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CHAPTER I 

INTRODUCTION 

The company publication serves at least one of three 

different groups—management, employee and customer. The 

two primary groups are management and employee. On one 

hand, the company publication has been described as a tool 

of management; while on the other hand, publications edi-

tors, public relations directors, and management, have gone 

to great lengths to try to convince their readers that it 

is "published . . . for employees and friends . . . " 

(Grapevine, 1971), or "published monthly by and for the 

employees" (The Co-Operator, 1971). 

Seldom, if ever, will a company publication state a 

purpose other than serving the employee, providing it states 

a purpose at all, and providing the mass of its readership 

is not primarily associated with management. 

The company publication is many times referred to as 

the house organ or house magazine. Since many house organs 

use a newspaper format, they cannot fall into the same cate-

gory as a magazine. However, one publisher of house direc-

tories favors the term "house magazine" over "house organ" 

(Gebbie, 1971). He agrees with the majority of editors that 

"house organ" has long since been outdated; that the term is 

a hangover from the years when the field was small and 
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extremely limited in both effectiveness and concern for the 

employee. He is aware that some house "magazines" are in 

reality tabloids or newspapers, but feels the term is broad 

enough and so well understood to cover all publications 

even though it might not be literally accurate. 

For simplification in this report, only the terms 

"house magazine" and "company publication" will be used, 

except when directly quoting an author or contributor. 

United States business corporations publish about 

10,000 house magazines directed primarily at its employees. 

Depending on the definitions used, the total might number 

well more than 50,000 with circulation figures reaching 

about 180 million per issue (Gebbie, 1971). 

The stated purposes of these magazines and newspapers 

(and all too often they are not stated) are to improve 

morale or recognize achievement or to build confidence in 

the company. In an effort to fulfill these purposes, the 

employee publication features the company bowling team (im-

proving morale), employee hobbyists (recognizing achieve-

ment), the company's tax bill (management viewpoint) and 

the company's products (building confidence) (Billings, 

1967) . 

The purpose of the company publication, as indicated 

by some experts in the field, is to more fully and effec-

tively maintain contact with the employees and the prime 

function is to communicate (Dean, 1970). 



It is the definition of the purpose and the function 

of the company publication that prompted this study. If the 

purpose is to fulfill those objectives stated by Billings 

(1967), do management and the editors follow the purposes 

set forth for the publication? If they do, then how are 

these objectives accomplished? 

Statement of the Problem 

The amount of freedom a company publication is allowed 

by management varies in degrees from none to complete free-

dom. There is a direct relationship between the amount of 

freedom an editor has and the amount of material he uses 

dealing with management functions in respect to employee 

functions. This means if the publication is filled with 

stories dealing with management functions, it is likely the 

editor enjoys little freedom to use what material he wishes. 

Then, technically, the editor is locked rigidly into an 

editorial mold set down in another era by a management with 

whom he cannot communicate (Adamson, 1970). The results in-

clude a less effective editor and material that bores em-

ployees rather than achieve one of the purposes listed 

previously. 

On the other hand, if the publication is dominated with 

stories on employee functions, much freedom to operate usu-

ally prevails in favor of the editor and his judgments. 



Billings (1967) discusses the problems and virtues of a free 

industrial press. McElreath (1970) discusses an employee's 

right to information about the nature and operation of the 

organization where he works. 

The ideal situation towards a more balanced content is 

having just enough stories dealing with management func-

tions to satisfy management, and just enough stories dealing 

with employee functions to satisfy the employees. The ideal 

situation would provide the perfect two-way communications 

system editors and managements seek. 

The purpose of this study is to determine the trends in 

content of certain company publications regarding the use of 

employee-oriented content in relation to the use of 

management-oriented content. It will show in which direc-

tion the company publication leans in an effort to satisfy 

its readers as well as its owners. Does management have 

such a stronghold on the publication that it influences the 

decision of the editor tb use more stories in its favor, or 

does the editor have a free hand to present the story of 

the company and its employees in the manner he chooses, and 

to what degree? 

A questionnaire (see Appendix D) to editors of publica-

tions in this study concerns the degree of freedom they 

feel they have in determining the content of their publica-

tions. A comparison of their results with the results of 



the content study will help determine where the degree of 

freedom lies among the particular sample in this study. An-

other goal of the study is to compare the contents of the 

publications with the editors' stated objectives to see how 

near they come to fulfilling these objectives. 

Other areas of concern of the present study include 

how the publication helps to increase morale among the em-

ployees, to educate, and how effectiveiy it serves as a 

link between management and labor by measuring the amount 

of space devoted to the most frequently-used stories. 

Justification for Doing Research 

That so little has been investigated in this manner 

about company publications is justification enough for ex-

ploring this field. So little research on the industrial 

editor and his company publication was available, the Inter-

national Council of Industrial Editors (ICIE) commissioned 

Walker (1967) to investigate all aspects of the industry. 

Walker classified the characteristics of the industrial edi-

tor of the 1960's in his "Operation Tape-measure No. 3 

(1967) and updated and added to his findings in his "Survey 

of Business Communicators" (1970)• 

This study deals with publications of companies involved 

in downhole drilling, the manufacture of drilling tools and 

petroleum production^ The period of study is from 1967 



through 1971. Publications of this type were selected 

because a population was needed that conformed to some des-

ignated set of specifications (Selltiz, 1959) or a group of 

publications was needed that had one or more common charac-

teristics (Klugh, 1970)• Eleven publications were selected 

randomly for the sample size. A small, carefully chosen 

sample of the relevant content in the present study, of 

eighty-four publications can produce just as valid results 

as the analysis of a great deal more (Berelson, 1952). 

A common characteristic among company publications is 

they flourish with the conditions. When the company appears 

to be prosperous, the publication prospers. This is unfortu-

nate because if a company cuts down on its expenses by elimi-

nating the publication, it does so just when it needs it the 

most—to help explain the difficult times to the employees 

who are worried about their own job security (Anderson, 1971) 

Trends to this effect during the 1960's appeared to favor 

the company publication and more companies seem convinced 

of the value of internal communications; that the core of 

most internal communications programs is still the employee 

publication (Editor's Newsletter, 1968). 

Management constantly maintains that the most important 

element for achieving maximum efficiency and profitability 

is effective communications, but turns right around and 

eliminates its employee communications programs just when 

they are needed the most (Anderson, 1971). 



One of the goals of management is to insure the con-

tinued life of the company (Berlo, 1961). If management 

eliminates one of its most effective methods to help insure 

this life when the going gets rough, it forgets it has the 

responsibility to keep people who are most intimately in-

volved with the business—the employees—informed about 

what is happening (Anderson, 1971)• 

The present study can help to make management, as well 

as the editor, aware of the value of a properly-equipped 

communications system in relation to its primary goal of 

insuring a continued life for the company on a profitable 

basis^ By taking a cross-section of a particular field, 

excluding all commercial publications, the results of the 

study can be extended to other areas as well^ 

The investigation will help those in the industry to 

gain a better understanding of their profession and the 

performance of their profession^ It will contribute to 

making the editor~ more aware of the importance of planning 

his communication projects on both short- and long-term 

bases. By advanced planning, an editor can approach the 

subjects in his publication from several angles, with sev-

eral shorter articles, each of which can stand by itself, 

but is a part of a whole (Williams, 1970). 
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Application of Content Analysis 

Definitions 

In applying content analysis to the study of company 

publications, Berelson (1952) contributes the most appropri-

ate definitions. He defines content analysis as "a research 

technique for the objective, systematic, and quantitative 

description of the manifest content of communication." 

