hat your
company
| publication can
do for your
company.

tion in your publication, or
Your company publication is
a counterpoint column, in
one of the most potent ways
which your employees can
you can communicate with
respond to company positions.
your employees and influential
You can also use your publicaoutsiders, informing them of
tion as a vehicle for rewarding
management's position on com
employees' performance, acknowlpany actions, news items, and
edging loyal service to the company.
policies. It can also act as a sales
And you can use it as a device to increase
representative for your firm, reaching more
your employees' company participation, notifying
sources than your sales staff has access to. Used
them of upcoming blood bank drives or company
correctly, it can create a positive image of your coroutings.
poration to your readers.
Some publications are geared toward internal
If you are gearing your publication to an outside
readers, while others are aimed at an outside audiaudience-stockholders, suppliers, or customers,
ence. An internal publication can unify your company for example - you can use it as a means to change
by informing your readers of new developments in
or strengthen attitudes about your firm. Your comdifferent departments. The people on your producpany publication can help you explain your position
tion line may be very interested in hearing about
on issues, and give your readers the facts that will
the new product coming out of research and develhelp them see your side of the story.
opment, as eventually they'll be involved in assemTelling the outside world about your company can
bling it. The expansion of a department may signify
also raise the value of your stock. Stockholders
job advancements to some of your employees.
appreciate information about their holdings: the
They'll welcome the announcement.
more positive information the market receives on
If your main focus is on your employees, you'll
your company, the more enthusiastically the
want to make them feel as though they're directly
market responds.
involved with the company's activities. By encourOnce you've established the initial objectives of
aging your employees to identify with the company
your publication, that is, who you want to reach and
as a whole, you can increase your workers' pride in
what you want to say, you can go on to the other
being affiliated with your firm, and also increase
considerations involved in producing a publication.
their loyalty. Sharing last quarter's sales success
These may include creating schedules for photogrecord with them or spreading the news about the
raphy, typesetting, and printing; setting up design
projected new office building will build your
and layout; assigning the articles and editing them;
readers' confidence in the firm and get your people
and following the do's and don't's for producing a
behind your corporate goals.
quality company publication.
Your company publication is an ideal means of
We want to see you achieve all of the possible beneopening lines of communication with your
fits from your company publication. That's why we
employees. You may choose to have a letters secdesigned this publication. We think it'll help you out.

Budget
approved.
Get out of
jail free.
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we've got a few suggested answers to pass
along to you.
Who is your audience? The answer to this question will influence everything-writing style,
frequency of issue, budget, format. Everything.
Chances are, your audience is not at all
homogeneous. If you're running an internal publication, you'll probably be talking to as big a
cross-section as your local newspaper. Only
you won't have as broad a selection of topics to
draw from, and you certainly won't have the
wire services and Erma Bombeck to help
you out.
But you'll have to provide enough scope and
variety to interest all your readers. Everyone
from technically sophisticated researchers busy
trying to find alternative energy sources from
the flip tops on beer cans to employees who are
trying to find another recipe for Hamburger
Helper. Everyone from the corporate officer
who lives in a fifty room house to the summer
employee who just got thrown out of his apartment by his three roommates. Everyone from
the people who pick up the paper clips in the
stockroom to those mighty few who clip stocks
in the boardroom. Everyone from the ambitious
executive who works 16 hours a day including
weekends to the stenographer who has typed
more than he or she has ever read. In other
words, you'll have to find something that interests all of them while being sure you print nothing that offends a single
one of them.
IMAGINE
If your job is to
INVITING THE
produce an external pubREADERS TO
lication, your readers
DINNER
may not even have that
much in common. In fact, the only thing any
two groups of people receiving an external publication may share is the fact that they both
somehow receive that particular publication.
(See the article that begins on page 18.)
So just imagine having all your readers over
to your house for dinner some Saturday, and
ask yourself how on earth you'd keep them

STARTING A
COMPANY
PUBLICATION:
A GAME PLAN.
Distribution
complete.
Skip one turn
for congratulations, and
return to start.

Printing
looks great.
Advance to
distribution.

Starting a company publication can provide as
many challenges, surprises and headaches as
starting a company. They're very similar experiences , as a matter of fact. Both begin with an
idea and a bit of capital. And both must very
quickly turn out something that people want
more of.
So it's a good idea to
QUESTIONS
ask yourself all the right
YOU NEED
questions going into the
TO ANSWER
project.
Because if you
FIRST
don't, you may find
yourself being called into the President's office
to answer them eventually.
The important questions you need to answer
before you actually get down to the business of
turning out a publication are these: Who is your
audience? What's your format going to be?
What's the main purpose of the publication?
How often will you publish? What will you
cover? Who are you working for? How will you
design the publication? How will you find a
designer? How will the first issue look? How
will you write the publication? How will you
choose a printer? How will you distribute the
publication?
These questions are rock-bottom basic. The
way you answer them will determine not only
how your money is spent, but how your days
are spent. And finally, whether or not either of
these expenditures was worthwhile.
Ultimately you'll answer all of the questions
in your own way. But to help you get started,
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Publication
issue dates
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all interested and enjoythe front page of The National Enquirer -from
ing themselves for
an aesthetic sense, of course. And what would
four hours.
The Saturday Evening Post have been with an
Now ask yourself how
all-type cover and no Norman Rockwell?
you'll do the same thing
Another point to keep in mind, quality of
for four pages.
reproduction aside, is that employees like to
What's your format going to be? This question
see photographs of other employees (not to
will practically answer itself if you narrow
mention themselves) in their own publication.
down the possibilities by answering some other
Human interest goes a long way, and just about
questions first:
everyone likes to have the distinction of their
What's your budget per issue? If it's very low,
picture in the paper. So, at least sometimes,
forget about doing a magazine. Paper, binding,
unless you are very definitely a no-nonsense
color separations, and all the other components
newsletter, you'll want to have some photoof a magazine format are costly.
graphs. Artwork, particularly in the form of
graphs, charts, and
How often will the publication be issued? If
maps, can clarify many
you publish twice monthly, it's best to keep the
ARTWORK.
format simple. You'll want something quick and
PHOTOGRAPHS an obscurity in an article
or illuminate the dry, and
clean that lets you produce it as fast as possiRELIEVE
often
too-wordy, facts.
ble. That way you'll be sure of getting more
MONOTONY
And if you're lucky
lead time up front to write and prepare your
enough to have a really good cartoonist availmaterial.
able,
by all means find a way to use that peryour
publication
appears
less
frequently,
If
son's work here and there to add humor and
say, 4 times a year, the publication will have to
sparkle to your publication. Artwork in the
include three months' worth of news. In that
form of drawings is almost never a problem to
case, you'll want to be a larger publication. And
reproduce.
since each issue will be something of an event
What's the main purpose of the publication? If
in the company, you'll want the publication to
the main purpose of your publication is to
have a look and style of some imporimpress investors, go all out with a beautifully
tance. That will probably mean some #
0
printed four-color magazine format.
sort of magazine. If you publish a
•
On the other hand, if the main purpose of
0
0
magazine, you'll use a lot of photom
your publication is to help everyone feel
graphs and artwork. In addition,
«* «*»
a part of a close-knit family, we recomyou'll more than likely have regular
mend a chatty newsletter.
articles and columns that appear in
A different kind of newsletter
every issue, as well as a good number of one- v
v
might
serve the purpose of bringing
time-only features.
NX
v /
the latest industry developments in
How important are pictures and photographs?
quick digest form to your readers.
Photographs don't reproduce very well on
Are you going to specialize in fresh, fastnewsprint, as we all know from trying to figure
breaking news? Magazines require too much
out in our daily newspaper whether we're actulead time for that. Are you going to educate
ally looking at Margaret Thatcher of England or
your readers with background pieces? MagaJonathan Winters in a dress. On the other hand,
zines can do that. Are you going to use your
even if photographs are not absolutely necespublication to do both things? Newsletters and
sary, they do liven up any format. Just compare
newspapers can do both. Magazines cannot.
the front page of The Wall Street Journal with
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How often will you publish? Psychologists say it's
almost impossible to communicate too often with
people. But then psychologists have never tried
to write four pages of interesting, lively, and
informative copy, and get it camera-ready every
week. Still, all things being equal, a weekly is
better than a bi-monthly, which is better than a
monthly, which is better than a quarterly, which is
Paper Cutting Chart
Trimmed
Page
Size
8V2X11

8 3 /4Xl1 1 /2

9x12

Number
of Printed
Pages

Number
From Press
Sheet

Standard
Paper
Size

4
8
16

4
2
2

23x35
23x35
35x45

4
8
16

8
4
2

36x48
36x48
36x48

4
8
16

4
2
2

25x38
25x38
38x50

better than an annual, which is almost certainly
better than no publication at all.
In other words, publish as frequently as potential
news material warrants, and
as time and money will allow.
FIND OUT
YOUR READERS' What will you cover? As
PREFERENCES with all publications, this is
a question only the publisher can answer. In the
case of your publication, the publisher is your
management.
You might start by doing a small survey among
your potential readers to find out what they are
particularly interested in reading in their company
publication. Give them
multiple-choice questions, because otherwise
you are asking them to
give you an answer to a
question they have, in all
likelihood, spent no time
pondering. And if your
company hasn't had a publication up to now, the
employees will have little
or no reference points.
Have them rate their
interest in each type of
article in a list of possibilities. This will give you a depth-of-interest score,
as well as a breadth-of-interest score. You can get
some ideas about what types of articles to include
in your list from reading other company publications within the same industry. Take into consideration the format you plan to use, the budget you
have, and the frequency of publication.
You might also start by listing every type of
story or article that makes any kind of sense at all

