of the discriminant functions on the group means (Table 10) 

indicates that Function 1 primarily distinguishes members of Cluster 3 from the other 

groups, while Function 2 mainly discriminates between Clusters 1 and 2. Function I 

serves as the more powerful predictor. accounting for the majority of variance explained 

and reduction in Wilk's lambda. 

From this we conclude that high school education, frequency of purchase, number 

of features regularly read, and length of residence in Vancouver are the most powerful 

predictors of membership in our target group. Further analysis showed no signifcant 

diference between single copy . buyers . and weekend subscribers to be members of this 

group. 

It then follows that if The Ifmcori\*er Srul were to target this group in an attcmpt 

to gain circulation it should focus on primarily high school educated casual readers who 

purchase on a fairly frequent basis, are not long-time residents of the community. Thi\ 

would be done though improved editorial content (though not a major move upscale) and 

discount subscription pricing. In doing so, management might be well advised to take 

heed of the suggestions of McGrath ( 1993) and devzlop features and a style of coverage 

that women readers find more relevant to their needs as they are over-represented in thc 

target group. 



Among the members ttf C!uiter 3 \vho are dissatisfied with the current content of 

the newspaper, the editorial improvements most iikely to entice them into subscribin, u are 

with national and world ntt\vb. Thc probable explanation for this is that these readers 

have a ready standard of cvmpariso!1 ivith other newspapers such as The Globe rind Mail 

or their hometown publication. It does not mean however, that improvements in local 

coverage should be ignored, as this is a key selling point for the Srrn to serve as a vehicle 

t o  integrate newcomers into the community. 

In addition, efforts could be undertaken to broaden the number of features that 

appeal to all readers to give them something to look forward to each publication day. The 

extent to which the price of a daily subscription could be discounted may be problematic 

as there is already a substantiai satring over everyday single copy purchase. Furthermore, 

the experience of newspapers who frequently offer discounted subscriptions is that their 

life expectancy is ofien onIy as long as the discount period (Gamst, 1984). 



Chapter 6 

Dfsc.;ssfr;i; and Concltisioiis 

6.1 Summary of Findings 

The first set of hypotheses. relating de~nographic factors to the likelihood to 

subscribe was not supported. Expected differences based on age, income, educ:itinn. 

home ownership were not found. Length of residence in the community was refutcd as 

this was found to be negatively correlated Lvith the likelihood to subscribe daily. Also, as 

retired persons appeared less likely to subscribe. so by extension might the eldcrly, t!re 

opposite of what was predicted. While high school graduates as a group were positively 

correlated with the likelihood to subscribe, this did not confirm the expectation that 

people with advanced levels of education would be more likely to subscribe. 

Partial support was also given for the second set of hypotheses concerning 

benefits sought and the likelihood to subscribe as those who looked t o  be stimulated and 

entertained by newspapers were more !ikely to subscribe daily than those seeking other 

benefits in response to improved editorial quality, better color, and tabloid format. 

No support was found for the third hypothesis. Significant relationships did not 

exist based on consumer estimations of price savings. 

The fourth hypothesis was not supported as Province readership was positively 

correlated with the likelihood to subscribe in  all scenarios except the . w m s  quo and in  

response to improved editorial quality. However, readership of other newspapers was 

negatively correlated with subscribing daily to a tabloid Sun. 

Hypotheses five and six were not supported as no relationships were found bascd 

on the number of weekly newspapers read nor on the reliance attached to television as a 

news source. 

Our seventh hypothesis* was not supported as a respondent's likelihood to 

subscribe was positively correlated with their reliance on radio as a news source. 



The eighth hypothesis was supported, as frequency of purchase showed a positive 

correlatio? with the likelihood to stbscribe in . T ~ U ~ L I S  ~ L I O ,  and in response to a 

subscription discount and better color and graphics. 

Hypothesis number nine was not supported as there was no significant differences 

in the likelihood to subscribe daily among those who were exclusively single copy 

purchasers and weekend subscribers. 

The tenth hypothesis was supported. A consumer's level of satisfaction was 

significantly correlated with the likelihood to subscribe in all situations except editorial 

improvements. 

Our eleventh hypothesis was not supported in the initial regression analysis. 

However, in the later discriininant analysis, the number of features read proved to be a 

significant predictor variablefor membership in the target group most likely to subscribe. 

Hypothesis 12 was not supported as there was no significant differences in the 

likelihood to subscribe between those who had previously subscribed daily and those who 

not. 

Hypothesis 13 was partially supported as those who had cited poor delivery 

service as an important reason for stopping were less likely to subscribe again than those 

who cited other reasons in the current situation. 