The purpose of using content analysis in this study is 

because it is the best method to use in studying trends, or 

changes in content (Pool, 1959). 

Kerlinger (1954) uses content analysis as a method of 

observing behavior, while Budd et al. (1967) show some ways 

content analysis can be used along with other techniques of 

social behavior, like man's effort to communicate with 

others. 

Selltiz and associates (1959) add that although the 

technique of content analysis has been worked out primarily 

in relation tô the mass media, it is applicable to other 

materials as well, and cite several examples. 

Berelson's emphasis was due largely to the work of 

Lasswell and his associates during the 1930's and advanced 

the study of communication content considerably by adding 

precision to insight (Selltiz, 1959). 



CHAPTER II 

THE COMPANY PUBLICATION 

Basically, a house magazine is a publication that 

carries no paid advertising, is given free to its readers, 

and is produced by a company, fiinm or an individual with 

the complete.ly frank intention of promoting the sponsor's 

interests (Gebbie, 1971). Common ground for company publi-

cations is the fact they serve essentially the same type of 

readership in spite of the diversity of products and func-

tions of the company. It is a publication for people who 

read, because they want to, about their activities and them-

selves at a place where they spend at least one-third of 

their daily life^ 

One legitimate goal of the publication is to allow the 

employee to identify himself with the group to which he be-

longs. Another might be to interpret to the individual the 

significance and value of his particular role and function 

within the group (Halley, 1959). 

The company publication has earned the utmost respect 

in an industry of journalistic endeavor; it is as essential 

to a people within a network as the local press is to the 

public at large. But of the more than 50,000 house maga-

zines in existence, what are generally the stated purposes 
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of the publication? According to Dean (1970) the prime 

function of the publication is to communicate. 

There are other major objectives that can be identified 

with the publication. It helps to build the individual's 

pride in, and identification with, his organization. It 

helps to build an understanding of the nature, problems, and 

needs of the- organization. It increases understanding of 

the role and function of the individual within the organiza-

tion^ It builds participation in those activities which 

improve the organization's efficiency and effectiveness 

(Halley, 1959)• 

Most of the company publications appear on a monthly 

basis^ In fact, sixty-four percent of the publications come 

out monthly in the United States (Walker, 1967)• For what-

ever reason a company utilizes its publication, there are 

more than 180 million copies printed per issue in the U^S^ 

This rather astonishing figure is more than twice the cir-

culation of all combined daily newspapers in the U^S^ 

(Gebbie, 1968) • Many of the publications have elaborate 

purposes stated each month to remind their readers• 

Top Pay, published by the Desk and Derrick Club of 

Midland, Texas, states its publication is: 

. . . published monthly to serve as a means of 
direct communication with individual club members, 
as a public relations medium between member clubs 
and industry as a means of reporting the activi-
ties of Desk and Derrick, and emphasizing the 
purpose of Desk and Derrick. 
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Some relate the scope of the magazine, while most 

simply indicate it is published for the employee. Cheer, 

published by Electric Service Company of Odessa, does not 

restrict its content to its employees but states, "Not 

copyrighted—if there is good here we want to share it 

II 

Employers or executives seldom recognize their customers 

as such, but relate to them as "friends" of the company. 

The Drilco Data Sheet states it is "published once in a 

while for the Drilco people and their friends," while The 

Checkered Flag of Teraco, Inc^, of Midland, Texas, is pub-

lished "periodically for the customers, employees and 

friends • . • " 

One executive of a major corporation wonders who would 

miss our magazines if they never appeared again, then an-

swered with questions like "If the Wall Street Journal didn't 

show up tomorrow, or the New York Times, or Women's Wear, 

would there be any protest from the regular reader? (Mayes, 

1964)• 

In spite of the publication's readership, the objective 

of an editor is to make his publication so readable that 

should he miss an issue, readers would send in protests 

(Mayes, 1964) • 
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The Industrial Editor 

The industrial editor, hired primarily to write and 

edit the company publication, can be found doing any number 

of jobs in the corporate environment. He is many times 

already employed with the company when the decision has 

been made to begin a company publication. 

With the mergence of the American Association of Indus-

trial Editors (AAIE) and the International Council of Indus-

trial Editors (ICIE) in 1969, the industrial editor is now 

being referred to as a business communicator and has as his 

professional society the International Association of Busi-

ness Communicators (lABC). The lABC is the editor's sanc-

tuary where he may go for assistance or view what others 

in his profession are doing to improve their publications. 

Relying on his own training and wit, the editor's pri-

mary role is that of a writer; it could cover the technical 

writing field as well as the conventional writing field. 

He is a part-time psychologist to employees who wish to 

express their opinions about the company without fear of 

being misquoted or quoted unfavorably^ He is a secretary, 

photographer, administrator, traveler, bookkeeper, planner, 

executive, file clerk, janitor and public relations man^ 

Although his primary characteristic is that of a writer, he 

may spend only ten percent of his time in the act of writing 

The rest of the time he coordinates the activities of other 
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writers or engages in one of his other duties^ Walker 

(1967) goes into detail with the editor's duties: 

Three to one, he is male, 30 to 39 years old, 
and sees his job as a stepping stone to full-time 
public relations• He is a college graduate with 
a bachelor's degree and a journalism major^ If 
male, he earns between $7,500 and $10,000 or more, 
on the basis of today's salary levels^ It is not 
unusual for him to earn in excess of $20,000, how-
ever • . . . In his editorial content, he concen-
trates on stories about the products or services 
which his company makes or provides. When his 
attention is not on this, it turns to stories 
about personnel, and interpretations of the orga-
nization's policies, plans and special problems. 
(pp. 3-4) 

The editor's primary duties include finding a way to 

fulfill the function "to more fully and effectively maintain 

contact with the employees . . . the prime function being to 

communicate" (Dean, 1970)• 

The basic purpose of communication is to increase the 

effectiveness of an organization (Allen, 1968)• An editor 

does this by communicating with the employee, which does not 

mean the passing of management's messages to the rank-and-

file employee through the house magazine, but the passing 

and receiving of information pertaining to both from the 

top of the echelon to the bottom and from the bottom back 

to the top (Dean, 1970) • This is one cycle of information 

transmission known as two-way communication where an editor 

uses his publication as a main channel of flow as well as 

other means, like newsletters and memos as secondary channels 
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Conditions of communications effectiveness (Lerner and 

Schramm, 1967) require that the message must reach the 

reader and that two-way communication be made available to 

both parties^ If communication is to suggest a change, it 

must explain it in terms acceptable to the culture within 

the company• 

The editor must use a combination of four strategies 

(Lerner and Schramm, 1967) in achieving effective communi-

cation. They are to inform large numbers, to help to teach, 

to make decisions and to have maximum two-way communication. 