Typical costs for printing newsletters (1980 dollars)
Usual no.
of pages

Use of
color

Size of
press run

Cost of
press run

Cost per
copy

Cost per
thousand

4

none

2,600

$ 175

6.7«

4

2-color

30,000

2,300

7.6

76.67

2

none

2,165

200

9.0

90.00

6

2nd color
in flag

3,200

400

12.5

125.00

12

none

6,500

900

13.8

138.46

6

none

1,200

240

20.0

200.00

4-6

printed
in brown
ink

15,000

3,500

23.3

233.33

8

2-color

800

200

25.0

250.00

4-8

2nd color
in flag

1,600

450

28.1

281.25

8

2-color

4,000

2,000

50.0

500.00

$ 67.00

for your publication. Then ask someone in your
management to give you a rough list of types of
stories and articles that management prefers be
included in the publication. In fact, ask people in
management on a rather informal basis to give you
their personal thoughts on the matter.
Then put all the opinions together, including
yours, into a sort of master list of possibilities.
Make the list available to management, asking
them for direction. Ask management to return the
list with their recommendations and revisions to
you by a specific date, with each type of story
ranked in order of importance.
Who are you working for? Although your job is to
serve the management of your company, you can
really only do that by serving your readers. So
when all the higher-ups
are considering what
ought to go into their publication, you might find it
helpful both to you and to
them to give them the
article that begins on page
26. The article tells, in a
general way, what readers
like to see in a company
publication. You'll also
want to be sure that your
management is apprised
of the results of your own
informal survey if youVe
taken one, because that will tell them very specifically what their own employees want from the
publication.
How will you design the publication? Designing a
company publication is not a job for the artsycraftsy person who's been dying to play with rubdown type or has an interesting and unusual
family photo album. It's a job for a graphics
professional.
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Of course, your publication may simply be a
typewritten, mimeographed sheet or two on a letterhead. That's fine. But if it's even slightly more
than that, you need to get a professional graphic
designer involved right at
the very beginning. Before
GET A DESIGN
PROFESSIONAL your first issue.
How will you find a
INVOLVED
designer? If you're lucky
enough, you may have a
good designer on your staff. Then you're
home free. You may also be able to
borrow a designer from some
department. Or you may be able
to ask the company's advertis
ing agency to get involved
with the original design.
If you can't turn up a
designer in-house, and if
the advertising agency
is too remotefromyou
to get involved with
such an internal project, you can choose
to work with a good
design studio or a freelance designer. Studios
and free-lancers charge
on either a project basis
or at an hourly rate. On
either basis, the price may
range widely, so you'll want to
shop around and get some ballpark
estimates. You'll need to be clear about
what you want and how long you want the
studio or free-lancer to remain involved. That is,
are they going to give you a modular format that
you can then run with on your own? Or are they
going to lay out each issue within their original
design for you? As a general rule, free-lancers
will probably charge slightly less per hour or per
Typical costs for printing newspapers (1980 dollars)
Cost per
copy

Cost per
thousand

Use of
color

Size of
press run

Cost of
press run

4

none

56,000

$ 1,500

4

none

50,000

1,500

3.0

30.00

4.45.9

44.1258.82

\ Usual no.
of pages

2.7*

$

26.78

4-8

none

136,000

6,0008,000

8-12

none

50,000

3,400

6.8

68.00

8

none

13,000

1,300

10.0

100.00

4

none

3,300

550

17.0

170.00

4-6

none

4,750

1,000

21.0

210.00

4

none

2,700

1,000

37.0

370.37

12

2-color

20,000

13,500

67.5

675.00

8

none

3,500

2,700

77.0

770.00

12

some
spot
color

2,200

2,880

$1.27

1,270.00
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project than a studio will. Free-lancers don't have
to support the overhead that a studio does.
If you're in doubt about how to find such studios
and free-lancers, you could begin by using the
Yellow Pages. You could call the largest advertising agency in town and ask them to recommend a
studio or free-lancer. Agencies often work with
these people themselves, and would probably
be aware of who is available and who is good.
Printers and typesetters too can often recommend
graphic designers. A few phone calls
should lead you to several possibilities. Then you'll want to contact
them and have a look at their
work yourself before you
decide whether or not
you want them to give
you an estimate.
How will the first
issue look? The most
important issue for
your designer to be
involved in is your
first one. After that,
the variety and complexity of your design,
the size of your publication, and of course,
your budget, will determine how much and how
often you continue to
involve the designer.
If a designer is not going to
be working with you on every issue
after the initial planning period, ask him
or her to give you a very simple modular format
that you understand and can work with on your
Magazine
Advantages

Disadvantages

High prestige.

Expensive.

Fine reproduction, color work.

Slowly produced.

Highest impact when done
right.

Eight pages minimum.
Not easy to lay out.

Retained for long period by
readers.

Too expensive for small
press runs.

own. You may ask the designer to show you
roughs on variations of the format for your own
reference.
There's absolutely nothing wrong with keeping
the same look over a period of time. It gives you
a recognizable identity. And it's far better than
having a brand new and totally different look with
every issue, particularly if that new and different
look is the work of an obvious amateur.
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How will you write the publication? Your staff of
45 reporters, writers, editors, and far-flung correspondents will do it.
No? Then you'll have to depend largely on
yourself and whatever small staff you have. If you
can, arrange to have volunteers reporting from
various departments.
Here, dependability and
WRITERS:
responsibility are at least
AMATEURS,
FREE LANCERS, as important, and probably
more important, than writOR STAFF?
ing skill.
If you're running an external publication,
you may rely on free-lance writers, as many noncompany publications do.
If your company is compact and your publication small, you may want to do all of the writing

many people, and most
writers, tend to identify
very closely with their
work. Reject the work and
you've rejected them.
Criticize a paragraph and
the writer feels as if you've criticized his or her
character, family background, personal worth and
maybe even the size of his or her feet.
You may find that dealing with a writer takes
more skill than the re-writing of the article. But if

ONE OF THE
TOUGHEST
JOBS IS
RE-WRITING

Newspaper
Advantages

Disadvantages

Inexpensive.

Limited prestige.

Quickly produced.

Limited reproduction quality.

Any number of pages.

Limited use of color.

Fairly easy to lay out.

Retained for short period
by readers.

Fine for small press runs.

A typical newspaper
Number of pages: 4
Frequency of publication: monthly
Production time: 1-2 weeks
Paper: Newsprint or 70 pound offset
Page size: tabloid

and reporting yourself. But here again, volunteers
will take a tremendous burden off your back and
can often ferret out information you have
neither time nor wiles to gather.
How will you Rather news? In every
large department, there is at
least one person who knows everybody, hears everything, is willing to tell
it all and relishes his role. If that person also
knows how to separate fact from rumor, has a
good eye for detail, gets information straight,
and knows the power of a deadline, that's
your reporter.
If your volunteer reporters can't write
an article well enough so that you and
your company can feel proud about printing it, re-write them. If being re-written
ruffles their feathers - and it will - explain
to them how valuable their contribution is even
though the final form isn't theirs. Tell them that
this publication, like all publications, needs a consistency of style. And point out that you're doing it
the way Time does it.
Rewriting someone requires that you treat them
with a great deal of sympathy. For some reason,

Creates big splash in large sizes.
Conveys sense of immediacy.

