BENNO STOPPELMAN

DO MEDIA REACH THOSE WHO THEY WANT TO
REACH?*

- 1. RESTRICTING THE PROBLEM, BOUNDARIES -

When looking at the problem definition, the problem in fact approaches cosmic
dimensions. Media is a very broad category; there are many types and sorts,
commercial and non-commercial mass media and media of a restricted scope
with regard to target-groups (envisaged audiences).

It is necessary to use definitions in order to make the subject approachable
within the limits of this paper. It should be said, moreover that all opinions
expressed in this paper, are the author's. We will restrict ourselves to mass
media; professional magazines even specials, which notwithstanding their con-
tents fall in the category of mass media, will be treated in passing.

-2. TRADE MAGAZINES. PROFESSIONAL MAGAZINES —

These magazines are targeted towards special interest audiences or profes-
sional audiences. In the Netherlands there are approx. a 5.000 of these periodi-
cals. Their circulation ranges from a few hundred or even less copies per issue
up to quite substantial circulations.

If the remark is permitted: their contents range from the sublime to the ridiculous
(if a slight value judgment is being permitted).

They are mostly monthlies, but quite a number of these special audience
magazines are weeklies.

In general it can be said that this type of publications reach their audience very
well and that their contents are tuned to the needs and the interests of the
receivers. The greater part of this type of publications is within the category of
subscription magazines but a substantial amount of them fall in the type of
controlled circulations. The receivers get their issues free-of-charge and the
cost of the whole operation is born by advertising income, which can be raised
by the fact that the publication under consideration reaches its target group
(audience) very well.

It is relevant to make a few generalisations about contents.

The editors are very familiar with the demand of their audience and they cater for
their public by supplying it with editorial matter of great (special) interest. So far
s0 good.

The other side of the coin is that the general public cannot read these publica-
tions. They are fraught with "shop talk”, a terminology which makes the edi-
torial contents unaccessible to others.

* Tekst opgesteld ter gelegenheid van Sommatie '79. 15-16 februari 1979 te Veldhoven. De auteur
was door de barre weersomstandigheden niet in staat het conferentie-oord te bereiken.
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Trade magazines provide information for participants in a certain trade: the food
trade, preachers, inland navigation; the professional magazines cater for pro-
fessions irrespective where the participants are earning their money, such as
doctors, economists and welders.

—3. MASS AUDIENCES -

Trade magazines and professional publications are media in which editorial
policy and therefor contents, but possibly also the form, is being finely attuned to
the demands of the audience. How is it with the mass media?

In fact - some regret it but some do not - the marketing of media is in most of the
cases a commercial operation. A number of media exist or existed which were
subsidized by a group of participants in the emanation of the editorial contents
concerned but even idealism or ideologism have their economic boundaries.
Thus even publications of the latter type have to consider economics. We will
leave this type of publications apart, interesting as they are.

We will look at the more or less economy-oriented publications, which even
when they carry a message of ideological character, have to adhere to the
economic principles.

Within the framework sketched above, two leading principles may exist, al-
though mixed forms have been noticed.

One of the leading principles can be called product orientation.

Publisher or editor-in-chief or both believe in a certain editorial formula (policy)
as concretizied in a certain editorial policy.

They publish the "book™” and wait and see in what numbers the general au-
dience responds to the offer, the supply.

Market orientation starts from completely different principles but maybe with
familiar and recognisable results which might not differ very much from
product-orientated principles.

The market or part of the market is being analysed for its needs with regards to
editorial contents. A content is being formulated according to the results of
analysis. A publication is being marketed.

In fact two variants of this method exist. The second of these variants also takes
the size of the market into consideration.

—-4. FREE CHOICE VERSUS NO CHOICE -

In the domain of economics people are supposed to exercise choices. They are
supposed to be in the possession of a given pattern of needs with different
degrees of urgencies and they are supposed to optimalise their income over
their needs.

It in theory this model more or less describes behaviour, in practice a number of
choices are preprogrammed either by need or by convention and the model
applies to discretionary income.

Inthe hope of not offending anybody: a number of mass publications exist which
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are preprogrammed into the demand schedules by either one or by both the
above mentioned mechanisms.

Trade and professional magazines are a must, mostly because of economic
considerations in the last analysis. If one does not keep up his professional or
trade knowledge, one becomes very quickly obsolete.

At least in this country one cannot enjoy the audio-visual media, unless subscri-
bing to a radio- and t.v.-magazine. The latter is cemented by the fact that the
radio-companies and the radio-societies are legal monopolies with regard to
news about programs.

A full analysis of this very special situation would warrant a book of a complete
seminar.