The role of the industrial editor is seen in a differ-

ent manner by each of the groups in which he serves. The 

Golden Rule, revised, is mentioned by Berlo (1961) who 

figures that people do not want to be treated the way one's 

self is treated, so he altered the rule to say "Do unto 

others as others would have themselves done unto—which 

probably is a hell of a lot different from the way you would 

have yourself done unto^" 

Goals of the Editor 

In practice, the editor does not consider himself a 

member of any of the three groups alone, but merely is func-

tioning to try to please all of them with the correct mea-

surement of stories for each^ However, if he has to be 

labeled, then it would be in management (Allen, 1968), 

especially when one of the basic purposes is to communicate 
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to increase the effectiveness of the company^ It is gen-

erally agreed that after the first few purposes, then man-

agement views the goals of the company publication in quite 

a different perspective than does the editor, or the reader; 

but the various goals lead to the publication of a better 

communicative tool^ The industrial editor, like management, 

wants a commUnications program that will raise the probabil-

ity that the company will enjoy a long, prosperous and 

healthy life^ 

The editor worries about how higher ups think 

(McElreath, 1970), and views the publications goals leaning 

towards the pleasing of management rather than the employ-

ees as a whole^ He wánts job security and the knowledge 

that his department is going to be the first to suffer from 

any measure of depression in the company becomes to him a 

major problem^ He wants a feeling of importance, a feeling 

of satisfaction with his effectiveness (Berlo, 1961); but 

more so, he wants to be able to plan his short- or long-

range programs without fear of having to drop them because 

of expenses halfway through^ 

Joffrion (1970) answers the question What makes an 

effective editor with "a good boss and money^" Too often 

management wants a company publication and knows they should 

have one, but does not know enough to follow through in es-

tablishing what will be an effective program^ 



16 

In achieving a similar goal of management, the editor 

wants to increase his own professional pride^ While trying 

to show his artistic ability in producing a company publica-

tion, he strives for quality as he tries to obtain the ap-

proval of his colleagues^ This, too, is a primary goal 

listed by Berlo (1961), but if it were, management would 

interpret it as a form of vanity and the editor may be 

worrying again about his job security. 

Goals of Management 

As previously stated by Berlo (1961) the major goal of 

management is to insure the continued life of the company. 

Management's association with the editor of the publication 

may take up very little of its allotted time. But if man-

agement is unaware of the value of the communications 

department in helping to insure this continuous life by 

disseminating information pertinent to its program to em-

ployee and customer on a regular basis, then it usually is 

one of the first departments to suffer when an economic 

crisis occurs, or seems likely to occur. 

Management looks upon the communications department as 

an expensive overhead with few tangible assets. However, 

its value can be measured by higher profits, lower turnover, 

increased productivity than the competition, etc. (Kleinman, 

1970) . 
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Management's involvement, or lack of it, in the 

company publication determines the success or failure of it. 

The editor is hired to perform at least two specific tasks 

in spite of his other duties. These are to get the employee 

to read what management wants him to read and to get him to 

react the way management wants him to react (Berlo, 1961). 

From there, management must set up the objectives of the 

publication to comply with its entire program. The company 

publication is only a small portion of management's plan 

designed to make money for the company, and the editor may 

or may not know the entire plan. 

Management, as one of its objectives, would like to be 

aware of every part of its program and those who help make 

it go. Redding (1964) relates five fallacious assumptions, 

however, which are often the unstated premises underlying 

too many company publications: 

1. Management's own goals and values are 'right' 
for everyone. 

2. Lack of cooperation on the part of employees 
indicates lack of understanding of manage-
ment's position. 

3. Lack of understanding stems from ignorance of 
the 'facts'--i.e^, the facts as management 
sees them. 

4. These 'facts' can be communicated or imparted 
to employees by economic education. 

5. As a result, employees will accept manage-
ment's viewpoint as their own. 

One big advantage management can have in respect to the 

company publication is to say something first, and with more 
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validity, before an employee says it and says it wrong. 

Myths listed by Wolpert and Cavella (1970) deal with this 

aspect and include controversial issues, relating that con-

troversial issues are a part of the program. If the company 

doesn't state its position, the employees will take a stand 

anyway. Silence on the part of the company is often inter-

preted by employees as a sign that the opposing side is in 

the right (Wolpert and Cavella, 1970). 

The Free Industrial Press 

The principal difference between the free public press 

and the industrial press is that the latter functions 

within the corporate environment. One can foresee three 

broad areas which will be of concérn to the publication in 

this respect (Billings, 1967): 1) personnel administration, 

2) corporate goals and 3) social obligations. 

There are two levels to freedom of the industrial press 

and both are related to the amount of freedom an editor has 

in determining the content of his publication. Freedom of 

the press in terms of laws is enjoyed only by the owners of 

the publication and not necessarily by its writers as in the 

public press. The manner in which a company publication per-

forms its functions is at the discretion of management as in 

a newspaper where the editors, managing editors and city 

editors help the owner set company policy. 
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Allowing an editor complete freedom of determining 

content still would not free the company from lawsuits, if 

it stepped out of line in one of the three areas mentioned 

above. The owner of the publication is still responsible 

regardless of the amount of freedom an editor has in his 

publication. In this sense, then, there are objections to 

a free industrial press (Billings, 1967). 

Putting the company publication on the level of the 

public press with respect to freedom of the press would be 

coercive, holding threat of public exposure over the entire 

organization and each of its members (Billings, 1967). In 

an effort to communicate with the employees, the owner of 

the publication and the objectives would be banished by a 

free industrial press. Management would be undermined and 

simply would refuse to be quoted on anything from the com-

pany's product to its next operational move for fear of 

revealing trade secrets to its competition. 

The Right to Know 

The right to know for an employee in a corporate commu-

nity is more confined than those when he is a public citizen, 

but similar. His right is a basic one, but prevalent only 

to the extent management dictates. It is not so much a 

basic right of the employee to be informed as it is a moral 

obligation of management and the editor to tell the employee 
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something he did not know about the company regarding his 

job or company policy. It is that every story in the publi-

cation should inform, educate, recognize and pass along 

ideas (McElreath, 1970). 

The house magazine expresses the opinions of management 

usually is the best judge of what the employee should know 

about the company. In fact, an effective answer to a ques-

tion about the company or its product might be, "We can't 

tell you that because it would give our competition an 

edge" (Billings, 1967). Management has the obligation to 

its employees to protect patents and trade secrets. A 

method of learning the answers to many of these questions is 

through readership surveys. Through surveys management can 

obtain ideas on setting up objectives for its information 

program and help find out how the employee feels about the 

company and its program already in force (Cunningham, 1970) • 

Management (through the editor and publication) which 

makes some effort to utilize its two-way communication 

system profits in readership as well as all of the entities 

that go with good business practices^ McElreath (1970), a 

former industrial editor, is concerned about the basic 

right of employees to be informed because the employee de-

votes one-third of his life to the organization and only 

rightly should be informed about the nature of its operation 

and its products and policies^ It is only natural for the 
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employee to seek this type of information without endanger-

ing any patent rights or trade secrets• 

Top management will be the last to acknowledge this 

basic right and honoring the right definitely would alter 

the life style of the organization and possibly even the 

business cycle of the organization (McElreath, 1970)• Top 

management is not apt to seek such changes if the company 

is prospering and it is sometimes necessary to regulate the 

flow of infcrmation from management to employee^ 



CHAPTER III 

GENERAL HYPOTHESES 

Hypothesis Formulated 

The purpose of this study is to measure the trends in 

the coverage of stories in certain publications of companies 

which deal in downhole drilling, the manufacture of drilling 

tools and petroleum production over a five-year period from 

1967 to 1971• The general hypothesis is that the trends are 

towards the use of more stories concerning employee functions 

rather than management functions• 

If all of the stories in the selected publications are 

classified under the two main concepts, then the trends in 

the company publication are to increase the amount of space 

devoted to employee functions compared with stories on 

management functions. 