you use sympathy and tact, you will wind up with
an article that both of you feel good about and
proud of. And your writer will continue to do your
legwork and reporting for you. This is important,
because the fact is, even if they're terrible writers,
their contribution is indeed valuable because of
their in-depth knowledge of their own subject or
department, and for the time it saves you.
How will you produce the publication? If you're
working with a graphic designer, he or she will
help you set up a production plan and a schedule.
Let's consider artwork and photography first. If
you don't have a photographer or illustrator on
staff, you'll probably wind up using free-lance
people. Your contacts in the communications business can help you locate the right free-lancers.
The ways suggested a few paragraphs back for
locating a graphic designer are the same
ways you'll go about locating photographers and illustrators if you don't
already have enough contacts.
Sometimes very good amateur photographers can be found right in your own
company in another department.
These people can often do high
quality informal shots. Just make
sure you don't ask anybody to
do a complicated lighting set-up
when all they're used to shooting
is their vacation in the great outdoors. In other words, look at their
work before you settle for just anybody with a
camera and a lot of desire. And if you're really
lucky, you may even find more than one good
amateur, each with particular skills and strengths.
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Then you'll be able to use each person for the work
from three different options.
he or she does best.
You can simply let employees pick up their
Printing. If a commercial printer produces your
copies in reception areas, company cafeterias,
publication, most likely that's where your typelounges, locker rooms, or in whatever other
setting and other preparation will be done.
public space is convenient and widely used.
How will you choose a printer? A word of caution
This distribution system is inexpensive. It's also
about choosing a printer. Look at printers' work
completely impersonal. It carries the subtle mesjust as you would look at
sage that the publication is
the work of a designer or
a mere hand-out rather
of a writer. It's important
than something of value.
cal newsletter
to choose a printer with a
You can have your publot of experience doing
lication
distributed through
Number of pages: 4
the kind of work you
your company's internal
Frequency of publication: monthly
require. After you've
mail system, and you
Production time: 1-2 weeks
finally located a few
may even get to do this by
Paper: 70# offset or 60# coated
printers experienced in
having each employee
Page size: 8V2X11
the type of printing you
addressed by name. This
Printing: offset
want done, get bids or
is more personal and
Binding: unbound
cost estimates from them.
raises the perceived value
Inks: black, with possible second color
Prices may vary a bit
of the publication.
depending on the size of
The third alternative
the printer, the type of
you might consider is to
work they're set up for, and the schedule you're on.
mail the publication to employees' homes. With
addressing and postage, this could be expensive.
If you have an in-house print shop that you're
But consider this: when employees receive their
considering for the job, make absolutely certain
company publication in their own homes, they
your shop can give you the quality and the fast
read it on their own time instead of on company
turn-around you need. An important thing to keep
in mind is that you may get a far superior product
Newsletter
if your in-house printer has the budget to buy
Disadvantages
Advantages
typography and printing plates from outside supLimited prestige.
Inexpensive.
pliers instead of producing them in-house.
Quickly produced.
Limited reproduction quality.
How will you distribute the publication? If it's an
Any number of pages.
Limited use of color.
internal publication, you may be able to choose
Typical costs for printing magazines (1980 dollars)
Size of
Cost of
press run press run

Usual no.
of pages

Use of
color

36-48

2nd color
often, 3rd
occasionally

27,000

$ 1,750

Cost per
copy

6.5«

Cost per
thousand

$

64.81

16

2-color

60,000

11,500

19.0

190.00

16-32

2-color

20,000

4,000

20.0

200.00

32-48

8-16 pp. 2color,8-16
pp. 4-color

74,500

18,625

25.0

250.00

24

4-color

22,000

6,000

27.0

270.00

32

2-color;
some
4-color

70,500

25,900

36.7

367.00

24

4-color

11,000

4,600

41.8

418.18

12

4-color

12,500

7,500

60.0

600.00

32-36

4-color cover,
2-color
throughout

13,000

8,000

61.5

615.38

32

multicolor

33,000

20,000

66.0

660.00

8

none

2,000

1,500

75.0

750.00

32

4-color
cover only

7,100

6,050

85.2

852.11

16-24

2-color

10,000

10,000

1.00

1,000.00

28-36

2-color

4,500

4,800

1.07

1,066.67

20-24

some
4-color

5,000

7,000

1.40

1,400.00

Very easy to lay out.
Fine for small press runs.

Retained for short period
by readers.

Friendly and intimate.

time. So the cost of mailing might not be that high
after all.
You've got a lot of decisions to make when you
start a company publication. You've got to determine who your audience is. Choose a format.
Define the purpose of your publication. Decide
how often you'll publish. Determine what you'll
cover. Decide how you'll write the publication,
how you'll design it, how you'll produce it, and
how you'll distribute it.
Every decision is an opportunity to make mistakes. And you will make some. But don't worry,
there's room for mistakes when you're starting
out. Remember too, that every mistake is an
opportunity for you to learn. That means you'll
improve your publication as you go along. And
eventually, you'll know for sure you're doing a
first-rate job, because when your publication lands
in the hands of your readers, for at least twenty
minutes, work at the company will come to a halt.

The big consumer and business publications take pages from
each other's books, so why shouldn't you? After all, who knows
more about designing, editing, and publishing a publication
than Time magazine? And you can buy everything they know
for just $1.50 at your newsstand.
Do the folks who write MOM COOKS DAD IN OVEN down
at the National Enquirer have anything to teach a
sophisticated person like you? You bet they do. Because any

publication that's good enough to make it in today's world is
doing a lot of things right.
Your mission may be somewhat different from that of the
guys who write reviews of plastic worms for Field & Stream,
but you both use the same tools. Good graphics and sharp writing are worth studying, wherever you find them.
Herewith, a rundown on some of the ideas, techniques, and
tricks we'd consider borrowing:
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Changing Times avoids greyness through a heavy use of bold
subheads, bullets, and other graphic devices.
Esquire uses easy-to-compose modular layouts.
Quest breaks up copy by running it ragged around multiple
photographs and illustrations.
The Wall Street Journal helps busy readers by summarizing its
contents in news capsules on the front page.
The Kiplinger Washington Letter packs three facts to the inch

by eliminating all words that convey no information-yet projects an appealing personality through high-color words.
Reader's Digest alternates lengthy stories with easy-to-digest
collections of tidbits.
The Christian Science Monitor organizes space with boxes and
horizontal rules.
New York Magazine entices page-thumbing browsers with
excerpt headlines at the top of the page.
9

w

TV Guide runs short, compact articles that always leave you
wanting more.
Parades "Personality Parade"section combines photos and
ragged typewriter type to make the gossipy content seem
urgent, important, and inviting.
Seventeen s "Mini-Mag" section uses solid colors to organize
space.
Boston Herald-American has a games section-anagrams,

crossword puzzles, etc.-that complements the news.
The New York Times runs human-interest sidebars and personality profiles on major stories.
People makes things on readers easy by telling human interest
stories with captioned pictures.
Business Week humanizes its stories with lively photos of
executives.
National Geographic uses the "I was there" technique in its

«***»

tw
„

pieces, with amateur photographic accompaniment.
Gentleman s Quarterly creates interest with a variety of special
type faces and inset photos.
Playboy for reader identification, uses cartoons and.. .well,
cartoons.
The New Yorker puts comic space fillers between articles.
Scientific American has a mathematical games section to
involve readers.

my achieves reader involvement through maximum use of
people pictures.
Outdoor Life keeps its pages interesting on a low budget by
using stock photos.
Omni's four-color photos stand alone, with minimal type
accompaniment.
The Smithsonian uses photos of items in its museum collection
to highlight articles and draw readers in.
-j -j
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rite
actively, not
passively.
Passive
sentences
drone with a
deadening
effect on
copy. They
are a favorite with
academics,
scientists,
bureaucrats
and committees. Passive
sentences
are best left
to poets, for
only poets
have the
skill to
breathe life
into them.
Even poets
use them
sparingly.

fyou
weren't
already a
good writer,
you wouldn't
be running
a company publication.
But contrary to what you
might imagine, grinding
out the copy for a company publication issue
after issue, won't, all by
itself, make you a better
writer. It may make you
a faster writer. But
rather than sharpen your
literary skills, it's more
likely to reinforce whatever bad habits you
have, and give you good
reason to slip into some
you haven't even thought
of yet. Time pressure is
the culprit.
Keeping some solid
rules in mind is your
only defense. Then
you'll find that even
when inspiration fails
you, your craft will see
you through.
' jf/0; -, ' ide your
H feelings.
Here's an
y r/
I example of a
^^4^4&L& s e n t e n c e

faZ/'***

that you
might write with nothing
added to the facts.
"Frank Persuader has
been named Vice President of Marketing." Pure
and simple. No editorial
comment. True, it tends
to read more like a last
minute bulletin, but you'll
flesh it out with facts, not
personal reaction.
But supposing Frank
Persuader is your best
friend, a man you've long
admired and the single
person most responsible
for your being where you
are today. You might
then be tempted to write
your article with this
beginning: "We're
delighted to report that
Frank Persuader has
been named Vice President of Marketing."

