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Abstract 

This study, based on business management of' newspapers 
In the lar&er h:Lgh scbools of Oallforn±a, was mede by means 
of a questionnaire and letter sent to one hundred thirty-one 
high school princluals. The list was selected from the 
California school drectary for l943-l91.4 and included 
schools vith enrollments of over 500 students. A follow-up 
letter, enclosing another questionnaire, was sent to those 
principals who failed to respond to the first. One hundred 
nine or per cent of usuable replies were returned. 

In 72 out of i5 schools the paper reaches 75 per cent 
of the student body. It Is interesting to note that many 
schools print more copies of the paper than the enrollment 
indicates necessary. However, these extra copies are sent 
to former students in the armed forces. Approximately the 
same per cent of schools flnance their papers through ad- 
vertising and student body funds, although advertisIng is 
not recognized as an ideal means of financing school pa- 
pers. Sixty-three per cent of the schools do not recognlze 
students' advertising work in some form of material compen- 
sation. Some schools indicate that their school papers 
carry no advertising, while others go to the other extreme 
with EoO per cent of the papers devoted to advertising space. 
The income from advertising ranges all the way from $27 to 
$13A1.kI per year, while the average income from all schools 
involved is $392 per year. Seventy-five per cent of the 
schools have made arrangements whereby repetitive calls on 
advertisers are elimInated and sixty-eight per cent follow 
up an advertisement with a ?ersonal call or appreciation 
letter. The percentage of sponsors wh state that they 
would like to see advertising increased and those wi-ia say 



Abstract 
(continued) 

they JQU1d like to see it decreased )r eliminated is very 
close. A majority of schools have theIr papers Drinted in 
either newspaper or a job shop. 

Pecoìnmendations that may be made on the basis of this 
study are the following: 

(i) A high school should not attempt to reduce the size 
of its paper due solely to the war emergency. 

(2) All schools should strive for a circulation of 100 
per cent. 

(3) Io paper hu1d take advertIsing for the sole pur- 
pose of making money. 

(!i) A high school should not reduce the frequency of 
ublication due to the war. 

(5) The frequency of publication should be weekly. 
(6) The comptroller should assume contrl of the finances 

and keep his own set oÍ boks. 
( 'i) A teacher should be given at least one period less 

teaching per day If he has charge of both the journalIsm and 
the business management. 

(8) Where possible, a school should establish its print 
shop and print Its own paper. 

(9) If advertising Is to be a main consideratIon in the 
f.Lnancing of a school paper then certainly students on the 
staff are entitled to school credIt or a monetary return. 

(io) It Is recommended that schols finance their papers 
in th 1o11owIng order of preference: (i) school board sub- 
sldies, (2) student body funds, (3) advertIsing. 
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BUSINESS NAI'AGEIVT OF NEWSPAPERS 

IN THE 1RGER HIGH SCHOOLS OF CALIFORNIA 

CHAPTER I 

INTRODUCTION 

JournalIsm is one of the few subjects In the high 

schools of today that is not being questioned by educators, 

parents, and students as to its value arid purpose. It has 

proved itself to be directly applicable to intelligent 11v- 

ing, in that social and emotional growth of the individual 

are limited by his proficiency in expressing his ideas and 

In comprehending the thoughts of others. The purpose of 

the journalism course in high school is not only to preparo 

the students, who participate, for journalistic careers or 

for newspaper management, but to give the students an under- 

standing arid appreciation of veil-prepared publIcations, and 

to give them an opportunity for self-expression. 

Young people are environed by a world of adult activity 

and it is only a natural initat1ve tendency for them to want 

to see their own Interests in print. The high school news- 

paper has grown out of this desIre to see the activities of 

their school world reported In their own publIcations. Con- 

sequently, the high school paper has spread its !nfluence 

until It is now recognized as a major activity, with a defI- 

nite place in the school and community. 
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Whether the newspaper Is regarded by the school admin- 

istr&tiori as an extra-curriouluni activity or wheither it Is 

given a place in the currIculum, Its benefits to the stu.- 

dents and community are many and varied. The paper prepares 

the high SChOOl students to assume the responsibilities of 

adult life in that lt offers them the opportunity for con- 

tacts with fellow students and the outside community. The 

sense of belonin, the shoulderIng of responsibIlity, the 

pride of achievement, and the development of Intelligent 

interest In the events of the day are benefits that are not 

to be overlooked. 

WIth this expansion of the school newspaper have come 

the problems involved in financing Its activities. The 

problems may be grouped into the following divisions: cir- 

culation, finance, business management, advertising, aciver- 

tising starf, photographs and engraving, and printIng. 

Statement of the Problem 

This thesis will answer the following questions with 

regard to che management of the newspapers in California 

high schools with an enrollment of approximately five hun- 

dred: What is the cost of each issue of the paper and how 

are the records kept? How the paper IS financed and with 

'what results. For what Is the business-manager responsi- 

ble? WhIch teacher acts as business-manager sponsor and 

what is the effect upon the teaching load? How large Is 
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the advertising staff, what are the quallfication8, how are 

its members appointed, and by whom are they trained? What 

rate is charged per column-inch, how are collections made, 

and what annual income is received? What per cent of the 

paper is devoted to advertising and who lays out advertise- 

ments? In what type of shop is the school newspaper pro- 

duced and what annual income is derived from advertising? 

How do advertisers receive students and iS there a plan by 

which repetitive calls on advertisers are elIminated? By 

whom Is transportatIon for advertising calls supplied? What 

is the attitude of the business-manager sponsor in regard to 

the discontinuance of commercIal advertising In the high 

school newspaper? 

Velues of the Study 

It is hoped that this study will be of assistance prin- 

cipally to the business-manager spcnsors of high shoOi news- 

papers and perhaps indirectly to the merchants who are forced, 

j_n a nice way, of course, to advertise in the majorIty of 

school publications. The business-manager sponsor, because 

of certain facts and fIndings brought to his attention as a 

result of this study, may wish to revise his high school 

newspaper management. The writer has made advertising one 

of the main divisions of the study since there seems to be a 

tendency to eliminate or materially decrease advertising in 

the hIgh school newspapers. This thesis may be a means of 
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showing the superiority of school board method of financing 

over the advertising method arid thus the school paper becomes 

strictly a student body educational prject. It may be in- 

strumentai in causing administrators t) see the injustice of 

expecting merchants to back financially something from which 

they receive very little benefit and back lt only as a means 

of fostering good will. 

Procedures Used in Making the Study 

This study as made by means of a questionnalre* and a 

letter* sent to the one hundred thirty-one ríncioais or 

the selected high schools. A follaw-u'o letter,* enclosing 

a second copy of the questionnaire, was sent t those prin- 

cipals wh' failed to respond to the first. The one hundred 

and nine returns were compiled and tabulated, and the re- 

suits are shown in Table I. 

TAI3LE I 

Number of cuest!onnalrea Sent and Returned 

Questionnaires Questionnaires 
nrol1ment Group Sent Returned 

Under 500 22 li 
500-999 59 kk 

1000-1k99 21 21 
Over 1500 29 26 

Total 131 109 

*Copy in Appendix 



Sources of Data 

The list of schools included in this survey was ob- 

taned from the CalifornLa school directory for 19k3-194k. 

One hundred thirty-one high schools were listed, exclusive 

of schools located in San FrancIsco and Los Angeles since 

these cities were considered too metropolitan and without 

representative schools, with enrollments of over five hun- 

dred students. However, because of present world conditions, 

the enrollment in some schools listed at over 500 enrollmenb 

has decreased considerably. This, of course, was not discov- 

ered until the questionnaires were returned. In spite of this 

change in enrollment the reburns from these schools were 

entered in the results. The one hundred thirty-one high 

schools were all canvassed through the questionnaire and one 

hundred nine replies vere received. This represents 8 per 

cent of the total. The schools were well distributed over 

the state of California as shown by a spot map on Page 7 of 

tILLs study. 

Limitations of' the Study 

Possibly the greatest weakness to be found in the ques- 

tionnaire which forms the basis for this thesis is the fact 

that a number of' items under one questIon were checiced even 

though the persons answering the questionnaire were requested 

to check one onl,. In a study of this kind all factors are 

Interwoven and very often are Inseparable. 
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A question which deGis with the frequency of publica- 

tion of the high school newspaper was apparently rnisunder- 

stood, as many answers were received in which bi-weckly was 

idded. Bi-monthly is commonly used as meaning either once 

every two months or twice a month; therefore, semi-monthly 

should have been used to prevent this misInterpretation. 

Tabulations were made under the caption bi-weekly. 



Spot Map of California Shoving Location 

of Schools In this Study 



CHAPTER II 

BACKGROUITD OF TI-lE PROBLEM 

Finance 

The financing of a school paper is dependent largely on 

the type of paper produced. Small schools many times are 

unable to print theIr newspapers and therefore they have 

them minieographed. If a paper iS mimeographed the cost is 

very little and the paper can be financed either by sub- 

scriptions or by an allotment of student body funds, but if 

the taper is printed, the financing and publishing of a 

school paper depends upon whether the school has a print 

shop of its own capable of producing the paper it desires 

or whether it is necessary t. take its work to sorne commer- 

dal shop. If the school has its own print shop and the 

equipment is sufficient o produce its paper, advertising IS 

not always essential because the equipment is furnished, the 

studente doing the work are not paid, and the cost of the 

paper which must be paid for by some means is not very great. 

To pay for the expenses involved, some schools raise funds 

entirely through subscriptions by charging for each copy. 

Other schools sell student body cards and a certain amount 

of the money collected is allotted to the school newspaper. 

Still other schools will attempt to secure advertising from 

nearby merchants to pay the cost of their paper. Sometimes 



the school board will allot funds to the school paper. Pren- 

dergast states: 

The school boards of seven Califor- 
nia schools assisted the school newspapers 
with contributions raning from $150 to 

$1,000 for a total of $3,350. . . This 
amount seemingly has no strings attached 
to its use ill three cases, while the other 
four school boards put a definite ban on 
school newspaper advertising.l 

It often happens, however, that many schools combine 

all four of these ways of collecting revenue. There are a 

few high schools with large enrollments having their own 

print shop that can go out and secure advertisIng to such an 

extent that they can actually put money back into the stu- 

dent body fund to be used in other activities. The high 

schools which have this opportunity for making money for the 

student body are those located ifl large cities where the 

merchants are sympathetic with the school program and are 

willing to contribute a large amount of advertising to the 

school paper, knowing that the advertisIng does draw the 

students to theIr stores and help them sell their goods. 

Prendergast2 says, "During 1937-1938, thIrty-five schools 

showed a total profit of $5,061.54 or an average of $lt4.61 

1Prendergast, James Joseph, A Study of Business Practices 
That Have Been Developed in the Publication, and Financing 
of High School Newspapers in Washington, Oregon, and OeUf- 
orni. University of Wshington, 1940, an unpublIshed 
master's thesis, p. 67. 

o 
Prendergast, op. cit., pp. 69-70. 
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ror each school. California, vith thirteen of these cases, 

had a high average prof it of $25.l7. 

If a school is so situated that it has en opportunIty 

t') make some money on a school paper, there is elays the 

danger of friction arising between the business manager ard 

the editors over the amount of space to be used Vor adver- 

tising in contrast to that of the stories; and a compromise 

usually has to be arrived at in order to solve this problem, 

because, after ail, the general consensus of OpifliOn ls that 

a school paper is to publish the news of the school activi- 

ties arid student affairs and not to make money for other 

activitles. In a few cases, school ooards have granted dis- 

trict funds to be used to support secondary school publica- 

tions, but in most cases the students have to finance their 

own papers. 

Ïn some of the small schools, the business activities 

oI the school paper are often cons±dered R part of the 

journalism class and the journalism teacher is resonsib1e 

for ooth the news an the financial success of the paper. 

Combining these two activities under one teacher and one 

class is undoubtedly the most satisfactory for any high 

sthool newspaper. In this way, the teacher can always plan 

his paper accurately in advance owing how much advertis- 

ing is to come in and how much will remain Vor news stories, 

but this method has its disadvantages, especially in larger 

schools. If the newspaper ls published weekly and is of 
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fairly large size, it demands a large number of' stories to 

go with many inches of advertising and the two activities, 

news writing and business management, tend more and more to 

become specialized, and the teacher may become more inter- 

ested in one or the other, depending on his own personal In- 

cilnatlon. Also the business management of such a newspaper, 

if it Involves circulation and student body funds and secures 

a large quantity of advertising, becomes a specialized prob- 

lem in itself and really demands the sponsorshIp of a corn- 

merciai teacher with the business staff directly under him. 

To avoid the danger of the two becoming so entirely separate 

that conflIcts would. arise, it is not only advisable to 

choose journalism students to do the business management 

work, but to have them carry out this work under the direc- 

tLon of the coimnerclal teacher. 