Hypothesis 14 was supported. Improvements in editorial quality, a subscription 

discount, return to PM publication, better color and graphics, and conversion to a tabloid 

format respectively produced the greutes increases in the aggregate likelihood to 

subscribe. While these increases in t i l t  likelihood to subscribe could be regarded as 

marginal in magnitude. all with the exception of tabloid conversion were significant 

(tab!oid conversion would have been significant in a one-tailed test). 



6.2 Impiications 

The results of this study fail to shorn. stron,u relationships in  regression ~tnaly.\is. 

While numerous variables \yere sho\vn to have a significant effect under differing 

scenarios, none of the relationships accounted for more than a small proportion of thc 

recorded variance in likelihood to subscribe. Yet despite this, a suitable target market 

could be identified with variables that demonstrated a high degree of predictive accuracy 

in discriminant analysis, though this did not extend to membership in groups iinlikcly to 

subscribe. 

These strongly suggest the existence of casual buyers who are atypically unlikely 

to subscribe, much as Poindexter ( 1978) found atypical non-readers of newspapers. 

While these individuals possessed the characteristics one would normally expect o f  

newspaper readers, they were in fact non-readers of newspapers in general. By the same 

token, there appears to be a significant subset of casual buyers who are unlikely to 

subscribe, despite having characteristics in common with those who are likely to 

subscribe. If Tables 9 8: 10 are examined. one can see that n~isclassifications o f  Cluster 2 

meznbers (who are very unlikely to subscribe in any circumstance) happcn almost as 

frequently to Cluster 3 (our target group) us to Cluster 1 (the other group unlikely l o  

subscribe). 

It seems probable that casual buyers may be atypically adverse to subscribing duc 

to either personal circumstances or attitudes. An example of the former could be the 

person who enjoys reading the newspaper every publishing day, but who will not 

subscribe as it is available at work during the week. These people will remain casual 

buyers as long as a copy is available to them on a regular basis at their work place. The 

same would apply to people who live in apartment complexes with no assured access for 

delivery to the suite door. 

Among those who are unlikely to subscribe for psychological reasons are peopic 

who feel their information needs are adequately catered to by other sources. While they 



enjoy the newspaper from time to time, they lack the motivation to become daily 

subscribers. Still others may perceive themselves as not needing the information 

provided by the daily newspaper or its substitutes in the first place. 

Whatever the reasons, the existence of such a group would explain the 

asyrnrnetrical predictive abiiities of the model in discriminant analysis, as well the weak 

linear relationships found in the regressions. To minimize the consequences of this, it 

appears better to think of casual buyers in  dichotomous terms, i.e. those who are likely to 

subscribe and those who are not i n  r;ny given marketing mix scenario. When this is done, 

the model works well at identifying those who are likely to subscribe and what changes in 

the marketing mix would be most likely to entice them to start daily home delivery. 

it seems clear that in  the current siti~ation, only a minority (less than 40%) of 

casual buyers could be enticed in subs-ribing on a daily basis by any combination 

feasible marketing mix changes using traditional technology. Demographic factors that 

normally characterize the loyal newspaper reader seem to run counter to the likelihood to 

subscribe among casual purchasers. In this particular market, it may well be a sign of 

disappoint~nent with the S m ,  that people whom one might expect to be prime marketing 

targets xe in fact not so. This might reflect a nostalgia for the Suiz of long ago, or the 

widespread availibility of alternatives such as The Globe a d  Mail, and the local 

weeklies. 

Given this, i t  is not surprising that despite the considerable demographic 

differences between them, neither single copy buyers nor weekend subscribers appear any 

more likely than the other in starting daily home delivery. That implies a need for 

intensive A10 research among atypical casual buyers and non-readers to delve into their 

attitudes !awards information gathering if newspapers wish to broaden their potential 

beyond the minority of casual buyers who are likely to subscribe. It may well be that 

newspapers must redefine the~nselves as information distributors arid marketing agencies 



using a variety of technologies and strategiw. In fact. some newspripcrs already ofkr  

computer users on-line neLvs services 2nd databases. 

In more generalized terms. the value of customer product satisfaction comes 

across as the most robust element in any strategy to increase circulation and rrncicrship. 

That it would significantly relate to the likelihood to subscribe in five of the six 

marketing mix scenarios tested is strong evidence that it should be the top priority of 

industry planners. Customer satisfaction with delivery service is also of crucial 

importance, as this represents the biggcst barrier (among reasons of former daily 

subscribers for stopping) to subscribing again. 

The use of other newspapers (national, local daily, or weekly) does not appear to 

negatively impact upon the likelihood of the casual buyer to subscribe. In fact as the 

regression and discriminant analyses indicate, PI-wince readership is one of the 

characteristics of the preferred target market. It appears that those most likely t o  

subscribe in this group have a general interest in reading newspapers, however they arc 

not completely satisfied with The Vuizco~i~~er- S m  in its current form. As a result, they 

compensate for this in a form of brand switching, primarily with the competing local 

daily newspaper. The reiationship between those reading newspapers to be stimulatccl 

and entertained as a significant factor among those likely to subscribe in response to 

editorial improvements indicates that above all, this segment of the market appears to be 

looking for a newspaper that is itzreresring to read. 