This is even more
tempting if Mr. Persuader is the sort of fellow who is beloved by
everyone and you are
absolutely certain that
you are indeed speaking
for everyone when you
express your delight.
Restrain yourself.
And that restraint is
required even if your
company publication
generally has a warm,
chatty tone and specializes in fostering a familial feeling amongst its
employees.
Most writers of company publications realize
that it's considered professional to eliminate
disapproval from an article. But it doesn't always
seem imperative to hide
positive feelings as well.
Good journalism
requires it though. Otherwise you are using
your company publication as a personal forum.
Granted you may be
using it as your personal
forum in a very small
way. Even so, that is
best left to the editorial
column.
mpress your
mother, not
your
readers.
After years
of writing
the monthly for a chemical company, fate hands
you the opportunity to
write an interview with
an employee who's just
won a national piano
competition. Classical
music is your great love.
You're ready to sprinkle
your article with Italian
phrases and opus numbers. Perhaps you can
even work in your personal theory concerning
Schubert's intent in his
A Minor Sonata. But wait.
This article is an interview with a piano
playing employee, it's

not your thesis for the
College of Musical
Knowledge.
You'll just have to
resist. It simply isn't
good form to toss facts
into your articles for the
express purpose of letting your readers know
that you know those
facts. For the ironic
truth is, the harder you
try to impress them, the
less they'll be impressed.
ut out irrelC evancies.
i ^ | One of the
I first rules
• Ww all reporters
A learn is to
report the facts. However, that doesn't always
mean report all the facts
you have. Only the ones
that pertain to the story
are necessary. We're not
talking about withholding anything that might,
however remotely, be
germane. We're talking
about irrelevancies.
Here's an example:
"President Dan Bigcheese, who returned in
April from a tour of the
Cleveland factory,
announced today that
Frank Persuader has
been named Vice President of Marketing."
Obviously the President's April return from
touring the Cleveland
factory hasn't the
slightest relevance to an
article announcing a new
VP.ofMarketing.lt is a
fact, that's true. It may
even have been one of
the facts included in the
memo from the President's office announcing
Persuader's promotion.
But it's a fact that belongs in another article.
Irrelevancies aren't
always easy to spot. To
make your task even
more difficult, there are
times when pertinent
facts are few and it's a
great temptation to pad

output

cliches.
Now
and then a
cliche is
called for.
They are a
kind of
shorthand,
whole
phrases that
carry the
same instant
recognition
as single
words.
Too many
cliches in
an article
make dull
reading and
rob your
writing of
sparkle and
originality.
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H i d e your
feelings.
Putting your
reactions,
positive or
negative,
into an article turns a
company
publication
into your
personal
forum.
Personal
viewpoints
and feelings
belong in
the editorial
column.
They just
aren't news.
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your article. This is particularly true when your
facts are gathered from a
single source. Most people pad their conversation with irrelevancies
without ever being aware
of it. So you'll have to
be aware of it for them.
And when the yield of
hard data turns out to be
only eleven lines of
copy, resolve to run an
eleven line article if further digging doesn't turn
up any more.
_ _ ame names,
W% number numbers.In
other words,
be specific.
Specifics
give your writing solidity and make it more
interesting. Check this
example that doesn't cite
specifics: "Persuader, a
longtime veteran of the
company, has had a variety of assignments in the
past several years."
How long is a long
time? How many assignments is a variety? How
many years is several?
You emerge from that
sentence with a blurry
watercolor portrait of
the new V.P. of Marketing instead of a sharp
color photograph.
Here's the example
with specifics: "Persuader, who joined the
company in 1971 as a
field service representative, became Assistant
Director of Advertising
in 1973. Two years later
he was named a marketing manager. His promotion to V.P. of Marketing
comes after managing
both the western and
eastern divisions."
See how Persuader
becomes a threedimensional employee?
Specificity always
requires some digging
for facts. This means
asking detailed ques-

tions and not accepting
vague answers. Keep
pressing people to take
the next step and look
something up while you
wait, or make the call
they need to make in
order to find out the facts
for you. When you're
getting Persuader's professional biography from
his secretary, don't let
the secretary put you off
with a promise to call
Personnel later. Gently
lead him/her to make
the call then and there.
Otherwise the call may
be forgotten and you're
left up against your deadline with no specifics.
reak the
cliche habit.
That rule,
stated that
way, is close
XL to a cliche
itself. That only serves
to point out how tough it
is to rid your writing of
cliches entirely. Even if
you had the time, you
couldn't possibly rewrite
all your combinations of
words into fresher combinations. And you really
wouldn't want to, for cliches are whole phrases
that carry the same
instant recognition as
single words. They're a
kind of shorthand.
Too many of them
make dull reading and
rob your writing of sparkle. You'll have to be
your own judge as to
when your writing can
stand a few and when
you've gone far enough.
*
on't be

SB^ afraid of
short
Swords. It's
\ amazing
I how many
people sit down at a
typewriter and forget all
the good, honest short
words they use in conversation every day.
People who are perfectly

willing to say, "I use the
library a lot" will write it
this way: "I utilize the
resources of the library
frequently." Come now.
Writing with a healthy
balance between everyday Anglo-Saxon short
words and longer
Latinates makes your
writing clearer, more
accessible, earthier.
Many people use
longer words where a
shorter word will suffice
(make that, where a
shorter word will do), in
an effort to sound more
dignified and more
learned. One or two
here and there will give
you all the dignity your
readers can bear. Any
more than that and you
cross the fine line from
learned to stuffy.
Here are a few long
words, favorites in business publications, along
with their workhorse
short word equivalents:
accompany go with
appeared
looked or
seemed
try
attempt
make
cause
finish
complete
keep on
continue
discover
find
locate
find
manner
way
put
place
get ready
prepare
question
ask
get
receive
relate
tell
remain
stay
remove
takeoff
secure
get
And, of course, the
darling of the memo and
the annual report, utilize
instead of use.
All of those longer
words have a place in
our language, and an

'utout
irrelevancies.
Report the
facts, but
not always
all the facts
you have.
Only the
ones that
pertain to
the story are
necessary.
If the relevant facts
yield only
eleven lines
of copy, dig
for more
facts. Or
resolve to
run an eleven
line article.

IVIixlong
and short
words. Big
words
generally
represent
abstractions.
They add
interest and
depth to
your writing.
Short words
usually
deal with
concretes.
They give
your writing
color and
clarity.
Many
people u s e
longer words
where short
ones will do
in an effort to
sound more
dignified.
One or two
here and
there will
give you all
the dignity
your readers
can bear.

honored one at that. So
it would be foolish to
suggest that you eliminate them from your
writing. The short ones
have an honored place
too. Yet a quick glance at
some business publications reveals that
eliminating the short
words is exactly what
some writers seem to be
trying to do.
Our big words come
from Latin, and to some
extent Greek. They best
describe abstraction.
They add interest and
depth to your writing.
Our small words are
Anglo-Saxon in origin.
They deal with the concretes in our lives. They
add color and clarity to
your writing. But the
thing they do best is
communicate quickly to
the widest variety of
people. And that's what
your company publication aims to do.
earn to
Y - t mix. Mixing
means mix''y^J***~ ing forms of
L e a n sentences.
£
~ mixii Compound
and simple.
"Persuader joined the
company in 1971 as a
field representative and
became Assistant Director of Advertising in
1973. Two years later he
was named Director of
Advertising and then
became a marketing
manager. And..." But
enough. That's the way a
little kid talks and writes.
On the other hand, a
long series of compound
sentences can bog a
reader down in a
plethora of clauses that
go from confusing to
exhausting.
Mixing sentences is
something a writer
really does automatically. But here again,
that old enemy time can

sometimes cause your
mind to drop out and
give the job of writing
over to your fingers.

S |2rity.
1 Passive
Ui sentences
| ^ j have a ten/'J<^W
dencyto
drone. Even the short
ones. They have a deadening effect. Better
leave them to poets, for
only poets have the skill
to breathe life into the
passive sentence. Even
poets use them sparingly.
Academics, scientists
and, most of all, bureaucrats are addicted to passive sentences. Passive
sentences are nearly
always longer than
active ones. Length, to
some, equals importance.
Passive sentences
depersonalize. "An
announcement was made
by John Place." It sounds
as if the announcement
made itself until you get
to the word "by." Even
then John Place sounds
disturbingly more like
a tool of the announcement instead of the other
way around.
The characteristic of
depersonalization makes
the passive sentence a
favorite with committees. Read any committee report and it will be
filled with phrases like:
"It was decided that... a
motion was made by...
for the vacating of...."
Notice the distinct
lack of people involved
in those activities ? The
passive voice is a sneaky
way to avoid taking
responsibility or pinning
it on anyone.
Occasionally a passive
sentence lends emphasis
or variety. But it is
always running backwards, putting the horse
before the cart. So it's
slower, bulkier. People

ixse the passive voice
<3nly rarely when talking.
Writers too should use it
irarely.
.,_jy ontassume
D anything.
ISayaperI son looks to
^ ^ j p 1 be in his/
1 her early
:hirties at most. This
ucky person has just
1Deen promoted to a Divi\sion Head. You might
;assume that the person
las had a meteoric rise
;and write an article
ireflecting your assump1:ion. The fact is that per\son is actually close to
i:orty and has been with
1lie company fourteen
]yrears. Suddenly that
]person is transformed
i nto a slow and steady
]Dlugger instead of a
ishooting star.
Without making as\sumptions, you can write
;a fairer, more accurate
<article. That's what solid
ireporting is all about.
urder your
darlings.
This is the
hardest rule
of all to follow. Your
<darlings are beautiful or
<:lever phrases. They are
<euphonious, marvelously
<apt, original. They are
1;hose bright streaks of
i nspiration that make a
iwriter a writer.
Occasionally you have
1;o give one the ax. Turns
<)ut your article is too
1 ong. You may be
t empted to get rid of
s>ome important fact and
]ceep a lesser one
1)ecause the lesser one
(:ontains one of your dar1ings in the writing. Or
jfou may write somet hing irrelevant to your
curticle just to work in
}four bon mot
It's hard to be ruthless.
]3ut remember, you're
twilding character.

