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Chapter 1 

TOWARD THE CONCEPTUALIZATION OF THE PROBLEM 

1.1 AN HISTORICAL PREMISE 

Most modern or postindustrial societies share the idea that information is 

power. Indeed, control over information resources that are essential to the well- 

being of societies and individuals seems to always have been a primary power 

resource in such cultures. This thesis will examine one aspect of this power: a 

'source's influence over subsequent media coverage. In order to establish the sig- 

nificance of such influence, we shall first look at some of the ways in which infor- 

mation can be viewed as a source of power. 

In tribal and non-modern societies, traditions gave priests and elders 

access to and control over information. More recently, trends like industrializa- 

tion, urbanization, and modernization have drastically altered this social reality. 

According to Lowery and De Fleur (1983) and Ball-Rokeach (1985), such trends 

have shaped our emerging mass society in favor of an institutional, information- 

based power elite: 

The shift to modern society is ... not so much a shift from non- 
informational to informational bases of power, but rather a shift i n  
the nature of the information requisite to power and a shift in who 
controls and has access to that essential information. (Ball-Rokeach, 
1985, p. 488) 



The fundamental consequence of this shift is that modern economic, 

political, and educational systems have taken over the control of crucial informa- 

tion once managed by traditional systems, such as family and religious communi- 

ties. As Rogers (1973) observes, "this information control transfer has produced 

increasing organizational demands for mass as opposed to interpersonal forms of 

communication" (p. 310). 

The rise of a "communication technologyft (Gerbner, 1972) has intensified 

the media system's privileged position, enabling i t  to control information resourc- 

es  as well as t o  cultivate direct relations with other social systems, both economic 

and political. Such a structural/historical hegemony by the media has a fundamen- 

tal  consequence for individuals: a structural dependency on media. That is, people 

rely on media to understand much of their social environment and to orient them- 

selves in  it. So intense is this individual reliance on media that, as Ball-Rokeach 

(1985) has noted, 

much of the theoretically possible range of individual dependency on 
the media system is determined more by structural dependency--the 
pat tern of interdependent relations bet ween the media and other social 
systems--than by the personal and social psychological characteristics 
of the individuals. (p. 489) 

If we look back in the history of communication research, over a half 

century ago, Lippmann (1922) pointed out the role of news media in defining the 

audience's world. In particular, Lippmann distinguished between the "environment1' 

--the world outside--and the "pseudo-environm ent"--people's private perception of 

that world. Eventually, Lippmann argued, it is the news media that sketch so many 

of those "pictures in our heads" that constitute our perceptions of the world. 



During Lippmann's time, this view concerning the impact of the news 

media was congruent with the idea of a powerful media. Indeed, for many years, 

communication scholars looked for major media influences on individuals' attitude 

change. Originally the evidence seemed to indicate that the mass media have few 

effects in this area (Severin and Tankard, 1988, p. 267). As a result, Lazarsfeld, in 

The People's Choice (1948), led the way for a new view of mass media effects: the 

limited model. Klapper summarized this model in The Effects of Mass Communi- 

cation (1960): 

Mass communication ordinarily does not serve as a necessary and suf- 
ficient cause of audience effects, but rather functions among and 
through a nexus of mediating factors and influences. (p. 8) 

Subsequently communication research abandoned studies on the cogni- 

tive, long-term effects of media exposure and began to test empirically the ideas 

put forward by Lippmann in the 1920s. Working from this perspective, McCombs 

and Gilbert (1976) have argued that 

part of this look a t  mass communication has been the discovery that 
the audience not only learns some facts about public affairs, but also 
learns how much importance to attach to those facts from the empha- 
sis placed on them by the news media. (p. 3) 

As these scholars indicate, the mass media have an important influence 

on public opinion in modern societies. Historically, scholars have focused on how 

the mass media help to determine public opinion, and why the media are able to do 

so. From this standpoint it is important that we understand not only how the 

media affect our perceptions but also how the media decide what their priorities 

are. Indeed, if we can understand why the media emphasize certain news items, 

and who influences their decisions, then we may be better able to comprehend the 



media's vital role in our own lives--and perhaps even to exert some control over 

media influence on us. 

This thesis will focus on one aspect of the larger question of who sets the 

agenda for the media. It will explore the degree to which a specific source may 

influence media coverage of a given topic. Agenda setting theory and gatekeeping 

theories will provide the theoretical background for our study. The former 

explains how and why the media influence us; the latter investigates how the 

media make decisions about what topics to cover and how to cover them. 

In order to lay the ground for studying these decisions and influences, it 

is important to review some major concepts in agenda setting theory. 

1.2 AGENDA SETTING THEORY 

The basic concept of agenda setting research is that the mass media are 

not only pervasive i n  their presence but also persuasive in  their ability to focus 

public attention on specific issues. Shaw (1979) has conceptualized this theory as 

follows: 

Because of newspapers, television, and other media, people are aware 
or not aware, pay attention to or neglect, play up or downgrade specif- 
ic features of the public scene. People tend to include or exclude from 
their cognitions what the media include or exclude from their content. 
People tend to assign an importance to what they include that closely 
resembles the emphasis given to events, issues and persons by the mass 
media. (p. 97) 

Prior to the work of McCombs and Shaw (1972), other researchers had 

also conceptualized the agenda setting function in rather direct statements. For 

example, Long (1958) has stated that 



i n  a sense, the newspaper is the prime mover in  setting the territorial 
agenda. It has a great part in determining what most people be talking 
about, what most people will think the facts are, and what most people 
will regard as the ways problems are to be dealt with. (p. 259) 

Lang and Lang (1959) have also proposed the idea that 

the mass media give attention to certain issues. They build up public 
images of political figures. They are constantly presenting objects sug- 
gesting what individuals in the mass should think about, know about, 
have feelings about. (p. 232) 

Perhaps the best-known statement of agenda setting is Cohenfs (1963): 

A media source may not be.successfu1 much of the time in telling peo- 
ple what to think, but it is stunningly successful in  telling its readers 
what to think about. (p. 13) 

From this perspective, agenda setting research has discovered that .the 

audience not only learns some facts about its "environment" from the media agen- 

da, but also learns how much importance to attach to those facts on the basis of 

the emphasis placed on them by the news media. In other words, "it is the power 

of the press--the ability to structure the unseen environment of symbols--which 

has been called the agenda setting functionw (McCombs and Shaw, 1976, p. 25). In 

the broadest sense, agenda setting research is concerned with the investigation 

and explanation of influences for change in a society (Rogers and Dearing, 1988). 

It studies the interplay between three main components: the media agenda, the 

public opinion agenda, and the public policy agenda. Each of these components has 

been the object of different research traditions. 

Research that examines the public agenda setting considers the media 

agenda as the independent variable and the public agenda as the dependent 



variable. It focuses on the idea that "the mass media have the ability to transfer 

the salience of items on their news agenda to the public agendatt (McCombs and 

Gilbert, 1981, p. 4). 

Research that examines policy agenda setting (also called Ifagenda build- 

ing") investigates how the media agenda and public opinion agenda influence the 

political process and, eventually, the policy agenda of political elites. 

The third body of research--media agenda setting research--considers the 

media agenda as a dependent variable and investigates how it is set: that is, who 

sets the agenda for the media themselves. It is this research area that has a direct 

bearing on this thesis. 

1.2.1 Public agenda setting 

For scholars who study public agenda setting, the research question is 

how the media help determine public opinion and why the media are able to do so. 

Since the publication of the first systematic study of the agenda setting 

hypothesis by the McCombs and Shaw in 1972, there has been a proliferation of 

empirical papers seeking to prove or disprove the influence of the media on public 

opinion. Generally, evidence has shown a "positive association between the 

amount of mass media content devoted to an item and the development of a place 

on the public agenda for that item" (Rogers and Dearing, 1988, p. 39). For exam- 

ple, Funkhouser (1973) compared real-world events with media coverage and pub- 

lic opinion in  the 1960s. The author found strong associations between the media 

agenda and the public agenda, and weaker associations between real. world events 

and both the media agenda and the public opinion agenda. 



Other scholars have argued that  t h e  media's influence on public opinion is 

not unilateral. Rather  there  is a two-way, mutually dependent relationship 

between the media agenda and the public agenda. Research indicates tha t  media 

gatekeepers have a general  idea of their audience's news interest  and "this per- 

ceived priority of news in teres t  is directly reflected in the news values with which 

media people decide the  media agenda" (Rogers and Dearing, 1988, p. 42). 

Other scholars have argued that  the  media's ability to  influence public 

opinion depends both on the  kind of issue involved and on the  amount of t ime tha t  

the issue is presented. Thus Gandy (1982) has argued: 

Some kinds of issues or events move easily to  t h e  public agenda, others 
take  more t ime, and the  theoretical base of agenda sett ing research is 
incapable of predicting just what the optimal t ime  lag should be. (p. 7) 

Concerning the  nature  of the agenda items, Zucker (1987) has suggested 

a need to distinguish between "unobtrusive issues" with which people lack di rec t  

experience and "obtrusive issues" with which people have direct  experience. He 

proposes that  

the  less direct  experience people have with an issue area,  and the less 
t ime that  tha t  area  has been prominent in the  news, the  g rea te r  is the  
news media's influence on public opinion on that  issue. (p. 239) 

In order t o  fully understand this influence of the  media agenda on the  

public opinion agenda, several factors may be considered. 

The first one  is the interpersonal factor.  According to  t h e  two-step flow 

model (Lazarsfeld, 1944) information and news flow from radio and print media to  

opinion leaders who will, thanks to interpersonal networks, a f fec t  the rest of the 



population. Different people's needs constitute the second factor. Uses and grati- 

fications theory (Katz and Blumer) has pointed out the media's ability to  satisfy 

people's need for  orientation. Thirdly, the media serve the activity of surveillance 

of the environment and correlation of the parts, concepts explored by the func- 

tional analysis of mass communication (Wright, 1960). Through the former, the 

media give information about the environment: the economy, the public policy, or 

one's social life. Through the latter the media select and interpret information 

about the environment. The fourth factor in media influence on public opinion is 

the individual media system dependency theory cited earlier in this chapter (Ball- 

Rokeach, 1985). Individuals are dependent upon the media to interpret their envi- 

ronment for them. 

All these factors have great relevance for the source successful in influ- 

encing media coverage. A skillful source knows it is essential to use the media as 

a channel in order to reach and eventually to influence public opinion. 

1.2.2 Policy agenda setting process 

Scholars who study the policy agenda setting process investigate the 

extent to which the media agenda influences the policy agenda (Rogers and Dear- 

ing, 1988). 

A significant finding of this research field has been that the mass media 

are only one element in conjuction with public opinion and government processes, 

all of which mutually influence each other. 



This idea was discussed a t  length by Lang and Lang (1983). They suggest 

that the process of putting an item into the public's agenda takes time and goes 

through several steps. They suggest that ways in which the media frame an issue 

and describe andlor label it have an impact, and that the role of well-known indi- 

viduals connected with the issue can be important too. 

Rogers and Dearing (1988), in a review of policy agenda setting research, 

conclude with two generalizations: 

The public agenda, once set by the media agenda, influences the policy 
agenda of elite decision-makers, and, in some cases, policy implemen- 
tation; and the media agenda seems to have direct, sometimes strong, 
influence upon the policy agenda of elite decision-makers, and, in some 
cases, policy implementation. (p. 59) 

In order to illustrate how the elite and the media work mutually to se t  

the policy agenda, it may be useful to review briefly Miller's (1978) study of the 

nature of the relationships between reporters and members of the Congress or 

their aides, and of the coverage that results. She has found that Congressmen rely 

heavily on the news media for information, and for communicating with each oth- 

er, with the executive branch and with public. Similarly, reporters rely on Con- 

gressmen almost exclusively for information or news stories. Miller has labelled 

this relationship "symbiosis," meaning that reporters look for certain types of 

information and people in Congress are willing to provide it ,  because, for one rea- 

son or another, they want publicity. 



1.2.3 The Media Agenda 

An important research question, .ignored by most mass communication 

researchers, is who sets the media's agenda. Gandy (1983) has emphasized this 

point in this way: 

I suggest that we have to go beyond agenda setting to determine who 
sets the media agenda, how and for what purpose it is set,  and with 
what impact on the distribution of power and values in society. (p. 7) 

To some extent, to study how the media agenda develops is to investigate 

how the media make news decisions and how the sources of information influence 

the media coverage. To consider these two last points, we shall turn our attention 

to gatekeeping theories. 

1.3 GATEKEEPING THEORY 

One important aspect of studying sourcelmedia influence is that both the 

information source and the media person are  gatekeepers--that is, both go through 

"the process of controlling the flow of messages in a communication channel" 

(Rogers and Dearing, 1988, p. 8). 

Lewin was the first to use the term gatekeeping, when he observed that 

the "travelling of a news item through certain communication channels was 

dependent on the facts  that certain areas within the channel function as gates" 

(Lewin, 1935, p. 145). 

From a theoretical standpoint, the concept of gatekeeping relates to the 

functional and disfunctional aspects of the surveillance activity of the mass media 



(Wright, 1960), as  well as t o  the media's ability to "structure the unseen environ- 

ment" (McCombs and Shaw, 1976). For most of the audience, the economy, public 

policy and most other aspects of the social environment remain unseen. The medi- 

a's function is to  inform and provide news about them. The media's disfunction is 

to generate panic by overemphasizing dangers or threats to the society, or to cre- 

ate individual apathy or passivity as a result of excess information and lack of 

first-hand experience. From this standpoint, the concept of gatekeeping focuses 

on the journalistic ability to  decide what is news and what is not news, so that the 

media's surveillance and structuring activities are  performed in the most func- 

tional way. 