The negative correlation that was shown with length of residence in the 

community is indicative that casual buyers who have resided for a long time in the area 

have essentially become set in their ways in regards to their newspaper reading habits. 

Rather, it is better for industry managers to focus on new arrivals to the community, 'This 

would be especially salient in areas experiencing rapid population growth, such as thc 

Lower Mainland. Consumers such as these could be targeted by promotional campaigns 

stressing frequent newspaper readership as an important component of community 



involvement. I t  would a l w  imply the need fbr local news coverage that is appropriately 

emphasized and is perceived a> such. 

in terms of'the cornpeiiti~ce context that exists between daily newspapers and the 

clectronic media, n o  negative relationship is apparent. In f x t ,  reliance on radio was 

positively correlated with the likelihood to subscribe (current situation), therefore 

newspaper publishers should look to using radio as a promotional medium if they are not 

doing so already. In addition. differing marketing mix alterations will likely appeal to 

differing segments. For instance, those who are not native English-speakers are 

significantly mor: likely to subscribe in response to improved color and graphics. Most 

probably they view such a move as an aid to their understanding of the newspaper's 

content. Discounting appears to be potentially effective in luring away readers from a 

competing local newspaper, but not a national one. 

As stated earlier, decisions on ~\rhich target market to aim for with what strategies 

must carefully balance the size of the potential increase in circulation, the attractiveness 

of the new subscribers to advertisers, and the risks posed to the existing readership base 

by any changes in the marketing mix. Finally, publishers must consider whether these 

new converts posses real potential to become long-term loyal subscribers or not. 

Committing substmtial resources for short-lived gains and increased churn would 

probably not be worthwhile. 

The overall impact of adapting a strategy based on these recommendations on the 

profits of Pacific Press is difficult to predict for two reasons. First, the company is a 

wholly-owned subsidiary of Southam Inc. and does not publicize its financial 

performance. Total revenues and income are therefore unknown. Second, any 

improvement in the I'urtunets of the Srm in readership and advertising would likelji come 

at least partially at the expense of The Pro~irlce. its sister publication. The effects of this 

would be impossible to predict ivith any degree of certainty. 



The relative inability of this inuiicl to prcciict thosc w h o  are unlikely to subscribe 

indicates a relationship berueen 2 casr~al bu\.rr's atritudes and tile \villingncss ro bci.onlc 

daily subscriber that is difficrilt to define. This may be due in large part to thc trizzinc~s 

of the newspaper market as described by Lacy ( i 993) and cvoiving consumer attiturics 

toaards the need for. means of access to, and [he uses of information in an esa of rapid 

social and technological change. As mentioned earlier, the existence of a large body of' 

potential readers with the demogrqhic charactcristics one would normally expcct of thc 

loyal subscriber has been a source of continuing frustration for marketing nianaOgcrs 

within the industry. 

One advantage of the model is that i t  is a fdirly inexpensive yet efficient tilethod 

of determining where and how to use resources available for marketing a newspapcr to 

the best use. Most of the information necessary for it  can be obtained quite easily 

through routine primary and secondary sou:-ccs. In  its primary development it ofl'crs 

marketing managers of small publications ivith tight budget constraints a potentially 

valuable tool to plan future strategy. 

In broader macromarketing terms. this s t ~ ~ d y  gives some indication of the 

problems faced by firms operating in mature or declining industries. ?'echnc?logical 

constrainis may be the ultimately limiting f~c to r  in their ability to main a stable relative 

position in a changing economy if their markets are well-defined. Cases in which a 

precise market structure is lacking would likely benefit from rigorous probing of' 

consumer attitudes towards product. brand, and competition, both direct and indirect. 

6.3 Limitations 

The survey suffered from ti high i-aie df refusals which tii some extent may have 

altered the demographic make~tp of the san:ple. In addition, the Vancouver newspaper 

market is unusual in that one company (Pacific Press) publishes both daily newspapers. 