IMame
names,
number
numbers.
Specifics
give your
writing
solidity
and make
it more
interesting.
Generalities
turn your
article into
a blurry
watercolor.
Specifics
turn your

article
into a
CIS H W 1 W I I I I W CI

sharp color
photograph.
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Without a schedule
how would you know you're
behind schedule?
Time Schedule-Quarterly Publication-Multi Page

~^% ow would you know when to put ideas into
I copy? Design into layout? Boards into
print?
ere come the headaches and heartbreaks
they've been telling you about for months.
The schedule has to be established to everyone's
satisfaction so there's a sense of organization. And
you're the one who gets to do it. You have to provide time frames for each step along the way, and
they have to be simultaneously strict and flexible,
tart by adopting the firm belief that everything's going to work out in the end. Then
count your time frames backward. Begin with
your issue date, or the date on which you plan distribution to be complete. Knowing that printing
will take a given amount of time, as will mechanical art, typesetting, layout, and writing, you can
set up a realistic schedule allowing for each step's
completion.
f course there are going to be problems
along the way that you'll tear your hair out
over. You know that you can solve them, so your
difficulty lies in determining how to cope. You're
trying to get the cover design on paper, but your
art director's playing Dali-how do you impress
your time constraints on him?
copy is also important-you can't
M anuscript
produce your magazine without it. So how
do you juggle articles for length and content, and
decide on your lead piece? Especially when
George is upset at the thought of his article being
bumped when Henry's isn't, and Henry had an
article in the last issue as well. Not to mention the
fact that your best writer has been searching for
the perfect "mot" for days. Buy her a thesaurus,
roblems will inevitably arise, but your
schedule should allow for the crises and
unexpected disasters that occur along the way.
And still meet your projected publication date.
inally, your cover design is complete, and
the photography shoot goes perfectly. You
•
send the photo out for retouching, all according to
plan, and you find out it's going to cost $600 more,

July

H

161

7
Cover Concept
Cover Design and Photography

14

28 I

21
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Manuscript Copy
Copy Approval
Layout
Layout Approval
Cover Photo to Separator
Charts/Diagrams
Typesetting
Proofread First Galleys
Type Corrections
Proofread Second Galleys
Mechanical Art
Approval of Boards
Boards and Artwork to Printer
Review Blueprints
Advance Copies
Distribution

and worse, take five days longer. Cajole and
plead, and mull it over, then determine what alternatives you have. Negotiate the time and the cost
with the retoucher, and see if there are any other
time frames hinging on the retouching that can
be moved around. Then solve your problem
accordingly.
eanwhile back at the ranch, your vice presi•
dent, sales, has decided to illustrate his
sales success by providing charts and diagrams in
the layout. In checking through the charts, you
discover that all the information for Chart 3 is
actually on Chart 2. And there really isn't any

[

Chart 3. Try explaining that to your proofreader who happens to have whooping cough and sends
people and papers flying. Make a few frantic
phone calls, and determine whether there really is
a Chart 3. Then struggle with your layout and
designer, and create space or tighten it up.
ight about now you're remembering that
R you once thought that everything would
turn out all right. And wondering how you could
possibly have been so naive. But keep in mind
that schedules are meant to be altered, and rearrangement can often provide solutions. Take a
look at your schedule and see what can be short-

August
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September

18

25
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9

16

23

October
30

1

ened, lengthened, or switched.
our cover art and photograph are ready to
•
go to the separations house. YouVe decided
that you want a little more green than is in the
retouched photo, so you give your instructions to
your printer. When your color key comes back,
the percentages are wrong, so you run the separations again.
you send manuscript and charts to the
N ow
typesetter. Your first galleys are returned,
minus one whole article. Back they go. Your second galleys arrive, a day after they're due, and
your sales/earnings chart is missing the year designations. Then your CEO decides to add more
copy, which somehow has to be squeezed in. So
you send your galleys back a third time.
inally, your galleys are approved and pasted
up, and your camera-ready artwork looks
great. You're ready to go to press, and ready for a
vacation. In alerting your printer to the imminent
arrival of your job, you discover he's delayed it
two days. Your schedule by now is very tight, and
there's no chance you'll make your due date if the
printer bumps the job. So after much panicking,
you get your job onto his second shift.
you're down to the eleventh hour, which
N ow
your subconscious is telling you is really
the thirteenth. How can you keep to your schedule? You're starting to panic-will you make your
deadline? Everything's up in the air, with no time
to correct printing errors. But lo and behold, the
makeready's good. And the blueprint's good. And
the press proofs. And you call the printer and tell
him to roll.
our magazine is out in the hands of your
readers. They'll never know the difficulties
you've had getting it there. And even now the
ordeal is starting to fade in your mind, for the finished piece is a well-done, professional job. Even
with the alterations along the way, your schedule
held you up in the crunch. Pat yourself on the back
and put your feet up... and start planning the
upcoming issue.

HERE'S YOUR TYPICAL READER

if

...IF YOU PUBLISH AN EXTERNAL PUBLICATION

IT'S EASY TO KEEP PEOPLE INTERESTED• • •
A U.S. Senator in
Washington.
A widow in Toledo.
A dock clerk in your
Atlanta plant. A banker in Geneva. If you
publish an external
publication, you may
have them all on
your subscriber list.
No audience is more diverse
than the reader population of a typical
external company publication. Even
if you're the publisher of the Reader's
Digest, you can at least assume
that most people who subscribe are
interested in reading. But what ties
together the readers of your publication? Their interests, their tastes,
their backgrounds, and their outlook
aren't just varied. They're often
at odds.
For example, an article that shows
how the company is lowering costs
by increasing productivity is good
news to stockholders, but may get
you into trouble with anti-business
activists and enrage employees.
And how do you write to everyone
in your audience without reducing
everything to the lowest common
denominator?
There may be people in your company's management
who take the attitude, "Well, why
don't we just put our
message out there,
and let the publication's readers take it
for what it's worth?"
That, as you know,
I will not produce
effective communication. It would be
talking at your readers. The only way
to get into real communication with
them is to know where they are. So
here's the first step:
Know whom you're talking to.
It's a good idea to make a list of the
types of readers on your subscription
list. Then look at each type, and
make a "mind profile" that describes
how the reader thinks, what his or
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her interests and attitudes are, and
what his or her point of view about
the company is. Then ask yourself:
which of these readers' attitudes
would you want to reinforce, and
which ones would you like to change?
When you're considering an
article for publication, ask yourself
how each audience segment will be
affected by it, whether they'll be
interested in it, how they'll react to
it, and how the article will influence
them.
Suppose our audience is made up
of 350 distributors, comprising 1,800
owners, managers, and sales people.
Here's a typical analysis:
Education:Some college.
Business orientation: Strongly pro generally. Some hostility to big business.
Core interest: How can our company
help them make more money?
Profile: A typical
owner is a highly
entrepreneurial
workaholic who's
making good money,
is usually not highly
sophisticated, and
likes plenty of
attention from the
company and its
executives. A typical distributor
sales person has a high interest in the
company's products and what they
will do for his or her customer, is not
overly ambitious, and has a short
attention span.
Existing attitudes that we want
to reinforce: Our company is one of
the industry leaders, and can be
counted on for consistent innovation.
Existing attitudes that we need
to counter: Our company pays little
attention to the problems and needs
of distributors, especially the smaller
ones. Customer service is not up to
par. We are high-handed.
Topics of particular interest:
New product news. Sales and service
programs. Top management, marketing, and sales management changes.
If you have profiles and objectives
for each of your important reader

segments, it will help you focus the
editorial content of your publication,
provide guidelines for balance, and
give you ideas for tailoring articles to
your readership. Which leads us to
the first rule for editing a publication
read by Senators, widows, dock
clerks, and bankers:
Break up the crowd. Marketing
people call it segmentation, and it
means dividing your audience into its
component groups,
then talking to each
group separately. In
other words, you
don't have to please
everyone, all of the
time.
It would be unrealistic to expect all
your readers to be
interested in everything you publish.
Even the great mass medium, television, designs shows so that they will
appeal to specific audience segments,
realizing that, for example, teenagers are not the audience for
Lawrence Welk. What's important is
that each article you publish appeals
strongly to at least one major segment of your readership, and that you
provide something, somewhere in
the publication, for everyone. Of
course, it's necessary to edit defensively on the assumption that everyone will read everything, because
you can't always count on people to
read only what's meant for them.
Obviously, when you're planning
an article for your publication, you
should be clear about who's going to
be "tuning in." If you always insist on
being clear about this, you may find
you're killing some articles on the
basis that they don't
appeal to anyone in
particular. This is
justifiable homicide.
Effective audience segmentation
requires that the high
readership elements
of your publicationtitles, teases, take-