Overall, gatekeeping theories that concern the media tend to divide into 

three approaches: the critical approach (journalists are subservient to the domi- 

nant cultural ideologies); the professional values approach (journalists base their 

decisions on positive professional values); and the organizational needs approach 

(journalists are constrained by economic, legal, and social considerations). Since 

each approach has a bearing on what sources journalists use, and how they select 

and present information from those sources, we shall briefly summarize each 

approach. 

1.3.1 The critical approach 

This perspective claims that journalists a re  subservient to the dominant 

ideology of the society in which they work. Curran, Gurevich and Woolacott 

(1982) explain that 

control of the production process by the media professionals is con- 
fined, in this view, to the production of messages whose meanings are 
primarily determined elsewhere within the dominant culture. (p. 29) 



In this view, the mass media are structurally dependent on the economic 

and political structure of western societies. 

Ball-Rokeach (1985) has suggested that these structural dependency rela- 

tions are llrelatively symmetrical in the sense that the survival and welfare of the 

media system is as contingent upon the resources of the political and economic 

systems as the survival and welfare of the economic and political systems are 

contingent upon the resources of the media1' (p. 490). The point is not that the 

economic and political elite manipulate the media in a sinister way, but that the 

media softly and firmly "sellf1 the perspective of the ruling class to their audi- 

ence. 

As we shall see in Chapter Two, a number of studies have supported this 

theory: they suggest that belonging to the economic and/or political elite appears 

to be a key factor in determining how successfully a particular source influences 

media content. 

1.3.2 The professional value approach 

This philosophy views journalists as mediators of news, basing decisions 

on professional values. Gans (1980) summarizes this position as follows: 

I view news as information which is transmitted from sources to audi- 
ence, with journalists--who are both employees of bureaucratic com- 
mercial organizations and members of a prof ession--sum marizing, 
refining, and altering what becomes available to them from sources in 
order to make the information suitable for their audiences. (p. 80) 

In this context, White (1950) has done a case study of one journalist's 

reasons for selecting items from one type of information source: the wire 



services. Over one week's time, the author observed that the editor rejected 

almost nine tenths of wire copy. By interviewing the editor, White concluded that 

his overt reasons for rejecting news stories were based on highly subjective value 

judgements such as life experience, attitude, institutions, professional norms and 

personal expectations about what constitutes news. 

Other studies about gatekeeping have also focused on the impact of wire 

services on the news content of the newspapers (Cutlip, 1954; Whitney and Becker, 

1982; Gieber, 1956). For example, McCombs and Shaw (1976) have argued that 

many uncertain editors use the wire services as "reliability checks" to be sure that 

they are covering significant news. In addition, Whitney and Becker have conduct- 

ed a study which showed that the media--particularly on the local level--gravitate 

toward the same proportions and emphasis that wire services accord to various 

news categories. The authors conclude that the judgement of wire services is rou- 

tinely accepted by editors. 

Other scholars have studied the uniformity or standardization of Ameri- 

can newspapers, where "various papers contain the same or similar items and 

these items are styled and arranged in the same or similar ways" (Breed, 1955, p. 

277). Essentially these scholars are also studying the influence of one type of 

source on subsequent media coverage. 

In particular Breed found strong evidence that major newspapers, such as 

the New York Times, set the agenda for smaller newspapers. Breed found that one 

newspaper influences another paper in a top-down process that moves from larger 

papers to smaller ones. This "arterial flow" is encouraged by news practices 



( n e ~ s m  e n  spend much time reading other newspapers) and admitted by them- 

selves. This  phenomenon may be explained in a variety of ways. First, a lack of 

tested theories about news makes judgements of larger papers become the stan- 

dard-  
second ,  journalists of smaller papers may feel  more secure in their news 

judgem e n t s  if they follow a larger paper's lead. Third, smaller papers are  often 

understaffed. Fourth, large papers function as opinion leaders. 

From this perspective, understanding journalists' values and practices is a 

key 
e l e m e n t  in determining the source's efficacy in  influencing media coverage. 

1.3.3 The organizational needs approach 

This third outlook pictures journalists as too constrained by organization- 

al t o  make professional decisions. Epstein (1973)  has explained that 

t h i s  version of the news is not the product of a group of willful or 
biased political men, but of an organization striving to meet the requi- 
s i t e s  needed to survive in a competitive world. (p. 57) 

Generally,  these organizational needs are based on economic, legal and social con- 

,iderat ions- 

From this perspective some studies have explored the gatekeeping pro- 

cess in  terms of an organizational decision making process. 

For example, Carey and Copeland's (1958) study of foreign news use has 

focused on the role of both organizational constraints and news judgement in the 

of stories for news publishing. In particular, the authors cite the follow- 

ing fac tors  as important in determining what get coverage: lack of appeal, lacking 

in  n e w s  value, time problems with deadline, mechanical problems with typewrit- 

ers ,  a n d  editorial problems. 



From the same practical perspective, Stempel's (1964) analysis of how 

newspapers use the Associated Press wire services concluded that production 

demands are the overwhelming factors in decision making. For example, the 

author found greatly varying patterns of use between days and between papers; 

early stories fared better than later ones; and 44% of items used in first editions 

ran in all later editions on the same page with the same headline. 

McQuail (1987) has elaborated an interesting summary of current think- 

ing in this approach. He indicates several factors that influence news selection. 

First, news may be the result of chance encounters or informal- communication 

networks developed by people in the media. Second, locations which in the past 

were newsworthy can become critical points marked by the presence of an agency 

or reporters; in  addition, the availability of space in which to place news may turn 

an event into news. Third, time has an enormous influence in terms of availability 

of a scoop and the possibility of planning the work. 

In addition to these studies of general factors that influence news deci- 

sion making, a number of scholars have speculated specifically about relationships 

between sources and journalists, and the effects of these relationships on the news 

that is ultimately produced. 

Berkowitz (1987) has focused on examining sources and channels from 

which news stories evolve. He suggests that TV relies heavily on experts and offi- 

cials, and that sources which best understand the television newsmaking process 

have the best chance of influencing the news agenda. 



Turk (1986) has examined how successful governmental agencies' public 

relations practitioners are in their information releases to daily newspapers. She 

finds that "public relations practitioners, or a t  least the information they provide 

to  journalists, influence media coverage in terms of both raw materials" (p. 27) 

and judgement about what is news. 

Dimmick (1974) has reviewed part of the literature concerning news 

sources. He finds that most source-reporter relationships are based on the 

"acceptance of a news source's definition of news'' and that "sources often extend 

the reporter's range of potential stories by providing tips or explanations" (p. 17).  

Gandy, in Beyond Agenda Setting: Information Subsidies and Public Poli- 

9 (1982), has claimed that those who control the "price" or availability of infor- 

mation are in a position to control whether the information is "consumed" by the 

media, and therefore, may eventually influence decisions based upon that infor- 

mation. He argues that those sources who make information quickly and inexpen- 

sively available to journalists, are quite likely to  have that information consumed 

by journalists and used in print and electronic media. 

1.4 THE RESEARCH QUESTION 

Generally speaking, agenda setting research has shown that media con- 

tent influences public opinion and 'perceptions. As a result of this powerful influ- 

ence it is important to examine who sets the media's agenda. This question has 

particular relevance for those institutions and organizations that rely heavily on 

the mass media to inform and influence key audiences. 



As Berkowitz, Miller, Gandy, and others have pointed out, the sources 

that make information available to journalists play a role in influencing the ensu- 

ing coverage. Often these sources are public relations practitioners working on 

behalf of institutions and organizations. Their purpose is to attempt to influence 

the public opinion upon which their organizations depend for their survival. 

This thesis will focus on this crucial relationship between public relations 

source and media coverage, asking to what extent the public relations communi- 

cations of an organization can influence media coverage of a particular issue of 

interest to it. 

In the following chapter we focus our attention on prior empirical 

research concerning ways in which public relations people may influence media 

content. 



Chapter 2 

JUSTIFICATION OF THE RESEARCH .- QUESTION 

2.1 THE PUBLIC RELATIONS FRAMEWORK 

This chapter will summarize the results of previous studies in the field 

identified by our research question. For each of the studies reviewed, the hypoth- 

eses, the methodology, and the results are sum marized. On the basis of these past 

findings we will draw our research hypotheses. 

Before analyzing these studies, however, i t  would be helpful to describe 

briefly the involvement of public relations in the process of channeling the infor- 

mation through the media and eventually to the end-users, the general public. 

2.1.1 Public relations and an organization's environment 

"Open systems" theories claim that organizations are homeostatic, 

changing their structures and operations in accordance with "contingencies" or 

influences in  their environments (Achaya, 1985). Krippendorff and Eleey (1986) 

argue that organizations are surrounded by both a physical and economic environ- 

ment and a "symbolic" environment. From the former environment the organiza- 

tion acquires raw materials for manufacturing and capital for investments. The 

lat ter  environment defines an organization's image, its relationships with other 

organizations and institutions, human resources relations, and guidelines for tar- 

geting products and services to customers. 
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Physical and economic resources are essential ingredients for the success 

of institutions and organizations. But equally important is the other requirement: 

achieving and maintaining a favorable public image. Krippendorff and Eleey have 

indicated that this fact is particularly true for those organizations whose "goods 

and services move only in the context of the information available about them" (p. 

14). 

The point is that all the information created and distributed to  advocate 

the interest of an organization is not the only basis on which the public generates 

opinions about organizations, their goods and services. Such organization- 

environment interactions do not take place in a vacuum. Other organizations may 

compete for attention, unforeseen events may affect the public concern, and jour- 

nalists operate as gatekeepers. Therefore, in order not to be a t  the mercy of 

these other influences, organizations must disseminate information in ways that 

either shape their symbolic environment or influence people and other organiza- 

tions' decision making processes by "changing the relative importance of environ- 

mental conditions" (Gandy, 1982, p. 23). 

In this process of transmission of information, public relations plays an 

active role. Turk (1986) conceptualizes this point as follows: 

Public relations, part of the administrative apparatus of an organiza- 
tion, is one component of the broad spectrum of external relationships 
an organization has with its internal and external audiences. And cen- 
tral to the practice of public relations is the dissemination of informa- 
tion to an organization's various publics. (p. 4) 

Indeed, organizations are generally not in a ~os i t i on  to reach their publics direct- 

ly. The main argument of Chapter One was that the media provide the interface 



between an organization and its publics (Krippendorff and Eleey, 1986) and that 

journalists do not act alone in the process of selecting news to be covered. For 

example, Sigal (1973) observes that "news is not necessarily what happens, but 

what a news source says has happened because news doesn't happen until there is 

an exchange of information between newsmen and their sources" (p. 37). 

Public relations practitioners operate as the official sources for media 

coverage about the organizations they represent. As Turk (1986) has observed, 

they "do the leading, initiating contact with representatives of the news media, 

making themselves available, selling ideas1' and seeking to manage the news in a 

way favorable to their organization (p. 4). Particularly relevant to this thesis is 

this "proactive f unction1' (Turk, 1986) of public relations people. In their proactive 

role, public relations people do not merely respond to media queries, but actually 

originate news--or information that may be viewed as news--by offering "informa- 

tion subsidies" (Gandy, 1982) such as press releases, news conferences, and inter- 

views. 

Press releases are generated and transmitted by public relations practi- 

tioners to the media on a regular basis. Even i f  journalists may prefer personally 

to gather the facts and figures, they still use much information from public rela- 

tions practitioners. For example, Cutlip (1962) has estimated that one third of 

newspapers1 content comes from public relations practitioners. He claims that the 

news gathering job of journalists has decreased in  favor of an increasing reliance 

on public relations practitioners' handouts. 



Given this heavy dependence on information subsidies, every organiza- 

tion, concerned with its public image, must carefully monitor its symbolic envi- 

ronment and measure the effects of its public relations communication efforts. A 

number of recent studies have addressed the problems of monitoring and measur- 

ing the effects of media relations activities. 

2.1.2 The measurement system of media relations 

Understanding the symbolic environment, as  well as the effectiveness of 

public relations efforts, requires two elements. The first is a clear definition of 

which facts and issues are most important to the organization. The second is a set 

of instruments to  turn those facts and issues into data comparable over time. 

Several studies have elaborated quantitative tools to  measure and assess public 

relations efforts in influencing media content. 

Krippendorff and Eleey (1986) have elaborated a measurement system 

designed to analyze the "symbolic environmenttt and the effectiveness of public 

relations. The authors adopt the premise that an organization requires both sur- 

veillance and control of its symbolic environment. Surveillance may be performed 

through content analysis of media coverage and through opinion surveys of its 

publics. Control may be achieved by adjusting communications, in accordance 

with the information gleaned from surveillance, to foster a desired image or dis- 

seminate desired information. 

Stressing the importance of correctly identifying the units of measure- 

ment for such analysis, Krippendorf and Eleey cite several units: 



1. News releases/contact reports--overt public relations activity directed 
toward the mass media; 

2. News clippings/TV transcripts--resulting information appearing in the mass 
media; 

3. The readership--audience characteristics of the publication or medium 
(size, frequency, area); 

4. Results of public opinion surveys; 

5. Goods and services--the effects of an organization's image on its profit. 

Analyzing all the possible causal links (or relationships) between these 

units of measurement may provide an organization with data to improve its poli- 

cies and public relations efforts. 