Compztition between the two is therefore heavily managed, especially in terms o f  pricing 



6.4 Suggestions for Future Kcrearch 

,A\ \tatcd carItsr. rite I\CA : ~ f , r t i i > ~ ~ i l ~ ~ \  !Rat eu\ t  hetixeen cmnponents of the 

model prrspc)\cd 3 r d  rite t ~ k t _ . ! ~ t r i ) ~ d  ri) w h c r r k  wi.w*t L L A con~plrx relar~nn\hip k tueen  

conwmer ;tttltttJe\. mri're\t\. mLf i'?lilE(lil\ 12 ri.l~r:ondl~p to brcommg a lo? a1 nru \paper 

rt 'drx The wclrk ot P v ~ n d s \ ~ ; ~ r  i i'j-cir 4mit \ rhs iwrrencr of luge body of desirable 

nim-rcttditr\ LL ht) h.l\ c thr. ,r~~rih~r;.s. rl:c t x :  ~ r l ~ i : : ; 3 ~ f \  rt\qxw~ed u iih heal) nsu >paper 

re&iit.r&tp. Thr.rc.k~rr.. i n t f n ~ r ~  :'IZSE+~N m t t  be %\ell ad\ i d  io seek ro refine their 

product\ based on rntt'nwk i' AIO rewxrci; inrbi cunwmer percsptlons of newspapers, their 

Grt'ngth\ and t\c,tknc.\s.crs. 4twr;e' of t~i~m:~i::m. and conwmer attirudes in general 

about the nced to keep tnkmreci. mc! bt .it ha6 m a n \ .  Such information could help 



5.5 Conclusions 

This study soushr to {ind >ignificzn: rc'i~tionhips bet1veen ~tirious factors rt.1;itc.J 

to consumer attitude. behs\.ior. anii dcrnopphich as they rclate to the likclihnod of 

casual nenyaper but-eri 10 hxomc i i ; t i i .  ~ u b ~ x i b e r s .  To this end such significant 

relationship..; ivere elc:ihiihcd. ;ilrflitush in scsi-sAon analysis the)- were rathcr ~veak in  

their explanator?. pon-er v i  vrrrimic. Hov..t.:.cr. through the use of clustering. a 

potentially \vorth*it.hile target mzrket :\-a\ iJcntificd and variables ivith in;prt.ssive 

predictive power isolated through n~uitiplc di>criniinant analysis. Properly exploiting this 

market holds the potential t'its ~ a i r t h  in  circularion that ivould have a disproportinatcly 

positve impact on profirs. six-en the high f'iscJ casts of producing a newspaper. This 

xvould be especially safient h r  a publication cspsriencing financial difticulties, as the SM 

has in recent years. 

The managerial in~pfictitiom !'i-o~n [hi\ arc clear. Careful targeting o f  casual 

buyers can potentially yield subsrlintirtl gain3 in circulation for a modest investment, and 

with relatively little risk to the esiiting rsadsrhhip base. As such. i t  deserves to be 

weighed seriously against other disrn~ti \ .ss  in dstermining the future direction o f  the 

newspaper in its attempts ro build circ~11zti~in. 

Therefox. one may concluds that thc bczinnings of an effective marketing tool 

for the neLvspapsr indust? trltk-t. k e n  dsvelopsci in  the course of this work, and that 

ftnfihsr intensive research into r s k u n t  consumer A10 factors may well help to develop i t  

further and enhance its u.isfulnsh5 for other publications as \veil. 
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Appendix 1 

QUESTIONNAIRE QUESTIONS AND RELATED FIYPOTHECFS 

Hla: There are differences in the self-rated likelihood to subscribe among casual 

purchasers based on demographic factors. Among them are: 

Hlal :  Male casual buyers will have a higher self-rated likelihood to subscribe than 

females. 

Hla2: Older casual buyers will have a greater self-rated likelihood to subscribe 

than younger ones. 

Hla3: Casual buyers who have higher income levels will have a higher self-rated 

likelihood to subscribe than lower-income casual buyers. 

Hla4: Casual buyers with higher levels of education will have a higher self-rated 

likelihood to subscribe than those with lower levels of education. 

Hla5: Casual buyers who are home-owners will have a higher self-rated likelihood 

to subscribe than those who are renters. 

Hla6: Casual buyers who are long-term residents of the community will have a 

higher self-rated likelihood to subscribe than those who are short-term residents. 

Hla7: Casual buyers who are married will have a higher self-rated likelihood to 

subscribe than those who are not. 

H2al: A casual buyer's self-rated likelihood to subscribe will increase with the 

usefulness attached to newspapers as a means of staying informed. 

H2a2: A casual buyer's self-rated likelihood to subscribe will increase with the 

usefdness attached ta irewspapers as a way of paaing time. 

H2a3: A casual buyer's self-rated likelihood to subscribe will increase with the 

usefulness attached to newspapers as a source of stimulation and entertainment. 

Q. 7, 8,9,  1 1 .  



H3a: The self-rated likelihhood to subscribe daily among casual buyers increases 

with their estimate of the price savings of daily subscribing. 

H4a: The self-rated likelihodd to subscribe daily decreases among casual buyers 

with the number of competing dailies read. 