Organization of the BusIness Staff 

The accompanying chart Is suggested for the organization 

for the staffs of school papers. Since this study deals only 

with the business management, the editorial organization is 

only suggested. If the school IS large there will be a vice- 

principal, who will have as one of his duties, the adminls- 

trative supervision of the school paper. Directly under him 

will be th journalism teacher who should be responsible for 

the entire paper. Since the business part of the paper In- 
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volves actIvities that often 11e outside the journalism 

teachers' training, It Is suggested that a faculty sponsor 

from the business r commercIal depertment be chosen to 

work in cooperatIon with the journalism te8cher and süper- 

vise the business staff of the paper. The studente taking 

part probably will be a business manager, and under him an 

advertisIng manager, financIal manager, and circulation 

manager, all with assistants of one or more students do- 

pending on the number of students in such a commercIal 

class, or thoseinterested in the busIness management of 

the schoci paper as an extra-curriculum activIty. It is 

vers important to choose a competent business staff. The 

position of business manager is the most important one ori 

the busIness star' because he Is the student leader and 

director. In choosing a busIness manager Bunker suggests 

the followIng method: 

Whenever possible it Is advIsable to 
pick an assIstant from a number of actIve 
competItors fir a pcsiticn. For instance, 
one could select the advertising manager 
from a group of four or fIve who have been 
allowed to sell advertisIng. In this vey 
the man who has shwn the best results can 
be chosen for the positIon. 

A mistake often made is that of pIck- 
ing an assistant from the ranks of ones 
closest frIends. o successful business 
man chooses a subordinate merely because 
he is a good fellow. However, It may hap- 
pen that the man best qualified for the 
job Is an intimate friend of the manager. 
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If so, the friend wUl orten turn out 
quite successful. Nevertheless, bevare.) 

Bunker makes further pertinent suggestuns on how to 

choose the right type of students wo wrk under the busi- 

ness manager: 

Subordinates should be chosen from 
the sophomore or junior class when possi- 
ble. Ordinarily senIors malntaln a more 
or less Indifferent attitude especially 
ir they have been working n the publica- 
tiOn and vere not chosen lThr the positi.n 
of business manager. Members of the young- 
er classes w11 likely be found to be more 
ambitious, and more villin to learn. 
Furthermore, the younger men or women can 
be thoroughly instructed in the problems 
and the methods of the busIness office to 
the end of enabling them to conduct the 
business successfully the following year, 
thus insuring the continued life of the 
publicatIoni 

Circulation 

A high school newspaper s usually published by the 

students themselves and for the interests of the school. 

A paper may be issued daily, weekly, bI-veekly, monthly, 

or bi-monthly. In the east bi-weekly papers are often in 

the majority. For example Tiedeman 

found that in the Minnesota HIgh Schols 
the largest number of papers were Issued 

5ßunker, Harry S., and George H. Gallup, Harry Harper and 
Charles H. Stut, The Business De2artment School Publi- 
cations, p. 11. 

4Ibid., p. 20. 
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bi-weekly; "this distribution of weekly, 
bi-weekly, and monthly papers from schools 
of different enrol1ment indicates that 
the bi-weeklies with 32 or 53.3$ of the 
60 schools had the 1arest representa- 
tion.5 

Prenderast6 in his study of the newspapers of Washing- 

ton, 0reon, and California found "that 57.1% issued their 

papers weekly and only 35.7w issued bi-weekiles. However, 

there are some schools located in small towns far away from 

large centers that publish weekly newspapers that are not 

only circulated among the students, but alsù become the 

town's weekly newspaper.7 Thenever this occurs the paper 

naturally can secure all the advertising t wishes from the 

local merchants and the fInancing of such a paper is then 

largely through advertising. This te of paper has the 
advantage of being able, by its large Income, to make money 

for the student body. Those schools that flnance their 

school paper through circulation alone naturally have a dis- 

tribution among only those student3 who buy subscrIptions. 

5TIedenan, Henry O., Current Practices of Financing High 
School Publications in Minnesota, Iowa Tty, U. of Iowa, 
1933, unpublished master's thesis, p. 11. 

6Prendergast, James Joseph, A Study of the BusIness Prac- 
tIces That Have Been Developed in the PU5Tication and 
FInancinG of High School ewspapers in Washington, Oregon, 
and California, University of Washington, 1940, an unpub- 
lished master's thesis, p. 9. 

7 
In Piedmont, a city wIthin the city of Oakland, the high 

school paper Is the Piedmont community paper. 
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Schools that have money allotted by the i3oard of EducatIon 

for theIr newspapers usuallr distribute the paper free of 

charge to every student In the school. Occasionally there 

may be schools that issue more papers than theLr enrollments 

Indicate is necessary. Tiedemants finding shows the per 

cent of subscriptions of the total enrollments for 35 

schools: 

The average for all schools was 58.9 with 
a range from 13.9 to lkk.2. There were 

5 schools that had a larger subscription 
list than enrollment .8 

These papers contaIn one to twelve pages, but four pages 

are issued most frequently. Tiedeman9 also found the four 

page paper to be the most frequent. Out of his 9 schools, 

27 of them issued four page papers. 

Those secondary schools that are large enough to carry 

many student activities and have developed a program for 

selling student body cards which entitle the holder to cer- 

tain concessions, often consider the high school paper as 

part of the regular student body bud8et and, therefore, 

allot sufficient funds each semester to carry on an accept- 

able paper. The circulation in thIs case is among those 

8Tiedeman, Henry C., Current PractIces of Financing High 
School Publications in Minnesota, Iowa City, U. of Iowa, 
1933, unpublished master's thesis, pp. 86-86. 

9Ibid., p. 13. 
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who hold student body cards. The 1arer high schools corn- 

bIne many of these means. To cite a typical example of 

this, a large city school may allot certain funds from the 

student body budget taken ifl from the sale of cards to the 

paper. A subscription rate may be set up and an' student 

who wishes to subscribe to the paper and does not wish to 

buy a student body card may secure the paper In this way. 

The jnrnalism department may also solicit advertIsing and 

bring in a consider8ble amount of money each semester from 

this source, and in rare cases the school board may allot 

a certa±n sum to its publication. Often the circulation of 

a high school paper nc1udes a large number of secondary 

schools scattered throughout the state because of the ,nter- 

est the students have in comparing the work done by students 

in other high schools. This activity is carried on by means 

of exchanges. 

The circulation manager, therefore, has many activities 

in his department for which he .Ls responsible. He must not 

only organize a program for increasing the number of sub- 

scriptions, but he has charge of keeping the accounts of all 

new and renewal subscrIptions with dates of expiration for 

residence students. He is responsible for keeping an up-to- 

date mail subscription list. He should keep a record of the 

number of all individual sales for each Issue. If subscrip- 

tions are sold ori the instalment plan, it is his duty to see 

that all instalments are paid promptly. If the school has 
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an active alumni association, he might find a fair circula- 

tion among this group. He should send out advance ietters 

notifying all main subscribers of the expiration of their 

subscriptions. If he is interested in business he might 

even compile or prepare tabulated stati sties and graphs, 

showing the status of the circulation for an entire semester. 

Even though the circulation manager may not have as im- 

portant a job in certain respects as the advertising manager, 

he is nevertheless a very important individual on the busI- 

ness staff. From the dutIes lIsted above it can be seen 

that careful choice must he made in the selection of the stu- 

dent to take charge of circulation. But In any case, the cir- 

culatIon manager should be able to make friends readily. 

Bunker states, 

A circulation manager should be able t:) 

speak fluently before any sort of gather- 
ing. It may be necessary for him to give 
a number of talks at school assemblies or, 
if he works with a crew of solicitors In 
a circulation campaign he must be able to 
get their attention, and inspire them to 
action with hiS words. 

Persistence is a esirab1e 
trait in the circu1ton manager. He 
should have enough stamina to follow up 
every prospectIve subscription buyer.lO 

10ßunker, Harry S. and George H. Gallup, Harry Harper and 
Charles H. Stout, The Business Department of School Publi- 
cations, p. 22. 
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Bus±ness Manager Sponsor 

In the fw 1are high schools in the state of Califor- 

nia, the business nwnagement of the school newspaper ln- 

volves a 1are number of activities and problems; such as, 

the handling of the circulation, the management of student 

bdy funds, the supervisiri cf students engaged in securing 

dveteîerits, the collecting of bills from advertisers, 

paying bills, the keeping of the accounts, laying out adver-- 

tisements and posItioning of advertisements in the paper 

along with the news stories. If a teacher is ever required 

to take charge of all these activities, he should not be 

required to carry a full te2ching load or he should be given 

extra componsTon. Prenderast discovered Ir. t course of 

his study that some sponsors were given extra compensatin 

for editorial and business work n school newspapers. 

In schools having bebween 2000 and '5OO 
students, 2 faculty members receIved 
(yearly) between $50.00 and $79.00 for 
handling both the edtoria1 and business 
work of the school paper; one busine- 
iviser and one business and editorial 

adviser received between $110.00 and 
139.O0 for such work.11 

Perhaps the most difficult activity of those listed 

above is that of securing advertisements. The advertiser 

1-'Prendergast, James Joseph, A Study of the 3usness Prac- 
tices That Have Been Developed ifl the PLication and Fin- 
______ Illgh School NewspaDers in Washington, Oregon, and 
CalifornIa, UniversIty of Washington, 1911.0, ari unpublished 
master's thesis, p. 38. 
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does not airays cooperate well with students and theIr pub- 

licatlon bec3use advertisers are accustome to dealing with 

large metropolii dailies with competent workmen. A stu- 

dent nespaper must of necessity take 1oner to produce and 

advertisIng must be brought in several days in advance of 

publication date in order to give the students time to set 

the advertisements, to correct them, and to wake up the 

paper. Students often have to go two or three times to a 

business house before they receive the advertisement. After 

they get it, it may be poorly written and in such a condi- 

tion that it could not be turned over to the prInter. There- 

fore, the faculty sponsor must be responsible for seeing that 

some student rewrites the advertisement and lays it out cor- 

rectly for the compositor. Since it also involves consider-- 

able time on the students' part In visiting the business 

houses, it seems of necessity that the student should receive 

some kind of compensation, either in the forn of schcGl cred- 

its, considering this work as part of class work, or in being 

paId. a certain percentage of the income derived from adver- 

tising. since the present study is being prepaied during war 

time when gasoline is rationed, the use of an automobile on 

the part of the sponsor or of certain students constitutes 

a rather serious problem. If the teacher has the full respon- 

sibility of getting out the paper and also the financial de- 

tails in connection with it, it appears that the teacher 
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3hould have his teaching load reduced so that hts class work 

and his school paper activities will compare favorably with 

the load requi.reo. of other teacherc ftr the same salary. 

Business Management Class 

The business managenent staff of high school papers in 

California runs from one extrenie to the other. There are 

high schools that do not heve a single student in this activ- 

ity anL there are a few high schools that actually have a 

class devoted to the business management of the newspaper, 

the members of which carry on the financial end of their 

school paper, and receive credit for it. In the larger high 

schools such a class could very easily be formed, having 

ample teaching material to offer the students for a well- 

rounded course In the business management of a small news- 

paper. The content of the course could be built around 

retail selling with emphasis on advertising for magazines 

and newspapers and all that it involves, including the per- 

sonal business connections with the advertisers, the writing 

arid layout of adverbisements, keeping of accounts, collect- 

Ing the bills from advertisers and paying bills for paper, 

printing, and other incidentals. In addition to all this 

work the students could very easily take the responsibility 

for laying out the advertisements on the newspaper dummies 

and in cooperating with the journalism students in bringing 
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out a school paper having the highest quality of advertising 

as well as that of news stories. Since the members of such 

a class will have to carry on a real-life situation in all 

their contaes and activities, the administration might feel 

that a certain high standard should be set up for students 

enrolling in such a class. These standards might be based 

on the students' past activiby records, their scholarship in 

other classes, or their interests in this field. 

Advertising 

Although school papers niay be financed by subscription, 

advertising, school funds, subsidies, or a combination, a 

large amount of revenue comes in through advertising. Frei- 

dergast found that, 

of the total revenue to the school news- 
papers surveyed ifl Washington, Oregon, 
and California, advertising contributed 
55.7 percent, 63.2, and k5.O, respectively. 
All of these schools collected $14.l,589.68 
or an average annual income for each school 
of $639.33. This is a sizable amount.12 

Prenciergas L13 also notes that California schools have 

such a large income that their school papers are not as 

'2Prendergast, James Joseph, A Study of Business Practices 
That Have Been Developed in the PubIition and Fnanc1ng 
of High School NewspapersTnshinto, Ore5ñ, and Calif- 
ornia, University of tashington, 19!O, an unpublished mas- 
ter's thesis, p. 93. 

'3lbid., pp. 52-63. 
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dependent 'n ciunercial aavertising as the schools uf Ore- 

gn ana Washington. 'iuney from student sources In Oregon 

schoolsj Was approximately 1/2 that of California. This 

lack is reflected in the advertising carried, with Oregon 

having an average if 33 inches to Ceuifrn1's 52 incbs." 

The degree of dependence upon commercial advertising "usu 

ally represents the difference between a well-balanced pase 

or one carrying an excessive number of advertisements. 