The authors suggest various combinations and associations between these 

individual units. They indicate that the link or association identified varies in 

accordance with different image-monitoring purposes. Krippendorff and Eleey 

indicate the following points as the most important: 

1. Tracking issues over time (surveillance) by observing the number of pub- 
lished articles on a given topic within a given period of time; 

2. Measuring the amount of coverage generated over time (control) by com- 
paring the news releases and news clipping units; 

3. Identifying clusters of issues (surveillance) that the press mentions to deter- 
mine associations between various ideas in public opinion; 

4. Tracking thematic patterns (surveillance) by analyzing data to see what 
themes are associated with mentions of the organization's name; 



5. Measuring press release effectiveness (control) by verifying under what 
circumstances the organization's press releases achieve greater media atten- 
tion than the competing news sources; 

6. Examining media attitudes toward sources (control) by showing which press 
releases stimulated favorable or unfavorable coverage; 

7. Adjusting the public relations mix (control) by changing topics or frequency 
of releases to target certain image problems; 

8. Doing strategic experiments (control) by modifying public relations messag- 
es in controlled areas to make comparisons with other areas. 

Krippendorff and Eleey indicate that such a surveillance and control 

information system would be very beneficial for organizations. It would permit the 

assessment, on a continuing basis, of the effect public relations activities have 

directly on the media and indirectly on public opinion. 

Working in the mid-seventies at the Bell System, Marzano (1984) has 

conducted an empirical study of Krippendorff's and Eleey's media relations meas- 

urement system. This system has been tailored to generate data that reflect how 

the nation's media perceived events within and about the Bell System company in 

both the short term and the long term. 

To establish a benchmark, the author surveyed a random sample of work- 

ing news people: reporters, editors, publishers, program directors, and station 

owners. They were questioned about the media relations effectiveness of the Bell 

System public relations practitioners (promptness and accuracy of responses to 

queries, clarity of releases, etc.). A sample of media stories about Bell was divid- 

ed into subject categories such as technology, customer service, labor, rates, 



government relations, and so forth. A manual was prepared to train coders about 

criteria for positive, neutral, or negative news stories in each category. The news 

clippings were coded by an outside service for content and tone, and subsequently 

checked by another outside service. 

Marzano reported different ways in which data can be broken down to 

study disparate effects: 

1. "Totals1' shows the number of news clippings for positive, neutral, and neg- 
ative stories; the circulation figures indicate the potential audience exposure; 

2.  !'Treatment of clips1' by subject category reports the number of news clip- 
pings and tone for each category; 

3.  "Rebuttal ratio" indicates the number and tone of news releases based on 
reactive public relations efforts--those in which public relations people merely 
responded to, rather than initiated, media inquiries--( in this way i t  is possible 
to track the effectiveness of public relations people over a long period of 
time); 

4. "Company input ratio into the media" indicates number and tone of stories 
resulting from proactive public relations efforts (news releases, speeches, news 
conferences, etc.); 

5. "Publication group" breaks down coverage by types of media to determine 
which medium is the most effective in publishing company news; 

6. "Circulation size" reports the tone and frequency of company coverage 
according to print circulation figures; 

7. "Treatment by syndicates" shows the tone and percentage of editorial and 
wire service treatment of the company; 

8. "Category chart" shows the tone of coverage separately for each issue under 
analysis to indicate which subject matter needs more public relations attention 
and intervention. 



Marzano indicates that variables used in the media relations measure: 

ment system may change according to the level and type of detail desired. 

An important contribution to the development of a measurement system 

of media relations from a methodological standpoint is offered by Marker (1977).  

He has reported on the development of a computer-based media relations meas- 

urement system for Armstrong Cork Company. The analysis consists of listing the 

communication objectives for each of the company's divisions. Subsequently, from 

each of these objectives specific public relations messages are extracted. The 

complete message list is then given to an outside monitoring service company. The 

computer analyzes each clipping that comes in from external clipping services to 

see what messages it contains. The computer counts the following items: the 

total number of stories in print and electronic media, the total inches of print 

space and the total minutes of air time, the dollar value of time and space if pur- 

chased as advertising, and the number of photographs published. The intention is 

to verify periodically how well the public relations practitioners are achieving the 

objectives established. 

All the information collected is summarized into reports that include the 

following items: 

1. A general description of the public relations feedback for the period consid- 
ered, such as the number of stories published, the total print and media circu- 
lation, and the number of product mentions; 

2. A "return on investment'' statement derived from the total value of the 
print space and broadcast time divided by the public relations area's actual 
expenditures for that period; 
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3. An analysis of audience delivery (cost per thousand), obtained by dividing 
the project expenses by the aggregate circulation achieved in the given period; 

4. A review of major communication objectives and the corresponding 
messages; 

5. An analysis of the level of achievement of the objectives; 

6. The number of customer inquiries received that were stimulated by the pub- 
lic relations efforts. 

Like the Marker and Marzano studies, this study builds on the theoretical 

and methodological framework designed by Krippendorff and Eleey. Thus, this 

thesis analyzes coverage generated by public relations on a specific topic, meas- 

ured by comparing the news releases with the news clipping units that resulted. It 

does not assess the extent to which this coverage eventually influences public 

opinion. The final objective is to compare the intended public relations message as 

expressed in the news releases with the message that is contained in the resulting 

news articles. 

2.2 PRESS RELEASES VERSUS NEWSPAPER COVERAGE 

A variety of studies have measured the influence of press releases on 

media coverage. Overall, these studies tend to divide into three categories: media 

visibility studies (which measure public relations efforts in getting media atten- 

tion); studies of the news releases' impact on media content (which measure how 

the subject matter of press releases correlates with the subject matter of the 

resulting newspaper articles); and news release characteristics studies (which 

investigate features of news releases that make them more appealing to journal- 

ists), 



2.2.1 Media visibility studies 

The basic research question of a visibility study is the ability of public 

relations to achieve publicity by generating media coverage independently from 

the newsworthiness of the organization or individual conducting the efforts. 

Stocking (1985) has studied whether public relations efforts themselves, 

or the news value inherent in an institution, is more significant in influencing 

media coverage. This study assesses the independent role of public relations 

efforts and source preeminence in securing science news coverage for American 

medical schools. The author hypothesized that public relations efforts on behalf 

of medical school research would be positively and independently associated with 

visibility of the schools in mass media stories about medical research. 

A quantitative method was used. A sample of medical schools was 

assigned media visibility scores based on mentions in three major news magazines 

and four of the largest newspapers of the country. Medical school public relations 

officers responded to a questionnaire concerning the number of their news releas- 

es and other placement efforts with the national news media. Productivity and 

prestige scores were assigned to  each school based upon indexes of medical journal 

articles and existing medical school faculty ratings. These variables were analyzed 

using standard multiple regression techniques. 

Contrary to  expectations, public information efforts were found to have 

no significant independent relationship with, or effects on, media visibility. The 

author draws two conclusions. First, productive and prestigious organizations may 



obtain national coverage independent of their amount of public relations activity. 

Second, in judging the effectiveness of public relations efforts, it is necessary to 

take into account the inherent newsworthiness of the organization publicized. 

Looking a t  individuals rather than institutions, Wilhoit and Sherrill (1968) 

have examined the factors that maximize a senator's coverage in the mass media 

by measuring the number of AP wire stories containing his name. 

The authors intended to test the following hypotheses: 

1. Senators with high seniority have significantly greater news visibility i n  the 
wire services then the lower seniority senators; 

2. Controlling for seniority, high prestige committee assignments (defined 
along a rank committee desirability ordinal scale) are significantly related to 
wire service visibility; 

3.  The larger the population of the state a senator represents, the greater the 
visibility in the wire service; 

4. The more liberal a senator is, the more likely he is to rank high in visibility 
in the press wire; 

5. The more competitive the state party system which the senator represents, 
the higher visibility ranking of the senator in the wire service. 

To test these hypotheses, the authors analyzed eight weeks of randomly 

selected AP wire coverage. A computer analysis located all words beginning with 

the character "sen," "leader," and "chairman," printing the text before and after 

the key words. From the data, an ordinal table was constructed showing the num- 

ber of times each senator's name was mentioned. Political party labels were also 

considered. 



Several findings were reported: 

1. The population of state, seniority, and committee prestige variables pro- 
duced significant rank-order correlations with the wire service visibility; 

2.  The relationship between the committee prestige variable and wire service 
visibility was a spurious one, caused by the higher correlation between seniori- 
ty and committee assignment; 

3. The security of a seat and liberalism variables appeared uncorrelated with 
visibility. 

The authors concluded that: 

1. The wire services are more likely to cover senators from large states since 
they interest larger audiences, are  more important in the Senate, and have a 
greater chance for presidential nomination; 

2. Big-state Republicans rely on name recognition and candidate-oriented vot- 
ing behavior more than their Democratic colleagues; 

3. The ideology of the wire service managers, editors, and reporters seemingly 
does not affect news coverage of the Senate; 

4. Senators whose seats are 'insecure' are not able to obtain more wire service 
coverage than those whose seats are more 'secure'; 

5. The senators higher in seniority have a greater chance to be covered by the 
wire service. The authors suggest that senators with greater seniority are able 
to obtain more newsworthy assignments. In fact, when seniority is controlled 
for, prestige of the Senate committee assignments appears to be a contributing 
factor in the wire service coverage. 

The results of the media visibility studies are quite consistent. Public 

relations efforts are effective only if they can capitalize on the inherent news- 

worthiness of organizations or individuals. 



2.2.2 Studies of news release impact on media content 

The research question in these studies is to assess how the media use the 

news releases received from public relations people. Some studies have analyzed 

this topic in terms of the relationship between specific journalists and public rela- 

tions people. 

Turk (1986) has considered the relationship between daily newspapers 

and public information officers of state government agencies. This study seeks to 

examine how much influence state government agencies have upon daily newspa- 

pers through the information subsidies they provide to them. 

The author tested several hypotheses: 

1. When provided with information, daily newspapers are more likely to use 
that information than to discard it; 

2. Conformity to journalistic newsworthiness norms of conflict, preeminence, 
significance, and timeliness are the most important factors in  deciding wheth- 
er the information is used or not; 

3. The newspapers' content reflects the priorities exhibited by the agencies' 
information subsidies; 

4. Public relations officers who view their role as providers of persuasive 
"propaganda" are less successful . i n  placing their in for mation than those who 
view their role as providers of information. 

Both quantitative and qualitative methods were used. On the quantita- 

tive side, both the media agenda and the agenda of the state government agencies 

were measured through content analysis. The former was defined as the editorial 



content of the newspapers; the latter as the press releases provided to newspa- 

pers. On the qualitative side, interviews and observations of journalists when they 

were working explained how and why the information was disseminated by the 

agencies and used by the journalists. 

The author found the following results: 

1. The eight newspapers used 51% of the news releases received, even though 
public relations handouts influenced less than half of the total news coverage; 

2.  Lack of newsworthiness of a news release was the reason why the journal- 
ists rejected releases; 

3. Rank-order correlations of issues in agency subsidies and in subsidy-based 
newspaper stories were strong and statistically significant; 

4. Straightforward presentation of information may be better received by the 
media than information intended either to persuade the media or make the 
public accept the organization's point of view. 

The author reached several conclusions: 

1. Public relations practitioners are more effective in disseminating inforrna- 
tion when they concentrate on reactive information-giving rather than on 
proactive information-releasing; 

2.  If news releases met journalists' criteria of newsworthiness--a local angle, 
impact upon the public, timeliness--then more information subsidies would be 
used by newspapers; 

3. Daily newspaper reporters perform the function of first-level gatekeeping; 

4. Public relations practitioners, or a t  least the information they provide, 
influence the media agenda. 



Sachsman (1976) has examined the effects of public relations on coverage 

of environmental issues i n  print and electronic media i n  San Francisco. Overall, 

the author sought to answer several questions: first, to determine the nature and 

influence of information sources on environmental media coverage; second, to 

describe the influence internal factors exert on the publication and editing of such 

news; and third, to ascertain whether the presence of a reporter specializing in 

environmental issues affected coverage. 

This study was divided into three phases. The first phase used a purposive 

sample of 11 Bay area reporters and editors of print and electronic media, who 

saved or made a note concerning the environmental news releases and other 

materials they received during the given period. The second phase consisted of a 

content analysis of environmental coverage offered by 13 Bay area dailies, 6 radio 

stations, and 6 TV stations during the same period. The third part of the project 

involved a backtracking interview procedure with media representatives to deter- 

mine the sources of information and the gatekeeping procedures involved in envi- 

ronmental news selection and reporting. 

The author found a variety of results: 

1. The larger and better-known the medium, the greater volume of public 
relations environmental material received; 

2. Print media received more material than electronic media; 

3. Environmental reporters received more material than those not on a regular 
beat; 



4. In most cases reporters and editors saved and used a large number of envi- 
ronmental releases; 

5. The media depended on public relations sources heavily (and almost all 
media which depended on wire service stories were influenced by public rela- 
tions sources); 

6. Public relations sources influenced a t  least 25% of stories and perhaps as 
many as 50% of stories, of which 20% were simply rewritten news releases; 

7. Journalists serving as environmental specialists were more heavily influ- 
enced by public relations than reporters not on a regular beat (government 
news releases were most widely used; business editors depended almost entire- 
ly on releases from industry-related groups); 

8. Journalists relied heavily on "official spokesment1 cited in releases, and did 
not question the reliability of the spokesmen; 

9. Rather than carry out investigative reporting, journalists relied on pressure- 
group news releases to provide balanced coverage (and there was little inter- 
pretation of stories); 

10. Journalists specializing in the environment often got ideas from releases 
for enterprise stories which they pushed through gatekeepers and into 
publication/broadcastings, whereas the reporters not on a regular beat simply 
followed their edi tors1 assignments. 