HSa: The self-rated likeiihocld to subscribe daily decreases among casual buyers 

with the number of competing weeklies read. 

Q. 3 , 7 , 9  1 1 .  

H6a: The self-rated likelihood to subscribe daily among casual purchasers 

decreases with the reliance to television as a news source. 

H7a: The self-rated likelihood to suhscribe daily among casual purchasers 

decreases with the reliance to radio as a news source. 

Q. 7.9, 1 1 ,  14. 

K8a: The self-rated likelihood to suhscribe daily among casual buyers increases 

with the frequency of purchase. 

H9a: There is a difference in the self-rated likelihood to subscribe between those 

who are  weekend subscribers and those who are exclusively single copy purchasers. 



HlOa: The self-rated likelihood to subscribe daily among casual puchasers 

increases with their level of satisfaction with the newspaper in tis current form. 

Hlla: The self-reported likelihood to subscribe daily increases with the number of 

features regularly read. 

H12a: There is a difference in the self-rated likelihood to subscribe among casual 

purchasers based upon whether they have previously been a daily subscriber. 

H13al: There is a difference in the likelihood to subscribe among former daily 

subscribers for those to whom poor service was an important reason for stopping 

H13a2: There is a difference in the likelihood to subscribe among former daily 

subscribers for those to whom lack of time to read was an important reason for 

stopping. 

Hl3a3: There is a difference in the likelihood to subscribe among former daily 

subscribers for those to whom the availability of the paper at work was an 

important season for stopping. 

H13a4: There is a difference in the likelihood to subscribe among former daily 

subscribers for those to whom dissatisfaction with editorial content was an 

important reason for stopping, 

Q-6,7,9, 11. 



HI3al: The seIf-rated likefihor to subscribe daily will be higher in response to 

editorial improvement?, than in the existing situation among casuaf purchasers. 

WI4a2: The self-rated fikefihwd to subscribe daily will be higher in response to a 

discounted suhscriptiopn ofXer than nith the esisting situation among casual 

purchasers. 

Ht4a3: The self-rated litiefihrmd to suhi-crihe daily will be higher in response to a 

change in puhiication c!& than with the existing, situation among casuaf 

purr-ha-w-s. 

H l l :  .; ?'he self-rated Iiktfihtmd t o  subscribe daily will be higher in response to 

i-npruvwf color and graphics than \iith the existing situation among casual 

purchasers. 

HI 434: The self-rated likelihmd ti) subscribe daily will be higher in response to a 

change in format than with the existing situation among casual purchasers. 



Fri. Subscriber Sat. Sub\cribc.s Son-subsxiber 

I I On lvhich one of the fo'oIlon i n s  msdu xi. ! oii mo\t re!~ant on for ncu \ and 

information. and u h c h  one are >OLI led\[ rcltmr? (Check appropriate \pace) 

T \- S ~ i i  . spd~t-~s  Radio 

-Most 

Learr 

2 )  How many editions of rhs folfo\sing daily newspapers did you buy. read, or look into 

during the past iveek'? 

The I.'crizcuu\.er Sfin 0 1 2 3 4 5 6  

The Pruriizce 0 1 2 3 4 5 6  

The Globe nnd iMcrii 0 1 2 3 4 5 6  

The Finaizcicri Post 0 1 2 3 4 5 6  

Other (piease specify] 0 1 2 3 4 5 6  

3)  During the past \veek. how many cdiriunb of free distribution weeklies such as 7 ' 1 ~  

Georgia Srrrrir. The Red E.mrt. IILrkk . or any of the various local community 

nekvspapers. have you read or looked into'.' iGi~.e exact number or best guess) 

41 On ivhich days of the pa\[ ~ e e k  iincluding today] hatre you purchased a copy of  the 

Vancouver Sroz . (eithsri at the box for through home delivery)? 

Mon. - Tues. - U-ed - Thur\. - Fri. - Sat.- Total No. 

61 How important ttere rhe tililo~\ing fxtorl to you in deciding to itop? Please rate each 
e 

eii a ! to ; scale. ;:.;if; ! k i n g  of n o  Impoflance and 7 being w extremely important. 

Of So Importance Extremely importan: 

Delivery problems 1 2 3 3 5 6 7  

Lack of time to read 1 2 3 4 5 6 7  

Paper Xvarlable at work 1 2 3 3 5 6 7  



Editorial contentlpolicy 1 2 3 4 5 6 7  
(-&l"lzr @lease spc'ifj; 

7) What is the likelihood that you will begin subscribing to The Sun on a daily basis 

over the next year'? Please rate this on a 1-7 scale with 1 being extremely unlikely, and 7 

extremely likely. 