Management constantly maintains the publication is to 

communicate with the emplbyee in an effort to gain feedback. 

This feedback can show management where are the strong and 

weak points in its information program in respect to the 

employee. A questionnaire investigates this subject (see 

Appendix D)• 

This study will investigate amount of space used for 

certain types of information, and the hypothesis is not one 

of determining causal relationships, i^e^, that a particular 

22 
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characteristic or occurrence is one of the factors which 

determines another characteristic or occurrence^ This 

latter concern is beyond the scope of content analysis 

(Selltiz, 1959). 

By setting up categories under two main concepts, then 

classifying the information from issues of eleven randomly-

selected company publications in the drilling industry, 

factual information can be obtained and analyzed. The mate-

rial analyzed suggests categories peculiar to communication 

analysis (Selltiz, 1959). 

The amount of space devoted to certain types of stories 

provides a basis for determining whether or not the company 

publication is a tool of management or whether it is pro-

vided for the employee to use at his discretion, or both. 

What is more relevant is the trends these stories establish 

in fulfilling the needs and desires of the two groups• 

Conceptual Definitions 

The main concepts used in this study are Management 

Functions and Employee Functions• 

Stories or photographs concerning Management Functions 

may be defined as those having to do with building the com-

pany image through its technological advances or any other 

method which might maintain a favorable atmosphere with one 

or more of the three major groups (management, employee or 

customer) affected or influenced by the publication^ 
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Stories or photographs on Employee Functions may be 

defined as those having to do with how the employee performs 

his duties, his rewards from these duties (other than regu-

lar salary) and his personal life or character^ It is evi-

dent that management personnel fall into this category, as 

well, for even the president of the company can be captain 

of the company bowling team. 

Operational Definitions 

Under Management Functions, the following types of 

stories or photographs will be included: 

1. Profit sharing progress relating to company gains 

and losses^ 

2. New machinery, products, equipment. 

3. Expansion, building and open houses. 

4. Editorials. 

5. Employee benefits used to draw labor to the company, 

like insurance, working man's compensation, sick 

leave. 

6. Sales reports, condition of the company. 

7. Information on industry related to the company. 

8. Messages from the president, including letters and 

mêmos on company policies and plans, 

9. Safety and safety rules promotion. 

10. Trade shows and conferences. 

11. Training and training programs. 
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12, Donations by the company. 

Under Employee Functions, the following types of 

stories or photographs will be included: 

1. Promotions, transfers, job changes, retirees. 

2. Employee benefits used to inform employees of 

changes, increases or decreased. 

3. Birthdays, parties, picnics, anniversaries. 

4. Feature stories. 

5. Hobbies, human interest stories. 

6. Babies, contests. 

7. Profit sharing progress relating to employee 

benefits. i 1 

8. Safety, service or sales achievements. Iji 
! 
1 

9. Educational achievements of employee and family. j 

10. Obituaries, deaths. 



CHAPTER IV 

DESIGN AND METHOD OF RESEARCH 

Content Analysis 

The design of this study warrants the use of content 

analysis procedures to determine the trends established by 

stories on management functions in relation to those on 

employee functions over a five-year period. The study 

utilizes the operational definitions listed in the previous 

chapter to determine the amount of space certain types of 

stories take up in a company publication. By conducting 

this study over a five-year period, trends in either direc- .1 . 
'', j 

tion, or none at all, could be detected, and to what degree. ;i(" 

Measurement is with a ruler to the nearest column inch. To Ú\\: 

set all publications on an equal basis in regard to size, 

column inches are converted to percent of space. 

Evidence obtained in this manner can be considered 

reliable to the extent that it can be a.'sserted confidently 

that similar findings would be obtained if the collection 

of evidence were repeated with other types of publications 

(Selltiz, 1959). Content categories were pretested to mini-

mize bias and maximize reliability of the evidence collected. 

A preliminary questionnaire sent to the industrial edi-

tors in the sample indicated that not enough issues were 

available farther back than five years^ The period of study 

26 
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for the present analysis is from 1967 to 1971• It is 

difficult to extend this type of study over a longer period 

without too much distortion in the results because of gaps 

between issues. The questionnaire showed only the older, 

more economically reliable companies can account for a con-

tinued monthly publication farther back than five years, 

and a few of these had copies other than their own file 

copies. To acquire a randomly-selected universe to study, 

all publications of the types previously mentioned had to 

be considered and not the older, more reliable ones alone. 

Selltiz (1959) implies the time problem must be con-

sidered with respect to the amount to be analyzed and lists 

three stages in the sampling procedure as sampling of 

sources, sampling of dates and sampling of units. Dates 

were sampled randomly in the present study. 

It was then determined that at least ten pubiications 

would give a sufficient cross-section of the universe estab-

lished. Twelve issues a year of ten publications would 

create an unnecessary amount of activity without cause for 

the investigator, so only four for each year was considered 

valid enough to measure trends of the two main concepts. 

Other justifications were noted in the Introduction of this 

study^ With these problems solved, the strength in the 

framework of this study lies in the selection of the cate-

gories which could be used to measure trends^ Categories 
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in this study were established following the primary 

requirements and controls set up in Berelson (1952), Budd 

(1967), Pool (1959) and Selltiz (1959)• 

Pretests resulted in selection of the final list of 

categories mentioned previously^ The final list was pre-

tested for reliability in the form of a content analysis 

of a company publication, using five judges including the 

author. 

Pretést of Categories 

Three issues of RegO Topics, publication of Golconda •; 

Corporation, was measured by five judges using the cate- ••! 

gories and definitions listed in the previous chapter. All 

five judges classified from ninety-six to ninety-seven per-

cent of the material^ The correlation coefficients of the 

author (the criterion judgment) in relation to the four 

other judges were remarkably similar (see Table 1)• In 

fact, three of the other judges had coefficients of 9̂9 

while the fourth had a 9̂6 

Besides checking the reliability of the operational 

definitions, the pretest helped to discover if all of the 

material could be classified under at least one of the cate-

gories available^ The categories were sufficient for the 

pretest, but before the study's content analysis was taken, 

two more categories were added under management functions— 
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TABLE 1 

CORRELATION COEFFICIENT BETWEEN CRITERION AND 
JUDGMENTS ON CONTENT ANALYSIS 

BY CATEGORIES* 

Judges 

Categories 

Promotions 

Emp. Benefits 

Birthdays 

Features 

Human Interest 

Babies, Cont. 

Achievements 

Education 

Obituaries 

Products 

Expansion 

Editorials 

Sales Reports 

Industry 

Safety 

Trade shows 

Totals 

1 

24 

7 

8 

13 

35 

14 

8 

4 

4 

36 

146 

4 

9 

7 

1 

30 

350 

2 

16 

7 

10 

14 

44 

8 

8 

6 

4 

36 

146 

4 

9 

7 

1 

30 

350 

3 

22 

11 

17 

23 

15 

17 

8 

3 

4 

29 

152 

7 

0 

0 

1 

39 

348 

4 

16 

7 

7 

16 

45 

5 

8 

6 

4 

24 

149 

4 

9 

7 

1 

39 

347 

5 

16 

7 

7 

14 

39 

10 

15 

3 

4 

24 

149 

4 

9 

9 

1 

30 

341 

r .99 .96 .99 

Judge No. 1 is author and criterion judgment 

*Data in col/inches 

.99 

• | : 

Sli 

I! 
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training of employees and donations by company. Judges did 

not use four of the categories in the pretest, so they were 

omitted from the table. 