Sachsman concluded that public relations efforts had a significant effect 

on coverage of Bay area environmental issues, that having direct contacts with a 

reporter environmental specialist can enhance coverage, and that the watchdog 

function of the press is not vigorously pushed in these cases. 

In addition to these studies that investigate the role of news releases in 

the journalist-public relations relationship, other researchers have focused on the 

extent to which news releases influence both the issues included in the media con- 

tent and the emphasis devoted to each issue. 



Hale (1978) has examined press coverage of California Supreme Court 

decisions in 1972 to  determine if there were some types of decisions which 

received greater coverage in  the court's press releases and if the same types of 

decisions were emphasized in 10 California newspapers. Overall, the author sought 

to explore how the subject matter of the press releases correlates with the subject 

matter of the news clippings. 

Policy-significant variables were developed to  measure the number of 

times that  a decision was cited during the three days after i t  was released, as well 

as variables that concerned specific types of court cases. Zero-order correlations 

were used to contrast the length and the tone (positive, negative, neutral) of the 

court releases and of the news clippings. Partial correlations were used to deter- 

mine if news releases and news clippings differed in the characteristics empha- 

sized by the court decisions. 

The following results were found: 

1. Even though newspapers published only one-fifth as many decisions as the 
court put out releases on, there was a significant correlation between the 
length of the releases and the length of the news articles; 

2. There was substantial agreement between decisions the newspapers consid- 
ered newsworthy and decisions the court decided to do releases on; 

3. There was significantly greater coverage of constitutional and policy signif- 
icance issues and significantly less coverage given to  cases with individuals or 
parties; 

4. Simultaneous release of many press releases was counterproductive to cov- 
erage. 



Hale concludes that  press releases exert a strong influence on the kind - of 

California Supreme Court decisions which are printed, but not necessarily on the 

quantity of coverage of the decisions. 

Similarly, Martin and Singletary (1981) have examined how Pennsylvania 

newspapers t reat  news releases issued by the Department of the Auditor General, 

a s tate  agency. 

They investigated several questions: 

1. The extent to which the newspaper articles reproduce verbatim the news 
releases; 

2. The possible differences in the treatment of news releases by daily and non- 
daily newspapers, and wire services; 

3. The number of newspaper articles which resulted from the news releases; 

4. The relationship between publication of a news release and its geographical 
distribution; 

5. The similarity of the subject matter between the news releases and the 
newspaper articles; 

6. The tone (critical or not critical) of the newspaper articles as opposed to the 
news reIeases. 

During the study, news releases were collected and compared through 

content analysis with newspaper stories of 105  daily newspapers and 177 weekly 

newspapers across the state. 

The author found several results: 



1. Only 19.5% of the 497 published stories were printed verbatim from the 
news releases; 

2. Non-daily newspapers were far less likely than dailies to use the news 
releases at all; 

3. If the articles were transmitted by the wire services, they had a relatively 
higher rate of acceptance by the newspapers; 

4. More than three-fourths of all the news releases published were given some 
degree of editorial attention, not simply published as received; 

5. The percentage of articles generated followed very closely the percentage 
of articles sent; 

6. Releases of a critical or "negative" nature generated somewhat more pub- 
lished stories than releases of a non-critical or "positivet1 nature; 

7. There was a slight tendency for dailies to use negative or critical news and 
for non-dailies to use news which included both positive and negative aspects. 

The results of the media content studies are quite consistent and rele- 

vant to this thesis. They indicate that journalists use the news releases they 

receive, and that the news releases actually influence the media agenda. 

2.2.3 News release characteristics studies 

This category of studies considers how journalists react to the news 

releases they receive. The overall objective is to point out which features of news 

releases make them more appealing to journalists. 

Morton (1986) has examined the effects of four "newspaper characteris- 

ticsN and seven types of releases on publication of releases in the given 



newspapers. These characteristics were frequency of publication, circulation, 

geographical distance from the news source and news staff size. The seven types 

of releases were institutional, coming events, past events, consumer information, 

timely topics, features, and research stories. 

Under study were articles from Oklahoma State University's public infor- 

mation and agriculture information offices. The articles were released to 191 

newspapers. Information concerning which news releases went to which newspa- 

pers was recorded on each release; information about publication was obtained 

through a clipping service. 

The study's results included the following: 

1. Only one of the newspaper characteristics--frequency of publication-- 
affected use of the news releases: daily newspapers published 7.6% of releases 
sent to them, while weekly newspapers published 9% and twice weeklies pub- 
lished 21.6%; 

2. Types of releases significantly affected publication: about 24% of consumer 
information releases sent were published, followed by coming events (1 5% pub- 
lished), timely topics (9%), and research stories (10%); institutional articles, 
past events, and features got negligible publication (each less than 5%). 

Morton concluded that the possibility of getting releases published is 

better with weeklies and twice-weeklies than with dailies, and that the types of 

releases submitted significantly affect whether or not they are published. 

Other scholars have addressed the question with other methodologies, by 

interviewing or surveying journalists. Baxter (1981) has reported the results of 

interviews with journalists about why they rejected news releases from public 



relations people. The results showed that journalists think that public relations 

practitioners do not know the difference between news and advertising. In addi- 

tion, all journalists feel news releases require some degree of editing and rewrit- 

ing. Sometimes the releases are too vague or they are too difficult to understand. 

Often they are not newsworthy, too long, too late, or just self-serving announce- 

ments. On the other hand, journalists recognize that without news releases, they 

would miss a lot of stories and business information. 

The author concluded that news releases should be streamlined and in 

particular, addressed to the most appropriate individual in each media outlet; 

business publicists should put out releases that contain pure news and feature 

materials about the business (not advertising puffery); business releases should be 

concise and ready for publication as much as possible. If public relations practi- 

tioners would abide by these guidelines, the advantages would be to improve rela- 

tionships between public relations people and journalists and to increase news 

releases' effectiveness. 

Kopenhaver (1985) has conducted a survey about reciprocal attitudes and 

perceptions among journalists and public relations practitioners. Particularly rel- 

evant to this thesis is the part of the survey that attempted to identify specific 

reasons for the rejection of news releases. For this purpose, editors were asked to 

rank-order six factors: lack of timeliness, mechanical/grammatical errors, lack of 

local angle, poorly written, lack of news values and lack of information. They 

were also requested to estimate the frequencies of transmission of news releases 

to the media. 



The results collected showed that the most important reasons for rejec- 

tion of news releases were (in order) lack of news value, lack of local angle, lack 

of timeliness, poor writing and mechanical/grammatical errors. By comparing the 

ranking of the six factors with the kind of newspaper, Kopenhaver reported that 

daily editors ranked lack of news first and lack of local angle second, while weekly 

news editors inverted that order. 

The results of the media content studies are quite consistent in showing 

which features most account for successful placement in the newspapers. They are 

local angle, timeliness, and newsworthiness. 

In the context of the literature reviewed we formulate the following 

hypotheses for this study: 

HYPOTHESIS 1: 

When provided with information in news releases from an organization's public 

relations people, journalists will follow the same agenda as the news releases, with 

"agenda" measured in terms of the rank order of issues mentioned. 

HYPOTHESIS 2: 

The closer the relationship between the agenda of the organization's news releases 

and the news story, the more favorable will be the tone of the news story toward 

the organization. 

In the following chapter a methodology and the research instruments for 

examining the two hypotheses described in this chapter are developed. 



Chapter 3 

THERESEARCHPROCEDURE 

3.1 SOURCES OF DATA 

As explained in Chapter Two, the hypotheses that were tested in this 

study are the following: 

Hypothesis 1: 

When provided with information in news releases from an organization's public 

relations people, journalists will follow the same agenda as in the news releases, 

with "agenda" measured in terms of the rank order of, and space devoted to, issues 

mentioned. 

Hypothesis 2: 

The closer the relationship between the agenda of the organization's news releases 

and the news story, the more favorable will be the tone of the news story toward 

the organization. 

In order to test these hypotheses, this study examined one organization's 

public relations communications and the resulting media coverage of one discrete 

topic during one period of time. In examining the data, the focus was on two major 

units of observation: the public relations agenda and the print media agenda. The 

former was operationally defined as the news releases sent to the media by the 

organization's public relations people. The latter was operationally defined as the 



ensuing information that appeared in the print media, measured by news clippings 

from newspapers and magazines. 

3.2 THE FOCUS OF THE STUDY 

The data for this research were provided by the External Affairs Depart- 

ment of E. I. Du Pont de Nemours in Wilmington, Delaware. The focus of this 

study was the chlorofluorocarbons (CFC) environmental issue. This company was 

chosen for its size and for its influence on the social and economic environment, 

especially in Delaware, and because a chemical company is very sensitive to envi- 

ronmental issues and therefore will attempt to monitor and influence its symbolic 

environment with great care. Before describing the research design, it might be 

useful to provide a brief introduction to this environmental issue and Du Pont's 

posit ion. 

The chlorofluorocarbons environmental issue. 

Chlorofluorocarbons are used as working fluids in refrigeration and air 

conditioning; as blowing agents in the manufacturing of plastic insulation, packag- 

ing, and cushioning foams; as cleaning agents in the metal-working and electronic 

industries; and in many other uses where their unique chemical properties (e.g., 

low toxicity, nonflammability, and heat transfer characteristics) are of great val- 

ue. However, the stability of CFC has led to the concern that they do not break 

down until they reach the stratosphere and may therefore interfere with the 

earth's protective ozone layer. 



Despite concerns about their environmental impact, the widespread glob- 

al applications for CFC means that their production cannot be stopped until new 

products have been tested, both for commercial application and level of toxicity. 

This is a very long-term process: the toxicity test, for example, requires a t  least 

five years. 

Since the early 1970s there has been a general concern that CFC prod- 

ucts might eventually harm the environment if their use were to grow without 

restrictions. On September 16, 1987, the first positive action toward the regula- 

tion of the market was taken in an international setting: the Montreal Protocol. 

After i t  is signed by two-thirds of CFC-producing nations, this Protocol provides 

that the use of CFC will be frozen, then be reduced by 50 percent over the next 

decade. 

The CFC environmental issue became a major media issue in the late fall 

of 1987, when the media published a report by a group of NASA researchers. Their 

study showed that the amount of ozone in the stratosphere has substantially 

decreased in the last few years. In order to confirm these results, an Ozone Trend 

Panel was established. A researcher from Du Pont took part in this project. 

The position of Du Pont. 

Du Pont is the worldwide leading producer and marketer of chlorofluoro- 

carbons derivatives, controlling over 45% of the CFC market. 

After the publication of the NASA report in the fall of 1987, Du Pont's 

External Affairs department decided to adopt a proactive approach toward media 



relations on this issue. For example, Du Pont began to say that i t  was aware of 

the problem, i t  was working on alternatives, and was spending millions of dollars 

in research. 

In January 1988, Du Pont issued its first news releases about the discov- 

ery of new alternative products for specific end-uses, and the opening of a pilot 

production facility. 

On March 15, 1988 the Ozone Trend Panel said that CFCs may have con- 

tributed to  a 2% decrease in global ozone since 1970, and probably are the major 

contributors to  a larger decrease over Antarctica since 1979. Subsequent t o  the 

publishing of these results, two Congressmen sent a le t ter  t o  the media in which 

they quoted a statement released a few years ago by Irving Shapiro, former chair- 

man of the board of Du Pont. In this statement, Shapiro said that Du Pont would 

leave the CFC industry if scientific studies had proved that environmental damage 

was caused by CFC. On March 25, 1988, Du Pont issued its new policy. It prom- 

ised t o  phase out the production of CFC and requested five to  seven years to  find 

new alternative products. 

3.3 THE RESEARCH DESIGN 

Sources of data for this study were the five news releases (including a 

le t ter  to  trade publication editors) issued by Du Pont's External Affairs Depart- 

ment about the CFC issue; and the subsequent 190 print news articles as collected 

both by an independent clipping service and by Du Pont. The period of time stud- 

ied was from January 5, 1988 to  July 31, 1988. This study primarily sought t o  



examine how effective the public relations efforts were in leading coverage of the 

CFC issue in the desired direction, by determining whether the company agenda 

(both messages and their rank order) had been adopted by the media. 

To this end the news releases were content-analyzed in order to identify 

each issue/message and to designate its importance/emphasis. In particular, each 

news release was analyzed in terms of its release date and the particular issue 

mentioned in the headline and each paragraph (issues were measured in terms of 

both order appearance and number of sentences). 

By noting the order in which issues appeared in each news release, a rank 

order for each issue was identified for both the overall public relations agenda and 

for each news release. In addition, the emphasis placed on each issue was 

obtained by counting the number of sentences devoted to an issue in each news 

release; this resulted in an ordinal list for each issue both for the overall public 

relations agenda and for each news release. 

In addition each news clipping was numbered. According to the Gale 

Directory of Publications (1988) a list of the media (categorized as newspapers, 

general magazines, scientific magazines, and trade magazines) from which the 

news articles had been taken was prepared. Subsequently the newspapers and the 

magazines were classified according to their circulation figures and geographical 

distribution. In many cases, the type of publication, the geographical location, 

and the circulation figures were not apparent on the clippings. Therefore, one 

coder completed these categories subsequently, using a list of the media with 

their circulation figures and geographical distribution provided in Appendix A. 



5. Geographical distribution of the medium: Delaware Valley; East Coast; 

South; Mid-west; West Coast; National. 

3.3.1 The variables for the content analysis 

The following variables were used in the coding instruments for the con- 

tent analysis of the media clippings: 

1. Clipping identification number. 

2. Clipping date. 

3. Identification of the medium from which the news clipping was taken: 

newspaper; general magazine; trade magazine; scientific magazine; other (speci- 

fy). 