The business manager, a student either chosen by the 

students or appointed by the sponsor, is held responsible 

for all the business management of the school paper, and 

his greatest responsibility, naturally, Will De in supervis- 

ing the advertising. This business manager is responsible 

for all collectins and expenditures, for the supervision 

oI_ an advertising manager and a circulation manager, 1f the 

school is large enough to have these two students under n 

student business manager, and lastly, continually to in- 

crease and to hold the business. In this w)rk the student 

Dusiness mniiager should ceep accurate records. he should 

arrange hi .. s records so that he can give a full accounting 

of income and expenditures on each issue f the paper and 

it should De his aim to strive to make n profit. At the 

beginning of each semester the business staff should adont 

a budget in the light of the cost of publishing the paper 

and the manager should always see that this budget is not 

exceeded. Each month he should make up a report on that 
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month's activities. In this report he should list under the 

cost; number uf copies, numoer of pages per issue, the cout 

of engravings, postage, printing, ana miscellaneous expendi- 

tures. Under revenues will be listea.: advertising sold, in- 

come from circulation, income from suosidies, and any other 

miscellaneous income. In order to secure an accurate Picture 

)f costs ana expenditures, the business manager must pro-rate 

certain items, such as income from circulation and subsidies 

for each issue. Before the end of the semester or term that 

the business manager coos out of office, he should make what 

can be called an end of term report. This report will con- 

tain similar items to his monthly reports, that is: total 

revenue, total cost, uncollected accounts, profit or loss, 

and an itemized statement uf expenditures. This last item is 

very important oecause lt is the ousiness manager's responsi- 

bility to authorize every expenditure inaae for the school 

paper regardless 'f how small the item may be. Teachers and 

spoflsors having charge of students carrying on such activi- 

ties are well aware of the unintentional carelessness of 

students, and the fact that students many times will spend 

money ftr what seems to them at the time very important and 

may overlook the fact that every cent spent should oe author- 

ized by the business manager.lA3 

Thomas Cecil, School Newspaper Production, 
pp. 155-167. 
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Advertising Nanager 

The w.ost important subordinate on the business staff 

is perhaps the advertising manager, since he must be respon- 

sible for all advertising and the keeping of the advertis- 

Ing recorth of the school paper. This work involves con- 

siderable time and demands very competenb and trained ability. 

Not every student can do this type of work successfully. 

W1en choosing an advertisIng manager, it is well to take Into 

consideration a number of very important factors. These 

factors are well expressed by Bunker in the following ques- 

tions: 

Is the candidate able to make friends 
with, and command the respect of bus!- 
nesemen? Does he apply himself dili- 
gently to the bask before him? Is he 
observing? Can he lay oiit and write 
a probable advertisement? Then, can 
he sell it?15 

This advertising manager will be the one on the bus!- 

ness staff to carry the largest load and therefore the 

buiüs manager must feel that lt Is part of his respon- 
sibility to guide and supervise the advertising manager in 

his work arid to help him choose students to assist in ob- 

taming advertising. To do a successful piece of work at 

advertising, the manager will be required to make some 

15Bunker, Harry S. and George H. Gallup, Harry Harper and 
Charles H. Stout, The Business Department of School Publi- 
eGtiOns, p. 20. 
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s3rt of survey in irder to gain pertnent facts nd inf:rma- 

tion to present to prospective advertisers that ii1 con- 

vince them of the importance f high school advertising. 

lb 
Bunker suggests the following pertInent reasons why 

advertisers should patronize the lcal high school paper: 

(i) the high school group can be reached successfully only 

through its own publication since students o1 this age do 

not read the daily newspaDers retilar1y nr are they attract-- 

ed. by the advertisements, but their own publication, since lt 

is published by them, 13 of such interest that they will 

read it from beginning to end, (2) adolescents of high 

school age assert a tremendous Influence on their parents; 

and theretThre if. the advertisers can appeal to the students 

they, in turn, are likely to request theIr parents to buy 

this particular product, (5) advertisers must remember that 

perhaps more than 9O of the students in high school at any 

one time will remain for years to come in the community and 

in three to five years these student8 il1 be adults, and 

If an adverl;lser cn win the student for hiS products during 

his adolescence, he may have a custmer for many years to 

come, () although students influence their parents, the 

parents themselves, are very much interested in thelr chu- 

lbBinker Harry S. and George H. Gallup, Harry Harper, and 
Charles H. Stout, The business Dejiartrnent of choo1 Publi-- 
catIons, o. 15. -- 



27 

dren and .ihat they are doing in school and therefore they 

often read the high school paper and are influenced by it. 

Morelock1-7' outlines an excellent program for a begin- 

nin advertIsing manager. 1-le suggests that the manager make 

a survey of the student body which would give him the fol- 

loving facts to present to prospective advertisers. He or 

his assistants should inquire of representative students in 

the school as to approximately how much money they spend at 

various stores in the town and what type of goods they buy 

in large quantity. He should also find out from the circu- 

lation what percentage of the students take the school paper 

and also in what part of the city these students lIve. He 

should have full information on the size and frequency of 

the publication, an understanding of the type of news that 

will be published in it from issue to issue, and a definite 

set of advertising rates. If he can get this informatIon 

together and have it ready when he meets an advertiser, he 

will have sorne unanswerable facts as to the importance of 

advertising in his high schol paper. 

Advertising rates must he set and rigidly adhered to. 

Any deviation from set rates would cause considerable con- 

fusion and might cause animosity among advertisers. The 

business manager, together with his assistants, should sur- 

vey the field very carefully and determIne their rates on 

17r4orelock, Thomas Cecil, School ewsDaper Production, 
pp. 168-169. 



the hasts of the clrculabion of their paper, its 8ppeal to 

the readers, the size of advertisements, whether advert!s- 

ing s on a contract basis, and perhaps a special set rate 

f r national advertising. AdvertIsing is usually charged 

for at so much a column-inch. Discounts may be given for 

larger ads and especially for contracts made for an entire 

semester's advertising. Since national advertising, how- 

ever, is handled by an advertising agency which charges all 

the way from 15 per cent to 35 per cent for their services, 

a higher rate should be charged for this type of advertis- 

Ing. 

It should always be the advertising manager's aim to 

increase his advertising. He can do this by carrying out 

certain definite business practices, such as makIng friends 

with the merchants and strivIng in every way to retain their 

go3d will. But in spite of all these efforts, h miist always 

be active. To carry out a successrul program he might be 

able to induce the advertisers to take a large amount of' 

space in special issues of the school paper such as those 

that appear at Christmas, Easter, and the close of semesters. 

If he carries out such a special edition, he must plan it 

weeks in advance. He may also find that advertisers are 

willing to give larger advertIsements for special pages in 

editions that COflt8ifl big stories on specIal athletic con- 

tests. The school also may have ce:'tain standards set up 
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which prohibit advertising of certA:T.n types of goods, such 

as questionable places of amusement, liquors, etc., and 

the adverts±ng manager should advise with the adrn:nistra- 

tion on any advertisement that he might feel would be ques- 

tionable. 

Although larger stores that have their ewn advertising 

managers will probably furnish the students with accurately 

written out advertisements often sketched with layouts, most 

of the stores will look to the student advertising manager 

for help in writing and laTh ou ads. If the student 

advertising manago: is capable of thinking up rieas for ad- 

vertisements and laying them out properly as attractive 

suggestions, he will be able to sell consIderably more adver- 

tising to smaller merchants. ThiS fact IS brought out by 

Bunker: 

At e present tIme more advertis- 
Is beIng sold to buyers of opaco by 

the purchase of prepared copy than in any 
other way. Many merchants do not adver- 
tise because they feel that they lack the 
ability to write an advertisement or e- 
cause they think they are too bu3y to 
prepare ccpy. 

But if the merchant Is approached 
by a solicitor who has something definite 
t') show him he ha$ no excuses to offer. 
Then it Is only a matter of sell:tng the 
prospect upon the use of that partIeulal 
piece of copy in the school publication. 
If the copy seems t'ole and the e.dver- 
tiser is convInced of the value of the 
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pub1cation's c!rcu1aton, the sale 
i_s easily macle.18 

Therefore, the advertisIng manager has the responsi- 

bility o acquantin himself thoroughly with the principles 

r)f newspaper advertising as t) content, use of' trpe faces, 

and making rough layout sketches. In order for the adver- 

tiSifl manager to do an efficient piece of work, he must 

secure from the advertiser complebe information as to what a 

particular ad should contain. He should also acquaint him- 

self with the articles sold in such stores so that he might 

make sugesions as to what articles tnight be advertIsed to 

advantage in a school paper. He should als strive to use 

illustrations if pDssible, provided the advertiser is will- 

ing to pay for sufficient space. Often the small advertiser 

cannot afford to have special engravings made to illustrate 

his goods, but the advertising manager should be acquainted 

with such ?tmattt services that are uffered by national con- 

cerns, and if the circumstances warrant ft, the school paper 

should subscribe to a mat service so that the student manager 

can suggest and provide illustrations for just what the adver- 

tiser wishes to illustrate. Prendergast'9 found that "twenty- 

Bunker, Harry S. and George H. Gallup, Harry Harper, end 
Charles H. Stout, The Business Department of School Publica- 
LIOnS, pp. 73-7k. - ______ _______ 
19Prendergast, James Joseph, A Studi of Business Pract!ces 
That Have Been Devel2ped in te Publication and Financing 
of Iiigh School NewspaDers in Washinton, Oregon, and Calif 
ornia, University of washington, 19!lO, an unpublfd 
master's thesis, p. E3. 



31 

three SChuOls allowed a total of $221 in their budget, or 

an àverage of $10.52 each for this Lnia serv!ce. These 

various mat services provide an easy means of illustrations 

not only for advertisIng, but also for general use of the 

editorial staff in illustratIng news stories or feature 

stories. 

By understanding the principles of advertisIng, the 

business manager will know hoi to write up the copy to fit 

any certain size advertisement, and he will know what lines 

to put In large type and how to arrange the material to make 

an attractive advertIsement. A few simple rules will help 

the student to write up a good advertisement: Use the dra 

ing power of repetiLin, but avoid "rubUer stampt' copy. 

Don't say things ifl just an ordinary way. Be specific about 

the advertiser's goods. Avoid superlatives and boasting, and 

make the copy read as s piece of very interesting and impor- 

tant news. Even after the advertising manager has performed 

all of the above tasks, he is now faced with the problem of 

laying out the ad and marking It for the printer. He will 

have a tpe specimen catalogue put out by the printer that 

issues the school paper, and he will mark up the advertIse- 

ment using the tyne faces available an according to printer's 

acoepeed style of markIng copy. After the advertisement IS 

set in type, It falls to his responsibility to read proof, 

and in doing this he must be extremely accurate n comparing 

the printed proof letter by letter with the copy. An error 
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i_n an advertisement often obligates the paper tu correct the 

adverIserrìert and prInt it in the following issue free of 

charge. An error in the rice of any items appearing in the 

advertisement may cause considerable annoyance to the adver- 

tiser. In cooperation with the editorial staff, it nw 
becomes the duty of the business mcnager to place the adver- 

tisements on the "dummy." 

The object of a layout is to get a picture of iihat the 

advertIsement will look like after it Is set in type. By 

laying out an advertisement the accurate size it is to be 

in the paper and letter1n the display lines the same size 

that he expects them to be In type, roughly sketching the 

!llustrations 1f any, the advertisIng manager wIll et a 

good conception of whether the advertisenent will look right 

in type. If it appeals to the eye arid all the parts are 

properly spaced, he can be sure that the printer can repro- 

duce it. The advertsin manager may at first have some 

difficulty in deciding what the display lInes should be and 

may need assistance from the sponsor, hut once he gets on 

to ad writing he will find it very fascinating and inter-- 

estin. The tendency of students is to make things too 

large, and thiS -wIll undoubtedly occur in any first attempts 

at laying out advertisements. However, ifl advertising, 

.te spaoe is just as important as printed matter. If Il- 

lustrations are used beside copy they should always face 
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toward he eopy. Since the eye travels in the direction in 

the way cuts and pictures face, it IS important that, as 

the reader 1øks at the picture, his eye naturally travels 

to the content.20 

SelectIng type faces to use for advertIsements is not 

extremely difficult if the paper Is printed ifl a compara- 

tively small print shop which will probably have a limited 

assortment of display type, but the student must use types 

available that fit the theme cf the advertisement. If an 

advertIsement Illustrates machinery, the display lines should 

be set In a heavy bold face type which shows sturdiness and 

dependability. On the other hand articles such as perfumes, 

dresses, etc., that appeal to the feminine students should 

be displayed ifl a fIner line type. 

After the advertisements have been laId out, set in 

type, and proof read, they must be placed properly on the 

pase. Sometimes advertisers request that their adVertIse-- 

merits be placed ifl a certain positIon. If the busIness 

manager feels that he can grant this request he must see that 

the advertisements are placed where the advertiser wants 

them. However, Lt usually occurs that such advertisements 

wIll cause confusion and difficulties in making up a balanced 

paper and, therefore, many schools will not accept advertise- 

writer is lndebted to George T. Smisor, head of' the 
Printing Department of Sacramento College, for the technical 
information relatIng to hIgh school newspaper productIon. 



ments that must appear in certain positions. Free frrm any 

special requïrements, the management staff enG the editrial 

staff can work up dummes that will be to the best advantage 

of both the advertising and the storles. Most school papers 

avoid placing advertisements on the first pa{;e, but 1f their 

papers are four, six, or elght pages, they may put advertise 

ments on any or all of the other pages. 'iwo styles of laying 

out a page make--up are generally used, the pyramid style and 

the double Dyramid style (see illustrations on pages 3h and 

51). 