According to Budd (1967), only operational definitions 

that will most efficiently yield the data needed to satisfy 

the research problem's demand should be used. In the case 

of this study, the primary method of increasing reliability 

of classification is to specify clearly the characteristics 

of statements that are to be placed in a given category, and 

to use many examples drawn from the material being analyzed 

to illustrate what kinds of statements are to be considered 

as belonging in a given category (Selltiz, 1959). In brief, 

as many operational definitions as are necessary to classify 

all of the material should be used to enforce the validity 

of the study and reliability of the categories under the two 

main concepts. 

Judges classified all the material except mastheads, 

contents and identification data. These items, along with 

whitespace that did not pertain to a certain photograph or 

story, were classified in the study. 

Selected Publications 

First thing to consider in the selection of publications 

for the study was to obtain a cross-section of a group of 

companies having a common, or nearly common product (Klugh, 

I 
»1 

l!i 
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1970). In this manner, a cross-section of most publications 

could be obtained if the method of study was transferred to 

other areas. 

It was resolved to use publications from companies 

engaging in petroleum production, drilling and the manufac-

ture of drilling tools, for this was the area of interest 

of the investigator. It also was resolved that a five-year 

period be used for the study and only four issues per year 

considered as satisfactory to measure the trends being sought 

in the study. Months selected were January, April, July and 

October. 

A list of eighty-four companies made up the universe. 

A total of twenty-three letters was sent out to editors 

before a sufficient number of responses was obtained (see 

Appendix A and B). Major questions included whether or not 

the editor could make available the copies over a ten-year 

period should the study be extended. Issues prior to 1967 

were almost non—existent, according to those who responded. 

Because of this, as well as lack of continuity of issues, 

the five-year period proved to be long enough to prevent any 

distortion in the results. 

Of the twenty-three letters to editors, nineteen were 

answeréd. Fourteen of these contributed at least three 

issues of their publications. Only four of the contributors 

could furnish all, or most of, the copies needed over a 
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ten-year period. One non-contributor said copies were 

available for use only in the home office^ 

Companies included manufacturers of drilling tools, 

liquified petroleiam gas equipment, oilfield drilling equip-

ment and oil pumps; and others dealing in petroleum, produc-

tion of oil, gas and water, refining, petro-chemicals, 

drilling, portable drilling rigs, oil well completion 

equipment and pipelines. 

Number -of employees in the companies ranged from 350 

to 61,300. Two companies employed under 1,000, three be-

tween 1,000 and 5,000, one between 5,000 and 10,000, one 

between 10,000 and 15,000, one between 15,000 and 20,000, 

three between 20,000 and 25,000 and three from 25,000 and 

up. Circulations ranged similarly from 4 00 to 50,000. 

Of the fourteen contributors, four editors were women, 

ten were men. 

Most popular size page was around 8 1/2 by 11 inches 

with six in the sample. Three publications were smaller, 

averaging 6 by 9 inches and five were larger averaging 11 

by from 14 to 17 inches. Eight of the publications were 

offset magazines, while two were offset newspapers, two 

were letterpress magazines and two were letterpress news-

papers. Five used duo-color process; four used full color. 

Eight stated their purposes or readership each issue. 

Oldest in the sample was first published in 1921• Three 
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were started in the 1930's, two in the 1940's, one in the 

1950's, four in the 1960's and two in the 1970's^ 

RegO Topics 

Editor Bob McGuire, RegO Division of Golconda Corpora-

tion, Chicago, 111• Manufacturer of liquified petroleum 

gas equipment^ Offset magazine, four pages and up, 8 1/2 

by 11 inches, duo-color process, monthly, 1,850 circ. to 

employees. Published for the employees of RegO Division of 

Golconda Corporation. Three issues in sample used for pre-

test No^ 3̂  First published January 1, 1971. 

Data Sheet 

Editor Beverly Bedeaux, Drilco Division of Smith Inter-

national, Inc, Midland, Texas • Manufacturer of downhole 

drilling tools and equipment^ Eight hundred employees^ 

Offset magazine, four to twenty-four pages, 6 by 9 inches, 

duo-color, monthly, 2,500 circ^ Published once in awhile 

for the Drilco people and their friends^ Qualified Print-

ers, Midland, Texas^ Twenty issues in sample^ First pub-

lished in December, 1961• 

Hughesnews 

Editor William R. Graham, Hughes Tool Company—Oil Tool 

Division, Houston, Texas^ Manufacturer of oilfield drilling 

equipment^ Letterpress magazine, sixteen pages, 8 1/4 by 
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11 inches, twice monthly, 5,000 circ^ to employees and 

annuitants^ Gulf Publishing Company, Houston, Texas• 

Twenty issues in sample^ First published January 1, 1935• 

Sohio News 

Editor F̂  M^ Paulson (Manager, Editorial Services), 

Standard Oil Company (Ohio), Cleveland, Ohio. Petroleum. 

Twenty thousand eight hundred employees. Letterpress news-

paper, eight pages, 11 by 17 inches, monthly 18,000 circ. 

Published every month for employees of The Standard Oil 

Company (Ohio) and these subsidiaries: . . . Buehler Print-

craft Corp., Cleveland^ Twenty issues in sample^ First 

published January, 1947• 

Gardner-Denver News 

Editor Dick Huechteman (Training Coordinator), Gardner-

Denver Quincy Division, Quincy, 111• Manufacturer of oil 

pximps, air compressors, rock drills, equipment and accesso-

ries^ Six thousand three hundred fifty-five employees^ 

Offset magazine, eight to twelve pages, 8 1/2 by 11 inches, 

monthly, 2,500 circ^ to employees, retired employees, other 

divisions and misc^ Company published. Twelve issues in 

sample. 

Ashland Oil News 

Editor Robert R. Huge, Ashland Oil, Inc, Ashland, Ky. 

Petroleum, production, refining; transportation, marketing. 
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petro-chemicals. Twenty-one thousand five hundred employees 

Letterpress newspaper, four to eight pages, 11 1/4 by 15 1/4 

inches, monthly, 17,000 circ. The Ashland News is published 

for all employees of Ashland Oil, Inc, and its divisions 

and affiliates by the Communications Department. Nineteen 

issues in sample. Standard Printing & Publishing Co^, 

Ashland, Ky^ First published February, 1961• 

The Gas Jet 

Editor Lee Wilcox, Pioneer Natural Gas Company, 

Amarillo, Texas• Drilling, production oil and gas; trans-

mission and distribution natural gas• One thousand two 

hundred seventy-nine employees. Offset newspaper, four to 

six pages, 11 1/4 by 17 1/2 inches, monthly, 1,000 circ. 

Published monthly by the Personnel Department for employees 

of the Company and its subsidiaries . . . Russell Stationery 

Company, Amarillo, Texas. Thirteen issues in sample. First 

published January, 1946. 

Core Driller 

Editor H. Ĵ  Godschalk (Advertising Manager), Drilling 

Equipment Division, Westinghouse Air Brake Company, Enid, 

Oklahoma^ Portable drilling rigs, equipment and supplies^ 

Twenty-one thousand and thirty employees^ Offset magazine, 

six-page foldup, 7 by 8 1/2 inches open, 4 1/4 by 7 inches 

folden, duo-color, every two months^ Colorgraphics, 
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Oklahoma City, Oklahoma. Twenty issues in sample. First 

published in 1934. 