Extremely Unlikely Extremely Likely 

1 2 3 3 5 6 7  

8) How useful do you rate newspapers in general for fulfilling each of the following 

needs'? Please rate each on a I to 7 scale with 1 being not useful at all, and 7 being 

extremely useful. 

Not Useful At All Extremely Useful 

As a way of staying informed 

about current events 1 2 3 4 5 6 7  

As a way to pass time 1 2 3 4 5 6 7  

As a way to be stimulated 

and entertained 1 3 3 4 5 6 7  

9) How likely is i t  that yuu would begin subscribing daily to The Sun if there were 

significant improvements in the content features (editorials, columns, news features, etc.) 

you considered to be most important? Please rate the likelihood on a 1-7 scale with 1 

being extremely unlikely, and 7 extremely likely. 

Extremely Unlikely Extremely Likely 

1 2 3 4 5 6 7  

10) tiow do you rate The Vmcwm-PI-  Srm in terms of quality of the fojlowing features. 

Please rate the quality of each on a 1 to 7 scale with 1 being very poor qualiqty, and 7 

s:ii~ileiii qualiijv.. If you do not read a feature, please say so. (Interviewer marks "DR" 

beside such features). Afier the respondent has given the ratings, go back to each one 

with a rating of 4 or less and ask: What is the likelihood that you would begin to 

subscribe to The Vmc-ou\.rr Srm on a daily basis if changes were made to significantly 

improve the overall relex-ance. emphasis or quality of the following features? Please rate 



the likelihood on a 1 to 7 scale \vith I beins almost extremely unlikely and 7 estremcly 

likely. 

Likelihood 

Very Poor Q~~rtlity Esoellenr Quality To Subscribe 

Local News 1 2 3 4 5 6 7  

Provincial News 1 2 3 1 5 6 7  

National News 1 2 3 4 5 6 7  

World News 1 2 3 4 5 6 7  

Sports 1 2 3 4 5 6 7  

Business 1 2 3 4 5 6 7  

Entertainment 1 2 3 4 5 6 7  

Letters To The Editor 1 2 3 4 5 6 7  

LifestyleIAdvice 1 2 3 4 5 6 7  

Editorials 1 2 3 4 5 6 7  

Classified Advertising 1 2 3 4 5 6 7  

Comics 1 2 3 4 5 6 7  

11) What is the likelihood that you ivill begin subscribing daily if the following changes 

are made? Please rate the likelihood in response to each change on a 1 to 7 scale with I 

being extremely unlikely and 7 extremely likely. 

Extremely Unlikely Extremely Likely 

20 % discount subscription 1 2 3 4 5 6 7  

Switch to tabloid format 1 2 3 4 5 6 7  

Return to afternoon publication 1 2 3 3 5 6 7 

Better color and graphics 1 2 3 4 5 6 7  

12) What is your overall evaluation of the content quality of The Sun. Please rate this on 

a 1 to 7 scale with 1 being very poor quality and 7 being excellent. 

Very Poor Excellent 

1 2 3 4 5 6 7  

13 j Which do you believe costs you less rnmcy? 

Buying from the box everyday Subscribing daily Not sure 

(if not sure, skip to question 15) 



14) What do c\timate to be the monthly savings for extra cost) in dollars of subscribing 
daily ti, hiiYiriE evcry(j*j. the "ux? (]iiie,-Gieii;er waiisJJor 

volunteered rusporzse. /f~re.spot~deizt ~ i ~ z ~ h l e  to estiinute, the following runges are read 

( d ! ~  

52 or less 

$205 

$5- 1 ci 

S i O o I 5  

S 15-20 -- 

Don't Know 

15) How reliant are you ori the following media for news in general? Please rate your 

reliance on a 1 t o  7  scale \vith 1 being not reliant at all, and 7 being totally reliant. 

TV 

Newspapers 

Radio 

Not Reliant At All Totally Reliant 

1 2 3 4 5 6 7  

1 2 3 4 5 6 7  

1 3 3 4 5 6 7  



16) What is your occupation? (response categorized by interviewer, if unemployed state 

type of job generclly held before) 

Manager, Professional. Entrepreneur 

Clerical 

Manual, Trades Worker 

Student 

Homemaker 

Retired 

17) To which of the following age groups do you belong? 

65 and over 

18) What is your educational background? 

Some high school or grade school 

High school graduate 

Some post-secondary 

Post secondary graduate 

Graduate degree 

19) Gender: Male Fernale 

20) Do you own or rent your living quarters'! 

Own Rent 

2i j What type of dtveiling do you reside in? 

DetachedDuplex 

Townhouse 

Apartment 



22) How many years in  total have you lived in the greater Vancouver area? 

23)  How many years have you lived in your current residence? 

24) What is your marital status? 

Single 

Marricd/Conmon Law 

Di vorceliiWidowed 

25) How many children under 25 do you have living at home with you at present? 