outs, and captions tell your readers
enough about the content of each article
so that the target
segments for that
article can quickly
and accurately decide that "this article
is for me."
But let's not take this segmentation idea too far. Your goal should be
to involve as many people as possible
in as many articles as possible. Perhaps that means starting with a subject that has particular appeal to one
or more segments, then broadening
the appeal to include more segments.
All your readers are people.
Human interest is a sure-fire way to
broaden the appeal of an article. As a
bureaucrat, a government regulator
may hate advertising, but as a human
being, he or she
loves adventure,
suspense, intrigue,
human bravery, and
drama. So if you run
an article on how a
copywriter got the
idea for your company's latest advertising campaign
when he saw his daughter take her
first steps, you're likely to win over
that regulator and the rest of your
readers as well.
How the gang in the research lab
discovered a product improvement
can be more fascinating than the
improvement itself. The trials, the
disappointments, the hours of devotion and absorption. And finally, the
brilliant idea out of nowhere. There's
memorable drama there that surpasses the mere announcement of a
product improvement and a brief congratulatory message to the men and
women responsible for it.
An inspired solution to a problem
almost always makes inspirational
reading because it's people who have
the problems, people who find the
answers. And in some measure, how-

ever miniscule, their lives are
changed.
Every corporate story your company puts out has a human interest
story in it, because every story has
humans in it. Humans are always
interesting. So instead of telling it
the way that your company sees it,
tell it in a way that your readers can
feel it.
All your readers are consumers.
Even most regulators and consumer
activists respond to
TV advertising,
make brand decisions, stop to admire
new products, drive
home euphorically in
a new car. It's no
accident that product features and ads are among the
most widely read elements of many
consumer magazines. So if you've got
some good news for consumers,
you'll have readers.
Many of your readers are concerned citizens. America is the
home of the widely celebrated
National Consensus. As a nation, we
still agree on most of the basics. So if
you can show how your company is
fighting inflation, addressing the
energy crisis, combating world hunger, increasing the chances for peace,
or doing anything else that Americans believe in, you'll have the attention of most of your readers.
The way it is, is pretty good. So
tell it like it is. The one thing that
people of all stripes can relate to, is
the truth. No matter how diverse
your audience, if you tell the truth in
your company publication, people
will listen.
The problem is,
many companies
tend to take a defensive view of the
world, and treat the
truth as if it had to be
handled like a dangerous substance.
Too much of it,
•••

they think, and someone will suffer
from a lethal dose.
But is it necessary to be defensive? Is the truth really dangerous?
Will a hostile world use it as a
weapon against an overly candid company? On the contrary, the surest
way to disarm the opposition and surround your company with friends and
well-wishers is to tell it like it is,
freely, openly, and confidently.
Once you let air and sunlight into
your corporate communications, it's
easier to see how little you really
have to hide. After all, the big American corporation is one of the wonders
of civilization. It accomplishes feats
that have never been matched by any
other form of organization. It offers
more people more opportunities for
accomplishment, satisfaction, and
growth than all the human services
organizations combined. And
although it sometimes strays from
the straight and narrow, the big
American corporation typically plays
by the rules. If individuals behaved as
well, our society would be considered a Utopia.
This doesn't mean that your company is perfect. Indeed, telling the
truth means recognizing the imperfections as well as acknowledging the
virtues. The stance is what countsthe stance that says,
"Here we are, world,
take a look. We've
got our faults like
everyone else, but
there's nothing so
bad here that we have
to cover it up. And
we think there's a lot
I here to like. So take
a good look." As a person with major
responsibility for keeping communication lines open between your
company and the outside world, you
need to encourage your company to
develop the willingness to simply tell
it like it is. It will serve both your
company and the world. And everyone will discover that the way it is, is
pretty good.

IF YOU REMEMBER THAT THEY'RE PEOPLE
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NEVER

NEVER say you
PsW
"goofed." It isn't cute to
make a mistake.
"Goofed" is one of those peculiar words with editorial built
into it. It means a small mistake.
But if you are the one who has
made the mistake, you should
not also be the one telling people
what size the mistake is. Let
others be the judge of whether
your error was insignificant or
substantial.
Another way to look at the
word "goofed" is that it is a
verb, which in its adjective form
is "goofy." Do you really want
people to think that you are "goofy"
rather than simply mistaken?
NEVER quote an executive
after dark.
NEVER print a story about
Booker T. Spinks if youVe been
having a run of bad luck with
typos.
People don't like to have their
names misspelled or misprinted
and they rarely take it out on the
typesetter. Their reaction could
range from giving you the cold
shoulder in the company cafeteria to breaking your shoulder in
the parking lot.
NEVER refer to your company
as "your company."
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NEVER cut the President's
message.
Not even by so much as a word
or a comma. This rule is often in
direct conflict with the one
about not letting people make
fools of themselves in print.
NEVER quote an executive
whose nameplate has been
removed from the door.
Especially if the departed
executive was requested to
depart. And most especially if
the departed executive left of
his/her own choice to join a
competitor's firm.

€••

NEVER
NEVER

NEVER write funny. The facts
are funny enough.
This is the rule that Woody
Allen lives by. While many people consider Mr. Allen a writer,
he is, more properly, a reporter.
He simply reports what happens
in his life and people roll in the
aisles. Given the same sort of
objectivity, any one of us could
be as funny as Woody Allen. The
reason we're not is that we try
to be by adding fictional asides
and embellishments to the truth.
It is these fictions that fall short.
The facts of almost any situation,
if left unadorned, would have
most readers bent over double
and holding their sides.
NEVER speak from
the mountain. Even a
soapbox is too high.
You're a reporter,
not a preacher. And
whenever you have v
occasion to report on a
preacher, make sure the
quotation marks are clearly
visible.
NEVER tell anyone
where to go in print
unless you can provide M
a map.

let anybody
make a fool of
himself in print,
even if he insist:
Even the sag
est of us can be
both diligent and
creative when it
comes to devising
ways to make fools of
ourselves. One of your
best writers will follow a
fresh and insightful phrase
with an embarrassing bad
che. Someone you are interviewing will be overcome by
sense of power he gets from
appearing in print and cross the
line from off-beat to off-the-wall.
Judicious editing on your part is
usually all it takes to save someone's face. It's the kind thing to do
And it will not only sharpen your
editing skills, but you'll feel
good about yourself.
NEVER write about
the 48th annual bonus
as if it were some
thing that happens
every year.

NEVER use the phrase "a good
time was had by all."
Even when a good time was
had by all, this phrase has such a
peculiarly deadening quality
about it that people, upon reading it, will forget they had a
good time and get
depressed.
NEVER take anybody's side
except the softball team's.
This is generally a wise
rule no matter what your
job is. But when your
u» job is putting stories
in print, it is a rule of
survival.

NEVER

try to spice
up your publication by running
an in-depth profile
of the comptroller.
The comptroller's mother
will thank you. Most of your other
readers, however, will head
straight for the puzzle page.

1
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NEVER
NEVER divulge a source,
especially if you want to i
continue going out with
the source.
Other sources not to
divulge are bartenders, payroll clerks and
Fat Eddie who hates to
see his name in print
under any circumri
stances and tends
to want to hurt
people whom
he thinks
can't keep
a secret.

NEVER refer to yourself in
print as "we" unless
you have a mouse
in your pocket.
Queen Elizabeth, Muhammad
Ali and the Pope all
call themselves "we
on a regular basis.
So do Siamese
twins. But if you |
do it, you risk
sounding unbearably pompous or
slightly schizophrenic.
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NEVER predict
anything but
death and taxes.
And be sure you
hedge about those.
The universal rule is
that if you think something will probably
happen, it might. But
if you think something
will probably happen
and you put that
thought into print,
the thing, whatever it is, absolutely will not
happen. If you doubt that, just
ask any sports writer who
has ever predicted in April
which two teams were
going to face each other
in the World Series.

NEVER run display type on a
diagonal.
Sometimes your art director
will suggest this for the page
announcing the Annual Company
Picnic at Renegade Park. The
art director will think a slanted
headline suggests fun and that
he invented it. Neither is true.
The diagonal headline is known
as a phony laugh of printing and
was popular back in the 1940's.
On second thought, it may be
appropriate for the Annual Company Picnic at Renegade Park.
NEVER print a memo that's not
funny.
In fact, never send a memo
that's not worth at least a
^ grin. Memos are the
^Thorazine of industry. Don't
Contribute to the stupor.
NEVER make a story longer
than you'd make it if you desperately needed space.
That is, unless business has
been so slow that the alternative
is mostly white space on every
page and you've run out of tidbits
from the almanac. If this happens,
maybe a touch of padding here
and there is permissible.
NEVER tell labor how much
labor something is going to save.
This is a sticky point
with them, always
has been. It was
rumored John L.
Lewis wouldn't
even let his
wife have a
vacuum
cleaner.

NEVER
NEVER write about company
employees as if they were a
gang of fun-loving soda-shop
customers. They aren't, and
probably never were,
And if a handful
of them are, they need
to be protected from themselves. The business world
can be harsh. a B
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NEVER
^ ^ ^ tell who,
what, where, and when in your
story about the company
Christmas party.
Even if the "who" in the story
is Santa Claus. Especially if
the "who" in your story is
Santa Claus.

j
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NEVER say, "Dear Reader."
It's Victorian, outmoded and
looks silly on any page with a
graph nearby.
NEVER run the President's v
letter under a picture of the company's new air-bag system.
Also never run it under a
Ringling Brother's Barnum and
Bailey poster, under a tuba, or
even on the same page as an
article on The Peter Principle.
NEVER give anybody the story
they deserve.
This is very much like the
rule about keeping people from
making fools of themselves. If
you give a silly person the silly
story that person deserves, you
will probably appear rather silly
yourself.
NEVER print a full column of
figures unless they appear in a
picture.
The only column of figures
most people want to see clearly
and unobscured and not in a
picture is the Major League
standings.