4. Circulation figures of the medium: small; medium; large. Newspapers: 

small (up to 100,000), medium (100,000--500,000), large (500,000 and over); gener- 

al magazines: small (up to 20,000), medium (20,000--500,000), large (500,000 and 

over); trade magazines and science magazines: small (up to 20,000), medium 

(20,000--100,000), large (100,000 and over). 

6. Proximity to CFC Du Pont plants: plant proximity (all the media 

located in the same states as the Du Pont CFC plants, that is, New Jersey, Texas, 

Minnesota, West Virginia, California); non-plant proximity (all the media located 

in the other states). 



7. Type of article: spot news (one-paragraph-long article without a by- 

line); news article (a factual article without a by-line): news article (a factual 

article with a by-line); wire service article; column/editorial (an article that pres- 

ents the opinion of the publisher, editor, or editorial staff); other (specify). 

8. Size of the article (number of sentences). 

9. Issues, listed as follows: 

Chlorofluorocarbons toxicity testing consortium includes announcement of the 

program, goal of the program, list of the producers/participants, schedule for 

the completion of the test, publication of interim results, HCFC-123 and 

HCFC-124a compound testing (only if indicated in the context of this consorti- 

um). 

Montreal Protocol includes the objectives of the regulation, nations registered, 

schedule for the regulations, rationale of the organization, results desired, 

necessity for global action. 

Potential compound replacements of CFC includes HCFC-123 and HCFC-124a 

when they are indicated not in conjuction with the CFC toxicity testing con- 

sortium or with Du Pont's independent research. 

Chlorofluorocarbons includes descriptions of the products' chemical and physi- 

cal properties, and applications, mentions of positive aspects (useful applica- 

tions) and negative aspects (pollution). 



Du Pont new products include new blowing agent (Formacel-S), Food and Drug 

Administration (FDA) nonobjection to marketing, better physical and chemical 

properties of Formacel-S in comparison to the existing CFC, new food packag- 

ing applications, new future testing applications (other than food packaging 

applications), trade-off prize-quantity (higher prize for unit of quantity but 

lower quantity for unit of product), consumption of blowing agent in the 

U.S.A., location of the production facilities in the U.S. A., alternative blowing 

agent available for  all polystyrene food packaging; Freon SMT, cleaning agent 

exclusively for cleaning purposes, availability of sample to customers for test- 

ing purposes. 

Du Pont cpmmitment includes loyalty t o  its customers (to find agents which 

satisfy their commercial needs), loyalty to the general public (to find safe 

agents), new research about HCF-13 and HCF-134a, schedule for  the comple- 

tion of the test, Refrigerant (R)-500, monetary investment in research, inter- 

national commit ment/cooperation in limiting CFC production. 

HFC-134a small lot facility includes pilot plant HCF-134a, development of a 

small quantity for testing purposes, its replacement of CFC-13, future appli- 

cations under development, preliminary toxicity testing. 

Ozone Trend Panel includes refers to the report of new facts  regarding the 

potential depletion of stratospheric ozone by CFC released on March 15, 1988. 

Du Pont new policy includes orderly transition to the total phaseout of CFC 

production, request for five to seven years to replace the product for 



commercial and toxicity testing, strategy for each business (Freon products, 

cleaning agents, refrigerants, blowing agents). 

Other (specify). Any issue not covered by the categories above was noted here. 

10. Space for issue: the number of sentences in which each issue ,was 

mentioned. 

11. How the news article evaluates both Du Pont and the handling of this 

environmental problem: 

a) The article criticizes both the Du Pont company in general and the handling 

of this specific environmental problem 

b) The article criticizes the handling of the environmental problem but not the 

Du Pont company 

c) The article does not take any position both toward Du Pont and the handling 

of the environmental problem 

d) The article praises the handling of the environmental problem 

e) The article praises both the handling of the environmental problem and Du 

Pont company in general 

f )  Cannot judge. 



3.3.2 The analytical procedures 

Frequency tables and crosstabs tables were used in order to organize and 

describe the basic data. 

Testing of hypothesis 1 was as follows. The rank order of each CFC issue 

was established by giving each rank a score. For example: position No. 1 was given 

a score of 10; position No. 2 a score of 9; and so on, up until the order position No. 

10 whose score was 1. Order positions beyond the 10th were discarded. For each 

issue, each score was multiplied by the frequency of mentions, and, subsequently, 

these products were summed up; the result gave the rank order score. This proce- 

dure was followed to establish the rank order of each CFC issue, in terms of order 

of appearance, both in the Du Pont news releases as a whole and in the news clip- 

pings as a whole. Spearman's rho was used to measure the correlations between 

the two rank orders. The same analysis was repeated, using the rank order of 

issues in each Du Pont release separately. This resulted i n  a different rank order 

for each of the five Du Pont releases. Each rank order was compared to the news 

clips that followed it up until the time of the next release. 

In addition, a measure of attention in terms of sentences devoted to each 

issue, as a percentage of total sentences, was established both in the Du Pont 

news releases as a whole and in the news clippings as a whole. Pearson's r was 

used to measure the correlations between the two distributions of sentences. The 

same analysis was repeated, using the percentage of sentences for each issue in 

each Du Pont release separately. This resulted in a different distribution of sen- 

tences among the issues in each of the five releases. Each agenda was compared 

to the news clips that followed it up until the time of the next release. 



3.3.3 The coding procedure 

Hypothesis 2 was tested as follows. A value for the rank order of issues 

was established in the Du Pont releases and the news clips. For each Du Pant 

release the issues were listed in rank order of statement as explained in hypothesis 

1. The same was done for each news story. Each news story was compared to the 

release that preceded it. Taking each issue sequentially in the release, the num- 

ber that described its score order position was subtracted from the score order 

position of that same item in the news clip. The results were summed up for each 

item mentioned in the releasehews clip and the procedure was repeated for each 

news clip. This was the measure of proximity. One way analysis of variance was 

then used to measur the relationship between the proximity measure and the 

favorability scale. 

in addition to the researcher, one coder was used. Bot'h coders coded all 

the news clippings; subsequently Krippendorff's alpha was applied to test interco- 

der reliability. 

A general overview of the research project was given to the coder by the 

researcher. The coding packet, the list of categories and their definitions, coding 

instructions, and coding sheets were given and explained as well. The coding 

instructions are reported in Appendix B. 

The following chapters of the study describe the data tabulated and 

interpret the results. 



Chapter 4 

EXECUTION OF THE STUDY AND INTERPRETATION OF THE 

RESULTS 

The purpose of this chapter is to describe the data collected concerning 

media coverage of the CFC issue, to see if trends exist within the media coverage 

and if the results support the hypotheses. However, before proceeding in this 

direction, it is necessary to know both the level of reliability of the data collected 

and the accuracy of the measuring instruments. 

4.1 THE RESULTS OF THE INTERCODER RELLABILITY TEST 

Krippendorff's alpha was the reliability test used, since it can be used for 

nominal, ordinal, interval, and ratio data and for more than one coder. This test 

requires a minimum reliability coefficient of about .7 (Krippendorff, 1980). The 

coefficients were generally sufficiently accurate and reliable, as 35 out of 50 

ranged between .69 to 1.00. Nevertheless, in 15 out of 50 cases, acceptable levels 

of agreement were not found. As a result, the following variables were eventually 

excluded from the statistical analysis: 

1. Potential compound replacement, first mention; 

2. Potential compound replacement, second mention; 

3. Potential compound replacement, third mention; 

4. Potential compound replacement, number of sentences; 



5. "Other issue," first mention; 

6. "Other issue," second mention; 

7. "Other issue," third mention; 

8. Lot facility, second mention; 

8. The "third mention" variable for all issues categories. 

The table summarazing the agreement coefficients between the coders 

for each of the 50 variables is reported in Appendix C. 

4.2 AN OVERVIEW OF THE MEDIA COVERAGE 

The five news releases put out by Du Pont between January 5 and July 

31, 1988 generated a total of 190 news articles. The general question of which 

type of medium produced most coverage is summarized in Table 1, in which three 

measures of the extent of the media coverage are presented. News articles divid- 

ed almost equally between trade magazines, with 86 articles (or 45%), and news- 

papers, with 83 articles (or 44%). Scientific magazines presented the longest 

articles, measured by the average number of sentences per article (an average of 

44 sentences per article). Finally, when the extent of the coverage for each medi- 

um is expressed as a percentage of the total number of sentences, newspapers 

generated 51% of the total coverage. 



/ Table 1: EXTENT OF THE COVERAGE ACCORDING TO MEDIUM 

MEDIUM NO. OF CLIPS SENTENCES PERCENT 
PER ARTICLE OF SENTENCES 

I Newspaper 83 44 2 8 5 1 

General Magazine 11 6 32 7 

I Trade Magazine 86 45 18 3 3 

Science Magazine 10 5 44 9 

I TOTALS 190 100 24 100 

Note. "Percent of sentences" compares the average number of sen- 
tences in articles of each medium with the total number of sen- 
tences in all the media coverage. 

The circulation figures, summarized in Table 2, give some idea of the 

extent of coverage in terms of potential readership. Overall, the coverage was 

more extensive in media with large and medium levels of circulation (100,000 and 

over for newspapers; 20,OO 0 and over for magazines). However, this phenomenon 

is more characteristic of newspapers than other kinds of media. In fact, articles 

with medium and large levels of circulation represent 76% of the total newspaper 

coverage. Trade magazines are the most equally distributed among the three dif- 

ferent levels of circulation (approximately 30 articles per category of circulation); 

as clearly, they reached fewer members of the public than newspapers. 



Table 2: DISTRIBUTION OF THE NEWS CLIPPINGS ACCORDING TO 
CIRCULATION 

CIRCULATION OF THE MEDIUM 

MEDIUM Small Medium Large TOTALS 

Newspaper 19 36 24 25 44 31 36 46 45 80 43 

General Mag. 2 4 18 1 2 9  8 11 73 11 6 

Trade Mag. 30 56 35 31 54 36 25 32 29 86 46 

TOTALS 53 100 28 57 100 30 77 100 42 187 100 

Note. Newspapers: small (up to 100,000), medium 
(100,000--500,000), large (500,000 and over); General magazines: 
small (up to 20,000), medium (20,000--500,0001, large (500,000 and 
over); Trade magazines and Science Magazines: small (up to 
20,000), medium (20,000--100,000), large (100,000 and over). 
%a = Column percentage: number of articles of each type of medium 
compared to the total number of articles in each level of circula- 
tion. 
Zb = Row percentage: number of articles of each level of circula- 
tion compared to the total number of articles in each type of 
medium. 

The geographical distribution of the news clippings, as  reported in Table 

3, does not show particularly extensive coverage in the Delaware Valley--about 

7% of the total coverage. Furthermore, the high concentration of coverage on the 

East Coast appears unrelated t o  the  kind of medium, but is probably due simply t o  

the  f ac t  the most of the media examined are  published in the East. 



Table 3: GEOGRAPHICAL DISTRIBUTION OF THE NEWS CLIPPINGS 

GEOGRAPHICAL LOCATION 

MEDIUM Delaware East West South National 
Valley 

News paper 13 93 36 31 10 29 10 83 11 100 

General Mag. 1 7 10 9 -- -- -- -- -- -- 

Trade Mag. -- -- 59 51 25 71 2 17 -- -- 
Science Mag. -- -- 10 9 -- -- -- -- -- -- 

TOTALS 14 100 115 100 35 100 12 100 11 100 

As illustrated by Table 4, the majority of news articles were by-lined, 

although this figure is skewed because of the high volume of by-lined articles in 

newspapers. In contrast, trade magazines generated mainly articles without a by- 

line; they present the highest number of spot news articles--that is, one- 

paragraph-long articles without a by-line. 



Table 4: DISTRIBUTION OF TYPE OF ARTICLE AMONG THE MEDIA 

TYPE OF ARTICLE 

MEDIUM Spot News Article Article 
no by-line by-line 

N % N % N % 

Newspaper 4 19 16 24 46 59 

General Mag. 1 5  3 4 7 9 

Trade Mag. 14 66 46 69 19 24 

Science Mag. 2 9 2 3 6 8 

TOTALS 21 100 67 100 78 100 

Wire Editorial 
service 

Table 5 shows that Du Pont was not subjected to any negative criticism 

by the media, and for this reason the negative evaluation categories are omitted 

from the table. Furthermore, in 87 articles out of 190 the media reported the 

facts without taking any posi tion--that is, neither criticism nor praising state- 

ments. In addition, very few articles (19, or 10% of the coverage) praised Du 

Pont. Newspapers carried most of the articles with a clear statement in favor of 

Du Pont--12 out of the 19 praising articles. These articles were equally divided 

between articles which praised the handling of the CFC issue by Du Pont and arti- 

cles which praised the Du Pont company in general. In contrast, science maga- 

zines' articles could not have been evaluated along the judgement scale--that is, 

they did not focus enough on Du Pont to allow any kind of judgement by the 

coders. 