Bunker gives some very pertlnent reasns why the pyra- 

mid style of laying out pages of advertisements is the best 

t use: 

The advantage or "pyramid1ng advertise- 
ments is found in the greater possibili- 
ties permitted the news department in 
making up the editorial matter. 'l'bis 

style ordinarily leaves the whole top 
of the page free and the left-hand side. 
There is no question as to the advantage 
this gives the news department. Mare ads 
can be run at the top of the page. Ban- 
ner stories can be run in the first col- 
umn. ßach succeeding column can be made 
up in the approved hyphen page manner. 
But there is a question whether the ad- 
vantages f this style of layout to the 
news department counterbalance the ser- 
ious disadvantages to the advertising 
department. then advertisements are 
pyramided the minimum number can be 
placed next to reading matter. of neces-- 

sity some must be UburiedU .. It is 

asserted by the exponents of thiS style 
of layouts that since nly the larger 
and blackest advertisements are placed 
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at the bottom of the pyramid their atten- 
tlon value is not appreclebly drn1nished. 
Eut there are likevise trcng reasons for 
not followinß this style. Then a nunber 
f small advertisements must be placed on 

one page arid thIs is frequently the case 
with school publIcations, th'se at the 
bottom of the pile are often overlooked. 
Their attentIon value iS cut dowii serious- 
ly by the competitIon of other advertise- 
merits .21 

In order to overcome somewhat the disadvantage of the 

regular pyramId style of make-up, Bunker suggests the ttdOU 

ble pyramid style." ThiS style, he says, 

makes it possible to pisce much more ad- 
v'rtising next-to--reading matter than 
the single pyramid . . . When the double 
pyramid style is fo1lwed the top of the 
page wIll be left open but the make-up 
problems of the news department will be 
increased .22 

For appearance sake in the regular pyramid style, the 

large advertisements are p1ced at the bottom with the 

smaller ones arranged above in such a way that the adver- 

tlsements form neat appearing steps from the rIght hand top 

corner to the bottom left hand corner on odd numbered pages 

and vIce versa on even numbered pages. By following this 

method the small advertsemcnts will be scattered along the 

top of the '..are ones Ir. the various columns and thus avoid 

being piled up 1n a group which would b'ry the small adver 

21Bunker, Harry 3. and George H. Gallup, Herry Harper and 
Charles H. Stout, The BusIness Department of School Publica- 
tions, pp. 2-87. 

22 
Ibid.., pp. 87-89. 
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tisernents, so that they ou1d be scarcely noticeable. Many 

papers wish news stories to begin every column, and there- 

fore the piramid style may begin a thIrd to halfway daim 

the page and then taper off to the corner. 

The double pyramid style of make-up has the advantage 

of allowIng for more advertising space by placing advertis-- 

nents down both s15.es of the page alid across tue bottom, 

but here egain the large advertisements should always he 

placed at the bottom. Although these two styles of make-up 

c perhaps the neatest appearing, students may feel that 

they can vary their layouts from issue to issue, and indeed 

they may have to In order to fit in their stdries together 

with the various sizes of advertisements in the paper. 

If special editIons are publIshed it may be wise te 

devote an entire page to advertisIng. Such a page could be 

allotted to Christmas advertising In WhiOh a line across the 

top of the paso could say something to the effect that the 

followIng advertisers wish the students a Merry ChrIstmas and 

a Prosperous New Year, and then the rest of the page be de- 

voted to a large group of advertisements. However, a pace of 

this type must be carefully planned. The advertising manager 

should begin weeks In advance and lay out a dummy marking off 

definite spaces for advertisements and thsn sell these spaces 

to merchants. Bunker says: 

Special edItions . . are of value 
to the advertIser and to. the publication 
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unless overworked. Special editions may 
be run by school publications in the case 
of homecoming, Christmas, school plays, 
junior and senIor banquets, commencement, 
and big athletic events. By special edi- 
tions an extra edItion is not necessarily 
meant, but a larger size edition devoted 
to one of these special occasions. Of 
course, extra editions may be published 
if the occasion warrants them. . 

It is impossible to generalize re- 
carding the comparative merit of specIal 
editions. Each edition will present a 

different problem in everj school. The 
important point to consider always is 
the effect on profIt and loss columns. 
Many conservatIve publishers have come 
to doubt the value of special editions 
and special pages but the situation in 
the school field is somewhat different. 
In the school field there is little doubt 
as to their value.23 

Printing 

The business manager has the responsibility of making 

the contract with the printer and producing the school pa- 

per. Under hIs direction, if the school is large enough, 

a financIal manager should be appointed, one of whose duties 

would be to take charge of the costsof publication. He 

would be responsible for letting out bids, If the paper or 

any part of Its production is done by an outside shop, or 

if the work is done entirely in e school plant he would 

still be responsible for taking charge of whatever costs 

22Bunker, Harry S. and George H. Gallup, Harry Harper and 
Charles H. Stout, The Business Deiarttnent of School Publi- 
cations, pp. 78-86. 



rna,r be involved, such as the cost of paper st3ck. The costs 

of producing a school paper include composItion or type set- 

tlng, press work, paper stock, folding, delivery, engravings, 

or line etchings. Composit!on Includes setting type either 

o,r hand or machine, lockup, and the making of corrections. 

If type is set by hand it takes considerebly riore time to 

cumplete a given amount than it does by machine. Most pa- 

pers today are set on a machine, usually a Linotype or Inter- 

type. Since type setting is a very costly operation the copy 

sent in must be accurate. This is especially true wIth ad-- 

vertisements, because the composition on an advertisement 

involves not only the settIng of a few lInes on a machine, 

but since there are different sizes of tyue used for display, 

the printer Is obliged to change the machine for every size 

of type used. Some lines may have to be set by hand. There- 

fore, If corrections in machine set matter have to be made 

it means the time of changing the machine for every odd line 

that must be reset. In California, the costs involved In 

compQsítion run from $3 to $5 an hour. 

This information regarding composition is very essential 

to the financIal manager in figuring the costs of his paper 

and in checking the bids that might not be made by printers 

doing the composition. In CalifornIa the cost of compositIon 

by the thousand eins varies from 6Oç to $1. Sometimes printers 

will charge so much a.galley. This Is easy to figure if one 



remembers that a galley contains 20 Inches of type. If the 

paper is takexi by a printer on contract to set, print, and 

deliver each issue for the semester, the financial manager 

will not have l;o be involved in these minute figures con-- 

nected with composition. Since many scho;ls in California 
have IndustrIal arts shops in vhich they have a good press 
bub no composing machine, they often get their type set by 

a cumpositlon company, and ir! this case it is essenta1 that 
the financial manager of the school paper know how to figure 
the cost of composition. Even though the paper may be let 
on contract as a complete job, the printing company that 
does the work reserves the right to charge extra for all 
Uoverj ?t Although the overset is caused by the editorial 
staff having more copy set than can be used, it is still the 
duty of the financial manager to see that all overset is 
either elimii.ated or is of such a nature thaL it crin be used 

in following issues. Dangers of overset in advertisements 
are nIl, since every advertisement is accuxat,el' marked as 
to size. 

Before the bid is let for printing, the business manager 

should have a style sheet of type faces ihich can be furnished 
for setting heads and he should know which faces ill have to 

be set by hand. It is better to have the heads set on the 

machIne if possible. There is less danger of workuos on the 
press and of producing poor printed heads due to worn type 

faces. 
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The next item to consider in producing the school paper 

is the grade and quality of stock to be used. In a study 

made some time ego by Coe2k he discovered that U5 qualities 

paper were found in the high school newspapers examIned 

namely 'newsprint', 'No. 1 newsprInt', 'machine prInt', 

'heavy weight color machine finish', and 'mimeograph paper." 

The same five qualIties of paper are usefl by the hIgh 

schools in California. The cheapest paper that can be used 

is, of course, the newsìrint which costs abut 1/3 that of 

machine finished paper. In choosIng a paper stock the school 

must determine how much It can spend for stock alone and 

whether It Intends to print a large number of engravings. 

sven though machine finished paper f the cheapest grade 

costs three times as much as newsprint the 'ver-a11 cost is 

not large when one considers the sIze of the paper and the 

circulation. If a school is Interested in producing an at- 

tractIve newspaper, it will not hesitate to use a machine 

finished paper. If the business manager has to take the 

responsIbility of ordering paper for the school print shop 

he should do so with the advice of the printing teacher. 

2 Ji 
Cae, Wilfred Cursley, A Study of Make-uD, Management, and 

Cntent uf High School Newspapers, unpubltshed master's 
thesis, University of Chicago, l92, p. 9. 
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CHAPTER III 

THE STUDY 

Circulation 

For the purpose of ruaking a study of the circulatIon 

of hh school papers, the first four sectLons of the ques- 

tionnaire were devised to cover thIs subject. They include 

the followi.ng questions: (i) Approximately what per cent 

of the student body receives the school paper? (2) Is your 

school psoer issued daily, weekly, monthly, bi-munthlr, or 

at other Intervals? (3) Approximately how many copies are 

printed in each issue? (4) How m&:iy pages are there In 

each issue? In order to make this study applicable to 

schools of varying enrollments the tables have been prepared 

to cover four enrollment ranges: below 500, 500-999, 1000- 

lk99 and over 1500. It was the plan not to cover high 

schools with an enrollment below 500, but many borderline 

schools, because of the 'war, showed an enrollment slightly 

below 500, and all questionnaires from such schools aro ifl- 

eluded in this study. The dIstinction between printed pa- 

pers and a few mImeographed ones is not always clear and in 

this first section covering circulation both types of papers 

are considered together. 

The first question of the questionnaire deals with 

the percentage of the student body who receives the school 
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paper and is stated in general terms expressing replies to 

the nearest percentage of student body enrollment to the 

four divIsions of 25 per cent, 50 per cent, 75 per cent, and 

100 per cent. Most reDiles simply marked the percentage 

that was nearest to their particular cases. The data are 

shown ifl Table II. 

TABLE II 

Percentage of Student Body Receiving School Papers 

Student Bciy 
Circulation 

Below 
500 

500- 
999 

1000- 
1k99 

Over 
1500 Total 

Pei' 

cent 

25% 0 0 1 1 2 2 

50% 2 3 2 11 13 

75 7' 20 6 8 k2 50 
100% 6 io 6 30 35 

. 

These data show that the majority of the high schools 

reach a circulation of 75 per cent of the student body and 

35 per cent of the schools reach 100 per cent. Among the 

schools rith an enrollment of 1000 and above the largest 

numbers were able to maintain a circulatIon of between 75 

per cent and 100 per cent. It is also noted that within 

this same group more of them fall below 50 per cent than in 

the schools of less enrollment. 

The followng table, based on question 2 of the aues 

tionnaire deals with the frequency of publcatlon of sch3ol 

Papers, has one more item added than was listed in the ques- 

tionnaire, bI-weekly publicati-n. 
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TABLE III 

Frequency cf Publicat±on of School Paper 

Paper Below 500- 1000 Over Per 
Issued 500 999 1k99 1500 Total cent 

Daily O O O O O O 

Weekly 9 16 12 12 k9 50 

Bi-weekly i 8 2 3 1k 1k 

Monthly 3 2 0 2 7' 7 

i--month1y 2 1k 5 3 24 2k 

Other i O 2 2 5 5 

The facts in this table indicate that the greatest major 

ity Df the schools issue a weekly paper. Thirteen schools, 

eight of them in the 500 to 999 class, issue bi--weekly papers. 

Nineteen high schools issue bi-monthly papers, but only five 

schools indicate that they issue their papers monthly. In 

every enrollment group the scho1s issuing weekly papers are 

in the large majority, with the exception perhaps f the 500 

to 999 group in which there are i6 weekly papers, ten bi 

monthly papers, eight biweekly papers and two monthly papers. 

TABLE IV 

Number of Copies Printed in Each Issue 

Number Below 5OO 1000 Over Per 
Copies 500 9991k99 1500 Total cent 

200-k99 7 6 o o 13 13 
5OO-7k9 11 18 k o 33 32 
750999 o io k 2 16 16 

1000 l499 2 5 7 5 19 19 
Over 1500 o o 6 1k 20 20 

The above table brings out a few interesting facts. Two 

schools having an enrollment below 500 issue more than 1000 



copies in each issue; for example one high school with a 

present student enrollment of 300 prints 1300 copies of 

each issue. It is also noted that in the enrollment group 

of 500 to 999 that four schools print more than 1000 copies 

in each issue. But comparing Table IV with Table II it will 

be noted that 13 sChools in the over 1500 grup print over 

1500 copies per issue, but in Table II only eight jf these 

schools fall in the roup with 100 per cent student body cir 

culation, which apparently means that five of these schoDis 

are using their extra issues for other purposes. 