NEVER let anybody read
between the lines. Fill in all the
spaces.
Louella Parsons, Ann Landers,
and Mike Wallace have all made
successful careers using innuendo. Your career will be successful if you stick to firm facts.
All of them.

NEVER print the bowling
scores on the front page.
Unless you're the house publication for Brunswick, bowling
scores belong on the sports page.
Putting the bowling scores where
news of the company more properly belongs is a surefire indication that the only
part of the company
doing well is the
bowling team. This
is particularly unsettling if the bowling team isn't doing that well or if
there is no bowling team.
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The President's message seems somewhat
shorter than usual. I'll
have to write one twice
as long next time.

The classic way to get an answer
to a question is to ask the question. When you need an answer
from the multitudes, the question
is usually called a survey.
A reader survey for your
internal publication does at least
4 things for you in addition to getting answers to specific questions.
First of all, it can serve as a
benchmark that shows how well
you're serving your readers, and
tells you how to serve them better.
Say youVe been running a
piece on the month by month capital depreciation of your plant
machinery. Your publication has
always had this piece in every
issue right there in the top righthand corner of page 3. It was a fixture of your publication when you
got the job. A reader survey might
tell you that not only is there very
low interest in that particular regular feature, but there isn't even
very much comprehension of it.
Once you find that out, you can
put the top right-hand corner of
page 3 to better use by at least running an article that people understand. You might even go all the
way and use the space for something your readers actually enjoy.
The second thing a reader
survey can do for you is give you
ammunition for getting more support, including more money from
management.
Proof usually carries more
clout than claims. That's because
provable statistics make decisions
easier to arrive at and more justifiable. And that's why management
is notorious for wanting proof.
A reader survey can provide
proof that your publication is an
important part of the company. It
can provide proof that employees
do get substantial industry knowledge through your publication. It
can provide proof that employees
have a sense of participation in the
company through the publication
and so morale is higher than it
would be without the publication.

Want to know if
you're being read?
Read this.
Management wants to know that
what they are paying for and what
they are putting their weight
behind is truly making a difference
and is worthwhile.
Of course your survey could
prove that employees are being
bored, confused»and depressed by
the publication. In that case, you'll
want to set about making substantial changes in either the publication or your job plans before the
next survey is taken.
A reader survey can remind
you that there are real people out
there.
Thinking of people as readers
instead of as people is an enormous presumption and one of the
surest ways of keeping people
from being readers. In other
words, you lose the all-important
human touch and cease functioning as a communicator.
Asking people through a survey
whether or not they are indeed
readers can be a very sobering
experience. An awareness that
your circulation figures represent
individual human beings can help
you keep your writing and editing
sympathetic, understandable and
interesting, and your publication
lively and worthwhile.

Finally, one of the main
purposes of most internal publications is to create a feeling of
cohesiveness in the organization.
Two-way communication via a
reader survey helps bring people
together. When you ask people
how your publication serves them
and how it might serve them better, and then respond to their
comments by providing more of
what they are interested in, you
are telling them that they matter.
And in doing that, you are insuring that your publication, in turn,
matters to them.
Here are a few guidelines
for conducting your own
reader survey. You don't need
to survey every reader. Take a
random sampling by mailing to
every third, every fifth, every
tenth or every whatever, name
on your list. If you serve a large
number of readers, a random sampling will give you all the data you
need, provided your sample is
large enough.
If you have 5000 readers,
you'll need at least 500 survey
responses for reliability. And if
you want to do reliable cross
tabs - for example, if you want
to know what percentage of employees under 30 are satisfied
with the publication-you'll need
to survey more than 10%.
Mail to employees at work,
using a printed cover letter that
explains how the survey will benefit them. It's important to stress
that their responses will be anonymous. In order to substantiate
the anonymity claim, as well as to
make it easier for people to
respond, include a postage-paid
return envelope.
Mail twice as many questionnaires as you want back. The
sad fact is that even many people
with an interest in your publication
will forget to return the questionnaire or return it too late to be of
any use to you.
Keep the survey short, keep it
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I wonder if the editor of
this paper would like to
know about my collection of Hotel Dining
Room Napkins of All
Nations?
simple, and don't make respondents work too hard to give you
what you want. Easy-to-answer
multiple-choice questions produce
a much higher response rate than
open-ended questions that require
a lot of thought and a mini-essay
for an answer. Another plus is that
multiple-choice questions are infinitely easier for you to read, evaluate and quantify than open-ended
questions.
In writing your multiple-choice
questions, be sure to give your
respondents a true choice .'Don't
lead them by the nose by asking
questions like, "Are you happy
with The Stars progressive new
format?"
What's your opinion of the
S.D. Warren Press Sheet?
1. How often do you read the
S.D. Warren Press Sheet?
a
Every issue.
b
Often.
c
Occasionally.
d
Never.
2. When you read the Press Sheet,
how much time do you normally
spend reading it?
a
5 minutes or less.
b
5 to 10 minutes.
c
10 to 15 minutes.
d
More than 15 minutes.
3. How much of the Press Sheet
do you read?
a
All of it.
b
Most of it.
c
A few articles.
d
I don't read it.
4. Do you always receive the
Press Sheet?
a
Always.
b
Usually.
c
Occasionally.
d
Never.

5. Do you receive the Press Sheet
on time?
a
Always.
b
Usually.
c
Rarely.
d
Never.
6. Do you take the Press Sheet
home to your family?
a
Always.
b
Usually.
c
Occasionally.
d
Never.
7. How often do you think the
Press Sheet should be published?
a
More often.
b
Less often.
c
Continue as is.
8. Would you be willing to pay 250
a copy for the Press Sheet?
a
Yes.
b
No.
9. How satisfied are you with the
Press Sheet?
a
Very satisfied.
b
Somewhat satisfied.
c
Somewhat dissatisfied.
d
Very dissatisfied.
10. How do you rate the Press
Sheet for accuracy?
a
Very accurate.
b
Fairly accurate.
c
Fairly inaccurate.
d
Very inaccurate.
11. Do you rate the Press Sheet
interesting or dull?
a
Very interesting.
b
Somewhat interesting.
c
Somewhat dull.
d
Very dull.

12. How do you rate the Press
Sheet for coverage of news that's
interesting to you?
a
Very good coverage.
b
Good coverage.
c
Poor coverage.
d
Very poor coverage.
13. Do you agree or disagree that
the Press Sheet is written for people like you?
a
Strongly agree.
b
Agree somewhat.
c
Disagree somewhat.
d
Strongly disagree.
14. How do you rate the design of
the Press Sheet?
a
Excellent.
b
Good.
c
Fair.
d
Poor.
15. Are you:
a
an executive.
b
a salaried employee.
c
an hourly wage employee.
d
a part-time employee.
16. Sex:
a
Female.
b
Male.
17. Your age:
a
Under 22.
b
22-30.
c
31-40.
d
41-50.
e
Over 50.
18. How long have you been
employed by S.D. Warren?
a
Less than 1 year.
b
1-3 years.
c
4-6 years.
d
7-10 years.
e
11-20 years.
f
More than 20 years.
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Corporate developments.
Charity drives.
Executive promotions.
Where are the cartoons?

Pre-test the survey to make
certain that your questions are
clear and stated without bias.
"Are you happy with The Star's
progressive new format?" not
only leads respondents by the
nose, it does it with a certain
amount of obvious bias.
If responses are going to be
fed into a computer, work with a
person in data processing to make
sure the questionnaire is constructed so that input will be easy
and output will make sense.

1
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How interested are you in the following
kinds of news and features?
19. New or improved company products.
20. Fringe benefits.
21. How company sales are going.
22. Company products.
23. Features on other departments and locations.
24. Uses of company products.
25. Company business trends.
26. Company policy on union issues.
27. The company's competition.
28. Safety at the company.
29. Corporate news.
30. Employee recreational news.
31. News about retirees.
32. Free enterprise system.
33. Employee hobbies.
34. Executive promotions.
35. Cartoons, jokes.
36. Recipes, cooking hints.
37. Savings programs.
38. Charity drives.

Very
interested.

Make the questionnaire look
inviting by keeping it clean and
simple. Use colored paper and
typography if you can afford it.
Finally, your questionnaire
should include in it those same
qualities that make your publication valuable to people. It should
be lively, interesting, clear, readable. It'll be all those things if you
keep in mind that, like the publication that's being surveyed, the
questionnaire is being read by
people too.
Somewhat
interested.

Not at all
interested.