Table 5: MEDIA EVALUATION BY KIND O F  MEDIUM 

JUDGEMENT 

MEDIUM NO PRAISE PRAISE UNABLE TOTALS 
POSITION CFC DU PONT TO JUDGE 

Newspaper 37 43 46 6 67 8 6 60 8 32 39 38 81 100 
small 9 1 2 9 
medium 12 3 3 8 
large 17 2 1 15 

General Mag. 3 3 27 1 11 9 1 10 9 6 7 55 11 100 
small -- 1 1 -- 
medium 1 -- -- -- 
large 2 -- -- 6 

Trade Mag. 47 54 55 2 22 2 3 .30 3 34 42 40 86 100 
small 2 0 1 1 8 
medium 22 -- 1 8 
large 5 1 1 18 

Science Mag. -- -- -- -- -- -- -- -- -- 10 12 100 10 100 
sma 1 1 -- -- -- 2 
medium -- -- -- -- 
large -- -- - - 8 

TOTALS 87 100 47 9 100 5 10 100 5 79 100 43 185 100 

Note. The two categories, criticism of the Du Pont company in 
general and of the Du Pont handling of the CFC problem, are omit- 
ted since no articles were coded into these categories. The "NO 
~osition" category means a factual report of the facts in a neu- 
tral way. The "Unable To Judge" category means that the article 
did not focus enough on Du Pont to allow any kind of judgement by 
the coders. 
%a = Column percentage: number of articles of each type of medium 
compared to the total number of articles in each evaluation cat- 
egory. 
%b = Row percentage: number of articles of each evaluation catego- 
ry compared to the total number of articles in each type of medi- 
um. 



As Table 6 illustrates, the East Coast carried most of the few articles 

that praised Du Pont (12 or 6.3% of the total coverage), while the national cover- 

age could not be evaluated along the judgement scale, essentially because it did 

not focus enough on Du Pont to allow any kind of judgement. However, the Dela- 

ware Valley media did not differ in their evaluation of Du Pont from the South and 

West portions of the country. Overall, the articles about CFC published by media 

close to Du Pont CFC plant-s--that is, media located in same state in which CFCs 

are produced by Du Pont--accounted for 15% of the total news clippings collected. 

Of these articles more than 80% did not take any position. 

As shown in Table 7, articles with no by-line formed the majority of 

clips, both in the "no position" and "praise1' categories. In addition, editorial arti- 

cles were divided equally in "praise" and "unable to judge" categories. 



Table 6: MEDIA EVALUATION BY GEOGRAPHICAL DISTRIBUTION OF 
THE MEDIUM AND PROXIMITY TO DU PONT CFC PLANTS 

Judgement 

GEOGRAPHICAL/ NO Praise Praise Unable to TOTALS 
PROXIMITY position CFC Du Pont judge 

Delaware 9 10 60 2 22 13 1 10 7 3 4 20 15 100 
Proximity -- -- -- -- 
No proximity 9 2 1 3 

East-Coast 42 48 42 6 67 5 6 60 5 60 74 48 114 100 
Proximity 2 1 4 -- 
No proximity 40 6 5 5 6 

West 26 29 74 -- -- -- 1 10 3 8 10 23 35 100 
Proximity 14 -- -- 4 
No proximity 12 -- 1 4 

South 6 7 4 6  1 11 8 2 2 0 1 5  4 5 3 1  13 100 
Proximity 3 -- 2 -- 
No proximity 3 1 -- 4 

National 5 6 45 -- -- -- -- -- -- 6 7 5 5  11 100 

Proximity - -- -- -- -- 
No proximity 5 -- -- 6 

TOTALS 88 100 47 9 100 5 10 100 5 81 100 43 188 100 

Note. The two categories, critici,sm of the Du Pont company in 
general and of the Du Pont handling of the CFC problem, are omit- 
ted since no articles were coded into these categories. The "NO 
~osition" category means a factual report of the facts in a neu- 
tral way. The "Unable To Judge" category means that the article 
did not focus enough on Du Pont to allow any kind of judgement by 
the coders. 
%a = Column percentage: number of articles of each type of geo- 
graphical distribution caompared to the total number of articles 
in each evaluation category. 
Xb = Row percentage: number of articles of each evaluation catego- 
ry compared to the total number of articles in each type of geo- 
graphical distribution. 



Table 7: MEDIA EVALUATION BY TYPE OF ARTICLE 

I Judgement 

TYPE OF No Praise Praise Unable to 
ARTICLE Posit ion CFC Du Pont Judge 

9 10 -- -- -- -- -- -- Spot news 

Article 42 4 9  4 45 6 60 15 22 
no by-1 ine 

Article with 28 32 1 11 3 30 46 65 
by-line 

Wire service 8 9 1 11 5 7 -- -- 

Editorial -- -- 3 33 1 10 4 6 

TOTALS 87 100 9 100 10 100 70 100 

Note. The two categories, criticism of the Du Pont company in 
general and of the Du Pont handling of the CFC problem, are omit- 
ted since no articles were coded into these categories. The "NO 
Position" category means a factual report of the facts in a neu- 
tral way. The "unable To Judge" category means that the article 
did not focus enough on Du Pont to allow any kind of judgement by 

1 the coders. 

As Table 8 indicates, in terms of frequencies of appearance of the "other 

issue category," trade magazines and articles with a by-line carry the highest con- 

centration. From a qualitative observation of the items coded in the "other issue" 

category, it appears that the media gave extensive coverage to a variety of indi- 

viduals and organizations other than Du Pon t. Examples are the Environmental 

Protection Agency, Congressmen, the scientific community, and other CFC pro- 

ducers and their new product development research. 



Table 8: FREQUENCIES OF APPEARANCE OF THE "OTHER ISSUE" 
CATEGORY BY MEDIUM AND TYPE OF ARTICLE I 

MEDIUM N X I 
News paper 

General Mag. 

Trade Mag. 3 6 4 8 I 
Science Mag. 2 3 I 
TOTALS 7 4 100 

TYPE OF ARTICLE N 4: I 
Spot news 6 8 

Article no 
by-1 ine 

Article with 
by-1 ine 

Wire service 6 8 I 
Editorial 5 7 I 
TOTALS 7 5 100 I 

4.3 THE RESULTS OF THE HYPOTHESES TESTING 

A caution is necessary before presenting the results. In order to test the 

hypotheses, i t  was necessary to divide the news clippings into five separate 

groups, keyed to the five Du Pont news releases that preceded them. In doing so, 

considerable information was lost due to the fact that many articles did not give 

the date on which they appeared. As a result, as Table 9 indicates, 81 articles out 



of 190 (or 42%) dropped out; only newspapers and general magazines a r e  well rep- 

resented. To some extent,  then, science magazines and particularly trade maga- 

zines a re  quite underrepresented. However, from Table 9 i t  appears tha t  the  'IDu 

Pont new policy announcement" news release (Period 4) has produced a boost in 

the newspaper articles, showing an increase of about 180% in comparison with 

Period 3. 

Table 9: DISTRIBUTION O F  THE COVERAGE MEDIUM, WITHIN EACH 
PERIOD 

PERIOD 2 PERIOD 3 PERIOD 4 PERIOD 5 

Newspaper 5 15 42 6 

General Mag. -- 2 3 3 

Trade Mag. 5 9 8 3 

Science Mag. -- 2 3 -- 
TOTALS 10 29 5 8 12 

Note. Period 1, "CFC toxicity testing consortium" (January 5 ,  
1988) was omitted since there was no media coverage. The other 
time segments were as follows: Period 2, "New blowing agent" (Jan- 
uary 7, 1988); Period 3 ,  "~Fc-134a small lot facility" (February 

'I 2 ,  1988); Period 4 ,  Du Pont new policy announcement" (March 25, 
11 1988); Period 5 ,  Alternative blowing agent available for all 

polystyrene food packaging" (April 12, 1988). 

4.3.1 Fithypothesis 

The f i rs t  hypothesis--that when provided with information from an 

organization's public relations people, journalists will follow the same agenda as  in 



the news release--found almost no support, both when the two agendas were 

measured in terms of rank-order of issues (see Tables 10  and 11) and when they 

were measured in terms of percentage of sentences devoted to each issue (see 

Tables 12  and 13). 

In the first case--when the two agendas are measured in terms of rank- 

order of issues--the trade magazines' agendas show the only significant correlation 

with Du Pont's agenda (Spearman's rho correlation coefficient is .52, p < .05). The 

agendas of each of the other types of medium--that is, of newspapers, of general 

magazines and of science magazines--do not present a significant correlation with 

Du Pont's agenda. In addition, the media agenda as a whole (the one which con- 

taines all the 190 news clippings) is not significantly correlated with the Du Pont 

agenda as a whole (the one which contains all the five news releases). 

I t  should be noted that the news clippings gave higher rank order position 

to the CFC issue (which describes the product's chemical characteristics and 

applications and its negative effects on the environment) and to the Du Pont new * 
policy issue (announcement of the orderly transition to phasing out CFC produc- 

tion) than the Du Pont news releases themselves. In contrast, Du Pont tried to 

focus media attention on the Du Pont commitment issue, by ranking it first in the 

releases. As Table 1 0  indicates, this issue ranks first in the trade magazine agenda 

but third in all the other media agendas, except for the general magazine agenda, 

in which it ranks fourth. 

Concerning the impact of each news release on the media agenda for 

each period, Table 11 indicates significant correlation between Du Pont's agenda 



and the media agenda only in two out of four periods. Thus, when Du Pont 

announced a new product to replace CFC (Period 2) the media agenda followed the 

same agenda as the news release (Spearman's rho correlation coefficient is .85, p < 

.01). The same phenomenon occurred when Du Pont announced its new policy in 

Period 4 (Spearman's rho correlation coefficient is .74, p < .01). In contrast, the 

first news release--concerning a CFC toxicity testing consortium (Period 1)--did 

not generate coverage, while for the other two news releases--one concerning Du 

Pont's lot facility for testing purposes (Period 3), the other concerning an addi- 

tional application of a Du Pont's new product (Period 5)--the correlations between 

the Du Pont agenda and the media agenda are not significant. 



Table 10: ISSUE RANK ORDER CORRELATION FOR ENTIRE PERIOD 
(1/5/88-7/31/88). 

Correlations between Du Pont agenda and both the media agenda as a 
whole, and the agenda of each medium separately. 

AGENDA BY MEDIUM 

ISSUES Du Pont News- General Trade Science Media 
agenda paper Mag. Mag. Mag. agenda 

Du Pont 1 3 4 1 3 3 
Cornmi tment 

Du Pont new 2 6 8 6 6 6 
product 

CFC 3 1 1 2 1 1 

Consortium 4 7 6 7 7 7 

Du Pont new 5 2 5 3 5 2 
policy 

Ozone Panel 6 4 3 5 2 5 

Montreal 7 5 2 4 4 4 
Protocol 

Lot facility 8 8 7 8 -- 8 

Note. The "media agenda" category includes all the 190 news clip- 
pings; "DU Pont agenda" category includes all the five news 
releases. 
*p < .05 



Table 11: ISSUE RANK ORDER CORRELATION: DU PONT AGENDA 
AND MEDIA AGENDA AFTER EACH NEWS RELEASE 

PERIOD 2 PERIOD 3 PERIOD 4 PERIOD 5 

ISSUES D M D M D M D M 

Consortium -- 5 2 4 -- 8 -- 8 

Montreal -- 4 5 3 -- 5 - - 5 
Protocol 

CFC 3 2 3 2 4 2 -- 1 

Du Pont new 1 1 - - 5 6 1 6  -- 
product 

Du Pont 2 3 4 1 1 3  2 3 
commitment 

Lot facility -- -- 1 6  -- 7 -- 7 

Ozone Panel -- -- -- -- 2 4 -- 4 

Du Pont new -- -- -- -- 3 1 3 2 
policy 

r. . 8  59: .OO .74* .38  

Note. D = Du Pont company agenda; M = media agenda, which com- 
bines the agenda of newspapers, general magazines, trade maga- 
zines, and science magazines. 
"p < .O1 



In the second case--when the two agendas are measured in terms of per- 

centage of sentences devoted to each issue--the trade magazinest agenda shows 

the only significant correlation with the Du Pont agenda (Pearson's correlation 

coefficient is .51, p <. 01). The agendas of each other type of medium--that is, of 

newspapers, of general magazines and of science magazines--do not present sig- 

nificant correlation with the Du Pontts agenda. As a result, the correlation 

between the media agenda as a whole (the one which contains all the 190 news 

clippings) is not significantly correlated with the Du Pont agenda as a whole (the 

one which containes all the five news releases). 

As noted in regard to the measurement of the Du Pont agenda and media 

agenda in terms of rank-order issues, the media devoted more sentences to the 

CFC issue and Du Pont new policy issue than Du Pont's news releases themselves. 

On the other hand, Du Pont tried to focus media attention on the Du Pont com- 

mitment issue, by devoting more than half of the total number of sentences in its 

releases to this topic. As Table 12 indicates, the Du Pont commitment issue 

received significant coverage only in trade magazines. 

Concerning the impact of each news release on the media agenda as a 

whole, Table 13 indicates that only when Du Pont announced its new policy (Period 

4), did the media agenda follow the same agenda as in the news release (Pearsonts 

correlation coefficient is .86, p < .05). As noted before, the first news release did 

not receive coverage, while for all other periods the media agenda did not corre- 

late significantly with Du Pont's. 



Generally speaking from the data generated by this study, it appears that 

Du Pont news releases have not significantly affected the media agenda as a 

whole. Nevertheless, it appears that Du Pont has succeeded in leading coverage of 

the CFC problem in a direction consistent with its message only in relation to the 

trade magazines' agenda. 



Table 12: ISSUE CORRELATION IN TERMS OF SENTENCES FOR THE 
ENTIRE PERIOD (1/5-7/31/88). 

Correlations between Du Pont agenda and both the media agenda as  a 
whole, and the agenda of each medium separately. 