The number of pages in each issue of the various school 

papers is itemized in Table V. It has been made up by indI 

cating the smallest number of pages which each school turned 

in on the questionnaire, but some schools occasionally issue 

papers with more pages for special editions. 

TABLE V 

Pages in Each Issue of the School Paper 

Number 
Pages 

Below 
50E 

500- 
999 

1000 
1499 

Over 
1500 Total 

Per 
cent 

1 0 0 0 1 1 1 
2 1 0 0 0 1 1 
k 13 32 20 20 85 85 
6 2 3 1 0 6 6 
8 0 L O o li. k 

10 1 1 0 0 2 2 
12 1 O O O i 1 
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Four-pace high school papers bave always been the most 

popular and stili are according to the data received for 

the abDve table. In fact, 85 out of the 100 schools produce 

four-page papers. All of the schools in the 1000 to l99 

and over 1500 groups issue four--page paers with the excep- 

tion of ne in the Dyer 1500 group and thls school ststes 

that it issues a one-page paper. Three schools in the 500 

to 999 group lssue an eight page paper. The papers indlcat-- 

lng 10 and 12 pages are duplicated. Seven hIgh scho1s state 

that they increase their number of pages from tw) to six 

pages per issue at special times during the year. 

Finance 

Certain questions dealing with the financial aspects of 

high school papers vere lncluded in the questionnaire. These 

questions endeavored to find out (i) the average cost of each 

issue, (2) how the fInancIal records are kept by the Individ- 

ual schools, () whether the school paper is making a profit, 

(it) by what means the paper IS primarily financed, and 

(s) what the journalism teachers think is the most ldeal way 

to finance a school paper. 

The total cost for each issue of the various school pa- 

pers is contained in Table 1V. No effort has been made to 

separate duplicated papers from printed ones, ali replies 

from the questionnalre being placed in this table according 

to enrollment. 
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TkBLE VI 

Distribution of Schools wIth Printing Cost 

Per Printing Cost 
Below O0 1000- Over 

1500 500 99 ]jL99 Total cent 

$o$9 5 ¿ 2 1 16 17 
10 19 1 7 0 k 12 13 
20 29 3 9 2 5 19 21 
30 39 k 8 2 2 16 17 
ko )49 3 7 3 6 19 21 

Over$k9 1 7 1 1 10 11 
Total 17 46 10 19 92 
Per cent 18 50 11 21 

The various costs have been itemIzed in $10 units up to 

s 49. Wherever replIes gave an exact figure It has been p1acI 

in the corresponding range group ifl the table. From the ta 

ble it is evident that the majority of the scho1 papers fall 

:ln a price range from $20 to $40. The two largest groups, 

each 21 per cent of the total, are in the $20 to $29 and the 

$40 to $149 group. There seems to be very little correlation 

between the size of school and the relative cost of the school 
paper. For example, four schools below 500 enrollment pay 

between $30 and $39 for their papers and three of these 

schools pay between $40 and $49. In scho1s over 1500 enroll 

ment two fall within the $30 to $39 group and six in the $40 

to $49 group, but there are also five that secure theIr papers 

for $20 to $29, and four that pay between $10 and $19. It can 

be assumed that most of the papers that pay less than $9 an 

issue are either duplicated or prInted in the scho l shop. 
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In the entire group of schools there were lo that spent :ve 

$119 ri issue or 11 per cent of the tta1 number. Seven cf 

the ten are papers publIshed by schools In the O0 to 999 

group. 

In order to find out what ari-angernents are made for 

keepIng the fInancial records of the school papors question 

6 was placed in the questionnaire. 

TABLE VIII 

Keeping of FinancIal Records for School Papers 

Per cent of 
Records kept b Total Total 

Comptrollers OffIce 31 26 
CommercIal Student i i 
JournalIsm Class 15 13 
Advertising Staff 3 2 
Student Business Manager 35 29 
Business Manager Sponsor 29 24 
Other 6 5 

The data received indicate that the majorIty of schools 

leave the fInancing in. the hands of a student business mana- 

ger. Sorne of these cases, however, Include the comptroller's 

3ffice which is secL;nd on the list wIth 31 schools. But 24 

per cent of the total number of schools leave this fInancial 

work to the business-manaer sponsor (teacher in charge of 

activity). Only three schools allow the advertisIng staff 

to handle the records and only one school permits a comtner 

dal student to do thIs work. The journalism class, and per- 
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haps the journalisni teacher, has t handle the financial 

ati\rities çf the papei in 15 sehbols beside3 doing ail the 

york of iritin for the paper. It is true, however, that 

29 pei' cent of the echools do have a student business mane. - 

ger. Twenty-four per cent of the schools incicate that the 
business-manager sponsor has charge of the fnanc1al activI- 

ties of the paper. Six schools state that the financial 

records are kept by so'o other person or institution than 

those lIsted on the questionnaire. ConsIdering t,c data a 

a whole it - jte clear tho ort of schools take care 

of their financial problems through the comptroller's office, 

a student business manager, or a business--manager sponsor, or 

a combination of these three. 

ues tien 7 vas placed in the questionnaire to find out 

whether each school paper vas making a profIt, oreatiii.g a 

deficit, or breelcing even. Table IX shows clearly this situ- 

ation in the schools returning questionnaires. 

TABI IX 

FinancIal Standing of School Papers 

Below 500- 1000- Over Per 
Is your paper 500 999 12499 1500 Total cent 

Making a profit 3 9 9 5 2G 30 
Creating a deficIt 6 6 3 5 20 23 
Breaking even 8 19 6 8 ¿vi 

Total 17 324 18 13 87 
Per cent of total 19 39 21 21 
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The data indicate that 30 per cent of all the schools 

make a profit on the schoDi paper, 23 per cent create a 

deficit, and ¿VI per cent break even. The table shows that 

all f the schonls regardless of enrollment make profits or 

create deficits and that it is not necessarily the large 

schools making profits and small ones creating deficits. 

There are various means of financing a school paper, 

and question 8 was placed in the questionnaire to f±nd an- 

swers to these various means. Table X itemizes the ver-- 

ious methods used. 

TABLE X 

Methods of Financing High Scha.1 Papers 

F:.nanced Primarily Below 500- 1000 Over Per 
by 500999 1k99 1500 Total cent 

Circulation 2 3 3 1 9 7 
Advertising 10 20 10 6 38 
Student Body Funds 5 l 8 13 37 
Subscriptions O k 2 k 10 8 
Other Means i 7 k 0 12 10 
Total 13 52 27 214 121 
Per cent of Total 15 143 22 20 

Ten schools in the lower enrollment bracket resort t' 

advertising to pay for their paper, and 13 schools in the 

over 1500 enrollment group fInance their papers through stu- 

dent budy funds. Only seven per cent of the schools or nine 

schools were able to finance their papers through circulatJon. 

Eight per cent of the schools sell subscriptions to the paper 

and use this means to finance it. Twelve schools indicate 
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that they use other means than those listed on the question- 

naire. Although the evidence is slight, it seems that a 

enerl statement may be made t3 the effect that the smaller 

sch3cls are more inclined t resort to advertising to meet 

their financial obligations than are the larger schools. 

TABLE XI 

The Most Ideal Way to Finance a School Pa'or 

Financed Pri- Below 500- 100O Over Per 
uarly by 500 999 l99 l0O Total cent 

CirculatIon 5 2 2 0 9 10 
Advrtising 2 6 k 0 12 12 
Student Body Funds 7 19 15 12 53 
Subscriptions 1 2 k 3 10 11 
Other 1 7 1 1 10 11 

Ten per cent Indicate that circulation vDuld be an ideal 

means of financing. Eleven per cent prefer Indlv!dual sub- 

scriptions. The majority of the sponsors, or 6 per cent of 

those replying, feel that a school paper should be financed 

by student body funds. Comparing this result to Table X, 

8 per cent of those replying say that their paper is financed 

by advertIsing. No doubt this shows a conflict between what 

has to be done ifl the particular situation and what the spon- 

sor would like to do If he could adopt his own Ideal means of 

financing. 



53 

Business Manager Sponsor 

The teacher who sponsors a school paper must devote con 

siderable time and effort to the project. In order to dis- 

cover the responsibilitIes of the teacher in charge of the 

business management of high school newspapers and to deter 

mine what compensation in the way of reduced teaching load 

may be granted, certain questions covering these items have 

been placed In the questionnaire. Since this study Is pri 

manly Interested in the financial side of school papers, 

the emphasis has been placed upon those teachers in charge 

of the business. 

The information indicated in the following table shws 

the responsibilities of the busIness-manager sponsor as 

listed in question 9 of the questinnaire. Since many of 

the sponsors are responsIble for more than °ne f the activi 

tIes listed in the table more than one item vas sometimes 

checked. 

TABLE XII 

Hespnsibil±ties of Business Manager Sponsor 

Sponsor responsible Below 500 1000 Over Per 
for 500 92_9.15QO .. Tpt.l cent 

Business Management 1k 27 12 1k 67' 39 
Journalism 11 16 12 8 17 27 

PrIntIng 6 13 k O 23 13 
Circulation 7 15 6 9 37 21 
Total 38 71 3k 31 17k 
Per cent of Total 22 4O 20 18 
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Thirty-nine per cent of the respons1b1ities fall under 

business management; 27 per cent of them are in journalism; 

21 per cent In circulation; and 13 per cent in printing. It 

wIll be noted that in the over 1500 enrollment group that no 

business-manager sponsor iS responsIble for printing, and only 

four are responsible for this Item in the 1000 to 1499 group. 

AccordIng to these results In a great many sch3ols the jour- 

nalism teacher is also responsible for the busIness manage-- 

ment. 

In order to find out In what teaching field the business 

manager sponsor is, question 10 was placed in the question- 

naire. Table XIII shows the InformatIon receIved. 

TABLE XIII 

Teaching Field of ]3usiness-Ma:&ger Sponsor 

Busess Manager Below 500- 1000- Over Per 
Sponsor IS a 500 999 1499 1500 Total cent 

CommercIal Teacher 2 6 0 5 13 1k 
JournalIsm Teacher 12 18 13 10 53 57 
Engllsh Teacher 2 6 3 3 14 15 
Other Teacher 1 8 1 3 13 1k 
Total 17 38 17 21 93 
Per cent of Total 18 41 18 2) 

Only 14 per cent of the total number of schools have corn- 

merciai teachers to carry the financial activities. In 

schoíls of the 1000 to 1500 group, however, not one commercial 

teacher iS indicated. The replies show that 15 per cent of 

the buzness-manager sponsors are English teachers. Fourteen 

per cent of the schools Indicate that another person or 
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teacher is responsible for the business actIvities. Fifty-- 

severi per cent of the business-manager sponsors are journal-- 

Ism teachers. This holds true in all the enrollment groups. 

For example, 12 business-manager sponsors are journalism 

teachers In the below 500 group; 18 in the 500 to 999 group; 

13 in the 1000 to l+99 group and 10 In the over 1500 group. 

Thus in all types of schools the journalism teacher is more 

often the one chosen to carry not only the load of journal-- 

ism teaching and the responsibility of the stories, but he 

must also carry the burden of the financing. 

Question 11 vas placed in the questIonnaIre to find out 

what, if any, compensation is given to such sponsors by re- 

ducing their teaching load per day. 

TABLE XIV 

Adjustment of Teaching Load of Business-Manager Sponsor 

School One Two Per 
Enrollment Period Periods Other Total cent 

Below500 0 1 9 1k 
500 999 20 1 7 28 
l000-1k99 7 2 13 19 

Over 1500 13 3 1 17 25 
Total k8 6 13 67 
Per cent of Total 72 19 

In judging the data given In this table one must compare 

the Information ifl Table XIII in which It was found that 57 

per cent of the busIness-manager sponsors were journalism 

teachers and, therefore were carring both the journalism 

and the finan:;ing for the paper. In Table XIV, 72 per cent 
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of the schools state that the teaching load of the sponsor Is 

lessened by one period per day ifl order to allow the teacher 

thIs extra iime to work on the school paper. Only nine per 

cent, however, of the schools Indicate that their sponsors' 

loads were lessened by two periods per day. Nineteen per 

cent indicate that the sponsors receive other compensatLon. 

Three schools state that the business--nanager sponsor is 

given no compensation of any kind. 

Advertising Staff 

The largest number of questIons are devoted to the ad- 

vertising staff and the problems of advertising. These ques-- 

tions in the questionnaire deal wIth the following points: 

(i) the number of members on the advertising staffs, (2) how 

the advertising staff is appointed, (3) the qualifications 

required for advertising staff membership, (1f) the method 

used to train the advertising staff, (5) to what extent stu- 

dents receIve compensation for advertising work, (6) the meth- 

od. used ln collecting for advertisIng, (7) the advertising 

rate per column-inch and the contract rate per column-inch, 

(3) the percentage of the paper devoted to advertising, 

(9) the person responsible for laYIng out advertisements, 

(io) the annual Income received from advertisIng, (ii) whether 

plans are made to elim:Lnate repetitive calls on advertisers, 

(12) the attItude Df advertisers toward students, (13) the 

method used to follow up advertising, (ia) the methods used 
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In supplying transportaIon for advertising calls, (15) the 

effect of war condItions on amount of advertising, and (16) 

the sponsors' personal comment on increasing, decreasing, or 

eliminating commercial advertising. The following tables 

indicate the replies made to all the above questions and 

items of Interest are below. 