39. Any additional comments?

Thank you for your time and cooperation.
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Paper
Merchants

Alabama
Birmingham
Mobile
Montgomery

Illinois
Sloan Paper Co.
Strickland Paper Co.
Unijax, Inc.
Weaver Paper Co.

Champaign
Chicago

Arizona
Phoenix

Zellerbach Paper Co.

Arkansas
Little Rock

Western Paper Co.

California
Fresno
Los Angeles
Sacramento
San Diego
San Francisco

Zellerbach
Zellerbach
Zellerbach
Zellerbach
Zellerbach

Paper
Paper
Paper
Paper
Paper

Co.
Co.
Co.
Co.
Co.

Peoria
Rock Island

Indiana
Fort Wayne
Indianapolis

Colorado

South Bend

Colorado Spring ;s Dixon Paper Co.
Denver
Carpenter Paper Co.
Dixon Paper Co.
Zellerbach Paper Co.
Dixon Paper Co.
Grand Junction
Dixon Paper Co.
Pueblo

Iowa

Connecticut
Hartford

New Haven

Stanford Paper Co.
Virginia Paper Co.

Florida
Jacksonville
Miami
Orlando
Tampa

Cedar Rapids
Des Moines

Columbus

Virginia Paper Co.
Palmer Paper Co.
Virginia Paper Co.
Palmer Paper Co.
Virginia Paper Co.
Palmer Paper Co.
Virginia Paper Co.

Lexington
Louisville

Shreveport

Sloan Paper Co.
Virginia Paper Co.
Sloan Paper Co.

Portland

Dixon Paper Co.

Southern Paper Co.
Louisville Paper Co.
Southeastern Paper Co.

Baltimore

Carter Rice Storrs &
Bement, Inc.
C M . Rice Paper Co.
C.H. Robinson Co.
Baltimore-Warner
Paper Co., Inc.
The Barton, Duer &
Koch Paper Co.

Massachusetts
Boston

Springfield
Worcester

Grand Rapids

Chope-Stevens Paper Co.
Seaman-Patrick Paper Co.
Carpenter Paper Co.
Quimby-Walstrom
Paper Co.

Minnesota
Minneapolis
St. Paul

Leslie Paper
Inter-City Paper Co.

Mississippi
Jackson

Sloan Paper Co.

Missouri
Kansas City
St. Louis

Midwestern Paper Co.
Tobey Fine Papers
Shaughnessy-KniepHawe Paper Co.
Tobey Fine Papers

Montana
Billings

Dixon Paper Co.

Lincoln
Omaha

Carpenter Paper Co.
Carpenter Paper Co.
Field Paper Co.

Nevada
Las Vegas

Zellerbach Paper Co.

New Hampsb ire
CMI/New Orleans
Palmer Paper Co.
CMI/Shreveport
Western Paper Co.

Maryland

HOPACO
Zellerbach Paper Co.

Idaho
Boise

Western Paper Co.

Maine
Augusta

Detroit

Nebraska

Louisiana
New Orleans

Hawaii
Honolulu

Midwestern Paper Co.
Midwestern Paper Co.

Kansas
Wichita

Georgia
Atlanta

Taylor-Martin Paper
Co., Inc.
C.P. Lesh Paper Co.
Crescent Paper Co.
C.P. Lesh Paper Co.

Kentucky
Carter Rice Storrs &
Bement, Inc.
Lindenmeyr Paper
Corp.
Carter Rice Storrs &
Bement, Inc.

District of Columbia
Washington

Michigan
Crescent Paper Co.
Bradner Smith & Co.
Chicago Paper Co.
Hobart-Mclntosh
Paper Co.
LaSalle Messinger
Paper Co.
Marquette Paper Corp.
Midland Paper Co.
Tobey Peoria Paper Co.
Leslie Paper

Carter Rice Storrs &
Bement, Inc.
The Century Paper
Co., Inc.
Lindenmeyr Paper
Co., Inc.
Carter Rice Storrs &
Bement, Inc.
Carter Rice Storrs &
Bement, Inc.
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Concord

C M . Rice Paper Co.

New Jersey
EastRutherford Bulkley Dunton Linde
Lathrop,Inc.
Newark
Central Paper Co.
Lindenmeyr Paper Corp.
Rutherford
Central Paper Co.
Trenton

New Mexico
Albuquerque

Dixon Paper Co.

New York
Albany
Binghamton
Buffalo

Hudson Valley Paper Co.
Hudson Valley Paper Co.
Seneca Paper Co.
Ailing and Cory
Seneca Paper Co.
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New York (cont'd)

Pennsylvania

New York City

Allentown

Ailing and Cory
Baldwin Paper Co., Inc.
Bulkley Dunton Linde
Lathrop,Inc.
Lindenmeyr Paper
Corp.
Marquardt & Co., Inc.
Ailing and Cory
Seneca Paper Co.
Ailing and Cory
Seneca Paper Co.
Ailing and Cory

Rochester
Syracuse
Utica

North Carolina
Charlotte
Greensboro
Raleigh
Wilmington
Winston-Salem

Cleveland
Columbus
Dayton
Toledo

Ailing and Cory
The Diem & Wing
Paper Co.
Ailing and Cory
Cleveland Paper Co.
Cordage of Columbus
The Diem & Wing
Paper Co.
Commerce Paper Co.

Oklahoma
Oklahoma City
Tulsa

Western Paper Co.
Tulsa Paper Co.

Oregon
Portland

Pittsburgh
Scranton

Zellerbach Paper Co.

Ailing and Cory
Lehigh Valley
Paper Corp.
Ailing and Cory
Ailing and Cory
Ailing and Cory
Lindenmeyr Paper Co.
Ailing and Cory
Ailing and Cory

Rhode Island
Pawtucket
Rumford

Caskie Paper Co., Inc.
Dillard Paper Co.
Virginia Paper Co.
Dillard Paper Co.
Virginia Paper Co.
Dillard Paper Co.
Virginia Paper Co.
Dillard Paper Co.
Dillard Paper Co.

Ohio
Akron
Cincinnati

Erie
Harrisburg
Philadelphia

Utah

Carter Rice Storrs &
Bement, Inc.
The Rourke-Eno
Paper Co., Inc.

South Carolina
Columbia
Greenville

Dillard Paper Co.
Virginia Paper Co.
Caskie Paper Co., Inc.
Dillard Paper Co.

Tennessee
Bristol
Chattanooga
Knoxville
Memphis
Nashville

Dillard Paper Co.
Sloan Paper Co.
Southern Paper Co.
Dillard Paper Co.
Southern Paper Co.
Western Paper Co.
Athens Paper
Clements Paper Co.

Texas
Amarillo
Austin
Corpus Christi
Dallas
El Paso
Fort Worth
Houston
Lubbock
San Antonio
Waco

Dixon Paper Co.
Monarch Paper Co.
Monarch Paper Co.
Monarch Paper Co.
Olmsted-Kirk Paper Co.
Dixon Paper Co.
Olmsted-Kirk Paper Co.
Bos worth Papers, Inc.
Monarch Paper Co.
Olmsted-Kirk Paper Co.
Dixon Paper Co.
Monarch Paper Co.
Olmsted-Kirk Paper Co.

Salt Lake City

Dixon Paper Co.
Zellerbach Paper Co.

Vermont
Burlington

Hudson Valley Paper Co.

Virginia
Bristol
Lynchburg
Norfolk
Richmond
Roanoke

Dillard Paper Co.
Caskie Paper Co., Inc.
Old Dominion
Paper Co.
Dillard Paper Co.
Virginia Paper Co.
Dillard Paper Co.

Washington
Seattle
Spokane

Zellerbach Paper Co.
Zellerbach Paper Co.

West Virginia
Charleston
Fairmont

Ailing and Cory
Ailing and Cory

Wisconsin
Brookfield

Reliable Paper Co.

Export and Foreign
New York City,
New York
(Export)
Edmonton,
Canada
Montreal, Canada
Toronto, Canada
Vancouver,
Canada
Australia

Moller & Rothe, Inc.
Barber-Ellis
Lauzier Little, Inc.
Buntin Reid Paper
Co., Ltd.
Barber-Ellis
Edwards Dunlop and
B.J. Ball

Inspiration is free
from The Idea Exchange.
$ .D. Warren's Idea Exchange Library of Printed Samples
has a million ideas in it, all splendidly produced to show
you what can be done on paper.
The Idea Exchange contains more than 75,000 different
samples of company communications from dozens of
industries and businesses. Everything is keyed and crossfiled under more than 200 industry and graphics categories.
It's all yours to draw on, and everything in it is free.
There are samples of annual and quarterly reports, bill
stuffers, catalogues, direct mail pieces, company publications, and more. You can use them to see what's been

done with illustration, photography, design and concept.
Tell us what you want, such as "4-color catalogues from
the sporting goods industry/' We'll mail your samples to
you quickly. And you can keep them.
Samples from The Idea Exchange can capture your imagination and make it soar.
Call on us whenever you have an idea, or need an idea, to
put on paper.
Idea Exchange, S.D. Warren Company, A Division of
Scott Paper Company, 225 Franklin Street, Boston,
Massachusetts 02101.
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