Gulf Oilmanac 

Editor J. R. Mooney (Manager-, Internationai Communica-

tions), Gulf Oil Corporation, Pittsburgh, Pa. Petroleum. 

Sixty-one thousand three hundred employees. Offset magazine, 

thirty-two pages, 9 by 11 1/4 inches, full color, monthiy 

(11 issues per year), 45,000 circ. Published by the Adver-

tising and Public Relations Department in Pittsburgh for 

Gulf employees. A. L. Garber Company. Twenty issues in 

sample. First published as company-wide magazine in 1959. 

The Packer Post 

Editor Lea Holloway, Brown Oil Tools, Houston, Texas. 

Oil well completion equipment. Three hundred fifty employ-

ees. Offset magazine, four to six pages, 8 1/2 by 11 inches, 

monthly, 4 00 circ to employees and friends. Twenty issues 

in sample. First published in April, 1968, as The Packer 

Post, but as Brown Oil Tool News Bulletin earlier. 

Getty World News 

Editor Judy R. Cunningham (Public Relations representa-

tive), Getty Oil Company, Los Angeles, California. Petro-

leum. Thirty-one thousand one hundred ninety employees. 

Offset newspaper, eight pages, 11 1/4 by 16 1/2 inches, 
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monthly, duo-color, 8,500 circ to employees. Triangle 

Lithograph, Los Angeles, California. Eleven issues in 

sample. First published January, 1968• 

Philnews 

Editor Gene Hill, Phillips Petroleum Company, Bartles-

ville, Oklahoma. Petroleum^ Thirty-two thousand six 

hundred sixty employees^ Letterpress magazine, thirty-two 

pages, 6 by 8 1/2 inches, full color, monthly, 31,000 circ^ 

A monthly publication for employees of Phillips Petroleum 

Company and subsidiary companies^ Distributed free of 

charge to employees and by request to stockholders and other 

interested persons^ Twenty issues in sample^ McCormick- J, 

Armstrong Printing, Bartlesville, Oklahoma. First published ;̂ 

January, 1937 • -̂^ 

Union Seventy-Six 

Editor Peter Craigmoe, Union Oil Company, Los Angeles, 

California^ Pétroleum^ Sixteen thousand four hundred fifty-

seven employees• Offset magazine, fifty-two pages, 8 1/4 

by 11 inches, full color, every two months, 50,000 circ^ to 

employees, dealers, some stockholders, some public Four 

issues in sample. First published in 1921. Rotary Offset 

Press, Anaheim, California^ 
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Continental NOW 

Editor John Walker (Director of Publications), 

Continental Oil Company, Houston, Texas^ Petro-chemicals, 

pipelines, coal plastics, plant foods^ Thirty-eight thou-

sand four hundred forty-eight employees• Offset magazine-

newspaper, twelve pages, 11 by 14 inches, full color, every 

two months, 14,000 circ^ to employees in Western Hemisphere^ 

Six issues in sample^ First published March, April, 1970, 

succeeding Conocoan, suspended in 1968• "To serve you, the 

more you tell us, the better job NOW will do" (Wayne E^ 

Glenn, Western Hemisphere President)• McCormick-Armstrong, 

Wichita, Kansas^ 



CHAPTER V 

RESULTS AND DISCUSSION 

General Findings 

In this study, all of the data was measured and 

classified under one of the operational or working defini-

tions. Mastheads, tables of contents, identification data 

and even excessive amounts of whitespace were classified 

together so they would not contaminate other collected data. 

In general, there appeared to be several trends, but none 

so significant as to state a publication drifted from its 

original character over the five-year period. That is, if 

a publication was dominated with management function stories 

in the beginning, it remained dominated by them in the end, 

and visa versa. 

Few contaminating factors prevailed because all of the 

material was measured and the categories were sufficient in 

number and clarity to handle all of the items. Those pre-

vailing factors appeared to stem from the standpoint of 

management involvement and management and editor changes. 

Changes in management and editors, according to the second 

questionnaire (see Appendixes C and D) , may or may not have 

caused significant changes in the content over the five-year 

period. Also, the more management is involved in the publi-

cation, the more influence it had in using stories of its 

choosing rather than the editor's. 
39 
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These factors are stepping stones to the question of 

the degree of freedom an editor has in determining the con-

tent of his publication. Management must be involved in 

the publication because, according to one survey (Williams, 

1970) , the most significant stories in the publication are 

those on subjects with a definite bearing on the company's 

operations and are subjects the company is involved in or 

doing something about. 

In the second questionnaire, no editor indicated that 

management was involved more than fifty percent of the time 

in deciding the content of the publication. The fact that 

several of the editors who responded were considered as man-

agement may or may not have had any bearing on the answers. 

The questionnaire is discussed later in this chapter. 

The most obvious trend drawn from the study is that 

stories concerning management functions took up space in-

versely proportional to stories concerning employee func-

tions. However, there were three significant changes in 

content•during the five-year period (see Figure 1)• These 

included the points from July to October, 1967; July to 

October, 1969; and April to July, 1971• The change in 

October, 1967, marked the closest point of the two concepts 

where some sort of balanced program took place in all of the 

publications. Actually, this is the highest point reached 

by stories concerning management functions during the 

i^.ií 
«a, 
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five-year period and the lowest point by stories on employee 

functions. in an average of the publications, forty-seven 

percent of the ̂ pace was devoted to employee functions, and 

forty-six percent to management functions. Previous close 

was at the beginning of the study (January, 1967) where the 

gap was only three percent in width. According to the graph, 

the ideal situation, or balance, would appear to be around 

forty-five percent for management stories and fifty-five per-

cent for employee stories. According to the averages of the 

publications (see Appendix E), only thirty-eight percent of 

the space was devoted to management and fifty-five percent 

to employees. The ideal situation or balanced program may 

be applicable to one publication but not to another. Accord-

ing to the study, most of the publications were carrying out 

their stated purposes; yet, they could have been management 

or employee oriented. 

After the one percent gap, the content of each concept 

began to drift apart significantly. Although there were two 

more significant changes after this, the trend still showed 

the drift. Figure 2 lends support to the hypothesis that 

more ̂ nd more space is being devoted to employee stories 

rather than management. It shows a slow but constant drift 

by years, starting with the closest gap at the beginning 

and widening until 1970 when it dropped a little into 1971. 

It is hypothesized that the trend will level off over the 
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Date 

% 

65 

60 

55 

50 

45 

40 

35 

30 

1967 1968 

Employee Functions 

1969 1970 1971 

Management Functions 

Fig. 2, Drift of Proportions by Years 

next five years because management has become more convinced 

of the value of the communications program (Editor's News-

letter, 1968) • This will be discussed more in the section 

on Freedom to Determine Content. 

The widest gap, or biggest difference in the amount of 

space used for each of the concepts is evident in 1970. The 

publications in the study used a combined average of thirty-

seven percent for management stories and fifty-nine percent 

for employee stories. How the stories were proportioned in 

the eleven publications by years is shown in Appendix E. 