The following table indicates the size of the advertIse- 

Ing staff on scho:l papers. 

TAI3LE XV 

Number of Members on Advertising Staffs of School Papers 

School Per 
Enrollment One Two More Total cent 

Below 500 2 5 11 16 
500-999 8 10 lO 28 

l00O-1499 3 8 5 16 2k 
Over 1500 1 5 7 13 19 
Total 1k 28 26 62 
Per cent of Total 21 ki 38 

Forty-one per cent of the schools indicate that their 

staffs consist of two members. Only 21 per cent have one 

member, or one student to handle the advertising work. Th:Lr- 

ty-eight per cent of the schools, however, marked the Item 

tiotherti on the questionnaire. 

Table XVI shows how the advertising staff is appointed by 

the various schools as stated In question 13 of the question- 

flaire. 
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TABLE XVI 

Methods .jf Appointing Advertsin Staffs for School Papers 

3elow 500- 1000- Over Per 
Appointed by 500 999 l!99 1500 Total cent 

Faculty Adviser 9 16 15 8 48 61 Editor 2 1 0 7 9 
Students' Request 0 3 1 1 5 6 
Teacher Recommendati3n 5 1 1 0 7 9 Student Business Manager 1 2 0 1 k 5 Other Ways 1 6 0 1 3 10 
Total 18 32 18 11 79 
Per cent of Tta1 23 40 23 14 

In nine per cent of the schools the editor of the paper 

is given the responsibility of appointing the advertisIng 

staffs. In six per cent of the schools the advertising 

staffs are composed cf students who request that tyiie of 

work. In five schools the few students ho want this exper-- 

ience are given the opportunity of requesting a position on 

the advertising staff. The adveitising staff is chosen 

through the recommendation of the teacher in nine per cent of 

the scho«'3. In these scho1s there are regular student busi- 

ness managers. In four of them or five per cent of the total 

the student business managers are gIven the responsIbility cf 

appointing their own advertisIng staffs to work under them. 

Ten per cent of the schools choose their staffs by other 

means. The replies to this question, as indicated in the 

above table, show very clearly that in the great majority of 

the schools the faculty adviser appoints the advertising 

staff. 
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The fol1odng table, based on quest.on l4 of the ques- 

tionnaire, shows bhe qua1ifcations required for advertis- 

ing staff membership. 

TABLE XVII 

Qualifications Usually Pequired for AdvertisIng 
Staff Membership 

Qualifications 
Below 

oo 
500- 
999 

1000- 
lt99 

Over 
1500 Total 

Per 
cent 

Senior 2 1 2 i 6 '7' 

Member Journalism Class 5 16 7 6 3 k2 

Advertising Ability 6 ii 9 30 36 
Scholarship 1 1 0 3 5 6 

Other 1 3 2 1 7 9 
Total 15 32 20 15 82 
Per cent of Total 18 39 25 18 

Forty-two per cent of the schools CIve as a requirement 

for advertisIng steff membership that th student be a mem- 

ber of the journalism class. In 36 per cent of the schools 

the student must have advertising abIlity. In seven per 

cent of the schools It Is required that such a student be a 

senior. In six per cent of the schools a high scholarship 

record is requred for advertisIng staff membership. Nine 

per cent of the schools marked "other." The data in the 

above table Indicate that the journalism class IS tied up 

closely with he business actIvItIes of the school paper. 

The methods used in training members of the advertising 

staff are indIcated in Table XVIII. 
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TABLE XVIII 

Methods Used in Training Advertising Staffs for 
School Papers 

Below 500- 1000 Over Per 
Trained by 50C 999 1q99 1500 Total cent 

Noone 2 1 0 0 3 
Business M.nager 0 3 0 3 6 9 
Advertising Teacher 1 2 2 1 6 9 Journalism Teacher 9 17 13 7 70 
Field Trips 1 1 0 0 2 3 Talks br Advertisers O O O O O O 
OtherWays 0 2 1 0 3 5 Total 13 26 16 11 66 

As indicated in the above table 70 per cent f the 

schools state that their journalism teachers train the mem- 

bers of the advertising staffs. 0f the 66 replies received 

four per cent state that no one trains the cdvertising staff. 

Nine per cent of the schools ztate that the business manager 

trains the advertising staff. Three per cent f the schocis 

indicate thet they use field trips. none of the schools ifldi-- 

cate that they use talks by advertising men as a means of 

teaching or training an advertising staff. From the ta.ble 

it is apparent that the journalism teacher has the largest 

responsibility in training the students both to write for 

the paper and to carry on the problems of business management. 

The table below is based on question 16 In the question- 

naire and indIcates the type of compensation gIven by the 

various schools to their advertising staff members. 
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TABLE XIX 

Ccrnpenaticn Received by Students on 
Advertis1n Staff of School Paper 

Cnpensatn 
Below 
500 

500- 
999 

1000- 
l99 

Over 
1500 Total 

Per 
cent 

None II 22 11 6 63 
5percent O O O O O O 
lOpercent O i 1 1 k 
l5percent O O O i i i 
High School Credit 4 9 5 2 20 25 
Other i 1 2 1 5 7 
Total 16 33 19 11 79 

The majority of the schools, 63 per cent, give no corn- 

pensation of any kind to their advertIsing students. None of 

the schools give a commission of five per cent on advertis- 

in ncome, but four per cent of the schoGis gr-ant a ten per 

cent commission, and one per cent grants a 15 per cent. High 

school credit is granted to advertising students by 25 per 

cent of the schools. Apparently most of these schools expect 

students to do this work as a part of their regular school 

work r as an interesting extra curricuium ctvity. 

Table shows the results of making co1iectins for 

advertIsing in school papers. 
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TABLE XX 

Methods of MakIng Collections for AdvertisIng 

Collections Below 
500 

500 
999 

1000 
1499 

Over 
1500 Total 

Per 
cent 

Advertising Staff 6 15 6 3 30 42 
Mail 2 3 4 5 14 20 
Business Manager 4 13 6 2 25 35 
Other 0 0 2 0 2 3 
Total 12 31 1 10 71 

In 20 per cent of the schools collections are made by 

mail. In 35 per cent of the schools the student business 

manager assumes the responsibility of making these collec- 

tions. The balance of the schools or in 42 per cent the 

advertising staff is responsible not only for securing ad-- 

vertisements, hut is also responsible for collecting the 

amounts charged. 

Table XXI has been divided into sectIons A, B, C, and 

deals with the general advertising contract rates, and the 

percentage of each paper devoted to advertising. These ta- 

bles are the results of questions 18, 19, 20 in the ques- 

tionnaire. 



TABLE XXI-A 

DistributIon of Advertising Rates per Column-Inch 

Rate 
Below 
500 

500 
999 

1000-- 

1499 
Over 
1500 Total Average 

lo O i O O i 
20 0 1 0 0 1 
25 2 5 1 1 9 
30 4 3 3 1 11 
35 1 7 1 0 9 
40 0 1 3 3 7 
45 0 2 1 1 k 
50 2 6 4 4 16 
55 0 1 0 0 1 
6o 1 0 1 0 2 
6 0 0 1 0 1 
75 1 1 0 0 2 $.ko 

TABLE XXI B 

Distribution of Advertising Contract Rates per Column-Inch 

Below 500- 1000- Over 
Rate 500 999 1499 1500 

-- 
Total Average 

10 0 1 
20 2 0 
25 0 3 
30 3 5 
55 0 4 
40 0 2 
45 0 1 
50 1 3 
55 0 1 
75 0 1 

o o i 
o 0 2 
2 1 6 
3 1 12 
2 2 8 
3 1 6 
0 3 4 
i 0 5 
o 0 1 
o 0 1 

$ .36 
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TABLE XXI-C 

Percentage of School Paper Devoted to Advertising 

Below 500- 1000 Over Average 
Percentage 500 999 1499 1500 Total Per cent 

05 1 3 0 0 4 
10 0 2 2 1 5 
15 0 3 2 :3 8 
20 4 7 1 4 16 
25 6 8 5 1 20 
30 0 4 1 0 5 
35 0 0 0 1 1 
ko 0 0 1 0 1 
60 0 0 1 0 1 20-25 

The ordinary advertising rate shows a wide distribution 

from 10 cents to 75 cents per column-inch. Sixteen papers 

of a total of 6k charge 50 cents per columninch. Eleven 

papers charge 30 cents. Twenty-nine papers group themselves 

around 25, 35, ko, and 45 cents er column-inch. One paper 

went as low as 10 cents; one charges 20 cents; six papers 

charge from 55 to 75 cents. For all the papers the average 

is ko cents per column--Inch. The distribution seems to 

indicate no appreciable difference in rates charged among 

the papers of the different enrollment groups of schools. 

In Table XXI-B a total of 45 schools indicate that they 

charge a different contract rate from that of their regular 

rate. Of the total of 64 schools, 19 of them do not charge 

a different rate for contracts. Twelve of these schools 

charge 30 cents, 8 charge 35 cents, and 6 charge 25 cents and 

40 cents. The average charge for contract rates is 36 cents 
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per clumn inch. Thus an over all picture would indicate 

that schools charge on the average four cents less per col- 

umninch when advertisers sign contracts. Here again the 

distribution shows little variance among the various enroll- 

ment sizes of the schools. 

Part C of Table XX shows the distribution of the amount 

of advertisIng per issue of the various school papers. Twen- 

ty schools indicate that 25 per cent of the paper is given 

to advertising. Sixteen schools state that they devote 20 

per cent to advertis!ng. Seventeen schools are fortunate 

enough to have from 15 per cent down to five per cent adver 

tising. But eIght schools find it necessarr to devote 30 to 

6c per cent of their papers to advertisIng. 0f thIs latter 

group, one devoting t0 per cent and one devoting 60 per cent, 

are schools in the 1000 to 1499 group. The one school al- 

lowing 35 per cent for advertising is a scho;l vth an enroll- 

ment of over 1500. The conclusion can easIly be drawn from 

this table that an average of 20 per cent to 25 per cent 

advertising space is the amount found applicable to the major 

ity of the schools. 

The following table shows the distrIbution f the groups 

havIng the responsibIlity of laying out the ads for the print- 

er. 
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TABLE XXII 

Groups Laying Out Advertisements for School Papers 

Advertising laid 
out by 

Below 
500 

500- 
999 

1000- 
12499 

Over 
1500 Total 

Per 
cent 

Merchants 2 8 7 24 21 29 
Advertising Class O O 0 1 1 1 
Advertising Staff 6 13 11 24 3k 247 

Journalism Class 24 3 2 0 9 13 
Other 1 14 0 2 7 10 
Total 13 28 20 11 72 

The merchants prepare their advertising for 29 per cent 

of the schools and in 13 per cent of the schools the journal- 

ism class does this work. Only one school states that its 

advertising class makes the layouts, and this school is one 

of the over 1500 group. Thus in the majority of the schools, 

or 247 per cent of the total, the advertlsing staff not only 

secures the advertising, but :.s also responsible for laying 

out and preparing the ads for the printer. 

Each school was requested in question 25 of the ques 

tjonnajre to state what annual income it receives from adver- 

tising in the school paper. These amounts have been arranged 

separately in Table XXIII from the smallest income to the 

largest ±n each enrollment group. 
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TABLE XXIII 

¡innual Income Receivea. from Advertising in School Paper 

Below 500- 1000- Over 
500 999 1499 1500 

Hange O-4i5O $5O-l)1 $27-.700 $b0iOO 
1ean $'b5 i9 5kt$ 

Mean or ali groups 

2te uicome uerived from advertising rances from $27 to 

l,:1f1 per year. 'the sverages of the tur enrollment groups 

show that the largest enrollment group has an income from 

aaverti.sing of $100 more per year than the average for the 

smallest group. The enrollment range from 500 to 999 with an 

average of income is but slightly above the lowest group. 

The 1000 to 1k99 group shows the lavest average ot the four. 

The entire returns of all tour groups show an average of )9 

per year and indicate that the high school papers ao pub con- 

siaeraole stress on advertising to make it pay for a large 

proportion of the cost of the paper. 

The rollowing table is macle up of the simple affirmative 

and negative answers to question 2b of the questionnaire on 

eliminating repetitive calls on odvertisers. 
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TABLE XXIV 

Plan n Use to Eliminate Repetitive Calls on Advertisers 

Eliminate Under 5OO 1000- Over Per 
Repetitive Calls 500 999 1k99 1500 Total cent 

Yes 9 18 Pt 10 41 75 
N ¿I. 7 1 2 l 25 

Three--fourths of the schools have worked nut some type 

f plan whereby they have eliminated repeating calls on ad 

vertisers. One-fourth or 25 per cent do nothing about this 

problem. It appears, then, that a definite program has been 

worked out in the majority of schools to eliminate the nec- 

essity of students going week after week to the same edver- 

tisers begging for an advertisement. 