Subscribing to a radio- and t.v.-magazine is not completely a free choice. Daily
newspapers are allowed to publish restricted time tables and the consumer can
use these or emigrate to the practice of single copy sales, which is also
restricted by law.

If the daily paper is also a must - and that is what the newspaper people
advertise since ages - there is not much choice either.

Although different titles of newspapers differentiate appreciable according to a
number of criteria, the options of the consumer are quite limited.

We will elaborate on this point.

| am inclined to say that in the newspaper market and the radio- and t.v.-market
one could talk of a semi-free, or what amounts to the same, a semi-forced
choice; it's a landmark of the situation, irrespective of the fact that within the
types a considerable choice is possible.

- 5. FREE CHOICE REPEATED -

We would like to turn to the other print media. We devoted a couple of words to
radio- and t.v.-magazines and daily papers, to which media we will come back.
Let us have a look at the magazines.

It is not unusual to categorize according to their contents in the following
categories (It should be noted, that "pure” categories do not exist. Opinion
weeklies have a puzzle, sex, card playing, chess in their columns a.s.0.)

- Women’s weeklies service Cooking, fashion, cosmetics, body care,
magazines childrens education fiction etc. Titles: Mar-
griet, Libelle, Viva.

~ Gossip magazines Royalty, T.V.-artists, Interesting persons
(sometimes a little bit of service). Titles:
Story, Privé, Weekend, Mix, etc.
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-~ Opinion weeklies

- Do-it-yourself and Housing

- Sports and Hobbies

- Home Fashion

— Fine Needlework

— Juveniles

— lllustrated/family weeklies

- National, morning papers

- National, evening papers

Politics, Public affairs, Culture, Education,
Art, Literature, Entertainment. Titles: Else-
vier's Magazine, De Tijd, Vrij Nederland,
De Groene, Haagse Post, Hervormd Ne-
derland.

Tips for do-it-yourself, homes, gardens,
furniture, interior decorating, etc. etc. Tit-
les: Doe Het Zelf, Eigen Huis & Interieur,
Handig, Na Vijven, VT-Wonen.

Autokampioen (motoring), Hengelsport
(angling), Kampeer/Caravankampioen
(camping and caravanning), Kampioen
(tourism, VI Voetbal International (football),
Waterkampioen (boating)

Make your own clothes. Titles: Marion and
Knip.

Titles: Ariadne and Handwerken.

Directed towards children, strips, fiction,
general education, music, Titles: Club,
Kijk, Muziek Expres, Muziek-Parade, Pop-
foto.

Education, information, politics, analysis,
photo's, gossip, anecdotes etc. etc. Titles:
Het Beste (Readers Digest), De Boerderij
(farm and farming), Kinderen (children's
education), Nieuwe Revu (illustrated week-
ly, information, analysis, entertainment),
Ouders van Nu (education, sexual infor-
mation, analysis), Panorama (illustrated
weekly, see Nieuwe Revu)

Algemeen Dagblad, Nederlands Dag-
blad, De Telegraaf, Trouw and De Volks-
krant. These daily papers all use an ap-
propriate newspaper formula. Boundaries
are political.

De Courant Nieuws van de Dag,
N.R.C./Handelsblad, Het Parool, Refor-
matorisch Dagblad.



- Regional Newspapers They are evening papers and tied to a re-
gion or city. In most cases they are mono-
polists or quasimonopolists in their region.
In few cases there is a competitor in the
region. The national papers are of course
competative, but they do not give regional
news in sufficient quantities.

— Radio- and T.V.-Programme AVRO-bode TeleVizier (neutral),
Magazines N.C.R.V.-gids (protestant), Studio (R.C.)
Varagids (Labour), Mikrogids (R.C., small
and cheap) Tros Kompas (neutral), Visie
(Reformed), V.P.R.O.-gids (free prote-

stant).

N.B. The above list of categories and titles is not fully complete, even according
to the listing of N.O.P. (National Readership Survey).

The author will now try to formulate a broad categorisation. First we will talk
about categories, then about titles. The more general a category of media
supply is, the less free choice there is in using it.

Practically everybody has a daily paper, a radio-t.v.-weekly and a woman'’s
magazine. They supply a type of information, a package of messages which can
be regarded as essential to the way-of-life. Both the demand is there as well as
the supply.

Essential in the above sentence means psychologically essential. From a point
of view of elementary needs, reading - and viewing - could be called a luxury
anyway, if the latter concept could be given a precise meaning.

The category is obligatory for the bigger part of the population, is a "must”, but
title choice is free.