Table 2 shows the significance of the results of the 

observed and expected frequencies in column inches. The 
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results were significant and the null hypothesis is rejected 

2 0 
Computed X was 81.46, while Table X at the .001 level was 
13.277 

TABLE 2 

:E FUNCT: 
FUNCTIONS OF NEWS 

2 
X TEST OF EMPLOYEE FUNCTIONS AND MANAGEMENT 

Date 1967 1968 1969 1970 1971 Totals 

Emp. Ob. 8616 8864 10178 11525 10473 

Fun. 49656 

Ex. 8543 9135 10442 11429 10107 

Man. Ob. 4748 5427 6157 6355 5339 

Fun. 28026 

Ex. 4821 5156 5893 6451 5705 

Totals 13364 14291 16335 17880 15812 77682 

X^ = 81.46 df = 4 P <.001 

Only one of the eleven publications gave any indication 

of following a consistently-balanced program; that is, half 

of the stories related to management functions and half to 

employee functions. Niomber 10 (see Appendix E) had con-

tributed only eleven issues, but devoted forty-four percent 

of its space to management stories and forty-nine percent to 

employee stories. One year it was dominated by management 

.stories, then was reversed during the following two years. 

Only three of the eleven publications were predominately 

management oriented, and the overall average for management 
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stories was thirty-eight percent, while the overall average 

for employee stories rested at fifty-five percent. Average 

amount of space in all publications used for mastheads, 

tables of contents and whitespace was seven percent. 

A management-oriented publication was used in the pre-

test with the five judges placing thirty-two percent of the 

stories on the employee side and sixty-four percent on the 

management side. It was not known to be a management-

oriented publication until after the measurement. 

Tabulations were made for each month of each year in 

the study. On the management function side, percent of 

space used ranged from thirty-two to forty-six, while on the 

percent. 

A characteristic of one publication was that it alter-

nately published an employee-oriented issue with a 

management-oriented issue. The former was called the Family 

Edition, while the latter the Public Relations Edition. 

Since only four issues were selected out of each year, the 

chance of measuring too many of one type prevailed. Of this 

particular publication, twelve of the issues were management 

oriented and eight were employee oriented. Eight of the 

twelve had ninety-two percent or more management stories and 

seven of the eight had no employee-oriented stories at all. 

<ai 

employee side, the range was from forty-seven to sixty-two j; 
I 

tî! 
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Frequently-Used Stories 

The stories which took up the most space were tabulated. 

Since the number of stories used had no bearing on the re-

sults and was not tabulated, when the term "frequently-used 

stories" is used in this study, it is in reference to 

stories taking up the most space. Although some of the 

publications did not require the use of all of the opera-

tional definitions, the number was sufficient to satisfy 

publications- containing a diversity of material. Many defi-

nitions for the ideal situation were revealed in the study 

by the editor's choice of stories, giving support to the 

fact the editor was following some kind of pre-planned 

program. 

Most frequently-used stories in the publications ;Sj 

studied were company product stories, features stories, 

human interest and hobby stories and safety, sales and 

service achievement stories. 

Product stories dominated the management f unction " '- ; -- ^ 

stories in ten of the eleven publications, ranging in cov-

erage from seven to forty-nine percent of the space and 

averaging seventeen percent. It was followed on the manage-

ment side by stories on expansion and building, which took 

up from five to nineteen percent of the space, averaging 

twelve percent. .Any amount of space used about five per-

cent was considered significant under any one of the twenty-

two working definitions. 

ti 

li' 



47 

Hioman interest and hobby stories under employee 

functions were significant in all eleven publications, tak-

ing up from nine to forty percent of the space. Average 

was eighteen percent. Second were feature stories, signifi-

cant in six of the publications, taking up from fourteen to 

thirty percent of the space and averaging twenty-two percent. 

Stories on achievements were significant in only four 

of the publications, but ranged in space used from thirteen 

to eighteen percent, averaging sixteen percent. Under pro-

motions, retirees and job changes, five of the publications 

devoted from six to seventeen percent of its space, 

averaging thirteen percent. 

Photographs were an integral part of all publications 

makeups. It was not calculated what percent of space was 

devoted to photographs, however. Whitespace was scarce in 

nearly all of the publications, showing there were plenty 

of stories and material available for the editor. 

Freedom to Determine Content 

The second questionnaire to editors mainly was con-

cerned with the amount of freedom they feel they have in 

determining the content of their publications and to help 

determine how editors interpreted the purposes of their 

publications. Other questions concerned amount of feedback 

and frequency of readership surveys (see Appendix D). 
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Eleven out of the fourteen editors who contributed 

publications to the study responded to the questionnaire. 

The questionnaire contained seven questions—two open-end 

ones and five to be answered on a rating scale of from one 

to five. 

The first question asks what degree of freedom to 

determine content an editor feels he has. On a scale of 

from one to five (very little to very much), three editors 

circled the 3, three circled the 5 and the rest were scat-

tered in between from 3 1/2 to 4 1/2. None circled lower 

than 3, denoting they had at least or better than a fifty-

fifty determination policy with management. Average of the 

answers was 4, or a better than fifty percent policy. This 

supports the hypothesis that if an editor has more freedom 

to determine content, then he will use more stories on em-

ployee functions. It already was shown there was a trend 

toward the use of employee stories and that more space was 

devoted to this type. 

Two open-end questions were used to find out the stated 

purposes of the publications. The editors gave those of man-

agement, then added a few of their own as they interpreted 

them. Stated purposes included to simply inform employees, 

to recognize and publicize activities and products, to 

record the operations and achievements of the company, to 

promote safety, individual progress and human factor stories. 
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customer relations, stories to produce an effective communi-

cation medium to employees, and others. Very few purposes 

included the use of the publication as a direct channel 

from management to employee. Only one editor listed such a 

purpose. Following a general definition of the publica-

tions' purposes, he listed seven functions of the publica-

tion with the last one stating it is to "provide a channel 

for regular (As I See It) and special management communica-

tion to employees. The same editor circled 4 1/2 (alot) in 

determining the content of his publication, indicating that 

the publication and management are on very good terms, and 

there is a well-planned program of internal communications. 

Editors said their interpretations were quite similar 

to those purposes stated by management, then added a few of 

their own; like, inform, teach, entertain; and what the 

corporation is doing about things of national and inter-

national interest. 

The editors gave a rating of 4 to the question of how 

well these purposes were being carried out by them and man-

agement. In the editors' case, it is how well management 

allows them to carry out their purposes and functions. 

Feedback usually has a connotation of something unde-

sirable, but as more and more managements realize its value, 

they actually make an effort to promote it. Feedback is a 

vital link in a company's communication process—in fact. 
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it is the backbone of a good communications program (Yantis, 

1970) . To the question of how much feedback do you get, 

ecitors rated closer to very little (2.7) than very much 

from both management and employee and closer to very good 

than very bad (2.4) on the type. This indicated that they 

were getting a little feedback, and when they do, it is 

from fair to good. 

The editors of the publications in the study seldom 

conduct readership surveys, some giving reasons of expense 

for finding out something they already know. Four said 

they conduct them annually, and four said never or close 

to it. 

They were given ample opportunity to explain their 

answers and some indicated editor and manager of internal 

communications plan all issues without management assistant, 

all material is originated by editorial staff or employee 

suggestions and company plans, names, dates, stories and 

entire magazines are approved by management before 

publication. 

Trends Before Study 

There were trends in communications programs and publi-

cations before the study, although it is risky to label any 

movement a trend, or even define what a trend is (Editor's 

Newsletter, 1968). It was a trend in 1967 that companies 
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were becoming aware of the value of a communications 

program, which could account for the increase in allowing 

the editor more freedom to determine content as was shown 

in this study. It takes time for a trend to develop, but 

in 1967, surveys showed what the employees of corporations 

were interested in and wanted to read about in the company 

publication—it was just that management had not caught on 

to this value in communications programs, yet. 