In order to find out how students are received by adver- 

tisers, the question, "Do advertisers receive students with 

interest or indifference?" vas placed in the questi-:'nnaire. 

Table XXV shows the distribution of replies. 

How Students Are Received by AdvertIsers 

Students received Below 500 1000 Over Per with OO 999 1!499 1500 Total cent 

Interest 12 20 11 8 51 71 
Indifference k S 6 3 21 29 
Total 16 28 17 11 72 
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Twenty-nine per cent of the schools feel that the adver- 

tisera receive their students with indifference. The above 

table shows that 71 per cent of the schools find that adver- 

tisers in general receive their students with interest In 

spite of the fact that the general comments of students and 

journalism instructors indicate that advertIsers are not 

sympathetic with advertising in school papers. 

The table below shows the distrIbution of the var.ous 

methods used in following up advertising. 

TABLE XXVI 

Methods Used in Following Up High School Advertising 

Advertising Under 500- 1000- Over Per 
followed by 500 999 1k99 1500 Total cent 

AppreciatIon Letter 1 5 k 3 13 20 
Personal Call k 9 8 2 23 3k 
None 4 9 4 5 22 33 
Other 2 3 1 3 9 13 

Thirty three per cent or 1/3 of the schools have no 

method whatever in following up their advertising. Thirteen 

per cent of the schools state that they use other methods, 

the most frequent of which is to mail a cíy f the newspaper 

t') the advertiser. Twenty per cent of the schools note that 

they use a letter of appreciation to send ut to all adver 

tisers. ThIrty-four per cent, however, make a personal call. 

Perhaps this method is the best because the pers.mal contact 
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is more impressive than a letter, and there is more opportun- 

ity to Keep the ad.vertiser's good will ana. to encourage him 

to continue his advertising. 

In order t find out h.w the problem of transportation 

is solved in the various schools question 29 vas placea in 

the questionnaire. 

TABLE XXVII 

iiearis of Supplying Transportation f r Avertising Calls 

Transportation Under 500- 1000- Over Per 
furnished by 500 999 1499 1500 Total cent 

Sponsor 0 1 0 2 3 k 

Journalism Teacher O 0 1 0 1 2 

Advertising Staff 2 7 6 2 17 2o 
Journalism Class O k O O k 6 
Public Transportation O i 11. 11. 9 1k 

No one 11 1k 3 3 31 48 
Total 13 27 14 11 65 

The replies received indicate that in four per cent of 

the schools the business-manager sponsor furnishes the trans- 

portation, and in two per cent the journalism teacher f ur- 

nishes the transportation. Fourteen per cent of the schools 

make use of public transportation systems. Forty-eìht per 

cent of the schools are so located that sLudents do their 

soliciting by walking from aavertiser t advertiser. Further, 

26 per cent of the schools allow the members of the adveris- 

ing staff to provide their own transportation, ana in six 

per cent of the schools the members of the journalism class 
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pruvide their own transpirtation for this work. fig- 

ures indicate that oO uer cent of tlie schools thro\4 the 

burden of transportation ori the students doing this work. 

Table XXVIII is based upon a question to determine what 

effect the war hes had upon high school advertising. The 

f ur categories fur enswerinE question O of t'ne question- 

naire are whether advertising advanced, decreased, remained 

stationary, or ceased. 

TAbLE XXVIII 

The iffect of Wer Conditions on the Amount 
of School Advertising 

Under 500- 1000- Over Per 
Advertising 500 999 i99 100 Total cent 

Advance o ô 5 20 52 
Decrease 7 5 0 1 24 
Stationary 4 12 6 5 27 42 
Cease O i O O i 2 

Total 15 2ó 16 6 63 

The war has caused 52 per cent of the school papers to 

increase their alvertising. Only 2k per cent or the sctìols 

indicate a decrease in the amount of advertising. One scho'i 

in the 500 to 999 group states that its advertising hes en- 

tirely ceasea. ut in the majority, 42 per cene of the 

schools, the advertising reLnanis stationary; that is, war 

conditioxis seem to have had no effect upon the volume uf 

advertising or the amount received. 
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Table )IX below shows the distrIbution of replies to 

the question dealing with whether the sponsor would like t:; 

see commercial advertising in his paper Increased, decreased, 

or eliminated. 

TABLE XXIX 

Preference of Sponsors Regarding School Advertising 

Advertising Under 500 1000- Over Per 
should be 500 999 1k99 1500 Total cent 

Decreased O 6 2 2 10 20 
Increased 4 8 9 2 23 
Eliminated k 9 0 17 3 
Total 8 23 11 8 50 

Twenty per cent of the scho:ls want to see the advertis 

Ing decreased, and 3 per cent believe they would like to see 

the advertising eliminated. A number of scho:ls indicate by 

write iflS that they are satisfied with the present amount of 

advertising and wish neither to increase or decrease it. It 

is evident from the table that per cent of the sponsors 

wIsh to increase their advertisIng, but 5! per cent wish to 

eliminate or decrease it. These particular replIes are fairly 

well scattered over all the four enrollment groups, although 

the 1000 t 1k99 group was in the great majority on this 

paint. 
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Engravings and Photographs 

An important item in the financing of a school paper is 

the cost of engravings and photographs, and to discover how 

this might be handled in the various schools two questions 

were inserted in the questionnaire which deal with (i) the 

methods used in obtaining cuts and pictures of advertising, 

and (2) by whom general photographs are taken. 

Table JOOC is supported by replies to questi:n 22 and 

shows who furnishes such illustratIve cuts or engravings for 

the various high school newspapers. 

Groups Supplying Cuts or PIctures for 
Advertising Purposes in School Paper 

Cuts or Pictures Below 500- 1000 Over Per 
Supplied by 500 999 l499 1500 Total cent 

Advertisers 7 13 11 6 37 55 
Newspaper 1 3 1 1 6 9 
Print Shop 1 5 0 1 7 10 
Other 4 5 5 3 17 26 
Total 13 26 17 11 67 

In nine Der cent of the schools the commercIal newspaper 

furnishes illustrative material. In 10 per cent of the 

schools the print shop furnishes the cuts. Tenty-six per 

cent of the schools Indlcate some "other" means of furnishing 

cuts than those menti;ned above. In the majrity of these 

cases it seems from the rite ins!1 on the questions that 
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many schoils subscrIbe to a cut or mat service. There remaIns 

37 schools or 55 per cent of the total number in whIch the ad- 

vertisers furnish their own illustratIons. This majority 

number indicates that the principle advertisers are usually 

stores that have their own advertising manager who is respon- 

sible far the complete layouts of advertisements and prepara- 

tion of illustrations. 

Table XXXI indicates the various methods used in taking 

school pictures. 

TABLE XXXI 

Methods Used in Taking Pictures for the School Paper 

Below 500- 1000- Over Per 
Pictures taken by 500 999 l499 1500 Total cent 

Student Photographer 5 19 1k 12 50 61 
Photography Teacher 3 9 k 1 17 21 
Commercial Photographer 2 3 0 4 9 11 
Newspaper O 0 1 1 2 2 
Other O i 3 0 k 
Total 10 32 22 18 32 

Eleven per cent 'f the schols have to resort to a cam- 

merciai photographer. In 21 per cent of the schools the pic- 

tures are taken by the photography teacher. The newspaper 

takes the pictures for two per cent :f the scho1s . Fifty 

of the schools or 61 per cent of the schools have their own 

student photographer and if a school can train and use a 

student photographer and furnish the materials needed at 

cost it is much cheaper than hiring a commercial phot:'grapher. 
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Pr L nt i ng 

Only one question was included in the questionnaire 

dealing with printing. Replies to this question show whether 

the paper is printed in a school shop or in a commercial or 

newspaper office. 

The type of shop in which a school paper is produced 

forms the basis of Table XXXII. It has been divided into the 

following sections: school shop, newspaper office, job print- 

er, commerce department, and "thert' shop. 

TABLE XXXII 

Type of Shop in IThich School Newspaper is Produced 

Below 500- 1000- Over Per 
Produced ifl 500 999 1+99 1500 Total cent 

School Shop 1 9 11 12 33 36 
Newspaper Office 6 10 6 2 21t 26 
Job Printers 7 15 2 28 30 
Commerce Department 3 2 0 0 5 5 
Other 1 1 0 1 3 3 

The majority of the schools or 36 per cent of those re 

plying print their school papers in theIr own shops. Twenty- 

six per cent get their work done in newspaper offices, and 

thirty per cent by jb printers. Therefore, lt can be in-- 

ferred that approximately 56 per cent of the schools d not 

have school print shops capable of pr:ducing their papers. 

Five per cent of the schools produce their papers in the corn- 

merce departments, undoubtedly by duplicating. Twelve out f 

the 17 schools in the over 500 group publish their papers in 
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their wn print sh:p. Eleven ut f the 21 schools in the 

1000 to 1500 group have their own print sh.ps. On the other 

hand, however, 25 of the 37 schools in the 500 to 999 group 

get their papers produced in either a newspaper office or by 

job printers. Only one school out of 18 in the be1w 500 

group states that it is able to print its paper in its own 

shop. The table indicates clearly that the schools in the 

two larger enrollment groups are much more likely to have 

their own print shops than the scho.ls in the two smaller 

groups. 
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CHAPTER IV 

SUMMARY AND RECOMMENDATIONS 

This study based upon a questionnaire has as its purpose 

the study of business management problems connected with hIgh 

school newspapers. The list of schools contacted was ob- 

tamed from the l9)-l9k Calif:rnia school directory, but 

due to the present emergency, the enrollment in some schools 

has decreased considerably; however, the returns from such 

schools were entered in the results of this study. One hun- 

dred nine usable questionnaires or 8t per cent rf the total 

were returned and tabulated. 

Possibly the greatest weakness found in the questin 

naire was the fact that more than one item under ne question 

was checked; however, this difficulty did nt alter the re- 

suits appreciably. 

In general, circulation of high school papers was quite 

high, for 2 out of 85 schools indicate that their papers 

have a circulation among 75 per cent of the student body 

and 30 schois report a circulation of 100 per cent. 

The majority of schools Issued weekly papers; In fact, 

half of the schools fell In this group. A bI-monthly paper 

is Issued by 2 out of the 99 schools. Fourteen schools 

stated that they issue bI-weekly papers. Sme of these lat- 

ter were weeklies before the war, but have now become bi 
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fact that the war has contributed to an increase in adver- 

tising amone many sch1s and also to an increase in circu- 

latlon. 

The number of papers i.ssued by each high sch1 varies, 

as Is expected, according t') the enrllment except in a few 

cases. It is interestIng t nte that four psoers 1n the 

belw 500 group print more than 500 copies jI each issue; 

one school prints 1300 copIes. In the 500 to 999 enrllment 

group, eight schools prInt more than a thousand copies. Two 

schools print more than 1500 copies in the 1000 to 199 grouD. 

Many of the schools issuing a greater number than their en- 

roliment do so principally ti send copies to former students 

in the armed services. 

The most popular size Is the tour-page paper which is 

issued b 35 out of 100 schols. The cost of issuing the 

school paper varies considerably, accrd1ng to the replies 

received. T- sme extent it de:ends upon whether the school 

has Its own print ship :r whether it has to hire its work 

done .r whether the paper is duplIcated. The four most fre- 

quent groups arrange themselves accrdlng to costs per Issue 

as follows: the papers in 21 schols cost $20 to $29 an issue, 

In 21 schools $)40 to $49, in 17 schools less than $9, and ft 

11 schools between $30 alid $39. These various griups are 

s'read fairly evenly over the entire enrollment range, so 
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that it cannot be assumed that a paper costs conform to the 

enr.11ment of the school. 

The business records of the school paoer, involving a 

tremendous amount of work in most cases, are kept by the 

cìnptroller's offIce in 26 per cent of the schools, by the 

student business manager in 29 per cent, and by the business- 

manager sponsor in 2 per cent. There may be some overlap- 

Ding In this case because In some schools the student IS 

allowed to keep the records whIch he turns over to the comp- 

troller who acts as an auditor and final adjuster. N doubt 

the business-manager sponsor also in some cases works in con- 

nection with the comptroller's office. 

The question of profit and loss Is an InterestIng one 

as indicated by the replies received, foz it seems that 30 

per cent of the schools make a profit and 23 per cent create 

a deficit. The remaining number say that they break even, 

Unfortunately, this question rn the questionnaire was not 

precIse enough to enable an analysis to be made as to why 23 

per cent should create a deficIt. The group that makes a 

profit des so largely through advertising. Those that show 

a deficit may not technically create a deficit, but may 

simply he financed through other funds which indicate that 

they are papers that do not go out to create a profit through 

bringing in money from advertising or other means. It is 

possible that some of these papers creating a deficit might 
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haps most of the k7 per cent ot those that break even do so 

because of certain funds allotted fr the paper bes.des c1- 

vertising income. 

The tw.. outstanding means used t: finance school napers 

are advertising and student body funds. Thirty-eight er 

cent say that theIr papers are rinanced by advertising, and 

y! per cent br student body money. These same schools, how- 

ever, n exoressing opinions on the oest means of financing 

school papers, state that student body funds would be the 

most acceptable. FIfty-sIx per cent of tile schools agree 

with this opinl)n. Only 1) per cent think thet the best way 

is through advertising, and yet )í per cent of the papers 

aro, at the present time, financed thrmh advertising. It 
is quite evident from returns n the questionna .res that the 

methd desIred by most lnstructr8 havinL: charge of sch1D1 

papers would be to finance the!r papers through allotments 

from student body funds. 