Newspapers

Thefirst great breakdown in categories is atechnical one: National Newspapers
versus Regional Newspapers.

Variations in the demand system influence the choice.

Ingeneral, national newspapers have a broader scope, devote more attentionto
international and national editorial matter, while regional papers without neglec-
ting the international and national issues, devote a great number of messagesto
regional news, regional politics, regional miscellaneous (Farmer Jansen broke
his leg under the tractor) etc.

Subject to verification (the author's impression), regional newspapers are politi-
cally more neutral then national newspapers, except in those cases where local
or regional competition still exists.

If someone has a preference for a national daily newspaper, the dividing line is

political.
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However, the choice is not completely free.

Inthe place where | live not all national newspapers are delivered on the day of
issue, while the regionals are.

Although not party organs, the nationals are liberal, labour, Christian-
democratic etc.

The formula as to content and colour agrees with the reader. They certainly do
not reach everybody, but a reasonable select group according to a number of
criteria.

Radio- and t.v.-weeklies

Subscriptions are tied to the membership of the organisations concerned.

A subscriber to VARA-gids is a member of the VARA.

The "neutrals” are the biggest and they use the medium according to the
medium characteristics which gives them the biggest followings (AVRO,
TROS).

The other ones are either religiously-politically coloured or only politically.
They try to incorporate their beliefs in the medium use. It appears to be that quite
a number of people with strong beliefs in one direction or another opt for the
neutral organisations and thus the neutral media.

If the above is true media in this category do not reach those for which they are
intended. In a former publication however | described these titles as the railroad
time table with some lean editorial meat on the naked skeleton.

Woman’s weeklies service

Of the existing three titles the big titles Margriet and Libelle are very similar. The
editorial contents are targeted towards the housewife with rather young chil-
dren. They are neutral as far as politics are concerned. Every now and then they
are being discribed as the housewife’s trade journal.

The third one - VIVA - is targeted towards a much younger woman, who is not
(yet) married, but has a friend, who works outside the house and who should
know about what is going on in society.

This special group is a much smaller group than the housewives with children
and circulation and reach is therefor much lower than is the case with the bigger
sisters.

Choice between Margriet and Libelle (author's opinion and not necessarily that
of his employer) is being made on image considerations.

Gossip magazines

In the opinion of the author, the gossip magazines - inthe Netherlands anyway -
are the ancient hard core of the women's weeklies. In the old days - this should
be verified by contents categorisation - the women's weeklies devoted more
attention to royalty, artists, etc.

However, the complimentarity of the media created new possibilities for the
gossip trade, especially as far as t.v.-personalities are concerned.

People like to read about those persons they see on the screen.

Compare:

The grammophone record existed before the advent of radio. When radio came
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into existence a numer of people expected the end of the record. To the contrary
the record proved to be the hard core of radio, while consumers bought the
records they heard on the radio. One could call this symbiosis or complemen-
tarity.

Gossip magazines can be regarded as entertainment. They do not compete
with other media, but from the consumer's point of view they are additions to an
existing package. Duplication media.

One could venture the opinion, very carefully, that the basic choice is between
soft and hard approach. The hard approach deals with iliness, unhappiness,
divorces, accidents etc. The soft approach restricts itself to subjects in which all
goes well, like a fairy tale.

If one does not have strong moral feelings - and who has not - this medium type
hits right in the middle of a target, an existing need for information of a certain
type. Moreover, the high circulations (and concomitant reach) are a kind of
measurement for a strongly felt demand.

Do-it-yourself and Housing, Sports and Hobbies, Home Fashion and Fine
Needlework

All of them cater, be it to different, strong demands for reading matter on the
beloved subject.

Their function is information and documentation, as well as more concrete
guidelines and recipes for the solution of specific problems.

Whether their publishers are product-orientated or market-orientated - which
was maybe important at the time of launching these publications - does not
matter very much unless in the case of a product-oriented publication the
audience does not get what it wants.

However, | would venture the opinion that in particular in these cases feedback
mechanisms are readily available.

Within the framework of the problem formulation | am inclined to say that in
particular these publications reach those for whom they are written.

The Juveniles

A number of titles exist targeted towards the youth market. We refrain from
school publications, very specialised small ones but look at the mass market.
This market is segmented primarily according to age groups and to sex. The
contents of both the boys- and girlsmagazines are mainly strips.

However some of them contain reading matter in the traditional manner. Very
sketchy one is inclined to say that editorial matter is mostly concerned with
entertainment and to a much lesser degree with educational matter in the
domain of general knowledge.