One of -the functions of this study was to find out if 

this idea, or trend, followed through. Regardless of what 

the material is, simply stated, employees will read it when 

and only when they expect to get more out of it than they 

put in it (Berlo, 1961) . More simply stated, employees 

will read it if it is of interest to them, if they are in- || 
<»• 

volved or a little involved. Many editors feel that read-

ability stems more from employee involvement than from the 

niomber of people who read it. This is discussed by Wolpert 

and Cavella (1970) and Berlo (1961). 

A new trend since management has realized the value of 

good communications programs is in obtaining competent edi-

tors. Management has always been aware that publications 

are expensive but is more and more willing to pay for its 

programs (Joffrion, 1970). The trend is toward the hiring 

of more industrial editors with formal journalism training 

and experience (McElreath, 1970). 

II 
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Readership Surveys 

Readership surveys are considered of great value to 

editors if handled properly and consistently (Cunningham, 

1970; and Walker, 1967). Three surveys came up in the study 

concerning the publications audiences and their needs. 

Other publications might have had them, but they did not 

appear in the study's selection. Cunningham (197) discusses 

readership studies, bringing up such points as objectives 

of information program, knowledge of the audience and -' 

indicators that need studying. 

In one survey (designed by the author and Miss Beverly 

Bedeaux, editor of the Drilco Data Sheet, there was a list 

of twenty-three topics normally found in company publica-

tions with spaces for the employee to check "like as is," 

"want more" and "want less." 

The Data Sheet devoted an average of sixty-three per-

cent of its space to management function stories and thirty-

one percent -to employee function stories. The survey 

explained why. 

Nearly twenty-eight percent of the company's population 

responded with their preferences in the want more column as: 

1) new products, 2) company expansion and building, 3) em-

ployee benefits, 4) foreign operations and 5) photographs. 

These topics drew from thirty-four to forty-nine percent of 

the votes. Under the like as iX^ column in order were: 
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1) president's scratchpad, 2) other editorials, 3) company 

policies, 4) employee of the month and 5) retirements, all 

getting from sixty-eight to seventy-five percent of the 

votes. 

The other surveys were quite similar, or brought simi-

lar results from their readers. Surveys indicate an employee 

is constantly aware of his identity within a corporate envi-

ronment and he seeks out information that will help him to 

reenforce this trait. 

Surveys and the present study helped to relate an em-

ployee's needs for information about his organization to 

the information program set up by editors and management. 



CHAPTER VI 

CONCLUSIONS 

Recommendations 

Planning is a simple process in industrial editing; 

what is difficult is getting into the publication all an 

editor has planned. The present study showed there was an 

abundance of material available for the editors' use, be-

cause very little space was not filled with some type of 

item in their publications. 

The study showed that among all his other duties, the 

editor must be the motivating link between management and 

employee while trying to set up a normal communications 

process. There are many definitibns of an effective commu-

nicating program; however, the author feels these recommen-

dations will be helpful. They stem from the present study. 

1. Since the company publication is owned by the com-

pany, management must state its publications objectives and 

functions, along with company policy, in written form. 

2. The editor must interpret these objectives and 

functions and write his own objectives, using all available 

resources. 

3. The editor must have freedom to carry out the 

stated and interpreted purposes of the publication in the 

best manner he knows, or chooses; for, he usually is a 
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specialist in his field, and this must be respected by 

management. 

4. If it chooses, management should read final copy 

before publication goes to press, concerning technical 

stories and to assure company policy is not being threatened. 

Sometimes the editor is unaware he is using a story that 

might give away trade secrets. However, he must be allowed 

to have complete freedom to determine the content of his 

publications, using suggestions and ideas from management 

for future stories. Censorship should not be practiced 

unless it threatens company policy. 

5. Management, in presenting its ideas and suggestions, 

should provide the editor with written critiques of the pub-

lication from time to time without influencing the editor's 

choice of content. 

6. Management must keep the editor, or head of the 

department, well informed on budget changes and probable 

plans of the company at least a year ahead of time, if possi-

ble, so the editor can make plans for major stories in his 

own publication as well as for the local press. 

7. Through readership surveys the editor may find out 

how management and employee feels about the publication as 

well as how the editor is carrying out its purposes. Here 

the editor obtains feedback from his program, good or bad, 

which will help him plan for future publications. A 



56 

readership survey, if conducted properly, is one of several 

methods for obtaining employee feedback. 

8. Editor must present management with his planned 

programs for the year, as well as estimated expenses for 

carrying out the program. Editor and management make re-

visions to satisfy the needs and wishes of both, if possible 

Management must be involved in the company publication 

because it is a valuable instrument in the company's pro-

gram for a continuous and prosperous life. A company with 

a communications-oriented management knows that a good pro-

gram is expensive and truly believes in what the editor is 

doing (Joffrion, 1970) . Such a management is least likely 

to have rules misunderstood and dissension from the bottom 

of the echelon upwards. 
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APPENDIX C: SECOND COVER LETTER TO EDITORS 

March 1, 1972 

DEAR EDITOR: 

First I would like to express my appreciation to you 
for sending me copies of your fine publication for my ex-
perimental study. I am doing a content analysis on publi-
cations from 14 companies like your own (or similar) 
which have sent me their copies. 

It is for my master's thesis in Mass Communications 
at Texas Tech University in Lubbock, Texas. 

I have just about completed the study, but need just 
a little more help from you in the form of a questionnaire 
(enclosed). 

I hope to have the results for your files early this 
summer. I will say nothing in my thesis unfavorable to 
you, your publication or your company. I have simply made 
up categories in which to place all of the stories you 
have used and will measure their relationships. 

No names will be published concerning these questions 
and they will be kept in strict confidence. You need not 
sign your name to the questionnaire if you do not wish to. 
The list of publications used in the study will, however, 
be used with a description of each one. 

Thank you very much for your cooperation. Could I 
iiapose upon you one more time to return the questionnaire 
as soon as possible? 

Sincerely, 

Donald C. Sanders 
701 Spraberry 
Mid land , Texas 79701 
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APPENDIX D: SECOND QUESTIONNAIRE TO EDITORS 

(Fill in and return as soon as possible) 

1. How much freedom do you, the editor, have in 
determining the content in your company publication? 
(circle one) 

very little very much 

1 . 2 3 4 5 

Explain: 

2. What are the objectives of the publication as 
stated by management? (Give examples of stories to help 
explain). 

3. What are the objectives as interpreted by you, 
the editor? (Give examples in explaining). 

4. What degree do you feel the objectives of manage-
ment and you, the editor, have been (or are being) carried 
out? 
MANAGEMENT: 
very little very much 

1 2 3 4 5 

EDITOR: 
very little very much 

1 2 3 4 5 

REMARKS : 
(use back of paper, if necessary) 
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5. Feedback from employees (good or bad). 

very little very much 

1 2 3 4 5 

very good good fair bad very bad 

1 2 3 4 5 
REMARKS: 

6. Feedback from management (good or bad). 

very little very much 

1 2 3 4 5 

very good very bad 

1 2 3 4 5 

REMARKS: 

7. How often do you conduct readership surveys? 

never every 2 yrs. annually every 6 mos. every 3 mos 

1 2 3 4 5 

Editor signature 

Name ôf publication 
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