AGENDA BY MEDIUM (values in % )  

ISSUES Du Pont News- General Trade Science Media 
agenda paper Mag. Mag. . Mag. agenda 

Consortium 7 .  1 2 4 2 2 

Montreal 3 9 14 16 3 11 
Protocol 

CFC 6 4 3 63  2 6 5 4 4 0 

Du Pont new 19 2 2 9 1 4 
product 

Du Pont 5 3 17 10 2 5 7 18 
commitment 

Lot facility 2 -- 1 5 - - 2 

Ozone Panel 6 9 6 8 3 1 11 

Du Pont new 4 19 1 7 2 12 
policy 

Note. The "media agenda" category includes all the 190 news clip- 
pings; "DU Pont agenda" category includes all the five news 
releases. 
*p < .01 



Table 13: ISSUE CORRELATION: DU PONT AGENDA AND MEDIA 
AGENDA AFTER EACH NEWS RELEASE 

Number of sentences are expressed in percentage. 

PERIOD 2 PERIOD 3 PERIOD 4 PERIOD 5 

ISSUES D M D M D M D M 

Consortium -- 7 -- 2 -- 2 -- 2 

Montreal -- 5 9 19 -- 9 -- 10 
protocol 

CFC 3 4 0  18 35 4 3 4  - - 5 0 

Du Pont 50 33 9 2 8 1 6 4  4 
new product 

Du Pont 47 12 36 20 7 0  17 29 14 
commitment 

Lot facility -- 3 27 2 -- -- - - 1 

Ozone Panel -- -- -- -- 11 12 - - 6 

Du Pont new -- -- -- -- 7 2 4  7 13 
pol icy 

Note. D = Du Pont company agenda; M = All media agenda which com- 
bines the agenda of newspapers, general magazines, trade maga- 
zines, and science magazines. 
*p < .05 



4.3.2 Second hypothesis 

The second hypothesis--the closer the rank order of the Du Pont agenda 

and the media agenda, the more favorable the tone of coverage--encountered 

some operational problems. Due to the loss of information concerning magazine 

publication dates illustrated in Table 9, the "proximity" variable cannot be consid- 

ered representative of the media agenda. In addition, the favorability scale is 

faulty, since it mixed media evaluation of how the CFC industry in general han- 

dled the environmental problem and of how Du Pont handled the environmental 

problem. The analysis of variance indicates that there is a significant difference 

in the proximity measure between the media agenda and the Du Pont agenda along 

the favorability scale (F-Ratio is 23, p < .00005). However,. when looking at  the 

specific numbers, the hypothesis does not appear to be supported. For example, 

the same proximity measure (about 432) relates both to the "no position" and to 

the "praise of CFC handling" categories, in addition this measure is even lower 

than in relation to the "praise of Du Pont" category (whose proximity score is 

439). When the two coders could not judge along the favorability scale the two 

agendas differ the most (the proximity score is 450). As a result, there does not 

appear to be any relation between the favorability of the media coverage about 

Du Pont (media evaluation of Du Pont in each news article) and the proximity of 

the media coverage to the Du Pont message (measure of difference in rank-order 

issues between each news article's agenda and the agenda of the news release that 

preceded it). 



Chapter 5 

CONCLUSIONS 

5.1 DISCUSSION OF THE RESULTS 

This thesis explores the degree to which one organization's public rela- 

tions communications may influence the resulting media coverage of one discrete 

topic during one period of time. 

The data for this research was provided by the External Affairs Depart- 

ment of E. I. Du Pont de Nemours in Wilmington, Delaware. The focus of this 

study was the chlorofluorocarbons (CFC) environmental issue. 

As a general consideration Du Pont's proactive dissemination of informa- 

tion concerning the CFC topic received extensive neutral coverage. The five 

news releases published during a six-month period generated 190 news articles. In 

addition, 70% of the articles were published in newspapers and magazines with 

large and medium levels of circulation. Du Pont was not subjected to any neg- 

ative criticism by the media. In fact, 45% of the 190 articles reported the facts in 

a neutral way. Nevertheless, Du Pont received little positive coverage--19 arti- 

cles (or 10% of the total coverage). 

I This observation may be related to the tradition of journalistic 

neutrality--that is, journalists are supposed to transmit information, not to take a 
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position. Nevertheless, the high level of scientific controversy over this particu- 

lar subject matter also has to be kept in mind. The use of CFC products may be 

so harmful to the environment that their unregulated production is not tolerable; 

on the other hand, the applications of CFC are so vast that a phase-out of their 

production without new substitutes may also not be acceptable. As a result, jour- 

nalists may have preferred not to spell out any position. So, the traditional pref- 

erence for neutrality combined with the controversial nature of the subject 

matter may explain that the positive-tone articles number only 19 (or 10% of the 

coverage). 

Generally speaking, the fact that the the praising articles are so few 

does not allow to make any speculation about differences in tone between articles 

that are not supposed to take a firm position (e.g. newspapers news stories) and 

articles that are supposed to take a position (e.g. editorials). 

The geographical distribution of the coverage is worth some analysis. The 

fact that 60% of the news coverage was produced on the East Coast is probably 

due to the high concentration of newspapers and magazines published in  this area. 

Nevertheless, the Delaware Valley--where Du Pont is headquartered--did did not 

show unusually extensive coverage of the CFC issue, either in  terms of number of 

clippings (14 articles, or 7% of the coverage), or positive tone of the coverage (3 

articles, or 15%). Perhaps the CFC topic lacks a "local angle" that usually influ- 

ences the quantity of the coverage, since it is a problem that goes beyond the 

local boundaries of the Delaware Valley. In addition, considering that the sales of 

the CFC account for only 2% of Du Pont's total annual sales, their relatively 



limited impact on t h e  economic stability of the  company may not have s t imulated 

local media interest. 

Similarly, t h e  media's proximity to  Du Pontls CFC plants did not signifi- 

cantly af fect  t h e  coverage in terms of ei ther tone  o r  quantity. Probably t h e  f a c t  

tha t  the  problem was not  going to  be solved in the  shor t  t e rm through the  shut- 

down of CFC plants, did not st imulate any particularly extensive "local plantf1 

coverage of the  topic. 

By analyzing the  "other issue1' category, it is possible to  know what 

organizations other than Du Pont were subjected to  media coverage. The most 

recurring "other issuesf1 were CFC producers, CFC industry associations, U.S. Sen- 

ators, the  scientific corn munity, and governmental off ices such a s  the  Environ- 

mental Protection Agency (EPA). All of them were authori tat ive sources f o r  t h e  

media. However, some of them--like CFC producers and CFC industry 

associations--produced news only about themselves and their  position on t h e  issue. 

Others--like U.S. Senators, scientists, and t h e  EPA--generated news and com- 

ments about Du Pont. As a result,  not all the  information c rea ted  and distributed 

by Du Pont to  advocate i t s  position was the  only source of information on which 

the media generated art icles about Du Pont. That  is, t h e  Du Pont-media interac- 

tion did not t ake  place in a vacuum. Du Pontfs news releases had t o  compete  with 

the  flow of information generated by other  organizations also searching fo r  media 

attention, too. The problem for  Du Pont was t o  channel i t s  message into t h e  media 

and eventually into public opinion without being distorted or modified by o the r  

organizations1 releases of information. Overall, 74 art icles out  of 190 (38%) 



contained the "other issue" category. So Du Pont was only moderately successful 

in generating news articles presenting the same issues contained in its news 

releases, without competition from other sources. 

Since the study did not compare any media agendas with the public opin- 

ion agenda, no conclusions regarding where, and to what extent, the media per- 

formed the public agenda-setting function can be drawn. On the other hand, some 

conclusions might be drawn about the ways in which sources influenced the media 

agenda. 

Significant correlations between Du Pontls agenda and the media agenda 

were found in relation to the short-term effect of some news releases on the 

media coverage. For example, the announcement of Du Pont's new product to 

replace some CFC applications presents a correlation coefficient of .85 (p < .01) 

when the Du Pont agenda and the media agenda are measured in terms of rank- 

order issues. Similarly, when Du Pont announced its new policy to introduce an 

orderly transition to the total phase-out of CFC production, the rank order corre- 

lation between the Du Pont agenda and the media agenda was .74 (p < .01). The 

issue correlation when the two agendas are measured in terms of number of sen- 

tences devoted to each issue was .86 (p < .05). 

Based on these data, it might be concluded that in certain specific cases 

Du Pont public relations people, or at least the information they provided, did 

influence the media agenda both in terms of rank-order issues and in terms of 

number sentences devoted to each issue. 



Overall, the few cases when Du Pont was successful in placing its mes- 

sage in the media agenda may be due to  their high impact on various publics: the  

general public, the  scientific community, Congress, the EPA, and environmental 

groups. All these publics a re  influenced by Du Pont's new policy. It might be con- 

cluded that  these articles, although presenting the f ac t s  in a very neutral way, 

channelled Du Pont's messages in a manner desired by the organization. This find- 

ing may suggest that  t he  media a re  more likely t o  print information that  has an 

immediate impact on the  public. 

On the other hand, other news releases that  did not influence the media 

agenda--one concerning the creation of a toxicity testing consortium among the  

CFC producers, and one concerning the s tar t ing of a small lot facili ty for poten- 

tial compound replacement testing purposes--contained important information 

regarding research and product development but without an immediate impact on 

the public. In fact ,  the first  news releases--regarding the CFC toxicity testing 

consortium--did not receive any media coverage, while for the second one-- 

regarding Du Pont's small lot facility for  testing purposes--the correlation 

between the Du Pont agenda and the media agenda was not significant. 

Thus, on the basis of the da ta  generated by this study there appears t o  be 

a potential relationship between the  impact of news release content on the public 

and their placement into the media agenda. 

In addition, two points have to be stressed. First, most of the  correla- 

tions between the Du Pont agenda as a whole and tha t  of each medium as well a s  

tha t  of the media as a whole, are  not significant. Second, trade magazines are the 

only exception to  this observation. 



As regards the first point, some possible explanations of the differences 

between the Du Pont agenda and the media agenda may be clarified by noting 

that, for example, the "Chlorofluorocarbons issue" (which described the products' 

chemical characteristics and applications and their negative effects on the envi- 

ronment), was the issue to which the media gave most salience, both in terms of 

rank position and number of sentences. The "CFC issue" appears first in the 

media agenda, but third in terms of rank order and fourth in terms of number of 

sentences in the Du Pont agenda. Overall, CFC and the ozone layer are not easy 

topics to understand; as a result, the media had to offer at  least minimal explana- 

tion to their publics in most articles. Perhaps, as a general consideration, the 

more unfamiliar the issue is to the public, the more public relations people have to 

expect that the media will focus on clarifying that issue. 

It is also possible (as Martin and Singletary, 1981, and Hale, 1978, sug- 

gest) that the media are more attracted to negative and/or controversial news 

than positive news. This observation might partially explain why the media gave 

more salience to controversial news like the "CFC issue" than to positive news 

like the announcement of Du Pont's new product to replace some CFC applications 

or the announcement of a toxicity testing consortium among producers. 

In addition, the purposes of different types of media have to be kept in 

mind. Trade magazines were the only medium which did not give most salience to 

the "CFC issue." The trade magazines' public can be assumed to possess a certain 

level of knowledge about CFC, so that trade journalists could use highly scientific 

terms without defining them. On the other hand, newspapers and general 



magazines are non-selective media. Their readers are heterogeneous. Therefore, 

they may have to provide more detailed explanations of the subject matter. Nev- 

ertheless, Du Pont's news releases may have tried purposely to detour media 

attention from the potential negative CFC issue by not giving it too much sali- 

ence. 

Other issues worth discussion are the "Du Pont commitment issue" (gen- 

eral loyalty to the customers, to the general public, monetary research and 

investments) and "Du Pont's new policy" (announcement of the orderly transition 

to total phaseout of CFC production). Without doubt, this last issue represents the 

turning point of the CFC/ozone layer matter. However, the "Du Pont commit- 

ment" issue was the one on which Du Pont focused the most attention, both in 

terms of rank-order issues and in terms of number of sentences devoted to it. In 

their rank-order issues, Du Pont public relations people placed first the "Du Pont 

commitment" issue, and fifth the "Du Pont new policy" issue; they devoted 51% of 

the total number of sentences to the "Du Pont commitment" issue. 

At this point, it might be useful to provide a few examples of how Du 

Pont presented this issue. In the January 7, 1988 news release, Du Pont quoted the 

following statement of Joseph P. Glass, director of the Freon product division: 

"Because we are committed to the fluorocarbons business and our customers, the 

development and commercialization of alternatives is a top priority for 

Du Pont....Du Pont is dedicated to being the first to commercialize new alterna- 

tives that perform well, are  acceptable to customer equipment and processes and 

are environmentally safe." Later, in the March 25 news release, Du Pont wrote 

that "because of the basic societally needs dependent on these compounds, the 



introduction of alternative chemicals and technologies will be an essential part of 

this phaseout." 

The constant presence of such statements probably helped Du Pont to 

pursue its goal, to present itself as a company committed to the scientific 

research of the best for the society as a whole, loyal to its customers, respectful 

of the general public and of the political elite. In this perspective, Du Pont has 

succeeded in getting publicity and issue recognition of its com mitment. It is pos- 

sible that an organization might be successful in leading the media to focus on 

issues created by its own public relations communication strategy (in this case 

study, the "Du Pont commitment issue"); but probably not in detouring media 

attention from others (in this case study, the "CFC issue"). 

As mentioned previously, trade magazines are the only medium signifi- 

cantly correlated with the Du Pont's agenda. Their rank-order issues correlation 

with the Du Pont agenda is .52 (p < .05), while the percentage of sentences per 

issues correlation with the Du Pont agenda is .51 (p < .Dl). 