At the end of the range (adolescents) one finds music magazines, nowadays
mostly concerned with pop-music.
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- 6. THE PROBLEM RECONSIDERED, CHOICE OR NOT? -

If one asks again whether printed media reach those whom they are targeted to,
one is inclined to say yes. If it were not the case, the production system would
cruelly punish those who did not find sufficient readers. Froms this point of view
the problem does not seem to exist.

Moreover one has the impression that the number of titles, both general,
specialised as well as trade and professional titles is growing.

The treshold for introducting new publications does not seem very high.

In a number of cases, especially where "small publishing” is concerned, the
operation of starting a new title can be compared to launching a new product
from a backyard workshop, examples of which and even succesful ones, are
available.

One is inclined to say, that financing publishing operations and obtaining distri-
bution for new titles, either for the mass market or for specialised markets
(professional or trade) does not meet great difficulties.

In quite a number of cases, the necessary investment levels are not prohibitive.
Editorial and other knowhow is readily available.

Although of late the concentration tendency in publishing has been rather strong
and does not seem to have found a natural end (viz merger between Elsevier
and N.D.U.) (there has been a number of newcomers who in case of succes,
sold out to the big firms (Weekend and others).

If the investment and technological threshold is not very high, do media reach
whom they want to reach? Once more the answer is yes.

Are there many unfulfiled needs in the mass audience? The author as a
professional market researcher is inclined to say no.

The big women's weeklies have tremendous circulations; the small feministic (1
hope that | describe the contents right by means of this catchword) publication
Opzij a small and very high class audience. There appears to be no big demand
for editorial stuff of this type.

The problem is shifted now. Do people have the right sets of demand schedu-
les? This question is outside the conceptual scope of the simple economist
the author used to be.

Just a few examples. | do not like strips.

Does this mean that | can state that strip publications (Juveniles) reach the
wrong audience, or that they should be prohibited? Should | contribute for
forcing children to read when they would like to scrutinize strips?

| am not a religious man but should churches and church publications be
restricted in their communications to receivers?

However, from a transcendental point-of-view | would not like to meddie in
freedom of supply and freedom of demand, especially as far as communications
are concerned.

People who would like to emanate their opinions should be free to do so also by
means of publications, while receivers have the option to take it or leave it, and
rightly do so.

Publishers are free to send out their "message” and try and find receivers.
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Transcendentally some people might say that receivers have enough choice but
the wrong choice, both from the supply and from the demand side.
However, where are the criteria for judgements?

—7. STATISTICAL DATA -

Viewing t.v., listening to radio and reading books, magazines and newspapers
are activities to which much time is being devoted.
From the time-spending investigation 1975 ( a muiti-client research in which our
firm is participated) we take following general data:

Time spent per week in minutes *

Activities male female
Work outside the house 1962 1355
Preparation of meals 142 346
Nightrest (sleep) 3462 3542
Radio listening 176 124
Viewing t.v. 686 594
Reading books 189 196
Reading regional newspaper ') 155 120

Reading Algemeen Dagblad ?) 117 114

Reading Margriet ) 31 55

Reading Story *) 42 45

* These items have been especially selected from the total list of items. See: AdMedia, oct.
1976.

1) 57% of male population, 47 % of female population

?) 17% of male population, 16% of female population

3 8% of male population, 28% of female population

4) 14% of male population, 22% of female population

Average issue reach (NOP 1977) *

Title Male Female
9’0 °/o
5 Do-it-yourself and Housing titles 19 4
2 Home Fashion titles 2 18
3 Juveniles titles 18 19
5 Adolescent titles 13 13
8 Opinion weeklies 20 16
7 Women's Weeklies and Gossip 48 73
7 lllustrated and Family Weeklies 53 50
All newspapers 83 79

* for title list please consult NOP 1977, the grouping has been followed. Persons of 13
years and over.
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~ 8, CONCLUSIONS -

a.

From the above, quite superficial data it can be apprehended, that mass
media have great reach, according to their editional type and formula.
Handiwork of the do-it-yourself type is still a men’s occupation; needle work
a family activity.

Time spent on reading is rather substantial as can be noted from the time
study.

Trade and professional magazines, although their circulations are not so
impressive as compared to those of the mass media, seem to reach their
special interest audiences.

As far as research data are available, they are well read by their audiences.
The supply of these media is tremendous.

Most media operate (are being published) according to economic principles.
The publisher tries to get a decent return of investment efc. etc.

Publishers are vigilant to supply either manifest or latent demands with
respect to editorial matter.

Certain demands which are not being met are either not numerous enough to
warrant a magazine (books adequately step in here), or are not manifest.

. Ingeneral it can be supposed that demand with purchasing power behinditis

being met.