26) What was the language first learned by you as a child? 

English 

Chinese 

(Cantonese, Mandarin etc. ) 

East Indian 

(Hindi, Punjabi, Urd11 ctc.) 

Other (please specify) 

27) What is the total number of adults in vow household over 18 working full-time ( at 

least 30 hours a week)'? 

28) Into which of the following san_ces does your annual household income (that of 

yourself and immediate family members in  total before tax) fall? 

Undcr $30.000 

30,000-49,999 

SU,oOo-74,999 

7 5 ,fKK) + 
Refused 



INTERVIEW INTRODUCTION 

Hello, my name is and I an1 doing interviews as part of the research for a 

Master's thesis at Simon Fraser University. We are seeking to speak to adults 18 or over 

who have made a single copy purchase of Tlw V m c w r l w  Slm at least once during rtlc 

past week, either at a vendins bos or newsstand and who does not subscribe to that 

newspaper. Is there anyone in your household to whom this would apply'? (If more than 

one person in the household meets these criteria, the individual with the next upcoming 

birthday is asked to participate). This questionnaire should take approximately 1 0  

minutes and the answers which you give are for academic research purposes only and will 

remain conlpletely confidential. Your participation is completely voluntary and you may 

refuse to answer any question or withdraw at any time. May we have your cooperation? 

(Prospect thanked regardless of reply). (If prospect agrees to interview) The 

questionnaires will be destroyed upon completion of this research, and there will be no 

recording of identifying personal infamation in order to maintain anonnymity. It '  you 

wish to receive a a copy of the results of this study you may write the Faculty of Business 

Administration, Simon Fraser University, Burnaby B.C. V5A 1 S6 to the attention of' Bill 

Pope. If you have any concerns, you may contact Prof. Bert Schoner at Simon Fraser 

University. His telephone number is 29 1 -3564. 

Introduction for the subscriber interviews i b  the same except that the subscriber is asked 

for by name and it is explained that this is a survey of Friday only and Saturday only 

subscribers. 



Appendix 2 

METHODOLOGICALL AND STATISTICAL CONSIDERATIONS 

The survey was conducted tvith seven interviewers (five male, two femalej. 

Correlation analysis showed no appseciable interviewer effects on any of the questions 

related to the respondent's likelihood to subscribe. 

During the latter stages of the interviewing period, The Varzcouver Sun launched 

a promotional campaign emphasizing the price savings of home delivery. Only about 

10% o f  the interviews were conducted after this had begun, and again correlation anaiysis 

Sailed to show any significant effects of this on respondents answers relating to their 

likelihood to su bscri be in response to a dl .;counted subscription offer or in their 

estirnation of the price savings of daily subscription. 

Regression analysis revealed no scsious problems with either collinearity of the 

valiables or with the distribution o f  residuals. In the discriminant analysis, the default F- 

values for stepwise entry \\.ere r e lxwi  to allow more variables in. The resulting variables 

were then analyzed using the standard entry method. An adjusted discriminant matrix 

was derived using the U-method as this is generally considered to be more conservative 

lhan the jackknife method. 



Variable Name 

Numeric 

PROV 

OTHERNP 

WEEKLY 

PURCHASE 

LIKELSUB 

INFORM 

PASTIME 

STIMULAT 

SUBIMPRO 

READ 

DISCOUNT 

TABLOID 

COLOR 

CYCLE 

SATISFAC 

SAVING 

RELYTV 

RELYNEWS 

RELYRAD 

RESVAN 

RESRES 

Appendix 3 

VARIABLE DEFINITIONS AND CODING 

Definition 

no. of timesPlw\.iilcc. I-cad in preceding week 

, I  I ,  I ,  other news. " " " ! 

11  11 

" weekly news." " " 

no. of times Slri~ purchased in  preceding weck 

likelihood to subscribe (current situation) 

usefulness of newspapers as info source 

to pass time 

, !, I to stimulate 

likelihood to subscribe with editorial improv. 

no. of features rcgu1:irly read 

likelihood tu subscribe with discount offer 

" tabloid format 

! I! 

" better color 

,, 1 ,  " PM publication 

Sfti1 content quality evaluation 

estimated monthly savings of home del. ($) 

reliance on T V  as a news source 

" newspapers " " " 

, z 

" radio I I  1, 9 ,  

years of residence in Vancouver area 

,I $ 8  

" current dwelling 

Coding 

dircct 

direct 

dircci 

dirccr 

I, S 

1,s 

LS 

LS 

LS 

direct 

LS 

1,s 

LS 

LS 

I ,S 

;@ 

1,s 

1,s 

1,s 

direct 

direct 

LS= 7 pt Likert scale 

*= difference from actual savings based on midpoints of categories listed. 