Overall, it might be concluded that Du Pont is likely to be successful in 

managing the selection of the news in trade magazines. A variety of factors 

might explain this observation. First, it is possible that the trade magazines per- 

form as a means of communication between producers and customers; as a result, 

they are willing to follow more closely the company's news releases. Second, 

trade magazines may be understaffed and so more likely to use companiest news 

releases as their only source of information. Third, trade magazines might be 

willing to provide coverage to companies which in turn will buy advertising space. 



On the other hand, it should be noted that the other media show more of a tenden- 

cy to aggregate information from different sources and elaborate them. 

However, it has to be noted that trade magazines, which followed more 

closely the agenda of Du Pont news releases, produced less praising articles than 

newspapers. It might be possible that trade magazines feel that how they report 

news (with positive or negative tone) regarding an industry can exert some effect 

on the business of their readers. As a result, they might be very cautious not to 

distort a company's message (as i t  appears in the news release) as well as not to 

interfere in the business decisions of the readers. 

In conclusion, the data generated by this study suggest that the Du Pont 

communication strategy had some limited impact on the media agenda. Du Pont's 

influence over the media coverage was stronger when it released news with high 

impact on the public. Trade magazines were more willing to channel Du Pont's 

message as i t  appeared in the news releases; the other media were more likely to 

aggregate and elaborate the information received from diverse sources. Neverthe- 

less, trade magazines tended to present the facts in a neutral way, while newspa- 

pers were willing to assume a positive tone of coverage. 

5.1.1 The flaws of the study 

Several flaws prevented analysis of some key points. First, the variable 

of geographical proximity to the Du Pont CFC plants was 'too vague. All the media 

located in the same states as the Du Pont CFC plants were coded in the "proximi- 

ty'' category. These states were New Jersey, Texas, Minnesota, West Virginia, and 



California. With t h e  possible exception of West Virginia, these a r e  all large s ta tes ;  

media located more than a few miles from t h e  Du Pont facilities probably did not 

feel the  same "local interest" as  the  media located in the  same  c i ty  o r  county a s  

the  Du Pont facility. It would have been be t t e r  to  code in t h e  "proximity" catego- 

ry  only those media located in t h e  same c i t y  o r  county a s  the  Du Pont CFC plants. 

Second, not all the  news ar t ic les  c i ted  the  da te  on which they appeared. 

As a result, ,  as previously explained, some potentially valuable information was 

lost, especially in relation t o  the  second hypothesis and t o  t h e  analysis of the  

short-term effect  of each  news release on t h e  media coverage. 

Third, t h e  favorability variable was faulty since i t  mixed media evalua- 

tion of how the  industry handled the  environmental problem and of how Du Pont 

handled the  environmental problem. Probably t h e  use of a Likert scale t o  code 

how the  media commented Du Pont's handling of the  environmental problem would 

have been better. 

5.1.2 Perspectives in fu ture  studies 

In future studies, i t  might be  a good idea t o  supplement the  content  anal- 

ysis by asking journalists and public relat ions people t o  respond t o  a questionnaire 

probing why they gave g rea te r  emphasis t o  some issues and less to  others. A quali- 

tat ive analysis of their  answers could help in explaining t h e  differences, both in 

terms of rank order position and number of sentences devoted to  each issue, 

between the  company's agenda and tha t  of each medium. 



Second, most companies like Du Pont use a media relations measurement 

system of the type described in Chapter Two (Krippendorff and Eleey, 1986) to 

constantly monitor the effectiveness of their public relations efforts. For these 

companies, when crisis situations, occur the company agenda and the media agen- 

da could provide ground for comparing the effectiveness of the communication 

strategy under evaluation with that of previous crisis situations. This could pro- 

vide the public relations people with suggestions for the formulation of future 

communication strategies. By comparing the media coverage, both for quantity 

and tone, before and after a crisis situation occurs, it might be possible to meas- 

ure the short-term effects on the public image of the adopted communication 

strategy. 

For publicly held companies like Du Pont whose public image could have 

an effect on financial performance, it might also be a good idea in a crisis situ- 

ation to measure the impact on the company stock value of the communication 

strategy under evaluation. 
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GEOGRAPHICAL DISTRIBUTION OF THE MEDIUM 

Delaware Valley: The News-Journal (DE), Inquirer (PA); Delaware Business 
Review (DE). 

National: Christian Science Monitor (MA), The Wall Street  Journal (NY), U.S.A. 
Today (DC). 

East Coast: all the media issued in Pennsylvania, Ohio, Massachusetts, Maryland, 
District of Columbia, and New York. 

Mid-West: all the media issued in Minnesota and Illinois. 

South: all the media issued in  exa as', Georgia, West Virginia, South Caloraina, 
Florida, and Virginia. 

West Coast: all the media issued in California and Oregon. 



Table 14: CIRCULATION FIGURES OF NEWSPAPERS 

NEWSPAPERS, SMALL (up to 100,000) 

NAME STATE CIRCULATION 

Today ' s Sunbeam NJ 10,908 
Victoria Advocate TX 36,322 
Augusta-Chronicle Herald G A 87,145 
Corpus Christi Caller Times TX 70,085 
Contra Costa Times C A 86,076 
Muskegon Chronicle MI 43,341 
Charleston Daily Mail WV 54,000 
The Parkesburg Post PA 2,000 
Bullet in OR 19,500 
The Star-Beacon OH 19,000 
Times-Standard C A 24,000 
Standard Times MA 51,018 
Suffolk Times NY 8,953 
Times Herald MI 67,000 
The Saginaw Press MI 775 
Times-Union NY 99,500 

NEWSPAPERS, MEDIUM (100,000--500,000) 

NAME STATE CIRCULATION 

The State SC 116,342 
Pittsburgh Post-Gazette PA 170,242 
The Houston Post TX 314,582 
The News-Journal D E 132,374 
Inquirer PA 494,844 
Sun-Sentinel FL 176,093 
Christian Science Monitor MA 186,195 
The Sun MD 223,334 
Cincinnati Post OH 115,718 
Herald Tribune FL 129,890 
Richmond Times V A 139,048 



Table 14, continued 

NEWSPAPERS, LARGE (500,000 and over) 

NAME STATE CIRCULATION 

Los Angeles Times C A 1,117,952 
The Washington Post DC 796,659 
The New York Post NY 740,123 
The New York Times NY 1,056,924 
Newsday NY 624,291 
The Wall Street Journal NY 2,026,276 
U.S.A. Today DC 1,467,304 
S. Francisco Examiner C A 934,432 



Table 15: CIRCULATION FIGURES OF GENERAL MAGAZINES 

GENERAL MAGAZINES, SMALL (up to 20,000) 

NAME STATE CIRCULATION 

National Journal DC 5,000 
Not Man Apart DC 13,000 
Delaware Business Review DE 19,142 

GENERAL MAGAZINES, MEDIUM (20,000--500,000) 

NAME STATE CIRCULATION 

Industry Week OH 328,637 
Economist NY 120,472 
Across The Board NY 36,000 

GENERAL MAGAZINES, LARGE (500,000 and over) 

NAME STATE CIRCULATION 

Fortune NY 744,349 
Business Week NY 878,838 
Newsweek NY 3,181,187 
People Magazine NY 3,038,363 
Time NY 4,720,159 
Good Housekeeping NY 5,221,575 



Table 16: CIRCULATION FIGURES OF SCIENTIFIC MAGAZINES 

SCIENTIFIC MAGAZINES, SMALL (up to 20,000) 

NAME STATE CIRCULATION 

Environment DC 10,000 
EOS DC 18,000 

SCIENTIFIC MAGAZINES, MEDIUM (20,000-100,000) 

NAME STATE CIRCULATION 

Nature NY 30,821 

SCIENTIFIC MAGAZINES, LARGE (100,000 and over) 

NAME STATE CIRCULATION 

Science DC 152,472 
Discover NY 925,000 



Table 17: CIRCULATION FIGURES OF TRADE MAGAZINES 

TRADE MAGAZINES, SMALL (UP to 20,000) 

NAME STATE CIRCULATION 

Indoor Comfort News C A 16,500 
Chemical Marketing Reporter NY 17,570 
Issues in Science and Technology DC 3,000 
Urethane Plastics and Production PA 300 
Food Production Management MD 4,000 
Roof ing/~iding/Insulation C A 20,000 
Recycling Today OH 11,034 
Plastics in Building Constructions PA 300 
Rubber and Plastics News OH 18,000 
Finishers Management IL 8,000 
Metal Finishing NJ 11,500 
Printed Circuit G A 17,766 
Household and Personal Products NJ 14,500 
Aerosol Age NJ 6,200 
Passenger Transport DC 5,000 
Distributor I L 12,000 
Modern Grocery NJ 19,100 
Journal Courier IL 15,648 
Automotive Cooling Journal PA 7,500 
Western HVACR C A 18,000 



Table 17, continued 

TRADE MAGAZINES, MEDIUM (20,000--100,000) 

NAME STATE CIRCULATION 

CPI Purchasing MA 30,000 
Ashrae Journal G A 49,179 
Automotive Industries PA 77,000 
Service Reporter I L 45,000 
Aftermarket Business NY 22,000 
Export NY 28,000 
Snips I L 27,700 
Commercial Carrier Journal PA 77,000 
Tire Review OH 35,200 
Engineered Systems MI 57,000 
Contractors Guide IL 36,000 
Supermarket News NY 56,000 
Engineering Times V A 80,000 
JobberIRetailer OH 38,000 
Fleet Equipment I L 56,000 
National Dragster C A 60,000 
Air Conditioning Heating 
Refrigerating MI 29,159 
Modern Plastics NY 49,361 
Chemical Business NY 43,000 
Refrigerator MI 33,000 
Plastic Technology NY 46,000 
Dairy Food IL 24,330 
Packaging Digest IL 94,480 
Furniture Design and Manufacturing IL 41,000 
Qualified Remolder I L 44,500 
Plastics World MA 60,000 
Food and Drug Packaging IL 68,000 
Circuits Manufacturing MA 32,500 
American Machinist NY 73,000 
Manufacturing Week NY 60,000 
Engineering and Mining Journal NY 28,466 
Circuits Manufacturing MA 32,500 
Microcontamination C A 30,000 



Table 17 continued 

TRADE MAGAZINES, LARGE ( 100,000 and over ) 

NAME STATE CIRCULATION 

Chemical and Engineering News DC 127,162 
Chemical Week NY 149,326 
Motor Age PA 133,000 
Metalfax Magazine NJ 107,000 

.1 
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CODING INSTRUCTIONS 

THE FOCUS OF THE STUDY 

The data for this research is provided by the External Affairs Depart- 
ment of E. I. Du Pont de Nemours in Wilmington, Delaware. The focus of this 
study is the chlorofluorocarbons (CFC) environmental issue. 

Chlorofluorocarbons are used as working fluids in refrigeration and air 
conditioning; as blowing agents in the manufacturing of plastic insulation, packag- 
ing, and cushioning foams; as cleaning agents in the metal-working and electronic 
industries; and in many other uses where their unique property combinations of 
low toxicity, nonflammability, compatibility with materials of constructions, and 
heat transfer characteristics are of great value. It is their stability that has led to 
the concern that they do not break down until they reach the stratosphere and 
may interfere with the earth's protective ozone layer. 

The Du Pont company is the worldwide leading producer and marketer of 
chlorofluorocarbons derivatives. Du Pont controls over 45 percent of the market. 
This study looks to verify to what extent public relations communications of Du 
Pont has influenced media coverage of the CFC issue. 



CODING INSTRUMENTS 

A. Read the list of the variables and definitions of the variables. 

B. Read an article in the attached packet. 

C. Copy on the coding sheet the ID number, the circulation and the geographical 
distribution, and the proximity to CFC Du Pont plants of each news clipping, that 
are reported on the article 

D. Using the coding sheet, for each article check the appropriate variables. 

E. Repeat A, B, and C for each of the articles in the packet. 

F. Do not write on part A and part B of the coding sheet. 



CLIPPING IDENTIFICATION NUMBER 

From row 1 to  row 3 (for example 004: row 1=0, row 2= 0, row 
3=4) 

CLIPPING DATE 

* month 

In row 4 

Numerical notations of months 
January 
February 
March 
April 
May 
June 
July 
missing data 

* day 

From row 5 to  row 6 (for example 12: row 5=1; row 6=2) 

missing data 

IDENTIFICATION OF THE MEDIUM 

In row 7 

* newspaper 
* general magazine 
* trade magazine 
* scientific magazine 
* other 
missing data 



CIRCULATION FIGURES O F  THE MEDIUM 

In row 8 

Newspapers 
* small  (up t o  100,000) 
* medium (100,000--500,000) 
* l a rge  (500,000 and over) 

Genera l  magazines 
* small  (up t o  20,000) 
* medium (20,000--500,000) 
* large (500,000 and over)  

Scient if ic  Magazines/Trade magazines 
* smal l  (up t o  20,000) 
* medium (20,000--100,000) 
* l a rge  (100,000 and over)  
missing d a t a  

GEOGRAPHICAL DISTRIBUTION O F  THE MEDIUM 

In row 9 

* Delaware valley 
* East-coast 
* Mid-West 
* South 
* West-coast 
* National 
missing d a t a  

PROXIMITY T O  CFC DU PONT PLANTS 

In row 10 

* plant  proximity (NJ ,  TX, MI, WV, CA) 
* non-plant proximity (all  t h e  others)  
missing d a t a  



TYPE .OF ARTICLE 

In row 11 

* spot news, one paragraph long article 
without a by-line 

* news article, a factual article 
without a by-line 

* news article, a factual article 
with a by-line 

* wire service article 

* column/editorial, an article that presents the 
opinion of the publisher, editor, or free-lance writer 

* other 

missing data 