It was round that the business-manager sponsor often has 

m:)re duties to perrrm in connection with the paper than the 

mere business aspects. sometimes he is responsiole fr JT)ur- 

naîism teaching and editing the paper. Sometimes he has 

charge al the printing and circulation. In most cases hí 

load is undoubtedly heavy. In 57 per cent of the schools the 

ousiness-inariaer sp'flsOr is also the journalisiu teacher. 



i 

In. a few of the schools he Is a crnmercial teacher, nLlish 

teacher, or teacher of other subjects. 

Because of the heavy load that the busIness-manager 

sponsor has, k8 per cent of the schools lessen his teaching 

day by one period. In sorne schools his load Is lessened by 

two periods, and In other schools he is granted other types 

of compensation ti make up for his extra vrk. Thus it can 

be stated that a manager who is assIgned the responsiblity 

of editing and managing a school paper shu1d be given at 

least one extra free period per day. 

The majority of the schools have two or more members :n 

theIr advertising staffs. This staff in 61 per cent of the 

schools is appointed by the faculty adviser; that is, by the 

teacher in charge if journalism and management, the one wh 

is best acquainted with these students. These staff members 

must meet certain qualifications, f whIch the two most im- 

portant are to be a member of the journalism class and to 

possess advertising ability. After being chosen, the staff 

must be trained and this training in 70 per cent of the 

schools Is done by an advertising teacher or in a special 

class in the commerce department. This latter method is 

used In only a few of the larger schools. As an incentive 

to the advertIsing staff, certain compensatlins are allotted 

to its members, principally In the form of high school credit. 

Twenty five per cent f the scho is do so. Only four sch- is 

give a commission on the advertisIng obtained. Sixty-three 
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per cent of the schools give their advertising stclT members 

no compensation whatever. 

irice collections of payment for advertIsing are more 

of a delicate nature than securing the advertising itself, 

it was found that a large number oÍ' the schools designate 

one student to do the collecting, usually the student bust- 

ness manager. Hvever, in a large number of the schools, the 

advertising staff, as a group, is expected co make the collec-- 

L1.)flS. CollectIons are sometimes made by mail. 

The results of the questionnaire indlcate that the aver 

age rate charged for re:ular advertising is 'W cents per col- 

umn-inch, and the average contract rate is )b cents per 

column inch. The majority of school paDers devote from 20 

per cent to 25 per cent of their space to advertlslng. Some 

go as low as five per cent and some as high as O per cent. 

In 4( per cent of the schools the advertising staff is 

responsible for laying out the advertisements. In 29 per 

cent of the schools, the merchants themselves take this re- 

sponsibility. It seems that the laying out of advertisements 

for the printer constitutes an excellent training ftr stu- 

dents, and staff members should e given more ooportunity tJ 

do this type of work. 

The income recelved from advertising ranges all the way 

from 2'( to l)44 per year. 'the average income from advor- 

tising among all the schools involved is $9k per year. 13e- 

cause so many schools are able to collect such large sums of 
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money from advertisers, this money bec::mes somewhat of a 

temptation to the administrators, and they look upon it as 

a natural consequence a journalism c'urse. They often 

feel that the paper is capable Df making money for the stu 

dent body and some papers have this burden laid upon them. 

It seems that a true picture of the situation would portray 

this money income as only a bi-product of the educational 

process and should have no effect whatever upon the adminis- 

trations' attitude toward the paper. 

Seventyfive per cent of the schols have made arrange- 

merits whereby repetitive calls on advertisers are eliminated, 

thus making it unnecessary fr the students to visit the 

same merchants week after week to obtain advertising. Most 

merchants understand the nature of advertising in a hi,h 

school paper and are willing to contribute their small share 

week after week without special prodding. Seventyone per 

cent of the schools reo Drt that the merchants receive the 

students with interest, although 29 per cent say that their 

students are received with indifference. 

The staffs f some sch-ols follow up ther advertIsing 

with letters of a?preciation, but more of them make a per- 

aDnal call on the advertiser to assure him of their apure- 

dation for h's advertisements. However, 33 per cent make 

no effort to follow up their advertising. 

Transportation iS an important factor in Dbtai-ning ad- 

vertising, especIally If the schol is located far from the 
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business center. Twenty-six of the schools say that the 

members of the advertising staff furnish their own trans 

portation. Most f the schools, however, state that no one 

furnishes transportation, which implies that the students 

are responsible for their wn traveling expenses. 

A question was inserted in the questionnaire to deter- 

mine what effect the war has on the amount of advertising. 

The results show that k2 per cent f the schools have no 
change ifl the amount of advertising. But as 2k per cent of 

the schools report a decrease, 32 per cent report an advance 

.in advertising. These figures seem to indicate that as far 

as the war is concerned t has shown an advantageous effect 

on school advertising. Sponsors were asked for their per 

sanai opinions in regard t the amount of advertising in 

schol papers. Forty-six per cent of those replying say that 

advertising should be increased, 20 per cent decreased, and 

3) per cent would like to see advertising eliminated. 

Photograohs, pictures, and cuts for advertising are 

furnished in the majority of cases by the advertiser. Oeca- 

sionally, however, the school uses a tlmat service to secure 

illustrations for ads. If photographs are taken fir the 

school paper, the student photographer is responsible for ali 

pictures in 61 per cent of the schools, and in 25 per cent of 

the schools the photography teacher takes the pIctures. 

Thirty-three schools publish their papers in their own 

school shops. Fifty-two schools have their papers printed in 
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either a nezspaper office or a job printing shop. Eight of 

the schools issue duplicated papers. Here the number of 

schools havIng their own print shop Is in relation to the 

enrollment, for more print shops are found in the larger 

scho is. 

Recommendations 

Recrnmendations that may be made on the basis of this 

study are the following: 

(i) A high school should not attempt to reduce the size 

of its paper due solely to the war emergency. 

(2) Ali schools should strive for a circulation of 100 

per cent. 

(3) No paper should take advertising for the sole pur- 

pose of making money. 

(4) A high school should not reduce the frequency of 

publication due to the war. 

(5) The frequency of publication should be weekly. 

(6) The comptroller should assume control of' the finances 

and keep his own set of books. 

(7) A teacher should be given at least one period less 

teaching per day if he has charge of both the journalism and 

the busIness management. 

(o) There possible, a school should establish its prInt 

shop and print its own paper. 
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(9) If advertising is t be a main consideration in the 

financing of a school paper then certainly students on the 

staff are entitled to school credit or a monetary return. 

(io) It is recommended that schools finance their papers 

in the following order of preference: (i) scho1 board sub- 

sidies, (2) student body funds, (3) advertising. 
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TIlE Q.tTESTI0NTAIRE 

A Study of the Business Management Problems of Newspapers 
in the Larger High Schools of California 

Name_____ 
Faculty Sponsor of Paper 

Number student enrollment 

Name 
High Schol 

Principal 

After reading thIs questionnaire, vIli you please place a 
checi' opposite the term which most nearly describes your 
situation, or fill in the blanks. 

i. Approximately what per cent of the student body re- 
ceives the school paper 
a. 25% 
b. 50% 
c. 75% 
d. 100% 

2. Is your paper Issued 
a. daily? 
b. weekly? 
c. monthly? 
d. bi-monthly? 
e. other? 

3. Approxlmately how many copies are printed in each 
issue? 

k. How many pages are there ifl each issue? 
number 

5. What is the total cost of each issue 
a. $00 s 9? 
b. 10 - 19? 
c. 20 - 29? 
d. 30 - 39? 
e. ko k9? 
f. over? 

f3. Are your records kept by 
a. comptroller's office? 
b. commercial student? 
C. journalism class? 
d. advertIsing staff? 
e. student business manager? 
f. business-manager sponsor? ( Teacher In charge of 

activity) 
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'i'. Is your paper 
a. making a profit? 
b. creating a deficit? 
c. breaking even? 

U. Is the paper financed primarIly by (check one only) 
a. circulation? 
b. advertising? 
c. student body funds? 
d. Individual subscriptions? 
e. other? 

9. Is the business-mana;er sponsor responsible for 
a. business nianageuient? 
u. journalista? 
c. printing? 
d. circulation? 

10. Is the business-manager sponsor a (check one only) 
a. commercial teacher? 
b. journalism t.eacher? 
c. English teacher? 
d. other? 

11. Is the teaching load of the sponsor lessened by 
paper activity 
a. one period per day? 
b. two periods per day? 
c. other? 

12. How many members are on the advertising staff 
a. one? 
b. two? 
C. other? 

1:5. Is your advertising staff appointed by (check one 
a. faculty adviser? nly) 
b. edLtor? 
C. student's request? 
d. teacher recommendation? 
e. student business manager? 

f. other? 

1k. Ithat qualification is usually required for adver- 
tising staff membership (check one only) 
a. senIor? 
b. member of journalism class? 
c. advertising ability 
d. schilership? 
e. other? 
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15. Is the advertisIng statT trained by (check one only) 
a. no one? 
b. business manager? 
e. advertising teacher? 
d. journalism teacher? 
e. field trips? 
f. talks by advertising men? 
g. other ways? 

lb. Do students on advertising staff receive compensa 
t i on 
a. none? 
b. money percentage 

1 5%? 
2 10%? 
j 15%? 

c. other high school credIt? 
d. other? 

17. Are your collections for advertising made by (check 
a. advertising staff? one only) 
b. mail? 
c. student business manager? 
d. other? 

lb. What ls your advertising rate per column-inch? 

19. What Is your advertising contract rate per column 
.nch?__________ 

amount 

20. Approximately what per cent of the paper is devoted 
to advertising?__________ 

1IIU_J UiL L. 

21. Who lays out advertisements (check one only) 
a. merchants? 
b. advertising class? 
e. advertising staff? 
d. journalism class? 
e. other? 

22. Are cuts or pictures for advertising purposes sup 
plied by (check one only) 
a. advertiser? 
b. commercial newspaper? 
c. print shop? 
d. other? 
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2). Are pictures usually taken by (check one only) 
a. student photographer? 
b. photography teacher? 
c. commercial photographer? 
d. newspaper? 
e. other? 

2h. Is the school pafler produced in the (check one only) 
a. school shop? 
b. newspaper office? 
c. job printers? 
d. commerce department? 
e. other? 

25. Approx:Lmately what annual lncome is received from 
advertising?____________ 

amount 

2b. is there a plan by which repetitive calls on adver-- 
tisers are eliminated 
a. yes? 
b. no? 

-'(. Do advertisers receive students with 
a. interest? 
b. indifference? 
c. rudeness? 

2. Does the school follow up the advertis:ng by 
a. letter of appreciation? 
b. personal call? 
e. none? 
d. other? 

29. Is transportation for advertising calls supplied 
usually by (cìiectc one only) 
a. business manager sponsor? 
b. journalism teacher? 
c. member of advertIsing staff? 
d. member of journalism class? 
e. public transprtation? 
f. no one? 

)O. Have war cndltions caused the amount of' school 
advertising received to 
a. advance? 
b. decrease? 
e. remain stationary? 
d. cease? 
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1. Judging f r:jrn your pasti experience would you lice 
ti see commercial advertising in your paper 
a. increased? 
b. decreased? 
c. elimlnated? 

2. IJo yu thmnc the most ideal way to finance a scno)1 
paper is oy (checK one only) 
a. circulation? 
b. advertising? 
c. student body iunds? 
d. indlv:taual subscriptions? 
e. other? 

3. Comments? 
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259u Harcness Avenue 
Sacramento, California 
Aprii i, 194k 

A survey 15 belng conducted under the direction of 
Dr. H. J. Clinton of Oregon state College, of the business 
management problems facing the managers of the newspapers 
in the larger hIgh schoûls of California. In order that 
we may intelligently complete our analysis, it is necessary 
that we secure s)me additional information. With this oo 
jective in rulad a que$tionnare has been prepared, a copy of 
which .0 enclosed. 

The completed survey kill undoubtedly be of interest tu 
you and will be made available to you through a California 
oublication. 

We realize that you are occupied with many duties these 
tense days and we have, therefore, made this questionnaire 
as siiuple as possible. Nay we hope that you cali :rant us a 
few moments of your time to check i and return the completed 
questionnaixe in the enclosed envelope? 

Thank yu very much fr your assistance. 

Very truly yours, 

Ethel Rudesul 

Enclo!re 
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2590 Harkness venue 
Sacramento, Call.fornla 
March 15, 19k 

A few days ago a questionnalre regarding the business 
rnanaement problems of your high school newspaper was sent 
to you, but the completed questionnaire has not yet been 
returned. 

Won't you help in this study by taking just a few min- 
utes to fill in the duplicate copy that Is enclosed. Than1 
you for your cooperatIon and assistance in returning the 
questionnaire promptly. 

Very truly yours, 

Ethel udesul 

Enc. i 