Nominal Vurihles 

SUB 

PRESUB 

MOPE 

CLERK 

MANUAL 

STUDENT 

HOMAKER 

RETIRED 

AGE 1 824 

AGE 2534 

AGE3549 

AGE5064 

AGE65 

GRADE 

HIGH 

SOMPS 

PSGRAD 

GRADDEG 

MALE 

OWN 

DETACH 

TOWN 

APART 

SINGLE 

MARRIED 

DIVORCE 

Definition 

1 - weekend subscriber, 0- single copy only 

1 - previously subscribed daily, 0- not 

mangerial, profeesional worker 

clcrical worker 

manual worker 

student 

homemaker 

retired 

18-23 years old 

25-34 " , 

35-49 " 

50-64 " 

65+ " 

some high school or grade school 

high school graduate 

some post secondary 

post secondary graduate 

graduate degree 

gendcr 1 - male 0-female 

household tenure 1-  own 0- rent 

single farnily dwelling 

townhouse 

aparlnlent 

single ~narital status 

~narried or common law 

divorced or lvidowed 



KIDS 

ENGLISH 

INC30 

INC3049 

INC5074 

INC75 

REFUSE 

DATE 

INTER 

children li\,ing at home 1- yes. 0- no 

native langaupe English- 1. not-0 

annual household income under $30 K 

t , $30-49K 

, , $50-74K 

8 $75 K+ 

rcf~iseci to give income range 

1 - after price promo, 0- before 

intervie\ver id 



Derived Vuriahles Ikfkition 

LIKESUB I 1 - LlKESL'B<3.0 if not 

DISCOUfiT 1 1 - DISCOLNT<3. O if not 

SUBlMPl 1 - SUBIAMPROV<3, 0 if not 

COLOR I 1 - COLOR<3,0 if  not 

CYCLE1 1 -  CYCLE<3,0 if  not 

TABLOID] I - TABLOID<3,0 if not 

QCL I k-means clustering grouping 

SERVICE 1 - poor serv. rated 4 us higher on 7 pt. scale as important reason for stopping 

previous daily si~bscription 

TIME I- lack of time to read rated 4 or higher .... 

WORK 1 - paper available at ~vork rated 4 or higher ... 

EDIT I -  dissatisfaction with editorial content rated 4 or higher ... 

LTS 1 1 likely to subscribe i n  response to improved local news rated 5 or more 

LTS2 1 " 
I t  I t  s t  11 provincial news " " " 

1 " 
I, I ,  ,, 9 3  I ,  I, ,I 

LTS3 national news 

LTS4 1 " 
, I  t l  1 1  11 world news 1, If I 1  

LTSS I " 
,t *' I t  1 ,  sports I *  1 ,  t t  

LTS6 1 " 
,, S t  ,, ,, business I t  ,, I, 

LTS7 1 " 
11 11 :I 11 entertainment " " " 

LTS8 1 " 
i t  )I 1 .  . 9  let. to editor 11 , I  1 ,  

1 " 
I t  , I  I t  ? *  

-. 
LTS9 

, I  I, 8 ,  hfessty leiadvice 

LTSIO I " 
,* 1,  1' $ 1  editorials 1, $ 9  $1  

,c - 8  * I  I ,  I, I ,  11 LTS!! 1 "  clas. adv. 

LTS12 1 " 
I t  ,* 3 .  8 .  T. ,. I, '9 ,1 comics 



GENDER: 

,Male 

Female 

AGE: 

18-24 

25-34 

35-49 

50-64 

65+ 

EDUCATION 

Grade School 

High School-Grad 

Some P.S. 

P.S. Grad+ 

Appendix 4 

Respondent t'ariable Frequencies 

FPuWlLY STATUS 

SinglelDivorcednVido\~r'd 42.4 

-Married 55.6 

Children -70.2 

No Children 69.8 





Appendix 4 i Zoni.i 

SCBSCRIBISG HISTORJ' 

Previous Dai!! S u h w ~ b e r  

Sot 

YEARS RESIDEST 13 \'.AXCOCVER 

Less than ! 

1-5 

5< <10 

1 o+ 

YEARS RESIDENT IN DIVELLISG 

Less than 1 

1-5 

5< <10 

1 0+ 

SC'MBER OF PLRCHASES PREECEDISG WEEK) 

S UA' 1 54.3 

3 - 18.5 

3 5.6 

1 5.0 

5 3.6 

6 9.9 



Appendix 4 (Cont.) 

5% 

NUMBER OF PURCHASES (PREECEDISG WEEK) 

PKOVNCI: 0 52.0 

I 12.3 

2 9.3 

3 5.3 

4 3.0 

5 3 .o 
6 15.0 

OTHER DAILIES 

0 

1-5 

6+ 


